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Study on Market Competition State and Its Transference
of the Mountain Tourism in Gold-week

LI Jing-yi
( The Department of Geography, Bagi Collage of Art and Science, Badgji, Shaanxi, 721007 China)

Abstract; In market economy system, the establishment of regional tourism developing strategy must based on the exact
market analysis and grasp. In this paper, according to two index combination of market occupancy rate and growth rate
the mathematical model of tourism market competition state and its transference were put forward, using this model the
regional tourism market is compartmentalized into 4 types, such as bright-star maiket, golden-ox market, child market
and thin-dog market, and announcing out that the law includes 4 kinds of mould (the increase mould, the stable mould,
the wave mould, and the fail mould). With the follow-on viewpoint is studied to the development of tour market,
superiority and the inferior strength of clear and definite now and coming maiket competition are carried on the trend
forecasting to tour maiket to definite market position. With this model, the author analysis quaintly the mountain tourism
of several gold weeks in China, and want to povide the new according for market exploit strategy of mountain tourism in

the beginning of the new century.

Key words: mountain tourism; gold-week; market competition state; the transference of tourism market competition

state; source market; terminal maiket



