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Abstract : Abstract: Historically, the opportunism exhibited by travel agencies is a challenge that faces the
Chinese tourism industry. This issue distorts travel agencies’ normal operating patterns, violates tourists’ rights
and has caused a series of conflicts between tourists and travel agencies. China has introduced numerous policies

and measures to tackle this issue; however, to date these have had little effect. The Tourism Law of the People’s Bfrox A
Republic of China was published on 1 October 2013. This provides a timely opportunity to examine the efficiencies .

of the institutional environment that tackles travel agency opportunism and to explore how it influences, and i
whether it improves, the business-to-consumer (B2C) relationship that exists between travel agencies and 3

tourists. There is a need to discuss the potential solutions and improvements to travel agency opportunism as
there is little research on this to date. This study analyzes the current opportunism and institutional environment
theory research findings, while fully considering China’s current tourism market structure. From the tourists’
perspective, a formation and effect path model of tourists’ perceptions of travel agency opportunism was
proposed. The regulatory institutional environment was taken as a moderating variable to better understand the
effect of institutional environment on reducing tourists’ perceptions of travel agency opportunism, to examine the
effect of perception reduction on B2C relationship, and to identify any institutional environment defects.
Accordingly, 556 domestic tourists (mainly from Baoding, Tianjin, Beijing, Jinan, Hangzhou, and Kunming) were
included in the study sample, most of whom have participated in a package tour activity. The partial least squares
(PLS) path modeling method was used to test the proposed theoretical model. Two of the six proposed
hypotheses were not confirmed. The empirical research results showed that interdependence asymmetry and
environment uncertainty will lead to a tourist perceiving travel agency opportunism, and tourists’ perceptions of
travel agency opportunism will jeopardize their relationship quality. A regulatory institutional environment can
clearly reduce the effect of interdependence asymmetry on tourists’ perceptions of travel agency opportunism.
However, a regulatory institutional environment cannot clearly reduce the effect of environmental uncertainty on
tourists’ perceptions of travel agency opportunism, nor can it reduce the corresponding negative effect on their
relationship quality. Three concrete solutions to tackle the issue of travel agency opportunism and to improve the
B2C relationship quality are proposed: continuously developing the regulatory institutional environment, focusing
on both the establishment of institutions and on the regulatory implementation; exploring the measures
governing travel agency opportunism under environmental uncertainty and determining a method to reduce
environment uncertainty; providing guidance to travel agencies to facilitate a fundamental operational change that
moves the development of quality consumer relationship to its core. When tourists perceive travel agency
opportunistic behaviors, the regulatory institutional environment can provide a solution to the issue, but it cannot
guarantee the establishment of a high-quality B2C relationship. Tourists strongly perceive travel agency
opportunism in China; therefore, its travel agencies must focus on their B2C relationship quality to earn the real
trust of tourists.

Key words : travel agency’s opportunism behavior institutional environment interdependence asymmetry
environment uncertainty relationship quality
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