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Abstract

With the popularization and wide application of the internet, e-commerce has gradually become a
new development model, and similarly, in international trade, cross-border e-commerce has
gradually become a new trend in the industry. In the track of cross-border e-commerce, domestic
enterprises not only pay attention to the export of competitive products overseas, but also pay
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more and more attention to the word-of-mouth construction of their own brands overseas, in or-
der to achieve real brand going abroad. In the face of complex overseas market environment and
more complex consumer demand, cross-border e-commerce that combines the internet with tra-
ditional trade has become an important way for corporate brands to go global. This paper adopts
theoretical analysis method and case analysis method, first introduces the relevant concepts of
brand going overseas, and expounds the development status of cross-border e-commerce in China,
on the basis of which SHEIN is used as a case study to analyze the objective environment faced by
its brand going overseas, at the same time, analyzes the advantages and existing problems of SHEIN'’s
successful overseas expansion, and provides experience for other cross-border e-commerce brands
going overseas.

Keywords

Cross-Border E-Commerce, Brands Go Overseas, SHEIN

Copyright © 2024 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 518

BEE B AU R — 0 R R S — D a5 A, B 5T FL T R 45 B R — P B IR AT I B
G . IR E S B R R RS, REF SRR A, WO RINEE &, BN R
TR BIRE . BUHTREIIFTRIER “—ar—B” @IHE. REEEERE R, Bhd
FaANA B “XAEAR” AER IR . AEdERR, 2021 FrhEESEERE T 14.2 1, &)
2020 FH) 12,5 JifZooR e K 13.6% [1]. SUbER, BRI REREESRNGE, SR8
F16) it R S8 0 R b, A SO DR v 28 i R SHEIN A48 43 B 2K R oA e i W 1) 41 B8 3 55 DA S A 45
B, TR A AT SRR A T AR R

AT T A BAE T R s S A i R R it — e S S B X, AHAER S T ARE WA
G 5 AT R B SRR LA B . ARk, WFFEES Bl S h8 SHEIN il soh 256, Ret B il
o TRRINB R B SRA A G E5H, Hkks, BF—eEnlEss .

AL BALT R Hrik, NSNS ERE AT 208 SHEIN SRR RO 2555, [RIIN 4 H )
LG VLA R Z AL, A OGS 5 R Al it i SR A A

2. BXBEHRZE
2.1, BSHERER

BB 2 B I AT, BT T BT RO — PR T ) R B B S A o AR AR 4t [ PR B
Gy, 58 A SO T T ORI T B AT R A (A TR i B & . R AT R SEZE T %
B, BRIV A HE SRR L, R ZOR BB TR E AT, WA TR S
JEA, SONTZITRESE R348 TRl Re, DRI A8 th 57 v B A 75 2R A e [2]. NS5 f R, 5558
FLTE T LAy it Bt I L RS B 1 RS s NS S R AORE, A BUORRATIN 2 B2B 225\ B2C 425
C2C %&£ 5 #11 020 %2 %)
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AMLEF WA R R SR IT G, DB RLITRIRE; R, FERREEH RS S % a ki
M55, HEATE T & AR NEUR eRliERE, DUWIARAL S .

AT A ER, SFEMEREM. BB T WA BT R
U6, %7 6 EER T Aol R FR S AN TR, IR I i vRs (08 4 SRE A2 5 AT 6 B E
BAFRISERE3]. FEIRIRE = LI E LRSS RN G, WAIRANEE, BEXLTIER
WUV A, I Bk K207 5 S SR O ok A A o TR G RN SR AE T & LR AN GE Aok B dh
L, A6 BB SR e RS S0 5 R R A M A R SR R i BT 6 BRI R =T
T, EREPEPNSEFA BT alEAEZT 6.

2.2. GmhEHE

i LV B A BT A o 3 B AN AT A R R SR —, R PN Pl TR J BT
B PE SRS T RS E A DTC (direct to the consumer) & i H i — /Mo Bt .
AN 2 B = S O, B MRS BRI T A A e T IS R, DU R R R
TLIRRAA]; RIEBIIALE, REHMI S E A AT G BN KBS & AT BLIE 2038 1
W55, B KFRPE Bl o IR, I BRI RTIE 9 5 (1 S I EA T S AT 2 A R R L. Ik, o
(] it BB N IR T = S S A B A R 2 I Y AL A i AR TE A P BRI N A AT
STk =
3. ERILE L IR

BEAE ELEMN DRI L DX R RO B S R AR i s e Al S, S SH R AR B T R A R
J&. JUHIETH PR TRV N, SR T BT R ok IR S R AN S RS, BT, RESYE T
IR NS BREEENS, HHE~MRESRS L E—18.

Hh ] 15 FL R AR R R SR I R , Hp [ i R RV T R BRI R I A PR i R
AR (U SHEIN) SEHo bt it i R (A RAI5E) « 2K HL I ol it B (Tt OUTER) LA K SRS 7= it it R (4 22 5. 81
BNEE[5], 5 OB LRI AR A SHEIN S5 5ok v Bl R e oA B AR 7 T o

4. RL SHEIN A8 L8 EREHEHEE
4.1. SHEIN f&g4y

SHEIN, W34 NS, MOrT 2008 4F, STEHEEE R, B0 B a6 g shy
B VDR e, EE R Lo, AL RO, B 3. RYTEMZE. 2020427 A, SHEIN
8% €2020 Brandz A [E 4zERAG AR 50 58 ) . R4 13, 2022 4£ 1 A 19 H, SHEIN LB (2021 4
JEHE 500 9 , JFLAMNME 1300 /ZC AR MALFIEE 107 4. 2022 4, SHEIN Aik (BARARE) 2022
SEREAER 100 K HsZm ik, 2023 44 H 18 H, (2023 &ERM A E45) KA, SHEIN L85 HiE#
L

SHEIN 7EiAMITI A THIEIH . 3R SE ARG s =B B, 2008 442 2010 )& T
SHEIN )8, toifWINIEEN E ST, 3 BARSEIRN SRIGE SR 35 . R IE KA T 2012 4% 2014
M, FEUCHAR], SHEIN 38U AR 2 Mg Ahul s, TERHAT 348 ok (0 [R]i e= Sb AAIR 55 I BA st s B0 TRk
S BRATSE HOBRIN 1 i 2 — . 2015 4E & 2020 4E, SHEIN sk TR BTG R K], hTHiEmE B
RIFHRIL, SHEIN Hilsk 7 Z4ma% . [, “Pi. i, SRR 4453 SHEIN BUEIR[E 4R, o
MOERAT AR, 2R T EANE R 2T
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4.2. SHEIN GRS FrE RIS SRIRE 534

42.1. &FIE

H 175 355 LR L R A W N 3RIE . B2B Al B2C, ITULEEREE SR BB R E SIRERNA, &
Hiu P B LR SR I £ 1 i 7R, IX o A ER T R Y B2C AR A 2R KR A T ML
et B2C 1RSI AR A, SHEIN 1% 28 PJLr v i JUIHE 41, B AR S FLARAT . SE R RO 1 i 7
BRI T Y, e T A .

Britz Ah, KREHAWHTHERB FRS LN, ITUEBAREE =T FEaddLHETE, Xk
P REEREE. NFE=FE2ZR P62 A TMREIAL R, HRRAESEN™E, H#ELLEIE
o ETHmH. PSR i@, (EAECRUACS E m, HXP a4 A — e R, Bl
KUl =T7 G Pl R REEE R, BREERARKTEH A%, BT E R RAZEH L, A
il [ E#F G 3 FI8E[6]. SHEIN A MGIZ2 Y], SRR a @&, ML FER, ol
FEdn AR 7 A G IR GG, R A BRI A R A R R

4.2.2. BARIFE

SRR R B A T E A . WU . KB . XA 2 S S AR I B R AR, A
UL IX AZ 5y A B G A3, HAOL T 6 (KA BEAR AR R R B4 1 Rl RE[7]. Sk, &
K IR R A A ] o L P D) Y 8 R A 75 90 Bl R % B D 4% S 38 75 LA 7 i, IX A SHEIN 3%
R T PR T B AR ST R

4.2.3. BUERIME

FEE AR, LSS BUN K SCRAES ST R S5 IR R, JFRESL 1 UL 22 306 5 i i & A AL,
E S AR 4 5 5 FL R A R VL B B R E AT O T, AT AR OGRS, X et FE P i R
SR T B

MEFRABRE,  H At B0 3 SOM GRS I SCREAT,  DLSRIEDY S AP 5 [ 500 A [ ) AT 4T
JEARE], JFESLR S AT SR Lz, TN T R 1] [ Bt R T — 2 B

4.2.4. #HEINE

MR EBEARE, 90 J55 00 G a7 RN, BEBNHERNENE, nzE
N 2 AEVE I S, 90 55 00 Ja AATTXT PRI v 5= i R 2 AR S T R, RIS SHEIN 75 R 2R
TR SE S TR AR B, TEONTH R S

SR S, B i o A A ATV 2 07 O A TAR KR, A2 B 4a s 75398 o 3 I 48 F W)
FoREE LR b RUMEFEREE AR, 28 B PRt OE N T AT IR 003 2 55, AT DLSEXT 2R E e i)
iR A2 W1 SHEIN 22 8 BBy o it o Fg LI

425, SEHRIFE

VENPRES i St h, T AR 2 R Se e dll, WfRAKE . H&M. ZARA 2522 AL GRS it
mnfd, A SHEIN. Simplee IX 3= B [m) i A0 1T 377 PR 0 St o AR TAE SRt i 4oll, SHEIN 32
B EAN Y, HEERFEL LV a7, ESUAE S8 T A EAR[8]. 5 RIFETH i B 4k
W1ty Simplee #HEL, SHEIN 76 SR H 177 ShFP IS 502 (S Bk A, 5 KL 1) s 7 3ok 5 LA B B Jn 5
H R RS . A RIS AL [ bRl R rh,  SHEIN R LA S hsk b v e A RS F B R Al

{EFETRI 178 2 X A6, B MR RTEEN, ZREA AR B SCEIA A ER . ET1%
BT HAEPRGL R, SHEIN FIRETIIR KBk, RA AW ol A=A G 2 g, A iR EFE
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SHEIN ILA 1) R 521 7
5. SHEIN g8 INE W S5 FEER B’
5.1. SHEIN HiBHIRRIHZ%

5.1.1. W mhBHigE4E

SHEIN 7EQISNEZ M, S AR EIA SR A 5 4 (1 A5 ST SRR 56 4 FERASE T BT B AR T 3%
J&i, SHEIN I $8 2 Hil I SR & . 1ok, FALE S I . SHEIN YEVTmE ot R g T 7 2
filt, HEE PR LB 5, {5 2o SHEIN B 2 00 7 g J0, BAH H AR T30 H bRBEk . SHEIN
H br il 2 ISR M T S B, R i AN el e, RIS P S — @ EERAT O R, i Bt
WeJa, IR . SHEIN MYIBIHITF AR T 26 = F &, MEMEH O P s,
BEARTEQISIAIII AR, BEAEEH L ERCER, WA S ir AT P E[9]. Bk, 7EAbaEm
E bR R, RS R A, I AE BN, LIS

5.1.2. EWEHMEr

SHEIN 7EH kS FE s B A M B 220 . BART S, SHEIN 1EE 45 77 1 nl DAor R 5 8 8 A0 Bk
W TS XA E NBUR T SO B R BB 28, DA LEND Instagram. Twitter 55 % Kk
AR PR E, IBIEENE RE A O AL, DOARI R EAE . BERWIRE S
e S I N LR s GE, R BA R e G EACE &, NTE 2 A7 LR R R, B
i BRI 2 1A R B B o B R R B TR, SHEIN R 7 b BRRRG R, [EI 3k 17 S A ml .

513 FRERAER

M= B RE, SHEIN (B Mafade. =i Ky, Bm%ESE, 49 KE X A& &
PR s, PR E . WPE R RS, SRR, SHEIN firs 5 oN1KEE, /£ ZARA Fll H&M
SR MRFTAE T I BT LATE SHEIN SE2 3~5 £, AR ERus 75 SHEIN PUs 7P i 7= 5 i 3k
TR . PSRBT RE, SHEIN $ b ARBE it IR IGIT, fF 577 5 2R A G itreass, =
ZAERR ANKR[10]. A= 5 B I%RE, SHEIN 48 “te” RN, SEH4H#e EHih, S
HGLB R A, XA e TSP S AR e, XA R PE, AT DUR B RS IE

5.1.4. EMBEEIE

SHEIN +70 B S ARG, S & B . 5 IR%4E, SHEIN #8F — B & ME, JHHA
SEAFEHLX IR, Fids T AR/ MEFER. &5 AFERLX BT 8, SHEIN £ piim ik BT 6 E K
%, g RITAM, e E YIRS fEEG RS T, SHEIN #@ 7 i B H eSS, fn 45
KRRV HFR T, X#18 SHEIN 763 22 v 1) DR i .
5.2. SHEIN W& R E{ERYicI R
5.2.1. {RIMERERE

XL 1 SR, SHEIN SR (A2 ARAN S B SRms,  EL7E = B T AR X (s, TR 5
MBI . NP IESEE  . Z 5 & )RR 25 5 [ A5 S i R R B, 3 il e i ok
5.2.2. @it E)

SHEIN 7= it AR S ER I v, (HWR 5 HIls HAh R 25w S s -2l E oL, o2
T AR AR E T, AR BT ARG E R A . ECA NIRRT, AERIERZ 5H MR

DOI: 10.12677/ecl.2024.131066 565 TR 4TS


https://doi.org/10.12677/ecl.2024.131066

KA, RN

AV RN vt s ARF D AR FONTPAR, AR AR, P28 ANTD IR IRBE AR 3T il iy R A7 T 2

5.2.3. FETFRRE A SR AR 2R (51

XA PRI B R, BT AR, — BIE RIS . RS, BE X T E
I RAR, AR 2 U i 8 EAF AR KR T o AR A R UL, A AR (A5 B it sl PE PR IR
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VPRV, PEAFRURARE 5 5 BRI B Al A S T o

5.3. LRMERELEREHERNET

53.1. RAEITE, WiIFHEES

RSSO G A, RN RN CA S =T G B @O i, AR AT A
JRy, ARFEABLSENE DLk B A G S, RATREMA R E T, ST AR AN A FE[12] 0 Al B ST ol R Y i
AR, S A AL A B e, e AR A R H AR T, SRR DL R 228 SR, (A A
NS AT RE I A7 0 AU TR i

5.3.2. IEFREHNESEERER

AN BB B R N Ie B, AT ERME = AR, B ERBE =T,
1% SHEIN st X B ST HEM DTC FEMHTALE . M NHRE H & SebriG ol Tk, e mr i 4
BT G I J AT HET LA 5y, AE R JE ISR AR i ml S 1 B 2 DL IR TE[13]

533 EMEHIER, HEEmMETRN

FER TR RIAS, M B B G H S, TiRR& FitRE& L, Sl ERINRERCILF 7
%, N, Ak E SR EERE S SERRIEE MY, 7R R AR S DU e S O, b A TR X
Fer[14].

5.3.4. JXEIH
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I A
oo U™ i R TR ) SRR ™ B, RS 9 O TR Sl
2 BIAFIFZ R [15].
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