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Abstract

With the advancement of globalization, advertising in cross-cultural communication faces challenges
posed by multiple cultural differences, including linguistic symbols, modes of thinking, and value sys-
tems. From the perspective of cross-cultural communication and grounded in Skopos theory, this pa-
per examines successful cases in cross-cultural communication to explore commonly used strategies
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in English-Chinese translation of different types of advertisements. Based on analyses of classic ad-
vertising translations, the study finds that, depending on marketing objectives, while product ad-
vertising primarily employs literal translation, brand advertising, corporate advertising, and con-
cept (public service) advertising require a combination of strategies such as literal translation, free
translation, creative translation, and supplementary translation, taking into account linguistic fea-
tures, aesthetic preferences, and value orientations. A nuanced understanding of the different
translation strategies and their applicability across product, brand, corporate, and public service
advertisements in cross-cultural contexts can effectively enhance the cross-cultural communicative
efficacy of advertising in a globalized environment and help construct universally resonant value
identification.
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18] 1: It cleans your breath while it cleans your teeth. (% & & F %)
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