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Abstract

China’s automobile production and sales have ranked first worldwide for 12 consecutive years, but the automobile
industry is still in an embarrassing situation of “big but not strong.” Its brand value is much lower than that of the
internationally renowned automobile manufacturers. By comparing and contrasting the design features, marketing
techniques, and creative strategies of graphic advertisements from the perspective of multimodality and design science,
the present study is intended to help Chinese auto companies better understand the advertising design of international
auto brands (including language-level rhetorical techniques and visual modal graphic design) and marketing strategies
(brand highlighting, functional characteristics highlighting, and corporate social responsibility highlighting), and promote
Chinese enterprises to build their brands and “go global.”

Keywords: auto enterprises; multimodal advertising; brand image; translation strategy; “go global”
1. Introduction

According to the data released by the Association of Automobile Manufacturers, China’s auto sales in 2021 totaled 23.489
million cars, an increase of 1.6% over the same period in 2019. Among them, the cumulative sales of new energy vehicles
in China were 2.99 million units, a yearly increase of 121.1%. The growth continues, and the market potential is enormous.
It can be seen that despite the continuous impact of the epidemic, the automotive industry (especially new energy vehicles)
has a bright future, providing a dream opportunity for the rise of second-tier companies. At the same time, the automobile
industrv is full of comnetition. For examnle. Tesla Motors. a risina star in the same line of hiisiness. has develoned a
strong interest in the new energy vehicle by virtue of its development “Master Plan” @ and amidst the waves of
electrification and intelligence of automobiles, under the impact of which both traditional auto companies and new energy
vehicles are pouring human and financial resources in auto marketing. Like other industries, automobile marketing
strategy determines its marketing value and the survival of the fittest.

Compared with the automobile industry, its academic research lags behind, with some scattered investigations. Take the
perspective of translation as an example. By searching “automobile” and “translation” in the Journal Database of China
National Knowledge Infrastructure (CNKI), we can only find 109 pieces of literature, nearly half of which focused on the
translation of automobile brand names (i.e., 45.87%), the others studied automotive English (16.51%), automotive
advertisement translation (12.84%), automotive text translation (11.01%), automotive manual translation (8.26%),
automotive webpage publication (2.75%) and automotive regulations translation (0.92%). By further analysis, we can
find that existing studies focus on the wording and sentences of auto publicity on the mono-language level, with other
modes untouched. As Wang (2019, 2022) pointed out, Chinese enterprises’ overseas publicity research is fragmented,
making the translation projects and practices in the shortage of principles and strategies. Given this, the present study is
intended to compare and contrast the features of automobile advertisements from the multimodality perspective and on
this basis, explore the translation strategies for Chinese auto companies to “go global.” Therefore, the findings would be
significant for the marketing and publicizing of auto companies in today’s “digital media” ecology and “visual age.”

2. Features of Auto Ads

Itis found in literature that automobile advertising slogans are concise, vivid and novel in wording, short and symmetrical
in sentences, and rich and catchy in rhetoric, but reveal different psychologies and values of Chinese and foreign cultures
(Ji, 2017: 73). These language features are the universal features of auto advertising slogans. They are the reflection of
the auto marketing in a single mode, but cannot reflect all the features of auto advertising. Wang and Liang (2018: 11)
point out the gaps in the translation research of multimodal advertisements, and further analyze the characteristics of
multimodal advertisements (including static graphic advertisements and commercial videos). Namely, foreign
advertisements employ the unique combination of pictograms and fonts to highlight the attractiveness of the products,
and the mix of pictures and texts to pursue an associative and easy-to-remember validity; they also make full use of time
and space resources to design engaging scenarios, and create metaphorical tension between pictures and texts to achieve
vivid image effects (Wang & Liang, 2018: 12-18).

2.1 A Contrastive Study of Verbal Ads



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

By building a small-scale corpus of Chinese auto slogans (a total of 3200 characters), we can find that the high-frequency
words in the slogans include “bargain (FZ5),” “driving (Z3X),” “technology (B} $%),” “Chinese road (- [E #%),” “lines
of the car (4MY),” “world (tHF%),” “dynamic (3/&),” “movements (Fh&#),” “Life (N4),” “Model (#71),” “Excellent
((HK),” “Luxury (:),” among others. We use Tuyue Software to visualize the high-frequency keywords extracted
from the database, as shown in Figure 1. It can be seen that driving experience, technology driving, and car appearance
are the fundamental aspects highlighted in words. In addition, the Chinese car slogans are typically put in four-character
formats or Chinese proverbs, and the Chinese cultural context. For instance, “*8 2[4, 7 [H P> (Take Hongqi auto
and the Chinese road) and “ZASE K%, — W0 (An old acquaintance is born to be a masterpiece, VWGolf’s slogan).

Figure 1. A Nephogram of Hi-frequency Characters in Chinese Auto Slogans

Similarly, we build a small-scale corpus of foreign auto slogans (a total of 2400 words). We can find that such high-
frequent words as “car,” “new,” “life,” “future,” “road,” “enjoy,” “dynamic,” “beauty,” “technology,” “better,” “never,”
“excellent/excellence,” “beyond,” “power,” “performance,” “moment,” “leading,” “control,” and the like. Besides, three
classifications of slogan formats can be abstracted here:

(1) To stress the appeal of the brands, “the essence of/the pursuit of/at the heart/director of”

Buick: In search of excellence.

Benz CLS: The essence of the temptation.

Mazda 6: Charm of science and technology.

LEXUS: The relentless pursuit of perfection.

Mazda: Qualities are at the heart of every Mazda.

Buick: Full of enthusiasm, determined to forge ahead.

Hyundai: The pursuit of excellence to create happiness.

BMW: I am the one no one believed, a vision, a dream, a crazy idea.

Audi A3: Director of wonderful life. Confident and energetic and dynamic and clear, always the essence of
freedom to break the usual driving standards, this is the Audi A3.

(2) To highlight qualities or features of the product, “with/blend of/together/gathered/and...”

Skoda: Simple, Smart.

Toyota: Farther and more freedom.

Cadillac: The strength, speed and luxury blend.

Buick: Line with the heart, static and dynamic one.

Mazda: Harmony of style and performance set this new Mazda 6.

Fiat: Create a new era of Fiat, reborn, menacing, super Leimax 1000.

Benz CLS: Free and smooth lines gathered in one place: with your heart.

Volvo: Performance and Safety: At Volvo we believe they go very well together.

Mercedes-Benz: Agile and flexible, dynamic and excellent demeanor, fully shown between the new C-Class.
Audi Al: Audi Al, with small see big. From the small and flexible appearance, to the simple personality of the
color equipment; from the dynamic interior of the intelligent load, to the precise and comfortable power control.
(3) To trigger cognitive or mental vibration, “spirit/determined”

Hyundai: Managing modern achievement.

Buick: Full of enthusiasm, determined to forge ahead.

Mercedes-Benz: Engineered to move the human spirit.
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Figure 2. A Nephogram of Hi-frequency Words in English Auto Slogans

2.2 An Analysis of Multimodal Ads

According to the findings of Design Your Way, a website of creative advertisements for cars, there are three different
tvnes of nrint advertisements for cars: one is hrand hiahliahtina or brand huildina. another is car stvle or feature
highlighting (that is, a specific model or feature), and the last one is corporate social responsibility (CSR campaigns)®.
The three different highlights of advertisements are driven by different marketing strategies of car manufacturers.
According to the “2021 China Automobile Industry Marketing Research Report, it shows that the marketing strategy of
automobile companies has changed “from being broad to being refined, from public to private, developing the brand’s
clienteles.” This is because car manufacturers create more precise and personalized autos to cater to the individualized
and differentiated needs of potential consumer groups in the markets. As a result, some car-makers focus on “the brand
effect” and build the brand through high-exposure media; others hold that “content is the king” to create a particular car
style or materialize some functions; still, other auto companies make full use of such campaigns as environmental
protection, anti-epidemic and other sports topics to manipulate the thoughts and values of potential buyers. In the
following, we will move further into the analysis of brand advertisements from different cultures.

2.2.1 Brand-prominent Features

“In the advertising market, more than 60% of auto advertisements are designed for brand and image building” (Cui, 2008:
45). Car brands are targeted at different consumer groups, and thus carry different brand values and features. Marketing
media constantly shapes the characteristics of the consumer group (portrait) of a specific brand, which is conducive to the
establishment of the brand (image) and the formation of brand value, and also forms a certain marketing discourse. For
example, it is often heard in China’s car sales centers: “Mercedes-Benz is a status symbol,” “BMW is the standard for the
rich,” “Honggi/Audi is the first choice for official purpose,” “Cadillac is for mature, confident and high-quality
entrepreneurs,” “Volvo for someone elegant like you,” and the like. According to the “BF2021 Top 100 Global Auto
Brands Report”, the top ten valuable auto brands in the world are Toyota ($59.479 billion), Mercedes-Benz ($58.225
billion), Volkswagen ($47.02 billion), BMW ($40.447 billion). billion), Porsche ($34.326 billion), Tesla ($31.986 billion),
Honda ($31.366 billion), Ford ($22.676 billion), Volvo ($17.75 billion), and Audi ($17.187 billion). Most of the car
manufacturers represented by these brands pay special attention to corporate brand or image building; in addition, the
Report lists the top ten car groups with the most total value in the world, which are VVolkswagen Group (116 billion yuan).
US$), Toyota Group ($75.5 billion), Daimler Group ($67.7 billion), BMW Group ($44.9 billion), Honda ($33.2 billion),
General Motors ($75.5 billion), Ford Motor ($75.5 billion), Atlantis Group ($22.7 billion), Geely Holding ($17.4 billion),
and Nissan Motor ($17 billion). Most are powerful alliances to create scale effects. Take one of Lamborghini’s
advertisements as an example.

Automobili Lamborghini, an Italian luxury brand, has emphasized that its cars are handmade in its advertising creation.
As its headquarters is in Sant’agata Bolognese, the following graphic advertisement is created by combining the ancient
Italian buildings with the car name and the slogan “A part of Italy - Every Lamborghini is handmade in Sant’agata
Bolognese.” We know that the historic city of Bologna is not only a gathering place for Ferrari, Lamborghini, Pagani,
Maserati, and other high-end Italian supercar manufacturers, but is also famous for its many Renaissance palaces, Gothic
churches, and other buildings. Therefore, “handmade” in the ad text is a trigger, which reminds readers that Bologna cars,
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like these ancient buildings, are made with hands, and the brand name on the building (pillar) gives potential buyers the
feeling that the brand is as old as the city and it is part of Italian history.

Figure 3. Brand-prominent Feature

2.2.2 Function-foregrounded Features

The brand power is closely related to the characteristic functions of automobiles, and vice versa. To build their brand and
company image, many automobile companies highlight specific designs and functions of their products to enhance their
distinct advantages. For example, Toyota is famous for its hybrid technology and many models (as a selling point); Honda
is well-known for its turbo engine and chassis power technology; Mercedes-Benz and BMW of the German series are a
perfect mix of luxury high-end and precision machinery; last but not least, American brands have the advantage of ample
space and complete equipment. Take Audi and Mercedes-Benz in the 70 creative car advertisements selected by Design
Your Way website as an example; the following analysis is made.

WHO KNows WHERE ALL THE NUTS ARE BURIED/

N

& CONDENSED g 3

¥,
:
Figure 4. Design-prominent Feature Figure 5. Function-prominent Feature

As one of the representatives of German cars, Audi is often regarded as a successful example of the German machinery
industry. As shown in Figure 4, the advertisement for Audi Al is a graphic with few words. From “A1” in the upper left
corner to “End” in the lower right corner, various auto part icons are arranged in an orderly manner, and the text “BIG
IDEA CONDENSED” in the middle gives the impression that the car is “condensed” from precision parts and big ideas
from beginning to end, thus creating the outstanding simplified design and the structural feature of new Audi’s.

Another case is Mercedes-Benz, shown in Figure 5. It has adopted a different creative approach to marketing its safety
technology features. The design of this advertisement is relatively simple, and there are more words: the text is in the tone
of a little rabbit in the snowy forest, expressing its wishes, that is, “I’m too young! | haven’t seen the sea! | haven’t learned
it yet. Dance! / | don’t know what true love is yet! | haven’t traveled yet! / | haven’t learned algebra yet! | haven’t built a
snowman angel yet! / And, | can’t die because only | know where all the nuts are buried I’m too young! | never saw the
ocean! | never learned to dance! / | never knew true love! | never got to travel! / I never learned algebra! | never made a
snow angel! / Besides , this can’t be my time to go - I'M THE ONLY ONE/WHO KNOW WHERE ALL THE NUTS
ARE BURIED!” Also, the smaller font below the picture, like a voice-over, comforts and encourages Bunny or readers:
“go, go get the nuts! Equipped with an anti-lock braking system, electronic stability program, intelligent lighting system,
and brake assist system, the road is safer. Everyone does. (Go ahead and get them. With ABS, ESP, ILS, and BAS Brake
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Assist / the road is a safer place to be. For everybody.)” The advertisement highlights one of the prominent features of
Mercedes-Benz, that is, safe driving.

2.2.3 CSR-Highlighting Feature

Corporate Social Responsibility (CSR) is the obligation of an enterprise to maintain and promote social interests in
addition to seeking to maximize the rights and interests of owners or shareholders, including humans (such as employees,
creditors, and consumers), the environment (e.g., environment, resources, climate, species) and society (e.g., investment,
philanthropy, community service). The responsibility of enterprises to the subjects as mentioned earlier is an essential
factor that constitutes competitiveness and brand images. As far as the automobile industry is concerned, corporate social
responsibility is particularly prominent in the environmental aspect, that is, minimizing the impact of the production and
use of automobiles on energy and the environment is an essential manifestation of its social responsibility. For example,
Tesla Motors disclosed in its 2020 Environmental, Social and Corporate Governance (ESG) Impact Report that
accelerating the world’s transition to sustainable energy is Tesla’s mission; specifically, in 2020, Tesla has saved a total
of 5 million tons of carbon dioxide emissions during the use of cars and solar panels around the world, which has
dramatically improved its corporate influence.

Here is an example of a multimodal ad from Fiat. Fiat, the largest automaker in Italy, manufactures one model of Fiat,
one breed that focuses on corporate environmental awareness in its marketing ads. As shown in Figure 6, the
advertisement picture shows a panda driving a Fiat, with the text “Engineered for a lower impact on the environment /
THE LOWEST CO2 EMISSION CAR RANGE IN EUROPE); “Environmental Impact” and “CO2 Emissions” in the
text activate readers’ associations with the natural environment and animals (such as pandas), showing the environmental
concerns during the engineering of the breed.

ENGINEERED FOR A LOWER IMPACT ON THE ENVIRONMENT lﬂm
HE LOWEST CO, EMISSION CAR RANGE IN EUROPE.

Figure 6. Corporate Social Responsibility Highlights
Through the analysis of the above advertisements, it can be seen that car manufacturers create corporate images and
market different concepts by highlighting different characteristics in their marketing advertisements, either brand image
or special functional characteristics, or corporate social responsibility. Unlike single-modal slogans, multimodal
advertisements, on the other hand, deepen the reader’s impression of the different characteristics of the autos through the
stimulation of the visual image in the interaction between visual and verbal modes. These are significant for the creative
design of marketing programs and translation of Chinese automobiles.

3. Strategies for Translating Multimodal Auto Ads

Existing literature on the translations of automobile advertisements can be reviewed and summarized as follows. First,
the research object is mostly automobile advertisement slogans, that is, researchers focus on a single mode of language,
especially the rhetorical research of automobile advertisement language (see Hu, 2013; Wang, 2021). Second, studies are
generally done by drawing on popular translation theories, and the most-cited one is Skopo Theory. Third, most research
corpora are often-cited car slogans rather than creative multimodal ads. The present study expands the discussion by
employing multimodal theory and translation concepts to explore first-hand multimodal ads. This is for the purpose of
research and design to provide reference and inspiration for Chinese auto companies to “go global.”

3.1 Pragmatic Equivalence Principle for Graphical Puns

In our selection of car ads, puns and metaphorical advertisements take the lion’s share. Among them, a pun is a play on
words that can produce humorous effects either by using a word that entails two or more meanings, or by exploiting
similar sounding words with different meanings. This rhetoric device can leave a deep impression of the brand image and
thus urge potential consumers’ desire to buy (Wang, 2021: 62). In English, the word “drive/driven” is often exploited to
carry across two meanings. For example, in Ford as “Better ideas. Driven by you,” the word means that ideas come from
clients, and cars are created for clients. Also, it is the same in GM’s ad “Drive your passion,” and Ford’s “Everything we
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do is driven by you.”

When analyzing the translation of Audi Al advertising slogans, researchers tend to discuss the text in the monomodal
context, explaining that “the small model A1 is a perfect combination of high performance and innovative design. The
integration of the compact model and the upgraded standard configuration reflects the excellent design ideas of Audi
Al (e, RI/DIGHI Il Al 2= tERe AR % 1T 58 E LS in Chinese) (Lu & Wang, 2014: 45). By putting the
slogan in the visual-verbal context, we can easily connect the words with the pictorial factors, and we can understand that
the “big” in the text modifies the idea or design concept, the “condensed” font is the smallest and placed at the end, and
the parts of the car are “compressed” together with the text; so the “condensed” in the multimodal context is a graphic
pun, that is, it not only expresses the pragmatic intention of “reducing the integration of auto parts and condensing the
design concept,” but also expresses the design concept of “the fusion of language symbols and other graphic symbols”
through picture symbols. Therefore, when translating, we should pursue the equivalence of the compounded meaning of
graphic, text, and pragmatics, and translate it in its original verbal-visual context. One possible version could be the
following one: “ KA1 K& 42,” which is equivalent to the original slogan in both lingual and pictorial modes.

THE NEW AUDL

2 N ES
o .‘-'G

Fae e

Figure 7. Transcreation of Multimodal Ad of Audi Al
3.2 Transcreating Principle for Visual Metaphors

Metaphors are often used in advertising, and are generally used as a metaphorical expression (form) in a single-modal
slogan. In contrast, multimodal metaphor is a mix of more than one mode, such as verbal-visual combination and verbal-
video one. Existing studies have analyzed (multimodal) metaphorical auto advertisements qualitatively, quantitatively, or
combined. For example, Gong (2011) investigates conceptual and pictorial metaphors in auto ads, and finds out that they
are designed “concisely, exclusively, easy-to-understand and beautiful.” Wang and Xiang (2016) classify 250 pieces of
auto print advertisements into seven types, according to source domain (SD), target domain (TD), image (I), and text (T),
and conclude that Chinese auto ads employ more SD-T +TD-I, while foreign prints tend to be primarily I+TD graphic
metaphors. Based on these findings, Wang and Liang (2018) point out that the translation of metaphorical multimodal
advertisements needs to create the metaphorical tension between pictures and texts, to achieve a similar effect of vivid
images, namely, transcreation is required.

In 2002, Ford Fusion made its debut at the Geneva Motor Show. It transcended the traditional models of ordinary and
small cars by fusing the modern style with spacious interior space, creating the first “Urban Activity Vehicle” (UAV, see
Figure 8). In the print ad, we can see the car key looks like a miniature of various buildings in a city, and the words read
“The city is in your hands,” forming an image metaphor and belonging to the TD-1+ T type (namely, image-target domain
graphic and text category metaphor). Translation majors render the slogan into “3§ 117 /£ % () F.0» H,” and translations
like the one mentioned fail to reconstruct the similarity of the imagery meaning creatively. To achieve this, we transcreate
the slogan as “fE4F7EF, WEH A" (With a Ford in hand, you can go whenever you like) or “fE4F M2, HIRER>
(CERFEEE, W53 R) by achieving rhythms.
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The city is in your hands.

Figure 8. Metaphorical Ad of Ford Fusion
3.3 Recreation Principle for Multi-devices and Multiple Meanings

Verbal-visual advertisements have the features of “prominence, fancy and creativeness” (Wang & Xiang, 2016: 91). To
achieve this, advertisement designers use various rhetorical devices and design theories to create. The former includes the
combination of various rhetoric, such as pun and oxymoron mentioned above, and pun and metaphor to be discussed
below; the latter refers to the integration of specific scenes and product features. Multimodal multi-devices are essentially
“a cognitive process of establishing the cross-domain mapping relationship between the source domain and the target
domain and completing the meaning representation through the synergy of multiple modal resources” (Zhu, 2020: 93),
the translation of which is “a dynamic online processing process” (Xie & Fang, 2021: 86).

Take one of Honda’s ads for example. It is created to promote the engine start-stop tech of one breed (see Figure 9). This
advertisement combines the engine start-stop technology with cosmetics, which belongs to the above-mentioned graphic
metaphor. In the auto context, the eyelash brush, powder pad, and blush in the picture lose the meaning of cosmetics, but
renresent the senses of street linhts. airhans. and lanes. resnectivelv. The nictires and the text hath exnress the meaninn
in the target domain (automotive products). Translation majors render it into “/Z1E{b4% , Z22Z5¢,” which is a word-
for-word translation and thus neglects the pictorial meaning. Feng (2011: 29) thinks that in advertising, “the meaning of
the metaphor is mapped onto the target domain and supplemented by images;” this idea is also suggested by Wang and
Xiang (2016). Thus, we can say that the multi-layered meanings of multi-devices and multi-modes are integrated and
constructed in the mind of the translator.

In our case, the meaning of the ad comes from the pictures, the text, the font, and even the scenes. Specifically, the words
“STOP” and “START” beside the red button trigger our cognition and help us learn that it is the start-stop switch; then,
“SAFE” in red is foregrounded and contrasts with the damaged scenes; finally, “MAKE-UP” is the difficulty in
understanding and translating the slogan. As the target domain here is the car (driving) rather than cosmetics, the sense
related to the cosmetic application is backgrounded. At the same time, that of replacement (i.e., material added to replace
material that has been used up) is activated and mapped onto the target domain. Thus, this metaphorical-pun ad carries a
warning to drivers (both women and men) and a prominent feature of the brand. So we may translate it as “/% T},
‘B> F-22 4> to transfer the metaphorical and the pun meaning.

P @ FTRE
ORI SHt O

TP WAETP|
STHRT SAECRIE

ﬁ

“HF 54
B
') — v e

HoNDA Honoa HonpA HONDA BENAR

Figure 9. Metaphor-puns in Honda Ad and Its Transcreation

4. Conclusion

China’s automobile industry is booming, but it is in urgent need of going-global and foreign markets. The present study
first carries out a comparative and contrastive study of the monolingual and multimodal features of Chinese and foreign
car ads. It then proposes several strategies for translating the auto publicity. In addition to verbal-visual ads and the
rhetoric analyzed above, other modal synergies and rhetorical devices are open to further research.
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Notes:

@ In 2006, Elon Musk revealed his “master plan® for Tesla, a long-term strategy that consists of three steps: (a) Build an
expensive sports car named “Roadster”; (b) Use the money earned to build a cheaper car called Model S/X; 3. Use the
money earned to build a more economical and popular model named Model 3.

@ See https://www.designyourway
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Abstract

As Chinese auto accesses the international market, advertising has become one of the efficient ways for consumers in the
overseas market to understand Chinese auto products and brand culture. From the perspective of Eco-translatology,
translation is analyzed from integrated ecology, and its macroscopic rationality is instructive for studying the English
translation of China’s automobile ads. According to Eco-translatology, translators consider the linguistic, cultural, and
social elements of the target language to ensure the adaptive transformation of China’s auto ads in linguistic, cultural, and
communicative dimensions, to make translations fit the ecology of the target language. On this basis, the English
translation of China’s auto ads can realize the marketing-oriented communication purpose while spreading Chinese
traditional culture, and provide a reference for decision-making in the English translation strategy of China’s auto ads.

Keywords: China’s auto ads, eco-translatology, translation strategies, decision-making
1. Introduction

In the context of economic globalization, international trade is increasingly frequent. With the rise of China’s auto
manufacturing industry and relevant technology, China’s automobiles have been gradually exported to Europe, Asia,
Africa, America, and other regions. They are sought after by consumers in the overseas market. Although the auto market
has seen a continuous downturn since the outbreak of the COVID-19 epidemic, the international market share of Chinese
autos still shows growth, and its development trend is shown in Figure 1. According to China Passenger Car Association
(CPCA), in terms of production and sales, China’s auto production reached 21.28 million units in 2021, of which 1.342
million units were exported, accounting for 6.3%. Concerning international market share, China’s auto accounted for 30%
in 2018, dropping to 29% in 2019, but still with an absolute advantage. China’s share rebounded to 32% in 2020, remained
at 32% in 2021, and rose to 33% from January to March 2022. By the end of 2021, compared to the 25% share of Chinese
automobiles in 2011, the overseas market share of China’s auto grew by 8% during the ten years. Regarding market share,
China was already close to 33% in 2021, which is more than the total market share of the United States, Japan, Germany,
and France, and has been the first for 13 consecutive years.* This shows that, in recent years, Chinese auto manufacturing
and international sales have been owning a significant share in the auto market and maintaining a positive development
trend, which has shown sustainable potential in the overseas market. From the perspective of economic development in
the post-epidemic era, overseas marketing of automobiles has also become a significant growth point to promote China’s
economic recovery.
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Figure 1. China’s auto international market share between 2011 and 2021

Since the implementation of the Reform and Opening-up Policy, the forms, and channels of communication between
China and Western countries have gradually diversified. As national enterprises enter the international market, it is
necessary to confront whether national enterprises can be accepted by consumers rooted in foreign cultures. Generally,

! Data source: China Passenger Car Association (http://www.cpcaauto.com)
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advertising is one of the efficient ways for consumers to learn about a product. What kind of impression the advertisement
gives consumers, what kind of image it conveys to consumers, and whether it can stimulate consumers’ purchasing
behavior are essential factors in raising product awareness.

Automobile advertising is a crucial tool for auto marketing. However, at present, a high-quality auto ad is made at high
costs and is limited by language in the scope of advertising. Nevertheless, a sound English translation of an automobile
advertisement can effectively break through the language and cultural barriers, reduce duplication of production and
expand the scope of advertising, thus reducing the cost of automobile marketing and publicity, and enhancing the
competitiveness of China’s auto in the international market at the same time. Therefore, the English translation of Chinese
auto ads is a significant link in boosting sales and enhancing the brand identity of China’s auto in overseas markets.

In recent years, with the continuous development of China’s auto manufacturing industry, Chinese autos have entered
international markets and gradually become known by overseas consumers. As one of the factors affecting marketing,
China’s auto advertisements need to be translated and fit into the linguistic and cultural ecology of the target countries.
In the process of the translation of China’s auto ads, translators need to take into account the similarities and differences
between the cultures of the source language and the target language, corporate and brand culture, target groups, consumer
psychology, marketing strategies, auto culture, and other factors, to ensure that the translation is adapted to the linguistic
and cultural ecology of the target language while preserving the cultural and business value of Chinese advertisements.
This issue has also attracted the attention of experts and scholars in many fields such as sociology and translatology. It
has been studied from multiple perspectives, but there is still a gap between theoretical research and practical application.

Current research on translating Chinese product advertisements has achieved fruitful results, with diverse themes,
theories, methods, and perspectives, but still lacks an inherited study from language to culture. Firstly, there are a few
studies about the translation of Chinese automobile ads. In the CNKI (Chinese National Knowledge Infrastructure)
database, only nine papers related to the search term “the translation of automobile advertisement”. Secondly, theories
applied in the research are primarily focused on Western translation theories, such as Functional Equivalence (Xiong et
al., 2017), Skopos theory (Jiang & Li, 2015), Relevance theory (Wang & Long, 2017), Multi-modal theory (Sun & Cao,
2019). Finally, research is mainly from the perspectives of cross-cultural communication (Zang, 2018), stylistic features
(Su, 1996), advertisement functions (Li, 2015), and communication (Tang, 2014). This paper researches the English
translation strategy of China’s automobile advertisements under the guidance of Eco-translatology theory, which expands
the theoretical application in auto advertisement translation research and provides reference and new thinking for deciding
on the English translation strategy of Chinese auto ads.

2. Theoretical Framework

Eco-translatology is a brand-new translation theory proposed by Hu Gengshen, a famous professor at Tsinghua
University. As an interdisciplinary theory, Eco-translatology integrates two disciplines, “ecology” and “translatology”,
and takes the traditional Chinese philosophy of “Human beings are an integral part of nature” and “It is not the strongest
of the species that survives, nor the most intelligent, but the most responsive to change” proposed by Charles Darwin as
bases. The eco-translation environment is the sum of the interaction of subjective and objective factors related to the two
languages and cultures constructed by the translator in the translation process, including four key factors: the translator,
the source context, the target context, and the interaction of elements (Fang, 2020). By analogy with nature, Professor Hu
summarized that there are correlations and interactions between translation activities and nature, i.e., between translation
ecology and natural ecology, and thus sorted out a cognitive extension with an internal logical connection from
“translation” to “nature”, which is the Sequence Chain. In short, since translation is the transformation of language,
language is a part of the culture, culture is the accumulation of human activities, and human is a part of nature, a logical
sequence and correlation interface of “translation-language-culture-human-nature”, which is the progressive extension of
human cognitive vision, is outlined (Hu, 2011). The focus of translation research shifts from the text to language, culture,
and human ecology, which expands the research scope of translation, thus making the research more systematic and
comprehensive, and applicable to philosophical principles and basic natural laws.

Eco-translatology can be understood as a kind of translation research with an ecological approach or from an ecological
perspective (Hu, 2008: 11). Hu put forward the translation concept of “translation as adaptation and selection” and
“translator-centredness”, and studied translations with ecological rationality and ecology perspective. Therefore, the
“adaptation and selection” is relative to the translator in translation decision-making. For a translator, the decision-making
process combines selection and adaptation. In adapting, the selection is made, i.e., adaptive selection, and in selecting,
adaptation happens, i.e., selective adaptation. Hu also specified the interpretative function of “adaptation and selection”
for translated texts. Firstly, the translation process, which is the alternating cycle process of the translator’s adaptation
and selection. Secondly, the translation principle, which is the multi-dimensional selective adaptation and adaptive
selection. Thirdly, the translation method, which means “three dimensions”, that is, the transformation from linguistic,
cultural, and communicative dimensions. Fourthly, the evaluation criterion is the degree of multi-dimensional
transformation, reader feedback, and translators’ quality (Hu, 2008: 13). Three-dimensional transformation can be
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understood as the process of the translator adapting and selecting the linguistic form, cultural connotation, and
communicative intention, and transforming the source text into the translated text adapted to the ecology, inclusive of the
international buyer’s psychology and target language formalities, of the target culture (Wang, 2019: 62).

3. Research Methods

Firstly, the authors adopt the qualitative method to sort out China’s auto ads, clarify their market positioning, product
characteristics, target groups, and overseas marketing strategies, and explore the information, cultural connotations, and
commercial values in the context of Chinese culture. Secondly, the authors adopt the literature review to enhance the
understanding of the translational eco-environment of automobile advertisements in the context of target cultures through
researching overseas automobile culture, marketing strategies, and consumer psychology among other factors, and
reviewing reports on auto technology and overseas auto market. Finally, with the help of descriptive analysis and the case
study, the present study collects more than 40 auto advertisements both in Chinese and English from the top 10 China’s
auto brands in international sales. It then analyzes six ads of them, with the data mainly coming from the official websites
of Chinese automobile brands, forums, and business reports. Under the guidance of Eco-translatology, the existing
translated China auto ads are used as the case study to analyze how different translation methods can adjust the
appropriateness of adaptive selection to fit the linguistic and cultural ecology of the target language while preserving
cultural and business values under linguistic and cultural ecology of the target language, such as target groups, consumer
psychology, brand identity, product characteristics, and other factors, and to explain how to realize the transformation
from linguistic, cultural and communicative dimensions.

4. Analyzing Translations of China’s Auto Ads from the Perspective of Eco-translatology

Through multi-channel overseas advertising publicity, the current international market share of Chinese automobiles has
been expanding, and their English translation of advertising taglines have formed a positive social influence and
commercial function of stimulating consumption. Based on the three dimensions of Eco-translatology, the case of an
English translation of advertising taglines of famous Chinese automobile brands placed overseas is now discussed and
analyzed under the translational eco-environment of countries placed China’s auto advertising taglines.

4.1 Adaptive Selection from the Linguistic Dimension

Under the theory of Eco-translatology, the adaptive selection from the linguistic dimension refers to the translator’s
adaptive transformation of linguistic forms in the translating process. Linguistic form involves multiple elements,
including not only the elementary level of vocabulary, sentence structure, rhyme, and stylistic form but also the deeper
level of linguistic thinking, language philosophy, and metaphor techniques. Under the Eco-translatology theory, the
translator is the center of the translation activity, and the linguistic selection should be a selection of the linguistic form
based on the translator’s understanding of the source text and the translational eco-environment of the target language.
Therefore, translated text should be aesthetically appropriate in terms of the form of the target language, and faithful to
the source text in terms of information and connotation, to achieve a balance between the language form and the abstract
core idea.

Because of the concise style of the auto advertising taglines, the information that can be conveyed by the text is
insufficient, and it is necessary to clarify the connotation of the taglines using the product information and cultural
background of the source language. To ensure the faithfulness of the translation to the source text, the translator should
base on the source text’s thought and style, and try to restore the grace of the source text.

Case 1: the tagline of ORA Funky Cat

ST: Hrith AR LW H .

TT: New generation of sport EV with smart and beauty.
The translation adopts the literal translation, which restores and conveys most of the informative elements that can be
conveyed by the source text. The source text is made in the endocentric structure, in which “¥” is the qualified core
word, originally meaning “sports car”’, which corresponds to “Sport EV” in the translation. The words “#7 X and “%&
3£” are both modifiers, corresponding to “New generation of”” and “with smart and beauty”. Although “¥#” is omitted as
a qualifier, “EV” can add the information of car specification, i.e., ORA Funky Cat is an electric vehicle. What is more,
the relevance of “#” to car products lies in the appearance design, and energy type. At the same time, the images in the
video advertisement can make up for the absence of textual information. The absence will not affect the communication
effect of the tagline in the auto advertisement.

Case 2: the tagline of Honggi L5

ST: 4iAdiEE, f&ar[nlH.

TT: A leader of limousines, the return of legend.
The translation adopts literal translation and rewriting, preserving the stylistic features of the antithesis with four
Characters. The structure of the source text is the coordinate construction, and the relationship between the two clauses
is subordinate construction. In the source text, “4i# )% 2 means “a designated vehicle to national leaders”, which is
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used as a stimulating message to highlight the social function of the product as a status symbol and strengthen the
“celebrity effect” to stimulate consumers’ desire to purchase. By rewriting and translating “45ifi 42> as “A leader of
limousines”, the covert connotation from the source culture is expressed overtly.

In addition, although the above cases adopt different translation methods, they all achieve explicit expressions and
adequate information conveyance, conforming to the logical expression habits of the target language, while achieving
faithfulness to the source text in terms of style and sentence structure, realizing both form and spirit, and meeting the
requirements of adaptive selection from the linguistic dimension.

4.2 Adaptive Selection from the Cultural Dimension

Under Eco-translatology theory, the adaptive selection from the cultural dimension refers to the transmission,
transformation, and mutual adaptation of cultural implications between the source language and the target language. In
other words, translators need to focus on the differences between the culture of the source language and the target language
in the translation process, avoid cultural conflicts and untranslatable problems caused by cultural heterogeneity and
defaults, and strengthen the attention to the cultural system to which both languages belong. Cultural factors are present
throughout the translation process. While completing the code-switching, the socio-cultural factors that influence the
formation of translated text need to be considered, such as target groups, consumer psychology, automobile culture, brand
marketing strategy, aesthetic value orientation, etc. Therefore, in the process of translating Chinese automobile advertising
taglines, translators should go beyond the limitations of language and culture, extend the vision of translational ecology
to the whole translation process and socio-cultural context, optimize the multicultural connotation structure and ensure
that the translation fits the cultural ecology of the target language.

Case 3: the tagline of Geely Preface

ST: HHi T8, ZKHOBArAt.

TT: An uncompromising disruptor.
The translation adopts free translation, which, although the cultural origin of the allusion is missing, condenses the
connotation of the tagline and enhances the conciseness, making it easy to remember and transmit. In the source text, the
phrase “pupil outdoes the teacher” comes from Xunzi’s Encouraging Learning, which refers to the later generations
outperforming their predecessors, and there is a semantic logic inheritance relationship with “Z % #i## >, meaning that
the new product has become a new standard for measuring the family sedan over the old one. Based on this, Geely selected
“An uncompromising disruptor” as a metaphor to fully reflect the superiority of the new product, highlighting that the
new product is “superior” to the previous product in design and specification, and the brand is committed to continuous
innovation and transcendence. This is the manner to target consumers and meet their expectations for the new product’s
“sense of superiority” and is in line with Geely’s overseas marketing strategy of capturing international market share.

Case 4: the tagline of Geely Azkarra

ST: =1f SUV,

TT: An Evolution in All Dimensions.
The translation adopts creative translation to convey the implicit cultural connotation of the source text in an explicit
expression that is understandable to readers of the target language. In the source text, the concept of “=1F originates
from the honorable title for outstanding students awarded by schools under the Chinese education system, which refers
to “students who are good in study, morality, and health”. In Western culture, the corresponding concept is “merit
student”. However, the definition of “ =1 by Geely is “fashionable design, easy driving, and sharp smartness”, which
means that the new product is excellent in appearance design, driving experience, and intelligent configuration, which is
a creative rewriting of Chinese social culture. The translator adopted “An Evolution”, the benefit of evolution, as a
metaphor referring to “4f”, and used “in All Dimensions” to deepen the idea that the excellence of the new product is
“comprehensive and thorough”. Thus, the product image, “advanced, high-end, new concept”, and the Geely
“technologically advanced, people-favored” identity are established. It meets the consumer’s expectation of a “high
quality, high technology and high performance-price ratio” for cars.

4.3 Adaptive Selection from the Communicative Dimension

Under the Eco-translatology theory, the adaptive selection from the communicative dimension refers to transforming
communicative intentions between the source text and the translated text. The communicative purpose of automobile
advertising taglines is to stimulate consumption for marketing purposes, and the realization of its communicative intention
depends on the information and imagination functions of the taglines. In other words, in the translation process, the
translator should take the communicative intention as the focus of selection and transformation; translated text should be
able to restore the communicative intention of the source language through the language function and stimulate the
consumers of the target language to purchase to realize the enterprise marketing purpose. The quality, function, and
position of the product are necessary parts that translators should understand. They also need to understand the standards
of the product, the culture of the company, and its connotation (Pan & Zhou, 2019). The effects of stimulating
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consumption of automobile advertising taglines are governed by factors such as product characteristics, market
positioning, consumption purpose, and brand marketing strategies, and translators need to integrate the stimulating
information to formulate different communicative strategies to achieve the transformation of communicative intention
between the source text and the translated text.

Case 5: the tagline of GWM Tank 300

ST: Joi%, [4Hikk!

TT: Find a way out of no way!
The translation adopts the free translation. Although the sentence structure has changed, faithfulness to the source text
has been achieved at the semantic level. Tank 300 is an “intelligent luxury off-road SUV” created under the brand WEY,
which considers off-road sports, luxury, and comfort, creating a new category in the off-road SUV market. Its market
positioning determines that its consumer groups are those who prefer off-road sports and pursue self-style; while the brand
WEY is a Chinese luxury SUV brand under the GWM, the corporate goal is to create a luxury SUV affordable to the
general public. Given this, the translation uses imperative sentences to enhance the emotion of the advertising tagline and
to highlight the wild and unrestrained temperament that matches the off-road SUV. The translation is semantically faithful
to the source text, which also enables the translation to accurately express the connotation of the source text through the
function of language information and imagination while using “find a way” and “no way” to form a logical contradiction,
which is conducive to arousing readers’ attention and thinking. The translation also links the image of the “army tank”,
king of the land, with the product. By using the imperative sentence and the language information function and
imagination function, translated text encodes the stimulating information into a communication strategy that conforms to
the cognitive rules and expression habits of the consumers of the target language, and finally realizes the marketing
purpose of stimulating consumers.

Case 6: the brand tagline of BAIC Senova

ST: NPEREIE .

TT: A Passion for Performance.
The translation adopts free translation to restore the semantic connotation of the source text, and the sentence structure is
concise. Senova, the high-level car brand of Beijing Automotive Industry Corp. (BAIC), has its cultural core of
performance, and its target consumer group is the rational and enterprising new generation of the social middle class who
are persistent in their career and family. Therefore, its consumer group runs with the characteristics of serious and
persistent, enterprising, modern and simple, and trustworthy, which are also the features of Senova. This consumer
group’s auto consumption demand is that auto products should meet business and daily family travel use, and they demand
a lot in performance of the auto. In the translated text, “A passion” is used instead of “F3" (It means “be persist in or
hold fast to™.), which is more humanistic and highly similar to the social identity and quality characteristics of the new
generation of the middle class. In that way, it makes the target consumer of the product clearer and enhances the
association between the product and the consumer’s identity. In addition, the preposition “for” is used to show the
relationship between “A passion” and “performance”, restoring the core position of “performance” in the source text,
which is in line with the needs of the target consumers and brand culture. In this way, the information of “consumer needs
= brand pursuit” is delivered to consumers to win their trust and favor for Senova and its products.

5. Conclusion

With international marketing as the core purpose, the translation of Chinese auto ads must be able to effectively avoid
cultural conflicts, follow the language expression habits of the target language readers, promote the complete
transformation of the information, and realize the functional equivalence. From the perspective of Eco-translatology,
translators must pay attention to the multiple linguistic and cultural factors that affect the adaptation and preferential
selection of the translated text in the linguistic, cultural, and communicative dimensions from the view of Eco-
translatology when code-switching between the source text and the translated text. The free translation does not stick to
the structural form and rhetorical device of the source text, but regards the information transmission in the first place, and
is faithful to the connotation of the source text. Therefore, the C-E translation of Chinese automobile ads for the
international market has the advantages of integrating language, culture, communication purpose, and other factors.

To translate China’s auto ads and convey their connotation and spirit, it is essential to analyze the sentence structure
correctly and accurately understand the rhetoric, expressions, and allusions, among other factors in the cultural context.
In addition, it is necessary to master the translation methods, accumulate knowledge in various fields and understand the
cultural characteristics and social environment of relevant countries, to translate auto advertising with Chinese
characteristics and introduce China to overseas more accurately and comprehensively.
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Appendix
SAIC Motor
(Brand Tagline of MAXUS) | A1 5504 BRING IT ON.
MAXUS EV90 W% Al B Rl The Future of Transport in NZ
MAXUS T70 PR P IN You bewdy.
Chery Auto
(Brand Tagline) FEETLIR FUN TO DRIVE
Arrizo 5 FEH 2 Dynamic. Young. Avant-garde.
Tiggo 8 PRENR B BsF 1) Light Your Inner Fire
Changan Auto
(Brand Tagline) Bl K22 B E Ik Driving Change With You
Alsvin W R TCIR e ik Change the Power of Choice
CS35 Plus B H a2 35 B R Lead Freely, Live Freely.
CS75 Plus B H a2 S2 kg Change Your View of Confidence.
CS95 INBR B4 2 Change To Your Prime
UNI-T RSB BrEE The producer of future
Dongfeng Motor
(Brand Tagline) BV IR s A AR Drive your dream
AX7 KET N WIT TO LEAD THE FUTURE
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AX7 PRO
Joyear S50

GWM
(Brand Tagline of WEY)

ORA Funky Cat
TANK 300

TANK 300 Border
TANK 500

Geely Auto
Atlas

Azkarra
Coolray
Emgrand 7

Emgrand GS
Emgrand GT
Emgrand X7

ICON
LC

Preface
Tugella

Xingyue L
Lynk & Co 01

BAIC
(Brand Tagline of Senova)

A315

JAC Motors
(Brand Tagline)

J7
X7

Sinotruk
HOWO A7

HOWO T5-G

FAW
Bestune T33

Bestune T77 PRO

Bestune T99
Honggi H9
Honggi HS5

=S
SEAR B AR —i

FEAERTTHA
BT AR S b

Joit 15 H %

i i)
SRR IE X

=4 SUV
BRI,

B e e T
P ErS
IR

T B 4 T R

i B
REAEZE

7 RS i SUV

FEIRHL SUV
s H2%

T8 AT
[ 2 ke SUV

HE 2L SUV
LRER SUV

NTEREHE
Bldivei

QG SR IF A

ik shE
SRER K SUV
EAEEIRAE B s

—B BN LB

4 R Y SUV
4 B SUV
KRR R B A SUV

— A —mAR
B AL

-15-

Robust Smart SUV

CARE FOR EVERY PERSON
CARE FOR EVERY VEHICLE

The man is leading the way.

New generation of sport EV with
smart and beauty

Find a way

Out of no way

VISION LIMITLESS
INTEGRATING VARIOUS
CAPACITIES REACHING PRIME
LEVEL

Bold but graceful, a key driver in our
Refined Cars For Everyone brand
promise

An Evolution in All Dimensions

Young. Fashionable. Confident.
Beyond Your Expectation

Smart. Prepared. Ready.
Chinese Roots, Global Focus.
Great performance and superb
quality

An ICON in Paradise

MORE SAFETY

MORE LOVE

An Uncompromising Disruptor

When You’re in the Tugella, You’re
in “The Moment.”

A Symphony of Space and Time
This car is pretty extra.

A Passion For Performance
Everyday Have Fun

Better Drive,Better Life
Ignition of Inspiration
young generation first car

Itis inthe trend in

Dynamic trend move

ONE STEP IN POSITION
EACH STEP IN POSITION

A Real Intelligent Connected SUV
Model

The new flagship of the brand’s
model line-up

The New Flagship SUV of Bestune
New Era, New Honggqi

The First B-class Luxury SUV of
Honggi Brand
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Honggqi HS7 -/ IEAN The First Full-sized Luxury SUV of

Honggi Brand
Hongqi L5 MithEE R, LA RS A LEADER OF LIMOUSINES;

THE RETURN OF A LEGEND
BYD Motors
(Brand Tagline) HrREIRIR FE g A Electrifying the Future
Tang [l 61385 11 o A new SUV for a new era
Yutong Group
(Brand Tagline) il CNEF AT Better Bus Better Life
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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.

Key Words: New Energy Vehicles, English, Translation Variation, translation strategies
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 ET5:

ST: G RA, EHFFK

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: Al nl iy
TT: Fuel Powered or Full Electric;

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

ST: % Jm K IF, H Hifi &
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 M7 &%, DR K D% ik 2160 BU, FEEkL L 4575, 0 & AR TIRE B . GRARRZE LD

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: WA B ARG 22 M7 s, BIFEIL 960 FL, 18 13 b g D Be, Nt — 7 e & R AL te
REEHRVHRAFE R Rl 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: 174 2 ABATINE R ? EC6 4t R ¥ NI R &, i ICROIGIHIAR, J PRIy 2] 5 30K 75 1) B S Wk [
K FHXUZ B A, B2 83% A1 99.9% LA 38 4ML, i R Ut =52, tHRERT ZIEF 2. (BFRIAEE 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 PR EE, T BRAL 99.9% 5L /M. KIGIHAUEH] 1.28 “FK, mil R FERL: bR s & —F
FERRT . (RFERIAG 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: /NN BEARTAREC R R A, — —HE PR 38 KRN SPA 28+ s\ 4% BEIh e, Seficid % o7,  (FRARVRZE 19)
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: HHERE —MAmBURIRT &, B4R RIIZE 480kW, f KA 850N.m.  (FKIREE 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:
LRy 41 AR combined range
Xt 4h % H, power source
EIKAT halo light
T %2 5 silhouette
4T ambient lighting
4= 5L R panoramic sunroof
XA 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: L@ it i) —HEA M e, FO 4 DU e) FELBDARAE, SR LA IO IR . (RAEVRZE LY
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: MR NTHRFAMERRG, FiFHta N Urea RN GREVRZE LD
TT: Smart climate control with air purification and fragrance system provide fresh and pleasant air for your
family.
Example 3:
ST: B =HRBUE, B R E R B8 =HER BN, J5& MR 6401, fRE & WHIR, BT EARRE
fEGH,  GEAERE LD
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 “FRAESLZEAE G (AL, 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 “Y¥43&Hi1G6 NI =S 4a
Z N\, which has an implicit meaning that “you” are the owner of the car. Similarly, the translation of “ H 17 2= 88 77 7&
£Y141” into “bring your camping equipment, skis, and bicycle with you anywhere” has the same purpose.

Example 4:
ST: ET5 JEERG R ER 5y B a2 m Bt S, 5190 H 32 BRI t.  (Rik
REETD

TT: NIO ET5, 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 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: Ay Al HE, REYRAR U Ryh. B 4. (AR ZE 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,
“AJ'Ji 7] H” means the car could be fuel-powered or fully electric, which has an equivalent meaning as “ gEJ&
1 R G S {H4#”, which means “flexible energy mode”. By doing so, the translated text is simplified,
impressive, and reader-friendly.

Example 6:
ST: Design for AD B 82 55 SR IR AR A1 A1, BIR 51T B sh 2 B AR BB =, BT SUV, 5836t
NHMWLIERY, v, B9 X-Bar ZORA AT AR BETE, TV A 70 &, T ES7 M — I A M . Rk
K4 ESD)
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 1515, B3 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 4T 24T, SR H SR ik v, SGIE M 4iR, & A i 70 it — & & B LED

KA, RIBEH . (BERISZE ESD

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*
FeIE LA 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 “V3i#4HJi{”, 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: FAH L KR FM AR A G &4 12 ML E, 55— HICH 2 A Em < EM 2 MU <2, 55 —HEfc % 2
AT EE, G2 A PO BB A R R E = . GRARREE LD
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 LA R AMEZRIES, LSRR, B THEF R &BKEDIRE. GRERZE LD
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 “¥ i1 A 54 R £ R 14k 2% word by word, but instead, uses “a clean design”
to describe the car Li L9.

Example 10:
ST: ES7 ¥ IS & deit#& AT B AR S NN, JTRE IR 7 8], 206 T 2 ORI B, &
i HH 22 0o 3 ) S
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 “ZZ/LrEFi&EHI % H” in advance, at the same time, the use of “reduction” means, omitted the
category word “/7 [l
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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: K H ISR A 5 TUIEAT G544, BC & 220 00 S ) CDC iR F 48, 168 58 2 B 00, 24 17 HEAN 2
BRI AL ETIE . (AR L)

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 filf X X i
R FLIEEAT (2540, BiC G 2 A A R 1Y) CDC IR R40” and “ I8 M. B 2 B 0L, $R AL T AL S 1) 25 35 g A
AL 473&E L. The translated text is full of logic and beauty.

Example 12:
ST: 1755 WAL M BEvert, KEH REUICE 0.26, 58 81 sl I # N R BRI, woit. PERe. =
(1% N ZE S A
TT: With its 17 Yracefully 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° & X4
JEvrh, MBHRECE 0.26, 583R-PHsh /1 MW E R and “¥it. PERE. AR —5 5]
(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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Abstract

In rural revitalization, as an essential supporting force, the fiscal agriculture-related expenditure has attracted more and
more attention from the whole society, especially the expenditure structure. There are many methods to evaluate the level
of rural revitalization. This paper selects the target method to build a comprehensive evaluation system, selects the panel
data of eastern, central and western China from 2016 to 2020, and uses the fixed-effect regression model to empirically
analyze the influence of the structure of fiscal agriculture-related expenditure on the level of rural vitalization.
The study found that the level of rural revival varied considerably among the middle and western regions, consistent with
its economic status and financial input. Among them, the structure of fiscal expenditure related to agriculture had different
contributions to rural revitalization and development. The significance of the empirical analysis is obvious, which is
necessary to prompt the government to optimize the expenditure structure based on increasing the financial investment
related to agriculture. At the national level, we need to deepen regional cooperation in the eastern, central, and western
regions to achieve shared prosperity on a broader scale.

Key Words: Rural revitalization, Fiscal agriculture-related funds, Expenditure structure
1. Introduction

The economic base determines the superstructure, and any public utility cannot do without financial support, including
rural revitalization. The "hand of the market" often fails in issues relating to agriculture, rural areas, and rural people, and
the "visible hand" of the government must regulate and protect them appropriately. The state has permanently attached
great importance to issues related to agriculture, rural areas, and rural people. After determining the rural revitalization
strategy, it has continued to increase government expenditure related to agriculture. At present, from the perspective of
rural revitalization, many scholars have discussed the structure of fiscal standpoint, and they have formed distinct views.
From the perspective of the role of finance in rural revitalization, Liu (2019) believes that finance has a vital tool and
policy orientation, which can play a role in taxation, subsidies, and public services, and effectively activate the power of
rural social development in the new era. Zhang and Ouyang (2021) believe that the fiscal expenditure on agriculture is
significantly different in terms of the total spending and the regional effect in different periods.

However, there are still many problems in the process of financial support to help rural revitalization. Jiang et al.
(2020) believed that there was a general tendency to emphasize expenditure over management and government over the
market in fiscal costs related to agriculture. At the same time, some supportive policies are out of line with the actual
demand, the performance of fund utilization is not high, many agricultural support projects have not formed advantages
and financial withdrawal difficulties. To better support the financial support of rural revitalization construction, the
researchers also put forward some countermeasures and suggestions. Wang (2020) believes that monetary funds related
to agriculture should be "guaranteed under pressure ", focusing on providing primary, public welfare and significant
agricultural projects. Chen and Sun (2021) believe that the critical factors in fiscal policy formulation are sound budgetary
operation, scientific control, and effective implementation of fiscal policy.

Even today, there are specific differences between urban and rural areas, which is not only unbalanced in regional
development but also vividly manifested in the rural areas. This gives us the "blank" place to study, that is, learn the
differences in rural revitalization based on different regions. This paper is to check the reasons for the differences in rural
revival among other areas. Regarding the phenomenon, natural attributes such as location, climate, and resources are
important factors affecting rural development. In addition, the other structures of fiscal expenditure have also led to
uneven rural revitalization and development. Based on this, this paper thoroughly considered the differences in rural
revitalization levels under different regional backgrounds, focused on the in-depth analysis of the impact of fiscal
agriculture-related expenditure structure on rural revitalization, took the structure of financial expenditure as the
explanatory variable, constructed a measurement index system, and comprehensively evaluated the level of rural revival.
Among them, the empirical study on the structure of fiscal agriculture-related expenditure highlights and also innovation
points, and it puts forward countermeasures and suggestions to better support rural revitalization.

2. Comprehensive Evaluation of Rural Revitalization
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We have mainly built an index system for rural revitalization from five aspects: thriving businesses, pleasant living
environments, social etiquette and civility, effective governance, and prosperity, and have set up 12 corresponding second-
level indicators to measure the first-level indicators accurately. The data calculated by the secondary index system are
obtained from China Rural Statistical Yearbook (2016-2020) and China Statistical Yearbook (2016-2020). Due to
different index units, we nondimensionalized indexes, and then used the entropy weight method to calculate the weight
of each index. The results are shown in Table 1.

Table 1. Rural Revitalization Index System (2016-2020)

Level 1 Level 1 Level 2
Index Index Level 2 Index Calculating Methods Index Attribute
Weight Weight
Grain yield per unit area Total grain output/Food crop planting 0.063 Positive
(kg/ha) area
L Unit area value of agricultural Total power of agricultural .
bE?irr:\é!;gs 0.414 machinery power (kW/ha) machinery/Total crop planting area 0.054 Positive
Per capita electricity - .
consumption of rural residents Rural eIec;rllcj:;)t/igﬁnsgmggron/RuraI 0.297 Positive
(KWHY/person) pop
Pergonne! qf the unit Rural health clinic staff/Rural .
Pleasant population clinic (person/ten . 0.034 Positive
Ao population number
living 0.052 thousand persons)
environments i ili
Strength of chemical fertilizers Fertilizer usage/Crop planting area 0.018 Negative
(kg/ha)
The ratio of education, culture, | Spending on education, culture, and
. and entertainment consumption entertainment/Total consumption 0.015 Positive
Social ; o :
. expenditure (%) expenditure
etiquette and 0.145 - i
civility Number of township cultural Number of township cultural
stations per unit population stations/Number of the rural 0.130 Positive
(one/ten thousand persons) population
The growth rate of farming, The added value of arming, forestry,
fO(estry, animal hqsbandry, anlmallhusbandr_y, side-line 0.026 Positive
. side-line production, and production, and fishery/Gross
Effective 0.068 fishery (%) agricultural product
Governance — .
Governance dearee of urban- Per capita disposable income of rural
rural inte r%tion (%) residents/Rural disposable income of 0.042 Positive
g 0 urban residents
Consumption e>_<pend|ture of Total rural consumption 0211 Positive
rural residents expenditure/Rural population humber
Enael coefficient of rural Total food expenditure of rural
Prosperit 0.312 g residents residents/Total consumption 0.038 Negative
penty ' expenditure of rural residents
The proportion of rural . L
. . . Minimum living allowance for rural .
residents receiving subsistence - . 0.063 Negative
residents/Rural population
allowances

According to the division of eastern and western parts of our region, the above entropy weight method is used to get the
weight. The total score of rural revitalization in three western and central areas of China was calculated. The conclusion
is as follows: there are specific differences in the level of rural revival in eastern, central, and western China, with the
high level of rural regeneration in the east, little difference in central-western China, and rapid growth rate of rural revival
in the west of the region. The results are similar to that of Zhang et al. (2022).

3. Empirical Analysis of Fiscal Agriculture-related Expenditure Structure on Rural Revitalization

The level of rural revitalization is very different in various regions in China. One main reason is the differences in natural

resources. The economy in North China, the Yangtze River Delta, and the Pearl River Delta are relatively developed.

With population gathering, economic growth, and the trans-regional flow of human capital and technology, the economy
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of the eastern region will get better and better. However, the western areas, such as Yunnan and Guizhou, have relatively
slow economic development: since the economic development level of rural areas is very different. Therefore, the
government needs to adopt financial means to intervene and support. The structure of the government's agriculture-related
fiscal expenditure leads to the inflow of capital, which affects the rural development structure, and then affects the
development level of rural revitalization. Therefore, this section mainly discusses the impact of fiscal agriculture-related
expenditure structure on rural revival in a practical way. It provides some reference for the improvement of rural revival.

We first gave the index variables of rural revitalization level and fiscal expenditure related to agriculture. The explanatory
variable is the rural revitalization level (XCZX). The total rural revitalization score obtained in the previous section was
used to indicate the rural revitalization level of each region. The explanatory variable is the variable of the structure of
fiscal agriculture-related expenditure. We chose four variables from the two aspects of agricultural production expenditure
and public service expenditure. Per capita fiscal expenditure on water affairs in agriculture and forestry (AP) was selected
for rural productive spending, and the specific index was fiscal expenditure on agriculture, forestry, and water affairs/rural
population. In terms of public service expenditure, we choose rural education expenditure (ES), urban-rural community
integration expenditure (CE), and housing security expenditure (HE). The leading indicators are education expenditure,
urban and rural community expenditure, and housing security expenditure. Residents' education level (EL) was taken as
the control variable, and the main index was the population / total population with a junior college degree or above. The
above index data are from China Rural Statistical Yearbook (2016-2020) and China Statistical Yearbook (2016-2020).
Based on the actual economic significance of variables, we make the following hypothesis:

Hypothesis 1. The per capita fiscal expenditure on water affairs in agriculture and forestry (AP) not only has a positive
impact on rural revitalization but also can affect the level of rural revitalization by influencing the expenditure of urban
and rural communities.

Hypothesis 2. Education expenditure (ES) and housing security expenditure (HE) have a positive impact on rural
revitalization, which is mediated by urban and rural community expenditure to affect the level of rural revitalization.

The empirical model of the study is as follows:
XCZX, =a +a,AP +a,ES, +a,CE, +a,HE, +a,EL +¢
Where “XCZXi:” represents the total score of rural revitalization in the “t” year of Province “i” (autonomous region or

municipality directly under the central government), “ao” is the constant term, “ai,ar,as,as,as  are the coefficient that
needs to be estimated, and “¢, " is the random error term.

it !

We first performed basic descriptive statistics on the data, and the results are shown in Table 2. The mean value of the
total score of rural revitalization obtained from Table 2 is around 0.2419, and the score of all regions is between 0.7709
and 0.1439. The average per capita fiscal expenditure on water affairs in agriculture and forestry was around 0.5578, with
a standard deviation of 0.4164, indicating no significant difference in the index value among different regions. The
standard deviation of education expenditure, urban and rural community expenditure, and housing security expenditure
is relatively large, indicating that the importance of these three indicators varies significantly from each region.

Table 2. Descriptive Statistics

Sample Size  Minimum Value Maximal Value Mean Value Standard Deviation
XCZX 155 143997499 770899548 .24192210103 111199678856
AP 155 .164404156 2.022906574E0 .55779288874 416441524615
ES 155 152.57 3510.56 9.8913E2 609.36367
CE 155 105.26 2413.84 6.8159E2 475.72152
HE 155 38.38 762.03 2.0071E2 119.62463
EL 155 4.69 86.70 15.1566 9.44835

There is some correlation between the explanatory variable between urban and rural community expenditure and
education expenditure (ES), housing security expenditure (HE), and per capita fiscal expenditure on water affairs in
agriculture and forestry (AP). To verify the proposed hypothesis, we first conducted a regression analysis of urban and
rural community expenditure (CE) using the panel data as the explanatory variable, with education expenditure (ES),
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housing security expenditure (HE), and per capita fiscal expenditure on water affairs in agriculture and forestry (AP) as
the explanatory variables. The regression results are shown in Table 3.

Table 3. Regression Results of the Fixed-effect Model of the Influencing Factors of Urban and Rural Community
Expenditure (CE)

Estimation of Regression Coefficients

Standardized

Unstandardized Coefficients Regression Coefficient

Model ‘ B ‘ Standard Error Beta t value P value

1 (Constant) ‘ 4.532E-17‘ .032 .000 1.000
Zscore(ES) ‘ .462‘ .062 462 7.428 .000
Zscore(HE) ‘ .221‘ .055 221 4.000 .000
Zscore(AP) ‘ .246‘ .035 246 7.120 .000

a. Dependent Variable: Zscore(CE)

The regression coefficients of the explanatory variables available from the regression results were all significant at a
significance level of 0.05, with a model-adjusted R2 of 0.7121, indicating a good model fit. It can be seen from the results
that the influence coefficients of education expenditure, housing security expenditure, and per capita fiscal expenditure
on water affairs in agriculture and forestry on urban and rural community expenditure are all positive. For example, the
influence coefficient of education expenditure on urban and rural community expenditure is 0.462, indicating that for
every additional unit of education expenditure, urban and rural expenditure increases by 0.462 units. At the same time,
education expenditure has the most significant impact on urban and rural community spending.

With the level of rural revitalization (XCZX) as the explained variable, the per capita fiscal expenditure on water affairs
in agriculture and forestry (AP), the urban and rural community expenditure (CE), and the control variable resident
education level (EL) as the explanatory variable, the fixed effect model of panel data were used for regression analysis.
The regression results are shown in Table 4.

Table 4. Regression Results of the Fixed-effect Model of the Influencing Factors of Rural Revitalization Level (XCZX)

Estimation of Regression Coefficients

Unstandardized Coefficients Standgr_dized Regression
Coefficient
Model B Standard Error Beta t value P value
1 (Constant) 1.190E-15 |.035 .000 1.000
Zscore(AP) 1.836 .041 .836 20.394 .000
Zscore(CE)  [.249 .036 .249 6.921 .000
Zscore(EL)  |.060 042 .060 1.430 155
a. Dependent Variable: Zscore(XCZX)

The regression coefficients of the variable AP available from the regression results and CE are significant at a significance
level of 0.05, with a model-adjusted R2 of 0.8325 and a good regression fit. From the results, the influence coefficient of
per capita fiscal expenditure on water affairs in agriculture and forestry (AP) and urban and rural community expenditure
(CE) and education level positively impact rural revitalization. The influence coefficient of per capita fiscal expenditure
on water affairs in agriculture and forestry on rural revival is 0.836, indicating that for each additional unit, while other
spending remains unchanged, rural revival will increase by 0.836 units. At the same time, the per capita fiscal expenditure
on water affairs in agriculture and forestry has the most significant impact on rural revitalization, followed by urban and
rural community expenditure.
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Based on the regression estimation of these two fixed effects, it can be concluded that education expenditure (ES)
and housing security expenditure (HE) indirectly affect the level of rural vitalization through the expenditure on
urban and rural communities, in which the level of education expenditure (ES) on rural vitalization is
0.249*0.462=0.115. The influence coefficient of housing security expenditure (HE) on the level of rural vitalization is
0.249*0.221=0.055. The influence coefficient of per capita fiscal spending on agriculture and forestry water affairs on
the level of rural vitalization is 0.249*0.246=0.061. Both hypothesis 1 and hypothesis 2 are verified by the regression
model analysis of two fixed effects.

4. Conclusion and Suggestion
4.1 Main Conclusions

Through the empirical analysis of the detailed data, the research results show that, on the whole, the most critical factor
affecting rural revitalization is the total financial investment in agriculture, which is easy to understand. The larger the
total amount of investment, the greater the impact on the level of rural revitalization. Based on this conclusion, compared
with the central and western regions, the eastern part has the muscular financial strength and excellent natural conditions,
mainly by climate, soil, and water resources, making the overall level of rural revitalization in the east area also relatively
high.

To study the relationship between the structure of fiscal expenditure on agriculture and the effect and level of rural
vitalization, this paper conducted an empirical analysis. It concluded that there was a positive correlation, but it should
be noted that the correlation coefficients of each forecasting index were different. In terms of structure, different types of
fiscal expenditure had other impacts on rural revitalization. Based on other regions, the conclusions can be drawn from
the empirical results as follows: the per capita fiscal expenditure on agriculture, forestry, and water affairs (AP) has the
most enormous impact on the rural vitalization level, with the impact coefficient of 0.897, followed by the rural-urban
and rural community expenditure (CE) with the impact coefficient of 0.249. The influence coefficient of education
expenditure (ES) on the level of rural revitalization is 0.115, and the influence coefficient of housing security expenditure
(HE) on the level of rural revitalization is 0.055.

4.2 Policy Suggestion

Based on the previous conclusion, the development level of rural revitalization in the eastern and western areas is uneven,
and the story of the eastern regions is much higher than that of the western and central regions. This paper proposes that
the fiscal funds related to agriculture should exert force in the following aspects.

(1) Policy makers are suggested to give full consideration to the multiplier effect of input and output, and increase the
intensity of financial information. This paper has concluded that there is a positive correlation between agriculture-related
financial investment and the level of rural revitalization. And the development of rural finance has a significant and
positive effect on the level of rural revitalization (Liu et. al. 2018). Then based on living a tight life on their own,
governments at all levels should make overall fund-raising arrangements, increase the input of financial funds related to
agriculture, and at the same time, scientifically promote the distribution of critical factors, strive to improve the efficiency
of the use of funds, and earnestly reduce the burden on peasants, effectively reduce the cost of agricultural production,
and earnestly raise the efficiency of the agricultural output (Yu, 2018). Relevant functional departments should pay
attention to research and discovery, give full play to the leverage role of fiscal policies, integrate direct subsidies into
project subsidies, and use policy-based financial tools scientifically and rationally. At the same time, policy makers need
to remove various policy obstacles in agriculture, and actively guide private capital to participate in rural revitalization,
so that private capital is willing to enter, can enter, and can go out, to dispel the concerns of private capital (Zhou, 2011).
Agricultural technology innovation can improve productivity, sustainability and resilience in food production and
agriculture. However, the number of scientific and technological patents owned by agricultural enterprises and the
proportion of effective patents to the total number of patent applications is far lower than the average level for all
enterprises(Xie and Mao, 2016). So in order to improve agricultural technology innovation to promote the development
of rural revitalization, governments need to encourage enterprises to invest funds in agricultural innovation. At the same
time, related departments should promote both material and spiritual progress. On the one hand, related departments
should promote economic development and effectively enhance the effect of industrial revitalization. On the other hand,
related departments should also carry out spiritual construction, give full play to the "hidden" role of cultural
revitalization, and invest some funds to ensure the development of rural basic public services. Only when farmers are in
good spirits can they be able to work hard, and related departments must gradually increase the coverage of rural
infrastructure and public service construction.

(2) Agricultural structure and conditions have a large influence on regional rural development (Zasada et.al.2018). Then
it motivates policy makers to improve agricultural structure and conditions. What’s more, policy makers should fully
consider the regional differences in the eastern, central, and western regions, and carry out extensive cooperation and
win-win results. China will have completed building a moderately prosperous society in all respects by 2020. The next
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step is to achieve comprehensive rural revitalization. The eastern region has a high economic level, which is relatively
easy to achieve. The central and western areas, on the other hand, have a weak financial foundation, and it won’t be easy
to achieve this goal. But rural revitalization is the real country and for the whole people. The hard “bones” must be cut
down. This is the inevitable choice of our socialist government and the inevitable requirement of Chinese Modernization.
The congress must face up to the fact that the level of rural revitalization and development in the eastern, central, and
western regions is uneven. They must also see the powerful potential of the western and central areas. The success of the
project to deliver electricity from the East to the West and the South-to-North Water Diversion Project has not only given
us strong faith but also inspired us a lot. There is much to be done in coordination between the eastern, central, and western
regions. At the national level, policy makers need to make sound national plans, make good use of all policy formulation,
and transfer payment instruments scientifically and rationally. From the local government level, related departments must
actively carry out cooperation, both at the provincial level and in regional cooperation, by relying on a "pairing" basis
(Qu, 2012).

(3) Policy makers need to make a scientific study of the structure of government spending on agriculture and take a good
combination of measures. The system of fiscal expenditure related to agriculture directly affects the improvement of rural
revitalization. Related departments will focus on spending per capita fiscal expenditure on water affairs in agriculture and
forestry, which have the most significant impact. Education expenditure is a long-term expenditure, which may not show
benefits in the short term, but in the long run, it will be a "hard investment”. The saying goes, "it takes ten years to grow
a tree and a hundred years to bring up a generation of good men." If policy makers seize education, they will hold the
internal driving force for long-term development. Housing security expenditure is also an essential factor in enabling
farmers to live decent lives. At the same time, it is necessary to deepen the research on the demand of the "agriculture,
rural areas and farmers” market, take the industry as the basis and rural revitalization as the goal, scientifically and
reasonably supply productive public goods and public goods of citizen nature, make the optimization of the structure of
public goods play the multiplier effect, and truly realize the rural revitalization with prosperous industry, livable ecology,
rural civilization, effective governance and rich life.
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