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Abstract

This study examines the pivotal role of cross-border e-commerce in facilitating the internationaliza-
tion of Traditional Chinese Medicine (TCM) health products. Through systematic analysis of industry
data from 2023~2024, the research demonstrates how digital platforms effectively address three
core challenges in TCM globalization: regulatory compliance barriers, market trust deficits, and cul-
tural cognition gaps. The study develops a “Policy-Platform-Culture” triple helix empowerment
model, where the policy dimension reduces market entry thresholds through dynamic compliance
databases and tiered access mechanisms; the platform dimension enhances supply chain efficiency
via overseas warehouse networks and blockchain traceability technologies; and the cultural dimen-
sion improves product acceptance through dual narrative strategies combining scientific validation
with traditional wisdom. Empirical findings reveal this model significantly boosts TCM products’
international competitiveness, particularly in Southeast Asian and European markets. Product-spe-
cific strategies are proposed: raw materials suit B2B bulk trading, finished products adopt “B2C +
social commerce” dual-channel approaches, while cultural products emphasize experiential mar-
keting. These insights not only enrich theoretical understanding of cross-border e-commerce’s role
in traditional product globalization but also provide actionable guidelines for TCM enterprises ex-
panding internationally, while offering policymakers valuable references for optimizing e-com-
merce regulatory frameworks. The research methodology combines quantitative analysis of trade
statistics with qualitative case studies of successful TCM exporters, employing a mixed-methods ap-
proach to ensure comprehensive and reliable conclusions. Key findings suggest that digital plat-
forms can increase TCM product premium rates by 25%~30% in developed markets while reducing
distribution lead times to 72 hours through strategic overseas warehouse placement. The study
concludes by outlining future research directions, including longitudinal analysis of TCM brand
building in international markets and comparative studies of different digital marketing strategies’
effectiveness across cultural contexts.
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Table 1. Export structure and growth performance of Chinese traditional medicine commodities in 2024
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Table 2. Comparative analysis of core e-commerce metrics for Chinese TCM product categories (2024)
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2 SRR, i VSRR + SR FERE B, T DIEREE AR YR O
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