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A Study on the Internationalization of Ningbo’s Urban Image from the
Perspectives of Emic and Etic

Hu Haipeng, Ruan Zheng
School of International Studies, NingboTech University, Ningbo , Zhejiang 315100

Abstract : Ningbo's international image is a crucial aspect of building a modern coastal metropolis. However,
there is a misalignment between the "six capitals" international image that Ningbo has shaped itself and
the perception of Ningbo as a city abroad. This paper, based on big data analysis, examines from both
the "dominant (emic)" and "receptive (etic)" perspectives to find that Ningbo has primarily focused on
shaping an international image of openness, culture, and fashion. However, what foreign countries pay
more attention to is Ningbo's image as a global innovation hub for smart manufacturing.
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