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Abstract

Red cultural and creative products are important carriers for awakening historical memory and
promoting economic development. Against the backdrop of the integration of culture and tourism
and the era of smart media, the Generation Z, as “digital natives”, has gradually become the main-
stream consumer group of red cultural and creative products. The Generation Z, which has grown
up with the Internet, shows characteristics such as personalization, digitalization, and clustering in
the consumption process. From a generational perspective, the distinct consumption commonali-
ties of the Generation Z compared to previous generations are deeply influenced by individual psy-
chological drivers, the development of digital technology, and the clustering of social circles. Posi-
tive marketing strategies not only make products new highlights in the cultural consumption mar-
ket and create economic value, but also help promote the protection and inheritance of historical
culture. However, based on the consumption behavior and demands of the Generation Z, both the
consumption and marketing of red cultural and creative products by the Generation Z are currently
in a predicament. On the consumption side, the Generation Z faces problems such as insufficient
product experience, weak emotional resonance, and a single consumption scene. On the marketing
side, enterprises encounter issues such as weak promotion, ambiguous brand positioning, and in-
sufficient cross-border collaboration. Therefore, through paths such as creating differentiated and
practical products, enhancing multi-dimensional experiences; strengthening emotional connec-
tions to evoke emotional resonance; expanding consumption scenarios to deepen participation;
precisely positioning communication to shape a youthful brand IP; and deepening cross-border col-
laboration to achieve cross-border marketing, the aim is to enhance user stickiness to red cultural
and creative products and further increase the influence of red culture.
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