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Abstract: In recent years, with the rapid development of the economy, the focus of commodity
competition has shifted from product and marketing to brand image and cultural influence. One of
the most important tasks of marketing is to establish a good brand image and endow the brand with
a specific cultural connotation and value. Therefore, the assessment of the effects of advertising
must take the social and cultural benefits which it brings into consideration. Cross-cultural
marketing requires that special attention be paid to cultural differences between countries.
Especially in the current homogenization of the consumer environment and product competition,
the problem of localization must be taken into account, that is to say, a problem of how the creative
strategies of transnational communication adapt to local cultural characteristics in the new
environment. The integration of local culture is a powerful tool for cross-cultural advertising
success. One of the most influential factors in the effectiveness of cross-cultural advertising is how

to understand the differences in values embraced by people from different cultural backgrounds, as



well as the concepts, ethics and behavioral attitudes embodied in values. In fact, cultural values
represent the will of society and the attitude of consumers. This thesis attempts to make use of the
methods of literature research and case analysis to explore this issue from the perspective of
cross-cultural communication and cultural audience, and explore effective ways to spread

cross-cultural advertising.
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