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ncentive Tactic Model Based on a Double-Layer Value Transferring Structure for Creative Industry

Abstract:Many differences exist between traditional industry and the newly—emerging creative industry in terms of industrial forms and product features. Based on
the double—layer value transferring structure, an incentive tactic model for one copyright assignor and two acceptors in different economic regions is established.
Through analysis of the model, it is known that: if the copyright assignor never use the incentive tactic, the acceptors will not cooperate with the copyright
assignor on the value incentive to consumers and consumers’ acceptance degree will remain unchanged; if the copyright assignor selects and adopts the right
incentive tactic, consumers’ acceptance degree will increase, moreover, value—added space of creative products will be enlarged, which can benefit circulation
revenue of the copyright assignor and expected revenue of two acceptors.
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