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This research is of an applied descriptive-analytical type. Data collection was based on documentary and
survey techniques. The statistical population of the research included active individuals in the field of ru-
ral tourism and local officials. As many as 223 people who were the most active in the local tourism were
selected. This selection was in terms of their access and participation in the field. Also, 10 officials were
selected. In the first step, an ISM software program was designed for the primary design and data analy-
sis. In the second step, the LISREL structural equation modeling software was used to test the primary
model. Finally, to design a futuristic scenario for marketing elements, the Mic-Mac software was used.
The results indicated that, from the standpoint of the local authorities, the elements of "promoting and
¢ planning" have the most direct impact on the success of rural tourism marketing. However, the element

Key words: of "planning" has the most dependency on the other elements of the study.
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Extended Abstract should be made to attract tourists and better introduce the
facilities and conditions to the tourism markets. Tourism
1. Introduction planners need to have a better understanding of marketing
strategies for tourist destinations and seek more effective
he importance of tourism and its role marketing strategies.
in economic, social and cultural devel-
opment has led many local, regional and Rural areas in the county of Babol, endowed with natu-
national planners to plan and expand it ral tourist attractions as well as cultural and historical
in the world. In order to succeed in this abundance, have a desirable capacity to attract domestic
context and to create appropriate conditions for plans and foreign tourists. However, according to the statistics,
P S PP PRI -

* Corresponding Author:

Ali Gholami, PhD Student

Address: Geography College, Tehran University, Azin alley, Vesal Shirazi st, Enghelab ave. Tehran, Iran.
Tel: +98 (919) 4386512

E-mail: gholami@ut. ac.ir



https://jrur.ut.ac.ir/article_67939.html
https://jrur.ut.ac.ir/article_67939.html
https://jrur.ut.ac.ir/article_67939.html
https://jrur.ut.ac.ir/article_67939.html
www.SID.ir

Autumn 2018. Vol 9. Num 3

this capacity has not been used properly so far, nor has
enough attention been paid to the importance of market-
ing. Indeed, improper execution plans would not move
rural tourism to development. This is why the major
tourist attractions in the county of Babol have remained
unknown. An important issue in tourism marketing is 7P
Marketing mix model. It is one of the concepts that can be
of use for planning to achieve a desirable state of tourism
in the region. On this basis, the research seeks to achieve
the following purposes:

- Check the status quo components of the marketing mix
of rural tourism in the county of Babol

- Identify and prioritize the components of the market-
ing mix impact on rural tourism in the county of Babol

- Provide a strategic model for the development of rural
tourism marketing in the county of Babol

2. Methodology

From the viewpoint of its objective, this study is an ap-
plied one, and, in terms of its method, it is analytic. The
method of data collection was attributive and survey. The
statistical population of this research included 223 active
individuals in the field of rural tourism and 10 local of-
ficials who all completed a questionnaire. In the first step,
the local authorities were asked for their opinions, and a
primary model was designed by using the ISM software
to evaluate the relationships among the elements of the
marketing mix of rural tourism. In the second step, to the
test the primary model, the comments of the rural tourism
activists and the LISREL software was used. In the third
step, an attempt was made to determine a scenario for the
future of the marketing elements by means of the MicMac
software.

3. Results

The results of the first step showed that, among the sev-
en elements detected for the marketing mix of rural tour-
ism (i.e. product, price, promotion, distribution, physical
evidence, planning and people), the two elements of plan-
ning and people concern local authorities and are the most
fundamental. Also, the elements of distribution, product,
promotion and physical evidence were found effective.
As for price, it was effective too but as an intermediary
element. The results of the second step showed that both
groups of the participants considered planning" as the
most influential element in the marketing of rural tourism.
Next to that, there was the element of distribution. Un-
like the officials, the local activists believed that people do
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not have a significant effect on the other elements. They
also believed that distribution, on the second level of the
model, serves as the most fundamental element of media-
tion, and the elements of product, promotion and physical
evidence are of direct effect while price is of indirect ef-
fect. Meanwhile, according to the local activists, in terms
of the significance of their impacts, product and physical
evidence are opposite of price The results of the last step
showed that, from the perspective of the local authorities,
promoting and planning have the greatest direct impact
on the success of rural tourism marketing. The other ele-
ments of the study take impressions from these two ele-
ments but more from planning.

4. Discussion

To identify the mixing elements of marketing which are
of effect on the success of rural tourism marketing, one
should look at the design of the future scenario. As the
results show, from the perspective of the local authorities,
promoting and planning elements have the most direct
impact on the success of rural tourism marketing. They
also have the greatest impact on the other elements of the
study. This is due to the dynamic nature of environment
planning in the future and the need for a dynamic atti-
tude with regard to the changing conditions. The second
element that accepts the most impact from the other ele-

ments is the product element (Fig.1).
5. Conclusion

Based on the results, the rural tourism development ini-
tiative in the study area is in the hands of the government.
Therefore, to improve the status of rural tourism in the
area, it is necessary to enact laws, policies and networks.
Also, strengthening the skills and culture of the local com-
munity through education will help to identify the oppor-
tunities of tourism and the market and, thereby, provide
the ground for the activity of new actors in the market.
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(Fig .1):Futuristic Model of Rural Tourism Marketing Elements (Research results)
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