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Abstract

Against the backdrop of the deep integration between cultural globalization and digital trade, Chi-
nese intangible cultural heritage (ICH) elements have emerged as core resources for cross-border
e-commerce brands to achieve differentiated competition by virtue of their unique cultural value
and artistic appeal. However, challenges such as cultural differences between China and the West
and insufficient communication adaptability hinder the effective cross-cultural communication of
most cross-border e-commerce brands that incorporate ICH elements. This paper takes TeaVivre
as a core case study. The brand centers on Chinese ICH tea-making techniques and integrates ICH
elements such as Jingdezhen ceramics and Dongyang bamboo weaving. Through its independent
website and social media matrix, TeaVivre has achieved breakthroughs in overseas markets. By an-
alyzing its cross-border marketing practices, this paper examines the cross-cultural communica-
tion pathways and successful experiences of integrating ICH elements into cross-border e-commerce
brand marketing. It extracts replicable communication strategies to provide practical references
for other ICH-based cross-border e-commerce brands in overcoming communication challenges
and achieving the bidirectional transformation of cultural and commercial value, thereby support-
ing the globalization of Chinese ICH culture and the high-quality development of cross-border e-
commerce brands.
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1. 53|

FERUF 200 5 A BRALIR BRI 5T, BT LR SOt sh b [ AR B a7 [ B A A% 1
S B ERE . AR BA S SRR S P S B ST RE =, IR E S SO A S sk
DAL, CHONFER S FILFESGEMIR[1]. BEA TR 2 MR, 7 I8 850 A RIF R
B> NS AR . AT S, B E IS BRI, RGN AR o RS S D (K N AE LR

PESCAR SRR ORI, SO ZESRE . BTG5 0 R B AR R AR AR R . AR RERAT S AR
ST S IS e 1 5 AL i R SLHE A R I AZ s B B BRI SV EBRIE IR . AR AL
55 P i oxt d R A% R AT RE AT P o =38 3[R0l TR 00 A 20 0 RS S5 A i O B B PR R At 240, KR
JE 35t ¥ RS TR e SCAL AT 5 3RIE AR . B ST A L . B 8 Y AR SO 45 I R [ 2], 3 LS ST iE
MBS ANME RIS — . TeaVivre YENARE A SCALIS 85 f R AOAUR LB, DAVEII e, IR /R AR
BRI ZNZ 0TS, A SEEAR. KRBT RS L TR IR, IR S S A R
RGN T EMER, WIIBENRSE S KT, SCBCAAE RS 11T LS X R .

STk, ASCUL TeaVivre NRFTUREY, CLESCALIESR. ST S5 B EHOVEIRIESL, R4
P AR AT S B SO I SRR SR, R HRIh IR R SRS 5208 R s, R SRARE R
0 5 SR A SR SR AL T A5 S O BEAR S S S B AR
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2. TeaVivre BYIEIR I E SRR OI347

TeaVivre 07T 2009 4F, &5 T [ AR R U ALAR S BB LR I 8 10 &k i, BLrp RIS R
SAHEFIMERE S T3 B e L, BEERIAN P i A 2R i, EATIRIR T THR 25 h %
Gk AR B EE, EATE SRR R SRR SCICE B, BONTEIRSN T B — e AR B
ARSI 55 LR R 3] o

FEAR TR Al & U5 T, TeaVivre DAAR [ ARIR P Tl 54 2O OINT, IRBEFZR Puwi e 1Edi/h
Ty ARTTLLA S R LS HIE L Z, X TZEWII M7 sRE R R AR 4 5%, AREE T E LS
RCAHIZ O ATR[A] [FIRE, SRR AR RS E “ RIEERR”  ARREMARE R A
m B SIS R, 4TI “IRBHE + FRRER” KRR, BEREARR S Z MR Rk, Gk
T S S B T SRS SRR R, SRR AL 577 s SE TR A LA &

FERSSEE A SE B TT T, TeaVivre SRHT “HSruliyE:. BEEEF 6 95 ALBUHERESIR” K RIER,
HHRSE . R PP KR DS T8, XA T 10 SOA 22 3 ) 22 Al AR 3R Sems . AU B, i
MLk A SRR 30 77, SR EHIREL 800 /1KIT, Hh & RAREIFRETE 65%", AL TR
MAELRISRTE, SEHERD 1A AR R SO R EE SO, RO RIS T AR L B A T el R R R R )
SRS [5] o

3. TeaVivre JFi& T RE UGB R IF AR

TeaVivre IO MIIZAL, TR “ARBUTR AN " KRR, SLehmiscezs,
S8 “ARBTERIERS . AN A . LR IIERSE . B SR DR L, M T T AL ERALH)
B AR R, BESEEL 1 AR SCAL AT Ak i, SAHESD 17 i i B 5 BRI T (O SR T, L B
SR TR A AT DY AN 5T

3.1. BB RBE RIS

AR I 70 2R 8 S 78 T W (A% oo [ LE T PP P4 7 SCAA RN Z2 57 T T AR BR AR P . TeaViivre 4557
JEt SRR B A AR S, SR “ O RCERE + AMETR UGS 3N, BRI TR 5T
FUEXTHE, B SCAL IR FRBE 22 6]

RO AR B Z AR TT T, TeaVivre #ERFARIE T THIZ L Z R R AR, BIFIEUHLARANS 57 5
TR SRS, RETEHR R WEE . RE B TR SESTIR, DR “ 2,
. KB TR EAET SAEGHIETZ. SR S VRS IS MR 5 AR R ik 4% 5 RS
KEBHAT U], LRI AR IO R I SCRAE SRS M. RIS, BRSO B i e . 2R B A g S AR it
MR N A TRESRR R, OEERRR SR ARG, EEE e FEN, SRRy
SHIRIL, RN G AL A AR AR R R AR

FEHFAN i SRIEEC T T, TeaVivre 4 & AN T K 9% ST 5 6 S, RF I Q7™ i BEAT £ X 1k
Pt BRI, 98 S E ™ b (RS S IAORTE, W BORE AR T 2% il e e, JE
VAT R BERV 55, TR (AP e R A SORE IR T 20 KU AR R T2, WA RS 2
R 1 525 BEXT AR T, 98 X SO 32 By, LW COR B (0 it dh RELE 1T 2 £
. MRER BRI GIRAT OF, FRREIERM SRR OHEE, LI ARl + Kl
MR . BEAh, FRRRIEE RSN P8 0 T E R SCA BRI S X, R AR R B E RO« T TR
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g, BHARBRML” SRl Rd, FRRSCICREMR TR, RN P Do B AR s T R M {E -
3.2. tERBAA LIRS 24T

WS SCAAR SR IR S B H 1R LB S IE N, TeaVivre i FE PR M SCAL BB ARSE, RAT “ilf b RIE +
AR 173 B ARBITR BIAME R E NS R HEE RS, bIER SRR S8
AONFEAL. AT AR, SRTHMERRRCR[7].

FEAFEARARE T, TeaVivre KRR AIARIRRIZRICE . RO AIR, FA NI 5 T3
AR Blin, FEROeE . FG0F G R AT IR HER L 2R A, R 5055 3. BN
i, FERARBHL R N T THIZRI AR, BRI LA, EaRl “FTHAE. RTINS
SR WHEEEINE 2O RIR . R S B SR AL, R A 2R ST N R R BTN, K eh B 2t
M “oRIE” oAl Tty HE AL a5 aigdNE 3 Ak 5835, R R st 2k SCAU I P, kAR
SCALRE ARSI B 1K R AR o BRAh, A AR R AR N A, SRR AN B H R AR
BRI, R EAL A5 RN 3238 3k, SESRAR S TR IS

FE A EDUITH, TeaVivre HSEHEIMNE 3 H AT &, TIEIFROTRMRHIEHNE, bk
S A SRR E . B, ARSI I TR, R AR TR + PR [
PECERE, RoRAEBARHE R RSP N, AR @ RN A S ARSI R E R 2
s AT CARIERAL + KERIR” BEA WA, KRR TGO H AL, W& Sy H 1R
ST R FIF, SRR SRR TOR RS AL S0, R R ARBOR RS E . T
N AR RCR, 1REEANE 2 B 2 O SE IR S s i e, #E— 2D s AR T
LSRR 57 ih AL

3.3. tHIBRER AR

GEA S EE R R SR S AN I IR ERE, TeaVivre RHMOIVEIZE . BT G NI 54
ERBALE G2 UREAR R T, RS E, DHRTHEES G R 0 2510 B SRR ReR, BRI
SCARAR I R 1 U T B RS [8]

ML AR OB S HALIRIE, TeaVivre AT TEEXMPEMIRAL BT, R RE TR % O ML o
ML E TR E CIEBREZ” BIX, RRARBEIAE 2 B MTRSEIEEIC RN, AREREZA
G ARNG R PR B RS, RN S NS B R B T AR O . IR, BRST IS R R
FUMe, ERCERSE . REWAFTIIIES TR, WA EAMARIE, B 5% EH 2SR,
FEGAHESNE SR N S thAh, A uhia s B R PPN T RSB MR, il S
VAN T AT AR 5 X RSO RR, TR R RGBT KRB G R AR ARG

P G E NGB IRIE, TeaVivre H AAGHW Sifh. MELBEXERTE, KILTFEMRERS, ¥
KA ™ i O . 7E°F SRR, RBAEEITE, M abad. FEB AN “JRsF THlZE 7 “f%
GubE” SEOCEEW, RAMERHEL: FRN, EEFENAMRS, 2560 ARt “s0feh
W7 MIES), EEE G ESEE, ARSI TR . filln, 7ETF i “Handmade” i
o, S IESE T LR SRR SRR, R I S e i L T 2R .

A REAE N SIS BRI O #4k, TeaVivre i[5 TikTok. Facebook. Instagram = K9 F &,
EESEANIE] T G (R4 i ) 5 22 A AR IR SR . 7 TIKTok P&, RATEMAIAZ, ML “desti e mR” “r~
afE AR AE, BT BGM, WG| R 53H 9% # G £E Facebook P&, KATKEISC. HFEANA,
H RN R 2 0 fRE AR 2, B LS T T B, R E B Facebook [T RE HERL T
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SE FHER R . AR P i AR s 7E Instagram P&, R A R B, EORARIE P A4
W AR BLERISE, Wia M E IEN, WEEE AR AT S, 3D el ah AR S
R BLAh, TeaVivre it HifgshAM KOL &1F, BFRCH. T LEEK KOL ARAR ™ i, 7024l
PRS2 5ARBSCAIAR, 5B KOL 15 7y, SeELARB TR A AL AL 3E, 3271 dh IS MA AT

3.4. EHIARIEMIREE 4T

TeaVivre KA o R IS SCAUAE RS i U R IE 45 A, S MRS T T 9 75 oK, I I A e E A
HAAE, HERARG SRR S AR AU e tl, SKI “SCfeR + mDLEAR” BPFA RE9].

FETTS AL T, TeaVivre JEARMEAN w2 HHH P37, R E LA A% 0o AT — R TEE
AR B SRRIRE ™ fh AV B, XS B M AR T L s AT B v, B N SCAU BT 9%
5 SRR B SO B SO T A (0 9, ISR B R AR B SRR R DA A, fiE
g7 Bl i R O A . SEXTIXPIR AT, TeaVivre #ilE ZRACHIERTT R, B0, FH0 RIMMERT K,
HR EAL AR T TR “RIIN, 20T 17 MRE Rl A SO R, AR IR RS, FAE RS
R4 BZAEAS, RIS O E,  [RIN ss A AR SO A AR SR -

EHAEHITHE, TeaVivre MBI ZAALKI HAIES), WaIRINE R FH KIS SEMRME, 1EH 9 H 180
TR ARG TR i, AT SR “4My Chinese Tea Story#” HEEZ), BIFIGINE P& 4>
ZHOSPEARGE RS S, RAEERAREARE AL R, WEIREHEES 5. AN, $hE&E0
FERBZERES), SRR AR NIRRT LRI E, SigINE R LN 05, WMEHRERT
EILE S ROCBIBEN, SR P E X AR TR M FI 5N . BEAh, TeaVivre ibHEH “ARBfAKE
7, R AR PRI BRI, RSB T, RSN R AR AR A, TR
PRI E AR S, D HESN AR T R AL HE S i U 5T

4. TeaVivre BN WA BHRIIEESBR

TeaVivre FEAAFHENE ST MARERNG, KL 7R850 5 b i b e B IR G, BEHESD 1
AR A SR AMERE, SCSEIL 1 R R BRI, HL 2 56 M At 38 A 1 PR o e A
7 HEIR, ALEEN LRSI T .

H5E, ARBITRME SRR T R AR S I ERCIFE” . TeaVivre fUSEERY], dREIT
R ERTE RO BR, RARFA RS ZHAR, AR SOMR RIS RN, DA%
AT S U0 o S tly, WHARRT R AT S VEIE G, A BRI EE 2, SEEUA AR A
AR RIS R R 5, RIRAZ AR T RO IHE, RINIT RSN T, SR H
PRI R, SEEL “ARBSL + WIAER” KA S .

HK, AN TR CE@me. e, masciestng. JERT R SOk, RBEE Tk
SMH B CWTARE. RESENG T, TeaVivre HRFFMGANISCALMEEL, RANEMALIIRIE . K2, ik
AR SCALRNE SN 338 (0 A, A RERTE TARIRARCR o [F)2S h RN S AR S A i, TR 45
EUFIE T g S SRR, TG RN, 1hARB T R AT AN
CREYE WS LS AL R

FHK ARRRISERR ISR “&REA R + AMIZE” , RIHMERBMEE. TeaVivre I MLy, BT
T ABUERE R REA R, SSHL T ARBITR N 2 Ak, [, EEAMAEE, UEESEE. A
HAMA . KOL AHIALZE, A RAF 115 AR P IR SRIERE 22 o AR08 SRS 0 U7 i RS 45 15 B 5 SE oL
WREEI LR IE, FEEAMEE, B “—JIU” B, SeOUREftis HAs ARt .
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5, TR AR S EDE SRR o TeaVivre M), 1E T ARG TR IES Ui A%
S RMER. PRERES S, BRI 7 Ui E R, SCRBL T RNRE A, BT “SCREE
B EH AL B RIEIEIA . RIS ST AT ROCi” B, B ARBT RN B
ihy R AR, SIS E S LA E RS A AL, SRR SO S
R AR -

&g

ASCULEE AL . AT 5 2 S8 E WOV BB ALA, X TeaVivre il bt A AR5 70 22 15 45 HEL 7o 1% 4
SKERFRIT 0T WEFCRM,  ARI8E 0 3R AR 6 55 P 7 ot L B P R B SCAU AR R AR B T ST 5 0 5 L
k. WRRIENSAERS . B IRIER O FAG R LA 4GS 8 I RREHERE . TeaVivre ilId R B AR
B O ORHE . RSN T IERC 7 20, WS 5 AL S AR B AL R R R, 1E— e R BTt
TARBSAC RSN R BUSCR S ST IR, WO [RISE AR 4 R S e 2

KB TAIAFAE— AR AL, B, WHRUBREGONDITN R, SRt A i — oA, X
o WEFLLEVE TN, ShZ BACHIE S, RBEXHE IR SRS 5 251700 KRB Z Al ok Rt
TSRS e, A AN RSB ARS ™ dh . AR DX T 3 A% 3 22 7 e T 0f L BT [10]

RKRENCLTR T BRI TE, 26—, RAEEWITE, MW@RSCERRL, 0505 SO A% 3 SR X
P INKD S PRGN 28—, JREBIVEE, HXMEHRBE FRR, RIGFEAFZK
TR ST R ELEC RGBT T, R AR akisAT: 5=, 458 AL ZERAE . EIERR. PSR
SRR HOR, R BOR IS T AR R s SRR 0 Ltk 4 5 B iR oK
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