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ABSTRACT
Aims: This study investigates the internationalization of Fuliang tea e-commerce under China’s rural revitalization strategy, identifying key challenges and opportunities for global market expansion.
Study Design: Systematic Literature Review (SLR).
Place and Duration of Study: Peer-reviewed Chinese and English publications from 2010 to 2025 were analyzed.
Methodology: A total of 56 studies were selected based on relevance to the internationalization of tea e-commerce. Thematic analysis was conducted to extract insights on branding, quality standards and certification, logistics and after-sales services, talent cultivation, enterprise operations, and international risk management.
Results: The review revealed multiple barriers to internationalization, including insufficient brand awareness, incomplete quality standards, low cross-border logistics efficiency, lack of professional talent, and inadequate risk management strategies. These challenges consistently limit the global competitiveness of Fuliang tea e-commerce.
Conclusion: The study provides a theoretical framework and practical guidance for enhancing the internationalization of Fuliang tea and other local agricultural products. The findings inform enterprise strategies and policy interventions. Limitations include reliance on published sources and lack of micro-level empirical data, suggesting future research should incorporate field surveys and comparative case studies.
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1. INTRODUCTION
Since the implementation of China’s rural revitalization strategy, the development of local specialty industries has gained renewed momentum, with e‑commerce emerging as a key driver of transformation within rural areas (Zhu et al., 2025). The integration of e‑commerce into agricultural production and rural livelihoods has enabled rural households and enterprises to access wider markets and capture greater value from their output (Li, Li & Chen, 2024). For example, research shows that e‑commerce platforms significantly contribute to rural economic growth by creating new sales channels, enhancing product value, and stimulating industrial upgrading in the countryside (Chen & Long, 2024; Li & Zhang, 2024). Under this overall policy framework, the tea industry in regions such as Fuliang County in Jingdezhen — a reputed tea‑producing area — faces a strategic opportunity to transition from domestic e‑commerce operations to international markets [33-35].

Despite this potential, the bulk of existing research on tea e‑commerce has primarily addressed domestic market mechanisms, consumer behaviours and online sales strategies within China. There remains a noticeable gap in systematic investigations focusing on how local tea enterprises navigate the process of international expansion via e‑commerce. Studies of rural e‑commerce more broadly have identified obstacles such as uneven digital infrastructure, talent shortfalls, and logistic constraints (Li, 2022) and underscored the need for more targeted research on cross‑border pathways (Zheng, Sultana & Williams, 2025). In the context of tea e‑commerce and internationalization, such gaps are especially salient.
This study aims to bridge that gap by focusing on the internationalization of Fuliang tea e‑commerce under the rural revitalization strategy. Accordingly, the research addresses three core questions:
RQ1: What is the current development status of domestic and international tea e‑commerce under the rural revitalization strategy?
RQ2: What are the main challenges and opportunities for the internationalization of Fuliang tea e‑commerce?
RQ3: What pathways have been proposed to promote the internationalization of Fuliang tea e‑commerce?
By systematically examining the interplay between policy context, local tea industry characteristics, and cross‑border e‑commerce dynamics, this research contributes both to theoretical understanding of rural industrial digitalization and to practical guidance for local enterprises seeking to engage global markets.This study makes several key contributions to the scientific understanding of rural e-commerce internationalization. First, it fills an important research gap by systematically reviewing studies on the global development of Fuliang tea e-commerce under the Rural Revitalization Strategy. While rural e-commerce has gained increasing policy attention, research specifically addressing its internationalization remains scarce [36-38]. Second, this study integrates core dimensions—brand building, quality standards, logistics performance, talent development, enterprise capabilities, and risk management—into a unified analytical framework. This provides a clearer theoretical basis for understanding the pathways through which local agricultural products enter global markets [39,40]. Third, the findings offer practical insights for policymakers and industry stakeholders, presenting actionable strategies to enhance global competitiveness and mitigate structural constraints in rural digital commerce.
2. LITERATURE REVIEW
2.1 Internationalization of E‑commerce
The internationalization of e‑commerce refers to online enterprises extending their operations beyond domestic markets into cross‑border trade channels through digital platforms. Recent studies highlight that global connectivity, enhanced logistics, and platform‑based business models have expedited this process (Xiong, 2024; Chen et al., 2024). In rural and agricultural contexts, firms face additional dimensions such as non‑digital infrastructure, international quality standards, and branding requirements. For example, the study “Analysis of the Factors Influencing the Development of Tea E‑commerce in Rural China” (Ye & Chen,2024) underscores how rural e‑commerce firms must navigate export licensing, logistics delays, and language/cultural barriers.
Cross‑border e‑commerce models are varied, including B2C (business‑to‑consumer), B2B (business‑to‑business) and C2C (consumer‑to‑consumer) channels; each requires adaptation strategies for international markets. It is documented that regulatory frameworks (tariffs, customs clearance), payment systems, and logistics networks remain major constraints (Yan, 2024; Fei et al., 2025). On the success side, firms like Alibaba and JD Global illustrate how localized strategies, multilingual websites, overseas warehousing, and joint ventures with local actors have accelerated growth (Li, 2024).
In the agricultural product segment, the role of digital finance and platform ecosystems has been found critical. The study Digital Finance, E‑commerce and Tea Export Trade (Chen, 2025) found that inclusive finance and digital payment systems significantly boosted tea export volumes in China between 2017‑2021, indicating that financial‑digital infrastructure is a prerequisite for internationalization in agro‑e‑commerce.
Thus, three core strategic dimensions emerge for e‑commerce internationalization: (1) brand and product certification to meet global standards; (2) logistics and supply‑chain capabilities for cross‑border delivery; and (3) talent and digital governance to manage international operations.
2.2 Fuliang Tea and Rural Revitalization
The tea industry of Fuliang County (Jiangxi Province, China) holds a rich cultural heritage and high‑quality production base. Recent analysis of China’s tea export trade shows that regions like Fuliang are positioned for “high‑quality development” under the country’s rural revitalization agenda (Wang et al., 2025; Ma, Sun & Wang, 2024). The national Rural Revitalization Strategy (initiated in 2017) emphasizes upgrading traditional agriculture, promoting specialty product brands, integrating digital platforms, and improving rural e‑commerce infrastructure (Feng, 2025; Yaowu & Jian, 2022).
The integration of e‑commerce into rural tea industries has been documented: Chen and Long (2024) argue that e‑commerce platforms facilitate wider market access and value‐added product positioning for rural producers, particularly when supported by policy measures and digital ecosystem development. For Fuliang tea, the opportunity lies in leveraging its regional branding, tea‑culture heritage and digital export platforms to access overseas consumers who increasingly seek premium, traceable specialty teas.
However, challenges remain. Rural tea e‑commerce enterprises often lack internationally recognized quality certifications, struggle with cold‑chain logistics for export, and face insufficient talent for global marketing and after‑sales service. As Jia, Zhu & Lu (2025) show in their study of Anhui tea heritage, the upgrade path requires digital technology integration, brand building and talent cultivation—all of which highlight the gap between rural sourcing and global competition.
2.3 Literature on E‑commerce Internationalization in Rural Areas
Rural e‑commerce has become a key research focus in the context of China’s digital economy. For instance, Wang (2025) found that rural e‑commerce significantly improved employment quality by transforming traditional agricultural labour into online operations, although digital literacy and infrastructure remain limiting factors. Similarly, Zhang (2024) studied the “Taobao Village” model and concluded that differentiated demand markets and the synergy of network platform‑rural industry were chief motivations for e‑commerce success in rural settings.
Yet, few studies explicitly address the internationalization of rural e‑commerce for agricultural products such as tea. Ma (2025) analysed rural e‑commerce models under the revitalization strategy and identified core pathways—digital infrastructure, talent training, brand‑building—without focusing on export specialization. This gap is particularly significant in the tea sector: though extensive domestic research exists, targeted investigations into internationalization (brand, export logistics, cultural adaptation) are scarce.
Research thus suggests that rural e‑commerce internationalization requires hybrid strategies integrating global market entry theory with local rural revitalization dynamics: infrastructure upgrade, digital literacy, platform partnership, brand heritage leveraging, and export logistics optimisation.

3. THEORETICAL FRAMEWORK
3.1 Conceptualization of E‑commerce Internationalization
E‑commerce internationalization is often conceptualised using the Uppsala Model and Network Theory. The Uppsala Model posits that firms expand into foreign markets in incremental stages as experiential knowledge accumulates (Johanson & Vahlne, 1977; Blomstermo et al., 2004). In the digital era, however, e‑commerce firms may adopt accelerated “born‑global” models due to platform scalability and network effects. Network Theory suggests that international market entry depends heavily on the firm’s ability to establish relationships—suppliers, logistics partners, local distributors, online platforms (Håkansson & Johanson, 1992; Bankvall et al.,2017). In the context of rural tea e‑commerce, these theories imply that local enterprises must build digital capabilities (platform listing, export payment systems), partner with logistics/warehousing services abroad, and gradually internalise export routines and cultural market knowledge.
3.2 The Rural Revitalization Strategy and its Implications
China’s Rural Revitalization Strategy (RVS) launched in 2017 aims at agricultural modernisation, rural industrial revitalisation, infrastructure digitalisation and poverty reduction (Feng, 2025; Yang et al., 2023). This strategy provides a macro‑policy framework for rural industries to upgrade via digital means, which aligns with e‑commerce internationalization pathways. The RVS emphasises five domains: industry, talent, culture, ecology, and organisation. For Fuliang tea e‑commerce, this means: support for digital infrastructure (internet, logistics), industry integration (tea processing + tourism + e‑commerce), talent training (digital marketing, cross‑border trade), cultural heritage branding, and organisational reforms (farmer cooperatives, digital platforms). As Chen (2024) highlights, the strategic support lowers entry barriers for rural producers into global markets by subsidising training and logistics, but the full internationalisation requires alignment of firm capabilities, brand assets and global networks.
Thus, our framework posits that e‑commerce internationalization in a rural tea context emerges from the interaction of three components: digital platform capability, brand heritage & export readiness, and rural revitalization ecosystem support. These interact to influence internationalisation outcomes—market entry, export volume, brand awareness, and sustainability.

4. METHODS
4.1 Search Strategy
To systematically explore the internationalization of Fuliang tea e-commerce, three major databases were searched: CNKI, Web of Science, and Google Scholar. The search was limited to publications from 2010 to 2025 to capture recent developments in e-commerce, rural revitalization policies, and international market trends. The keywords employed included “Fuliang tea,” “tea e-commerce,” “rural revitalization,” “internationalization,” and “cross-border tea trade.” Boolean operators (AND/OR) were used to refine searches and ensure comprehensive retrieval of both Chinese and English literature. Additionally, reference lists of selected articles were examined to identify further relevant studies, ensuring a robust and exhaustive collection of literature.
4.2 Inclusion and Exclusion Criteria
To ensure the relevance and quality of the literature included in this study, specific inclusion and exclusion criteria were established. Studies were considered for inclusion if they focused on the internationalization of tea e-commerce, were published in peer-reviewed journals in either Chinese or English, and contained empirical data or theoretical analysis directly relevant to the research topic. Conversely, studies were excluded if they were conference papers, news reports, or policy briefs, as these sources often lack the rigorous peer review process required for academic research. Duplicate publications were also removed to prevent redundancy in the analysis. Furthermore, studies that were not directly related to the research focus—such as those examining domestic-only tea marketing without any cross-border context—were excluded. These criteria ensured that the final selection of literature was both highly relevant and methodologically robust, providing a solid foundation for thematic analysis and synthesis of the internationalization of Fuliang tea e-commerce.
4.3 Screening Process
The initial database search yielded a total of 168 publications from CNKI, Web of Science, and Google Scholar. Following the removal of 42 duplicate records, 126 unique studies remained for further screening. These studies underwent a rigorous title and abstract review, during which 50 articles were excluded because they were considered irrelevant to the research focus on Fuliang tea e-commerce or its internationalization, including studies solely addressing domestic tea marketing without cross-border context. The remaining 76 full-text articles were subsequently assessed for eligibility based on predefined inclusion and exclusion criteria, such as relevance to international tea e-commerce, publication in peer-reviewed journals, and the presence of empirical or theoretical analysis. During this stage, 20 additional studies were excluded because they lacked sufficient empirical evidence, did not provide theoretical insights, or failed to align with the study objectives. Ultimately, a total of 56 studies met all eligibility criteria and were included in the final qualitative synthesis and thematic analysis. This selection process ensured that the included literature was highly relevant and methodologically sound, providing a robust foundation for identifying key themes, challenges, and opportunities in the internationalization of Fuliang tea e-commerce. The entire screening and selection procedure is illustrated in Figure 1: PRISMA Flow Diagram, which visually depicts each stage from initial search to final inclusion.

Figure 1: PRISMA Flow Diagram
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4.4 Data Extraction and Analysis
Data extraction was conducted systematically to capture key information from each of the 56 included studies. The extracted data included study characteristics such as authorship, year of publication, journal, research objectives, and methodological approaches. In addition, specific attention was given to the studies’ findings, particularly those addressing challenges, opportunities, or proposed strategies for the internationalization of tea e-commerce. This structured approach ensured that all relevant empirical evidence and theoretical insights were systematically documented and comparable across studies.
Following data extraction, a thematic analysis was employed to identify, code, and synthesize recurring patterns, concepts, and themes across the selected literature. This involved multiple stages: first, initial coding was conducted to label significant findings and observations; second, codes were reviewed and grouped into broader categories; and third, these categories were refined and consolidated into overarching analytical themes that captured the key dimensions influencing Fuliang tea e-commerce internationalization. Through this iterative process, five core themes emerged, reflecting critical areas of concern and strategic focus, including brand building and promotion, product quality standards and certification, logistics and after-sales services, e-commerce talent and enterprise operations, and international market access and risk management. These themes provide a structured framework for understanding the barriers and facilitators of internationalization and serve as the foundation for subsequent synthesis, discussion, and formulation of practical recommendations for both researchers and practitioners in the field of agricultural e-commerce.
5. RESULTS AND DISCUSSION
The analysis of the selected studies revealed five key themes central to the internationalization of Fuliang tea e-commerce, as summarized in Table 1. These themes outline the critical factors influencing the global competitiveness of Fuliang tea enterprises and provide insight into both the opportunities and challenges they face in expanding their presence internationally.
5.1 Brand Building and Promotion
A significant theme identified in the analysis is the challenge of brand building and promotion. Studies revealed that Fuliang tea's brand narrative lacks international consistency, and overall brand awareness remains limited. As a result, the competitiveness of Fuliang tea in overseas markets is reduced. The research points to weak cross-cultural marketing awareness and the challenges of internationalization, particularly in terms of aligning local brands with global consumer expectations. This theme highlights the need for more strategic international branding and marketing efforts to increase visibility and consumer trust abroad.
5.2 Product Quality Standards and Certification
Another core issue identified was the lack of adherence to international product quality standards and certification. The studies indicate that many local tea enterprises in Fuliang fail to meet the rigorous quality standards required by international markets. This deficiency is particularly evident in the underdevelopment of international certification systems and low utilization of ecological and low-carbon attributes. These shortcomings hinder Fuliang tea’s ability to compete globally, as certification is essential for accessing high-value markets. There is a need for greater research into how local quality standards can be better aligned with international norms.

5.3 Logistics and After-Sales Services
Logistics and after-sales services emerged as critical challenges for the international expansion of Fuliang tea. High cross-border transportation costs, poor timeliness of delivery, and insufficient after-sales services were identified as major barriers. These issues undermine customer satisfaction and limit the potential for repeat purchases, making it difficult for Fuliang tea enterprises to build long-term international customer bases. The complexity of cross-border logistics, including legal and customs issues, further complicates the export process. There is a clear need for research into tea-specific logistics optimization to improve these aspects of international trade.
5.4 Talent Development and Operational Capacity
The availability of skilled personnel in e-commerce and international trade was found to be a major constraint for Fuliang tea enterprises. Many local businesses lack professionals with the expertise to manage e-commerce platforms, digital marketing strategies, and cross-border trade operations. This talent gap restricts the operational capacity and strategic planning of enterprises, preventing them from effectively scaling up to meet international demand. The studies suggest that more research is needed on local talent development mechanisms and vocational training programs to support the e-commerce sector.
5.5 International Market Access and Risk Management
International market access and risk management emerged as a central issue for the internationalization of Fuliang tea e-commerce. Export activities are frequently constrained by trade barriers, currency fluctuations, and other regulatory or market risks. This vulnerability highlights the need for comprehensive risk management strategies to mitigate the impacts of unpredictable external factors. Additionally, the research shows that local tea producers face difficulties in navigating global trade standards and managing risks associated with exchange rates and changing regulations in target markets.
5.6 Opportunities and Synthesis of Findings
Despite the substantial challenges facing Fuliang tea enterprises, this review identifies several important opportunities that can support their internationalization efforts. First, Fuliang’s rich cultural heritage—rooted in centuries of tea production and traditional craftsmanship—offers strong potential for global storytelling, cultural branding, and experiential marketing. Second, China’s Rural Revitalization Strategy provides policy incentives, infrastructure upgrades, digital transformation support, and training programs that collectively create a favorable environment for cross-border e-commerce expansion. Third, global consumer demand for specialty teas, health-oriented beverages, and artisanal agricultural products continues to rise, presenting new market openings for high-quality Fuliang tea. Finally, the growing accessibility of digital platforms, including international social media and cross-border e-commerce sites, offers low-cost channels for global outreach, brand promotion, and direct engagement with overseas consumers.
Synthesizing these opportunities with the challenges identified earlier, this review reveals a complex but promising landscape for internationalization. While Fuliang tea enterprises confront barriers such as weak global brand recognition, gaps in meeting international certification standards, logistical constraints, shortages of skilled cross-border e-commerce talent, and insufficient risk management systems, these obstacles can be addressed through integrated and coordinated strategies. Successful internationalization requires simultaneous improvements in branding, product quality compliance, logistics infrastructure, human capital development, and risk mitigation. When combined with the advantages of cultural heritage, supportive policies, evolving global consumer trends, and cost-effective digital marketing channels, these strategies have the potential to significantly enhance the international competitiveness of Fuliang tea e-commerce and increase the probability of sustainable success in global markets.
Table 1. Core Themes, Representative Studies, Findings, and Research Gaps
	Theme
	Representative Studies
	Key Findings
	Research Gaps

	Brand Building
	Tian & He (2022); Lo& Janta (2020); Wan & Jiao (2023)
	Weak cross-cultural marketing awareness; challenging internationalization
	Lack of research on internationalization strategies for local agricultural products

	Quality Standards
	Qin & Zhou (2024); Li (2022); Chen & Kunwar (2025)
	International certification systems underdeveloped; low utilization of ecological/low-carbon attributes
	Limited research on connecting local standards with international norms

	Logistics & After-sales
	Yu (2022); Xinhua Silk Road (2025)
	Complex cross-border logistics; high cost; legal and customs issues
	Lack of tea-specific logistics optimization research

	Talent & Operations
	Zhang (2022); Lai, Wu, & Sheng (2023)
	Shortage of skilled e-commerce professionals
	Limited research on local talent development mechanisms

	International Risk
	Tian & He (2022)
	Export constrained by standards, brand, and exchange rate
	Insufficient research on risk management in e-commerce models


6. POLICY RECOMMENDATIONS 
Based on the findings of this systematic review, a set of actor-differentiated policy recommendations is proposed to enhance the internationalization of Fuliang tea e-commerce and other local agricultural products under China’s Rural Revitalization Strategy. These recommendations target the major challenges identified—brand building, international quality certification, cross-border logistics, talent development, and risk management—while leveraging opportunities created by digital platforms, cultural heritage, and supportive policy measures. The recommendations are organized according to the primary actors responsible for their implementation: government, tea industry associations, and individual enterprises.
6.1 Government
The government should play a central role in supporting the internationalization of Fuliang tea enterprises by implementing integrated policy measures across branding, quality certification, logistics, talent development, and risk management. Policy actions could include providing financial support or establishing dedicated funds to assist enterprises in obtaining internationally recognized certifications such as ISO, Organic, and Fairtrade, thereby improving product credibility and global consumer trust. In addition, the government can incentivize investment in cross-cultural branding strategies, including collaborations between local producers and marketing experts or international branding agencies, offering tax incentives, subsidies, or grants to support global brand positioning campaigns. Infrastructure improvements, such as upgrading rural logistics networks, constructing cold-chain warehousing, and streamlining customs and border procedures, are critical to reduce cross-border transportation costs and ensure timely delivery. To complement these initiatives, digital logistics management systems should be promoted, enabling real-time tracking, efficient customs clearance, and effective after-sales services. Human capital development is another key priority: government-led vocational training programs in e-commerce, digital marketing, and international trade, developed in partnership with universities or technical institutions, can address the shortage of skilled personnel. Furthermore, risk mitigation measures should be institutionalized through centralized digital platforms offering real-time market intelligence, legal advice, and policy updates, as well as government-backed insurance or financial instruments to safeguard enterprises against currency fluctuations, trade barriers, and geopolitical uncertainties. Collectively, these interventions aim to create a supportive ecosystem that enhances the capacity of Fuliang tea enterprises to compete sustainably in international markets.
6.2 Tea Industry Associations
Tea industry associations play an essential role in facilitating collective action and coordination among local enterprises. Associations can standardize product quality and certification frameworks, ensuring that all member enterprises adhere to internationally recognized requirements and thereby strengthening the overall reputation of Fuliang tea. Coordinated branding campaigns should be promoted to unify the messaging and visual identity of the region’s tea products, highlighting Fuliang’s cultural heritage and unique product characteristics in overseas markets. Associations can also organize and support participation in international trade exhibitions, virtual trade fairs, and matchmaking events, providing platforms for local enterprises to showcase products, identify market demand, and establish global networks with buyers and distributors. By leading these initiatives, associations can amplify the reach and visibility of Fuliang tea, facilitate knowledge sharing regarding export regulations and best practices, and enable small- and medium-sized enterprises to overcome barriers that would be difficult to address individually.
6.3 Enterprises
Individual tea enterprises must actively implement strategies to enhance their international competitiveness, complementing government and industry-level interventions. Core measures include investing in brand storytelling, digital marketing, and cross-cultural communication to establish a cohesive and compelling global brand identity. Enterprises should pursue international certifications and improve internal quality management systems to ensure compliance with global standards, enhancing trust among overseas consumers. Operationally, building overseas warehouses, establishing efficient after-sales service systems, and adopting digital logistics platforms can improve delivery efficiency and customer satisfaction, promoting repeat purchases and loyalty. Additionally, enterprises should institutionalize risk monitoring and management mechanisms, including assessing trade policy changes, currency fluctuations, and platform regulations, to anticipate challenges and respond strategically. Engagement with international networks, participation in trade missions, and collaboration with e-commerce platforms like Amazon or Alibaba can further enhance global market exposure. By implementing these measures, enterprises can not only strengthen their global competitiveness but also contribute to regional economic development, support the objectives of China’s Rural Revitalization Strategy, and ensure the sustainable international growth of Fuliang tea in premium specialty markets.
7. CONCLUSION
This study systematically synthesizes current research on the internationalization pathways of Fuliang tea e-commerce, providing insights into the challenges, opportunities, and potential strategies for rural agricultural products entering global markets. Despite the valuable findings, this review has several limitations. First, it relies primarily on published literature, and the lack of micro-level enterprise and household data limits the empirical depth and granularity of the analysis. Second, regional variations within China and differences among foreign markets could not be fully explored due to limited comparative studies, which constrains the generalizability of some conclusions.
Building on these findings, several avenues for future research are proposed to further support the internationalization of Fuliang tea and other regional specialty agricultural products. First, developing cross-cultural brand communication models could guide effective positioning of local products in international markets and enhance global brand recognition, ensuring that brand narratives resonate with diverse consumer groups. Second, establishing international quality certification systems tailored to the capacities of small- and medium-sized tea enterprises could enhance export credibility, strengthen consumer trust, and facilitate compliance with global standards. Third, constructing cross-border e-commerce logistics optimization models would help reduce transportation costs, improve delivery timeliness, and strengthen after-sales service systems, thereby increasing overall customer satisfaction. Fourth, investigating the impact of digital transformation on international competitiveness could provide insights into integrating e-commerce platforms, digital marketing strategies, and supply chain management in a holistic manner. Additionally, field surveys, in-depth interviews with Fuliang tea enterprises, and cross-regional comparative case studies are recommended to validate and expand the proposed framework, addressing the current lack of micro-level data and contextual nuances.
Collectively, these proposed research directions offer practical guidance for both scholars and practitioners seeking to facilitate the global expansion of Fuliang tea and similar local specialty products. By addressing the identified challenges through strategic, evidence-based approaches, future studies can contribute to theoretical advancements in rural e-commerce internationalization, inform policy decisions, enhance industry practices, and support the sustainable international growth of China’s specialty agricultural products.
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