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Cultural Differences and Adaptation Strategies in Cross cultural Advertising Communication

LI Shuting
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Abstract: This study mainly explores cultural differences in cross-cultural advertising communication and their impact on advertising
effectiveness, and proposes communication strategies to adapt to today's multicultural market. This article summarizes the
manifestations of cultural differences in values, language symbols, and aesthetic preferences. In addition, through the application of
new technologies such as new media operations, artificial intelligence, and big data, it analyzes their impact on advertising cognition,
emotions, behavioral responses, and proposes some strategies for cross-cultural advertising communication. The purpose of this study
is to provide a theoretical framework and practical insights for enterprises to integrate new media operations and technological tools in
the dual context of digitization and globalization, and develop precise and dynamic cross-cultural advertising strategies.
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