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Abstract

Against the backdrop of deepening digital trade globalization, cross-border e-commerce brands
have become a major driver for China’s foreign trade upgrading and global expansion. The coordi-
nation of global layout and localized operation is critical to overcoming market barriers, enhancing
competitiveness, and ensuring sustainable development. Currently, Chinese cross-border e-com-
merce brands face prominent challenges including cultural misalignment, demand mismatch, poor
compliance, and inadequate customer service. The standardized global model can hardly adapt to
diversified overseas markets, calling for systematic localization theories and practical strategies.
Based on international marketing, brand globalization and cross-cultural management theories,
this study defines the connotation and framework of localized adaptation, and constructs a five-
dimensional system covering product, marketing, supply chain, compliance and service. It identifies
the practical dilemmas and root causes, and proposes targeted strategies in line with regional con-
sumption traits, culture and regulations. This research fills the theoretical gap in localized adapta-
tion, offers theoretical and practical references for brands to balance globalization and localization,
and promotes the high-quality and branded development of China’s cross-border e-commerce sec-
tor.
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