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Abstract: In the context of the deep integration of digital economy and cultural tourism industry, the scenario
based application of augmented reality ( AR) technology provides an innovative path for the digital
activation of intellectual property (IP) in culture. This study is based on the AARRR user growth
model ( Acquisition Activation Content Release Relative), taking AR products of historical and cul—
tural IP in Xi'an as empirical objects, systematically deconstructing the marketing mechanism em-—
powered by technology, that is, cultural IPAR follows a three—stage evolutionary logic of "decoding
fusion symbiosis". The research validates the effectiveness of the "O+0O" ( Offline+Online) dual
domain linkage model and proposes a three—dimensional evaluation framework for cultural IP dig—
ital marketing, which includes "technology adaptation degree cultural perception degree commercial
sustainability”. This provides a solution that combines theoretical innovation and practical guidance
for the dynamic inheritance and commercial value transformation of cultural heritage.
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Table 1 Evaluation Framework for the Activation of AR Cultural IPs
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Table 3 Optimization Status Table of Key Operation Data of Xi'an AR
Cultural and Creative Projects
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Figure 1 AARRR Model
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