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Abstract

Taking the Palace Museum as an example, this paper discusses the influence of Museum Brand
Extension on tourist behavior intention, and discusses the intermediary role of brand image. Tak-
ing the cultural and cosmetic products of the Palace Museum as an example, 300 valid question-
naires were collected from tourists visiting or planning to visit the Forbidden City Museum. The
data were analyzed using structural equation model. The results show that: 1) generally speaking,
brand extension has a positive impact on brand image. 2) The perceived quality and perceived fit
of Museum brand extension have significant positive effects on tourist behavior intention. The ef-
fect of product manufacturing difficulty on tourist behavior intention is not obvious, which needs
further study. 3) Brand image has a significant positive impact on tourist behavior intention. 4)
The “perceived quality” and “perceived fit” of Museum brand extension not only have a direct pos-
itive impact on tourist behavior intention, but also have an indirect impact on tourist behavior in-
tention through brand image, in which brand image plays a part of intermediary role. On this ba-
sis, this paper puts forward some suggestions on brand extension behavior and extension degree
of museum.
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Figure 1. Theoretical model
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Table 2. Table of correlation numbers
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Figure 2. Empirical results of model
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