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With the continuous development of social economy and the continuous progress
of Internet technology, China’s globalization process is also accelerated, and the alliance
with other parts of the world is becoming closer and closer. With the promotion of open
communication and interaction, the relationship between communicators and audiences has
changed dramatically.

The development of China’s media economy began in 1978. In 1978, the Third Plena-
ry Session of the Eleventh Central Committee of the Communist Party of China made it clear
that the focus of the work of the whole Party and the whole country was economic construc-
tion, and put forward the policy of reform and opening up. Under the guidance of this cor-
rect policy.

Current situation of media industry in China.

China’s media industry structure is made up of different media forms, including ten
major industries, including newspapers, books, periodicals, radio, television, movies, audio-
visual, simultaneous interpreting, Internet, mobile media and advertising. In addition to the
traditional media forms such as books, newspapers, periodicals, radio, television, films and
advertisements, new media forms including microblog and Internet of things are emerging
in the Internet industry characterized by scientific and technological innovation and applica-
tion. The real state of these media forms can be described by the main data in the table be-
low. It can also be seen from the performance of the media industry in recent years that the
newspaper, periodical, book, audio-visual and other industries have no obvious change
in product types and the number of enterprises, and the industrial foundation is developing
slowly and lacks vitality. Accordingly, the number of cinemas and screens increases year
by year directly reflects the continuous growth of the film industry; the rapid growth of In-
ternet users and mobile phone users is also an important driving force for the development
of the network industry. The growth rate of China’s media industry has slowed down, and
the market of periodicals and newspapers continues to shrink.
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Picture 1. — The growth rate of China’s media industry

The overall development level is low. Although there are many TV media in China,
they are small in scale and weak in competitiveness. The domestic media industry is in ur-
gent need of industrial integration and concentration. In addition, the degree of internation-
alization of China’s media industry is low. The internationalization of China’s film and televi-
sion industry is still very low. Internationalization is the guarantee of the competitive vitality
of enterprises. It is difficult for enterprises to be competitive if they operate in a closed way
for a long time.

Moreover, the policies and regulations are not matched and the management mech-
anism is rigid. China’s current media industry policies and regulations seriously lag behind
the establishment and development of the socialist market economy, hindering the growth
of China’s media industry.

In the subdivisions of core media industries, mobile data and Internet business reve-
nue increased by 21.5%; online advertising revenue increased by 12.6%, significantly slower
than the growth rate of more than 25% in previous years, which may be due to the impact
of overall economic growth slowdown on the advertising industry. At the same time, the ad-
justment of media content regulation policy is also an important factor. The regulation
of traditional media and network media tends to be the same. Due to the impact of capital
market and the suspension of the review of the version number, the scale of China’s online
game market increased by 5.3% year on year, the slowest growth rate in recent years.
In terms of radio and television media, the revenue of radio and television advertising in-
creased slightly by 1.3%, among which the traditional TV advertising business encountered
great pressure. According to the report statistics, the compound annual growth rate of the
global entertainment and media industry market in the next five years will be 4.2%. Due
to the increase of uncertain factors in the global political and economic situation, the devel-
opment speed of the media industry will slow down. China’s stable political and economic
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situation has created a good development environment for the media industry, which is ex-
pected to grow at twice the global rate. In recent years, the total scale of China’s core media
industry has reached 1896.67 billion yuan, an increase of 16.6% year on year. Last year, the
total scale of China’s media industry reached 209595 billion yuan, breaking the 2 trillion
mark. The growth rate of the media industry decreased from 16.6% in 2017 to 10.5%, but
it still maintained double-digit growth. The overall pattern of the media industry kept stable
while undergoing deep structural adjustment and policy regulation adjustment.

An analysis of the development trend of China’s media industry.

In the media society, the media is the axis, all people’s activities are connected
through the media axis; in the information society, all people’s activities are information
centered. With the development of science and technology, new media has gradually be-
come the leading force.

Marketing thinking is also imperceptibly changing people’s lives. The new media net-
work marketing represented by wechat and Weibo has stepped out of the commercial pace,
and their unique marketing mode has revealed unlimited business opportunities. Only the
immaturity of the model makes it unable to achieve a faster leap. With the continuous ex-
ploration and improvement of new media, once the new media marketing mode is mature,
it will be able to form and construct its own business and marketing space in the Internet
business tide.

Since media society and information society belong to the same social category, why
put forward the concept of media society? The emergence of any new concept has its specif-
ic research content. As the concept of media society, its core is to study the media and
its position and role in social and economic activities. Information is only studied as the con-
tent transmitted by the media, with the purpose of explaining the effectiveness of the me-
dia, not the information itself. This particular research object not only highlights the charac-
teristics of the media society, but also distinguishes the media society and the information
society. In addition, the concept of media society not only highlights the concept of media,
but also takes it as the pillar or axis of social activities, which fully shows the role of media
in economic and social life, so as to improve people’s understanding of media and better
play the role of media.

Media market refers to the whole market composed of various media product mar-
kets centered on media, including hardware media market and software media market. The
so-called hardware media market refers to all kinds of media equipment market. For exam-
ple, printing media equipment market, electronic media equipment market and other media
equipment market. The so-called software media market refers to the market composed
of various manuscripts, programs, books and other products, such as newspaper market, ra-
dio and television market, book market, etc. From the above analysis, we can see that the
media market is an information market with a wide range of contents, and its forms are also
diverse. Regardless of the form of media market, every media market must be able to pro-
vide consumers with sufficient media products and services; media consumers must con-
sciously and voluntarily consume these media products and services For the overall devel-
opment trend of the media industry, Cui Baoguo, Professor of the school of Journalism and
communication, Songhua University, said: the development of China’s media industry ac-

477



counts for 1 / 7 of the world’s media industry, which matches the volume of China’s eco-
nomic development;

The development speed of China’s media industry is slowing down steadily, which
is not only related to the macroeconomic adjustment, but also related to the national media
policy reform and content regulation adjustment; The development of media industry has
entered the era of mass self media communication. Mass media, platform media, self media
and other media forms coexist and compete with each other; Great progress has been made
in the integration of traditional media and network media, but the differentiation between
traditional media and network media is becoming more and more obvious. The development
orientation of media industry and media career needs further exploration and clarification.
Under the background of digital economy, cyberspace, 5g and artificial intelligence, the me-
dia industry will become more complex and usher in a new period of opening, the future de-
velopment trend of media is influenced by the changes of Sino-U.S. Relations and the world
pattern, which has great uncertainty.

Media reported the development of China’s media industry. The report makes an in-
depth analysis of the development status and trend of China’s media industry, interprets the
annual hot spots of the media, analyzes the business model innovation and investment trend
under the guidance of new technology, and draws on the development experience of the
media industry of all countries in the world, so as to provide a forward-looking reference for
the ongoing changes of China’s media industry. According to the prospective analysis, oppor-
tunities and challenges coexist in China’s media industry in the future, which will present the
following development trends.

Difficulties faced by China’s economic media industry.

The Internet provides a platform for every user to express their opinions and opin-
ions. The audience can display themselves on the media platform by means of graphics, mu-
sic, video, etc. at this time, the audience is not only the receiver of information, but also the
disseminator of information. In the process of creating information, the audience has creat-
ed the relationship between supply and demand in the media market from "supply exceeds
demand" to "supply exceeds demand".

Today’s media industry is characterized by fragmentation due to massive data, which
requires the audience to understand the screening of valuable information and the removal
of dross information. The media industry also needs to rectify the operation mode of the
whole market, so that it can further develop towards standardization, civilization and inte-
gration. The media industry may fall into the Matthew effect, the stronger the stronger: be-
cause the state policy supports the listing financing of qualified cultural enterprises, encour-
ages the merger and reorganization of more powerful cultural enterprises, social capital and
media capital can borrow from each other, and many non political newspapers have com-
pleted the task of enterprise restructuring, the future development of China’s media indus-
try will be better followed The environment in which the principle of marketization operates.
With the strong development momentum of network media and mobile media, the tradi-
tional media has been challenged severely. The profit model has become the decisive factor
to measure the success of the media industry. After the transformation of the media indus-
try into an enterprise, it will be tested by the market, and the investment and operation will
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be developed from single operation to diversified operation according to the law of market
economy. This has both the factors of new media and the influence of economic situation.
However, no matter what the situation is, it is a wake-up call to the traditional media:
it is difficult to maintain the development of the media by advertising alone.

Media promotes communication and understanding among countries. The globaliza-
tion of politics, economy and culture is based on mutual understanding. Especially the net-
work media and the influential well-known media of various countries play an important role
in the process of globalization. Therefore, we must do a good job in the media industry
to promote the development of China’s media industry and promote economic development

Although the media plays an increasingly important role in promoting economic de-
velopment, there are still problems that need to be improved. China’s media industry start-
ed relatively late. The traditional mainstream media has long been responsible for the au-
thoritative reports of national policies and leaders speeches, and relatively ignored the voice
of the people. With the impact of popular and commercial media, the degree of public at-
tention has been weakened. But the economy can develop well not only when the govern-
ment makes policies, but also when the people are the first contacts and beneficiaries, who
can empathize with each other to find the characteristic economy suitable for local devel-
opment, and put forward reasonable ideas.

In recent years, the media hype has been increasing, which has seriously damaged
the principle of objective, fair and comprehensive reporting. Some propaganda reports re-
port without full understanding, and publish their own thoughts to control the audience’s
mood, which to a large extent destroys the professional ethics of the media people, and vio-
lates the accuracy and objectivity of the facts. In addition, some media, driven by economic
interests, intentionally or unintentionally lose their due independent critical attitude. This
kind of bad practice has seriously harmed the image of the media itself, which will inevitably
lead to the audience’s rejection, thus affecting the trust of the audience. Any other publicity
of the media in the future will not get the economic benefits.

We should have a basic judgment on the development of the media industry. That’s
the intellectual property law that beat the brain. The basic logic of the development of cul-
tural industry depends on how its endogenous power combines with the market to make
money. Although a huge amount of money does not necessarily equal high-quality content,
high-quality content must be supported by a considerable amount of capital flow. This flow
cannot always rely on external financial support, but must depend on the stable flow provid-
ed by the cultural industry form and endogenous operation mode. Based on the income
source accounting, we can put forward targeted input indicators for producers to guide their
positive development.

But the question is, does the whole cultural media industry have a reliable industrial
model to support its innovation and development? According to the situation we mentioned
above, most of the enterprises have died suddenly, except for the individual enterprises who
realize that they want to make original works. In the original enterprises, there are different
grades. Some enterprises are big but not strong, and spend a huge amount of subsidies
to reward the original team, but in the logic of operation and distribution of revenue,
it seems very subsidized.
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In today society, whether it is radio, television, network platform, or major shopping
malls, streets and lanes, the media is everywhere. The media plays an important role
in promoting the economic development of our country. Through the ubiquitous media
communication channels, people’s choice of commodities largely depends on the daily ad-
vertisements, and businesses get endless profits, so as to achieve the media and economy
A perfect ending for common development.

In a small sense, the weight of local media in China’s media industry has begun to in-
crease Leading by mixed system, private enterprises show outstanding performance in New
Media The traditional news media is dominated by state-owned enterprises such as news-
papers and TV, which can be directly controlled by the party and the government. With the
development of socialist market economy, private enterprises and individual businesses be-
gan to flow in. The media industry environment is no longer dominated by traditional state-
owned capital and mixed enterprises. The new media market is outstanding because of the
advanced rate of private enterprises. In a pluralistic society, the media industry needs
to publicize the unitary requirements of the country, and also needs to express pluralistic
opinions. Pluralistic development is a good thing, but it may also lead to a chaotic situation
of "unclear theme and four noises". The state media and party and government organs
should conform to the trend of Internet development and the call of Comrade Xi, accelerate
the construction of their own media platform, and consult with private enterprises,
so as to implement the principles and policies of "party management media" and consoli-
date the leading position in the new media.

How to deal with the problem?

Technology changes media form, media form determines content, content meets au-
dience’s use, and audience promotes technology progress again. Nowadays, the "central
kitchen" mode of people’s Daily has been operated normally, which has made an important
contribution to promoting the optimal allocation of news production resources. High quality
content can be adapted to multiple channel terminals. With the continuous development
of new technology, mainstream media still dominates the news market with its authority
and credibility. However, we need to be alert that only by continuously following up new
technology and ensuring the combination of content quality and technology production can
we make great progress. We should vigorously promote the cultivation of media talents. The
employment direction of media industry management major: media, media enterprises,
government departments, universities and other related fields. The employment direction
of international cultural trade major is: senior professionals engaged in foreign cultural
trade, management, research, hairstyle, planning and other aspects in cultural media institu-
tions, foreign economic and trade departments, enterprises and institutions, and govern-
ment agencies. Only with the talented as the foundation, the media economy will develop
more and more rapidly, and use its own development to boost the development of the na-
tional economy.

The employment direction of cultural industry management major: media enterpris-
es, government departments, universities and major enterprises and institutions. The overall
development of the media industry is stable, but the structure has undergone profound
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changes. China’s economy maintains a steady growth trend, and the media industry is ex-
pected to continue the momentum of rapid growth. With the promotion of triple play and
the development of new media, there is still a huge market space for China’s media industry.

=

References

(PEIEFELFTNRR) BSE. pEEEARF HMR.2007.065 01011516
(FEAFERD  PEGRHLFRERSE (2019) ). NEFH FERERFET
5EEBFR, PEGERXKFEEZLFTMRA. 2B F XX HE AR S H R
S 11923
(FrERICH %) BRI FE AR HBIRH.2007.9. 5% 11576
(PEFTEEEE). 5 NF IERKFEHRE.2007.5F 0158152

481



MwuHucTepcTBo obpasoBaHua Pecnybamkm benapyco

MoNOUKMI rocyaapCcTBEHHbIN YHUBEPCUTET

YCTONYMBOE PA3BUTUE SKOHOMMUKMU:
MEXAYHAPOAHbIE U HALUMOHA/IbHbIE ACMNEKTDI

INEeKTPOHHbIN COOPHUK CcTaTel
IV MexayHapoAHOW Hay4yHO-NpaKTnyeckom online-koHpepeHumnu

(HoBononouk, 26 Hoabpa 2020 .)

Tekcmogoe 3neKmpoHHoe u30aHue

Hosononouk

MoNoUKMI rocyaapCcTBEHHbIN YHUBEPCUTET
2020
06 n3pavmn -1, 2



1 — AONONHUTENbHbIN TUTYNbHbIA 3KpPaH — cBeaeHMNs 06 n3gaHum

V/IK 338.2(082)

YcToitumBoe pasBUTUE 3KOHOMMKMU: MeXAYHApoAHble WU HauWOHa/bHble
acneKTbl [DN1eKTPOHHbIN pecypc] : 3NeKTPOHHbIN cbopHUK cTaTen IV MexayHapoaHom
Hay4yHO-NpaKkTMyeckoi online-koHdepeHumnn, Hosononouk, 26 Hoabpa 2020 r. /
MonouKkun rocyaapcTBeHHbIN yHuBepcuTeT. — HoBononouk, 2020. — 1 aneKTpoH. onT.
auck (CD-ROM).

BnepBble  maTepuanbl  KOHdpepeHUMM  «YCTOMUMBOE  pPasBUTME  SKOHOMUKU:
MeXKAYHAPOAHbIE M HALLMOHA/IbHbIE acneKTbl» 6blin M3gaHbl B 2012 roay (neyaTtHoe nsgaHue).

PaccmoTpeHbl gemorpadmyeckme U MUrpaLMoHHbIe NPOLEcChl B KOHTEKCTE YCTOMYMBOTO
pa3BUTUA ISKOHOMMKKM; 0OO3HAYEHbl TEOPETUYECKME OCHOBbI, MPAKTUYECKME acCMeKTbl
yrnpaB/feHNa Yes/loBEYECKMMM pecypcamu; BbiIBAEHbl U CUCTEMATU3NPOBaHbl ApaliBepbl
WMHK/IO3MBHOIO 3KOHOMMYECKOro pocta B benapycn u 3a pyberkom; pacKpbiTbl aKTyasibHble
dVHaAHCOBbIE M 3KOHOMMYECKME acCMneKTbl PasBUTUA OTpacinei; npuBeaeHbl aKTyasibHble
npob6nembl M TEHOEHUMM pPasBUTMA JIOTUCTUKM HA COBPEMEHHOM 3Tane; OTPa*KeHbl
COBPEMEHHble TEeHAEHUMM COBEpPLIEHCTBOBAHUA  (OUMHAHCOBO-KPEAUTHOrO  MEXaHU3Ma3;
OCBeLLEeHbl akTyanbHble Npobiembl yyeTa, aHaM3a, ayAnUTa B KOHTEKCTE YCTOMYMBOrO PasBUTUSA
HALMOHA/bHbIX M 3apybeXKHbIX 3KOHOMUYECKUX CUCTEM; MPe/cTaB/eHbl HOBelline Hay4yHble
NUCCNeloBaHUA Pa3/IMUHbIX acneKkToB (GYHKUMOHUPOBAHUA COBPEMEHHbLIX KOMMYHUKaTUBHbIX
TEXHONOTrUN.

[nsa Hay4yHbIX pabOTHUKOB, JOKTOPAHTOB, aCMUPAHTOB, AEUCTBYHOLLIMX MPAKTUKOB U CTYAEHTOB
yupexxaeHuii Bbiclliero obpasoBaHuMA, U3yUatoLLMX SKOHOMUYECKME ANCUMNAUHDI.

CbopHUK 8KawuyeH 8 [ocydapcmeeHHbIl peaucmp UHGOPMAYUOHHO20 pecypca.
PecucmpayuoHHoe caudemesnbcmeo Ne 3061815625 om 23.05.2018.

Ne rocperucrtpauumu 3061815625
ISBN 978-985-531-720-4 L] MonouKui rocygapcTeeHHbIn yHMBepcuTeT, 2020



2- ,EI,OI'IOﬂHVITEﬂbeIﬁ TMTyﬂbelﬁ 9KpaH — npon3BoAaCcTBEHHO-TEXHNYECKMNE CBEAEHUNA

Ona co3paHua 3anekTpoHHoro cbopHuka crtaten |V MexayHapoaHowm
Hay4YHO-NpakTuyYeckon online-koHdpepeHUMN «YCcToMYnBOE Pa3BUTUE IKOHOMMUKMU:
MeXAYyHapoaHble U HaUMOHaNbHbIE aCMEKTbI» UCMO/Ib30BaHbl TEKCTOBbLIN MpoLEeccop
Microsoft Word n nporpamma Adobe Acrobat XI Pro ana cosgaHma 1 npocmoTpa
3/1EKTPOHHbIX Ny6MKaumin B popmate PDF.

KomnbioTepHbiii AnsaiH obioxkkn M. C. Myxomoposoli
TexHunuyecknii pepaktop C. E. Pacosa, A. A. lMpadudosa
KomnbloTepHasa sepctka T. A. [apbaHosa

MognucaHo K ucnonb3osanmio 27.01.2021.
O6bem usgaHus: 18,8 M6. 3akas 019.

M3patenb u nonurpadmyeckoe UCNoNHEHME:
yupexaeHue obpaszosaHma «[0NOLKNIA rOCYAapCTBEHHbIN YHUBEPCUTETY.

CBMAETeNbCTBO O roCYAapCTBEHHOMN permcTpaLmm
nsgartens, U3roToBUTENA, PACNPOCTPAHUTENA NEYATHbIX U3LaHUM
Ne 1/305 ot 22.04.2014.

JIN Ne 02330/278 ot 08.05.2014.

211440, yn. bnoxuHa, 29, r. Hosononouk, benapycb
Ten. 8 (0214) 53 05 72,
e-mail: i.pozdnyakova@psu.by





