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Abstract

“Museum fever” continues to heat up, driving the vigorous development of the museum industry;
the current museum culture and creativity has become one of the most important, the most
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popular and the most attractive ways to practice the concept of “letting the cultural relics come
alive”; as one of the participating teams in this fierce competition to find a breakthrough in the en-
circlement of the market opportunity, we must grasp their own advantages at the same time, seize
the cultural consumption, cultural heritage, policy support of the effective focus of cultural and
creative marketing of university museums. Accordingly, university museums can build a new model
of marketing through new media communication, combination of online + offline service experi-
ence, combination of cultural and creative product design and new media technology, and official
new media resources of universities to enhance consumers’ identification with cultural and crea-
tive products and increase the frequency of consumption.
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