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THE OUTLINE OF THE FUTURE THE THEORY OF TOURISM 

Abstract 

The changes, having occurred under the influence of the network economy, reveal 
the need to rethink recreation through experiences . In order to do this, changes in 
behavior and consumption of people, communication and interaction between them, ways 
of thinking and implementation of travel, relationships and linkages between them have 
between studied. We have proposed criteria, indicators and methods for measuring and 
evaluating recreation through experiences. 

Key words: recreation through experiences transition in communication 
technologies, multiplicity of relationships, network personalities, postmodern society 


