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Abstract

As a kind of communication medium, advertisement influences the effect of product promotion
and the construction of brand. In the context of economic globalization, there is no doubt that ad-
vertisement translation is indispensable for goods to achieve good communication effect. From
the perspective of Newmark’s communicative translation theory, this paper explores the methods
of advertisement translation from four levels: addition, omission, adaptation and recreation, so as
to point out that, in the process of advertisement translation, the translator should not stick to the
content and form of the original text, but should keep the translation smooth and fluent, and flexi-
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bly adopt various translation methods to make the readers of the translation feel the same public-
ity effect as the readers of the original text.
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1. 51§

BB AT RPE R RE, | CRRANE] T A8 8 RO NS AT AL — &7
T S5 AT LU B0 2 ok, IR A BiE RIFIE S FERBRUE R, EERE AR
A UE H 2%, ) AR AN IR IR T2 — e X e — [H 5, A4l 8 ™ R A A 1
Fr s, CAMREDCE 22 R o D iR o8 3 2 X B O SRS L A B R A R, SR
AT 5 T SRS S0 S GBI B ELAR BOR AN EAL JT L, WIS R it 75 [ B 115 4 38 5 o o5 4 A7 R )
WAz |7 S HAAR R SO AR, RS, AR SCER AL IR E DN, RIS ER
FIREM T R e AV 0, ORI SRR, DAIA B RAFH) i B AR R R . RSO S e A bR
RS LA A, WBEER T S RIS, NIRRT 1Rt E A .

2. AL RXZIREFER

JoE H AL BRI KBS « 4D 5 (Peter Newmark)AR 4l A AR TN AE, £ (BRI @)
(Approaches to Translation)— {591, $EH 115 ¥ (semantic communication)F1%Z Frf % (communicative
Translation) IR . o, 35 ORISR “FEBRNIEAE CAAEZ M VP ATER &, AT Re A Hb F 0
BT, AR B E X B A ORI B AR R T RAE R S AR RO (1]

TSGR = T80, AR R SO TR A R s ], B ROEAR RIS 5 121k 77 RSO
FHIE, REREVESCARRNEEFGNERE R (HR 15 SGRIBEAE “ BHILEER B 4Ed i, &5 SBOECA
Wimis. B, IFEDIERGESEE” (2], ZhREEMET HE, DEEAERE AL, ik
B Bl 1 B AT B R M S REAG, RS BRIAIBEAT, FESCEE RE S 5, e, AEE R, fFE
FeE EETENE 7 [3]. HUEAT A, R EACPRBIE i B S &, AT BRSO R, AT RUE 2
W FESC A BRTER, RSO B E HNESRE RS I, WA R R A RS bracR .

] E T MR R A SOA, HH RO TSI, TR E AL . R, AT R
B RSZ AR BT E R BEN, XSG . R REER, MR SRR E,
H B FREE e MR VR AR R R SUE B, REMEI B SCE RO B A 5] B e S AR SCAE R 0 B
) S SAH AL BRI 5 (4]

3. T EHIEEHRR
3.1. fEiEREK
TEFEAF BRI X, ™ 75 SR SR 1] P L5 2 (RO R, [RLBLT #5103 5 R B b, %
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BH R

SR E ), RADASHERMKA. ok, fRg AR AR, T HZ RN
FERS s I, REAE— W (B L5 ZU IR ST AATRORRYT » 45 52 A0 B T ERZIENR 7 [5]. B4n: “Just do it.”
(T 58] ); “Obey your thirst.” (535 1); “BEAHEH. 7 (Keep BAF) " H); “—FHL/NT5E. 7
(P ) RIS 5 W0, e Bl 1 BRr =, RERS ORI 8 M KBk . il
20 AU A = A FAE A R A R RS R R RN RS S T, i T 5
“ONTTT BN EEBRIE R R R R TR AR IR, SRR SN e ke .

3.2. ERERE

BRI R S FEECCH BRI AR T, @i, WEEA, SR EREEAIESES
KAEH . “iaE) EH Uk R TR B R, TR S e Eh O EE R [6]. )R
SRR, AU DM 5 RIS TEIEWE 1, IR GIE B ERE T IREN S, TEarhR
FET S A RRRCR . T iE v LM B R T

1) RE:

Everything is extraordinary. Everything tempts. (-RHLIV 4 &) 2)

AR, TR, SMARER, SHhARR. (lululemon |~ )

R SR EAE ) —MERERS . A TR BRSNS R, T R R E R R
B, IRBIFF RS, EIESURIER, RN RN IS A4 B 1) S2 At R BRI A BB TR
HAGRA, $SELHEEEEAEAEDAY, R S5 EEHIR “Everything” , lululemon | 45 1A
H) “ABR” FRE A E S I, #AERT EE SRR BA TR, S NRZINENR.

2) LbHar:

Print photos like a professional. (F=FT EIHL 45)

fly smooth as silk and enjoy award winning food and service. (Z& [E 3-f1 25 A7 45)

KAT—— E A CH R, (KELHES) %)

ML, Z2REZXK. T )

M RGP A 1S ST 2R e, MBS E F A SRR, T H F R I 2
wn Y U BN RE, A2 ARSI AN AR B IRATE B, it S s AR, AT ORI )T B
A I6E .

3) WA

Unlike me, my Rolex never needs a rest. (57 71 -=F&/ 1)

ZEKINRAE, — U A e T (R AT

WNPUERETF RTS8 T, AR — MRl AR R, R dda, BPEsAr
FAT AHENS, 2B/ NN, AT s A SR Rk, e P — Mok, BL BT
FEME A TN TR, TERAES), AT TR R B H D RE

4) WO

Ask for MORE. (BE/RE M) 5)

R W T . CRIERUT )

RO 8 AR [F AT B8 X 2 481, AR AEa AP E R, &8 S I SR Rk
ROR o I EINUORREME 5 & & BB E3h, s ADARIBRFAE R Rt Ek 7, “More” F1“4% 7,
AR R BN, —IaXE, (5 E B EER, 275 2 RoRr= e R, R SO0 32 AR
8, BIERFHEE. BOCHERER I OMIZ I AELDE, RRIRZIMIE R R R T RE, AT (2
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I 5 DyRets LA,
4. ZEREFEAA T 58F
4.1. EhFEEN

A TR PR SRR, BESCHCRIR AT RES IR SCRCR — 8. MEEEACRI S AR S, B
BEAT BRI NEZF 20 S 3 AREIUSE BAERIE SO 7 b, B 2035 3G B AR LN, 1522
PRECRAATH 0. Rk, BB XSS AT RIS, RO AE B B0 .

1) BESCNFE I RT3 BAERRIE IR JF S0 3L, B B JEOO B AR B 22, B 2R A
REMERG SR 5 BAR IR LG 09 . 2) WEOONIAT & B RIEEH RIE SR i T R S M SO Sk
Pise s SO, B RFEYE DT SRS 5 RIA T A 2 A Bk, B AR R ORI
XS, A LB B SC N AR S AT e AR R TR, AT AR BRSO F AR . 3)
BRI ER . O RERGR TR M EAL, O TR AE B H RIS, R SRR A
BEARRPE. DIk, ERIRERRE T, B N R RN R, RSB E RN ET

4.2. BFEAZE

4.2.1. #iFE

PR IR AE TS I FE SO R BB A . T TR IR e, I R AT DO SR SO B ] gk
T RG], DUk S0 .

% 1: Start Ahead. (ZA%)

B BRI B, MSRITG.

5] 2: I’'m lovin’ it. (£ 457)

B Tl E .

%1 3: Intelligence everywhere. (FEFG% i F-Hl)

B BEEE, AT,

s BIR =AM ERR I TG R TS, AMUESET RSO, T ISR TESCER, ok
T DOED A% A H . 511 41, “Start Ahead” I T XKHI T, “Ahead” 2ib NIBARL “head” ,
PEOCAE JEUCHE R B3P T “RRThZ B, MR T YA, AR RSO TR, TR S AR, B ERE
RS B DR S S, BRI T RS geb. Bl 2 iy, BSOEm T A B 7 R AT ER A
PICWIE W TR S, RATEUNH 52 TRE, Fal TR AN —REZRENR HEERR T R

HEe B3 MIRSCh g T “EEE” Xz, W T A IS Y s, 1B RIE T .

4.2.2. @miFEE

PHFFRTEA UL i SR ARt b, AW SO 0 1R A BSOS B N A, 81 S 0 VR A

5] 4: Wherever you are. Whatever you do. The Alianz Group is on your side. (ZZBtEEH])

PEOC: REREENR], KITER L.

Gy BT AR E T RSO A N A, RARE 7RSO S RO sy . AR S
HEE, WA “RRIRAEME . TR 4 ZIREREAEIRS L. 7 KRR BARMERE A TR
WEE, HEECRAATUKMAER . R RB R, R T DA RSO A AT o, AR A
BB S5, A PR

%1 5: If it moves, pumps, turns, drives, shifts, slides, or rolls, we check it. G-¥5 4T 45)
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BEOC: BhBSTE, FaAT RRAT

o ST SR T — RANVSRRIL TR AR O T A R To G, R AR RE R AR A
(HACRAEIE EPEAR S, SR TR, AR, ek 17 S s A 1o, kel L, 3%
FHRE I, NS TR A AR AL, RN R P e BRSO A S, A R A
B RIERAE -

42.3. EiFZE

ZBREH PR, BIREISZ AR RO, PR A M E B W b s ) o 4E 77 50, A Re
ISR AZBR BB Bk, £ A B, PR W X R ST AR A ER S S A A F A T S R
BREACR . B B NIREEATIRZI o7 (7], KRECEFRIRIE %, T BRSO sz 2
R SCAH R B R5R

%1 6: What it’s like to be small but good. (F-/iETH) ™)

B R R, REEA.

i BECEERIZH T WM PR, A TREANEH, BRIl seE O, gl [F,
X MBEX B 7 I Tk, BIRIELLAE “BRAE” , HEIRTEVN, (HRRIE G — R4, JH 2%
HAREAEMRETE, (R TIRRERR AL R R T SRR KR . R E SO T E R, N
CEBEIMRN, HEEIRL. 7, XFEREIERAEMERE, S EERAE. AR R, AR
M7y, W9 E X A S FEA R AR 2 BRI AR A

5] 7: Not all cars are created equal. (ZZ515%)

B HATHY, SH=35%.

Gy T B RESE ST SO A, BT AN R R 15 DL B B AL R . s T
EE (MALEFY A “Not all men are created equal.” , X TEEHBREMNS, BFRXA HEESTEE
REBE. MEEFEA FHEARREEA RN SR , M THEERENS, AR S E R
FARPARYERSZ . ML TR, HBRERATFREE, Dol Ra g, FIbECEM 7 “th
TR, REAHER" X—#h), BT E KBS 5, BN “TH 57 GRfdiyy 2 & B 3%
LU BERE S, PRI =25 E R = A a8, XA R RRIA 2 T R A& 0R .

i 8: YERIFIRE, WESRASHF. CGEERMRT )

#1¥: He laughs best, who runs longest.

SR BESCBA T — LB 1E “He laughs best, who laughs last.” , 1% 3C# “laughs” # A “runs” ,
“last” #ih “longest” , X—EIEFIL T SO SE, WIBMHALIL T JECE Lo BESOERER),
ARG, BRI LD, 5TFidiz.

4.24. BIEE

QIR IR QNG R RE . JE IR R BIE TR SR, R, T S ERN AR, [
ML S A S FEEER, RS I IR TR, ER S8, Aaele T 53,
PETG DRI (8]0

%1 9: Maybe she’s born with it. Maybe it’s Maybelline. (3% 5 %)

B EREANL, FRAEFEE,

ST T E RSO TR E RMETRETE, IR T RSB RE. ESCEBERE, WD “@vr
W R RAEIN T, WFRBEONE T, 7 IO, (HEECHT 7 — @ alE, iz mAT
TR PESCHEARMAT T @R ERB S, EARSE T RSP RROMER, R FIIERE, B
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BB

BRSO E B RARE,  “maybe” MG HRE T MEEG

5] 10: Tide’s in, dirt’s out. (JKI57)

iR, i5HEk.

GpTe I RS A T W, B O T T A DOE R B R, RN X AN TR
) “a0”, SRR B0, & TidiZ. U THNETE 7, AR SRR T .

% 11: Intel Inside. (FE4F/RF7 5 AL EEER)

B gy — R R

SRT: BEC—IEXE, BERH T RSO DIHAREL T SR A B B A R KRR . T R T,
—J7 R U S R RIS rIvERe, S1— 7 AR N 2 b O, BRI, S T R
BHe. R, FECH) “FH7 ZFREA 7P R I, A4S A A R R AE S AR ik F sk,
B AETE P O IR R I JUENTEA ], R TBMmMSELER, R, Wl
TH AW, BRI AL,
5. &

AL e A b R B R T, R RAR T SRR RS OU T, HE— B T R
VURPER Rk, RIBGIREE, RS, BEE, SUREE, DUMASIEAR T & SORRIERCR . IR EE T
JUE R, NCHAE RS IE SR AL B, DU EEEE AL, SR RE R H IR N2
RS, RiGIEHZMEREINE, A RER SRR sE e T, (k& A AZit.
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