E-Commerce Letters FL-TR55¥Fig, 2025, 14(10), 2149-2155 Hans i
Published Online October 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14103377

ATHEARE R EYEX S mMEEHR
&S R X R 54

B2
SRR S 5 RSO £ BE, SiM SEFH

WehE HiA: 20254F9H15H; S HEM: 20254F9H28H; &A1 Hi: 20254104 28H

R

BEE N TR B (ADBAR KRR R R IAE BT ALHIREEE, 2IRIEWIE SR L IEWR—H R AR
H, XERETABAREYE AR & S B HERN S R, H RN T 8 Y1E PR E
RIS SR . BFFRIL, AHXARMUESCRI BBt ST, MEEHSHT . BREFLHS5ERE
EHEE TAEEHEN, EXBEATUHERER. WRETH. PUASRZEEEMR T IREY
M. 4T, REAINRKEACRTZAE, EXTHREESMEEASER RN ABRN . ET i,
XERY, EYWERMRREARES. WALF. APER. AR KRGS —RIILGS R, 4
RN O AIMEASKENE RN EREER, NTEAIRRIENE. Poxtshdk, SEITAh
B SREMMER TR,

XK ia
AR, BYIESCRI, MSEH

Analysis of the Impact and Countermeasures
of Online Marketing for Museum

Cultural and Creative Products

in the Context of

Al Technology

Xiaolan Mu

School of History and Ethnic Culture, Guizhou University, Guiyang Guizhou

Received: September 15, 2025; accepted: September 28, 2025; published: October 28, 2025

SCEFIH: B/NEL AL HORTE SN AR SO0 I £ E B 1 S RO SRS T D). TR 45 PF I, 2025, 14(10):
2149-2155. DOI: 10.12677/ecl.2025.14103377


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14103377
https://doi.org/10.12677/ecl.2025.14103377
https://www.hanspub.org/

BN

Abstract

With the rapid advancement of artificial intelligence (AI) technology and its deep integration into
various industries, the global museum cultural and creative sector is undergoing profound trans-
formation. This article focuses on the multi-dimensional impact of Al technology on the online mar-
keting of museum cultural and creative products and systematically explores the corresponding strat-
egies that museums should adopt. The study finds that Al technology is not only reshaping traditional
marketing paradigms in areas such as product design and innovation, precision marketing and pro-
motion, and consumer interaction and experience but is also exerting a far-reaching influence on
the industry’s marketing models, consumer behavior, industrial ecology, and operational manage-
ment. Although the potential of Al applications is widely recognized, empirical research quantifying
its marketing performance remains insufficient. Based on these findings, the article proposes that
museums should adopt a series of comprehensive strategies, including technological integration, con-
tent innovation, user experience enhancement, organizational talent development, and performance
evaluation, to build an intelligent marketing system centered on data and supported by human-ma-
chine collaboration. This will enable museums to seize opportunities, address challenges, and achieve
synergistic growth of cultural and commercial value in the Al era.
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