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Abstract. With the continuous growth of our country's economy, the tourism in-

dustry has a vigorous development. Red tourism is not only an important com-

ponent of our country tourism, but also an important cultural heritage and educa-

tional way. In the context of "Internet +", great changes have taken place in the 

way of tourism marketing, and the accompanying challenges cannot be ignored. 

Dalian is a city with rich red cultural resources. Starting from the characteristics 

of the Internet and the concept of tourism marketing, this paper will deeply ex-

plore the main challenges faced by tourism marketing today, and optimize the 

experiential marketing strategy of Dalian's red tourism scenic spots, in order to 

provide reference for the marketing strategy of the entire tourism industry. 
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1 INTERNET + RED CULTURAL TOURISM 
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1.1 "Internet +" refers to the new business form developed by the Internet under the
promotion of Innovation 2.0 (the innovation form of information age and knowledge
society), and also the new economic and social development form evolved and spawned
by the Internet under the promotion of knowledge society innovation 2.0. This form of
development has not only brought about major changes in many industries, but also
brought unprecedented challenges.[1] As far as the tourism industry is concerned, "In-
ternet Plus" has provided it with wider and more extensive marketing channels. For
example, many tourism companies use social media platforms such as Weibo, wechat
and Douyin to release information such as actual maps, travel guides and activities of
tourist attractions to attract users' attention. At the same time, these enterprises often
cooperate with celebrities, Internet celebrities, travel bloggers and other ways to spread
word of mouth. Such diversified marketing channels not only improve the exposure of
tourism products, but also enhance the interaction with consumers and user stickiness.

1.2 "Internet Plus" has promoted the smart service of tourism industry. Internet tech-
nology can provide users with a full range of information services, convenient transac-
tion and payment methods, and better user experience. The influence of Internet tech-
nology on the development of tourism has penetrated into all aspects of the tourism
industry. Serving both buyers and sellers of the tourism industry, it not only helps
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consumers better understand destinations and plan trips, improves the transparency and
credibility of tourism enterprises, but also provides a platform for tourism enterprises
to update and share information in real time and facilitates their operation.

2 TOURISM MARKETING

2.1 Tourism marketing refers to the process in which tourism organizations design and
launch quality tourism products based on marketing concepts and based on the needs
of target customer groups, promote their products to potential tourists, attract more
tourists and improve their satisfaction. The core of tourism marketing is to understand
the needs of tourists and formulate corresponding marketing strategies in a targeted
manner, so that enterprises can continuously obtain economic and social benefits.

2.2 Red tourism mainly originates from China. The actual cases of "Internet + red
cultural tourism" have emerged one after another in China. For example, the Jinggang-
shan Scenic area has moved the 13th azalea Festival online through the form of "cloud
tour", enabling visitors to break the time and space restrictions and experience the red
tourism, green ecology and customs of Jinggangshan.[2] Red Tourism APP and online
booking system By establishing a red tourism APP and online booking system, tourists
can easily obtain various information about red tourism destinations, book tickets and
hotels. The use of Internet big data to analyze tourist behavior data, understand the
interests, preferences and consumption habits of tourists, can effectively provide data
support for the development of red tourism products and services. In addition, the
emerging digital museum and 3D virtual exhibition hall through virtual reality (VR),
augmented reality (AR) and other technologies, to achieve a comprehensive display of
red culture, truly let users immersive. Through the new media platform, tourism com-
panies can more easily interact with tourists, release the latest travel information and
promotions, use user generated content (UGC) to spread word of mouth, and even pro-
vide immersive travel experiences through virtual reality (VR) and augmented reality
(AR) technology. These emerging technologies and means not only enhance tourists'
sense of participation and satisfaction, but also bring new growth opportunities for tour-
ism enterprises. In addition, with the development of digital technology, the ways of
tourism marketing are constantly being innovated, and new concepts such as experience
marketing, integrated marketing and experiential marketing are constantly emerging.

3 THE CURRENT DRAWBACKS OF TOURISM
MARKETING

3.1Market research is a function of connecting information to marketers through con-
sumers, customers and the public. This information is used to identify and identify mar-
keting opportunities and problems, generate and evaluate marketing campaigns, moni-
tor marketing performance, and improve understanding of the marketing process. Mar-
ket research provides for solving these information needs, designing methods for col-
lecting the information, managing and implementing the process for collecting the
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information, analyzing the results, and finally communicating actionable conclusions
and their significance. Market research can help enterprises comprehensively under-
stand the opportunities and challenges brought by the policy, economic, technological
and cultural characteristics of the industry, and use the estimated value of the survey to
determine the market capacity, potential and future development trend of the industry.
This questionnaire aims to understand the distribution of red resources and the devel-
opment status of the red cultural tourism industry in Dalian, and sets seven questions
related to it. The questionnaire is divided into two parts: one part is distributed to Dalian
residents offline, and the other part is distributed and collected through wechat, Douyin
and other real media. A total of 6945 valid answers are collected. According to the
collected data, for several iconic red cultural tourist attractions such as Dalian Port and
Lushun Military Port in Lvshunkou District of Dalian, the proportion of Dalian resi-
dents who have basic knowledge of them is the largest, accounting for 46.8% of the
total, while the proportion of people who have never heard of them in the whole country
is an astonishing 52.8%. The results of such a survey reflect the fact that the drawbacks
of traditional marketing strategies are vividly demonstrated.

3.2 The traditional tourism marketing concept is not conducive to the developmentof
the industry in the Internet era, and it is a backward concept. However, thecurrent situ-
ation is that many tourism enterprises still rely on traditional marketingmeans, such as
advertising, brochures, etc., greatly ignoring the interaction andimmediacy brought by
the new media technology emerging in the Internet era.As a result, the target customers
of these enterprises are still focused on theelderly who have not adapted to the Internet
technology, and when theseenterprises face the younger generation of consumers, it is
always difficult toattract and retain customers effectively. In addition, the traditional
marketingconcept often focuses on the development of tourism enterprises, ignores
thecore position of consumers in the buying and selling relationship, does notconform
to the principle of being customer-centric, and fails to make full use ofthe advantages
of Internet technology, resulting in poor marketing results.

3.3 Under the background of Internet, tourism enterprises should not only
providehigh-quality products and good services before and during sales, but also
keepclose contact with consumers in the after-sales stage, so as to timely understandthe
user's own feelings and user feedback in the process of product experience.Nowadays,
many tourism enterprises have obvious deficiencies in after-salesservice, lack of after-
sales feedback system and efficient service system, and cannot deal with consumer
complaints and feedback in time. The lack of goodproduct reputation of tourism enter-
prises has a negative impact on the brandimage of tourism enterprises, which also un-
knowingly makes the tourismenterprises lose a large number of potential users. [3]

3.4 Although some tourism enterprises have complied with the development trend
of the general background of the Internet, the benefits for them are always unsatisfac-
tory. Most of these enterprises lack marketing personnel with professional knowledge
and skills. In terms of new media marketing, content creation, data analysis, social me-
dia operation and other fields especially need professional personnel to operate, but
many tourism companies are obviously insufficient in talent reserve in this field. Sys-
tematic training mechanism and professional marketing team are essential conditions
for tourism enterprises to carry out Internet marketing, otherwise it will be difficult to
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achieve ideal results. After the professional knowledge reserve is not absolutely suc-
cessful, we should do a good job of scientific marketing planning and implementation
of scientific marketing. Many tourism enterprises lack systematic planning and strate-
gies in new media marketing, and their measures are often improvised and operated at
will. This lack of strategic Internet marketing behavior not only wastes resources, but
also is likely to lead to brand image damage and consumer trust decline.

4 COUNTERMEASURES FOR RED CULTURE TOURISM
MARKETING ENTERPRISES TO COPE WITH
CHALLENGES UNDER THE BACKGROUND OF
INTERNET

4.1 Update the tourism marketing concept to meet the requirements of The Times.In
the era of rapid development of digitalization and information technology,traditional
tourism marketing methods are difficult to adapt to the high-speedchanges in the Inter-
net era. All tourism enterprises, including red culture tourismenterprises, need to take
the initiative to update innovative marketing conceptsthat meet the requirements of The
Times, recognize the advantages anddisadvantages brought by Internet technology to
tourism marketing methods,and shift the focus of marketing from the publicity of tour-
ism enterprisesthemselves to the publicity to meet the needs of consumers. The first
thing to dois to make full use of wechat, Weibo, Tiktok and other new media social
platforms,and make use of the interactive, multimedia, real-time, cross-platform and
othercharacteristics of new media for marketing, so as to interact with consumers inreal
time, timely share information, travel tips and enrich user experience.Regularly publish
high-quality tourism content, carry out online communicationand interactive activities,
enhance user stickiness and attract the attention ofpotential customers.[4] On the other
hand, it is necessary to pay attention to currentevents, combine hot topics and festival
activities, and use network traffic to launchtargeted marketing activities reasonably and
timely, so as to enhance brandexposure and influence.

4.2 In recent years, the rise of live streaming platforms and short videos hasbecome
a trend of The Times, which has also become a marketing channel thatcannot be ignored
by tourism enterprises. Some tourism enterprises have seizedthe opportunity, the hot
Shandong Zibo, Harbin circle, Henan Jiaozuo "nine-tailfox", etc., these are successful
models of Internet marketing, tourism enterprisesin these areas can attract tourists is
not far more than other places of culturalheritage and absolutely perfect service, But
seize the real needs of tourists at thesame time the use of Internet technology for mar-
keting, get a lot of traffic, so cancontinue to attract tourists from all over the country to
compete. Similarly, today'slocal tourism enterprises can make consumers feel the
charm of tourism productsand stimulate their desire to travel through live broadcasting
of tourist attractions,hotel facilities and local characteristic activities. Short video plat-
forms, such asDouyin and Kuaishou, can quickly attract users' attention due to their
short,intuitive and vivid features. Tourism enterprises can make use of this feature to-
produce creative short videos to show the content and features of their products,and
further enhance the brand's attraction and user stickiness.
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4.3 The red cultural tourism industry is different from the general tourism industryin
that it has government leadership and ideological education. The rise anddevelopment
of red tourism reflects the government's leading position in it. Bydeveloping red tour-
ism and educating the masses on the importance of adheringto the leadership of the
Communist Party of China and adhering to the socialistpath, red tourism has strong
political significance. In addition, red tourism directlyserves the cause of building so-
cialism with contemporary Chinese characteristics,and tourists can learn about revolu-
tionary history, learn revolutionary knowledge,grasp the revolutionary spirit, and con-
duct patriotic education and revolutionarytradition education through tourism activities.
On the one hand, thesecharacteristics greatly affect the tourist source structure of red
cultural tourism.The red culture tourism industry obviously shows that the proportion
of thedomestic market is large, and the overseas market is less; In terms of occupa-
tionalcomposition, it is mainly concentrated in students, cadres, soldiers, and models
ofvarious industries. In order to expand the target audience of the red culturaltourism
industry, it is necessary to make targeted marketing planning. From theperspective of
the cartoon "That Year the Rabbit Those Things" released in 2015,the creation purpose
of this cartoon is to show the development history of China'shundred years to children
in the style of animation, so as to achieve the role ofinspiration. [5]However, as soon as
the cartoon was released, it became popular withan irresistible trend, touching and at-
tracting fans from all adults. The content ofthe cartoon is supported by a deep historical
background with an easy to accepthumorous style. Almost every frame in the cartoon
has a profound meaning. Afterthe broadcast of the cartoon, the patriotic craze has been
set off once again, andthe red cultural tourism industry has ushered in a vigorous vital-
ity. The revelationof this event to the red cultural tourism industry is significant. When
launchingproducts with red cultural heritage, our company should combine the needs
ofusers and launch products that can be accepted by as many people as possible.Com-
bined with the business peak of the red culture tourism industry in theobvious periodic-
ity of time, the launch of products in important anniversaries andimportant commemo-
rative periods to get the greatest benefits.

5 EPILOGUE

In recent years, with the rapid development of Internet technology, red tourism has
ushered in new development opportunities. The red tourism market maintains a contin-
uous growth trend, and the number of receptionists and the market scale are also rising.
The development form of "Internet + red tourism" is particularly progressive. The
online platform provides more convenient promotion, booking and experience services
for red tourism, while the offline scene provides tourists with a richer travel experience
through advanced and intelligent Internet technology. This joint initiative can effec-
tively promote the integration of online and offline. In addition, Red tourism is not only
an important part of China's tourism, but also an important way of cultural inheritance
and education. Under the background of the Internet era, tourism enterprises need to
constantly learn and adapt to the changes of The Times, by updating the tourism mar-
keting concept, improving the after-sales service system, training professional new
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media tourism marketing personnel, using these means in an orderly manner to carry
out sales, brand building, and improve the market competitiveness of tourist attractions.
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