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Abstract
In the context of globalization, Chinese brands are accelerating their expansion into international
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markets, with overseas performance increasingly regarded as a key indicator of brand excellence.
The translation of advertising slogans plays a pivotal role in facilitating this global outreach, serving
as a crucial medium for cross-cultural communication. This study employs Eugene Nida’s Functional
Equivalence Theory as its analytical framework and examines the Chinese original and English
translated versions of advertising slogans for three representative Huawei products: the HUAWEI
Pura 80 Pro smartphone, the HUAWEI WATCH CT 6 Pro smartwatch, and the HUAWEI FreeBuds 7i
wireless earbuds. Through a systematic comparative analysis, the research investigates how func-
tional equivalence is realized at lexical, syntactic, and cultural levels, and how translator intent aligns
with cross-cultural adaptation strategies. The study aims to determine whether these translation
strategies can effectively elicit psychological responses in target readers that parallel those of source-
text readers, thereby achieving comparable communicative effects. To further expand the theoret-
ical perspective, this study also incorporates Vermeer’s Skopos Theory as a complementary analyt-
ical framework. Skopos Theory provides both theoretical support and practical guidance for adver-
tising translation. Ultimately, it assesses how such translation supports overseas brand image con-
struction and marketing initiatives. Furthermore, at a theoretical level, this research contributes to
the understanding of practical translation strategies in advertising and offers insights relevant to
the formulation of international language strategies for Chinese brands operating globally.
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G H AT SR L - (H R R SE PR 5 Z AR 2 Ty I #R AR 2257, | i B A 2 fal # 1
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AHWTFE LG L T R IT: HORT S TR A FTSE I T REXT S 0 SO S IR TSR] A AT i
IR FEINRERT ST EAE 17 52 ARARIE RN S R AR D AME 5K 51 B2 AR TR M 5 T A AR A e 2
R T CLHE— PSS BT 2 5 IR AL A e AL, A0 i A P A P R ) e A R A 2
2 H sz SRR PR DA DR, H AR = KR AR 5 8 N ARy 1B 2 AR
B ST HARE S FEiEE I RIERATGERII[2]. XEIE FRA B T HRFSOuEs
55 it A TR AN A 22 TR PR S5 SR B

23. IRF=E
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SCE, EEBIRIAEAM; REIEE A i RS SO TS, EANERVE; FUa kT
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3. B EM S kAR T
3.1 ITEEEFENESSREN

JUE R MR TR, mRER S EEENRNRE, SO R R AME R . XA RT
U, MART AR EREEM AN B E EIRIRG A E R, AR o KR AT R, fE
T RAFCAZ, TR 2 7 LR BR A RO RE R [3] . LR PR SR A O AE T-SE 8L “ XD IRDhaE” 78 H brif
AL R RIS . X EWAE P TS T EOCE AR B R, A SRR RS AT IS TR
e, DIAFE HARRARBITE 5 I SO BATE SR .

3.2. HHEXFERHLA

1964 45, ARSI T H 40 “EHAAE" TG, FRLHOY MRS . XTI T 15
BV IR IORES, BB SO R S 1 B U 2 B 5 S B BRSO 2 RO B A
(Nida, 1964: 164) [4].

3.3. BIABTIRIE

EEER, RTRINREXEHISB TS fibe. LTRSS ORI BRI SR E A TS,
IR 8 BT A ZH REXS S5 (4 A1 BE 70 AT 1 PR 3 O STAR BN SR [5] XEARANZE S 52 AR BT A Bkt b, A
gi ) DRI ShAE X AR C[2]s (HAE,  H ATEE SRR B ] R A R R T R ISR AR S IR
N BT SR I E FEARGE D o ASCUAAEA N B I R R0 T . SURRIR, 55— 2R Thfe 3 ik ie
—— H RN AET & BT TR R R K. LN THL S N RBIRBTE RG4S T HRR =X
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SRR 5 F 3 i AT, S AR aEE . et . AR SRR AR S R ]
EVESRRS[1]. AR EER HR, KRGS T ERBEET L. SXHZ). 15562,
EEERU 29 SCEL D REXT A6 Bk g 12, b —DFE T Ihae £ O IET SRV R O AR R R
[6].
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FREIIRE B PR ISR LSRR T BRI RIGE D L, BRI 7 2R AR AME
RIS, ARFEXT T2, phili DRI, RS b AR G B S SRR g A
(] +hy g S i K8 AR ) 5 7 AR BAT e WY i S SO P S e e il [ A 32 A mT A — H T AR ELRE
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5. BT IREXFRILHER FIBIERME T

A RIEDIRENS SE R, 45 & BARZEE], RN 5 SR A Tl AN F R NS, TR B
iy T IRMGES 5 SRR X SRR .

51 XUBKMBEMEN(TCER)

N T IBRICE R IA B, P o B 8L CEM” WINETRE. “RZET” R EE
BB “267 (98 X, T “Grace of Glaze” 4 “RhiZE” #eupk—Fh i 507 T i 126 K
“Grace” , FHFHMRERIEZ KM EHEEN, FAEMHE NS BRSIREAAE, 3" BAWEM X, W
NERISE SR AEAENNE . BTDOX PR A SRS 1 45E . mIFEHD, “BUxIm A 7 —4)
R TIEF I, BESCERERT “CBUAM B 7 ROGE X, (HREIER “Sharp” BN SCERIR
R, IF HRXR—FSOMU R R 72 ma g NRRR, PN E &, IR T RS =
RHNEER BN FIESIKS, FEH “AS. Wind” RAEBLX —E R A AR .

5.2. AINGHNELSREQZEER)

N T RGBT A 0, R SR IR 5 3 50 S E TR s R SO SRS E2H
th, ESCREANE: BRI, KA ey, hIkf$ 3] Sun Dips, Spectacle Rises. i — )% & ik & 2
MIERCE. HIE, VBB TIE S, (HEFEH—A “Dip” , —iEAK. AW ESRE, PIiES
AR ) o J5—R)RAEMIEA I HEm s 96 S0 A),  “Spectacle” VSR Z A, B “KA7 5
PRAE i 85 B S PR ) AR I PR /S B S AR A T Rk, AR A 1923, MARR A . X rosc e
¥ef), DEREASTE M T B, LETE “Camera” O S AT ST KA, BHEECCAR — ORI R

DOI: 10.12677/ml.2026.143197 74 TR G = s


https://doi.org/10.12677/ml.2026.143197

SRR

FKidEA, HINERER LR, BERINNEEM.
53. BRSHEEIRKNEXWREBESXEHER)

N T SRBUR Z R BIAME AT SE MBI, — e i SO R AT — e s SO E . “ kAR,
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ZRIONFERY, PRI T DhREX SRR Y RIS TR IR AR (RN, A H KRR
X = U AEA R A R K TR TR, ) R BORRAR B B AR SR 5 RSO S AR,
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