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Abstract

With the rapid development of globalization and Internet technology, Cross-border E-commerce
(CBEC) has become an important part of international trade. Advertising marketing, as an important
means to promote the growth of cross-border e-commerce sales, is undergoing rapid change. This
paper analyzes the development status of cross-border e-commerce advertising marketing, discusses
China’s policy support in this field, reviews relevant literature, analyzes the main problems currently
faced by cross-border e-commerce advertising marketing in China, and puts forward corresponding
countermeasures and suggestions, in order to provide reference for the development of the indus-

try.
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