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EDITORIAL 1
This is the twentieth issue of TOURISMOS, finishing its tenth year of
publication. In the previous nineteenth issues, our multidisciplinary journal
aimed at providing a platform that supports the transmission of new
scholarly discoveries in the fields of tourism and hospitality, and we have
been excited about offering a platform that supports scholars in building
upon intellectual treasures and advancing our understanding about various
fields of research in novel and meaningful ways. Capitalising on this effort,
we now focus on furthering our scope and consolidating our position in both
conceptual developments and practical applications in tourism, travel,
leisure and hospitality.
All research papers and case studies presented in this issue, address a
number of topics namely national and regional destination marketing,
tourists’ motivation, environmental awareness of tourists, human resources
in tourism, agritourism, dark tourism destinations, technological
advancement and tourism, destination management, cultural intelligence in
hospitality, and tourism revenues.
Based on the previous analysis, we trust that you will enjoy reading the
present issue, and we look forward to presenting you our next in spring
2016!
Paris Tsartas
Editor-in-Chief

Evangelos Christou
Editor
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