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Abstract ; Categorized as ESP, marketing English has the characteristics of EGP as well as its unique fea-
tures. EGP’ s translation principles should be applied and updated in order to translate Marketing English
properly under the instruction of pragmatic translation theory. This paper discusses the translation methods

of marketing English translation based on the characteristics of vocabulary,sentence and text.
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MEAFHAR BRETAINNTSHEH
FEFEZHTXRE, BRIFRTHSHEHRE
W, AR BWRA RIHTHEH. EEkK,
FEMNTHEHRIEERER L HR L
Ho AT BTGB T HEHEB MR RRE
LH ERELEZ-HEERTHEHKIESR
PRGBS, (EREX FhiGEHKER
BB RRD, Bk Z —MUB R R,
T EHEIER T % TH&%E (English for
specific purpose, LA T i1 #f ESP) H (K #4522
3#1E (English for business and economics) , &
38 F 1R H1E ( English for general purpose, PA'F
fRIFR EGP) BB PR 1E , B FHZE 15 1AL, 08
BiEED:, RRIE RS, Mt EA B s
MIEREE, ATHETHEHIGENE,H
Febl T HIENC ) ROER R
T EHRENEESS
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1 JCHER

THEHEREEE, RAERYE. A
$7E EGP F ERMEN R GAET HEHE
EPHARBRARE B E X, #0, needs,
wants ] demands AFRFPERLFIEFE.
BEMRBEMTR,BETHEHEEFAE
EANELAFBEE . needs RAMEATK,
XHFRAREHERAEMNTLEER,
wants 24 & XN AR TR, mPEA
MBAABENBYHEAST R (needs) , {H
EABER (wants) BKR, B A AREHRF
"o TEW T E (wants) HY8RE B, AT&FR
(demand ) ARLEBEMEALA 106 B 07 i , R R B H
EFRBEREENRS.

MHEHREPEREWEGE, EE D
IRGESE % ML FR AT HE o 8%, 40 STP (seg-
mentation , targeting and positioning, i 414, H
¥Rl 3% M € A1), CRM ( customer relationship

e HMBR(1979 - ), &, YW, BFFT 7 [ : ESP 2 MG B RIE
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management , B % 35 72 % H ) , STAS (short term
advertising strength, G 1) &M R) , AB—4
FETHEAARKER, BEDAREERA
WREFFEREBANER, B0, 4P 7 LIR
RHELEH LK Philip Kotler 12 1 B 4
4 (9% BBk £5,2009:133) , B product, price,
place FI promotion ( 7= & | 5 #t . 53 8 FR4H) ,
EANR R BB 9 00 B4k Mug 4P T LI R
probing,, partitioning, prioritizing 1 positioning ( #§
& 08 MERELD .

THEHRTEREES, PR &
5 BEENHE, 2F B P HAM ESP 2R
RiBEHH, 0, SWOT ( strength,, weakness, op-
portunity and threat) J§ TEHEARE, HEH
FHAMBERR T IHE— N EHEANT SR
EHA % 5| 1, B2B (business to business) i
B2C (business to customer) J& TH 7 &% Kig,
Fn kx4 b 22 ) B TR Ak XA A
BREZANEFHS  EHHEHEPESR
A AT, SMART( specific, meas-
urable , attainable , relevant, time ~ bounding) & A
HEHEHARBEETIEBGOARE, THESH
Eh AT RER BAARE , MESHESIH B IR,

THEHEERHAENERENRILCHR A
B K& EGPEL, X% EGP i5iL & ESP &
B, % 8% ESP 1AL A FRIRIEM . HIMRZ
L ESP i8I FAMIEEE ¥ EGP it BB ik
Rk, RO A RE IE #5385 ESP IRICKW RIES
o BREABFEPHMENEBHR, NI & EGP
HILES W THERETIHERENE, #BEE
AEEMTHEHNR, TREENTHEH
KR, A REREAR T ALRbRAE. Bian.

(1) a. Congratulations for your promotion!
(EGP)

RERART
b. Promotion plays a crucial part in a
company’ s marketing efforts. ( ESP)
RHEEHE—-NARWTHEHT
A G E MY EERN AL,

(1)a ) promotion ik i 2 FH B, FHiE
BER, T (1)b H1#) promotion $5 i AL #15
B, RIBHASTH—F, 5% B/ AXE
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331,
(2) a. I am going to pay my bill share.
(EGP)
BN RIBFL
b. This product occupies a big market
share. ( ESP)
BATRET ST HARKEOHH,
(2)a & B bill share FEH) R E S H O R
£TR9BRER4Y, 0] LA FA 3Rl 5 3& share the bill,
EOEPESEL KNSR, (2)b FH market
share AT GHHE, R HEHEEP—E
ERIEo
(3)a. You are about to handle the gift distri-
bution. (EGP)
RELBAIH TR
b. Place,in marketing mix,can be under-
stood as distribution. ( ESP)
T8 41 o 9 place 7T AR

g D

(3)a Y distribution EHR A%, (3)b
FiE distribution ZE T 5B LB T RARTH.

TMHEHEEPH RIES RO, RE
BRERFHEH, TR ERBBEL
AT, MTRAKRSELERIEER
U, RE - R E iR A
BPERSES, SRTFERER LR B2,
SHiRE-NEERER. flm:

(4) We may categorize Apple,Dole and Fed-
eral Express as pioneering company.

FATT AR R e B B AR R T AR IR R
BRI AFFRBAF,
2 AFHA

ZEAREEXRAXNSH T I HAE

CHRKITE E AR, BB S EHZ L Don E.

Schultz, BLAQE #5242 3 Philip Kotler, EEfi Z
A Jack Trout %, A1 ) F BATH AR T
B8 LR, TTHERRBEPRAORE,
BEMFAER FEHE, HPHKGES
WRRTHRAGENTEENEE, K2
E FHFI SRR G B, BREK , HIBE L
HAEME, Fi:

(5) The value proposition is fulfilled through
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a marketing offer, which is a combination of prod-
ucts, services, information, or experiences offered
to a market to satisfy a need or want. ( Kotler et
al. ,2005)
HTHRFTR, AT U 87 g™

MRE EEMAERNASRATES, UL
W R Z TR R ARG, ARG A4

A5+ e BR, — A~ which 5] i 3R IR
SE P E 1B M A 1 marketing offer, /5] o 2 B
HILA SIS R marketing offer #% I 5,
AEERREM—4, g A FEK,

(6) What consumers really want is offers that
dazzle their senses,touch their hearts,and stimu-
late their minds. (ibid. )

%k B EREKZEBRRET 4T3
PO A3 B A o

XAEZFUEK, REINA =AH I8
BiR) T IE B offers, BB, KB T EH M
=EEM,

(7) Market size depends on the number of
people who exhibit the need , have resources to en-
gage in exchange, and are willing to exchange
these resources for what they want. (ibid. )

THRMEFAERTROAR, S5
BHRBENZHTENER,

XA] 7 S B who B i 9 5E 1B M ] B i peo-
ple, HRMW RN HARHMBEERRE, AT
FIERIRMEYE, SR FEK.

THEHLERAROHRRE, BiFX
BEHER R B K A L B R S —— R R, AR H]
HEERESNAE, ENRITILRERZ
BIGF, Hlm:

(8) Sellers must search for buyers, identify
their needs, design good marketing offers, set
prices for them, promote them, and store and de-
liver them. (ibid. )

EFRLFAIRER, BERTR, &3t
ARSI AWESHTR, EH 2%, L, &
JaiB3%,

SHAW &% AR MR CR—H,
WHEHEETRRERTHDES, BHR
HTREEERS, BLHET, .

(9) Because of the trend toward impulse buy-
ing, greater emphasis must be placed on promo-
tional programs to get people into the store. ( F#]
#i,2003.30)

B R 1 2 & MR BB 1 F b E I X,
WEA G NER IR IE 3 LIRS E B KB
HEARE.

(10) Attention should be given to income

distribution as well as average income.
BEHENRTEFHBRARBASE,

PR HE R B ES, AFEPX
HFREIH, AR 5, RIEERME
WARAFEAER EE

THEHERRAERBRNERRE, —
BBV EREHFFE A - SERNFRAT
EEMRE, Hln:

(11) There are striking contrast in spending
patterns between people in the full - nest stage
with very young children and people in the empty-
nest stage. ([7] 1)

KGRLHABETFHRWMARENRE
FEHREXGHNZRKEREBRRF AWK
Ao

full - nest F]EHFERL“WAL” , AILIRAIR &
REN T HBELA B THKE, M empty -
nest SEFEN“ S HARBTF KA B LR E
MEERNRE.

3 EREA

THEHFRERRARE T HIESHE
SRE,—RERBME, BESEARBITH
&, EEHT,—B TR, #im:

Star Question mark

Cash cow Dog

Stars are high — growth, high — share business
or products.

Cash cows are low — growth, high - share
businesses or products.

Question marks are low - share business u-
nits in high — growth markets.

Dogs are low ~ growth, low ~ share business
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and products. ( Kotler et al. ,2005)
REERA DUEERS. RERKRE
BENBEEREXEANTEENEEE, &

PIRFRER, X— R EMHEHIES LN
Riio EHFRAMRNBEROH AR IBREE,
SRR, WX TG E#HE R,

Marketing research in small

. organizations
Other marketing

information considerations

* marketing Research

S hHEHKENEENE

FHEBERER FENMER EEHNEE
BT AEHRENHEE —ENESE
Xo EN—E2EW TS RIEREREN D
FUA AT HEHENRRRIMEL, X%
24(1999:59) E M FHIEB IFNIRER S
S GBI GE—, MR B (1998:21) IR HE N R
I E IR AIHIE , 3 8§ (2004 :20) 4R H E 43
“BRER RERLEGESWEY, EREM
— RN R R IR B T S B IR BT
B, EHARN, TGEHEENHELNE
BELERSS ENARFERNERTY
SEMBER, BIAREF R MR ERE R
ST R0 HURE I, BI7E B 5L R SR 3ERE |
AFRE, R H BEFERIERT REIR.
Xt F—SE R ENMAE, W&, EAR
4% BB 3UAY3E R i Bl b SR R ACPR BHIE I T ik
HITEE,

ESPHRERTERARBENEXNE, §
BERRGEHE VAR, S FHHEHEE,F

EUVARAT R HEHEL, FEEXEL

FR, KRR A AR PR 00 Y HE B A kA
W& B2 ) ESP il & ECP 3B M %L LE
Al LABEHETHEHRG, TRANR
RENARTHEHRENEOR, XA EE
B AR HHR L A AR A A, AR IE R IX
ETLREE o

ATILER EF BRI, B E Y&
P RRHATIE YA Flan.

(12) Marketing research should be done be-
fore carrying out marketing mix strategies.

58

Public policy and Ethics in

businesses and not — for — profit

| Marketing research in Asia

{Intrusions on customer privacy

Misuse of research findings

FHOHGHREE, TE LT HEH
ARG, B 5 S | A SR | 43 SRR A
1R £ SR
. NTFRANGEHFEREOIEE R, N
& marketing mix BliIFR T HEHASAFH
&, AT HN A TR .

AR BB DUE B > R A T A e AT DA 33 3C
IR 5, Bl

(13) This category of product will be pack-
aged in luxurious way to show its premium quality.

XA RAEENER, UER
HEaE,

B HIAE) in BIERR T 3R KA

(14) 1t is doubtful how effective this promo-
tion is.

RREH B B NS

F 251 effective ZER P HE M B AT AH
B

WS EHELSPH—LEREEEIIHK
WE, ) EE B AR REHOS, MF
XN AN R AP B , EE B LR
BEEMWIBER, UREEZE DL, BERE
ERA ST WANE, NS B EE76, 5K
#w 71, Al mAEeE A, flm.

(15) She is the nimblest girl around. Nimble
is the way she goes. Nimble is the way she eats.
Light , delicious and nimble. ( #7 %% #5418 ,2007;
47)

MR EHE, XA, THRBAN
Tt Rz FAEKBR £ Nimble ERL

(F#F 64 1)
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L HEMTE & Nimble i [ £Z , nimble
BRRAEEEE, A TX NS ENEL
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nimble —RJ M & L BHIR LR, HHFITEY
BT, R SRR RA R,

M. %5
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