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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 

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 
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1. Introduction 

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 

e 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 

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 

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 

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 

 

2. Theoretical Framework 
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nergy 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 

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 

le 

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 
h 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 

 
 

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 
enterp

Auto, Xiaopeng Auto, and Li Auto), and the product introduction texts of Tesla, the representative of American 
new energy vehicle
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, 



Journal of Asia-Pacific and European Business; Vol. 02 No. 02 2022 
ISSN: (online) 2769-4925; (print) 2834-050 

JHKPRESS.COM  
 

- 19 - 
 

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 
 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 

vehicles should comprehensively consider the purpose and needs of the translation subjects to select the corresponding 
translation strategy. 

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. 

 

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 t -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  

For example, the product introduction of NIO ET5:  
ST: ,  
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:   
TT: Fuel Powered or Full Electric   
 
The last case for this point is the product introduction of NIO ES7:  
ST: ,  
TT: Spacious Enough for a Good Stretch 

4.1.3.2 The Preference for Numbers 

-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 , 2160 , , L9  
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: 22 , 960 , , 

Model S  
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 

intimate feeling, and consumers may have a sense of immersion 

of publicity and promotion. 

Example:  
ST: EC6 , , 

, 83% 99.9% , , EC6  

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: , 99.9% 1.28 , 

ET5  
TT: The 1.28 m2 all-glass roof protec -in-

 

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: , SPA , ·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: , 480kW, 850N.m ES7  

-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:  
 combined range 

 power source 
halo light 
silhouette 

ambient lighting 
 panoramic sunroof 

 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 

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 

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 

-energy vehicle consumption are insufficient dr
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-
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 
strat
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: , , L9  
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: , L9  
TT: Smart climate control with air purification and fragrance system provide fresh and pleasant air for your 
family. 
Example 3:  
ST: , , 640L, , 

L9  
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 

- late the Chinese 
words 

 

Example 4:  
ST: ET5 , 

ET5  
TT: NIO ET5, a mid-  

mid- itional information to explain the car NIO ET5. 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: , 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, 
means the car could be fuel-powered or fully electric, which has an equivalent meaning as

impressive, and reader-friendly. 
 
Example 6:  
ST: Design for AD , , SUV, 

, , X-Bar , , ES7
ES7  

T
Its iconic fascia with the pure and powerful X-Bar makes NIO ES7 distinctive. 

In Example 6, the translator uses the technique of d
, 

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 , , , LED

, ES7  
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. 

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: L9 12 , 2 2 , 2

, L9  
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 
 great and they can protect the passengers in a good 

 

Example 9:  
ST: , , L9  
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 

to describe the car Li L9. 
 
Example 10:  
ST: ES7 , , , 

 
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 
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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: , CDC , , 

L9  
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 transl

, CDC , 
 

 
Example 12:  
ST: 17° , 0.26, , 

 
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. 

, 0.26, 
 

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 

vehicles include supplementary translation, deletion translation, summary translation, and compilation translation. We 
found that nearly two-
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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