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China’s knowledge service market has a bright future
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lishing was "publishing convergence".Publishing

convergence has carried along the deep development
of content.

In one aspect, the disassembly and reconstruction of
knowledge is a trend for knowledge service. One-time
publishing and multiple rounds of development com-
bined with precision services is a trend in the content in-
dustry. In another aspect, turning written words into oth-
er interactive media will continue to be a very active ar-
ea. In recent years, literature, especially IP for online lit-
erature has seen its value continuously mined. A number
of popular online novels have been transformed into
films, anime &manga, and mobile games. The prices for
these IPs have risen repeatedly, showing that the era of
publishing convergence brought by "publishing + X" is
coming. Self-published author Zhou Meisen's novel /In
the Name of the People was adapted into a TV show that
went on to be incredibly popular, almost becoming a
constant hot topic among young people. The transmedia
cases from publishing to film,TV plays and games be-
came more and more. More technologies, like big data,
cloud computing, QR codes, VR and others have been
used widely in the publishing sphere. These can be lever-
aged to encourage the creation of new publishing prod-
ucts by mobile applications, Weibo, and WeChat. One
can see that the publishing ecosystem is effecting a re-
construction in terms of publishing content, vehicles,
services, and sales, all of which are being continually
up-graded. A revolution is happening in publishing con-
cepts, redefining the realm.

Publishing is providing a rich space for development
to internet giants, high tech companies and large holding
companies in other industries. WeChat Read, Alibaba
Literature, Baidu Wenku and other companies have al-
ready taken a large amount of market share. They are
supported by Tencent, Ali, Baidu and other large inter-

In 2017, a big phrase that gained a lot of notice in pub-

net enterprises. China Reading, iReader and others have
entered a profitable phase, and behind them there are tra-
ditional tech companies with many years of that work
on strategic maps, as well as large amounts of capital
that help with the achievement of victory.

E-retailers such as Amazon, Dangdang, and JD see a
very bright future for profit models in the sale of tradi-
tional books and e-books. These new players on the
scene have set up their own publishing organisations, le-
veraging data inspection to realise precise topic selec-
tion and marketing as well as sales targets. Some of
these players leverage their capital power, and conduct
product and business merging. With the entry of Internet
technology and capital, the commodity property of con-
tent is being activated in a way totally different from
that of traditional publishing.

A new publishing ecosystem is continually creating
and attracting huge responses. Mobile applications, ser-
vices such as Himalaya FM and the like have led to very
active development for knowledge service in the new
service ecosystem. These new companies innovate with
a market-oriented product chain. Operation of full me-
dia covered operation and dis-semination of book prod-
ucts has brought about huge social effects and economic
profits. The China Press and Publication Research Insti-
tute's Fifteenth National Reading Survey Report shows
that more than twenty percent of people in China listen
to audiobooks. Among which, 22.8% of Chinese adults
listen to audiobooks, up from 17.0% in 2016, an in-
crease of 5.8 percentage points. In terms of younger peo-
ple, the rate was even higher, with 14-17 year olds hav-
ing a 28.4% rate of consuming audiobooks. The size of
the market in 2017 was 3.24 billion Yuan, with a growth
rate of 36.7%, a rough estimate shows that the size of
this market in 2018 should be about 4.5 billion yuan.

These changes in publishing ecosystem can be attrib-
uted to the internet and the ubiquity of smart phone cli-

ents. Many new technologies are currently turning from
the testing stage to practical usage, such as big data, VR,
artificial intelligence, semantic technologies, block-
chains and the like. If these technologies become more
widespread, it's not too early to predict when and in
what form the singularity of the publishing industry will
happen.

Self-media in previous years has transformed from a
young phenomenon to rapid development, and it has al-
ready become a major channel for people to obtain ev-
eryday news information, relaxing entertainment and
even professional knowledge. Self-media's rapid devel-
opment proves the fundamental logic of content trans-
mission nowadays, in which people develop and create
their own content and share it, leveraging digitalisation,
information technology, and a worldwide system that
links information and knowledge. Currently mature plat-
forms include news platforms and streaming platforms
like Toutiao, Youku and Tudou, and the like.

Self-media has provided a new way of information
and service sharing that is radically different from that
of traditional media, and is currently expanding social
platforms to mainstream news clients and present popu-
lar streaming platforms. The number of participants in
self-media, the number of stories published, the
amount of money invested, and the like are all increas-
ing year on year in a big way. In the predictable future,
self-media will become more professional in terms of
content, the structure of organisations will be more cor-
poratized, capital will come in at all stages, and the pro-
cess of industrialization will speed up. However,
knowledge content and even entertainment generally
lacks gravity, professionalism and authority. Essential
knowledge are also lacking. This is a core problem that
self-media must solve in the future—how to establish
its authoritative position.

(translated by Liu Wanyun)

China’s online players and publishers cash in on content windfall
MRREFFESEFHEEREFALZNETRIR

BCPMJ Team

he anxiety of the fast-growing middle class in
TChina spurs upgrading of the demand for paid

knowledge. Driven by the upgraded demand, Chi-
na's knowledge service industry ushered in a
full-blown growth period in 2017, which provided end-
less possibilities for the traditional publishers to trans-
form into knowledge providers and pursue quality de-
velopment.

By statistics, the number of people who paid for
knowledge products exceeded 50 million in August
2017; the insiders predict by 2020 the economy of paid
knowledge will reach 100 billion yuan in revenue.

The players, which aggregate infomation services,
fall into four categories respectively represented by Xi-
malaya, Zhihu, iget and Fenda. They adopt three busi-
ness models. Himalayan and iget uses the mode of paid
subscription to columns, Zhihu paid browse of online
salon contents, and Fenda paid access to Q&A.

Himalaya has emerged as a leading knowledge pro-
vider. It accounts for 73% in the market. It offers a
wide range of audio contents, on information, culture,
thinking and the like. The iget app offering paid access
to contents launched by former TV producer Luo
Zhenyu is a dark horse of the industry. After exploding

growth, the app has more than 13 million registered us-
ers and subscribed columns have been sold 2.27 mil-
lion times, with the annual profits topping 100 million
yuan. By delivering excellent contents, iget has initiat-
ed the mode of subscribing to its informative columns
at 199 yuan per year, which has become a norm in the
industry.

Since the second half of 2017, Today's Headlines
and JD among other Internet giants have launched on-
line knowledge sharing functions. To grow its Q&A
section, Today's Headlines has poached 300 Internet
celebrities from Zhihu and announced at its content
creator conference that it would put in a subsidy of 1
billion yuan for those answering questions on Wu-
kong Q&A. On January 2, 2018, Baidu launched on-
line Mini-class, its first audio course allowing paid ac-
cess, with the contents ranging from personal im-
provement, parent-and-child education and financial
management to career development. In the future the
product will be embedded in the Baidu app, to be rec-
ommended according to the intelligent analysis upon
information flow and distributed via social network
subscription.

Traditional publishers are also stepping up efforts to

secure a foothold in knowledge service market. CITIC
Publishing Group launched the knowledge-based punit,
CITIC Academy in July 2017, which currently offers
170 audio books online, with two or more new books
added in the audio archive every week. Moreover, the
Academy offers 1,500 electronic books, and niche col-
umns like Can't Wait to Listen, Reading Time Lag,
Very Simple Global Reading, and selected curricula on
liberal arts and economic management. So far CITIC
Academy has over three million registered users, with
the yearly income of paid knowledge content amount-
ing to 70 million yuan. It's said CITIC Academy pro-
vides readers with a knowledge map featuring systemat-
ic classification of new knowledge from around the
world by selecting good books and producing audio-vi-
sual curricula.

CITIC Academy also spreads via content operation
and marketing a lot of contents through social-media
channels which record a high rate of monetisation. It is
said that in 2018 CITIC will launch even more valu-
able knowledge-based products to follow the user-cen-
tered logic and develop a brand new knowledge-based
model that sees products are continuously adjusted to
meet the customers' needs. (translated by Liu Wanyun)



