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Abstract

Puzhehei area of Yunnan is researched in this study. The status research of countermeasure of mar-
keting of Puzhehei in the development process is discussed from the perspective of the tourism
marketing. Based on the basic research theory of SWOT analysis, the methods of questionnaire sur-
vey and field reconnaissance were used to research the relationship of the current situation and
tourism marketing of Puzhehei and analyze the shortages of tourism marketing. According to status
of the problem, the corresponding countermeasures are put forward. The results of the study have
important reference and guiding significance for Yunnan tourism marketing.
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Figure 1. Statistics on the number of visitors in Puzhehei scenic area in 2006~2016
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Figure 2. Statistics on the income of Puzhehei scenic area in 2006~2016
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Figure 3. Statistical results of field investigation
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