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Abstract. The rapid expansion of creative industries plays a pivotal role in fostering
sustainable economic development and enhancing the global cultural footprint of exporting
nations. Consequently, governments worldwide actively implement targeted mechanisms to
stimulate creative exports. As the undisputed global leader in creative goods exports, China’s
success stems from both its inherent comparative advantages and systematic state interventions.
However, the specific quantitative impact of governmental support instruments on China’s
creative export performance remains underexplored in existing literature. This study
systematically examines the key fiscal and financial support measures implemented during the
13th and 14th five-year plans and assesses their influence on creative goods exports from 2016 to
2023. Utilizing a balanced panel regression approach across regional and product-level datasets,
the analysis reveals that both VAT export rebates and direct government budget financing exert
a statistically significant positive effect on export volumes. Furthermore, the findings highlight
a pronounced geographic and structural concentration of exports, predominantly directed
toward the United States and European markets. The study concludes that while current
support policies have effectively bolstered export competitiveness, strategic optimization is
required to mitigate regional disparities, encourage long-term sectoral diversification, and
reduce vulnerability to external market fluctuations.
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1. Introduction

Creative industries are one of the fastest growing sectors in the world economy.
First identified as distinct industries by the UK Department for Digital, Culture, Media
and Sport in 1998 (Department for Digital, Culture, Media and Sport, 2001), creative
industries were estimated to generate 3.1% of global GDP and employ between 2.6
and 10.3% of the workforce by 2022. From 2010 to 2022, trade in creative goods and
services increased by 70 and 180%, respectively, reaching 3% of global trade in goods
and 19% of global trade in services?.

To date, there is no unified approach to classifying the creative industries.
But for some purposes, including trade statistics, the United Nations Conference on
Trade and Development (UNCTAD) proposes and updates the classification of creative
goods and services. According to the latest (2024) version creative goods include craft

! This article is based on the results of the project “Analysis and assessment of the business reputation index of business entities in the
BRICS member states” (HSE-MS-2025-011), carried out within the framework of the HSE Fundamental Research Program.

? UNCTAD “Advancing the measurement of the creative economy”. Geneva: UNCTAD, 2024. Available at: at: https: / /unctad.org/
system /files /official-document /ditctsce2024d1_en.pdf
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and design goods, music, performing and visual arts, books and publishing, audiovisual, multi-

media and photography, video games and equipment, architectural projects, software, and cultural
heritage®.

China became the world leader in creative goods exports, amounting to US
$240.6 billion in 2022. The country’s creative sector, with an added value was estimated
at US$798 billion in 20224, is one of the largest in the world.

However, there is no comprehensive research on state support for China’s cre-
ative goods exports. Several works on the Chinese economy analyse a number of instru-
ments for boosting creative industries (Liu, 2021), investigate export support system
in general or favourable factors for creative export (Fang, Zhang, 2022), but consider
these research issues as separate problems.

This paper identifies the main measures of state support for creative industries
and assesses their impact on the export of creative goods in China during the 13th and
part of the 14th five-year plans (2016-2023). We chose this period because it represents
one of the most important stages in the development of modern creative industries in
China and clearly define strategic guidelines.

The rest of this paper is structured as follows. Section 2 represents the theoreti-
cal overview and the context of state support for export of creative goods. Section 3 pro-
vides insights into exports of creative goods and tax and non-tax measures of state sup-
port for China’s creative industries. Section 4 contains the model assessing the impact
of government support measures on the volume of creative exports and describes the
data and variables. Section 5 provides the findings of the model and its interpretations.
Finally, Section 6 contains the conclusion and some observations on export policy.

2. State support for exports of creative industries (Literature review)

The impact of state support measures on export of creative goods was not
assessed in academic literature previously, though some aspects of the issue were stud-
ied. The relevant studies to date are briefly reviewed in this section.

Firstly, concerning the government support of creative export in different
countries, the impact of free trade zones (Dong, Truong, 2020), government financ-
ing, promotion and information support instruments for the developed and develop-
ing countries exports (Pereira, 2018) were assessed. However, this strand of literature
did not assess the impact of specific instruments on creative goods exports and did not
address the case of China.

Secondly, government support in various creative industries of China was
investigated. Z. Liu (Liu, 2021) substantiated the significance of different state support
instruments according to the level of creative industries” development. Some authors
concluded, although the number of support measures for the creative sector was
growing, that the degree of support varied between industries and regions of China
(Huang, He, 2022). Several papers systematised tax support measures for various cre-
ative industries, assessed their effectiveness, and identified several disadvantages of tax
incentives system (Chen, Ma, 2018). Therefore, although these studies analysed dif-
ferent aspects of government support measures for the creative industries of China,
the impact of these measures on the competitiveness of industries and export volumes
were not investigated.

* UNCTAD “Advancing the measurement of the creative economy”. Geneva: UNCTAD, 2024.

* National Bureau of Statistics of China “China Statistical Yearbook on Culture and Related Industries 2016-2022”. Beijing: China
Statistics Press, 2022.
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Finally, this paper also uses the results of studies on the factors affecting export
of China’s creative goods to analyse the changes in creative exports. The prevalence of
the Chinese language and the degree of cultural closeness in importing countries, size
of the markets of importing countries, the degree of trade openness of (Fang, Zhang,
2022), as well as the volume of consumption expenditure on culture in the domestic
market (Li, 2016) boosted creative export.

3. Some features of Chinese exports of creative goods
and state support for this sector

China is the absolute leader in the world export of creative goods, having
a share of almost one third of the world’s export of this sector (Table 1). As of the end
of 2022, creative exports exceeded imports by almost 9 times. During the 13th and part
of the 14th five-year plans (2016-2023), China’s export of creative goods increased by
58%, while the growth of global export of creative goods increased by 43% during the
same period. This indicates a strengthening of China’s position in the global market
for creative goods, while the country has already had world’s leadership.

Despite such positive trends, Chinese exports of creative goods are highly sen-
sitive to changes in the market conditions of the main importing countries. During
the pandemic years export flows were negatively affected by the decline in demand
(LiX., LiJ., Liu, 2023). Dependence on the situation in global markets is caused by
a fairly narrow concentration of exports in large markets of developed countries (pri-
marily the United States — 26% in 2022) and some countries in the South-East Asia
(Fig. 1). In 2016-2022, 60% of China’s creative exports were concentrated in 10 main
import markets. The distribution of creative exports by country remained virtually
unchanged over the 13th and 14th five-year plans. Such geography of China’s creative
goods exports reflects the pattern of total Chinese exports across different countries.

Design category goods account for the largest share of China’s creative goods
exports — 87% in 2023 (Fig. 2). Toys, bags and suitcases, textiles, furniture, and jewelry
are the predominate products in this group. The high share of this group of goods in
cultural exports is explained by the specialization of the Chinese economy in labor-
intensive industries, primarily the textile industry.

Table 1.
Dynamics of Chinese creative goods trade
Indicator 2016 2020 2023
World export of creative goods 482,151 496,132 689,441
Total world export 15924,204 17514,969 23291,072
Chinese export of creative goods 144,703 159,885 228,753
Chinese import of creative goods 13,446 19,533 25,261
Total Chinese export 2118,981 2588,402 3388,716
RCA Index 2,255 2,181 2,28

Note. Export values are specified in US$ billion, here RCA Index indicates Chinese creative goods

to the whole Chinese exports ratio compared to the same ratio for the world economy.

Sources: General Administration of Customs of China (http://stats.customs.gov.cn/indexEn); International

Trade Centre (https:/ /www.trademap.org/Index.aspx).
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Figure 1.
China’s main export markets for creative goods, %

Source: UNCTAD Statistics (https:/ /unctadstat.unctad.org/datacentre /dataviewer / US.CreativeGoodsValue).
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Structure and dynamics of China’s creative goods exports (2016-2023), RMB billon

Source: General Administration of Customs of China.

It is important to highlight video games and related equipment goods, with
a share of 10.3% in creative exports by 2023. Printed goods, musical instruments and
notes, visual arts (painting, sculpture) and others make up an insignificant share of
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China’s total creative exports (about 1% each), which may be due to the phenomenon
of “cultural discounts”.

Finally, considering the production side of these exports, it can be noted that
most of the creative export goods are produced in the eastern regions of China, which
are more economically developed and have access to the sea. This part of the country
also concentrates most of the Chinese population.

The government support for creative industries is stated in the relevant pro-
grams of creative sector development during the 13th and 14th five-year plans. The
major goals are enhancing the competitiveness of Chinese creative goods and improv-
ing the perception of the Chinese brands abroad”®.

First of all the state-recognised key enterprises and projects being the influential
companies (or projects) in creative industries with alarge number of international
counterparties are supported on the national level®. Different types of companies’ costs
were compensated by the subsidies from the Special fund of creative industries devel-
opment in 2016-2019. Since 2019 the government investment funds have started to
finance most of the projects’.

Moreover, the most successful and large territorial associations of exporters
that have the status of cultural industries export bases are eligible for individual credit
solutions, benefits for insurance including intellectual property insurance, trade facili-
tation, simplified migration procedures for businessmen, advice on legal issues and
information support®. Similar supporting measures are provided for the demonstration
parks of cultural industries that were established on the base of creative clusters operating
in the Chinese domestic market®. The instruments of support include financing from
the Special fund of creative industries development, financing public-private partner-
ship (PPP) projects, and consultations provided by the local authorities. By the end of
13th five-year plan the mentioned bases produced 11% of the Chinese creative export
forming quite powerful foundation of the creative sector and export'’.

Furthermore, along with demonstration parks and export bases creative com-
panies can be promoted on the international fairs. The international cooperation projects
cover new tourist infrastructure, joint centers for digital products development, e-com-
merce network, international fairs for creative industries'!.

® Notice of the Ministry of Culture on the issuance of the “Cultural industries development plan during the ‘13th five-year plan’.
Ministry of Culture and Tourism of the People’s Republic of China (https://zwgk.mct.gov.cn/zfxxgkml/ghjh /202012 /
t20201204_906372.html).

Guidance catalogue of cultural products and services export. Guangdong Provincial Tax Service, State Taxation Administration
(https:/ /guangdong.chinatax.gov.cn /gdsw /zjfg /2012-06 /26 / content_bd3ce317¢51845ddb8414446104bab56.shtml).

Explanation of the transfer payments from the central government’s budget to the local budgets in 2019. Ministry of Finance of the
People’s Republic of China (https:/ /yss.mof.gov.cn /2019zyczys /201903 /t20190329_3209194.htm).

Announcement, 51 of 2018, announcing the list of National cultural export bases. Ministry of Commerce of the People’s Republic
of China (http:/ /www.mofcom.gov.cn/article / zcfb /zcfwmy /201806 /20180602755321.shtml).

©

Notice of the General office of the Ministry of Culture on further improving of the national cultural industries demonstration
parks establishing. Ministry of Culture and Tourism of the People’s Republic of China (https://zwgk.mct.gov.cn/zfxxgkml /
cyfz,/202012 /t20201206_916959.html).

19 Strengthen content creation and explore a new situation of external communication. Summary of the 2022 China International
Services Trade Fair Forum. Jiangsu Radio and Television Administration (https://jsgd.jiangsu.gov.cn/art,/2022/9/6/
art_69985_10598747.html).

I Notice of the General office of the Ministry of Culture and Tourism on attracting the key projects for international cooperation in

the “Belt and Road” cultural and tourism industries in 2020. The State Council of the People’s Republic of China (https:/ /www.gov.
cn/xinwen/2020-06 /29 /content_5522597.htm).
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Figure 3.
The structure of the budget expenditures for the creative industries

Source: National Bureau of Statistics of China.

Direct export promotion and attracting foreign direct investment (FDI) are
carried out by the pilot free trade zones'®. From 2019 to 2023 the Chinese authorities also
encouraged FDI in performing and visual arts, animation industry, and also the foreign
investment into smart parks, amusement parks, virtual and augmented reality tech-
nologies development were allowed .

It should be noted that in 2016-2023 cultural industries financing was shifting
from central to regional budget level. The only exception was 2021 when during the
COVID-19 pandemic the central budget expenditures increased significantly (Fig. 3).
Regional authorities are interested in creative sector supporting because the growth of
value added of this sector is one of the indicators of local government policies’ effec-
tiveness (Huang, He, 2022). On the one hand, a slight transition of budget financing
to the regional level can lead to more efficient use of funds as local authorities choose
financing projects themselves. On the other hand, the higher dependence of creative
sector on the regional financing with no additional support from the central budget
can also exacerbate the existing regional imbalances between the value added of cre-
ative goods production. Public financing helps to enlarge the creative goods market,
and according to Krugman P. (Krugman, 1980), the growth of the market size leads to
strengthening the competitiveness of the domestic producers. Taking into consider-
ation the significance of government financing among other non-tax supporting mea-
sures for creative industries, the first hypothesis is formulated as follows.

H1: National government budget financing of creative industries in China led
to the Chinese creative goods exports growth in 2016-2022.

2 “The role of China’s pilot free trade zones in promoting institutional innovation, industrial transformation and South-South
cooperation”. Geneva, UNCTAD, 2023.

3 Development and Reforms Committee, Ministry of Commerce of China “Catalogue of industries with foreign investment
encouraged (2022 edition)”. The State Council of the People’s Republic of China, 2022 (https://www.gov.cn/zhengce/
zhengceku /2022-10 /28 / content_5722417.htm).
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3.2. The main tax incentives for the Chinese creative industries

Tax incentives for the enterprises of the Chinese creative industries are
mainly connected with VAT, corporate and personal income taxes and some other tax
payments.

VAT incentives directly decreased tax costs of the creative sector’s companies.
Firstly, tax incentives were aimed at supporting the information and publishing indus-
tries. Particularly, there was a full VAT exemption for the television and radio broadcast-
ing in 2019-2023'. The publishers of books for special social groups were eligible for
100% tax refund, while the producers of other polygraphy and electronic publishers
could receive 50% refund from 2018 to 2023'°. Secondly, the VAT rate for small enter-
prises was reduced from 3 to 1% and abolished after 2021'°. Thirdly, the producers of
the software in the modern animation industry were eligible to refund VAT paid over
the rate of 3% and the exporters of the software were exempted from VAT'". Fourthly,
for the exporters of different creative goods VAT export rebates were introduced. The
actual VAT rates for all the Chinese creative goods exporters after rebates reduction
weighted by each creative good’s export value in each of the product category were
calculated:

VAT rate,, = Z (expoﬂm, / 2export,, )(VA T, —rebate,, ), (1)

where i — product; n— product category; { —year; VAT, — weighted average VAT rate
after export rebates reduction for product category n in year t,%; export . ,— export
value of product ifrom China in year ¢.

By 2023 the producers of video games and gaming equipment, architectural
projects, printed goods, and goods for audiovisual arts had the lowest weighted VAT
rates after rebates reductions (Fig. 4). For designed and crafted goods the weighted
VAT rate was reduced to 2%, and for the goods of “music and visual arts” category the
tax was reduced to 6%. The sharp growth of the weighted tax rate for the latter category
was connected with the increased export value as a lot of new exhibitions took place
in 2021 (Boucher, 2022). Overall, the tax burden for all creative goods was reduced in
2016-2023.

Income tax incentives have been stimulating technological enterprises since 2014
with the reduced corporate tax rate of 15%'®. From 2020 some technology companies
can pay tax at the rates of 12.5 or 10%". Indirect incentives connected with corpo-
rate tax led to the tax base decrease. From 2016 software developers, architectural

" Ministry of Finance, State Taxation Administration of China “Notice on continuation of the value-added tax policy to support the
development of cultural enterprises”. The State Council of the People’s Republic of China, 2019. (https:/ /www.gov.cn/zhengce /
zhengceku,/2019-10,/15/content_5439881.htm).

15 Ministry of Finance, State Taxation Administration of China “Announcement on the continuation of the preferential value-
added tax policy for publishing cultural industry”. Guangdong Provincial Tax Service, State Taxation Administration, 2021
(https:/ /guangdong.chinatax.gov.cn /gdsw /zjfg /2021-04 /13 / content_c659¢526ac97417c8fb1108a8d3488bd.shtml).

! Ministry of Finance, State Taxation Administration of China “Announcement on clarifying the policy of value-added tax
exemption for small-scale taxpayers”. The State Council of the People’s Republic of China, 2021 (https:/ /www.gov.cn/zhengce /
zhengceku/2021-03 /31 /content_5597103.htm).

7 Ministry of Finance, State Taxation Administration of China “Notice on the continuation of the value-added tax policy for the
animation industry”. Qingdao Tax Service, State Taxation Administration, 2018 (http:/ /qingdao.chinatax.gov.cn /resourceBase /
NewFaGuiKu2019 /zzsnews /201805,/t20180511_45580.html).

18 State Council of China “Several opinions on promoting the integrated development of cultural industries and design services with
related industries”. The State Council of the People’s Republic of China, 2014 (https: / /www.gov.cn /zhengce / content /2014-03 /14 /
content_8713.htm).

19 Ministry of Finance of China “Announcement on corporate income tax policies promoting the high-quality development of the
integrated circuit industry and the software industry”. The State Council of the People’s Republic of China, 2020 (https:/ /www.gov.
cn/zhengce /zhengceku,/2020-12,/17 /content_5570401.htm).
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Figure 4.
VAT rates after export rebales reduction for creative exporters

Sources: General Administration of Customs of China, State Taxation Administration of China.

and industrial design companies could deduct up to 50% of R&D costs from taxable
income or apply accelerated depreciation for up to 150% of intangible assets, and after
2018 the rates were increased up to 75 and 175% respectively®.

Moreover, since 2017 small enterprises have been eligible for the 50% lower cor-
porate tax, while the upper limits of taxable income for this incentive were increased?..
Lowered corporate tax rates are also applied for the enterprises operating in the pilot
free trade zones*.

Furthermore, individuals and public organizations are also eligible for corpo-
rate tax incentives. According to the Income Tax Law, from 2018 individuals’ awards in
the sphere of culture are no more subject to tax®. After 2018 the budget organizations
in the spheres of art, publishing, cinema, and broadcasting that transformed to com-
mercial ones are still exempted from corporate income tax for five years?!. This incen-
tive is aimed at increasing the effectiveness of public cultural organizations.

Finally, several tax incentives stimulate development of infrastructure and sup-
port viability of enterprises in the creative industries. In 2020, when the COVID-19

2 Ministry of Finance of China “Notice on increasing the proportion of research and development expenses deduction before tax”. The
State Council of the People’s Republic of China, 2018 (https:/ /www.gov.cn/zhengce /zhengceku /2018-12 /31 /content_5441300.htm).

2l Ministry of Finance, State Taxation Administration of China “Announcement on the implementation of preferential income tax
policies for small and micro enterprises and individual entrepreneurs”. The State Council of the People’s Republic of China, 2021
(https:/ /www.gov.cn/zhengce /zhengceku /2021-04 /09 /content_5598738.htm).

# The role of China’s pilot free trade zones in promoting institutional innovation, industrial transformation and South-South
cooperation. Geneva, UNCTAD, 2023.

# Xinhua “Personal income tax law of the people’s republic of China”. The State Council of the People’s Republic of China, 2018
(https:/ /www.gov.cn /xinwen /2018-09,/01 /content_5318233.htm).
2 Ministry of Finance of China “Notice on continuation of implementing several tax policies for the transformation of operating

cultural institutions into enterprises under the reform of the cultural system”. The State Council of the People’s Republic of China,
2019 (https:/ /www.gov.cn/zhengce /zhengceku,/2019-10 /15 / content_5439878.htm).
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pandemic started, the levy for establishment of public cultural objects was abolished,
and the loss carry-forward period for the film companies was increased from five to
eight years®.
Overall, the tax incentives for Chinese creative industries are quite diverse,
however, most of them are related to the modern technological industries, not to tra-
ditional ones, and tax incentives are usually valid for a short period of time, not always
streamlined and enshrined in law (Chen, Ma, 2018; Li, 2018).
As it was shown above, most of the tax incentives for the creative goods export-
ers are connected with the VAT. Therefore, the second hypothesis is formulated con-
cerning the VAT-related incentives.
H2: Lowering of the VAT by the export rebates for the Chinese exporters of
creative goods led to the creative export growth in China in 2016-2022.

4. Methodology and data

In order to test the hypotheses about the influence of several instruments of the
government support for creative goods export of China we implemented the regres-
sion analysis. Annual balanced panel data for the two models covers the period from
2016 to 2022. The first model is based on the data of 31 China regions. The second
model includes the data of 226 creative products. The data structures of the models
are determined by the different formats of available data on the government support
measures. The statistics on Chinese creative goods export was downloaded from the
site of General Administration of Customs of China. VAT rates including tax rebates
for creative goods exporters were accessed at the tax rates library published by the State
Taxation Administration of China. The statistics on public financing of cultural indus-
tries, consumption expenditure on culture, and regional population were collected
from the National Bureau of Statistics of China®. Additional macroeconomic data for
the control variables were gained from the databases of the World Bank, International
Trade Centre, and UNCTAD.

4.1. Description of variables

Dependent variable in both models characterises Chinese creative goods export.
A set of 6-digit Harmonized System (HS) codes representing creative products corre-
sponds to the latest creative goods classification presented by the UNCTAD?.

Independent variables represent the main measures of the government support
for the creative industries of China. Firstly, there are the values of total expenditure for
creative industries of regional government in each region of China. These expenditures
include the total sum of funds allocated by each region and city of central subordina-
tion of China to finance cultural and media industries. The initial source of the data
does not divide expenditures according to the different financial supporting measures.
Therefore, due to this limitation we directly used the data of the initial source. There is
also a lack of regional data of direct allocations of central budget. However, according
to data in Fig. 3, financing role of central budget is minor, so the data we use are still
representative. Secondly, there are the rates of VAT after export rebates reduction for
all the creative goods exporters. The rates are the same for each region in the same year

% Ministry of Finance, State Taxation Administration of China “Announcement on supporting tax policies for film and other
industries”. Guangdong Provincial Tax Service, State Taxation Administration, 2020 (https://guangdong.chinatax.gov.cn/gdsw/
zjfg/2020-05,/19 / content_f06bec4633a9412383c667554a1212a5.shtml).

2 National Data (dataset). 2025 (https:/ /data.stats.gov.cn/english /easyquery.htm?cn=C01).
27 UNCTAD “Advancing the measurement of the creative economy”. Geneva: UNCTAD, 2024.
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as they are set centrally. If the rates are changed during some year, the weighted average
of the rates set during that year was calculated to get the annual rate. The new rates are
applied as soon as they are announced. For the first model we calculated the VAT rates
after rebates reduction as average rates weighted by the products’ export shares in the
total creative export of each region:

226 296

Weighted rate,, = Z(expoﬂmz (VAT, —rebate,) / zz:’expon‘mt ), (2)

i=1
where n — region; i — product; ¢t — year; VAT, —rate after export rebate for product
inyear ¢ export, — export value of product ifrom China in year ¢.

For the second model the variable is not transformed in any way because its
values are given for each creative product. As the data of government expenditures for
each creative product are unavailable, we did not include this variable in the second
model.

Independent control variables include the key factors determining export value.
Firstly, the variable of global demand for creative goods is used. Chinese creative goods
import was deducted from the global import to avoid endogeneity in the models.
Secondly, we included the variable of real effective exchange rate of RMB to reflect the
changes between the prices in China and other countries (Fang, Zhang, 2022). Thirdly,
we used the variable of trade openness as it reflects the availability of the creative goods
in the world market. The values of the variable are estimated as global creative goods
export to world nominal GDP ratio excluding China to avoid endogeneity. Fourthly,
the variable of domestic demand for creative products was also included into the first
model. The values of the variable reflect the creative goods and tourist services con-
sumption in China. The consumption expenditures on culture (further are mentioned
as cultural consumption) are directly related to the creative goods market size and can
influence export competitiveness of the Chinese creative goods (Li, 2016). As there is
no data for this variable on each creative product level, we did not include it in the sec-
ond model. The description of variables and major statistics are presented in Table 2.

Table 2.

Description of variables

JKypuan HOA,
N 2 (71), 2026,
c. 252-267

Variable | Sources Description Min Max Mean St. Dev.

Model 1

export

tion of Customs of
China

goods export values,
U.S. Dollars mln

Regional creative General Administra- Chinese regional creative 7.63 76381.28 | 5760.59 | 12596.08

Regional creative
export per capita

National Bureau of
Statistics of China

Regional creative goods
export per capita,
U.S. Dollars

631.94

88.18

133.00

VAT rate
(weighted)

State Taxation Adminis-
tration of China

VAT rate after export
rebate deduction weighted
by the products export
shares in the total export of
the region, %

12.3

Government
expenditure

National Bureau of
Statistics of China

Budget financing of cre-
ative industries, RMB bln

1.44

23.69

6.94

4.14
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Variable Sources Description Min Max Mean St. Dev.
Government Budget financing of cre- 60.16 1253.46 210.99 186.37
expenditure per ative industries, RMB
capita
Global creative UNCTAD Statistics World import of creative 460341 603984 528118 49613.06
import goods (except China),

U.S. Dollars mln
Real exchange rate | World Bank DataBank™ | RMB real exchange rate 120.26 127.32 123.42 2.37
index
Cultural National Bureau of Domestic consumption of 0,52 426,1 35.18 39.11
consumption Statistics of China creative goods and tourist
services, RMB bln
Cultural consump- Domestic consumption of | 151.70 17119.20 | 799.94 1202.47
tion per capita creative goods and tourist
services, RMB
Trade openness UNCTAD Statistics The ratio of the global cre- 5.18 5.86 5.66 0.21
ative export to the world
GDP (excluding China),
tenth of %
Model 2
Creative products Export values of each cre- 0 46198.21 | 790.17 2789.65
export ative product correspond-
ing to 6-digit HS code,
U.S. Dollars mln
Global cre- International Trade World import of each 0 87830.3 |2193.03 | 7113.31
ative import Centre creative product (except
(by product) China), U.S. Dollars mln
VAT rate VAT rate after export 0 17 4.52 6.28
(by product) rebate deduction for each
product, %

Sources:* https:/ /databank.worldbank.org/source /world-development-indicators.

4.2. The strategy of regression analysis

Before the estimation of models’ coefficients the tests for multicollinearity

and correlation analysis were undertaken. Here and after the level of statistical signif-
icance for hypotheses testing is 5%. Pearson correlation coefficients (as all the vari-
ables are quantitative and continuous) and their statistical significance are presented
in Tables 3-4. Positive statistical dependence of Chinese creative goods export on the
government expenditure, domestic cultural consumption, and global creative import
is strong enough. Furthermore, the significant correlations between independent (and
control) variables are lower than 0.7. VIF values for the variables of both models are
also low. Therefore, there is no multicollinearity in the models.
The general formula of the models is as follows:

Y, =B, +B. X, +B.C, +€,,

where i — region or product; ¢ — year.
Y, is a dependent variable (regional creative export per capita in the first model
and creative export of each creative product in the second model); X, represents inde-
pendent variables (VAT rate and government expenditure); C, stands for the control

(3)
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Table 3.
Correlation analysis of the models variables. Model 1
o - Q o =]
= &8 3 g g "E o %D k- g 5
s %R, = £ E o o & £ a2 L O =
Variables g iﬁ 3 ; £ E’ g M % EE —g g g
P2 = = g9 < g U= 532 = 8 =
SEL| 5 | gR | EF g | %E | TE | B
5 v 3 & °
Regional creative export 1
per capita
VAT rate -0.1 1 1.18
Government 0.62" -0.15™ 1 1.62
expenditure
Global creative import 0.1 -0.3™" 0.09 1 2.33
Real exchange rate 0.07 -0.18"™ 0.12° 0.49™ 1 2.01
Cultural consumption 0.58™" -0.002 0.55™ 0.02 -0.03 1 1.56
Trade openness -0.003 0.09 -0.14™ 0.34™ -0.31" 0.11" 1 1.95
Note. p-value codes: * — 10, ** — 5, *¥* — 1,
Source: compiled by the authors.
Table 4.
Correlation analysis of the models variables. Model 2
Creative Global Real Trade
Variables products VAT rate creative exchange Obenness VIF-value
export import rate P o
Creative products export 1 -
VAT rate -0.06™ 1 1.02
Global creative import 0.76™ 0.04" 1 1
Real exchange rate 0.04 -0.12™ 0.02 1 1.12
Trade openness -0.003 0.1 0.01 -0.31" 1 1.11

Note. p-value codes: * — 10, ** — 5, *** —1%_VIF — variance inflation factor.

Source: compiled by the authors.

variables (such as global creative import or real exchange rate); B, represents the
estimated coefficients of the model; €, is random error.

The regression specification was determined following the standard proce-
dures of balanced panel regression analysis, similar to (Huterski et al., 2021). Initial
and final specifications of the models and statistical metrics are presented in Table 5.
After excluding statistically insignificant VAT rate variable the predictive power of the
first model almost did not change. Meanwhile no variables were excluded from the
second model.

5. Results and discussion

For the first model fixed effects specification was chosen. The optimal specifi-
cation of the second model includes random effects (Table 5). The regression analysis
results demonstrate statistical significance of the variables representing government
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Table 5.
Regression analysis results
Model 1.1 1.2 2.1
. . Fixed Rand. ) Fixed Random N Fixed Random
Specification Pooled effects effects Pooled effects effects Pooled effects effects
VAT rate -1 2.14 2.25° -39.32" -12.05 -17.96™
Government 13.63 3.59™ 6.02"" 13.70" 3.19™ 5.73™
expenditure
Global 0.0001 0.0003"" | 0.0003"" 0.0001 0.0002"" | 0.0002" 0.30™" 0.31" 0.30™"
creative
import
Real 0.42 0.29 0.32 0.26 0.63 0.67 12.56 19.48™ 18.12™
exchange rate
Cultural 1.16"™ 0.02 0.09 1.16™ 0.02 0.09
consumption
Trade 491 -17.02 -9.56 1.51 -10.4 -2.25 48.86 -5.54 7.11
openness
intercept -179.99 - -85.09 -157.86 - -132.63 -1518.56 - -2068.77
p-value
of statistical Breusch— . Breusch- : . Breusch- S
tests F-test Pagan Hat\essr?an F-test Pagan Hatles;zlan F-test Pagan Hdltl;:ldn
test test test )
<0.001 <0.001 <0.001 <0.001 <0.001 <0.001 <0.001 <0.001 0.709
Number of 217 217 217 217 217 217 1582 1582 1582
observations
Adjusted R? 0.453 0.102 0.214 0.455 0.093 0.207 0.590 0.143 0.349
AIC 2616.38 | 2034.57 2094.31 2614.52 2036.09 2097.02 28187.59 | 25029.22 | 25274.89

Note. p-value codes: *** — (.01, ** — (.05, * — 0.1.

Source: compiled by the authors.

support measures. The first model has shown that RMBI billion increase of govern-
ment expenditures led to on average $3.19 increase of regional creative goods exports
per capita. Therefore, the first hypothesis (H1) of this study was confirmed. The second
model demonstrated that export of creative products increased by on average $17.96
million when the VAT rate for exporters was decreased by one percentage point by tax
rebates. This finding supported the second hypothesis (H2).

Moreover, both of the models showed the significant dependence of the
Chinese creative goods export on the global import of creative goods. This is also an
empirical prooffor the high dependence of the Chinese creative export on the demand
for creative goods in the world market that was shown above. At the same time, the coef-
ficients from the second model demonstrate a positive influence of RMB revaluation
on the export values. The obtained result may be explained by the influence of the
foreign raw materials and components supply that are used for the processed goods
export. Particularly, during revaluation of RMB the costs of the imported components
and materials decrease, so the export may increase (Tran, 2022). At the same time the
influence of the reviewed government support for creative export can offset the revalu-
ation effect, similar to the findings of (Xu, 2018) concerning VAT rebates.
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The control variables of trade openness and domestic cultural consumption
turned out to be insignificant. Therefore, we can make no relevant conclusions about
these variables.

6. Conclusion

The development of creative industries contributing to the sustainable develop-
ment and promoting innovations takes place along with the increase in creative goods
trade improve the image of exporting countries abroad. The Chinese authorities were
supporting this sector for already about 20 years and stimulating the positive effects.
By 2023 China remains the leader in creative goods exports. The revealed comparative
advantage of the Chinese creative goods remained high from 2016 to 2023. However,
the creative export of China is still poorly diversified because of “cultural discounts”; it
is highly dependent on the condition of major world markets.

We systematised information on the key measures of support for the Chinese
creative industries during the 13th and 14th five-year plans. Different kinds of incentives
and supporting instruments have broad and multidimensional coverage. In addition to
supporting the largest companies in the sector, creative clusters are being promoted,
and a free trade zone specialising on creative export was established. Tax authorities
provide different kinds of tax incentives, including lowered VAT for different creative
industries or creative goods exporters, preferential corporate income tax rates for high
technology companies. There are also opportunities of tax exemption and accelerated
depreciation options for the public organisations that were transformed into commer-
cial enterprises.

Although the positive influence of government support measures on creative
goods exports was revealed, several problems and contradictions concerning the
implementation of government support and creative goods manufacturing were accu-
mulated. We can outline several issues connected with financing of support measures.
Firstly, since 2016 financing was gradually shifting to the regional level. As a result,
the already high regional debt burden continues to increase. Secondly, although local
authorities can more efficiently use the regional funds, the lower reliance on the cen-
tral budget may exacerbate currently existing specialisation. Value added imbalances
between the creative goods exporters of different regions may increase in favour of the
Eastern regions of China. Government support measures are mostly focused on mod-
ern technological manufacturing and less attention is paid to the traditional cultural
industries. A large number of tax incentives for the companies in creative industries
are short-term. Therefore, there are fewer stimuli for long-term development.

Over the last years the government’s support of creative industries exports in
China made it possible to achieve visible results. However, Chinese creative exports still
have prospects for growth and diversification. This requires further optimisation of the
government support measures and addressing the issues mentioned above.
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O.B. bupookosa
IleHTp KOMIUIEKCHBIX €BPOIENCKUX U MEKAYHAPOJHBIX NCCIECTOBAHMIA,
HITY «Bbicmas mxkoJsia 3koHoMUKU, MOCKBa

N.10. CiunueHko
HITY «BbIcmas mkoJsia 3KOHOMUKI», MOCKBa

JKcnopT KpeaTuBHbIX TOBapoB U3 Kutas:
Mepbl rocyaapCTBEHHOM NOAAEPIKKU B nepuoa
13-ro v 14-ro nATUNETHUX NNaHOoB2®

Annoranmsa. /[uHaMUIHOE PA3BUTHE KPEATHBHBIX HHAYCTPHIA UTPAET KJIIOUEBYIO POJIb
B 00€CIIEYEHNH YCTONYNBOrO 9KOHOMHYECKOTO POCTA U YKPEIUIEHUU KYJIbTYPHOTO IPUCYTCTBUS
CTPAH-3KCIIOPTEPOB HA IJIOGANLHOM apeHe. B cBA3M ¢ 3TUM IPaBUTENILCTBA MHOTUX TOCYAAPCTB
AKTUBHO BHEJPSIOT Il€JIEBbIE MEXAHU3MbI CTUMYJIHMPOBAHUS SKCIIOPTA KPEATUBHO IIPOAYKIIUM.
Kuraii, ABisAgch 6€3yCTOBHBIM MUPOBBIM JINJIEPOM IKCIIOPTA KPEATUBHBIX TOBAPOB, JJOCTUTAET
BBICOKUX PE3yJbTaTOB KaK GJIaroapsa CPaBHUTEIBHLIM IIPEUMYINECTBAM, TaK U 32 CYET CUCTEM-
HBIX MEP TOCyapCTBEHHON MOMIEPKKU. BMecTe ¢ TeM KoImdecTBeHHas OIeHKa BIUAHNA KOH-
KPETHBIX MHCTPYMEHTOB I'OCYAPCTBEHHOI'O PETYJIMPOBAHMS HA dKCIIOPTHBIE TOKA3aTEeNN Kpe-
aTUBHOTO cekTopa KuTas ocTaeTcs HEZOCTATOYHO H3YYEHHOH B COBPEMEHHOMH JHMTEpaType.
JlaHHOe HcciIeloBaHNEe CUCTEMATU3UPYET OCHOBHbIE (PUCKAIbHbIE U (DMHAHCOBBIE MEPbI MO
JIEPXKKH, PEATM30BaHHbIC B Iepuof 13- u 14-ro nATHIeTHUX TUIAHOB, U OIICHUBAET UX BO3JCH-
CTBHUE HA DKCIIOPT KpeaTUBHBIX ToBapos B 2016-2023 rr. Ha ocHOBe perpeccMOHHOrO aHaIM3a
MaHEeJbHBIX JaHHBIX YCTaHOBIEHO, uTo Bo3memenue HJ/IC mpu skcmopTe, HapsAgy ¢ TPAMBIM
GI0/KETHBIM (DMHAHCUPOBAHUEM, CTATUCTHYECKU 3HAYUMO IOJIOKUTETBHO BINSET HA OOBEMBI
skcrnopTa. Kpome Toro, BbIsIBIEHA BRIpOKEHHAS reorpapuyeckas ¥ CTPYKTYpHas KOHIEHTpa-
11 SKCIIOPTHBIX TOTOKOB, OPUEHTHPOBAHHBIX NpeuMymecTseHHOo Ha peiHkn CIIA u cTpan
Espormbl. CzesiaH BBIBOJ O HEOOXOMMOCTHU CTPATETMYECKOI ONTUMHU3AINH MeP MOJIE PIKKI IS
CHIDKEHHS PETHOHATLHBIX IUCOATaHCOB, IMBEPCU(MUKAITIN OTPACIEBON CTPYKTYPBI M yMEHbIIE-
HUSI 3aBICUMOCTH OT KOH'BIOHKTYPBI BHEITHUX PBIHKOB.

Kniouerrle cnoBa: xpeamushsie unoycmpuu, xpeamusnoie mosaput, Kumai, eocyoapcmeen-
Has noddepicka, noddepicka sKcnopma.
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