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Abstract

Against the backdrop of deepening globalization, cross-cultural communication poses higher demands on the shaping of brand image.
This paper, through literature review and case analysis, systematically explores the practical challenges and optimization paths for
brand image building in cross-cultural communication. The research finds that cultural differences, consumer cognitive biases, and
cultural conflicts are common obstacles in current cross-cultural communication, while cultural integration positioning, localization
of communication content, multimodal communication, and crisis public relations mechanisms are key paths to enhancing brand
communication effectiveness and achieving cross-cultural recognition. This paper aims to provide theoretical support and practical
inspiration for enterprises to formulate more precise and feasible cross-cultural brand communication strategies.
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