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 The aim of the present study was to assess the current and desired tourist district of the 
city Savojbolagh Baraghan is using the marketing mix. The marketing mix consists of 

seven components of the study sites, planning and management, and evidence of 

physical facilities, advertising, public and staff, price and product. Study is descriptive - 
analytical comparison is based on data collected through surveys and questionnaires 

have been developed. Population, cultural heritage and tourism organization of the 

mayor and city council of experts who were involved in this, as all of the (N =50) were 
tested. Spss software for data processing and comparison tests, chi-square, Wilcoxon 

and Friedman ranking was done. The results indicate the high importance of planning 

and management, production, advertising and influence of the subjects in this district is 
rural tourism development. Finally, it was found that the composition of a mixture 

composed of seven components, with a confidence level of 99%, has the potential to 

prime, well reflect the present situation of tourism marketing in the area of tourism and 
improve the level of Rural Development rural the ideal situation is to, reach the village. 
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INTRODUCTION 

 

Countries and societies are increasingly coming to realize that they need innovations and new ways to 

improve their economical state [16]. Tourism acts as an effective catalyst for reconstruction and development of 

rural areas, in such a way that people all around Europe turned to tourism to remove the social and economical 

challenges of the rural areas where traditional agriculture works no more for them [24]. One of the most 

important components of this industry is rural tourism which is one of the most popular forms of tourism in the 

world and it is considered to be a major force in economical improvement and development of the rural areas. 

Developing rural tourism can be considered a safe and creative solution for rural maintenance, because it 

introduces new potentials for business and influences the promotion of fundamental infrastructures in the 

village. Development is nothing but improving the potentials and this very point is considered to be the most 

important factor available against tourism with rural development [2]. According to a prediction by touring 

organization, some 1 billion and 160 million people will turn to tourism in 2020 and the annual income resulting 

from this phenomenon will reach 1 and half trillion dollars [27,10]. Tourism as an activity which has 

represented her capability of influencing equal and wise development in the whole world has attracted the 

attention of many policy makers and planners of political and executive systems in all the countries of the world 

[7]. Iran is among the first ten countries of the world in terms of tourist attractions. It is also among the first five 

countries in terms of tourism diversity [28]. Hereby, tourism marketing gains great importance so that countries 

may benefit from their capabilities in tourism development in the best way. One of the factors which can 

significantly improve tourism marketing is the correct application of tools which influence marketing [22]. The 

7P marketing mix is one of the significant factors in tourism marketing and it is one of the factors which can be 

utilized in determining the current mode and status and planning to get desirable tourism condition in an area. It 

also provides new insights for tourism researchers and planners. By combining 7 components (location, 

advertisement, evidences and physical facilities, management and planning, employees and people, product, 

price) into mix marketing comprehensive model (7P), this model tries study the current status of geographical 

marketing mix components of Baraghan vill and then determine the prioritization of these components for 
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geographical progress of tourism in the area studied. Considering the above goals, we seek to answer the 

following questions: 

What is the current status of geographical marketing mix components of Braghan? 

What is the prioritization of marketing mix components in geographical development of tourism in 

Baraghan? 

 

Theoretical bases: 

Tourism as a dynamic and developing phenomenon is growing more quickly than other economical sections 

in many countries, and it has introduced herself as a pioneers and stable industry by creating new employment 

opportunities [29]. This activity has contributed to expansion and distribution of a large portion of great and 

diverse service sources for workforce [6]. In future, tourism is expected to create 234 million direct or indirect 

jobs (8.7% of the whole jobs in the world) One of the components in the framework of tourism development is 

marketing. Considering the tight competition between tourism destinations, marketing gains significant 

importance [20]. Precisely speaking, marketing is more of an art than a science [11]. Generally, marketing is 

defined as a responsible process of identifying, predicting, and fulfilling the demands of the customers in a 

profitable way which practically considers the tendencies and desires of customers [5]. The marketing process is 

show in figure 1. 

 
 

Fig. 1: Source marketing process [24,20] 

 

Borden claims to be the first person who ever used the term “Marketing Mix Factors”. He believes that this 

phenomenon only consists of important components that form a marketing plan [4].  Mc Carthy has made this 

definition more subtle and defines marketing mix as a mixture of all factors in the command hierarchy of 

marketing managers in order to fulfill target market’s demands [26]. Thus, the foundation of marketing mix is 

the idea of a set of controllable variables in the service of marketing management which can be utilized to 

influence consumers [23]. Lack of accord in research literature is mostly on such variables or the controllable 

tools that influence the process of exploiting marketing mix. Generally, the main strategy that a company adopts 

depends on combination of various marketing elements. These elements include: 

1- Products or services provided 

2- Availability of products or services provided 

3- Promotion or communication with potential customers through various promotion techniques 

4- The price demanded for services or products (Jalilvand, 2009: 40. 

Concerning the tourism marketing mix, Bohalis has discussed the life cycle of tourism in tourist areas in his 

strategy. The notable point in his strategy is the correct and accurate planning by the policy makers and activists 

of various tourism areas which incorporates an appropriate combination of tourism marketing mix components 
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that have positive consequences for tourist destinations and promote the status of tourism [9]. As a matter of 

fact, tourism marketing mix forms the vital foundation of tourism marketing system as it is a combination of 

components required for complete planning and execution of marketing operations [12]. 2 famous writers 

named Middleton and Morison have increased the number of P’s or tourism marketing mix components to seven 

or eight [21]. So far, tourism researchers and scholars have presented various combinations of tourism 

marketing mix components. Table 1 shows the combination of traditional 4P marketing mix components, 

Middleton, Morison, and, also, the mix combination of the present research for tourism Geography of Baraghan 

village.  

 
Table 1: marketing mix components from the view of various writers 

Mix type The components combined in marketing mix 

Borden mix 4P Product, price, promotion, distribution 

Middleton Product, price, promotion, distribution, people, physical evidence, process 

Morison Product, price, promotion, distribution, people, packing, planning, participation 

Authors 7P 
Site, planning and management, evidences and physical equipment, advertising, people and employees, 
price, product 

 

Paying attention to various levels of comprehensive development (i.e. zone development) is one of the 

preconditions of successful national development. In addition to possessing tourism conditions and tourist 

destinations, we must look for ways to attract tourists and introduce our condition and facilities in a better way 

to tourism markets in order to be successful [17]. One of the sources of sustainable tourism growth and 

development is the accurate identification of current status through tourism marketing. Given the importance of 

marketing in development of tourism, the present research attempts to prepare a marketing mix based on tourism 

geographical characteristics (location, planning, local people, facilities and attractions, view, access, distance, 

arrangement and furniture within the attraction, etc) to appropriately identify the current condition and makes 

correct planning for attracting rural tourists possible. For this purpose, the components that constitute rural 

tourism marketing mix include seven factors location, planning and management, evidence and physical 

facilities, advertising, people and employees, price and product.  

 

 
 

Fig. 2: marketing mix comprehensive model in rural tourism (7P) and components status in them 

            (source: authors) 

 

Given the importance of marketing in rural tourism development, authors have prepared a marketing mix 

based on rural tourism marketing issues and tourism geographical features (location, planning, local people, 

facilities and attractions, landscape, access, distance, arrangement and furniture within the attraction, etc.) for 

the first time so that they can identify the current condition very well and make correct planning for reaching the 

desirable condition and attracting rural tourists possible.   

 



1813                                                              Majid Rahmani Seryasat et al, 2014 

Advances in Environmental Biology, 8(6) Special 2014, Pages: 1810-1819 

Research Background: 

Given the importance of marketing in tourism development, we will refer to some of the researches 

conducted by the Iranian and Foreign researches on the factors that influence this issue in table 2. 

 
Table 2: the results of the researches conducted on marketing mix in tourism 

Number Researcher Title Research results 

1 
Barghi, Kazemi 
and Souri 

Modeling the tourism 
marketing 

Presenting the model of marketing mix society in the field of rural 

tourism management and marketing so that it may cover all aspects of 
rural tourism marketing and attract more customers and help improve the 

current status of tourism in the area. 

2 
Omid Bid Dokhti 

et al 

Stratigical analysis of 
marketing mix in 

promoting tourism status 

(Semnan Povince) 

Semnan province is a poor province in terms of tourism ranking and all 

the factors utilized in marketing mix influence the promotion and status 
of this industry. 

3 

Tosam and 

Jenkins 10 (1996), 
Zahedi (1998) 

Tourism planning in 

macro level 

By adopting policies of distributing tourism facilities all around the 
country, we can prevent uncontrolled congestion and attraction to certain 

tourist areas. This is not possible through centralized planning in a 

national scale, hence it is better to use non-centralized systems.  

4 Gilmore 11 (2002) 
Increasing tourist 

attraction 

Protection, preserving, rebuilding and paying more attention to tourist 

attractions, emphasis on using traditional architecture in building tourist 

sites and creating appropriate infrastructures can help increase tourists 

and improve tourism.  

5 

Mehrani (1995) 

and Rah Chamani 
(2004) 

Tourism marketing 

management 

By accurate planning and execution of marketing management, one can 

significantly increase tourism currency revenues, create diversity in 

foreign revenues and save country from the vulnerabilities oil price 
fluctuations. Paying attention to marketing view can be a good solution 

to attract more customers.  

6 
Pourkhalili and 

Ostadi (2007) 

Market mix factors in 
tourism industry (Isfahan 

province) 

Services and products offered by organizations associated with tourism 
don’t match the demands of tourists. Other factors such as pricing, 

incentive activities, planning, distribution channels, participatory 

marketing, education level and awareness for creating positive desire in 
employees and people about tourists is not appropriate in Isfahan 

province.  

7 

Zahrar (2009), 

Naseri (1375) and 
Malek Akhlagh 

(2004) 

Impediments and policy 

making in tourism 

marketing 

There is a meaningful relationship between aspects of policy making and 
marketing. Furthermore, the most important problems and impediments 

of tourism industry in Iran are institutional and organizational 

impediments, parallel organizations, and lack of harmony between 
organizations responsible for tourism.  

Source: Authors 
 

Research methodology: 

From a quantitative point of view, the present research has a descriptive-analytical approach and it is a 

comparison conducted through surveys. In the course of field survey, a questionnaire prepared by the author 

containing 49 questions was utilized. The questionnaire consisted of two types of questions: first category, 

descriptive questions including age, gender, field and educational degree, job background (8 questions on the 

whole); and second category, questions concerning the marketing mix heptathlon components (6 questions 

about location, 6 questions concerning planning and management, 5 questions concerning evidences and 

physical facilities, 7 questions concerning advertisement, 6 questions concerning people and employees, 4 

questions concerning price, and 7 questions concerning products). It is necessary to mention that choosing the 

number of questions for each indicator depends on their importance and intervention in rural tourism planning 

of Savejbolagh town. The validity of the questionnaire was mostly formal which was confirmed and validated 

after several reviews by professors and experts, and a Cronbach’s alpha of 0.76 was used to determine the final 

level which is considered to be a satisfactory level human science and survey researches. The statistical society 

of this research included employees of cultural heritage-tourism organizations of Savejbolagh town and the 

municipality of Koohsar and other authorities active in this vill such as unions active in the field of tourism. The 

sample society consisted of 50 people. The questionnaires were filled by visiting these organizations through 

convenient random sampling method. To analyze data, Spss software and descriptive statistical tests (frequency 

and percentage), Chi-square for comparing the 2 available and desirable conditions between 7P model indexes, 

Wilcoxon (calculating Z), Friedman were utilized. To compare the views of people with differing demographic 

characteristics, non-parametric statistics in two and several independent samples (respectively, Mount Whitney, 

Wallis, and Kruscal) with the error level a≤0.05 were utilized. SPSS software was used to analyze data. 

Descriptive statistics (fresuency and percentage) was used to test descriptive question. Mean test was used to 

determine responding value to Likert spectrum for each one of the components. Chi-square test was used to 

identify the meaningfulness of the difference between components and also the meaningfulness of the relation 

between marketing mix components in tourism geography. Friedman test is used to prioritize components in 

marketing mix.  
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Introducing the area studied: 

Baraghan Vill consists of 17 villages the centre of which is Baraghan village. This vill has Alborz 

Mountains and Taleghan town in her north, Karaj town on her west, Kamal Abad on her south, and Savejbolagh 

on her east. The area studied s situated in the geographical longitude 49 degrees and 5 minutes and geographical 

latitude 36 degrees and 57 minutes. According to 2006 census, the population of this vill consists of 1424 people 

including 721 males and 703 females forming 518 families. Capabilities, natural landscapes, appropriate 

climate, easy access, close distance to nearby cities especially Karaj and Tehran province and introducing 4 

supreme tourism villages (Varde, Barahan, Senj, Siban Darre) have turned this village into one of the most 

attractive tourist sites in Alborz province. The location of this vill is shown in Figure 3. 

 

 
Fig. 3: the location of the area studied. Source: authors 

 

Results: 

To introduce the descriptive information of the questionnaire and explain the demographical characteristics 

of the respondents, descriptive statistics of percentage and frequency is used. The results are shown in table 3. 

 
Table 3: demographic characteristics of respondents 

Variable Range Percentage 

Age 

Less than 30 11 

30 to 40 32 

More than 40 7 

Gender 
Male 38 

Female 12 

Job 
Cultural heritage and tourism 14 

Municipality 36 

Marital status 
Married 37 

Single 13 

Education 

High school diploma 12 

Under graduate 26 

Post graduate 12 

Source: Research results 
 

Deductive analysis of findings: 

Calculation of Chai-square statistical value for all components indicates a meaningfulness level below the 

permitted error level of 0.05. Thus, it can be judged with 95% certainty that there is a meaningful difference 

between heptathlon components of rural tourism geographical mix in Baraghan vill. After calculating Chi-

square value for the meaningfulness of the difference between components, we set to combine them into a 7P 

mix and studying the meaningfulness of their relationship with one another (table 5). The statistical analysis of 

Chi-square test for marketing mix model shows a value of 33.702. The least frequency expected for current 

condition between total frequencies is 75 which show a high value for the total numbers. The meaningfulness 

level calculated for the mix level utilized in research is 0.004 which is less than the permitted error level. Thus, 

we can say with a certainty level of 95% that there is a meaningful relationship between all components chosen 

in rural tourism marketing mix model. In other words, components make the real calculation of the current rural 
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tourism condition possible for us. In the second row of table 4, the meaningful likelihood of the relationship 

between mix components in analysis of Chi-square shows the value of 44.471 and this value in the 

meaningfulness level shows 0.000. The meaningfulness level attained for likelihood assures us that the mix 

utilized correctly represents current rural tourism condition in the towns studied.  

 
Table 4: Chi-square test for meaningfulness of relationship between marketing mix components in tourism geography 

Title Value Degree of freedom Meaningfulness level 

Chi-square 35.670 15 0.004 

Likelihood of the relationship 41.356 15 0.000 

Step by step link between components 1.025 3 0.342 

Number of sample members 50 - - 

 

Next, variables of each one of research heptathlon components were summed into seven indexes. For each 

one of these indexes, the mean and standard variations were calculated in 2 available and desirable conditions 

(Table 5).  

 
Table 5: total average and standard deviation of Likert spectrum for research indexes 

Indexes 
Total average of Likert spectrum 

(current situation) 

Standard 

deviation 

Total average of Likert spectrum 

(desirable situation) 

Standard 

deviation 

People and employees 12.30 3.25 16.20 2.98 

Management and 

planning 
24.45 4.78 28.42 4.04 

Location 15.65 3.82 19.81 3.26 

Evidences and physical 
facilities 

17.10 4.16 19.45 3.47 

Advertising 23.24 5.43 27.30 4.20 

Product 19.33 5.60 26.65 4.83 

Price 14.50 4.45 22.36 4.15 

Source: search results 
 

The results of means test for the sum of items in each one of the research components indicates that the 

highest average for sum of items associated with management and planning component is 24.45 in current 

condition and 18.42 in desirable condition. In other words, there is no meaningful difference between the current 

condition and desirable condition of marketing mix model indexes from experts’ view in terms of the order of 

components’ importance. Components of advertising and product with averages 23.24 and 19.33 have the 

second and third ranking. The notable point here is that location component is in the fifth place by an average of 

15.65 for current condition and 19.81 for desirable condition. This fact indicates little awareness of experts of 

the value of the geographical location where attractions and evidences are located. Calculating means shows that 

the highest and least values assigned by respondents to Likert spectrum belong respectively to items concerning 

people and employees and the highest mean belongs to management and planning component (Table 5). 

 
Table 6: Indexes ranking in combining marketing mix model (7P) in the current condition of rural tourism 

Components Statistical value Current condition Degree of freedom Meaningfulness level 

Price 7    

Location 8 
 

 

 
 

10.236 

 

 

 
 

6 

 

 

 
 

0.025 

Product 11.22 

Management and planning 15 

People and planning 5.32 

Advertising 9.34 

Evidences and physical facilities 6.45 

Source: research results 
 

According to the results shown in table 6, experts believe that the 2 components management and planning 

and product have the highest influence on development of rural tourism in Baraghan vill in current condition. In 

this ranking, components concerning location and price of attractions occupy the fourth and fifth place. The 

notable point in this ranking is price component which has occupied final rankings in both means test (Table 5) 

and ranking of influence on tourism development. This fact shows that price has not had any significant 

influence on choosing rural areas of Baraghan vill as a tourist destination, and it can’t be considered as a main 

obstacle that prevents tourist from travelling to this area.  
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Table 7: components ranking in combining marketing mix model (7P) in the desirable condition of rural tourism 

Components Statistical value Desirable condition Degree of freedom Meaningfulness level 

Price 11.34    

Location 9.53 
 

 

 
 

16.435 

 

 

 
 

6 

 

 

 
 

0.004 

Advertising 17.36 

Management and planning 20.16 

People and planning 9.11 

Products 13.60 

Evidences and physical facilities 10.22 

Source: research results. 
 

According to the results shown in table 7, experts believe that the 2 components management and planning 

and advertising have the highest influence on development of rural tourism in Baraghan vill in desirable 

condition. In this ranking, components concerning advertisement occupy the second place and this fact indicates 

the great importance of advertising for achievement of a desirable state in tourism. Finally, what is quite 

important and attracts attention is that three components of advertisement, management and planning, and 

product were noted by the experts in both current and desirable condition. In fact, if we combine effective 

planning and management with appropriate advertising, the products presented will be very attractive for 

tourists and the host society will also benefit from presence of tourists. To compare indexes in the form of a chi-

square test results model, the value calculated for current condition of marketing mix was 25.45 and in a 

meaningfulness level of 0.025 and the calculation of this statistics for desirable condition showed the value of 

36.34 in a meaningful level0.004. Thus, there is a meaningful difference between combination of components in 

the form of 7P model in current condition and desirable condition. As samples are in pairs and the goal of this 

research is to measure the meaningfulness of the difference between marketing mix indexes in current and 

desirable conditions, we have utilized Wilcoxon test and calculation of the statistical value of Z (table 8). 

 
Table 8: Wilcoxon test to study the meaningfulness of difference between indexes in current and desirable conditions 

Component Condition Average ranking Z value Meaningfulness level 

Marketing mix 
Current 0.00 

-8.307 0.000 
Desirable 45.50 

Price 
Current 0.00 

-8.990 0.000 
Desirable 45.50 

location 
Current 0.00 

-8.665 0.000 
Desirable 45.50 

Advertising 
Current 0.00 

-8.654 0.000 
Desirable 45.50 

Management and planning 
Current 0.00 

-8.705 0.000 
Desirable 45.50 

People and employees 
Current 0.00 

-8.528 0.000 
Desirable 45.50 

Product 
Current 0.00 

-8.672 0.000 
Desirable 45.50 

Evidences and physical facilities 
Current 0.00 

-8.764 0.000 
Desirable 45.50 

Source: Research results 
 

In studying the difference between current condition and desirable condition of rural tourism marketing mix 

model indexes (price, advertising, location, evidence and physical facilities, people and employees, product, 

management and planning) from the view of tourism organization authorities and handicrafts and municipality, 

it was observed that a meaningful difference existed between the current condition and desirable condition 

(Table 8). In comparing people’s views against their demographical characteristics, in the current condition in 

location component, a meaningful difference was observed between people with different fields of education 

(P=0.000). Based on Wilcoxon test, the calculated P in the alpha level is 0.001. As this value is less than 

permitted error level of 0.5, we can say with 99% certainty that there is a meaningful difference between rural 

tourism marketing mix indexes in current and desirable condition. Next, Friedman test and Chi-do statistical 

calculations were utilized for ranking and prioritizing the influence of marketing mix model indexes on rural 

tourism development in Baraghan vill. The results of Friedman test (Table 9) shows that from the view of the 

experts and authorities of both organizations studied; there is a meaningful difference between rural tourism 

marketing mix model indexes in terms of their influence on promoting and developing the status of rural tourism 

in Baraghan vill. 

 
Table 9: Friedman test for ranking components that influence rural tourism development 

Status Statistical value Degree of freedom Meaningfulness level Error level 

Current 338.078 6 0.000 0.05 

Desirable 425.043 6 0.000 0.05 

Source: research results 
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Observing the results of Friedman test in table 9 shows that there is a meaningful difference between 

indexes that form marketing mix model in both current and desirable conditions. Comparing the statistics for 

these 2 conditions shows that difference in paying attention to indexes in desirable condition is more than 

current condition. This fact indicates that we need more planning, management and supervision in combining 

indexes in desirable condition. 

 
Table 10: results of ranking marketing mix model indexes and their influence on rural tourism development 

Indexes Average current condition ranking Average desirable condition ranking Ranking 

Price 1.14 1.30 5 

Location 5.90 6.17 6 

Advertising 2.91 3.29 2 

Management and planning 2.20 3 1 

People and employee 5.59 5.83 4 

Product 5.38 5.53 3 

Evidences and physical facilities 3.54 3.69 7 

Source: research results 
 

The results of ranking marketing mix indexes and their influence on rural tourism development (table 10) 

shows that respondents believed paying attention to advertising and people and employees have the greatest 

influence on promoting rural tourism status in Baraghan vill. After people come indexes of product, 

management and planning, evidence and physical facilities, and, finally, price.  

 

Conclusion: 

Today, tourism industry is referred to as one of the most important revenue resources and increasing 

economical efficiency in the world. Despite possessing plenty of capabilities and capacities for tourism industry 

development, Iran is not even among the first fifty countries of the world. Among the factors that can develop 

and grow tourism industry is utilization of parameters and tools that influence the marketing and management of 

tourism demands. Through marketing, we can give information concerning a certain area to potential tourists 

and encourage them to visit that area. Thus, it can be said that by an appropriate combination of marketing mix 

elements for tourism industry, we can propose strategies to increase the number of tourists and improve this 

industry. In facts, elements that form tourism marketing mix not only form a necessary and important tool for 

increasing the number of tourists, but they can play a valuable and precious role in creating a positive status in 

the mind of tourists if they are used systematically by authorities and tourism marketers. In fact, the result of 

correctly applying tourism marketing mix factors is illustration, creating mentality and creating status. Creating 

an appropriate status in the market of this industry can be one of the effective and influential factors in tourism 

development and increasing the number of incoming tourists. In this research, we evaluated and prioritized 

marketing mix model indexes – 7P model – and her 7 attributes (price, advertising, location, evidences and 

physical facilities, people and employees, product, management and planning) in rural tourism development in 

Savejbolagh town from the view of the managers and experts of tourism organizations and handicrafts and 

municipality in current and desirable conditions. In the results obtained from Chi-square test (Tables 6 and 7) 

from the view of respondents, it was observed that there is no meaningful difference between combinations of 

marketing mix model in current and desirable conditions. The combination of indexes in current and desirable 

conditions was prioritized similarly. In the next step and in analyzing the meaningfulness difference between 

marketing mix model indexes (table 8) it was observed that a meaningful difference existed between the current 

and desirable conditions of marketing mix model and each one of her indexes. Currently, all these indexes are 

taken into consideration differently, and the same trend is expected in desirable condition. In the final step, 

Friedman test (table 9) was used to prioritize and rank marketing mix model indexes nd their influence on rural 

tourism development trend. Analyzing the results of Friedman test showed that among the 7 indexes considered, 

management and planning, advertising, and product have the highest coefficient of influence on promoting the 

status of rural tourism in Baraghan vill and moving from current to desirable condition. In fact, the elements that 

form tourism marketing mix model are not only a necessary and important tool for increasing the number of 

tourists, but they can also play a major and valuable role in creating a positive status in the minds of tourists if 

they are used systematically and with accurate planning. In fact, the result of correctly applying tourism 

marketing mix factors is illustration, creating mentality and creating status. Creating an appropriate status in the 

market of this industry can be one of the effective and influential factors in tourism development and increasing 

the number of incoming tourists. Finally, we can say that paying proper scientific and regular attention to each 

one of the tourism marketing mix model elements can play a major role in attracting tourists.  

 

Recommendations: 

In accordance with the results of research and analysis of results, the following recommendations and 

strategies are put forward for greater advancement and development of tourism industry: 

 Using marketing skills in various tourism fields and appointing skilled managers 
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 Enabling firms active in tourism industry 

 Decreasing the monopoly of government and participating private sectors in developing infrastructures 

and enabling companies associated with tourism industry by considering global achievement patterns be 

proposing educational and counseling programs by tourism proctors 

 Creating a common insight and a systematic approach in all beneficiaries of tourism industry: same 

idea on the part of tourism beneficiaries (including local community, firms active in the field of tourism and 

tourist destination management) 

 Adopting a strategy of support, conduct and supervision for private sector for active participation in 

tourism markets and investing in tourism infrastructures. 

 Simultaneous attention to the four fundamental dimensions of tourism, namely quantitative affairs of 

tourism (such as development and attraction of foreign and domestic tourists), qualitative affairs of tourism 

(such as promoting the qualitative vital level of the services provided for tourists), formal affairs of tourism 

(improving the condition of tourist attractions and Bureaucratic facilities) and the content affairs of tourism 

(such as providing appropriate information for tourists before, after, and while visiting tourist attractions) can 

help boost tourism.  
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