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Development Design and Promotion of Beijing Palace Museum Cultural Creative
Products under the Background of “Internet +”

LIANG Shu-min
(Zhongkai University of Agriculture and Engineering, Guangzhou 510225, China)

ABSTRACT: The work aims to study the development design and promotion of Beijing Palace Museum cultural creative
products in the context of “Internet +”, so as to enlighten the design and promotion of China’s cultural creative products.
The successful factors for Beijing Palace Museum cultural creative products being highly sought after in the Internet era
were analyzed from the development design and dissemination. The design strategies of Beijing Palace Museum’s cultural
creative products in the development and design process have been proposed, such as accurate user positioning, innova-
tive design combining traditional culture, combination of design with practicality, pursuit of craftsmanship spirit, and
digital technology for design innovation. On the other hand, the strategy of the dissemination and promotion of Beijing
Palace Museum cultural creative products based on Internet thinking is put forward, including the cross-integration pro-
motion of new media and multi-channels, and the innovation of online and offline sales models. All of these have made
Beijing Palace Museum cultural creative products more popular in the new era of the Internet and more commercially
valuable on the basis of retaining cultural values.
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Fig.1 Game “Miracle Warm”
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Fig.2 Beijing Palace Museum cultural creative products
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Fig.3 “Micro Palace Museum” Interface of the Palace Museum’s Wechat Official Account
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