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Abstract:  The development of cross-border e-commerce is an important part of the internationalization of
private enterprises. The publicity materials on the website of private enterprises, however, serve as an essentially
critical media in building their international image and promoting business development. This paper conducts a
research on 50 private enterprises in Jiangsu Province of China. And it employs textual analysis to study the
main characteristics of the publicity materials so as to explore the reasons for their success or failure. The
findings will provide suggestions for the publicity of private enterprises in improving international reputation.
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1. INTRODUCTION:

As domestic cross-border e-commerce sees rapid development, an increasing number of entities join online dealing
of foreign trade. Against the backdrop of private enterprises as an important power for domestic economic development,
they are still facing challenges from international enterprises.

In the past 15 years, some research has been made by domestic scholars on publicity materials of different fields.
Therefore, many research achievements have been made. Lu Xiaojun (2012) discovered that the English version of
corporate profile is mostly translated word-to-word from the original Chinese text, ignoring practical communicative
function, cultural differences and the recognition and sense of value of the target audience through contrastive study of
“Chinese and English Corporate Profile” and “The Translation of Publicity Materials”. There are various kinds of
mistranslation, omission and even missing of important information in the publicity materials of enterprises, which to a
large extent damages the quality of translation. The previous study focus mostly on the translation skills of corporate
profiles. This paper, however, will illustrate the difference of Chinese and English corporate profiles from the
perspective of information processing. Thus it is unique and original.

The quality of publicity materials will have a direct influence on the market image and publicity of enterprises,
thus affecting the profitability of enterprises. At present, many Chinese enterprises have realized the importance of
foreign publicity and prepared and enriched their own publicity materials in bilingual or even multilingual enterprises.
This demonstrates that China witnesses rapid development. But due to lack of relevant theoretical guidance and practical
support and not considering cultural differences, foreign publicity may exert negative influence on the construction of
international image.

2. RESEARCH METHODOLOGY:
2.1 The collection of corpus

First, private enterprises topped 100 in Jiangsu Province are selected. From these enterprises, enterprises with an
English website are further selected. Finally, 50 enterprises with foreign publicity are determined. Then the publicity
materials of these enterprises are gathered and the Chinese and English corporate profiles are put in a separate document
to form the following two small corpus.

Corpus 1: The Chinese corporate profile of 50 private enterprises
Corpus 2: The English corporate profile of 50 private enterprises
2.2 Research instrument

In this paper, Lancsbox and online corpus software are employed for retrieval of the existing corpus. The two
software can deal with corpus information accurately. They are easy and convenient to use. Therefore, corpus 1 and
corpus 2 are imported into the corpus software to get the corresponding word frequency statistics.
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2.3 Characteristics of corpus
2.3.1 Corpus size
The total amount of words for the two corpus is as follows:
Corpus 1: The Chinese Corporate Profile, 56308 words
Corpus 2: The English Corporate Profile, 23951 words
2.3.2 Industry distribution

The 50 private enterprises cover 9 industries, including retailing, chemical products manufacturing, textile and
garment industry, electrical machinery and equipment manufacturing, general industry, metal manufacturing,
construction industry,wood processing and manufacturing and real estate industry. Besides, the proportion of each
industry is different (see Table-1 and Figure-1).

Table-1 Classification of Industry

l?lo Classification of industry Amount of industry|Proportion
1 retailing 3 60%
2 chemical products manufacturing 6 12%
3 textile and garment industry 4 8%
4 electrical machinery a_nd equipment 12 24%
manufacturing
5 general industry 5 10%
6 metal manufacturing 8 16%
7 construction industry 9 18%
8 wood processing and manufacturing 1 2%
9 real estate industry 2 4%
Figure-1 Industry Distribution of 50 Enterprises
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3. MAJOR FINDLINGS:

3.1 Non-equivalence of information ranking for the Chinese and English profile

According to the international translation criterion for business English released by iBS School of Foreign
Languages, semantic information equivalence and stylistic equivalence are the basic-level of equivalence for the
international business English translation. Information equivalence can help target readers learn and access information
more effectively. In the process of foreign publicity, information equivalence for the Chinese and English profile takes
the cognitive needs of readers into consideration, so that the information can be conveyed more clearly and desired
publicity effects can be achieved. According to word frequency retrieved in Lancsbox and online corpus software, the
paper presents content words of the Chinese and English corporate profiles that topped 20 (see Figure-2, Figure-3).

Figure-2 Words Topped 20 in the Chinese Corporate Profile
Figure-3 Words Topped 20 in the English Corporate Profile

Words Topped 20 in the Words Topped 20 in the English
Chinese Corporate Profile Corporate Profile
projects I——
Epr — international  ——
e — chinese ——
Mg — production IE—
L2 L — quality  E—
f S — billion  m——
E — products I————
ol — steel  n——
FR — enterprises |E—————
s —— company I
ﬁﬂﬁzﬂﬁ% jilangsu EE——————
/jé — new I————
T —— top
B ———— development I
Hx —— national
p ——— industry I
/N 1 i — china T
HlE —/————— enterprise I
£ A ] construction I
S ] group I

0 100 200 300 400

o
=
o
o
N
o
o

300 400

By comparing the word frequency of the two versions, it is discovered that there is non-equivalence of information
ranking for the Chinese and English profile. The words topped 3 in the Chinese corporate profile are separately “{\l/>,
(enterprise), “4£71” (group) and “+'[E (China). However, the words topped 3 in the English corporate profile are
separately “group”, “construction” and “enterprise.”

3.2 The missing of information for the Chinese and English profile

In the process of translation, it is easy to miss important information, thus leading to semantic non-equivalence.
Meanwhile, the content and style of some English corporate profiles are totally different from their Chinese version,
thus leading to stylistic non-equivalence. The main reason for the missing of information is that foreign publicity of
enterprises lack of the sense of target audience and ignore the cognitive needs of readers, leading to information not
conveyed clearly and undesired publicity effects. In this research, there are high-frequency words in the Chinese
corporate profiles, such as “fR” (technology), 8% (innovation), “//i#” (brand) , “#ff’&” (R&D), etc. On the
contrast, there are high-frequency words in the English corporate profiles, such as ‘“construction”, “top”, “new”,
“pillion”, “quality”, etc. The Chinese corporate profiles attach more importance to “£ZR” (technology), 8l #r”
(innovation), “fnf#” (brand), “Wf &> (R&D), etc. However, the missing of information appears in the English version.
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3.2.1 The missing of information for the English corporate profile

For the publicity materials gathered, the missing of information, on the one hand, is illustrated in the missing of
English information. In the process of translation, the key information in the Chinese materials is not illustrated in their
English translation when semantic equivalence is not achieved.

Among the 50 corporate profiles, 14 never mentioned “8l3#1™ (innovation), 36 mentioned “8lJ#1 (innovation) only
once in the Chinese corporate profile. Among the 36 Chinese corporate profiles, 14 have no key words like “innovation”
in their English version; Besides, among the 50 corporate profiles, 15 never mentioned “fi /i in their Chinese and
English corporate profiles and 35 mentioned. But among the 35 mentioning “#nf#”, 13 have information missing in
their English version.

A. NEMHEESREBIMED  (grid parity) BIRIEY, KT E Q. RIMGE, WHAERNRE, U
KRB,  CREJEREARAR] (TSL) )

[AL. Through constant innovation, we continue to push the PV industry forward by creating greater grid parity of
PV power and popularizing renewable energy. Our mission is to boost global renewable energy development around
the world for the benefit of all of humanity. (Trina solar)]

B. BRI, EELels, BEelFfnEHEels, IEHEA WA CER, amEmHEEr “ft
EFEEMK EHYE R L, MBS, SEMFERERIE RRMTIR, AR B HE WA A R0
ERE)

[B1. Based on the research and introduction of advanced technologies, Daqo offers a full range of products and
services that meet all safety, speed and capacity requirements. (Dagqo Group)]

As is illustrated in example A and B, example A used “8l#> (innovation) and “innovation” in the Chinese and
English corporate profile respectively, presenting clearly to readers. However, in example B, the Chinese corporate
profile stresses “@l#7” (innovation) but it is not mentioned in the English version in example B1. The missing of key
information is thus made. By comparing the corporate profile of Trina solar and Dago Group, it is discovered that the
Chinese and English profile of Trina solar has only two passages. It can be observed that its English version is translated
from the Chinese corporate profile. Its very brief profile includes the nature of enterprise, historical development, date
of establishment and goals and expectations. It is obviously not enough for Chinese corporate profile that usually
demands overall consideration. The English profile of Trina solar includes the nature of enterprise, product management,
goals and visions and achievements. The Chinese profile of Daqo Group includes enterprise spirit, the nature of
enterprise, achievements, business scope, glory and visions. It is richly illustrated, belonging to typical Chinese
corporate profile. Its English version, however, is more disordered and lack of focus and misses key information.

HEEEATR, FTEEPRGE, ARSI bt AR N, TERRERIZTHES 1 DNA Jo4
AR ﬁ(’“iéﬁb‘ﬁeﬁﬂa, Frann BT IGRE LR E PRdn i, (ARBIREF)

[C1. Zotye Auto regard “artisans spirit as the background and focus on innovation, devote themselves to
consumer to create “healthy and happy vehicle life “and achieved in the product power and brand power promotion.
(Zotye Auto)]

D. RS MR T, MRS, BreTiEk, ﬂU%;i%ﬂ B rAmiE, Pt SRE. .
%”§ﬂ”éﬁuul,%7?<“u$iAﬁE{£ VAENUAANL, FE4RE, BlEls, AR, mELE E’J{ElLTE,
Llesg b NTRBLGE#), (Rer9Bl AR, FrRESF WS, AWrelEragi W e Hesh 4z M Ayt
AR, ARAELRN, REIAE, WA, B EADRFEE, OOEERIR)

[D1. On May 25th, 2011, Pacific Construction Group has signed a framework of infrastructure construction that
worth 4 billion with the member of the managing committee of Pingxiang Economic and Technological Development
Zone. (Pacific Construction Group) ]

However, example C and C1 show the key information in its foreign publicity—brand, thus effective foreign
publicity is made. In example D, “Z2fA]...... AYELE (advocate the idea of), “UX<F...... A 5L B (insist on the quality
of) and “Fe7k. ... 14\l 5% & (behold the corporate purpose of) have typical characteristics of Chinese writing. When
translating, merely insisting on literal translation can only result in redundancy of content so that readers can hardly
understand what the corporate profile conveys.
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3.2.2 The missing of information for the Chinese corporate profile

For the publicity materials gathered, the missing of information, on the other hand, is illustrated in the missing of
Chinese information. In the process of translating, the key information in the English profile is not shown in the Chinese
profile. By contrast, it is found that this is as a result of re-translation or rewriting. This is in accordance with André
Lefevere’s Rewriting theory. As Chinese corporate is an integrated whole, it usually consists of the nature of enterprise,
glory and achievements, historical development, date of establishment, scale of production, services available, number
of employees, corporate culture and goals and expectations. The English corporate profile, however, is usually very
brief. It is in line with the characteristics of English culture, including the nature of enterprise, date of establishment,
number of employees, product categories, business scope and goals and visions.

El: RARREEREF IR B A5 sz MR SR E A ORF R H SR ERA, ARE
RUEEIR, RR. b, FRA. febd, MERE SR ANREIRSS, TiE i s ERSFEha, SEle—
A RIRNG S,  (EEER)

[E: Inrecent years, LXCC has been focusing on technological innovation as well as transformation upgrading, and
has been taking attempts in residence detailed decoration industrialization since 2002. (Longxin Construction Group)]

F1: RE AN SH TRENE”, Insg e RI-p R 5N, FIiEssar- WHEr)EE B K a,
HERD HLEXIM+HE+IRSS IR G, RS FFRIER oA a4 fuis EE AR, (ORI

[F: Adhered to the principle of “revitalizing the stock, controlling increment, adjusting the structure, improving
efficiency”, Transformation industry makes a large manufacturing enterprise integrate the global element resources and
markets by collaboration of brand and channel and optimization of enterprise assets and the resources, making it
completely rely on the brand and the reputation. (Dare Science & Technology Group)]

The “innovation” that is stressed in example E is not mentioned in example E1 and even the whole corporate profile
of Longxin Construction Group. And the “brand” that is stressed in example F is not mentioned in example F1 and even
the whole corporate profile of Dare Science & Technology Group. But through the comparison of the Chinese and
English corporate profiles of Longxin Construction Group, it is discovered that the Chinese corporate profile is detailed,
about 1447 words. Its English profile is summarized, about 510 words. But, although the English corporate profile is
summarized, it has more generalization and attraction so it can attract readers and can benefit them in finding the key
information of the enterprise.

3.2.3 Complete non-equivalence of information

Due to different ways of thinking between westerners and Chinese, Chinese is more abstract and English is more
concrete. Chinese corporate profile tends to use big words that are concrete in meaning, general in content and solemn
in style and fixed models when a sense of airs and graces are conveyed to the readers. Then the subjective assessment
of website viewers and potential customers may be affected. On the contrast, foreign enterprises pay more attention to
innovation. This is mostly information non-equivalence brought by stylistic non-equivalence.

G: “H”, Wt WE, i, JUlEE NB) TA S BEES, HEDE,  RITEAFZEIL,
BRSNS, — 2284 (REUE ARG, sbREAZEREMESR,  (PRFHD)

[G1 : ZTT Group entered the field of optical fiber communication in the early 1990s. With decades of experience
and a strong positioning in high-tech market segments, ZTT is active in the development, design, production, supply
and installation of wide application ranges in telecom, power, renewable energy and oil & gas. (Zhongtian Group)]

The English corporate profile of some enterprises, however, are completely different with another style, resulting
in the complete non-equivalence of information. Example G and G1 can be traced back to the Chinese foreign publicity
of Zhongtian Group. Its foreign publicity cites the famous saying written by Fan Ye in Book of the Later Han to reveal
the cultural connotation and historical charm of “¥%”, meaning "spirit" in English. Then it connects “f%” with “keep
improving”, showing that Chinese is more abstract and usually four-character words are applied. Nevertheless, the
author found that the famous saying is not mentioned in its English version but its spiritual connotation is summarized
and extracted, which demonstrates that English is more concrete and innovation is stressed.

4. CONCLUSION:

From the publicity materials gathered, the focus of Chinese and English corporate profile is close. But on the
different expressions, the cognitive needs of readers are not considered. As such, key information is not formally
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conveyed and desired publicity effects are not achieved. “When Chinese enterprises integrate with the international
market, their English website should also be in line with the international standard and international image,” (Lu Xiaojun,
2012). Therefore, the following suggestions are given:

4.1 Avoiding word-to-word translation

As Chinese corporate profiles focus on all sideness while English corporate profiles are more brief and concise,
word-to-word translation can only lead to redundancy of English profile when the key characteristics of English profile
are not maintained. As a result, it is difficult for readers to understand and the publicity effects cannot be achieved.
Hence, translators must have cross-cultural awareness in the process of foreign publicity and its foreign materials must
avoid word-to-word translation to reveal the different features of Chinese and English.

4.2 Focusing on core information to avoid mistranslation and omission

In the process of translating the Chinese profile into English version, core information is not given much attention
and semantic non-equivalence of information is made. As the media for foreign publicity, corporate profiles should
demonstrate core content of enterprises which is the spirit of corporate enterprises. Therefore, enterprises and translators
should pay more attention to convey the core information and extract key information and then translate the Chinese
corporate profile so as to not lose the "spirit."

4.3 Innovating on re-translation and rewriting

English corporate profile can be innovated to re-translation and rewriting on the basis of the Chinese corporate
profile, thus desired publicity effects can be achieved. When considering re-translation and rewriting, translators need
to fully considerate the difference in Chinese and English translation to make the focal points stand out. The translation
will also fit the expression habits of English. In the process of translation, translators can handle more flexibly.
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