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China’s Publishing Industry Seeks New Growth
Amid Recovery

/ By Zhao fBing

From 2023 to 2024, China’s
publishing industry is display-
ing entirely new characteristics
and trends. The opportunities
and challenges it faces are un-
precedented, and the traditional
development methods and logic
that Chinese publishing institu-
tions once followed have under-
gone significant changes. These
shifts are driven by changes in
the external environment, in-
cluding the economic landscape
and technological advance-
ments.

The economic environment
has led to a decline in profit
margins for many publishing
institutions. Additionally, the
continued decrease in birth rates
has negatively impacted the
children’s book sector, which
previously held the largest
market share and experienced
rapid growth but is now seeing
a slowdown. Technological ad-
vancements, particularly in Al,
may also have implications for
the publishing industry. While
technological progress can en-
hance efficiency, the fundamen-
tal changes it could bring will
likely be a gradual and possibly
cyclical process, requiring the

industry to adapt.

The Primary Topic: Restor-
ing Growth

According to data from
OpenBook, the total list price
sales of China’s book retail
market in 2023 shifted from a
negative growth rate in 2022 to
a positive year-on-year (YoY)
increase of 4.72%, reaching a
market value of 91.2 billion
yuan. The total number of active
book titles in the overall retail
market also increased by 1.55%
YoY, with the number of new
active book titles rising by 7.3%
YoY.

Reviewing the overall de-
velopment of China’s book retail
market over the past few years,
the market has experienced fluc-
tuations since 2020. In 2023, as
the first year after the pandemic,
recovery and growth became
the main themes of China’s
publishing industry. Although
the overall book retail market
in China still showed negative
growth in the first three quarters
of 2023, the year-on-year de-
cline narrowed compared to the
end of the second quarter. This
improvement was mainly driven
by online retail channels, includ-

ing platform e-commerce and

short-video e-commerce, which
returned to positive growth after
the second quarter. Under the
influence of major promotional
activities, the growth rate of on-
line channels further expanded
in the fourth quarter, leading to
growth in the overall book retail
market.

In the first half of 2024,
China’s book retail market con-
tinued to experience negative
growth, with the total market
value declining by 6.20% year-
on-year. However, compared to
the first quarter, the decline nar-
rowed in the second quarter as
the market entered the period of
significant promotions in online

channels.

Main Growth Driver:
Short-Video Channels

The role of different chan-
nels in China’s book sales has
been continuously evolving, and
this has been a hot topic in the
publishing industry in recent
years. The focus has shifted
from physical bookstores, which
were once the main battle-
ground, to online stores as the
primary sales channels. In the
early stages, online channels

were dominated by e-commerce

platforms like JD.com, Dang-
dang, and Tmall. However, the
landscape has now evolved,
with short-video e-commerce
platforms like Douyin becoming
the primary source of traffic.

In 2023, short-video e-
commerce continued its rapid
growth, with a year-over-year
increase of 70.1%, becoming the
main driver of overall retail mar-
ket growth. In contrast, physical
bookstores experienced a year-
over-year decline of 18.24%.
Platform e-commerce and verti-
cal and other e-commerce saw
declines of 3.68% and 10.08%,
respectively.

In terms of the total list
price sales share by channel in
China’s book market, platform
e-commerce remained the
largest channel, accounting
for 41.46% of the total market
value. Short-video e-com-
merce followed with a 26.67%
share, surpassing vertical and
other e-commerce (which
held a 19.93% share in 2023)
to become the second-largest
sales channel. Physical book-
stores held an 11.93% share of
the market value. Compared
to 2022, the market share of

short-video e-commerce in-
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Market Value Structure Ey Channel Over the Past Two Years

creased, while all other chan-
nels saw varying degrees of
decline in market share.

Shor-video platforms in-
creased the market value of top-
selling books. The market share
of books with sales exceeding
100,000 copies significantly rose
through short-video channels,
while sales of these top books in
other channels declined.

In the first half of 2024,
short-video e-commerce chan-
nels continued to grow, with
a year-over-year increase of
18.34%. However, this growth
rate has noticeably slowed
compared to the past two years.
According to data released by
the China Internet Network In-
formation Center, by December
2023, the number of short-video
users had nearly matched the
number of mobile internet users,
indicating that the potential for
significant user growth in short-
video platforms is limited. Conse-

quently, the growth rate of short-

video e-commerce is expected to

gradually slow down.

Significant Differences in
Performance Across Book
Categories

The recovery and growth
of China’s book retail market
are closely linked to changes
in various book categories. In
2022, apart from general books,
only biography and literature
categories achieved growth.
However, in 2023— a year fo-
cused on recovery—the overall
growth of China’s book retail
market shifted from negative to
positive, with 13 secondary sub-
categories showing gains.

Looking at the market
share of various book categories
in 2023, children’s books had the
largest share, with 27.21%. In
the first half of 2024, this share
increased to 29.17%, though it
also saw the largest slowdown in
growth rate among all categories.

The next largest categories

were educational aids and litera-
ture, each with a market share of
over 10%. The academic/cultur-
al and economics/management
categories had market shares
ranging between 4% and 10%.
When analyzing the cat-
egories across different sales
channels, the category structure
varied, particularly within short-
video e-commerce channels,
where changes were more
pronounced. In the first half of
2024, the market share of edu-
cational aids in short-video e-
commerce channels increased
the most, now accounting for
28.55% of the market value in
this channel. Meanwhile, the
children’s category continued
to shrink, with a market share
of 40.15%. Additionally, the
academic/cultural category saw
a significant decline in market
share, primarily due to the fading
popularity of books related to
“The Art of War” that had been

driven by a TV series last year.

In the book retail market,
the top 1% of best-selling titles
contribute nearly 60% of the
market’s total sales revenue, and
the top 5% of titles contribute
over 80%. Changes in top-sell-
ing books directly influence the
overall growth and fluctuations
of the book retail market.

Regarding Golden Titles
(top performing titles that col-
lectively contribute 60% of the
actual sales revenue in the over-
all retail market), the number
of books entering this category
increased in 2023, and their
contribution to the market’s
total sales revenue also grew.
Additionally, there was a notice-
able increase in the proportion
of Golden Titles sold through
short-video platforms. This
trend is also observed in new
books in Golden Titles sales tier.

However, new books sold
through short-video e-commerce
channels have a shorter sales
duration. Among the new books
sold via short-video platforms,
16.4% are sold for only one
month, and more than 60% of
the titles cease to be actively
sold six months after their initial
release. In contrast, new books
sold through other channels sus-

tain a longer sales lifecycle.

Trending Topics and Titles:
Strong Performance of
Comics and Traditional
Culture Works

From 2023 to 2024, trends
in China’s book market have
largely followed previous sales
hotspots, with best-selling se-
ries, “Comicst” books (a pub-

lishing approach that combines
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Market Value Share and YoY Cﬁanges Across Dﬁerent Suﬁcategon’es in 2023

comics with various other con-
tent types, such as science, his-
tory, psychology, and traditional
culture), web novel paperbacks,
and works by famous authors
continuing to stand out. New
titles in best-selling series or re-
prints of older series quickly sell
quickly and boost sales of other
books in the series.
“Comics+” has become
an important form in the book
market, with many new books
presented in comic form appear-
ing in both adult and children’s
reading categories. These books
cover a wide range of topics,
including science, psychology,

history, lifestyle, and traditional

culture, and they perform prom-
inently on the overall top three
bestseller lists as well as the
new book bestseller lists.

The novel “The Last Quar-
ter of the Moon” ranked first
on the fiction list and topped the
overall annual bestseller list. The
non-fiction work “ I and the Tem-
ple of Earth” (Commemorative
Edition) topped the non-fiction
list. The children’s book “Comic
Elementary School Psychology”
led the children’s book list.

As for the new books on
the bestseller lists, the novels
“The Knockout” and “Su Shu”
(Volumes 1 & 2) , and the non-

fiction work “Believe” by Cai

Lei, former vice president of
JD.com, ranked first in their
respective categories, with “Be-
lieve” becoming the top new
book of the year.

From 2023 to 2024, the
performance of specific sub-
categories highlighted some
emerging trends. Health is one
of the most popular categories
with Chinese readers,driven
by a post-pandemic interest in
traditional Chinese medicine.
Notable titles include “The II-
lustrated Series of Classical
Chinese Works: The Yellow
Emperor’s Canon of Medicine”
and “Chinese Medicine on the

Dining Table”. Books on per-

sonal growth and self-help are
also popular. Leading titles in-
clude “Good Responses: Being
Articulate Is an Advantage, But
Being Responsive Is a Skill”,
and “Chinese-Style Communi-
cation Wisdom”.

Popular economics and
management books include
“Emotional Intelligence for
Sales Success: The Sales Psy-
chology You Must Understand”
and “The Underlying Logic of
Business”. Entertainment and
pop culture were also leading
categories, as were academic
and cultural books focusing on
women’s themes like “Letters
Between Chizuko Ueno and
Ryomi Suzuki” and various
versions of “The Art of War”,
which became popular due to a
hit TV series.

In the literature category,
the novel “The Right Bank of
the Argun River” gained trac-
tion through livestreams, while
the non-fiction work “I and the
Temple of Earth” (Commemora-
tive Edition) was boosted by the
popularity of the author Yu Hua.
Educational aids and textbooks,
considered a necessity, have
also performed well in terms of
sales, with the support of short-

video e-commerce.
Market Competition

In 2023, the top three
publishing groups in terms of
market share by actual sales
revenue were China Publishing
Group, Central South Publishing
& Media Group Co., Ltd., and
Phoenix Publishing & Media
Group Co., Ltd. At the publisher

level, the top three were Citic
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Press Group, People’s Publish-
ing House, and Beijing United
Publishing Co., Ltd. At the pub-
lishing company level, the top
three were Beijing Motie Cul-
ture Media Co., Ltd., New Clas-
sic Media Co., Ltd., and Central
South Boji Tianjuan Culture
Media Co., Ltd.

When considering domi-
nant channels, 90% of publish-
ers had book sales across all
four major channels. Among the
top 10 leading publishers, 7 saw
more than 10% of their moni-
tored sales revenue coming from
short-video e-commerce chan-
nels, while 129 out of the top
200 publishers saw over 10% of
their monitored sales revenue

from these channels.

Top Authors of 2023:

The top three best-selling
authors of 2023 were Liu Cixin,
Shi Tiesheng, and Christian Jo-
libois.

Liu Cixin: In 2015, Liu
won the Hugo Award for Best
Novel at the 73rd World Sci-
ence Fiction Convention for his
work The Three-Body Problem,
marking the first time an Asian
author received this honor. His
“Three-Body” series has con-
sistently appeared on the Open-
Book fiction bestseller list. In
2023, with the release of the TV
adaptation of The Three-Body
Problem, the original novels
saw a renewed sales peak. The
Three-Body Problem, The Dark
Forest, and Death’s End ranked
4th, 5th, and 7th, respectively,
on the 2023 OpenBook annual
fiction bestseller list.

Shi Tiesheng: His represen-

tative works, I and the Temple of
Earth (Commemorative Edition)
and Fragments from a Sickbed
(Commemorative Edition 2021),
saw significant sales increases
in 2023, primarily due to the
influence of the author Yu Hua.
I and the Temple of Earth (Com-
memorative Edition) ranked 1st
on the non-fiction bestseller list.

Christian Jolibois: Best
known for the “Les P’tites
Poules” series, his works have
reached a wide range of young
readers through various editions,
including hand-drawn, pop-up,
animated, phonetic, English,
talking pen, toddler, and com-

memorative editions.

New Authors of 2023:

Among the top three new
authors were Li Chao, Cai Lei,
and Meng Yan. Li Chao’s book
“The Underlying Logic of Busi-
ness” had over 99% of its sales
concentrated in short-video e-
commerce channels. Cai Lei’s
book “Believe” ranked 1st on the
non-fiction new book bestseller
list and 7th on the overall non-
fiction bestseller list. Meng Yan’s
“30 Days to Become a Learning
Expert” had over 85% of its
sales concentrated in short-video

e-commerce channels.

Future Trends in China’s
Publishing Industry

The Chinese publishing in-
dustry is witnessing several sig-
nificant trends. Firstly, resources
are increasingly concentrated
among leading publishing hous-
es. These top enterprises are de-
veloping formidable advantages

in terms of resources, capital,

market share, and talent, making
it difficult for smaller players to
compete. The market is favor-
ing major book brands, which
may marginalize other publish-
ers. As technology advances
and the industry becomes more
capitalized and market-driven,
this polarization is expected to
deepen further. Some publishers
have already begun proactively
reducing their publishing scale
and cutting low-profit ventures.
In the future, publishers lack-
ing competitiveness and distinct
features may gradually be edged
out by the market.

Secondly, the competition
for high-quality copyrights is
fierce, while efforts to export
domestic copyrights are also
intensifying. In recent years, the
growing popularity of traditional
Chinese culture and increased
reader appreciation for domestic
original works have prompted
the industry, from government
to independent publishers, to
focus on high-quality develop-
ment. Consequently, the ability
to create compelling original
content will be the critical task
for all publishers. The share of
foreign-imported works may
continue to fluctuate or even
decline, while publishers will
demand higher quality in terms
of content, illustration, design,
and production. Conversely, as
the quality of domestic original
works improves, Chinese pub-
lishers will increasingly seek to
promote their global dissemina-
tion through copyright exports
and international collaborations.

Thirdly, technology is

transforming the publishing

industry. From 2023 to 2024,
Chinese publishers have been
exploring ways to integrate tra-
ditional and digital publishing.
The rise of Al-generated content
(AIGC), exemplified by Chat-
GPT, has also begun to signifi-
cantly influence the industry. In
2023, major Chinese publishing
groups incorporated Al into their
strategic planning, and by 2024,
they started implementing Al
technology in practical applica-
tions, such as topic evaluation,
translation, and content genera-
tion, to improve efficiency and
reduce costs. For example, Citic
Press Group began using Al
technology in areas such as topic
evaluation and translation. Guo-
mai Culture invested in several
technology companies and is
developing Al projects in areas
like proofreading, comics, and
reading avatars. Chinese Media
Corporation (CMC) acquired a
58% stake in Longwise Media,
China’s leading Al marketing
company. Longwise Media has
developed applications for Al
content generation and avatars.
Fourthly, the contribution
of short-video platforms to book
retail is gradually diminishing.
In the first half of 2024, the
growth rate of short-video e-
commerce platforms, which had
previously experienced rapid
expansion, continued to slow
down. The promotions and low
prices offered by these platforms
have put unprecedented profit
pressure on Chinese publishers.
More and more people are real-
izing that a book market driven
by low-price competition is un-

sustainable. [l
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Confidence Survey on the Development of
China’s Publishing Industry

/ By Zﬁang ﬂining, ‘J-fuang ‘J—[uomg

In 2023, China’s publishing
industry began to resume normal
operations, with activity levels
gradually increasing. Data from
the Chinese book retail market
indicates a positive trend; how-
ever, the recovery has been rela-
tively slow. By the end of 2023,
the overall Chinese book retail
market had not yet reached the
levels anticipated at the year’s
start, and many publishing com-
panies were working hard to
maintain operational stability.

To gauge industry senti-
ment, China Publishers Maga-
zine conducted a survey of 100
senior executives from Chinese
publishing companies. The sur-
vey aimed to capture their per-
spectives on the industry’s de-
velopment, their companies, and
their expectations for the future.
Among the executives surveyed,
8% were from ministry-level
publishers, 5% from university
presses, 53% from regional
publishers, and 24% from book

companies.

More Confidence in Com-
panies’ Future Than in the
Overall Industry

The survey results reveal

that the 100 publishing execu-

Uneerinin 9%

Remain 24%

’Figure 1: Executives’ Exyectations for the Overall Business
?etformance of ?uﬁfisﬁing Comyanies in 2024

tives—taking into account fac-
tors such as industry potential,
company growth, product
quality, talent development,
market conditions, and profit
margins—assigned an average
confidence score of 6.17 out of
10. Executives from ministry-
level publishers expressed the
highest confidence, scoring an
average of 6.80, followed close-
ly by founders and professional
managers from book companies,
who scored 6.74. In contrast,
executives from regional and
university presses reported low-
er confidence scores of 5.86 and

5.55, respectively.

Among the surveyed senior
executives, 56% believe their
companies will see continued
growth in overall business per-
formance in 2024. Meanwhile,
24% expect performance to
remain stable, 11% anticipate a
decline, and 9% are uncertain
about the future.

From the perspective of

Looking at different pub-
lishing sectors, the fields of lit-
erature and art, as well as com-
prehensive publishing, had the
highest percentage of executives
optimistic about growth in 2024,
at 69.7% and 68%, respectively.

Conversely, among those ex-
pecting declines, executives in
children’s publishing and the
textbook and supplementary
teaching materials sector repre-
sented the largest proportions,
at 15.38% and 13.79%, respec-
tively.

These findings align with
market trends observed in vari-
ous publishing sectors over re-
cent years. According to Open-
Book data, both general books
and literary works have shown
positive growth over the past
two years, leading executives in
these areas to remain hopeful for
2024. However, the children’s
book category experienced the
most significant drop in book
list prices in 2023, resulting in a
more pessimistic outlook among
its executives for the upcom-
ing year. Similarly, those in the
textbook and supplementary
materials publishing sector face
considerable challenges. The de-
clining birthrate in China, which
directly affects student enroll-
ment, suggests potential con-
traction in this sector’s scale in
the future. Additionally, increas-
ingly stringent regulatory poli-
cies indicate that the educational

publishing market may undergo
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another major reshuffle.

Highest Confidence in Book
Product Quality

The survey’s confidence
index was divided into eight key
indicators: industry potential,
company development, cost con-
trol, revenue-generating capabil-
ity, book product quality, talent
cultivation, market environment,
and profit margins. Publishing
executives rated these individual

indicators accordingly.

Survey

The survey results reveal
that publishing executives have
the highest confidence in the
quality of book products, scor-
ing an impressive 8.21 on the
confidence index. Following
closely is their confidence in
talent cultivation within the in-
dustry, which received a score
of 7.08. Confidence in company
development (6.63), revenue-
generating capability (6.48), and
cost control (6.4) also received
moderate ratings. However,
confidence in the industry’s
potential was notably lower at
5.74, while profit margins and
the market environment were
rated even lower, at 4.45 and 4.4,
respectively.

Overall, publishing execu-
tives express strong confidence
in their products, along with
moderate confidence in inter-
nal factors such as company
development, cost control, and
revenue-generating capability,
all scoring around 6. In contrast,
their confidence in industry
potential, profit margins, and

the market environment is sig-

Tigure 2: Distribution of Conﬁaﬁmce Index Scores in Speciﬁc Sectors for CPuEfisﬁing ‘Executives in 2024

nificantly diminished. The low
profit margins and the increas-
ingly fierce, unresolved price
competition within China’s pub-
lishing market pose substantial

challenges.

Economic Factors as Key
Influencers

Among the external factors
impacting the development of
publishing companies, a strik-
ing 91% of executives identified
“changes in the economic envi-
ronment” as the most significant
influence. This was followed by
“tax policy adjustments” (63%),
and both “population changes”
and “market competition from
non-traditional publishing com-
panies,” which were cited by
55% of respondents. “Techno-
logical updates” ranked fifth,
mentioned by 51% of those sur-

veyed. Additionally, “regulatory

quality requirements” and “pub-
lic opinion pressure” were noted
by 40% and 33%, respectively.
In the “other” category, two
executives pointed to “piracy”
and “weak copyright protec-
tion policies” as significant
concerns for their businesses.
Furthermore, a senior executive
from a leading private company
emphasized that, “The structure
of China’s publishing industry
has undergone drastic changes,
and traditional approaches are
no longer effective. Both our
concepts and business models

require reform.”

Internal Factors Impacting
the Chinese Book Market

Among the internal chal-
lenges anticipated to impact
business development in the fu-
ture, 87% of publishing execu-

tives identified “low discounts

on books.” While discounts are
within the decision-making pur-
view of these companies, many
find themselves constrained
by powerful external market
forces. This situation often
forces them to reduce discounts
passively in order to remain
competitive within distribution
channels.

Additionally, 62% of exec-
utives cited “a lack of internal
innovation and growth poten-
tial” as another internal barrier
to business development. Sev-
eral factors contribute to this
issue.

First, the rise of digiti-
zation and the internet has
significantly altered readers’
habits and purchasing behav-
iors. However, some publish-
ing companies remain tied to
outdated thinking and business

models, making it difficult for
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them to adapt to new tech-
nologies and market dynamics,
ultimately leading to a loss of
market share.

Second, despite rapid
advancements in digital tech-
nologies, many publishing firms
struggle to adopt these innova-
tions due to wage cap restric-
tions, which hinder their ability
to attract technical talent and
implement new solutions.

Third, the absence of ef-
fective innovation incentive
mechanisms in some companies
diminishes employees’ motiva-
tion and willingness to innovate,
resulting in significant product
homogenization and a lack of
uniqueness and competitiveness
in their offerings. Consequently,
launching books with substantial
market impact becomes increas-
ingly challenging.

To enhance innovation and
growth potential, publishing
companies must embrace new
technologies and market chang-
es, invest in talent and technical
training, and establish effective
incentive mechanisms for inno-
vation to explore new business
models and expand market op-
portunities.

Other internal factors af-
fecting company development,
ranked by their significance,
include insufficient integration
of digital publishing, a lack of
leadership talent, salary cap
limitations, loss of key person-
nel, and tight cash flow. In the
“other” category, two executives
mentioned “distribution chan-
nels” and “marketing capabili-
ties” as critical internal factors

influencing company growth.

Business Expansion Plans
Among Publishing Execu-
tives

Among the surveyed exec-
utives, 51% plan to expand their
businesses. Specifically, 2% in-
tend to make significant expan-
sions in the coming year, while
49% plan minor expansions.
Additionally, 28% will maintain
their current operations, 15%
are uncertain about potential
expansion in 2024, and 6% plan
to slightly reduce their business

activities.

Among the publishing

For those executives
intending to expand, 90.2%
believe that “developing new
channels and exploring new
business areas” will be the most

crucial strategy for growth in

2024. Since 2020, short-video
e-commerce—spearheaded by
platforms like Douyin—has
emerged as a key sales channel
for the book industry. By 2023,
this channel had become the
second-largest in the industry,
accounting for 26.67% of the
market share based on list pric-
es. For publishing executives,
the notion of “developing new
channels” has evolved from an
optional strategy to a necessity.
In 2024, many executives will
focus on leveraging these new
channels for business expan-
sion, though they must navigate
the challenges of generating
profits amid intense competi-
tion.

In terms of strategies for
business expansion in 2024,
68.63% of executives plan to

“develop new product lines,”

Tigure 3: ‘Business fxyansian or Contraction Status (f Tuﬁfisﬁing

‘Executives in 2024

64.71% aim to “enter the in-
tegrated publishing sector and
explore new growth opportu-
nities,” 54.9% will “bring in
new talent,” and 43.14% will
“increase competition for top-
tier copyrights.” Notably, de-
spite the growing prominence
of artificial intelligence across
various sectors, only 35.29% of
executives plan to “increase the
application of Al technology” in
their businesses in 2024.

Among the 6% of ex-
ecutives planning to downsize
slightly, all have opted to do so
by “reducing operating costs
and cutting fixed expenses.”
Other strategies include “re-
ducing the number of product
varieties” and “narrowing prod-
uct lines,” while “layoffs and
salary reductions” are the least
preferred options for downsiz-
ing. Remarkably, none of the
executives indicated a desire to
reduce scale by “abandoning
business areas such as integrat-
ed publishing.”

When executives’ con-
fidence in future operations
wanes, the strategies of reduc-
ing fixed expenses and lowering
staff numbers become inter-
connected. In the survey, most
publishing executives indicated
they do not plan to increase
their workforce in the coming
year. Only 39% feel that their
total number of employees may
grow, while 61% chose “remain
unchanged,” “decrease,” or “un-
sure.” Given that the publishing
industry is talent-driven, dimin-
ished confidence will likely lead
to more cautious investments in

human resources. [l
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Establishing the "Hunan Model"for
Globalizing Chinese Culture

“Those pepper lovers in
Hunan Province create bestsell-
ers.” This universal praise is of-
ten associated with the Hunan-
based China South Publishing &
Media Group (CNS). CNS is the
first publishing and media com-
pany in China to have its entire
industrial chain publicly listed.
With oversight of 30 branches
and subsidiaries, it ranks among
the top listed publishers in
China. Frequently featured on
the Top 50: The Ranking of the
Publishing Industry, CNS se-
cured the 17th position in 2023,
coming in 2nd among Chinese
publishers, thereby solidifying
its status as one of the world’s

leading publishing enterprises.

Bringing Great Books to the
World

Despite being an inland re-
gion, Hunan’s publishing sector
has emerged as a new “highland”
for China’s rights exports. In
recent years, CNS has been ac-
tively engaged in rights trading,

averaging over 600 titles traded

annually. The company has
translated and sold more than
2,100 rights for books, e-books,
animations, and audio-visual
content to 95 countries and re-
gions in 44 languages, marking
a top performance among Chi-
nese publishers.

In its efforts to globalize
its books, CNS has developed
unique advantages in exporting
China-themed titles, traditional
Chinese culture books, and liter-
ary works. As part of its ongoing
globalization initiatives, China-
themed books account for nearly
one-third of its exported titles,
reaching established markets
such as the United States, the
United Kingdom, and Germany,
as well as emerging markets like
Kazakhstan, Vietnam, Egypt, and
Sri Lanka. Notable titles in this
category include “A New Look
of Villages in China” “A Com-
munity With a Shared Future for
Humanity”, “40 Years of China’s

Private Sector”, “The People’s

Livelihood in China over the
Past 70 Years (1949-2019)”

,“China’s Intangible Cultural
Heritage”, and “The Analects of
Confucius”. These China-themed
books, distributed overseas in
response to global interest, docu-
ment China’s growth trajectory,
reflect Chinese values, promote
traditional Chinese culture, and
provide international readers with
a more authentic understanding
of China.

In 2022, the Lao edition of
“Ten Villages: A Road to Tar-
geted Poverty Alleviation—Sail
from Shibadong Village” was
published by Hunan Education
Publishing House, an imprint of
CNS. The book’s donation cer-
emony was jointly organized by
the Chinese Embassy in Laos,
the Lao Ministry of Information,
Culture and Tourism, and the
Lao Writers’ Association, draw-
ing significant attention and ac-
claim.

In its efforts to globalize
traditional Chinese culture, CNS
has targeted regions with high
concentrations of Chinese com-
munities, such as South Korea,
Japan, and Southeast
Asian countries like
Malaysia and Singapore,
focusing on younger,
Gen Z readers. Some
titles from CNS are
available in foreign lan-
guages or bilingual for-
mats, covering themes

of traditional Chinese

culture and children’s literature.
These include “Chinese Ethnic
Festivals and Customs Stories”,
“China’s Intangible Cultural
Heritage”, and “Chinese Tradi-

tional Culture”

Globalizing Chinese Litera-
ture

Thanks to the efforts of
China South Publishing & Me-
dia Group (CNS) to globalize
literature, works by renowned
authors such as Can Xue, Zhang
Wei, Yu Qiuyu, Cao Wenxuan,
and Tang Sulan have gained
international recognition and
rights agreements. Popular Chi-
nese writers like Zijin Chen,
Ma Boyong, and Zhang Jiajia
have also sparked reading trends
overseas. At the 2024 London
Book Fair, “I Deliver Parcels in
Beijing” drew the attention of
international publishing houses,
with Penguin Random House
acquiring the rights to its Eng-
lish edition for a substantial
price. Additionally, the English
edition of “The Bad Kids” was
shortlisted for the 2023 CWA
Dagger Award for Best Trans-
lated Crime Novel, marking the
first time a Chinese work has
made it to the finals of this pres-
tigious award.

According to the 2023 An-
nual Research Report on the
Influence of Chinese Books on

Overseas Library Collections,
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seven imprints of CNS were
listed among the “Top 100 Chi-
nese Publishing Houses in Over-
seas Collections.” Over 300 of
their titles have been integrated
into global library collection
systems, serving as powerful
evidence of CNS’s growing in-
ternational influence.

Today, Hunan’s publishing
industry has elevated the “going
global” initiative from a mere
mindset to a key strategic focus.
CNS and its parent company,
Hunan Publishing Investment
Holding Group (HPI), provide
robust support for rights trading,
empowering the bold and proac-
tive international business teams
across their various imprints.
Hunan’s high-quality books are
becoming not only symbols of
Hunan culture but also repre-
sentatives of Chinese culture,
making their way into the global

market.

Providing a “Chinese Solu-
tion” for Global Education

As one of the first printing
companies in China to explore
overseas markets, Hunan Tian-
wen Xinhua Printing Co., Ltd., a
subsidiary of CNS, has achieved
nearly $11 million in foreign
trade sales since 2020, export-
ing over 13 million books.
The company’s overseas busi-
ness encompasses textbooks,
journals, children’s literature,
picture books, and craft books,
covering diverse areas such as
education, children’s literature,
humanities, and the arts. These
products have been exported
to more than 20 countries and

regions across six continents.

Notably, over 8 million general
textbooks for students in Af-
ghanistan, Ghana, Cameroon,
Greece, and Singapore account
for more than 60% of the total
export volume. Tianwen Print-
ing’s successful delivery of the
Afghan textbook project has
also earned the company a spot
in UNICEF’s supplier directory.
The South Sudan Edu-
cation Technical Assistance
Project, executed by CNS,
is China’s first comprehen-
sive educational technical
assistance project abroad.
CNS established a teaching
system, compiled and printed
textbooks, trained teachers,
and built ICT centers for the
recipient country. This project
successfully expanded China’s
foreign aid from infrastructure
and medical services to cultur-
al and educational sectors. It
created a mainstream cultural
exchange channel between
governments and between
enterprises and governments,
exemplifying China’s efforts
to strengthen Sino-African
friendship, enhance mutual
understanding and trust, and
build a community with a
shared future for humanity.
“Now, many South Suda-
nese people know that there is a
province called Hunan in China,
and that Hunan people have
made significant contributions
to South Sudan’s education sec-
tor. Therefore, Hunan people are
special to us, and we have deep
feelings for Hunan Province,”
said former South Sudan Am-
bassador John Andruga Duku
during the textbook delivery and

project completion ceremony for
the South Sudan Education Proj-
ect. Following

the successful

completion

of the South

Sudan project,

CNS won the

bid for the

“Cambodia

Education

Technical As-

sistance Proj-

ect,” which

has already been finalized.

CNS plans to leverage
its accumulated resources in
educational publishing and its
extensive experience in foreign
assistance projects to offer
educational solutions for more
partners in “Belt and Road Ini-
tiative” countries in the future,
aiming to establish long-term
platforms for cultural exchange

and collaboration.

Building a Network of
Friends with Global Pub-

lishers

To globalize Chinese cul-
ture and enhance the interna-
tional influence of its titles, CNS
actively seeks opportunities for
international cultural exchanges
and trade, participates in major
international book fairs, and
hosts cultural events.

In June 2024, on the second
day of the 30th Beijing Interna-
tional Book Fair, Claudia Kai-
ser, Vice President of the Frank-
furt Book Fair, received a warm
welcome at the HPI stand. The
Frankfurt Book Fair is an “old
friend” of HPI and CNS. During
the 2023 Frankfurt Book Fair,

CNS attracted global publishers
and readers with its beautifully
designed Hunan-
themed stand and
thousands of high-
quality Hunan
books.
In 2023,
CNS partnered
with the Bologna
Children’s Book
Fair to bring the
“Eccellenze Ital-
iane”—the world’s
most prestigious and influential
competition and exhibition
project for original illustrations
and picture books—to China,
promoting outstanding Chinese
creators and works in the inter-
national mainstream publishing
market. On the first day of the
Bologna Children’s Book Fair
in April 2024, the two parties
jointly hosted the award cer-
emony for the inaugural edition
of Chinese Excellence in Chil-
dren’s Illustration in the fair’s
most prominent main event
area. An exhibition showcasing
the outstanding works of the
award winners and finalists was
also held in conjunction with the
ceremony.

Today, HPI stands as a flag-
ship enterprise within China’s
cultural industry, characterized
by strong driving forces, a lead-
ing global publishing base with
far-reaching influence, and a
powerful platform for cultural
export. In the future, HPI and
CNS will continue to produce
quality content, disseminate
hope and culture, and further in-
troduce the world to Hunan and
China. |l
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Expanding International Cultural Exchanges
and Sharing a Bright Future for Publishing

/ @y Zﬁang Cﬁaoyzmg

Phoenix Publishing & Me-
dia Group (PPMG) is a promi-
nent publishing conglomerate
with a comprehensive industry
chain encompassing publishing,
printing, book distribution, and
retail. Over 10,000 employees
contribute to PPMG’s success.
In 2023, the group’s revenue
reached 16.9 billion yuan, with
a total profit of 4.8 billion yuan.
Its listed publishing subsidiary,
Phoenix Publishing & Media Inc.
(PPM), achieved a revenue of
13.6 billion yuan and a net profit
attributable to its parent company
of 2.9 billion yuan, solidifying its
position as the top state-owned
listed publishing company in
China. For sixteen consecutive
years, PPMG has been ranked
among the “Top 30 Cultural En-
terprises in China” and has been
listed in the top 10 of the “Global
50 Publishers” for three consecu-
tive years, underscoring its con-
tinued industry leadership.

PPMG focuses on its core
publishing business, continu-
ously enhancing the innovation
of its publishing products and
boosting the influence of its
brand. The group publishes over
13,000 titles annually (includ-
ing new and reprinted books).
In 2023, Phoenix ranked third in
market share by actual sales vol-
ume according to the OpenBook

database, with over 130 projects

receiving national awards,
placing it among the top in
China.

In terms of origi-
nal content production,
Phoenix is actively in
four major areas: Litera-
ture, Academic, Popular
Science, and Education.
The company has suc-
cessfully held events such
as the Phoenix Authors’
Annual Conference and
prestigious awards like the
Phoenix Literature Award,
Phoenix Book Review
Award, Cao Wenxuan Children’s
Literature Award, and the Ori-
ental Kids Picture Book Award,
which have significantly pro-
moted the publication of high-
quality works. In 2023, 42 origi-
nal high-quality books each had
sales exceeding 100,000 copies,
including “Ten Key Concepts
of Traditional Chinese Culture”,
“Fu Lei’s Family Letter”, “My
Heart Belongs to Dunhuang:
An Autobiography”, and “The
Cloud Collector’s Handbook™.

PPMG’s publishing strength
and social responsibility are also
showcased through major series
such as the Jiangsu Library series
with a planned 3,000 volumes
and 1,265 already published;
the “History of Modern Jiangsu
Literature” and its companion

volume, “Historical Materials

Zﬁang Cﬁaoyang, Chairman of Phoenix ?uﬁ(isﬁing & Media gmuy

of Modern Jiangsu Literature”,
totaling 70 volumes; as well as
the “Overseas Chinese Stud-
ies” series, the “Humanities and
Society” series, the “Very Short
Introductions” series, the “Phoe-
nix Branch Literature” series, the
“New Icon series, “Chronicles of
Chinese Canals”, and “Chronicles
of the Great Wall of China”.
PPMG’s outstanding titles
for general readers include the
eleventh Mao Dun Literature
Prize-winning work, “Bomba”,
with over 200,000 copies sold;
Han Dong’s poetry collection
“Miracle”, which enjoys a world-
wide reputation; and literary
works such as “Hope and Life”,
“Golden River”, and cultural
highlights like “My Heart Be-
longs to Dunhuang: An Autobi-

99 ¢

ography”, “Ten Key Concepts

of Traditional Chinese Culture”,
“Dunhuang Seasonal Festivals”,
and “Biography of The Grand
Canal”, each with sales exceed-
ing 500,000 copies. Key prod-
ucts like “Up into the Sky: The
Trilogy of China’s Astronomy”,
which reflects the development
of China’s space industry, and
the National Cultural Park series,
which systematically showcases
the grandeur and features of the
Grand Canal, the Great Wall,
the Long March, and the Yellow
River from the perspectives of
archaeology, science, and culture,
further demonstrate PPMG’s
publishing excellence.

Brand strategy is one of
the six key strategies of PPMG,
aiming to build a world-class
publishing media enterprise

that aligns with technological
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advancements and industry de-
velopment, focusing on content
production and creating a series
of brands. This systematically
injects new momentum into the
overall brand value of Phoenix.
During the 2024 Beijing In-
ternational Book FAir, PPMG
planned and organized the
Phoenix Brands Day to launch
26 brands covering fields such
as humanities, social sciences,
world literature, popular sci-
ence, children’s books, and art.
This event received a strong in-
dustry response and was widely
covered by domestic and inter-
national media.

In educational publishing,
the group has achieved high
growth in scale and efficiency,
with annual total sales (list price)
reaching 6.6 billion yuan. Phoe-
nix textbooks hold the second-
largest market share in China,
with over 50 million students
across 29 provinces using Phoe-
nix educational products. More
than 500 education titles each sell
over 100,000 copies. Educational
support services are a growing
part of PPMG’s portfolio, with
1,686 titles featuring digital re-
sources like audio, video, and
mini-programs.

Platforms like Phoenix
Digital Book Club, Phoenix Easy
Learning, and Phoenix Vocation-
al Education Cloud have seen
enhanced operational capabili-
ties, with over 20 million users
and 48 million yuan in revenue.
These products matrix boast
over 20 million users. Phoenix
digital textbooks, totaling 181
titles, generated over 50 million

yuan in revenue. Online platform

zxxk.com has 40,000 school us-
ers, with a net profit of 83 million
yuan. The Phoenix Vocational
Education Cloud Platform has
been selected as a model project
in national publishing integration,
and PPMG is listed for the fifth
batch of national cultural and
technological integration dem-
onstration base. According to the
National Bureau of Statistics’ re-
port “Statistical Classification of
the Digital Economy and Its Core
Industries”, PPMG achieved a
revenue of 16.9 billion yuan in
2023, including 1 billion yuan
from digital publishing, 1.3 bil-
lion yuan from e-commerce, 270
million yuan from data services,
320 million yuan from digital de-
vices, and 170 million yuan from
digital information.

In global publishing, the
group actively engages in inter-
national markets, collaborating
with renowned publishers in over
60 countries and regions, export-
ing over 450 foreign language
copyrights and translating over
400 overseas works. PPMG and
its affiliated publishing units
have created a series of well-
known “Phoenix International
Publishing” products based on
high-quality original content
from Phoenix editions. These
books aim to serve global readers
and build Phoenix’s global brand
recognition. Phoenix Internation-
al Publications, Inc. in Chicago
sells over 10 million children’s
books annually, solidifying its
leading position in the interactive
book market.

PPMG has made signifi-
cant strides in global publishing
branding. We have collaborated

with renowned overseas academ-
ic publishing institutions such as
Taylor & Francis, Springer Na-
ture, Cengage Learning, and Brill
Academic Publishers to translate
and present a selection of high-
quality academic publications
to global readers, including “A
General History of Modern
China”, “Dictionary of Chinese
Cultural Knowledge”, “Biogra-
phy of The Grand Canal”, and “A
Hope for Philosophy”.

The “Readings from Ji-
angsu” project translates works
by Jiangsu writers and scholars
into foreign languages and has
released 14 books in 22 overseas
editions, covering seven languag-
es including English, French,
and Spanish. The project targets
distribution in 12 countries, in-
cluding the UK, the US, Canada,
France, and Spain. In May 2024,
the event “Reading China with
Phoenix” was held in France and
Hungary. Writers, scholars, and
translators from China, France,
and Hungary gathered to share
their understandings and feel-
ings about Chinese literature and
cultural exchanges. The event
received positive feedback from
international cultural figures
and readers and was extensively
covered by domestic and interna-
tional media.

PPMG has established a
total of 18 Phoenix Bookshelves
overseas. The Phoenix Bookshelf
in Chile has been upgraded to a
Phoenix Library this year. Posi-
tioning books as a medium and
culture as a bridge, these initia-
tives showcase Phoenix’s high-
quality publications, host reading

promotion events, highlight con-

temporary China’s development
achievements, and disseminate
research findings on contempo-
rary China.

PPMG also actively orga-
nizes international publishing
projects. Bilingual editions of the
“World Canal Series” are being
published this year, with a book
launch event planned during the
World Canals Conference 2024
in Poland. The “Beautiful Child-
hood” project has published
works like “The Journey of Four-
teen” (Italy), “8 Péterfi Street”
(Hungary), and “Maori Boy”
(New Zealand), with copyrights
being sold to countries like Viet-
nam, Malaysia, and India. PPMG
plans to initiate translation proj-
ects for contemporary Italian and
Chinese poetry collections and
host the China-Italy International
Poetry Festival.

PPMG will continue to ad-
vance such initiatives, including
the “Jiangsu Masters and Mas-
terpieces”, “Phoenix Bookshelf”,
and “International Compilation”
projects, aiming to spread Ji-
angsu stories and Chinese stories
to the world on a deeper and
broader scale.

PPMG’s simplified Chinese
editions of foreign titles cover a
wide range of subjects, including
humanities, social sciences, his-
tory, academia, popular science,
literature, and children’s books,
creating significant brands such
as the Overseas Chinese Studies
series, the Humanities and So-
ciety series, Classic Yilin series,
the Very Short Introductions se-
ries, Yilin SF&F series, Obelisk,
and Skyline.

The Overseas Chinese



2024 3
CHINA PUBLISHERS SPECIAL REPORT

Studies series aims to help read-
ers “discover China from the
outside.” Over its 36-year his-
tory, this social sciences and
humanities series has published
232 titles. Notable works include
“Teachers of the Inner Cham-
bers: Women and Culture in
Seventeenth-Century China” by
renowned American sinologist
Dorothy Y. Ko; “Chinese Among
Others: Emigration in Modern
Times” by Philip A. Kuhn; and
“The Retreat of the Elephants:
An Environmental History of
China” by the distinguished Brit-
ish sinologist Mark Elvin. These
works cover various research
perspectives—such as women’s
history, immigration history, and
environmental history—and have
received widespread acclaim
from both academia and the mar-
ket, with sales exceeding 20,000
copies for each title.

The Humanities and Society
series is a representative collec-
tion in the field of humanities
and social sciences by Yilin
Press. It is considered one of the
top ten imported social science
series and features works by
global academic masters such as
Jirgen Habermas, Isaiah Berlin,
John Rawls, and Martha Nuss-
baum. Over 150 titles have been
released in this series.

The “Classic Yilin” has pub-
lished over 140 titles, covering
the most important and popular
foreign literary classics. Books
like “Jane Eyre and The Catcher
in the Rye” have each sold over a
million copies, making this series
a pillar of the reading market.

The Very Short Introduc-

tions, imported from Oxford

University Press, covers a wide
range of knowledge in social and
natural sciences. Authored by
renowned scholars from foreign
universities or research institu-
tions, the series has published
138 titles in China by Yilin, with
each title selling around 20,000
copies, establishing it as a lead-
ing general education series.

The Yilin SF&F series fo-
cuses on global sci-fi and fantasy
classics. Titles such as “The
Martian” and “Story of Your
Life and Others” have sold over
250,000 copies each, with many
others exceeding 100,000 copies.
The upcoming graphic novel of
“The Three-Body Problem” has
already garnered attention from
both domestic and international
media.

The Obelisk series is Yilin
Press’ historical book brand,
featuring selected works on re-
gional, national, military, urban,
and cultural history. Major works
include “The Rise and Fall of the
Third Reich and Paris: Biography
of a City”. The series pioneered
special edition books, with “The
Persians: Ancient, Mediaeval and
Modern Iran” setting industry
records in special edition sales.

The Skyline series focuses
on natural science and popular
science books. It includes classic
and insightful new works across
astronomy, geography, biology,
and meteorology. The series has
published 22 books, including
the popular “The Cloud Collec-
tor’s Handbook™, which has sold
over 500,000 copies and won
multiple national and provincial
awards.

The Little Sapling translated

series introduced by Phoenix Ju-
venile and Children’s Publishing
House, selects outstanding pic-
ture books from children’s pub-
lishers around the world. Since
2016, the series has published 31
titles, with a cumulative print run
of 1.3 million copies and a total
retail value of 45.5 million yuan,
sharing heartwarming stories
with young readers in China.

During this year’s Frankfurt
Book Fair, PPMG will host sev-
eral events, the two most promi-
nent of which are:

Strategic Framework
Agreement of Cooperation for
China-Germany Translation
Program:

The Sino-German Bi-di-
rectional Translation Workshop,
held in Nanjing last September,
was a collaborative event orga-
nized by the Chinese Writers’
Association and the German
Translation Foundation, with
the support of Yilin Press and
the co-sponsorship of the Ger-
man Studies Center at Peking
University. The workshop facili-
tated the exchange of translation
practices between China and
Germany. At the Frankfurt Book
Fair, Yilin Press plans to revisit
the German Translation Founda-
tion. They intend to finalize the
cooperation details of the “Sino-
German Translation Program”
for the next decade and to sign a
strategic framework cooperation
agreement.

Promotion of Internation-
al Rights to the Graphic Novel
of “The Three-Body Problem”:

The popular sci-fi book “The
Three-Body Problem” by Liu

Cixin is being adapted into a six-

volume graphic novel. This new
work, in the style of “Chinese
comics,” preserves the essence
of the original work and offers a
new way to experience the story,
following its adaptation into film
and television. As the interna-
tional rights holder of the graphic
novel, Yilin Press will hold an
international rights promotion
event during the Frankfurt Book
Fair, primarily to introduce the
background, progress, and other
aspects of the project. The goal
is to further expand the inter-
national awareness of the “The
Three-Body Problem” brand and
to support future multi-language
copyright cooperation.

In addition, PPMG will host
several other activities, including
“The Taste of Chinese Plants”
to recommend Chinese tea cul-
ture; and the launch event for the
Arabic version of the “Bobo and
Dot” series of picture books for
3-6 year-olds. Through a variety
of on-site activities, as well as
appointments with renowned
overseas publishing groups and
copyright agencies, PPMG is ac-
tively promoting copyright trade
exchanges and mutual cultural
understanding.

Overall, PPMG attaches
great importance to this year’s
Frankfurt Book Fair. We will
leverage both domestic and in-
ternational resources to deepen
cooperation and exchange,
explore new international com-
munication pathways, and work
hand in hand with international
publishing peers to expand in-
ternational cultural exchanges
and create a bright future for
publishing. [l



