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Integration of Multiple Culture of Globalization and Brand Communication
—taking the design of the advertising appeals of automobile brands
WU Dong-ying
( Department of Chinese and Bilingualism School of Humanities
Politechnic University Kowllon Hong Kong 999077 China)

Abstract The paper explores the mode of the blending of localization and globalization in the advertising creative design
of current Chinese brands. The samples come from 110 advertisements of automobile brands over the 2004 —2005 period
representing Chinese local enterprises joint ventures and foreign — funded enterprises respectively. The study framework
encompasses three aspects like value utilization language selection and visual effects. By analyzing of the strategy form—
ing the three claims of the advertisements the mode of the blending of localization and globalization in advertisement was
investigated holding that in contemporary China it is worth making further study and exploration of the multi — cultural
integration of advertisements and brand building and communication in other forms. The globalization and localization of
industries enable the cultural hybridization to become a tendency of cultural production. In the period of whether the for—
eign brands enter into China or Chinese brands go to the world there must be an integration process of de — culturaliza—
tion" and re — culturalization.

Key words brand building; multi — cultural integration; advertising appeal strategy; advertisement
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