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Abstract

Product slogans are one of the most important ways for brands to attract customers, enhance their
visibility and enter the target market, and they convey a lasting idea to consumers. In order to ef-
fectively convey the essence and cultural meaning of the advertising slogan and gain consumer sup-
port in a cross-cultural environment, the advertising translation must take into account the ecolog-
ical contexts of the original and the translated text. Therefore, from the perspective of eco-transla-
tology, this paper adopts the three-dimensional transformation theory to comparatively analyze
the Chinese translations of the famous French brand CHANEL perfume series, which has a history of
more than one hundred years. It is found that the translators have made adaptive choices in the
linguistic, cultural and communicative dimensions when translating the perfume advertisements,
so that the translations of the advertisements can reach the degree of integrative adaptive choices,
the domestic and foreign consumers can feel the same of perfume products.
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1. 518

WA S ERALAOHERE, 5 [ b ORI 2 ik NS RSO ST 7. IR iR, S IR
JCA Tt A R AN T AL — . AR A O RE S A 7 A% DA, IR RENEE
JEE H A5 37 B SCHCRF AN B B B, AT ) i B 51 0 iR 77 . CHANEL @l R IR e 7K™ i £
IRVE N A B, EAR ST 5T R 9 E K B AR AR AR A E R, IR
CHANEL # 7K (¥ &5 15 A R Rl 1 sl 30, A H B RE O B 5 o AR, SCRERE R b [V 2 1 SC Ak
B, BN T MERBE R, ASEIRE AR RO ORI EE, ) S IR RS SO R O T
WL A DIEASCE ARV Sl e 0 SO AT P B 57, AR B R 2 = 4R i iR v B iR 2t
fifl, AAEF  SCHAISEBRET =ANERZ 7Bt CHANEL /K 5 1R AE DU I AR rh Al L s PR PR A% 38, 4R
I T W PR AN T R T AE TP TS A SR RCR, T 55 AR P T I 5SS T

2. EBEIFF

AR TR BRI 1P IE R SCHR RR A, TR A IR e 1A AL S B 1 o
o 1998 EA B yw /e (BHIFHUE) o “AE3STe” Mo ma i ik i A BRI K . 2003 FEIL /K « 7
DTHE (RS EERL) iRl “BRAEST MBS, R PR T CRRREST WESET RS
WAERIANE] S ANFEIE 5 R ST o BN R SRR O /e, A WIBEH T 2001 SE7E
(WL RGN PR ) IR “ BN R A S, IR 2004 SRR (EHRRE RAEFER) Hoft “ 4
AW AR E IR AERY, SRR SRR R WA, 5k SIS A 1],

fE (BIPRERLERR) IR UHE: TP BIE R EE R B EENIERE o BFERIEE
UEPE . SCILHERZANAZPRAERT B YEEIERN FEEM IEMVEIERE » LSO At 13 A AP B PR 2 (et
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FEFERLEAT. 7 [2]BE%E B A WTE A R, MR HRE SR AESE L, HEWRITM AR “ 245N
MY Fe” Hik, “DYRRFHEIR" RAE YRR IR LA EHER B0, XBIEN] 7 =R B ib 2
L2 A I A B0 MR B S BRAS 36 (4 VR 1R [3] -

BB RIS — “ YRR IR, B IR DORMEWR 5] 1 AR 2 2238 IR AR AT 5T
BT B/ NERSE NTEAES TR UM T S D E B R T IR T, B R “BEE R RS
RIPESC[4]o AEHRIE) T R B RTIAE T BRI . SRRt R R ARSI BT, DUIREA O 5

fitl, REOEEN A SENE, BRI AT AR, CRUERIT) 1 B R AR S AR ST Y AR IA] A SR IR A
FVEILAE[S]. BT IRD 7T S B AR S2A JRIE I HARE SO 5055 B AR B Z A A “ = A4
BEAT 3 M AR 1K [6]

XN 2 AEFE BT, RO REN S IR AR R AR SO S P I R AR, TSI
FEANFSCATS 5 F B a1 . (E02, (RN SR — A0y, fEE K & Stdie H % i
BEAT M B FEROA SR, R R 5 PR — U ) T 3 BEAT RN 2 A 75 282 A 221

3. CHANEL &K/ m “=4t55#” F5|9

1913 4E A 4% « %% JL(Gabrielle Bonheur Chanel)7E L2261 37 & 45 L, X —ANE — HEZEL
IR A FE L R, 2SO TS s R K%, DU {8140 PIE4lE . Bid K5 Fi i B Hn
NE, —HUSKRZHEREANINE % . CHANEL /K 58 1 J5 SCRRE SO AR A TEME A A 25 - A
AE, BEFRERESCES AR, FIRNTRE S U,

3.1 ERHEMENEEEE

“EFYEMENERE , REE R A T E S S N I R . X ANE 4R
TR B R AR AR R T AR FE R AT I[7]. Bl DUE R R 1k B o sE, AR . A
EZMEF A CHANEL Aok Hilpagmr, S M. “MHRIHE” “AE M7 &7, IfaE
AR BT TFE, IR E KM EWRMINE, MR T 3RS 5 4E R ERE N

(1 1) JE3C: Fashion passes, style remains. ——( «CHANEL & &)Ly & % M 3k)
BE: AT B it , A2 A KA o
(81 2) JE3C: In order to be irreplaceable, one must always be different. ——( «CHANEL 4 )L F # M k)

B MEATRAK, LMz 5 aRAE.

Bl 1, B 2 s AR B T, AT SO R, XA S BRSO AL AL, BRE AR T
FIE, AREREY T ESEENESE. B 1. 6 2. FoE “passes, irreplaceable, different” )i
N CRERIHE . TERTEUR S HAE” Wi, MURT T SiEREE, FE T HIENE, R
ELSRIRIR 1, (i B T 1R AR B 5 LD 22 1 AR TV 2R A A T A 5 B

(#51 3) JR3C: 1am an abstract painting, | am an olfactory geometry, | am an invisible palette, | am a secret inspiration,
I am an imaginary bouquet, | am a composition of the finest ingredients. ——( «CHANEL #&4&)LY E 7 M 3k)
B BA—te MRS AR LT . R — R AB A EMR. & —l W ARG LA LM R0 R.

R—WB TR R A

XU CHANEL N°5 FJ 5 8552 LLES — AFRE Wik i, Hrh A2 “1 (CHANEL N°5)” , Mai Ak
K “abstract painting i %~ “olfactory geometry M5 JLfa[”  “palette 4k ” “inspiration #*/&”
“bouquet fE5 " “composition F R o MRAEIA FKINFIMES, FrK X ek s 4 )8 T A [F 250 1) 3
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Yy, XKLL CHANEL )58 AV Q& M Far. XAl “Ais B” HIRIATT R T4 MhFamr, ek —F
FYEFEER T 53— M, W9 715 SO IR R EE A R ) 15 15 SE REMG VIV 2 A A £ .

3.2. MWEERENMEREEE

“COCHERE NV RE R, BIERE AEBER R rh ORI U ST R A i B R[] AL
2 (R 3 I R A T SRR IR SO AT IR TR SCALAE PR BT N 8 EAFAE R ZE 57, JE S NPT STAE L R
KRR SC, P A BEAT YRR 1R 5 FeAR A R, S0 IE BOZAE 5 TR BB SO R G2 8]« 7E 17 CHANEL
KT I A AR QIR B ER LA IR 2 1, 7575 R SR B AR T IO T 324, AR L IR 7E
SCACHERE bd 2 Bl T

(f5] 4) JR3L: Free and endearing, mischievous and provocative, lighthearted and excessive. ——( «CHANEL # 4
LY B FH M sE)
B Awm ke, EhmiES, MEkmEE.

i 4 H “mischievous, provocative ” 1% M| 75 98 3 A W TS S, “mischievous” — 3“8
S AEFRT, MO B, A SRRy [ AR I SRR AN XA ke, e
o T B SCAT AT R IANIE B, 4 S Wi BRI LR 5, AR 2 TV S R
M2 JEHyE . “provocative” —MEEA “PRBER). BBEhI 7, HIESCHMBER T “iFE” SURN 7 H E
T 9 250 SE I ST AT 5 SR IR 0 2RO B

(81 5) J&3C: For now, for later, COCO forever. ——( «CHANEL %2 LY & 7 A 3k)
BEX: MEY, M, AKIEEG T TN,

PR B BB T, IR AT “For now, for later” Bl A “BHIN, BaHh” , BIEANEFEN “I
SRR o XFEREIEY K TR RIS R VG, 65 “Kiz” FER, A 8uUEIETHF %)L “COCO”
ZONFKFEANZERE R . [FINF, BESCHRFA b E T 9% 8 X RAE A S — Fh S i AR AL &
EE,

3.3. ZPRHEEHERMIEF(RE

“AZPRYERE MR PR, RV R B R R S U A B P S B R R . XA AL
PRl R N R IR PR e, R BRIE 515 B AR SCAL R AR 3 22 A, JE e F3 0 48 10 000 2 A
PRI R E, SISO A PR B A R SO 1S LUABIL[9]. CHANEL h iR 19 3 38 i O B R SC I
WRETE R, BURI R T7 S0E 1 &5 18, AT R B s il 1 5 br i

(81 6) Ji3C: PARIS-PARIS evokes a carefree spring morning spent on the terrace of a Parisian café. Its rosy hue is
inspired by the glistening stone of the grand Haussmann buildings in the early morning rays of sunlight. A spicy, sparkling
freshness reminiscent of an exciting adventure in the heart of the capital and the relaxed Parisian elegance that inspired the
creations of Gabrielle Chanel. ——( «CHANEL &2 )L> & 7 M 3k)

B AR AFK(ER - BR), IARBARFRACRGWAHEES EFRIEEN L. BULEHFR,
REKAEHNEN G XERERE T AGEHELFG M, g FR, FHRAEGAE, HHEECETFC
H b —Bdn A TR0 3RAE, BRI SRR BRI IRAME R &6 3 X ek

1 6 5 SCIE o 122 ) T RO T P o B A AR AR R, TSR THI SRR o i [ 4 55 00 T
SRTCTE T OHET AR A R BEOCOREE T (2, MY i AR s A m T, Lk 2

DOI: 10.12677/m1.2024.1210929 581 IARIE = 2


https://doi.org/10.12677/ml.2024.1210929

5K ELHE - JE

HEM AR A SRR . B RN KT IR B G R R, IR ZAREIIE AR
A 9 02 A K e i R AL

4, B5RIE

FERS SR b AT S BRI, RE R, SO, RS R R A, HHREE),
A SORARAEAIR S ITHI[10]. CHANEL St R 5 1B AEREAT PRI AR 761 5 48 e 0 80 5ol o &2
AIVYm] ik boiar BB T T, AR SR RIEFRE N T T, SR SCIA B A S ¥ 7%, A
BEOCHIE R PR R T e RS o A LR OR B 1 SC AR P A B R, SR SO ST B 3 N A ik F
ItEe XTAANYEEBEAT VIE N E , RESCAEEE  SONAZ B TSI T RS, EE R
I EEINIMGI T 9% 52 A%, BESUA 1 rp [V 9 O SRR, DR 1 R — ST e g S 0T
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