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ABSTRACT

Through the establishment of the international competitiveness of our cultural industry research framework, this
article analyzed the present situation and reason for the international competitiveness of our cultural industry, and
put forward the ways to upgrade our cultural industry, which have practical significance. policy recommendations
were put forward such as creating an environment for cultural industry restructuring, cultivating a culture of
high-level innovative talents and creating an internationally competitive enterprise groups in the culture.
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INTORDUCTION

In combination with culture, economy and scienaétucal soft power plays an increasingly importasie in our
country’s comprehensive national strength, and imesoone of the most important standards to meascoeintry’s
strength. Our country is a cultural power with deeitural deposits and rich cultural sources. ©@0cultural
industry development was listed into the nationatrall development plan, and became national devedmt
strategy. In 2011, cultural industry was establislo@ir pillar industry. The paper focuses on theremitr factors
affecting the cultural trade and puts forward saoeesponding countermeasures and suggestionsh vehto pay
attention to play the radiation effects of citiesid to improve the urbanization level. And we cahamce the
national strength and raise the level of per capit®me, which can increase the cultural consumptieform
cultural concepts and constantly increase the nunabecultural enterprises, expand the economy daflesc
Meanwhile, we can strengthen professional persotra@giing, improve labor productivity; to make fulse of
"spillover effect” of foreign capital, realize theap-forward development of cultural trade.

THE CONCEPT OF CULTURAL INDUSTRY

In 2000, “Cultural Industry” first appeared in tigovernment’s file, which is “China’s 10th Five-YeRtan for

National Economic and Social Development”. Andhistfile, the development tasks and requirementsutifiral

industry were put forward. However, since 1980s,dRpression of the concept of cultural industry &lavays been
a controversial topic in academia of our country Huilin, the expert of cultural industry, defindse cultural

industry as “the industrial system with the produtt exchange and consumption of spirit productsmesn

characteristics”, which emphasizes on the cult@igreducts, has a small scope.

Wan Li, the researcher of Hunan Academy of Soci@#i&es, defines the cultural industry as “all pneductions
and services which can conduct commodity tradingrder to improve quality of human life, especidhy spiritual
life”. And Li Jiangfan, the professor of Zhongshdniversity, insists that the cultural industry fetcollection of
productions and services with cultural charactessin the national economy. The connotation andotiion of
this definition are broad. Although Chinese scholan the definition of cultural industry are difet, the
connotations are basically similar that culturalustry is to provide the cultural products and eew for people. In
order to regulating the statistics and classifaatf cultural industry, the department of statsstieleased the paper
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“Culture and Related Industry Classification”, whidefines cultural industry as “the activities whican offer
cultural, entertainment products and services ¢aias public and related activities.” For the puspoof regulating
the statistics and classification of cultural inmlysthe bureau of statistics released in 2004 ctliure and related
industry classification of the culture industryulttire, entertainment products and services forsihaal public
activity, as well as a collection of activities asimted with these activities".

MICHAEL PORTER “DIAMOND” MODEL

In 1980s, Michael E. Porter, the professor of Haitvidniversity, combines industrial economics withtexprise
strategic management, and put forward “CompetitAdvantage Theory” systematically in the book The
Competitive Advantage of Nations. In the theorye tbommercial environment of one country’s industria
development will affect the strength of internatibmompetitiveness in some industry of one countityich can
make the companies of this country attain competitidvantage. There are six factors deciding comialer
environment, as follows: factor conditions; demammhditions; related and supporting industries; fistrategy,
structure and rivalry; government and chance. Thasefactors consist of the famous “diamond” moddéls
follows)
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Fig.1 Porter "Diamond" model schematic

The first four factors are direct factors affectimglustry international competitiveness. First,téacconditions
which refers to manufacture conditions in the jgattr industry competition, including two elemertiasic element
(natural resource, geographical environment, ckmabndition and primary workers, ect.) and highkiag

elements (high-tech workers and their creativitgiesce and technology institution, modern commuioca
network, ect.). The strength of one country’s indugternational is decided according to the dyadind quantity
of these elements. Second, demand conditions, wiiighis to that domestic market has a certain ddnarthe
products and services of this industry. Third, tedaand supporting industries, that refers to #lated upper
industries and related complementary industriege dévelopment of related industries can strenghbwth sides’
international competitiveness. Four, firm strategfyucture and rivalry refers to how the enterfzriaee founded,
organized and managed. The competitiveness amangriterprises of one industry and the competitegree
among companies of domestic market have a big itgpaimternational competitiveness of this industry

In addition, government and chance are the two ftapb factors which can also affect one country'sao

industry’s competitive advantages. Chance mainfgrseto unexpected events that are beyond the rdvajean

enterprise can control, such as technology innowmativar, etc., and whether the enterprise can fomthstrengthen
the competitive advantages of industry with thedaidontingencies. The government can influencectivapetitive

advantages of enterprises and industries direbtlyugh the formulation of industrial policies. "Biand" model

theory is that industry competitive advantage wél changing with time and conditions, and varicatdrs may
also change constantly. In order to gain a competéidvantage, the enterprises must let the six ffa&itors have a
good mutual cooperation and coordination.

THE ANALYSIS OF REVEALED INTERNATIONAL TRADE COMPET ITIVENESS IN OUR CULTURAL
INDUSTRY

Export situation of a country's industry is relatedhe industry's international competitivenessn&ally, it can be
measured according to market share index and rite sadicators. The concrete index system can begoeed of
the following indicators: first, the market shaeders to the share of a country's cultural prodircthe domestic
and international market, and the more the shheestronger the profitability and the stronger ¢benpetitiveness
of cultural industry; on the other hand, the lessrkat share, the less competitive. The share indecultural
products in the domestic market can be expresseasing the proportion between the sales of a cedaltural
product made in one country on the domestic maaket the total sales of this kind of product in ttemestic
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market. The greater proportion can illustrate tinabne country, the competitiveness of some domestitural
product is stranger. The formula of market share:
D,
= 1 (1)
R T

Note: in the formula (1),D and T respectively refer to the sales of domestic predygroducts and total sales of
market products. And=123---n,n refers to some product.

The international market share refers to the pripoibetween a country's total exports and thd ®tports in the
world. This indicator reflects the proportion ofeonountry's industry or product export in the wamdrket. The
change of international market share can refleztcthange of one country a industry internationahpetitiveness.
International market share can be measured thrtheghrade balance, trade competitiveness indexdamginant
comparative advantage index. Trade Balance iskaewn as net exports (Trade Balance, TB) refethedalance
between a country's total exports and importsderéain period. It is the net income from the intgional trade. To
a specific industry of one country, the positivet mgport illustrates that domestic industry haserinational
competitiveness in the global market; the negatigé export indicates that the international contppetiess is
smaller. The formula of trade balance:
TB=X-M (2)

In formula (2), X and M are separately total expahd total imports of some industry of one coumirg certain
period. Trade Competitiveness refers to the prapottetween the balance of a country's import aqubet and the
total amount of import and export Trade. The indabue is between -1 --- +1. If the value is bigged is closer to
+ 1, the competitiveness is greater; on the contthe competitiveness is smaller; when the vatud j it indicates
that the industry only has import; when the indexli the industry only has export. The formula m@idé
competitiveness index:

e, = XaM: o
Note: in the formula (3),X is gross amount of export, andl is total amount of import;i = 1,23---n, N refers
to some country, some industry or some product.

Revealed Comparative Advantage, RCA refers to tlopgation between the ratio of export gross amafma
country and the export amount of some product &rdcbrresponding ratio in the world. If the valigs 1, this
kind of commodity in the country has a revealed parative advantage; if the parameter values istless 1, its
goods has no revealed comparative advantage. Timal® of revealed comparative advantage:

Xia/Mit
Xowa M e

RCA, = )

Note: in the formula (4),X;, refers to the export of industry or produ@™in the country ‘i ”. X, is the total

amount of export of &’ product or industry in the global markeiX;, refers to the gross export of * country in
the “t” period, and X, is the total exports of global market in thie’ ‘period.

In practical application, we can reduce the wonkt isome area or some countries, and in thesesplagecan carry
through the comparison of the revealed comparatil@ntage. If RCA values is greater than 1, whitticates the
ratio of the commodity export in the country is dgg than that in the world, the commodity of theirtioy has a
comparative advantage in the international market tzas a certain international competitivenessthencontrary,
RCA values is less than 1, which illustrates thedgodon't have a comparative advantage in thenaienal market.
Considering there may be exports and imports inidestry, but revealed comparative advantagerglates to the
comparative ratio of one industry’s or one produieport, which doesn't include the influence efiihport.

CONCLUSION
China has a long history of cultural resources, @htha's economic strength is growing with 30 yedneform and
opening up. Therefore, to build cultural enterpgseup with international competitiveness will bew important

embodiment of Chinese “Soft Power”. The governnuam develop some effective plans to support, fangde, to
offer special funds for the development of cultumednd, to offer special funds for the export dfunal products; to
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cultivate export-oriented cultural backbone enteg®, to encourage them to conduct “go out” andstrational
operation; to develop transnational investment, gews;, acquisitions, and to build China’s culturabdia
multinational companies which can make nationalienak favorite works with international standardsmprove
the overall influence and popularity of Chineseand in the world,
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