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Abstract

As the domestic market for trendy toys becomes increasingly saturated, Pop Mart embarked on a
path of globalization in 2018. By comprehensively considering factors such as distance, politics, cul-
ture, economy, population, and purchasing power, and following the principles of “from near to far”
and “from easy to difficult,” the company first entered the East Asian and Southeast Asian markets,
where cultural differences are relatively minor, before expanding into Europe and the United States.
This study, under the framework of the 4P theory, analyzes Pop Mart’s international marketing
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strategies and finds several issues, including a monotonous product style lacking narrative support,
insufficient management of price differences in international markets, overseas sales channels that
still need improvement, and a lack of innovation in promotions. Corresponding countermeasures
are proposed, such as enriching product styles and cultural connotations, strengthening global
price management and channel supervision, improving the global sales channel system, and in-
creasing innovation in international market promotions. These recommendations provide a refer-
ence for Pop Mart to further expand its international market and also offer insights for the interna-
tionalization of Chinese trendy toy enterprises.
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