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Abstract : Creative industry is high global ,agglomerate and innovation-dependent. The development model of indigenous creative industry in

Chinais different with that of manufactureindustry or serviceindustry. Taking the advertisngindustry as an example ,thispaper draws the out-

line of theframework of indigenousinnovation mechanismin China’ s creativeindustry. Based on the survey datafrom about 1000 questionnaires

and 20 interviewsfor advertisng enterprisesin Zhejiang ,it summarizes characteristics of indigenousinnovation in China’ screativeindustry ,and

analyzes the creative sources ,the diff uson of creative ideas and the dynamics of indigenous innovation in China' s creative industry.
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