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Abstract

Annual Report on the Development of Cultural Brands in China (2018 —2019)
includes a general report and 30 annual cultural brands.

Annual Report on the Development of Cultural Brands in China (2018 —2019)
summarizes the whole development of Chinese cultural brands from 2017 to 2018.
With the robust development of the Internet, cultural brands in China achieved
synchronous development online and offline in the two years, realizing the
transformation and upgrading in many aspects, cultural brands in various areas
including television, movie, game and animation making a breakthrough in
quantity and quality. The new development in technology and market will bring
new challenges to the cultural brands construction. Facing the new development
trends, cultural brands in China should pay more attention to policy, social
benefit, technology and audience and promote the active, healthy, intelligent,
precise and sustainable development of cultural brands.

Annual Report on the Development of Cultural Brands in China (2018 —2019)
picked 30 cultural brands which have leading roles in each category. It includes:
movie brand Wolf Warriors 1I, TV show brand The Name of the People, online
variety show brand The Rap of China, performing art brand Impression - West Lake,
publication and distribution brand Chinese Universe Publishing and Media Group,
broadcasting and film group brand China International Television Corporation,
new media brand Oriental Pearl Group, cultural technology brand Migu
Company, content industry brand iQIYI, Internet media brand EE — Media,
newspaper brand Reference News, periodical industry brand Cuaijing, electronic
publishing brand iReader Technology, transmission brand Hangzhou Prevail
Optoelectronic Equipment Company, museum brand Hunan Provincial Museum,
Internet brand Meituan, live streaming brand Huya, online game brand Glory of

Kings, advertising agency brand SOSIGN, digital animation brand ROCEN,

003



AR R B S

video brand Bilibili, cultural tourism brand Mount Wuyi, folk arts and crafts brand
Tianjin clay figurine Zhang, cultural platftorm brand Shanghai Creatoo, online
movie brand Soul Ferry to the Yellow River, printing industry brand Shengtong Print,
auction industry brand Shanghai Duoyunxuan, cultural park brand White Horse
Lake Eco-creative City, intangible cultural heritage brand Kunqu Opera, exhibition
brand Canton Fair. 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 recommendation, 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 (2018 —2019) is aimed at nurturing the rapid growth of

Chinese cultural brands and promoting them to the world.
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