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Abstract

This study aims to explore the communication strategies of cross-border e-commerce brands under
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the perspective of cross-cultural communication, analyze their core challenges and optimization
paths in the synergy of globalization and localization, and provide theoretical support and practical
references for cross-border e-commerce brands to enhance their cross-cultural adaptation ability
and communication effectiveness. Through literature analysis, case studies and cross-cultural com-
munication theoretical framework, the study analyzes the communication practices of related in-
ternational brands and proposes a model of cultural adaptation strategy based on Hofstede’s theory
of cultural dimensions. It is found that cross-border e-commerce brands need to achieve cross-cul-
tural brand identity through cultural integration positioning, contentlocalization, multimodal com-
munication and crisis public relations mechanism. Cultural differences, consumer cognitive bias
and cultural conflicts are the main challenges, while in-depth cultural research, cross-cultural sym-
bols and multimodal narratives are the key paths to optimize communication effects. The success
of a cross-cultural communication strategy depends on the brand’s accurate adaptation and dy-
namic adjustment to the culture of the target market.
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