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The relevance of the study is associated with the changing character of globalization and the
growing competition between international brands at the local level. Over the past years, many
firms have shifted toward the principle of "Think global — act local," increasingly recognizing
the strategic importance of emerging and previously underrepresented markets. Under such
conditions, firms are forced to develop communication models that maintain a consistent brand
identity while remaining responsive to diverse cultural environments. The development of digital
technologies and the growing role of cultural identity in consumer behavior further complicate
the creation and implementation of modern brand communication strategies.

The object of the research is brand communication as a strategic tool for promoting firms
in the international market. The subject of the research is the strategies of international brand
promotion and cultural adaptation of communication practices.

The purpose of the study is to identify the strategic communication models applied by firms
when entering international markets and to determine the most effective communication tools
for promoting brands in multicultural environments.

The theoretical background of the study draws on several established frameworks. The
concept of brand equity, developed by Kevin Lane Keller, provides the foundation for analyzing
brand value and perception. The cultural dimensions model by Geert Hofstede allows for a
structured comparison of cultural differences in consumer behavior. The concept of glocalization,
introduced by Roland Robertson, frames the tension between global standardization and local
adaptation. Together, these frameworks enable an analysis of how firms balance global brand
identity with the demands of culturally diverse markets.

The empirical part of the study examines the international communication strategies of two
firms operating in distinct market contexts: Mirfoods, a regional food brand expanding into new
markets, and Turkcell, a major telecommunications company with cross-border operations. The
analysis focuses on the digital communication tools applied by these firms and the degree to
which their strategies reflect global, local, or hybrid approaches.

The research identifies three primary models of international brand communication — global,
local, and hybrid — and demonstrates that the hybrid model tends to be the most effective in
multicultural environments. A key factor in its success is the involvement of local specialists
who understand the cultural and social specifics of a given region, which helps firms avoid
communication errors and produce more meaningful messaging for local audiences.

In the digital environment, user-generated content (UGC) emerges as a particularly important
tool for deepening brand-audience relationships, enabling consumers to become active participants
in brand communication rather than passive recipients.

The findings suggest that in a polycentric media environment, successful brand communication
depends on the ability to balance global consistency with local relevance. Brands that adopt
flexible, culturally informed strategies are better positioned to build a recognizable global
identity while fostering genuine engagement and trust among local communities.
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