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Dali Ancient City Tourism Industry Culture
and Tourism Publicity Text Translation
Characteristics

Qingyang Shi

Abstract: With the continuous development of tourism in Dali, more and more tourists are attracted to visit Dali, including
a large number of overseas tourists. Therefore, in order to help overseas tourists better understand the local folk customs
and promote the better development of tourism in Dali, this paper, from the perspective of tourism translation texts in Dali
and the German functional theory, compares and analyzes the English Translation Materials of tourism texts in Dali. Based
on the principles of English-Chinese translation, this paper summarizes the characteristics of tourism text translation in
Dali Ancient City from three aspects: vocabulary, grammar and tense. The theoretical basis of this thesis is that the German
functional theory can play a useful role in translation practice, especially in non-literary translation and tourism translation.
On the one hand, it provides evidence for functional translation theory. On the other hand, it provides some constructive
suggestions for English translation of tourism culture materials in Dali. Thus draw the distance between tourists and the
propaganda text, so that tourists can not only enjoy the beautiful scenery, but also feel the charm of Dali culture.
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1. INTRODUCTION

With the rapid development of China's economy, China's tourism industry has made great progress. With the
booming development of domestic tourism, inbound tourism is getting hotter and hotter. More and more foreign
tourists come to China to travel, and the translation work of scenic spots is becoming increasingly important.
Because it not only shoulders the important responsibility of promoting the image of tourism products and
expanding the international market, but also plays the role of promoting Chinese culture to the outside world. Dali
has rich cultural and historical accumulation and beautiful natural scenery. As a hot tourist city in China, a large
number of domestic and foreign tourists come to visit every year. However, the author found that the translation
quality of many scenic spots is not good enough, which greatly reduces their role in promoting and attracting
foreign tourists.

For example, there are some problems in tourism translation, such as non-standard language, inconsistent
translation names, narrow translation scope and outdated information, which hinder the further development of
tourism translation. Therefore, | think we should follow the principle of "reader first" and flexibly use various
translation strategies according to readers' appreciation habits and psychological feelings, so as to achieve the
desired text functions. For four words in the Chinese idioms, a large number of idioms, poems, and further
describes the quotation in the history of the attractions and cultural landscape, in the union of the extended
meanings, synonyms, etc. This paper summarizes the delete redundant, such as differences in Chinese and English
are analyzed in terms of tourism, to better understand the communication habits of English speakers, and analyzes
the tourism to the particularity of the text itself. Its unique literary value and its interdisciplinary nature make it
necessary to have a deep understanding and specific analysis of its various aspects. Aiming at this problem, the
author makes a field survey on the translation of some scenic spots in Dali Prefecture, and comments on the
problems in the translation of scenic spots from the perspective of functional translation theory.

2. LITERATURE REVIEW

2.1 The guiding role of functional theory

Tourism materials include scenic introduction, advertising slogans, notice, sign, folk customs picture book,
historical site couplets interpretation and so on. Especially the introduction of scenic spots is the most characteristic
of tourism text, and it's also the focus and difficulty of translation. Generally speaking, tourism text has two basic
functions: first, it transmits information; The second is to exert influence and induce action. The target audience
of English translation of tourism text is mainly foreign tourists. Therefore, the translator should first consider
communication and effect in translation, instead of sticking to the original expression, analyzing the expected
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function and purpose of the text and adopting flexible translation strategies (Xiaohua Yan&Xiangqing Liu, 2022).
To convey information in an appropriate form, the translation can not only express the information of the original
text accurately, but also make it easy for readers to understand, and finally achieve the purpose of "persuading”
readers to achieve tourism and cultural exchange.

Translation is a kind of cultural transformation and a purposeful communicative activity. Tourism translation is
by no means easy. The translation of tourism materials is not a simple character substitution but a purposeful cross-
cultural communication. The communication of the connotation of tourism cultural materials and the acceptability
of readers directly affect the strategies of tourism translation. Functional translation theory holds that purpose is
the criterion, which helps to guide translators to resolve language and cultural barriers. Therefore, when functional
translation theory is applied to tourism translation, translators can adopt a variety of translation strategies and
means to facilitate cross-cultural communication. Thus highlighting the charm of Chinese culture, so that foreign
tourists can appreciate the profound cultural characteristics while appreciating China's famous mountains and great
rivers, and improve China's external image is the significance of our translation of tourism materials. In the practice
of tourism translation, functional translation can be regarded as a theory with profound reference and guiding
significance.

2.2 The intercultural translation of functional theory

Functionalism holds that in order to achieve the desired goals and functions, the translator's treatment of the source
text, the application of translation strategies and the form of expression of the target text all depend on the
expectations and requirements of the client and the target text receiver. According to the analysis of the stylistic
features of the tourist text,the tourist text belongs to the information type and the operation type.

According to Nods, "The main function of an informative text is to provide the reader with the objective facts and
phenomena of the real world. The choice of language and style should be subject to this function." Call on the
reader "To act, to think, to feel." Therefore, tourism translation should focus on the function realization of tourism
information, not only to achieve the goal of publicity, but also to convey the content and significance of tourism
texts.

The treatment of cultural factors is a difficult problem in all cross-cultural communication activities. Translation
is not to smooth out language and culture differences, but to promote understanding, communication and learning
between different languages and cultures (Weixiong Wu, 1997). Whether it is domestication or foreignization,
literal translation or free translation, we can't ignore the specific requirements of translation, the purpose of
translation, the expectation of the target text recipient and the degree of acceptance, two basic principles are
determined to convey information accurately in clear and concise language, with emphasis on expressing the
content of the original text to change the content of the original text to achieve the equivalent effect, with emphasis
on eliciting the desired response. These two basic principles are of guiding significance to tourism translation, but
they can't solve all the specific problems. It has been proved that there are many factors that determine the method
of translation, and the text type is only one of them.

The author believes that most foreign tourists read the tourism publicity materials in order to understand the local
conditions and customs of China and enjoy the pleasure of tourism, rather than carrying out archaeological or folk
studies, so they do not have to provide them with overly detailed professional knowledge. In view of the differences
of thinking between English and Chinese, the differences of expressing habit and receiving psychology, it is
necessary to adjust the information in the original text according to the request of the client and the aim of
translation, so as to enhance the readability and interest to attract tourists and realize good operation.

3. THEORETICAL BASIS
3.1 The core point of functional theory

Functionalist skopos theory of translation was formed in Germany in the 1970s. The emergence, development and
maturity of this theory have gone through four stages, including Functionalist translation criticism theory by
Katharina Reiss, Teleology theory by Hans Vermeer, translation behavior theory by Justa Holtz Manttari and
function plus loyalty theory by Christiane Nord. The systematic framework of translation theory was finally
formed, which became a very forward-looking and representative theory of functional school at that time.
According to functionalists, every human act has a purpose, and translation is a manifestation of human behavior.
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This paper analyses skopos theory from the perspective of functionalism, points out some defects and shortcomings
in the theory in guiding translation practice, and puts forwards some suggestions for improvement. Translation
theory focuses on the process and means of translation according to the intended purpose of the target language.
The purpose of translation theory is to provide the translator with an outline of how to translate and what purpose
to achieve. Therefore, translation purpose occupies a supreme position in skopos theory, which determines the
relationship between principles and texts.

3.2 The translation principles of functional theory

Functionalist skopos theory no longer requires translation to be absolutely equivalent to the original text, but
emphasizes that the translator should choose the best translation method based on the analysis of the original text
and its expected function in different contexts. Functionalist skopos theory focuses on three principles: purpose,
coherence principle, and loyalty. The principle of purpose means that translation should play a certain role in the
context of the target language and have a proper impact on the user. Consistency means that a translation should
be uniform, readable, and accepted by the target language reader. Therefore, in both English and Chinese, the
translator must first follow the principle of faithfulness to achieve the accuracy and acceptability of the translation;
secondly, we should take into account the differences between different cultures, so as to achieve the purpose of
cross-cultural communication. The principle of faithfulness is that the translation should be consistent with the
original, that is, faithful to the original. The principle of purpose is the most important principle that determines
the translation process and method. The principle of loyalty is subordinate to the principle of consistency, and both
are subordinate to the principle of purpose. Functionalist translation theory cultivates the translator's sense of
service purpose, emphasizes the communicative function of translation, breaks away from the shackles of
reciprocal translation, and greatly improves the translator's status.

3.3 The scope of application of functional theory

The supreme principle of functional translation is to achieve the translation goal while taking into account the
communicative function of the language and the receptivity of the target audience. On the basis of a brief
introduction to German functional theory, this paper proposes three translation strategies for Chinese-English
advertisements based on this criterion: literal translation, paraphrase and naturalization. This is a theoretical model
which is close to the reality and can be operated effectively. It is especially suitable for the translation of non-
literary texts such as advertising, tourism and news.

4. CHARACTERISTICS OF TOURISM TEXT TRANSLATION

4.1 The characteristics of the words

Vocabulary features have unique and special meaning in professional style. It plays an important role in people's
communication in different situations. Nowadays, as the most direct and effective means of communicating
information, vocabulary has become one of the main marks that distinguishes the tourism industry from other
industries. Use specific words to separate a genre from other professional genres and common languages. In order
to realize tourism promotion, the words in tourism text should reflect the artistic conception of tourism promotion
and match the features of tourism text function. Feng Wu and the others note: tourism vocabulary covers many
fields. Chinese tourist textbooks are more literary, often using hyperbole, while British tourist textbooks use oral
style, cultural terminology and a large number of descriptive words to embody artistic and aesthetic feelings, often
using the adjective elegant and literary. The propaganda and persuasion functions of tourism language make it an
easily accepted language. However, tourism language has its unique advantages in keyword selection, use of
foreign words, interdisciplinary nature of special words and lexical structure.

4.1.1 Highly descriptive words

There is a commonality between the Chinese and English tourism texts, that is, the publicity effect is strong. The
aim is to promote tourist attractions or service tourism and persuade readers to consume. As a result, tourism texts
in both languages use some very descriptive words (Peng Ping, 2010: 30). With the increasing interest of Chinese
in the beauty of language, such highly descriptive words are more easily used in translation. Literal translation or
additive translation can be used to translate colorful adjectives or four-character words in Chinese, so that the
translation is more in line with the expectations of Chinese target language readers. While in Chinese-English
translation of primitive Chinese description words especially four words describe the words tend to be discounted,
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because English is the feature of attention type close, exquisite and concise, so try to adopt in the translation of
some description class adjective or a verb (Meifang Zhang, 2005). Therefore, too much description and repetition
in Chinese should betaken to merge or delete the translation method, in order to conform to the English target
language readers aesthetic point of view.

Example 1:

The original text: " KIZH, —AFH LG EAZI, XERAH W, UFEET, £55520°CE25C,
—SWEARER, WEHSH, ARTHWER, EREF; SRLrtdedt, BHAE, X5 T8, 4
$EF. WEk, ALWH. MR, LABF, HRERHEEFEA. "

The translation text: The most beautiful place in the world--Dali White Autonomous Prefecture. The weather is
nice and sunny, with temperatures in the 20-25°C range throughout the year. Everything revives and plants sprout
in spring; Red leaves all dyed in autumn; winter is covered with snow. Four seasons like spring, and it's beautiful.
The summers are warm and the winters are cool, but the weather is good every day.

Example 2:

The original text: " K 2 &M AL Z AR T HFMAB LT, AL HIBE. KEEEGH. RAA—FEERE
by KBy, MAXB. BrLBmths, frm LE RS L, AK#tsh, X 5678 LR LT READZE A
RBERG G T, IR —ANTEZH, SHERAS ML, REERLEE, Fio blappE URER,
IR T RAFOIFAL "

The translation text: The ancient city of Dali is located at the foot of the scenic Cang Shan and it was the capital
of the ancient Nanzhao and Dali countries. There is an old and bustling street in the city called Dongguan Street.
The streets are crowded with shops and cars and full of old people and children playing together. It's a habitable
place, where residents spend their evenings together, spend their spare time growing flowers and grass, and when
the sun is shining and the temperature is right, it attracts countless visitors.

In the two examples above, the tourism text always uses descriptive adjectives such as"beautiful, nice, sunny, cool,
habitable and shining” . So the translator should use a descriptor or four-character descriptor when converting
Chinese text to English. Such translation meets the aesthetic expectations of English-speaking readers and thus
achieves the promotional purpose of the tourism text.

4.1.2 Simple words

Tourism texts belong to the propaganda class, so it is necessary to use some simple words in the expression of
information, so that readers of different levels of education can grasp the information accurately, so as to achieve
publicity of tourism text in the general audience, get more readers to visit the scenic spots of propaganda or
promotion of tourism service (Jinneng Cheng&Hefa Lv, 2008). The feature allows translators to try simple words
that are common and adopt literal translation in the process of translation, no matter it is from Chinese to English.

Example 3:
The original text: " K321z T =@ & 6952k, @ARIBISFHANE, ART70% 7, RENIRFRBLZ —, "

The translation text: Located in western Yunnan Province, Dali is a famous tourist attraction at home and abroad,
with an area of 1815 square kilometers and a population of more than 700,000.

Example 4:

The original text: " F 4 & B 1% 5T LATH B 4T £ 35 WIRT, MAFILET AR FMT O 1745, X A{ERIT E v
HAB BHAATERRSANETF, SRR FTANBERELAFAFTEMTIRS . 61 298, HELTUAE
B, R A LML AT E,

The translation text: In the afternoon you can bike around the city, adults and children can rent bikes for free,
which makes the trip even more fun! Cycling is the choice of many people. The hotel next to Butterfly Spring
offers year-round bike rentals. From June to September, tourists can also rent bikes outside Xizhou, Shuanglang
and Jizu Mountain.
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In the above two examples, the original text mainly introduces some substantive information about the tourism
destination and the tourism service, and needs to provide the reader with detailed and clear content, so that the
reader can understand the information about the tourism service and the destination, therefore, the vocabulary used
is relatively simple, while the method of literal translation is used to keep the original as simple as possible, so that
the text is simple and easy to understand, so as to achieve the goal of tourism text publicity.

4.1.3 Second person pronouns

The use of the second person pronoun in the tourist text and its translation in the advertising style can close the
distance with the readers and make them feel close to each other, thus better promoting the promotion of products
or services (Zhonglian Huang, 2000). Tourism text belongs to propaganda style, the use of the second person
pronoun is very important. Both Chinese and English have second-person pronouns, which in many cases refer
not to a particular person but to a person in general. In Chinese-English translation, the second personal pronoun
can be translated in a literal way, which not only reflects respect for the reader, but also shortens the distance
between the readers.

Example 5:
The original text: "4= R & H & 4k 4 T o5, BPAAN D H &AL F, WE KT HM 0 BRI F 2] 5 % Koy =2 18 Ak
0, AFS &) AKEYEFZH, BLEELRXKIAANL—F R EEKRE 54 E"

The translation text: If you go down the Erhai Lake River, that is, from the entrance to the north shore, you'll see
a lot of big voids and breaches when you look under the water. It is a hiding place for many fish and waterfowl,
and you may even find one or two staring at you!

The use of "#& " in the original text gives Chinese readers a feeling of respect as well as a feeling of friendliness,
thus stimulating their desire to travel to the region. Therefore, the translation uses five "YOU " to close the distance
with the reader, which makes the reader feel that the author of the travel text is having a dialogue with himself,
and realizes a kind of intimacy.

4.1.4 Comparative and superlative degrees of adjectives

Advertising texts tend to use adjectives at the comparative or superlative level. "To show that the advertised
product or service is superior to the like" (Peng Ping, 2008:144). The comparative degree and the superlative
degree of adjectives are often used. Generally speaking, these comparative degrees can be translated literally.
Sometimes the translation from English comparative to Chinese superlative is more compact, concise, smooth and
propagandistic.

Example 6:
The original text: "iX & KL KB E FLERGRF TR T o "

The translation text: This is no more wonderful way to celebrate the end of Dali Summer.

In the translation, the most advanced level in the original text is translated into the comparative level, so that
readers can feel the tone of the text is more suitable with the features of the English language, read more smoothly.

4.2 The translation characteristics of syntactic features

Chinese and English tourism texts have different characteristics, but there is one thing in common, that is, simple
sentences, they are short and concise, easy to understand. Such a sentence can play a better role in tourism text,
and it can attract more readers (Liu, 2008). In addition, the calling function of tourism text requires the use of
imperative sentences when necessary to increase the calling tone, for such features, literal translation can be used
in Chinese-English translation.

Example 7:
The original text: "k 45, —& %4 %L, K47%L, " The translation text: Let's all cherish and protect
Cang Shan.
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Literal translation is a translation method or translation method on the premise of preserving the content and form
of the original text. Sometimes only literal translation can better achieve the expression effect of the target language.
Literal translation can help foreign tourists know Oriental culture, spread Chinese national culture and let
westerners know China. Literal translation helps readers to understand the information and ideas conveyed in the
propaganda text.

4.3 The translation characteristics of temporal features

In English tourist texts, the general present tense is used, the past tense is used when dealing with subjects such as
history, allusions and legends, and the future tense is used when referring to the future tense (Xingi Yi, 2021). In
Chinese, the verb has no inflection of tenses. Sometimes the concept of time is expressed by the word of time.
Sometimes it needs the reader to comprehend the time interval of the action through the context. In the process of
translating English tourist texts into Chinese, the tenses usually do not cause any obstacles, but only need to be
dealt with according to the mood of the original text. The translator should judge and comprehend the time period
of events in the Chinese tourism text according to the original text, and translate it into English tourism text in
accordance with English grammar and tense.

Example 8:
The original text: " &4z T = 4 K32 G 7% B 6N K3 AL3E, 19815, His% = @4 ARBUFHLENT
AZHRARARRY X, 19945, P REARERER SR E, RZBLFHEERRARKFRE, "

The translation text: Erhai Lake lies in the northern part of the Dali White Autonomous Prefecture Dali. In 1981,
Erhai Lake was declared a provincial nature reserve by the Government of the People's Republic of China of
Yunnan Province. In 1994, the State Council of the People's Republic of China approved the establishment of
Cangshan Erhai Lake National Nature Reserve.

In this case, the present position of Erhai Lake is introduced, and the past of Erhai Lake is introduced. Therefore,
the translation of the first sentence into the simple present tense and the second into the simple past tense is in
accordance with English grammar and tenses.

The English and Chinese tourism texts have some similarities in language, both of them use descriptive words,
and they use simple words when they express substantive content. Such as the use of second person pronouns, as
well as the comparative degree and superlative degree of adjectives or adverbs, as for such common features, literal
translation can be adopted in translation, which is simple and can maintain the linguistic features of the original
text (Kanghui Jin, 2007). Nevertheless, there are also great linguistic differences between English and Chinese
tourist texts because of the differences between the two languages: Chinese emphasizes paraphrase but English
emphasizes metamorphosis; English Stresses Conciseness and Chinese emphasizes flowery languages, with
emphasis on description and rendering, often sparing no effort to repeat words and expressions. These
characteristics require translators to adopt different methods in translation, in the process of Chinese-English
translation, we should adopt the method of addition and repetition, and in the process of Chinese-English
translation, we should adopt the method of omission more often, and delete some words in Chinese to render them.
The descriptive words or repetitions of the original text can also be combined to simplify some of the repetitions
in the original text and make the translation more acceptable to the intended readers so as to achieve the purpose
of the tourism text promotion and call.

5. CONCLUSION
5.1 Suggestions

There are still many errors in the translation of scenic spots, which shows that the scenic spots and the Tourism
Bureau and other relevant departments do not pay enough attention to the translation of scenic spots. The
translation of scenic spots is directly related to the image of scenic spots and cities, and affects the interest of
tourists. In addition, the translation versions of some common public signs in different scenic spots vary in quality,
which also means that the government should set up a special translation quality supervision agency to be
responsible for the review of foreign translations in scenic spots and public places, make sure the translation is
correct, then let the relevant units to set up signs, so as to completely change the confusion of the sign translation.
In addition, when the relevant units are looking for translators, they should carry out strict screening and select
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those with relevant professional qualifications, so as to ensure the quality of the translations from the source. And
finally, "In terms of the English translation of the signage, the function it is intended to achieve, whether its mission
is accomplished or not, the tourists who use it will have the final say. Therefore, a feedback box should be set up
at a prominent position in each scenic spot so that tourists can provide their views on the English translation of
these signs and establish an open management system to absorb correct opinions and make corrections in a timely
manner.” (Xinhong Zhang&Ziran He, 2001).

Enlightenment to Translation Teaching: From the translation and language problems above, the translator's
translation ability and language ability need to be improved. In the process of training translation talents, colleges
and universities should pay attention to the training of students' basic language skills and translation skills.

Enlightenment to the translator: The translator should constantly consolidate his business foundation and lay a
good foundation in language and culture. In addition, translators should strictly abide by the professional ethics of
translation. "In order to ensure first-class service to clients, it is necessary for interpreters to be familiar with the
ethical rules concerning translation in order to develop their own sense of professional ethics and enhance their
ability to deal with various ethical issues." (Gang Chen, 2006). After receiving the translation task, the translators
should take the work seriously and guarantee the translation quality. Finally, the professional ethics education of
translators should be included in translation teaching in colleges and universities.

5.2 Research implications

Dali ancient City has a long and profound cultural development history, which poses great challenges to translators
who devote themselves to the ancient city culture and requires translators to have good comprehensive ability and
accomplishment. First of all, the translator must have solid bilingual basic skills, be familiar with the differences
and connections between different languages, and have a certain degree of research on various translation theories.
Secondly, the translator is diligent in translation practice and has a strong ability of translation expression. He is
able to convey the meaning of the original text in a true and natural way, and to translate the "second creation™ on
the basis of his fidelity to the original text. Translation work is rigorous and prudent, which plays an important
role in the output of culture, and requires the staff engaged in this work not to be careless. Therefore, translators
need to have a certain "craftsman spirit" before they can devote themselves to translation work.

Build a We-media platform for external communication. In combination with the power of modern science and
technology, we should have a macro grasp of the situation of cultural exchange between China and foreign
countries, formulate feasible external publicity policies and programs, invest appropriate funds and coordinate and
cooperate closely, so as to ensure the effective external communication of Dali ancient city culture. By using the
network platform and the function of Wechat scanning code, the tourism text related to ceramic folk culture can
be formed into two-dimensional code, so that tourists can learn about the ancient city culture through the network
platform anytime and anywhere. Meanwhile, they can make comments on the network platform, so as to collect
public opinions and better improve the cultural communication effect of the ancient city.

To sum up, we will use the translation of Dali Ancient City's publicity as the media to have a dialogue with the
world, and not only attract foreign tourists to visit the beautiful old city, but also boost the culture of the ancient
city to go abroad. Ancient city tourism English text plays an important role in the dissemination of Chinese culture,
and also plays an important role of cultural communication bridge with foreign readers (Qian Du, 2021). In order
to be better accepted by western readers, it is necessary to understand and master the concepts and features of
ancient city English texts and find out relevant translation methods and strategies, which is undoubtedly of decisive
significance to ensure the quality of translation.

Chinese tourism texts are characterized by large amount of information and strong culture, while in practical
communication. Tourism English pays attention to concise writing and getting to the topic directly. Tourism text,
therefore, the translator in the translation of tourism text, should be the purpose of the law by functional theory as
the instruction, earnestly studies the cultural connotation, choose the most appropriate translation methods and
techniques, pass information fully and appropriately to the target language readers, to make them feel a rich
Chinese culture, appreciate the beauty of China famous mountains and great rivers, in order to promote the great
development of China's tourism industry.
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