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Abstract

Objective: The purpose of this paper is to explore how museum cultural and creative products can
achieve the dual promotion of cultural and economic value through IP design and development
strategy in the context of cultural consumption. Methods: Through the case analysis method, tak-
ing Hangzhou Deshou Palace Site Museum as an example, this paper analyzes how the museum’s
cultural and creative products can promote the win-win situation of cultural inheritance and eco-
nomic benefits through innovative design and strengthening of cultural values while meeting the
public’s cultural consumption needs. Result: Through the development of products with high re-
cognizability, we can extend the product personality based on the characteristics of cultural relics
to meet the diversified needs of different consumer groups. We can promote the dissemination of
cultural values by strengthening emotional connections, stimulating multiple consumptions, and
enhancing consumer participation, so as to achieve the IP development of museum cultural and
creative products. Conclusion: The design of museum cultural and creative products should ad-
here to the principle of giving priority to cultural values, dig deeper into cultural themes, and in-
novate design ideas. At the same time, the museum should actively respond to national policies,
grasp market dynamics, become the leader of the spirit of the times, and contribute to the con-
struction of a harmonious society.
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