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Abstract

With the rapid development of globalization, more and more enterprises have built official websites, which is
an effective way for enterprises to communicate with the outside world and build a brand. As a world-
renowned ICT provider, Huawei relies heavily on the quality of its official website translation, which
directly affects its international image. This paper takes the “Our Company” column of the official website
as the research object, and selects typical texts from it, including company profile, mission and vision,
quality policy and so on. Through analysis, it is known that the website of Huawei uses communication
translation more frequently, which can achieve the purpose of publicity. This paper provides some reference
value for research Chinese enterprises to enhance their international influence.
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1. Introduction

In the context of global development, enterprises need to build their own websites to enhance their
influence in cross-cultural communication and enhance their brand awareness. The translation of these texts
requires the formulation of reasonable strategies to meet the needs of the target audience. Huawei is a
leading international ICT provider, its official website has a variety of texts, can provide reference for the
analysis of enterprise translation and localization.

The sources of translation come from Huawei official website about “Our company”, especially in
company overview. The total characters are over ten thousand. The webpage serves as a core gateway for the
outside to learn about Huawei and includes various text categories though they are from one webpage.
Overall, this section contains subsections such as vision, mission, quality policy, research, innovation and
milestone.

This study is grounded in Peter Newmark's translation theories. Newmark pointed out that there are two
kinds of strategies, one is communicative translation, the other is semantic translation. In Newmark's view,
semantic translation is to take the author as the center, to grasp the connotation of the original text, to
understand the context, and to translate it into the target language within the syntactic limits. Communicative
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translation takes the reader as the center, and the translated text can have the same impact on the target
audience as the original text.

In this study, the English translation of the official website text of Huawei is analyzed with the help of the
theory of communication, and its cross-cultural communication effect is evaluated. The theoretical analysis
of this study is to verify that Newmark's theory can play an important role in the process of enterprise
localization. From a practical point of view, it can provide reference for other Chinese enterprises to go
global.

2. Literature Review

2.1 Theoretical Review

“Semantic translation” and “Communicative translation” are deeply rooted in functional linguistics and
text typology. The conceptual foundation can be traced back to Karl Biihler's Organon model [1], which
classified language functions into informative, expressive, and vocative. Katharina Reiss built a functional
model on this basis, divided texts into three types: expressive, informative and operative, and clearly pointed
out that the primary function of the text should be taken as the premise in the process of translation [2].
Christiane Nord further improved the theoretical framework, emphasized the importance of text purpose, and
believed that the function of text can meet the needs of cross-cultural communication [3].

In 1981, Newmark wrote a book on translation, systematically expounded the connotations of
communicative translation and semantic translation, and pointed out that semantic translation should be
centered on the author, and the semantic structure, syntax and other contents of the target language should be
analyzed to accurately reproduce the meaning of the source text [4]. He believed that semantic translation
was suitable for expressive texts, while communicative translation was suitable for texts with strong appeal
and rich information. Newmark pointed out that semantic translation should be based on the author, and the
source text should be analyzed from the aspects of context, semantics and syntax, and the meaning should be
accurately grasped. In 1988, he published A Textbook of Translation, which deepened the understanding of
communicative translation, emphasizing that the translated text should have the same impact on the target
audience as the source text on the source language audience [S]. Newmark pointed out that the former
translation method is more literal, the latter translation method is more smooth, and the two methods are used
in the translation of hybrid texts in corporate websites.

With the rapid development of digital technology, enterprises have achieved marketing under the
guidance of globalization, and Newmark's theory has been further enriched in website translation. Miguel A.
Jiménez-Crespo pointed out that web localization is not only a linguistic conversion, but also an adaptation
to the cognitive habits of the target audience [6]. In the development of enterprises, Sandrini pointed out that
the purpose of localization is to resolve the contradiction between “global” and “local” through textual
adjustment and meet the needs of digital development [7]. This change has promoted the development of
communication translation, and enterprises have achieved “transcreation”. Carreira and Katan pointed out
that translators play the role of cultural mediators in the process of digital marketing, and they need to go
beyond traditional equivalence to create brand stories that can be recognized by the local market [8][9].In the
process of Chinese enterprises “going global”, Han Jiaxue pointed out that the English translation of the
official website is the key to the construction of international image, and the corporate values should be
passed on to the world in a reasonable way [10]. Munday pointed out that in the process of corporate
communication [11], translators should accurately grasp the technical milestones and realize the
transcreation of corporate narratives.

2.2 Textual Review

From the functionalist point of view, the purpose theory can provide strong support for website
translation. Nord pointed out that translation is a kind of communication behavior [12], which can achieve
the purpose of communication, and the purpose of translation should be the premise of translation strategy.
This also explains why the translation of each section of the official website of Huawei is different.
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In the process of China's academic development, the translation of corporate publicity has attracted
widespread attention. Ding Hengqi pointed out that Chinese enterprises have to rely on “Chinese-style
thinking” in the process of external publicity [13], which will inevitably have a negative impact on
translation, and overseas audiences will not be recognized. Xu et al. pointed out that the fundamental purpose
of external publicity translation is to enhance the international image of enterprises, and cross-cultural
communication should be carried out in an orderly manner [14].

Jia Wenbo analyzed the application of translation in the process of development and believed that the
most effective way to communicate with each other is to adopt a reasonable communication strategy, so as to
enhance the social function of translation, and the whole industry will usher in a new development period
[14]. Li Ming analyzed from the perspective of business English, pointed out that the most critical role of
business English text is to convey information, and emphasized that semantic translation is an important part
of technical parameter description [15].

In the process of translating, if the text is complex, a single translation strategy can not meet the needs of
communication. Ye Zinan pointed out that translators should have a strong purpose when translating
publicity texts, and use a variety of translation strategies flexibly according to the characteristics of the texts
[16].

Although many scholars have analyzed the external publicity style of enterprises from a macro level, they
have not focused on the “Company Profile” section of the official website of Huawei from the perspectives
of Semantic Translation and Communicative Translation. This paper focuses on the analysis of the website
of Huawei such as the “R&D Milestones” and “Vision and Mission” sections, in order to further promote the
application of translation theory in the localization process.

3. Analysis of the Translation of Huawei’s Official Website Texts

Huawei's official website is an important platform for the company to introduce itself to the world. The
text of this section is a typical hybrid text, including both vocative elements and information elements. In
order to enhance the influence of the brand in the international arena, it is necessary to use a reasonable
translation strategy to translate this text.

After sorting out the website corpus, it is known that although semantic translation can ensure the
accuracy of technology, it can not play an important role, while communicative translation can attract readers
and achieve the purpose of publicity, which should be the focus of brand narrative. The next section will
analyze the texts on the official website of Huawei from the above two aspects.

3.1 Communicative Translation

Communicative translation focuses on readers and strives to recreate the original text in the target
language, so that readers can feel the impact of the text and achieve the purpose of communication. This
requires translators to have a deep understanding of the audience and grasp the response of the audience, so
that the translated text can be more authentic, and the original text can be respected in terms of form, and the
target language can be freed from shackles, so that more audiences can understand it. In the construction of
the website of Huawei Company, Chinese texts are generally written in a grand narrative style, using a large
number of idioms and rhetorical repetitions, which are obviously different from the communication style of
Western enterprises. Therefore, communicative translation should be used to restructure and compress
information.

Example 1:

Source Text: HNFUI TIEHF I FHANBEN N BIAFEE. FNHL, WETYEEREE R
Fro ALTCAAERIBIE, BN NTFEERIBUR], O REE A AT SEAN LA Dyt AR it 2 ket
B1, BB TCRAE...

Official translation: We are committed to bringing digital to every person, home and organization for a
fully connected, intelligent world.
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This is the core vision of Huawei. In the original text, the grand vision is followed by a series of parallel
clauses (“iE TCACATEFIBRFE...”, “ At IR Z 455 77...), which are full of emotion and introduce the
concept of connecting people all over the world...”. However, Western enterprises are more concise and direct
in their discourse. Translators should not translate literally, but should adopt a communicative approach,
completely omit redundant parallel clauses, condense the whole paragraph into a punchy sentence, respect the
reading habits of the target audience, and maximize the communicative effect of the corporate slogan.

Example 2:

Source Text: IXIZABHF MM 2 K. FEEZER, SIAER—ATRe AT, MEAEL = hE, 748
RAE S

Official Translation: No single company can navigate this massive transformation alone. Industries need
to work together to tackle these challenges.

This paragraph is taken from the “Openness, Collaboration, Shared Success” section. The Chinese text
Wit 2 K. FEEZ IR is a typical four-character structure, which is used to emphasize the importance of
something. If it is translated directly into English, it will be very cumbersome and not natural. Translators
should utilize communicative translation, summarize the content of this paragraph, and use the term
“massive transformation”. In addition, the Chinese text “C.IF ¥ — ML FTREMEAT” is translated as “No
single company can navigate... alone”, which is in line with the English expression habits. The use of the
word “navigate” can reflect the complexity of the business environment, which can be recognized by
professional personnel.

Example 3:
Source Text: A FHECH, InomFLat RS N ) R

Official Translation: Concentrate our innovation efforts on strategic businesses and ramp up efforts to
make breakthroughs in basic theory application.

“F M1 is a metaphor that has been used for a long time in Chinese corporate culture to describe the
core business focus. If translated directly into “main channel”, it is likely to cause misunderstanding among
readers, who may associate it with maritime logistics. In this case, the metaphor should be decoded and
translated as “strategic business”, which can help readers understand the strategic intentions of the enterprise.

Example 4:
Source Text: [ [ & BERHAR, FAT T A THIHBAL
Official Translation: We will go all-in on Al in the intelligent era.

The following examples are taken from the “Research and Innovation” section. “Z=[H#{#1” is a common
slogan in the development of Chinese enterprises, which means to accept and be willing to accept something.
If translated literally, it is grammatically correct, but it is not persuasive. In the translation, scholars use
Communicative Translation that can be recognized by the audience, such as “go all-in on AI”. In the process
of playing poker, the term “all-in” has a strong sense of commitment, which is recognized by the business
community. This is a transcreation, which can make the text have a stronger appeal, and can attract the
attention of the technical community and foreign investors.

Example 5:
Source Text: FATTRE B RMIFIRE, —RICHHMOT: FATEHEEER A TIERE, Fr8iduts

Official Translation: We respect rules and processes and do things right the first time; We fulfill potential
of employees around the globe for continuous improvement.

The following content is taken from Huawei's “Quality Policy”. “—XRIEFH 54, which is the core
content of its quality management, and is literally translated into English as “do things right once”, which is
not in line with the English language habits. Communicative translation should be used in translation, “do
things right the first time”, this is not a random language, but to draw on the “Do It Right the First Time”
(DIRFT) principle, which is put forward by Crosby, a pioneer in Western quality management. In the process
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of translation, the translator introduces the management ideas that are widely recognized in the West, so that
Huawei's quality standards are quickly recognized by international partners.

3.2 Semantic Translation

Peter Newmark (2006) pointed out that semantic translation is to convey the meaning of the source
language to the target language, which is constrained by the semantic structure and syntax structure of the
target language, and to achieve the purpose of maintaining the source text, so that the target audience can get
a similar feeling to the source text.In the process of translating “Our Company” into English, this method is
inevitably used, but the frequency is relatively low. When translating technical terms, financial data and
historical milestones, this method can ensure objectivity and accuracy, and will not be affected by style.

Example 6:

Source Text: EHXI MO A A IEACRFEN B A LA, $8 AT 9k 2 ST 18 3 AR R SR B
%, A R R 2 RS RO IR r v i MUY [ 4R P 2 BRI 5K T i e

Official Translation: To address the high computational cost of multi-step sampling, we proposed a
reinforcement-learning-guided sampling optimization algorithm. This algorithm balances generation
efficiency and quality for multimodal diffusion models.

In this paragraph, the breakthroughs made by Huawei in Al algorithm are described in detail, which is
enough to show that it has attracted the attention of many investors and technical personnel. In the translation,
the translator should pursue the authenticity, and use semantic translation to deal with the professional terms.
In the process of translation, translators strictly abide by the semantic structure of the original text, and
ensure the authority and scientific nature of the enterprise. In this theory, readers could directly understand
the original text’s meaning, especially for this kind of highly informative text which includes nominal proper
terms such as “IEfCRHFE” and “Z A,

Example 7:

Source Text: 20254, W& HZHANRM1,9234478, Z1HEFEIRARI21.8%.

Official Translation: In 2025, our R&D expenditure reached CNY192.3 billion, representing 21.8% of our
total revenue.

In the process of translation, practitoners strictly follow the principle of semantic translation, accurately
grasp the specific terminology, so as to ensure the consistency between the source text and the target text. In
this way, there is no need to adapt to the communication, otherwise it will cause misunderstanding in the
international financial market.

Example8:

Source Text: #2025 )%, ERIKILKREA AL HZ)16.577 1
Official Translation: As of the end of 2025, Huawei had held 165,000 active granted patents globally.

This is an informative text, which shows the intellectual property achievements of Huawei in a
comprehensive way. If it involves legal content, it is necessary to carry out semantic translation, which can
avoid legal disputes. For example, the term “ %A L F]” is translated into “active granted patents”,
which is a legal term recognized internationally, and should not be translated into “effective authorization
patents” in a literal way, which fully shows that the company is transparent and rigorous in this regard, and
foreign regulatory bodies and competitors also have the same expectations.

Example 9:

Source Text: 4=ER5G-AH] 7/ 246,00077, T4 ER230% FKia & @ BT JOL A va iy N 2%, 4Bk
TIRH 7 R 4.514

Official Translation: The number of 5G-A users worldwide exceeded 60 million. We supported more than
230 carriers worldwide in building and upgrading fiber broadband networks. The number of gigabit users
around the world exceeded 450 million.
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This paragraph comes from the “Milestones” section, which is rich in objective performance indicators.
In the translation process, the translator used semantic translation to convey the facts to the target language.
In the translation of technical terms, “iz’E %> was translated into “carriers”, which is in line with the
industry standards, and “J4F % 717 X 4% was translated into “fiber broadband network”. In addition, the long
sentence in Chinese is divided into three English sentences, which is a syntactic adjustment, but will not
change the semantic core, and will be limited to the syntactic level of the target language, which is in line
with Newmark's principle.

3.3 The Combination of Theories of Communicative and Semantic Translation

Newmark pointed out that translation is a complex process, which requires the simultaneous use of
semantic and communicative methods, and the two methods are not necessarily used in the same text.In
some texts, the communicative method is used, and in other texts, the semantic method is used, which can
make up for each other.There is no such thing as a purely communicative or semantic translation.In the
process of website translation, the two methods are used at the same time, which not only ensures the
accuracy of the translation, but also makes the translated text more readable.

Example 10:

Source Text: MBI T 19874F, 2 EBRAEMICT (R 5iEE) HEALEHE A1 G & um e AL
HEONHATE21.3 7 R, M55 1702 N EFAHIX, ARG EER30Z/NH .

Official Translation: Founded in 1987, Huawei is a leading global provider of information and
communications technology (ICT) infrastructure and smart devices. We have approximately 213,000
employees and we operate in more than 170 countries and regions, serving more than 3 billion people
around world.

The introduction section fully reflects the significance of the two strategies.The translator uses semantic
translation to accurately reproduce the objective facts, including “213,000 employees”, “ICT infrastructure”,
“1987”, “more than 170 countries” and so on. At the same time, the translator also uses communicative
translation to adjust the tone and structure of the text, using “we operate in” instead of “business spreads
over”, and “we” instead of “Huawei”, which is enough to shorten the psychological distance between foreign
readers and the company, and to enhance the warmth of communication.

4. Conclusion

In this study, the English translation of the official website text of Huawei is analyzed from the
perspective of Peter Newmark's translation theory. The “Our Company” section is analyzed, including
quality policy, vision statement, technology milestone and other contents, which are divided into vocative
text and informative text. In the analysis, the specific examples are compared and analyzed to show that the
translation strategy should be adjusted according to the communication objectives and language
characteristics.

The most critical finding of this study is that the proportion of communicative translation in the
translation of the website of the company is relatively high, which is significantly higher than that of
semantic translation. For vocative texts like quality policy and vision statements, communicative translation
effectively adapts culturally expressions to Western business, enhancing brand appeal. For informative texts
such us technology milestone and innovation sections, semantic translation is prioritized to ensure accuracy
and authority. In this way, it preserves source semantics and specific terminology to avoid misunderstanding.
This study provides practical insights for balancing semantic translation and communicative translation for
corporations to expand overseas impact.
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