
I J A R S C T    

    

 

               International Journal of Advanced Research in Science, Communication and Technology  

                               International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

Volume 9, Issue 1, September 2019 

  Copyright to IJARSCT       DOI: 10.48175/568    178 

    www.ijarsct.co.in   

 
 
 

ISSN: 2581-9429 Impact Factor: 4.819 

Cross-Cultural Communication Challenges in 

Global Brand Equity Management  
Sharad Sharma1 and Dr. R K Garg2 

1Research Scholar, Department of Commerce & Management1 
2Research Guide, Department of Commerce & Management2 

NIILM University, Kaithal, Haryana 

 

Abstract: In the era of globalization, brands are extending their reach across borders, requiring strategic 

communication that respects and adapts to diverse cultural expectations. However, managing brand equity 

globally is challenged by cross-cultural communication barriers, including language, values, norms, and 

perceptions. This review paper explores the significance of cross-cultural communication in global brand 

equity management, analyzes key challenges faced by multinational companies (MNCs), and evaluates 

strategies to overcome them. The paper includes comparative tables, a graph depicting communication 

effectiveness across regions, and literature references. 

In today’s increasingly globalized marketplace, managing brand equity across diverse cultural landscapes 

presents a significant challenge for multinational corporations. Cross-cultural communication is a critical 

component in maintaining consistent brand identity and fostering consumer trust across various regions. 

This study explores the intricate relationship between cross-cultural communication and global brand 

equity management, emphasizing how cultural misunderstandings, language barriers, and differing 

consumer perceptions can undermine branding efforts. Brand equity, which encompasses brand 

awareness, loyalty, perceived quality, and brand associations, can vary significantly across cultural 

boundaries, making a one-size-fits-all approach ineffective.  

Effective cross-cultural communication strategies—such as cultural adaptation, localization of marketing 

content, and sensitivity to local values and symbols—are essential to preserving brand relevance and 

resonance in different markets. The paper identifies common challenges like translation issues, 

ethnocentric marketing practices, and mismatched brand imagery, all of which can dilute brand equity. 

Through the analysis of case studies and theoretical frameworks, the study underscores the importance of 

cultural intelligence, intercultural training, and consumer insight research in developing culturally 

responsive branding strategies.  

It also highlights the role of technology and digital media in bridging cultural gaps, while pointing out the 

limitations these tools may have if not used with contextual awareness. The findings reveal that brands that 

successfully manage cross-cultural communication tend to enjoy stronger brand equity, greater customer 

engagement, and long-term loyalty in international markets. This study contributes to the growing 

discourse on global brand management by offering practical insights into navigating the complex cultural 

dynamics of international marketing. Ultimately, it advocates for a balanced approach that combines 

global consistency with local relevance, enabling brands to sustain their equity and competitiveness across 

cultural divides.. 
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