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YLE% . With a copy of The Globe in hand,
the world unfolds before you so grand.
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1412 : Kodak is Olympic color.
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YL 5% 1: Drink Kongfu Spirits and write
NO.1 article.

#i 3% 2. Confucian Spirits triggers / pro-
vokes your mind.
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JL5% 1: You have to taste the food so that
you know its flavor.

Yii% 2 Tasting is Believing.
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UL 5% 1: Although you have heard hun-
dreds of times about the copier, you have to
copy with it to test its performance.

L% 2: Copying is believing.
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YL:% 1. Cold and hot, sour and sweet, you
can eat if you want.

YL 5% 2. Cold or hot, sour or sweet, this
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toothpaste will make your teeth adapt.
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5] 7. She wants to put her tongue into
your mouth.
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Hi5# 1: Good eating,come again.

“hi-

Ui 5% 2. Come again after a satisfying
meal.
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119 Life is journey, travel it well.
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#1110 Focus on life. (Olympus)
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Metonymy in Advertising Discourse and Its

Translation Strategies
LI Jing
School of foreign languages, Shanxi Normal University, Linfen, 041004, China

[Abstract] Metonymy is often reflected in advertising discourse based on the Idealized Cognitive Model
(ICM), which translation involves a procedure of code information reprocessing. Guided by the princi-
ple of "empathy", the paper attempts to apply some specific examples to analyze the metonymy in the
advertising discourse and their translation strategies, which provides a feasible approach to study ad-
vertising text and its translation strategies.

[Keywords] advertising discourse; metonymy; empathy; translation strategies
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On Status Quo and Problems of Guangxi’s
C-E Translation for Global Communication
Against the Background of the “Belt and
Road” Initiative

PAN Menglai

Guangxi International Business Vocational College, Nanning, 530007, China

[Abstract] Although the research on C-E translation for global communication has achieved some re-
sults in recent years, there is still much room for improvement in the construction of theoretical systems.
Against the background of the “Belt and Road” initiative and China's “Three Positioning” for
Guangxi Province, Guangxi embraces new opportunities in this fields. As the path connecting different
languages and cultures, the C-E translation for global communication plays an irreplaceable role. The
practice and research of C-E translation for global communication in Guangxi is still in its infancy,
and therefore faces many problems and challenges. Starting from the research and practice of C-E
translation for global communication in Guangxi Province, this paper identifies current problems and
the causes behind, and looks for solutions as the next step.

[Keywords ] C-E translation for global communication; Guangxi Province; status quo; reasons
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