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members, the passion of all of the active users for the same topics and a
certain homogeneity within the users.

FORECASTING THE GROWTH OF E - TOURISM SECTOR. THE CASE
STUDY OF MEDITERRANEAN COUNTRIES 113
Maria Mavri & Vasilis Angelis

Tourism is one of the first services sectors to adapt and use Information
and Communication Technology (ICT) for promoting its services. ICT
enable travelers to access reliable and accurate information, as well as to
make reservations in a fraction of the time and the cost. The objective of
this work is to measure the impact of ICT on the tourism sector growth.
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tourism services.

MILITARY SERVICE, DESTINATION IMAGE AND REPEAT
VISITATION ON A GREEK BORDER ISLAND 127
Athanasios Dermetzopoulos, Christina Bonarou & Evangelos Christou

The obligatory military service for adult Greek male citizens creates a
particular form of domestic “tourism”, although the members of the
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smell, sound, touch, taste and sight must be touched, in order for
communication to be perceived valuable and interesting, as we argue that
the activation of multiple senses enhances the feeling of authenticity and
experience. If combined with ration and need, in addition to the
involvement of other users, only then can tourism marketing claim to be
future-oriented and engaging.According to Lindstrom and Kotler (2005)
our understanding of the world, for the most part, is experienced through
multiple senses. Our senses are the link to memory and can tap right into
emotion. After sight, smell appears to be the most persuasive sense We
will, in this article present a few related cases, our findings and discuss
the implications of our findings.
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convinced about the use and performance benefits of such systems in the
decision making process.
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EDITORIAL

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
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