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1: Accommodations VS. Attractions

2: Theme Parks VS. Theme Restaurants

3: Muitiplier Effect VS. Yield Management

4: Life-Seeing Tourism VS. SMERF Market

5: Travel Motivations VS. Leisure Constraints
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1: SAFETEREA M e  BAKIRES B ARSI MER BT IS #25F (Research Process) B{d] 7 EAMERTHE = IH45 KL
BATFFE T35 (Basic Research Methods)EHREE 2 (15%)

2: GhamAUEDY - AR TR SHE TR LA S5 SR ISR (The Marketing Mix for Tourism, Hospitality,
Leisure & Recreation) 7 (15%)
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4 EESFAHERBIRRE YT MICE 2% R Gaming Industry & Kofa 2 B A5 & SRS 15 b BE ST T AT ME 47 2 (15%)

5 HATG BRI RAYERS MEER (The Market of Alcoholic Beverages)5 AR 4 DL Z¥ 87 (Fermented
Beverages) e Z&BBLE (Distilled Spirits)/MF6 S2F328H 2 (10%)
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