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5.  中文摘要
摘要

    本文从Chomsky在语言学研究过程中所采用的理想化模式入手，认为Chomsky为了使研究变得简单，便将与语言关系紧密的社会因素摒弃在研究范围之外，这是一种不可取的理想模式。接下来本文从两个主要方面阐述了理想化模式不可取的原因：一是语言作为一种符号系统，只有在社会的环境下才能具有完整的意义。二是语言作为一种社会结构，无论是它的产生还是发展过程，都在不断地和社会发生着作用。故而没有了社会因素，语言作为符号系统丧失了意义，作为社会结构就丧失了依存的基础。所以只要是研究语言学，我们就不能将社会因素“理想化”。至于什么因素可以暂时不予考虑，这仍有待进一步的研究。

关键词：
理想化；符号系统；社会结构；语言与社会的相互作用

6. 英文摘要
Abstract

This paper begins with a brief introduction to Chomsky’s methodology of idealization in linguistic research. Although the idealization in physical research from which Chomsky’s idealization deprives can still keep natural laws’ validity, the author points out Chomsky’s idealization is not accessible. The key point lies in the exclusion of social factors in his research. Then the author demonstrates the reason why Chomsky’s exclusion of social factors is not accessible from two aspects: (1) Language is a concrete system of signs. (2) Language is a social institution. Only in the context of society are these features significant and integrate, can language bear its form and forward its development and keep up the interaction with the society. Therefore, instead of “being idealized” out of linguistic research, social factors should be regarded as the base of the research. Otherwise the object can be temporarily idealized without changing language’s fundamental features? This is a question worth our further study in the future. 
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8. 正文、参考文献部分
1．Introduction

1.1 The present theory of translation of brand names

With the development and globalization of economy, brand names with international fame are becoming more and more important. The translation of brand names from one language to another is a heated topic in the field of the translation of practical
 writings now. Many a scholar has devoted their energy into the study of translation of brand names and brought out a variety of theories about it. For example, He Chuansheng (1997)
, in his book Brand Name English （《商标英语》）systematically analyzes the features, motivations and formations of English brand name while Zhu Xiaoju (1999), focuses on the brand names of experts from the perspective of cultural differences and propose a few techniques of translating those brand names. There are still many other scholars, namely Yang Liu(1995), Guo Shangxing(1995), Li Shuqin et al. (2002) who have done some research in this field and their findings are all inspiring, as far as translation skills are concerned. 

Despite the fact that there is a vast body of literature on brand name translation, offering a wealth of observations and views of the subject, a forceful and unified theory of brand name translation is still lacking. The present situation with the translation theory of this field is no better than Levý’ s observation of translation theory in general in 1960s:
………
………
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