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The Translation Quality Assessment: A Model Revisited
Si Xian—hu

( Nanchang Institute of Technology Nanchang 330044 China; Beijing Jiaotong University Beijing 100044 China)

Based upon analyzing the drawbacks inherent of the translation quality assessment model constructed in “Constructing A
Translation Quality Assessment Model: A Systemic Functional linguistics Approach” and the exposition of the dual dimensions in
evaluation criteria for translation quality this paper discusses in light of the systemic functional linguistics and the genre theory
the two stages in constructing translation quality assessment: the first stage geared at the fidelity of target text in relation to the
source text; the second one aimed to the expressiveness of the translation proper thus a brand new model for translation quality
evaluation having been ultimately set up.
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Xi Yuan Hotel

Xi Yuan Hotel located at Sanlihe Road in Beijing ad-
jacent to the Import & Export Negotiation Building Beijing
Library the Capital Gymnasium is a four-star hotel with an
elegant environment and convenient transportation.

Xi Yuan Hotel boasts 1 300 well-equipped guest rooms
and suites. There are altogether 12 restaurants and bars. The
Chinese restaurants offer Cantonese Shandong Sichuan
Huaiyang and Xinjiang Moslem cuisine. The Western restau—
rants features Russian French and British dishes. The hotel
is equipped with modern communication appliances such as
fax telex and IDD as well as a full set of comprehensive
service and recreational facilities available to ensure that

every guest receives sound service.

Sincerely welcome to Xi Yuan Hotel.
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Xiyuan Hotel

Luxuriance Convenience and Reassurance

The four-star Xiyuan hotel boasts of easy transportation
quiet and elegant environment as well as first class service.

Located at Sanlihe Road and adjacent to the Negotiation
Building the Beijing Library and the Capital Gymnasium
Xiyuan Hotel is within your easy reach.

In any of the 1 300 guest rooms and suites you can enjoy
the opulent comfort of the modern facilities and courtesy service.

The 12 restaurants and bars offer you both Chinese food
including Cantonese Shangdong Sichuan Huaiyang and
Moslem cuisine and western food featuring Russian French
and British dishes.

The up-to-date communication facilities the recreational
applicances and other comprehensive services are sure to win
your appreciation.

When in Beijing make your choice Xiyuan Hotel.

Xiyuan Hotel: Service is all and all is for you.

( : Xiyuan Hotel is
within your easy reach. You can enjoy the opulent comfort of
the modern facilities and courtesy service. . . are sure to win

your appreciation. Service is all and all is for you. )

“ )

173 ”



2016

( 2010 2010)

( Move-Step)



2016

o

10

189 ©

: The 100000 tons of wheat under Contract No. AG—

3 of August 1 is scheduled to be delivered by the end of Octo—

“«

ber. You have guaranteed an early delivery in the Contract

and it is on this understanding that we signed the contract.

Up to now however

We very much regret for that.

“«

”

the shipment has not yet been made.

: We very much regret that the 100 000 tons of wheat un— N
der Contract No. AG3 of August 1

vered by the end of October

scheduled to be deli- .

is up to this moment not dis—

patched in spite of fact that you have guaranteed an early de—

livery in the Contract which was actually signed on this un—

derstanding. “
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( I: Identification) ( BI: Company’ s

Basic Information) ( CA: Company’ s Achieve-
ments) ( EP: Evaluation and Position)
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( CLS: Company’ s Location and Supply
Scope) ( CF: Company’ s Future)
( CIC: Company’ s Ideas and Concepts)
( CPT: Company’ s Promise and Insurance)
( LS: Leader and Staff) ( EH: Establishment Histo—
ry) ( FS: Founder and Founder’ s Story)

( SA: Social Activity)

(T) About ANTA( http: //en. anta. com/about. html)

(BI) In 1994 ANTA’ s first shoe workshop was estab—
lished in Jinjiang Fujian. Now

ANTA Sports is the most famous and top sports goods
brand in China. ( EH) In 2007 ANTA Group made a suc—
cessful IPO in Hong Kong ( ANTASPORTS 02020. HK) . Un-
til 2010  the market capitalization of ANTA Group became
the 4th largest sports goods’ company in the world ( over
USD5. 7 billion Oct 2010) ANTA brand value was USD
800 million evaluated by Forbes Brand value ranking
(2010) . From 2006 to 2010 the annual growth of ANTA
turnover is over 35%  which is the highest in sports goods in—
dustry.

( EP) ANTA Group has now become one of leading sport
brand company among the competitors. ( CIC) «Integrating
the sports spirit of * Beyond yourself* into everyone’s life» in
accordance with this concept ( CA) ANTA follows the chan—
nel strategy of brand store networks and boasts more than 7
500 franchise brand stores( /shops) in the world.

( CLS) While in overseas market ANTA has penetrated
into 15 countries and regions including Italy Turkey Czech
Republic and Serbia in Europe Kazakhstan Nepal Saudi
Arabia Kuwait Vietnam Singapore and the Philippines in
Asia.

( CIC) As the pioneer of sports technology in China AN-
TA always regards technology innovation as core company
competitiveness. In order to meet different consumer prefe—
rences and requirements ANTA is paying attention to frontier
sports technology cooperating with high-tech companies such

as Huntsman DuPont 3M and adopting the most advanced
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anti-bacterial technology such as Teflon New Sherry mate—
rials from the detail ANTA implant the high-tech into eve—
rybody’ s life.

(' SA) For the brand publicity ANTA Group signed many
world leading athletes as brand . spokesmen which include
NBA Star Kevin Garnett ( Boston Celtics) Luis Scola( Hous—
ton Rocket) women tennis player Jelena Jankovic and world
men table tennis world champion Wang Hao. ANTA has been
sponsoring 152 sports teams with a total 4 000 person/times
annually engaging over 300 different product lines and over
200 000 items. ( CF) We are young but we are strong enough
to go forward faster join us and let’ s «Keep Moving» together.

: I"BI"EH"EP~CIC~CA~CIS"CIC"SA"
CF. : ;
( );

° : I BI CA
CF ;

o : CIC CPI

o CIC CA
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CLC~CA o LS

(32.5% >5%)

EH o FS
52.5%
10% . FS
EP 57.5%
22.5% o
EP EP I
( )
o EP EH
o EH
47. 5%
o EH CA N

I"BI"EH"EP*CIC"CA~CIS*CIC*"SA"CF

: I'BI"CIC"CA~CLS"EH"EP ~CIC"CA"SA"CF

(T) About ANTA( http: //en. anta. com/about. html)

(BI) In 1994 ANTA’s first shoe workshop was estab—
lished in Jinjiang Fujian. Now ANTA Sports is the most fa—
mous and top sports goods brand in China. ( CIC) «Integra—
ting the sports spirit of ‘Beyond yourself* into everyone’s life»
in accordance with this concept ( CA) ANTA follows the
channel strategy of brand store networks and boasts more than
7 500 franchise brand stores( /shops) in the world. ( CLS)
While in overseas market ANTA has penetrated into 15
countries and regions including Italy Turkey Czech Republic
Saudi Arabia
Kuwait Vietnam Singapore and the Philippines in Asia.
( EH) In2007 ANTA Group made a successful IPO in Hong
Kong ( ANTASPORTS 02020. HK) . Until 2010 the market

capitalization of ANTA Group became the 4th largest sports

and Serbia in Europe Kazakhstan Nepal

goods’ company in the world ( over USD5. 7 billion Oct
2010) ANTA brand value was USD 800 million evaluated by
Forbes Brand value ranking (2010) . From 2006 to 2010 the
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annual growth of ANTA turnover is over 35%  which is the
highest in sports goods industry.

( EP) ANTA Group has now become one of leading sport
brand company among the competitors. ( CIC) As the pioneer
of sports technology in China ANTA always regards technolo—
gy innovation as core company competitiveness. ( CA) In or—
der to meet different consumer preferences and requirements
ANTA is paying attention to frontier sports technology coo—
perating with high-tech companies such as Huntsman Du-
Pont 3M and adopting the most advanced anti-bacterial
technology such as Teflon New Sherry materials from the de—
tail ANTA implant the high-tech into everybody’ s life ( SA)
For the brand publicity ANTA Group signed many world
leading athletes as brand spokesmen which include NBA Star
Kevin Garnett ( Boston Celtics) Luis Scola( Houston Roc—
ket) women tennis player Jelena Jankovic and world men
table tennis world champion Wang Hao. ANTA has been
sponsoring 152 sports teams with a total 4 000 person/times
annually engaging over 300 different product lines and over
200 000 items. ( CF) We are young but we are strong
enough to go forward faster join us and let’ s “Keep Moving”

together.

( CIC)
(CA) (CLS) ;
( EH) (EP);
— (CLC)
(CA);
(SA); (CF) o
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In 1994 we ANTA witnessed our first shoe workshop in
Jinjiang Fujian and now we are already the most famous
and top sports goods brand in China. Firmly believing «In—
tegrating the sports spirit of  Beyond yourself® into everyone’ s
life»  we follow the channel strategy of brand store networks
and boast more than 7 500 franchise brand stores( /shops) in
the world. As for the overseas market we have penetrated
into 15 countries and regions including Italy Turkey Czech
Republic and Serbia in Europe Kazakhstan Nepal Saudi
Arabia Kuwait Vietnam Singapore and the Philippines in
Asia. In 2007 we ANTA Group made a successful TPO in
Hong Kong ( ANTASPORTS 02020. HK) and 3 years later
until 2010 our market capitalization became the 4th largest
sports goods’ company in the world ( over USD 5.7 billion
Oct 2010)  and our brand value was USD 800 million eva—
luated by Forbes Brand value ranking ( 2010) . Incredibly
from 2006 to 2010 our annual growth of turnover is over
35% 7D which is the highest in sports goods industry. What
a wonder! As a result ANTA Group have now become one
of leading sport brand company among the competitors.

As the pioneer of sports technology in China ANTA al-
ways regard technology innovation as core company competi—
tiveness. In order to meet your different consumerpreferences
and requirements we ANTA are paying attention to frontier
sports technology cooperating with high-tech companies such
as Huntsman DuPont 3M and adopting the most advanced
anti-bacterial technology such as Teflon New Sherry mate—
rials from the detail we implant the high-ech into every—
body’ s life. For the brand publicity we signed many world
leading athletes as brand spokesmen which include NBA Star
Kevin Garnett ( Boston Celtics) Luis Scola( Houston Rock—
et) women tennis player Jelena Jankovic and world men ta—
ble tennis world champion Wang Hao.

In addition we ANTA have been sponsoring 152 sports
teams with a total 4 000 person/times annually engaging
over 300 different product lines and over 200 000 items.
Young as we may be but we are strong enough to go forward
faster join us and let’ s «Keep Moving» together.
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