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Introduction: Knowing what the loyalty of tourists in tourist destinations depends on and
how it is formed has become a principle for managers of companies and tourist
destinations. A tourist destination, like any organization, must identify, attract and retain
its target market. Creating any transformation and standardization of tourism services in
Zanjan city requires knowing tourism capacities, conducting comparative studies, knowing
the experiences of other successful countries in the world and localizing these experiences.
Zanjan city has not been able to attract tourists like many of them, despite having
significant tourist attractions in comparison with the cities of neighboring provinces.

Data and Method: The type of research is applied and descriptive-analytical in nature.
The statistical population of this research includes tourists with at least one night stay in
three and four star hotels in Zanjan city, and 281 tourists were investigated using Cochran's
formula. The method of collecting information is library and field.

Results: The results of the research show that in the final analysis of the factor analysis of
the image of the destination, it has the greatest to the least effect on the novelty of the trip,
the cost of the trip, the financial cost, and the number of trips, respectively, with the factor
load values of 0.481, 0.354, and 0.301. and has 0.247 on the loyalty of tourists.

Conclusion: Zanjan province is in its initial stages in terms of life cycle in the field of
tourism and the sensitivity of the issue is due to the fact that this percentage can act as
ambassadors who give information to others about this destination and a kind of free word-
of-mouth advertising. They will do for Zanjan and depending on the image of Zanjan
formed in their minds, these advertisements can be positive or negative.
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Introduction

The image of the destination is one of the factors affecting loyalty in tourism. If a positive image of
the destination is created in the tourist's mind, tourism and its business development will be successful.
Zanjan province, with its vast potentials and capacities for tourism, is still at the beginning of the
exploitation of this potential, and in terms of historical, natural and cultural attractions, Zanjan
province is ranked eighth in the country, and so far more than a thousand historical monuments have
been identified in this province. And nearly 220 works have been registered in the list of national
works. The location of this city on the transit route from the center to the west and northwest of the
country is a suitable platform for attracting tourists and visiting historical monuments. The importance
of the tourism development of Zanjan city in the current era is mostly dependent on its economic
cycle, which has a high capability in the field of local and international economic dynamics. Paying
attention to this category indicates the fact that this issue leads to a series of social, economic, cultural
and even environmental effects and changes in Zanjan city. therefore, the need to pay serious attention
to the category of tourism development in Zanjan city, as new phenomena in machine life The 21st
century is very felt and its importance is increasing day by day at the local, regional and national level.

Data and Method

The current research is applied in terms of type and descriptive-analytical in terms of nature. In order
to analyze the data and cluster tourists, PSO-KM combined algorithm and AMOS structural equations
have been used, for this purpose, the data of 3-star and 4-star hotels in Zanjan city during the period
from March 15, to March 25, 2023, which is more than one They have stayed the night. It has been
used. Also, to investigate the role of the image of the destination on the loyalty of tourists, 19
indicators have been used, these indicators have been evaluated in the 4 dimensions of travel novelty,
number of trips, length of communication with the customer and travel costs in the destination and in
the form of questions in the form of a Likert scale. . In order to evaluate and know the level of loyalty
of tourists, at first, the information of 617 tourists was collected by collecting and preparing the data
set from the hotel database. In the next step, using Cochran's formula, the number of samples required
to complete the questionnaire and tourist information was calculated for 281 tourists. In the next step,
data preparation and pre-processing was done. Then normalization and discretization of some features
was done because some features have specific measurement scales that are different from the
measurement scales of other variables. This issue can sometimes cause changes in the results of data
mining models.

Results

One of the relevant factors in the personal experience is the seriousness of the visit. According to field
studies, 38% of the visits made to Zanjan province were based on the recommendations of friends and
acquaintances. Also, 21% of the entries were due to holding exhibitions and tourism events. Therefore,
it can be concluded that holding exhibitions and events has an impact on the visit of tourists at the
destination.

Based on the value of tourists staying in hotels, they should make a lot of effort to maintain their
valuable customers (with the highest lifetime value) in the first category and give special importance
to tourists in this category. The second cluster tourists have the lowest lifetime value and the number
of include attention, so it is better to conduct a more detailed study of the reasons for the low values of
each of the LRFM indicators in these customers. In order to investigate the effect of the image of the
destination on the loyalty of tourists, the route analysis model was used using Amos Graphics
software.

The final analysis of the factor analysis shows that the image of the destination has the greatest to the
least effect on the novelty of the trip, the cost of the trip, the financial cost, and the number of trips,
respectively, with the factor load values of 0.481, 0.354, 0.301, and 247. 0 on the loyalty of tourists.
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Conclusion

According to field findings, 53% of the respondents have experienced the tourist destination of Zanjan
province in the previous two years and 27% have traveled to Zanjan in the previous three years. This
amount can be significant in the loyal tendency of tourists to repeat their trip to Zanjan province and it
is possible to plan more trips to the province according to it. The number of trips and the frequency of
tourists' trips indicate the life cycle of the destination, in other words, the stage of tourism
development of the destination. The higher the number of visitors to a destination, of course, for the
purpose of tourism, it can be concluded that this destination has been successful in attracting tourists.
The obtained information indicates that (21%) of the visitors and tourists who entered Zanjan province
for the first time chose Zanjan as their tourist destination. Also (37%) of the visitors for the second
time and in total 58% of the people have experienced a tourist trip to Zanjan province at least twice.
The result is that Zanjan province is in its initial stages in terms of life cycle in the field of tourism and
the sensitivity of the issue is due to the fact that this percentage can act as ambassadors who give
information to others about this destination and a kind of free word-of-mouth advertising. They will do
for Zanjan and depending on the image of Zanjan formed in their minds, these advertisements can be
positive or negative.
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