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Figure 4 : Mevlana Museum
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Conclusion and Implications

The importance of the tourist destination’s image is
universally acknowledged, since it affects the
individual’s subjective perception and consequent
behaviour and destination choice. Previous studies
show that destination images effect the quality of trip,
tourists future behaviour and purchasing process, their
individual perceptions, their destination choices, their
satisfaction regarding the destination and recommend
intentions (Baloglu and McCleary, 1999; Beerli and
Martin, 2004; Ibrahim and Gill, 2005; Chen and Uysal,
2002; Vela, 2009; Koroglu and Guzel, 2013).
Therefore, positively perceived destination images are
critically important.

Consumers' perceptions of Konya Museum as the
centre of religious tourism were affected by cognitive
and affective components. Additionally, it was found
in the research that cognitive and affective components
effect constitution of destination image, but cognitive

components are more effective for the constitution of
destination image.

Consideration of participants’ information sources
related to Konya is presented in Table 2. It was
revealed that participants obtained information about
Konya and Mawlana mostly via the internet and social
networks (57.3%). Also among information sources,
the significance of friend and relative circles is
observed (36.9%). Other sources of information are:
Travel agencies (3.3%), tourist guidebooks (2.1%) and
Mass media (0,4%). It has been determined that the
majority of the participants use the internet and social
networks for the information sources. For this reasons
especially, for the viral marketing and advertisement of
the Konya (Mawlana) the usage of the internet and
social networks are very important.

Participants' motivation to travel for religious purposes
is ‘to provide mental and spiritual relaxation’ (37.3%)
and of ‘to get away from stress and earthly
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Figure 4 : Interior of Mevlana Museum

Source: https://commons.wikimedia.org/wiki/File:Rumi_museum.jpg

burdens’ (29.5%). However, ‘to discover new cultures
and different religions’ (25.7%); ‘to rest and
relax’ (4.6%) and ‘to feel the spiritual atmosphere of
different religions’ (2.9%) are all important travel
motivations for participants. For these reasons, it
should be emphasized that Konya is an ideal
destination that should be visited for exploring new
cultures and different religions, provide mental and
spiritual relaxation, get away from stress and find
comfortable tourism services.

Cognitive components have important effects on the
formation of the destination image. The cognitive and
the affective components both have effects on the
holistic destination image. These findings support the
research of Baloglu and Brinberg (1997), Baloglu and
McCleary (1999), Baloglu and Mangaloglu (2001),
Martin and del Bosque (2008), Vela (2009), Koroglu
and Guzel (2013).

Destination managers who would like Konya to be a
pioneer with its spiritual appeal and to develop the
image of religious tourism destination, should analyse
the destination formation process carefully. Destination
marketers should pay more attention to the motivations

to visit Konya. The results reveal that some motives
have more impact on the image of the destination than
others.

Due to the impact of tourist information sources on
sensory evaluations, destination managers in Konya
should consider foregrounding moral values in their
promotional activities in multiple information sources.
Social media channels, with this direction, should be
used collaboratively with visual content in an active
way. For example, current photos and videos of
destinations should be included on social networking
platforms such as Facebook. In this way electronic
media should be used to leverage he word-of-mouth
communication. This may result in the creation of an
impressive destination experience; blending it with
spiritual values will emphasise one of the key elements
that attract the tourists who have never visited the
destination.

Destination managers should create data banks that
could be instantly accessible in multiple languages
both for domestic and foreign Tourists. In destinations
which are known as religious centres and have spiritual
values like Konya, this would assist in eliminating the
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cognitive and affective deficiencies of tourists, thus, it
could contribute to the image of the destination.

In this research, a limited sample was utilised due to
time and cost limitations. Therefore, this exercise must
be considered as a preliminary study. In the future,
expansion of this kind of work should be considered, to
achieve a bigger sample, reaching more tourists and
testing of alternative research models.
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