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Lobmmdab Lobdaggda (Ye-om)

0b@BHa®byHo
40
30 ol
OamobHICoe
9905 20 Loopgbdeagdo
L 0b@ghabo
556 mds
obErmdEngdo o
302833¢03900 BgaHdOIVO
d0BbL FoBGHBoMGYOO

©ob3gMbommo sbomnba g30R39698L, GmB ©gLEEBs30gdalb Jgbabgd GuMabGgdalb godm(zwo-
mgdoDg @omgdom gagmgbsl sbogbl Mgb3mbogb@ms sbsgo (F=31.131, P=0.002), ymggeogomdo
bodgoemm  Jgdmbogmagdo  (F=2.074, P=0.001), aobosmegds (F=25.192, P=0.001) ©> mgsbyco
damdsfgmds  (@obomygobgdgmo  dmdbdomgdmadoboomgalb: F=327.72, P=0.005; @omxsbgdmmao
dmabdomgdmgdobomgals: F=353.46, P=0.003). 535b00b, 5¢bobndbogos ol g3od@o, Bm3 gb@nbszogdols
dgbobgd EEnbEgdol godmeomgdsdy goblbsmommgdam asgmagbsl sbogbl d53wmggn sbsgzmdmaga
RaNBgd0: 18 — 24 bgmo (F=342.45, P=0.001) s 25 — 34 bgmo (F=187.22, P=0.011). (3 dggbgds bgbl,
0g0 ao3mgbols o6 5gblL ©gb@nbazogdol Jgbobgd EuEabEgdal gedmzeomgdsdy (dogofmdoma
dmabdsmgdmgdobsmgals: F=557.12, P=0.095; 3536mdacn dmdbdamgdmgdabsmgal: F=464.31, P=0.083).

B396 B0gM Bo@oMmgdmmn mz0bgdcnzn 33mg30b dggasm oEanbrs, MM GmEobGnmo ©gbdo-
Bo300b 080g0b ga30bgdedn yzgmedy Mgcm 860d369mmmzgeb GodBmEgdL d0g3mc36gds bLodmadonEm
35M93m, 00cmLIgLobndbomds, dnboamdmds, nbgmabBGn&nMs, Mg3Mgs30s, Mgmadbsns s gaba.
M9b3MbE 6@ L 3mbmggm, sLsbgmadymmo god@mEMgdo dggobgdobsc 1-sb 5-3wg Lismoam, 36n3-
369mmdal DOEIEmbab dabgmzgnm (ab. Bob. 2). Mmamy sbamabo g30h39693L, Mgbdmbrogb@gda do-
mom dggabgdsb sdmgggb gabl, nbgmabG@mnd@m@msb, Mg3MgoEnsb s Mgmadbagnsb. Mai dggbgds
©qbG0bs(30580L aMLIgLobndbomdal s FoboamBmdsl, sgMgmgg Ladmadoymm gogdmb, Mgb3dmb-
©968 930, doMomsma, badymsmm Jggabgdgdlh sdmgggb. 88sLmeb, ©ob3gMmbamema sbammabo a30B39-
693L, ®m3 GmEab@qdob Bog®m gLEBNBs30930L 080xob 5d8sbg gogmgbsl sbwgbl Mgb3mbogbdms
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mgobal ymggmogon@o Jgdmbogsma (F=3.547, P=0.011) > gobsoemgds (F=2.198, P=0.014), bmem
sbo 30 by gogmgbsl o6 obrgbl (F=12.379, P=0.797).

65b5%n 2

Jofmggmo dm3bdomgdmgdol Jog® Gumob@mmo gbBnbsngdal ndogalb 3563LsdrmzEMgmn
god@mMgdal dgggabgdal Lobdocggda

La8mg bawim 55Mq8m

0MLdgLsbadbamda

il

dnboamdmda
0b@Mab@Mudgnms
Hg3Mgs(zne

AgmsdLazos

@sbn |

0 50 100 150 200 250 300 350
B dormneb Bsmamn mby i Bemamn mby baa‘gacgm oMby
B Esdarmn oMby m domnsb aedarmo emby

Bgdmor RsBmysmodgdmemo H1 — H7 303mmgbgdob mobed@io3gdmom asdmgonygbgo One Way
ANOVA F-Test. 30639 0ado @ogaemanbgm, o4 M8wgbse 8mddgmgdl bodmademmm astgdm, mom-
LAgLobndbamds, Bobomgmdmds, nbgMmbEENJGMMs, Mg3Mgs30s s Mgmadbszns JoMmggma 8ma3b3s-
93mgdab doge ©qbGbsz0930L 0dogol smddsdg. ob3gMbommds sbomab8s az0hggbs, MmA wabe-
bgmgdgemon 35R39693mgdal aogmygbs Jomggmn dmdbIstgdmadal dogH ©gbGnbs(zngdolb 0daxkab
03Dy b gdame 860336gmmmzgsbas (ab. (3bGoeo 1).

Gbmocemo 1

Joonggma ImIbIsgdmgdab dng gbEnbsngdab ndagalb s¢gdsbdg bLadmgdbsymm gsmgdmb,
06b3gbsbnd6smdal, Jnbsam3mdal, nbgMsbGMmydGnMab, Mg3695300b, AgmadLbszoabs s
g5bab g33mg6ab ab3gMboyma s63mada

53m300gdmo (3300000 @aLEB0bs(30950L ndngol s dds

3390658980l df bodgomm F p
%530 33o06580

LodmgDomFm go6gdm 32.243 4 7.312 5.232 .000
0063gbob0dbomds 27.278 5 6.315 4.237 .001
dobopamdmds 28.256 4 6.378 4.397 .001
06g@obEGNIET@S 18.179 4 5.231 3.789 002
93695300 33.167 7 7.235 5.679 001
Agmadbagns 39.278 6 8.298 5.372 .000
qgobn 29.589 4 5.599 4.193 .000
(300m30mgds 1592.915 1057 1.575

©0b3gMbommds sbomndds sbggg azohggbs, Hm3 ©gbENbszngdal ndoxol smdds 360d36gmmmgeb
Gl 635dmdL JoMmmggmo Gufab@gdol dyngzgmmdon 393590 (F=5.031, p=0. 001) (ab. (3bGamao
2).
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Gbmacemo 2

Jocmnggma §uMabEgdab dynzgmmdoo J3935dg @gbB0bs(30980b ndnxab s5¢gdab go3mgbabs

©ab33Mbogma s63mada

©38m30@gdgmo 3geroro: dgorzgrmdono J3939
3350608 gdal %000 df Lodmomm 33506580 F p
©2abBoba30gdab 18.892 4 4223 5.031 001
0dogol ogmdds
(300m3nmgds 823.677 815 1.039

306000056 bgdmo gobbomae yggmes dgdmbzgzeda LEGALEG Mo 3603369mmzebmdals mby

p<0. 005, Aggb 30y Rsdmysmadgdymn G339 303mmgds @G 3o (3ws.

@b 336980. 33mg30L dg0a900006 g58m3@nbomg, dgodmads go35390mmm ©IL3369d0, BMmg-

b0z Mol mmo ab@nbsngdol 0dagal dndotor Jodmggmo dmdbdstmgdmgdol sdmngdnmadsl
253mbo@osl.

o &MobE Mmoo gb@nbszngdal dgbsbgd 0bgm®m8amgdol doMomsw Bystime Jofomzggmo dmabds-
90930 068gMbgBL @ GNEabGmmo Losggb@mgdab Mg3m3gbos(309dL 800Rbgggb, Moy dom
o6hg3060L g0390985L Mo@zgomgdl. s3sbmsb, GmabEmmo dmaLabnMgdal dgbsbgd dynwgg-
mmdomon 306y39@0mgdal 3omgdabslb Jomzggma dm3bdsmgdmgdabomgal 860d36gmmm3s6
3608 9M0m393L oo s gobgmmo Mg3m3gbos(3ngda BaBmowmaqbl.

o &MabEma ©gbEabozngdal adngxal gs63LadmzMgmn god@mEgdowsb Jofmggmo dmabds-
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Summary

The article shows the role of destinations in the tourism business. Based on marketing research, the attitude of
Georgian tourists to separate factors of the destinations image was studied. Using analysis of variance were
obtained statistically significant values that reflect the influence of individual factors of destinations image
(travel environment, attractions, accessibility, infrastructure, recreation, recreations and price) on the
perception of the destination image by Georgian tourists. Here also given the influence of destination image on
the buying behavior of Georgian tourists.
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