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Abstract

This paper focuses on the cultural differences in China’s foreign trade, taking Huaxizi as a case study.
In the context of global trade, cultural differences have become a key factor affecting the international
acceptance of commodities. With its oriental aesthetic design and high-quality products, Huaxizi has
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emerged in the international market, but it also faces cultural adaptation difficulties. By analyzing
Huaxizi’s brand background, international market layout and the challenges of cultural differences
such as values, language, business etiquette, laws and regulations, this paper reveals the impact of
cultural differences on market access, consumer acceptance, business communication and brand im-
age communication. Through cultural research, product reclassification and positioning, brand local-
ization, social media marketing and other strategies, Huaxizi successfully dealt with cultural differ-
ences, which provided inspiration for Chinese enterprises to overcome cultural differences and
achieve market breakthroughs in the process of globalization.
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