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Abstract

The popularization of national art is not only the important content of building a strong socialist
culture, but also the basic requirement of constructing a modern public cultural service system. In
order to further compliance to the people’s yearning and pursuit for a better life, to enrich the
people’s spiritual and cultural life, to enhance the cultural and artistic quality of the whole nation,
and to help and guide the people understand, know and create beauty, the research group con-
ducted a field survey on the popularization of national art in Chongqing, and found that the popu-
larization of national art achieved remarkable results. However, in the process of practice and
development, the popularization of national art still faces some problems such as insufficient par-
ticipation of social organizations, low utilization rate of digitization, and narrow channels of pub-
licity. Therefore, it is urgent to solve these problems by strengthening social support, expanding
digital service platform and improving propaganda channels.
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Figure 1. The supply and demand of art popularization activities of the position
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Figure 2. The penetration rate of position art
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Figure 3. General evaluation of the popularity of the position art by the masses
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Figure 4. General evaluation of the popularity of digital art by the masses
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Figure 5. The main supplier of the position art popularization
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Figure 6. The annual use of “Chongqing mass culture cloud” by the masses
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Figure 7. The number of times the masses used “Chongqing mass culture
cloud” per week
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Figure 9. Main channels for the masses to obtain information about the art
popularization activities of the position
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Figure 10. Main channels for the masses to obtain information about digital
art popularization activities
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