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Abstract

This study explores marketing strategies for museum cultural and creative products from the per-
spective of audiences. This study employs literature analysis and inductive methods to systemati-
cally examine challenges in China’s museum cultural and creative product marketing, including
product homogenization, outdated promotional approaches, limited distribution channels, and ir-
rational pricing. Four recommendations are proposed: developing high-quality cultural products,
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implementing multi-platform marketing campaigns, expanding sales channels, and adopting pro-
motional strategies with discounts. The research aims to facilitate a strategic shift in museum mar-
keting from “collection-centric” to “visitor-centric” approaches, thereby enhancing cultural commu-
nication effectiveness and market competitiveness.
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