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Study ofM ountain Pavilion Consun p tion M otive and M arketing S trategy
— Expbratve Study Based on Focal T ean

ZHENG Chun-yang, ZHANG Chengping

(1 School f Management, Putian University Fujian Putian 361003 2 School of M anagement, Xianen Unwersity, Fujian X ian en 361003 China)

A bstract M ountain pavilion consun ptbon & popular and has becane a social phenanenon and spread to all waks of life
Though analyzing he related maternls at hane and abroad this paper uses focal tean nterview method and den onstrates the
feaure and consumption motive ofCh na’ s moun tain pavilon consum ers and their op nions on the buying and types of the pavilion

products Accoding to his the related m atketing suggestions are provided

Keywords mountain pavilbn consun ptbrr consumpton motive marketng strategy focal tean
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