2640 55 6 1
2020 4F 06 H

o o#H R

Scientia Geographica Sinica

Vol. 40 No. 6
June, 2020

PIVE S TR U T 37 76 4 A 0 75 AR NSRRI T A 7T (0] M ER R} 2#,2020,40(6):973-979.[Sun Guoxia. Inbound tourism market in Jilin Province based on the
tourism market competitive state. Scientia Geographica Sinica,2020,40(6):973-979.] doi: 10.13249/j.cnki.sgs.2020.06.013

B TR A= H SRS WE NE R 3aif xR

IEE

(KFREEIRIT B, B KA 130607; KEFRFARIF BRI H 250G, R KER 130607)

TR B M HWUERE, 51IRNE 1258 4B, X5 AR4 2009-2018 SR NSl SE v Bl idb AT 20 W B 45 . 4
BB R MG BRI LIRS, & KM% BRI E A . Big5ie: EIEE % .
A ] B AT A DU RN S5t T 2 0 T 37, 5% s ) S B YR S S s RO R A5 B\ B 2R3, B
b A R N A ST 87 i H A S 5 ] 2% B2 T 35 B B ORI 5 [ R O 2 VR [ Tl o A
SR8 TGN R RN R A BTN A 5 [ T 375 3 2T e R SR SR AN AR [ T 85 TR T SV A

KP A IR 0
SRR - il o5 A ABEIRI s AR IR
FEDHRS:F590.8  SCERIRIRTE: A

IR e A 18— A [ K Bt X i 48 T S
195G I E B bR, TR T —ANE R 8 X R
BREGHE /7, [FI 2 R s e B BRI T R B 204
1B 2017 S F OB AN H 1.39 12 NIk,
HNEHRN 1234.17 22670, fREF-FRIG G, HEA
i ) R A3 BN 15 R AN BRI I A
D NS 517 2 8 P 2 A
I B AR RO TR 2 A
AT PEIREC {5 L ORI 7 B B 24 L
Kl SOl B BB G507 WA SR HAT,
T HHN S [N N AR 7T A T A
T 7 I 73 05 A8 BCRPAER T I A 22 e T 9k
J " g e PR BT R SSM 43 i
M TP AR SRS TE R A ST B
AANFALAE L NEET, ZEE"™ & AR
T MRAE NS T Wt S A AR R I PR A R
TIIIT R, I AR ™ 45, 5 BRI T T 10 i -
B T BRI SRR 4R

gi ik, A AMIE T RCR 9 A SR PR N
BE e it FE B85 7 R SR, R BT X i AR

o B #H: 2019-05-09; 4837 H#H: 2019-08-12

LRSS 1000-0690(2020)06-0973-07

N SEETR I T35 K8 3 A2 e VERT 7T, /b B e BT
FEATXS 10 a BTS2 5 T 3 45 A AL EAT 73
BB o A3 RSN 30 5 A R KR R =5
T F B0 38 4 5 e A% el B 98 . A I AR
8 NSRRI T 7 I 2 A M2 S RE™ T T At
FUARE B NE 75 MR N Tl 25 Y T 3 M B rp AR
JEE R0 2R 2 R L 2 ) 7 AR I RS AN E
A 0 S W U FE T 37 58 G S A MR DL A
ST IR A RS AN e 1 3R 2 Bl 28 5 2 B — 22 R
WA, BB 27 5 i e b B 2 45 G L AR s A
IR I L WURE R AL, BN IR I T 3 5 4 A AR
R, BE T R NI 2 YR T S e e aS S E
SHRE R, Dy e H R IR E T T g B AR
TR A S BV HAR 7 I th e il i b AN
JRF R T T REAT AT RN S i i e Ath T £ R S48 At 2
WIS AR 2

1 W AR

1.1 P isE R
W U B R T 2 AL R E SR R

EETH: EMREHET T H SR AT H (5 BRI SCA S [2014] 56 655 %) % H. [Foundation: The 12th Five-Year Social
Science Research Project of Education Department of Jilin Province (Jilin Provincial Department of Education Humanities and Social Sciences

Contract [2014] No.655).]

FEE RIS 0 (1978-), 20, BOBILAFHL N, B8R, WS, 32 2T X3k 28 5% A0 R i £ ok 3 255 07 ] T 48 o E-mail:

sgx@tccu.edu.cn



974 i i

oo 40 &

WA F B NATE W FEAT 1970 HE 6.
WU RN A T3 51 D3R4l 52 77 2 V2 7 b
SERMIMIEARNE . KA g 5] J 50 Es 3 2@ it
A K RO S s il siz g o 55 S L@ I T
bRk e, @ UL E 2 ANEEMEER,
4 PR B8 — PRI A 7 i, R A AR
A B KRG g E ™5, W5 A
R B KR, 3 = MESS N, 21
A R R AN R SRR R, 2
WG AERSAEENKEREY. EREEE%
FEAZIER BRI 4 iR Ui T 3% 5 4 S AR I o LA
i F 2t e i A 7
1.2 IRFET G RAASEE
1.2.1 iR 5 S S AR AU &

Ji i T 3% 5 4 AR AR B 13 A R AT
WK 2 AN YRR 45 A IR BRI T e e s
PEFERAL, 188 Q(a.p)-

X
;= — x 100% (D

t

>

i=1

Xi— X
X, o FoRT Y A, [RWEE ( FE T 55
SEAIMMAL, B, RS i IR E, ki
IR T 11 o X, s HE X I0R e 117 30 58 1 4 1) U

wE, ZX,%%’E@ PFZN SRR E, X,
i=1

x 100% (2)

ﬁi:

FoRZIRNE T E— R R, ¢ NERE
7 LL a=m, p=n N FL N AT LIBT3 55 G 45
RN 4 ANGIR, B 4 Fpidg il B B 2K, &K,

L RAE I . KT myn KA AR SCR )
B35, B m AT 5 A M, n AT IR
YA, m A B € JE, FHRYE Q(a.p) T IRA
VR A 55 4 25, WA 52 4% 25 U5 L T I i 3 AN K
JEXH R Do
122 JRIFTIHIEFEHE

W3 56 4 S AEA R S 2 BUAH 132 4k, Bt
FCHAS [FJ I 122 A4 1] 73 R T 47 5 40 A5 5 8 ) RBUx
T R T 3 SO R AR R L B . TS g
Fe Mo 2 BB R T 3 5 4 A AE I 18] L 224K, 3 3
5 4 S R M T — 4 E i — W R W
W= PR EER (& Do B A
ST 377, A T 37 SCARENH R i, T3
KRBT, BEE R T, Wt 295
WA, BN E T . S E T35 75 & v Rt
KIRESR, Kt KRt it SN
AR MBIt (AR . ShE NI
BRI BRI WISEIR R i . W12 T I 4k 4k
K, TSI AN, T3 A R AR E
ACE, TN AW, &4 TR
R AT IG KRB, T3 5 5N B, T3
AR AE N SR A T4 5 B T3 BT A0 B IS K R
A2 v T 7 B 0 U 3 4 3R, TR BRHE N 4)) 2 T
B T I A R BRI IO ROR IR R R, T
W UK [m] 2 B A2 T 4

2 EERIR
A SCHARE SR IE T 2009-2018 4F o [H iR i Gt
THAE % )P, 3% BB 5 AR i Ui 1 P [ A A

WD P E G HA, #E DR7ET. SEE 5. B
g ZR L SR EINERL EE AR EE R

R1IRETIHTESE SN K

Table 1 Measures to cope with competition in the tourism market
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Inbound Tourism Market in Jilin Province Based on the
Tourism Market Competitive State

Sun Guoxia

(Tourism College of Changchun University, Changchun 130607, Jilin, China,; Northeast Asia Research Center on Leisure
Economics, Tourism College of Changchun University, Changchun 130607, Jilin, China)

Abstract: This article uses the Boston matrix to introduce the competitive model of the tourism market, and
analyzes the inbound tourism statistics of Jilin Province from 2009 to 2018. The results show that: The thin dog
market and the young child market alternate and maintain, the bull market is shrinking, and the star market is
blank. The conclusions can be drawn: 1) pay attention to the 4 major inbound tourist markets of South Korea,
Russia, Hong Kong of China and Japan, and highlight the status of Korea’s leading source market; 2) develop
new demand to enable South Korea to jump into the star market and prevent Hong Kong of China from retreat-
ing into the thin dog market; 3) revitalize Japan back to the young child market; 4) nurture Australia and the
UK as the main market, and cultivate the French market as a star market; 5) develop markets in Canada, Ger-
many, Singapore and the United States in a timely manner; 6) appropriately abandon the markets of Macao of

China, the Philippines and Thailand; and 7) abandon the Taiwanese of China and Malaysia source markets.
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