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Abstract

Annual Report on Development of Cultural Brands in China (2012) selected a general
report, sixteen cultural brands situations, thirty-three annual cultural brands.

General report makes macroscopic summarize to the Chinese cultural industry
development in 2011, and points out that, at the beginning year of “The 12th Five-
year Plan”, the reform of cultural system in China entered a key phase of assault
fortified positions. Governments at all levels and all departments have been promoting the
development of cultural industry policy, state-owned cultural unit restructuring has got a
marked effect. Various kinds of cultural industry developed greatly, and have received
impressive achievements. This includes journalism and publishing industry, movie
industry, television industry, cultural tourism industry, exhibition industry, artwork
auction industry, Comic industry etc. Cultural industry market leader and cultural
brands produce notable effect. The year of 2011 is the “ Golden Big Year” of cultural
industry in our country. Leading enterprise and cultural brands are constantly
emerging. However, there are challenges ahead in Chinese cultural industry. The future
development of Chinese cultural industry must use of opportunities and meeting
challenges, selects developmental direction, and moving forward to a higher level.

Cultural brands situations includes traditional cultural situations and emerging
cultural situations. The former contains movie industry, television industry, press
industry, publishing industry, periodical industry, performing arts industry, audio and
video Industry, artistic work auction industry, and international cultural trade
industry. The latter includes new media industry, cultural creative industry, comic
industry, digital publishing industry, advertising and public relation industry,
exhibition industry and culture tourism industry. Cultural brands format report
summarizes achievements of all kinds of cultural industry, analyses the laws of
development of each brand, especially centers on the successful experiences of various
cultural brands and leading enterprises, and then gives several well targeted developing
suggestions.

The thirty-three cultural brands are selected in this book, which based on the

general principle of “ economic measurement, annual achievements, industry



reputation, social influence and brand value”, and picked by media, network ballot,
team investigation, experts evaluations, posting and feedback, etc. Through the
recommendation of these enrolled Chinese cultural brands, we are aiming at cultivating
Chinese cultural brands grow up quickly, and promoting Chinese cultural brands go

towards the world.
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