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Abstract

This study investigates the key components of tourism destination and sources of information for future tourists. Extensive
quantitative research through 554 respondents, who have never visited a destination, has described their perceived tourism components
to tourists’ destination choices and the information sources they used. Factor analysis was used to identify key attributes of destination
and statistical analysis was employed as a technique for examination of communication channels. To improve in tourism promoting,
data were analyzed using content analysis.

The findings show that the most important tourism components for the destination decision are recreation, location, destination
atmosphere, nature-based resources and access. It is also found that traditional information sources such as advice from family and
friends and television as well as electronic information sources are main communication channels. In the improvement of promoting, it

is needed to focus on planning, the use of various communication channels and improve staffs’ knowledge and skills.

Keywords: Communication Channel, Tourism Image, Image Formative
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