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Abstract

Red cultural and creative products are developed with revolutionary culture as the theme and ob-
ject. Red culture is the ideological and spiritual value created by the Communist Party of China in
revolution, construction and reform. It is an important part of socialism with Chinese characteris-
tics. The advent of the Internet era and the rejuvenation of consumer groups have brought many
opportunities and challenges to the development of red tourism cultural and creative products.
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We have made an in-depth analysis of the current situation of the product market development of
red cultural creative enterprises, and clearly put forward the development strategy of revitalizing
the product market of red cultural creative enterprises from four different angles: product market
positioning, spiritual communication, product design concept and marketing management mode,
so as to provide new ideas for subsequent academic research, in order to better publicize, popu-
larize and inherit red. Excavate the time value and connotation of red resources, keep pace with
the times, and fully consider innovation in materials, colors, etc; with the help of a series of mar-
keting means such as market-oriented means and creating IP, we will combine the creative prod-
ucts of red culture with the reconstruction and development of the times.
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