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Development of Area Marketing & Management Approach (AMMA)
for Urban Tourism Relating The Resource Locations with Spatial
and Temporal Excursion Behavior Patterns

MEREL (EX)

MRARE:
#H X (NISHIT KAZUO)
TUBRIZEKRT - BEBEREE - 4R

HEEES : 80115906

WFIERLROE (F130)

AWFJEIE, #HBC~ — 7T 1 v VIS ORIETTIEOREI AT, FEM & MO mE D
BRI « ZERIA A 7 — Wi B L, AR TR 2 BDEHIE IR D72 D= T~ =0T 4
T XA T T u—F (LT ANA) OFRENRE 21T o7z, TORR, THEABDEE D
S| B L LY b —F OFEM L £ 07T — Zfifh 208 U7 FikEmmiiati L O#misbt
~—=TT 4 TEIEORGE « FHn T E DA NIERGECE T o A ERRER 5T,

WFFERCR OB (3530) -

The study aims to empirically analyze applicability of the Area Marketing &
Management Approach (denoted as AMMA) to making a policy decision on formation of
more attractive tourist areas. The temporal and spatial scale of both tourism resource
distribution and tourist excursion behavior patterns is here focused on. It means that
both of supply and demand factors determining attractiveness of tourism destination areas
should be taken into consideration. This report intends to summarize the results obtained
from these two subjects. It represents the results of developed marketing method for a
specific tourist area such as, the surveying as a marketing research, the accessibility
analysis and modeling of tourist area formation. It also pulls together fact-findings from
these discussions as well as those from our current studies on the related subjects.
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