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Abstract

With the acceleration of economic globalization and world integration, China’s cultural output has
been hitting the “fast forward” button. The burgeoning media technology has promoted the devel-
opment of the cross-cultural industry towards prosperity, while cross-cultural advertisements have
been springing up like mushrooms. At the same time, more young people are focusing their gaze on
the symbolic value carried by commodities with material consumption shifting towards cultural
consumption in the context of the consumerism trend. Therefore, reducing cultural discount and
innovating marketing methods have become the urgent needs for the successful cross-cultural com-
munication of advertisements. Chinese cultural products represented by trendy toys have gradually
made their mark in overseas markets, frequently achieving “best-seller” status with their personal-
ized designs, community-based dissemination, and effective marketing methods. This paper fo-
cuses on the overseas popularity of Labubu, a trendy toy by Pop Mart, and analyzes the Summer
Episode of its advertisement with the highest overseas views to explore the cultural marketing
strategies in its cross-cultural advertisements, aiming to expand the understanding of cultural mar-
keting and provide theoretical references and empirical paradigm for the cross-cultural advertising
communication of Chinese native brands, and achieving a successful leap from “effectively narrating
Chinese stories” to “creating cultural resonance”.
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