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Abstract

The foreign publicity translation of agricultural and sideline products refers to the translation
that introduces the achievements, experiences, and characteristics of China’s agriculture and rural
development to foreign audiences, which is an important part of foreign propaganda of China. This
thesis explores the theoretical foundation, practical strategies, and existing problems of the foreign
publicity translation of agricultural and sideline products from the perspective of intercultural com-
munication, using Heilongjiang Province as a case study. The aim is to provide some references and
insights for improving the quality and effectiveness of the foreign publicity translation of agricul-
tural and sideline products of China.
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Figure 1. The proportion of major exporting countries for agricultural
products in Heilongjiang Province
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Figure 2. The search results on Baidu.com about the English translation of “Harbin Sausage”
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