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A Sudy of the Sport Tourist Resources and
Development Strategy in Shanxi Province
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SHI Xiao-feng ,L | Jian-ying ,WANG Fe

Abstract : The development of the sport tourist market in Shanxi province is not compatible
with its abundant resources and advantageous geographic location. Through usng the method
of literature review ,on- site investigation ,expert interview and questionnaires ,it is reveaed that
dow economic development ,low-income level ,poor awareness and insufficient publicity are the
major factors restricting the development of the sport tourist market in Shanxi province. By an-
alyzing the composition and advantages of the sport tourist resources in Shanxi province,this
paper ,taking the environment for the development of the sport tourist market into account ,
proposes the building of brand sport tourist spots,and the constructing of the* three vertical
lines” for the sport tourism in Shanxi province,i. e. Yanhuang line,Dayun line and Taijiao
line three horizontal lines” ,i. e. north,central and south lines,and” three circles” ,i. e.
north ,middle and south Shanxi sport tourist circles 0 as to strengthen regional cooperation
and promote the linked development of the sport tourism in the central area of China.
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