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A Study on the practical use of UCC Tourism Information
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Abstract

From Marketing perspective, WOM(Word—of—Mouse) is
the one of the communication methods for customer,
That can be an instrument of effect on the tourist
decision, Pre—trip tourist will be to do post—trip tourist
for tourism information , In order words, they need
information for tour, The purpose of this study is
useful implications to tourism information—related
marketers using UCC tourist information offer an

analysis of using UCC tourism information
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