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Jite i B e 4e & ( Travel and Tourism Research Association f&fg TTRA) 1A
1970 4 > AHBUFEDCERAL - B0 RAL « B FTassn B KR EAER A &S
[H] 2 BlgH il 2 I E FBFE B e 4HER - TTRA SEEIENEBIE TR - BRIkl
BB AR R RHITSEi e - A 8 (E0& - Bfh 3 (ERBIEINMI S * sERTE
SR ~ WO - R S EREREAN & - PESINTE - RSERDY ~ HEEi
I~ ENE - EEERDE o TTRA SCAE S http://www.ttra.com - $2(E5 738 K %535
b e TS, MBS B & S & AmBD IR FE B TR S CE R - LH TTRA AR
E2%17HY Journal of Travel Research > ‘&t &[5 [ 37ZZ5 | ( Social Science Citation Index ;
SSCI) Firlgsk AT - IR Ry B2 Mo SRR E I 2 — » SRy Fea & sam - CaE A
TKAE

FEEPE L > TTRA S-G9 R (B B R ATBDCET e & - & BARE 5%
- TTRA B 21& 5y B4H%% < & ( Organization Membership ) ~ B Z€ 5 ( Premier
Membership ) ~ fZ4E€r 5 ( Standard Membership ) ~ 24:€r 5 ( Student Membership ) - H
TSR ~ ISR FERASE > HIGZBON » TR ARFF Ryaai ~ JEM ~ BRI PERE S -
ARFHILL TR ERESOGESEDCE ) BENAZ GG THEEE 0 WS (2015) £
H{R#I4H SR ROB0 SO B E (AR B EA S E5E -
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ficiE EED LI FE & 56 46 e g BT ET &L 2015 /£ 6 H 15 H & 17 HAFEE B4
R WM R4 (Portland, Oregon) Z5FR§EEN)E (Portland Hilton Hotel ) #2177 » AJ&E 0038
HE T E R ETE) - B 2 EgEAE | (Turning Insights Into Actions - the Crucial
Role of Tourism Research ) » SLA3T 300 #425 Bl & 5201 - 2428 B RH 0 HREE 2

BBOLR AR EREE (BEtN S SE) -

AR & A 82 fEam SUAE &k T LI5H#H % (Oral Presentation ) » 27 fmam L LAE M
f& 7~ (\Visual Presentation) W78 N - 19T T EE S EHL R EMEELTT & (Tourists'
Motivation and Behavior ) ~ 57k ELERiR#E ( Niche Tourism ) ~ #+Ef4E% ( Social Media ) »
EE=&F (Big Data) ~ &5 (L (Heritage and Culture ) ~ Jik#% H A3t /E 3 ( Destination
Management ) ~ 7k &8/ ZE @& &H (£ (Sustainability / CSR) ~ Jik##mk# ( Influential
Tourism Brand Study )~ Y -t ¥} KA ¢4y @ %&( Millenials and Their Impact on the Future
of Tourism) Z5Hj[E - Hor » CIFHSREE D FRAEETFHOERA "2l s, K " BN
B EEDHIET MRS SESHE T B E ) T - F-RERNEE 2 2
4 SR 4HbET B 5 B R - BRESREITTH S S AaTaR & 0 i Z S S B ZE Al R
ZA > TRBERBDCER EE N SRR 2 REREE S ABEZFHH
FeERe  AIRAGHIZE RN K SRR - SRR K 90 S8 T Passport
to Visual Research | F b ELAER By 150 7 » RO IE(F 8 B E A 2GR A8 -
RGEFREEZEARG T - WEEAETE APP mfit N » J7(HEl & & 55K
]~ HEBE ~ B NEEEN - @ 55% A GWTTRA ~ OAG - Isenberg School of
Management ~ Mandala Research, LLC ~ MyTravelResearch.com Z£#1 it 72 4H 45k 2l E2 flig 1

2 RBERY > R OB AR B AR EL A -

B (2016) A TTRA 55 47 e & THER 6 H 14 HE 16 HAFERRIEA 2 MNAER
('Vail Valley, Colorado ) Marriott's Vail Mountain Resort 2277 -
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KREFEgEPEgR 6 H 14 HE 6 B 17 HE R #2 HF N B E R HHUE 3
Eiih IEEUg 3L 6 H 15 H B 9 I5fidh  JoiEfT 3 35524 5m1E ( Student Colloguium ) -
1% R 5 B AL[E ST (General Session) ~ 2 324 74A 5] ( Breakout Session) ~ 22 3
RERST (25 4 £58134H Professional Development ~ 10 £3£24f74H Academic Session - 8
SyE54H Practitioner ) » Ber g m] 5 20 L alihy CFHEE3E (Oral Presentation ) fiffa /i
Bt > VAR lram s CE b ST (Visual Research) BFES » K am 5L LUBHRAIZUETER -
ATELEE AP EHAUM © iERT T & EERERIIAWT ¢

6 H15H (EH#i—)
09:15 - 10:45AM B A=t
1. Student Colloquium: Critical Issues and Innovative Methods
2.Student Colloquium: Tourists' Motivation and Behavior
3.Student Colloquium: Niche Tourism

11:00 - 12:00PM B2 A e VE M [E R AT
Student Colloquium General Session: Best Student Colloguium
Award Presented!

12:15-1:30 PM R &IE[EES
Lunch & General Session: Driving Global Economic Growth
Through Travel and Tourism

2:00 - 3:30PM ST

HoEd

1.Professional Development - Google Analytics Bootcamp

2.Professional Development - Online Shopping Data Replaces
Loyalty as Travel Indicator: How More Destinations Look
to Predictive Consumer Search Behavior to Grow Visitation

3.Professional Development - STR SHARE Center

4.Professional Development - Ever thought of becoming a
Fulbright Scholar?

3:30 - 6:00 PM EmEES
Passports to Visual Research
5:15-6:15PM Meet & Greet - New Delegates Reception

6:30 - 8:00 PM Welcome Reception at the Portland Art Museum



http://www.ttra.com/assets/1/7/Google_Analytics.pdf
http://www.ttra.com/assets/1/7/Online_Shopping.pdf
http://www.ttra.com/assets/1/7/Online_Shopping.pdf
http://www.ttra.com/assets/1/7/Online_Shopping.pdf
http://www.ttra.com/assets/1/7/SHARE_Center.pdf
http://www.ttra.com/assets/1/7/Fulbright_scholar.pdf
http://www.ttra.com/assets/1/7/Fulbright_scholar.pdf

6 516 H (Z8=)

08:30 - 9:30 AM

S U
Keynote Speaker - What the Smartest Destinations are Doing
Right

10:00 - 11:30 AM

Sy aERET

Qualititative Roundtables - Breakout Sessions

Eig4H

1. Academic - Social Media

2.Academic - Difficult Times and Conflicts

BB

1. Practitioner - Effectively Using Fast Changing Data
2.Practitioner - What's the Real Value of a Busload of

Bloggers?

11:30-1:00 PM R &I EHET
Lunch & Joint Academic/Practitioner Session - The Good, the
Bad and the Ugly...Academics and Practitioners Working
Together
1:30-3:00 PM SraAptET
Quialitative Roundtables - Exploring & Advancing Qualitative
Research Methods
S il
1. Academic - Sustainability/CSR/Millennium Goals
2.Academic - New Markets, New Challenges
s
1.Practitioner - Millenials and Their Impact on the Future of
Tourism
2.Practitioner - Arrivals as a Metric — How Two Destinations
are using Mobile Location Data to Measure Marketing's
impact on Visitation
3:30 PM Portland Tours/Excursion

1. Portland Walking Tour
2. Waterfalls Tour
3. Urban Wineries



http://www.ttra.com/assets/1/7/Qualititative_Morning.pdf
http://www.ttra.com/assets/1/7/Social_Media.pdf
http://www.ttra.com/assets/1/7/Difficult_times_and_conflicts.pdf
http://www.ttra.com/assets/1/7/OAG_Aviation.pdf
http://www.ttra.com/assets/1/7/Lansky_concurrent.pdf
http://www.ttra.com/assets/1/7/Lansky_concurrent.pdf
http://www.ttra.com/assets/1/7/academic_and_practitioners.pdf
http://www.ttra.com/assets/1/7/academic_and_practitioners.pdf
http://www.ttra.com/assets/1/7/academic_and_practitioners.pdf
http://www.ttra.com/assets/1/7/academic_and_practitioners.pdf
http://www.ttra.com/assets/1/7/Qualitative_Afternoon_.pdf
http://www.ttra.com/assets/1/7/Qualitative_Afternoon_.pdf
http://www.ttra.com/assets/1/7/Sustainability_CSR_Millennium_Goals.pdf
http://www.ttra.com/assets/1/7/New_Markets_New_Challenges.pdf
http://www.ttra.com/assets/1/7/Millenials.pdf
http://www.ttra.com/assets/1/7/Millenials.pdf
http://www.ttra.com/assets/1/7/Arrivalist.pdf
http://www.ttra.com/assets/1/7/Arrivalist.pdf
http://www.ttra.com/assets/1/7/Arrivalist.pdf
http://www.ttra.com/assets/1/7/Arrivalist.pdf
http://www.ttra.com/events/portland-tours/

6 H17H (E8=)

08:30 - 09:30 AM

FL[E RS

General Session - The Green Building Advantage: How a
Focus on Sustainability Can Reduce Costs, Attract Customers
and Build Your Brand

10:00 - 11:30 AM

Sr4AES

g4l

1. Academic - Heritage and Culture

2.Academic - Destination Management

3.Academic - Traveller Behaviour

BHi54

1.Practitioner - Innovative Technigues on Measuring Impact
Case Studies

2.Practitioner - Catch the Online Qualitative Wave: Webcams
& Bulletin Boards

1:15-2:15PM

S [E S

General Session - Data Driven Destinations: Best Practices &

Practical Solutions for Integrating Research, Analytics & Big
Data

2:45-4:15PM

SreHHET

Bl

1. Academic - Scales, Models, Surveys - Oh My!
2.Academic - Hosts and Guests

3.Academic - Experiences

Bi54

1.Practitioner - Influential Tourism Brand Study

2.Practitioner - The Art & Science of LGBT Tourism
Research: Methodologies, Case Studies and Best Practices

4:15-5:15PM

PONCACE
1.European Chapter meeting
2.Canadian Chapter meeting

5:15-6:15PM

JTR Editorial Board meeting

6:30 - 7:30 PM

Closing Reception



http://www.ttra.com/assets/1/7/Greenbuild.pdf
http://www.ttra.com/assets/1/7/Greenbuild.pdf
http://www.ttra.com/assets/1/7/Greenbuild.pdf
http://www.ttra.com/assets/1/7/Heritage_and_Culture.pdf
http://www.ttra.com/assets/1/7/Destination_Management.pdf
http://www.ttra.com/assets/1/7/Traveller_Behaviour.pdf
http://www.ttra.com/assets/1/7/Case_studies.pdf
http://www.ttra.com/assets/1/7/Case_studies.pdf
http://www.ttra.com/assets/1/7/Catch_the_wave.pdf
http://www.ttra.com/assets/1/7/Catch_the_wave.pdf
http://www.ttra.com/assets/1/7/Data_Driven_Session.pdf
http://www.ttra.com/assets/1/7/Data_Driven_Session.pdf
http://www.ttra.com/assets/1/7/Data_Driven_Session.pdf
http://www.ttra.com/assets/1/7/Scales_Models_Surveys.pdf
http://www.ttra.com/assets/1/7/Hosts_and_Guests.pdf
http://www.ttra.com/assets/1/7/Experiences.pdf
http://www.ttra.com/assets/1/7/Influential_Tourism_brands.pdf
http://www.ttra.com/assets/1/7/LGBT.pdf
http://www.ttra.com/assets/1/7/LGBT.pdf
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KEFE G B R EREBREF 5B BT (Doug Lansky ) #%REEH#
" HEBRA YR B Y, (What the Smartest Destinations are Doing Right ) | fE#8 751y
25 ] - S BT A — BRI METERIIRTT - 25 TEE 120 HER - BEE
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— ~ Google Analytics @guh M EF% = ( Google Analytics Boot

Camp)

E(EFISRE RSB EES Google Analytics s> fT-¥-2 A EH H H %

TR 48 Z RN FOEFS I - FHCBDCTSIT R A B EZ A — (k<

AR BER S AT AIER: > 0 1 AR DA B PRy U7 A M P AR H B 75

ST TR E - ATEE R RIE TS T e N B R E T B rTEUSRY oAT

THEE (REERERRRE)  AREER Google 4ErbrF& » R 12

T AR SR - ke T
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(=)~

()

()

)

T 4L e 45 F Google Analytics 434 T E. : ®[FI|F Google Chrome 4N
#27 Tag Assistant > ZHREREEAIIEE & T TT Google Analytics 4854534 T
TEMERS E AR ZE 2 HEAG R © DA PRl (FURE m] B 22 4t = R 2 -
HEUhAEEE - R A B - REEI(L - FERES > B RHEREE
NEECE T EEYS -

(TSI E © R BT E - R TR
Vs
TEPREMHE © el Gk B EEMEILEET (RWD) > B55ATTE

RREEIS » DLSRE oy I FH B RS B TR S BRI R & - WD AR
By FARELTESEE 35-55% ~ . HEERK 45-65% -

SEATIERT © i EE R - PRSI 2 RIS S BT FEAE - I
BADLU N ERELLRS © ORI 4 H ¥ (Pages Per Session) 2-4 ~ 02K
SH{EEFHS R ( Session Duration ) 2-4 4348 ~ #zasamy ik 42 (Overall Bounce

Rate ) 45-55% ~ & EHBtH>% (Home Page Bounce Rate ) 30-40% -
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AMEAG iR EAOR - ERFERESE AT REE T
WAL EELLR - SR (Organic Search) 40-60% ~ EEE/TE
(Direct) 5-20% -~ #EE#4E i & (Referral ) 8-20% -~ (&%= 5= (Paid
Search ) 2-15% ~ @~ AU &5 & ( Display ) 1-5% ~ 1+ #£5i & ( Social ) 2-8% -
{ErffiE (Email) 1-5% -

A - R AR e (ARSI R B A B S
HVERRE ) 0 22 I REBENRE H AV TSR (BN~ RS
Z I EHAE B bR A
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HEAR TS > ISR RE 2 E T > Dt B ST E e ER ek - I
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Intent to Travel, SIT) » 0] —FHEAERIEE RSHTVE 2% -
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Google Analytics 48553172

= - oM ERERFE RS R HR S (Competitive Landscape of Asian Cruise
Ports)

HABHE T KEE (The Hong Kong Polytechnic University ) HRFREL T Sl
AELIHYBEFHE 5, (Competitive Landscape of Asian Cruise Ports ) Fyif 555 5
SCHE Y S R AR AEAE PR R BLEE - ARIZ PR w55 & (CLIA > Cruise Lines
International Association) &ato3HT - 5 1990 LUK e ERE e P F Rl R 2
F 7.2% - {EFSFEEHY R RSN E R T 55 P R T 8%~9% - SRk
SRR o ni AR H AT 2 IR BRI Bl e R T - 2ERER A F] B
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BIARE - FEARPELE - ik - & > ZE > BEE o ERIPEEER A DB N
552 B WATEI R A » s S BB S K Bl PR E i (= 5 - RS

10


http://www.google.com/intl/zh-TW_ALL/analytics/index.html

FORFAR 40 A BTN Tt 5 BARAR &8 IR {855 2 S It Rl » 25T MR
Tmal R o By T BN BIBUR HE B EAVEUR - DU SRRl Rt EERy B > A
B 5% LA — {18 S0 P 20 2R AR AR B 25 28 11 S iy B85 O A 5 Je ol B R PR Y VB
77 o AUV EREHANE © (—) ¥PRA S £ 20 £ - S sl RN AR
A M A SN SR > HETTRIBEMERY 04T « (5) FIHERA DU A7 B B
EE > MEHE MR RS K EmS RS ] © (2) ASBBUNFEREREEC
A28 L Rl Ry B B SR TR > SR LH R MRS - (VY) i s E A RS 4R -
DU Ram M E i e A bR 5 [ 17 » BB T o MPEELERE » 55 1 PR (R4
il B CAY R R Btaa By R M NI M R A s B A 1 5 T Y 3%
JE& 1 5 2 [EELAI R B 2R ELGE - SR BB L E BRI E | - IREEES
FIED R S TR > FELASTAL S R TB T ROR S SRR S [ ] - B i PE B HY
BRHMR > B R HHIE Edm D CBURA R -

bFesiRamiE T — oL S A TIAYER > 0 e HAE R — (B SN E dm s
BHAVIE ~ 59L1R > WEE TR EE A ERGFESAEL  BRELB RN
f sl A RS T (i R B BURA R B R i Rk Sof 58 1 H B R [ERRE I £
FYEE B B RS 4R o

EfS—1EAVE - B —REFIERSHEEZERVAREE - 2078 - BB A
KA EEHEFERS - SE BN R SR AL nE ROR P ne Y S R > H A& B R ikE
e fEat - &0 Bk EURIESS - B SRR ] o AR B st & oo
MEIIEZME - SIS TS AN AR - SEEELERE T E AR i 52
JEHFIR ~ iREE SRS CIEIAFHE A I A S - BUFEENECRS R E
BRI (AFESTE " HEEES M m R Z AR E0R | T EEE) - S u%eEs

T ~ FREAHREOR ) > B LI B R AR A R -

11



(B F 25 © Competitive Landscape of Asian Cruise Ports » Cathy HC Hsu )
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{h ~ BB
—  FFESHEEGUW TGRS WIS RIS EERFEIIR

AR TTRA S 46 e Bl g T A T DR ATTE - Beifr
BE A 2 ( Turning Insights Into Actions - the Crucial Role of Tourism
Research ) - E3HIR {5 TTRA 40 grFACE EAVEEEWIF - CEZIB(LAEOK(H
{EER DA AL FERT R - BOUHTFEHIRR g/ 2 fr Bh e At 2 i B
bgse > BRBIBURF IR (E LG B R TR MR BRI & - {BE RRTT
gy LU Bk A S R B E -

BEIREAE LIRSS TRBD IR F AN & TR ey - SiEEE ek
Ei117 B (Tourists' Motivation and Behavior ) ~ 555k B 7% ( Niche Tourism ) ~
tHEEEEE (Social Media) ~ E&&F (Big Data) ~ #&EiEEL 7 {t (Heritage and
Culture ) ~ k%% H AV (Destination Management ) ~ 7k EEDG/DEHEH
{F (Sustainability / CSR ) ~ Jig### k& ( Influential Tourism Brand Study ) ~ Y
R R AED Y EEE (Millenials and Their Impact on the Future of Tourism ) =
i > AEARARREE A BT RS 3R - EERRAR R TGS
Ah o IREHAMEUF B ~ BT STIIRIR B L BEERT IR - SOEESS
Feai MM 5 AN A A ~ JEEE - KB ~ BiRg ~ T HHEFHERE HE IR
BIFERR - TTRA G KT G B FBOCIENT TR ERVERS 5
TTRA A1 7HY Journal of Travel Research 5 28 Y itg S EEEHAT] » AfF
Rysz GAHERE B - (HERIL 2010 424 B e B R R B R AR 28 S F LI
BEIRAEERRR I R HMAAR S R a3k o BsARRK
BB HPBUFBETET &R - B E FRALETT - Wim TTRA tfaf &

i - BRSO R S RIS S50 S
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Et;
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b |
35{_
A
B

13



SR -

- BDY T ERER SERRES  RRAFERE
TEEBHSHAH - S BlgEiRs| " ER&ER ) (BigData) AYIEM -
FORBEIEEDUIRE AR C R E R 3 b EHEERRSEDLRE
2 - EEAN Rz LA REN - B HENEREAEIEHELRR
e DU R R R TR R PRI S WTECREMEEIE AR - EIERE
EER - RN ERER TR BRI R SR BB E A
afl o BIANS TR T T RAYAHRETE (Unknown Correlation) ~ SREAFEHIIEZ

(Hidden Patterns ) ~ 735524 (Market Trend ) % @ [NEEHTAEARCAEZHTTE
SZ R R E B BRI EREIEL ST - BREEIR B E R BRI i 4S S H
RBURIT SRS 1% -

AR B R BRI 52 2 5L BBUR S BRI b FE R Ay i 2
W THERE B 2R AR & KIS EE - Ry RIERH 2 R & s s
TER A2 8 B AR ENR DL E RN TE - &5aB oy
RS R W HIAIA] Google Analytics < H 2l e H B HISEBE 1 T
HAEE » 3 EIEHEN S BB R iR ST - DU AR B ERRER K
HIRLF - BHSE 3 3R a1 B BB & AR - S8 A0 S TEB I S R RS
MEERC AT B ¢ (—) AT E SRR B B iR O 2 Bt - ()R
HEABLEIRIAHRE R 2 FEEA = - (2) FIHEE&ERHT - DL
EHYLTT RTINS M AR SRR - B BRI B AR - HSahiRiE
B EESUE REFIREAT (B7IEEURES) - DTt AR - 1R
RS
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EEERREENEEEEEIERE (Data Mining) > (tEEHT
TE/\FIERHERE T - BRI SMIRREER - AR
AR 2 AL ERAEE BRSNS - ARITHIRE B E R - FREE(E
TEAER - BT IR - ARG ES 408 - FIERSR GPS Efir
WHE - A EREREENTTE - EENBIARNE R EEESERE - A
ELEEL H A ANER AR « PR ROk 0 AE USRS~ B

EE&K  DUAE SO RER » EmiREEDLESE - TRRARIERMA
BT s

+ DEEEDE ) TECRIL - BUFERES [EEE

TEE RIS - H—F R TR AREERED: , (Niche Tourism) » [t
B oL R A LB et R E R HEkGT B TR IR R REDE (Mass
Tourism ) » 2 LURFIRBLER(E Ry fic Bt - LhamiE iR il i BB E A e
SRAZBLBR A R L — (B S AR ST - I S EE T bR E
FERE - T RREERIEDY | EiERRsZ B (Photographic Tourism) ~ SZ{bEE
#ot (Cultural Heritage Tourism ) ~ ZE & O ( Sport Tourism ) ~ 3= & Ot
( Gastronomic Tourism )~ F 4% (Youth Tourism ) ~ St ¥HEHE ( Geotourism )
ARG (wildlife tourism ) ~ & TERYE (Volunteer Tourism ) ~ & 2=
Ot (Space Tourism) 5 - Hoof THEEHEDE | FEBIINEITOA > S RIH]
THEIBR 4 F—EHIEIPE R » B &I A SRRV ALR S B2 T - B4
HAEPUEBIE S Rehil > BT RS - HEg - SiloRsE - REEF)
HEERIE - HEEYE TR NESHEEIHSIREFE R - BN
wHEIEBER W% E L THEE -



B BN E FRER A4S - (ERETE T By 3 KHEH ¢ () T LUEED
R~ BOCRE - EEETTHE - HHEBIRE NCERZEE - KSR
HEIPEGHIN » 2 ICBIRE AT - IEBUSE L DUES) & HAY » IHEEDE -
WA BRE HEFEEE - HEAMRIES R - NI TR

k

PR E R o (5) T DIEBDERE  EE A IR ESR - BiE - EH
BEEARETRES > INABTTE - Bl (#7508 S0 —iRiEE S -
ASE ~ 255 » IWEUSBILIEDE AT - EETRSRE Rl WER 5
Bishe o TREERZAVEERE - (2) T RAESEE B - WaEEE
My 2009 S pE A - 2009 SILTEEEE - BURAGRERY 2017 SA0HR
A o ISR B P A Bh B AR AR W B = (HR IR S BB BUB IR
SEHIRIL TS EHEERE - BRSBTS
R T AP A A REDHER S - ST N ER MRS - A Eth S
R R ARACH B SRS > B2 B RA R - BIAndbm B - fmadR
HE > AR
HEBDCEBSMNEITEAR - SIEHEEED NG > AlECGECK S CEHZE
AR ER S TEEH]) - AR EREAET) " 2EEDLEE > B2 EEYEE
BER - B 41 (AAREENEIEEE) > Hy e " a8REETE
i, HAEBEEE KEREFE ) KBRS BRI T 5 I0ERE
SR ) T EREPREDRARE S T HEEABIRZ AR A= ) F 6 (EE
FBOUEE) - R R EIIEFREUE DAY EEEDCE i R - EEANEE S
BFrnESED R - AVERE - B - ST EERE - HE
B EAWLE r BRI R EEED RS 1) TS SR ESBOUY
% A EHEFENEEES > I A ERERI BRI NED -
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SN —42 » AT SRR AR BRI B S O R I PR £ B LA S I
TEFOREE(E R H st SRS A ERE - RIS EAS R BRI R - 3%
A SRR R ~ B3RS BiR K IL BB B EKFF & ~ SEEEKEK
BBk (54%tH5E AL (Repucom, 2015)) HYEEEJE (Wayne Roony ) Ei
EEEOUHGENAS - EEEII TS S EREE R G - SR T
ZEEDY - RIKERPREE N R ZHVIHE » TCHEBOMN SR E RIEE - 8ER
SEEREBNE A ~ BT > DR ALY - (R
% HREE IR HIP R IEENTRRETIEK Z S 1F (CRZEG R 2K

B ) FEREBERISRE IR e G BB S IR - e BRI e
RERE - INRNR BRSNS CREGIHBONTS ) BIRTT -

- SEE BB NIRRT R T R

Afe TTRA g B & Bt - ZHA " 2REEfET , 281
BENRA MR RS - BRI NME A BB R - A T R
AL~ FERANRE SR - T T B~ Ok B A = A

ol

HgEdE - Bt - ERDES - NILTE - EiEyee > siRE %tk
SIS IRy (EEE S A G R &L R B R 22 R A S5 B 5 i #7/5) Brand USA
ETERER TR B » SRELREE 2 Sy B SRR i 485
A B R AR B A S B EOR R R T 2 55 - WEE IS5 -

AN > EENRINIEE AR B TR S ERREE R - R
HIRT RS BT EG R NN > B —uh X R s AEs ¢ http://
rideoregonride.com/ - Z AL AR ARSI LB BT EER - IR B TR

HBEIVETTEIRE - BT HARE 500 RERLHIETEEH B AEE

17



Ah o (ETEAIS R R IR S LR o] DA ERZ 4 2] > S IIRERZ
R HSRH P e PR B B A o S R R B AGE SR S AR ER
FHIA

KRR S S D B i RHUR 240K M 25 - (EREBDER IR
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B ~ Bt
— ~ 2EENF

12015 £ 46 JEREFEBDCH S g (TTRA) EGEE S, Kg i

2015 4E5F 46 JE ki B E DAt (TTRA) g BEae | B #duk (2015
TTRA Annual International Conference ) :

http://www.ttra.com/events/2015-conference-program/

& Keynote Speaker BT T{FZEHS - BifE: (Doug Lansky ) {E A4 :
http://douglansky.com/

Google Analytics E 748u5 :
https://www.google.com.tw/intl/zh-TW_ALL/analytics/index.html

"What the Smartest Destinations are Doing Right ; > Doug Lansky

" Google Analytics Bootcamp ;> Chris Adams, Miles

" Competitive Landscape of Asian Cruise Ports | > Cathy HC Hsu, The Hong Kong

Polytechnic University

" Chinese Tourists' Images and Constraints towards Cruising ;> Suiwen Zou, Texas A

& M University - College Station

" Data Driven Destinations : Best Practices & Practical Solutions for Integrating
Research, Analytics & Big Data | > Chris Adams, Miles / Statia Elliot, Univeristy of

Guelph / Dave Bratton, Destination Analysts / Nicole Halmer, San Francisco Travel

Association

" Effectively Using Fast Changing Data ; » John Grant, OAG / Tulinda Larsen,
masFlight / Michael Rudowski, Dallas CVB
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http://www.ttra.com/events/2015-conference-program/
http://douglansky.com/
https://www.google.com.tw/intl/zh-TW_ALL/analytics/index.html

B " Online Shopping Data Replaces Loyalty as Travel Indicator : How More

Destinations Look to Predictive Consumer Search Behavior to Grow Visitation | »

Clay Jackson, nSight / Erin Smith, Bermuda Tourism
W TEEEDYE 0 IR@K TAESESS 36 Hf 0 2015 2 6 H 5k

W T EEmACT - DOERE ) TR@K T HERESS 38 1Y 0 2015 4F 8 HiE
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ol BN EL O ORI R Rl 78 (Portland Art Museum )

TTRA (R ey

R R T R R R R AR LRV AN YN
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