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Abstract

With the impetus of globalization fostering cross-cultural exchanges, the boundaries of interna-
tional economic activities are increasingly indistinct and enterprises frequently expand their inter-
national business to seek wider business opportunities. In this context, commercial advertisement
translation, as a crucial factor in the development of the international market, is becoming more and
more valuable. The language of commercial advertisements has its own characteristics, and good ad-
vertisements can increase the benefits for a brand. This paper takes Peter Newmark’s communicative
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translation as the theoretical support and selects advertisement of X furniture company as an ex-
ample to discuss the specific application and practical effect of communicative translation in com-
mercial advertisement translation. It also analyzes the translation strategies and methods of com-
mercial advertisements under the guidance of communicative translation in order to provide ref-
erences for commercial advertisement translation.
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AIHR 55 BIR A5 BRI e HARSEAR, BT 7M™ o ARG IR0 5 AT BLBCAOIH 3 2 O SK A
I R SR RAFIERIE, ) R S R SAT . ) i R B R R
BFRz—, @il s, @ VA SR A LS, AR IE A E AR LR AR T L N
E

FEABRALRIHESD N, h P SCAZ IR H TG, % [ Al bR B AR R [ PRy, AN E S 5
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2. XEREIES EEE

AZ B B i RO 1 SO 7 AR I ORI B R (R SR A X B S5 3 7 A O ROCR (2], s R M5 R AR E,
EEH RN, K TEFREEE PERCRIVIIRE . R Ry Ve s e, rAaIe s
BB B RAATT, BT DCREUCE BB RE(3]. ik, FEE AT DL E R B RAE TR IR, IR PR
T RAENE LIE R FHA LN ik,

AR T DR EE D ARG IIRE . S BT RENIRFIRIIfE, JExT A R ThRE Y SCA B P 07 1242
H T RIS SR SOARSR A AR, Rk A PR A SO, AT IR M 2 R T Bl I Th
Eo ) > A R BRIE BT A BRI AR R 3, TSR Ui A 1 52 3 AR DUAE BUROKR 7 A2 AT (4]
b 5 SCA ) B H M RAR RS S, BATRE R R EE L, K H R 1 2t
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3. REEXT HiEsHR
3.1. AL, RE~ M

FIE LT G AT R R, B A I T A AR R R, MR OR KA RE IS IR . YRR b R AR
A5 B BN, fEYASHI)T 4515 “ An easy way to gain space” FIEEFEUL LN AL )] 1 “Keys, phone, done! 7,
VC G W, LRV P nT LAIE M TR DR . T R AR R AT SR AE T HAR B I 1E B R LEA
() 4 1% BANAN [ SCA R B2 PRV 2 v A 1, BRI IBOR S0 200 BB IR T M= bR P SR A ) 0%, I
B LR AT NI 2 A

Frib 2z Ah, S0 & 2 B R A B IR 25100k 58 = S PR BT, InfE ik 4% IS 1 durablesmooth.
crisp SFiA)JL, ARGFHIAARIIL T Bl W I A Ak 22 0 DL KA FH IR B T 8 o SRR ) e i o I )Y 5 1
TP AN AU, DA B R AR IR T B T v (U SR R 5 ) SRR

3.2. AEGER, HESC

FIEITE AR Z AW R, AT, Rt B, BT A S MG, R R
72 i R RO EA i —3Kk T B LA AEYIAE ) #5515 “One is good. Several is better” , P A1) 15 1
BRI, ABIA 7z MBS BAMEYAE N E R, T2 A ALE YA RE 613G SE Nt B iU T &
R TP 2 DR EAN ROEE, BEREIR G HARSe AR, SIS SE 2 IR 9 I O A SE AR

HHEAE ST St A — g L E . R B S RITER, RERS IR 2 ) S i
BIANBZEH ) 415 “Spend less on shelving, more onyou” , #RifA1%7= i o] LAAETH #7 & 54 SCH, AS LI SE
BBk, W/ maE s, RN el P fe 8 2 kA E B Erga, AMm#EE
OIS K. YA BARRAEG ), R S5 28 2 I EE S, X i ik [ AR AR B IS 7~ 6 B
THG R SRR ST, B AR PRI T B AT I K

3.3. EFHFERRESD

BFFAETGET S W15 . #1140 “what better way to drift off to sleep than surrounded by soft, dreamy
clouds” , X&) EHIERK KLU EAE S 2, B PIALTE B JE AR ) H IR ER, TERMRH 777
b R ONETIG, IR0, BB HE I o3 IR, o 23 1= ek, St HmE
£ H . “Everyone needs a little boost sometimes” 3 I B B 5E 1) 25 78 B8 /& RAEHE A 7808,  “boost”
FIH AR BB SEREB) A A B m A, ORI E A AT AR TS A 2 T ELE N 1 R S B
38 AR 0] B AETE S EEANERER, 1hIH R E B BIO M 55, XM RGN B T 57 5
WE A PERECR, ORI H IS . ok, WA, HEE SRR S B AR & L, X ek
FEFIEIOR T S RIS Ty, T SRS EMAS) . TER, ARl T LF R 51 2 i = 9
WURABAT I SE R

4. ZEFEEAAT x RET SRONERESHE

AR AR SOA, SN AR LR R ) R LA FE I R B, [RIAE N 1% 1
RBREA R X S8 TN S, AENs R mis S Wi H N 988 STl 5, R fedt ™
an BB KA, BB Al SRIE L BRSO E . DIShRIEONIR S, BEE R RV R, R
TR B SRS 5 70, BB Q) ARGy, ST S SO i R ORI EE
BHE. FET U0, MEEXS) SRR SR 5 AT T LA T 4
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4.1. FTHRSEH

SPAT IR, A R SR g5 R EERR, B EXR, RS AIRR . AR ERE T E A R SUE
TR, H B EE TGRS AT IR 518 pe s g sm s g A 208K, sl ki il
B, XEAHEFELIEMRE,

1 1:

ST: Storage that’s open to possibilities!
TT: =5, 2 TH!

IrHe TSRS B K BRI & SO BT iET,  “Storage” M4 T R ETERT, “that’s
open to possibilities™f&1fi “storage” , R =R AIZhRER L H R AE, H “open to possibilities”
—ARIE T, ARG, XA SRR BT AR 9O s — AN A QU AT RS VIR
ML S, WG| E WA R . A EENR “HA TR EAE” R RS0 &8, 3O LA HCETH
WHIIRER, H HEE TR 2 2R H538 “open to possibilities” HHFTAL & B, WA KB
TR . B MBSO EE RO E R 7, M2 RIEMH 7RI 251, “2 8= 5,
AHATRE” , EEAAIA T ECEE, SRR LD, BTEA. mMH Y@ 5 458”7 R,
Y T M i S AR RE I A S, TE G RS SOOI AU o B SR ERCSE Bn BH R, f8E F ORI R
R T “GI” 5 “287 FEL, g5 ot FH B ERIA N B Sk s, HERREMmW. &
A, ST RS A PR AR

il 2:

ST: Room for everything, including style.
TT: F&x#%, #E+TE,

G3HT: TSSO B RS EEY) R S R RO B H A4 “room” PN 1A K TR
“for everything” . “including style” ZHR%, =R ZMEYME 2R TG RS RE&E. R EE+
SYERE. TR, LRVE T R B AR ) ThRE SRS, IRBIEAAMEM . FEOCE BRSO B
— VI, BRI , BRSO BT R SCEORTUK . R, B Sl TR SCAH A I ROR « B RS
HAEAZ B IE, B M EARROR, A TN TS, S RERARE T R . AR
KHAME B ARSI T SBT3 %L, “M7 5 “R7 TRRER, Rk R,
FFE HINERIE I . KRB H e TR E IS S IR, fem TR, SR 7RO
L R R A o

) 3:

ST: Stashed, stored and sorted!
TT: THETK, ¥FA5!

OPMTe )T R A S LN S B SR . T ARSI R Bl R, TR
Bk, BLEREA TSR, B, 5T, WRERIRBAEIL 1 RETI6e, REV LR 1A A
ZETH B B R URZ BN R, ORI SR SEAR R o B X SO S Pl e, Bk TSROSO SUAE 4L,
T RIFRI 1A, K “sorted” —iHFNDUEKIR “HBF AR ; K “stashed, stored” HH “ Al
AU o “RJeeees T e PRIANESE M R AR, FIRRIA I S AR iR Sl IThRE, R
ETIGR, SKBT SRR R B AR ROR . B PRI S bRl AT A H AR S b s S, ikH
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4.2. Ei¥

BRERFIRAEAG A NTB, BORIE. FA5%, ZEALEMm, 2al Ak, R0
BE T REMCHE R0, B0, BRI ANAPRIE. B85, I B EEN), (53 T
files 012 Bz, FealREBREEHEANAMEERZIRBHTShERE, HRILDEBRIBA7]. BRER
ST BB I ERRE /1, DS bl FBAGKIEIE 51 R B I LG, Mo 35 I RCR
RE% S AT FR BRI IR AN R 3 (1) EAE R

% 4:

ST: There for you, however you roll.

TT: M2 EZ, kB30,

YN ZH B B B R E RN AR Z )T I SE R R IA B “NISSAFORS trolley
is there for you, however youroll” , N [ {EAr@ i H &, A8& 7 EIEMEE. JR) &k Bz oy
EAE AR, ReEBE G H R ER D) AR RIA 5N,  “there for you” 5 NLLSEDIRK, b
JESZ B R SR SCRE, WORIMGSEARE, BA RIFEAMANCER: H B E RS kN “fEETih, T
) ” , BAREEEEE TECER, (BRI, SR, WA SSIURE S — R,
M ALS BLF IR ZN BN R o B 7 BECHEAE | A bRBliE, DL bl 25 18 3508 1 ST s o332 /e ),
RIGEEH T EEARTERN SE 58 “WEA S AR Mgma X, BRSO “WRFRZE, 5t
Fe BN IR 7 e IR T ESCHIE R, (A 2R IR 20K B A MUK S I D) e G, 8TV R BRI AEAR
Z )G B IR B e Az s, T ek e AT A

%1 '5:

ST: Get the feeling of sleeping outside—but without the outside.
TT: RPN, FPREM P 5N,

SMT: RN A K EHERN)T GG ST EE R E TN “getthe feeling” o “of sleeping
outside” /& “feeling” [ FEIBFMEIE, “but without the outside” J& £ T [IFFFI M . J&T HiE NI EA],
BRI T P AR S “the feeling of sleeping outside” , HEMSAH Vil 9 & 76 FH I 8] Py JRE i HE 21072 T AZ O
SERT, BRSNS P A AH R SR RV SR, U R AP E AR AR . JESCE R SO IR SRR
PR ——BIMEALE AL, BIRE L5, HRRARAM . BEEAEEIE RS, AR i
BB . BT RS CEIE S B, WA TSR, RIMEEEE RN, BT “Aee---
AL+ - YR SCRIS AR, LY — IR S — AR T S AR, ST T RG] T, R
SCHE AR, RERS STl RIAFHEAERUR . MRS, BN LR, R R F IR ABMRIE, ARSI
IR AR E G, BONRZIEN R, SEMREE a3, SCET R LR .

i 6:

ST: Being Kind to Mother Nature is as easy as going to sleep.

TT: RRAeFHEEAR, TARAF

AT ZEEE B K EFRE BN S SOR %SRRI FE1E N “being kind to Mother Nature” ,
REFFHT “as...as” FILEH, KB EIE “beingking to Mother Nature” 5 “going to sleep” #H47 ELik. J&

AR SE R TEMT. R85 /1, “being king to Mother Nature” HIRZ| NN & 1 24 FH R EX T4t tat
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W7 AAESR, A BT 19 9 X S AA R S, IRTHRME S BAERTBLEFN “XPRER
FENBEEE RS, (HRECBONASE, LA SRR ., WS . BTS2 bRi e,
N TR AL T AT R, B T DOE I “CERAREE, ARG RN, RS
Wiy “IRANEFHIEAR, FTUAGRAS” . SR 7 AEAZ s AR ORI, T ELRE S 45 18 I SR At
ROFROBEIRAALS:, o peae s P IZ) SRS, Sl TS MM R Aehy, ART
JUE R E A

4.3. BIiF

B, AFEFEHE VBB E B E R, PR SCE SCRTER, G5 e 5 ST BT A
PR E8]. BIEEEAR T E MBS FE R, Mg bR en 0, 7EiE i A _Fa)
BN, SR ERE KIS BT E AR, B R EAR RIS .

1] 7:

ST: A snug and stylish space saver.
TT: R&4FERD,

ST ZEOIEERERKED RIS LS BT EEAGEWAREER A A, “snug” IR
SR E “warm, comfortable and protected” , 151k T iZb R A EFEMIRF A . “stylish” FIRE&E U2
“fashionable and attractive” , iR T 1Z¥P KA AR 5. “aspace saver” W HZYD K BEWS T4 =5 [H]
SR 5B MR S B T = I O, k=R s —H TR, S TE T T AR I E T
PR R, TG SEARAT T e SE R o SR IR BRSO “—AMETIE . ISR A SR, BARE
PEVEC S JROCHE SO0 4, (B AT Rk, Hotn “ S B 48 7 AEDOEEET LR YR MR, B
EES R B R S E SO FE A RS B BRSO AE bR B R B RN, GIE B R R
APIEHE R T EE NS E BN, AR T EN S S EA . X OMURE TR
FPIEARE A, T H “HEES T —ial R PR RS R, CRRENRE T X — R RN ) 51 K T
R RALNS, LEARATERAR B K BE . RS ANTEORA O, AT IO I SE AR EE

i 8:

ST: Flowers not included. But they’ll wish they were.
TT: %304, R ALK —H#.

BT )T A AR S SR R MR R AR — N E S A “Flowers not
included” Mg T iHiE s “are” » EAA)FAN “they’llwish” , AL “they” fCHE_LCH “flowers” ;
“they were” NEIEMNA], A T BILES, RN “BATE57 PR, 5 SR BRI
FIIANZ, XML “Flowers not included” FBARFAL A WUR L& I IFaT O, B S M BREE HT L RE S A E 130
TERRAA 10 1) Al RS2 B P2 SRR 77, A BT B RS 0 i B R, T ORI A . R
BHIRRRITETE, KRN “BEEARIRRAEN, (BTAERAE” , INNERAER, I HRARER
HE B B, ME DL H BB A S E SO AR OB . B RSB AE AS PR R R U, g
SRAERESCAE H G 7 AR 5 JE ORI S TP R, GG MR RR IR 5 BB R B,
FONBIX—IR” . PA—FhsE NG H 38 SO B2k 77 S0 B 7 i et 5 B “48” . 7 o BiRsCfl
R T ZRIMERETE, SETSE LA —MdBE. A IRE. SHERET), el
A TR SR, SEIL T RIFIE AR .
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1 9:

ST: Where once was clutter.

TT: M2 7] Je4l,

ST TR AR EWRN I E A SR T EIE RN T BB NS,
PR 1N “some space” o “clutter” fEXEAERIE, BN “EL7 5 “Once” WERIXA)IEIEE N
R R BT 5B AR AL R R A RGN S B B AL, R R RS AR X —
o ZRBTEE. BHCE, @A R = AME, BRI ™ S EAE R, M
MR AT N HEANTHEEFAP L “XEEE— 4607, BAAMEREE 7RSSR, Hix
BEEA) &S RN SOER TR Z 5 H 1. BMEAERHBERERTNE, MR8a I CEE S L
I B BR T, R SCPE N BEARAR R A )« AR 2R ALY o B B SOGEAE A PR A BRI, N T
SRTLE G IR MR A, R JE O S ARIRAE B AR IR T R, RO ELAR R AR 1Ak, i HE T
fiR 2% A B TR, IREF A A%, AN EIE AT D, B i B E 4 .

4. g

T WS BT BT oK A T X T S AR RO IR, AR ACBLRR T BRI AS B B A S R
JZAERT, SR DO T AP R I, DL Ry, i 52 SR ST AT TR A P R R SR
W UL B BE AN G B, B ORIV SCME B R SCHOAIE 5 I B, B B T DR bEAG . S hRBliRTE 3 R
Rl P SCAE TR A% K B SCAE B RN A RS B T RSO A PR R, R T R AT 2 v, D
Rt B 0y B AR S R0, A RO B B 5 AR, SEBLT A R ME .

E&ME
PP B ARECE IS H . S E RS JGB25T.
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