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Research on Jiangsu Provincial Culture Industry Innovation Development

in “Internet + ” Era

ZHANG Min GU Wei
( School of Marketing and Logistics Nanjing Financial and Economic University Nanjing 210023  China)

Abstract: The appearance of the concept of “Internet + ” provides unlimited imagination and broader incubator to the in—
novation and development of cultural industry that is the important pillar of modern service industry. Through the analysis of the

" era evaluation index system of China cultural industry innovation development. The

relevant factors we build the “Internet +’
results of empirical research on 12 provinces and cities show that the cultural industry innovation and development of Guang—
dong Jiangsu and Beijing take the leading positions and the levels of the eastern region and the Midwest differ very much. The
input-output efficiency of Jiangsu is at lower level and there are few small-scale corporate champion with weaker brands influ-
ence of cultural industry. Therefore we suggest increasing input and output efficiency of the cultural industry innovation and de—
velopment and strengthening cultural industry market entities to promote the overall harmonious development of Jiangsu Cultural

Industry and build the cultural industry well-known brands.

Key words: Internet +; Jiangsu cultural industry; innovation & development; modern service industry
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