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A Contrastive Analysis of Ethos in Sino-American Corporate
Profiles and English Translation of Chinese Corporate Profiles

CHEN Lihong
(School of Foreign Languages ,Minnan Normal University ,Zhangzhou Fujian 363000, China)

Abstract: With profiles of Chinese and American corporations as subjects of study, on the basis of ethos in
rhetoric, a contrastive analysis has been made on the rhetorical process of realization of ethos in the corporate
profiles between China and America. The analysis finds that there exist differences of appealing to ethos in terms
of reputation, vision, authority, reason and consubstantiality between American and Chinese corporations.
Chinese corporate profiles focuse on enterprise type, awards and honors, and product quality; while American
corporate profiles stress business scope or business goals, and specific facts. Chinese corporate profles highlight
their roles in the state economy; while American corporate profiles center on the consumers’ interests. The form of
the third person is often employed in Chinese profiles, and so is the form of the first person in American profile.
The study suggests that in translating Chinese corporate profiles, such rhetorical strategies as the use of the data
and the plural form of the first person could be adopted so as to adapt to the target audience, and to be identified
with the audience.
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(2) We are one of the world’ s leading producers




WRATZL . h SR Al e A AR 1B T X L S5 081

of fiber-based packaging, pulp and paper, with
55,000 employees
(International Paper, B [R5 k)
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(4) We embrace innovation—bringing ideas,

operating in 24  countries.

products and services to life to advance the health and

well-being of people around the world. ( Johnson &
Johnson, £ H 7% & )
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(6) Boeing has a long tradition of aerospace

leadership and innovation. The company continues to
expand its product line and services to meet emerging
customer needs. (Boeing, J% & /23] )
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(8) P&G products have made a name for

themselves by combining “ what’s needed ”  with
“ what’s possible ”—making laundry rooms, living
rooms , bedrooms, kitchens, nurseries, and bathrooms
a little more enjoyable for over 180 years. (P&G, €&
2 4])
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(10) When we connect people and possibilities,

communities flourish and lives are improved —

everyone benefits. (FedEx , B& # b i )
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J& % Solely owned by the state, China Post

Group is a large-scale enterprise established in line

with the Law of the People’ s Republic of China on

Industrial Enterprises Owned by the Whole People.

The Group engages in postal business in accordance
with laws, undertakes the obligations of providing
universal postal service, offers special postal services

as may be entrusted by the Chinese government and

conducts commercial management over competitive
lines of postal business.

JEIFEC R 23850 “ Solely owned by the state”
“the Law of ...”7 “ entrusted by the Chinese
government” S TE ) 1 IFIE Z ARKIAATE L, 5
SERGIERIE BRI RN, A S 5 AR, HiE
FIARAZ AR ST 2K 5 H B2 AR B i (67 2 Al X S
EAL SRS R T 2 B FRATT AT LA
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P ¥ : Solely owned by the state, China Post

Group is a large-scale enterprise in postal business. It
provides universal postal service, offers special postal
services and conducts commercial management over
competitive lines of postal business.

AR B T “solely owned by the state” ( 71 1] i
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Chinese government” , MU S 322 [w] PR1E 32 ARAE
BB AR B 2258V L W R T AR T A B

(12)“+=ZZ" ), F AR A Je KR 5
BE A A b kR HE 80% 2 b, AL
“321155” 2% B 47, P F 278 £ K 3 000 7 vh,
A L2000 Fekk 21000 77wk sKAG 1 000 77 vb )
#, L ERAE S00 Tk, B S —F AR 5 000 77



WRATZL . h SR Al e A AR 1B T X L S5 081

wh, BAFWABEEBREN AT EAEHEA,
W ER I B TR R AR A, RS- R Ak 2]
HMEE EHNRES TR EALS T LI
FLAERILCAA—EF B R B M
BTk, (PARERATRAE])

J& 3% : During the period of the 13th Five-Year
Plan (2016—2020), we strive to increase the state-

owned share of COFCO’ s food and grain industry to
over 80% . By continuously promoting capital and
business integration, we will improve our resource
Through

technological innovation and structural upgrades, we

development and control capabilities.
will create more efficient value chains and have greater
macro-control over national food security issues. By
2020, in order to achieve the “321155” objective, we
will improve our capabilities to “3579” operating
capacity.

SRRSO ISR 1 —Se g, {H 2 R R

4300 “ Five-Year Plan” “ macro-control over national

food security issues” “the ‘321155’ objective”
“3579" operating capacity " 4 5 LI A5G Y 5 1 i
BT R ARBIATENG . B TS0 2E S FEXTAR
AL P 2 B0 B PUE SR A N H R4
G R 8, XTI AE B T
ATTRT LA Ak B

Ui : From 2016 to 2020, we strive to increase
the state-owned share of COFCO’ s food and grain
industry to over 80%. By continuously promoting
capital and business integration, we will improve our

resource control

Through
upgrades, we will create more efficient value chains.
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development  and capabilities.

technological innovation and structural
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diversified, comprehensive equipment industrial group

Sinomach Group is an international,

committed to providing quality services globally. The
roup’ s primary businesses include four main areas of
R&D and

equipment , project contracting, trade and services, as

manufacturing, namely  mechanical

well as finance and investment.
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P #% . We are an international, diversified,
comprehensive equipment industrial group committed
to providing quality services globally. Our primary
businesses include four main areas of R&D and
manufacturing, namely mechanical equipment, project
contracting, trade and services, as well as finance and
investment.
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