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Future Marketing Communications of Kunlun Mountains Mineral
Water from the Perspective of Consumer Acceptance

LI Cui-min' ,ZHANG Shu-yan’
1. School of Humanities, Yancheng Institute of Technology, Yancheng Jiangsu 224051, China;
(2. Northeast Normal University School of media science, Changchun Jilin 130117, China )

Abstract : This paper summarizes the marketing activities and marketing strategy Kunlun Mountains Mineral Water, and assesses
its marketing communication effects. Then this paper analyzes the contradictions and problems in the marketing activities, and
gives the deeper reasons for those contradictions and problems. For its predicament of “high popularity but low acceptance”,
from the perspective of consumer acceptance, this paper points out that it can establish the “work hard for a better life” brand im-
age, create a “young, stylish, high — end” brand personality, strengthen brand symbolic significance through dependent market-
ing, and strengthen consumer acceptance, thus can surpass its “high — end impression” and create a “high — end image”.

Keywords : Kunlun Mountains Mineral Water; high — end impression; high — end image consumer; Acceptance
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