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Abstract

In recent years, the cultural and creative products of Gansu Provincial Museum, by virtue of its
unique cultural charm and innovative design, have utilized the e-commerce platform for product
marketing, which has not only made the brand awareness of Gansu Provincial Museum, but also
achieved good results in market sales. Gansu Provincial Museum has gradually become a model of
domestic museum cultural and creative industry. Nowadays, with the deep integration of digitali-
zation and life, more and more cultural institutions and units are choosing e-commerce platforms
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to open broader sales channels for their own cultural and creative products, creating greater cul-
tural and commercial value. This paper takes Gansu Provincial Museum as an example to analyze
the current situation of its cultural and creative products in the development of e-commerce, the
challenges it faces and puts forward feasible suggestions to address the problems, so as to provide
reference experience for other museums to enter the field of e-commerce with their cultural and
creative products.
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