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Abstract
Under the backdrop of increasingly fierce competition in the global cosmetics market, advertising
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translation has become a critical component of cross-cultural communication and brand marketing.
English-language cosmetic advertising slogans, with their unique aesthetic qualities and rhetorical
artistry, face significant challenges in cultural adaptation and aesthetic reconstruction when intro-
duced to the Chinese market. Translation aesthetics, as a discipline focused on the study of aesthetic
activities in the translation process, emphasizes the reproduction of aesthetic value while convey-
ing the original message. This study explores Chinese translation strategies for English cosmetics
advertisements from the perspective of translation aesthetics. It analyzes their aesthetic features,
including linguistic rhetoric, cultural imagery, and emotional expression, and proposes translation
methods such as reproducing phonetic and rhythmic beauty, reconstructing imagery and contex-
tual beauty, and transforming emotional resonance beauty. The research highlights that successful
advertisement translation requires balancing fidelity with creativity, accommodating Chinese and
Western aesthetic differences, and employing strategies like four-character structures and cultural
adaptation to achieve aesthetic transformation, thereby enhancing brand appeal and stimulating
consumers’ purchase desires. The research not only holds theoretical significance by enriching the
theoretical framework of translation aesthetics in applied contexts but also possesses practical
value, offering actionable guidance for cosmetic advertising translation and enhancing the effec-
tiveness of cross-cultural marketing efforts.
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1.1. AIRER

BRIEAA L it A P B T R 2 “ e 1 R S PN ERR T XS . [ B i R A AR R 2 A vt R
BE, (ERIPIE . B MR GRS, FFE A AT A B B 7™ s AL . [
I, JyRont FE B ATE S AL, B0 B Bs BRSP4 T, BIAnHERs 22 BT The Ordinary DL
PEG R SRV 0 SR, A I 2 3 0 DO RO R i WK R H 2 4271, HL2k B IRTE ROy
oy, XA R AR T R R VR RAEINE IR BRI B LM 2 A B L A
e, P2 NSRS, BRI, me AR 2 et f i, i) 515 5 R A
SRR 28 0% L ) L

1.2. fImENX

ot )5 SO B AE VORI e E TS, B OTE T B FIRZIEN S |52, | H KR
RSB, IR 5 S S 5 AT . DI, BRI IRT ) 508 F ORI SO
HABEZEE L. HgRm L, et &2 SO i E e, o B A B T AN ERE 5 7 S G B
AR SRS A B S KA A7 30 Atodd ) S AE N SO & I SCA, How S
PR RE A S A0 T R R F55 SR S AT 5 KUK 55 8 SRR AL, S F AR IR 5 o SR ) SR T
AN it ) 5 PR SE R A B il RELE [ B iy 3 SE A RO 7 b, SRTF R ML ANE - B R ERER 1L,
IR 2 Aot i i RN PR TS, 6 B R ST S AR R H i . BRI, At o5 ) 58
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2. ERFREICEAY
21 WERFNERSZOEN

BITEEFEN—M RGN BEIRA R, HOREPIFEAIE I 2 A OB PR, B2 20 20 5t
A BB AT R, P25 (1854~1921)7F (R « BEBIF ) PIRHE “f5. k. M7 =P, e T
o E AR R I, R, BN IR o fEREMENBAESR T, BT BT O
B, BEOREESCREBSE TR E RS #SE R, AT OR#E SRS, 187 5 “HE” MRS “E”7
MELEFE, AI#EERFL, 58 MR SCR S kg T[] #R9E 5 (1895~1976)R 52 11 76 35 2 AR
WM, HEEERRE RIS —T2AR, RN R RS ZE R MESCREA A RE R
D A S IR e & . 8 ER (1908~1966) 1) “TAit” #t— 0 ke 72 i EAE, FakEIRERIAE TR
EMALE TR —— TR $RIFESCTE B 45 SR RNE . AiEAE), R R SCE N FER) R SR
23, Hipmbiite “ EMBmAEZAL” [2]. A6 (1897~1986) T 1980 FARSE H “HIiEky” X—%
WARAE, 15 B S 2B ANA] 7 o X5 R3] (1939~2023) 7E ( BHi%E 4 Si8) h RS T iZHib Ik &,
RGN T HER AR RR, MG BN HEE R SOURR R S 2 45 R 715
FERMME. VF4] (1921~2021) 1) “=3Ki0” (B, BFE. BR)NWARFIE AL 125 hrilE, 51
WTEAL R “R3e” Bkl b, M “HHz R 5 Bz, Hp 3R PasiER.
XS — kA&, SLEIHES) T ER SR R R R S 2R

BIPEESI O E N R BRI Bk, DS RE R T R, BER B A 2 R
XERE b, R HREMRESNEEIN, FROFZMORETE S R, BEENEIEL, 5
PRI P M EE RS SRR, WEENERE, RATREF R EIFESCRFERER. £=,
R HNE R, BERIEFH BRI IE N A S SR H EE R, MEESCTE BhnsCe P AR
FiK. WG, REEZEEEEN, VESCLAE E H R S R A AR, M OREH IR AL RS
Wl AR AR TR

22. EFERFESUKm EWFENREY

B SHAZBARIRE R & O R E 1 T S IE SRS SR, |5 S W e R
A, JEE R PRI B 25 MEC SRR H m R, KITREE S Al
ARSI T NTH” BERISCER, SR ZHRRL S SOV E S, il S 55 i 703 & ARIVR
BRE &, WEUURAES; oAb, RS S AT B B VR HER , JEL i R S O (B A%
WO RAEREIY . R, FERT S AR FATES AR AL R TG ¢ T
27 BIERR AR, A2 ARRENS SR S BRI, LB SRIUE IR A R B 2 145 SRR [5]. | Bt
FMerm, WL T BRI RN E IR AR IL 1) S BRI PR BB AR R 2 YRR K
JEEaYs.

Mot it ) i B — R IR IO SE I SRR, SRR Se A e m R e k. ot S A S B
SR SRR YL, HOEF RS ORI, B RMERE TR U RORR G s . WIhREEE,
Modb ) B AN ZARE 7 S5 0, B B G RO I SR, 3 5 R I S S SR SR K
PR H AR = —2K[6]

P52 S PR R R B TE SOARN B2 I R R ) o ML, AR P R SR B S 7 15 T i AR A
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H S 2B T Xt S R B2 SR, BRI AR RL RS T
5 1E F ARSI ST Sty SRS B B4, DASRIL RS0 R SCAE B3 O A RIS R . IR R
LR, BRI R R ¢ TR FORASUEE R L SRS I SR I IREE
F RAERR YRR AT .

3. W lamI SRR FRES

B SR AR  SRIEIES &, BEIE IR EEARTRBL T | DR AR R 125 15 5 Fe i (58 22 17 L,
WEFCR P S AR, HSe AR, DLRCH SE RN SRR AR SRR . B R S LT B B
SCRAMIVEHIRRHEL7]. TR R I AT EAL, T REHE SR 2 IGE IR I S S IR . )
DI RBEAE T RO ITE 5487 fh 511 908 IR SRR, IFam e Mk R 4l [8].

31 BEREXF

L) R IE A RS T E S SRIE S ] 77, EA BRI IR TGS TORR AR R 2% (], AT 5 58
ZRVE9]. HeM R EE FRERET R —, T “Your skin rose petal” #1485 Bz OB GnFc A E IR
T o PP F O E DR S O AR 2R L, ARSI R AR T P S AR . T
WU WL, a0 “Your lips thank you moisture” # e “ a8 10U 2 PRG35 XU A
B, BEAN 77 it R S A SR AT

WA TS T ) 2 R 7 — PP I W S RETF B, e R A ] 1 0 25 (A BB S5 AR B R B dek i BR 5 5 |
NVEHBRUR . Zik Tkt W A, i “Our concealer make you look like you just woke up perfect skin”
BB AT T 2 LSBT 5E S NURRIRIEE SR, i 28 7= i AR SRR 513 o v
By REERETFIERIEH, skt IR RE 7RG S 2ZAREMERIMI .

32. XUEBERXF

FOCA R T S AL R E SR RN RS, IR R R AR T P8 75 SO AR oA SE U
e P R A IS AR TR AL T A, W BIR. EDGUR. VAR AR X
ARFFAYTEIE RIS, FHRGHEREIERE .

FEGERPL L, SOt i S AR SRR R MESERIRCR .l ia A v B R AR . B A
HIEBOR, T RENS FE I ™ i (K FURAI DD 2o 3 AR C AR AE S SCA e i) o v i BRI Mt
FER SRR EIE N S S AR R R L BT REA T . eAh, SO T R
RN, ARSI 2 AN, B — AN S AR, |5 RERS IO T 9 11 Ik
N, AT el it A R

33 WBRREXE

SO ) R A R A RO ERIEG G 5] AT e O LN, B v R N A
B T EHMEAFHARFEZARRE, SCHNRAE RS, H BRI E 5] v 1
JERILRG B A REL R DA R R R S

PO ) A A S G R A . SR B RN S R R 5 . G AE A F )
i “Because You're Worth It” 3 y “IREMRIHA ", BHEFRE 7 LMEERMERIMS, AT otk
H R BB S XA R RAA 7 A 7 AN 3 SOOI B0 8 XUk, BRI A e v 2 1

Rk,
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4. BERFUATHNERR
41 EPTERNBIRE

AT BB DO R T, BERIEN IR CEE, JUERAFEEMEHR A, WK, M8
AT ZEIK, B AT LAFE 40 ) R SEA AR IS SR S B SR PE A AZ M. B, SEE) & il i A kB
(alliteration) A1 & #) (rhyme) i] DLE I SR 0 . SRS F SR E .

JR3C 1: Colors that last so long. Blend so smooth. Stay so true.

B AANBIER, SIR-TFHERREM, JERIER.

S DY AE AL TR A, BET R R A N, i CEd B P E A
FRIITIL T RSO S #2856 . Bl JEC =AM RA AL O =AU R s I “E AR “ SRR
“THIER” , B HIOERAA MHELL S TR 4 1), SR T ESCIH PR 2. ok HE
SHSEIE R, (Hild “4R” o AT L “R” BTE AR ENIE AR, FEDUEE B, W
BT ZEE R, HRUGRT SRR SEFE R [N, SRR CRSGER” SRILE
7R e RS, SOEd TR R TIE TR, SR T R 3R
RS RE S —.

JE3C 2: Split second decisions can keep you looking fresh all day.

VEIC: WEEIRE, BRI ORFHE -

AT XFERRIE AT CREFRT A IR AN, BRI s AR e B S, B T DAEDLE
B F LSS S R EMT R, A EEEIIR O S, ATEEE S e AZ BRI 5] ). i R
R” 5 HEH” SR, TERCT SRR RAE ORI S HI 85k, 1 “splitsecond” H
(RlslE), AEEDOERRCE T “BEA])”  “PRaE” . CEERY L “UERTT MR i 5 ik IEH,
g T AT SR S BRI, FEORIEE SRR EIRS,  SCEL T RIS B B RA R B DU
[, PESCLATRE R AN RERR “48” , Wiarh SCRIE 2, A Rt it ORI 1S 9ty 9 S s g

4.2. BREEXNEMRE

At it 5 TR R ) R R A R SIS S PRI A DG BE IR T . R TR AR R B JFO R RS I B
78937 1 B AR SCA IR 36 I 2 R B, B AT LB SO & AN A s A o 0TS SOt it 5 i
PSR E B, B T LR 2 P sk gk 47 Ab 22

JE3C 3: Miracle, so magical!

VEIC: RHb[A], Rt AT

ST AR U T 2 CEIE B R A BT RS, PR P U7 SRR 24 Miracle”
FEAR N SO B G P AR R [ R MR R KA. 5 “magical” SRIFEE HARBE ST, B A
BB, B CRuA])” X—HARTEFERMESR, BMETEE T w4, WA 5K
fHIR, RN, KR “Miracle” A AR “4R”7 , BHEWFSEHETHE, w0 7IEERANS B4k
PE, AE 5187 S D Re IR T RHE 2 BRI E AL S, SCEL TN BN IEETHE, £
BRI AGEEER S FEHAESR —WHERO0H, fehi I,

JE3C 4: Source of enchantment

SHr: BEORER TR SC MRSk, NAFErhorl e e R, W EIA R RIS, TGS H
EamBUEN . BARZ AT REZME R, DLIEREERNA e S, FE KR40
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“enchantment” (BE /1. BN NARER “FR” , BHRE 7RSI M A6 2208 5T, G L
A “FHR” L OEIPAR . XA REA UL T i R L DR, BRI BT X TRk
MRS, Wox ARR ARG B MR IS 5 Se ik, SCBl 1 MED5 “ ik AR BIARTT “IKaR” B
SCAHE, G ) X S R S R CR FE K

4.3. {RRRILNS SR AVEE LRI

Aot b T 5 1 A B SR AT BV S I OCBER BR . ERRE AR, B R RN RS
FE I B T, R LA H bR SCATH 938 Re e r= AR JL NG 1 Jk Rk o 1 B i 2 B ARG 2 —,
BRI B, BRIk vk B 5 77 AL B H AR SO I Rk 2 15T A7 R s A S e D J ok 8 i 7 Sk R
IERARTH B RT)

JE3C 5: Aging. A fact of life, challenge it!

VR =, Ak, me ik

Srre E A A RS R 7. BEE “Afact of life” BN “AEamIRSE” , DI
WER A AL IR, GRS e “mE k! 7 ISR S, MR N E SR, X R
WEFRBEOREE T RSO P 2 B ORE#, OB DOER 2B IRK Ty, BAGILEE S, fFEf
SOZAH R SMAE LN, SR TN N B “ATEN” BIEETHE, AR DR TR R

JE3C 6: Be color, be cool, be Cocool.

BRI MR AR

ST BEE B FIORA, KBRS “color” A1 “cool” 4k Ay SCIE % A bl LB L F7 1)
5 iRy HENTEEARE R E XN EER S B REANEREE. @A “be” MEELM, LA
ORIVER” AR, TSR N B SERIE, FARE TG R 5 T B ) B
15 R, BRI AR R 5K (Cocool) 5 “IHIRER” [N R BRI E, FEUER G TR MR, B
RV B 0] it R ) IR S R S A SRR

5. &

AW TE MBI SR AR A A, RGNS 1 IS0t S iR IDUE G . WF ORI, AR At b
I REAMUAORE B He e, TR S HIACAGIE MR . BIESE O ) R A T
WESERER TR S AMER SR, SRIAAEAR S RS R FE . HIURSCE ISR RRERNEEE. B
TUREE T H I 2RI DUSRNG . 50 BRI 5 10 EE A SRR M R ) S (Y e A S = KRPUR T, X
SO AT 0 TR A SRR SCE, SRR R E AN E AR A EE S SN

S 3k
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