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01 Not all cars are created equal 1979
02 No business too small no problem too big IBM 1979 T
03 Can’t beat the real thing 1979
04 Things go better with Coco-Cola 1979
05 Ideas for life 1979
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06 To me the past is black and white but the future is always color ; 1980s
07 Time is what you make of it 1980s
08 Just do it 1980
09 The taste is great 1980
10 The choice of a new generation 1981
11 Obey Your Thirst 1984
12 Our wheels are always turning 1984
13 Good to the last drop 1985
14 Connecting People 1984
15 Take time to indulge 1987
16 Leading Innovation 1988
17 Started Ahead 1988
18 Take TOSHIBA take the world 1988
19 Anything is possible 1988
20 I’m Lovin’ Tt 1990
21 We lead others copy 1991 T
22 Good teeth  good health 1992
23 The world smiles with Reader” s Digest 4 » 1993
24 Let’ s make things better 1995
25 A Kodak moment 1995
26 We integrate you communicate 1995
27 Tide’s in  dirt”s out 1995
28 There Are Some Things Money Can’t Buy 1997
For Everything Else There” s MasterCard
29 Think Different 1997
30 Impossible Is Nothing 1997
31 Because You’ re Worth Tt 1997
32 Impossible made possible 1997 T
33 Mosquito bye bye bye N 2001
34 Where there is a way there is a Toyota 2002
35 Poetry in motion dancing close to me 2002
36 Don’ t Dream It. Drive It 2004
37 the relentless pursuit of perfection 2004
38 Come to where the flavor is. Marlboro Country 2005
39 From Sharp minds come sharp products 2005
40 Focus on life 2006
41 Apple reinvents the phone; This is only the beginning N iPhone 2007
42 The World” s Local Bank 2007
5 The first phone to beat the iPhone; iPhone Phone 3G 2008
The iPhone you have been waiting for iPhone
44 This changes everything. Again iPhone 4 2010
45 The most amazing iPhone yet iPhone iPhone 4S 2011
46 The biggest thing to happen to iPhone since iPhone iPhone iPhone 5 2012
47 For the colorful iPhone 5C 2013
48 Forward thinking N iPhone 5S 2013
49 Bigger than bigger / iPhone 6/6P 2014
50 A big step for small iPhone 6 SE 2016
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Research on Equivalent Translation of Advertising Slogans

—Based on 40-year Practices of Foreign Brands in China

QIN Xue-bing ( School of Communication East China Normal University ~Shanghai 200241 China)

Abstract: Based on the methodology of grounded theory the researcher explored four types of equivalence in the
translation of advertising slogans based on fifty selected advertising slogans of different foreign enterprises in China since
1979. Results showed that functional equivalence is the primary goal to be considered in slogan translation followed by
contextual equivalence then formal equivalence and finally equivalence in textual norms and formal aesthetics. The
reason is that slogan translation requires not only the accuracy of text but also the fit between the purpose of the slogan
and its context. The study provides a reference for Chinese companies on translating advertising slogans in the context of
brand globalization.
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