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Proposed Research

	Current Proposed Title (20 / 30 words):

	Branding of Cultural and Creative Industry in Digital Age: A Study of Museum Products in China

	 
Background & Context (approx. 250 words)


	In this section you will need to:
· Place the research topic in its historical, cultural and social context.
· Explain why the research is significant and important.
· Place the research in the current academic context.

Cultural and Creative Industry is a quite recent category in academic, policy and industry discourse. It comprises a wide range of area such as marketing, art and media. The past decades have witnessed a distinct rise in global interest of cultural and creative industries (Bell and Jayne, 2004). The British government first put forward the concept of "creative industry" in 1998. In 2001, the UK Government's Department for Culture, Media and Sport (DCMS) officially defined "creative industries" as "those industries derived from individual creativity, skills and talents, and which have the potential to create wealth and jobs through the generation and use of intellectual property" (Wayback, 2001). The success of Britain's creative industries has prompted many countries around the world to copy it. As "creative industry", "cultural industry" and "creative economy" overlap (David, 2006), the definition of "creative industry" varies in many countries.

Relying on the development of cultural and creative industries, the cultural and creative products (CCP) also appear and become an important source of income for the industry (Oecd.org. 2021). These products, especially that promoted by museums, serve as an effective channel to spread history of a place or region. The design of such products is based on the museum's collections, exhibits and cultural history as commemorative goods or other forms to sold or promoted this museum (Jui et al, 2019). The unique history and culture of the museum can be better spread through cultural and creative products (Yanhong and Minghui 2018). Cultural and creative products can not only make full use of these cultural and historical resources and give play to the cultural dissemination and education functions of museums (ICOM 2019), but also better combine history and culture with modern fashion to attract more people's attention to museums and the history and culture carried by museums (Jui et al, 2019). The previous literature has highlighted the symbiotic relationship between CCPs and museums. Their overall commercial value and communication value can reach a new height though the mutual effect.

In China, the earliest concept of museum cultural and creative products was put forward by the National Palace Museum in Taipei, China. In 1983, Qin Xiaoyi, then director of Taipei National Palace Museum, proposed "combining art with life and innovating tradition", and for the first time simply printed postcards and replicas of cultural relics for sale. This measure not only increases the income of the Taipei Palace Museum, but also makes the historical relics more friendly to the people, and makes the historical relics become lifestyle. Lin Manli, director of the Taipei Palace Museum from 2006 to 2008, proposed the concept of "old is new", which makes the cultural relics of the Taipei Palace Museum "interesting". Therefore, it created the museum's cultural and creative products and museum cooperated with external brands (Yang, 2020). As the most important value-added part of museums, cultural and creative products play an important role in disseminating historical culture, enhancing national cultural confidence and inheriting historical culture (Jui, Li and Yang, 2019). 

In 2009, China issued the Cultural Industry Revitalisation Plan, marking China's comprehensive recognition of the cultural industry (LI, 2016). In recent years, the cultural and creative industries have made significant achievements by branding of CCP. The Forbidden City has more than 3.71 million fans in its online store. The Forbidden City has sold more than 1-billion-yuan ($15 million) worth of goods online. The Shanghai Museum's online store earned more than 38 million yuan ($5.57 million), accounting for 80 percent of the museum's total revenue (CGTN.2018). In recent years, Chinese museums have made a large amount of money from the sale of cultural and creative products. This way of income generation cannot only help the better operation of the museum, but also provide a more effective carrier for the inheritance of museum-related culture through the sales and promotion of these cultural and creative products. Museum Shop can well satisfy people who love history to have souvenirs around related cultural relics (Ye, 2021). Major museums around the world are almost free of entrance fees, which means that museum revenues need to be looked at from all sides. In addition to the cultural and creative goods mentioned above, more cultural and creative products are needed to help museums expand brand awareness and increase opportunities for income generation..

According to the definition of non-profit organisation branding by Hankinson and Rochester (2005), In order to communicate a coherent and consistent message to stakeholders, a range of branding (tangible and intangible) needs to be consciously and actively managed. The intangible value of a museum brand can be quantified through its cultural and creative products. Most consumers choose to buy its goods and other products because of the culture behind the museum brand (Keller, 2021). In addition to the value of museum brand itself, tangible and intangible products also exist in museum brand marketing with the development of science and technology. Theodore, (1981) once said, "If tangible products must be intangibilised to add customer-getting appeal, then intangible products must be tangibilised -- what Professor Leonard L. Berry calls "managing the evidence." With the development of science and technology, such a requirement will gradually disappear. Due to the emergence of many new forms of cultural and creative products, the definition of "intangible products must be tangible" has been broken. For example, short video animation, short video, audio books and so on. These intangible goods are passed to customers through some carriers to increase customers' impression of these products’ brand. 


	
Aims and Objectives (approx. 250 words)

	In this section you will need to:
· Explain what you want to achieve through the research.
· Outline the aims of the research.

Research aims:

Previous literature in branding of cultural and creative industries focused more on the role of tangible products like museum souvenirs and commercial goods, while less attention has been paid on intangible products on new channels of online media. As mentioned above, building on cultural brands or IP constructed by industry, CCPs take on various forms that are not restricted to physical goods. This research aims to investigate the branding of cultural and creative products in recent digital context. Combining the tangible goods and intangible products such as variety shows, short-videos and live streaming, I hope to find a better business model through the study of branding in the digital era. And through the specific research of cultural and creative products in museums, which could better realise the artistic value, cultural value and economic value of these cultural and creative products.

Research Objectives

1) 1) Find new intangible product branding through the research of cultural and creative products.
2) 2) Evaluate cultural and creative products through the classification and analysis of specific cultural creative products. 
3) 3) The research on museum cultural and creative products will solve how to effectively preserve and inherit the traditional historical spirit.
4) 4) The research on the brand of cultural and creative products of the museum hopes to integrate some of the classic collections of the museum into people's daily life, so that these cultural relics are no longer just decoration.


	
Proposed plan of work including timetable 

	Proposed plan of work

In this section you will need to complete a proposed plan of your work explaining the timeline for key elements of the thesis. 

	Planned Development (e.g., submission of form, completion of chapter, submission of thesis)
	Target Date

	Submission of the proposal form 
	JAN   2021

	Literature review, first draft 
	MAR  2022

	Literature review, final version 
	JUN    2022

	Methodology chapter
	AUG   2022

	Data collection chapter
	SEP     2022

	Data analysis chapter 
	NOV   2022

	Write up Findings and Discussion 
	JAN    2023

	Completion of conclusion
	MAR   2023

	Check and review
	MAY   2023

	Submission of thesis 
	July      2023





	Proposed methodology (approx. 500 words):

	In this section you will need to explain how you will achieve your aims and objectives:

· Explain your disciplinary orientation/ approach
· Describe the methods you will use to carry out your research: (eg library-based research, on-line research, fieldwork (interviews/ participant-observation), analysis of visual data, combinations of these)

This study uses a mixed approach and influenced by interpretivist philosophical foundations, which integrating two types of data collection and research design.
Ontology: The real world is the product of human interpretations of different behaviors and conditions. However, the truth of the real world is not objective and unique. It is constructed subjectively by the human mind. For example: classification of biological species, classification of types of socioeconomic systems, etc (Yafeng, 2021).

Epistemology：It advocates that the cognition of the complex world is realized by studying the experiences and opinions of people living in this world. Researchers should go deep into real life to understand and explain and reconstruct these concepts and meanings through scientific means and language. For example: interactive interviews, participatory observation and other research methods (Yafeng, 2021).

A mixed method will be used in this study. I will use Ethnography, a qualitative research tool that treats participants as concrete (Christine. 2017). Thus, the Internet development, ethnography has evolved in many forms, including online ethnography. I'll use online ethnography for data collection and analysis. Because the rise of social media has changed the way museums communicate with the public. As mentioned above, the Forbidden City has more than 3.71 million fans in its online store. This is just a fan of the Forbidden City shop. Because of the shift in people's social platforms, it will be faster and more efficient to get consumer feedback online. These social media platforms are now becoming ideal and effective interactive communication tools for brand promotion. I will collect data under the relevant hashtags of Xiaohongshu and Weibo, two popular online social networking platforms in China. In addition to using ethnographic tools, I will use the traditional interview (Depth) to collect relevant data. In-depth interviews can better understand consumption habits and make research results more accurate. When choosing these research objects, I will carefully consider their gender, age, income, educational background and other aspects. In terms of interview content, they will answer questions one by one according to their personal interests and hobbies, and their views on cultural and creative products.

In terms of quantitative research, I will use questionnaire to collect consumers' attitudes towards cultural and creative souvenirs. The content of the questionnaire will focus on two parts: (1) Basic information: 1. Gender; 2. Age; 3. Education background; 4. Income; (2) Consumers' attitude towards cultural and creative products: 1. Product price; 2. Product form (commodity, short video, video); 3. Product creativity; 4. Historical and cultural relevance of products (Petra, 2010).

For the data analysis after the questionnaire survey, I will use SPSS Software for statistical analysis. After descriptive statistics, exploratory factor analysis (EFA) and independent sample P test were carried out on the results by SPSS statistical software, the attitudes and preferences of consumers towards museum cultural creative products were analysed.

Ethical considerations: 
Some privacy of participants will be involved in this questionnaire. This is very important for the participants. Therefore, relevant notification texts must be well prepared before the questionnaire, and effective data collection can be carried out after the consent of participants. To avoid getting into some ethical issues.
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