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Research on the Impact of Generative Al on the Purchase Intention of Cross—border
E—commerce Consumers
Shihang Wang
Hebei Software Institute

[Abstract] With the groundbreaking advancements in generative Al technology, the cross—border e—commerce
industry is undergoing a paradigm shift from "digitalization" to "intelligentization". This paper systematically
examines the application scenarios of generative Al in cross—border e—commerce, and based on the SOR
(Stimulus—Organism—Response) theoretical framework, conducts an in—depth analysis of its mechanisms
influencing consumer purchase intent. The study reveals that generative Al significantly promotes purchase intent
formation through psychological pathways involving novelty perception, social presence, and trust—building,
leveraging technical features such as personalized recommendations, anthropomorphic interactions, and
multilingual adaptation. Consumer innovation and cultural background play crucial moderating roles in this process.
Meanwhile, challenges including algorithmic bias, privacy risks, and lack of emotional connection cannot be
overlooked. The paper concludes with proposed future research directions and practical implications, providing
theoretical support for cross—border e—commerce enterprises to optimize Al application strategies.
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