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Abstract

After China joined the World Trade Organization, international trades have
rapidly developed in China. The fast growth of international communications and
acute competitions triggers an increasing need for advertising. International
advertising has become a very important part not only for merchants but also for
consumers. The success of an international advertisement depends largely on
whether its trandlated version can arouse the interest of the target audience and
persuade them to take purchasing action. Therefore, advertising translation has a
pivotal position in the international advertising industry.

Every advertisement includes a fundamental meaning in it, which is just
what the advertiser wants to convey through the advertisement. And the
advertiser wants the audience to get the meaning without much processing efforts
when they see the advertisement. So translated advertisements should also take
this as an objective to help the target audience know the advertiser’s intentions
easily. However, due to cultural differences, the source audience and the target
audience of an advertisement may have totally distinctive linguistic practice and
cognitive environment, which bring advertising tranglation difficulties. Under this
condition, if we use those traditional trandlation theories which focus on loyalty
or equivalence to the source text, the effect of the trandated advertisement may
sometimes turn out to be deficient. So this thesis works on advertising translation
from Relevance Theory, a new and more flexible perspective, which stresses the
optimal relevance and contextual effects.

Relevance Theory holds that utterance is a cognitive process containing two
aspects, one of which is giving ostensive stimuli and the other is inference. The
speaker makes assumptions about the hearer’ s cognitive ability and environment,
and gives the ostensive stimulus which is optimal relevant to his communicative

intention. Then, depending on the ostensive stimulus, the hearer obtains the



optimal relevance to the speaker's communicative intention with minimal
processing effortsin his contextual environment. According to Relevance Theory,
advertising trandation is a type of pragmatic trandation which is of a
communicative process. In the process, the translator should first of all get to
know something about the source advertisement text and the source context. Then
he infers the intentions of the advertiser from the source advertisement and
analyzes whether the source audience and the target audience share the same or
similar contextual environment. He should take into full consideration the target
audience’s cognitive ability and their cultural differences which are often
reflected in language. Then the translator chooses different translation strategies
to deal with the source advertisement text so that he can convey the intentions of
the advertisement producer clearly in the target text, helps the target audience
access the optimal relevance to the producer’s communicative intention with the
minimal processing effort, and achieves the adequate contextual effects of the
trandated advertisement in the target environment.

This thesis systematically introduces Relevance Theory from the aspects of
its definition, source, theoretical basis and main concepts, and reviews the general
idea of advertising and the language features of advertising English. Then the
author explores the relations between culture and advertising language, stressing
that cultural differences influence the achievement of the contextual effectsin the
target environment. Finally, through authentic advertisements, the author
introduces different translation strategies which are usually applied in advertising

trandation in order to achieve the optimal relevance in the target language.

Key Words. Relevance Theory; advertising trandlation; optimal relevance;

cultural differences; transglation strategies



3

BEE RN S5 5 2N, [ B B2 2 A i B BRI R ok o B PR s it g R
S AT L s 5 4 (1 IR (8 45 b X 7 5 1R A SRt H B MBI g Nk
FETH S E R UL, BT 5 A O oy A s T B B . — T RS AE [ P
Wi ERAR MOAR KRR FE T AR R 45 51 RS B AR R R I (2 A At
I dho DAL, T BEE ) Sk A B AL .

BAT S SE MRS, RAEA R RS AR EE X N
TORKIEI ARG o T8 NA B AE BIZ N 5 AR ROK Z St Re 2 5
AR . Frek, T AR BN Z LAy B AR, 358 H KA I 1 f#)
TR EE . Bl 3z, — W 5 AU AR AR H A8 AR A e
e AR EE T SFAARIIAEL . IXEEA[F 245 B R — Le IR 3 . 7EIX
FPIEOLT S dn2Ris AR 2L s L8 ST S0 5 BRSO 2R N 3 52 X 2R ML 4t
BHEERORIEAT B, T R N A RE B A SRR . Py
PL, SX RSV SO BT RIS (1 A B, B a0 e e DRI A S5 R 1) SR G
R FE) 5 o

RIRFAL VAU T A — b0 35 7 S R B 7 T A A o 0 18 A0 0 138
N BAFIRE FI AN FI A B HEAT B e I 5 52 B B AT 6 e (2 SR IR s AT
No Wik NARYEWIE NRIREAT N, Saift, @i/ iss 7, KIGIHERCR
AR 16 N B rRm E  ARYERICEE, [ B — A sSE AL i, B
AR R XA IR, B B e O SR SCASAT R SRR SEREAT T
i, T S A T NI AP, IR AR S T AR Y
H AR 5 FIFEEE AL B B3R e . RIS, BB/ E5e 518 S A
FH FIILAR BRI EN BE T AN SCAG 72 5, TR 6 SO 22 e 0 i 3R I AT 5 308 ST 15 L
AN o HRAEIRLY, B R R FEAN R (OB R M SR A BRI U T 5 O R DL &= T
FEEA TR N R B 2 58 B RAA R, I HLAE B AR H AU AR 2 A 2D
IR SCORE R IEB 5T NP R B 2 1] R e R HE, (845 & A AE H
IR TR AT L 06 HO TR SRR o



ARSCMGE S SRR BRI 2 B A5 5 T R G A 7 OREREE, JFXS
U T SR I F R EEAT ORI I e S ST E E R
o AEE I 1 O BB RCRAE H AT T R SCELIREI o JFIEE
TS, RAGE) TR R A RS B i I IBR PR R 12 SRS

KRB RIRHEE IR R SCLESR B R



Table of Contents

N 1 g Vo PP I
a1 8 0o 18 Tox 1 o] o PSR 1
Chapter one An introduction to Relevance Theory.........cccccevevveenneene 4
1.1 Source of REIGVANCE TNEOMNY ......oiiiiiiiieee et 4

1.2 Theoretical Basis of REIevance TheOrY ......ccccoveeieeieieenene e 6
1.2.1 COgNItIVE TNEOMY ...ttt 6

1.2.2 ThePrinciple of Least EffOrt ..........ccocoveieiiniie i 6

1.3 Basic Conceptsof RelevanCe Theory.........cocvveeriiieeneneseesee e 7
1.3.1 Relevance and the Cognitive Principle of Relevance............ccccoceeenenee. 7

1.3.2 Relevance and the Communicative Principle of Relevance................... 8

1.3.3 Context in REAIeVanCe TNEOIY ..........ccoveieiereriese e 10
Chapter TWO  AdVENTISING ...cccveecieeeeeecee e 12
2.1 DefiNition Of AAVErtISING ..c..covveiiieeiecieriee et 12

2.2 Five Functionsand Four ODJECHIVES .......ccoovriiieieneseeseee e 13

2.3 Sructure of an AdVErtiSEMENT .......coiiiiiiieeeee e 13

2.4 Features of Advertising LanguUage.........cccceuereeniererneesiesisiseenes e seeesaesneens 14

2. 4.1 LeXiCal FEALUIES. ......cccveeeeteee ettt eee e nse e 15

2.4.2 SYyNtaCtiCal FEAIUIES ..........coeiieieeieeeeesie sttt 18

2. 4.3 RNEtOriCal FEALUIES .......c.covvieieeeceeeee e 20
Chapter Three Language, Advertising Language and Culture.......27
G0t R 1T | (U] PSPPSR 27
3.1.1 Definition of Culture and its CharaCteristiCs ........cccvevvrvereeiesieesennnns 27

3.1.2 Maor Elements of CUITUIE............coevieieiieiece e 29
3.1.3FUNCLIONS Of CUITUIE ... 30

3.2 Language, Advertising Language and Culture..........cccceveeieiveevie e, 31

\Y,



Chapter Four On the Advertising Trandation from the Per spective

Of REIEVANCETRNEOIY ... s 35
4.1 DeEfiNITiON Of TraNS ALION ....eeeeeeeeeeeeeeeeeee e eeeeeeeeeeeseeeseneeenesemenennnn 35

4.2 The Role of Trandatorsfrom the Per spective of Relevance Theory........ 36

4.3 Tranglating Process from the Per spective of Relevance Theory............... 38

4.4 Advertising Trandation from the Per spective of Relevance Theory........ 39

4.5 Trandation Strategies Enlightened by Relevance Theory in Advertising

T AN S BT O et msnsm s n s nsnsnnnnnnnnnnnnnnnnnnnnnn 40
A5 1 TrANT L AEION ...t eees e sesnsennsennnnsnnnnnnns 40

452 Literal TranNS alioN......oeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeees 42

A5 3 FrEC TTANT GLION .o eeeeeeesesesesenennnnnnnnnnnes 44
CONCIUSION ..ot nnnnsnnsnnnnnnnsnnnnnnnnnnnns 55
REF O BNCES.....cceeeeeeeeeeeee e 58
ACKNOWIEAGEMENTS ..ot 60

VI



L= 35 NG 1 1z 1

B IR i

1L BRI T B . .o, 4
12 EBRIE I R e, 6
1.2 AR e B
1.2.2 BN FTIEM e e e B
1.3 EBRIR IR R . e, 7
1.3.1 RIS IANENE I .o T
1.3.2 KERG BRI ..o e e B
1.3.3 KERBR I IAESS ... 210

B T T 12

20 TTEBITEN oo, 12
22 I"EHENHESHEMNERR. ... 013
23 TTEHIR ARG M. .. 13
24 T BT 14
241 TV I e e e 15
242 AT B e a0 18
243 IBTEEF I oo e 20

BB BE . THBEEXMH... o, 27

B 3T 27
L1 SABIIE LR 0 2T
312 A E T R .29
313 CAIITHAE e e e 220,30

B2 BE. ITEIBEEST. . 31



BT RBKERES TR &EEFE. ..

AL BRI TE N oo
42 BRI
4.3 EBIEI BB I I

44 XTI S EIIFE. o 39

45 XBKIBERES T §8FPEsHOEFEREE...............
S >
A5, E A e e e

VIl



Introduction

I ntroduction

In our daily life, advertisements can be seen everywhere. Advertising influences
our livesin different ways. First, advertising is an effective way to promote products
and services. A good advertisement can help the advertised product go into the target
market and get good sales, speeding up the capital flow of the producer. Second,
advertising informs consumers of the advertised product’s basic information, such as
origin, quality, performance and price. It helps consumers get to know products, be
aware of differences existing in similar products of different brands, and judge which
product is the one they need. Advertising is such an important factor in the business
world with its language. When a producer goes overseas to promote his products with
an advertisement, he may fail if the target language version of the advertisement is
invalid. So the research on advertising translation seems to be necessary and becomes
an urgent task. This thesis is to explore advertising trandation against such an
economically globalized background.

Admittedly, there have been alot of researches done on advertising translation.
Those traditional or well-known translation theories are applied, such as Yanfu's
trand ation theory, the Skopos Theory, the Functional Equivalence Theory, and so on.
However, some problems still exist in the field of the research on advertising
trandation. Firstly, those traditional translation theories and equivalence-based
linguistic approaches only seek for faithfulness or equivalence to the source
advertisement text, which sometimes makes the trandated advertisement fail to
achieve its pragmatic effects. In addition, the functionalist approach pays greatest
importance to the functions of the target text. The Skopos Theory takes the objective
of advertisements as the principle of the whole trandation process. None of them
stresses and explains what kind of role the trandlator plays and how his inferential,
creative processing task goes in advertising trandation. Secondly, there is no

sufficient consideration of both of the source audience and the target audience. Before
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