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Abstract

With the rise of cultural consumption and the global surge of the New Museology movement, muse-
ums have increasingly emerged as vital cultural bridges connecting the past and future. Taking
Chengdu Museum as a case study, this research employs interviews, participant observation, and
online surveys to explore the characteristics of museum visitors’ exhibition engagement behaviors
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and formulate corresponding online marketing strategies. From the perspective of visitor experi-
ence, the study proposes recommendations including: hierarchical development of content systems,
multidimensional cultivation of professional audiences, digital technology-driven restructuring of
viewing behaviors, establishment of intelligent recommendation systems, creation of socialized dis-
semination frameworks, and implementation of gender- and life-cycle-based communication strat-
egies. These findings aim to provide practical insights for the development of similar museums.
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Table 1. Floor distribution of exhibition halls at Chengdu museum
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Table 2. Data collection information form
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Table 6. Comprehensive sample analysis chart
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