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The Role of Global Brand Familiarity and Domestic E-Commerce Corporate Credibility
in the Satisfaction of Cross-Border Shopping Cooperation Service of Fashion Product
- Focusing on Amazon Global Store -

Wan-Gee Lee and Kyu-Hye Lee'
Human-Tech Convergence Program, Dept. of Clothing & Textiles, Hanyang University, Seoul, Korea

Abstract: This study aimed to provide information to establish a service strategy in cross-border e-commerce through
an assessment of consumer satisfaction with a cross-border shopping channel and “amazon global store” managed by
11street, a domestic e-commerce corporation. The influence of brand familiarity with amazon as a global retail brand was
tested. The mediating roles of the perceived value and risk of both cross-border shopping and amazon global store were
investigated; the moderating role of the domestic e-commerce corporation was also studied. An empirical study was con-
ducted on consumers who had experience using the amazon global store managed by 11street. To verify the hypothesis,
data from 200 people was analyzed using PROCESS macro 4.0. The results indicated that familiarity with global brands
did not have a direct effect on consumer satisfaction; the effect of global retail brand familiarity on consumer satisfaction
was mediated only by the perceived value of cross-border shopping and amazon global store, not by the perceived risks.
E-commerce corporate credibility showed a moderated mediation effect by mediating functional values of the amazon
global store. For consumer groups with a credibility level of medium and above, the interaction effect of brand familiarity
and corporate credibility was significant.
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g ATE 3 BT onix|e} Azt v A7kE vt
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Fig. 1. Research model.
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Fig. 2. Path analysis(brand familiarity-consumer satisfaction-reuse intention).
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Fig. 3. Mediation analysis(Cross-border shopping).
Table 1. Indirect effect(Cross-border shopping)
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Fig. 4. Mediation analysis(amazon global store).
Table 2. Indirect effect(amazon global store)
. . 95% Confidence interval
v MD(Mediator variable) DV b BootSE
LLCI ULCI
Perceived Functional value 111 .029 .058 173
Consumer value Social/emotional value Consumer .186 .038 116 266
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