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Analysis of Factors Influencing Overseas Users’ Purchase Intention towards
Chinese Products: A Case Study of Morocco
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Abstract

With the increasing competition in domestic market, small and medium-sized enterprises (SMEs) in China
face significant developmental challenges. Consequently, international market expansion has emerged as a
pivotal strategy for these enterprises to ensure survival and achieve sustainable growth. However, overseas
consumers' demand for and purchase of Chinese products are influenced by multifaceted factors, making the
attraction of target customers a critical challenge for many SMEs. Focusing on young users in Morocco, this
paper examines the main factors influencing their purchase intention towards Shein, a Chinese cross-border
e-commerce platform. Integrating the core constructs of the Theory of Planned Behavior (TPB) and Social
Comparison Theory (SCT), the analysis is conducted from four key dimensions: platform characteristics of
cross-border e-commerce, social media influence, cultural identity, and attitudes towards Chinese products.
Based on these findings, this study proposes relevant recommendations with the aim of providing actionable
guidance for Chinese SMEs seeking to explore international markets.
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1. Jumia

TEBEI& B R s KT I BT 6 2 dE A LG R & Jumia, FAHE MR MEEE
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HRETRNREE . AR AL M A4, 73— &M PR E.

o B U B st 2 4= BRAUSG () B2B HLR P 65, R E AN A SE SR i 4 R M AN S B il
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ST E AR E A 5 TN Y 2 E R BORMESIER], BT R T S A S A AR A Al A,
PR TR 0 WA, BRI 2 1T 9 2 A< o 0 RO B, AT ORI 1 B R W SEAT 9 (Latterly, 2024) .

SZMARE T A5, Shein HogJakE, HARKLKMS . HErE RGN fERE R fE,
FOERIVE AR 2L BRSPS ORS HEHELS DL L 25 F P 3R At 28 8 HERE W S5 055, 45 ]
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HFENFHOES M B8), XIS, NI FRARI = A E N, B2 R & s
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EF E B, Rl feilid Shein KRR 6 BIDHE KB, Nz EEZ 18] B SRR %, 1X
FPSCAC N R R BRAG IR TS MR e BRI 22 P BRI REAE A AT 64 32 v [ i PR A L AL S, o v ]
oot LIS o RN BT 1 R B = (KA AT (Yao & Zheng, 2021).

ST AR, SMEPE 6 sl A i R GG b 5 R B L SCIE N . DT BRSC
WANFRIRERS, Shein £15xF AR T 37730 4T 22 53 AL SO TR 8, Xt 7 b AT E B B AT AR AL T, Mo e
ANTE SR 2 O LR IE TR R o HLlt, Shein 2xARHE BEVE FFH 9% & 1) SHB A UL LT,
BB Bote. AR HEAAEE, 7 5 TEAT & R R AT I 15 SR 56 . XA
W — e RE P ERENE SRR SCAINRI R ZE 58, SR T T RIS R 38 o v [ S R A4 52 5, ik — 2D st AT
WIS Ao IEUIRTSCRN S, A BARAE BEVE AF R R 2 A IR s B8 R, A Tk 3t
AP G EEETE, BT SRR N BIEERE T, Shein bR EALEE HAZ B 1 5 SRR T
Th i R A4 BEREN 77, BRENB L T N5 78 2 3 A2 O s SR A i EE R (Liu, 2019),

4. FRRLTE SRR R 52

FHHIE (subjective norms) A THRIAT NI (TPB) M—ANEEMM, &0 IEFRANTIAN
Xt HE BN B AT B O AT Y. BEIR A A IR E A AR A R R E 5, X
FSCACAEAFAA T HIAT N 32 B0 AR B NI . DRIE, UL RV W] E A 5 M0 U A VR 2l T S
R EEIMR R, W52, BESAHER S M M SRRk, 2R BIA. KA RAEAL

OB AERHLIRBRAT 4



R A2 AT L 2025.11 % - % % - ¥

Pl ARSI o 1T X AL ST AR (R, LA A 5 At AT T P A 52 9 2 R I 88 N D DRLSK At AT ) i )
HE, AR AT AR A KRR N BCE DA TS R ATE NIEFEAE Shein WS B i, IR
AR S AR A A AT T SE BT 17 T3 A Rt L, AT T J I SE T 1

FEAZ LR (social comparison theory) 3, V8 9% & LIRS < S54th Ndbf7 Euie, JoH 2
FEGN Instagram IXFE R HEAE- 6 b, I P 8 id 2 A i N TSI P~ al okl 2r 2SR, SRAIBT E 22
P A [FIFE I 28474 (Festinger, 1954) o JEEI& EFAF 2 NG IS 18 PRI 18 SRS 1 2 A [R] 7 vk B2 2 At
ITHE Instagram 557 & B 54t N AT G SE LU 3X M52 2138 0 2 3RS0 (1) o B AR T e 3, Rl o il
it Shein Wb B 7= fn A BE 54T =42 T EE R .

DO %o e ]l HE g ANV B R 7R

NHESNSE 2 B AlbE 25, REBUR Q2 WEWBUE Eag et 7RI R 550 RF . 3L
MR 22 Tk (13 T /MRS IR A S 5SS R AR T E Wi dd s, RENE W 3hAH
KRR R R, Ak B Bk, AFNERT R R EE IR, AR T RN flE ke N
Ryl fialk mr O BA N JUAN TR A3, SERF R 55 A1 i 4 o

B, MG CAREINTG, WSREAEORN Shein 445,  [FIR AT URFEA LK Jumia 1
G o BT ANUEN QB B (AR 9 XA RS AU, AT ORI ES B i P 5
b (7 LR T 65 TS I S8 LA SR, SRBEAN A 07 i, T2 230 S B F o O S ARk aT A
g AT I I K BE M, (A (RIS A1) P R R RN AR i IR AR L, AT A 0 5

A,

HR, R G GAR K285 NI . AR 2 i AR e AL AT R 2% (A4 P A L A v
A5 ST U Instagram #5327 & BRI NP AEBONRE MRS S &R, DL, JRE R/l mT
LA RIEIE N L WA &, 35 i FRAE AR e L 4T3 R AP I Al AR R 5. L& R] A
FELRE N IRED, IS MR P i DN PPEE, Y9 0k 22 2 [R) (RS IR, ki 5] AU
4T M.

B EESCAIER, IS S A . B Nl T LR S R s veih . e e
TR K MBRGREETT T, FEER A BRI i, A AT S i SR
SCAAwEE, TGRS 25 IO AT 9. R, B 7K & RESROL I P4 8L T Re
BB, Al T DUOE i F Al A 2 i AR 2R G R TE N5 5 AT SR, G0 2 E
(ERERAAERE i

e, VEEDH B R M. RSN P S E 1A 2 kA AL ety
I PR XN R RISV SAE, A e s AR, ek, 3R kit P
X P B AT A, TR B R AT RCE A, T2 I s 0 AT

k. HIRRRERE

AR JEE U R A A S o [ 7 i AT D ) WA DA IR I PP 35 FE RS T 65 Sheein 78 24311
BENOIHEFRAT, X Z A A S G AT B AX B Instagram Ny E3EAT 20 B, 10 ELA P B e
LN S ) 54T 0 S RS R R ) 0 B U B AE BEAR SR T, R SRAE 75 2008 TP #EAT DT AR, i
S P B S BE BEAT SUE 7 A, DAERAE /XA O S B, AT D9 I 748 A 3RIE /i3 il HE Vi IR
SN SBRAA R

OBENERHRBRAE] 5



R A2 AT L 2025.11 % - % % - ¥

SR

e N RILATE OG5 (2025). 2024 4F 12 H kDR b E D)) (XD S,
http://www.customs.gov.cn/customs/302249/zfxxgk/2799825/302274/302277/302276/6325032/index.html.

e N\ EIEAIE 75 45358, (2025). BEVS BF FL TR S5 SR J.
https://ma.mofcom.gov.cn/mlgjj/art/2025/art_80183827206f4dad914¢0a010bf68a50.html

Ajzen, L. (1991). The theory of planned behavior. Organization Behavior and Human Decision Processes,
50(2),179-211.

Cao, H., Chen, Z., Cheng, M., Zhao, S., Wang, T., & Li, Y. (2020). You recommend, I buy: how and why
people engage in instant messaging based social commerce. Proc. ACM Hum.-Comput. Interact, 1-25.

Latterly. (2024). SHEIN marketing strategy: Gen Z micro influencers, TikTok hauls, data driven growth.

Pereira, D. (2025). Shein marketing strategy - digital innovation, rapid trend adaptation, and influencer driven
engagement. Business Model Analyst.

Khamis, S., Ang, L., & Welling, R. (2017). Self-branding, social media influencers, and the marketplace of
digital fame. Media International Australia, 164(1), 25-40.

McCutcheon, L. E., Lange, R., & Houran, J. (2002). Celebrity worship, psychopathology, and wellness in
fans of musical groups. Journal of Clinical Psychology, 58(10), 1033-1046.

Horton, D., & Wohl, R. R. (1956). Mass communication and para-social interaction: observations on intimacy
at a distance. Psychiatry, 19(3), 215-229.

Giles, D. C. (2002). Parasocial interaction: A review of the literature and a model for future research. Media
Psychology, 4(3), 279-305.

Chung, A., & Cho, H. (2017). The role of social media influencers in marketing and consumer behavior: An
investigation of Instagram. International Journal of Communication, 11, 1266-1286.

Liu, Y. (2019). Influencer marketing: exploring the effects of social media influencers on purchase intentions.
Marketing Science, 39(6), 1150-1165.

Liu, L., & Zhang, H. (2020). Exploring the impact of cultural identity on consumer purchase intentions: a
study of cross-border e-commerce platforms. Journal of International Marketing, 28(3), 62-78.

Yao, L., & Zheng, J. (2021). Globalization and consumer behavior: the effect of cultural identity on cross-
border e-commerce consumption. Journal of International Consumer Marketing, 33(2), 123-139.

Festinger, L. (1954). A theory of social comparison processes. Human Relations, 7(2), 117-140.

EENA
L xR, it RIESMERE R IGEERE, YW, TR RS, R 5%,
2. BSCH, MRS, KEANEERFAIIE AR, P, EEHTT ROV T RIS, BRI,

3. EWeH, Wit KREBTRZAHNBALEEEE O, BIEH, T EOT7 RN RS EE 206 R
PO EM W5

Bt

AR TEREE T 2022 mRFEAR I H 1L 7 /M E b DSR2 57 U5 B IR
(I H %= : LIKMR20221544) %H).

(@)}

OBENERHRBRAE]



