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Abstract

Against the backdrop where the commercialization of cultural IP has become a key trend in the de-
velopment of the cultural industry, the Palace Museum'’s cultural and creative products (CPPs) have
achieved rapid growth by leveraging the profound historical and cultural heritage of the Palace Mu-
seum, and are also deeply loved by a wide range of consumers. Online marketing is the key to help-
ing these products break through to wider audiences, spread their influence, and enhance market
competitiveness. Focusing on the online marketing strategies of the Palace Museum’s CPPs, this pa-
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per is grounded in the era of vigorous development of cultural IP commercialization. It analyzes the
practical implementation of the museum’s online marketing, identifies existing problems, and pro-
poses feasible suggestions to address these issues. The aim is to provide a reference for the online
marketing of the Palace Museum’s CPPs and similar derivative products of cultural heritage.
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