B R AL
Journal of Applied Foreign Languages
pp183-203, Volume 5, June 2006
The German Translation of Gourmet Culture in Taiwan and

the Cross-Culture Communication

e
o
e
a
<
-—9
=\
e
U1
Rt
%
.0.
-rr'\
=4
(‘a‘;}

s
&

A LR PHEEAEE Y B R 2 N EE P T he LB A
R T A e e I L
B b @ ¥ - £ GI5ME 0 HF TR T 0 T a0 I5IRS H ERE
% - Qg‘f’l/‘a\g:‘g:g,f ’%I/Q_};&’?ﬁy ‘*L"A' f\'g\J_Fé&FP:\; ) %ﬁﬂ@&i]ﬁ:{
e R B S b ﬂw#w’ﬁm_&a#mw*’“ﬁi%a
A 2 SREAM R ALY ded 2 AT TR Ich bin

sauer’(F 4 & 7 1) * B H4& X yo“Damit ist Essig” (£ 28 1) ﬁ AN B ek
MR - A FEIF2F L @A eHdmy » EiF2 it g

MaE3: % a2 i FH B R E

183



BRI FERETI Y

Journal of Applied Foreign Languages

pp183-203, Volume 5, June 2006

The German Translation of Gourmet Culture in Taiwan and

the Cross-Culture Communication

The German Translation of Gourmet Culture in Taiwan and
the Cross-Culture Communication

Abstract

The study aims to discuss the cultural variations between source language and target
language in menu translation. For instance, a banquet dish named fried hibiscus with
shrimps is often misunderstood. Actually, it is fried shrimps with scrambled eggs.
Another dish, named steamed cellophane noodles with minced pork, is frequently
misunderstood as signifying ants climbing the trees. The menu description in Chinese
reveals the love of elegant expression, and this kind of flowery explanation usually
over-stimulates foreigners’ imagination; and as a result, they do not dare to try these
delicacies. Sometimes they are even afraid of trying food with strange names. When
translating menus, we cannot directly translate word for word, but rather, concentrate
on the meaning. In addition to the idioms of taste, there are significant variations
between Chinese and German. For example, “chicu” can signify “to be jealous” or
“love the taste of vinegar” and it is absolutely different from “Ich bin sauer” or “Damit
ist Essig” in German. By studying the idioms of taste, literal translation and free
translation in the translating process and skills, better cross-culture communication can
be implemented.
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