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Abstract 
In light of the new normal, the steady economic growth of the state, optimization and 
upgrading of economic structure constantly in the present environment of travel 
agencies increasingly competitive, small and medium-sized travel agencies want to gain 
long-term competitive advantage, rely on conventional development has not only, and 
other travel service competition, so small and medium-sized travel agencies need to fully 
play their own advantages, Understand the development status of small and medium-
sized travel agencies, and then through the analysis of opportunities and threats facing 
their development, make clear development goals, and further establish the 
development strategy of small and medium-sized travel agencies. 
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1. Introduction 

The "new normal" is a relatively stable state different from the past. It is an economic term. It 
is a trend and irreversible state of development, which means that China's economy has entered 
a new stage different from the rapid growth period of the past three decades. 
Tourism is an important strategic, pillar and comprehensive industry with sustained, rapid and 
steady growth in the global economic development. It involves a wide range of industries, 
covering many industries and sectors in the primary, secondary and tertiary industries. It 
promotes and stimulates economic growth and social progress through the functions of 
industry association and employment absorption. Tourism is also an industry with complex 
characteristics, including service, dependence, relevance, production and consumption unity. 
After the Second World War, the tourism industry ushered in a relatively peaceful and stable 
development environment, and quickly became a new industry. 
Since the reform and opening up, China's tourism industry has developed rapidly. In December 
2009, The State Council issued the "Opinions of The State Council on Accelerating the 
Development of Tourism", which for the first time clarified the important position of tourism 
as a "strategic pillar industry" in the national economy, and put forward the overall goal of 
building tourism into a "modern service industry more satisfactory to the people". At the same 
time as speeding up the construction of tourism infrastructure, deepening the reform and 
opening up of tourism, cultivating new consumption hotspots and other important deployment 
requirements, and pointed out that the government should increase the input of financial 
support and vigorously support the development of tourism. 
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2. Development Environment and Current Situation of Small and Medium-
sized Travel Agencies 

2.1. Analysis of Development Environment 
2.1.1. Analysis of Political Factors 
Political factors are the necessary conditions to ensure the stable development of travel 
agencies, as well as the basic conditions for the operation and management of travel agencies. 
In a stable political environment, travel agencies can compete fairly, obtain legitimate rights 
and interests, and survive and develop. The political system and system will greatly affect the 
development and status of travel agencies and the degree of openness, thus affecting the 
strategic decisions of travel agencies. Like other enterprises, the business activities of travel 
agencies are subject not only to domestic political and legal agreements but also to foreign legal 
constraints.[1] By promulgating laws, regulations and regulations, the government promotes 
or restricts the development direction and mode of enterprises, thus indirectly affecting the 
activities of enterprises. Operators of travel agencies must consider the impact of laws and 
regulations on travel agencies. In order to further promote the development of emerging 
industries, China has promulgated and implemented a series of preferential guidance policies 
to provide support for the development of tourism industry. The government has invested a 
large amount of financial funds to constantly improve the regional information technology 
infrastructure, which has provided important basic conditions for the development of Internet 
+ travel agencies. A comprehensive big data pilot zone will be built to provide important 
support for the development of tourism. Under the guidance of the Central Committee's policies. 
Secondly, formulate the tourism strategic development plan, increase the construction of basic 
tourism facilities, promote the development of regional characteristic tourism, and greatly 
promote the development of the travel agency industry. 
2.1.2. Analysis of Economic Factors 
Since the reform and opening up, the industrial structure of Liaoning Province has changed 
from the primary and secondary industries to the secondary and tertiary industries. It has 
changed from labor intensive to capital, technology and knowledge intensive, and the industrial 
structure has been constantly optimized. As a part of the tertiary industry, travel agencies will 
develop from labor intensive to knowledge and technology intensive modern service industry, 
which will bring new opportunities and broader space for the development of travel agencies. 
Traffic itself is a component of tourism products, and the improvement of traffic conditions will 
improve the accessibility of a region and the spread of tourists. After the opening of high-speed 
railway in many places in China, the development of local tourist resources and travel agencies 
has brought great opportunities, increasing the income of tourism in various provinces. 
Therefore, travel agencies should make use of the dividends of transportation infrastructure 
construction, integrate their own resource advantages, and improve the quality and quantity of 
products. 
2.1.3. Analysis of Social and Cultural Environment Factors 
Traditional culture is a long lasting social habit formed in a country or region for a period of 
time. Tourism without cultural connotation is lack of soul and vitality. One of the main 
characteristics of traditional culture is sustainability, which is a good opportunity for travel 
agencies. Travel agencies can not only take this opportunity to promote their products, but also 
develop their own products, which is conducive to the long-term development of travel 
agencies. In order to satisfy and enrich the cultural experience of different tourists, tourism 
products should be integrated into traditional culture, which can enhance the sense of 
belonging, national pride and identity of tourists.[2] Values also vary in different countries and 
regions, affecting people's work attitudes and hobbies. With the acceleration of 
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internationalization and the arrival of the information age, the integration of various cultures 
is accelerating, and people's values are also changing. Since the reform and opening up, Chinese 
people's values have changed from closed and thrifty to attaching importance to physical and 
mental pleasure. Travel agencies should grasp the values of different groups of people and 
provide differentiated services for different consumer groups in order to better attract 
consumers. As a side of culture, religious belief has been closely related to traditional culture 
for a long time, and has widely affected all aspects of society and life. Religion is not as 
prominent in Chinese traditional culture as in Europe and America, and the plot of religion is 
not strong, but the function cannot be ignored. Travel agencies should not only consider the 
characteristics of consumer groups and tourist destinations with different religious beliefs, but 
also attach importance to religious factors in tourism products and operations, make proper 
use of religious culture, improve the cultural content of products, expand market share, and 
properly handle religious issues to avoid unnecessary disputes. 
2.1.4. Analysis of Technical Environment Factors 
Statistics in September 2021 show that 90% of consumers search for relevant data through the 
Internet and mobile apps, and more than 50% of consumers formally book travel products 
through online and mobile apps. The market penetration rate of online tourism will further 
increase as the main consumer groups in China's tourism market shift to young people born in 
the 1980s, 1990s and even after 2000. The deep integration of the Internet and traditional 
tourism has become an irresistible trend of The Times.[3] Online booking is a new way for 
tourism enterprises to sell after the rise of the Internet, including hotels, airlines, scenic spots 
and so on have been implemented. The development of Internet technology is changing the 
operation and marketing methods of travel agencies. The development of network technology 
provides more abundant marketing tools for travel agencies. With the application of Internet 
technology, travel agencies have the opportunity and conditions to carry out personalized 
customized services, so as to promote the transformation of the traditional operation mode of 
travel agencies. 
The application of VR virtual reality technology has brought new blood to our life. With the 
continuous development of VR virtual reality technology, more and more people begin to 
understand this high-tech technology, which gradually promotes VR technology into the 
tourism market. VR technology users have a sense of reality in the virtual world, and can 
operate the objects in the virtual world. The VR scenic spot simulation model not only highly 
restores the spatial proportion of the scenic spot, but also implements the setting and 
positioning in the fixed characteristic scenic spot, showing the scenic spot from the dynamic 
picture to the light and shadow spots. VR technology has greatly promoted the development of 
tourism, enriched the connotation of tourism, and explored a new mode for the development 
of tourism. 
The extensive application of tourist information system of tourist attractions, central 
reservation system of enterprises, business information management system of travel agencies, 
etc. Has largely optimized the whole business operation link of travel agencies, effectively 
controlled the cost, and greatly improved the operation quality of travel agencies. In addition, 
with the rapid development of communication technology, it is very convenient for consumers 
to connect with the outside world and between consumers and tourist destinations, which 
greatly reduces transaction costs and increases mutual recognition. Modern communication 
technology is playing an increasingly important role in the development of travel agencies. It 
can not only provide personalized and differentiated travel plans for tourists according to their 
actual needs, but also take this opportunity to innovate and develop their own tourism products 
to bring tourists a higher travel experience. With the rapid development of communication 
technology, the development situation of travel agencies has changed a lot, especially Internet 
travel.The development of tourism business brings a great threat to travel agencies. 
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2.2. Development Status of Small and Medium-sized Travel Agencies 
2.2.1. Lack of Professional Division of Labor and Chaotic Price War Lead to Bad 

Competition 
Our country small and medium-sized travel agencies generally used "mix" mode of operation, 
single product structure, except for national franchise distribution and the cause of the 
geographical distribution of power and make some travel agencies in some market differences, 
basically do not have very obvious between different sizes of small and medium-sized travel 
agencies specialized division of labor, various travel agencies in order to make profits, They use 
price cuts as their main means of competition to attract travelers with lower prices. Some small 
and medium-sized travel agencies will not even organize groups in the off-season. If they have 
customers, they will introduce them to big travel agencies and earn commissions by 
transferring customers. Marketing that only focuses on immediate interests will damage the 
long-term interests of travel agencies. 
The chaotic price war can not bring the rich profit to the travel agency competition parties, but 
leads to vicious competition. The way of earning commission by transferring customers may 
also lead to the loss of old customers, which is not conducive to the cultivation of an expanded 
old customer group with a sense of loyalty. 
2.2.2. Insufficient Attention from the Government and Lack of Strong Policy Support 
Small and medium-sized travel agency fund shortage, bank loan threshold high cause financing 
difficulties, information and knowledge acquisition lack of system path and so on, are 
encountered in the development of small and medium-sized travel agency greater difficulties 
and obstacles. However, the government and relevant tourism departments put a lot of 
financial energy into the whole tourism resources, the development of large-scale travel 
agencies, to our small and medium-sized travel agency attention is obviously insufficient, lack 
of some strong support policy. As a result, small and medium-sized travel agencies face an 
uncertain and unstable market environment and lack the support of the government, which 
makes it difficult for them to have enough motivation to compete with large travel agencies in 
their development. 
2.2.3. Improper Operation and Management Strategies Lead to Serious Brain Drain 
Small and medium-sized travel agencies have small business volume, and the enterprises have 
not established the corresponding organizational structure and standardized enterprise 
management system. It is common for the managers of travel agencies to hold multiple posts, 
or several people take into account multiple jobs, which is another factor restricting the 
development of travel agencies.[4] Especially during the off-season, small and medium-sized 
travel agencies have seen their business decline sharply. In order to survive, they have laid off 
employees, closed their doors, and closed their operations for a period of time to reduce costs. 
While it is necessary to take some cost-saving measures, firing hard-earned employees in order 
to "survive" is tantamount to "cutting off" development in today's increasingly competitive 
travel industry. This kind of employment finally leads to the small and medium-sized travel 
agencies not retaining talents, and employees have no career planning, affecting their long-term 
and stable development. 
2.2.4. Network Construction Lags Behind the Development Pace of the Times 
Information is the link of tourism development. Limited by scale, small and medium-sized 
travel agencies can hardly afford the cost of information collection. The process of tourism 
informatization lags far behind the development pace of modern tourism. Put heavy pressure 
on the operation of travel agencies. 



Volume 3 Issue 9, 2022 

DOI: 10.6981/FEM.202209_3(9).0022 

202 

Frontiers in Economics and Management 

ISSN: 2692-7608 

3. Development Strategy of Small and Medium-sized Travel Agencies 

3.1. Research at the Government Level 
Small and medium-sized travel agencies, as weak competitors, can hardly change their 
disadvantageous position in the competition by their own strength alone. It is necessary to 
establish the corresponding government and social support system through the intervention of 
the government, and create a fair competition market environment for them, so as to encourage 
and promote the sustainable development of small and medium-sized travel agencies, and then 
better play their important role in tourism. 
3.1.1. Support Should be Further Strengthened to Optimize the Development 

Environment 
Under the strategic guidance of overall balanced development, tourism government 
departments should focus on supporting the development of small and medium-sized tourism 
enterprises in the region, increase the support to small and medium-sized travel agencies, and 
give them more space for development. We will increase fiscal support and increase tax 
incentives.[5] Encourage qualified small and medium-sized travel agencies to go public for 
financing, and give tax policy relief and support on the basis of the current enterprise income 
tax and business tax; All localities should encourage social intermediary organizations to make 
full use of their extensive and diversified service functions to serve small and medium-sized 
tourism enterprises. Finally, a socialized service system of small and medium-sized tourism 
enterprises with complementary functions connecting administrative coordination service, 
public welfare social service and commercial intermediary service will be formed, so that more 
high-quality enterprises can participate in the market competition fairly. 
3.1.2. Strengthen Monitoring, Rectify and Improve Market Order 
In order to effectively govern illegal acts, relevant departments should increase penalties for 
illegal operations and low service quality behaviors and phenomena, and investigate legal 
liabilities when necessary; For some tourism management relatively lagged laws and 
regulations, should be updated in real time, the new situation will be added or added to 
strengthen the authority of the current laws and regulations, so that the administrative 
departments in the punishment of laws to follow, evidence can be checked. Travel agencies that 
arbitrarily change the content of the contract will be punished severely or the leadership will 
be held accountable, and at the same time in the whole society to create a good faith 
environment that values the contract and keeps promises. In addition, tourism market order, 
consumption environment, enterprise reputation and other issues are particularly important. 
The government should strengthen supervision, create a good operation and competition 
environment for small and medium-sized travel agencies, and also create a good consumption 
environment for consumers. 
3.1.3. Strengthen the Implementation of External Certification System and Provide 

Standardized Services 
The service quality, service mode, service effect and enterprise ranking of small and medium-
sized travel agencies should be certified accordingly. For example, unified quality standards 
should be established for the same service item of different travel agencies, so as to ensure the 
stability and consistency of service quality. 

3.2. Travel Agency Development Suggestions 
3.2.1. Gather the Strength of All Families and Establish Strategic Alliances 
In the increasingly competitive travel market, small and medium-sized travel agencies are 
fighting for their own exclusive operations. Due to the lack of resources, weak strength, poor 
channels and other weaknesses, they are exposed to strong competitors. Therefore, small and 
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medium-sized travel agencies can organize to complement each other's advantages and adopt 
the strategy of joint operation. By establishing strategic alliances, resources of each travel 
agency can be pooled and non-price competition can be carried out with strong competitors, 
instead of blindly adopting the all-consuming business strategy such as cut-price competition. 
3.2.2. Pay attention to Brand Publicity and Promotion 
The same form of the same service, but can not be sold at the same price. This is the current 
small and medium-sized travel agency competition in the prevailing phenomenon. The reason 
is that operators of small and medium-sized tourism enterprises rarely do real brand publicity 
for enterprises or products, that is, the lack of brand advantages.[6] Therefore, small and 
medium-sized travel agencies can be registered for the enterprise logo and product logo, and 
in the later period to do unremitting publicity and maintenance is also crucial, so the use of the 
correct brand publicity and promotion methods can be considered as an important means of its 
sustainable development to obtain income. 
3.2.3. Use Differentiated Product Development Strategy 
Product is always the core of enterprise development. At present, the product innovation ability 
of small and medium-sized travel agencies is generally insufficient, the product structure is too 
simple, and their business space is still concentrated in the sightseeing group tourism market. 
At the same time, the product development process is not scientific, and the marketization 
ability of new products is insufficient. Even if new tourism products are launched, they may not 
be recognized by the tourism market. Therefore, travel agencies should, in view of the demand 
changes in the tourism market, choose a professional field, find new market segmentation 
opportunities, use differentiated product development strategy, make full use of their own 
resource advantages to develop tourism products with their own characteristics to meet the 
new tourism needs, so as to win the market. 
3.2.4. Build an Information Platform and Take Advantage of Online Tourism to 

Participate in the Competition 
Firstly, tourism product are an intangible service experience. After face-to-face communication 
with sales staff, tourists can not only better understand the tourist destination and product 
features, but also increase customers' realistic sense of abstract products through on-site 
signing and payment delivery. Secondly, the visa procedures and required materials for some 
tourism products are complicated. Tourism consultants can make tourists understand more 
clearly by explaining them in detail face to face, and it is more prudent to deliver important 
property rights and other supporting documents face to face. In particular, the "pre-80s", who 
are still the main consumption force of tourism products, will judge the strength of travel 
agencies from physical stores and pay more attention to the sense of trust brought by direct 
contact. 
Small and medium-sized travel agencies should pay close attention to the development of 
online tourism and make use of the advantages of online tourism to establish a data platform 
for online ordering. In this way, the cost of sales of travel agencies can be reduced, and the 
popularity of travel agencies in the region can be improved and their competitiveness can be 
enhanced. 
3.2.5. Vigorously Develop Tourism E-commerce and Develop New Service Functions 
Tourism e-commerce is to meet the development requirements of the tourism market, conform 
to the trend of tourism strategy innovation, explore a new tourism business model, and build a 
distinctive and personalized e-commerce. The application degree of small and medium-sized 
travel agencies to e-commerce is generally low. Travel agencies can use their own website to 
concentrate a large number of tourism information, and classification editing, convenient 
online query. According to the information of tourist destinations, travel agencies can design 
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special web pages to provide tourism consultation, online itinerary booking and payment. To a 
certain extent, travel service resources and technical service resources are better integrated to 
serve individual tourists and provide personalized services. 

3.3. Formulation of Development Strategy 
Competitive strategy, also known as management strategy, can enable enterprises to gain a 
higher competitive position than their competitors in the process of development. According to 
the theory of strategic management, competitive strategies include cost leadership strategy, 
centralization strategy and differentiation strategy. The main reason for the fierce competition 
among travel agencies is the serious homogenization of tourism products and services and the 
strong replicability of tourism products. In view of this phenomenon, the feasibility analysis of 
the three competitive strategies is carried out. 
The feasibility analysis of cost leadership strategy shows that in the market competition, the 
most direct and effective method for enterprises is to reduce the price, because consumers are 
most sensitive to the price. In the face of market competition, some travel agencies with large 
scale and strong capital force can adopt a cost-leading strategy to attract consumers with prices 
lower than the market average, quickly seize market share and crush other competitors. 
However, for small and medium-sized travel agencies, if they also adopt low price competition, 
it means that they have to sacrifice the quality of products and services to recover costs, which 
is easy to fall into a vicious circle and is not conducive to the sustainable development of 
enterprises. Therefore, cost leadership strategy is not appropriate. 
The feasibility analysis of centralization strategy. Centralization strategy is also known as focus 
strategy, that is, it is not aimed at the whole market in business activities, but only focuses on a 
specific market segment. The preconditions for implementing this strategy are that there must 
be a user base with completely different needs, or that other competitors have high entry 
barriers in this market segment, and that this market segment is large enough to be profitable 
and sustainable.[7] Some travel agency for this strategy, such as specializes in business travel 
this market segment, considerable profits, but this requires enterprise itself has a strong 
relationship marketing ability and the enterprise resource to support, develop the resources 
requires a large number of costs and the establishment of long-term strategic cooperation 
relationship with customers, no other enterprise can be easily copied. Therefore, centralization 
strategy is not appropriate. 
The feasibility analysis of differentiation strategy shows that differentiation strategy is the most 
suitable competitive strategy for enterprise development. With the continuous growth of 
consumer demand, ordinary tourism products have been unable to meet the tastes of the public, 
and people have begun to pursue unique and exotic products or experiences. Tourism 
destinations have gradually expanded from domestic to foreign countries, and now Asia, 
Europe, North America and other markets have become new consumption growth points. Small 
and medium-sized travel agencies take advantage of their unique market resources to create a 
special tourism, a highly differentiated tourism project. Tourism products in addition to the 
existing foreign travel program on market, can also be fully combined with the accumulated 
unique overseas resources, introduced several extremely local characteristics of tourist route, 
such as "area" all the way along the line of belarus, coupled with the small and medium-sized 
travel agencies can also provide special pick up service, provides the convenience and security 
for the consumer, This not only increases the difficulty of product imitation, but also ensures 
its competitive advantage. 
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4. Conclusion 

Under the new situation of domestic and international tourism development trend is analyzed, 
combined with the analysis of the external environment at the same time points out that the 
current tourism industry faces opportunities and challenges. Opportunities are the support of 
relevant national policy and sound development of national economy, the challenge is the fierce 
competition in the industry and the reform and the impact of e-commerce on industry. In the 
face of the impact of these external environment, gansu construction CST when making 
enterprise development strategy to seize opportunities and adapt as the key point, make full 
use of the dividend policy, accurately identify and quickly enter the market, at the same time 
keep up with the pace of the information age to vigorously develop e-commerce, online tourism, 
seize market, improve the competitiveness. 
By comprehensively combing the situation of the enterprise itself, starting from the resources 
owned by the enterprise and the current development ability of the enterprise, the resource 
advantages owned by the enterprise and its own disadvantages are analyzed from multiple 
angles, and it is concluded that the enterprise's advantage is mainly to have a relatively unique 
and low replicability of the precious resource of the characteristic tourism market. As well as 
each small and medium-sized travel agency's strong support and small and medium-sized 
travel agency internal market share guarantee; The disadvantages mainly lie in low brand 
awareness and weak competitiveness in the external market, which leads to poor performance 
and slow development of small and medium-sized travel agencies. Facing the influence of the 
internal environment, small and medium-sized travel agencies must make full use of the 
strategic resources of the good platform of small and medium-sized travel agencies to further 
consolidate the internal market, while trying to open up the external market, and accelerate the 
pace of enterprise development. 
The existence of a large number of small and medium-sized tourism enterprises is a universal 
phenomenon regardless of regions and development stages, which is also the inevitable result 
of tourism economy development to a certain stage. WTTC pointed out in 2004 "The Impact of 
Tourism and Tourism Industry on Employment and National Economy: China and Hong Kong 
Special Administrative Region of China" that "the future development of the tourism and 
tourism industry will largely depend on smes". Therefore, small and medium-sized travel 
agencies should seize the current development opportunities, create more advantages for their 
own sustainable development, grasp the future development trend, and win the first chance of 
foreign competition. 
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