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Disclaimer

The purchase of computer software or hardware is an important and costly
business decision. While the author and publisher of this book have made rea-
sonable efforts to ensure the accuracy and timeliness of the information con-
tained herein, the author and publisher assume no liability with respect to loss
or damage caused or alleged to be caused by reliance on any information con-
tained herein and disclaim any and all warranties, expressed or implied, as to
the accuracy or reliability of said information.



This book is not intended to replace the manufacturer’s product documen-
tation or personnel in determining the specifications and capabilities of the
products mentioned in this book. The manufacturer’s product documentation
should always be consulted, as the specifications and capabilities of computer
hardware and software products are subject to frequent modification. The reader
is solely responsible for the choice of computer hardware and software. All
configurations and applications of computer hardware and software should be
reviewed with the manufacturer’s representatives prior to choosing or using
any computer hardware and software.

Trademarks

The words contained in this text which are believed to be trademarked, ser-
vice marked, or otherwise to hold proprietary rights have been designated as
such by use of initial capitalization. No attempt has been made to designate as
trademarked or service marked any personal computer words or terms in which
proprietary rights might exist. Inclusion, exclusion, or definition of a word or
term is not intended to affect, or to express judgment upon, the validity of
legal status of any proprietary right which may be claimed for a specific word
or term.

Your “Members Only” Web Site

The online tourism world changes every day. That’s why there is a companion
Web site associated with this book. On this site you will find the latest news,
expanded information, and other resources of interest.

To get into the Web site, go to tourism.maxpress.com. You will be asked for
a password. Type in:

mom

and you will then be granted access.

Visit the site often and enjoy the updates and resources with our compli-
ments—and thanks again for buying the book. We ask that you not share the
user ID and password for this site with anyone else.



Susan Sweeney'’s Internet Marketing Mail List

You are also invited to join Susan Sweeney’s Internet Marketing Bi-weekly In-
ternet Marketing Tips, Tools, Techniques, and Resources Newsletter at hitp://
WWW.SUsansweeney.com.
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