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destination quality, tourism, | Context and Purpose: To ensure the satisfaction of the tourists and their subsequent behavior,
Soltanieh city it is necessary to present the destination image after the visit as an accelerator for the marketing

of the destination. The city of Soltanieh, from the point of view of tourism, has suitable
historical, natural, and cultural potentials, which have not been paid attention to in order to
identify their potential, as well as in attracting foreign and Iranian tourists.

Received: Design/methodology/approach: The purpose of this research is to investigate the destination
December 21, 2023 image of tourists from Soltanieh Dome, to find the relationship between marketing and the
Received in revised: destination image of tourists entering Soltanieh Dome, and to provide suggestions to improve
January 4, 2024 the destination image of tourists entering Soltanieh Dome. The statistical population of the

current research is the tourists visiting the Soltanieh Dome. Due to the unknown number of

Accepted: tourists, Cochran's infinite formula was used to determine the number of samples, which was
Jam%ary 19, 2924 determined as 384 people. The simple random method was also used to complete the
Available online: questionnaire. The method of collecting information was in the form of library and field
February 20, 2024 (questionnaire), and descriptive and inferential statistics (sample t-tech test, Friedman test, and

structural equations) were used for data analysis.

Findings: The results of the sample t-tech test show that a sample t-tech test was used to
analyze the desirability of the image dimensions of the destination. Based on this, the analysis
of the numerical average shows that the highest numerical average is related to the dimension
of attraction with a score of 3.27 and the lowest is related to the dimension of service with a
score of 2.43. The continuation of the analysis of the results of the t-test shows that based on
the t-statistic of the test item and the numerical desirability, which is equal to 3, all dimensions
of the destination image except for the dimension of attraction and negative environment are
evaluated.

Conclusion: The most effective marketing dimensions are related to advertising and evidence
dimensions with regression effect values of 0.628 and 0.610.

Originality/value: Understanding the role of tourism marketing in improving the destinations
image of tourist is the innovation of this research.
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1. Introduction

A person's mental images include his
entire experience, and from the point of
view of destination marketing, it is
important to know in what process the
destination image is formed and what
factors are effective in its formation.
Despite the importance of this concept in
the development of the tourism industry
and the formation of rich literature in the
world, this issue has not been considered
in the tourism studies of Iran and Boise in
relation to the case study of the current
research (Zanjan city), despite having a lot
of tourism potential, and the gap and lack
of studies and the need to pay more
attention to this issue can be felt. The
tourism potential of Soltanieh Dome with
its ancient history shows that this city
welcomes tourists on different days of the
year; therefore, the tourism industry and
its prosperity in the province and city of
Zanjan can directly lead to growth and
provide the economic development of the
city. It also provides a suitable
opportunity for investment and economic
development so that it can be used by
residents and tourists at the same time by
providing suitable facilities. Therefore, to
investigate the effective marketing
components in the destination image of
tourists of Zanjan cCity, this research
used appropriate policies to attract
tourists and ensure the development of
this industry in the future. The
importance of doing this research is due
to the fact that the tourism industry and
its prosperity are developed by using
effective marketing strategies that are
used for the development of tourism
destinations in different sectors, so the
marketing components affecting the
image of the tourist destination about the

city of Zanjan must be investigated and
researched. According to the statement
of the problem, the research questions
are summarized and presented as follows:
What is the level of knowledge of
Soltanieh Dome tourists about the
destination? What is the relationship
between marketing and the destination
image of tourists entering Soltanieh
Dome?

2. Research Methodology

The current research is applied and
descriptive-analytical in terms of method
and nature. In this study, questionnaire
(spectral and closed) and observation
(public and individual) tools were used.
The questionnaire consisted of three
parts; the first part examined the
individual ~ characteristics  of  the
respondents, the second part presented
the tourism marketing questions, and the
third part presented the questions related
to the image indicators of the destination.
The research consisted of dependent and
independent variables; the independent
variable included the marketing variable
and the dependent variable included the
image of the destination. To investigate
the role of socio-economic currents on
the investigated variables, indices were
compiled.

3. Research Findings

Checking the destination image and
marketing indicators, the following
results were revealed; descriptive findings
related to the age of the respondents
show that 47% of the respondents are in
the age group of 20-30 years, 42% in the
age group of 31-40, 8% in the age group
of 41-50 years, and 1% in the age group of
more than 51 years. Moreover, descriptive
findings related to the respondents'
marital status show that 43.5% of the
respondents are single and 56.5% are

Manijeh Ahmadi, Mahdi Cheraghi, Roya Mohammadi. Marketing Components Affecting the Tourist Destination Image (Case
Study: Tourists of Soltanieh Dome, Zanjan Province)



<

UNIVERSITY OF
MAZANDARAN

—— . TheJournal of Tourism and Hospitality Marketing Research @

married. Additionally, descriptive findings
show that 65.3% of respondents are male
and 329% are female; 7.8% of
respondents have less than a diploma,
15.6% have a diploma, 46.4% have a
bachelor's degree, and 294% are
postgraduates. To analyze the desirability
of marketing dimensions, a sample t-tech
test was used. Based on this, the analysis
of the numerical average shows that the
highest numerical average is related to
the dimensions of evidence with a score
of 2.65, and the lowest is related to the
dimension of planning with a score of
2.27.

4. Conclusion

The discussion of tourism and tourism
marketing is generally related to creating
a pleasant experience for the customer
from the destination, and creating this
experience is the responsibility of tourism
marketing. The continuation of the
analysis of the results of the t-test shows
that based on the t-statistic of the test
item and the numerical desirability, which
is equal to 3, all dimensions of the
destination image except for the
dimension of attraction and negative
environment are evaluated and as a
result, the null hypothesis of the test is
rejected. Therefore, it can be said that the
status of marketing dimensions is not at
the level of desirability. To understand
the effects of marketing on the
destination = image, the  structural
equations of Amos were used. First, to fit
the normality test of the data, it was
found that according to the skewness
ratio to the standard error of 0.447 and
the kurtosis ratio of 1471, the data is

normal and suitable for the analysis of
structural equations. With the presented
model, the set of final factors and the
fitted final model of the structural
equations are presented. Based on all the
calculations and estimates in the SEM
approach, it goes back to the matrix of
variances and covariance of the observed
variables and their decomposition.
Therefore, using the factors, it is possible
to reproduce the observed variance and
covariance  matrix. = Variance  and
covariance show the paths of the
research model. All regression weights
are greater than zero and at a confidence
level of 90% or more. This indicates the
existence of a significant relationship
between the  observed  variables.
Accordingly, the most effective marketing
dimensions are related to advertising and
evidence dimensions with regression
effect values of 0.628 and 0.610. As a
result, the null hypothesis of this test is
confirmed.
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