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Abstract

Against the backdrop of digital transformation in global trade China’s cross-border e-commerce has
developed rapidly. However, many small and medium-sized enterprises (SMEs) still rely on OEM
models and low-price competition, facing significant constraints in advancing brand-oriented
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international expansion. The emergence of generative artificial intelligence (AIGC) provides a new
technological pathway for SMEs to overcome this challenge. This paper analyzes the mechanisms
through which AIGC empowers SMEs’ brand globalization from the perspectives of efficiency im-
provement and value reconstruction. Overall, by reducing the costs of content production and
cross-cultural communication, AIGC can significantly enhance firms’ operational efficiency in over-
seas markets. At the same time, it promotes the transition from ‘product delivery’ to ‘brand pre-
mium’ by reshaping brand narratives, strengthening customer alignment, and facilitating the accu-
mulation of brand assets. The study also suggests that SMEs should pay close attention to business
model selection, data compliance, and policy ecosystem coordination when adopting AIGC in order
to achieve high-quality development in cross-border e-commerce.
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