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Abstract. As an important vehicle for inheriting the red gene and boosting re-
gional economy, the scientific and innovative marketing strategies of red tour-
ism directly relate to the revitalization and sustainable development of red cul-
tural resources. Jinggangshan, as the cradle of China's revolution, possesses
unique red resource endowments, and its marketing practices are exemplary and
pioneering nationwide. Taking Jinggangshan as a case study, this paper aims to
systematically explore its marketing strategies for red tourism culture. The arti-
cle first analyzes the core values and market positioning of Jinggangshan's red
tourism culture, clarifying its dual attributes as a "spiritual highland and study
destination." Subsequently, based on a marketing theory framework, combined
with field observations and case studies, it conducts an in-depth analysis of the
achievements and challenges in Jinggangshan's current marketing practices,
such as insufficient brand depth, product homogenization, and superficial ap-
plication of digital marketing. On this basis, the paper constructs a "PEEST+41"
marketing strategy optimization model that integrates products, experiences,
channels, and brands, proposing pathways to achieve marketing upgrades from
single sightseeing to deep experiences, from passive acceptance to active par-
ticipation, and from resource dependence to innovation-driven development
through deepening product content, innovating immersive experiences, ex-
panding digital marketing channels, and strengthening brand narratives. The
study suggests that the future of Jinggangshan's red tourism marketing lies in
achieving precise alignment between cultural spirit and market demand, trans-
forming the advantages of red culture into sustained market appeal and core
competitiveness through systematic, refined, and intelligent strategy combina-
tions, thereby providing a reference for the high-quality development of red
tourism nationwide.
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brand building

1 Introduction

Red tourism is a special tourism industry that combines multiple functions such as
political education, cultural inheritance, and economic development, playing an in-
creasingly important role in the construction of socialist culture with Chinese charac-
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teristics and the economic and social development of China. With the increasing di-
versification and depth of tourism consumption demands, the traditional red tourism
model, which mainly focuses on resource display and one-way interpretation, can no
longer meet the experiential needs of tourists in the new era, especially the younger
generation!!. How to effectively activate the intrinsic value of red cultural resources
and enhance their market appeal and appeal by applying modern marketing concepts
and strategies has become an urgent practical issue to be addressed.

Jinggangshan, hailed as the "cradle of China's revolution," is the birthplace of the
Jinggangshan Spirit and boasts revolutionary residences, memorial facilities, and
historical artifacts that are widespread across the region, highly impactful, and educa-
tional. Its red tourism resources not only possess the characteristics of historical au-
thenticity and diversity but also carry profound political significance and lofty spiritu-
al values. In recent years, Jinggangshan has explored various approaches to develop
red tourism, such as creating educational brands like "My Jinggangshan" and lever-
aging digital technology to enhance exhibition quality!?’. Its marketing practices have
led the nation, yet it faces common challenges such as how to sustain innovation, how
to precisely reach target audiences, and how to balance educational functions with
market benefits™*l. Therefore, this study selects Jinggangshan as a typical case to focus
on its marketing strategies for red tourism culture. The research aims to address the
following core questions: Under the new era context, what is the current state of
Jinggangshan's red tourism marketing? What are the prominent issues? How can a
systematic and efficient marketing strategy system be constructed to more effectively
disseminate the Jinggangshan Spirit, enhance tourist experiences, and achieve a bal-
ance between social and economic benefits? Through an in-depth analysis of this
typical case, it not only provides decision-making references for the sustainable de-
velopment of Jinggangshan's red tourism but also offers valuable insights for red
tourism marketing practices in other similar regions.

2 The Resource Value and Marketing Positioning of
Jinggangshan Red Tourism Culture

2.1 Resource Endowment and Core Value Identification

The red tourism cultural resources of Jinggangshan are extremely rich and of a high
level. The value of these resources is mainly reflected in three aspects: First, historical
value!. The struggle period in Jinggangshan was a critical turning point in the Chi-
nese revolution, where a series of major historical events such as the Sanwan Reor-
ganization, the Zhu-Mao Meeting, and the Battle of Huangyangjie took place. It pre-
serves numerous revolutionary sites like the Octagonal Tower, Longjiang Academy,
and the Xiaojing Red Army Hospital, serving as tangible witnesses to the arduous and
extraordinary struggle of the Communist Party of China, with irreplaceable historical
authenticity. Second, spiritual value. Jinggangshan is one of the important sources of
the Chinese revolutionary spirit. The Jinggangshan spirit of "steadfastly pursuing
ideals, seeking truth from facts to forge new paths, striving hard to overcome difficul-
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ties, and relying on the masses to achieve victory" transcends time and space, re-
maining ever fresh, and serves as a precious spiritual wealth that inspires people to
forge ahead®l. Third, educational value. As a nationally renowned base for revolu-
tionary tradition education and patriotism education, Jinggangshan provides vivid and
profound ideological and political lessons for young students, Party members, cadres,
and the general public through immersive and scenario-based experiences, with strong
value guidance and ideological education functions. Accurately identifying and pro-
foundly interpreting these core values is the foundation for effective marketing.

2.2  Market Segmentation and Target Positioning

Based on resource value and market demand, the target market for Jinggangshan's red
tourism can be segmented and precisely positioned. The primary core market is the
study tour market. The youth group, mainly consisting of primary and secondary
school students and college students, is the key target for inheriting the red gene.
Jinggangshan's "My Jinggang Journey" brand is precisely aimed at this market, aim-
ing to fasten the "first button" of life through study practices. The second is the train-
ing market for Party and government officials. Jinggangshan boasts national-level
training bases such as the China Jinggangshan Cadre College, providing high-quality
training courses to meet the needs of Party members and cadres for Party spirit culti-
vation and work style improvement. This is a stable and highly potential customer
source market!®). The third is the mass tourism market, including nostalgic mid-
dle-aged and elderly groups, family tourists, and those with a strong interest in history
and culture. They seek to understand revolutionary history, gain spiritual insights, and
enjoy high-quality tourism experiences. Therefore, the overall marketing positioning
of Jinggangshan's red tourism should be established as: "China's top choice for red
tourism—Jinggangshan as a sacred place for deep experience and inheritance of the
Jinggangshan Spirit." This positioning emphasizes its unshakable historical status
while highlighting the modern tourism demands of "deep experience" and "active
inheritance," aiming to elevate Jinggangshan from a single site for sightseeing and
reverence to a comprehensive destination that can evoke emotional resonance and
achieve spiritual elevation!”,

3 Analysis on the Marketing Status and Challenges of
Jinggangshan Red Tourism

3.1 Main Challenges and Problems

While Jinggangshan's red tourism has achieved remarkable progress, it still faces
fundamental challenges in marketing practices that hinder its development toward
higher standards, broader reach, and greater influence. These issues manifest in three
key aspects: 1. **Inadequate brand depth exploration**: Current marketing primarily
focuses on tangible resources like revolutionary sites, historical events, and cultural
relics, while insufficiently translating the contemporary value of the "Jinggangshan
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Spirit" into modern narratives. Particularly when addressing modern youth's ideolog-
ical dilemmas (such as conflicting values and life purpose confusion) and develop-
mental needs (self-actualization and spiritual belonging), the brand fails to effectively
bridge the gap between revolutionary heritage and individual experiences. The story-
telling often remains at a grand historical level, lacking youth-friendly expressions
and emotional touchpoints that could spark deep resonance. 2. **Homogenized prod-
uct and experience offerings**: Despite innovations like red-themed educational tours
and scenario-based party classes, the industry remains trapped in the traditional "visit
sites, listen to guides, take photos" model. There's a lack of interactive, immersive,
and personalized experiences that meet Generation Z's demand for novelty, engage-
ment, and self-expression. Key gaps include VR/AR-based scenario recreations,
role-playing activities, and DIY workshops for red-themed cultural products, resulting
in visitors—especially younger travelers—experiencing "short-term visits with shal-
low impressions." 3. **Superficial digital marketing adoption**: Digital marketing
applications remain at a basic level, failing to fully leverage technological potential®!.
Current digital technologies are predominantly used for online displays and infor-
mation dissemination, failing to truly empower innovation across the entire marketing
chain. This manifests in several aspects: The lack of big data-driven user profiling and
behavioral tracking hinders personalized content recommendations and targeted ad-
vertising. Social media usage remains primarily information dissemination-focused,
failing to effectively stimulate user-generated content (UGC) or achieve viral com-
munity spread. The disconnect between online and offline marketing segments pre-
vents the establishment of a closed-loop system encompassing traffic acquisition,
experience engagement, content sharing, and repeat consumption™. Digital marketing
tools have not fully realized their potential in enhancing visitor participation, improv-
ing conversion rates, and boosting revisit rates. Fourthly, the marketing system lacks
systematic coherence and synergy. Various marketing activities often operate in isola-
tion with weak interconnectivity, lacking a comprehensive strategy centered on core
brand values that integrates products, pricing, channels, promotions, personnel, pro-
cesses, and physical displays. For instance, festival events, themed promotions, and
daily operations lack effective coordination; different scenic spots, accommodations,
and transportation elements fail to form a cohesive marketing synergy; "soft ele-
ments" such as public services, staff competence, and environmental design are not
systematically incorporated into the marketing framework. This fragmented market-
ing model results in inefficient resource allocation and prevents the maximization of
overall marketing effectiveness!'’l.

4 Optimization Path of Marketing Strategy for Red
Tourism Culture in Jinggangshan

In order to solve the above problems, this paper puts forward an integrated
"PEEST+4I" marketing strategy optimization model, which is based on the four core
elements of product, experience, channel and brand, and implements the marketing
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concepts of precision, interaction, innovation and integration, so as to systematically
improve the market competitiveness of Jinggangshan red tourism.

4.1 Product Strategy: Deepening Content and Expanding Form

Products form the cornerstone of marketing. First, we must deepen content explora-
tion. Moving beyond mere historical narratives, we should uncover vivid human sto-
ries and emotional nuances behind cultural relics and heroic deeds. This includes
developing micro-party lessons, storytelling sessions, and scenario-based murder
mystery games to make revolutionary culture accessible and relatable. Second, we
need to diversify product formats!!!l. While strengthening core offerings like educa-
tional tours and training programs, we should actively develop cultural and creative
products. By integrating Jinggangshan elements (such as the Red Flag, octagonal
tower lights, and Red Army slogans) into fashion designs, we can enhance their value.
We should also develop "red+" fusion products, such as "red+ecology" (Jinggang-
shan's green landscapes), "red+rural” (Shenshan Village's revitalization model), and
"red-+technology" (digital experience centers). This will create a diversified product
system that meets the multifaceted needs of different customer groups.

4.2  Experience Strategy: Reinforcing Immersion and Interactive
Participation

Experience is the cornerstone of red tourism marketing. The approach must evolve
from passive viewing to immersive and participatory engagement. First, scene im-
mersion: By leveraging modern audio-visual technologies and environmental design,
key sites like Huangyangjie and Bajiaolou will host live performances or scenar-
io-based experiences with heightened dramatic tension and emotional impact, trans-
porting visitors back to those fiery revolutionary years. Second, task-driven engage-
ment: For individual and family tourists, interactive tasks like treasure hunts, puz-
zle-solving, and check-in activities via mobile apps will gamify the visit, adding both
fun and challenge. Third, role-playing immersion: Programs like "A Day as a Red
Army Soldier" will allow visitors to don Red Army uniforms, eat Red Army-style
meals, and participate in simulated military drills or labor activities, enabling them to
experience the spirit of hard struggle firsthand.

4.3  Channel Strategy: Integrating Offline and Innovative Online

The channel strategy should achieve seamless integration of online and offline chan-
nels. For offline channels, optimize the cooperation mechanisms with travel agencies,
study tour organizations, and training bases, and develop premium themed routes
tailored to different markets. For online channels, revolutionary breakthroughs should
be achieved. First, deepen engagement on social platforms. On platforms where
young people gather, such as TikTok, Kuaishou, Bilibili, and Xiaohongshu, build a
brand account matrix, produce high-quality content like short videos, Vlogs, and il-
lustrated travel guides, and leverage KOLs/KOCs for word-of-mouth promotion.
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Second, establish a smart marketing platform. Create an official Jinggangshan red
tourism platform that integrates ticket booking, route customization, hotel accommo-
dation, and cultural and creative product purchases. Utilize big data to analyze user
behavior, enabling personalized recommendations and targeted marketing. Third,
conduct virtual tours and live streaming activities online to break through time and
space constraints and attract potential customers.

4.4  Brand Strategy: Shaping Results and Telling Stories

Brands are the soul of marketing. Jinggangshan should focus on building a brand
image that combines historical depth with contemporary vitality. First, refine the
brand's core values. Link the "Jinggangshan Spirit" with modern themes like "Striving
in the New Era," "Youthful Growth," and "Original Aspirations and Mission," craft-
ing easily communicable brand slogans and value propositions. Second, develop a
brand narrative system. Mobilize resources to systematically explore and create re-
portage literature, documentaries, and films that reflect the inspiring struggles of
Jinggangshan and the spirit of contemporary inheritors, disseminating them through
multi-media channels to resonate emotionally. Third, proactively set agendas. Lever-
age major historical anniversaries and social hotspots to organize influential national
events like red culture forums, art festivals, and knowledge competitions, enhancing
the brand's influence in public discourse and consolidating its leading position in
China's red tourism landscape.

5 Conclusion and Enlightenment

This study demonstrates through an in-depth analysis of Jinggangshan's red tourism
marketing practices that successful red tourism marketing is not merely about simple
promotion, but rather a systematic project grounded in deep resource value explora-
tion, responsive to market demand changes, and employing modern integrated mar-
keting concepts. The Jinggangshan case highlights three critical transformations for
future red tourism marketing development: First, shifting from resource-centric ap-
proaches to a dual focus on value and market orientation, while deeply understanding
and addressing modern tourists' spiritual and experiential needs; Second, evolving
from isolated breakthroughs to systematic optimization by building a coordinated
strategy system encompassing products, experiences, channels, and branding; Third,
transitioning from traditional media dependence to digital and intelligent market-
ing-driven strategies, leveraging new technologies to expand marketing boundaries
and enhance efficiency.

For Jinggangshan, continuously deepening the connotation of brands such as "My
Jinggang Journey", innovating immersive experience projects, and building an inte-
grated online-offline smart marketing ecosystem are key to maintaining its leading
advantages. For other red tourism regions across the country, Jinggangshan's experi-
ence and challenges hold significant reference value. Localities should explore dif-
ferentiated marketing paths tailored to their actual conditions by combining their
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unique resources and target markets, jointly promoting the dual success of social and
economic benefits in China's red tourism industry, and allowing red culture to shine
even more brilliantly in the new era.

Fund Project

Jiangxi Province Social Science Fund Project during the 14th Five-Year Plan Period
(2023): Research on the Value Measurement and Enhancement Path of Digital Em-
powerment for the Development of Jiangxi's Red Tourism Resources, Project Num-
ber: 23YJ33.
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