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Abstract

In recent years, more and more scholars have been using the theory of translation variation to guide their research on the
translation of product introduction, but the scope of previous studies has mostly focused on the translation of product
introduction in a broad sense, instead of a specific field. In this research, the researcher built a bilingual corpus of product
introduction to new energy vehicles in both Chinese and English, analyze the C-E translation of product introduction to
China’s new energy vehicles with examples, discuss the relevant translation strategies in the context of the translation
methods of translation variation, and summarize their expression effects and their value in the translation of product
introduction. This research provides reference and new thinking for the use of C-E translation strategies for internationally
publicizing China’s new energy vehicles.
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1. Introduction

China has now become the world’s largest market for new energy vehicles, with the production and sales of China’s new
energy vehicles exceeding 3.5 million units in 2021. This line of business has also entered a period of rapid growth in
China, and various enterprises have arranged to enter overseas markets to seek a larger market share. To meet the
increasingly fierce international competition, many Chinese automobile enterprises have had their product introduction
translated into English. Product introduction is an important means of external publicity and introduces information about
the products to consumers at home and abroad to stimulate consumers’ desire to buy and to achieve the purpose of sales.
The translation of the product introduction is reader-oriented, which is a cross-cultural communication with the
participation of multi-subjects. It is not only the conversion of two languages but also the bridge of cross-cultural
communication. Therefore, the translator needs a strong bilingual cultural communication ability to flexibly apply
translation strategies according to the original text of the product introduction, the features of the product, the requirements
of the product manufacturer, and the characteristics of the target audience, to truly convey the information of the original
text, and hope to achieve the same publicity effect as the original one.

The theory of translation variation has certain significance for theoretical guidance for the translation of product
introduction to new energy vehicles. The theory was proposed by Huang Zhonglian, and its core principle is “variation”,
that is, on the premise of not violating the faithfulness of the original text, the core information of the original text is taken
into the greatest extent, and the source text is adapted to the greatest extent by deleting the complicated and simplifying,
removing the coarse and extracting the essence. The specific application of the theory involves such means as supplement,
deletion, compilation, summarization, reduction, combination, and remodeling. According to the theory, the specific need
of specific readers under specific conditions is one of the most important factors in determining translation. The theory
also pays attention to the target language readers’ cultural background knowledge, their expectations for the translation,
and their communicative needs. At the same time, the theory endows translators with great initiative and creativity to
convey information.

More and more scholars have been using the theory of translation variation to guide their research on the translation of
product introduction in recent years, but the scope of previous studies has mostly focused on the translation of product
introduction in a broad sense, instead of a specific field. In this paper, the researcher analyzes the C-E translation of
product introduction to China’s new energy vehicles with examples, discusses the relevant translation strategies in the
context of the translation methods of translation variation, and summarizes their expression effects and their value in the
translation of product introduction. This can expand the scope of theoretical application of research on the translation of
product introduction to new energy vehicles and provides reference and new thinking for the use of C-E translation
strategies for internationally publicizing China’s new energy vehicles.

2. Theoretical Framework
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In the translation of product introduction to China’s new energy vehicles, there are a large number of problems. The root
cause is that translators do not realize that the translation of product introduction should be reader-oriented. In the process
of translation, the translator often ignores the communicative purpose of product introduction, and the translation is
limited to a purely linguistic level, without considering whether the translation can achieve the effect of the enterprises’
publicity or whether it can be understood and accepted by foreign consumers. Secondly, the translator usually ignores the
expectations of the target readers. Most of the readers of the translated texts of product introductions are foreign
consumers. The purpose of translation from Chinese to English is to help these consumers better understand the
information about the enterprise and its products. If the translators ignore the language and cultural habits of the target
readers, the translation would not be easily accepted by potential consumers. In addition, the translator often blindly
pursues formal equivalence. Limited by the original text, the translator blindly pursues linguistic equivalence without
processing the original text and uses the methods of a literal translation. Therefore, the publicity effect of the translated
text cannot be achieved.

To solve the problems mentioned above, this article discusses the C-E translation strategies of product introduction to
new energy vehicles based on the theory of translation variation. The theory was put forward by Huang Zhonglian based
on his translation practice and research in the 1990s. Specifically, translation variation is an intelligent and interpretive
activity of a person or/and machine that takes in cultural information of language A in language B to meet the specific
needs of specific readers under specific conditions. The reason and purpose of translation are exactly “the specific needs
of specific readers under specific conditions”. The theory is different from other translation theories, and its core principle
is “variation”. Without violating the context of faithfulness to the original text, the core information of the original text is
taken to the greatest extent, and the source text is adapted to the greatest extent by deleting the complicated and
simplifying, removing the coarse, and extracting the essence. The specific application of the theory involves such means
as supplement, deletion, compilation, summarization, reduction, combination, and remodeling. The translator is given
great initiative and creativity to convey information.

We believe that the theory of translation variation can solve the current problems existing in the C-E translation of product
introduction to new energy vehicles. First of all, the core of translation variation theory lies in “variation”, which coincides
with the concept of flexible translation methods required for the translation of product introduction. Secondly, the theory
of translation variation is reader-centered, and similarly, the translation of product introduction attaches great importance
to readers’ reactions and feelings. Finally, the theory of translation variation emphasizes the translators’ subjectivity and
encourages the translator to make appropriate rebellious adaptations to the source text according to the readers’ needs.

The translation of the product introduction also emphasizes that the translator should take the initiative to make
appropriate addition and deletion to the product introduction to adapt to the reading habits of the target language readers
so that they can get a similar reading experience as the source language readers, and cross the language and cultural
barriers to the maximum extent, to achieve the purpose of product introduction. In a word, the C-E translation of new
energy vehicles needs variation.

3. Research Methods
This article will answer the following three questions:

1) What are the features of the product introduction to new energy vehicles?

2) Under the guidance of translation variation theory, what translation principles should be followed in the C-E

translation of product introduction to new energy vehicles?

3) Under the guidance of translation variation theory, what translation strategies should be adopted for the C-E

translation of product introduction to new energy vehicles?
To answer the above questions, we will build a bilingual corpus of product introductions to new energy vehicles in both
Chinese and English, analyze the text features and further discuss the principles of translating this kind of text. Last but
not least, this article will probe into the translation strategies of product introduction to new energy vehicles under the
guidance of translation variation theory.

The corpus includes the product introduction texts from 20 Chinese new energy vehicle enterprises and 21 foreign
enterprises respectively. This article selects the product introduction to China’s new energy vehicles, including “Wei Xiao
Li” (NIO Auto, Xiaopeng Auto, and Li Auto), and the product introduction texts of Tesla, the representative of American
new energy vehicles, as the main corpus for comparative analysis. “Wei Xiao Li” and Tesla are relatively large new
energy auto enterprises in China and the United States, and their product introduction texts are comparable.

The specific steps and methods for this research are as follows:

First of all, this article will analyze the text features of Chinese and English product introduction to new energy vehicles.
The comparative analysis includes three aspects: the differences in language style, the information structure, and the
lexical features of the product introduction. Based on this, we also analyze market positioning, product characteristics,
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and target consumer groups of new energy vehicles in China, and focus on the analysis of consumer psychology and
needs of potential consumers in China and English-speaking countries.

Secondly, this article will discuss the principles that should be followed in the translation of the product introduction to
China’s new energy vehicles. The key subjects of the translation of product introduction to new energy vehicles include
automobile enterprises, translators, and readers. The author will study market survey reports on the new energy vehicle
industry issued by the China Association of Industrial Automobile and learn the needs of relevant subjects in the
translation of product introduction to China’s new energy vehicles. The translation of product introduction to new energy
vehicles should comprehensively consider the purpose and needs of the translation subjects to select the corresponding
translation strategy.

Finally, this article will explore the translation strategies of product introduction to China’s new energy vehicles under
the guidance of translation variation theory and analyze the collected examples.

4. Research Results and Discussion

The product introduction to new energy vehicles is mostly multi-modal in the form of text, pictures, and videos, which is
an all-around display of product details. The translation of this kind of text first requires a perceptual understanding of
bilingual product introduction text type, information structure, wording characteristics, audience aesthetic taste, cognitive
thinking, and psychological differences.

4.1 Analyzing the Textual Features of C-E Product Introductions to New Energy Vehicles

The article will analyze the language style, information structure, and lexical features of the product introduction to new
energy vehicles, to provide perceptual understanding for translation strategies and principles for the theoretical research
on the translation of product introduction to new energy vehicles.

4.1.1 The Language Style of the Product Introductions

The analysis of Chinese and English product introductions to new energy vehicles reveals that the wording style of English
automobile product introduction texts is highly subjective and less sensational, while the Chinese automobile product
introduction texts are loaded with a lot of sensational and expressive words. For example, the product introduction texts
on the official website of Tesla Auto perform mainly informative functions, while the product introduction texts on the
official website of BYD are a mixed text mainly performing summoning or inducing functions.

4.1.2 The Information Structure of the Product Introductions

The product introduction to new energy vehicles mainly introduces appearance, interior setting, configuration, function,
color, size, and other information.

From the perspective of macrostructure, the English product introduction to new energy vehicles represented by Tesla
highlights design features, car performance, and safety configuration, supplemented by pictures or videos, so less
summoning text is used.

Chinese product introduction to new energy vehicles, represented by BYD Auto, covers information about appearance,
interior design, safety configuration, function, and use scenarios, which is too complicated, and the cognitive ability of
the audience under multi-modal recommendation is not fully considered.

In a word, English multi-modal product introduction to new energy vehicles is practical and concise, which includes
information about the range, safety performance, appearance design, interior configuration, and so on. However, Chinese
product introduction to new energy vehicles is relatively complicated, and it often introduces information about
appearance design, interior configuration, use scenario, range, and safety performance.

4.1.3 The Lexical Features of Product Introduction to China’s New Energy Vehicles

Since product introduction texts are concise, this article examines them from the aspect of vocabulary. In terms of
vocabulary, the lexical features of Chinese and English new energy vehicle product introduction texts are very different.
A comprehensive understanding and utilization of these features can help translators choose appropriate translation
strategies to attract target consumers to purchase products and services.

By analyzing the bilingual product introduction texts from 21 domestic new energy vehicle companies, we found that the
product introduction to China’s new energy vehicles has five lexical features, namely the use of four-word phrases, the
preference for numbers, the use of personal pronouns, the frequent use of verbs, and the use of terminology in the
automotive field.

4.1.3.1 The Use of Four-Letter Phrases

In China, four-character phrases are frequently used in product introductions. The author finds that four-character phrases
are often used to introduce the configuration information of new energy vehicles, which are concise, catchy, and easy to
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disseminate, and are conducive to enhancing the promotional effect of the products. When translating Chinese product
introduction to new energy vehicles into English, translators need to consider the language habits and cultural
backgrounds of western countries, and appropriate cultural transformation can make the translation more attractive to
consumers. For example, Chinese is characterized by the use of four-character words, which are literary and euphemistic,
while English is very straightforward, so translators need to translate from the audience’s linguistic and cultural habits.

For example, the product introduction of NIO ETS5:

ST: &R BRA, EHFF X

TT: Sleek and Progressive

The English version extracts the key information and translates it into simple adjectives that are concise and in
place.

Another example is the product introduction of Li ONE:
ST: AI AT F,
TT: Fuel Powered or Full Electric;

The last case for this point is the product introduction of NIO ES7:

ST: ¥ RRIF, H Hhifii g
TT: Spacious Enough for a Good Stretch

4.1.3.2 The Preference for Numbers

The product introduction to China’s new energy vehicles mainly introduces the configuration and performance-related
parameters of new energy vehicles. The use of numbers allows readers to intuitively understand the configuration and
performance of the vehicles and other related information, making the information conveyed in the product introduction
text more objective and persuasive.

Example:

ST: 21 Mz AR, TECK IR EIE 2160 I, fE80AE AR, {05 ST MEI R B, (EARE LY
TT: The Dolby Atmos audio system incorporates 21 speakers and a power amplifier with a maximum power of
2160W to provide a concert-like experience in the vehicle.

Example:

ST: HZR &M REHC & 22 M7 &8, SR EIE 960 U, 15 LahE K M IIRE, N — Aottt
KEHEFERINTUZAE . Rz Model $)

TT: A 22-speaker, 960-watt audio system with Active Road Noise Reduction offers immersive listening and
studio-grade sound quality.

4.1.3.3 The Use of Personal Pronouns

The product introduction to Chinese new energy vehicles mostly uses the second person- you - and the third person - it
(referring to new energy vehicles). Among them, the second person is used most frequently. The use of the second person
“you” by the authors gives potential consumers a very intimate feeling, and consumers may have a sense of immersion
as if they were driving the car themselves, which can better stimulate consumers’ desire to buy and achieve the purpose
of publicity and promotion.

Example:

ST: VKA Z ABAEMERE? BCo a5t R B AR W, ARG AR, JIRIN 21 2 30K 25 (10 S SR bk 1]
KU T, B4 83% VBT 99.9% LA E R4, i R W38 252, ARSI ZIEF 5. (RRIREE EC6)
TT: When was the last time you looked up at the sky? The EC6’s panoramic moonroof maximizes natural light
in the cabin for you to witness the beauty of the sky at any moment. The laminated glass insulates against 83%
of heat and over 99.9% of UV rays. It looks good and feels even better.

Example:

ST: R BIE I GE, TR 99.9% /ML . KOG AUA R 1.28 “FK, iR FRH, kIR & —F
FTRRA.  (RRITE ETS)

TT: The 1.28 m2 all-glass roof protects against 99.9% of the sun’s harmful UV rays. In addition, the best-in-
class skylight makes sure you won’t miss an inch of the sky.

4.1.3.4 The Frequent Use of Verbs
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Chinese is a dynamic language. It likes to use verbs to make sentences. There may be more than one verb in one sentence.
The product introduction to new energy vehicles often uses verbs to connect each word into a sentence to make the text
coherent. Frequent use of verbs can provide the reader with an immersive experience as if he or she were driving a car.

Example:

ST: NANJEEAGARIC B Far gk, — —HF R 8 XA SPA 21 s H BE Dl e, SRR &9 57 . (BRAEVRZE-L9)
TT: All six seats come standard with heating. First and second row with heating. First and second row seats are
equipped with a ventilation feature and support 10-point massage to shake off the travel fatigue.

Example:

ST: FAMFIREE AR B AT &, B K 480kW, i K 850N.m.  (REPRITH EST)

TT: Equipped with NIO’s second-generation high-performance electric drive platform, the ES7 boasts 480kW
maximum power output and 850N.m peak torque.

4.1.3.5 The Use of Terminology in the Automotive Field

As a product featured with science and technology, automobiles have the characteristics of professionalism. Therefore,
the text of an automobile product introduction can also be regarded as a kind of scientific and technical text, and the use
of terminology in the automotive field is commonly seen.

Examples:
ZRE BT HLFE combined range
Xt 41 % HL power source
BEILKAT halo light
T %6 BF silhouette
S EXT ambient lighting
45t K HE panoramic sunroof
XHL AL dual motor
4.2 Translation Principles of Product Introduction to New Energy Vehicles

According to the theory of translation variation, the purpose of translation activities is to meet the specific needs of
specific readers under specific conditions. As mentioned above, the translation of product introduction to new energy
vehicles needs to consider the purpose and needs of the translation subjects, which include the vehicle company, the target
language reader, and the translator. The demand of automobile enterprises should be to pursue the best promotion effect
and equivalent acceptance of readers at home and abroad. The target language readers would like to capture key
information and browse reader-friendly texts. The key information that new energy vehicle consumers want to know
mainly includes the safety performance, appearance design, interior configuration, and range of new energy vehicles. For
China’s new energy vehicles to go global today, the translators need to consider not only the needs and demands of car
companies and the translators. More importantly, they need to consider the demand of target language readers of the new
energy vehicles (foreign consumers), and take into account such factors as the web design, promotion strategy, enterprise
ethics, cultural context and discourse structure, modal design, expressing habit, the dimension of aesthetic psychology
and cognitive thinking, to achieve external publicity effect.

4.2.1 Cater to the Psychology and Serve Target Consumers

According to the theory of translation variation, the translator needs to consider the needs of the target readers. As one of
the means of publicity, auto product introduction plays a vital role. The product introduction to new energy vehicles can
spread the information about configuration and function, and improve the public’s awareness and understanding of new
energy vehicles. The product introduction needs to pay attention to consumer demand and touch target consumers
straightly to the POINT. According to the surveys published by the China Association of Automobile Manufacturers, the
main “pain points” of China’s new-energy vehicle consumption are insufficient driving capacity, vehicles’ not retaining
their value, too long charging time, second-hand car trading difficulties, quality and safety concerns. Therefore, the
product introduction to new energy vehicles needs to focus on introducing the vehicle range, and safety facilities, which
are the key information that consumers need to capture. After determining the purpose and type of the text, the translator
needs to consider the cognitive psychology and needs of the target consumers, redesign the language from the perspective
of the audience, and output a new translation.

4.2.2 Accord with the Language and Cultural Habits of the Audience

According to the theory of translation variation, translators need to consider the language habits and cultural background
of English-speaking countries when translating the product introduction to China’s new energy vehicles into English.
Proper cultural transformation can make the translation more attractive to consumers. For example, Chinese is
characterized by the use of four-character words, which are elegant, while English texts are very straightforward and
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directly describe product characteristics. Therefore, translators need to start from the language and cultural habits of the
audience.

4.2.3 Flexible Use of Translation Skills

After clarifying the purpose of product introduction to new energy vehicles, the translator needs to flexibly use translation
skills according to its language characteristics and audience needs. The translator should reorganize the sentence structure
according to the purpose of the original text to make the translation more readable and acceptable.

4.3 The Analysis of Translation Strategies of Product Introduction to New Energy Vehicles

As mentioned above, the seven methods based on the theory of translation variation include supplement, deletion,
compilation, summarization, reduction, combination, and remodeling. This article will discuss the four most frequently
used translation methods in the product introduction to new energy vehicles, which include supplementary translation,
deletion translation, compilation translation, and summary translation.

4.3.1 Supplementary Translation

Under the guidance of translation variation theory, the technique of supplementary translation is the most commonly used
strategy in the translation of product introduction to new energy vehicles in China. Supplement refers to the translator’s
need to appropriately add the translated information to help the translated readers, namely potential consumers of new
energy vehicles, better understand the original text. The commonly used translation methods in the English translation of
product introduction of new energy vehicles include adding personal pronouns and adding proper nouns.

Example 1:
ST: & Jg it i) —Hea M ek, Bo & D0 1] D BRIE, $RAKSFASON A . (BRARIRE L)
TT: The right seat in the second row is designed with a four-way electric leg rest to provide you with a first-class
experience.
Example 2:
ST: B REFT KT RGN ER ARG, BEFIEARN T UHERN.  GEEIRE LY
TT: Smart climate control with air purification and fragrance system provide fresh and pleasant air for your
family.
Example 3:
ST: 55 —HEUE], B A K. S =HREIR, J5 &AL 6401, FeE e, IR, BITFHBEW
gD, (FERZELYD
TT: More Space for Luggage With the Third Row Folded
The trunk space comes to 640L with the third row folded. Bring your camping equipment, skis, and bicycle with you
anywhere.

In the three examples listed above, the translator uses the technique of supplementary translation by adding personal
nouns into the translated text. According to Chinese language habits, the frequency of using possessive pronouns in
Chinese is not particularly high, while English utterances often restore all implied personal pronouns clearly through the
form of language. In example 1, the translator uses “provide you with a first-class experience” to translate the Chinese
words  “ FRAL L2/ 2 59 (4R 5, which could better cater to the customers’ need to be valued. In example 2, the
translator uses “provide fresh and pleasant air for your family” to translate the Chinese words “J%i& #i a6 NI =S4
% N>, which has an implicit meaning that “you” are the owner of the car. Similarly, the translation of “ H 1T 4 &8 58 7 1E
E101” into “bring your camping equipment, skis, and bicycle with you anywhere” has the same purpose.

Example 4:
ST: ET5 ek 1 BN 50 E s 3mi it i B, 5190H i BRI s icit.  (BFK
A% ETS)

TT: NIO ETS5, a mid-size electric sedan, is a perfect blend of NIO’s supercar DNA and technological aesthetics.
In Example 4, the translator uses the technique of supplementary translation by adding proper nouns. The translator adds”a
mid-size electric sedan” as additional information to explain the car NIO ETS. In this way, the readers could get more
detailed information about the car, which is quite reader-friendly.

4.3.2 Deletion Translation

Deletion translation refers to deleting some redundant and meaningless information without affecting the main idea of
the original text or the understanding of the target language readers, and finally reconstituting a concise English text to
make the translated product introduction text more refined.

Example 5:
ST: mIJM AT L, AEVEAR R Ry (4. (FAJRZE Li One)
TT: Fuel Powered or Full Electric
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In Example 5, the translator uses the technique of deletion translation by deleting repetitive words. In Chinese,
“BJ'Ji A H” means the car could be fuel-powered or fully electric, which has an equivalent meaning as “BEJR
i RE. B {H4#”, which means “flexible energy mode”. By doing so, the translated text is simplified,
impressive, and reader-friendly.

Example 6:
ST: Design for AD it S5 0AL AR A1 &, iR 51 U B sh BB AN BTHE S, B IR SUV, 585l
NIMWLIER, v, B 15 X-Bar ZOR AT IR BETT, fIiE A 70 &, T ES7 M — IR A XM . Rk
R EST)
TT: NIO’s watchtower sensor layout and concept of Design for AD are rendered on an SUV for the first time.
Its iconic fascia with the pure and powerful X-Bar makes NIO ES7 distinctive.
In Example 6, the translator uses the technique of deletion translation by deleting unnecessary words. The Chinese words*
Ui {515, B 19 describe the benefit of the car’s layout. However, if the translator uses the technique of literal translation
by translating it word by word, it will only make the readers feel confused. Therefore, by deleting this unnecessary
information, the translated text is concise.

Example7:

ST: Double-Dash H [8]47 44T, RIS AR vt S, & Aol 1; @it — AU s LED

KIT, RIEWH.  (FHRIAE EST)

TT: The characteristic NIO Double-Dash daytime running lights with three-dimensional design are stunning at

first glance. The dual-beam LED headlights are as glamorous as stars.
In Example 7, the translator uses the technique of deletion translation by deleting unnecessary words. The Chinese words*
JUE AN describe the strength of the lights. However, if the translator translates it word by word, it’s difficult to
find the equivalent words in English to translate “Zj#4H/i{", and it will only make the readers feel confused and it will
be a waste of time reading it. Therefore, by deleting this unnecessary information, the translated text can save time for
readers.

4.3.3 Summary Translation

Summary translation is a translation method that is based on the content of the original text and it changes the way of
expression. In short, the translated text has the same meaning as the original text, but with a different way of expression.

Example 8:
ST: HAH Lo ARBM A B HED 12/ M &, 5 —HFic& 2 DB <3 2 M <38, 56 k& 2
AR, I B A R e =R . (EREVRE L)
TT: Li L9 stands out with airbags covering 12 positions throughout the vehicle, featuring 2 front and 2 side
airbags for the first row, 2 side airbags for the second row, and curtain airbags on both sides running through all
three rows.
In Example 8, the Chinese words simply list the information about the equipment in the car. The English version uses
“stand out with” to highlight that the layout of the airbags is really great and they can protect the passengers in a good
way. Therefore, the translated text could meet the potential consumers’ need for safety.

Example 9:

ST: Wit ERA R Z RIS, MIZESAER, IR HETFR&PKGEDI . (BLAEVRE LY
TT: Thanks to a clean design, Li L9 stands out with a refined side profile featuring flush door handles with anti-
freeze protection.

In example 9, the translator uses the technique of deletion translation by omitting unnecessary words. The
translator does not translate “ i3 11 3% H H 44 F1 £ R 14 25 word by word, but instead, uses “a clean design”
to describe the car Li L9.

Example 10:
ST: ES7 R IUARK J& Btk AT AR TR AN, JT R R 8], 206 A 2 IR, &
TT: The ES7 brings contemporary elements of the modern home and natural vibes into its space of deep
reassurance where the open and cocooning feeling as well as the pure and well-organized structure come
together.
In Example 10, the translator does not care about the sequence of words, only to convey the meaning, the original content
of the order to adjust the “Z/LETIE M in advance, at the same time, the use of “reduction” means, omitted the
category word “/ [
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4.3.4 Compilation Translation

Compilation means that translators edit the information of the original text to make the content of the original text more
organized, and the translated text is full of logic and beauty, to attract the attention of readers.

Example 11:

ST: SR B S AN Ja TUIEFT RO 25, Be & 2 A0 RN ) CDC IR R 4E, @M 3 2 B0, 1R At 1
YRR AL T IENE . (BARIRE LD

TT: Thanks to the double-wishbone front Suspension and five-link rear Suspension and the CDC that responds
in milliseconds, Li L9 conquers challenging road conditions to provide flagship driving and riding comfort.

In example 11, the translator uses “thanks to” to manifest the logic between the Chinese words “ & FH 5l X X
HG FUOEAT B, B A =2 AP 2 B ) CDC IR R 407 and “I& 85 2 B 0L, SRt 1 MEANERL i) 25 Bt 14 e A
e EFIEPE”. The translated text is full of logic and beauty.

Example 12:
ST: 17°J5 WS A i, MPH R EIRE 0.26, 58 £-Fi 28 ) MBS R L, Bt PERE. &
A 56— 25 s
TT: With its 17°gracefully inclined rear windshield, 0.26 low drag coefficient, and uncompromised cabin space,
the EC6 epitomizes the pinnacle of design, performance, and space.
In example 12, the translator uses “with” to manifest the logic between the Chinese words “17° 5 X441 £
FEE, MBLREEE 0.26, 5EEFEE RPN MERI and “Wit. Mg, AR 53]
(A
5. Conclusion
At present, there is relatively little research on the translation strategy of product introduction to new energy vehicles at
home and abroad. This article provides reference and new thinking for the use of C-E translation strategies for product
introduction to China’s new energy vehicles. The translation strategies of product introduction to China’s new energy
vehicles include supplementary translation, deletion translation, summary translation, and compilation translation. We
found that nearly two-thirds of China’s new energy vehicle enterprises have not set up their own global websites yet, so
the English corpus collected in this study is small and fragmented. In addition, the needs and responses of target readers
are abstract and difficult to measure. We highly recommend that in the subsequent research, the researchers should
conduct surveys and interviews to learn the feelings of potential consumers of new energy vehicles before and after
reading the translated product introduction and their willingness to buy the products, and make a comparison.
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