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ABSTRACT
Cross-border e-commerce has become an important component of the global
digital economy, enabling consumers to engage in international online
transactions while simultaneously facing challenges related to information
asymmetry, perceived risk, and trust. This study aims to synthesize existing
literature on the relationships among price transparency, perceived risk, and
consumer trust in cross-border e-commerce. A Systematic Literature Review
(SLR) was conducted following the Preferred Reporting Items for Systematic
Reviews and Meta-Analyses (PRISMA) guidelines. Articles were retrieved from
the Scopus database using keywords related to price transparency, perceived
transaction, perceived risk, trust, and cross-border e-commerce. From an initial
pool of 476 articles, 45 studies met the inclusion criteria and were analyzed
through thematic analysis supported by the Watase Uake System. The findings
reveal that price transparency, consumer trust, and perceived risk are the

dominant themes shaping consumer behavior in cross-border digital
marketplaces. Price transparency plays a critical role in reducing information
asymmetry and enhancing consumer confidence, while trust acts as a key
mechanism for mitigating uncertainty in international online transactions. The
review also highlights the growing importance of emerging technologies,
including artificial intelligence (Al), blockchain, and augmented reality (AR), in
strengthening transparency, security, and transaction efficiency. Furthermore, the
literature is primarily grounded in Information Asymmetry Theory, Theory of
Planned Behavior, Signaling Theory, and Structural Equation Modeling
approaches. This study concludes that transparent pricing practices and trust-
enhancing digital environments are essential for sustainable cross-border e-
commerce development and recommends further research focusing on
developing countries, cross-cultural contexts, and technology-driven trust
mechanisms.

NonCommercial 4.0 International
(CC BY-NC 4.0).

INTRODUCTION

Cross-border e-commerce has become an important driver of global trade, enabling consumers to purchase
products and services beyond national boundaries. The rapid growth of digital platforms, international logistics
networks, and financial technologies has expanded cross-border transactions, particularly in border regions where
economic interactions between neighboring countries are increasingly common. However, despite the opportunities
offered by cross-border e-commerce, consumers often face greater uncertainty than in domestic online shopping,
including concerns regarding hidden costs, customs duties, delivery reliability, product quality, and legal protection.
These uncertainties increase perceived risk and influence consumers’ trust and purchase decisions.

Price transparency and consumer trust have therefore emerged as critical factors in understanding consumer
behavior in digital markets. Earlier studies demonstrated that price transparency influences consumer decision-making
by reducing information asymmetry and improving market efficiency (Rossi & Chintagunta, 2016). Subsequent
research highlighted that trust is shaped not only by economic considerations but also by social and cultural factors,
including green identity, peer influence, and national culture (Khare & Pandey, 2017; Hallikainen & Laukkanen, 2018).
In e-commerce settings, transaction costs, perceived risks, and platform characteristics have been shown to significantly
affect consumer trust and behavioral intentions (Hoang & Vu, 2020; Dong, 2022). More recent studies further
emphasize the role of emerging technologies such as artificial intelligence (AI), augmented reality (AR), and fintech in
enhancing transparency, reducing uncertainty, and strengthening consumer trust in digital environments (Teodorescu et
al., 2023; Zhao et al., 2024; Yousaf & Palazzo, 2024).

Although the literature has extensively examined price transparency, trust, and consumer behavior in domestic e-
commerce and other sectors, evidence remains fragmented in the context of cross-border e-commerce. Existing studies
tend to focus on specific industries, technologies, or national settings, while limited attention has been given to how
price transparency interacts with perceived risk and consumer trust across different countries, cultures, and regulatory
environments. This limitation is particularly relevant for border regions, where consumers are more likely to engage in
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cross-border online transactions and face unique challenges related to taxation, logistics, customs procedures, and
institutional differences.

Therefore, this Systematic Literature Review (SLR) aims to synthesize existing knowledge on the relationships
among price transparency, perceived risk, and consumer trust in cross-border e-commerce. By integrating findings from
various contexts and disciplines, this study seeks to identify major research trends, theoretical foundations, and
knowledge gaps while providing a comprehensive framework for understanding consumer behavior in cross-border
digital markets and supporting future research related to border-region economic development.

LITERATURE REVIEW

Cross-border e-commerce has transformed the way consumers purchase products and services across national
boundaries, creating new opportunities while simultaneously increasing uncertainty in online transactions. Compared
with domestic e-commerce, consumers engaging in cross-border purchases face additional challenges such as customs
duties, international shipping costs, exchange rate fluctuations, delivery reliability, and differences in consumer
protection regulations. In this context, price transparency has become a critical factor in reducing information
asymmetry and facilitating informed consumer decision-making. Historically, price transparency emerged from
classical economic theory, which assumes that accessible price information contributes to market efficiency (Smith,
1776). Recent studies have expanded this concept into digital environments, demonstrating that transparent information
regarding prices, fees, and product attributes can strengthen consumer confidence and improve purchasing decisions
(Langer et al., 2024; Franken et al., 2025).

Several classical theories provide a foundation for understanding consumer behavior in cross-border e-
commerce. The Theory of Planned Behavior (TPB) explains how attitudes, subjective norms, and perceived behavioral
control influence consumer intentions and online purchasing behavior (Ajzen, 1991). The Technology Acceptance
Model (TAM) further suggests that consumers are more likely to adopt digital platforms when they perceive them as
useful and easy to use (Davis, 1989). In addition, Transaction Cost Theory (TCT) argues that consumers evaluate
transaction-related costs, uncertainty, and risks when making purchasing decisions, making it particularly relevant for
cross-border transactions where hidden costs and procedural complexities are common (Williamson, 1981; Hoang &
Vu, 2020). Social Presence Theory also contributes to explaining how interactions and communication within digital
platforms foster trust among consumers (Ji et al., 2020).

Recent studies indicate that consumer trust is increasingly influenced by technological innovation and cultural
diversity. Emerging technologies such as artificial intelligence (Al), augmented reality (AR), fintech services, and big
data analytics have enhanced the transparency of online transactions and improved consumer experiences (Dong, 2022;
Uhm et al., 2022; Yousaf & Palazzo, 2024). At the same time, cultural differences continue to play an important role in
shaping trust perceptions and responses to price information across countries (Hallikainen & Laukkanen, 2018). These
developments suggest that trust formation in cross-border e-commerce is not solely determined by economic
considerations but also by technological, institutional, and cultural factors.

Drawing upon these theoretical perspectives, this review conceptualizes cross-border e-commerce as an
environment where price transparency reduces information asymmetry and perceived transaction uncertainty, thereby
lowering perceived risk and strengthening consumer trust. The interaction among these factors is particularly relevant in
border regions, where consumers frequently engage in international online transactions and are exposed to diverse
regulatory, cultural, and logistical conditions. Therefore, synthesizing the existing literature on price transparency,
perceived risk, and trust is essential for developing a more comprehensive understanding of consumer behavior in
cross-border digital markets.

METHOD

This study employed a Systematic Literature Review (SLR) approach following the Preferred Reporting Items
for Systematic Reviews and Meta-Analyses (PRISMA) guidelines proposed by (Moher et al., 2009) to ensure a
transparent, rigorous, and replicable review process. The PRISMA framework was selected because it is widely
recognized as a standard for conducting and reporting systematic reviews, enhancing methodological quality and
research reliability (Panic et al., 2013; Siddaway et al., 2019; ter Huurne et al., 2017). The review focused on studies
related to cross-border e-commerce, particularly those examining price transparency, perceived transaction, perceived
risk, and consumer trust in digital marketplaces. An overview of the article selection process is presented in Figure 1.
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Figure 1. PRISMA Flow Diagram for Article Identification, Screening, Eligibility, and Inclusion

Figure 1 illustrates the PRISMA-based article selection process used in this study. The initial search in the
Scopus database identified 476 records related to cross-border e-commerce, price transparency, perceived risk,
perceived transaction, and consumer trust. After applying the predefined inclusion criteria, including publication year
(2016-2025), journal quartile classification (Q1-Q4), and abstract availability, 229 articles remained for screening.
Subsequently, 184 articles could not be retrieved for full-text assessment, resulting in 45 eligible studies that were
included in the final systematic literature review. This process ensured that only relevant and high-quality studies were
analyzed.

The literature search was conducted using the Scopus database, which was selected due to its extensive coverage
of peer-reviewed publications and rigorous indexing standards (Lasda Bergman, 2012). Compared with alternative
databases, Scopus provides higher-quality search results by minimizing duplicate records and reducing the inclusion of
articles from predatory journals. To improve search accuracy and thematic mapping, the review process was also
supported by the Watase System (Wahyudi, 2024). The search strategy utilized combinations of keywords including
price transparency, perceived transaction, perceived risk in e-commerce, trust in e-commerce, and cross-border e-
commerce. The initial search identified 476 articles.

The screening and selection process followed predefined inclusion and exclusion criteria. Articles published
outside the period of 20162025 (n = 138), articles not indexed in Scopus quartiles Q1-Q4 (n = 32), and articles
without abstracts (n = 77) were excluded. No duplicate articles were identified. After the screening stage, 229 articles
remained for further assessment. Subsequently, 184 articles could not be retrieved for full-text evaluation, resulting in
45 eligible articles for the final review. The selected studies were then analyzed using thematic analysis to identify
recurring patterns, concepts, and relationships concerning price transparency, perceived risk, trust, and consumer
behavior in cross-border e-commerce. The analysis was further supported by the Watase Uake System (Wahyudi, 2024)
to enhance the validity and reliability of the findings.

RESULT

The keyword analysis reveals several dominant themes in the cross-border e-commerce literature. Price
transparency emerged as the most frequently discussed topic (83 occurrences), followed by e-commerce (46) and trust
(41), highlighting the central role of information transparency and consumer confidence in international online
transactions. Related themes such as perceived risk, purchase intention, and transaction costs further emphasize the
complexity of consumer decision-making in cross-border environments, where buyers often face uncertainty regarding
shipping costs, customs duties, product quality, and regulatory differences. In addition, the increasing appearance of
technologies such as blockchain and artificial intelligence suggests a growing interest in digital solutions for enhancing
transparency, security, and efficiency in cross-border transactions. Geographically, China and Australia emerged as
prominent research contexts, reflecting the rapid growth of digital commerce and evolving regulatory frameworks in
these regions.

The publication trend demonstrates a growing scholarly interest in cross-border e-commerce between 2016 and
2025. Early studies focused primarily on price transparency and consumer decision-making in different contexts (Klein
& Schmitz, 2016; Mittal & Agrawal, 2016; Rossi & Chintagunta, 2016), while subsequent research increasingly
explored consumer trust, perceived risk, and digital technologies within e-commerce environments (Masele & Matama,
2020; Mehrabi et al., 2020; Tzavlopoulos et al., 2019; Miller et al., 2020; Hoang & Vu, 2020). The highest number of
publications was recorded in 2022, with studies examining emerging technologies such as augmented reality (AR) and
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their influence on online consumer behavior (Uhm et al., 2022). More recent studies have expanded the discussion to
include digital trust, platform governance, and the implications of transparency in increasingly globalized digital
markets (Langer et al., 2024; Pathak & Muhlestein, 2024; Franken et al., 2025).

The quality assessment of the reviewed articles indicates a strong academic foundation for this field. Of the 45
articles included in the review, 23 (51.1%) were published in Q1 journals, 18 (40.0%) in Q2 journals, and only 4 (8.9%)
in Q3 journals, demonstrating that the topic has attracted considerable attention from high-impact international journals.
The literature is grounded in well-established theoretical perspectives, including Information Asymmetry Theory
(Franken et al., 2025; Miller et al., 2020), Structural Equation Modeling approaches (Hoang & Vu, 2020; Evelina et al.,
2020), Theory of Planned Behavior (TPB), and Signaling Theory (Choi & Lee, 2019; Minbashrazgah et al., 2017).
Overall, the findings indicate that research on cross-border e-commerce has evolved from a primary focus on price
transparency toward a broader examination of trust, perceived risk, digital technologies, and consumer behavior,
reflecting the increasing importance of transparent and trustworthy digital ecosystems in global commerce.

Year of Publication Trends

-

W2016 W2017 @201 2019 2020 2022 2023 2024 2025
Figure 2. Trends in the Number of Publications

Figure 2 illustrates the annual publication trends of studies related to cross-border e-commerce, price
transparency, perceived risk, and consumer trust between 2016 and 2025. The number of publications fluctuated over
time, beginning with five studies in 2016, decreasing to three studies in 2018, and then increasing steadily from 2019
onward. The highest publication output was recorded in 2022 and 2024, with seven studies each, indicating growing
scholarly attention to digital transactions, consumer trust, and international e-commerce markets.

Studies published in 2020 further explored price transparency and digital payment technologies, highlighting
their influence on consumer confidence and transaction efficiency in digital marketplaces (Miller et al., 2020; Hoang &
Vu, 2020). The publication peak in 2022 reflects the expanding scope of cross-border e-commerce research, including
the adoption of emerging technologies such as augmented reality (AR) to enhance online shopping experiences asnd
purchase intentions (Uhm et al., 2022). More recent studies continue to emphasize transparency, trust, and market
efficiency, while also examining the broader implications of digitalization and global market integration (Langer et al.,
2024; Pathak & Muhlestein, 2024; Franken et al., 2025).

Overall, these trends suggest that cross-border e-commerce research is evolving toward a more comprehensive
understanding of how transparency, trust, and technological innovation shape consumer behavior and facilitate
participation in global digital markets (Saloner et al., 2017; Miller et al., 2020; Langer et al., 2024; Franken et al.,
2025).

Journal Quality and Theoretical Foundations

Figure 3. Journal Quartile Distribution
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The journal classification analysis indicates that the reviewed studies were predominantly published in high-
quality international journals. Of the 45 selected articles, 23 (51.1%) were published in Q1 journals, 18 (40.0%) in Q2
journals, and only 4 (8.9%) in Q3 journals, demonstrating the strong academic foundation of research on cross-border
e-commerce. Leading journals such as Journal of Retailing and Consumer Services and Sustainability frequently
addressed issues related to consumer behavior, digital commerce, and market transparency (Franken et al., 2025; Han et
al., 2022; Ou et al., 2022), while Q2 journals such as Journal of the Knowledge Economy provided important insights
into digital markets and emerging economies (Pathak & Mubhlestein, 2024; Yousaf & Palazzo, 2024).

The reviewed studies were largely grounded in established theoretical perspectives, including Information
Asymmetry Theory (Franken et al., 2025; Miller et al., 2020), Theory of Planned Behavior (TPB), Signaling Theory
(Choi & Lee, 2019; Minbashrazgah et al., 2017), and Structural Equation Modeling (SEM) approaches (Hoang & Vu,
2020; Evelina et al, 2020). These theoretical and methodological foundations reflect a growing interest in
understanding how transparency, trust, and consumer behavior interact within digital marketplaces. Overall, the
findings suggest that cross-border e-commerce research is increasingly focused on addressing challenges related to
information asymmetry, digital trust, and technological innovation, particularly in emerging markets and rapidly
digitalizing economies (Do et al., 2020; Evelina et al., 2020; Hall, 2025; Batra & Candon, 2022).

Journal and Platform Analysis

The journal and platform analysis indicates that research on cross-border e-commerce is primarily published in
high-impact journals, suggesting strong academic interest and relevance in this field. Studies published in Q1 and Q2
journals, such as Journal of Retailing and Consumer Services, International Journal of Information Management,
Sustainability, and Journal of the Knowledge Economy, have contributed significantly to understanding consumer trust,
price transparency, digital technologies, and cross-border consumer behavior (Hallikainen & Laukkanen, 2018; Jou et
al., 2024; Yousaf & Palazzo, 2024). The high visibility of these journals enhances the dissemination and citation
potential of studies addressing global digital commerce and international consumer markets.

Highly cited studies often combine strong theoretical foundations with contemporary issues such as information
transparency, cultural differences, and technological innovation. For example, Hallikainen & Laukkanen (2018)
contributed to the literature by integrating Hofstede’s cultural dimensions with cross-country e-commerce analysis,
while Miller et al. (2020) and Li et al. (2018) provided valuable insights into transparency and consumer decision-
making within digital marketplaces. Furthermore, journals focusing on emerging economies and regional markets,
including Journal of Agribusiness in Developing and Emerging Economies and Asia Pacific Journal of Marketing and
Logistics, have expanded the understanding of cross-border e-commerce adoption and consumer behavior in diverse
contexts (Ji et al., 2020; Zafar et al., 2020).

Overall, the publication landscape demonstrates that studies addressing transparency, trust, and digital innovation
in cross-border e-commerce receive considerable academic attention due to their relevance to globalization and digital
transformation. The findings suggest that research integrating cross-country perspectives, consumer behavior, and
emerging technologies is more likely to achieve greater scholarly impact and contribute to the advancement of
international e-commerce literature (Langer et al., 2024; Franken et al., 2025).

Word Cloud Analysis of Author Keywords
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Figure 4. Word Cloud of Author Keywords in Cross-Border E-Commerce Research
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The keyword analysis reveals that price transparency is the most dominant theme in the cross-border e-
commerce literature (83 occurrences), followed by e-commerce (46) and trust (41). These findings indicate a strong
research focus on how transparent pricing mechanisms influence consumer confidence and purchasing behavior in
international online transactions. Related keywords such as perceived risk, purchase intention, and transaction costs
further highlight the complexity of consumer decision-making in cross-border environments, where buyers frequently
encounter uncertainty regarding pricing, logistics, and transaction security.

From a geographical perspective, China and Australia emerged as notable research contexts, reflecting the rapid
growth of digital commerce and evolving regulatory environments in these regions. The analysis also identifies
increasing attention to emerging technologies, particularly blockchain and artificial intelligence (AI), which are viewed
as important tools for improving transparency, security, and efficiency in cross-border transactions. Overall, the
keyword trends suggest that future research should continue exploring the interplay between transparency, trust,
perceived risk, and technological innovation to support the development of more reliable and sustainable cross-border
e-commerce ecosystems.

DISCUSSION

The findings of this systematic literature review indicate that price transparency, perceived risk, and consumer
trust are the three most influential factors shaping consumer behavior in cross-border e-commerce. The dominance of
keywords such as price transparency, trust, perceived risk, and purchase intention suggests that consumers remain
highly sensitive to information asymmetry when engaging in international online transactions. Consistent with previous
studies, transparent pricing mechanisms reduce uncertainty and facilitate more informed decision-making, thereby
strengthening consumer confidence and encouraging participation in digital marketplaces (Franken et al., 2025; Miller
et al., 2020; Mittal & Agrawal, 2016). In cross-border contexts, where consumers face additional challenges such as
customs duties, international shipping costs, exchange rate fluctuations, and regulatory differences, transparency
becomes even more critical for reducing perceived risk and fostering trust.

The review also highlights the central role of trust as a mediating factor between transparency and consumer
behavior. Previous studies have demonstrated that trust is influenced by cultural values, platform design, seller
reputation, and the quality of information provided by e-commerce platforms (Hallikainen & Laukkanen, 2018; Masele
& Matama, 2020). These findings support the argument that cross-border e-commerce requires not only transparent
pricing but also trustworthy digital environments capable of overcoming geographical and institutional barriers.
Furthermore, emerging technologies such as artificial intelligence (AI), blockchain, and augmented reality (AR) have
shown considerable potential in enhancing transparency, reducing uncertainty, and improving consumer experiences in
international online transactions (Teodorescu et al., 2023; Uhm et al., 2022; Zhao et al., 2024).

From a theoretical perspective, the findings reinforce the relevance of the Theory of Planned Behavior (TPB),
Signaling Theory, and Information Asymmetry Theory in explaining consumer behavior in cross-border digital markets
(Choi & Lee, 2019; Minbashrazgah et al., 2017; Miller et al., 2020). Transparent price information serves as a market
signal that reduces information asymmetry and increases trust, while perceived risk remains a key determinant of
consumer purchase intentions. The review also confirms the growing use of Structural Equation Modeling (SEM) as a
dominant analytical approach for examining the complex relationships among transparency, trust, risk, and consumer
behavior (Langer et al., 2024; Yousaf & Palazzo, 2024).

Practically, the findings suggest that e-commerce platforms, policymakers, and businesses operating across
borders should prioritize transparent pricing policies, clear disclosure of taxes and shipping costs, and the adoption of
technologies that enhance trust and transaction security. Such measures are particularly important for border regions,
where cross-border digital trade increasingly contributes to regional economic development. However, this review also
identifies several limitations within the existing literature. Most studies rely on quantitative methods, while qualitative
and mixed-method approaches remain underutilized. In addition, the literature is heavily concentrated in developed
economies, with limited evidence from developing countries and border regions where cross-border e-commerce is
rapidly expanding (Evelina et al., 2020; Yousaf & Palazzo, 2024).

Future research should therefore focus on three key areas. First, more studies are needed to examine cross-border
e-commerce in developing countries and border regions, where institutional and cultural conditions may differ
substantially from those in developed markets. Second, future research should investigate how emerging technologies
such as Al, blockchain, and fintech can strengthen transparency and trust while reducing perceived risk in international
transactions (Teodorescu et al., 2023; Zhao et al., 2024). Third, comparative cross-cultural studies are needed to better
understand how cultural values and regulatory environments influence consumer trust and purchasing behavior in cross-
border e-commerce (Hallikainen & Laukkanen, 2018). By addressing these gaps, future research can contribute to a
more comprehensive understanding of consumer behavior in global digital markets and support the development of
sustainable cross-border e-commerce ecosystems.

CONCLUSION
This Systematic Literature Review (SLR) synthesizes the existing literature on price transparency, perceived risk,
and consumer trust in the context of cross-border e-commerce. The findings indicate that price transparency plays a
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crucial role in reducing information asymmetry, enhancing consumer confidence, and facilitating more informed
purchasing decisions in international online transactions. Transparent disclosure of product prices, shipping costs, taxes,
and customs-related charges helps consumers evaluate transaction value more accurately and reduces uncertainty
associated with cross-border purchases.

Consumer trust emerged as another critical factor influencing cross-border e-commerce adoption and purchase
intention. The reviewed studies suggest that trust is shaped by multiple factors, including price transparency, platform
quality, cultural differences, seller reputation, and perceived transaction security. In cross-border environments, where
consumers are exposed to unfamiliar regulations, currencies, and institutional systems, trust serves as a key mechanism
for overcoming uncertainty and perceived risk. Consequently, trust functions as an important bridge between
transparent information and positive consumer behavior.

The review also highlights the growing role of digital technologies in strengthening transparency and trust within
cross-border e-commerce ecosystems. Emerging technologies such as artificial intelligence (AI), blockchain,
augmented reality (AR), and fintech solutions have demonstrated significant potential to improve transaction security,
information accuracy, and customer experience. These innovations contribute to reducing perceived risk and supporting
more efficient international digital transactions.

From a methodological perspective, Structural Equation Modeling (SEM) and regression analysis remain the
most widely used approaches for examining the relationships among transparency, trust, risk, and consumer behavior.
However, the literature remains dominated by quantitative studies and is concentrated primarily in developed
economies. Research focusing on developing countries, border regions, and cross-cultural contexts remains relatively
limited.

Overall, this review concludes that price transparency, perceived risk, and consumer trust are closely
interconnected determinants of consumer behavior in cross-border e-commerce. The findings emphasize the importance
of transparent pricing policies, trustworthy digital platforms, and technological innovation in fostering sustainable
cross-border digital trade. Future research should further investigate the influence of cultural, institutional, and
regulatory differences across countries, while exploring how emerging technologies can strengthen trust and reduce
perceived risk in increasingly globalized digital marketplaces.
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