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( : Many social

and cultural roles are played by events and many explicit benefits have been recognized ” .
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Event Economy: Study on a New Model of the Development of Cultural

and Creative Industries
XU Dezhong

( International Academy of Confucianism and Commerce Shanghai University of Finance

and Economics Shanghai 200433  China)

Abstract: Cultural and creative industries( CCIS) is a new industrial form formed with the high development of industriali—
zation and its development mode is constantly exploring and innovating. This paper analyzes the working principles of the “vir—
tuality-imagination” market creativity the “one and many” market aggregation the “time and space” market superposition
and the “government-enterprise-media-consumer” market linkage of the event economy and compares them with core means
and direction of market competition of the CCIS. It sums up “creation + aggregation + experience” as a new development mode
of CCIS. The core of the event economy is “purposeful human creativity ”. Tt not only has good economic prospects but also its
working principles is highly compatible with the logic of market competition in the CCIS which makes this mode and working
principles widely applicable to other areas of CCIS so as to achieve the purpose of rapid accumulation of various elements of
relevant means of production. It provides a new perspective for leapfrog innovation and development of Chinas CCIS in terms of
product market and capital.
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