
SUBJECT INDEX

Acquisitions, 50, 189�195, 197�200
Action pathway model, 43, 48�49,

52
Attitude, 23, 24, 46, 68�84, 138,

140, 172

Casino Gaming, 67�79, 81�85
Consumer-generated content, 138
Critical success factors, 118
Crocodiles, 42�45, 55, 57�60
Culture influence, 3�16

Destination images, 3�16, 49, 68,
81, 89�91, 93�95, 98�105,
138

Destination management, 52
Destination planning, 39, 138

Electronic word-of-mouth, 23�24,
30

Exchange partners, 109�112, 115,
116, 118�119, 122�129

Exclusive tours, 109�129

Hiking, 169�183

Internal stakeholder, 158
Internet, 22, 24, 36, 53, 90, 92,

137�140, 142�144, 147, 150

North Cape, 9�11
Norway, 3�16, 114, 116�117, 126,

174, 177�179, 183

Physical and mental experiences,
171

Place Image, 67�85
Planned Behavior, 67�85
Poverty alleviation, 153�166
Pro-poor tourism, 154, 157
Purchase intention, 25�26, 29�31,

33, 35, 37, 138�141
Push and pull attributes, 171, 173

Restaurant industry, 189�200
Restaurant mergers, 191, 192, 193

Safety, 42�43, 45�53, 56�61, 76,
113, 124

Service providers, 116, 128
Singapore, 89�105
SNS use, 22, 25�31, 33�37, 92�93
Social media, 22, 24�26, 35, 83,

90�91, 127, 129, 137�150
Social networking sites, 21�22,

89�105
Stingers, 42, 44�45, 51, 57, 58�59
Swimming, 41�61, 102

Tour operators, 58, 109�129, 154,
161�163

Township tourism, 153�166
Travel behaviors, 137�150
Travel distance, 4, 10, 14, 16
Tropics, 41�61

Word-of-mouth, 21�38

203


	Subject Index



