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Present investigation aims at defining the notion tourism destination in English advertising 
tourism discourse. The end-goal of our paper is to pinpoint the difference between notions tourism 
destination and tourist destination as they are used interchangeably in English advertising tourism 
discourse and to outline their main differences.  
At the first stage of our analysis, we try to analyze the definitions of notion destination in general English 
as a main concept of tourism discourse, according to the definition of the World Tourism Organization. 
The next stage involves the study of definitions of notion destination in linguistic works. We outline three 
main directions in defining destination: (1) geographical location, (2) cognitive image, (3) affective image. 
Having analyzed the definitions of destination, we define it as a place with multilevel service organization 
aimed at satisfying all the needs of a potential tourist. 

The aim of the third stage is to analyse the definitions of tourist destination. It is seen as 
geographical location that attracts tourists and has a set of “necessary components” such as attractions, 
apartments and transport connections. Moreover, all these components should be interconnected to satisfy 
the needs and wants of a potential tourist.  
The fourth stage involves the study of the definitions of notion tourism destination. The definition of 
tourism destination splits into three categories: (1) geographical location, (2) social phenomenon, 
(3) dynamic system.
We understand tourism destination as amalgam with four main components: (1) tourism firms/agencies,
(2) advertisement as marketing tool to promote the destination, (3) addresser’s and addressee’s intentions,
(4) local tourist attractions.
Key words: advertising tourism discourse, tourism destination, geographical location, attractors,
components.
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Denoting a place that people will make a special trip to visit Oxford Paperback Thesaurus  
The place set for the end of a journey, or to which something is sent; place or point aimed at Webster’s 
Universal Dictionary and Thesaurus  
The place to which one is going or directed American Heritage Dictionary  
1. A place to which one is journeying or to which something is sent.  
2. A place worthy of travel or an extended visit Merriam-Webster Dictionary  
A place to which someone or something is going or being sent Oxford Advanced American Dictionary  
The place where someone or something is going Cambridge Advanced Learner's Dictionary 
The place where someone or something is going Macmillan English Dictionary for Advanced 
Learners 
1. The predetermined end of a journey or voyage.  
2. The destination of someone or something is the place to which they are going or being sent
 Collins Dictionary 
The place that someone or something is going to Longman Dictionary of Contemporary English 
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