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In the current tourism world, the destinations will success that be able to
PP: 229-247 hold their brand in the minds of tourists so that tourists can recall the
destination brand in decision-making time. This is why it is important to
recognize the effective factors on tourism destination brand recall. The
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read the article online destination brand recall. The statistical population of this study consists
of inbound tourists who visited Isfahan in November 2014. A total of 200

ne tourists were selected from this population randomly. In order to collect
E E the research data, a self-administrated questionnaire was developed. The

validity of and reliability of this questionnaire were examined and
confirmed. The research data were analyzed through SPSS and LISREL.
E The findings revealed that word of mouth communications affect tourism
destination image and self-concept congruence significantly; tourism
destination brand experience affects tourism destination brand image,
self-concept congruence, and tourism destination brand recall
significantly; self-concept congruence affects tourism destination brand
L image, tourism destination brand trust, and tourism destination brand
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. recall significantly; tourism destination brand trust affects tourism
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Extended Abstract

Introduction

There are different factors affecting brand
awareness such as brand experience and
information exposure. Also brand image, self-
image congruence, and brand trust are other
effective factors on brand awareness. Tourism
destination brand awareness plays an
important role in its success. This is why
tourism destination marketing managers
should recognize and investigate the effective
factors on brand awareness. This is why the
present study aims to investigate the effective
factors on tourism destination brand
awareness.

Methodology

The statistical population of this study
consists of inbound tourists who traveled to
Isfahan in November 2018. A sample of 200
tourists has been selected randomly. The
sample size has been calculated according to
Kline Principle. In order to collect the
research data, a researcher-developed
questionnaire (including 37 items) has been
used. The validity of the questionnaire has
been investigated by content validity. Also the
Cronbach’s Alpha Coefficient was 0.898
which shows the acceptable reliability of
questionnaire. Both descriptive and inferential
statistics were employed for data analysis in
the SPSS and Lisrel respectively.

Results and Discussion

Our findings revealed that word of mouth
affects tourism destination brand image and
self-image congruence significantly. Another
part of our findings showed that word of
mouth affects tourism destination brand trust
and tourism destination brand awareness
significantly. Based on another part of
findings,  tourism  destination  brand
experience affects tourism destination brand
image, self-image congruence, tourism

destination brand trust and tourism destination
brand awareness significantly. Accordingly, it
can be said that tourism destination brand
experience affects brand image, self-image
congruence, brand trust and brand awareness
of Isfahan.

Based on another part of our findings, self-
image congruence affects tourism destination
brand image and tourism destination brand
trust significantly. So it can be concluded that
self-image congruence affects brand image
and brand trust of Isfahan. Tourism
destination brand image affects brand
awareness and also self-image congruence
affects significantly. Finally, our findings
revealed that tourism destination brand trust
affects tourism destination brand awareness
significantly.

Conclusion

The results of this study showed that tourism
destination brand experience affects brand
image, self-image congruence, brand trust and
brand awareness of Isfahan. It can be said that
tourists’ experience from traveling to Isfahan
has many outcomes from them such as
learning and leisure. Based on another part of
our findings, self-image congruence affects
tourism destination brand image and tourism
destination brand trust significantly. So it can
be concluded that self-image congruence of
tourists with tourism destination brand affects
brand image and brand trust of Isfahan.
Tourism destination brand image affects
brand awareness and also self-image
congruence affects significantly. So it can be
said that tourism destination image has many
outcomes for destination brand success.
Finally, our findings revealed that tourism
destination brand trust affects tourism
destination brand awareness significantly.
Accordingly, it can be said that tourists trust
to destination contributes to destination brand
awareness.
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