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Abstract

With the continuous promotion of beautiful rural construction by the government, rural construc-
tion is constantly moving towards green and environmental protection. However, traditional rural
life often uses direct discharge to treat sewage and discharge it into rivers, lakes, and seas. The tra-
ditional direct discharge method of sewage is obviously no longer suitable for today’s social devel-
opment. This article is based on a college student innovation and entrepreneurship project, and
designs a sewage collection system. The use of the system can greatly improve the way rural resi-
dents treat sewage. We continuously improved the system through market research and designed
marketing and promotion strategies based on target customers.

XEFIH: BRR . SKRE RS E T RIS T, BT %18, 2025, 14(4): 2572-2578.
DOI: 10.12677/ecl.2025.1441168


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.1441168
https://doi.org/10.12677/ecl.2025.1441168
https://www.hanspub.org/

(/SN

Keywords

Sewage Collection System, Promotion Strategy, Innovation and Entrepreneurship, Marketing

Copyright © 2025 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).

http://creativecommons.org/licenses/by/4.0/

1. 518§

IKGEPRAE NS A AN AT BRI B 2, BoE ATDRK BEIR AR BINER X+ 7K B
HIORA KA FI A B ROR AR A Wi i, JCHGRAEARATIX, & R RS A ZOR AW e T 12,
AKX B A3 PR K 22 SR P ELHER 5 SCHECT i VAT 3 7 I TS S B AR 2 X A 5 1)
R AR BURFHEAT I — R AR BOR, BRI 70 T AN TR FA B R . B AR E S8 05 K b
RGHAT TRERIWITT: BRR LA AT 7875 B 3 DX I v K AR A [ PR, FF e o A7 72 1 VR 3
AT IEIE T BA P ROHES S s R [2] 5 BT T R B IR + NI B SO AR A
BTG KT A, FEREHOR BOHE N HREAT TREST; VRRRER[B]AFRH 1 3 N M LA AR BTG Yl
16 AT T, RS S5 R L T ARKKTS YeBIa BORVR R IFRNZ AR R A3 32 0 T AR I B £
[A155EE X 2 A5 2 U PA TS e I, Bevt 17— FMEER A, SEEL T 2R BT 5 58 K % 4 it T R F DA
B 2 RPAEIE BT T HEST U7 SRR R [S] AR R R R P R AR K BRI RO I, AL T
KEH RS, A 7B T2, JExt P REAR K 20 SFH AR EREAT T . ARAE TRINAE IR, 2 th A R
R P A rRoK [P S s A SCUAR A 2R QU BV I0T H O3kt et 1 — 3K AR A 135 K IR R g
SE T EHHET G, DR AR TG K SRR L R AIRTS KON PG R AR R

2. B4R
2.1. WIHT/K

B A6 AR S 22355 () v R e S A i R AR TE AT I i, AR TS K HESCE £ IR B RS, DU
(1775 7K BLHE 7 30 O TCE5E RO A IR R4 . BEIRIG AR 1R o Rk, {5 5 2 35451k
AR o RS K SR 2 AR R 75 SR A AE H 2 35K [6]

(1)

AR RER G R A, DA AN ARG B W RN, i F R it gt
e s, B2 EEEAL T R T 46T MG TE R R IR 2 AL ST S TR K,
JLiflal 763 fr il ds . SA%, AR 35 MRS, FR 728 A A, ARUNEFEN 95.41%. 2k L
) K H I 2, WlEl 163 4 1) 45, B1FR 43 ok 4, Rl 1589 th A 8, AN E %N 97.37%,
SR 2317 A B 4

(2) VEBEE B

HRARE 1) 5 VR A BAR AT /b, s RNk 1 s,

MR A VIR BB, /N DX B e J R S i S vk 82.89%, ey T LA JE (b J= 1 77.52% S A Y
H b R 62.79%, fEEMN L@im T el R Rk, S15d B P B0 0 004 2 1 1) s 4 B 0 A S s
B i i A IR 2R

DOI: 10.12677/ecl.2025.1441168 2573 HLF R 55T iR


https://doi.org/10.12677/ecl.2025.1441168
http://creativecommons.org/licenses/by/4.0/

PrRig &

Table 1. Data sheet of user investigation results of sewage collection system
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Figure 1. Project operation flow chart
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Figure 2. Process chart of market development strategy
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Figure 3. Structure diagram of marketing and promotion strategy scheme of sewage collection system
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