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Preface to the
Blue Book of Creative Cities

Zhang Jingcheng

City came into being while social productivity has developed into a certain stage
and upgrades with the progress of the productivity. Along with the marching of
industrial civilization, cultural development, the growth of the service industry, the
transformation of economic growth and the adjustment of industrial structure, cities
worldwide have by now entered an unprecedented stage as of the era of creative cities.

Creative cities have caught the attention from various fields these years. While the
global competition for limited resources gets heated, sustainable development has
become the only solution for cities, which brings creative economy of high added value
and high efficiency into this historic stage. Creative industries is the parallel phrase to
creative economy, which regards cities as the bases and the core of the development,
and cities is also the place where creative industries started and clustered. On the other
hand, creative industries helped to keep the city vigorous, attract more talents and
strengthen the public image of the city.

From the experiences of world cities such as London, New York, Tokyo, Paris,
and Milan, creative economy has been their common characteristic. First, histories of
these cities have provided them with certain amount of economic, cultural and
technological resources, which is the engine to start and maintain creative economy;
second, all these cities have had sound creative industries which can function as a driving
force for the innovation and economic growth of the city; finally, these cities have
fostered harmonious and tolerant creative ecology through time, which conserves
consumers of creative industries, while attracting more creative industries practitioners.

It can be seen that some Chinese cities have been showing their tendency on the way
to become creative cities, such as large cities of Beijing and Shanghai, medium - size
cities of Qingdao, Xian and even small cities of Yiwu and Lijiang, whose development
paths have been closely followed up in our Chinese Creative Industries Report started in
2006. By now, some cities have had rich experiences, comprehensive data and materials
worthy to be studied, thus the time to carry out a special research has arrived.

Therefore, based on Chinese Creative Industries Report, we decided to conduct a
deeper, more detailed and more characteristic research on some active creative cities of
China, leading to the birth of Blue Book of Creative Cities, which is also an important
part of Creative Series published by China Creative Industries Research Center. We
hope this blue book can function as a faithful recorder, promoter and explorer for every

creative city of China.
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Abstract

Based on Taipei cultural & creative industries’ overall operation and development
in 2013, this Report analyzed Taipei cultural & creative industries’ overall growth
trends, and made deep research on some industries. This Report consists of 6 parts:
Part | is General Report, Part II is about Mass Communication Industries, Part II[
is about Tourism Industries, Part IV is about Digital Content Industries, Part V is
about Art Design Industries, Part VI is about Surrounding Industries.

“General Report” is Chapter I, which examined the overall operation of Taipei
cultural & creative industries, and made a systematic analysis to Taipei cultural &
creative industries customers’ lifestyle and consumption attitudes. Taiwanese
government has proposed the “Cultural and Creative Industries” for ten years, and
the infrastructure of Taipei cultural & creative industries has been established.

This Chapter also discussed these unique characters at present in Taipei.

“Mass Communication Industries” analyzed the transformation of traditional
media (TV, movies, newspapers, books, and etc. ) in the digital era, including
the present situation and trend of Internet TV, micro movie, online journal and e-
book. This Chapter also examined the industry bases, and found out problems and
new ideas of two cultural and creative industries’ focuses; Korean Waves and SNS
opinion leaders.

“Tourism Industries” explored the focuses of 2013 Taipei tourism industries,
such as tourism factory, industrial museum, animal display, road search tool of DIY
tour and so on. These Chapters proposed some specific suggestions to the future
based on the analysis to current situation and characters of Taipei tourism industries.

“Digital Content Industries” mainly analyzed the four high-tech industries;
Augmented Reality (AR ), digital theater, 3D animation, and online game. It
analyzed the current situation and weakness of the convergence of culture and science
& technology by studying main problems of the support of science and technology to

Taipei cultural & creative industries; it also analyzed the transformation and influences

003



B IR RS - it

to Taipei and made a prospect to the trends.

“Art Design Industries” examined the combination between new media art
exhibition and historical relics; it also studied how the exhibition designers adopt
print media to process interactive exhibition marketing to attract audiences. Another
paper in this part adopted the historical approach to examine the system of Taiwan
craft design industries from traditional craft industries, design industries to design field
of cultural and creative industries.

“Surrounding Industries” discussed what is cultural and creative education?
What is the importance of cultural and creative concept in education field? Could the
cultural and creative concept change (or value-added) education? Another paper in
this part focused on the difficulties of Taiwan SMEs via the public sphere theory of
Habermas and new economics theory, which help company to build the concept of

cultural and creative goods design.
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