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Study on the Theory Model and Measurement System of China’s Creative Index

Guo Yong'?,Hao Yuanxiao', Yang Xiuyan'

(1.School of Economics and Finance,Xi’an Jiaotong University ,Xi’an 710061, China

2.School of Business Administration, Xi’an University of Technology,Xi’an 710054, China)

Abstract:On the basis of reviewing and analyzing of the domestic and foreign study of creative index, the paper constructs the

theory model of our nation’s creative index. Through two stages of primary selection and modification,designs a framework of

measurement system of creative index,which is arranged in three levels,five categories and has twenty-three indexes altogether.

Using this measurement system,the paper measures the creative index of seven big city in our nation.
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