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Abstract

Annual Report on Development of Cultural Brands in China (2015 ) selected 31
annually general reports on Chinese cultural brands, 15 cultural brands situation sub-
reports, and thirty one annual cultural brands.

Annual Report on Development of Cultural Brands in China (2015 ) makes a
macroscopic summary of the development of Chinese cultural brands in 2014. Based
on the President Xi Jinping’s Talks at the Beijing Forum on Literature and Art,
Chinese culture brand and cultural industry will be a in the new beginning. The new
growth points of Cultural industry sprung up at an increasing rate, the foundation of
cultural brand have further strengthened, and hotspot took place frequently. Cultural
brands constantly growing and expanding provide a powerful guarantee to enriching
people’s cultural life, demonstrating socialist nucleus value, and the leading role of
cultural brands has been further fortified.

Annual Report on Development of Cultural Brands in China (2015) picked thirty-
one cultural brands which have leading roles in each category. Those enrolled
annually cultural brands are based on the general principle of “ economic
measurement, annual achievements, industry reputation, social impact, and brand
value ”, and selected by media, team investigation, experts evaluations, network
ballot, posting and feedback, etc. By recommending those eligible Chinese cultural
brands, Annual Report on Development of Cultural Brands in China (2015) is aimed at
nurturing the rapid growth of Chinese cultural brands and promoting them to the
world.

Annual Report on Development of Cultural Brands in China (2015) summarizes the
brand development of fifteen formats and forms fifteen annually cultural brand sub-
reports which contains: movie industry, television industry, new media industry,
press industry , publishing industry, periodical industry, advertising and public relation
industry, performing arts industry, comic industry, digital publishing industry,

exhibition industry, artistic work auction industry, cultural tourism industry,
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Abstract (—AE

international cultural trade industry, cultural industry park, etc. Those sub-reports
summarize the achievements of various categories of cultural brands in 2015, analyze
the law of the development of each industrial brand, and provide development of

overall situation of various Chinese cultural brands with references.
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