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Copyright conflicts and coordination paths between

commercial fan fiction and original fiction
ZHANG Xinbi , ZHU Xiaojin
(School of Marxism Studies, Nanjing Forestry University, Nanjing 210037, China)

Abstract: In recent years, commercial fan fiction has been in the ascendant, but since the relevant
laws are still blank, disputes have also emerged one after another. In order to better regulate commercial
fan fictions, the causes and conflict types of commercial fan fictions are analyzed based on the externality
of the principles of law and economics, cost-benefit comparison methods and other thoughts, and low-cost
solutions that conform to the preferences of rational people are gained. From the perspective of the root
cause, the rise of the Internet has changed the media of fan fictions, and the cost of dissemination and
publication has been reduced. Meanwhile, commercial fan fictions have appeared and brought social
externalities, which conflict with the original fiction and require institutional regulation. Through type
analysis, different coordination paths are required for copyright conflicts among various types of works.
The commercialization of fictions which follow the background should not be restricted. The publication of
plot-derived fictions must be approved by the original authors. The social benefits created by the role-
quoted fictions are greater than the cost of originals borrowed. The conflicts between such type of works
can be coordinated through the establishment of a compensation mechanism and the introduction of role
commercialization right.
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