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This book focuses on the English-Chinese language pair
and explores the poetics of advertisement translation. It is
composed of three parts. Part I provides a general dis-
cussion on the poeticalness of the advertising discourse
and the cognitive poetics of advertisement translation. Part
II analyzes the specific poetic methods in advertisement
translation, namely repetition in terms of the linguistic form
and images in terms of the semantic meaning. Part III
investigates the issue of emotional involvement in brand
name translation with special reference to the theory of brand
personality. The discussions are intended to shed light on
the nuances of the linguistic and cultural differences between
English and Chinese and provide reference for researchers
and translators.
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