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A. Tour
B. Tourism
C. Leisure
D. Recreation
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A. Living and Recreate
B. Lifestyle and Resort
C. Leisure and Recreation
D. Leisure and Reliable
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A.  UNESCO (United Nations Educational, Scientific, and Cultural Organization)
B. WATA (World Association of Travel Agencies)
C. AH& LA (American Hotel and Lodging Association)
D. CLIA (Cruise Lines International Association)
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A. Mission, Innovation, Computer, Exchange
B. Music, Incentive, Conference, Exhibition

C. Meeting, Incentive, Conference, Exhibition
D. Meeting, Innovation, Conference, Exhibition
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International Tourist Arrivals

International Tourism Receipts

_ | . 08007 | 09%/08 , , : : j _
1 France T 792 742 20 63 1 UnitedStates 1100 939 135 -146 135 -146

2 United States TF 51.9 54.9 3.5 5.3 2 Spain 61.6 ~ 53.2 69 -137 04 00
3 Spain TF 57.2 52.2 -2.5 8.7 3 hance 56.6 494 42 127 -29  -19
4 China TF 53.0 50.9 -3.1 4.1 4 ltaly 457 402 72 -120 -0 72
5 Italy TF 42.7 43.2 -2.1 1.2 5 China 408 397 9.7 -2.9 9.7 = -2.9(5)
6 United Kingdom TF 30.1 28.0 -24 -1.0 6 Germany 400 347 111 133 35 -85
7 Turkey TF 250 255 123 20 7 United Kingdom 36.0 300 6.7 = -16.6 16 -6
8 Germany TCE 24.9 24.2 1.9 2.7 8 Australia 248 256 110 34 107 1.2
9 Malaysia TF 221 236 5.1 1.2 9 Turkey 220 213 18.7 32 187 -3.2(9)
10 Mexico TF 226 215 5.9 5.2 10 Austria 216 194 155 -101 76 52

¥R F¥F: UNWTO, Tourism Highlights, 2010 ed
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A. FeBlrIE(Multiplier effect)

B. i (Leakage)

C. ["'F"jffﬁ% £/ (Price differential)

D. #-4 &% [[<(Tourism Satellite Account)



