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Abstract

As a physical carrier of cultural dissemination, museums are not only one of the key elements to
enhance people’s confidence in their own national culture, but also an important medium to inter-
pret the excellence of Chinese culture on the international stage. Shaanxi Province enjoys a unique
geographical location and rich historical and cultural resources. However, its history museum has
also encountered many problems in the development of the digital economy era, especially in the
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marketing and sales of online cultural and creative products, which are often insufficient. Therefore,
in the context of the rapid development of digital e-commerce platform economy, promoting the
innovative online development of cultural and creative products of Shaanxi History Museum is an
inevitable trend and the only way forward. Based on the logic of “cultural and creative products +
e-commerce”, this article proposes feasible paths for the online development of cultural and crea-
tive products of Shaanxi History Museum, promoting its cultural and creative products to regain
new vitality and vigor.
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