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International Language Service Competence
—A Case Study of Chinese Heritage Brands
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Abstract: International language service for Chinese heritage brands (CHBs) refers to international
communication in the area of cross-cultural branding. As a unique form of transcreation, the service is
typically target-audience oriented and highlights subjectivity and innovation of the service providers. The
current study investigates the international language service competence, i.e. the traits and skills required
for successful service, and tentatively identifies 3 primary elements, namely language competence,
discourse competence and technology competence, and 11 secondary elements. It lays the foundation for
the development, teaching and performance assessment of CHB International Language Service.
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¥ X Nanjing Road, the first high street in
Shanghai and later the * No.l Shopping Street of
China”, started to attract businesses and people. Shao
saw this as an opportunity, moved his shop to where
the current flagship store is, and renamed it Shao Wan
Sheng, which literally translates to *“Shao’s business
lasting forever”. The shop also expanded by opening a
new pickle workshop. During this period the products
successfully evolved and diversified to better cater to
the local appetite.
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Ningbo-style cakes and pastries

San Yang cakes and pastries are made combining traditional baking techniques
and modern food processing. Seaweed is the most distinctive ingredient of Ningbo-
style pastries. It contains rich protein and minerals, which helps to strengthen the

immune system. Dried seaweed is ground into powder and mixed with the flour to

give the pastry a unique flavor.
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Fig.1 Ningbo-style cakes and pastries
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Rice wine pickled food

Rice wine pickled food complements a
meal or banquet well. As the leading pickled
food maker in China, SWS is popular
among those who love gourmet food.
Though products are available all year
round, four classical ones are recommended
for the four seasons:

Silver shellfish for spring,

Tidal land snails for summer,

Crabs for autumn, and

Chicken for winter.
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Fig.2 Rice wine pickled food
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Rich Pine Nut and Butter Flavor
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Fig. 4 Student work (excerpt)
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