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Abstract

Puns are a popular rhetorical device that is widely used in various fields, especially in advertising
slogans, to add unexpected contextual effects. However, translating puns poses a major challenge
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in translation research due to the differences in language and culture between English and Chinese,
among others. This paper will discuss the translation of advertising puns from English into Chinese,
focusing on Dirk Delabastita’s approach to pun translation. Drawing upon case studies from adver-
tisements of Lloyds Bank, Starbucks, and others, the article showcases how various translation
strategies are employed and their consequent impactin E-C translation. It emphasizes the necessity
of selecting the most fitting strategy tailored to the unique context, thereby ensuring the best equiv-
alence between the original and translated texts. This paper aims to provide a new perspective and
some references for the translation of English advertisement puns.
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1. 518

B AR AW R R, T8 AR R FHEBAT H R TG . E SRR DURK 26 —h) %
HAE: ANPGRS, REEA. SO HHRN. 7 AN HEE R SRR
#, BHEW RS EEE A T HES . RSt S S HEEH 2 1R 92 Sl
AT R, B 2 208 F & M B RE TR I SR S 5 SO RSl 2 A 86, 1 XSO 18 FH sk
BT W —Fh . BATFREXS X7 X —AEREMS B R H E X R R R IE e, e
UETEZ RN — ol “ RO 58 N “XKFR T — A1) 1 [F] I QG PR AS [F) S i A2 7 20 7
X T ROGE R S G HEANF I BElv 77 H — B =2 syllepsis — i 2 X XK,
paronomasia ¥ & MK, antanaclasis [F]1A] 5 WK . [ P R R TE 0K 0 R XS X [1] . B4
AR AU B 1 X TEVE IR [2] - 2235 HEA N HEAE XU (pun) = ELE 1 & XK (paronomasia) «
[ 1] XK (antanaclasis) A e FH XU 5K (syllepsis) [3]. fE) 2 iE & H & BLHE FUCOCREAS I VR Rk, 1G58 2
YR 77 AER ST AP ER, S TXHEESSEF A RZ AL, X8 & b OE %
A B — K ) A

H TR0 5 OG5 B B T 70 32 B R ARFEAR AT R4 Hh AR T 5 SO 1) DU A 8 198 7 VA EAT [ B
G EVL, AMERETE, R BRI v AN At 1 — e P 7 R R R ORI AT I [4] . bl R 2 R R
35 OB B BT IR DT, FEARI A FoR A XT3, FE PR AN 1Rk SRR L 3 SO 4 Hh R AT i A
[5]. ¥EA%(2010) PASCERER R MR SERI T IR B0l S 10 0E: AT Irikik, s sk
L BIEVEE. AMEERAE[6]. AU ERCRIEHK, 454 Delabastita $i H SO E FIIEEL L,
PROZIRAE IR AR R IR
2. Delabastita B9 X5 E#FHER

Delabastita J2& LI 223, BORTE L — B AAERF 7010 5 1), I HAB AR LA R 3R T 0 SCRPEE
TERHAT ROGAT IR RN, B TURIE R H 0015 2 A7 TR 15 5 S0 55 2 573 i 0 T OB I T e e A
PREE

1B BTSSRI 1R 07 T B A BRI 153, A AATATE 5 5 A HEXOOSERIRE /1, BRIt
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BB AT ES1E 5 AR AT R, (HA—EfF & % A0 B R HIL BB B bRtk . Delabastita $& H UG 1E %
FE AR B v LA DU Fd: [H] 3% [A) 7 (homonymy) . [] 3% 55 7 (homophony).  [A] 7 5 % (homography) #1153
H o T (paronymy) . At [F] I 42 H XUOCTE B IE 1) UM SR EE : 1) XOORIE N R R EA [ SRR DR TE, #E3C
TREFIE SO Z R 2) XOGEF NIRRT, AERORIE R B JE SCOOGTE R — Zaii = 3) XK
BEEREICE, HLE. W8, 7 EEREAEE OB R R 4) SOGEFERE, MBSO
IS B 5) MR E SRS . $EESOROGE K B R SR EAZ R 23S0 6) AERUOGIE R AL
Kih o AE SR SCANE RORAE (b7 & WOGTE, DAME RS He )y TR A e R L () FREAX
Ko EFECHIMAEEIRERRH T 8) mETB. HME. B, 7S MR CXNE
[7]. FF HABGEE, SEBS 2 T Lk & k8 F (1) . Delabastita (13X A0 250%:, B RIFA R AR KME S5
PR, U U, 8 REIE TR IR BRI E 2 (A BRI A, R B b T 4R e DOR B I R (K R U
2003) [8].

3. Delabastita B X IEEFIBRET HiEPHER
3.1. MEKBFAWKIE

5] 1: Money doesn’t grow on trees.
But it blossoms at our branches. (k7% : Lloyd Bank)
B BARARE, & R ERMNTE,

XA T 57 RAEARAT (Lloyd Bank) (S A 5, %) & T 7] 3 R XU A2 48 7 TR A F) 35 AR R T
BSOS, B30 2 3, SR A KRN Z 3G, AT s m 7R R 8 TS T BLRSR R RO
Ko

%) A “branches” it & TSR 1 —6 2 3, BEREAMEN RS, FINEA S0 HrmE .
— Iy AR b)) “tree” , 3 TR - FKMAMERT, BT SUT, BHZEATIIRAN S
HUK o EAL A XSRS &5 (0 5 R I R AE A7 B 57 R EEARAT, Bl AL L —REANWITIEM AR, W5
R BAF IR A S ARG, FL BT E MR IEE RS ARSI RERT. FT)
B BATARARIY & ik E R0z . 355 B RE BRI MR KBS, BSCRAIXORE R A
IR, “K” 5 “3k” FE, FERERE, RS AE SOURAE RS A IE XS, T
KN BA—B, A REE FCh R & Bk, IR SRRSO P A B s, T 5
JE, HERE TN . N AR EAK, HEERNN TR 7 R XUCE TN
FEXNSCE, AR B8 30/ SO R R B RAA R, B B, XA AR S F s A
BB SCEH A RE IR 2 BIJF SCE R O IS, JUHARN T/ SR, XA AR 1 IR S
FHIRCR . EULREIE T T SCHCR B — 28, Rl R EH IR RINORELE) i, HAARAH it
N T AR AR 27

5] 2: We’ve bean waiting for you. (5% : Starbucks)

B &M ‘2 AER

Kok A RO W) BT EE R NS, F8AE— MBS R A R & A A A A B ROE,
R & 0l 2 F R & A [FUE S SO RIS RSRACE Fr 8RR A = . 7B & R &l X SR G
PRI ARG S, AE1R)T AR N R GER KA BR, Ok B K R R R R, 4R P R R A Ep
%o

R NE—IRE L2325 i n, UORSURIAE EGE ATy, EER AT —BAESIR. H
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RAFAMEE— T, Itk “bean” FE{K “been” , FEZECHIX AN R FHAH R X, R MIERMA TiX— K
FIEFIRCHI H . B S EFTnEE, X BT IRRBAT— BEAEEAR, IR SR T e, ik
PURF o IR ZR R SOCRICK ROCTE R AXOGHE, it “B7 5 “#7 FE, S5E3C—FRAEERCE, H
A2 FH T AR SO X AN R AR F SRR RO, R oRIX AR AL R MR S e T, A
PR LR M, WSV SR DGR, MARIX R RIE B T SR 2 R L SR SR X R TERL
RAGMEER, BT R SO SC R R & AR SCH VS G I LR . WE, 5 2 HiE SORE S X
RABIIRE s, TR TE B BRI M s 215 S R R AR AR R B8 (E B, 2009) [9]-

3.2. MAFFRENKIE

51 3: Tips included. (&% : The Economist)
B DB RARL, HESA R,

K2 (AN EHAE RS, KB TSRO, KM tip —ii2 L. fE4
A i A ) AT e BT BA# 2R a sum of money given to someone as a way of rewarding them for their services
B4 wI ML /N2, Wl L R a small but useful piece of practical advice BI/NEEL, /NEiE: a2 a
prediction or piece of expert information about the likely winner of a race or contest B[l )N # % 4R, a5 2 .
BEFS & T8 T /o, i N RERS 1S B — S B P R o SR U B PR X AR A 7 T LA
FIFHY, TR L A RO BIE R, DA GBI SR 5 AR B 1 o 2B SRS XL
FABBERN THAEXORE, WHHESHIWEREIERIE T HK, (EH5E 0 R0 PO RIS 435
Bo MR RETE BN B I LU R, Mk AR B 24 v

il 4: The Sole and Heart of the World’s Finest Footwear. (s 7% : Vibram)
BE: Vibram (4245 3548) 3147 # R 3 45 $k 3k

XA vibram ()75, BT R FIEROE, XA G ARG R 4, DR MR . T
FIF “sole” 5 “soul” [A3%, [FAS AT sole 55 heart EEfE—it2, f# NRZE 5 B F] soul and heart, M fi
90 B P AR O BRI IR —— T L I B 1 RSV EZE vibram, 7 5 R A AR SR ZA ], 5l
THRE RO, WP TS MR, DA S . BESCE BRI BUOGE N AERUOGE, XK
HEDOE P ARSI UCALH), RUEEZFHILAARAN R BRI, BARTE R R 5 SO % 5,
{ATEMAME I N R8Oy G id e iR

] 5:  More detail. In the blink of Al. (&3 : Apple)
Bl AT, BRALKES@Y,
2. EEmy, AliRIRiZ3),

KAESERFHL— 5, BT REFEROE, RN EE AR BEE R S A, SEAE (R
AE, HEUAR), BRI, R 1EROk.

XA AT b A R T BETE 1 313 int he blink of an eye (B2 AR 22 8]), 17 HAE“ eye "k T“Al”,
X AR B AN ) S, BESR T AL 16 4075 RIS T RL, SCA AL — Tl R BT B 1R e, T — S 00 o
BESC 1 FIESC 2 AR SO I XORIE R ERUOGTE, BIRERERA, (ERAER &M E X B sk & T
JESCZEIRK, X BT IR AN S I 2E RIE R, RSO I S A AN RETE DUE R SR R, BTRAS:
SEAEYE ) E MROGE R R A AR Rk, HR T LB, MR Ai Rk Ut S m] e
T, AR SRR S, SOAHRE R, XA H W EATES iy .

DOI: 10.12677/ml.2024.1210936 628 IARIE = 2


https://doi.org/10.12677/ml.2024.1210936

ERAE, BAE

5] 6: The taste is great. (7% : Nescafe)
B R .

e R — N, R TR RTEXCR, T TE i taste BER] LA the sensation of flavour
perceived in the mouth and throat on contact with a substance EIki&, #4%ki&n] L7~ conformity or failure
to conform with generally held views concerning what is offensive or acceptable B[l 5hbk, #if. X & BE %
B ONME IR IE U, TR B — 5 DU 7 g 45 78 SN HE SR B AR IR SR A o BRSO RO RN AR RO,
ETECHESMER, (OFH THE-ZEE. EATRM TR RS AT,
T BB W TR ENLRERSZ, SRR B O, JF HAb NGFar 285 0= i 3 an ) 5 15 v vt i) ISR 18 4
W7, DAMCRIGMAA &, XML 7T EIEE N RS EE S EH . RN CUFURIE, 4R
Mo 7 SRR XOCTE R NAEXOGTE, BRSO P & 0 0 E B A B IR, (R AHEL T 45 33
MEEHES LRATFR, HEREFEBNRA, 75 5 8CRJ7 Hm S A s BN E A& ).

51 7:  Not fairly white—Fairy White (2% : Fairy white)

F: RRRAREG—mAEYG!

1XJE—3K %N “Fairy white” $EM )G BT R E FIEXNC. T “fairly” Fl “fairy” K& &AL
JBT LB, R TR BEH R RA R — R E, makHEa, af&E, JEmtiEEF
T IX— SRR S s 1 0%, BAE S0, AR B Nz, SRR, iz r e
EPREAEARYISEAS 0 T R ok, WO 2 I SEAREE . B SRR MU B HEXCRE,
BIE B RORARMEAE DO R BN 5 2 ERIRIE, ERXMIEN T, BT BT,

3.3. MXFFAANKXIE

151 8: Ask for More (3% : More)
B BREW, %@ARKo

KRR B ERE W), BT REEREK. More HPZE XL, —& “BH27 EE, =2
AR < BER” o — T IR IE XA R LR NARAAF AR R, 5 — 5 7 e T —&
TSR AL . PESCR IR ORI BN RXCRTE, BRI, PASRIRAMN BE R DG P Xk
HIBRIE,  [RI AL AR AN E S s ] 1, IR R, TORTE

%1 9: You need the strongest line of defense against gum diseases. (s 7% : Johnson & Johnson)
B MREB AT &, R TRERREBGH X,

RARAREEE AT KAL) S, BTHEEFRBERR. TEIETR “line” B “WERTNRFL”
MAR B RIIBER” 5 IR . FATTHERRIE 2 2k (AT it 1 B A I 3 DR s I 2, AT
BB B PR U A AR A DUl AR . bl 3D 5 IR SRR e A SN SRR, BSCRH
REXORTE BN IXRE, 5 kB R TR OO B B RIE R, XA 9 8 5 T s fEH —H
THR, T BA R, RIS FIACRS ST« SR RO e R E BT B SR, BUSR
BREEEAARNHE . IR R SR I ORTEE SO RO S Ik e R 2L OR, 1E 3T
T ARERS R IS P O S SR R R I H R A B 4

3.4. BI[ETFNYRIETFER
] 10: OIC (& : OIC)

DOI: 10.12677/ml.2024.1210936 629 IARIE = 2


https://doi.org/10.12677/ml.2024.1210936

EHAE, Bk

P ook, KEEH T

R ARG, =AM RS TR IIR S, &5 “Oh, Isee.” A, J& T
HRIER . %) B FALGE RS R 51 R AR AR J7, SR W 58 LR AN R 7 b 32 it B )
RGE G g, JRA W T, R 5T B[R] I B 8 A 2l KR B 52, (H ) 35 A 2 [ I AR sl
JRERL o A5, R REMIT o RN Mk, B R 1 R R TR 2T BORBEAT R A, T
XTI RO, feh AN T Bl R ) BB, dnEad e, )RR IR B R R AR AR AR
BISCBETERIE 2 H o BT AEIZ 56 5 A B _E T DLECHORE S5 SC it D MRS TR X, () Al 72 1 1 v By
WERT . 7 RXFEET BRI SCE N EAT & N, SRS WO 9 SR

5] 11: The label of achievements. Black Label commands more respects. (s /% : Black Label)
B BRI ML R E. LEFEMERREFR.

IR R S5t Johnnie Walker JE R (19 3 57 b )™ 518, & T & IR, BEAb Label 7
B, —A “BRi” iR T ——Black Label. %" 5 — 77T L ATXAB 21 )M 44 3 3 2500
I, SN AR A, 5 T S A B BORG, SUAE T3 2 2 SRR AEAZ, T
R 2B MORHEAT I . VSO R P AR 6l R e 3 12 8B R 10 42 7
B e AR B AR AT L, 7T BAS5 ik LB Black Label S5 F ok, [FIRH N2 AMERSREE, F-h
T JE T 5 R SRR S AR R (RIS 22 0 W 0 B S P 1 3 2ot R E R
L 4 1 0 B R SEA A 94T
4. B5VE

FEPAAL U B AR BRHAG, AR i A IO, 83— # O RCR, IF BT 18 5 i
WM A ER R i, X — i A2 T i QU T A T SE IR 22 58 B0 3 v il 5 AR 70, aR B (24
7 A H o TS BORAWHE A F0g, | IR DUOCHE AL SRR B 5253, et 1 2Bk S SSimAn 3 =,
IR SN B O IX AP AR S . R LR, S50 o rROOUSRE DL AT BART LA DA DY, BIXL
RIE AR s WRIEF AR MBI BRI XOIEIFINCAgwiE, 1 iR
TR AR REEN AR L IO E il . (HRAE KB RRE b, B IE MR 3 SON ST f ok PR 2SS
18, BATA AT REEATATI Bl R I — PR B, MU BARTE SLH AR, FRIE Ut £ i A & 1) T Bok
FRIE RSO S (E I, fEd . 2001) [10]. PRIBLAEXSSE3C) 35 Hh B XSGR BEAT VLIS, 8 B R B8
FR AR B IMALIAE R, HUOREEIE I AE S A R D AR, 0 id BT IR SR, fE
B KA PRI T JE ST P SR BRI P A B AR B, BRI AT DS FH A (R0 PO 26 SR SR TR e IS, 48R
% RE RITEPUE 5 AR RIE T T FA—— X4, FrBAASCH R g 34T 1 ikdr, MEIRIE, Aok
BT TEATS 5 ZEA MR AR LA .
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