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Abstract
This article takes the globalization practice of China's jewelry company, Lau Fong Sang, as an example to explore the cross-cultural ethical issues in cross-border operations. Through analyzing the product design conflicts and climate responsibility practices encountered by Lau Fong Sang in markets such as Turkey, Indonesia, and France, this report uses the theoretical framework of cultural relativism and ethical universalism to distinguish the situational obligations and universal responsibilities that enterprises face in terms of respecting religious culture and environmental protection. The study finds that enterprises need to follow cultural relativism for local adjustments in adapting to religious culture, while in terms of climate responsibility, they must adhere to the universal ethical bottom line and conduct differentiated practices based on local culture and policies. Lau Fong Sang successfully coordinated cultural respect, environmental responsibility, and business goals by establishing a balanced mechanism centered on moral leadership, while pursuing profits. This provides practical references for multinational enterprises to address cross-cultural ethical challenges.
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1.0 Introduction
Lao Feng Xiang Company was founded in 1848. It started as a local silverware store in Shanghai and has since grown into a multinational jewelry enterprise with business operations in over 30 countries and regions(DCFmodeling, 2025). It is a typical example of a Chinese brand facing cross-cultural ethical challenges during its globalization process.
In 2017, Lao Feng Xiang promoted a new wedding jewelry collection in Turkey, but the sales were poor because the image of the dragon conflicted with the local Islamic cultural concepts. In this situation, a product design accepted in Chinese culture sparked ethical questions about disrespecting local culture in that country. On the contrary, its gemstone collection launched in 2022 used recycled gold and laboratory-grown diamonds, receiving positive feedback worldwide. Consumers in Europe and China recognized its environmental responsibility(vizologi, no date). These contrasting experiences prompt reflection on ethical issues: why do the same business actions elicit different ethical evaluations in different cultures? Is the respect for religion and culture factors a specific situational obligation based on cultural relativism, or is it a universal ethical requirement? For enterprises, climate responsibility is a universal moral obligation or a strategic choice limited by specific policies and cultural values? This report takes this as a starting point, using Lao Feng Xiang's practice as an example, to explore the ethical logic of enterprises in pursuing profits while taking on multiple responsibilities.

2.0 Cultural Relativism, Universalism and Business Ethics
To analyze the cross-cultural ethical issues faced by enterprises, it is necessary to clearly define the connotations of cultural relativism and ethical universalism and combine them with utilitarianism for analysis(Ermasova, 2021).
Cultural relativism holds that moral norms are not absolute but are shaped by specific cultural environments(‘Cultural Relativism: Definition & Examples’, 2022). For multinational enterprises, this means that commercial decisions such as product design and marketing must be measured according to local religious beliefs, values, and behavioral norms. What is considered respectful behavior in one culture may be regarded as offensive in another culture, which is the root cause of cross-cultural ethical conflicts(Somaraju, 2023).
In contrast, ethical universalism holds that there are universal moral principles that transcend cultural differences, such as respecting others and protecting the common environment. These principles form the lowest ethical baseline for enterprises, regardless of their cultural background(Bågenholm et al., 2021).
Utilitarianism, as a supplementary theory, provides an outcome-oriented evaluation standard for moral decisions. It holds that the moral value of an action lies in whether it can maximize the overall interests of stakeholders(Sebo, 2023). For enterprises, this means that cross-cultural ethical decisions need to balance multiple interests and cannot merely focus on short-term profits(Lee, Yun and Kang, 2024).
3.0 Lao Feng Xiang’s Practice in Religious and Cultural Contexts
The Middle East and Southeast Asia are important overseas markets for Lao Feng Xiang Company. The residents in these regions are mostly Muslims. These markets also fully reflect the ethical conflicts and solutions based on cultural relativism. In 2019, Lao Feng Xiang Company initially planned to launch a new gold jewelry series in Indonesia, where there is a large Muslim population. Although the phoenix image in Chinese culture is a symbol of good luck, it conflicts with the aesthetic preferences of local Islamic culture. Islam advocates avoiding anthropomorphic and anthropomorphic images in religious and daily life, and the complex patterns of the phoenix are inconsistent with the requirements of simplicity. From the perspective of cultural relativism, Lao Feng Xiang Company's initial design did not violate universal moral principles, but it violated specific ethical norms in the local cultural context(Johansen, 2023). This would trigger ethical evaluations among local consumers regarding disrespect for local beliefs. After realizing this, Lao Feng Xiang adjusted the design, replacing the phoenix pattern with geometric patterns such as hexagons and octagons that are widely accepted in Islamic culture. These patterns are often used in Islamic architecture and art and symbolize infinite divine power and harmony. And turquoise, which is deeply loved by the local people, is used as the matching gemstone(Qais, 2024). This adjustment is a typical practice of applying cultural relativism to resolve ethical conflicts. From the perspective of ethical evaluation, the adjusted product avoids the risk of disrespecting local culture and achieves the practical goal of maximizing the interests of stakeholders(Mahajan et al., 2023). Local consumers received products that were in line with their cultural and religious psychology. This behavior established an ethical image of respecting cultural diversity for the brand in the local market, which is much more valuable than short-term profits.
The ethical evaluation of the product design of Lao Feng Xiang also shows significant differences in the context of Chinese and European cultures, further demonstrating the explanatory power of cultural relativism. In the Chinese market, the intangible cultural heritage inheritance series of Lao Feng Xiang has been highly praised for its ethical value in preserving traditional culture. Chinese consumers view purchasing such products to support cultural heritage, and this ethical evaluation is rooted in the Chinese cultural background, where respecting tradition and valuing inheritance are core values(Ismail, Ali and Anwar Us, 2022). When entering the French market, Lao Feng Xiang did not simply replicate this model because the European cultural background emphasizes individual freedom and romantic aesthetics. To resolve this cross-cultural ethical conflict, the brand launched a new series that combines Chinese silk embroidery patterns with French romanticist design styles. This culturally integrated design effectively avoids the ethical dilemma of cultural barriers and not only conveys the charm of Chinese traditional culture but also meets the aesthetic ethics of French consumers(Pillai, 2021). From the perspective of ethical universalism, the business practices of Lao Feng Xiang in China and Europe have a common point, that is, they both follow the universal ethical principle of respecting consumers' cultural psychology. This universal bottom line combined with the scene-adaptive model is the key to resolving cross-cultural ethical conflicts.
4.0 Ethical Nature of Climate Responsibility
Unlike the situational nature of religious and cultural adaptation, the ethical essence of corporate climate responsibility is more reflected in the dialectical unity of universality and situationality. The environmental protection practices of Lao Feng Xiang in China and Europe provide a typical case for analyzing this issue.
Ethical universalism holds that not harming the shared ecological environment of humanity is a minimum moral responsibility for enterprises, regardless of geographical and cultural differences(Waller, 2024). This is reflected in Lao Feng Xiang’s global environmental protection practices. In the metal smelting process of jewelry, the brand has uniformly promoted the low-temperature gold smelting technology jointly developed with Southeast University in its smelting bases in China, Thailand, and Poland, reducing carbon and sulfur dioxide emissions. The promotion of this technology is not driven by local cultural differences, but is based on the universal ethical principle of protecting the climate(Heston and Ray, 2021).
From a utilitarian perspective, this universal environmental protection practice also maximizes overall interests(Udoudom, 2021). In China, it helps the brand obtain the low-carbon certification required by national policies; in the European Union, it complies with the strict environmental protection standards of the REACH regulations; in Thailand, it avoids the risk of facing fines for exceeding pollutant emission standards(Slunge, Andersson and Sterner, 2022). It avoids causing environmental damage to the public, which is in line with the core concept of utilitarianism of maximizing the happiness of the majority. This indicates that climate responsibility, as a universal moral obligation, is not only a moral requirement but also a necessary guarantee for enterprises to achieve global operational compliance(Pererva et al., 2021).
While fulfilling universal moral obligations, Lao Feng Xiang's specific forms of climate responsibility also exhibit different manifestations due to cultural and policy factors, reflecting the complementary relationship between universalism and cultural relativism(Yang, Khoo and Yang, 2024a). In the European market, due to the deeply rooted environmental protection culture, Lao Feng Xiang launched a carbon footprint transparency project. Each product is labeled with a QR code, allowing consumers to inquire about the entire carbon emission process from raw material extraction to production. This approach aligns with the cultural values of environmental protection in Europe. Local consumers view purchasing low-carbon products as an important way to practice environmental ethics, and thus this series has been well-received in the European market. In the Chinese market, Lao Feng Xiang's climate responsibility practices are closely integrated with the country's policies and traditional cultural concepts. It launched a series of products using recycled gold and combined it with the traditional Chinese cloud pattern. The focus of its promotion is on inheriting the virtue of frugality and linking environmental protection with China's traditional moral concept of frugality(Lu and Ran, 2025). This differentiated practice is based on the judgment of the local culture and policy background and is a reasonable application of cultural relativism within the framework of universal moral obligations.
5.0 Lao Feng Xiang’s Balancing Logic
Lao Feng Xiang's approach clearly defines the boundaries within which enterprises make moral decisions, balancing profits with religious, cultural and climate responsibilities. The first boundary is based on ethical universalism and cannot be crossed in any cultural context, including not infringing upon the basic human rights of local residents and not causing irreversible environmental damage(Ugleva, 2022). The second boundary is based on cultural relativism, which allows enterprises to adjust specific business strategies, including product design, marketing methods, and corporate public welfare activities, according to the local cultural and religious characteristics without exceeding the universal bottom line. For example, Lao Feng Xiang's adjustments to jewelry patterns in countries with a majority Muslim population, as well as the integration of local aesthetic elements in the European market, fall within this category(Yang, Khoo and Yang, 2024b).
To ensure the making of correct moral decisions, Lao Feng Xiang has established a balanced mechanism centered on moral leadership. When making major decisions such as entering new markets or launching new products, Lao Feng Xiang will assess whether the decision violates the general moral bottom line, and then formulate corresponding adaptation plans based on the principle of cultural relativism(Greenbaum et al., 2021). For example, when deciding to enter the Indian market, Lao Feng Xiang will first confirm that using local gem resources will not cause ecological damage, and then adjust the product design to incorporate patterns suitable for the Diwali festival in India. This mechanism helps Lao Feng Xiang's profit pursuit remain within the moral framework, forming a unique moral competitiveness that enables the company to gain long-term trust in the global market.

6.0 Conclusion
This report through the analysis of the practices of Lao Feng Xiang, concludes that the differences in ethical evaluations across different cultural backgrounds stem from the duality of ethical norms, the specific ethical requirements shaped by cultural backgrounds, and the universal ethical principles transcending cultures. Different business behaviors demonstrated in Turkey, Europe, and China all prove that the ethical judgment of enterprises must be measured simultaneously based on the rationality of the situation and the universal correctness.
The universal bottom line is non-negotiable, including respecting human dignity, protecting the global environment, and abiding by universal laws. This is the moral responsibility that enterprises must undertake. And situational adaptation is flexible, requiring enterprises to respect local culture according to the principle of cultural relativism.
For enterprises, the key to resolving moral dilemmas lies in establishing a moral thinking that combines universalism and relativism. Profit is not the opposite of responsibility; responsibility based on moral principles is an important factor for achieving sustainable profit growth. The experience of Lao Feng Xiang shows that when enterprises take respecting cultural diversity and protecting the common environment as their moral pursuit, this is conducive to avoiding cross-cultural conflicts and establishing a brand image, thereby achieving the common development of economic value, moral value, and social value.
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