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Abstract

Museum cultural and creative products (MCCPs) not only extend the depth and breadth of cultural
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dissemination and strengthen the public’s emotional connection to historical culture, but also inject
economic vitality into the sustainable development of museums through innovative business mod-
els. This achieves a mutual reinforcement between cultural value and market value. This paper ex-
amines how digital storytelling enhances the effectiveness of MCCP marketing. Analyzing from three
dimensions—a narrative turn, an interactive turn, and a cultural turn—it explores the role of digital
storytelling in expanding communication channels, fostering cultural identity, and promoting the
long-term operation of cultural IPs. The study aims to provide theoretical support and practical ref-
erences for the application of digital storytelling in museum cultural and creative marketing.
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