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Abstract

Backgroud

With regard to the dominating concept of the embeddedness of media
industry in the environments it roots in, this report integrated a set of scientific and
statistic index of media development, economic development and societal
development to analyze the state and future of their correalations in a clear and
comprehensive way. By developing a framwork of measuring index in term of
China’s Media Development Index ( CMDI) , the research group evaluated media
economic growth and regional differences.

Since the fulfillment of reform and opening-up policy, the Chinese economy
keeps fast and continuous growth and this leads the media sector a prosperity in
many aspects of the industry. One of the contributions of the evolutionary policy
is that it initiated the process of marketization of the old media system and then
achieved great growth of the industry, however, also accompnies with unequal
development of the industry. This sort of differentiation and imbalance is reflected
in regions and displays a complex articulation of media development and its social

and economic context.

Methodology

The construction of an evaluation index should deal with the selection of
analysis units and indexes elaborately. At the beginning stage, the researchers of
this study explore all the possible factors which may influence the media industry

by the qualitative methods on the basis of their comparability, predictability,
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measurability, operationality, as well as the independence and stability , then we
wipe off some indexes through the trial-and-error method. We do this by testing
the relationships between the possible indicators and the media income in
advertisement—the most important index in the media industry and wipe off the
low-correlation indexes. Also, we do this by applying some possible indexes in a
specific province to get an score of media development and then compared it with
the reality in this province and select those indexes which have the best goodness
of fit with the reality. Finally we choose the CMDI by a composition of two
parts, the media industry itself and the media environment. The index has 9
second-level indicators and 18 third-level indicators in the study.

The decision of the weight for each indicator in the social evaluation studies is
vaually carried out by several approaches. In this study, all the selected indexes at
the same level have similar contributions according to focus group study by
interviewing, media scholars and industrial experts. Thus the same level indexes
have the same weights in computing the final indexes. All the first and second

levels of indexes are listed below:

Productivity

Media Development { Profitability

Potentiality

Media Development Indexes Economic Capacity

Economic Structure

Developmental Dynamics

Media Environments
ﬁ Audience Characteristics

Consumption Capacity

L Consumption Structure

For the historical and geographic reasons, each province in China has
different characteristics in culture, economy and politics which make the media
development different form one province to others, in short, media industry
shares high homogeneity within the province and heterogeneity between the
provinces. Thus the analysis unit is 31 provinces in China.

All the data in the study is based on 2006 without special notes which are the

latest data. The data are mainly collected from the following channels:
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1. Annual statistical data of the media administration authorities, like General
Administration of Press and Publication of the People’s Republic of China, State
Administration of Radio Film and Television, State Administration for Industry Commerce,
Ministry of Science, Ministry of Culture etc.

2. Some almanacs on the relative industries and national economy, like China
Statistics Yearbook, China Journalism Almanac, China Urban Life and Price Yearbook
Bulebook of Newspaper Industry etc.

3. Data from relative institutions of media market research. Such as the data
of advertisement from China Advertising Association and data of audience from
CSM, CTR Market Research etc.

Since all the data have difterent units and then have great variations in the
magnitude. The necessary step before computing the score is to transform the

original data to standardized scores (or Z scores) through the following formula;

i

X . . .
Z= B where is the observed value of each index, is the mean of each

index, is the standard deviation of each index through the formula:

] z - (x,—:?)z+(x -:?)2+~~+(at¢,,—37)2

n-1

The standardized data are comparable with each other but the standardized
score of each index just vary from —3 to +3. (about 99.7% of data within this
scope because all the data can be treated as normal distribution). So about half of
the Z scores are minus and for the straightness of observation all the data were plus

3 (Z,,,=Z +3) and then more than 99% of data were positive.

Findings

The economy development has great influence on media industry. Firstly,
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the economy development determines people’s requires for information, and then
determine scope of the media market, which is called the “Principle of Relative
Constancy”. This theory was addressed for the first time by McCombs and had
been testified by many other scholars. The essential idea of this theory is that the
ratio of media consumption to economy development, always represented by
GDP, is a relatively stable number. Economy development growth will provoke
the media consumption to grow by a certain rate. Secondly, media industry in
China is motivated mostly by advertisement, which is also influenced by economy
development to a great degree. This study found that the correlation between
economy development, with the indicator GDP, and media market, with the
indicator advertisement expenditure, is fairly significant. We chose GDP,
economic property index, industrial structure, urbanization rate, per capita
disposable income and per capita consumption expenditure.

For GDP, this study found that most provinces in eastern area are higher than
national average level in both GDP and advertisement expenditure, while most
provinces in western area are lower than national average level in both two
indicators. However, there are exceptions. Provinces include Hubei, Fujian are
higher than national average level in economy development but lower in
advertisement expenditure, which means media market are under-exploited and
there is still potential for future development.

For economic property index, this study found that the correlation between
this indicator and media market are not so significant for several reasons. The most
important one is that economic property index is reflect of future economy
development. It does not always keep the same trend with real economy situation.
Since this study is trying to figure out the potential of media market, we keep this
indicator to make the whole report more future-reflecting.

For industrial structure, this study found a similar geographic trend with GDP

indicator, i. e. provinces in the eastern area are mostly higher than average both in
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industrial structure and media market, while western area lower. But the scatter
plot graphic seems more sprawled, which the relation between industrial structure
and media market is more complex. For instances, Shanxi ( Taiyuan) got high
grade in the industrial structure but low in media market. However, this doesn’t
mean the province has great potential in media development. The high grade in
industrial structure results from its boom of coal industry, which obviously has
little attraction to advertisement.

For urbanization, this study found that there is a fairly positive correlation
between this indicator and media market. From a historical perspective,
urbanization is an essential condition for mass media industry, for urbanization
provides core audience to media and urban area attracts much more advertisement
than rural area. In China, six provinces or minority or Autonomous Region of
Minority Nationalities have great potential for media industry in the urbanization
sense. They are Inner Mongolia, Fujian, Chonggqing, Tianjin, Jilin.

For per capita disposable income and per capita consumption expenditure,
this study found positive correlation between those two indicators and media
market, especially. Tianjin and Fujian are exceptions in both two indicators,
which means there are potential for the two to develop media industry.

All the provinces are clustered according their scores in CMDI into 3 groups:
the first group are the leading regions of Beijing, Shanghai, Guangdong,
Zhejiang, Jiangsu and Shandong, characterised by a developmental model of
harmonious relationship of media and its environment. The second group has 13
provinces and the third group has 12 provinces. The ranking system of CMDI

shows different performances in media development in a comprehensive way.
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