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Abstract

In the new media era, the cross-cultural communication of the humanistic spirit of “Intelligent Manufacturing in China” faces dual
challenges, with significant cognitive biases among audiences. This study constructs a “dual-engine” model (SICA) for cross-
cultural micro-communication. Empirical research on enterprises such as Huawei and DJI reveals that symbolic lightweighting
enhances cultural memorability, while participatory communication significantly boosts User-Generated Content (UGC) conversion
rates but may lead to cultural misinterpretation. To address the cultural deficit in disseminating the humanistic spirit of “Intelligent
Manufacturing in China,” a “cultural deficit reversal curve” is developed. A “three-stage dynamic” mechanism for cross-cultural
micro-communication of the humanistic spirit is proposed, facilitating the transition of “Intelligent Manufacturing in China” from
technological export to cultural symbiosis, thereby infusing Eastern wisdom into human industrial civilization. Empirical analysis
demonstrates that effective communication strategies significantly enhance the international dissemination of the humanistic spirit of
“Intelligent Manufacturing in China,” strengthening brand competitiveness and cultural influence, and highlighting China’s modern
role as a “civilization contributor.”
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