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Abstract: Based on consumer behaviors as the logic start point, and the means-end chain as the research tool, and 

by using in-depth interview method and soft ladder interview technique, the authors presented the research results 

on a consumer perception value chart, and probed into ice and snow sports tourism consumption decision affecting 

factors. This research indicates the followings: the most important path of ice sports consumption level is ice event 

variety – increasing sports skills – life fun and enjoyment; the most important path of snow sports consumption level 

is snow event variety – improving physical health – life fun and enjoyment. 
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