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ABSTRACT

Social media destination prome videos (DFVs), are among the most important information sources of
travel decision-malking for their interactive amd sharng features, and outstanding destination-
promotion strategy. Country image is also another important factor for travel decision-making. This
study’s purpose is to assess whether the social media DFVs like DMOs" promo videos and country
image, have any impact on visiting intentions towards risky destination. Chuantitative method was
used for this study. Data was collected by online guestionnaires, and &09 valid responses were
considered for the analysis of the study. The results showed that the country image positively
influences attitnde of young tourists towards the country, and that attention towards the promo
videos positively influemces young tourists’ overall emeotions, attitndes, social-morms, interests,
desires and behaviours toward visiting a risky destination. This study results would be beneficial for
those who are interested in using social media DPVs as part of their destination-promotion strategy,
and alse can gnide destimation-marketers to monitor and create better destinatiom promotional
contents in social media platforms, to encourage tourism to the destinations, especially rizky ones.
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