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Abstract

Brand image plays a pivotal role in product promotion and marketing. As the first Chinese new en-
ergy vehicle brand to collaborate with the UEFA Euro, BYD’s brand image shaping is of utmost im-
portance. This study takes BYD’s global brand promotional video launched on May 16, 2024, as the
research object. From the perspective of multimodal discourse analysis, it delves into the utilization,
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integration, and effects of multimodal elements such as text, sound, and image in the translation
process through analyses at the cultural, contextual, and expressive levels. The research posits that
effectively integrating multimodal elements within a cross-cultural context and achieving precise
communication and efficient dissemination of brand messages through translation can significantly
enhance the influence and competitiveness of Chinese brands on the international stage.
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SRR SR S o ST, AR R AR B S SR AR 2 AR S, IR LR BT Lk A
MIYEES . BIR. AEEZMESICR, UeHm Ty s 5 530 rmya, sealdhiis B
FHEALIE 5wl T G 11 [ B A 283 o WF 7T 15 AE IR 248 7s 2 A 2 B R A 1 ST A i A% 4 o BEORS ID as AR LA
R Aok A A BRI P IR R AL RT BR ARIR R St I 5 R s, DLt i [ R BRI S
SN 7 o

2. BESEBSIER

TEZ A TR 7 TR, Gunther Kress [8]55 Theo van Leeuwen [9]JC&E A2 I A7 745 Hi 44 A4 -
M ATTIE R A S RS2 RS 0T, AE M R T A ER RS, IR ZIHIAT T UG AT VR Ny FLBE K A
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THMIRR .

e, X2 TEE T T RIA T2 TR T 2003 E A TTRR[10]. HOREM (ZHE
BRI ST 500 — 3, MURGHE] N T Gunther Kress 5 Theo van Leeuwen FIFEISHESE, B
NI T X Se B HE SN B B0 LR UR G R, R B AT T — Bl A 2 s At AL KT
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HCKEHE, Ea EhEShs, JRI T 2RESTE T ER 5T, AR S TR TR S
TH, e 7 2B TEE  rE P E R DA

SRABRR AR [12] 0T 2009 £EA4E T N MIMER G 1) 2 SR E 2 M B HESL . IZHESLMaE 1 A
M2 IS RGN, RARN T AFESNEEHE RS NEZI, UEASEEERTEX. KR
SIEEEMNERR R X R, AMOARTRFRE T ENRGR 0 TR, MR 2t 7
ZRATEE  ITERAA RN 68 SR .

3. kBT mEERFREET

20241 H 12 H, LA 2024 BRIMAR & 5 AT G AEAKAE o 3% 2 BRINAR B (R385 T8 e IRV 2 i
L, AR CBRAR” R EVRZE MM, HES) TR IR E bR Sk — P4 FH[13]. 2024 /£ 5 H 16 H b
TP HE A BRI E AL Y (WHO ISBYD)

AT R e — M BRI Ee M, Bk B Sl , SR AERT e BT “WHOISBYD? 7 [ #f.
B W= AN ENZAE D MEA BT, R

“BYD, #—AMKibAS, RAEAKIRLAZ|iE, ”
“RAR! RFFILBYD R KT ahabiEHF, 7
“R KA BYD TAE, 4bit BYD 2%, 443 BYD, BUILD YOUR DREAMS. ~

B8, WARFEMAAMAME “WHOISBYD? 7 . BEIUL “BYD & ikt B e 5
7 IR U AR IR T AT LKA SR T s FRE T U R R IRE TATRARAE AR — AN
7 EAAN Y “BYD R B M S AR - B EFE U CEICIRER R T RIRE . BT
7 MY RIERIR ANEBEZEWE” .

T PR [ B = AN, 55 MRS W oRAR A, RAAGRE, RMIEMUH A, BYD EXREmM? 7

X R R T AERRGE L, A LA BT SR 2024 WRINARE T AR EL I 7, LR ERICHE BYD
“RH), AREREBIIAA” o R, 45 BYD “MUR kiR s EmE B, i BYD
“BYD & FARM” o HEEEBIEYE, WK ARSE “BYD R SCHIRIR R EH A AL
F, W EAEME T “BYD ZREIXKME .

KF, Bk HEEBLTRRNN, fath “BYD #6510 S22 A4 LRI, BHE M TR E KIHAE
B, feH “BYD i fi 4Bk 100 24N FZAHIX FOLREREE " .

RN, ARERER——RIERAT, 4. SUV. MBS E. BAEFRMAEARKZ SR,
W WA,

“Whois BYD to you?” & @ {RK i R E 69 = & “Top Specialists” “Good Friends” “Families” “Teammates”
“Business Partners”  “Smart Technology Pioneers” “Dream Chasers” ==-«-*

“THISISBYD! ” ptiib s 7 g THIEE,

“HHAE No.l 6937 LRI E et 7

“RETFER) BT e AL L 7
4. BT ZESEESRERHNEE LB LIk RRE R 8iE R

Al T G B AR F 2 — FdE s Y OR SR R A B AL Ak i R R TR .. BN EEE R

1] B AR ARG IR AL I AZ DA B il Bt AR 55a 0 TR Z R, i EAL fr, Ak ar B
B~ P E AT A AR S B R SRR, S 5R h EAREEATE R
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AR NABEZ RN E S F0. BRI SRS, EEESTh8E TANIMIE. SEAM
1775 e AR SRS TiE 5 AMAETE S AT A AR R RS . fildn, o SO R AN R g Y
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A ST R ARl ., IR SRV T 1A 5 R EL B A

Bl 1 R R RET LR LR LE. 7

Explorer: “He is the most reliable companion to cross the Andes with.”

RAJERXT “WHOISBYD? 7 [lal%. 1o, “Wah” —ia@ — M ik, SWAE BYD wl AL
RIS E AR 7 2 S B LBk P SRk fE . 3R “companion” —iE 5 2Z %R, “companion” 7E B SCXUR
i i FFoBE A “someone you spend a lot of time with, especially a friend” , WE[D “f£:15, FfE” 2 &.
EBATH R TR 7 REEANZ KR EY), FFEEN “brothers” il JEiE REE # BE| R 2O i .
FoR, B2 T L AR T I A0 52 Ak, 22 35 L kb X PR B 2% A X e, /B o O 1 L %
Rt R I P A N S = | S iy PRV B = R ek A E S NS K o= 5 S A B S oy 3
L AR Rt 5 b K Ll ik (4K 2 7600 A BL), 488 %% 22 35 i L ik R 2 — AT 5 EL FH VR4S, Re g Rt
A (8] (47 B AN S A (T, 17 BU 3 D7 R S0VR 45 I T SE R A APELE BEES 5 NAS 8 T IR UF: 8l
JikcHh XA 1 AR RS RG, WS R EREE, T T SR A A — R
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A 2z ik,

#l2: FEALE: BYD REAMNBHTHLRAE.

Chinese entrepreneur: “BYD is my business lounge on the wheels.”

XA “WHO 1S BYD? 7 [l %, IS0 Al B GG D L R 1 20 7 R 3 i ) 1 1 3R A
TR G ER A, KLVl 4 A “business lounge on the wheels” , BIZE48 17 55 145 %
KPP R RIE T NAE TSR W, T4 TIRERZINEHMERTE R . D SCRIR SCAE BV S5
WP EEAE. SR R CEIE + EE + BB M, maosc MRS, aTRLRA “E
WHE” © “FIEAN EAFMNET . Bk, 7R i B S0 5 A 3% BB R g i AT TR 2,
B PR ) FAESE SO R IERIE T N A SR o AR 55 A R (0 S5 R B A ik 77 30 7EIX A) s,
“business lounge” TR &5 EAFE, X & WO E I AE .. mAEhSCh, wTRES AR #RIA
T RFIB FIFE 12 L
4.2. ZESEFRPAERAEIS

B TR IR L S IR BRI AN T 5o AR RGBS T BRI T U 15 AN R A & ORI 7 3. 78
SR DR AL SCB R ANE SRS, W B IRATHMAEE h AR S S . Ee A B 45 . WAL BE[14 A it
B B R SOE B AT SN T IH

B3 REF: “CRAREFMNABIEIRG —ANFHAF. 7

Racer: “He is the new beast in the arena.”

XA “WHO IS BYD? 7 BylI%. ¥, i pie T HIE S AL Sl i 5 ok A ik s 2R K
BEATEN G, T S B B B K R R M A o P SCTE SR N IR LUl 2R TR ARy Bt ™, AR
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BESCRIENN “new beast” , IXFETE ALY AT DL E A A A% 1A H IR R R AL I e KRB . LUK
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ITZFRIBFIRN A, I “arena” SRIEA TR T WL MEP S, X TIREIENIRE R

B, A—EREMHEE IS, BRI, “AER” MK T —FhaiS Mz ek, £k
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I 38 7R “AEIR” — IR B, B R PRR) T AR IE N “BYD is the new beast in the arena” .

Bl 4: HFFREIFH: “AAB, CRAFERTERE. HREE? AL RR? X#%Z BYD! 7

Digital products enthusiast: “It makes driving fun and smart. That’s the BYD magic!”

XA TEEEAE “fun” A1 “smart” BIANIA], SR T ELE i P i E 25 ek AR rP B AL A R SR P A AL
B X AR T O NI R R A R A AR B D Re S HE RO B, S RS TR A
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5 “it makes driving fun and smart” o XfECHSESCARE LR, BRE PR EEE CBRRE. FRTNRT , M
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AAME? Xk BYD” SKEUE IS AR R A 1%,  “That’s the BYD magic!” —#J, “magic” —id i1
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“Wow! That’s sounds awesome! Can’t wait to meet BYD.”
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PEAL IR, 7R RS T 2 Z A S — PR ELBNAIOC R, MR M I SEAT A . IX P R
IR T AN it RN W P B fge AN [
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