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Abstract

The translation of product paratexts is a critical link in achieving cross-cultural communication and
brand image construction during the internationalization of local brands. Based on Gérard Genette’s
paratext theory, this study takes the cosmetics brand Florasis as the research object and systemat-
ically investigates the English translation practices of its product paratexts for overseas markets.
Through an analysis of core paratexts including brand name, product names, slogans and product
descriptions, this study finds that Florasis mainly adopts three translation strategies: first, cultural
image reconstruction, which makes the translation more compatible with the cognitive and expres-
sive conventions of the English context at the textual level through the selection and equivalent trans-
formation of cultural symbols, such as the creative translation of “Huaxizi” into “Florasis”; second,
functional explicitation and information compensation, which explicitly present implied product
efficacy, R&D logic and cultural connotations in concise Chinese expressions, such as interpreting
“nurturing makeup with floral essences” as “the integration of makeup and skincare”; third, linguis-
tic structure reorganization, which adjusts sentence patterns, narrative perspective and discourse
structure to make target texts more consistent with English expression habits and marketing com-
munication logic. The study shows that the translation of product paratexts in the context of cross-
cultural communication has gone beyond simple language transformation and become an important
practice of brand narration and cross-cultural value negotiation. This study can provide strategic
references for the international communication of domestic cosmetics brands and enrich the em-
pirical research of paratext theory in the field of commercial translation.
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RISCAE SCH “DLTSORTIRER . T 2IEMMZ RS E8EEFEM R, BEDASIAR S EH ZH
KRR, 51 FEEINFFEMIESCAR[L]. RFRIGRICARE— B XN “WEISCR” T “HbRISCAR”
WRISCRIR S SCARAR B BHAEEHI0ER, W8, 75 R, MR Bmsr5E: ShESCARMTRESCAR
ZHMN ARG Z KM RE, WPEE VIR BV T MOGEESE. X EIR RV T T, BEE
IR AT SCAR TN G H N 7 AR S 52 A B E A &
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AR S . ERHSCERET, BISCARBIRH) Zia T 0EE . BUASTER. U5 BT A B 1T
Fo WEEBIVE, RISCAEAENIRERIE S MR EEF B, By M7 R AR s S 4 2] [31:
S A BT 0 ST @ SCRTE RSN R | 3 B K RS AL T R [4] [5]. TEERIRBIHT
R, WERAW SIS B NSCEBS FRA A, Qs Al e 37 3805 AR B4R 7R B SOR I SO
RALZHR[6], 12 FeHHE S B IR E B s b [ 7], HESHEE AL A SHIE L S BHE R & . R
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F, HEAFESEEE AR, BT RET T IEE . SO SEUA SO, B S R E bR R L
AR ARG BEE, HE S SO R 1 A5 1) R M A T RIS, AR
SCUAETE TR, T4 R E B3 50T 007 Wb B SCASBR IR, SR FLR0 TR S 5 se Bk d, DUASRAR
FHRIFFA AL o

4. BT~ MBI A TIE R S

HRIEXTAETE T 5 W L™ b AR SR RSO (BB A P RSN A 77 b iad . i W55 ) %5 42,
HRH R ZHE 1 BT T UM SR A I SCASRY R S

41 XHEREN

AR GE M AR AR I TR E L GO IR 5 BUR ST “ KBS ik, BEmiEd fHissik
T BRI I EAL 5 85 AL IR RE[8] o MBISCAEIRSKE , dhii A4 7 dh 48 2 & T MR N RSO,
AHRGIThRE . W RIhEE. X ThEE SALREThRe, FRHIF BRI X i R S — N SRR

1l BH/F

Florasis

AR A AL DRI SOA, 2 R NS T I ELRAT 5, R ARIRME, 2 S S =
“HEVET JRE CPEBIPE T BSOS, DL R A RS, DL P RIKRTTRAE R,
AR SRR W

BEIC “Florasis” RAIMA (A REFI M, MEISCATIRESLHIRE, EEAIE=NRm. H
— IR D REEL A, BESCTRFEHEE B Hua Xizi 7, F 10 R S SORIIRIT B IS AT & S8l A 8 ST BT ia]
A BT BEARHE SN BB NS S AL A, PRI R SO R R IR ) S5 AL FE T REfF LASE L. H =0tk
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PR AL, PR HX “Flora (TEA/AETT)” 548 “-sis” AT, TERET “187 X— O S & I [F T
B2 Ml LS SCAARIE I “ P77 S, DAPHI5 i N BGE I KM B ROoE A R B e, T ilsh2
RERAR IR IR FRE REBURAZ QAR . =W R ST DI REE M, %P4 BN A [ Br 36t it it
i 4 KUK, A8 55 A SBR[ I A v R I U, TR 5 [T o S8 e i PR iy 44 152491 45 96 S 32 A ) el 132
M, e RAERISOARAE SR R 5 T of MU TH I E AR . BISCARLARE, AR
SRZ DL H RS 5208 T A, B SR R M SRR T OO 5 B E bRl f AT R AL, Al
AL I — RBE R SCARAE A . SO S T 1 22 8)3E SO J2 T 114

# 2: Ao
Love Lock Lipstick

P “ IR Z07 308 “Love Lock Lipstick” Jyfil, 7 it 44 A 9 S0 B AR B B SCAS, TR AEA BRAS
W PORSHEAR 38 7 AR IR S SO . “ OB MNP RS RS S, ABEIUNER SN, B
BED IS SN FRRERS DR SR SO R A S, SRS AR Ak S SO 32 . 13
W RS B, R 5 T B SCIGERMRENY “Lock” =4, K “ [RlL ™ # 4k vt 77 3 A R (1 “ Love ™,
S5 E NSO SR TE R, A7 BT FARE R A . IR, BCR MG ML Thie, UIHRIREH
TR gl 71, MARThREMEILSE TR B LRI, fE SO R T s BRIA MR . MAh, ¥4
5 BRI AF R B SEALE T IR BRIE T LSRR, 25 SR SCA U [FI R 2 58— 1)
MBS, AU TIRTHERNETE S PR . WSORDHTERE, Z5RIS A BT B REEDRS, 3271
AN AR AR S, I SEPR i RO A Al S Bt i — D e
4.2. THEERHLSEEMME

e WAL SR K R ThBEE = = A ouThee, BESCRREEE. S REE TR IERI
[9]; {5 BAMEE X TE F SO IE MG ok, Wik, Wk, EET TN, DISEELE
BEERARIE[10]. EESCAESRT, hICEAARTE S R RS & RS EEERE, DIERHEINE
HERIRAG . I, B ANEE D RE RAL S5 BAME G, K I RE. T EME S RCR GO E
EWIHAME, RETHE BB, RIS ST BRIING A 2

# 3: RA#tk, Rk
By combining cutting-edge technology with in-depth research of nourishing floral essences, our products unify

makeup and skincare.

oo LB A A D S TR (Y P TR Y U SCA R e B T DR R ARG S B 5] R ORE. SRR
Bk SR, (BEERERGE, “LAETRI” B AR DORER A S Wt SN 2 2 EAR . ESCR T T)
RE DAL 515 SAMEESRNS, — TG ANEORIT A SRR, 2IFE SRS B A ZH, 5 — 7k “ LAE
T MRS ChIRE 7 WP RIIRL, B AR T AR M LIRS MTTE R DT A
AL, [, FOCEMBCRES I SRR A, RS SR O LR Oy AR B3R, SR AL
RS B E ORGSR R, A BT 9 B SO SR 5 & H 1.

B4 FHMEIY, BLER

Loving Legacies Engraved

77 iR AR M HL 2 5 U R IR R CA, TR AL S T 2E B S ERANME . R IR L E,
JE PR BGREE (B 5 EARTE I ST gy DAY 915 B4 £ - B 5C“ Loving Legacies Engraved ”
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KA Diae A S 5 AT BAMESREE, 0HME B A5 55 O AT A . PR R SO0 A 2 A DU
AL LG S, B “Engraved” AILIERE T 2, JFLL “Loving Legacies” FEMIIGR N, ¥ 8
. RS T2 —RE . XPE 8N B R G HAR 4 o0 B, 3 SRS i AT
SR, FEMR SRR T B F A B T s s R IR R, AR SO R T SEIUE RIS R, TERF A
SCEARDA B I, HAR R RO AT AR R 2 IR itk — 2P IR IE

43, IBEEWESR

S S5 AR R A B AR ERE S 2 Rr B, SHESCAR R T RS R AT RSV,
PAOR AT B G HERR IR [10] o 757> MBI SORTI IR, ZSRIS LN . RICDUBEZ M, PUEEE
o AR HZERS, JEEES, A 2RIEN, FHibEREda)EN. imikins
W EM, fEREISCR NS 2CRIE I, B s E B 51 S MR UURS S RUHE &S DI RE

B 5 ARNAFTHHELL, FEAHNBEMEToaFThL, BRALEHY, LRAF R
Reproducing the eastern miniature relief craftsmanship, with each turn of the bullet, you’ll discover an ancient

Chinese romance told in intricate engravings to convey romantic and everlasting love.

JRSCHRERIURE, (BRI S R RIE, M SRR S B AR EN . A SRR A = RE 4
P E LSRN, b ) SCA B A S A SOAR IR IE SR 522 B H bR, 75 SCAR J2 T B A4 4 08 SC B A% SCAR )
FIEMIE. B, Ve TR BARE R, b OB R ) R O AL B RN S R A ),
5B “with each turn of the bullet” 54525 K N1E I 5t RS 515 BAIRA NG, ORI
YA PR A, FE AR R AZ S S R B B o 7 B S mT e . LR, BRSO T AU AL A )
el HIE SO R AR S AREURR, o EE AL B, 8l “you’ll discover” E
BEIH A1 P R ITAUR, SR AN, A B I aRE SR S S 5 UR YT, e, BECTEE
R EHHHTE B RS IMMETHE, TERBFM T2, R EFE%0E B rHa , B4k “ancient Chinese
romance” RAR, T EM “HRITIRIE” FHAHERFGHSCZ AN IR I ERIL, Ea5H(E B
RV E, T SCASSCAG B RS L 1 AL 3 5 LA 1Y) 2 R T e
5. £578

AT LRI SCAR IR /BT HESE , e HUE P~ St AR B T A AN R, RAEE R TT)
7 I SCAR R S RS B 5 SR FH o R FER B, R FIEW SO A 3 h R BER H = OB Rk . —
TR EN, LL“IE08 77 %N Florasis.  “[A041IT40 7 %4 Love Lock Lipstick v BB, @it
AT S R . B SR, R AR T 3 5 AL b S N ST A B R 0 S 15 SR
P2 ZRIUIAe RS BAME, Wk “Ror R, DAEFRIL” FA N B IR A — DR RIS,
W SCB R IR R B 1= S ThRE . BERIB RS I R AT B AR BT, B OR B SCAS S BAR 3 5T
WOl SO LI S RIET M EL, (57 R S AR i OIS R A A SR I R S
A, SO R A O, A B TR A RISOR B RE T . w5 R T

W EoN, TEES SCAIESE R, 72 B SCARHH 3 A P2 B2 1005 5 #3712 g PR AL A
EMEERRNEZIA . EEAAMUKHE SR A, BHEE SCUNED S R RS E 5
WHN R FHWZ ES . i TFRBREEEREY, RBEFLHRZONT O DA A R, £
CNRIE G T332 2 [ TR NS, 2 5 b R A SCARBE 22 | S IS8 I (1 ] B % 1 1 P AT 26 4%

A UG B SCARFR 1 M SC A A F 2 78 b ot AT, F SR SCARAOR B BB TR,
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A AU 5 I EAR S ALK, 5 T DT R SRR R KSR FERSCR AT AS St i R
[E PR AL R B RIS S5 . SR, ABTFAAAE € RIR S PR b ik 5, BEFCBLR— gy %
B, SSRRREETEA R E L A R BT SR P IRE s R, BERDOCA TN, Mok
SINHEFINE BB B LB A BARVE IR . T 37 S A5t S SR Bt 0 S ORBEAT R 6, 0 A7 A — €
FME: Bea, AWTFURERMS A AR M, RITTEIT A A AR g B, SRR E
PIFESR T MR, AT REAE — R _E g9 ST 5 AR PR SR s DhRE AL 515 45
ARG B S CRAA SR, ] el i R IR T R B, HISS SRR . Xk, B0
77 i B SCARR R AR TR R “OERC” B R H , TR AESCAAR SR . BRI 5 T I 2 2 TR AN WAL AT )
ENAK B AR AT KRBV, 4562 AL AL T %, B PR SO B 5 88 S E R
[R5 PR AR, 95N i R ) S ER A AL R IR T8 BB L 5 SR B I S %5
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