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Abstract

The purpose of this study is to examine the destination image on the intention of
tourists to visit again with the role of marketing mediator. The research method is
descriptive and correlational and the statistical population of this research includes
visitors to the historical monument of Nasir Al-Molk Mosque in Shiraz. Based on
Morgan table, 384 people were selected as the sample and non-random sampling
method is available. Measurement tools in this study were standard questionnaires for
measuring the destination image of Emami et al. (2014), intention to revisit light
tourists and colleagues (2014) and Abbasi relational marketing (2003). The validity of
the questionnaires was confirmed through content and its reliability was confirmed
using Cronbach's alpha. Data analysis using Likert spectrum (five parts) and Smart
Pls2 software. Data analysis indicates a positive and significant effect of the
destination image on the intention of tourists to visit again through relationship
marketing.

Keywords
Destination Image, Tourist Revisit Intention, Relationship Marketing.
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