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Abstract

Maslow’s hierarchy of demand theory is not only a theory of motivation, but also a theory of hu-
man nature and value, widely used in marketing as well. The rational application of this theory is
conducive to enterprises clearly positioning the demand hierarchy of consumers, researching
and developing relevant products and creating corresponding advertisements according to dif-
ferent needs of users. According to the Economics of Language, language has a certain economic
value. Excellent advertising language can create considerable profits for enterprises. For multina-
tional companies, the language of commercial advertising can not only generate economic value at
home, but also derive economic value when it is translated and put into the market of other coun-
tries. How the translated commercial advertising can shine in foreign countries and meet the needs
of consumers in other countries deserves the academic community’s thinking and focus on. Apple is
the company with the highest market value in the world while China is the largest overseas market
of Apple. This company has always paid great attention to the operation and maintenance of the
Chinese market. This paper aims to explore how the Chinese translation of Apple’s English adver-
tisements can meet the needs of Chinese consumers and thus generate economic value.
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1. 5|8

I Wiy 75 3R )2 IR BEAS (Maslow’s  Hierarchy of Needs) 235 8 3% 241 2 OB 22 R AR R T « S HTI%
(Abraham Maslow) T- 1943 FF&H, H A\ 4 B % 1 &P 5 R KB @ R IR 40 N A 375 SR (Physiological
Needs). %475 K(Safety Requirements). %57J&7iK(Love & Belongingness Needs) T 53K (Esteem
Needs) 1 H IS 75 3K (Self-Actualization Needs). B E A AMHIC TR AT LR IL, AR F0 5 H& &
KRIZURER R AE IS A IS o S (OB 78 E B B, BOE . U A, FRERE ST A
WEFEAIAAE R TR B, IERTE A AU B A 2, R BRI AN PG J7 V8 2 00F 78 OR IR i 38 FIAE T 4 8
Hh1]e AER E R _E DL B ERE fRoRERER 7 5 ¢ AN BT R, IR 11 0% SOk,
Horb 1 AR ROR AR SO I, AT AR A B AR L E BB 1 2 CARTT AR IR R P Rl &5 5 X 2R
YHE, SRIMAE A TR R R IR Z R, P LXK — 1 TS 7R A AR s g i, KA Nz 2 e, B
Wi 5 SR B BRI AR TR R S 9 (1, (R 20T AR 12 R B0RS n e ok, i x5 s
i K2 AR 78 0 BIE TR 1 AT 2 E AR RO TR K, TR P i 20 1100028, 96 2 & 2 0T 9 3
AR AW TG B F 5K E B O EAAESE, DISER AR S B R — 5 R vk, 4l
W VEH DATE 5 25 s B, RS IR A Rl e 35 DU AT 2 78 B8 5 A s oK, NI4T 30
HE AELTMER.

2. [TEBIE
“rods” —EYET R T “advertere” , SR IES . BIEHER, BIEMGL Y S E P SLAR . (et
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HEH AR SEATRH . BEST AR — Dk, B SRR AN, Rl R
AV 51 A BRTE 2 BB, KUFE ST S Res Al R FEERANE, fEARMERET. JF
RERT BT R PP 2 R BN A G . WEEMAME, Bl 5 ras fasr i E e kit
B A SRR L F e B, T RSO SCE  EA B 5T e IR E UOAE R B I, A RSE R
PRI AG R Tk Va8 R A RS By AR BRI SRR IV IE AR . SR R AP IME R AL
I B AR IR G A 2 SR R 1 = Ik, BEFERTVE B T M ARal b, B AFEER. &
Gr AR S B AR T EE S AT . T T R S R, e B RAE
BREAS, VELE T ARSI MERE SRS S, RS SRS P N ) s A S
SRR, A RE T E HIERAINGRTG S B S U SR RNy, 5] R i R R A D At
ISR, 4R g IR R, ATIARAETE 24T R A, A BliE S S A E . EARET
FVE BT R A E] 20 20 80 AN, 1T E P B AR S0 E S AP T 20 4D 90
RHI[2]. FHIRIR SR EISe) SR N S PR R T, 2 90 AU H, AFHVE T 0, ik
IR R R R B A A Bk, BT OTVE VAR L IR ik A R R — 1R S I SRR )
BRI TEFE Z UMK EN B, TR R RIEE 2, TSRS (BT 5 0 R IR R
SRR R RIS ERIA R, A RSUR MR AT A R B SR
3. BEE&FY.: B REEFMENFEXE

“CGEF DR —iR R HIEES BAT F B N——HERAT « B/RYP 7 (Jacob Marschak) 5 )
—REAECT, R, EFET—MEE, BENE. 8. RHARESELTRE, (A xhx]
ZRIEARE AR, WRBIE —FANRIIE S ST A, EANZIETAIE ST LA
ARHT ZEAI R R DT B 2, ERE M FRNIES S5k 5RO TR RMERRHE. HEHN
FLRZAE Z 255 F b 22 R I - #H B (Francois Grin)\ A, I 25 (B HI1EIRAT T XHE 5 A5
— AN THEAE S, AT UMES BN NZEAE S ZEAT, S5 i iisg i EmaEmsmn
B XEHEEE NG S BORBLRE . (EAMIESEAMATFENEARHE, B5a¥RARE
ik 22355 2 (1 J 4 5 AR s 5 18, (R AR B2 AT SRAT NI R3], N AR FAHE S &
BRI e T 20 AR, 1999 4F, sEZEH G HEE S L H ISR E . JbE S RS
TR, “ESMAFEETOBVIRRER, i 50450 TOEk i ok B8 fmHeE, 55T
AT RIS A VTR [4]. #2022 928 H 2 H, fEHEHIM CNKI S gfa s b 8 — =% “if
AU JLRE 957 KL R, Hb 660 F v AT TEMIERE FR N <) E 7, BoRiREN 19
AR, FH 10 RONSEAREIT ., wolg <) &7 —wE oy T ERET , BRAHTIRR, RN 6 &4
F, Hoep 2 FONEFAMIT. BeT W, SO RSN S, S 55 G S L5 1 X 5 #11E
BEATHEAL, XMIERASCRGIEMMETE, FIHES 2L 50 Es) S BRI 44F, £ EE
KREVRIRHI ST, ot S#iEES R A M E. 5885 HUA Y NES T AM
77, ARSI AR B AR A AT 2%, ] SRR E TG Kb, # Bk
BB R H ), XEE T A FRIME TR, BANE S MAFMEEI MBS B =1k, HMESTEH:
LGB R A ST AR I Y4E S 2 R ITVEN B 2 AT BN BRI . A TS MAE F A5 AR R AR 2 S
K, KU BEAE A B B s 7 SR B IR M B S BRI 2, R TR iR S Al
PR AT = E A DI E, DLFESRBUCHRE, DUB S SFMEA R, X — A .

4. ERARRX EXFNTRER T
SRR — R A BRTR M TR A w2 BRI b T 001 8 Ay, o 1735 [ R 3K
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KA, I

JIR 3 F N B AR AT e 1 B R 7 . T30 BT LA Counterpoint Research IR s, SR A
A] 2021 M VUZREE iPhone F= i fE W B ) T 3% G 218 F 23%, SEENERTIOMLE, BERCyHEF
FTT iz AR 4. XERM S, KX CIRBON BRI X LA O SOk IE . Fsk b, SERA
A AR ARV S A R B i 75 SR B AR TR “ BRI SIS, ik R LT RE <17 JFk,
KT “17 IR, TeAi e 1998 4F iMac Kifiiox A, SER AR “i” W] DUy A 5 (K 7 5
X FLANMERERTIBSR, 432 “internet” . “individual” . “instruct” . “inform” . “inspire” . FEF
“GUELHRE CE” EE,  “individual” SRIAXTANEREESRITIE,  “inspire” BN Wb, B
PR TR, SUREAR” , TR — B AR, # I 2 O N AR S BN E AN R s 1) 1]
T, XWAEE 7 B i 75 5K 2 R T TR R A w0 S PO AR R 2 R
4.1. EEER

TR RV S AR BT RO T, SR AR B Gy B X DI RE R B, AW o R 24
N B A FE I CPR . “Easy on the eyes. Easy on the fingers” (BRFE NS, FIEERTY), £
T b, oA UiE, BESCREA T, TR 7R e Emk, “IRIE” 5 “FR” 2A
FAFHF WA T DB S REAL, PR BESCAAT RIMAEH T “8” 52, I 7 ol A B i HoR 508
AR TFHIRE P S AR s, X0 90 AR N SOOI, TR Fes AR . BRI RR R, R
S EIE bR, M F=ATH AT N, “Apple Watch Series 7 gives it everything” (R4 /7LAEL, Apple
Watch Series 7 4 JJAH ), BECHI “40)7 , BT AMEGHE 2838 AN g AR 71 00T LATH 238 7 SR 9t
KK RS TE R RS R, B — P ERIE S sF AR SE DI, AT SRAT I 9 3 115 ik ng,
FIPIE P . “ And thanks to the larger display, you’ll see all your progress and metrics more quickly and clearly,
in and out of the water. ”(FLAEFS & T~ 5 K7 B, /AT DL — Y5 & T B2 N A7, bl R g e @),
“ bR —J7 T AT DLy i S RS LS i, 5 —J7 AT AR AR R o AR T
WA R A, IR ARIN 1% AR SE SRR, BRG] A A 0 AR L S R 3R e B R SN,
NI 2% it B2 7 it T G R B D UL I

4.2, BEER

SR A FIERE R T e R I ORI OR B RS AL 2 e i BB, AEORBETY P Fa AL A
T, A BT . “MacBookAir can keep a secret.” (MacBookAir SR BEFA ST ). “5F
FUAE ™ & s BR] 2 DUABE ) — N s, R (A5 A D BRI 1) R0 T Jo B T DL B R YRR AR ¥ 5 1
TR A EE S, AR BN R SCAR A THI ) 9% 5 AL 05 7 %™ I R 6 PR A 22 1k . B4, “MacBookAir”
5 “spOnin” 2@ B EECR, BH TWARERTE, BEENLE TIHREREEFR, SH
ettt 7SR A E B ] DR B M e 2 2 T B NG 7RG S, EERE R 24
FERIRR, BT O IX — SRR T BRI, AT AR AEAS B QNG S GE N . FEORIRIE 205 B R e &
i, SERAFWME T —E RS S, #ln “Keep an eye on your heart health.” (B CrR PO IFE ), 5
S “heart” 5 “health” I T kBIFMEREFE, B 07 FREEHISRIERX —&EBRE, 050
FHER, 15 51360, o B 52 Ak H AR T AR H S0 335 L A W16 T F P AR f i R 22 4 1) v FE DR A 2B O s7 97,
BEMMURTH AR . FE4E T i 220710, SERARM TR T IR, KT HFRB KM —
J7%58 “Works swimmingly in the water.” (AJK, 1f437K), BEAZFREK AT LUGH] L TAE,
“anfA3K” TEAS R B CEBAHR I N BUR & PSS, JEOCRITRE SR A B T A 2 B K
ik, Mt EEG AR, S AREHESGH, FHXGERTFIPIKER— R4 e, S REEmR &
PR IR R IR, AR RHZ = i ) RAFEN G, dEmi 4 I i ml et .

DOI: 10.12677/m1.2022.1011315 2324 IARIE 5 2


https://doi.org/10.12677/ml.2022.1011315

43. Z5ARER

N BT ERERETME, FRAF MR FN G % 2O EIK P SR, A F 2 &
WS H I, a0 FHL= i iPhone SE A — NI E AL B /K PERERT #1 “Oops resistant” (F7IkHiK, ¥HK
). K e — MEE R BER R AL ST I 2 ], 72 5 R A, KBTI G2 ik NI IR AR 1% 52 B 52 |
THAGIRTE, PTLAT 1A “ ikl ” BT 0E 238 OB IR B E M R IEIE H, MRS HERIE R
JRONT B S A TR A A OCPR, )3 — P EL AR S 1)V 8 % 5 1 38 PRI i /2 Ik, B2 T R AR RV o
TEAAR SIS A E IR S e, ORI BTk i s8R 1t B, RS9 2% 5 M AT ok i is 518 SR S T Y
ORI 2B, STERUE AT . RS, SERA R EET K AppleWatch )T & HERIEIIE, L
a1 “Your family, joined at the wrist.” (2N, OFAHIE), JFESOIF R SO A HIX — 7 iodt 2K N 9%,
B — PR RIS 5, 232 AA B Syl H 8, B3 S A NI R T DL A TR S B,
I7 W E SO SRR — R B AR fRIZ 8 T3, (BT BAT I TR AP R AR 1 RIS IS R 8. 0
ARHBL 07 BIMES, BCEMESFATERM, Dk RIE B, B 5. £ SRR E
T8 B 1R AR ARl A T FLRE 2 A [E] A0 R ARV PR 7 i o

4.4. HEFK

AN H CHIRE IR SR Bt 2 AN S8 E, MEA NS E, NEE
R MNASEESMARESE AL RIEE. RHE O, ML EE: IMNTEELR - MAGE
AL, ABAS, ZRIMANRIEE. FBOFS RV AT 8 E ) 75 SR A A% BR A b 5 e 25 3 9 3 0 7
ai (R, AR 5 TR ARV B P R, S S I PRV B RE S RIS AT, T T P K B K
iPhone 13 Pro FHMLAY—)" & SR GF A2 FE T iX— fd, JRSCS BS54 “Shift the focus. Up the drama.
Presenting Cinematic mode.” (£ fUFEHe, WM 2K . MRS, HIERIE ). BFEChmmA “f
R7ARBRMES, MESAH N, 5 MEATIHIDCERERNMEAE, F— N AR
EHRERHPN, B NEANRE ARB” , B AERMEESC AR, ARG ER R A A
FHH PRSI SRS E, KRR EREG THERE BRI S E. m5AME, MHEEn
KB P A AR B2 AN G VAT I O 5 3R, AT 158 P 7 b ) JER T — B P 2 sl A ) K R
iPhone13Pro K/ 151/ “No wonder your selfies look so good.” (MERAR/E4 HIH#IFE)S iPhoneSE ) %
ii “Set your look once. Get it every time.” (K& B & —IR, RIKEWRE)VEFMFE T2, #ESEhELT
=ZENW, Ho—, DUESRES IR W S A X0 R B, AT S AR B ) ]
WK B S A S T, Rz EALE, SA0E, EAEHEWE, K, md e s
87 F T HLUSCRICEL Aok ™ SR 3X — 777 ot P B SR SR KPR s =, PP S BRI
FER I RAEAE I A NGB E R EOARE, ZRPiFFE 73 R A mIA I 9 fEAT T A BT b A 52
JIRCBGF— IR de 2, e TP A, S E S E TR, MR AT NI R A .

4.5. BERSUMER

H IS 77 2 i i S RN TR 2, TR X PR R E R R S H CREJITARRI LA, kiR 8
HORFE A CEAERE J1, BONE CRTIIEMAYI[S]. B IRSEI TR R AR Bk & s &2,
“Push farther. Run wilder.” (A, RHERET) &R Apple Watch Ultra 11— 45 . BB AIEASE
BT XN, AENES b, BESOF RIS T IR SC IR RIS %), T2 SR ar kR, A “Push”
5 “Run” &M, MAKRTEIERERE, EEERSGR, B TECHIFFICR, 1EBEZ A N
fif “HRERRT BN, X WAER H MR N AR A& FRRGUET. TRRERLE . A 5 1n H O R R
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KA, I

. FU0 “Stay centered. Move ahead.” (" 03%, [A] [l ML P M) HT), “centered” BN “4EFR i, EHRI”,
BECHH RN CFRPLEDT , RA T ERA R A R EAEI NG N RS EE A, Bk, T
A7 A AR KPR AR AT AT, IRRTAAE” OB, ESCE RS IR BT A SR P
OB HFAEK A, BRI G RUER, B BRI “HEME R, BT
“Staycentered” FIRH, XAULE T IEPAH, MASMFPEBESE, RILFEHE, RIT—FESHM L.
PHEE IR, RN BRI TE RS EAERE P SRS R, BT DARLET 4 SR A 30X — VY SRR ) B
MIFEBE. X “Above. Beyond. And back again.” (3%, FZ%, #HEFIUE), FIL=4)" %, D
SRR A, EEHOE L A E AR [6]. B SCNEEAR R — AR, & SRR — AN
L 2 MR BRI ESE S, Y LR “Above” 5 “Beyond” MR CHE S 4L, IRTH “#E”
IR AR, “HETFIURE” SR SO T IR AL, A R T AR RS R, BT 1R
BOETHRNAE L, 128D N IR IE & [V 2 5 AR AR g B —— B 2 s i —— D sl s —— 2R A
WO B R, X =BT MR RE B FE PENEAEERAHNENE, RES
WO AN ) A7 6% B I 20 3 G 3t S 0 R N AR B0Ze 1 (BT R S A S D DT SRS RV 9 A7 . X MRS
Blgs ) SRS ECE KB s, WEE AT RIS, A2 NPRESZ AR MR K, AIH & AN R AR
BB K, ZABHETLHEY . IBFAFY. MRS e 2R AR SR wesE, JEELES
SEZMEN], FRAERLY, P “HIRTI” , LB MRS IR E .

5. &5i%

L i 5 SRR AR 22 s T 1 378 B TR B T 3 3 I A0 Rl SR 5287 H IR R S 4
LT I E Be L GE — e R E, XEE S AT F PR T RN, Rk R
[FIAE AT DO A A, SRR A m] AR & SRR iR T X — i, WEER, %4e. 5
JE HE. HISEIEZ A RBEOR TIHRE R RS R, RO Z A A)E T RS E
JRAAT ML A FIARAT AGEAE o i 22 ) S F 70 S R 20 =) 830 i DU IR D SR AN A R TR ) o 8 3 40
. S AU OURI SR B Al I RIER R, MR R I HED 5 R AR STk, T H AT LR
HCFET R AL RN U LA A, IR R A R Rk S R AR 2R Ay, O P A
A FE PR & R RE T i RSO S R R AUE B A T .
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