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Understanding of the Visual Sign in
Cross-cultural Advertisement Communications

Chen Qiyan
(School of Journalism & Communications, Wuhan University, Wuhan 430072, Hubei, China)

Abstract: There are two aspects which exist in present cross-cultural advertisement
communications. On the one hand, the famous international enterprises and well-known brands settle
in other countries by means of localization with the tide of economic globalization . It is primarily for
the developed countries’ products or enterprises’ ads to go into other countries’ ads markets. On the
other hand, every country’ s enterprises and products need interlinking and diffusing of ads in order to
go into the opposite markets. It is necessary for the producer of cross-cultural ads to leam about the
economic developing level, culture and ideology of the other countries and nations. There is something
common and different within these two-way communications. The former can be communicated and
connected and co-used directly through the ads, the later can be contrasted, borrowed and
transformed between the different sectors of the ads, and sometimes misunderstanding is unavoidable.
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