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Abstract

In the context of e-commerce, online marketing has become an indispensable part of marketing ac-
tivities. The online marketing of cultural and creative products of The Palace Museum is not only
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the practical demand to ensure the stability and improve the operation level, but also the inevitable
choice to adapt to the development of the times and promote cultural communication. This paper
takes The Palace Museum products as the research object, analyzes the online marketing environ-
ment, status quo and problems of The Palace Museum products, through putting the internet ele-
ments into the design of cultural and creative products, price setting, channel building, promotion
and so on, and puts forward corresponding optimization suggestions. With a view to raising the
marketing level of The Palace Museum cultural and creative products, improving and expanding the
online sales channels of The Palace Museum cultural and creative products, and increasing the sales
volume of cultural and creative products, it is expected to provide reference for the theory research
and development practice of cultural and creative products marketing similar to the museum, and
increase the sales volume of cultural and creative products.
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