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A
nimation, comics and games 
are gaining new momentum in 
China as the purchasing power 
of the tech-savvy younger 

generation grows.
High-defi nition smartphone screens, 

powerful processors, booming mobile 
internet technologies and multifunction 
software have made on-screen reading 
and video-watching enjoyable and 
convenient.

Figures from the China Internet 
Network Information Center confirm 
that this internet boom is underway, 
showing that among the 772 million 
Chinese internet users, 97.5 percent are 
mobile phone users, which provides a 
large base for the evolving animation, 
comics and games industry.

Lu Xiaoyin, chief operating officer 
of Perfect World Games, a Chinese 
movie and gaming company, said 
young people, particularly those born 
between 1995 and 2000, are unlike their 
parents and demand a di� erent kind of 
entertainment content.

“Today most game players are under 
30,” Lu said. “They usually pay close 
attention to the application of the 
latest technology and they have strong 
personalities and di� erent hobbies.”

Perfect World launched a new mobile 
game last year targeting animation, 

comics and games users called 
Mengjianji, which became one of the 
four most downloaded apps on Apple’s 
iPhones.

Now the company wants to continue 
to innovate with its key intellectual 
property rights-protected products 
to cater to the diverse needs of young 
people. Its products will continue to 
span the genres of animation, comics 
and games, movies and TV dramas, 
it said.

T h e  S h e n z h e n  c o n s u l t a n c y 
CIConsulting said there were more 
than 300 million animation, comics and 
games fans by the end of 2016 and their 
passion would create a market worth 
600 billion yuan ($90 billion) in China 
by 2020.

Dong Minna, an analyst with the Beijing  
internet consultancy Analysys, said 
the whole industry chain surrounding 
animation, comics and games culture 
was at the early stage of development, 
and the market would enter a higher 
gear in three to fi ve years.

“Those young groups usually have 
a high degree of loyalty to things they 
really like, such as the animation, comics 
and games culture. And they also will 
be picky about content and service 
o� erings. However, once they select a 
specifi c  animation, comics and games 

platform they will be willing to pay for 
those they really love, such as playing 
games or watching videos.”

At the recent China International 
Cartoon and Game Expo in Shanghai, 
high-tech animation products attracted 
much attention.

The expo, co-hosted by China’s 
Ministry of Culture and Tourism and the 
Shanghai government, attracted more 
than 350 companies from home and 
abroad.

A series of forums, designer shows 
and a special exhibition under the Belt 
and Road theme were held during the 
fi ve-day event, which ended on July 9.

The latest comic books, cartoons, 
video games, related tourism services 
and publishing, and interactive 
technology projects of technology 
were shown at the expo.

China’s animation industry has 
grown steadily in recent years, with its 
gross output value being more than 
160 billion yuan last year.

“The animation industry has 
become one of the most vigorous and 
high potential industries among the 
cultural industries,” said Zhang Xu, 
vice-minister of culture and tourism. 
“It is now playing an increasingly 
important role in our social and 
economic development.”

Smartphone market 
gains fresh momentum 

Young tech-savvy mobile users boost demand for animation, 
comics and games. Ouyang Shijia reports

BY FAN FEIFEI

Chinese home appliance makers 
are shifting to smart strategies at an 
accelerated pace, applying artificial 
intelligence, cloud computing and big 
data to boost the transformation and 
upgrading of products.

The consumer electronics company 
TCL Corp. will continue to sell intelligent 
and customized air conditioners this year 
to meet consumption upgrading, with 
annual sales expected to reach 15 million 
units within three years, said Li Shubin, 
vice-president of the company.

The voice recognition accuracy of its 
intelligent air conditioners, which are 
equipped with an interactive system, 
could reach 95 percent, Li said. The air 
conditioners can automatically control 
the humidity and temperature inside a 
room, based on its self-learning capacity 
to track users’ air conditioning habits.

With the advent of the fi fth-generation 
communication tech era, air conditioners 
will be incorporated into intelligent 
homes, rather than existing ones. The 
intelligent air conditioners should 
possess “self-learning, self-adaption, self-
diagnosis and self-correction” functions, 
TCL said.

Moreover, some air conditioner 
makers use infrared sensors to adjust 
the wind speed based on the distance 
between people and the appliances. 
The industry says the market share of 
intelligent air conditioners in the Chinese 
market has reached 43.2 percent.

China Market Monitor Co. Ltd. said 
sales revenue of air conditioners in the  
market rose to 198.7 billion yuan last 
year, 32.4 percent more than in 2016, 
57.9 million units being sold, 27.4 percent 
more than in 2016.

However, industry insiders expressed 
concern about China’s air conditioner 

market this year because of tightened 
regulations in the real estate market and 
a lack of incentives from authorities.

The Beijing consultancy All View Cloud 
forecasts that sales of air conditioners 
will reach 53.13 million units in 2018, 
down 6.4 percent year-on-year.

Haier Group, another Chinese home 
appliances maker, has developed 
intelligent smart products from 
refrigerators to air conditioners by 
utilizing its own U+ smart home 
platform.

Using the platform, consumers have 
access to real-time information about 
their home appliances on their mobile 
devices through a dedicated app, 
allowing them to monitor and control 
appliances remotely.

“Our understanding of AI is to 
promote the deep integration of AI 
technologies and smart homes,” said 

Zhao Feng, chief technology officer 
of Haier.  “Meanwhile, we will provide 
resources to build an innovative and 
open platform for the whole smart 
home industry.”

Haier  said i ts  intel l igent  air 
conditioners can compare indoor and 
outdoor temperatures and humidity 
changes in real time, then automatically 
adjust cooling, heating and humidity, 
with purification functions. The 
appl iances can also precisely 
forecast weather and environmental 
information for limited areas where the 
user is located.

A report from Euromonitor, a London-
based global market research company, 
said the market for connected air 
conditioners, including smart air 
conditioners, will continue to grow, with 
the Chinese market possessing great 
development potential.

Appliance makers eye smart tech 

Workers assemble air conditioners on a production line in Suixi county, Huaibei,  Anhui 
province. WAN SHANCHAO / FOR CHINA DAILY
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Education 
technology 
fi rms join 
overseas 
listing frenzy
BY HE WEI

Following in the footsteps of fi nancial 
technology and online entertainment 
companies, educational technology 
fi rms are the latest emerging segment 
in Chinese technology to join in the 
outbound listing frenzy.

In recent weeks, major Chinese 
digital education firms including 
Hujiang Education & Technology 
(Shanghai) Corp. Ltd. and Koolearn 
Technology Holding Ltd., a subsidiary 
of New York-listed Oriental Education 
and Technology Group Inc., have 
flocked to apply for IPOs in Hong 
Kong.

They are joining a group of at least 
12 education startups eyeing Hong 
Kong listings as they jostle for position 
in the online learning industry, which 
is forecast by Frost & Sullivan to 
almost triple to 579.2 billion yuan 
($85.5 billion) by 2022 from 199.3 
billion yuan last year.

Government support, technological 
progress and a cultural emphasis on 
education have all contributed to a 
burgeoning digital learning market in 
China, said Liu Jiehao, an analyst at 
consultancy iiMedia.

Both Koolearn and Hujiang offer 
thousands of online courses that 
target preschool children, primary 
and middle school students, college 
students and professionals, their 
prospectuses say.

Such a wide spectrum of o� erings 
is designed to cater to the lifelong 
learning mentality of modern Chinese, 
and spell huge market opportunities, 
Liu said.

But recruiting the biggest possible 
audience is not enough to secure 
victory. Companies are embracing 
new business models and cashing 
in on cultural context by incubating 
celebrity teachers to attract a more 
loyal customer base.

Apart from its business segment for 
proprietary courses, Shanghai-based 
Hujiang introduced a community-
based learning platform called CCtalk 
in October 2016 that allows teachers 
and students to interact in real time.

Unlike the traditional online 
classroom model, the platform has 
allowed more than 73,700 third 
parties to list courses, for which the 
company charges a service fee.

The segment’s  net  bi l l ing 
skyrocketed to 235.7 million yuan 
by the end of last year from just 3.8 
million a year ago, even as the number 
of third-party institutions rose more 
than tenfold and the number of 
independent teachers rose more than 
twentyfold.

Direct monetization of end users 
and service fees remain the two 
major business models in the 
educational technology arena. But 
their e� ects can be greatly amplifi ed 
as technology evolves and plays 
a bigger part, said Bao Rencheng, 
vice-president of internet, software, 
media and education sectors at ICBC 
International Holdings Ltd.

Last month VIPKid, a portal 
targeting mostly children and 
youngsters, introduced an augmented 
reality teaching method to engage 
mixed-ability classes and motivate 
pupils.

Hujiang has introduced Hitalk, a 
one-on-one service dedicated to 
colloquial English, and adopted 
artifi cial intelligence to quantify the 
multiple dimensions of speech.

The company also unveiled an 
Intelligent Study System featuring 
algorithms to tailor courses for each 
individual, so that they can challenge 
students without discouraging them 
to the extent that they give up.

According to iiMedia’s Liu, 
educational technology is being 
adopted rapidly in China, where a 
technology-enabled population, 
growing capital influx and explicit 
government support to funnel private 
funds into the industry are likely to 
sustain momentum in the long term.

Visitors watch an animation fi lm at the 12th China International Cartoon and Animation Festival in Hangzhou, Zhejiang province. 
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A visitor reads a pamphlet at the 
booth of Hujiang EdTech at a high-tech 
exhibition in Wuzhen, Zhejiang province. 
PROVIDED TO CHINA DAILY

Consumer 
spending 
to sustain 
momentum
BY SHI JING

Consumer spending on goods 
and services has grown steadily as 
a proportion of its contribution to 
China’s economic growth, and that 
from services has become even more 
noticeable.

National consumer spending per 
capita rose 8.8 percent in the first 
half of this year compared with the 
corresponding period last year to 
reach 9,609 yuan ($1,440) among 
which consumption from urban 
households gained 6.8 percent and 
that from rural areas registered 12.2 
percent growth, the National Bureau 
of Statistics said.

The value of retail sales of consumer 
goods in the fi rst half surpassed 18 
trillion yuan, up 9.4 percent year-on-
year. 

Growth in sales of products related 
to upgraded consumption has been 
the most robust, with the value of sales 
of cosmetics rising 14.2 percent and 
the value of sales of communications 
equipment, home appliances and 
audio-video equipment rising 10.6 
percent.

Food, tobacco and alcohol made 
up 29.3 percent of consumption per 
capita over the fi rst six months of the 
year, reaching 2,814 yuan. Spending 
on healthcare per capita grew 19.7 
percent during the same period.

Mao Shengyong, spokesman for 
the National Bureau of Statistics, 
said China’s economic structure has 
been improving, with consumption 
accounting for 78.5 percent of the 
country’s economic growth during 
the first half of this year, a year-on-
year increase of 14.2 percentage 
points.

“Driven by emerging demand and 
new consumption modes, spending 
on services has been increasing at an 
even faster pace, especially in tourism, 
health, senior care, education and 
culture.” 

Investors have also shown 
confidence in the long-term 
performance of the Chinese 
consumption sector. The market 
information provider Wind Info said 
there has been a noticeable capital 
inflow into China’s A-share market 
via the Shanghai and Shenzhen 
Stock Connect mechanisms since 
April, focusing on consumption 
and home appliances. Companies 
including the Chinese liquor producer 
Kweichow Moutai, the dairy producer 
Yili Industrial Group and the home 
appliances company Midea Group 
have had the greatest capital infl ows 
over the second quarter of the year.

Analysts with China International 
Capital Corporation Ltd. said 
companies that focused on upgraded 
consumption and the new economy 
are likely to perform strongly in the 
mid- to long-term.

Jack Lee, head of China A-share 
Research at the asset management 
company Schroders Plc, said that 
the institution has a positive view 
on the long-term growth of China’s 
consumption demand. Home 
appliances, food and beverages, and 
tourism will be the three areas in 
which there will be good growth in the 
long run, he said.

However, Huang Xiaodong, 
executive vice-director at the Institute 
for Advanced Research of Shanghai 
University of Finance and Economics, 
said Chinese household debt — 
mainly the product of mortgages — 
will probably keep a lid on the growth 
in how much Chinese families spend. 
But individual income tax reform 
may translate into more vitality in 
consumption.

Shoppers at a supermarket in 
Shijiazhuang, Hebei province. 
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