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Abstract

In response to the challenges faced by global trade enterprises in B2B cross-border e-commerce
transactions, this paper proposes a self-built cross-border e-commerce website solution based on
the user experience elements model. Taking a marketing and transaction-oriented cross-border e-
commerce B2B website as an example, it explores how to apply this model for website analysis and
design across the strategic, scope, structure, skeleton, and surface layers. This approach helps en-
terprises meet user needs and achieve business goals through their websites.
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F P 455 (User Experience, UX)J2 $8 7 7EA8 A = i BRI 55 3 A2 A Bl P2 AR 94T DA B B ROBE[5]
[ P #0238 AN 5] S BERT FH P ARES EAT T IR AR, Horr Jesse James Garrett 4 Hi ) FH P AR SS T 2L B
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AT DL AR B9 e, FEAW T T iE A A
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Bk tH 2R TR T SR [T]. B, TN AE S A (S5 K J2) Re A5 B FH P DR SR B BT 5 B, R R 5 DK
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KH RGN UX WSS R sl szl H% P A G E(LTV) PR AT I dE = 42% [8].
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3.1. MuhRRE R
TERGER B8 350 L1 25 IR I, 40 53 Al 75 8 2 S 37 BT 000 e b R R IR N B 7 R, ki Bk T

FH P ARES 7B R BRI JE RGNS 5T . AHIF 7Tk B B S X B B 5 2l TCF (Top Commercial
Furniture){E N SR S48, 2N AT H I0X St 5k s K1) 5 48 11 ST B 45

3.1.1. HhxE Mk iR B AR

TCF {1 RRAL T 1997 4 15 b i FH 5 FL i i (2 3R] L S LR ey “ A BRPT SR A 7 BRER), T xd
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HIRRSE ISR 2R 5 =5 6 1T A BRI BUIR, AHT FOE I Al i JZ IR EE VTR (3 ALk
I 2 AN N) 5388 S0R 73 HT(2020~2023 SEHEAMEMITURAIR S« 1 3T PACIN R H &), B s
Hbx: EBCR % BRI EIT RIIREMI S 5 B b B W CIERF S s ulh), DLSEELBt R gE e 5ig
B HERRT.

3.1.2. (ABEREXR
AHIE TR IR A0 705 (Mixed Methods) 7 = Fir B EE 2 7 14 -
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o  HHEVIR(N=5, WEHE. iR, FEREITR5TA)
o  EPREVIR(IN =12, EEMKEMET/FEIER ST, KK 45~60 240/ \)
o fESUNH2M, T 6 LIHTCRIENE, ARG A FEHHE
2) ERHEES.
o T 3R IR AT
o AERFARWN AT
o /AT CRM JJj$758 5 4l
3) A& X HGAIF 5 w45 A B
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o RS EEEUE, WNT AU S5 AR
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Table 1. Core user persona of TCF company
= 1. TCF 2 REILA FE%

ZP Rk EiipY
i} BRI SEHE. FE. FEE. HRP
EIRVIES M2 ER A EER
LT RATER
FB=TTRA T LK
Wy Sy 55 FRBE AT B JEAE TCF Ml bR BRIy
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Table 2. Content and functionalities of the website
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Figure 1. Online transaction process diagram of TCF company self-owned website
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Figure 2. Mixed information structure of TCF company self-owned website
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Figure 3. Interface of the website on PC
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Figure 4. Interface of website on mobile phone
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Promotion Fumiture Dinning Room Furniture 4 Home/Dinning Room Fumniture
Dining Room Furniture
Sortby [ BestMatch | [ Price | [ BestSeling | [Recently Listed]
Living Room Furniture
Home Office Furniture
The Design
Chairs
Home Decor
Contact Info Product Name Product Name
Lorem ipsum dolor sit amet, Product Price Product Price
laoreet. Orders Quatily Orders Quatily -
4 4

Figure 5. Design of main menu, side menu and thumb menu
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A DATT R P AR R B O i PR 2 5 AR IR T AT (RS 7 VA 1 20 Kok

Product Details
Specifications
Services S e
: : Scene Graph of the Product
Certification e e
Production
Packing
Free Inquiry Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aenean
euismod bibendum laoreet. Proin gravida dolor sit amet lacus
accumsan et viverra justo commodo. Proin sodales pulvinar tempor.
Cum sociis natoque penatibus et magnis dis parturient montes, nascetur
ridiculus mus. Nam fermentum, nulla luctus pharetra vulputate, felis
tellus mollis orci, sed rhoncus sapien nunc eget.

Figure 6. Design of fixed menu on product description page
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TC Furniture Manufacturer
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Figure 7. Interest trigger by index page focus image
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Figure 8. The F-shaped visual scanning pattern on websites

B 8. Mufi F B 5Ehk

3.5.3. RIBAREM EL(Desire)

R P HENTE S SR B, RIE B ORGSR . P A R ANVE R T AR E T 5
RIP= iR, LA 9 FoR, XS R RN OUR IS S AN, B IE S S 13 3 S RO S A
Rk I AR T T YA BN S AR, SR MR AN R TR . Rt E R R I R B
ERITIRE, R BOOR 2 7 I SRR

DOI: 10.12677/ecl.2025.1492998 950 N e


https://doi.org/10.12677/ecl.2025.1492998

PRODUCT SERIES

There are 6 different series of producls for your choice

Dining Room Furniture Living Room Furniture Home Office Furniture

Vi o / \
( VIEWALL ) ( VIEW ALL ( VIEW ALL

Figure 9. Product scenario images stimulate user needs
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445mm Size: 430x430x445mm;
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Figure 10. Detailed product descriptions build customer trust
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Figure 11. Real-life service details demonstration alleviates customer concerns
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Table 3. Comparison of key business metrics between the old and new websites
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