Modern Linguistics JLAUE T 2, 2025, 13(7), 926-932 Hans i
Published Online July 2025 in Hans. https://www.hanspub.org/journal/ml
https://doi.org/10.12677/ml.2025.137787

MNESEIEFL A SHERQRT FRNIF
——LiPhone 16 &% 541

YW

AR 2EANERE R, D)1

Wk HE: 20256 H11H; A HE: 2025F7H15H; KATH#: 20255E7H25H

HE

ASCUAWBR A S 4R Y AR S B R A B OWHESR, RAERBMN SEFEMNZOESURIEST 4. L4,
RPR4ER) “ S4ERI SRS, WA TERAFiPhone 16 RFUF= 5T FRHINE. HFERIPhone
16 RFIRRMER) ERIEEARGRE, BAERNER SRENAEESRUNEFHERT, BIHFX
RGNS, EPICIEPEIRENERMR. AR, R SRREIRESTES)
BN ERTHIES IR OB RZRRR, REST=RAMLKRFRIIRA . AR T LS
BEAEWAE) SRRSEERALE, BB &R R A AL B SRR R T SRR

XK ia
ABWIEE, SRR, HRERE

An Analysis of the Chinese Translation of
Apple’s Advertising Slogans from the

Perspective of Eco-Translatology
—With the iPhone 16 Series as a Case

Liping Shen

College of Foreign Languages and Cultures, Sichuan University, Chengdu Sichuan

Received: Jun. 11%, 2025; accepted: Jul. 15, 2025; published: Jul. 25%, 2025
Abstract
This study employs Professor Hu Gengshen’s Eco-translatology theory as its framework, focusing
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on its core tenets of adaptation and selection and the three-dimensional transformations of linguis-
tic, cultural, and communicative dimensions. It conducts an in-depth analysis of the Chinese trans-
lation of advertising slogans for Apple’s iPhone 16 series. Representative slogans from the iPhone
16 series serve as case studies, aiming to explore how Apple’s advertising translations achieve op-
timal communication effectiveness in the Chinese context through effective adaptive selection and
transformation within the globalized marketing environment. The research finds that Apple’s ad-
vertising translation proactively adapts to the target market’s linguistic conventions, cultural psy-
chology, and communicative needs within this complex ecosystem, representing an exemplary suc-
cess case of technology product localization. This study demonstrates the applicability of Eco-trans-
latology theory in the field of advertising translation and offers practical insights for localization
translation strategies in the global dissemination of technology products.
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1. 58

AR S E AR, ARKREE BRI AR TR 2, — AR A IRANGH
IR R AR R T AT W B T E T AL AW T, R 2 (1 [ R O E AR
[R5 9% 8 BRORG HEAL %, ) T B AN R T TR 5 e, 2 W R OSC@E N I (E AR AN 5 BN
RORIERE[1]. ASWREAE— MRS, SRS RS IR, RS R
AT E NIRRT N, )T S ERERT SR O T AL

SER A RN ERRGUE IR AR, BR) SRR ERE BA R S M M E . A SR SO RO
RN 2024 SEBHFKAT] iPhone 16 THLRIIRIAZ L fhIhRE dbnifs, BN, Sl S, ZH
SEBTINRER) R E AR o AR B S SCERLR 3RS E M (htps://www.apple.com/), xR I SOR
B 32 A [ B M (https://www.apple.com.cn/) & A KB 77 SCEIRE . ASSOR AR ST A VBRI SE, &5
EROIIHT, WAEF Y STRLERN S BRAE =2 T 20 #7 B W Ar 3 i DA AR [ R A i T 93 . Rz iy
H OB RIS AR R O O H AR S AR 16 AL A A BT O B e 5, SRS 3R T B R A
. ABTTOR YE bRt A T AL ST RIS, [ = 5 AR AR 2 R A SE PR B

2. P EA

SREIRC BRI “WSER$E, LA BWRR R, SIBEH BER I “IE R fstizH 2
BRI, SR T RGN RR T, BOVAESEIIF A EISREEZ —. 2001 FEHIPE IR E IR
EAMEEER, BAESRGEIINRIETTFOUR, omHE S SRR AR A SCER .

“EIREAEASTE” RASEEFHEW IR OIS — . WP R o SO RS PR i £ 1 B AN
AR R Z MR INEEE[2]. EAMERIEEMIEIEIRITIIES . U, SN, s
GG, MR S B RIEANEMIEESZ 5%, DRI, MU R BRI
B REEFOMTLRHE. MTLAEM, JEREMB T 3. BRI “ESRET

ATV B A IR 0 0 TE F Y. SO E RIS BRYE = MAH BRI RO 4EZ[3]. 1R 5 42 BHE
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WEIRSERER T, WAL iRk, RS IR IR S BRI, B B IE A H ARS8 4R
RS, SCBUE S R A Rk . STRERIL T BIERRZ i, BSEIHENE . B4e)r. #
A IR RS R FELAMERIR P OO Z 5, B R e R S A, A
PrRgESciE R A DhRE AR, SR A EH AR Vs SO S PR T N B H PR RIS I . B85 5 225 18 H AR 2k
IS D BEATIN RN, B DR B SCRENS SCELFUMI AZ PRACR . IR =ANEFEA LM, MIBR 1 e BB S
HIE[4].

AEBBREAUOY, B R R B E A B R AT @ DA G B, B B R A A A
YLREHR 73 » SR B BRI B K 0 [5] 0 1 A 1 35 3 A AE B R 2R AP B 20 T BEAT (R 3 L ANk I R
P B NS, ERE SR OB MAEBRA A A B RATER H1 . 723 B Btk
b, FEFEAS MR RE P EATIE R, SRR R

3. ERQNF FIAMFENESHRES
3.1 REHESHE

DLIEPIANIE 5 fEIRIRG . RIS Ty ) AR B3 2 5 . SR E R P E AR s I, >
FER 2 B ) UMM ) G5 A4 SR ARTE B 2 WA o TV BE i FEL J 5, SELAUE 1) 50 P £ 93t PO R 0 AN 31 454
SRR AP AR A S, Bl “Think Different” 1 o SCRE 1R 75 ZEAE CREF TV 10 A, 7F
DU H R SR AN JRER

MAEG A BER, S0 S i AL L BB RIA T, BRGS0 E BRI
FK[6]. B 5 M EENG I A AR Zy i, 9miR 5 2 A S LY . Apple S0 & R AE B L AR
AT B PR, B B A R e o s 1, SCEARE B v R S (R 2 ST R

By AR BIRIRZIFEM T AATHE SR 28, MR 4ingil . RIS S5ME S D
LN T BRI HH 4G 7] Apple AR MRS, o & § i 0 SUBE R — Ak [Fn, 2
TR AR KT RE A ] SR 95 R 95 18 RN WD, RENS #E A N [R] P9 4T A i 00 Apple R
SO T R A ) NRAE A AR B ELIBR I AR A5 2 A H LA

3.2. XHHESIFE

PG T B SCAAT AR 2 22 5%, DTSRI N T SCRIBIHORE A, B3 2% P 42 140 5 A RS PR
11 A 9 2 SCAAE AN PR A RT3 3 S5 i T e SR A 2 Ao AR R 2o T “m T S
A b AL SOOI AR EE L, X 2R Apple ()7 5 Bl AL shIhRE, S8 S i i) B 4
(IXIERAIE I E =9

P73, B B 2 AL BT TAR SR AR R T, s SEHI . 1A o Sk
BN, BHEGMER TS IIRESN, I AREE 2 M RN BT SR . Apple ] iPhone 7E 1 [ 737
ABGEE IR TR, SR A S A B A X AR Z 5 i 1 Apple (RS0 S 8. B,
iPhone 16 FAMISHFEIIREAE S0 B L5l “ICFRELFANE”  “DERERBHE " S RRIEL,
MAFRAE AR SN A .

FERRAIT R T, AR ST E PR i A B EATT, SO e A AL /& 75 B ) R B A
o AT FA KR AOSCHAS A, T A2 EEAE ORER S % O B A L, SEBL S AR SO A BLER & 8]

3.3. ZPRFEESTE

Apple 7£H1 [E 1737 1 H AR 32 A 1 E SRR T A, BRI N AR, XA R
HREEMBE KT HREE AR BURE . X —Z AN EDE T Apple [ 45 B 1 B A0S «
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W RILER WIS R EFERANRIEE I AR ZI R S U, i FAREE AR 10 B AR
oKk AT N e o M AL AR R B Rt S5 2 5 RERIE MR E . iPhone 16 R AIHT 5 Y
BEFERIL TR R, SR TR RIS R N AR RIE T A S E

4. Apple I~ HiAEEREN 4 EFE SR
4.1, FEEHERENMERE

ST AESBEAEIE, 155 A& MR £ BRI R AR Ak BT AR 5 R AL B
ARSOR IR PR ZAN B AREBI5HT iPhone 16 & 51) 15 1A 7E 15 5 4 FE 1R)3E B S o
i 1

J& X_: Take total Camera Control. Touch. Zoom. Click. Quick.
FI MM R A LR, —Rk. —F. —H, — AT R

JESCRE AR =ABEA AR, SRR BEE RIS NN ANE BT TR A, B
N T HPSCEE S YPRANETSIE T E S 4ESHE.  “Touch, Zoom, Click” E#A “fifl. 4878 &
d77 WARARE, PR RS Al R SRR “zoom” FWEON W7, TR R WL 7 NIEE)
fE, BERFESLhRAZ HZ . B EEERN 1) b DY 5 5 A S R I AR A 2R, K “Quick”
By R, SRR B AR, BARIR PR SCRR R B T P AR AR R A
KZAHNEHFER) T HIAE, JERPA e ” JERHEEL, DB HSIC, T BESCRraRBA BE RS2 K

1 2:

J& 3_: Ultra Wide camera. Focus on the little things. And the bigger picture.
HI A ARG, ARG, AR KALE

BRI SO AT SR A B R TR MRS B, /N - AL 7 X2 JESCI “little-bigger” , 5E %A%
IBTE SCo WP CRE” 7, SRURE)T M BURIORE L SR, W T S B D REARIA I S . AETATL
WFE L, BEE VRIS SO LU/ WK RIRS SR, 4075 7 A “ AL 7 ASDCHERf T B B3 5, A KRR A
SE e T3 QO HICKE A0 B A0 5 ) e T 7 S D RESR T B T ONAE R TR, WP U AR R 1SR IAR
ARG IEIENS, B 5 b SO AR S AR -

1 3:

J& X_: Even longer battery life. You’ll need to recharge before it will.
BFI B R, RAFRBEA S o

XAMEl5K “Even longer battery life” 3y “Efiimm” , EREERALE “Mpk” %id “HAH%. #®
7 BIMES, LWE R “SMERK” EoNAZN . RIS 7RI R IE S A SIS 5
R s X —UERE S POE 5 ER A P PR, R T HE AR SRR R IR . R SCE S IR
FEFHUSe B i AR T ARG, R E A — 2 B R, I L. BEE R E
RN PR S37 A Sa 4 DR, BESH T LM S, SOER T HpoCBES s Uk, 1E R R
K. B IR AN, BH R T ESCBEA T RS TR TS R, LT SRIE TS
Yaxtnds, MR T FUEIBCAR, fF A SO SR I R T -

4.2, MALHERIENEERE
IR DUEE F IR, R SME R RIS S B . A SEIEAERE, SO 4ERE N

DOI: 10.12677/ml.2025.137787 929 HIARIES #


https://doi.org/10.12677/ml.2025.137787

P

W TR R 780 % FE H AR T AR TE B . BRI 8 S5 2018, ASCK IR EE = AN B 3w, e
S n ] S I SO A FEE A N R R, R SCRR DR B R S A OME B, XEE BRI 3
i 1:

J& X_: Durable design. Who says beauty isn’t meant to last.
#F AR, MR EGRE M.

TEXAMEFH, JE SR 4 “Whossays...” A T 7 U bR o, 2 =l B, RS0 <l 1
S A HARE O BUEE R, ERRAAIE . B S I S P SO R, AT REBR L e g
B, Mk, BEMRE AR T RSB BEE S, IR “RIH- R , B T SCRIE, T
S, ARG A E S5 A SOOI . REocHms sk TR SCb b, ORI & —ANE T,
ot S S T AR S B ARE, PRI T 7 X—BRMA L, MR T FEAEMRE, [ R
W xt IR MR, WK iPhone Bt AEHRARI [A)12 4.

il 2:

J& X_: Significant others.
FX FEAFA

EA & 1A A43 T iPhone 5 MacBook 45 Apple FiAth i 4% 2 (8] K1 P R T g . Ji 3C “ Significant others”
EV TR “TCBARN” , BERIRBIETRN “EEMN” Eh RS 5 RSO REC, FIangs s
Yost, DR REOERIPEIE RN “ORB M7 o “at” IR AR UL, SRIESFETME, kA TR
PIFANIE RO . EEBGER o7 FNER 7 SCESTHE NN, hol 7= m 5P REE.
KA B FI18H /44 iPhone IFHLFE. FRHLARSFELAE 238 “iPhone essentials” , ‘&4 ¥4 “iPhone
PSR o JEOC “essentials o757 B S 7 ORI L I ARORE, TR0 A B AR R — ANk E
PR AR VIR, Mg T — PO RS ASATEER R R .

i 3:

J& X_: Get expressive with text.

X FEAT ) e K

AR &R A% T iPhone 16 7E iMessage 15 2 AL B 70 FLIEER IG5 U8 IR vk 21 i)
RORWIHTIIRE « JROCBUR I 7 “ Get expressive (Ri& HIK) 7, ARIL 1 7477 KA HESE G 48 SN 5K 4712k 1)
P EM o PR SCH P SO D BREAT T RiPEILE$E, B “Getexpressive” B4 “IMARR” , #JEA
SR NWTERIEMAT N, By —FH A 75 A R AT . X w32 A s U 4550
PHAFAT ) “RHE” S, BRIK T R P Sl DhRE RO IR TR . [FI,  “XR” WG RIX e — Ml dEn) . &
BT, W T BN S T I R R 2C AR B A A R R A B S SO S A

4.3. 3ZPR4ERYIE NIRRT

ITEBEAMUEALIAER, EEA RIS BAR AR L WO IS 5478 A0k
WL =15, 2432 iPhone 16 Z 41 a4 ST, 0 I D ERSCAL ST, (R ACPRYEE
JIT U & N

1 1:

J& X_: Choose your Photographic Style. Change it up. Change it back.
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FEREA b, BEEFBRE], TARE B TR 7 s R B B B AR [ TR iy
Eng, PRIUEAETT SRR A FHEALR “IEAS" , AR ReH A — & [ THERMB LRI ROy —Mka . AisAE g/
U o PR PR TP [ SR AR A B AN AR D B R, RN R R B AR A T SR B Vv
FE, PIEEDE AT T “BEAR- oo HIAReee o7 B “BRAR LY BISRIL, 583RAAIL T iPhone /AR
BRI B XA US I . “ARARE” RIS Bl — A BB ia &, Aol 7z
Thae A e B o HAT B, 16 A2 S PRt L P il (01X 280 B AR I FEAR ATl , AT AR BF s A (4R
RUMZ RN

1 2:

J& X_: Lock in your look.
FX BRRGE—F

XA T KIS iPhone 16 AHFLIIRERT) i o AEX M7, BEH EBLIR S B A AL R, i)
FEAFRR AV P AT R M R SR RO, RS “look” Sy PR, R IEEER A 35— T B4R 7R
WA R g, O E AR BB, ARl . SHER, “S—i” BAE LEARARRE,
AR H AP Zoofeiuse, MR ARG “%7 —ii, RE T A THEMS K EHNGE. &
FRMEERBEES, RERI T MBI P M K08 SR ARG Ik B AR CR,
MR T I P ORHAIRRCR R YE, Wil A RIE R IHE €, A2t 1 iPhone 16 AHBLIAEL T RE KK
5177,

11 3:

J& 3_: Align with your aesthetic.
L FEERAE T

JR 32 iPhone 16 85 JAU 1 5 UIRERIT 448 . ## “Alignwith” B9 “FfRE S LEATLF G
W A AIB B IRRIE , 3 1P I S A AR 3635 A T b3 4352 T LB )
RV 2 T R0 SRR PROR 08 B TR T SRR ARG (9 VRS, ST P (9 5 ARG
ARG BB MR, IR RIS RO T SR R T RE S R PR, R T
A5 S A PR P AR R A BRAERE R L oh SO P IR T AL, R T AR
JH R
5. &5

AR A A A BB N BIRAE S, 73BT iPhone 16 R F1) 4 il I RSk, WFTE RN, SERAF]
FERI L), EREERRN th HARIE 5 30 BORALRRIE 55 DL 2l 0 B AR B R A R R 1R A
WG, SERBINEI S RGNS B RS, 1554, OYEMAZRRgE EBkAT 7 24 S
HR, R TSR TSGR SR FIRE R KBS SR8 1. AR FURMEAE — BRI, X5 3
(K152 AR SR PR E R ORI SOGEE ( SR TE AT AN 2 o RRBIEFURT E— P R EAFAAT L AFISC
W ST RS8R, JFa & AR BRSO L PR ERRROR .
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