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Abstract

With the rapid development of e-commerce, online transactions of ethnic featured products are be-
coming increasingly frequent, but their cross-cultural marketing faces many challenges. This study
uses methods such as online ethnography, case analysis, and questionnaire surveys to deeply ex-
plore the cross-cultural marketing characteristics and obstacles of ethnic featured products in e-
commerce platforms, and constructs a “cultural translation scene adaptation trust co-construction”
strategy model. Research has found that the cultural attributes of ethnic featured products are the
core of their cross-cultural marketing, but the de contextualization and algorithmic recommenda-
tion mechanisms of e-commerce platforms can easily lead to cultural flattening, resulting in insuf-
ficient consumer awareness of the cultural value of the products. In addition, trust building in cross-
cultural transactions also faces many problems, such as quality assessment dilemmas, logistics
risks, and conflicts between platform rules and ethnic culture. To address these issues, the study
advances a three-tier cultural translation mechanism (original-context recording, functional-con-
text reframing, consumer-context tailoring) that restores cultural depth through short videos, nar-
rative visuals and aesthetic innovation. It also constructs a dual-track trust system of “cultural en-
dorsers + cross-cultural customer service” that leverages personalized authority and bilingual com-
munication to mitigate transaction uncertainty. The paper recommends that platforms re-weight
their algorithms and introduce cultural-intervention mechanisms, while offering theoretical tools
and practical pathways for the e-commercialization of ethnic regions, rural revitalization and the
living transmission of ethnic cultures.
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