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Fig. 3 Kernel density estimation of travel agency shops in Chongqing metropolitan area
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A Study of Traditional Travel Agencies’ Spatial Competition
in Chongqing Metropolitan Area

HU Zhiyi', ZHU Kangwen’, LI Yuechen®, ZHOU Chunyan'
(1. School of Geography and Tourism, Chongqing Normal University, Chongqing 401331, China; 2. Chongqing
Academy of Environmental Sciences, Chongqing 401147, China; 3. School of Vocational Teachers’
Education, Chongqing Normal University, Chongqing 401331, China)

Abstract: In association with the phenomenally rapid growth of online travel agencies (OTAs), their
impact on the survival and development of traditional travel agencies has been seriously discussed over
the past three decades, both among tourism academic and within the industry. To date, those discussions
can be grouped into two disparate perspectives: some researchers suggest that traditional travel
agencies will be completely replaced by OTAs and ultimately perish, while others argue that traditional
travel agencies will coexist with OTAs in the long term, and that they will meanwhile have to transform
themselves in order to survive, in terms of self-positioning in the tourism industry, service combination and
spatial distribution. In the ongoing process of transition, a spatially distributional expansion strategy at
diverse geographical scales has been widely adopted by traditional travel agencies in China. This strategy
has somehow been ignored in previous studies and therefore leaves a research gap for further
examination of the spatial competition among different agencies in the common regional or urban market.

In this paper, based on a comprehensive literature review on traditional travel agency transition,
spatial distribution and evolution, the characteristics of spatial competition among three travel agencies
in the Chongging metropolitan area are examined. The three agencies have all established branch shop
systems and share a dominant position in the local retail tour market. Geographic position information for
each branch shop was collected and analyzed with the commonly used spatial analysis tools Nearest
Neighboring Index, Ripley’s K Function, Kernel Density Estimation and Nearest Neighbor Hierarchical
Spatial Clustering Analysis provided in ArcGIS and Crimetat.

It was found that: (1) spatial agglomeration of the branch shops of three target agencies was
identifiable in the study area, mostly in the core metropolitan zone, and that it consequently presents a
non-residual competition pattern. (2) The characteristics of agglomeration are diverse among different
agencies. Travelling Bestone presents the highest agglomeration intensity and BCTS presents the
lowest. (3) Branch shops are more inclined to cluster in urban business districts, newly constructed
urban communities and administrative districts in the urban fringes. However, the numbers, spatial
extent and form of branch shop hot zones are apparently distinct and, accordingly, non- residual
competition, residual competition and spatially diversified competition can be identified. Specifically,
urban business districts and administrative districts in the urban fringes are the major non- residual
competition spaces. Newly constructed urban communities are more attractive for travel agencies to
seek residual competition advantage, while in newly constructed urban communities and university
towns, spatially diversified competition appears.

These finding provoked further discussion of the nature of spatial competition among traditional
travel agencies. It was suggested that, first of all, spatial expansion and the associated competition are
basically a spatial manifestation of traditional travel agency transition being confronted with the impact
of OTA. Second, as many traditional agencies have established their own online marketing systems,
their competition in geographic space is naturally an extension of online competition. Third, such a
spatial expansion to build a more functionally focused, space-occupying and flat- structured offline
marketing system is rather a spontaneous response to the trend of reconstruction of the tourism
distribution system in the internet-dominated era.

Keywords: traditional travel agency; spatial competition; point data; Chongqing metropolitan area
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