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Subject to the market demand and governmental regulations, TV 
programs innovation in China has seen a development of pure import 
from overseas producers, joint production with the overseas producers 
to an independent innovation by the local producers. Here are some 
advisable summaries from the local producer’s innovations.

TV programs producers have been focusing on orientation of moral 
value by entertainment from traditional cultures.  Since the publication of 
“On the promotion of traditional cultures innovations” by the SARFT on 
January 23, 2014, there has been a growing popularity of culture on the 
TV screens, and the audience ratings for such programs have been 
improving.  Typical examples of such programs include Chinese Char-
acters Dictation, Chinese Idioms Contest, Chinese riddle Contest, 
"Chinese poetry Contest, Chinese idioms Champion and Chinese char-

acter champion. The success of these programs should be attributed to the core value in the Chinese traditional 
cultures.

Programs production capacity was enhanced with the combined efforts between the broadcasters and the produc-
ers. Creative TV programs on the Chinese TV screens were mainly imported in the early years and are now indepen-
dently produced by local producers such as Paul Edward, Purity Media and HLBN. Some of the producers have 
shown good performances in cooperation with TV stations since 2015, and have been successful players in the 
market of TV programs innovations.

A Scenario of business operation has been one of the rarest valuable resources in the era of mobile internet as it was 
with the traffic and platform in the era of internet. For the traditional TV broadcasters, it will be a prior option to coop-
erate with the e-commerce players to synchronize the TV programs with the shopping activities for their sustainable 
growth in the TV market competition. In 2014, the launch of “The Goddess’ New Cloths” jointly produced by Shang-
hai Orient Satellite TV and the Guangdong Blue Flame Media Ltd. marked the realization of viewer’s cloths shopping 
during and with the help of TV watching, and the broadcasters succeeded in making their audience value into a cash 
flow. The second broadcast of the same scenario program of “The Goddess’s New Cloths” in 2015 and the stable 
audience ratings further justified the cooperation between TV broadcasters and e-commerce operators.
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In the era of new media, the brand-building for a radio station 
became ever more important, some radio stations made their efforts 
either by restructuring their broadcasting schedules or by featuring 
their programs with popular contents amongst the local audience.

Take the instance of Kunming Radio New FM1028, it a format radio 
with 40% of the contents being Western music, 40% being Chinese 
music and 20% being news and information, and such broadcasting 
format makes the radio station an easily identifiable media among 
the listeners.

The radio station attracts a large crowd of listening fans who are 

active social activities participants. In 
terms of audience ratings, Kunming 
Radio NEW FM1028 is ranked as the 
number one radio station among the 
stations for audiences aged 15-34, and it 
is listened the most by audience aged 
15-24.

Another example is Tianjin Radio Cross 
talk. It is a station that mainly broadcasts 
entertainment programs such as cross talks, and such programs formed several audience 
peaks over the day with a large size of middle aged and younger audience.

Radio stations should make efforts in catering the segmented audience with tailor-made 
programs and thus build their brands in the market.
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Chinese Men’s Football Team attracts Chinese football fans a lot 
and carries the football dream of all Chinese people. Although 
experienced sadness and disappointment, fans still support and 
love Chinese Men’s Football Team. The ratings of official competi-
tions (Asian Cup, World Cup Qualifier) in the past 2 years were 
relatively high.

The Asian Cup held in Australia in 2015, Chinese Men’s Football 
Team had against Saudi Arabia, Uzbekistan and North Korea in the 
group stage, all won the victory. The ratings of 71 cities in CCTV5 
were 2.04%, 1.96% and 2.85%. In the knockout stage, China faced 

to the powerful host Australia at the first game. Australia scored in 
the second half and won the game. According to the CSM Media 
Research’s data of 71 cities, the ratings in CCTV5 of this game 
reached 3.75%, ranked top in football games and ranked top 5 in all 
games of CCTV5 this year. World Cup, is not only the dream of 
Chinese Men’s Football Team but also all Chinese football fans’ 
dream. 2016 National Team advanced to World Cup Asia 12 and won 
the opportunity to World Cup Finals once again. Chinese Men’s 
Football Team got 1 draw and 3 defeats in the last four games till 
October 12th, which was different to Chinese people’s expectations. 
While the TV ratings of 71 cities in CCTV5 of these four games all 
reached 2%, and the ratings of the game against Iran up to 3.5%, 
which is the top in all football games in CCTV5 till now.

Although the situation of Chinese Men’s Football Team is worrying, 
fans have always remained attention and affection to them. Look 
forward to the early arrival for the rise of Chinese football.



CSM Media Research is a joint venture between CTR Market Research and the 

Kantar Media. Dedicated to TV & radio audience measurement research, CSM Media 

Research offers reliable and uninterrupted rating information for Hong Kong SAR and 

China. CSM Media Research operates the world’s largest TV & radio audience mea-

surement panel network, covering more than 59.9 thousands households. CSM’s TV 

audience measurement network provides data that represents the viewing of 1.28 

billion people in China mainland and 6.40 million people in Hong Kong SAR. The radio 

network represents the listening of 1.44 billion people in China. Up to Oct, 2016, CSM 

delivers data from 157 TAM panels (1 national panel, 25 provincial panels, and 131 city 

panels including Hong Kong SAR) which provide data independently, measuring the 

viewing of 1,041 unique TV channels all day, every day of the year. Meanwhile, CSM 

has built radio audience measurement panels in 36 cities and 3 provinces, measures 

the listening of 465 radio frequencies.




