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modern slavery, 432
substance abuse, 435-436
and tourism, 463464
Luxury hotels, 164-165, 185,
277-278
and lodge experience in New
Zealand, 207, 209
market, 222
Luxury lifestyle, 465470
decision-making process for,
465-466
design of luxury product, 466467
luxury restaurants, 468-469
Slow Food movement, 469470
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