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Abstract

As a classic document of ancient Chinese mythology, the Classic of Mountains and Seas is not only an
important basis for exploring primitive civilization, ancient society and early religious beliefs, but
also an indispensable precious material for the study of prehistoric culture. Theme park is a special
form of tourism in our country. “Classic of Mountains and Seas” theme park with “Classic of Mountains
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and Seas” ip as the theme, through the way of entertaining to let people know more about “Classic
of Mountains and Seas”. By analyzing the market positioning of “Classic of Mountains and Seas” theme
park, consumers’ feedback and suggestions and marketing strategies, this paper gives more refer-
able suggestions for the marketing strategy of “Classic of Mountains and Seas” theme park, and makes
a contribution to carrying forward the excellent traditional Chinese culture.
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Figure 1. The story with the greatest interest in the
Classic of Mountains and Seas
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Figure 2. Consumer age group
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Figure 3. Priority items you want to experience in
the Classic of Mountains and Seas theme park
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Figure 4. Interested in rides
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Figure 5. A way to attract an in-depth understanding of
the Classic of Mountains and Seas
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