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EDITORIAL1

 
 

This is the special issue of TOURISMOS, starting an annual series of special 
issues. In the previous eight issues, our multidisciplinary journal aimed at 
justifying the rationale behind introducing yet another journal in tourism 
academic studies. Capitalising on this effort, we now focus on furthering our 
scope and consolidating our position in both conceptual developments and 
practical applications in tourism with special emphasis on Contemporary 
Developments in Tourism Market. 
 
Tourism is unquestionably one of the major contributors to national, regional 
and local economies in many parts of the world, since its development benefits 
a wide variety of sectors. However, given the current situation, tourism is 
growing in a more competitive environment. Service quality and customer 
expectations and satisfaction have increasingly been identified as key factors 
in the battle for product differentiation and customer retention.  
 
In recent years, tourism consumption has experienced far-reaching internal 
differentiation or diversification due to various economic, technological and 
social factors. Given the competitiveness of the tourism industry, 
understanding the traveller’s decision making process is of great interest to 
marketers. Modern tourists are better educated, more sophisticated and 
environmentally aware. Having travelled around the world, they require a 
better quality of life and search for a real experience in tourism activities. 
Moreover, the development of new distribution technologies as well as the 
internet boom has generated new business models, changing the structure of 
distribution channels, products, and tourism services. Within this context, 
tourism businesses and destinations are currently trying to adjust their 
investments according to the new demand requirements. 
 
The recent trends in tourism markets have been accompanied by a significant 
increase in research. Responding to the growing need for a better 
understanding of the phenomenon, this special issue aims to contribute to the 
extension of knowledge over new developments in tourism market. To this 
end, the papers that have been included are based both on quantitative and 
qualitative research. They cover a wide range of topics, such as new criteria 
for market segmentation, the use of Internet as a promotional and 
distributional tourism tool, interactive websites and the effects of electronic 
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word of mouth advertisement, cost-based management and decision making, 
measuring destination image, guest relationship management and brand 
building process, socio-cultural factors that form tourists’ perceptions, 
perceived quality and customer satisfaction, synergies, conflicts and structural 
problems in tourism development. 
 
Based on the previous analysis, I trust that you will enjoy reading the 
contributions made in this special issue of TOURISMOS! 
 
Olga Iakovidou 
Guest Editor 
 
 
 


