Monetization of intellectual property in the age of digitalization: China’s experience and prospects for creative industries in the Russian Federation
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In the context of global digitalization and increasing competition for cultural influence worldwide, the creative economy is becoming a key driver of national economies. China, with its centuries-old cultural traditions now intertwined with modern technology, demonstrates a unique growth model for the creative sector. The creative industries' contribution to the country’s GDP was 4,56% in 2024 [2], 7,2% in 2025, and growth rates are 2-3 times higher than traditional sectors. The export value of China's creative industries surpassed 230 billion dollars, ahead of the US, the United Kingdom, and Germany in terms of metric for the first time [1].
China holds a leading position in the global trending toy market. In 2025, the income from the market for trending toys amounted to about 4,27 billion dollars, according to analysts, it will exceed 15,2 billion dollars by 2026. One of the most telling examples of this breakthrough is the case of Pop Mart, China's largest manufacturer of trendy toys and unique collectible figurines. The success of Pop Mart, whose market capitalization exceeded 45.4 billion dollars in September 2025, epitomizes the transition from a tangible asset economy to one of experience and intellectual property. In the first half of 2025, Pop Mart reported a net profit of 4,57 billion yuan, a 397% increase compared to the same period the previous year. The company's revenue for the period grew by 204,4% year-on-year, reaching 13,88 billion yuan [5]. Yet nearly one-third of the company's income was generated by the Labubu toy series. Pop Mart is currently present in more than 23 countries and regions. As of the first half of 2025, the company operated 571 stores in China and overseas, along with over 2,700 roboshops (2 516 in Mainland China and 192 abroad). International markets accounted for approximately 40% of sales. 
Pop Mart's competitive advantage is shaped by several interrelated strategic elements. Specifically, the brand utilizes the concept of «blind boxes», in which the product is completely sealed, preventing the customer from knowing its specific contents prior to opening. This model is rooted in the psychology of excitement and collecting. For certain toy and keychain collections, artificial scarcity is created, thereby stimulating high-margin and repeat consumer demand through the application of behavioral economics. The company's products (MOLLY, Crybaby, Hirono, Hacipupu), particularly the viral Labubu series, combine elements of street culture with the «weird cute» aesthetic, which ensures their particular popularity with Generation Z. Expanding its proprietary character portfolio under the Pop Mart brand, the company has entered into licensing agreements with firms such as Disney, Universal, Warner Bros., Sanrio, and the NBA to develop products appealing to a global audience. Pop Mart actively promotes its brand online across video platforms such as Bilibili, TikTok, Xiaohongshu and Poizon, and collaborates with celebrities and bloggers popular among youth as part of its PR campaigns, thereby strengthening the brand's fashionable image. The brand's success has been significantly driven by the effective monetization of its intellectual property. Pop Mart does not merely manufacture toys; rather, it creates and promotes characters as entire worlds, each with its own universe and dedicated audience. Collaborations with renowned artists contributed to this success.
In the context of global digitalization and a struggle for cultural influence, the company is demonstrating a new model of global market conquest based on exports of emotions, Chinese cultural traditions, and intellectual property.
Pop Mart's experience suggests a development vector for Russia: the future lies in the monetization of intellectual property. Supporting creative start-ups and designers, as well as building the infrastructure to promote our cultural brands abroad, will make it possible to increase non-commodity exports. This will transform cultural appeal into a genuine instrument of «soft power», strengthening the country's international image and geopolitical influence.
China's growing influence on international economic relations is reflected in the annual international «soft power» ranking, The Global Soft Power Index, published by Brand Finance [4]. According to the Global Soft Power Index data for 2026, China retained its 2nd place while simultaneously becoming the only country in the top ten to register an index increase, rising to 73,6 points. China's «soft» influence is based on a synthesis of the ancient and the new, state strategy and private initiative, cultural pride and technological ambition [1].
Studying China's experience is particularly relevant for Russia. In 2025, Federal Law No. 330-FZ of August 8, 2024, «On the Development of Creative Industries in the Russian Federation», came into force. This law establishes the framework for the legal regulation of the organization and development of creative industries in the Russian Federation as a foundational sector of the creative economy, and stipulates the conditions for activities and state support in the sphere of creative industries [3]. China's positive experience can be considered in the implementation of this Federal Law. 
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