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A study on the English translation of Chinese tourism slogans from the perspective of Variation Translation

Theory
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[ Abstract] Asakey vehicle for presenting destination images, tourism slogans play an increasingly important
role in cross-culture communication. However, problems such as semantic deviation and stylistic inconsistency are
still common in their English translation, which undermines the branding effect of these slogans. To address these
issues, this study analyzes the linguistic differences between the 2025 tourism slogans of various Chinese provinces
and those of some major cities in English-speaking countries. Guided by “Variation Translation Theory”, this paper
examines typical cases and proposes such strategies as explicative adaptation, stylistic imitation, and syntactic
reduction for translation improvements, aiming to enhance translation quality and foster the international influence
of China’s urban images.
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