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Abstract

Against the background of cultural export and digital trade, intangible cultural heritage Sichuan
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embroidery ornaments have entered overseas consumption scenarios through cross-border e-com-
merce platforms. Online reviews on cross-border e-commerce platforms aggregate real-time feed-
back from overseas consumers on product quality, usage experience, aesthetic perceptions and cul-
tural information, serving as important textual materials for observing overseas cognition of the
artistic value of Sichuan embroidery. Taking publicly available user reviews from cross-border e-
commerce platforms as the research object, this paper centers on cognitive bias reflected in the re-
views and analyzes the manifestations and contributing factors of overseas consumers’ cognitive
bias toward the artistic value of intangible cultural heritage Sichuan embroidery ornaments. The
findings indicate that cognitive bias is mainly caused by cross-cultural contextual differences, insuf-
ficient platform information, limited review quality and heterogeneous consumer experience. Ac-
cordingly, this paper proposes optimization paths including standardized corpus collection and
coding, improved cross-cultural interpretation, platform review governance and consumer-ori-
ented cultural guidance.
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