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Abstract

In the development process of the Chinese liquor industry, “going global” is an important strategic
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direction. In 2024, there was a significant overcapacity in China’s liquor production, and the price
showed an inverted development trend. This presents both opportunities and challenges for Gui-
zhou liquor enterprises. To better seize this opportunity, Guizhou Liquor Enterprises should do a
good job of translating its external publicity materials into English. It is necessary to actively an-
alyze based on the functional equivalence theory to ensure the effectiveness of external publicity.
Taking the functional equivalence theory as the guidance for the English translation of external
publicity of Guizhou liquor enterprises, this paper analyzes the introduction of Guizhou liquor
enterprises’ official websites and their English translations. On this basis, it analyzes the differ-
ences in the language and cultural characteristics of external publicity materials between Gui-
zhou enterprises and overseas enterprises. Finally, this paper proposes that when translating ex-
ternal publicity materials of enterprises into English, translators should consider the language
and cultural differences as well as consumption preferences of foreign consumers and investment
clients, making the English-translated versions of external publicity materials of liquor enter-
prises more persuasive and attractive, thus enhancing the external communication effect of Gui-
zhou liquor enterprises.
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1. 5|8

Bt [ 2 5 (0 1V R R AT L B s OB T, St AV A R BB 2 AL m E bR g £ 2 5
brsedf S afE. B, AL —A> RIFAGA I GO T 52 M i Ml 5 4 3 0 i b T 3 R bt e AN T 2D
e B PR ARV A B BRI R X Ah ELAL BN Aol O EE SR AT, XAEAR KRR BB E T s M Al AE TS
FEE BR i 358 4 o o5 H5 A MU I E GG PR A R o RISt AR ML AN E AR B3 SR AT B ST
H—E IR L.

2. ThEEXTHFHRiS
2.1. FX “THEEE" HNA

DIReX G B0 2 HRE E 2 218 5 X 00E « ST (R4) BIvEwt Fim i Bk, (Bt &)
RERE “BhAX 2 (dynamic equivalence)” X—ARiE. F (BIFERHAHERY XARFSF, M —xEH I+
X7 “Tx4E” M “BhadntsE” Mf&[1]. “BREE” BISGEERAS, MeER BRI
M2 N A7 T 7 2 M AR R, (RAR X P B RS L2 AR WL, B DAARR ) s ) =2 sh A 045 . T
B “BhEXEE” R SRR BRI X HAA I E .

20 tH2 80 FAR, i « ARIALE (N —MEF 25 —FEF) Bl From One Language to Another —
Forb, ) “DIREX AT X RIEE S T CShANEET (2] DIRERN RIS NIERI LR B, Oy T REIL
B SCAR SRR T REX S, W LLREC— & W7 NORHM B %E, Ak, Thaexr SRR g et 7 =
SRR IR B, BANE H BERF G R SOE ORI E SO R R, RIIRFERTE S 5B A
B, WRANERNTE AR RIS Hem, P8 JE &AM AR, @ik 75 20 o8 i S i) % 20s 2 I
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SURISCA, TTULRR A 77 AR A PR 25 2 I 2 5, TR “ 07 A a4 H
AR F R IR SR 46K 3], LRI VST R SO A AT IR B AT PR35 PR 3 28 3
%

2.2. FIAWTEEX TR X ST BB RSN E ZIR T RIRURIE

AR BT SCATIR, Dy RER 451X — B % SR ST 2 0 136 SO 1) S 8 3 5 JER S 15 A 0 iR S A
SSFEA—F DRI TR SN, D ANE SCARTEREAAE A IE R S M ARV bR T R 2L,
HE AR FARIAE = AT T

B, WML AN ETURGEBEIE ML R A TR . © ULZ et s ik i Aol il
s BESZOMEN, MRS R BT ESERS, WALIEmER. Kt 515 Ak E
A AEAME, BE R, BARE S RN, B YRR RO QI N O S, T
NVEIREE, FIRH P& 16 BRIt , Mo\ AR B . Ok, $TH7 i 44 B . Al AhE SR T
PR A R CE R BT AL IR SN RE S R R LA U7 i, AR B AR . il i A
B R AR RS T IRIE) AR, IO ARG ], A E IR T . ISR
dhZE SRR R, LA SE SRR R S, IR B EVR, AL ONEZ AT Ba, et 4
b A E GO (e 3R 8 U TR . RS SR MR RS IR S ) S B e A RO 9 T SRR
B, RN R RS F R PSR AL 57 S R, RaR LS ) SRR, T ERIE P T g
B BLAh, BRI ST, e, Bah . RS RS, N Tl SR R S iE, A 9
R

RE LA, ThREXS SE B IRTE T S I A A B SCAS (S SO B R A D) SERTAT
3. EMBEERWIEHNZIFFERNEE

v AE S E TR AN E RN A3 ETIE S T A E A . kA E

>3

() H bR HA NNV AL R 25, T3 B0 5 3R 5 B e 72 W s B ML % 5 W T [4]. [
e, REMWANE IR fE IR I, (H2 H AR AE S — L ) i,
3.1. BEEREXE

S ML AN BRI R R, BB g HY I a) R A R . 2 B R AT R R,
FERETFHEL, &L FEIEFEN, AEERNEHE, FER T, SHIKEAIEHEIE,
FH AN RIE . S BTN TR, BZXHE SR TR, SHESHmAE
A G, o R T EE, SRR CRERZE, MO0 T B BB E R AR A
TEH,  TeiFas B AL TR R B

Gy

BRI RMFEBEEHFRE. Kk, BHREE. IRE&EK. 2HGFHA, FABB A
#%: Moutai wins the reputation of “State Liquor” because of its sauce-scented fragrance, smoothness, mellowness, and

refreshing aftertaste.

SRR, BT U, ERREIE B, ARBL T R N F ARR S R S
B, ERAER R R A LU RIOR, R IR ZI B AR ESORTE R R, EBCE RER R IL, B
2> LA LEA T
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3.2. T ERK

ANTF) B R X SO 22 A AR H R, SR R B bl g 4y, S RN E R R .
PASTIN Aok AR D I FE FP AR R 5 2 BIX A SCALZ R ORI, S BRI A HER PE RE IR A 22 . B IR
FERE R B ER T R R, SMEARCHIUERA S BRI . e RIE HH IR
I, & “IAFEE” MRIENH, R EEIIER “prolong life” , 2 ikAh 3 7EHEAT [ BT,
S TR AR IR, RBESCA R SEE,  BEAIE SR LS SO E R B R R

3.3. (BEEBTER

PEREAMNELRAE 5 ROATE WAL, BRI E G R, RARRE BAA S e,
A BeAT AT IX Le DL PR SCARAE B ARSE A P AE T [ S T B AT M A — 2e AV AR e B R R BE A
JERIEX — ], BRI, RN SO AR RO 2 e, AR BRHER AL 38 S5 S B AR BT R kit
TR FESF, — M JEPEAK “the taste is soft” o {HZ TP F A FIN CURFEAR, i HEAEH “soft”
HAEGE. XEELHT “soft” NFEHRZE, MU EFERKEE. FE, AWLIAERZME, HE
“EHEAAW” K, BB “jiang-flavour Chinese spirits” 3+ AN IEH#f .

4. BT R FEILH RN BB R W IMNEFH R IFRHRIE & KT

AV AN E BB EEAE AR AR S P BLE AR R AN AR, R, H R
(0SS 24405 BT 1 o THREXT SRR 16 DL H AOIE 1038 5 ASCIER I S, AT DA T4 S il 4 & 2t
BHOERRER . A SN folk 5 E A 2 [AAFAE 2257, (B P 2 8] A7 55 S i e ik — 2D SEBll
(¥, S B R 3 R A A A I B B T AN SN, o SN Al AE B R RS A 2 7 AR AR 21 H (K
XA, H R AT MR RS — BB IR T .

Dy A Ml B 1 2 R T Gk 25 40 R Al 3 S 55 ) 3 HH AR HEAT bl A0 B R I 7 B 22 M VA3
JFOCA ., ¥ BA. URBEESERRS]. ARSI G R IL A TG TR, $2 0 g
e AL A BB SRR K B

4.1. VI{LIRRE

BT WA E 5 2 RAFE SO ZE S, VAR S Ak I8 2 B3 BT R I T P R 16 SR . IR — A T
b B 0 S B A M B AR S, R SR SE, AT B IR BSOS R E s T A — R AR B S
TRESctb 2R, T E R TR IR AL . AN E S B R AEANE N T R E A Ak, X4
M7= i B LIRSS G, OB BB T SRR B, BT LA TR AT Mk b B DL R B1Z R AT RER A VAL
S, LB H 8 B S B

il :

R FEERAG AN GFBRIE T L F G PR SR AT BN KBS
# X_: Moutai Group was originated from three brewing workshops with a history of over a hundred years in Maotai

Town, “Chengyi”, “Ronghe” and “Hengxing”, and now it has more than 42,000 employees.

“eks” RFRBRWVEY, b Aban B B R AR T R E R SORBIE, B T “burning house” BLF
“house-burning” , XAEEIBEM A 5 FECH MIBEE AN, BAEA TEECh “ReT IMREIER X
“brewing” FEHZME . FZFWEMRIE, “workshop” FRIFEZI . 1ELHEE, N TG PFECIRERA
18, BEERRER RN “brewing workshops” , WA T EANZ NEEARIE S 04k
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RI: 257 %RMNF ¢ ERAAXGEAL QB RALENRE, XK ER 1503 F57AE, FAR
WEAFES . AR REREDR NG T—%, AHFAERGTEELA.

# 3_: The core product—Kweichow Moutai—is China’s first and most distinctive Daqu Moutai-flavor Baijiu. Sourced
from a core production area of 15.03 sq. km, the Baijiu is organic, and national protected product of geographic indication, as
well as the masterpieces of intangible cultural heritage, which has been a card of bouquet for the traditional Chinese brand to

the world.

PEALE “ BAH” fe N PUETEE, ATHRAAH, WLEEmEIREVAA N, TR AR T Ly B I S, R
AT H B E R UOIFAE R <27 FrismE i, PRl i R “ Sl W3k 7 “first”
{7 BT T, AR T RSO I B AR S AH

4.2. AINEF R ZEIFRIG

4.2.1. AR SR

DOBFNIEE P e KX 2 — B2 JOBE e A . fERIER, —FhE S B8 T 3ME 28015
b — g BRI R — PR S AR S, BN, DOE PRECE AT BhiE, TS B 2 A4 TR A i
ENREXNFRIR TR T T, BFH AT ANE ORI, BB 2 1% 18 H G s a5 S5, 8
PO [ SO B R4

it
RX: ERFFHFINFEEARBDRGFAEGEY FaPRBRE, .. , REBHRGTEL A
#X: Sourced from a core production area of 15.03 sq. km, ..., which has been a card of bouquet for the traditional

Chinese brand to the world.

IE AL 6 B A Al 87 A 9 3 2 CE B BRI SR SC T (e IR e i H IRE S B ) 44 1]
“bouquet” , fF& T HBEE PGS S0, v 17 HX 5 S g

Rt 7EBITERS, &R U S BEMRARE L EEYUE TR SOREM SR, diA, BIEHCE AFE
FIE],  BEOC AR B RSO AR TR S FRR AT e, tEIER R TR EE R R . o R UL R A,
AT BB .

filan, & E—Meleg g “BRET, OCER “F 7 e el LARIA A “fragrance” , “scent”
“perfume” &5, TR CHESS W RITAUR, PEELS G EHIEE, # “BFE” %N “bouquet” , KIAZ
TESOE HICTR AR, 7 H I8 T H S EH 5L 5 7 AR I R N 15 2 5 T SO DS i ST P AR 1)
SN —F

4.2.3. AR

[ P A AN B SCASE A A, R S = AR, B e Tk [ P (R B A B SO AR (A
PAREALEN, NHNNBEOE, BA5KEE, Bk, S RS2 XARFEAr N, AN
VA EAE, X BESEEl T AN E SR B A FIHERE SRS . SR, PG5 A b A B SCAS S84 25
— AR, DAERELE AV RTEAE (% HEAT BRI, Bl 1 AR S 2 [ R RS, A R T Ak A B L
AT EAETEE. I HIsHE— AR, a5 RIETMAZIBE, ARILHRIEH 0
M5z .

il
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R By A, FERARBRURIMHARESE, TARAFLRAL, AITEERF—Rbk, B
—IRSIARF, BRABAIGTAT & XFANENHG LE R ELEEH, ABRRFINTY 5 & L2HZ
M, AIRAE ZAH RF o B st R — iRk 2%, B RS T I Fs. Filt. HFN. 48
R, FECH XAAZ, HATF6FEHRELE. ARG KR!

#: We will stick to the “Five-line” high-quality development with Moutai aesthetics as embedded value, safeguard
the soul of Moutai with the “Five Craftsmanship” philosophy, and accelerate the construction of a world-class enterprise with
a modernized management mechanism. We are committed to making the Moutai Group more market-oriented, law-oriented,
professionalized, digitalized, green and internationalized. With integrity, innovation and perseverance, we will usher in a new

future of the high-quality development and modernization with our intense passion and utmost endeavors!

X—BHE, FESCPRA T AR RN AETFNA, EEERER, 0K T
H AR “we” , HARESCEINRE A H B A R I, WS A SR . Wiis
NI RFIE, ATUAFTRUR 2 iR A S FTaliz . BRI, AL Mg, HSmEi.
4.2.3. H#iF

SO A AL AN E VORI R T S AR, B g R R, ATV RSO A EINEE, HRIEC
PR E . PR, PRI B RAFRIE T, TP SRS ). S8R VAR, B % R8s ) i
S, FEARDUH ESCE U R, BIFE UG BAN R, BRI e .

il :

BRI FEEOH G TELRLREZ L. AT, B RAEST. LHARS. BEAX, AATHEY
¥Fafrk, Aludsy, 2R DEERGKBEHREE, RERANBERITAHE, 2140 XA LG LB, ¥k
BEBHANTHECARFEFALE, FRBNE A,

# 3_: The craft of Mao-tai wine is unique. Dragon Boat Festival is the best season for making music. The high temper-
ature and high humidity during the Dragon Boat Festival are conducive to the propagation and growth of Aspergillus.
In the koji making process, the wheat is ground and mixed with water to form a dough, and then put into the koji chamber for
fermentation. After more than 40 days of fermentation, the Qu block is transferred to the dry qu warehouse after maturity and

stored for more than half a year before it can be put into production.

ERRE SRR IRRER, AR T I A K N, R HRIN A, ST R BN A
CHRerr DU O S B S S 0 AR
5. 8578

AAEDIREFIRHIIR T T, R VANESCAR RIS LSt Al AN B SRR R R L, b 1Bt
M 6 AR E AL A SESCRIPE AT 7T, RISR A8 A A L 3 B e 3] o b P AR e 0 7933 RO R 7 700 B3
MMV ANE SCAHEAT R, H AE T ik St AL AN E SO 3 SCRENS B A5 0 2 ) HOIA AT .
B oW

FEFEIX RIS RE h, AR T2 R, LR .

FEWBRG I E A Z I, MG R, BT ORI, R &m0 5] . KR A
AR, AMOEREZR A IR, EROVERITTRE 7). RS, BORKEss T, A0
HIHIVF o
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