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Accepted: Context and Purpose: Destination marketing is one of many ways to inform tourists about a
December 5, 2022 destination. By creating a positive image in the minds of tourists, destination marketing provides
Available online: the basis for loyalty and, ultimately, the promotion of the destination's competitiveness. In this,
February 5, 2023 the emotional and attitudinal connection between the tourist and the destination plays a key role.
This research examines the relationship between the image of the destination and the tourist's
relationship with the destination and loyalty. For this purpose, the tourist's relationship with the
destination has been considered with three dimensions of trust, dependence, and satisfaction.
Design/methodology/approach: This research is applied in terms of its objective and descriptive
in terms of the data collection method. The data collection method was the library research and
field study with the help of a questionnaire tool. The data was obtained from 212 tourists of
Golestan province, and the structural equation method was utilized in the data analysis using
SPSS and LISREL 8.8 software.

Findings The results of the analysis of the hypothesis show that the image of the destination is
positively related to tourist satisfaction. The image of the destination is an essential factor in
tourist satisfaction in a way that if tourists have a higher mental image of the destination, they
will be more satisfied with that place. Destination image also has a positive effect on tourist loyalty
through satisfaction. Finally, it can be said that satisfaction and destination image are both
variables that can lead to behavioral intentions.

Conclusion: According to the statistical analysis, the obtained result shows a positive and
significant relationship between the image of the destination and trust, but trust does not affect
loyalty. Also, the findings show that the image of the destination is positively related to
dependence on the destination, and there is a significant relationship between dependence on
the destination and loyalty. Finally, the results of the hypothesis analysis show that both
destination image and tourist loyalty are recognized as critical elements in achieving
competitiveness for tourism destinations. Also, the image of the destination affects attitudinal
Keywords: and behavioral loyalty. In other words, the more positive the tourists' cognitive, emotional, and
Destination Image, general characteristics of the destination, the higher their loyalty to the destination will be at
Trust, Dependence, both attitudinal and behavioral levels.

Satisfaction, Loyalty Originality /value: This study confirms that attachment to a tourist destination results from the
tourist's cognitive perception and emotional evaluation of the destination.
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Extended Abstract

1. Introduction

The tourism industry has grown more and
more in the past few decades. It has
become a dominant industry at the global
level, which significantly affects the
economy of a country. Strengthening the
tourism industry at the global level creates
a general understanding of the importance
of awareness of the interests, attitudes,
and preferences of travelers. In the highly
competitive tourism market, it is very
important to adopt destination strategies
and marketing plans to convey a positive
message that motivates tourists to visit a
particular destination and the likelihood of
becoming loyal visitors. In tourism
marketing literature, there is wide
agreement that destination image can
significantly affect the success or failure of
tourism destinations. Destination
marketing is not only a way to inform
tourists about the destination, but by
creating a positive image in the minds of
tourists, it provides grounds for loyalty
and ultimately improves the destination's
competitiveness. The emotional and
attitudinal connection between the tourist
and the destination plays a key role. This
research examines the relationship
between the image of the destination and
the tourist's relationship with the
destination and loyalty. For this purpose,
the tourist's relationship with the
destination has been considered with
three dimensions of trust, dependence,
and satisfaction.

2. Research Methodology

According to the mentioned purpose, the
present study is considered applied
research, and in terms of data collection, it
is descriptive. The instrument used in the

current research is a questionnaire with
six sections and 38 items distributed on a
5-point Likert scale. After translation, the
questionnaire items were given to
professors and experts and revised
according to their opinions to ensure
validity based on this approach. In order to
measure the validity and reliability of the
questionnaire, first, the initial
questionnaire was distributed among 30
members of the sample. After initial data
collection, Cronbach's alpha was obtained
using SPSS statistical software, whose
value was 0.941, which is at a favorable
level. A number of 212 tourists who visited
the coastal areas of Bandar Turkman City
and Ashooradeh Island during one month,
August 2015 and March 2016, were
selected through the available non-
random sampling method as the statistical
population of this research and were asked
to answer the questionnaires. Descriptive
and inferential statistical methods were
exploited to analyze the data in this
research. In order to check the normality
of the data, the Kolmogorov-Smirnov test
was exerted in SPSS software. And then, in
the analytical statistics of this research, in
order to check the construct validity of the
questionnaire, confirmatory  factor
analysis techniques and path analysis with
LISREL software (LISRELS8.8) were used.

3. Research Findings

The hypothesis analysis results show a
strong  relationship  between  the
competitiveness of the destination image
and the future behavior of tourists. The
image of the destination affects the choice
of the destination and the behavior of
tourists. Both destination image and
tourist loyalty are recognized as critical
elements in achieving competitiveness for
tourism destinations. Also, the image of
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the destination affects attitudinal and
behavioral loyalty. In other words, the
more tourists evaluate the destination's
cognitive, emotional, and general
characteristics, the higher their loyalty will
be at both attitudinal and behavioral levels.
In addition, the results showed that the
image of the destination is positively
related to tourist satisfaction. The image
of the destination is an essential factor in
tourist satisfaction in a way that if tourists
have a higher mental image of the
destination, they will be more satisfied
with that place. Destination image also has
a positive effect on tourist loyalty through
satisfaction. Finally, satisfaction and
destination image are both variables that
can lead to behavioral intentions.
According to the statistical analysis, the
obtained result shows a positive and
significant relationship between
destination image and trust, but trust does
not affect loyalty. Also, the results show
that the image of the destination is
positively related to dependence on the
destination, and there is a significant
relationship between dependence on the
destination and loyalty.  Tourists'
attachment to the destination is a
constructive relationship variable
mediating effects on the relationship
between destination image and tourists'
loyalty behavior. This study also confirms
that attachment to a tourist destination
results from the tourist's cognitive
perception and emotional evaluation of
the destination. In addition, the findings
proved the claim that both satisfaction and
dependence variables are two widely used
constructs concerning destination image,
and their influence in predicting loyalty
was also confirmed.

4. Conclusion

Cognition and affect appear as
fundamental pillars capable of supporting
place attachment. Also, it is believed that
tourists' cognitive understanding of a
destination  consists of  objective
knowledge of the services provided in the
two areas of Bandar Turkmen and
Ashooradeh Island, such as facilities
(hotels, restaurants, etc.), environment
(public order, means of transportation,
road signs, etc.) and events, historical and
cultural attractions, and local customs.
Therefore, the factors that play a role in
promoting a tourist destination should be
coordinated to create the comfort and
convenience of facilities, safety and
uniqueness, and various events and
attractions. Thus, the existence of various
natural and human attractions, when
mixed with proper management, can
guarantee the visit of tourists and their
loyalty to the destination. Understanding
the process and outcomes of the tourist-
destination relationship is an important
starting point for developing and
implementing  successful =~ marketing
campaigns to attract tourists, which can
be used to create a strong emotional bond
between tourists and destinations.
According to the research results, tourism
managers should pay more attention to
raising the image of the tourism
destination when determining and
compiling long-term strategies. Also, the
tourism managers of these areas should
consider the travelers' expectations from
the trip so that they can move forward
according to the changes in the tourism
sectors, the competition between the
destinations, and the changes in the
tourists'  expectations. The strong
relationship between customer
satisfaction and loyalty has made
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maximizing visitor satisfaction one of the
primary goals of destination managers.
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