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Abstract

In the contemporary era of globalization and the rapid expansion of the digital economy, the inter-
nationalization of Chinese tea brands has emerged as a crucial pathway for enhancing the influence
of Chinese culture globally. This study takes Enshi Yulu as its research object and examines the chal-
lenges and opportunities it encounters in achieving brand internationalization and cultural dissem-
ination through the TikTok platform. By analyzing the current state of Enshi Yulu’s brand-building
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efforts and the communication advantages of the TikTok platform in overseas markets, this paper
identifies the difficulties and obstacles that Enshi Yulu faces in its internationalization process.
Based on these findings, the study proposes feasible countermeasures and recommendations to ad-
dress existing issues, such as brand development and platform limitations. Ultimately, this research
aims to provide valuable insights and guidance for Chinese tea brands and other culturally distinc-
tive products seeking to expand internationally, thereby facilitating the dissemination and devel-
opment of China’s excellent traditional culture on the global stage.
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Figure 1. Statistical chart of export volume and export value in Enshi Prefecture
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Figure 2. Age distribution of Enshi Yulu consumers
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