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Abstract

From traditional media to the current new media, the new media technology gives the audience to
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the receiver, producer, disseminator and other multiple identities. The transformation from “au-
dience” into “users” has become the most active communication factors in the context of the new
media, and the initiative of communication has gradually shifted towards users. Therefore, tradi-
tional media have to change their thinking mode—from “product thinking” to “user thinking”, and
user thinking has become the logical starting point and destination of traditional media transfor-
mation. The user mindset has become the logical starting point and destination in the transforma-
tion of traditional media. Hunan TV can become a successful case of traditional TV media trans-
formation, but also due to its gradually improved user thinking, user thinking throughout the
content production, channel selection and industrial model, to build a market-oriented media in-
tegration ecosystem, Hunan TV’s successful practice can also be a reference for the transformation
of other traditional TV media.
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