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Abstract
As the economic globalization continues to gain momentum, advertising and its translation, as an

EGIH: BRE. D) S 80 B O IR M SE 0T B S S R ). BUAGE 5 4%, 2022, 10(11):
2706-2712. DOI: 10.12677/ml.2022.1011368


http://www.hanspub.org/journal/ml
https://doi.org/10.12677/ml.2022.1011368
https://doi.org/10.12677/ml.2022.1011368
http://www.hanspub.org

BLE

important part of economic and cultural activities between China and the Western countries, has a
direct impact on the commercial activities and cultural exchanges between the two parties. This
paper takes Chesterman’s translation ethics model as the theoretical basis, combines translation
examples and analyzes the language features of advertising language, hoping to provide ways of
thinking and reference for those translators specialized in advertising translation or publicity.
Based on case analysis, it can be concluded that as an important part of commercial activities in
today’s society, translators engaged in related activities should uphold the translation ethics con-
cept proposed by Chesterman, adopt the translation strategy of foreignization as the main focus
and domestication as a supplement, and flexibly choose such translation method as literal transla-
tion, creative translation and phonetic translation to make the translation conform to the cultural
and ethical norms of the target language.
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1. 5]

2020 “FHT, Hroeh il 2% e W R S BRGNS TR T, (R8RS A R Ak 1 TR
HARBE D, X — S ARBTE V2 UL F RO R DS ST a6 M2, Va7 A BRI SO mAT B
AR M) AR N R A B AL A & i DA OO BOAR T A I R R, R R A
HERBRMMEO. WAL 515 WS B B RE 5 1 ) .

JUERRE, RN EERERES HIES ZMMFE RS, ESREAEBRRNTS RaEE, W2
SR BRI ARVU R SCA R PR, AR S B BRI SL, R—FNTES” [1] (B1R, 2006: 278).
ER—BER L, 7%, A i, faiE. DS EIEE R AR A SCHERI X iE. Bk, X —xtiE
BRI G, R TEIREM R, K R BB e B .

[ ot 5 R R A DG 9, AR BB A5 2 iR M KR (Vermeer) S5 48 5 B B Dh g ZE )RR
ANYIEI B3 AR, 40 H A8 (Skopos Theory) N ER S FERHF 70 ) 5578 FIBH 3 51, (H2 MBI A
FERGHOTE S o AR T B LLY) R B TR R RS B AN BRI LAl 1R 90 B By v
FWE, NNFA RIS R RS, MR B B i = .

2. EIRSMTERERMRAIE B
21 BFREERSEZR

R RELE, M —EAREENGE . &R R0 Mar Rk E IR K 2FE g - I
/K 2 (Antoine Berman) . i\ AHH S & E SEHUCEE H AR “ BI7E (writing) ” F1 {5 J24%3% (transmitting) ”
AEAr] A 875 2 A1 L b P 3 R PR AR “ IR 1 (bad translation) ” [2]. 20 tH4d 90 “EARHT, 7ERHEHT
T AL RN R, SR SR AN SRR b AR Gt B S B A b . SR ER IR KT
11« H553 (Lawrence Venuti)iB i #2 H “3EHTENF " (resistant translation) ik 1 [T #IF . Sk
SRS (1 5K [3]. 1997 4F, VEEFE LR « KU (Anthony Pym)A “SCALIAME” HIK EEE 1R EE . 3L

ik
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AETRIPE R AR B BEE ST R 2 R Ab T 2 SO ASIE AL, TIANRAER —FSCL il DIk, B i 5
At B A B SR YE . BRAh,  BEAE N O 1% A3 2 1A SCA ] 1 H ot R8T FB 25 B 13 Bl v AR B il
PR AR E D AR EE, AR — Rl B A B AT O RIE 2, RIDL 338 AR B SREUAC “
BEMARH” [4].

2.2. YIERFS N A AEIFAIEEN

20 AW, fuf 2223 B « VIR S 7R RS (U P WELZABU0 5] RIEH T #iFe
RO LR, AT A T B ph T AR o At A TR R A B AT A BRI 7T R S A
AR R % 1) 7% X (Bassnett, Susan, Lefevere, André, 1990) [6]. iX LR/ BTG 172 FHIETE. ARS1E
B, TR, BT RSB DL R TE S FE

= HIG R XA AR H e B T RS AR I AR, DUSON R 25 SOA ()R (Chesterman,
2001: 139). S®iALE AL E R R IRCFLER S MR R CARBIREE KK, A, &
BEERSCRARAT AR VG ” o FEIRXAET, BEE AR ESEE AT N, BOZEIE S JESCAR A
W, HAERFELENIESR. B2, FISEAERIAIEIE SO JESC/E# & B sJRE SO L AU7E B bx
SCA R B D ST FLA R R A

=, RSB RS IR R RIS — R R S O S IR, e R T R DR
AMEB, [FEBdE T EES % PRI R R, PRERAZIEMER P 2Kk XA R 1 x5 - 18
W, BRI, fERESR A BAEE R, BEERARIR P E . B, HRERE
MBESN AR 7 omiR, XAE AP AT DA 25 7 A SR A L 0 2 g R

=, Zhrierl. ZhreHERIRBEEE N IR MM, ZRXTTHRRRKEEERN &L, 8T
SCAAZ I, B AER R  OREGE MR RS N vk, RESA U ZE R, WERoCRErs, (et seiesg
e Mboh, TR BRERRE AR CA, FE. £, BB BX5E. RMEZ, e EamiH
BEEAERIE PR G OE, BESTIUAE ELVAE AN B AR, ST ST AS T -

MY, ETHVEReE. TG, &R hRR R AT R A AR B R
PENIZAETEAE B H AR e S . 25T I 0040 B2 s R R i T s Mk . HAR SUAR R AT RERF &
HARE S RSO RTE, N 2 B AR IS, JEe BAR e iz . XM BRI RRAT W AT &
WAV RN TS, FFoeBlaEmW . BSL. [SEMBARIX DY/ MEHEANE . ERER, B8 2% Hing
T ARG BRI AN . BRI, 1R A U EEE SO B AR TR SR .

Fv WRSTRE. UIRE & 08 1 B AR B R U R A Z, W B AT — R R s i
AFIFASERME, B BT B IS ARESE B SRS R AR AR A
FIRASFKT . %S TIXERE, PS5 7RIS, xR, sl m hokE s, K.
XL T, BRAE . EER. JEMT. AE. BAE. AIERERER. EA— ML, BEEE E STk
He, BEONZIEST. AR ET, BAMECHOWPIESE, REREnE, Bk, @hd
PURIPERT R, M NMEEE,. FRA. B TR,

2.3. X HIBNEIRFRERR

] A B EAR R AR T UG T - — 8], IR ORI T SRR N B R A Tt AT
PERIAIOR, M RCNTE 2 8RS MBS R AE TR A0, Kz 5 e e, WwHMIL. Thaex
SR SEAAE A H RS AN SR B E M E MANTT . (RS E VIR 2 B RAC BA E A B 4R
T, NS G IR R AR 2 IR ML (R RS I S AN K o SR AR A (2009) 18 1 ) R R
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PGB MM @ 5. BARVE AN S0 B R R TR 2 RO DUITR AR UG BB IR 1 S e
BT U (2013) R A BEXT ) 5 B H IHI 200 VI R, YONRIRAC B ) 5 15 B A 2
HARTMAIER], Refis s N 10 B AEIF oM 9 2 BRI 13 SR (A £ 8] K55 (2018) £E 7 Hr okl ) o
AR ZER G, SR SR RDOREAT 0, A SGER TR AR T FECH R, R R
THERE LB VE ARGV 2518 (9] BRILZAh, 2B AR I S B e HEAT AR R AR R 5, DA S
PREAE” 5 TR S AN BRSBTS R ),
FEZHRTE T T RIS BRG BT E ) S i B B Th R A B it — IR I

3. X ERSETREAELNER

JE SPOEIE WA A FERRAE S, ARG, 85 USSET I BA BRI ZESR, R

TEE R, AEXT 15 RS DU B e B R T R T2 AT, 78 BRARAN A S DUEAE TR 5
A B MIAZ B A FIAN R 2 s LR TED™ 51 5 DR 15 AR A A S D BRSO A Ry 8, BB T2
HEFE G RS S SR, )R AT A H AR AR B S SO .

31 EXEEARNTE

FEMER, FABEFPAE S JE T EEGE RADOEE &, EEwEAEA) FEHREER, REEFE
BB, B, FEAPEE T, BB HERZ A HARNGE T, 0w S RS A E e
FHAT SR FEOIE — S, DATE A AT 3 (R B R 4 6, TR B 75 1% JF M 2Ok - ansh IR A =1 518
From chips to ships (A:E ) BINEAR), T5abih s B 7 A F1¥5 2 B4,  [RI J2# (rhyming), 326 K B B
ER, A MIRZIEIR . X aiEaT M ))& “Refresh! Rejoice! Remember!” 1% U)J % 1 JUj
BT 3k ¥ (alliteration), BEE A BABLI KRR, SR HIE MU AL T — MR, A AT HEA
SN. MMERBRMEET, XENFTREAELE. SBRAEANR A, BAEEEMERENRE. FHit
DUE) E 8 R 2 A X METEFiE . Blandpo Ha s 1M &G 1577, DATERT). X
—JTEIRLE A O R FRRE T A RS ), REAR, TEE] T RO .

3.2. TS ZBRERARHIAIE

FR—FHEN A, KA RS MBE, FHAR T RE R I SEAT AR B BT A
[10]. PHA NZAEH B M5 BRI bR RS, X S EgiE 5 ., A aURB R H & A R, a5
+-{f L3 (Carlsberg) ()45 1&:  Probably the best lager in the world (7] A8 & tH 7 b 5 i i 25 sk i), S
e AR IE RS 51 The happiest place on Earth (MiBk - febR R A7), #RELA T 24 Mok 7 i BUIR 55 1)
Pride 7k, RS S EE G TR E AN ES S RE AR PRREE, X TE
POE S A TR, iy AR A S R, R XS T
M e RETE, BRI A 1B dhHr 77 20, S R R A SR T RIE AR . FEIX ) v,
AL M IR BALFIRER B, WAL EEEEREE, HT S BRG] TSIk, 4TS
BB, AR T BN E A SR B B XU
3.3. EXE EZATFERERDIBEMIFE R

EMEZ ER S, MERESTIZ, RILT MU AR FRRE. M ERTE S ATHIE R
1T i 220 B 22 5E R T 248 (Hofstede) /& i i ia K B Ge v B S ELBEAT i 78 1 3%« 20472
30T, FE R TR A DR X A R AR S SO RS, R AL G AN 32 SO AR 3 S([11], fiiA
N ESCA R . KIASE, RIRSEMARE S o7 MRRIAAME, BEAE, WAMEE S R
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WHICBAGEUE, WA “WAmbs” - “HEZH” G850 a2 b B #1005k 77
WRFNWARE B R, AR RN NS5 ERHEA A FEE, M —r =, 2
AN BRSPS . B RAET VB TR 4% i special, unique AT confident 25 BiR] . IX SR {E A A AR
AR MR DO IR Pt 8

4. BT EEREENNI SEEHSTHEEN

R BRI HBAEES . U ZBRZEm ERER, PUASEE RSB S, EEETY)
Wrrs 252 R AR R B, 456 BARIER HBsel], IRW Wi AT S E IR — 1
RS, 8RR, e T R AT R

(—) SN, JiIRFM

EVIR SRR AR, SRR — K S HIE S BN “CHIMEH” 25N RARET
52, HAERNIRAUE A — e A AR ERIEAR . B “ FREIAG H (ethics of representation)” , HJ “iHs:T
JESCAEE R, AER IR SOOAR, 2T, =AOE T o BAR ISR AR AR A I T
IR,

5] 1: The relentless pursuit of perfection. (&% %)
i AMRERTE.

B 2: ARIIE, (2HF)

#: Keep Moving.

ST T BRI, FERR RIS B 0 1R B 1% o 2 IR 1k (foreinization) A EH 1E S NE, DL
i, ARG AT ERCRSE R . T UG DL SRR EIE 1) IR er” R,  EDORFEEE
HFE SRS, BHEFESOUAR. RIS T 01 B0 R SCHEAT 78 20 0E 90, 6o S SC AR e JEV I S T A ) )
Wr, SRR I RS A

il 1 F0f 2 PR BRI A S A ), BEHBME, UELE IS B R N A
KA ERIRIIEIE, SCFEREA 1, TS T MO B SR IO B ARRIB IR, Rt T
— R, R Hh P I SCR RURS B2 S T H A, AT R IR SOAR R AR A A

(=) &R, Rt seii

22 FAe: 2 (ethics of communication), 44 M SCpli 22 S SCASE R Dy Re,  #HRER) H I AE T 28 br. H
W iR A A R R B — St R Re S SIS SCAS PR . “ACPRMGBLRR R A R I AhE , TS
“fib N7 VHIE. 7 (Chesterman, 2001)i¢# i J5 4 A ) BRSSO AR, AT 3 AR BAE A2 R TT 2 1) (¥
WA RYERZ), SRS RN . T E RARAS B 0 R e AR e SRS L, VR I SRAT A . R,
PR N R SCANYY S (R YA

P SCAGAE RN H IR NS S S AR L, VIR B S B BRI E Y, SRR Al
IR IR A M 2 T 5 SCAG G 1R . BRI, — /NSRFFCPMC BN 33, sl B R Fh &1

) 3: WHB|RE, HIFRIF. (FIES L)
% It wears best that wears last.
%] 4: Scan the surface of Mars. And now your living room. (3 & F#L iphone 12 pro % 71)

#F ERKE, ANFEA.
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ST MIFESGE S U SIREA K ZEER, S R ARITA, SFFESCRE YR,
JIRVESCH “TA)” PEFBR T OREURAL IR RSk, X FE ST B2 Ah, 3 AT DU DL Ak 1 0 1 S g,
RO RAEEF R, FHERE. miEmBEk. FRHEAEGTR, S 0REH 7T RAEN
115 “He who laughs last laugh best” Firh B R AR IBTE “ BARTE, FEERE”, BECBILE,
RERE X7 303 B 1 AR WL, SRIL T SCAG 2 T B vaidE, R T U5 s SO AR . 7E AR I BR iR sk
B, — /N SRAEVA B AR BE 1 PR ST A PR 3R B AR R e FERBURR, D A SCAK A BERHE R SO R R
BEAT U AL 2

(=) by, A

5516 B (ethics of service) B #H G SN — R NLIE S, ML T BIEFE R NE IR L S, W
FERX G FESHHE, MO0 SR P IER, BRI M. RS I
RET “BIPE R PR LIRSS 3R & (Chesterman, 2001). IR 45 A6 B 3 SR B0 1R 45 & % 1 B
BRACNMESR, LIHBFEN S EEILERE I B AR RN BR 3 DA IR &5 13, FR R4 =il
P I RS B AR A PR IR ST AN R4 |

M ALTE A 2 (norm-based ethics)iAhy, R SCALH IRITEARER T ko0 T RRAE I IRE, BOC R & 1%
DIEFTE, TR SO . e H BB IIE S RSO INE, RS R R A
SRR PEFEIERIREL AR, EERIFIVEASRE, [ iR

#]5: bReY EE R EAL . (BTN

#: Rightis right, left is also right.

15) 6: splashes, sloshes, sprinkles sprays, splatters, and spills. (33X F#L iphone SE % 1)
B TP Tk, THk. TR, AR A,

AT FERICAARIRH SRS, RFIE T UR A Bk, A RS BB, FFE RSB EA
FEASEE . ) 51X — PRI, B 078 o B IE SC “ A A7 — 1A U Rt E, R B HE 4R AE 5850 “right”
— 2 A L, R ESCEAT T RE R, AR R IR — 5, AT 4e. B 6 SR TEREL
MiEAEERE b, S BRSO T kB RETF, BECAshE R, MEEME, AOURHBENEE S K
R 25, FIBTIRG] T RE MRS, BRI TIRSE P, TSR EAS SEE M.

(VU) BTy, JBATIRS

DIrRE &0,  “ERSHIRER” BRI H A R BRI & 5T, SR 2 /0 B A AT [ A
HOL K e BRI TE . BRME SR BRMVRE 2%, B & AAREH b A AT A AR RO 5 (professionalsim) .

BFER “BASUCHEL” B “377 EEARIRCE S (truth). SCFIEW . RS, (EEE I (trust) 46
HNWA[12]. 7E “EATTICER” Z7HIMNMAT, “H” SEEZMNK. —NE RIF PSR MiRE
TEVE H RS AR T TH — B S PEC “H(5R)” AR —L. T AR EEF—mimligsh, R&EKZ
NS, KRS ERE AL S, MMF=AERNE. AR &iEn, BFELORER iR, ™
RS T H OB S FAT N AEN, A K= S E A SO, MR, FREAS I &, Bt
Fofth = i BLA T S BRSO SEAT R, ALK 2 52 5 e A T RS T B, i iy B iR
A

VERN—FAT L, BHEEA A B CRATIHEN o PR B TE AT BRI I A i SE Fi ok g, RS T SO0k
FAedE, BT/ Rkiks, BT ACmPNrEEse, MBS, ZREol, mspRilsell, %7
2 e bf -
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5. &5

I B AR B () F AL RHR 73, S ) TR R RE XS i AL S R ELAR R e B
A SR R B R R 22 5 SO i B R B, [ IR R UAGRIE S, BieaE T SR
U BN A SRR ORI R R AR, DRI, T R R NP R AR L R B SO R N ROk
BEEAR TR, ARBRAF A U e B R AT U 2

PR AR R R R U SRS T VA AN A, AR T AR R e B AR R OREAT N
BAHEELE AT 5 BT AR AR S, TR 28 3 B R BB AR, feal ke “HIeE” . %
PGB A EUL B R AG BB IS B R A SR S R S0, BB SRS 2R ) S TR R I AR R E SRR 2
TEHRLZ) . SRR BB AR ) 5 BT N A B AR LR B B s ki 3 50 5 e3¢ L2 WU
R 2P A ORI B B A A, Sl BAR RS 00 ™ 5 TE R R S, DN IR A2 NSOGB s Sh i
NEAZ SRR AR BB AR, RSO0 T VA A BB R SN, BT BRI SR SO 4G 2 R 5 s
WERE. B QIS BIRERSAL IR R L, RN TR

SE

[11 AR EBeCER—— AR EEM]. fA RS R4, 2001,

[2] Berman, A. (1992) The Experience of the Foreign: Culture and Translation in Romantic Germany. State University of
New York Press, New York, 5.

[3] Venuti, L. (1998) The Scandals of Translation towards an Ethics of Difference. Routledge, London.
[4] Pym, A.(2001) Introduction: The Return to Ethics in Translation Studies. The Translator. St Jerome Publication, Manchster.

[5] Chesterman, A. (2001) Proposal for a Hieronymic Oath. The Translator, 7, 139-154.
https://doi.org/10.1080/13556509.2001.10799097

[6] Susan, B.and André, L. (1990) Translation, History and Culture. Cassel, London.
[l Rz, B WIS ELAE DL SBR[, RHE R, 2009(1): 624+600.
[8] TPtk BIFEACELN) T FEH ML), LRI Rk (2 R4, 2013, 30(4): 78-79.
[0 #B3F. FHEEACHAL N 9l i DOEN A [J]. S5 3, 2018(12): 42-43.
[10] BiE3C. BRI RS CER ——F T b i 2 M AT & 05 I T M), Big: BEATER
2R AE, 2010: 132-224.
[11] Hofstede, G. (2010) Cultures and Organizations: Software of the Mind. 3rd Edition, McGraw-Hill, New York.

[12] #Lrie FFECE SRR RS SIR[D] JRIMERFF, 2017(3): 20-22.
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