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From Ningbo to Almaty: Unlocking the Secrets
of Going Global, One Product at a 'Time

By Zhao Yu

"My first trip last year
was promising enough to bring
me back a second time," said
Zhu Yu'an, who runs a cook-
ware company in Ningbo.

Zhu is the head of Yuyao
Huanjin Trading Co., Ltd,
which had previously sold its
products only on the domestic
market. He returned to Almaty
this month for the China
(Ningbo) International Con-
sumer Goods Fair Kazakhstan,
held from Aug 6 to 8.

As a key stop on Ning-
bo's overseas trade shows, the
exhibition featured 34 Ningbo
companies in home appliances
and consumer goods across 37
booths, displaying more than 2,
000 products.

Localization Starts with
the Details

It was in Kazakhstan that
China's Belt and Road Initia-
tive was announced. Bilateral
trade between Ningbo and
Kazakhstan hit $520 million in
2025, up 35.1 percent year-on-
year.

But Zhu's entry into the
market had less to do with
macroeconomics than  with
cookware sizes.

He noticed that families
in Kazakhstan tend to be larger
than in China, and the local
diet — heavy on boiling,
stewing and steaming — calls
for different kinds of pots.

"In China, soup pots are
usually 24 or 26 centimeters in
diameter," Zhu said. "Over
there, they want something
closer to 30 cm — noticeably
bigger."

Huanjin responded by
deepening its pots to increase
their volume. The company
also adjusted its packaging:
Kazakh  wholesalers favor
simple, functional designs over
elaborate ones, Zhu found. He
took note of every detail and
made changes accordingly.

After exhibiting last year,
the company struck a long-
term deal with an Almaty
wholesaler, with orders totaling
roughly 200,000 to 300,000
yuan.

Ningbo company in home appliances and consumer goods. [Photo by Yin Cong]
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Testing the market, one
vacuum at a time

Ningbo Hengxin Electric
Appliance Co., Ltd had one of
the most visited booths at the
fair.

"We had a customer sign
a letter of intent on day one,
with an initial order of 500
units," said Gan Xuqing, the
company's general manager.

Hengxin makes car vacu-
um cleaners and other small
home appliances. Until now, it
has relied mainly on cross-
border e-commerce platforms
such as Amazon and AliEx-
press. The Kazakhstan show
marked its first foray into of-
fline sales.

The strong demand for
car vacuums in Kazakhstan
came as no surprise to Gan,
who made a research trip to
the country in March.

Two factors are driving
the trend, he said. First, Ka-
zakhstan's proximity to Horgos,
the border city in Northwest
China's Xinjiang Uygur auton-
omous region, means a steady

flow of used cars and electric
vehicles from China, pushing
up vehicle ownership. Second,
car cleanliness is a priority for
many men in Kazakhstan —
it's part of the local consumer
culture.

Gan confirmed his hy-
pothesis through conversations
with interpreters, Chinese resi-
dents and local business part-
ners.

When the exhibition end-
ed, Gan skipped the flight
home to Ningbo and flew in-
stead to Horgos.

"The show gave me a
fresh perspective on doing
business in Central Asia," he
said.

He learned that the China-
Kazakhstan trade pilot zone in
Horgos draws 4,000 to 5,000
Kazakh shoppers across the
border every day. He is now
considering opening a forward
warehouse there — keeping
inventory on the Chinese side
to minimize risk, then expand-
ing into Almaty and eventually
Astana as demand grows.

"You have to understand
local habits first, listen to what

dealers are telling you, and only
then make your move," Gan said.

Culture evolves from deco-
ration to connection

"Culture isn't just decoration
on a booth — it's what turns in-
terest into orders," said Xue
Ceng, deputy general manager of
Ningbo Younage Exhibition Ser-
vice Co., Ltd, which has orga-
nized Ningbo's Kazakhstan shows
for two years running.

At last year's inaugural
event, organizers set up a "Ning-
bo Gateway" at the entrance,
complete with engraved stamps
and bookmarks that drew long
lines of Kazakh visitors.

"That was version 1.0 — we
brought Ningbo culture to Ka-
zakhstan so people could get to
know the city," Xue said.

This year's edition was ver-
sion 2.0. There was no dedicated
space for cultural engagement on
the exhibition floor, yet the idea
of integrating culture into the
trade-show experience resonated
more broadly.

The Chinese Consulate-
General in Almaty posted cover-

age of the expo on its official
website. Global Bakis, a Turkish-
language news outlet, ran a piece
on the Ningbo pavilion headlined
"Made in China Moves to Central
Asia". A local Kazakh TV station
aired a 3-minute-50-second news

segment.

Foreign media attention had
shifted from cultural displays to
the products themselves — and to
the understanding of Central
Asian consumer habits that those

products reflect.
"Building  that

pal Commerce Bureau.
"When

cultural exchange."

Before the interview wrapped
up, Zhu was asked whether he'd be

back for a third year.

he said.

cultural
foundation last year gave us the
confidence to go deeper this
year — from the booth to the
product, from the surface to the
substance," said Chen lJie, chief
economist at the Ningbo Munici-

companies  start
studying what kind of pots local
people use, what cars they drive,
what colors they prefer — then
business itself becomes a form of

He didn't hesitate. "Yes," @

By Jin Lu

From cars and humanoid
robots to home appliances and
wearable devices, Ningbo-
made hardware is getting
smarter as Al agents bring
new capabilities to everyday
products.

In April, Zeekr launched
the 8X, built at its Chunxiao
plant in Beilun, Ningbo,
equipped with "Super Eva" —
an intelligent agent that inte-
grates cockpit and driving
functions. Rather than simply
following commands, it can
parse complex requests, plan

routes and even help users
order meals or book flights.

The city is also exploring
embodied intelligence. A hu-
manoid robot developed by
the Zhejiang Humanoid Robot
Innovation Center has been
deployed as a shop assistant in
Ningbo, serving customers and
interacting with passersby.
Similar robots are expected to
take on roles in catering, ho-
tels and tourism.

Al is reshaping everyday
products, too. Smart shavers
now adjust power based on
beard density, while Al-pow-
ered air fryers recognize food

and set cooking parameters
automatically. Other innova-
tions include Al air condi-
tioners, capsule dishwashers
and smart pens that can
translate 165 languages.

In the first half of 2026, the
Ningbo port exported 219,000
electric vehicles and 720 mil-
lion yuan ($107.12 million)
worth of robots, up 104.5% and
160% year-on-year, respectively.

With Al embedded into
more  products, Ningbo's
manufacturing sector is mov-
ing beyond simple produc-
tion — toward hardware that
can listen, see, think and act.

When Ningbo-made hardware gets an
Al brain

A humanoid robot takes on the role of a store manager.
[Photo provided to Ningbo Times]

Ningbo University
Professor wins Lu
Xun Prize for
Translating Ger-
man Literary Mas-
terpiece

By Lu Xinyan

On Aug 28 evening, the 2026
Lu Xun Literature Prize took place
at the AIA Grand Theatre on
Shanghai's North Bund, the first
time held outside Beijing.

Zhang Yun, German professor
at Ningbo University's School of
Foreign Languages, won the Lit-
erary Translation Award for her
Chinese version of Austrian writer
Karl Kraus's The Last Days of
Mankind. Spanning six years, the
translation earned her the honor as
the first recipient from a Zhejiang
university.

"This award is a tremendous
honor for me, and I feel it also
belongs to Lu Xun's contemporary,
Karl Kraus," Zhang said. "Both
died in 1936. This award is also a
tribute to the Austrian playwright."

Influenced by Lu Xun from
an early age, Zhang was drawn to
Kraus by the shared spirit of cour-
age between the two writers.

Karl Kraus, leading
20th-century ~ German-language
critic and forerunner of the Frank-
furt School, warned against mass
hysteria and hollow rhetoric. The
Last Days of Mankind is his most
important work.

Nearly 1,000-page Chinese
edition features 220 scenes and
over 500 characters. It looks at
WWI civilian life, assembling re-
al-world news fragments to show
how public opinion was shaped to
glorify war.

Though translated into over
30 languages, the complex work
was long considered "untranslat-
able". Zhang completed its first full
Chinese translation, filling a do-
mestic academic gap.

Apart from its huge volume,
the biggest difficulty lay in repro-
ducing hundreds of characters' di-
verse tones and Kraus's biting sat-
ire.

"People often say translation
should be faithful, expressive and
elegant. But lower-class quarrels
are rough; polished elegant word-
ing would distort the original,"
Zhang noted. She added detailed
footnotes for historical context.

"I'm deeply grateful to Ning-
bo University for providing an
open and supportive academic en-
vironment," she said.

Zhang plans to translate more
of Kraus's works to bring his sharp
thinking to Chinese readers.
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