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Abstract – The paper deals with destination
management and its use in attracting visitors. Its main
goal is to identify the factors influencing the visitor
when choosing a destination. For the purpose of the
paper, the destination represents a significant factor in
customers' preferences when purchasing a tourism
product. The aim is to be fulfilled by the primary
research. Methods of excerpting, synthesis, induction,
analysis, comparison and questioning were used. As a
result, customer's preferences riven according to
segmentation were identified.
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1. Introduction
Currently, there is stronger competition between
destinations, so the destinations strive to differentiate
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themselves somehow and attract a potential customer
and thus gain a competitive advantage.
For this reason, destination management
organizations have gradually emerged, which focus
on coordinating tourism activities in a particular
destination.
The basis of successful activity planning is to
know the customer and his needs well. In the case of
destination management, it is necessary to know in
detail the target segment of the destination, the
preferences and interests of its visitors and what
motivates them to visit. Destination management
activities examine the attractiveness of the
destination and then segment and promote the
specific destination.
The paper is divided into introduction, theoretical
background, methodology, results and discussion,
and conclusion. The first part represents input into
the topic. The second part comprises definitions of
the main terms, such as destination management,
tourism, tourism activity and destination. The third
part summarizes the methodology of creating the
paper. Forth part presents results and includes a
discussion about the results based on the
segmentation. The last part is aimed at the
recapitulation of the achieved results and disputes
about recommendations, and limitations of the future
research.
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The term destination management is understood as
a management organization of a specific tourist area
and as certain processes. In Europe, destination
management organizations replaced previous
organizational structures in successful destinations
abroad as early as the 1990s. "Destination
management is labelled to be the most sophisticated
tourism management. In foreign countries destination
management develops even further, it develops to the
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level of destination governance and further to the
newest approach which is destination leadership" [1].
With more modern approaches to tourism
management and marketing, these organizations are
considered the most developed form of tourism
management today. The aim of the establishment of
destination management organizations is to increase
the number of visitors in the destination permanently,
the visitor's expenses during the stay, increase the
number of returning visitors, and extend the number
of days spent in the destination [2].
Destination management objectives are to establish
good cooperation among the public, private and nonprofit sectors, to provide effective financial flows in
tourism, and coordination of all service provider
cooperation. "Destination management should
represent interests of tourists but as well interests of
visited destinations' inhabitants, and all this should
work under the condition of sustainable tourism" [1].
In terms of destination management, it is clear that
tourists are a very important stakeholder group. They
can influence tourist-centers and that is why the
focus of destination management is on them and the
need to manage the impacts tourists generate. "While
such issues have been dealt with in the large but
rather fragmented body of work relating to
satisfaction, quality evaluation and impact
assessment, there appears to have been little or no
attempt as yet to address the broader question of
what tourists actually think about destination
management." Furthermore, understanding tourists'
attitudes to destination management and why it is
necessary for them may also contribute to the
achievement of destination management aims [2].
Destination management is closely related to terms
tourism, tourism activity, tourism product and
destination.
According to the definition of the World Tourism
Organization, tourism is the activity of people who
travel temporarily to a place outside their typical
environment in which they live, and the purpose of
the journey is not to engage in gainful activity.
Tourism can also be characterized as a set of
activities to meet the needs related to travel and
living outside the place of residence. These activities
can be relaxation, entertainment, learning, cultural
and social activities, etc. [3].
Tourism activities result in visiting a particular
destination, which is defined as "a place with
appropriate attractions concerning the tourist
facilities and services that a tourist has chosen to
visit" [4]. Furthermore, the Glossary of Tourism
explains the term destination as "an area in a given
region, which is characterized by a significant offer
of tourist attractions and infrastructure. "In the
broadest sense, a destination represents a tourism
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infrastructure, which results in a sizeable long-term
concentration of visitors" [5].
For a foreign visitor, the destination can be the
whole country or just a region of it. In some
countries, the territory is divided into tourist,
historical or administratively related destinations,
creating and promoting a joint product of the region
[4].
To summarize, the term destination is often used
quite loosely. It can be understood as a particular
administratively defined area, a purposefully created
territorial unit (association of municipalities, microregion), a protected area (National Park) or a
culturally and historically determined area [6].
Entities operating in tourism should have clearly
defined factors that influence the environment in
which they operate. Ryglova et al. [7] classified these
factors into localization factors, implementation
factors and selective factors.
Localization factors include natural and social
activities. They are connected to a specific territory
and therefore cannot be changed. They are made up
of natural conditions, animals living in the area,
vegetation, natural phenomena and attractions.
Localization factors also include customs, traditions,
rituals of people living in the area, and monuments
[7].
Many kinds of research [8], [9], have confirmed
that the more exciting and attractive localization
factors are, the stronger the bond between visitors
and the region is.
When promoting tourism in a certain region, it is
necessary to adapt marketing activities to promote
this region [10], [11]. Determining localization
factors is very important for effective destination
marketing. It is necessary to clearly distinguish the
specifics of individual areas and thus ensure a clear
differentiation of the territory. Localization factors
determine how the region will be promoted and its
competitive advantages compared to other regions
[7], [12].
Other
factors
influencing
tourism
are
implementation factors. They are essential because
they enable the efficient use of the territory. They
allow access and subsequent use of the destination.
The visitor often decides to visit a given destination
according to how fast and how well it is possible to
get there. Also, the quality and quantity of products
the region can provide (catering, transport and other
services) are essential [7].
When deciding on a visit to the region, the visitor
is also influenced by selective factors. They are
related to consumer behavior and divided into
objective and subjective factors. Objective factors
include political, economic, demographic and
administrative conditions. Subjective factors are
mainly psychological factors that influence consumer
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decisions [7], [13]. Sustainable advertising,
promotion, image, and the experience and reviews of
other consumers play an important role in this case
[14].




3. Methodology
The paper aims to identify the factors influencing
the visitor when choosing a destination. For the
purpose of the paper, the destination represents a
critical factor in the process of purchasing a tourism
product. The aim is to be fulfilled by the primary
research consisting of the analysis and evaluation of a
questionnaire. The primary research focused on
visitors' preferences when choosing a destination. It
was conducted through an online questionnaire
created using Google Forms. Data collection was
carried out via the social network Facebook from 1st
of May 2021 to 9th of May 2021.
To perform the research, it was first necessary to
determine the sample size. Given that the basic
statistic set was larger than 100,000, the following
relationship was used to calculate the sample size
[15]:





In order to achieve the paper's aim, it was necessary
to use several research methods:


where:






n – minimum sample size (minimum number of
respondents),
t1-/2 – critical value determined from statistic
tables (1.96),
σ2 – variance calculated from the standard
deviation,
p – variability of the basic statistic set (character
share),
Δ – maximum permissible error range (0.05).

The required deviation in the implementation of our
research was ± 5% and the required confidence
interval was 95%.

Based on the calculation, the minimum number of
respondents needed for primary research was 385.
The proportion of the sample size was thus met, so
426 respondents participated in the online survey.
The introductory part of the questionnaire consisted
of 4 identification questions regarding the gender of
the respondents, their age, social status and region of
origin:
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62.2% of the respondents were women, and
37.8% were men.
The category of respondents represented 41.8%
of the respondents under 25 years of age, 20.4%
of the respondents were aged from 36 to 45,
11.3% of the respondents were aged from 26 to
35 years, 10.3% of the respondents were aged 65
years and more, 8.2% of the respondents were
aged from 46 to 55 years respectively, 8.0% of
the respondents were aged from 56 to 65 years.
When considering the social status of the
respondents, it consisted of 38.5% of employees,
35.0% of students, 13.8% of retirees, 5.2% of
unemployed people, 3.8% of people on
maternity/paternity leave and 2.8% of selfemployed people.
Respondents originated from the Žilina Region
(17.4%), Prešov region (16.4%), Košice region
(14.1%), Nitra region (13.4%), Trenčín region
(11.3%), Banská Bystrica region (10.8%),
Bratislava region (10.6%) and Trnava region
(5.9%).







Excerpting – this method was used in the
processing of theoretical background, while it is
used to study the issue from book and Internet
sources;
Synthesis – this method was used to combine the
acquired knowledge into one whole;
Induction – this method was used to process the
results of primary research and to determine its
outputs;
Analysis – this method was used in the collection
of secondary data in order to define the
destination management in detail;
Comparison – this method was used in the
processing of theoretical background and results;
Questioning – the method of questioning was
used in the implementation of primary research in
the form of an online questionnaire.

4. Results and Discussion
One of the primary research aims was to find out
with whom respondents travelled on holidays or trips.
Almost half of the respondents stated that they
travelled with their family, 27.2% travelled with a
partner, 16% travelled with friends, 3.5% travelled
with children, and 2.1% of respondents travelled
alone.
It was interesting to find out that most respondents
preferred one-week stays (43.4%). Stays longer than a
week were favoured by 25.1% of respondents, and
21.4% of respondents chose 2-nights stays. Only
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7.5% of respondents preferred one day-long stays,
and 2.6% of respondents preferred single-night stays.
When it comes to factors that most influence the
respondents when choosing a destination, the quality
of accommodation was the most important criterion
for respondents, followed by the stay price. The third
most important criterion was transport accessibility.
This was followed by gastronomy, information about
the region, historical monuments, parking, sports and
recreational services, wellness services, cultural and
social events and the destination brand.
The price of individual services played an essential
role in choosing a destination, too. The answers of the
respondents show that the price of accommodation
played the most crucial role. It was followed by the
price of meals, the price of admission, parking, and
additional services.
When considering sources of information about the
destination, up to 84.0% of respondents found
information about the destination from official
websites, 63.6% of respondents obtained information
from acquaintances, 57.0% of respondents said they
preferred
social
networks
when
obtaining
information, and 40.4% of respondents used their
experience. Information leaflets and brochures as
sources of information were picked by 19.0% of
respondents, 14.3% of respondents used tourist
information centers, 14.1% of respondents obtained
information from television, 10.3% of respondents
found information in newspapers and magazines,
5.6% of respondents used printed guides, 3.5% of
respondents followed the regional press and 3.1% of
respondents used radio, fairs and exhibitions in the
same proportion. In addition to the options mentioned
above, respondents stated that they also used travel
agencies and blogs to obtain information.
When buying a tourism product, 36.2% of
respondents preferred the destination's website,
26.8% of respondents liked booking through a travel
agency, 21.1% used discount portals, 7% shopped
through social networks, 5.2% through tourist
information centers, and 3.8% of respondents used
another option.
Respondents showed the most significant interest in
a stay package including residential and catering
services, which was identified by 42.7% of them. This
was followed by a spa package with 16.7%, while
16.0% of respondents were interested in the wellness
package and 15.5% of respondents preferred a
sightseeing trip focused on visiting and exploring
castles. Respondents were least interested in the ski
package with accommodation and transport included
in the price (7.3%).
To summarize, respondents who go on holidays and
trips with their family or partner prefer weekly stays
and stays longer than a week. Respondents who go on
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holiday with friends are not used to spending more
than a week on holiday.
The price of accommodation plays a vital role for
all types of respondents. The price of meals is not
decisive when choosing a destination, especially for
young people under the age of 25. The price of
parking is important when choosing a destination,
especially for people of productive age from 26 to 45
years.
Young people under the age of 25 prefer official
destination websites and social networks when
obtaining information about the destination. They buy
stays mainly on the websites of destinations or via
discount portals and travel agencies. They are
primarily interested in one-week stays and wellness
packages.
People aged from 26 to 35 mainly use destination
websites and discount portals to buy tourism
products, and they obtain information about these
products mainly from destination websites and social
networks. They are primarily interested in wellness
packages.
Respondents aged from 36 to 45 do not attach much
importance to the choice of destination for cultural
and social events in the region, transport accessibility
or destination brand. Also, the price of additional
services, such as rental of bicycles and skis, is very
important for them. The purchase of a tourism
product is carried out mainly through destination
websites, travel agencies and discount portals.
For respondents aged from 46 to 55, sports and
recreational services, and cultural and social events
offered by the region were unimportant when
choosing a destination. The price of additional
services is also not decisive. They purchase tourism
products through destination websites, travel agencies
and discount portals. They prefer trips aimed at
exploring the region.
Older respondents over the age of 56 mainly use
spa and wellness packages and buy tourism mainly
via travel agencies.
5. Conclusion
The paper aimed to identify the factors influencing
the visitor when choosing a destination. The
destination was considered an essential factor in the
process of purchasing a tourism product. The aim was
fulfilled by the primary research consisting of the
analysis and evaluation of a questionnaire.
The questionnaire, which 426 respondents filled in,
showed that the decision to visit the destination is
influenced mainly by the price, which followed the
criterion of accommodation quality and transport
accessibility. It is interesting that visitors went on
holidays and trips most often with their family and
preferred weekly stays. Respondents obtained

TEM Journal – Volume 11 / Number 1 / 2022.

TEM Journal. Volume 11, Issue 1, pages 159‐163, ISSN 2217‐8309, DOI: 10.18421/TEM111‐18, February 2022.

information about destinations mainly from official
destination websites and social networks. Many
respondents said that they gained information about
destinations from their acquaintances in addition to
traditional sources of information. The purpose
visitors travelled to the chosen destination was pure
tourism, visiting cultural and historical monuments
and recreation.
The recommendation from the point of view of
destination management is wider sharing of
information about the destination, the improvement
and attractiveness of the offer
for the given
destination (for example, the progress of transport
accessibility and the construction of cycle routes).
The results provided space for future research focused
on other destination management activities taking
current tourism trends into account.
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