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Abstract

Cross-border e-commerce is developing rapidly, and purchasing foreign goods online has become in-
creasingly common. However, problems such as insufficient information transparency and incomplete
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access remain prominent in actual transactions. Due to differences in language, culture and consump-
tion habits across countries, consumers often struggle to accurately obtain product details, real infor-
mation of sellers, as well as cross-border logistics and after-sales services, resulting in an obvious lack
of information access. Such problems tend to arouse consumers’ transaction concerns, reduce pur-
chase intention, interfere with normal purchase decisions, and restrict the conversion efficiency and
healthy development of cross-border e-commerce. Focusing on the issue of digital information asym-
metry in cross-border e-commerce, this paper systematically analyzes its hindrance mechanism to in-
ternational consumers’ purchase decisions, and puts forward feasible optimization strategies to pro-
vide practical references for the operation of cross-border e-commerce platforms, compliant operation
of merchants and high-quality development of the industry.
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