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Abstract

With the promotion of globalization and the improvement of China’s comprehensive national
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strength, domestic brands are gradually moving to the international stage, showing the world “the
beauty of China and the beauty of the East”. Therefore, the translation of brand publicity materials
has become an important way to show the image of Chinese brands. Based on the theory of transla-
tion aesthetics, this paper analyzes the publicity materials of the Florasis brand. Firstly, this paper
introduces the content of Florasis brand publicity materials, and then probes into the definition and
characteristics of translation aesthetics and the differences between Chinese and Western transla-
tion aesthetics. The core part focuses on the English translation of Florasis brand publicity materi-
als, using aesthetic features such as phonological beauty, image beauty, symmetry beauty and sim-
plicity beauty to study the brand concept, product introduction and product name translation. This
analysis not only ensures the accuracy of the translation, but also enhances the attractiveness of the
material through aesthetics and promotes the international dissemination of the brand. Finally, this
paper summarizes the importance of translation aesthetics in brand publicity materials to provide
theoretical support and practical guidance for the global promotion of Chinese brands.
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1. 518
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e 38 3 A R B SR BT AL R A BRI g . W EE T TS T A T e S EEE, I E T
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X A= il ) SER[L] o ARSI F I B H (18 AEZS, R T B AAZ B H A ] 520 R 12 SR, R
FEAEDOERF IR )R BER IRH [2] . 2508 NGUHT AR S e AT AR EADRE, SR T “BRRIRE” MBS, smif
HEs SO RS bk, B SR SRR U, BRI T W U R A 1 s A P T SR R R
SO [3]. [ AMEAH SR 2RI Z ok . Vinsensia A1 Rahmanti T Molina #1 Albir f#11%3 1,
LT Wardah ARt bR 0B, SRAEME T E 0T T &0 R B EEEOR[4]. Martin DGR TR [ 5K
Y, BRI T ARYE M SR EAEE S, US| HARTT%[5]. Renato [35/E (Advertising Culture
and Translation: From Colonial to Global) WI#R 175 fEH K5 2Bk E 5t I Scfeizm), s 7l E .
ZIRR EN GAIFREAEA [R] SCAHARAS Hr (1 2B 3E 7 I [6]
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W E 2R HERI B A0 A0, BSOS e S . REBCC. R DL 2 WA SCEEAE S B
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R E R S PGE S 2 R B 1 SRR S R DA O . Wb sm R, PR3 75 He MR 5 AN B N 15 (1 B SR AR,
WG FARMA[ 7] AR ARIREEY. MIARIRSSE, 0 T REBOCHIZEE XM, BT T A F
A E . AVEFIE R IR RIS o MbA R, AR P IR 2 A 5 B 3 AR [8] 0 AR A U
FIEIRESE S, T (32 E R 7 B R ORI EIRE, A I I iz H e v DL AR 0 5 5 B3R
MEMERE, FIBIEES SRS £E8[9]. EEBI T (CEIBHIM) DUANEAR, S5 T 3 R
W fE T R G AR R G R AR B, N IR 1 S 35 ELHE 2 M e 3 (AR B [10] o TR ERER 30T T BEIR
JOBIRIE, SR B IR RS VE R R T IB AR 25 5 PNIRE, R SR A 7R B R ok 44 R
SERIEEAL RN DOE SR £5 40, LASEIUTE 5 WA I R SBR[ 11] o X SRR 5T R s T 03 35 S AR AN [F) SCA Hp 1)
H, 7R TiES RGN R % CR, AP use 7R s .

PEI R AR IR TS A, U RE R USRI PR35S 7 36 5 1 8 S5 4008
Maria Korusiewicz #R1 1 SRS 1E A RASAAREK R LR, 254 Jacobson [T 5 B Bl B BRI A1
Lefevere FICi S5 HE1E, $2HIEMIEEMES, SR HS SRR IRNEARIER[12]. Ehsan Panahbar Ml 4%
& Iser ML R A SRR HE, WHFT 1 R5EX4E, M T Mandelblit 15 Tabakowska )56 220 & 45 Y
[13]. #EAh, WEZEE ERPPAE CHUBESEEHIRD) ot 7 ia e scii s 5g, smif b EIASE 2
RIS AT S AL Al 5 il [14] . X Se it FE A FIFSHESE, $R0T T o0 EF RN E K
R, JEOR T BRI UM LA E A BRIE S R I 2 R A
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SOV SE BRI R AR IE, HIMT 7 H R R, FHRME R HIR RN P BLR L. B%
SEoEd LRI EIBE N R, B H RRR(ESCE R HRTEAREE S1E). RIS, HH)
WS s, DAL AIE PR K o S R AR [16] o Sl ws DRIV s R AT Fe AR B rh [ A WL A B R B, B IR
W TERIEE G SCAL R, LA AR, SME SR SRREA RN [17].

XL A (SRR A B AT B 5% 22 1 PR S AR B R S B P M B IR NI B AR . BHRRSE
RMFESRANL G WS, EIRhU, HULIEHSRE MBS 5 2R A B, R FEAER G
P i BIVRR R ISR 27 e, 5 B 1 AR R o SC IS B ) — RO, JR Ry TR P e e A B
e Filla
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MEL RIS AN T LAE ), BIPESe 2 f R B R R W Sk TR M S SR B iA . 72 (RHiFE
SR b, RE RV TIPS, 78 AR T SR AN SRR AR, KA TR O LRSI
MTTTAT Bl 08 2 o Rl 3 5 2 R 7 [17]
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XI5 PO A S 2 AR (AO) Y E SCBR IR 1 A5 7 38 AR (AS) IR [RF L. 58— K R (XA R, 2012: p. 66).
AO SEF8 MNITEH AT N BTl S W EY), BFHAERTA ST S B 5. flan, FEH I (RF
) FERWBEH M FLIFE 2/, AL AO. R U N R, B2a b g ss. BEM
TEFERS, ZBA A KR,
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X8 PR SCH 36 AT B TGS N, BRI (R R 38 AR [17]. B 25 AR Sh IR T H
ERINARLG, O, ZE. BUASOER K. XSS RE WELS: BEEMREE, DRI
W, R, FHEIERMSEEECRIBIEN, (152 MIFEIE AR KL H EE BN EI.

HE TR GHRFURZ MFERRER R, H AR E] . B8 0R B 5  SORIR 28 51 5 1) 2
DI, BEARX — R AN THIT B P RIS RS X E ., BRI AR ENSERNG—,
2 ZAR(TAO) R AL 26 ER(TAS) I ZhRE AT 4. ARG —HK KT, BIFEAGEH LBl
FEEME .
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HH P R B SR 2 ) X T BRI T 2 IR RIS ORI SRR D) = ANl oG, s se s
BT AR AT PEEZUM SRS L, BN S AN ZERR R 0675220
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4. NBEXFHEX “TET @ESIEMRITIEENE

B SR S B0 RUE TE Z LB SC Y RN SR R v Ik o AEX — 31T, JRODIAE b — =2
fifi b, ABHRESRZEHIE B . MARE . XAREMTFLISE MR KR “IE0E 77 S E AL AR

4.1 FPE

IR RS AR R R . AaaE . ORI TT IS R BRI, B RS RR
fE VU T WA E AR PORH B AR g BT T35, XSO RERE AT I AT €, AR SCAEIB SR
LSEAAL b, SEIRARZ R, M TISE SSER, WA RENRNER.

EEMUEALPRIhRE, ERAHRIE. AHRIES . M SRR EIRER, NHIERET
ORI R VA A AR A R TR I AR, AN E RIS IR E A, REEEKRKN. HEE
AR 8 SR A SR A AATTAE B3 AN S AR I S BT 5 MBS I TE ], DURIRIE 5 & R, JF
SN A2 m o S . X AR H RIS WIEF AR, A R A
Yo NRZEMER, BRI TR . ERRETH R MANEIL RIS, 15 5 E A .
FHREAERE AW T8 PR AZ TS 1 A BRI AN T 3%

(1) ki

W2 RARKIEE LR T8 S s A BL BRI A R S BRI BL S . 38 AR AT — A
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1 1:

V- GRNCINT = 34
#: Love Lock Lipstick

12 “TETET7 SRR — R 4208 “HAGBC O, i ESC b BA RAERE R BN R B &, X
R AT SR AL R B B %4 “Blooming Rouge Love Lock Lipstick” o MBS, “FL” —
JE P E IR S OAIER O, HRFMSRAE. Kk, “Love Lock Lipstick” #& —/MRIFHIESL, AMUEH
EESE, T L SEH 2 I T S S AR

(2) “FATEEHI(HEEL)

SPAT GE R TEE 1 — PR R IA TS RE T B, IR IS5 R B OORNE S R B A R T HEBIE — 2,
BB S AR BEREIA . POEPIHELL 2 H T 3BT, 18 FPAT S AT DU IETE i, &
W, FPIEEI . SN TEN—FE SR TFBL, SPATS MR TIES R, “PAT” —idii T4
EiE, RO CIRHN7 o HEECIR — M SR AT S A, B SRR R SOR LR A R B ) AR, O SR I
WRILAELE P RS . Bk s M. BRI BRI
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B A AT

# 3L

Commitment to Tradition and Heritage
Commitment to Genuine Research and Development
Commitment to Floral Essence-based Beauty
Commitment to the Best Customer Experience
Commitment to Five-Star Service

Commitment to Social Responsibility

“RETE T LB AR A L AU 3CERER “NANIERE o FEANERPRHI “ N IR 7 I
o, AR T HER . X R S RO R A B AR B S R s SRR R B R AN AT L
FEANEAPRH R N v, 0 HL T DLRIA R 3G (RN, T DAARYH B AR I I B (. S
WFE R “AEVT T AR S A B, (R AR AR, 2B 2 e G

42. BRE

“RER” ARTEE RSO A EEMS . WAUARRRNENIRNOE, REMEMA
WIS BIRTROHEB T SoRFIL, FHLREMEFTFEY. MRd, SR2EEXN “R”, &%
MEZ BN R . B, EAMERIET, KERE SRS, MRk s a4
BHOAZS, MREIE I B PR AR 5 SRR Z Rk H K

il 3:

BRI KT
% X Florasis

“UETET7 SRS FRIE PR LR R ERE . A TERANE SO, R TR CAETE T
NHATHERE L, BRHERER. T A7 “8” kA “LIEFRGL” ;. “I7” e E
HREFLTEANTRI— 1, “AEETEHIEE T, ORIRIR SR, 7 TR E A R Lz T
TERFRT . F NZR0E, A IR MR ] IS . AR, IR T IR
N “Florasis” , RISiREAFRSE “Flora+ Sister” [M4L4A, RO “Tefcth” o I =PRI 720t 5 b 44 Fkidk
TRV, WRZIMEIE T AR E, ATLMEE RE AR AR E R E . EERE, R 2 A
SEVRZIMIEN SR, [ o) ol [ ST AT S 4 1 B A

1 4:

BRI BRAMR
#3: Water Lily Cushion CC Cream

2 BRI ER ) B, RESE AP R DL S AL TSR B, S I EARRR R KGR
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ARG AR, REAWEEFRI CEARC o 7 R, AP SRR RN R R TR X
M, ik RSk B EE REE ARG RERIT R “ERAEE. HK, N TS AERPEN 7213
FAREIL S VRS, S INER I T “Water Lily” o[RS, I “Water Lily” , 77 LRV 2% 2 5 EOW A BRAR
BIXF TR . R, R MASKRE T, SEBMARI T ERSE, RE TR ESUERIR T,
LRV S A R A RIS, SER N 1 A e [ 5%

4.3. MFRZE

XK SR BB, AN 45, R I A BT B 77 W PR 2 3 5 rh BN B PEA%
MG, RIMOUE. dmE S50k o E RS ARADOE — M R0, R — ek, 51,
RS ARBUONN PR, AR TGRSR TR, EIFR AT RN XL
FIDUIE B SERFAE TT DALE Sl M EAR AP RO B oI LUGE A A AR SE R SRIR, AT 1 3 9 & RO o i e
B, FETHA R EVRAGIRZINE . IR, AE “AEVE T SNEROR AR PR S RO R — AR IR R . “HE
Va7 P AR R 7 21 1 1 et s L R o e 5

11 5:

R BMRE: ‘BEAFZE, 4EEEK ; BMmEA: “AiHik, ARFRK .
#% . Brand Vision: Revive Traditional Aesthetics, Build Centurial Enterprise; Brand Concept: Traditional Cosmetics,

Floral Essences.

FEXXEERET,  “TEPi 17 (M 7 E R RSE . [FIN,  FRATAr DU SIS R SR S B “ 3] +
R + 407 KRR, MR, B DA FE RS . fERLEERE b, SN 1 IEEE S L,
TR T PRI . bR RSOOSR — A0 TR + A7 a5, e AR RIE H s . I
U, 8T ARBLE S RIXARSE, Ja— Al B R EOR BRI AU Oy IR + A4 o [, JRATET
PURBLE “ 4777 B “Traditional ” AN/ “Eastern” , IX &0y 1 S 4F MR T o [R5 A [
R4, I EAEGRARARTT 5. ARPTFARN, it R0 ot B 7T DA X A B AR AR B 22
JRER 7Y, DRI R AR T R B A b S P it R R A

4.4. BHR

72 5% 2 FY I 6 (0 7)1 BRI 1, ATTTIA B — R ] L0 56 . MIAEARE MR R IEp, fZ15e 2
AL -

BB AN R AR, EAREOCRE B HRE i 20 S M o SR B AR (IR SO B A 21 H AR B SRR AR (8 50), il
DRI IYEEL . AERI RSN E AR, B P 7 (0 T 1 A AR BE R 51V B MR ER A o A A fRT i A 1 S rp B
RIE B EEI AR, AT P RS S ] SEALRL I 0 e AR TR R 5

11 6:

B #mFlogo B HAXH, HHXE, FEXET, AFIH. L L, FHEZE,

#3: The logo signifies “Classicism, Stylishness, and Balance”.

“IETE T IR logo & H = ASRARI AT RRILI . B, MEN— AN logo, HE M tbiR
] B o Dy 1 AR IR A SR L R IR logo (R 3, FRIN_E H AR SR ) SIRRA K2 BE . R,
HNERRLEIE B NOZ R B PEEL . B = A R AT DRSS SRS Lo “AETI T AL
VBT R =R I, R A O BTN, BRI T RAREIREZ k.

LREPTE, BT HRTAME LZTARMEIL, BN EZABELAHER SRR, BERE. X
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THEARBCR, M EE NIRZIEN SR . R0, VA — N REPRIHEIE, B2 H AN EE 55%%.
ASCAERT “AEPE T SRS E AR ROEI T T, DDA T3 T 7 A e 2 36, R AE 4 7 o B 1SR
FRTZNA . seAh, ERRSEGIECRA R, SEOLCIUR U A TR . ik, #ESEEENERIANE
FARHK BE 8 75 3t — B W FERUR

T S FH AN ERDRHI H A R SRR R I SEAT N IR IR B A . EESRELIX— H
bR, SNERERL AT G SR A, SRS TR, NTIA B FUM K B AR ROR . I8 B RS A R
JS2FH 1 SCRENS 78 70 REBLIR SCH S 30, AEANE MR R 5 77 o IXANUA B 52T b R R 11 42 BE AN P
K Ao (R FRE R ST RE SR B R AORTE, BRESRAAE SN E AR R N, R
LS R SCRUSL R B, AR RGBT FEdR B 187 A zh 7.
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