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杨佳续�
Title: How to develop creative industries in Shanghai
Author: SUI Xin, ZHANG Yongqing
Date: 2007
Abstract: To begin with, Author explains the situations, problems, and advantages.  As for the situations, development of Shanghai’s creative industries is later than other cities, but with a rapid speed. The creative industries in Shanghai is diversity by significant clusters, with inheriting local culture, cooperating with government, enterprise, and university, and communicating with other cities. There are also some problems about the research, industrial chain, plan, creative class, low-quality. Meanwhile, there are also some advantages about the cultural resources, industrial foundation, space, and overseas students. Last but not the least, the author suggests some strategies: to be localization in creative business, to connect with the advanced technology, to cooperate in creative clusters, to focus on originality, to improve export of creative goods, to promote education. As for the practical methods, author believe that Shanghai should construct a professional institution, upgrade the current plan and policy, reform educational system, and expand the financial resources of creative companies. 
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