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Language Empowerment of International Communication of Minor Cities in Digital
Intelligence Era — Hengyang and Sanya Official Websites as an Example

Xie Caihong, Xiong Haifeng
School of Foreign Languages, Hengyang Normal University, China Hunan Hengyang 421001

Abstract: In the digital intelligence era, the international promotion of cultural tourism of local cities in China has
shifted from resource display to cultural communication. As the basis of cross-cultural communication among countries,
language service has become more and more important in its strategic position. Based on the official websites of local
cultural tourism in Hengyang and Sanya, this study systematically analyzes the current situation and existing problems
of their multilingual services, and puts forward optimization strategies. It also proposes to build a multilingual city
brand internationalization path with local cultural characteristics through the driving of digital intelligence technology
and the mode of "man-machine cooperation", so as to provide theoretical and practical reference for the language
service and international cultural communication of minor cities in China.
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