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Abstract 

The 21st century is a leisure century, and residents' leisure ways are becoming more and 
more diversified. Visiting museums has become a way of leisure for people, and 
museums have also become one of the important cultural leisure places for the public. 
According to the concept of museum tourism, this paper analyzes the influencing factors 
of consumption behavior, and puts forward corresponding countermeasures, hoping to 
promote the development of museum tourism to a certain extent. 
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1. Introduction 

In the 21st century, with the continuous improvement of people's living standards and the 
increase of leisure time, a popular leisure era has come. With the return of tourism activities to 
knowledge, learning tourism and leisure activities that guide thinking, exploration and 
discovery will lead the trend. As a high-quality cultural tourism resource, museums are 
conforming to this development trend. The connotation of museum tourism is extremely rich. 
Based on the core functions of collection, research and education, cognition, education and 
aesthetics have become the core values of museum tourism. Leisure and entertainment are also 
the values and contents provided by the museum. Museum leisure is not a simple waste of time 
and pure entertainment, but a positive and creative participation with emotion [1]. It 
sublimates tourism activities from pure entertainment to high-level spiritual and cultural 
enjoyment. However, there is still some room to improve museum tourism satisfaction, which 
requires active efforts from the government and museums to ensure the healthy development 
of the museum industry. 

2. Museum Tourism 

In the era of economic globalization, tourism and museums have long been among the fastest 
growing industries in the world. Museums have also become an important tourism resource 
with characteristics, especially cultural tourism. Museums themselves are very important 
tourist attractions and often become one of the main purposes of tourists visiting a city, such as 
the Louvre in Paris, the British Museum in London, the Metropolitan Museum of art in New 
York, the national Anthropology Museum in Mexico City, the Forbidden City Museum in Beijing, 
etc. When formulating tourism sustainable development plans, many countries and institutions 
are aware of the unique attraction of museums, integrate museums, heritage sites and other 
cultural activities into cultural tourism routes, and focus on publicity and promotion of 
museums as tourism products, so as to enhance the competitiveness of urban tourism. 
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3. Influencing Factors of Museum Tourism Consumption Behavior 

3.1. Environmental Supporting Factors  

3.1.1. Modernization and Internationalization of the City  
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the book or journal in question. When receiving the paper, we assume that the corresponding 
authors grant us the copyright to use the paper for the book or journal in question. When 
receiving the paper, we assume that the corresponding authors grant us the copyright to use. 

First, the internationalization of urban development provides an opportunity for the collection 
and exhibition of urban museums to connect with and exchange with the world. In the context 
of internationalization, Shanghai metropolitan museum can carry out large-scale resource 
allocation from a global perspective, more directly communicate and cooperate with world-
class metropolitan museums, learn from and learn from successful experience, improve 
management level in cooperation, and create an international exchange and exhibition platform 
for museum collections. 

Second, it improves the image of Shanghai's international urban tourism destination, opens up 
the tourism source market of Shanghai Urban Museum, and brings more development 
opportunities. With the acceleration of Shanghai's integration into the international tourism 
economic cycle, Shanghai has made frequent appearances on the international stage and its 
popularity has spread from home to abroad, which has effectively improved the distinctive 
image of Shanghai as an international metropolis, so as to promote the tourism of Shanghai 
Metropolitan Museum and welcome more tourists and visitors from all over the world, It has 
also created a good platform and environment for the cooperation between museums and 
world-famous museums. 

3.1.2. Economic and Cultural Industry Environment 

Since the implementation of reform and opening up, China's economy has entered a period of 
rapid growth. The rapidly developing economy is not only changing our material living 
environment, but also changing the spiritual and cultural life state of Chinese residents, 
especially urban residents. According to relevant statistics, China's national legal holidays 
include weekends, which means that most working Chinese spend a third of their time entirely 
in leisure. This change indicates that China is entering the "generally idle society" described by 
the famous scholar Yu Guangyuan. In such a society, people will have more control over their 
time, followed by how people will use these time and what services will be provided by all 
aspects of society. 

China's classification of culture and related industries defines "cultural industry" as the 
activities that provide cultural and entertainment products and services to the public, as well 
as the collection of activities related to these activities. The main body of China's cultural 
industry consists of the provision of cultural products, cultural communication services, 
including museums, cultural leisure and entertainment activities, as well as the production and 
sales of supplies and equipment directly related to the above three categories, as well as the 
production and sales of related cultural products such as handicrafts [2]. From the above 
definition, it can be seen that the museum has become one of the main parts of China's cultural 
industry. 

At present, Shanghai has fully entered the era of urban leisure. The leisure of the city calls for 
the in-depth development of urban tourism resources, especially cultural tourism resources. 
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Urban museum tourism resources can comply with the trend of the development of the times, 
actively cooperate with the development of urban tourism and expand their own strength. On 
the one hand, urban leisure promotes the in-depth development of museum tourism resources. 
The impact of urban industrial leisure on the development of museum tourism resources shows 
a dual orientation in terms of resource functions, which not only meets the needs of tourists, 
but also meets the needs of local residents. For example, the construction and use of venues 
such as Shanghai Museum and Shanghai Science and Technology Museum are not limited to the 
consumption and tourism needs of tourists, More on the cultural and leisure consumption 
needs of local residents. On the other hand, museum tourism resources are one of the material 
carriers of urban leisure, creating a material and cultural space for urban leisure and providing 
material guarantee for urban leisure. Wei Xiaoan and other researchers believe that the 
museum is an important part of the cultural system of the entertainment system among the 
elements of the urban leisure system, which has the characteristics of both refined and popular 
tastes [3]. No matter wandering in the former residence of celebrities, or wandering in the old 
streets of the old city to recall the past, no matter thinking about the ancient feelings of historic 
relics, or marveling and praising modern architecture, they are just explaining the same leisure 
life in different ways. In the initial stage of social leisure life, if the dissemination of museum 
culture can seize this opportunity in time, museum culture will integrate into the development 
of modern social culture, and finally truly become an integral part of social culture and give full 
play to its due social effect. 

3.2. Tourism Attraction Factors 

3.2.1. Museum scale 

Museums in European and American metropolises are remarkable in quantity, overall quality 
and building characteristic brands. Among the major international metropolises, there are 
several museums with long history, distinctive characteristics and high quality, which have 
become indispensable symbolic cultural facilities in these metropolises. Among the more than 
museums in London, more than museums with the title of national character have the most 
British characteristics, and there are many large museums and art galleries that can be called 
the world-class level, forming a strong sense of history. Many museums in New York are huge 
tourist attractions. Dozens of high-level and distinctive museums are favored by publications 
such as the official cultural guide of New York and the art of New York and recommended to 
tourists. The Metropolitan Museum of art in New York is the first local tourist attraction, with 
10000 visitors a year, more than all other tourist attractions. 

According to the latest statistics, there are various museums and memorial halls in Shanghai, 
with a total of million visitors. The types of museums involve seven categories: history, art, 
science and technology, comprehensive, figures, industries and universities, including 
comprehensive. As the types and contents of museums are more abundant, the levels are more 
distinct, and the scale is also expanding day by day. The central area of the museum, composed 
of Shanghai Museum, Shanghai Art Museum and Shanghai Urban Planning Exhibition Hall, has 
begun to take shape, which promotes more and more tourists to participate in the tour activities 
of the Urban Museum to a certain extent. 

3.2.2. Quantity and Quality of Collections 

The quantity and quality of collections are a major factor in the brand of museums. Unique 
collections are the core of the concept of world-class museums. World class museums not only 
have a huge number of cultural relics, but also have treasures of important historical value, 
artistic value and scientific value, including a certain number of best. The most abundant 
collection in the world is the Smithsonian College Museum group, with a total collection of 100 
million pieces, in addition to nearly 100 million books and archives. Shanghai Museum is a 
large-scale museum of ancient Chinese art, with one million unique, broad and profound 
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collections of ancient Chinese art and cultural relics, including, precious cultural relics and more 
than, daily exhibitions. The rich collection and exquisite quality enjoy a high reputation at home 
and abroad. Other history, comprehensive, science and technology, art and industry museums 
also have their own distinctive and numerous collections, thus forming their own museum 
characteristics. Another example is the construction of the memorial hall at the site of the first 
National Congress of the Communist Party of China. In recent years, more than 10000 cultural 
relics have been collected and collected. It is precisely because of the uniqueness of the museum 
collection that visitors with different needs can be attracted to visit museums with different 
styles to meet their respective needs. 

3.2.3. Exhibition Hall Buildings 

As an architectural carrier and a kind of cultural institution, the planning and layout of museum 
should naturally conform to the scientificity and rationality of modern social development, 
urban construction and museum culture. For example, we should not only meet the modern 
urban architectural aesthetics, but also meet the modern urban cultural and ecological 
environment, intensively reflect the urban humanistic spirit and cultural value, and reflect and 
guide the people's cultural needs. Therefore, in the construction of museums, the setting of their 
types, site selection, scale and architectural forms is by no means an easy task. As far as the 
external buildings of museums are concerned, the buildings of international metropolitan 
museums often have their own characteristics. The Louvre in Paris, France is a palace building, 
and the Metropolitan Museum of art in New York, USA is a century classical palace building. The 
new Shanghai Museum takes the traditional Chinese concept of "round sky and place" as the 
architectural key point. The dome square base constitutes a unique visual effect and reflects the 
modern architectural style of the ancient Chinese Art Museum. The whole building of Shanghai 
Science and technology museum shows a spiral rising shape, which shows the continuous 
progress of science and technology. In the middle of the building is an iconic huge glass sphere 
embedded in a pool of clear water, implying the birth of life. Unfortunately, there are not many 
museums with individual characteristics in such exhibition buildings in Shanghai. We should 
pay more attention to the uniqueness of their appearance buildings and the embodiment of 
museum culture and urban culture in the future construction process. 

3.2.4. Free Access 

After the free opening of the museum, it has created an opportunity for these groups to get close 
to the museum and change their traditional impression of the museum. It can be seen from the 
phenomenon of "bursting" of passenger flow after the free opening of the Urban Museum that 
"free" not only improves the attraction of the Museum, but also gives more tourists the 
opportunity to understand and like the museum. The implementation of free opening to attract 
more public into the museum is the embodiment of the museum's own social responsibility. 
First of all, free opening can make the museum closer to the masses, which is of great 
significance to the development of the museum itself and the overall cause of the museum. 
Secondly, it can improve the social contribution rate of museums and the enjoyment rate of 
public cultural facilities and resources, which can be called a sign of the change of public service 
consciousness. 

4. Countermeasures to Promote Museum Tourism Consumption 

4.1. Improve the Attraction of Museum Tourism in Many Aspects 

First of all, building a high-quality tour route of Urban Museum Tourism is a major problem to 
be solved in Shanghai Urban Museum Tourism. We should deeply explore the cultural 
connotation of Shanghai Urban Museum Tourism, strive to create a series of museum tourism 
products with Shanghai style characteristics, and launch tourism routes such as celebrity 
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former residence tour, art boutique tour, characteristic Museum Tour and Industry Museum 
Tour, so as to form a relatively complete urban museum tourism product system. At the same 
time, we will actively implement the strategy of promoting museum tourism with high-quality 
products, actively shape the characteristic high-quality lines of Shanghai museum tourism, 
gradually penetrate into the source market with fist products as the guide, and finally realize 
linkage development 

Secondly, strengthen the tourism marketing promotion of urban museums and build a new 
tourism image of Shanghai Urban museums. Urban Museum Tourism should carry out selective 
marketing activities. The marketing here includes pre-sales marketing and after-sales 
marketing. Understand tourists' satisfaction, conduct satisfaction surveys regularly, and 
establish a database to analyze tourists' satisfaction, find out the reasons, develop strengths 
and avoid weaknesses. The museum's various services to tourists are the transmission of 
product information, and the results of tourists' opinions and satisfaction survey are the 
feedback of product market information. The combination of the two forms a two-way 
communication of supply and demand information. Through these marketing activities, we can 
obtain effective product market information and a good image is the life of Urban Museum 
Tourism. Therefore, we should pay attention to building the overall image of Shanghai Urban 
Museum Tourism and promote its development with brand and image. Tourists need to remove 
their traditional impression and misunderstanding of the museum before experiencing it, so as 
to attract them to visit, which requires the Urban Museum to have high popularity and brand 
effect. For foreign tourists, it is more necessary for a Regional Urban Museum to have a good 
image of tourism as a whole, so as to make a deep brand in the hearts of potential tourists and 
attract them to visit activities. As an international metropolis, there are many things that 
Shanghai can show to foreign tourists. City museums need to carefully screen these resources, 
and then display the most essential part of Shanghai Culture in the most intuitive and unique 
way. Among them, the most important thing is to integrate various scattered urban museums 
and form a joint effort to create a visual feast. Show visitors the multi-level and multi angle 
Shanghai style culture and Shanghai style life. 

4.2. Strengthen Communication and Cooperation with Tourism Industry 

Shanghai Urban Museum Tourism should be the marriage between Shanghai Urban Museum 
Industry and Shanghai urban tourism industry. The former has vast collection resources and 
modern facilities and equipment, and the latter has a wide coverage of publicity and sales 
network, which combines the advantages of both sides to optimize the allocation of resources 
and enhance their overall strength, Work together to create a new situation for the tourism 
development of Shanghai Urban Museum.Therefore, we should strengthen exchanges and 
cooperation between museums and tourism, conduct more academic exchanges and teaching 
exchanges, and gradually expand cooperation channels, such as setting up tourism aesthetics 
and other courses for front-line interpreters, so as to jointly promote the improvement of the 
quality of cultural tourism. We can also establish a coordination organization between Urban 
Museum Industry and urban tourism industry to promote regular contact and cooperation 
between tourism enterprises and relevant urban museums. 

4.3. Improve Museum Awareness of Tourist Market 

Many tourists know little about museums and show weak Museum awareness, which greatly 
affects their awareness and satisfaction with museum tourism. As an Urban Museum, it is 
obliged to win the attention and love of tourists through its own changes. For example, by 
organizing students to carry out participatory activities such as simulated Archaeology and 
simulated printing and dyeing, cultivate their practical ability and cultivate their feelings for 
the museum, not only because the student market is one of the important tourist markets of the 
museum, but more importantly, the current students are the main potential tourist source of 
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the museum in the future. Cultivating their Museum awareness from childhood helps them 
understand and love museums, and also helps them pass this love to their relatives, friends and 
children in the future, so that the market of museum tourism can be widened. 
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