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Abstract

The result of internationalization brings the mutual integration of cultures, and the exchanges and
cooperation between countries are becoming more and more frequent. Only by understanding the
truth can enterprises develop like a duck to water. As a symbol of an enterprise, brand name is very
important. The translation of brand name plays a vital role in the course of business’ prosperity. So,
on the grounds of the problems arising in the process of brand name translation and under the guid-
ance of the Nida’s functional equivalence theory, this paper proposes certain measures. And Nida’s

ES|I A AAE. DR S EAE AL B P A RO D). BURIE 5 %, 2025, 13(5): 658-664.
DOI: 10.12677/ml.2025.135522


https://www.hanspub.org/journal/ml
https://doi.org/10.12677/ml.2025.135522
https://doi.org/10.12677/ml.2025.135522
https://www.hanspub.org/

(=

functional equivalence provides abundant and scientific theoretical experience to this paper, such
as literal translation, transliteration and so on. The author also hopes that through this study, en-
trepreneurs can pay attention to the translation of brand names.
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1. 5]

AT BAR FE AR B 38 B35 A B BEONIE 5 9 5004 « BIURMAFE « RIS DR S 20, W
MZN AN EEIR . AR BTN “DhReXtSE” , BURIRIEE 5 M B B Al B s X MR S ae iy )R]
AEk/ IR TE W 22, (EVETE 5 MSE A0 H 003 B Re e AR B Ea R IR i — 8, R, SRR
BRI R B, EPANE S AIA R RE BRI, RAAXFE, AR TS B SO AT
I A A AE AR EAL L Z ARG H 42k, A RelE A D iR Ak . HrpiiE 5 A H 15 sk
SEIRRIERT. EES . BB EOE, BRI NG S, WIES, MPOES ARG
WHE, HWE. 1Ak, S8R ThREXT S5 HIS A0 55 DU J7 TH A0 45 Rl & B0 45 L R B R S5 A AR
wota, HoA RS R R AR H E R BRSBTS EE H R E A
PG o LCUNAE DR s A B I A AR s e B S X N i B R BB, AN E A B
TAHE B oA AN F BB a2 SO AR, ERITEE AR, RGN F AR, R B0
TXANLEBH BRI A A5 v B W AR R Ak A AR S T8 . AR SO S, 0= 78 R 1 R84 TR IR By E
a4 SRR D BE . G, RIKIE VR X E AR R o EE ), B 452 DR AR SO
AP Xt St AE R PR R AN T — BRI SR T 20 H 0 T8, PR RBEAE TP S 5 e ets
I3 KA B AN [R5 1 S5 35 AH [R] R B A AR SZ
2. XHRLRR

BEE R A, E R E PR A AW R, BN RZ SEES TET, Em T EE, B
WAHRZ EHIE IR T EA, SRR H R Tk, A AP X A
BEEA TS, ERENIIEE SR MIE S T ag 7018, Wil4 28 T 2014) 452 2IH i)
AN SRS THI R 2RO 2 T £E PR RIS 5 TR @S2 D) RE B R S5 A 2 “ DHREXT S [1]. ZRLLH(2007)E I i) 3L &
SR AnARTE i R A R R S D REX S ER B SRIA M) “BNABNEE” L ETE S N A TIE S 4M[2].
SR BATHT IR R P E R R R, O IR R TR e . A S8 (T 3E, 2020) 88 3h A%t
SR T ERRE S EOA R R L DR ER A, T B R E RS R B SRR R R,
EE 2 BN R i P A O SRR R R HL SO S R B IEE N [3]. (HAZ, DhRex & BRI 75 1)
WA XEET, AR AT, IR R ERCA SE A R R, B R, 0 Su (2013)BLE
“However, no translation is ever completely equivalent.” [4]. B fITREM A2 R 7E HFE PR B 55
T B AR o

ik
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B, QPR AR 2 NN TARA——30tb . Al A 51 5 1)K EAE B HERAT AL &
PG AT RN, AR TETE B IRATE R ST FR ] 154t foe 2 B — MERR B 2 i 42
Al 5 A AR PR AT B 2 W SE il 22 AT R e FR A B B AN P BB, TS M AM LN A gl 2
AL, TAEAEAR 2 0l RO AN A4 T 2K 25 T B O R IO R B RO, FRATTE AT
i A ANE R BB R 202 B AR [ AR [ bR B o I o B A4 O Pl A O B, RIS
I i R 44 TR P AN A A — R, B — NS S AZ R B o AR A WX i A (R 1
A EAR, BB EALR R R SRR B AN T BEAT AT R ZE R
Wi PR S B B BRI . A SR Al AR R i A I BE A il 75 0] 7 1) 2 B8 il R, B s R
SO S B R AR IR SR DR 3 B0 BN R

AR U7 3 2 B P 5k AR ORAISCHR, WA AT T 7 R S i 7 T, IR H
R e B A BB, o, Baia BHCBES M. [N, 2EH 00 1 fh AL 8, IR i
FERIRR OB, Fg ThexT S R 5 SCER A ek, JFT dh b 44 BB B T — SO AR DR TV o SO R ok
J5 SRR BRI S BIR ok, AESCE R

ARSI RN =Ry o B B0 A i B A4 O E SR i A4 PR M I B SR M B Y
Wi it PR BB IR R, BB S E RS =M SAEThREXT SF RIS FE T R, B Al AL
35 i o

EHHA FBAE &, WRBRE S, SUREE Bl BAS IOV 2. Dy Aill i b -t B 47 ok
T RIS AR PEST SCIE R U HZ IR R A0 VR N A ] R i B P b T S 153 AT TR o A2 J0 3 1) 5K
BB, L AL BRI T — AL R A SO, L T — A b A A A B B
A B o

3. bR mEEREX

ool L AV B 0 7 B S B AP AR BE , FR A R RIEL R i X R AR — AN 44K
B B GNP S o Tl R AL B2 48 s b Rl DU A 35 R A8 20 o i A B2 7 B B AR 12 (3, 2007)
[5], BEAbh, 273 EXR(2010)H , A b 44 FRAE AR S BT DLAE R T R AR (6] AS SCER IS A 2 22 0 b i 44
(RIBRIE, T s B R S 2 MR R HE R M E S A P L RS AR I BB JRATTR Z AL [ R 4R
BB 3 2B Al R 0] it R AL A N HE T T B8O AL, R Je SR R IG, TR 53 0 AT
R PRI A AL AR B3 AL B R v R AR BRI A @, AR R — K LW AR, AT
(B o T EAE AN N o BRATTFIE WL 2 BN M X B ez, R T ESN, XA E
FER T, AR SAIE 2 RRBRAN, SEUEM, MBS EEBEER.
Ky — B2 B B A% 52, B A XA SR AT RE AN ST 4% 32, XA S Bl B A
o W7 A, ERAIEIEGE @7, ATRRANAFSTIFARE, FEIER I 1k
B T AL, ERRHUE R, WA, WS K AEEON 7 RTEIE? JER, XA
KA, H “Gold Lion” R EFMEEHT %, BEMR AR, S8R MRy WX
TIRATAT LUE b R 42 R B B, Rie 2 R, AEAE AL ik A2 AR RH I b, TP A A4 R Y
B, AR FRRKHE,

4. BinmEaiEnER

FATOLZE 1 7R 21 ik 44 PR 36 F) B2 S S0 S0 it 2 0026 ) DAL R AT IR SR 2 203 28 3 25 1) SR
SCACZESE S SREETICEE A B B AN TRDA et 1 TS5 AR P 58 A R it 42 R R P IR I 1 R

&
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4.1. THER

4.1.1. XHER - VEER

AR S« BT SRR B B IUE O B AP AR P, TR AR, BT
TEAE A SR A R . 7 NI HLIRATTT DA H o BE PR 300 T RS 22 K. TSmO BE DR R A
AR ARG (R IE, AT RIA SR I SO S MM B R R AN, AE DR E AR T 35 2 A0 LA &
AR R BRI S dhi, A TE BB BRI R bR, Rt A AR, AR b,
ARIEE, ARIETT, EXHE . MRARKIBEA OB, ARAbAITEE &5, s
MNFR Do GIBERH i “ Safe Guard” , T SEE, WUREIR B, BRI a7 s <8
REE” RAGEF . PO “8FIK7 — RSN SEASTE S Tid . 7. X0, (OB E R L Q2 KT Bse
AT 7 ot IR RS 28R R0 A2 S il R A2 TR 3 A IR PR - R 8E(2006) e 2, o L2 — N
SAE AT RIE, 57 i A8 PR R 1 _EAEAE ST 7 i A4 RS R B0 SCAL PR 7] S LR DR RT3 24
AP S AARE A I L T SRR, W CERE LT CFE). BT B B RO B S AR
BIASCNE SN, ROy B SO T 173X S0 5 URE 5E (K SCAL AR, T AT SR 32 Hh [ S AR R 5,
R ERNERE.

4.12. XHER - BREER

R RTE S, RALT DUREXT S5 BS AR F0 48, A2 PR AN [R] R SR T 7 AL R AN R RO B AR . IRAE HY
P T 1) [ PR, AEEPRTERIAEE S, P AR N SRR 2 W KE . Fodr, AR R EE
BEAMRTE ST K, s AL AR B R A O OE R, PO — ANE A T RE 2 IE ORI BRI FTEL,
IEMFK R Z2(2005) Ut 2,  “Therefore, the global markets should know as much as possible the native tongues of
countries to which they sale their products, especially those with long history in order to avoid unintended mean-
ings of brand names.” [8]. HE, fEA—NEIEEKEZ, 1R 2 RlE EH S B BATH, AFEY
LR, FIRE, R AR X e B AZRATR IR e FTEL, R AR TR [ S (H
EATEANF KRS TR A A AR MRESREZ, d0I0E R REMEERRZER, RAK
WS LAz, MATE SRR R B . Wi KR, 72 . Fa a1 (2018) L &k
B, MBI G @B TIA0]. b ARG, Oy RS S R A R T2 B0 iR
Foster’s s M A R MR i, WIE N b B, B SRR IR AL Oy “AR IRy, dnai STk,
[EE— e iE s E s, XE 7 FE L7, R EAN - BE RSB R IX AN R, BT AT B A
ARREII I A NPT, RNARVIR o Jak, —hrsR B SRR A UMt 2 U0/ “Ra s 7 BOh “Hafkik” .
DN RGE, R EE BB E S, SIS 19 Ja BB iR . Ak, M7 frmE, BELE
WP, “B7, Fik, WA, BENEER O RS ZEAFIXA AN SEAE S T R
AT AT, PO SO 7 3 B s R TR 5 A A ] 2 S AT TR SR RO B, T30t 44
ARSI 2 AR TR 1 o

42. FERER

RAIEE(2013)$2EF]: According to Oxford Dictionary, Aesthetics is “the branch of the philosophy that studies
the principles of beauty, especially in art.” [10]. #2235, FRATAEFAP— N VIR 09 P04 50
ontology, epistemology, methodology and teleology. TMjiX H % s/ it ontology 1 “ =& JEN” , B beauty
in form. beauty in sound and beauty in sense. FKATAHEE H beauty in form ZFBEELFHERFEAR, HIK
& beauty in sound, [Mi#xE)ZK. il & beauty in sense. IXIRFHIG—NFHE BRI ACE. [FFE, 7650
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AEER AR, k7 thREE. HEBMREILEERE N, T R R T BE A R AR
BRI “3R7, XHTHRE TN - R/IIRT . BOVARBBERRE S, SRR RN T 805 WS
A—FE, SRR AT S . W A8 N AR SRR, JRE TP, Ho R A
FPE g A AR AT KRS AR AT, AR ARSI EAEE? Hok, AR
() e A4 76 FEL A B 16 /2 “ Whhite Elephant” , SRAIMIEFIITE . PEAVOYARAERBIL, A E
AR R NAZ AT . A ATRBRAFESNE AR R, KEGE &5t HIEH IR R LR MR
PAREIE LARBL T =SCIR I AR AE, RORARVE T I R ZE R S BT BRI, BB YA
Z7 R T IR o« FEIK 5 T AT BRI BT o BEAROK “ilE TR LT R B KA, ERJRA N “Head & Shoul-
ders” (EEEAR, ZEHELL, 2013)[11]o WRHEAIHLLX AN AN T E Y, s& N kA", 14t
REZHEAEANEGR, BBk “WgRL” XA MEAKENITDZ AMeET: “Bre”,
HEAN—BBRZNFELA SRR AL 20 RNEIIR RS, BT R MEsisk. o
CLRHUE ] O, PR SCAEZ2 5 2 B o SR 22 5 RO N AT %, 8 08 i PR AZ AR IR s A5 T ALK — s

5. RRmMEBEET AV - ATREXMFERIES T

N R TI AL S, EEER CIRDZ SCRAMAEE, HTBE LRy St AT AT
B AL BT RSN TR — 2

5.1. Hi¥ - EIRENFRILHIES T

HEE, HIERRBUE T R SNSRI BB 75 . XM R B 7 V2 e R AR R S
1y, b

£ 5t (crown);

SR (Apple):

72 Ji# (shell);

# 3 (Nestle);

H 5% H{ (Beetle)»

DA b B R4 B R R I BRI 32, v Bk ) R B 1 S R ) Al S Ak, (R4S S AL 7
BRI S e LIRS T X 5.

5.2. Hi¥ - EVRENFERIIEET

TR, BB R AR E A TR IE, MR RIS KRR & T ECRIA R, T AAE
K BRI 2 PR SO B RO AR . FH AR AL A B B AL, HOX AR RS T R 1S
R RN BERE ), RO — M B S B8R VAR R R HL BH B B 11 . an X35 %£(2013) B it “ The advantage of
this strategy is that it preserves an exotic feeling of the brand and may stand for the user’s status and taste. Some
proper nouns can be directly translated using this method.” [12]. U1 Chanel (F%5)L), H/KMIEFR, HAEF
(AR I R A SR AR B O, SEE OB BRONAE, BT T, BREEERE TTRNER, &
2T IhREE LTSS, FFERIIEA Chevrolet (F52%). Coca Cola (A 1 H] 4R). Ford (18 4F) 1 (Jeep) 2 .
X H] R VAR A A4 B L SEI Tl RS, BAMRIE, 5T .

53. 18 &, - EVRENFERHIEST

8. ik MR IR ETE R A 5B AR S B4R HOR OB RAEN . JLh (s, 48RS OMEIERG ik, 8
ZOENR M, SRERNER, PRI B ESA
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Ui pioneer MIE T, JHHA, XN “Sel” (B, 2007) [13], SURGFHADL T “fF7 H#E
JE. St I BORICE RT3, IRGFHRIE 1 I S AR, TR B0E SUR T LA &%, RN
“OREE” XA, AERNVEREA B AR A HT R .

i CHFAOR” BAE S, U RE XA i O RE I T BIERATTE 9, Al %44 “HOTATA”
8{ “Haotaitai” , XNREC T HFIT5E, LB 7S LRO0EE, ARBUE — & 2N A A paE TR
PEAR IO, RBL T IR BRI, BSEEL T AR PR R A

W E L B AL ¢ Simmons” , B “TEAS IR, R — B RIS i A PR TE R R TR
EAEE, THIRABIRARIE RO, SRR, ORESE. SCBL T IEFE AT RE_ LRI &,

54. 7. VFHIER - EIRENFRIRHIEST

i, HTEMEFERER, AR TEEANER, G0N TR ER, vl AfE
O T it ST 544, RO 2 il WAA AR AE IO A SR o 98 36 [ 35 44 3 212 % X Lawrence Venuti [
FE CFEEMRRS) - B, DLEARENATE, RIEEMHEER: T, 2 MR ISRE U A E,
R M /EF SETR(Lawrence, V., 1995) [14]. 146 AGMENBIRER IR T, v SO st 1
AN TTER, BRI S A AR B R

WeED” , FHLAMRE M, BN JR 4 & Bayerische Motoren Werke, Y [ 815 . ‘& ) 14 5 5t /& BMW.,
HEEMHRCES “F57, PFEHE “baoma” , L “b” “m” IELFA “BMW” MM, X&&HH,
HE EREE, N EAEREARWEE, A TES” —ul, R RS el UANT—F 2
XA R AR A X R A R RAE o TS 144 SO IR F B, 1k N —F Bk AR 2048 [ iR 42 5k
AH A B30 FE 1 i ESCADA CGZ-RIK), XA b SCRE 44 AT 1344 T o ke ik, XFEREAE R b
PREF TR A R4, 7R B OREF XS, IOAERE TR E R SCER R AR, 2R 2016). XA KT
rin LA B AL I [ 15]

teanfbofe i Lancome (225%), JHEVEE, XERA T EFEMEFEAMW AL, ST EE LMY
Ae BN AR, 2, Y27, AR, R7, KT EEEE, FRUW, EAAHSRERAERIX M
AT TR AN A4 AR B 2 ) B T SRR, XA Ak

5.5. IFE - AREXFERAIES T

PR, RARYEE OB RNIE I, X SR SCHAT B R N SO MR R B Y AR
TR XGRS E SO R AR 2, T DAE AL BRI, S PRI R I T
IR E LM BT CRER” BATE, ERITEE RS R R Bk —— “Phoenix” o #MEA
—BIXNBFEATRAKH XA T AR, XE, XNEREREE AR BRI EE Bk
T, JEORAE “Phoenix” J5 RIS IN— M ——bicycle, HtAE T “Phoenix-bicycle” o iX/NE44 A1 E
AN—FHAE G R, ST E B EE . el gL =, BRI 2R, R T
BRI ZRE I . W0 Baileys (FFIREI, X2 L ITERX 2SR B2 G, it DUZE B0 % ot B4 R I gk
BAEJSTH UL, Wi: Baileys (7 AEH)——whisky for women (A E4L, 2020) [16].

6. D&

FEE Prfb R e B L &, BSOS b B, REEEGE A5 1 AR L X 0 SO R =
HI, [FRE, HNEPS SRR E A TR T RRZE RSO SRR R TR, SRR
Bt —FE. MR R TT A E BRSO 7 fhhEA4 IR R RO B A RE L A R A% S2 7 W
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A FR R I 1 3 G JE R ) T X A AT R — AN AL AT FU R . A SCHE RIS D REX S BRIR HIHE 2
W T KREMSCRBURE, G5 S SCSTIRIE T3 107 TPt 1 — Sl ok o PR AL R (O I, LSRR 2 3L
7 T AR I, 0 AAIRIIC S B REORAZR i A (O o AN IR 3%, I 4 i PR 44 B Tl A A
wFrik, BRERIESNITEAR S, KHERZEE. 7. 0AEALRAII6E ER A
(RIRH I, kAL BRAS 2 (0 R AL BT 2R 08 T Ak RIS

SE
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