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Abstract:
Cross-border e-commerce has evolved from a transactional 
model into a strategic channel for multinational companies 
seeking global expansion, brand reputation, and long-
term profitability. However, operating across multiple 
jurisdictions poses complex legal challenges involving 
taxation, consumer protection, data privacy, product 
liability, and intellectual property. This study argues 
that legal compliance is not merely a cost or regulatory 
obligation, but a strategic instrument that enhances 
institutional legitimacy, builds consumer trust, and 
facilitates market access. By examining diverse legal 
frameworks—civil law, common law, Islamic law, and 
hybrid systems—the study highlights how compliance 
requirements vary across jurisdictions. The case of Amazon 
illustrates how compliance can be transformed from a 
reactive legal defense into a proactive governance capability 
through the use of AI monitoring, supply chain traceability, 
and platform-based risk prevention. These efforts elevate 
compliance into a source of brand credibility, operational 
efficiency, and even participation in global rule-making.

Keywords: Cross-border e-commerce, Compliance 
strategy, Legal governance, Digital market access, Con-
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1. Introduction
Cross-border e-commerce has gradually become a 
rapidly growing sector for e-commerce platforms 
in various countries (OECD, 2022), especially for 
large platforms like Amazon (Department of Justice, 
2021), Alibaba, and JD.com. For these companies, 
entering overseas markets is not only a way to in-
crease sales but also a strategic opportunity to expand 

global influence (UNCTAD, 2023), build brand repu-
tation, and develop new customer groups. Market ex-
pansion through e-commerce can bypass traditional 
trade barriers and directly reach overseas consumers. 
However, despite the enormous economic potential 
of cross-border e-commerce, it also faces complex 
legal challenges. How to protect corporate interests 
and ensure sustainable profit growth while complying 
with local laws and regulations has become a funda-
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mental issue for global e-commerce companies.
Unlike small individual sellers on platforms like Taobao 
or eBay, multinational e-commerce companies operate on 
a larger scale, involving complex legal issues such as data 
security, taxation, consumer rights, intellectual property, 
product liability, and international dispute resolution. 
These companies must navigate different legal systems 
(Cavusgil et al., 2020), adapt to local regulations, and 
implement compliance strategies in multiple jurisdictions. 
Failure to comply with laws and regulations can lead to 
serious consequences (PwC, 2023), including hefty fines, 
decreased consumer trust, hindered market access, and 
even forced withdrawal from overseas markets.
Therefore, legal compliance is not only a regulatory re-
quirement but also a strategic tool for protecting corporate 
interests and ensuring long-term development. Businesses 
must recognize that effectively implementing compliance 
measures can enhance brand reputation, reduce legal 
risks, protect intellectual property, and promote respon-
sible market access. In this context, legal compliance is 
no longer a passive obligation but a crucial component of 
international business strategy.
This study focuses on large multinational e-commerce 
companies, not small individual sellers. The article argues 
that cross-border e-commerce companies can successfully 
safeguard their business interests, maintain global com-
petitiveness, and achieve sustainable profits by complying 
with local legal systems, strengthening consumer protec-
tion, ensuring data security, respecting intellectual prop-
erty rights, and establishing effective dispute resolution 
mechanisms.

2. Legal Compliance Challenges of 
Cross-Border E-commerce
A fundamental legal challenge faced by cross-border 
e-commerce companies is the diversity of legal systems 
across different countries and regions. Unlike domestic 
e-commerce, which only needs to comply with the legal 
framework of a single country, cross-border e-commerce 
companies must operate in multiple legal jurisdictions, 
and these legal frameworks differ from the one currently 
in operation. Globally, four major legal systems shape the 
way business, digital trade, contracts, taxation, and con-
sumer rights are regulated: civil law, common law, Islamic 
law, and mixed law (Vogel, 2000).

2.1 Civil Law
The civil law system originated in continental Europe and 
is based on comprehensive written legislation, regulations, 
and codes (Zweigert & Kötz, 1998). It applies to major 

economies such as China, France, Germany, Japan, South 
Korea, Spain, and most countries in Latin America. Under 
this system, the law is highly written, and business prac-
tices—such as contracts, taxation, and product liability—
are strictly regulated by written laws, such as the German 
Civil Code, the French Commercial Code, or China’s 
E-commerce Law. For multinational e-commerce com-
panies, operating in civil law countries typically requires 
strict documentation, clear contract terms, detailed prod-
uct labeling, tax reporting, and compliance with consumer 
protection regulations.

2.2 Common Law System
The common law system, used in the United States, the 
United Kingdom, Canada, Australia, India, Singapore, and 
Hong Kong, relies heavily on court judgments, judicial 
interpretations, business practices, and precedents (Merry-
man & Pérez-Perdomo, 2007). Unlike civil law countries 
where laws are primarily codified, common law systems 
place great emphasis on judicial decisions, freedom 
of contract, and market mechanisms. For cross-border 
e-commerce companies, this means that even if the law 
does not explicitly stipulate otherwise, businesses may 
still be held legally liable due to precedents or consumer 
lawsuits. For example, although Amazon does not directly 
sell the products in question, it faces multiple class-action 
lawsuits in the United States alleging product liability due 
to judicial interpretations of “seller liability.”

2.3 Islamic Legal System
In countries such as Saudi Arabia, Iran, Qatar, and the 
United Arab Emirates, Sharia law constitutes the core of 
their legal system or coexists with civil law. Sharia law, 
based on the principles of the Quran and Hadith, regu-
lates business ethics, contracts, financial transactions, and 
dispute resolution. It strictly prohibits false advertising, 
interest-based financial transactions, and the sale of goods 
that violate religious and moral standards. For e-commerce 
companies, this has a significant impact on product com-
pliance (e.g., alcohol, pork, gambling-related products), 
payment systems, and advertising content.

2.4 Hybrid Legal Systems
Many countries—including Malaysia, Indonesia, Pakistan, 
Egypt, and Nigeria—use hybrid legal systems that blend 
elements of civil law (Glenn, 2014), common law, and 
Sharia law. Meanwhile, South Africa and the Philippines 
combine civil and common law traditions. This creates a 
complex regulatory environment where laws governing 
digital trade, consumer protection, and data privacy may 
follow different legal principles.
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3. Core Areas of Legal Compliance in 
Multinational Cross-Border E-Com-
merce
Multinational e-commerce companies must ensure con-
sistent compliance across multiple jurisdictions when 
expanding their global operations. For cross-border opera-
tions at the corporate level, the following five key areas of 
legal compliance are crucial: taxation, consumer protec-
tion, data privacy and cybersecurity, intellectual property, 
and product safety and liability. These legal compliance 
requirements not only determine a company’s market 
access eligibility but also directly impact its reputation, 
customer trust, and long-term sustainable development.

3.1 Taxation
Tax compliance is one of the most fundamental challenges 
facing multinational e-commerce companies. Unlike tradi-
tional trade, which relies on physical transactions, where 
customers already include taxes and fees when purchasing 
goods and only need to confirm the price, cross-border 
digital sales involve complex tax issues, including Value 
Added Tax (VAT), Goods and Services Tax (GST), Dig-
ital Services Tax, import duties, and customs declaration 
requirements. This necessitates cross-border e-commerce 
companies providing convenient solutions for customers 
and complying with local laws and regulations to avoid 
cross-border tax problems. However, each country has its 
own unique tax regulations. For example:
• EU: Requires non-EU sellers to register for VAT (“VAT 
One-Stop Service” system) if they sell goods to EU cus-
tomers, even if they do not have a physical presence with-
in the EU (European Commission, 2021).
• US: Sales tax varies by state; even without a physical 
presence, businesses may be required to pay taxes if 
sales reach a certain threshold (Internal Revenue Service, 
2022).
• China: Digital service providers must register for tax 
purposes according to cross-border e-commerce policies 
and comply with import duties and customs clearance reg-
ulations.

3.2 Consumer Protection Law
Consumer protection law is a crucial consideration for 
all e-commerce platforms, serving as the cornerstone of 
a company’s long-term development. It directly impacts 
customer trust, brand integrity, and platform reputation. 
This can be divided into two parts. First, relevant regu-
lations typically focus on refund and return policies, the 
accuracy of product descriptions, contract transparency, 
delivery responsibilities, and dispute resolution. Second, 

there are the mandatory requirements of the local country, 
which vary depending on the specific laws applied in dif-
ferent countries. For example:
• The EU Consumer Rights Directive: Requires a 14-day 
“cooling-off period” for returns, even without a valid rea-
son (European Parliament, 2018).
• The US Federal Trade Commission (FTC): Regulates 
false advertising, unfair trade practices, and data misuse 
(Federal Trade Commission, 2022).
• China’s E-commerce Law (2019): Stipulates that plat-
forms are liable if they fail to effectively manage sellers or 
allow counterfeit goods to circulate.

3.3 Data Privacy and Cybersecurity Compli-
ance
Data protection is one of the most strictly regulated areas 
in the global e-commerce sector today. Large platforms 
collect and store massive amounts of personal data, in-
cluding payment information, shopping records, and 
behavioral analysis data. In today’s information age, data 
has become fundamental to national development. This 
has led many countries to impose stringent legal provi-
sions and regulations on data security. For example:
• EU GDPR (General Data Protection Regulation)
• US CCPA (California Consumer Privacy Act), HIPAA 
(Health Insurance Portability and Accountability Act)
• China PIPL (Personal Information Protection Law)
• Middle East (UAE, Qatar, Saudi Arabia): Data localiza-
tion and cloud restrictions based on Sharia law principles

3.4 Intellectual Property Protection
Intellectual property is an area prone to legal issues in 
cross-border e-commerce, especially for platforms pro-
viding services to third-party sellers. However, this study 
does not cover this area and will not discuss it further. 
Common infringements include counterfeiting, trademark 
infringement, unauthorized use of photographs, design 
plagiarism, and even software piracy. However, many 
product ownership protection agreements only cover the 
legality of the company’s sale in a specific region, creat-
ing ambiguities in cross-border transactions. For example, 
a product may only be sold in the United States, but own-
ership has been transferred to an e-commerce platform. 
Does the e-commerce platform have the right to sell this 
product across borders? Therefore, many legal issues re-
quire the use of trade agreements. For example:
• Key regulations and agreements include:
• World Intellectual Property Organization (WIPO) Trea-
ties
• Agreement on Trade-Related Aspects of Intellectual 
Property Rights (TRIPS, under the World Trade Organiza-
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tion)
• National Trademark and Copyright Laws

4. Transforming Legal Compliance 
into a Competitive Advantage
In the early stages of global e-commerce development, 
legal compliance was often seen as a passive means of 
reducing future cross-border operating costs. This is be-
cause legal costs are intangible costs, incurred by com-
panies when they cannot predict future litigation or regu-
latory sanctions. Companies could calculate the specific 
costs required for enforcement at the outset, thus avoiding 
additional expenses in the future. This was the least risky 
approach for large multinational platforms. However, with 
the rapid expansion of cross-border digital trade, increas-
ingly stringent global data protection mechanisms, and 
growing emphasis on consumer rights and supply chain 
responsibility, compliance is no longer merely about mit-
igating legal risks; it has become a key driver of brand 
reputation, market access, consumer trust, and sustainable 
competitive advantage.

4.1 Compliance as a Driver of Market Access 
and Strategic Expansion
For multinational e-commerce companies, compliance is 
now directly related to market access. High-standard mar-
kets such as the EU, the US, and the UK impose stringent 
requirements on data transfer (GDPR, UK Data Protection 
Act), digital services taxation, product liability, consumer 
protection, and content regulation. Non-compliant compa-
nies may face sales bans, website blocking, tax penalties, 
or removal from platforms. Conversely, companies with 
robust compliance systems can more easily access high-
end markets, gain regulatory approval, and build a strong 
international reputation (Deloitte, 2023). For example, in 
the EU, sellers must comply with VAT One-Stop Service 
(OSS) regulations, GDPR regulations on personal data 
processing, and stringent e-identity requirements. Leading 
e-commerce companies do not view these as burdens but 
rather as essential market access requirements. Compli-
ance becomes a licensing tool: companies that meet these 
regulatory standards automatically gain legitimacy and 
institutional trust, enabling them to enter lucrative and 
high-barrier-to-entry markets.

4.2 Compliance as a Catalyst for Brand Trust 
and Consumer Confidence
Unlike traditional commerce, cross-border digital trade 
lacks physical interaction and tangible product verifica-
tion. Consumers must rely on digital safeguards, including 

security, authenticity, privacy protection, money-back 
guarantees, and fair dispute resolution. Therefore, suc-
cessful compliance becomes a reflection of business ethics 
and platform integrity. A company that actively demon-
strates compliance and protects consumer rights can easily 
build stronger brand loyalty. For example, compliance 
with GDPR (General Data Protection Regulation), EU 
Consumer Rights Directives, or US Federal Trade Com-
mission (FTC) guidelines demonstrates that a company 
not only complies with the law but also respects consumer 
privacy, prioritizes security, and practices transparency in 
its digital business. Therefore, compliance becomes part 
of brand communication, a form of “trust capital.”

4.3 Case Study
Amazon’s development trajectory illustrates how, in the 
context of the global digital economy, multinational cor-
porations can transform compliance from a passive cost 
burden into a proactive strategic resource, and even up-
grade it to a core competency for competitive advantage 
(Amazon, 2022). In the early 2010s, Amazon’s e-com-
merce business began expanding into Europe, Asia, and 
multiple jurisdictions. Its operations gradually faced a 
complex legal environment and multi-layered regulatory 
pressures, including product liability disputes, privacy and 
data protection lawsuits, tax compliance controversies, 
intellectual property infringement allegations, and issues 
with counterfeit and unsafe products. Initially, Amazon re-
lied on traditional defensive strategies, mitigating risks by 
handling each case individually. However, as the number 
of disputes continued to grow, Amazon realized that due 
to the scale and cross-border nature of its platform busi-
ness model, relying solely on passive responses was not 
only costly but could also erode platform reputation, user 
trust, and brand value, even posing a systemic threat to its 
long-term global strategy.
To address this challenge, Amazon began to elevate com-
pliance to one of the first issues multinational corporations 
must consider, viewing it as a key pillar in building global 
trust mechanisms and market influence. In terms of gov-
ernance structure, Amazon has established a systematic 
compliance framework, including a Chief Compliance 
Officer (CCO), a Data Protection Officer (DPO), a Global 
Regulatory Affairs Department, and a cross-border legal 
compliance coordination mechanism. This move signifies 
that compliance has risen from a transactional task within 
the legal department to a crucial component of corpo-
rate governance and strategic planning. Furthermore, the 
platform implements a rigorous KYB/KYC (Know Your 
Business/Know Your Customer) system to scrutinize sell-
er qualifications, legal registration, data processing prac-
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tices, and supply chain traceability, controlling potential 
risks at the source.
However, over time, Amazon found that manual review 
was prone to misjudgments and required significant man-
ual processing. Amazon has driven a “smart compliance” 
strategy through technological innovation, applying artifi-
cial intelligence, big data analytics, and machine learning 
technologies to risk monitoring and governance processes. 
This includes automatically identifying counterfeit goods, 
unsafe products, false advertising, and intellectual prop-
erty infringement. Amazon has built a proactive compli-
ance early warning system and, through Brand Registry 
and Project Zero, allows rights holders to directly and 
promptly address infringements within the platform with-
out relying on judicial or regulatory procedures. This not 
only significantly reduced Amazon’s legal liability risks 
but also improved governance efficiency, forming a new 
compliance model of “platform self-censorship, self-gov-
ernance, and self-discipline” to some extent.
Strategically, Amazon has elevated compliance from an 
internal management tool to an external competitive strat-
egy, transforming it into a key asset for market differentia-
tion. By promoting a safe, trustworthy, and legal shopping 
environment to consumers and showcasing high-level in-
tellectual property protection mechanisms and high-stan-
dard risk management systems to brand sellers, Amazon 
has gradually shaped compliance into the core of its brand 
reputation, platform value, and customer trust. Compared 
to e-commerce platforms with lax regulation and loose 
governance but higher risks, Amazon has successfully 
entered highly sensitive markets such as high-end brands, 
government procurement, cross-border medical supplies, 
and financial services through high-standard compliance 
management, significantly expanding its business bound-
aries and achieving a deep integration of compliance and 
business value. From a corporate strategy perspective, 
Amazon’s compliance experience exhibits typical char-
acteristics of “compliance as governance,” “compliance 
as trust,” and “compliance as brand.” By building a dy-
namic compliance system to adapt to regulatory changes 
in different countries and regions, Amazon has gradually 
achieved a strategic leap from rule compliance to rule 
shaping and even participation in international regulatory 
standard making. This signifies that Amazon is no longer a 
passive enforcer of regulations, but is gradually becoming 
a participant and even a shaper of global digital market 
access rules.

5 Conclusion
the evolution of cross-border e-commerce has proven 
that legal compliance is not merely a regulatory burden 

but a fundamental driver of sustainable business growth, 
international credibility, and strategic expansion. As high-
lighted in the introduction, multinational platforms such 
as Amazon, Alibaba, and JD.com do not achieve global 
success solely through technological innovation or market 
penetration, but through their ability to navigate diverse 
legal systems, protect consumer interests, comply with tax 
obligations, safeguard data, and respect intellectual prop-
erty rights across jurisdictions. This study demonstrates 
that companies which actively integrate compliance into 
corporate governance—rather than treating it as a reactive 
legal defense—can transform it into a source of brand 
trust, operational efficiency, and entry into high-standard 
markets.
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