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Introduction  

 

In a rapidly globalizing world, the confluence of technology and cultural diversity has 

reshaped how brands communicate with audiences. Social media platforms such as TikTok 

and Instagram have emerged as transformative tools, enabling brands to reach billions 

globally while navigating cultural nuances and expectations. According to Statista (2023), 

over 4.9 billion people worldwide—approximately 62% of the global population—actively 

use social media, underscoring its unparalleled reach and influence. 

This dynamic environment presents both opportunities and challenges for advertisers. While 

technology enables precision targeting and expansive reach, cultural diversity necessitates 

strategies that balance global messaging with local sensitivities. This balance is increasingly 

critical in today’s interconnected advertising landscape. My research investigates these 

dynamics, exploring how transdisciplinary approaches can enhance social media advertising 

strategies by integrating insights from communication, cultural studies, and marketing 

disciplines. 

Transdisciplinary thinking transcends traditional academic boundaries, addressing complex 

challenges through holistic approaches. Unlike multidisciplinary and interdisciplinary 

methods, which remain within disciplinary frameworks, transdisciplinary thinking aims to 

integrate knowledge from diverse domains to understand and address real-world issues 

(Nicolescu, 2002). Drawing insights from Leavy's Essentials of Transdisciplinary Research, 

this essay explores the nature and application of transdisciplinary thinking within social 



media advertising strategies, evaluates its relevance to the research question, examines 

broader applications, and provides insights into how its principles can enhance the research 

process and outcomes.  

 

Section 1: Understanding Transdisciplinary Thinking  

 

Transdisciplinary thinking represents a paradigm shift in research, focusing on the integration 

of academic and non-academic knowledge. Nicolescu (2002) defines transdisciplinarity as a 

distinct methodology that seeks to transcend and integrate disciplinary frameworks. For 

example, in social media advertising, it involves merging insights from marketing, 

psychology, and data science to create campaigns that resonate globally, such as tailoring 

advertisements through behavioural insights and algorithmic customization on platforms like 

TikTok. Leavy (2011) further emphasizes that transdisciplinary research is problem-centred, 

prioritizing societal needs over disciplinary concerns, theories, or methods. 

At the same time, transdisciplinary thinking represents a breakthrough in the traditional 

boundaries between disciplines, challenging conventional thought patterns. For instance, in 

advertising research, cultural studies are typically employed to address disputes surrounding 

cross-cultural advertising content. However, with globalisation bringing both cultural fusion 

and conflict, increasing complexity in information environments, and the growing 

interactivity in advertising dissemination processes, traditional single-discipline or 

multidisciplinary approaches have become inadequate for addressing contemporary issues. 

This complex environment highlights the growing importance of transdisciplinary thinking in 

modern research. Continuing to rely on traditional approaches by simply adding more 

disciplinary knowledge to explain problems will only complicate the issues further. 

Therefore, leveraging the characteristics of transdisciplinarity enables researchers to address 

real-world challenges more effectively. 

 



Key Characteristics of Transdisciplinarity: 

 

• Integration of Disciplines: Combines diverse academic perspectives to create 

unified frameworks. Nicolescu (2002) highlights that this process is critical in 

addressing complex challenges that require more than isolated disciplinary 

approaches. Disciplinary integration differs from the simple unification of 

interdisciplinary knowledge; rather, it involves adopting different disciplinary 

perspectives and applying their respective methodologies to solve problems. For 

example, in studying how to expand the audience for advertisements on social media 

platforms, one might incorporate insights from computer science by optimizing 

algorithms or refining the underlying code of social media applications to enable 

precise ad targeting. 

• Stakeholder Involvement: Includes non-academic stakeholders, such as 

policymakers, industry leaders, and community members, to ensure practical 

applicability. Leavy (2011) points out that transdisciplinary research often centres 

problems within societal contexts, guiding the use of disciplinary resources and 

fostering collaboration. In advertising research, stakeholder involvement is 

particularly crucial. For instance, due to advertising ethics and cultural conflicts, 

different countries have varying advertising legal systems, which serve as valuable 

references for studying the adaptability of advertising content and dissemination 

strategies. Moreover, the creative processes of 4A advertising companies and the 

expertise of top industry designers offer critical insights worth leveraging. 

• Focus on Real-World Problems: Addresses issues that traditional disciplines alone 

cannot resolve, such as the evolving dynamics of social media advertising in a 

globalized world. Nicolescu (2002) and Lawrence (2004) emphasize that this 

characteristic distinguishes transdisciplinary approaches by their commitment to 

practical solutions beyond theoretical insights. Globalization is not a concept that can 

be fully explained by a single discipline; it encompasses dynamic interactions 



involving geography, capital, information, and ideologies. For example, Theodore 

Levitt (1983) predicted that global markets would become increasingly unified, 

reducing the importance of cultural differences. In contrast, John Tomlinson (1999) 

argued that globalisation often represents the expansion of Western culture. These 

differing perspectives highlight the necessity of addressing real-world challenges 

within complex environments. 

• Epistemological Openness: Encourages the exploration of new methodologies and 

perspectives beyond conventional academic boundaries. Nicolescu (2002) describes 

epistemological openness as a core principle that ensures the flexibility and 

adaptability of transdisciplinary research. This principle emphasizes the exploration of 

diverse research methodologies and the avoidance of over-reliance on singular 

authoritative approaches. For example, the research might incorporate Hofstede’s 

cultural dimensions model (which analyses differences in cultural values and 

behaviours across nations) and the hierarchy of effects model by Lavidge and Steiner 

(designed for advertising strategy evaluation). However, to adhere to transdisciplinary 

openness, it is crucial to reduce dependency on these established theories and instead 

integrate perspectives from non-academic fields to provide comprehensive solutions. 

These models were originally outlined by Hofstede (1980) in Culture's Consequences 

and by Lavidge and Steiner (1961) in "A Model for Predictive Measurements of 

Advertising Effectiveness." 

 

Section 2: Distinction Between Multidisciplinarity, Interdisciplinarity, and 

Transdisciplinarity 

 

To distinguish these approaches more clearly, definitions and examples are outlined below: 

• Multidisciplinarity: Involves parallel contributions from various disciplines without 



significant integration of their knowledge or methods. Each discipline addresses a 

shared problem independently, often resulting in segmented solutions. According to 

the OECD (1972), multidisciplinarity retains clear disciplinary boundaries while 

contributing different perspectives to a shared goal. 

• Interdisciplinarity: Integrates knowledge and methodologies from multiple 

disciplines to create cohesive solutions. It bridges gaps between fields while 

maintaining their individual frameworks, aiming for a synthesized outcome. As 

defined by Julie Thompson Klein (1990, p. 11) in her book Interdisciplinarity: 

History, Theory, and Practice, interdisciplinarity addresses problems or topics that 

cannot be resolved by a single discipline, by synthesizing the insights and methods of 

multiple fields. 

• Transdisciplinarity: Goes beyond integration by transcending disciplinary 

boundaries to create holistic solutions. Nicolescu (2002) defines transdisciplinarity as 

a methodology that integrates academic and non-academic knowledge to address 

complex, real-world challenges. This approach involves stakeholders such as 

policymakers, industry leaders, and communities, emphasizing collaboration across 

boundaries to achieve comprehensive solutions. 

•  

Case Studies: 

 

• Multidisciplinarity: A traditional outdoor advertising campaign by Wahaha, a major 

beverage company in China, demonstrates multidisciplinarity. In these campaigns, 

graphic designers create visuals while copywriters develop text independently. 

Although their efforts contribute to the campaign, they remain confined to their 

respective domains without meaningful integration. 

• Interdisciplinarity: The Alibaba Singles’ Day Campaign is a strong example of 

interdisciplinarity. This campaign combined insights from e-commerce analytics and 



behavioural psychology to create a unique shopping experience. Marketers 

collaborated with data scientists to analyse consumer purchasing behaviours and with 

psychologists to design time-limited deals and gamified shopping elements. This 

synthesis of knowledge from different fields enhanced consumer engagement and led 

to record-breaking sales during the annual event. 

• Transdisciplinarity: The SK-II “Marriage Market Takeover” campaign in China 

serves as a prime example of transdisciplinary thinking. This campaign addressed 

societal pressures faced by single women in China, focusing on the concept of 

“leftover women.” By integrating insights from marketing, cultural anthropology, and 

digital media strategies, SK-II collaborated with sociologists to uncover cultural 

norms and used digital platforms to amplify its message. This innovative campaign 

resonated emotionally with its target audience and sparked global conversations about 

societal expectations and gender equality, transcending traditional disciplinary 

boundaries to deliver cultural and social impact. 

 

Section 3: The Intersection of Technology and Culture  

 

Social media advertising serves as a focal point where technology and culture intersect. 

Platforms like Instagram and TikTok employ advanced algorithms to tailor content to 

individual preferences, illustrating the fusion of technological precision with cultural 

relevance. For instance, personalisation algorithms consider user data, such as language, 

location, and browsing history, to deliver advertisements that align with local customs and 

values. However, this technological capability also requires cultural sensitivity. Missteps, 

such as using inappropriate cultural symbols or failing to adapt content for local contexts, can 

lead to backlash. A well-documented case involves Toyota’s advertising campaign in China, 

where the misuse of cultural imagery undermined audience trust. Transdisciplinary thinking 

addresses these challenges by integrating technical expertise with cultural analysis to create 



advertisements that are both globally scalable and locally meaningful. 

Further evidence of transdisciplinary thinking’s value in advertising emerges from global 

media studies. Terry Flew and Silvio Waisbord (2015) argue that media systems in a digital 

age not only facilitate communication but also actively shape social and cultural interactions. 

They emphasize that social media platforms function as cultural mediators, linking global 

trends with local identities. This perspective aligns with Robertson’s Glocalization Theory, 

which asserts that global messages must be tailored to fit local contexts to achieve resonance. 

Such theoretical frameworks provide a robust foundation for understanding how 

transdisciplinary approaches can enhance advertising strategies in a globalized world. For 

example, leveraging cultural research alongside technological tools allows brands to navigate 

complex multicultural markets effectively, ensuring their messages are both culturally 

relevant and universally appealing. 

By synthesizing theories from communication, marketing, and cultural studies, 

transdisciplinary thinking offers an adaptable and innovative framework for addressing the 

intricacies of global advertising. This approach not only enhances theoretical understanding 

but also provides practical tools for crafting impactful campaigns in an increasingly 

interconnected world. 

 

Section 4: How Transdisciplinary Approaches Enhance My Research 

 

Relevance to the Research Question: Transdisciplinary thinking addresses the complexity of 

globalisation and social media advertising by integrating diverse disciplines and stakeholders. 

This approach bridges the gaps between traditional methodologies and modern advertising 

challenges, enhancing the effectiveness and relevance of campaigns. However, it is important 

to note that transdisciplinary thinking does not provide instant solutions to these challenges; 

rather, it offers a perspective, direction, and potential pathways for addressing complex 

problems. 



1. Integrating Advanced Analytics and Behavioural Insights: Leveraging big data 

and artificial intelligence in advertising enables precise targeting strategies. For 

instance, the study by Hochreiter and Waldhauser emphasizes that cultural 

dimensions, such as Hofstede’s model, significantly influence user engagement on 

platforms like Google+ (Hochreiter & Waldhauser, 2014, pp. 1-3). Integrating 

behavioural psychology, as demonstrated by Duffett in his analysis of Facebook 

advertising, highlights how tailored strategies based on user demographics and 

preferences enhance intention-to-purchase (Duffett, 2015, p. 516). Such integration 

ensures that advertising resonates with culturally diverse audiences, although the 

complexity of blending these diverse insights often presents significant challenges. 

2. Cultural Sensitivity in Campaign Design: Cultural nuances play a pivotal role in 

global advertising. The analysis of German and U.S. markets by Hochreiter et al. 

reveals significant differences in message reception based on emotional triggers such 

as surprise and anger (Hochreiter & Waldhauser, 2014, pp. 10-12). A controversial 

example in the Chinese market is Toyota's "Stone Lion" Prado SUV advertisement, 

which depicted stone lions—symbols of Chinese cultural heritage—saluting the Prado 

SUV. The accompanying background imagery, resembling a stone bridge, evoked 

associations with wartime scenarios, sparking public outrage. Critics argued that the 

ad was disrespectful to the cultural symbolism of stone lions, traditionally seen as 

protectors of peace and heritage. This example highlights the importance of respecting 

cultural symbols and ensuring that campaigns align with regional values to avoid 

backlash and achieve positive audience engagement. 

3. Collaborative Stakeholder Engagement: Successful campaigns often involve 

multiple stakeholders, as demonstrated in Alipay's "Ant Forest" initiative. This 

campaign not only encouraged individual eco-friendly behaviours through gamified 

digital experiences but also collaborated with government agencies to secure policy 

support for large-scale tree planting, corporate sponsors to fund operations, and local 

communities to facilitate on-ground execution (Schroeder, 2016, pp. 36-38). By 

integrating these diverse perspectives, "Ant Forest" addressed environmental 

sustainability in a holistic manner. However, such stakeholder collaboration is not 



without difficulties, as it requires aligning diverse interests and navigating potential 

conflicts of priorities. 

4. Enhanced Personalization Through Real-Time Feedback: Real-time analytics 

provide dynamic insights into user interactions, allowing for continuous refinement of 

advertising content. For example, FMCG marketing strategies in India reveal how 

consumer engagement through feedback mechanisms strengthens campaign 

effectiveness (Dave, 2016, pp. 72-75). Such personalization aligns with 

transdisciplinary methodologies that prioritize adaptability and audience-centric 

design, but the complexity of implementing such technologies underscores the 

limitations of current practices and the need for iterative improvements. 

5. Addressing Data Privacy in Advertising: Data privacy represents a critical 

challenge in modern advertising, one that transdisciplinary approaches are well-

equipped to address, but not without limitations. By integrating perspectives from law, 

ethics, and technology, these approaches offer comprehensive solutions to safeguard 

user data while maintaining advertising effectiveness. 

o From a legal perspective: In the context of different jurisdictions, such as 

China, the United Kingdom, and Japan, specific legal frameworks shape data 

privacy requirements for advertisers. For example, China’s Personal 

Information Protection Law (PIPL) mandates stringent consent requirements 

and localization of sensitive data, while the UK’s adaptation of GDPR 

continues to enforce transparency and accountability. Meanwhile, Japan’s Act 

on the Protection of Personal Information (APPI) emphasizes safeguarding 

personal data while enabling its controlled use in business contexts. These 

diverse legal landscapes require advertisers to adapt their strategies to comply 

with local regulations while maintaining global coherence. 

o From an ethical perspective: Although providing privacy policies is a 

critical ethical obligation, challenges such as user misunderstanding, increased 

operational complexity, and reduced user experience frequently arise. For 

instance, requiring users to navigate complex opt-out mechanisms or lengthy 



privacy agreements may create friction, leading to decreased trust or 

engagement. Transdisciplinary methods emphasize simplifying these 

processes while maintaining transparency, ensuring users feel empowered 

without being burdened by unnecessary complexity. 

o From a technological perspective: While advancements like encryption and 

anonymization tools provide significant benefits, technological solutions often 

face substantial challenges. For example, ensuring robust data security across 

increasingly sophisticated cyber threats, maintaining algorithmic fairness, and 

balancing privacy with personalization remain persistent hurdles. Despite 

Apple’s privacy-centric initiatives, such as limiting third-party tracking, critics 

argue that these measures can inadvertently limit advertising efficiency or 

exclude smaller businesses from accessing competitive tools. 

Transdisciplinary approaches advocate for collaborative innovations that 

address these trade-offs, combining technical expertise with ethical 

considerations. 

By combining these perspectives, transdisciplinary methods help advertisers navigate the 

complexities of data privacy, ensuring compliance with regulations, fostering consumer trust, 

and leveraging technology to deliver personalized yet ethical advertising experiences. By 

synthesizing insights from multiple disciplines and leveraging collaborative frameworks, 

transdisciplinary approaches not only broaden the scope of advertising research but also offer 

actionable solutions to address the challenges of a globalized, digitally interconnected 

marketplace. 

 

Section 5: Lessons from Other Fields and Adaptation to Social Media 

Advertising 

 



In social media advertising, transdisciplinary knowledge and practical methodologies are of 

paramount importance. These methods allow marketers to develop strategies that are 

innovative and tailored to the evolving demands of globalized advertising. Advertisers 

navigate regional cultural sensitivities with the help of cross-cultural communication, while 

data mining facilitates precise audience targeting by analyzing behavioural patterns. 

Psychology plays a role in crafting emotionally resonant messages, and sociology 

contextualizes these campaigns within broader societal dynamics, ensuring they resonate 

deeply with target audiences. 

By harmonizing global and local strategies, these transdisciplinary methods empower brands 

to create campaigns that resonate across diverse cultural contexts, balancing the global 

market's demands with the unique preferences of localized audiences. These methods allow 

marketers to develop strategies that are both innovative and responsive to the evolving 

demands of globalized advertising. By integrating diverse academic perspectives, these 

approaches provide a holistic framework for understanding and addressing the multifaceted 

challenges posed by globalized advertising, particularly in culturally and technologically 

diverse contexts. 

To illustrate the practical applications of transdisciplinary thinking, the following sections 

explore case studies that demonstrate its impact on shaping impactful advertising strategies. 

1. Data-Driven Cultural Adaptation: Coca-Cola’s “Ice Dew” Campaign Coca-Cola's 

“Ice Dew” brand achieved remarkable success in the Chinese market through data 

analysis and cultural adaptation. By leveraging social media data mining, Coca-Cola 

identified that consumers in southern China prioritised price, while northern 

consumers focused on water quality. Based on these insights, Coca-Cola launched 

differentiated advertising campaigns on platforms like Weibo, emphasising 

affordability for the southern market and purity for the northern market. Additionally, 

Coca-Cola encouraged user participation through the hashtag campaign 

#EverydayIceDew, inviting consumers to share their moments with the product. User-

generated content (UGC) was integrated into subsequent advertisements, amplifying 

engagement and creating a sense of community. This approach not only expanded 



market share but also fostered brand loyalty among diverse audiences (Retnowati, 

2015). Further emphasizing the interdisciplinary nature, Coca-Cola combined cultural 

studies with advanced data mining techniques, ensuring the alignment of marketing 

strategies with local preferences while maintaining a global brand identity. 

2. Social Innovation in Cross-Cultural Advertising: SK-II’s “Marriage Market 

Takeover” SK-II’s “Marriage Market Takeover” exemplifies the successful 

combination of cross-cultural advertising and social media engagement. Collaborating 

with sociologists, SK-II explored the phenomenon of “leftover women” in China, 

crafting emotionally impactful video content. These videos were disseminated on 

platforms like Weibo and WeChat using the hashtag #ChangeDestiny, which invited 

users to share their personal stories. The campaign sparked widespread discussions on 

social media and achieved viral reach, with many users creating and sharing their own 

content in response. This heightened engagement not only bolstered SK-II’s sales but 

also aligned the brand with themes of female empowerment and social responsibility, 

demonstrating the value of culturally adapted narratives on social platforms (Maxian, 

2023). By integrating insights from sociology and cultural anthropology, SK-II 

developed a campaign that was not only impactful but also reflective of local cultural 

narratives, showcasing the importance of interdisciplinary approaches in navigating 

sensitive social themes. 

3. The Power of User-Generated Content (UGC): Xiaohongshu’s Consumer Sharing 

Model Xiaohongshu (RED) in China stands as a leading example of leveraging UGC 

for social media advertising. By fostering a content ecosystem centred around 

consumers, Xiaohongshu encourages users to share authentic product reviews and 

shopping experiences through images and short videos. For example, during the 

promotion of skincare products, Xiaohongshu utilised a “KOL + UGC” strategy. Key 

opinion leaders (KOLs) first released expert reviews, followed by ordinary users 

sharing their personal experiences. The platform’s recommendation algorithm further 

amplified these UGC posts, creating a “planting grass” (inspiring purchases) effect. 

This approach not only enhanced brand visibility but also established strong consumer 

trust, doubling sales for a popular international skincare product within a week 



(Nemčoková, 2014). However, UGC strategies are not without challenges, including 

concerns over content authenticity and quality control. Addressing these issues 

requires leveraging artificial intelligence (AI) tools for content moderation while 

maintaining the authenticity that makes UGC impactful. 

4. Real-Time Feedback and Social Media: Alipay’s “Ant Forest” Initiative Alipay’s 

“Ant Forest” project is a prime example of integrating real-time data analysis with 

social media advertising. Users accumulate “green energy” points through 

environmentally friendly actions such as walking or online bill payments, which can 

be used to plant virtual trees. This behaviour is linked with social media activity, 

where users share their progress on platforms like Weibo or WeChat, encouraging 

friends to join. Real-time feedback mechanisms were used to personalise content 

recommendations, such as eco-tips tailored to highly active users, fostering greater 

engagement. This campaign successfully combined public welfare with brand 

communication, enhancing Alipay’s social responsibility image and user loyalty 

(Schroeder, 2016). Interdisciplinary strategies that blend environmental science with 

digital marketing demonstrate how brands can create campaigns that address both 

consumer needs and broader societal goals. Additionally, the use of data-driven 

insights ensured continuous optimisation of user engagement, a hallmark of 

interdisciplinary methods. 

5. Challenges in Standardisation and Localisation: Toyota’s “Stone Lion” Campaign 

Toyota’s “Stone Lion” advertisement serves as a cautionary tale of cultural 

insensitivity. The campaign sought to leverage the Chinese cultural symbol of the 

stone lion to portray strength, but the depiction of the lions bowing to the Prado SUV, 

along with imagery reminiscent of wartime bridges, was interpreted as disrespectful to 

Chinese history. The advertisement faced widespread backlash on social media 

platforms like Weibo, resulting in a public relations crisis. This example highlights the 

critical importance of cultural sensitivity in cross-cultural advertising, particularly in 

the fast-paced and highly reactive environment of social media, where missteps can 

quickly escalate and damage a brand’s reputation (Tian & Borges, 2011). Brands 



drawing on transdisciplinary approaches must integrate cultural expertise, stakeholder 

collaboration, and comprehensive market research. These elements ensure campaigns 

are both culturally sensitive and impactful, avoiding missteps in diverse markets. 

6. Future Directions in Social Media Advertising Emerging: Technologies such as 

augmented reality (AR) and virtual reality (VR) are increasingly being integrated into 

social media advertising. As noted in the previous section, balancing personalisation 

with data privacy remains a significant challenge in this domain. These tools offer 

immersive experiences that can significantly enhance user engagement. Additionally, 

advancements in artificial intelligence (AI), such as sentiment analysis and predictive 

analytics, provide deeper insights into consumer preferences, enabling brands to 

anticipate trends and refine strategies in real time. However, these innovations also 

come with challenges, such as balancing personalisation with data privacy. 

Interdisciplinary approaches that incorporate legal, technological, and ethical 

perspectives are essential for navigating these complexities effectively. 

 

Hofstede's Cultural Dimensions Theory 

 

Hofstede’s Cultural Dimensions Theory serves as a foundational framework for guiding 

advertisers in crafting culturally resonant messages. Rooted in cultural studies, this model has 

been widely adopted to address cross-national advertising challenges, offering actionable 

insights into navigating complex cultural dynamics (Hofstede, 1980). Developed against the 

backdrop of globalisation and the expansion of international commerce, Hofstede’s 

framework was designed to address real-world challenges, such as cultural conflicts between 

sending and receiving nations. These objectives align closely with the principles of 

transdisciplinary thinking, which seeks to break traditional disciplinary boundaries and 

provide practical solutions to real-world issues (Klein, 1990). 

The model’s six dimensions—power distance, individualism versus collectivism, masculinity 

versus femininity, uncertainty avoidance, long-term orientation versus short-term orientation, 



and indulgence versus restraint—offer advertisers a structured way to analyse cultural 

nuances. For instance, understanding the balance between individualism and collectivism 

helps advertisers create messages that resonate across diverse cultural contexts (Hofstede, 

2001). This ensures campaigns are both globally consistent and locally relevant, addressing 

the dual demands of globalisation and localisation. 

Historically, the dominance of Western multinational corporations in global trade often led to 

strategies that reflected Western cultural priorities (Levitt, 1983). However, the economic rise 

of Eastern markets, including China and India, has shifted the focus, necessitating a deeper 

understanding of Eastern cultural contexts. Hofstede’s framework provides a valuable 

reference for bridging cultural differences, enabling multinational corporations to adapt their 

strategies effectively in culturally diverse environments. By doing so, it has become an 

essential tool for aligning global advertising strategies with local sensitivities, reflecting the 

dynamic interplay between globalisation and cultural adaptation. 

 

Robertson’s Glocalization Theory 

 

The theoretical frameworks of Hofstede’s cultural dimensions and Glocalization Theory 

(Robertson) provide essential insights into understanding the challenges of aligning global 

strategies with local sensitivities. Robertson’s Glocalization Theory proposes that 

globalization is not a simple process of cultural homogenization but rather a dynamic balance 

of interaction and co-development between global and local elements (Robertson, 1995). 

While this perspective was innovative at the time of its introduction, it has now become a 

common principle in the practices of many multinational corporations. Most multinational 

companies carefully consider the balance between global trends and local cultures in their 

business activities to achieve localized adaptations of products and marketing strategies. For 

instance, in the Japanese market, McDonald’s launched a Twitter campaign featuring typical 

Japanese animation and "second-dimension" aesthetics, successfully aligning with Japanese 

consumers’ affinity for animation culture. Similarly, upon entering the Chinese market, 



McDonald’s introduced rice meals, soy milk, and other products tailored to Chinese 

consumer preferences, alongside localized marketing campaigns. These strategies combine 

global brand concepts with local cultural elements, meeting diverse market demands while 

enhancing both local competitiveness and global influence. 

This perspective contrasts sharply with the prediction made by Levitt (1983), who argued that 

global markets would become increasingly standardized, reducing the significance of cultural 

differences, and allowing companies to achieve economies of scale through standardization. 

However, the complexities of modern cultural environments challenge this homogenized 

view of globalization. Robertson emphasized that globalization must be achieved through the 

adaptation and recreation of local cultures, resulting in the co-development of global trends 

and local elements (Robertson, 1992). 

At the same time, this perspective also contrasts with John Tomlinson’s (1999) theory of 

“Westernization.” Tomlinson argued that globalization often manifests as an expansion of 

Western economic, technological, and cultural models dominating other regions. In this view, 

local cultures are seen as passive recipients of globalization, which is reduced to the spread of 

Western cultural norms. This “globalization as Westernization” perspective views the global 

spread of Western cultural symbols as a hallmark of cultural homogenization. However, in 

many qualitative studies conducted in China, consumers often interpret Westernized symbols 

in advertisements as representations of globalization itself (Zhou & Belk, 2004). In this 

research, interviewees commonly perceived Westernized elements in advertisements, such as 

white models and intimate body language, as global symbols. This perception reflects the 

significant influence of Western cultural symbols in global contexts and highlights the 

complexity and subjectivity of local cultures in interpreting globalization phenomena. 

Robertson’s theory, from a localized perspective, challenges this unidirectional cultural 

hegemony model. He argued that local cultures are not entirely passive but redefine and 

shape global trends through localization practices. The absorption and transformation of 

global information by local cultures are essential forces driving the diversity of globalization 

(Robertson, 1995). With the proliferation of social media and the increasing frequency of 

cross-cultural communication, this perspective also provides forward-looking insights for 



globalization research. 

Therefore, in research focused on social media advertising, Robertson’s Glocalization Theory 

offers a more balanced view of globalization, emphasizing the agency and active role of local 

cultures within the process. This framework reexamines the impact of globalization on 

cultural diversity, offering crucial insights into exploring the possibilities of cultural 

coexistence. However, we must also acknowledge the increased costs and operational 

complexities associated with commercial activities, including transnational advertising, that 

arise from applying this theory. To achieve a balance between global and local strategies, 

companies must invest significant resources in market research, cultural adaptation, and 

localized operations, potentially resulting in high time and financial costs. Moreover, overly 

complex operational processes may introduce risks and uncertainties during implementation. 

Against this backdrop, the application of technologies such as artificial intelligence (AI) can 

partially alleviate these challenges by enhancing advertising creativity through data analysis 

and dynamic content generation. This not only reflects the principles of transdisciplinary 

approaches but also embodies the essential practices of integrating technology and culture to 

address real-world problems. 

 

Conclusion 

 

Transdisciplinary thinking has become an essential tool for addressing the complexities of 

social media advertising in today’s globalized and culturally diverse world. By drawing from 

communication studies, marketing, and cultural research, it offers a unique approach to 

creating campaigns that deeply resonate with audiences while leveraging advanced 

technological tools. 

This essay briefly explores Hofstede’s Cultural Dimensions Model and Robertson’s 

“Glocalization Theory,” examining how these frameworks help bridge the gap between 

global trends and local cultural nuances. Case studies such as Coca-Cola’s “Ice Dew” 



campaign and SK-II’s “Marriage Market Takeover” illustrate how these methods can be 

translated into meaningful and impactful advertising strategies. These examples highlight 

how combining cultural sensitivity with technological innovation enables the creation of 

campaigns that are both globally relevant and locally effective. 

However, transdisciplinary approaches are not without challenges. Missteps, such as Toyota’s 

controversial “Stone Lion” campaign in China, underscore the risks of neglecting cultural 

contexts. Furthermore, balancing technological advancements with ethical considerations—

particularly in areas like data privacy—requires advertisers to navigate a complex landscape 

where innovation must align with responsibility. These challenges demonstrate that while 

transdisciplinary thinking holds great promise, it requires careful implementation and 

continuous refinement. 

Looking forward, the future of social media advertising will depend on the ability to integrate 

emerging technologies like augmented reality (AR) and artificial intelligence (AI) within a 

transdisciplinary framework. These tools offer transformative opportunities for immersive 

and personalized experiences, but their ethical and cultural implications must not be 

overlooked. Successful campaigns will rely on technical expertise, cultural understanding, 

and a commitment to ethical practices. 

Ultimately, transdisciplinary thinking transcends traditional boundaries, fostering 

collaboration across diverse fields to address complex challenges. This approach emphasizes 

open-minded exploration and the integration of unique perspectives, which can lead to 

innovative advertising strategies. For instance, by uniting insights from cultural studies and 

data analytics, advertisers can create campaigns that resonate deeply with audiences while 

addressing global and local sensitivities. Such campaigns do not just deliver messages but 

also foster meaningful connections, leaving a lasting impact on both consumers and the 

broader cultural landscape. 
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