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Abstract

In contemporary times, with the implementation of the strategy of building a culturally strong coun-
try and the continuous improvement of the cultural confidence of the people, people are paying
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more and more attention to the excellent traditional Chinese culture, and museums and the cultural
heritage within them are also receiving increasing attention. Museum cultural and creative prod-
ucts are also popular among visitors. From offline sales to the expansion of online sales channels,
the sales of cultural and creative products have become increasingly hot. At present, the attention
paid to intangible cultural heritage is increasing day by day. More and more museums are integrat-
ing intangible cultural heritage elements into cultural and creative products and selling them. This
article aims to incorporate the 4R marketing theory into the discussion of the online sales and net-
work marketing strategies of intangible cultural heritage cultural and creative products in muse-
ums at present, and put forward some new suggestions and thoughts, with the aim of promoting the
development of the cultural and creative industry.
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FAE S E R BT R SRR LB A AL . A EBANEE E, B E NN
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2. 4R EHIEL S1EMIEIRE 8 MmN R
2.1. Relevance =Bt 5= mavsk & SMEEH
AR EHF R —AYERE, relevance S5HL, SRUAMIVEZIEH A ER, BV 5HENEERKER.
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2.2. Reaction R 5= Mm%k FHHESMEEHE

4R EREIR TR ANERE, reaction KON, SRIAMNVEIE TS S H AR, KR SR,
o H X 7 B TR TR AR 8 SCE ™ R 2 A AR S I R E A S, BV AU ST i L2 A S AT
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FISE ) 5 7K, IR 2 IR SR ST (B2, & T e RO ) i TR AT

2.3. Relationship X A5~ miVZk FEEE SMEEH

4R EHEL A =AML, relationship XA, BRIFAMLNIZS @K B G E IR R .
o H 0T 7 B P TR AR 8 SC A i R 2 A B S I s B A O, BT TR SO RN AL S P
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P DAEEAL, R W BRI B R S . B E S O E RPOARE IR, 2T
RN, 32 LB R ORSRN L, R A R A, S IR AT S I I e e S AR
WA fh . TAEMZ BT G, XA SCOPR AR I & R0 S0 P BOAR AR B 8E . FE RS R, T
FEP B S8 i) 5 55 5K it st 0 2 RS2 A 81 B I 1 52 o T 20 TR 420 0 ST B vt T i 3R P L A s BT =X
FEEFET, ER P AT R, AT DO A A SRR S T RN LR (A A TR N AT LS. i
RRER) — A ELRR LA, WA S-S ELRR A (AL 5 AP I A AN T B TH[6]. SR, b et
JSBZRNFAN, bR AT REMOE R SR RO BRAE G, HLARRE SO ™ S B — BN eSS, Nk FEEON
JESERIEARARE, I8N AT REIE G A BUREIN (O IR o = T AR He B R, O I B AR SR R I [l
IR, AR B Ja B

2.4. Reward ER 5= MM0% FHHESMEEH

AR ER PR P AU ANERE, reward [FIHR, SR Y N Z AR BENE N AV O R TP 3RAG — 2 i
B K5 H BB Y AR SO R I B S A E R S b, RIS TR SR R e N — TR
AR, S5l P DR il R A ST v DL Rk AR 88 SO il B SE o IR TR ST ) o AT DAFE A
SRR G R A RGBT 2B, AEPPR X REALI A — 25 S2E 7 SRS 2 A S G o I
BRI, i REE AT LSRG RS A H P LB T RS, KIS S AT AR LB
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