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PREFACE

Travel agency, the organizer of tourism industry, one of the three
fundemental tourism sectors and has the first—class status in China
tourism industry. With the development of tourism industry, the travel
agencies in China are souring, accumulating in number and competing
roughly in the market. Since China’s entry into WTO, the operating
manager, employees in travel agencies and students in Instifute of
Tourism have been in urgent need for the theory and practice of man-
agement of travel agency’s operation in order to cope with the coming
challenges. '

Therefore, with the accumulated practices in many years’ teaching
and reference to a lot of expents and scholars views and works in the
domestic and foreign, I strive to introduce the latest research achieve-
ments and advanced operating theory for travel agency to readers.

The book has 10 chapters. Every chapter has “ Analysis” and “re-
viewing and understanding” . It is the author’s hope that through prac-
tices the readers can grasp the theory and provoke the reader’s think-~
ing.

' In the course of writing, help and advice were freely given by a

number of concemed experts of press and writing group. I wish, there-

fore, to express my special gratefulness to all these colleague . I also

thank for attention and handful support from Mr Yang Yingjie, the

master and professor of Institute of Tourism Management in Lisoning
2



Teacher’s University, Mr Zhang Hanwei, Ms Liu Yang, Ms Song Shu-
nang, Ms Wang Yan. Particularly, a certain number of views and
works of experts and scholars were used for references. Finally deep
credit and heartfelt gratitude to all of them.

Author
Dalian
January. 2002
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