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Abstract

In recent years, cross-border marketing has emerged as a significant form of new media marketing.
The Palace Museum, leveraging its intrinsic IP attributes, has engaged in cross-border collabora-
tions with various brands, demonstrating remarkable performance in this domain. However, even
for a top-tier cultural IP like the Palace Museum, the path of cross-border marketing is not without
challenges. Issues such as the proliferation of cross-border co-branding, difficulties in ensuring the
quality of cross-border products, and chaotic IP licensing systems have been observed. To achieve
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effective cross-border marketing outcomes, the Palace Museum must meticulously select partners,
rigorously maintain quality standards, and strengthen its licensing framework. The future of the
Palace Museum'’s cross-border marketing, and how it can seek new breakthroughs in the market
environment, warrants further exploration.
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