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Abstract

Intangible cultural heritage (ICH) is living traditions, knowledge, skills, practices,
and cultural expressions, transmitted from generation to generation, and which are
continually recreated by the communities and groups that express them. Nowadays,
as cultural tourism and digital technologies develop, ICH is an increasingly im-
portant resource for international cultural communication and the creation of new
destinations. International communication of ICH tourism faces persistent chal-
lenges: language barriers, culturally embedded terminology, a lack of multilingual
resources, and the difficulty of adapting a local cultural story for an international
audience. At the same time, recent advances in artificial intelligence (Al), particu-
larly neural machine translation and generative Al, open new possibilities for mul-
tilingual cultural communication, content generation, visitor interaction, and tour-
ism services. This paper is a review of the emerging intersection of Al, language
services, cultural heritage, and tourism communication in Heilongjiang, China.
Based on the recent literature and on the international policy discussions on the
issue of digital cultural heritage (DCH), the paper defines and discusses four major
research trends: the digitalization of heritage resources, the use of Al to assist the
cultural interpretation of heritage, multilingual communication related to heritage,
and human-AlI collaboration in tourism services. The review also claims that Al can
improve the efficiency and access of ICH communication, but linguistic fluency
alone is not enough to be culturally and interculturally effective. Human expertise
is needed for cultural interpretation, terminology management, ethical governance,
and quality. In this review, we propose a Human-AI Augmented International Lan-
guage Service (HAILS) framework for ICH tourism in Heilongjiang. The frame-
work combines heritage digitization, Al-empowered language processing, intercul-
tural adaptation, multilingual dissemination, and human quality assurance into a
closed-loop service system. The paper suggests that the internationalization of ICH
tourism should move from conventional translation to integrated cultural mediation
and intelligent language services. This paper’s framework can serve as a theoretical
basis for empirical studies and practice in Heilongjiang and other regions with
abundant cultural heritage resources.
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1. Introduction

Intangible cultural heritage (ICH) is increasingly understood as living heritage rather than a static collection of tradi-
tional cultural objects. According to the Convention for the Safeguarding of the Intangible Cultural Heritage, ICH
includes practices, representations, expressions, knowledge, and skills, together with associated instruments, objects,
artifacts, and cultural spaces, that communities and groups recognize as part of their cultural heritage (UNESCO,
2003). The concept therefore emphasizes not only cultural products but also the communities, knowledge systems,
practices, and social contexts through which heritage is transmitted and continuously recreated.

The growth of cultural tourism has opened new opportunities for the ICH to reach people outside the communities
where it was born. Traditional crafts, festivals, folk music, food culture, and ethnic customs can become a cultural
experience for visitors. Cultural tourism scholarship has increasingly emphasized the importance of authenticity,
cultural interpretation, visitor experience, and the relationship between tourism and local communities (Timothy,
2011). The same is true for international tourism: how can knowledge deeply embedded in a culture be communicated
across languages without losing its meaning?

This is not a task for which the usual approaches of translation are adequate. A literal translation could reproduce
the words correctly but fail to convey the cultural concepts behind them. In fact, terms related to traditional craft,
ethnic customs, ecological knowledge, ritual practices, and local food culture usually have no direct equivalent in
English. Therefore, international communication of ICH requires not only linguistic conversion but also cultural
interpretation, contextualization, and adaptation to the audience. In this context, translation is closely related to com-
municative purpose and target-audience needs (Nord, 1997).

At the same time, digital technologies are also changing, in a deep sense, how cultural heritage is documented,
accessed, interpreted, and disseminated. In this context, digital technologies can increase the visibility and under-
standing of living heritage and support its transmission to future generations.

The emergence of artificial intelligence is speeding up this transformation. Machine translation, natural language
processing, generative Al, large language models, intelligent recommendation systems, and conversational interfaces
can support multilingual communication and multilingual tourism in a personalized fashion. For instance, recent
reviews note that Al applications to cultural heritage increasingly move from documentation and digitization to
preservation, management, content generation, education, and visitor experience (Harmanda et al., 2026).

However, the following important question has not yet been sufficiently answered: how can we combine foreign-
language expertise and culture-related knowledge with Al to build a sustainable language service system for interna-
tional communication in ICH tourism?

The question is especially related to Heilongjiang, a province with ethnic traditions, ecological cultures, traditional
craftsmanship, folk music and dance, foodways, and other living heritages. In this paper, we believe that we should
not treat Al as a replacement for human translators, but rather as part of the human-Al language service ecosystem.

Thus, this paper has three purposes. First, it reviews recent research in Al, language services, cultural heritage, and
tourism communication. Second, it points out the main problems in the international communication of ICH. Third,
it proposes a conceptual framework for combining foreign-language experts and Al technologies in the international
communication of ICH tourism in Heilongjiang.

2. Review Approach and Conceptual Scope

In this study, we do not employ a systematic meta-analysis but instead a structured narrative review. This is justified
because research on Al, ICH, language services, and cultural tourism is highly interdisciplinary, drawing on tourism
studies, translation studies, cultural heritage, digital humanities, information technology, and intercultural communi-
cation.

This review is related to four bodies of literature: (1) intangible cultural heritage and sustainable cultural tourism;
(2) digital technologies and applications of Al in cultural heritage; (3) translation, multilingual communication, and
language services; and (4) Al-enabled cultural and tourism communication.

Recent review studies show the rapid growth of research on Al in cultural heritage. For example, a systematic
review in 2026 gathered 64 studies. It classified five major domains of Al applications: restoration and preservation,
documentation and digitization, management and decision support, generation and creative reconstruction, and edu-
cation and visitor experience (Harmanda et al., 2026). Another recent review of 66 peer-reviewed studies focuses on
Al-enabled systems in cultural and heritage tourism and paid particular attention to human-Al collaboration,

DOI: 10.26855/jhass.2026.08.018 974 Journal of Humanities, Arts and Social Science



Yan Qi

accessibility, interaction design, and governance (Wang et al., 2026).
These studies indicate that the field is moving from a technology-centric view to a more general socio-technical
one. Al is not seen only as computation, but as a form of mediation of cultural experiences and communication.
This is important for the present study. The internationalization of ICH tourism does not mean only translation,
but also cultural mediation. Hence, language services must be conceived as a unitary process that includes translation,
terminology management, cultural explanation, content generation in more languages, contact with the visitor, and
feedback.

3. Theoretical Foundations
3.1 Intercultural Communication

The international communication of ICH is an intercultural process. Cultural heritage is in a historical, social, geo-
graphical, and community context. When presented to international audiences, meanings can be interpreted through
cultural frameworks other than those of the source community.

For example, a traditional garment, food, ritual, musical performance, or handicraft may appear to international
tourists as only a cultural product. For local communities, the same object or practice may represent family memory,
ecological knowledge, social identity, or spiritual values.

Therefore, successful international communication must bridge two levels: linguistic and cultural meaning.

This is especially important for ICH, since the value of heritage is usually not in the form of the heritage but in the
knowledge, practices, and identities it represents.

3.2 Functional Approaches to Translation

Translation for ICH tourism should also be distinguished from conventional word-for-word translation. For example,
a museum label, an academic article, a government website, and a tourism advertisement may describe the same
cultural practice, but may need different communicative strategies. Purpose, audience, and communication context
determine what kind of translation is needed.

Translation, for international tourism, should then aim for three simultaneous aims: factuality, cultural intelligibil-
ity, and communicative attractiveness.

This means translation can serve as a form of cultural mediation rather than a simple linguistic substitution; e.g., a
literal translation of a traditional craft expression might have proper grammar, but it will not convey the expression’s
historical or cultural sense. A good translation may need only a very short explanatory phrase, the context, or a
culture-appropriate expression.

3.3 Human—-AI Collaboration

The relationship between the human translator and translation technologies has changed with the recent developments
in generative Al. Al can now generate fluent multilingual text, summarize large cultural databases, help with termi-
nology management, produce subtitles, and adapt content for different communication platforms. etc.

Nevertheless, recent work also points out limits in data quality, data accuracy, data governance, and cultural rep-
resentation. For example, in a systematic review on the adoption of Al in cultural heritage, we found that data avail-
ability and quality are among the most important limitations, and empirical evaluation remains limited (Harmanda et
al., 2026).

This means we should not think of Al as just an autonomous translator. A better model should be: (Al generation)
- (human evaluation) - (cultural adaptation) - (Al-assisted revision) - (human approval). This model combines com-
putational efficiency with human linguistic and cultural intelligence.

4. Al and Language Services in Cultural Heritage Communication
4.1 From Digitalization to Intelligent Communication

Digitization makes cultural materials easier to store, retrieve, display, and share. The first stage of digital cultural
heritage development mainly focused on documentation and preservation.
The second stage has increasingly emphasized interaction and experience. In this stage, digital platforms, virtual

DOI: 10.26855/jhass.2026.08.018 975 Journal of Humanities, Arts and Social Science



Yan Qi

exhibitions, multimedia storytelling, and intelligent recommendations are available, allowing visitors to access her-
itage through many different channels.

Al is a further transformation. It makes cultural content searchable, multilingual, personalized, interactive, gener-
ative, and conversational.

4.2 Machine Translation and Generative Al

Machine translation has long been used to reduce language barriers in tourism. Neural machine translation has im-
proved linguistic fluency compared with earlier rule-based systems.

Generative Al also brings more capabilities. Large language models can not only translate text but also rewrite,
summarize, explain cultures, adjust terminology, generate multilingual text, and generate dialogue.

This makes generative Al particularly relevant to ICH tourism, where a single source text may need to be adapted
into several forms: a website description, a social media post, an exhibition label, a short video subtitle, a visitor
guide, or a chatbot response.

However, we should not confuse linguistic fluency with cultural accuracy. Research comparing Al-based transla-
tion in tourism shows a risk of cultural loss, even when Al translations are generally understandable (Adika et al.,
2025).

Therefore, the real question is not whether Al can translate ICH texts, but whether it can mediate culturally em-
bedded meanings appropriately.

5. Challenges in the International Communication of ICH Tourism
Based on the reviewed literature, five major challenges have been identified.
5.1 Culture-Specific Terminology

Most ICH concepts do not have a direct English equivalent. Literal translation produces expressions that are under-
standable in a linguistic sense but culturally misleading. Many words related to traditional crafts, ethnic customs,
rituals, food, ecological knowledge, folk beliefs, and the like need contextual explanation.

5.2 Loss of Cultural Context

A short tourism description can refer to history, community identity, social relationships, and ecological knowledge.
If the translation focuses only on surface information, it may neglect important cultural meanings. This is a problem
because ICH is defined as living heritage associated with communities, their lifeworld, and practices rather than as
cultural objects (UNESCO, 2026).

5.3 Fragmented Multilingual Resources

Many local cultural institutions have materials in Chinese but lack professionally maintained multilingual databases.
There are several problems here: 1) inconsistent terminology; 2) redundant translation work; 3) different English
names for the same cultural element; 4) not so accessible for international tourists. A centralized multilingual ICH
corpus could improve consistency.

5.4 Platform-Specific Communication

International audiences encounter cultural content on different platforms. For example, a museum website may re-
quire formal explanatory language, but TikTok-style short videos should use concise, engaging language. A chatbot
should use useful, interactive language, but an academic database should use precise language. In conclusion, inter-
national communication should go from a translation that tries to serve everybody to communication on different
platforms that adapt to the audience. We should go from a one-size-fits-all to multi-platform, audience-adaptive com-
munication.

5.5 AI Governance and Cultural Responsibility

Al systems learn from existing data. If cultural data are incomplete, biased, or poorly documented, Al-generated
descriptions may reproduce those issues. This is especially important for indigenous and minority cultural traditions.
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However, recent scholarship has noted the problem of data sovereignty and the possible extraction or appropriation
of resources in an indigenous language by an Al system (Kwok, 2026). For ICH tourism, then, Al deployment should
respect community participation, cultural ownership, data governance, attribution, intellectual property, authenticity,
and human review.

6. Heilongjiang as a Regional Context

Because of Heilongjiang’s diverse cultural and ecological traditions, it offers a useful context for examining Al-
enabled ICH language services. Instead of focusing on one heritage category, this paper examines five representative
ones.

6.1 Hezhe Fish-Skin Culture

Hezhe fish-skin craftsmanship reflects a close relationship among traditional knowledge, river environments, material
resources, clothing practices, and ethnic identity. Of course, for international communication, terms such as fish-skin
clothing or fish-skin craftsmanship need more than a lexical translation. For international audiences, they may need
similar but much more concise explanations of the material, the production process, the historical context, and the
cultural significance. Therefore, Hezhe heritage is a useful example of culture-rich translation.

6.2 Birch-Bark Craftsmanship

Birch bark craftsmanship is associated with the forest environment and the traditional material culture of Northeast
communities. For international communication, it is necessary to combine material knowledge, craftsmanship, eco-
logical context, and tourism experience. Al can provide descriptions in different languages, but it is still useful to
have a cultural expert to check the terminology and information in context.

6.3 Manchu Cultural Heritage

Manchu cultural heritage includes traditions, customs, food, rituals, festivals, and social practices. Translation is the
most complex challenge, since the culture is embedded in stories and a long history. In other words, international
communication of Manchu should be translation in context, rather than conversion of terminology.

6.4 Folk Music and Dance

Multimodal communication is needed for folk music and dance. Text cannot completely express rhythm, movement,
costume, performance context, and symbolic meanings. Al can help to support subtitles, multilingual introductions,
transcription, translation, and content adaptation. Audiovisual materials can provide cultural context that written
translation cannot fully reproduce.

6.5 Traditional Food Culture

Another important pathway for international tourism communication is food culture. Describing food requires not
only translating the ingredients, but also conveying the preparation, taste, historical background, social context, and
symbolic meaning of the food. Although Al can quickly generate food descriptions in many languages, cultural ex-
perts and professional translators are still needed to avoid inappropriate simplifications.

7. From Translation to Cultural Mediation

The review indicates that the so-called concept of “translation” is too small for international ICH tourism. The process
could be written as: Translation - Explanation - Adaptation - Interaction - Cultural Experience. This shifts the process
from a translation-centered model to a communication-centered one.

Take, for example, an international tourist who encounters a traditional craft. In this case, he should not even get
the name of the craft in English. The language service should rather answer: What is it? Who makes it? How is it
made? Why is it culturally important? What environment is it in? Can we have it? Can we do it? Can we learn more
where? Al can provide these functions through multilingual conversational systems. Thus, the future of ICH language
services lies not only in improving translation quality, but also in enabling intelligent cultural mediation.
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8. A Human-AI Augmented International Language Service Framework

Based on the literature review and on the characteristics of Heilongjiang’s ICH, this paper suggests the Human-Al
Augmented International Language Service (HAILS) Framework.

8.1 Layer 1: Heritage Resource Digitization

The first layer builds a structured digital heritage database. Resources should include: Chinese source texts; English
translations; terminology; images; audio; video; historical information; community stories; geographical information.
The database should separate verified cultural information from automatically generated content.

8.2 Layer 2: AI Language Processing

The second layer also processes cultural information using Al. We can consider applications such as machine trans-
lation, generative translation, terminology extraction, subtitle generation, multilingual summarization, question an-
swering, tourism copywriting, etc. It makes the process more efficient, and we can do large-scale multilingual pro-
duction in this layer.

8.3 Layer 3: Intercultural Adaptation

The Al-generated content should then be adapted for the specific international audience. The adaptation should ac-
count for cultural knowledge, language proficiency, familiarity with communication style, tourism expectations, and
platform characteristics. The goal is not to Westernize Chinese culture, at least not in the way we are doing here. The
goal is to make culturally specific meanings intelligible, without destroying the culture.

8.4 Layer 4: Human Quality Assurance

Professional foreign-language experts and cultural specialists should review Al-generated content. Their job is to
check terminology, fact-check, refine cultural interpretation, edit style, and conduct ethical review. This is the human-
in-the-loop mechanism, and it is particularly crucial for culturally sensitive content.

8.5 Layer 5: Intelligent Multichannel Dissemination

The final layer is about distributing multilingual content through official tourism websites, museums, social media
or short-video platforms, multilingual travel guides, Al tourism assistants, virtual exhibitions, smart tourism applica-
tions, and so on. This represents a shift from static translation to dynamic multilingual communication.

8.6 Layer 6: Feedback and Continuous Optimization

The framework should be a closed loop. International visitors’ questions, searches, comments, language preferences,
interaction behavior, and satisfaction feedback can be used to identify communication problems and improve future
content. Thus, Heritage data - Al processing - human review - international dissemination - audience feedback -
system optimization becomes a cycle of the language service.

9. Discussion

The proposed framework contributes to the literature in three ways.

First, it relates translation studies with research in cultural heritage and tourism. In existing research, translation is
usually seen as a linguistic task, whereas in ICH tourism, translation is required to be a form of cultural mediation.

Second, it presents Al more as a service infrastructure than as a substitute for a human translator. Indeed, recent
research on cultural and heritage tourism increasingly stresses human-Al collaboration and, more generally, govern-
ance rather than pure technical optimization (Wang et al., 2026).

Third, it proposes a regional perspective. Rather than proposing a general model for Al tourism, the HAILS con-
siders the demands of ICH resources that are culturally diverse and linguistically complex in Heilongjiang.

Of course, we should not expect digital visibility to be the only result. Over-commercialization could commodify
cultural practices. For this reason, Al-enabled tourism communication must be accessible and authentic; culturally
innovative and continuous; efficient and human-responsible.
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This balance is, however, especially important if Al is going to generate cultural narratives for audiences with very
little prior knowledge of either Chinese or the region’s cultural traditions.

10. Implications for Heilongjiang

The proposed framework suggests several practical directions.

First, set up the multilingual ICH corpus. Heilongjiang could build a structured multilingual database that includes
standard terminology, cultural descriptions, audiovisual resources, and verified translations.

Second, build an assisted translation workflow. Instead of publishing Al-generated content directly, an institution
could use a workflow of Al generation, professional translation, cultural review, and publication.

Third, develop interdisciplinary talent. Future professionals should have competencies in foreign languages, Al
literacy, cultural heritage, and tourism communication. This applies to universities and vocational education institu-
tions.

Fourth, build multilingual intelligent tourism services. The Al assistant could provide multilingual information
about heritage sites, museums, cultural performances, traditional crafts, and food for visitors coming from other
countries.

Fifth, strengthen community participation. Heritage bearers and local communities should help validate cultural
representations because ICH is not only a set of digital objects but is connected to living communities.

11. Future Research Directions

Because this paper is a conceptual review, it does not empirically establish the HAILS framework. Therefore, future
work should study the framework using several empirical approaches.

First, comparative translation experiments could compare human translation, conventional machine translation,
and generative Al translation for the Heilongjiang ICH texts.

Second, expert evaluation could assess the Al-generated translations for linguistic correctness, cultural appropri-
ateness, readability, terminology consistency, and efficiency for international communication.

Third, international visitor studies can look into whether Al-mediated cultural explanations affect cultural under-
standing, perceived authenticity, tourism intention, satisfaction, and willingness to participate in ICH.

Fourth, future studies could build a multilingual Heilongjiang ICH corpus and check terminology consistency and
cultural representation across different Al models.

Finally, longitudinal research is needed to see whether Al-enabled language services support the sustainable trans-
mission of ICH or only enhance the short-term visibility of tourism.

12. Conclusion

Artificial intelligence is creating new possibilities for the international communication of intangible cultural heritage
tourism. The central challenge is not to translate more and more content into more and more languages. The deeper
challenge is communicating culturally embedded knowledge in a way that is correctly understood, intelligible, and
respectful across linguistic and cultural inter- and intracultural borders.

We argue that to internationalize ICH tourism, we need to move from translation to cultural mediation and from
isolated translation activities to the language service ecosystem of ICH.

Using Heilongjiang as the region of use, the paper proposes the Human-Al Augmented International Language
Service (HAILS) Framework, with heritage digitization, Al-aided language processing, intercultural adaptation, hu-
man QA, multilingual dissemination, and audience feedback as its components.

The key principle of the framework is not that Al will replace human translators, but that it combines Al efficiency
with foreign-language knowledge, cultural intelligence, and community participation.

Such a human-AI collaborative model can enhance the accessibility, consistency, and international reach of Hei-
longjiang’s ICH tourism while preserving cultural authenticity.

Finally, international communication of ICH should not be evaluated only by the amount of content translated or
the speed of Al-produced text. Its deeper aim should be to help international audiences understand, appreciate, expe-
rience, and engage with living cultural heritage. In this sense, Al-enabled language services can be not only a tech-
nological translation tool but also an important infrastructure for intercultural dialogue and sustainable cultural tour-
ism.
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