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Abstract

China’s great revolutionary history has ushered in the second century, leaving us a lot of valuable
cultural and other resources, but the existing red tourism development model is still relatively
“traditional”, lacking innovation. Based on the current development of cultural tourism in red
scenic spots, the “Little Red Flower” entrepreneurial team is committed to exploring new business
forms of red cultural tourism, introducing local red culture and promoting characteristic agricul-
tural products through the original AR-guided platform, and driving local economic development
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and creating profits by developing online products: intelligent guided apps and offline agricultural
product sales methods. This article aims to provide some new ideas and possibilities for the future
development mode of red cultural tourism products by introducing and analyzing the brand struc-
ture, product design ideas and selling points of “Little Red Flower”.
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Figure 1. Steps for using the red calendar book
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Figure 2. Introduction to red map online game function
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