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Executive Summary 
 
The Online Copyright Industry Research Base of National Copyright Administration of 
China published the Report on the Development of China’s Online Copyright Industries 
(2018)(the “Report”) in Beijing on April 26, 2019. According to the Report, the market size 
of China’s online copyright industries (the “Industries”) reached RMB742.3 billion in 2018, 
16.6% more than 2017. User payment amounted to RMB368.6 billion, 15.8% more than 
2017. The Industries continued to boom, featuring expanding market size and user base 
in the various segments, accelerating digitalization of traditional cultural industry and 
emergence of new industrial structure and profit models.  
 
In 2018, online news, online games (including e-sports) and online videos (including 
animations) became the three pillars of the Industries, representing a total share of 85%. 
Short videos, online animation and comics (“A&C”) and other emerging industries thrived, 
with their profit model maturing, market share enlarging and industrial structure diversifying. 
Convergence of new media became a trend in 2018. Online media represented a market 
of RMB290.4 billion, up by approximately 30% YoY, and attracted a user base of 675 million, 
including 653 million for mobile news service. Thanks to the rise of mobile e-sports and 
social games, online games amassed a market size of RMB248 billion and user base of 
484 million, including 459 million for mobile games. For e-sports in China, competition 
events increased and the training of professional players regularized. The popularization 
of OTT (smart TV and networked set-top-boxes) and other hardware drove the take-off of 
online videos, whose user base crossed the mark of 600 million in 2018. At-home 
consumption of online videos mainstreamed, and video quality dramatically improved.  
 
Digital reading and online A&C also gained headway in 2018. Online literature market 
scaled up to RMB9.05 billion, and gained 50 million new users. Paid reading and copyright 
adaptation propelled the growth of this market. The growth of users born in the 1980s and 
1990s (the “80’s and 90’s”) gave impetus to the consumption of online A&C, and pushed 
this market to RMB14.16 billion, up by 53% YoY, and its user base above 200 million, with 
active exploration made for new profit models. The business model of “music+” rapidly 
prevailed for online music, a market of RMB22.6 billion, up by 29% YoY. In 2018, short 
videos attracted RMB648 million users, and delivered a 170% growth of monthly usage 
time, making this segment the fastest growing attraction of traffic. In contrast, live 
streaming’s user base slightly shrank to 397 million. However, the popularity of e-sports 
spurred the development of game streaming, and turned it into a market of RMB14 billion, 
up by 62% YoY. Both quality and profitability improved for live streaming.  
 
The dynamics of the various segments exhibited new trends of the Industries in 2018. 
Industry players assumed more social responsibilities, and more actively engaged 
themselves in promoting traditional culture, mainstream values and the people’s cultural 
wellbeing. The protection of online copyright enjoyed a more robust regime, and increased 
awareness among both businesses and users. This provided creators with a better 
environment of creation. Technological progress advanced the cross-segment 
convergence in the Industries, enabling constantly innovated approaches to creation and 
emergence of more works and ideas. Following the leading enterprises, the Industries 
achieved higher export, and earned more international recognition for the Chinese culture.  
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1 Definitions and Scope 
 

1.1 Definition and Categories of Online Copyright Industries 
 
In 2003, World Intellectual Property Organization (“WIPO”) published a Guide on Surveying 
the Economic Contribution of the Copyright-Based Industries (the “WIPO Guide”), in order 
to offer a practical guidance for countries to survey and measure the size of copyright 
industries, and set up comparable metrics and methodology.  
 
According to WIPO, copyright industries refers to the activities or industries where 
copyright can play an identifiable role, and a collection of many copyright-related industries 
in the national economy. These industries all exist based on the copyright system. Their 
development is all closely linked to copyright protection. WIPO classifies the copyright 
industry into core copyright industries, interdependent copyright industries, partial 
copyright industries and non-dedicated support industries. It is noteworthy that the WIPO 
Guide highlighted the special role of the internet, and indicated that “the creative side of 
internet products and services will probably qualify as part of the core copyright industries 
in the future.” 
 
This study has followed WIPO’s approach, and defined online copyright industries to be 
the collection of online economic activities and industries existing on the basis of the 
copyright system and closely linked to copyright protection; such online economic activities 
and the basic vitality of sectors are rooted in the copyright and the legal protection of the 
associated rights of their key online products, applications and services.  
 
Likewise, we also classify online copyright industries into four groups, namely the core, 
interdependent, partial and non-dedicated online copyright industries. 
 

1.2 Concept and Connotation of Core Online Copyright Industries 
 
According to WIPO Guide’s approach, core copyright industries differ from the others for 
their direct reliance on copyright protection, without which they will either cease to exist as 
a standalone industry, or exist, if at all, in a very different form. In stark contrast, other 
copyright industries do not directly rely on copyright protection. Thus, “core online copyright 
industries” as defined in this Report exclude “interdependent online copyright industries”, 
e.g. hardware manufacturing, and “partial online copyright industries”, e.g. engineering of 
peripheral commodities.  
 
Core online copyright industries refer to the industries that are wholly engaged in the 
creation, production and manufacturing, performance, communication and exhibition, or 
distribution and sales of content with network technologies and applications and in reliance 
of the network and copyright protection.  
 
Being the most important among copyright industries, the core copyright industries are the 
key indicator reflecting the contribution of the overall copyright industries to the national 
economy, and the priority of national surveys. By the same token, core online copyright 
industries are the center of gravity for the online copyright industries. Therefore, this Report 
focuses on China’s core online copyright industries. For the sake of brevity, “core online 
copyright industries” are abbreviated as “online copyright industries” for the rest of this 
Report.  

 
1.3 Sub-Categories of China’s Core Online Copyright Industries 

 
China’s core online copyright industries comprise the following ten sub-categories: 
 

1) Digital reading: it refers to the literary and semi-literary works published or disseminated 
by writers through the internet in texts as the means of expression for internet users to 
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read on a paid or unpaid basis, including e-books, e-magazines and interactive book 
applications. This Report focuses on the user base, overseas development and IP value 
of China’s online literature.  
 

2) Online video: it refers to the online video-on-demand (“VOD”) service using streamed 
media as its playback format, including VOD on PC clients, PC webpages and mobile 
applications. This Report focuses on the development indicators of non-animation films, 
TV, variety shows and proprietary drama, such as user base, paying user base and IP 
adaptations.   

 
3) Online A&C: it refers to the surreal images and audio-visual works carried by A&C and 

distributed via the internet, including the digital comics distributed by online comics 
platforms and animation films and TV series played on online video sites for children. This 
Report focuses on such indicators as user base, market size and IP adaptations.  
 

4) Online games: it refers to connected PC client games, PC web games, mobile platform 
games, e-sports and mobile e-sports, excluding home console games and offline arcade 
games. This Report focuses on the user base, market size, export volume, IP adaptations 
and market size for (mobile) e-sports.  

 
5) Online music: it refers to such online music platforms as those via PC webpages, PC clients 

and mobile applications providing music services for users to listen to, download, watch 
and interact, including online karaoke but excluding value-added telecommunication 
services (e.g. ringtone). This Report focuses on its user base, market size, user payments 
and sharing.  

 
6) Online news: it refers to news and we-media content disseminated via the internet, 

expressed in plain text or rich media, pushed by PC webpages and mobile applications for 
internet users to read on a paid or unpaid basis, including news aggregation applications 
and paid knowledge applications. This Report focuses on its user base, market size and 
user payment. 

 
7) Live streaming: it refers to the audiovisual services which are streamed for users to listen 

to, watch and interact online in real time, including live video streaming on PC and mobile 
applications, particularly games, showrooms and other pan-entertainment live streaming 
formats. This Report focuses on its user base, market size, virtual gifts and user payments.  

 
8) Online short video: it refers to the clearly fragmented video content shorter than five 

minutes and played on PC or mobile devices, including the content on dedicated short 
video platforms and the short videos on comprehensive platforms. This Report focuses on 
its user base, market size, duration of uses and convergence with other types of copyright 
content.   

 
9) AR/VR content: It refers to the consumer-class audiovisual and gaming content created 

with augmented reality (AR) and virtual reality (VR) technologies. This Report focuses on 
its market potential and potential user base. 

 
10) Online distribution platform: It refers to application stores of mobile platforms, including 

those pre-installed by device manufacturers and those developed by third parties, as well 
as leading applications which support the function of content distribution. This Report 
focuses on its user base and user activity. Note that online distribution does not produce 
copyright contents, and is not included in the market size of online copyright industries.  
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2 Development of China’s Online Copyright Industries in 2006-2018 
 

2.1 Size and Structure of the Industries in 2018 
 
In 2018, the market size of the Industries was RMB742.3 billion, 16.6% or RMB105.9 billion 
more than the RMB634.5 billion registered in 2017.  
 

 
 

Note: The market size of the Industries includes digital reading, online films, TV and variety 
shows (excluding animations), online A&C, online games, online music, online news media, 
live streaming, online short videos and AR/VR content. So far, online application 
distribution is excluded.  
 
The Industries maintained robust growth. From 2013 to 2018, their size tripled from 
RMB215.78 billion to 742.3 billion, with a CAGR (compound annual growth rate) around 
30% over the years. Despite the deceleration of their expansion in the recent couple of 
years, content quality improved notably, and fine works emerged incessantly. Moreover, 
minor protection, poor content quality and other problems accumulated in the Industries 
over a decade were recently ameliorated to a large extent, and their solutions clarified, 
echoing the overall economic strategy of “lower speed but higher quality”.  
 
In relative terms, the Industries’ share of GDP (RMB742.3 billion out of RMB90.03 trillion) 
increased from 0.769% in 2017 to 0.825% in 2018, gaining 0.056%.① Responding to the 
volatility at home and abroad, the Industries proactively adjusted their structure, improved 
creation quality, expanded presence overseas, adopted new technologies, restarted the 
journey from a new starting point, and achieved the overall aim to develop both steadily 
and swiftly.  
 
By market structure, online news media, online games and online videos constituted the 
center of gravity of the Industries, and accounted for 85% of the market. Such emerging 
segments as short videos and online A&C exhibited a strong momentum, maturing profit 
models and expanding market share, and helped to diversify the structure of the Industries.  

 
① According to Chinese Academy of Press and Publication, CNNIC, China Audio-video and Digital Publishing Association, 
China Advertising Association, iResearch, Analysys, EntGroup, research department of leading securities companies and 
calculations by Tencent Research Institute, February 2019. Note that the statistical parameters of online copyright industries 
differ from those of GDP, and industry scale differs from added value.  
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It was particularly noteworthy that user payment approached RMB368.6 billion in 2018, up 
by 15.8% YoY. From 2016 to 2018, this figure augmented by nearly RMB150 billion, and 
its share in the total market size enlarged from 44% to nearly 50%. Among the various 
sources of payment, such leading drivers as online games and live streaming lost speed, 
but online videos and digital reading enhanced their operation of paying users, provided 
them with improved and individualized content, and made them more willing and loyal to 
pay.② 
 

 
 

 
The Industries could not steadily scale up without the increase of user base and traffic. 
While the demographic dividend of online population was waning in China, internet 
companies localized their footprint, penetrated deeper into tier 4 and 5 cities as well as the 
countryside, and kept the momentum of traffic growth. On average, daily usage of mobile 
internet users in 2018 was one hour longer than 2017, up by 22.6% YoY, much longer than 
the mere 13-minute extension achieved in 2017.  

 

② Data Source: Chinese Academy of Press and Publication, CNNIC, China Audio-video and Digital Publishing Association, 
China Advertising Association, iResearch, Analysys, EntGroup, research department of leading securities companies and 
calculations by Tencent Research Institute, February 2019. Online news media include not only pure-play news websites and 
applications, but also copyright-generating vertical media, social media, we-media, media community, search engine 
community and search alliance websites, but excluding e-commerce sites. 
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Such extension was mostly driven by certain new segments, particularly the explosive 
growth of short videos in the past two years. Users liked them for their unique way to 
produce and distribute content, and spent long time on them. They realized a 300% 
hypergrowth, far outpaced other segments,③ and stood out as a dark horse. Spurred by 
short videos, live streaming, the previous locomotive of usage time, exhibited a new 
paradigm. Although users were less active, their business was also highly successful 
because streaming technologies deepened their integration with verticals, set off online 
education, game streaming and other new models, and engaged numerous users. In 
addition, music short videos, VR/AR games and other sectors were also promising and 
well positioned to lead new developments of the Industries.  
 

 
 

2.2 Diversifying Revenue Model of the Industries  
 
Over the years, the Industries developed a revenue model mainly relying on 
advertisements, user payments and copyright transactions. Segment-specific revenue 
model underwent some changes in 2018.  
 
As a key pillar of the Industries, online video market size reached RMB96.3 billion in 2018, 
up by 32% YoY, mainly driven by innovation of advertisement and marketing and the rapid 
growth of user-paid business. Thanks to modal innovation, video advertisements merged 
closer with content, became increasingly native to content, and achieved higher user 
acceptance and market satisfaction. In 2018, online video market earned an advertisement 
revenue of RMB45.4 billion, up by 26% YoY, and took up 47.1% of the total market size. 
Meanwhile, growing willingness and affordability of user payment yielded quickly 
expanding paying user base for online videos. Across the leading video platforms, paying 
users totaled 230 million, and the user-paid market RMB35.5 billion, up by 62.8% YoY, 
representing 37% of the overall video market.④ 

 
③ Data Source: QuestMobile, Annual Report of China’s Mobile Internet 2018, calculations by Tencent Research Institute, 
February 2019.  
④ Data Source: China Audio-video and Digital Publishing Association, Game Publishing Committee under China Audio-
video and Digital Publishing Association, iReserach, EntGroup, calculations by Tencent Research Institute, February 2019. 



7 
 

 
 
Note: To simplify the statistics, user payment size refers to the total amount of end user purchase, paid subscription, 
paid virtual gifts and paid participation. Certain industries are generally funded by user payment. For the sake of 
convenience, the tiny revenue from other sources is neglected.  

 
Online music continued its hypergrowth since 2016, much faster than other segments. Its 
impetus mainly came from its thriving “music+” model and diversifying revenue sources.   
In 2018, “music+” featured the marriage between online music and offline karaoke saloons 
and mini booths, which enabled not only deep penetration into offline scenarios, but also 
quick convergence between online music and short videos. Facilitated by the National 
Administration of Copyright of China (NCAC), domestic online music platforms reached 
extensive sub-licensing deals. This led to an optimizing copyright and competition order 
and diversifying sources of revenue in China’s online music market.   
 
For online A&C, user base continued to be expanded, product loyalty enhanced, and 
revenue mix stabilized. In 2018, the population of Chinese A&C users topped 350 million, 
among which 219 million were for online A&C. Online A&C users would further grow as 
fine works and new content transform and spread in social channels. Online A&C also 
penetrated deeper into the age groups of ‘80s and ‘90s, and nurtured the market for adult-
oriented A&C works. The mature market in China gave rise to such excellent domestic 
works as Fox Spirit Matchmaker, the Outcast and Professional Master, powerful evidence 
of the rapid rise of such works amidst intensive global competition. In 2018, online A&C 
market (excluding A&C peripherals) rose to RMB14.16 billion, up by 53% YoY, and bred 
more diverse revenue sources. Advertisement + user payment + IP licensing jointly 
constituted the profit model of A&C business, in which IP licensing stood out, and took up 
over 30% in 2018.⑤ 
 
Online news media represented the largest part of this segment with a market share of 
39.12%. In 2018, media fusion was followed as its strategy, quality content relied on as its 
basis, technological innovation leveraged as its driver, and AI-powered automatic news 
writing, short videos, A&C and voice narration used as its supplements. As a result, more 
users were attracted. In 2018, China’s online news users amounted to 675 million, up by 
4.5% YoY, and represented a penetration rate of 81.4% among Chinese internet users. In-
stream ads and native media content were matched closer, pushing the overall online 
media ads market to a size of RMB290.4 billion, another year of over 30% growth, of which 
in-stream ads market topped RMB100 billion.⑥  Moreover, online media employed ever 
diversifying modes, and became deeply integrated with social elements. On the basis of 
information, online and offline interactive communities were developed, e-commerce 
 
⑤ Data Source: Report on the Development of China’s Online Copyright Industries (2018). 
⑥ Data Source: Report on the Development of China’s Online Copyright Industries (2018). 
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elements introduced, streamed short videos embedded, and paying users piloted, with a 
view to executing the converged development strategy of new media.  
 

2.3 Outbound Expansion Fueled by Fine Content 
 
China’s digital culture industry achieved initial success in its outbound expansion. 
Landscape across segments dawned. Prospects for globalized deployment were broad.  
 
Online games spearheaded the outbound expansion of digital culture at large, and dwarfed 
other segments by size. In 2018, indigenously developed Chinese online games earned 
an actual overseas sales income of US$9.59 billion. In 2012, this figure was merely 
US$570 million. The reputation and market status of such games were both rising abroad, 
qualifying China as a major exporter of games.  
 
Online literature migrated from its v1.0 (overseas publication and distribution) to its v2.0 
(online interactive reading). Unlike traditional literature, online literature opened up a new 
door for the cultural exchanges between China and the rest of the world, and grew into an 
art form as globally popular as Japanese A&C, Korean TV series and Hollywood 
productions. Chinese online literature companies redoubled their efforts to expand their 
overseas market, by such means as operating their own offshore websites and building 
their own translation team. Thus, fine Chinese literary IP was translated into dozens of 
languages, and promoted to global readers, who were unprecedentedly fascinated by 
Chinese works.  
 
On the export of films and TV series, Chinese elements were visible throughout the global 
market, many TV series with strong Chinese flavor were embraced by overseas viewers, 
and those produced for the internet newly joined the array of exported works. Despite these 
achievements, this sector remained small in size. Overseas popularity failed to match the 
domestic one.  
 
The rising Chinese A&C also won reputation abroad, alongside their Japanese, Korean 
and American counterparts. Leading players attempted to explore overseas markets. 
Some indigenously created works excelled, and helped to diversify the genres exported. 
Overseas attention was attracted for online A&C works catering to both minors and adults.  
 
Online music benefited from the rich legacy of national culture. The combination of 
contemporary elements and national characteristics enriched the form and content of 
original creation, whose distribution was globalized in the era of music streaming.  
 
In the context of globalization, opportunities also burgeoned for the outbound promotion of 
digital music, live streaming, short videos and other digital culture platforms.  
 

2.4 Incessant Birth of New Formats  
 
2018 witnessed not only the incumbents such as online games, A&C and literature, but 
also the rise of brand-new formats, represented by online short videos and live streaming.  
 
Among the various segments, online short videos were a dark horse in 2018, with their 
usage time leading the Industries. According to QuestMobile, their usage time’s share in 
the total of mobile internet shot up from 1.2% in 2016 to 11.4% in 2018. Thanks to this 
advantage, their market size soared to RMB19.5 billion and user base to 648 million. 
Moreover, due to their rapid fusion with other formats, they underpinned increasingly 
prominent resonance across the various segments. Per data from TrustData. Attracted by 
their fragmented nature and strong sense of presence, 79% and 70% of internet users 
would use them to watch news and music videos, respectively.⑦ 
 

 
⑦ QuestMobile, TrustData, calculations by Tencent Research Institute, February 2019. 
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With the advent of the age of e-sports and streaming by all, live streaming made further 
headway in 2018. According to CNNIC, its user base shrank by 25.33 million in 2018 
versus 2017, but the picture was mixed. Game streaming gained strong momentum from 
its admission to the Asian Games as an exhibition event. More users were attracted at a 
record level when Chinese e-sports players won major international champions. Market 
size of game streaming topped RMB14 billion, up by 62% YoY.⑧  To cope with the 
challenge of deceleration, live streaming and short video industries tapped their synergy, 
whereby short video creators crossed over into live streaming, added new streamers and 
content, and blazed new trail for sectoral development.  

 
2.5 Rising up to Social Responsibilities  

 
In 2018, the Industries more proactively injected positive energy to the society and 
promoted traditional culture while creating content.  
 
First, copyrighted content spread mainstream values. In 2018, online audio and visual 
works featured content that reflected the country’s development, people’s wellbeing, 
environmental protection and local traditions, and enhanced the confidence and pride of 
the people in the new era. In particular, the employment of new formats, such as live 
streaming and short videos, engaged the youth in their multitudes.  
 
Second, gamification beefed up the market. In 2018, online game industry continued its 
exploration, transformation and upgrading, with an aim to better honor the social values of 
gaming. Serious games⑨ received attention from the sector. Characterized by cross-over, 
diversity and scenario-based design, they are both funny and educational, promising for 
cultural heritage, frontier exploration, science education and family interactions, and 
powerful in spreading positive energy and curing social problems. Many serious games 
were produced in 2018, such as venturous typing game Paper Adventures, aviation 
simulation game Kerbal Space Program, cancer-therapy simulation game Tumor Doctor, 
rhythmic game Nishan Shaman and educational game the Legend of Geeks⑩, covering 
traditional culture, hands-on simulation and science education. They were well received in 
the community because players could enjoy the games by both playing and learning.  
 
Third, cutting-edge technologies were used to innovatively reinterpret and reinvent the 
Chinese traditional culture. Enterprises joined hands with the Place Museum (i.e. the 
Forbidden City), Dunhuang Academy and other traditional cultural institutions, harnessed 
the power of technologies, and rediscovered the charm of the traditional culture. Digital 
technologies naturally enable participation. This made traditional culture unprecedentedly 
accessible to the general public, and created new possibilities for the succession of cultural 
heritage. For example, via digital technologies, users could sit at home, yet enjoy the 
totality of Dunhuang Grottos, and even reedit and remix the cultural icons there and 
participate in the innovation and succession of this masterpiece. Digital culture established 
a technological bridge between online and offline cultural resources, embedded formerly 
unseen heritage into everyday life, and engaged the young audience with new content they 
love.  
 

2.6 Upgrading Industries and Creating Jobs 
 
As fusion between technology and copyrighted content, the Industries have constantly 
given birth to new business models and job opportunities, and constituted a key part of the 
digital economy and a fresh driver of the national economy.  
 
The Industries are redefining the division of labor, industrial chain, value chain and 

 
⑧ CNNIC, calculations by Tencent Research Institute, February 2019. 

⑨ Translated into Chinese as “功能游戏”, literally meaning “functional game”, “serious games” refer to the games that mainly 

aim to resolve realistic social and industrial problems. 
⑩ Data Source: 2018 Functional Game Report, CNG 
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innovation chain, tremendously revitalizing the whole society and transforming the 
economic outlook. In sports, the rapid development of mobile e-sports gives rise to a 
myriad of high-level events, and breed such offline copyright business as event promotion, 
ticket sales, venue management, club development and event brokerage. Online variety 
shows named after online games directly aroused tourist interest in offline characteristic 
towns and theme parks where the shows were filmed. Cosplay in the shows also propelled 
clothing manufacturing. In the music market, mobile karaoke enables the users to sing 
online in real time on the go. Its offering further extends into the offline market. In shopping 
streets, mobile karaoke booths are launched under the same brand and IP, and 
synchronized in repertoire, which revived the old karaoke business.  
 
The Industries is a promising pool of new jobs, representing a crucial employer of large 
capacity, broad areas, low threshold, high creativity and flexibility models. In culture, sports 
and entertainment, which extensively overlap with the Industries, the number of newly 
incorporated enterprises jumped up by 52.7% in 2018, significantly higher than the average 
level of 10.3%, evidencing the boost the Industries gave to innovation and 
entrepreneurship. The Industries represented young people’s preferred sector of 
employment. Fresh graduates especially coveted online games, e-sports, live streaming 
and other emerging businesses, as their favorite career due to their large demand for 
talents and handsome remuneration, among other factors. According relevant statistics, 
demand for talents grew by 20.1% YoY over the past three years in the Industries, including 
online games, video streaming and A&C. Among them, talent demand for online games 
grew by 26%, the highest among all. Early 2019, the Ministry of Human Resources and 
Social Security recognized fifteen new professions. E-sports operators and players were 
among them.   
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3 Development Status and Highlights by Segments 
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3.1 Digital Reading: Enhancing Copyright Operation and Outbound Expansion  
 
In 2018, China’s digital reading market further matured, and users largely formed a habit 
of online reading. More high-quality content and high-caliber authors were nurtured. Users 
turned more willing to pay. Monetization models for IP diversified. Market space was 
broadened. Due to convenient and fragmented nature of mobile devices, mobile reading 
mainstreamed in the market. Mobile market became the core battlefield eyed by the 
various literature platforms.  

 
3.1.1 User Base Quickly Expanding  

 
Online literature is the most representative subset of digital reading. In 2018, its user base 
soared to 432 million, 54.27 million more than 2017, penetrating 52.21% of internet users. 
Within these numbers, the user base of mobile literature reached 410 million, 66.66 million 
more than 2017, penetrating 50.2% of mobile phone users,11 being the fastest growing 
among all segments.  
 
Such hypergrowth was attributable to three reasons: 1) Good works incessantly emerged, 
thanks to effective content creation and talent cultivation; 2) Good works were embraced 
in the adaptation market and gained more reputation after adaptation into films and TV 
series, converting video users into literature users; and 3) Platforms launched free reading 
products and attracted many new readers. 
  

 
 

3.1.2 Paid Reading and Copyright Operation Developed, Market Size Expanded  
 
In 2018, China’s digital reading market crossed the mark of RMB10 billion, and expanded 
to a size of RMB13.63 billion, up by 30% YoY. Within this market, online literature and e-
book respectively accounted for RMB9.05 billion and RMB4.58 billion. In years to come, 
CARG and market size are expected to continuously grow. The content quality of literary 

works would assume more importance in the ecosystem of the Industries.12。 

 
11 Data Source: CNNIC, calculations by Tencent Research Institute, February 2019. 
12 Data Source: China Audio-video and Digital Publishing Association, China Literature, CICC, Zhongtai Securities, iResearch, calculations 
by Tencent Research Institute, February 2019. 
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Note: Digital reading market includes the market size of online literature and digital publication. Apart from 
online literature, such forms as digital magazines, e-books and interactive book applications are also 
included.  

 
The sustained growth of the digital reading market is ascribable to two main factors: 1) 
user-paid market was effectively nurtured and yielded strong revenue growth; and 2) the 
IP of online literature was increasingly adapted into other copyrighted content, bringing the 
revenue growth of copyright operation onto a fast track. Online literature almost became 
the IP origin of all sorts of copyrighted content, provided their screenplay and script with 
worldview, source materials and architecture, and bred most types of online copyrighted 
content.13 The cultivation of paid market for online literature also pulled up the willingness 
of payment across the entire IP industrial chain. Since text limits visual expression, online 
literature readers long for good adaptations, and stand ready to pay for them, especially 
films, TV series, A&C, games and other online copyrighted works. Thus, the payment chain 
of IP came into being.  
 

3.1.3 Positive Energy Featuring Works, IP Adaptation Promoting Prosperity  
 
2018 saw more realistic works that promoted mainstream social values, reflecting national 
developments and celebrating the achievements of the People’s Republic since its 
founding 70 years ago. Works answered the call of the times, and depicted the new era.  
A new trend emerged to write about and applaud the earthshaking changes since the 
reform and opening up, represented by the Revolution in Shanghai and the Path of 
Rejuvenation, suggesting a new way of creation for online literature that not only meets the 
mental desires of contemporary Chinese, but also exhibits the profound love of the nation 
and care for the people, both embodies the people-oriented values, and projects a 
panorama of national spirit, cultural traditions and modern life.  
 
While online literature improved its quality, more and more of them were adapted into films 
and TV series. In 2018, such adaptation focused on high-quality works and more 
sustainable operation. In particular, TV series adapted from online literature overwhelmed 
the country. 26 out of 137 TV series and 66 out of 228 internet drama were adapted from 
online literature.14  When more works were adapted and good works excelled in both 

 
13 Data Source: Analysys, calculations by Tencent Research Institute, February 2019. 
14 Data Source: Yiyu Data, CICC, calculations by Tencent Research Institute, February 2019. 
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reputation and revenue, the original works of online literature consequentially harvested 
higher awareness and commercial value.  

 
 

3.1.4 Industry Leveraging Overseas Promotion  
 
In 2018, Chinese online literature enterprises intensify their efforts to develop the overseas 
market. By developing their own offshore websites and translation teams, they made good 
Chinese works available to readers worldwide in more than ten languages and aroused 
their interest to a record-high level.   
 
Coving over forty markets along the Belt & Road and available in over ten languages 
including English, French, Japanese, Korean, Russian, Indonesian and Arabic, the foreign 
language versions of nearly seventy Chinese online literature works each attracted more 
than 10 million clicks and accumulatively 20 million visitors.15 Driving overseas expansion 
of the Industries at large, online literature showed more strategic value as a breakthrough 
point and more potentials in overseas success.  
 

 
 
The overseas success of online literature benefitted from the efforts of sectoral enterprises 
to incubate high-quality works, explore workable models of globalization, establish locally 
sensible pay-to-read models, and push overseas market towards deepened and 
standardized development. In the future, more structured and specialized overseas 
promotion will further expand the overseas market. Content and genres will be more 
segmented to address differentiated needs. China’s online literature is expected to earn 
more influence abroad as the industrial model for outbound promotion is further optimized, 
and the legal market for licensed content be fashioned.  
 

 
15 Data Source: China Audio-video and Digital Publishing Association, China Online Literature Development Report, China Literature, 
calculations by Tencent Research Institute, February 2019. 
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3.2 Online Videos: Content and Operation Pushing Ads Revenue and User Payment  
 

3.2.1 Overview of the Online Film and TV Sector  
 
Capitalizing on the opportunities arising from copyright protection and mobile video 
popularization, China’s online video sector soared in 2018, and its market size exceeded 
RMB96.3 billion, up by 32%YoY, marching towards the mark of RMB100 billion.16  Ads 
revenue stood at RMB45.4 billion, up by 26% YoY, and remained as the main source of 
sectoral revenue. The paying user base of online videos skyrocketed during the same 
period. By the end of 2018, that of main video platforms reached 230 million.  
 

 
 

Expansion was visible both for market size and user base. The latter of online videos at 
large amounted to 612 million in 2018, 33.09 million more than 2017, representing a 73.9% 
penetration among internet users. That of mobile videos specifically amounted to 590 
million in 2018, 41.04 million more than 2017, representing a 72.2% of mobile internet 
users.17 

 

 
16  The size of China’s online advertisement service industry refers to the total of the advertisement revenue of Chinese internet 
companies, including PC and mobile advertisements, such as image ads, search ads, e-commerce ads, online video ads, rich media ads, 
textual link ads and email ads. Online video ads need to be deduplicated upon aggregation of China’s online video industry. 
17 Data Source: CNNIC, All View Cloud, calculations by Tencent Research Institute, February 2019. 
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In 2018, the sector explored more scenarios to reach its users. Video companies enhanced 
their partnership with screen and hardware vendors, and diversified the scenarios to reach 
out to, and collect payment from, their users. Energetic work was done to improve the 
quality of video content so as to improve user stickiness. 2018 also witnessed the 
popularization of OTT (smart TV and networked set-top-boxes). With 210 million units 
activated, up by 23% YoY, they penetrated 51% of Chinese homes and covered 576 million 
people. Online video applications integrated therein more powerfully penetrated their living 
rooms.  
 

3.2.2 Morphing Ads Remained as Main Source of Revenue  
 
Between Ads and pay-to-watch, the two leading sources of profit for online videos, the 
former remained to be primary in 2018, and morphed into diversifying manifestations. With 
a total revenue of RMB45.4 billion, up by 26% YoY, in 2018, ads took up 47.1% of the 
online video market in China. Video ads became more integrated with and native to content. 
Users felt more receptive to, and immersed in, the seamlessly combined commercial and 
creative elements. In addition to innovative format of content presentation, AI-powered data 
analytics enabled more precise placement and effective conversion of advertisements.18 
Apart from ads, online video companies sought to open up new sources of value, such as 
synergetic operation of online games, e-commerce, and licensing of blockbuster IP for 
hardware and peripherals. In the near term, however, ads revenue would still dwarf user 
payment and other sources of revenue.   
 

 
 

3.2.3 Refined Membership Operation and Content Drawing Revenue and Traffic 
 
Copyright protection generated more and more positive externality. Online video sector 
vigorously developed membership business. These developments led to a surging number 
of paying video users. On a pre-deduplicated basis, membership of the various platforms 
reached 230 million in 2018, skyrocketing by ten times within only four years as compared 
with the 22 million users by 2015. This figure will further grow as video companies partner 
with hardware vendors, telecommunication carriers and other copyright enterprises, and 
jointly operate their membership programs.19 Member stickiness and loyalty will further 
improve, as a result of the standardized membership programs, enriched member benefits 

 
18 iResearch, EntGroup, Analysys, calculations by Tencent Research Institute, February 2019. 
19  Data Source: EntGroup, Observations on China’s Paid Video Content Industry 2018, calculations by Tencent Research Institute, 
February 2019. 
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and premiumized content.  

 
 
Totaling RMB35.5 billion in 2018, user payment represented almost 37% of the overall 
revenue of the online video sector. Its 62.8% YoY growth outpaced the 43.8% growth of 
member base. Thus, the high number of users was not the sole reason of higher revenue.20 
The main driver of revenue was the more diverse and tiered value-added services provided 
by online video platforms to their paying members. The refined system of member benefits 
resulted in a larger proportion of member-only services, and extended the long tail for paid 
offerings and higher consumption per member.  
 
In 2018, more video content was provided to members on a paid basis. Among the 3,134 
titles launched, 1,853 or 59% of the total, were offered only to paying members. Within 
such exclusive offering, films, TV series and variety shows respectively accounted for 74%, 
17% and 5% of the total.21 More phenomenal internet dramas and proprietary production 
of online variety shows appeared, and led to closer user attention, larger member base 
and a higher number of users willing to sustainably pay for good crews and quality content.  
 

3.2.4 Proprietary Production Enabling Embedded Marketing and Fan Economy  
 
In 2018, production and placement of variety shows continuously tilted towards the internet. 
With many good works coming online, video platforms started extracting commercial value 
from the fans via such online shows.  
 
Proprietary production of online shows flourished in 2018. The number of titles totaled 262, 
52% higher than 2017, seven-fold of 2013. Creation 101, Idol Producer and other leading 
works attracted an amazing number of views.22 Video platforms monetized the traffic of 
their proprietary shows, explored embedded marketing, and earned lucrative ads revenue 
for the producers. On top of advertisements, attempts were also made to carry out IP-
based operation, launch member-only audio-visual content under the same name or IP, 
and pilot charging fees from fans.  

 
3.3 Online A&C: More and Stickier Users, Paid Content Making Initial Success  

 
3.3.1 Overview of the Online A&C Industry   

 
Driven by larger user base and better IP, market size of A&C content increased to 
RMB14.16 billion in 2018, up by 53% YoY. The number of Chinese online A&C users in 
broad sense (pan-2D users) surpassed 350 million. including 219 million for online A&C. 
This number is expected to further grow as good works gains word-of-mouth among young 

 
20 Data Source: iResearch’s Research Report on the Operational Status of China’s Online Video Industry 2018.  
21 EntGroup’s Observations on China’s Paid Video Content Industry 2018. 
22 Data Source: Zhiyan Consulting’s Comprehensive Analytical Report on China’s Proprietary Online Programs 2018.  
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users born after 2000 and 2010. Core users played a notable role in scaling up the user 
base. Among the 300 million broad-sense users, at least 90 million were core ones, 
featuring high frequency and sticky use. They invited their friends, family, colleagues and 
followers to watch with him, and thus made online A&C ever more influential.23 Online A&C 
was not only penetrating minors but also older groups, such as the 80’s and 90’s, making 
it possible for in-depth content to be created for adults.  

 
As more young users found jobs, they could afford to consume more content. Quality of 
indigenous works was improving. Both factors led to constantly expanding A&C market 
size and user base in China. A diverse profit model, comprising ads, user payment and IP 
licensing, took shape. The sources and structure of revenue stabilized.  

 

 
23 Data Source: iResearch, Report on China’s Animation and Comics Industry 2018, calculations by Tencent Research Institute, February 
2019. Quest Mobile’s Annual Consolidated Report on China’s Mobile Internet, calculations by Tencent Research Institute, February 2019. 
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3.3.2 Consumption Potential Unleashed by Quality Works  

 
In 2018, new works were updated more frequently on comic applications, more movies 
were produced out of online animations, and more legitimate titles of long animation series 
were released on video websites. Driven by these factors, users consumed online A&C 
content more often and for longer time, respectively up by 55.4% and 23.5% YoY.24 

M  

Generation 90’s and 00’s rose to be the main consumer groups of online comics. According 
to data from the National Bureau of Statistics and iResearch, these two age groups 
exceeded 280 million in population, earned as much as RMB10,676/month/household, 
devoted 28.9% of their total consumption dollars to culture entertainment, and spent more 
than 1.6 hours a day on online entertainment. These well-off youngsters were more inclined 
to consume cultural and entertainment services.25 When post-95’s watched alone or their 
older peers watched with their children, their wealth would all make the market bigger.  
 

3.3.3 Maturity and Diversity Ensuring Sustainability  
 
Traditionally, the business model of online A&C relied mainly on ads and user payment.  
IP operation reinforced it since 2018, and its royalty income took up more than 30% of the 
yearly revenue. A diverse profit model took its initial shape. In their sophisticated operation, 
producers of leading online A&C works segmented IP licensing into that for products, 
spaces and integrated marketing campaigns, connected the various channels and 
organized a value chain around the licensing ecosystem. All categories of content were 
made available for partnerships. Focused efforts were made to operate the key IP in 
vertical markets. Flexible terms of licensing were made possible. Presale royalty could be 
structured as minimum payment plus revenue sharing. These came together to form a 
diversified profit model.  
 

 
24 Data Source: QuestMobile’s Annual Consolidated Report on China’s Mobile Internet, calculations by Tencent Research Institute, 
February 2019. 
25 Data Source: iResearch’s Research Report on China’s Animation and Comics Industry 2018. 
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3.3.4 Paying Mentality for Legal Works and Improving Content Quality  
 
In 2018, platform-based operation led to stronger copyright protection, better environment 
for creators, higher quality of A&C works, mutual reinforcement of copyright protection, 
content production and quicker yet better development of the sector. Users were more 
willing to pay for duly licensed content, and receptive to the paid membership model. In 
2018, users of online comics and animation respectively paid RMB1.5 billion and RMB3.0 
billion, up by 114% and 61% YoY26. Through user payment, legitimate content received 
steady cashflow, which could fund the creation of new works. This would help to create 
good works not oriented to ratings so that users would be more passionate to consume 
and the sector more ready to grow with quality.  
 

3.4 Online Gaming: E-Sports Rising, Outbound Expansion Quickening   
 

3.4.1 Overview of the Online Gaming Industry  
 
In 2018, the size of China’s online gaming market reached RMB248 billion, up by 5.3% 
YoY. User base further increased to 484 million, 42.24 million more than 2017, penetrating 
58.4% of the internet users. That for mobile games amounted to 459 million, 51.69 million 
more than 2017, penetrating 56.2% of mobile internet users. The enlargement of user base 
turned around to boost the development of e-sports competitions, which were systemized 
in 2018, and fueled by the regularizing operation of leagues and clubs and incessant 
emergence of famous players and teams.27 
 

 
 

 

 
26 Data Source: iResearch, 3wyu, calculations by Tencent Research Institute, February 2019. 
27 Data Source: CNNIC, calculations by Tencent Research Institute, February 2019. 



21 
 

 
The expansion of market size and user base was mainly accelerated by two developments. 
First, leading works made e-sports a fashion for all. Pulled by leading MOBA games, mobile 
e-sports overwhelmed the entire country, and attracted numerous new players. In particular, 
sandbox shooting burgeoned in the second half of 2018, became the most favored type, 
and significantly boosted the hypergrowth of mobile game user base. The share of mobile 
games in the overall online gaming market kept expanding, and is projected to approach 
75% by 2020.28 Second, gaming companies made breakthroughs in the overseas market. 
In 2018, online games indigenously developed in China registered an actual overseas 
sales revenue of US$9.59 billion. In 2012, this number was merely US$570 million. 
Chinese games reaped greater impact and rising status overseas, and qualified China as 
a major game exporter.  
 

3.4.2 E-sport Users Increasing, Mobile E-Sports Delivering Growth  
 
E-sports continued its growth through 2018, and became the most popular segment in 
online gaming. Its growth on the mobile end was particularly robust, as a crucial component 
in the e-sports market.  
 
As a historic milestone of this segment, the Asian Games admitted e-sports as an exhibition 
event in 2018. The Chinese national team won two gold medals and a silver one in Jakarta, 
and later the Chinese team won the global champion of League of Legends, which title 
enormously boosted the popularization of e-sports and pushed its user base to 428 million, 
up by 14.2% YoY.29 In the Asian Games to be held in Hangzhou, China in 2022, e-sports 
will be elevated into an official event. At home, competitions were systemized, and leagues 
and clubs were regularized. Famous players and teams were emerging. Attention level 
kept rising. Thus, the segment entered a virtuous circle of development.  
 
In 2018, China’s e-sports game market achieved an actual sales revenue of RMB83.44 
billion, up by 14.2% YoY. Although the traditional PC-based e-sports games contracted to 
RMB37.18 billion, mobile ones soared to RMB46.26 billion, and expanded their share in 
the overall market to 55%.30 Mobile e-sports took over half of the gaming market. This 
marked the complete shift of the gaming market to the mobile end. Compared with the 
share of PC e-sports games in the overall PC game market, mobile e-sports games’ share 
in the overall mobile game market was still low, foreboding space for future growth.  
  

 
28 Data Source: Game Publishing Committee under China Audio-video and Digital Publishing Association, iResearch, Analysys, 
calculations by Tencent Research Institute, 2018.2. 
29 Data Source: ASKCI Consulting Industrial Report on China’s E-Sports Market 2018.  
30  Data Source: Game Publishing Committee under China Audio-video and Digital Publishing Association, Report on China’s Gaming 

Industry 2018, calculations by Tencent Research Institute, February 2019. 
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3.4.3 Leisure Games Hot, Role Play and MOBA Claiming Half of Revenue  

 
2018 witnessed a clear pattern of distribution across the various types of online games. 
Leisure games achieved remarkably higher penetration. Role play and MOBA contributed 
half of gaming revenue. Take the user payment ranked by app stores as an example. Role 
play and MOBA contributed 58% of the revenue collectively, and 34% and 24% 
respectively.31 
 

 
 
Leisure games claimed a 70% user penetration in 2018, the highest in mobile gaming, 
mainly because these games can be switched on and off at any time, and suit fragmented 
scenarios of playing. That for role play and MOBA both stood above 60%.32 
 

3.4.4 International Competitiveness Leading to Major Overseas Income 
 
As more and more indigenously developed Chinese games went viral abroad in 2018, 
games constituted a major contributor of overseas revenue for the Chinese cultural and 

 
31 Data Source: iResearch Year-End Review on China’s Interactive Entertainment Industry 2017, calculations by Tencent Research Institute, 
February 2019. 
32 Data Source: Analysys White Paper on the Development of China’s Mobile Game Market 2018, iResearch Year-End Review on China’s 
Interactive Entertainment Industry 2017, calculations by Tencent Research Institute, February 2019. 
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creative industries. In China, demographic dividend is peaking. Outside China, planning 
and developing the global market is of strategic significance to the sustained success of 
China’s gaming industry.  

 

 
 
Led by high-quality leading works, Chinese online games, especially mobile ones, 
constantly gained competitiveness in developed markets. The outbound expansion of 
Chinese games happened to overlap with the regions covered by the Belt & Road Initiative 
China proposed. The development of overseas market entered the agenda of more and 
more game companies. They invested in both products and channels. On one hand, they 
stepped up product development to appeal to the taste of overseas users. On the other 
hand, they established long-term partnerships with overseas distributers and mobile device 
manufacturers, and tried acquiring or operating gaming platforms overseas.  
 
While introducing fine works with Chinese elements to overseas audience, Chinese 
gaming companies also attempted to tell, in their own language, foreign stories. IP is an 
important resource in global competition. By adapting and reinterpreting overseas content, 
Chinese games turned more intimate and accessible to overseas players. Enabling such 
recreation was the confident progress the Chinese gaming industry recently made in 
cultural understanding, product design and operational model.  
 

3.5 Online Music: All Scenarios Covered, Payment Consented  
 

3.5.1 Overview of the Online Music Industry  
 
Thanks to the “music+” model, the online music industry underwent considerable 
expansion in both market size and user base in 2018. The former (excluding 
telecommunication music value-added service) totaled RMB22.6 billion, up by 29% YoY, 
and continued the hypergrowth since 2017. The latter totaled 576 million, 27.51 million 
more than 2017, penetrating 69.5% of internet users. Mobile music amassed a user base 
of 553 million, 41.23 million more than 2017, penetrating 67.7% of mobile internet users.33 
 

 
33 Data Source: CNNIC, calculations by Tencent Research Institute, February 2019. 
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For mobile music platforms, both size and user payment increased rapidly. In 2018, users 
were growingly used to paying for online music, mainly by buying membership, 
albums/singles and data packages. As shown by data, young users aged between 
nineteen and thirty were more inclined to consume music than their older counterparts.34 
Being more appreciative of the value of copyrighted content, users gradually accepted the 
models of paying for content and tipping for originality. Increased user payment will move 
China’s online music industry into a new era focusing on original content.  

 
3.5.2 Maturing Model of Music + Social Integration  

 
Recent years saw innovations on format convergence and inter-scenario penetration. 
Continued development of the “music+” model injected new vitality into online music. In 
2018, mobile music platforms became clearly more social. This trend spawned the “music 
+ social” model, which met user’s emotional needs, and attracted many new users. By the 
end of Q1 2018, accumulative mobile music user base reached 533 million. This market 
was large enough to powerfully propel the functional upgrading and service transformation 
of mobile music platforms.35 
 
The social nature of media determined the “socialization” of mobile music platforms. In the 
course of “socialization”, that of music platforms mainly depended on comments, friend, 
sharing and other basic social functions. Deriving from this were two routes of socialization, 
i.e. “consumption – interactions – social” and “social – music social”. In addition, “music+” 
quickly overwhelmed the market in 2018. Online and offline karaoke was integrated at a 
greater depth. Music platforms introduced virtual gift model (tipping) from live streaming. 
Social elements were explored to market music. In this industry, diversity ensured vitality.   
 

3.5.3 Copyright Protection Sending Industry onto Healthy Track 
 
In 2018, China’s music market achieved explosive growth. This was possible for two 
reasons. First, policies were launched to support the legalization of music copyright. 
Second, users developed the awareness of payment. In addition, NCAC brokered a deal 
between Tencent and NetEase on copyright cooperation for online music, under which over 
99% of the two companies’ exclusive repertoire could be cross-licensed.  
 
On one hand, online music platforms intensified their copyright protection and support for 
original works. Users developed their initial mentality of payment. Although only less than 
4% of the users actually paid, nearly 60% of the users stated their willingness to do so, in 
order to acknowledge the value of the works, which meant great potential for a user-paid 
market. On the other hand, young and wealthy users were more willing to pay. This solidly 
supported the enhancement of both quantity and quality of the online music industry. 

 
34 Data Source: iResearch, calculations by Tencent Research Institute, 2018.2. 
35 Data Source: iiMedia Quarterly Monitoring on Chinese Mobile Music Applications Report 2018Q1. 
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Besides virtual gifts paid during live music streaming, pure music subscription fee paid by 
the users approached RMB4.5 billion, up by 50% YoY.36 
 

3.5.4 Multi-Scenario Penetration Producing One-Stop-Shop Platforms  
 
A new round of competition started after the advent of the post-music industry. The 
battlefield among online music platforms extended to more diverse scenarios, focusing on 
the establishment of multi-channel, multi-scenario consumption models. In 2018, music 
consumption platforms accessed their users through such channels as mobile music 
applications, online radio stations, online karaoke and music live streaming, as well as the 
mini-karaoke booths in offline shopping centers. Such diverse scenarios of consumption 
transformed online music companies into one-stop-shop platforms. Online music can be 
consumed in short time periods and as background music. Users can study, work, read, 
play games and enjoy leisure while listening to music. Therefore, the time spent on online 
music is unlikely to be squeezed by that on other lifestyle activities. Its market space will 
remain huge in the future.  
 

3.6 Online Media: Precise Push by AI, Multi-Directional Exploration with Fusion  
 

3.6.1 Overview of the Online Media Industry   
 
In 2018, the user base of online media amounted to 675 million in China, up by 4.5% YoY, 
penetrating 81.4% of the internet users. That for mobile news amounted to 653 million, up 
by 5.4% YoY, penetrating 79.9% of the mobile internet users. With quality content as its 
basis and technological innovation as its drivers, online news received new impetus from 
AI-powered automatic news writing, short vides, A&C and voice narration, and attracted 
more users.37 In-stream ads and native media content were matched closer. Ads market 
for online news media continued to grow, and reached RMB290.4 billion in 2018, with its 
YoY growth staying above 30%.38 

 
Online news media kept transforming. Social and e-commerce elements merged into 
online media, which explored fusion-based development strategies, by relying on news 
content, building online-offline interactive communities, introducing e-commerce elements, 
embedding live streamed short videos and piloting paid usership. In the future, mobile 
news is expected to contribute an even larger share of revenue in the overall market. Native 
ads and media content will be embedded in a converged way. Ads will cease to be the sole 
business model. It will be a new normal for users to pay for premium news and 

 
36 Data Source: ASKCI’s Research Report on Market Outlook and Investment Opportunities in China’s Music Industry 2018-2023. 
37 Data Source: CNNIC, calculations by Tencent Research Institute, February 2019. 
38 Data Source: Online Copyright Industry Research Base of National Copyright Administration’s Report on the Development of China’s 
Online Copyright Industries (2018). 
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knowledge.39 

 
 

3.6.2 Pay-for-knowledge Booming 
 
In 2018, consumption of news media services further diversified. According to iResearch, 
users often read insightful news on platforms for original works, but browsed news feeds 
on portal sites and aggregation platforms. Such user behavior spawned a myriad of pay-
for-knowledge products, such as those specializing in text, audio, video and aggregate 
media, presented in such formats as recorded audio, sharing of text and images, online 
Q&A, video streaming, recorded video and paid traditional media.  
 
As users became wealthier and more educated, and mobile payment more convenient, 
users were ever more willing to pay for premium media content, breeding many paid 
subscription platforms connecting users with media content, and entertaining users’ desire 
to access high-quality knowledge products on a paid basis. As shown by Blue Book of New 
Media – Annual Report on the Development of New Media in China 2019, China’s 
information consumption market further expanded to a size of RMB5 trillion, up by 11% 
YoY, representing as much as 6% of GDP.40  More users preferred micropayment for 
knowledge products. In the future, such products need to enhance the sustainability of 
knowledge production by making user payment more recurring.  
 

3.6.3 Algorithm as Main Pusher, In-stream Ads as New Breakthrough  
 
Thanks to the extensive application of artificial intelligence (AI), big data and other new 
technologies in online news media, pushing turned smarter, individualized 
recommendation became the main method of information recommendation and in-stream 
ads market grew bigger in 2018. Over the year, mainstream applications opted to the 
technologies, where online news media used AI-powered algorithms to recommend 
content favored by users. Algorithm-based recommendation per user interest also 
mainstreamed for aggregation-type online news applications. Alongside this trend, in-
stream ads topped RMB100 billion in 2018, and is poised to take up almost half of the 
online advertisement market in China.41 
 

 
39 Data Source: iResearch, Panoramic View of China’s Internet 2019, calculations by Tencent Research Institute, February 2019. 
40 Data Source: Blue Book of New Media – Annual Report on the Development of New Media in China 2019. 
41 Data Source: QuestMobile, iResearch, Analysys, calculations by Tencent Research Institute, February 2019. Size of in-stream advertising 
market includes the revenue of such in-stream ads as online social media, social networks, news and information, search engines, browsers 
and short videos.  
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In-stream ads based on individualized pushing also became the primary way for media 
platforms to monetize their traffic. In terms of both brand exposure and customer 
acquisition, precise placement powered by big data made both advertisers and users better 
served.  
 
In 2018, online news companies undertook more social responsibilities. While enhancing 
their efficiency with AI-powered content distribution, they increased the weight of in-depth 
and positive content, and filtered away inferior content with manual review in order to create 
a cleaner online environment.  
 

3.6.4 In-stream Ads Raising Profitability  
 
Thanks to the rise of in-stream advertising, the overall online advertising market gained a 
bigger size and higher profitability in 2018. The more precise in-stream ads assumed a 
bigger market share, and pulled up the overall size of the online ads market, which totaled 
RMB290.4 billion in 2018, and grew by over 30% YoY. 42  Online news media kept 
transforming. Social and e-commerce elements merged into online media, which explored 
fusion-based development strategies, by relying on news content, building online-offline 
interactive communities, introducing e-commerce elements, embedding live streamed 
short videos and piloting paid usership.  
 

3.7 Live Streaming: Streaming & Short Videos Synergized, Content Deepened  
 

3.7.1 Overview of the Live Streaming Industry  
 
Originating from showroom communities, live streaming has maintained a solid user 
base on PC since its launch in 2008, and is refocusing onto the mobile end. By 
2018, its user base amounted to 397 million, 25.33 million less than 2017, 
penetrating 47.9% of internet users. For game streaming, however, the user base 
amounted to 238 million, 13.91 million more than 2017, penetrating 28.7% of 
internet users, and the market size surpassed RMB14 billion, up by 62% YoY.43 

 
42 Data Source: iResearch, Panoramic View of China’s Internet 2019, calculations by Tencent Research Institute, February 2019. 
43 Data Source: CNNIC, calculations by Tencent Research Institute, February 2019. 
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In 2018, the market size of live streaming came close to RMB48.6 billion, up by 10% YoY, 
of which nearly 90% was the revenue from paying users. The industry possessed a large 
user base and robust business model, which showed a clear tendency of paying for content. 
With 5G on the horizon, live streaming will place more emphasis on the premiumization of 
leading content. Thus, better content quality and bigger market size are expectable for live 
streaming.44 

 
 
Two factors made possible the rapid expansion of the live streaming market. First, 
participants, such as hosts and viewers, actively made two-way interactions, and the 
internet celebrity economy and fans economy both fueled the booming of live streaming. 
Second, the growingly convenience of online payment made it easier for viewers to pay for 
virtual gifts and incentivize the updating of hosts and content.  
 

3.7.2 E-Sports Lifting Game Streaming to be Key Growth Driver  
 
As a key part of live streaming, game streaming seized the golden opportunities of the 
flourishing e-sports in 2018, secured its crucial position in the industry, and moved the 
whole industry forward. This fresh fashion of the “streaming+” model boasted broad 
prospects in expansion. In 2018, the Asian Games admitted e-sports as an exhibition event. 
Chinese players won champions in international e-sports competitions. Owing to such 
opportunities, live e-sports streaming received record-high level of user attention, and the 
size of the game streaming market surpassed RMB14 billion, up by 62% YoY.45  
 
E-sports streaming also stood out as a focus of industrial competition. According to 

 
44 Data Source: iResearch, Panoramic View of China’s Internet 2019, calculations by Tencent Research Institute, February 2019. 
45 Data Source: iResearch, Panoramic View of China’s Internet 2019, calculations by Tencent Research Institute, February 2019. 
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Conviva, a firm specializing in streaming analytics, France v. Argentina during 2018 FIFA 
World Cup was streamed and watched on OTT platforms for as long as 5.5 billion hours. 
As shown by data from e-sports analytics firm Newzoo, the world’s top four e-sports 
competition were streamed and watched for 190.1 million hours in 2018. Therefore, e-
sports streaming will generate huge economic value. In the future, China’s e-sports 
competitions will be more maturely institutionalized, their content copyright more strictly 
protected, and their market-based operation promising.  
 

3.7.3 Premium Content to Be Prioritized 
 
Premium content in ultra-high definition always underlies the value of live streaming. With 
technologies upgrading and user demand diversifying, improvement in this regard is 
increasingly prioritized in the industry. In 2018, the boom of short videos threatened live 
streaming by diverting its users and viewing time. Since live streaming is better positioned 
than short videos to provide long-time and in-depth experiences, insightful and exquisite 
content is key to preserving the attractiveness to users. Besides, filming equipment is of 
higher and higher resolution and accessibility, bandwidth will be broadened dramatically 
after the commercialization of 5G technologies started in 2018, and capabilities of content 
planning, creation, proprietary production and distribution are strengthened. All these will 
prepare the content quality of live streaming for a leapfrog development.46  
 

 
 

3.8 Short Videos: Traffic Magnet, Cross-Industry Fusion 
  

3.8.1 Overview of the Short Videos Industry  
 
In 2018, short videos amassed 648 million users, 240 million more than 2017, and 
penetrated 79.3% of mobile internet users. Monthly usage time surged by 170% YoY. Their 
share in total usage time of mobile internet redoubled again and again from 1.2% in 2016 
to 11.4% in 2018.47 Being light-weighted and convenient to consume, short videos are 
novel in format, social in content, easy to create, and flexible to watch. Users can watch 
and participate with any fragment of suitable time, and therefore stay stickier with them.  

 
46  Data Source: Wangsu, China’s Live Streaming Industry Business Index and Short Videos Report 2018H1, calculations by Tencent 
Research Institute, February 2019. 
47 Data Source: CNNIC, QuestMobile, calculations by Tencent Research Institute, February 2019. 
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Such hypergrowth in 2018 attracted the attention of advertisers, which pushed the market 
size of short videos up to RMB19.5 billion. Short videos coincide with the fragmentation of 
content consumption in the age of mobile internet, generate synergistic effect with other 
formats of copyright, and blur the boundary among the various copyright industries. Being 
no longer silos, audio-video platforms, information platforms and other format-centric 
platforms are merging into integrated platforms, and yielding the utmost traffic dividend in 
today’s market.48 
 

 
 

3.8.2 Mobile Short Videos Flourishing and Prolonging Usage Time 
 
When online videos encountered the slowdown of user acquisition and bottleneck of 
monthly active users (MAU) and usage time, short videos defied this trend, achieved 
massive growth, and immensely shocked and diverted the traffic of online videos. In 2018, 
short videos achieved the highest growth rate in usage time and traffic among the various 
online copyrighted contents. In terms of usage time, short videos ranked only below mobile 
games, but above all other categories of online audio and video.  
 
The mobile technologies enabled the growth of short video consumption. In 2018, mobile 
short videos grew further into the main channel of such consumption. Their usage 
frequency also hiked. According the 42nd CNNIC Statistical Report on the Development 
Status of China’s Internet, by June 2018, top short video applications developed a total 

 
48 Data Source: iResearch, Research Report on the Development of Internet Celebrity Economy 2018, calculations by Tencent Research 
Institute, February 2019. 
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user base of 594 million.49  By November 2018, the domestic daily and monthly active 
users (DAU and MAU) of Tik Tok exceeded 200 million and 450 million. By December 2018, 
Ixigua generated an accumulative user base above 300 million, average daily viewing time 
as along as 80 minutes and 4 billion average daily video views. By October 2018, Huoshan 
Micro-videos created 6 billion daily views; By November 2018, Kuaishou had 150 million 
and 320 million daily and monthly active users.50 
 
In the future, usage hours will underpin short videos’ ability of monetization, and cleaning 
and premiumizing their content will ensure their healthy development and sustainable 
profitability.  
 

3.8.3 Traffic Monetized into Value, Resonance Created with Convergence  
 
Surging traffic revealed the value of short videos. Diversified profit model showed the 
direction of development. By fusion, short videos injected more vitality into the other 
industries.  
 
Amidst explosive growth of traffic in 2018, short video platforms actively cleaned up vulgar 
content, pursued the strategy of premiumization, enhanced their marketing value, won the 
favor of brand owners, and quadrupled the market size to RMB19.5 billion. These platforms 
assigned more weight to premium content in their algorithms. Knowledge-based short 
videos prospered. Good content quality attracted virtual gifts from users. All these factors 
help to free short videos from the ads-only business model, and diversify their revenue 
streams.  
 
Meanwhile, the fusion of short videos with such industries as online news and online music 
were gaining momentum. Brief as they are, short videos could create strong sense of 
presence, and thus became the default configuration of online news. 79% of internet users 
obtained news via short videos. Short videos and music videos are highly similar in their 
forms, and quickly interact among each other. 70% of users watched music video with short 
videos. 51  Short video’s fusion with the other copyright industries fostered notable 
synergistic effect, blurred boundary with other industries, moved audio-video platforms and 
information platforms towards integrated one-stop-shop platforms. This may redefine the 
racing tracks of the competition among the various copyright industries. 
  

3.8.4 Content Creation Popularizing and “Grassrooting”  
 
Spontaneous growth of short videos at the grassroot level engendered a number of 
excellent we-media. “Grassrooting” featured the content creation of short videos in 2018. 
Self-centered, life-mirroring short videos were mainstreaming. They tended to be roughly 
made by diverse authors for fragmentary time slots. From the authors’ own perspectives, 
these videos expressed the creators’ own state of mind. Often made in the most commonly 
seen scenes, they conveyed a sense of realism that would avoid the viewers’ sense of 
detachment, and on the contrary arouse their emotional resonance. Even performances 
were filmed in scenes of everyday life. 
 
There also appeared some short videos telling complete stories, as well as Vlogs 
documenting life and tours. Celebrities appealed to their audience by filming their lifestyle. 
Thus, content of short videos came closer to the grassroots and constituted an important 
part of popular culture.  

 
49 Data Source: CNNIC 42nd Statistical Report on the Development Status of China’s Internet, calculations by Tencent Research Institute, 
February 2019. 
50 Data Source: Toutiao, Tik Tok, Kuaishou, calculations by Tencent Research Institute, February 2019. 
51 Data Source: TrustData, Brief Analysis on the Development of Short Video Industry 2018, calculations by Tencent Research Institute, 
February 2019. 
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4 OUTLOOK OF CHINA’S ONLINE COPYRIGHT INDUSTRIES 
 

4.1 Vigorously Sharing Chinese Culture  
 
 
The application of internet and other new technologies made it easier to inherit and 
innovate cultural heritage, and made it accessible and influential by adding modernity into 
traditional beauty. Diverse formats, such as videos, music and games, support the creative 
expression of traditional IP, and connect traditional cultural resources with industrial value 
chain. With internet, culture and people came closer, and good copyrighted content can be 
distributed online and discussed in the community, disseminating core values of the society 
and delivering people’s desire for a better spiritual life. As producers of cultural products, 
the enterprises operating in the Industries will need to attach more importance to social 
wellbeing while pursuing their own economic benefits. When China follows the strategy to 
seek strength from culture and internet, these enterprises are encouraged to innovatively 
inherit traditional culture, hail the values of the times, honor social and cultural 
responsibilities, and play an increasingly crucial role in cultural development.  
 

4.2 Environment Improved for User Awareness and Copyright Protection  
 
“Free content + Advertisement” used to be the dominant business model of China’s online 
copyright. This paradigm is giving way to the creation of high-quality original content and 
legitimized copyright operation. Stride has been made in reinforcing the regime of, and 
improving the awareness for, copyright protection. The Industries have established 
effective self-disciplinary mechanisms. Market environment has remarkably improved.   
 
On the demand side, the market features ever upgrading residential consumption structure, 
increasing cultural and entertainment consumption and growing willingness of user 
payment. Not only users of online games and live streaming are highly willing to pay, but 
also the total and per capita user payment for online literature, music, videos, A&C and 
media will be ballooning, and the Industries will remain promising.  
 
With a better creative environment, the Industries will focus on improving content quality 
and maintaining originality in the new era. Cultivating and supporting creative talents, 
providing and preserving clean creative environment, respecting and protecting the 
creators’ work products will be essential tasks for the future development of the Industries.   

 
4.3 Convergence Propelled by Brand-new Technologies and Market  

 
Technological progress brings about brand-new models to produce, distribute and 
consume cultural products. In the context of “internet + culture”, the boundary among 
industries are blurring, and cross-industry convergence advancing. On one hand, 
adaptation of games into films, literature into games and other fusion products are 
emerging within the Industries. On the other hand, copyright is, by creating IP, joining hands 
with tourism, manufacturing and other traditional industries. Under the leadership of the 
Industries, cross-industry convergence will enter into greater depth, spawn novel industrial 
ecosystems, and sweepingly reshape creative conception, production, communication, 
promotion, derivative development, copyright trading and protection, investment and 
financing, and other activities.  
 
The commercialization of 5G technologies will be rolled out in 2020. Thus, 2019 is a critical 
year for advance testing and technology pipeline. Mobile devices with flexible display, VR 
and cloud are clearly within our horizon. Enabled by much faster data transmission, 4K 
UHD videos will become commonplace. All these will directly transform the presentation of 
copyrighted content. With AI, content distribution will be more efficient. With big data 
analytics on user preference and assessment of community activities, the right content will 
be pushed as soon as users may want them, and creators will be swiftly updated about 
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user feedback. Thus, the interactions between users and creators will be revolutionized. 
Technologies will iterate faster than ever. Business model upgrading will be a new normal 
for the Industries and powerfully boost their development.   
 

4.4 Overseas Promotion Winning Global Recognition for Original Culture  
 
For long, the Industries stayed at the low end of the global industrial chain, and offered low 
value for its films, video, games and other outputs. 2018 saw some achievements in 
China’s export in such areas as films and online literature and certain recognition of its 
indigenous culture among its neighbors along the Belt & Road. However, the Industries still 
lack international competitiveness as opposed to the major cultural exporters in Europe 
and America. It is imperative for the Industries to find out how to share more Chinese 
stories with the rest of the world though domestic and international partnerships.  
 
The Industries benefit from both domestic and international drivers, and draw vibrant 
strength from national cultural heritage. Enabling policy and social environment have been 
created with recent breakthroughs in copyright protection, tightening enforcement against 
infringements, costlier access to pirate content, increased copyright awareness of end 
users and their growing willingness of payment. China’s excellent infrastructure of mobile 
internet is another crucial enabler for the Industries. While technologies develop by leaps 
and bounds, the Industries are technologically capable of more leap-frog advances. In the 
next five years, China will foreseeably turn out more premium content and stride towards 
the goal of being an online copyright powerhouse.  
 


