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The Production Mode of Tourism Performing Art as a Cultural Industry:
A Case Study of the Theme Park in Shenzhen Overseas Chinese Town

LI Lei-lei, ZHANG Han, LU Jia-jies WEN Jun, WANG Xi-wi
(College of Arts, Shenzhen University, Sherzhen 518060, China)

Abstract; Performing art is now becoming a very important attraction and the source of tourist experiences. As the
earliest and most successful theme parks cluster, Shenzhen Overseas Chinese Town (OCT) has developed a comprehen-
sive tourism perfoming products system which is characterized with band wagon touring and evening music and dancing on
laige stage as flagship attraction and other types of spots performances, festivals, activities, video media-dependent
shows, etc. The production chain of a large performance usually consists of eleven stages: idea or conception creation and
finance searching, performing site and stage production, perfoming related devices and services purchase, rehearsing,
interim ftesting, marketing, formal performing on site, post-development of pefoming product, copyright product devel-
opment and sale, and finally the exporting of local theme paiks. The production system of tourism performing art as a type
of cultural industy is a wmplex system with a re production chain and other directed and in-directed industries. The
tourism performing art in OCT is a combination of art and commercial, which takes account of both profit and public in-
terests with a characteristic of a divided business cooperation among the headquarter and branch businesses in other parts
of the country. With creative and on-going change of products, the tourism perfoming art in OCT has formed a Fordist
and post-Fordist cultural industrial production mode.
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