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Abstract

In the world of economic globalization, foreign automobile of different brands have successively
entered the Chinese market, and the Chinese automotive industry market is gradually expanding
and maintaining a great momentum of development. To open up sales channels and maintain
brand status, automobile advertising is extremely necessary. Therefore, in the context of Chinese
culture, the Chinese translation of automobile advertising cannot be disregarded. Based on Hans
Vermeer’s Skopos theory—Skopos Rule, Coherence Rule and Fidelity Rule—this paper analyzes
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the advertising language features as well as its translation principles, cultural differences, sum-
marizes the translation requirements and effective translation methods of automobile advertis-
ing.
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