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1: MICE Tour VS. Special-Interest Travel

2: Timeshare Program & Gaming Industry

3: The Effect of Seasonality VS. The Multiplier Effects
4: Tourism Philosophy VS. Code of Ethics for Tourists

5: UNWTO & IATA
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1: SEEREE ANl B (Motivations) MfAlEH Travel-Needs Model ?
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4 SERTEREHERIIE YERAZS 55 (Travel and Tourism Research) 5z #55¢7788 /5 2\ (Tourism Marketing)#45 Lk 7

E




