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Abstract

This article takes advertising slogans in China and the United States as examples to systematically
compare and analyze the similarities and differences in phonetic rhetoric between Chinese and Eng-
lish, as well as their manifestations in advertising slogans. With the development of the times, adver-
tising slogans play an increasingly important role in daily life and international communication and
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dissemination. This article compares and analyzes recent advertising cases in China and the United
States from the perspective of phonetic rhetoric, and explores the translation of phonetic rhetoric
in advertising slogans based on Nida’s theory of functional equivalence. This is conducive to more
effective external dissemination of China’s products and culture, as well as more beautiful and ac-
curate delivery of international advertising into the Chinese market to the Chinese people, so as to
promote international friendly exchanges on the basis of in-depth understanding of the rhetorical
features and differences between Chinese and English pronunciation. Comparison shows that it is
difficult to achieve complete consistency in the meaning and rhetorical functions conveyed by two
languages. Various translation techniques such as rhyme substitution and transformation can be
used to replace appropriate rhetorical devices and language arts, reducing the information loss
caused by translation.
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1. 518

JUEEE RS E M EAE, R m ARGy, SHEREM, EEMESAS, RIRE
Mo PUASIHIE SR GINER, RIS H . BIh)) & AR BT 5l 5 I is il

el A 2 LR A R PO IS AR I 50, B A T SO RS & 22 2 TR A R U -
FHEE L, AJOABRINGE, CRMEE ZERINGEEZAMT. & =851, s
AT, SO IR RIS RERS BRSO MR RET), B RANE . A RILSE il & ) e i p R s
fERe UL, EFBRAER AN S AT Z R A L], BT sas s LIER, TEHERERR T
XL, SE BB RITH B OB SO 2 5 . PO S IS S R TR IR A R N, BAEAER B
JEARTATE SR S AR ROR T SEHATIR EEop A PR 35 A 38 5 A8 o 08 B B g F st a1
IRNELR 8 M5 R 2 ARl — D IR R AT A s BV o FSCE FO T it B R S A A U AR BT
i R A R

AU R AT B A R, DA B RS ] o [ 20 S SR R AT T B A, A
DURMZEE B F R HiEh i, B R JFRIEARIEN “ DIReX " 2k, D3t
QAT BRI T, DAIK BIR AT REAR LU 8 5 RIAHOR, SR PRIEARIA R SRR 3L DASBE I X HoR B A7
HOE PR, RS SCUARE SR, DR T B RSO S B AR RICR
2. RIBBEIERE STHOEA
21 BF

BEWADE M EARORESEBRTB. CRMHIOEE IR S, A ENE R, INEER
IZEAL, SRR 518U URTIRIS . 1 e &5, ADTDIESEE RIS, ISR
SRR E R DR R, AREBAT NSO TR ORI RER . REEDGET S h R I,
AR LSO 8 H N P A R B TE A 2 e ik e 1) PURBLESRRTR . (RiA i ) 3CR “Ih
W7 AR B BRI T4, Reib NS S s, SR i sl AR I B SR bR 3L
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UGE SRR E, Wi, BRI N ENE, RIS RIS 2) BRI,
BRI (G sURINE) ™ ) 22 57 B /R A2 56 [ RN 44 Dk i B, 10 1989 4 (RIX Ay 45 T Al AR 35 S
Zedt, W7 Tl BRI AR NHER R R, AR A SR R, RN S
PRI (0 S A A 5 S 0 (RS2 R S Al ok

2.2. $#E

PEIO RS, $RIZBISCPRE A TRRREH LR “8” 105 58K “87 5“8 e
[l NP FEE AL (R AR R, BREBEMEA), #METH— “8” o WR0EN, —=24k
SCELESRMTE S BB, AT SRR A — A EAME R (8 AR [2] . ARIE S R ORI, )
B R DRI IR AT . A RAESTEIIAS 5 2R g0, AT S FA R TS 2 i, A
AT 5 B EE ~ E m. E) & iET, #RRE HRe X SR B AR, 32T AATx )
ICICE SRR . e 1) BAEEYY, WORTTI. (UE4EE ) )X — T &5 HF35A 2 R om iR 7 il 5%
I, AN ZREER, EEEdMEmREriE S ERN ZRiE, g7 MR i, A
FEIHRZSE, TG — M PURTIRR IR, KORIETT 7 44 L [3]. 2) W —r /\HR, B
RIREE . (BEFRUEH ) “R” A1 “ff” 303, SHlREERY, W iR ORI, 3L <7
(URF = AR N AL o

2.3. BEMx

RSR[5 B0 3 26 AR R, A A AT R TS X, F /R e i 2
Pk BHZERREAEEAZ B, SERK, KRS, REWRESEEILBERE, aA
B TIRZIEN R [4]. ARAEIIE) HIERDUE) &, EWAE) 2, W%,

1) E¥EEE. (LR E L) &) S B s CORERE” KEE, oL v AR
RIS I d A8 AT L PERFFOLSE T AN H AR . N SCR B DURRGE “RE\RSE” RRERILEF NI
e, WMILEEF. S ERR “RERE" FEE, BER I T =8 NSO A RS 7 A5 )
Xz T InPaRAF I AR NSOREF IR IWDUE “3 7 FARRCRYE, I8 Rl PaiRi R R IR R =
Bk, B FNETRESET, M CNH”, RIEE KM BT, HASGE “ Lt . 1Y
WIS 70T T MEEARE X, RIE T INPRETER “% 5 57 Kok,

2) ST AN (GERIAP L) )X 2 2021 4F 11 H, S FISMSE N EHLHT 1 logo TR ARG 1) 45 15 .
AR TG A EROR, BRI L b B AR Rk, AR BT AR R R IR A B
42 logo HE AR AL AEE R 2k logo, A 1M EHTHIANER . AT A IIBORERSE R 55 FH - B Lo o

24. YAE

32 FHADLFS ] B UL S AR P i, DA S 5 T R A AN LSRR R B T TR I (5 35, i)
P BRI R R A B TR . EANE S ORI R L A B A R, AT BLE
NI, BYIUERSZ BIA0RIRI . AR & RER LR 2 0 ] | & i B & 1A . U )
REMHAPOVDCE RS 7 H55, BEEEBA TR BB 2k B 205K
FE, B, EFETHMIESZH, s S iE B RENA.

e 1) WE~UKEUK — P58, B aeg 1T . 2) DE~DKMURLAR A A, H R A T
[0 o 3) M~ XU 45 P8 S8 SEAE RS, M IREBIMEE. bR = AR SEMAERIHEH R O R %, HH
B P WAREFERTIE. X4 ST T WiEsh ©A TR R, 38 AR R E H A
12, WAERIEHME S IEEMAESIESR, 78 AR R .
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3. WiBEEERE SPNA
3.1. ##

FEFEE S, M (rhyme) Rifi H B EETB L —. B MET SOBRHR, M, Sk
BI_E . IXAMET AL T, BOC, 5 T8 e, BT IRGRKRI MG .
HE S POEME P IEAL AR, JGEH R R2kE . B, MERNoE R . §y
PR A% B (o EOR 72 2RIK, TS PR R AL IR A & 1 DR 20 2K 1 o

3.1.1. 3k

Sk #(Alliteration) 1Y head rhyme, 2 3iEFTRFA 1K, ML T 15521 ad literam F2 AL TRV, Fi8 518 (1)
YRR AEE, RITE—2HiA], — AR — AT R I AN B AN DA B Sk A R (0 BELAA] AL T T
FRIURE B . TPk B A R 28— BB — R A S R AR, A —E R EME TR EE . v
TEEAT TR — MR B, AR MIMNER. R REiEERERE, FHEN—DNEERI5].

1) Maybe she’s born with it. Maybe it’s Maybelline. (3& 5 34k 5 45)

Wi ARk, HFXREETE. “maybe” —id5 “Maybelline” 5 2 FRFF kst HAHH,
RN O, (5815 “maybe” —iaFTFi 0 AHIARI L &, BEEME Maybelline &R K44 7 IR AN
O, FERIH SRS 5 S RN AR H I R AE— i

2) Home-cooked taste without the home cooking. (Hormel & /) 5)

B RTE TG 75 7E 5K B IR U B WO MR R, ) ) “ Home-cooked ” 55 4] 2 “ home cooking”
PE, BT AT SR B BRI, BEZS N R X LA I AARIR R I, SO 2 T TR &

31.2. B®

Rt R R sEE 5, ERARAEE ) A I M LA B BARR R 0 0 & RN A A T B e R
T, FTDSGINSOR AR 1R B Re s A A ) 1, AR A IR RICZ . ©
WA DM SCAR TR R, 9B B 0 SO IR Z, W B ATT e 52 5 2 N 2

1) Siri, your intelligent assistant. (3= 8 FHL) )

Siri, RV REBNIL. ZA)] SRS IS SR ) 25 R AR font/,  BLESR RSN, 5 siri X —
N L GeH D RE HO(E HE 8 500w AR RL,  SEINA)E 1 FH P sir A O SRR

2) Eat great, even late. (Wendy R4 %)

TR i, BIERGE AS. ZA)) SR RS A ) “great” A1 “late” [ZE A /et FEEIAHIN .

3.1.3. B#@d

WO SR, RIBTE— R A A K L A A R AR AR S E R, B H LR
RS (FE— ANl R, AN 1 P BEAE MRS AN ], (H SO 22 AH AL

1) Talk global, pay local. GEiA &%)

SEGEAE, FUEAEK. XNEE S, BTS2 A R S E S I, eEkE M X L
Mo, BEEINRNA TS B EI 4

2) The Quicker Picker Upper. (‘£ bounty 481 4)

AT SO — PR AR BRI, =R gE R for A, 2 R B ZE A, AR
WG 1. 45 N—PRRK B PRE B b A R

3) Dare for More. (7 F 7] 55/) %)
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ZA)TEIED,  “dare” A1 “more” ER BN ST, HEIGETRTZES KIBZRE Z 1S A
ghfy, B EFE RS CE BT PR R, sl T 2 AR N,

3.14. TEH

TCHE BRI ERIBUER), RIRE AT, AU 7T & R S R S S S R
EEMERNEBEE— T, A FIIREAEFE)BES AR, HXCA LA, a1 “time-tide” .

1) All the taste half the calories. (5% Fi T 1%)

SEERERIE, KRR XN EET,  “half” Al “calories” H K TT /iR, kS EIM
W WREGER, SHEANEMBERB T RFE R BA R ERR A

2) The sweetest way to say thank you. (Merci 7552 /] 4)

Rt i 7 SR . X A8, “way” M1 “say” HRICE e, W ESREEIR S A
RIS IRT TR Merci 1558 2 AR 52

3.2. Wx

WK AL — Pl SCHAG R WABTETFBY, AE R g™ S8 i 1 S 7 BB AR L. B A 518 & )
S I UOMRANEFE WL FIER, FEETIES. WL, RS EAN R . MBS SR Z R,
F B AR RN RIS B B BOE SR A, (A RIE R . I AR R B [R5 1 i R 2
BT R R [6]. 767 S, A6 U Is F P DA S A B A N N Sk RAERZ, HsRiE
FHEAME.

1) Coke refreshes you like no other can. (7] 1A (R~ #%)

B A PORHBEAR AT SRR LE R b U3 I & v LA SR A m) AT AR, 3s H T3 ORGSR,
FIH “can” WIRUEE SCRIGWHLE ML= 0. M EAEABNIAR, “can” Fox “Be. &7, A4 k—i
FAARFEA NS AR M NAIRRS,  “can” WA “HE” MR, FRoxal M A] ok b HARGRER UOR S Inis
I, AAMTERZI IS T AT AT AR AMIORE

2) From sharp minds, come sharp products. (/%)

W, KHEEEE. “sharp” —iaBEFR M ATR, XIGWbH 5 H AR “BUEin” BERE i,
EHE T 2% 7 i 5 H R BOS SR 4 A .

3.3. MFE

TG A S R AT B AR B B S A SR BT AR DG R G A, XAl
i SRR NS iy 75 B At RS 5 ORI AU BT 2 8L o 0L TR A AT AR 9 44 3] A
BN BE ARG, EATE T DS S EINAS B4, EiE SRR (R A s S,
RS 1L S22 G [F) 5 B R 06— FRUER 52 275 5 (1 BN I 1K - 4 Rice Krispies SKAEHE ™ 15 Snap! Crackle! Pop!”
MR WAL OREL XS DS as LA BT, RIHOKIERE A 0, T aiE L, iRk A
SR BN R IRV R 75 2, A3t R I TORAERE I A e 1, AR AT S AR SO i S
THMEE.

4. REERESEREF
4.1 ThEEXFERIES TR SEHEF

DIREXT S R EE S ¥ 50E « RIARH, MEYIFREIE “3h#X % (dynamic equivalence)”
KRG, FIREIPENS NG SR PIFNTE 5 A ) DhREX 4SS, TMHERAER SO RN N 7 (BIRERMEIRR)
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XA, AR I X 7 OBIEE M s ST IR, BANET N RIEFEAR
5, ARAELE BRI ATT I 2 WA T5 A ZN LR B ORI, P ELR
BRI BASNSSE . THTE “ShAXEE” 248 “ S SR AR E” , BEE =R
B 1) XFSE, BXHER IR B (R RAAE 55 SRS RN SE)s 2) HR, BEXTEIcE iR = (1l
PESUTICAR, AR 3) mUNiE, DAl ME s dE, Kl pimt e 45 &7 — (e IEN
AEBRIEFETEBRAZ PR, PR AN F] A8 Z (B T 0 S5 00 35) o B o S BB, [N AR ]
B 30T B 2 i YA I SO SO ST SS [ 7]. Jask, I RER] “shd&” X—RIGR BRI NN
FR—Ff “S2NE )7 (O 1 G BR AR Sh A0 S R 8 AN E TS B ) S Atk A S
AR, JFHON T SRR A < DURENL” . ZRIAAETI ] “ DURERT A7 X — ARIEE R T BRI .

N T AT, IR B AMERRROR, ATEREAT I K H Bl TiER) i 0L
H N 78 25 FE T REXT S AR, BR 1A U N AR 2 Ak, I B R SR AOARAL, B RS
SCA R A e DU S BRAE AR B SR SO 7 sORIREIE S o I PSR F 2§ THAI 51126
K&, PIFIE S IES R TERA KUY, EIFEE e 5, BEMBIEF B TE S5
RN TH, 7 NBTAEFRESMP LR RAR, B4 M B ABRRZESR, )i
RS B A F R A BERFAE[8] . AN, FRATH DA 2 i T B, @ BRIk B R T 515

SER, HZOEINFE L EIEREREINER SR SER TR BN S —, Jb B R EE B4R
Ko
42. BI¥E

TE]SEREET, B —MEENRETE, CRRERRE RS A A R R SOER, AR &%
FERNER S FSCRMS . S BRAE, ) sR S SEHAL I SR ) B L 2Rk 77

u: Good teeth, good health. 7 ikity, BEmier. (FmE&EAdEH)

X — W et SR ate T B, HE IR RS R R S ) U R R o, SR A
“teeth” Al “health” #f2#), FCHORE TX—HEm, BIEAMHLL “UF” F85R. ERsTHEERRE
A 7R RSP . BRI R ORI R R R R 18 R, B 6 RS TR E
FEHBZ B AME S . AN, BLRRAE SERE AR E — 2 BRIBRYE, BRSO 2 R AE 5 ST AR,
HAEFT A IEA)E BB AR RE R B e A R R IA U7 20 Wi TR E A X B, A B A R 380
AT, TCIEWERRAL RSO IE S S, B2 SEUEE R R .

4.3. BEF%E

EREE R R T, B EEEAARFE S R, maARE R L — 5. R,
B S Z AR S RA T U B e A B, BRREm AR @& T SRR, | EeSHmERmE M
EEN R, BEEHEEEMNER. WWIMESRIAHR. MILERE, SRR AETRER
G RIEVEEIIRE R, RILHE RN AMAIERE )y, SR SCEINE AR .

ul: Every time a good time. 7373 bFb, MREEXNR. (32455 )

FERSCH, —A)ERE A I “time” —iA, fERIIRIZHiET, BAREAREREA N EE S
XEERE, MREHERNITR, “907 “OB”7 KHSEESBRE, R FHEZH, 175
W B T R SCEEE S R T B W E, W R E DOEIRIE S I PR RS
BT JESCE S, N DUESZ AR T IR T LA Oz o (R, SR R B A i it 22 2
B SRR, AR I THE SRR 5 AR LA T R 223 2R SR AR IR SO RORARE €, It 7 B B % —
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BT S5 .
4.4. BRI

MESCHNZ DSBS AETE TR R, e sk, B o E BRI E B RETBAEDUE T
HEA TR NI TF B, REFEA IR R LR . HRTFIOAERGHAE. B HEE 2,
DAL 1T DA S 3R F e BN ) 7 2K, FUHBUE RIS . B8 IR RFF IS SR R & B %,

u1: Talk global, pay local. =¥ (5, BUTfI#K. (B H)

KA, PR AR TR, WA T RSO R A EE U, B R R SE FE S
BINE S RE, ATCAEPE A “ EBkiBfE, ArEatin” o XEE—k, “E7 M R T, R EER
sl IR T R A E S R R

i, FEARRTA SRR ) A RE U AR (R B R R B SRR B I DGE ), AR 2
PRTA) R, DREFA)E M TSRS L E HIE SRR R N 2,

4.5, B{EREE

BTG S ARG I ZER, RN 515 BRI FE v, A IR MR 21 58 40 N JF ST 11 S 1B BT B
AR S I 1) 7 OB SRS 1 B 2 Abse A R ok . FEIXRPEILR, W LR S EE L, B R S
ST TR R ) — FIE & B0 R — B REFE, DUARIR v B8R 18 SRR, TR RS
P H5EEK, JONIEF 2 R AT 52 5 R AL 1B R AR [9]

Wi: | am more satisfied. BE/R& R (BE/REFM )

KT 5 1ERA T BRI E R, R T ESCFI R R X, HESCH “more” HIIEH WRIE T
HMBAEFECPRIL R, RE T HIGW B, R HDERRE, RAERHFE P s EXOE,
2 0] LR A G S5 8 Pk ik ah . EF N “BEREMN, BRES” o 8 H N7 ek
BT TB, T DMETE & )7 T — e R B RN B R I R I AR sh .

4.6. BFEAMEE

I [E BIE R AL S SOARIE TR T AR DI SRy Ny “RIKBISOAR” | “AZ BRI« ipnge R
AR =R TTERBT MBSCAR” 2 —, AR AILEAARICR, BRI E AL, O
SR A AR B AT RN R B 5ATEN[10]. AT SRR, i R E SCE R, R 2 R RIE
BARGZE RIGE R IR 5 5 ARG, AT RE 2 R AR SR AT S BN & UF A G i . 7E
KRG OLR, B T R G B S DR R MR PR R 8 WL A MR R SRS A e e . B A9
375w

Eedm IBM [ FR il L gs 2 711745 No business too small, no problem too big. %4 A /MER,
BHERA T RIS 1% SRR 7R A B, S AR, B Ro) . i
BN “WAHRDMIER, BAXKPIRGE” , TR SO RRE R 552 AR U, SR M DL A 3 A
AR X IESCR A TR, AT T R AN ) S, AR TR A AR R R AMES N R,
LA WA o] A R B HME DL . 7R R A BG5OSR T, D B T
— RS A TSR, A RO TR R B 1E Bk

ZINEFI T B AL 4518 “Never Done, Never Outdone.” TSR 1 Bi4R0%E, N “KAW L, KR
T o CARKRGMEE R “KIZERTERN, WA o AR, X% SIERAMEH B RERL
H, HRENATAETEEREERSGEEHR, MORFECWRE BEAFEH R EHE, 5H%
T AR E B3R AT 1 23l By 1 B G SRS SR R ], B 5 RSO REBUR A O R -
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R A H )Tk 2 T RSO “done” A1 “outdone” IR, EIEIES EAFE LN A DR E
FU, 3 Jsnt JA) B BB I AME 50

TR AMEE SN 132 A 3 R SO TS SRR — 58 I EESR, 8 P 2% SIS (10 At gl & ) i 1 SRR AR
POREHEIER . PREAE) S BRI I R b B R SO ZE IS 5 S8 25 e I BURRE, Gn SRvR x BT
FIEE T EREE D N TR, TR A A DR HERAG U BiE . (E 5 L= 0 SRS TE
AHINCAE NS, XN E T B B COSUEE ”, EXUEE SEREEAEE RS RER, X
L BN P AR BT RIA I N R A 2 R AR R P U [11]

4.7. BOMER

“FAME” RIS AR R FAR AT AR, MU CPRIE T R, B R s
AN JFE R PRk, AR5 FE R A T 58 8 5 R0 [12] . XA, i REAE DR B SR A KUK SRS A )
Fefith FSCHLEQIE. DR, TERRERT AN BE— R HL TR SR S AR s, T R AT RE R HE R RE B Mk
BT HOME, XFERRIE IR/ RE 5 SO 2 FmiiE s, SEIUEIE H AR A

WS E L AP 5 : The snack that smiles back. X)) B FEHE N “ SXHRMEMNER” .
KA EIEEH T RERRE SR, RN A AR B (R MRS, 2k EAE
R E BRI A . HAR ) OO R R AR I 2 R T A, AR BRI TR S R R R
B S, WrEkRAREG—6) i, EECRABEOEE, B¢ M %7 . BAREERA
TREFIESCR IR, (R DY A% RS T Bt SR, RS ThEAME S WL, FEAMURE 75 b2
MIME M EE &, “f” ZRAEFNRNL, BT “ef” X—RE4ar, 15 “Wm” FE, T %
W PR 5450 A A 158 (1 %52

slimjim P& &4 “SnapintoaSlimJim!” , &4 “HRm W Slim Jim!” J7 S F) R4 “Slim Jim”
BRI S, T “Snap” W — bl s, WrRR SRR X AE, 4352 —Fh | BN Hig A A
RRREROE FIERSZ . N T ORFFIESC BB I ok T F AR, B Wi “HRmgesk—al, itk
FOARY 7 RS ST ] B Ay b S IR R, RS TR A R Oy SR RS i T 3R
m FIREEIS 7% CUEBRIGE . WS Rs . HAMEZ BRI S0, MMUEE T F SIS
B T FLEE S SR SR TR BE LA A 2 A O ERRHE, R SRR RICZ .

“ELOME” JRAEE BT S B, R R S TE R A RSO B, S8 e HAB TR s R S AR T
RE, AR AN A (1 15 B A0 [R] A8 B H 0 R A3 B 3 SR R 7 Vs o
. H578

o1

BE R AR R S ARED, RS HAbE R SO S EAR R B TN 2, W H
PIRRE 5 15 B A2 R 22 7 S B SRS M T 52T A DR D L AR, IR e v i S B AR, fs

TR AR AR I 5 32 Ax e AR S I AR, B ORSF B 105 OB e ik i Bl 5ARIA R
(RIS SR AN LS B, (HBATR] DAL I AN SR — BUN AT S T, A 2 Al 13 B R TG AR il A 2
DA SR SCHOEI RS R AR IO A B8, ORI T i (B R SCAE577 Wt S G st Y IR 0D, S A sthiad B2 H A L)
B E IS BT 5.
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