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Abstract

This paper focuses on marketing innovation for cultural and creative products in museums in the
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digital age. It proposes a three-dimensional driving framework of “technology empowerment x
cross-border integration x user co-creation” and uses multiple case studies, such as the Henan Pro-
vincial Museum and the Chengdu Museum, to analyze the role of each mechanism in improving the
marketing effectiveness of cultural and creative products. The study finds that technology empow-
erment breaks the constraints of time and space and extends the boundaries of cultural communi-
cation for museums; cross-border integration activates cultural premiums and enhances product
appeal; user co-creation builds a sustainable ecosystem, achieving dual enhancement of cultural
heritage and commercial value. This framework provides a theoretical model and practical para-
digm for the digital marketing of cultural assets, assisting museums in breaking through challenges
in the cultural and creative industry, embracing the digital wave, and achieving sustainable devel-
opment.
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Figure 1. Correspondence diagram for the transition from 4Ps to 4Cs
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Table 1. Comparative effectiveness of multi-case strategies
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