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Abstract

Tourism is one of the most dynamic economic activities of the present era. The
systematic development of tourism and the use of many capabilities of this sector
to improve the current state of tourism in the country requires the use of tourism
planning, so that according to the existing sensitivities and the capacity of the
society and the needs of the tourists, the capabilities of this industry can be used for
the progress and development of the community. At the same time, planning for
tourism development requires action and attention to the needs, characteristics, and
demands of the market as tourism demand factors. One of the most important types
of tourism is rural tourism, which is more than a century old. Rural tourism has
attracted a lot of attention due to its attractiveness and the desire to use the space
and features of the rural environment for tourists, as well as its function to improve
and improve the economic, socio-cultural, and ecological indicators of the host
region. In the meantime, one of the aspects that can be the source of many
developments for the sustainable development of the rural tourism industry is the
accurate identification of the current situation through tourism marketing.
Therefore, in this research, the importance of marketing in rural tourism has been
reviewed.
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1. Introduction
In recent decades, the growth and development of the tourism industry and its

adoption as one of the significant economic activities by developed and developing
countries and the competition of the major tourist destinations in order to attract
tourists have prompted planners to pay attention to two essential categories for the
increase of income from tourism activities; 1: increasing the satisfaction of tourists
and improving the pleasure and quality of the tourism experience and 2: trying to
protect the interests of the host (Hatami, 2015). Therefore, most countries look at
rural tourism as a necessity and use all their capacities and facilities to achieve their
desired benefits (Shamsara, 2019). The tourism and travel market develops more in
urban and advanced areas (Zhong et al., 2008). Many residents of advanced regions
tend to escape from this modern and artificial environment and seek refuge in less
developed and unpolluted countries; they go on excursions or travel to rural areas.
For this reason, the environmental characteristics of the destination are important
for tourists. In this direction and for the development of rural tourism, tourism
marketing is of particular importance. Because if we consider marketing as a
management process, then all planning activities, preparation of tourism products,
and attraction of tourists need marketing operations and activities (Fang, 2014).
Correct and targeted marketing is one of the most critical factors affecting tourism
development in a destination. On the other hand, special attention to the marketing
of rural tourism is essential. Because in planning and marketing, attention should
be paid to the type of tourist (cultural tourist, historical tourist, and religious
tourist), etc. In this regard, the village as a product is a market (Lockrey, 2015).
The village has tangible and intangible elements that make it a unique product for
marketing. Characteristics such as imperceptibility, inseparableness, variability,
unstorability, and unpredictability are among the traits that distinguish rural
tourism (Henrour, 2009).

Although much research has been done on the motivations of rural tourists,
these motivations can be different according to the country of origin and
destination of tourism (Ali Qolizadeh, et al., 2015). On the other hand, motivation
is a dynamic concept and varies from person to person, from tourist to other tourist,
and from target market to target market. Some researchers based their research on
the premise that people choose their travel destinations and leisure activities to
satisfy their needs and desires (Rustai Hossein Abadi, 2020). In marketing for rural
tourists, it is beneficial to determine what makes people choose village-based
entertainment; In addition, different motivations for rural tourism have been stated
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in comparison with other types of tourism. For example, motivations such as
empowering the local people, achieving a sustainable livelihood, and improving the
quality of life of people in their place of residence, celebrations, ceremonies,
traditional programs, and other side programs for rural tourism have been
expressed (Roberts et al., 2017). Goldner and Ritchie (2005) divide the motivations
for making rural tourism attractive to consumers/tourists into four groups: (1)
physical (as in relaxation). (2) Cultural (familiarity with new cultures, customs, and
lifestyles); (3) interpersonal (meeting new people); and (4) prestige (introspection
and self-actualization). However, it should be kept in mind that although
consumers/tourists enjoy the old lifestyle during their visit to a rural tourism
destination, the content should be adapted to their needs and expectations.
Therefore, the proposal of a rural tourism destination should include a wide range
of activities such as hunting, fishing, horseback riding, hiking, ecotourism, ethnic
tourism, even elements of health and wellness tourism (Rodriguez et al., 2010). In
this direction and for the development of rural tourism, tourism marketing is of
particular importance if we consider marketing as a management process, then all
planning activities, preparation of tourism products, and attraction of tourists need
marketing operations and activities. Correct and targeted marketing is one of the
most critical factors affecting tourism development in a destination.

2. Literature Review

2.1. Rural tourism

Today, new forms of tourism are evolving, and rural tourism is one of the most
important parts of tourism in other words, it is one of the results of tourism that is
accessible to tourists. This tourism competes with other tourism sectors such as
coastal tourism, urban tourism, and sea trips (Shakur et al., 2011). In the classical
sense, rural tourism is a type of tourist activity that provides additional income for
those whose main occupation is mainly in the field of agriculture (Szabo, 2005). In
this way, rural tourism can be defined as a set of activities and services such as
accommodation, hospitality, entertainment facilities, local celebrations and
ceremonies, production, and sale of handicrafts and agricultural products, which
are offered to tourists by residents in return for earning (Zhong et al., 2008). Rural
tourism was formed in the 19th and 20th centuries, and it was expanded as a
separate and specific part of tourism due to the growth of demand and more due to
the increase in accessibility and mobility, increase in income, and leisure time
(Amiri et al., 2022). However, the nature of the demand is changing due to the rise
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in competition among new tourist destinations and attractions (Rizvani, 2010). In
general, rural tourists are important from two aspects: One as a broad global
activity and the other in terms of emphasizing it in regional and local development
policies; (Hatami, 2015). Rural tourism as a superstructural function can expand
and continue through participation and dependence on other economic and cultural
sectors of society. It plays an essential role in the development process of the
country in the growth and excellence of the village and as a result of its connection
with the national development (Shams al-Dini, 2010). Tourism can lead to adverse
social effects such as dramatic impact, commodification of culture, displacement
and migration, dependence, crime, addiction, change in the social values of the host
society, and language change (Ziaei and Tarabian, 2010). Rural tourism is a part of
the tourism market and a source of employment and income, and it can be
considered an essential tool for the economic, social, and ecological development
of rural communities (Shamsara, 2019). In many countries, this is related to
agricultural policies, and is often promoted as a strategy to preserve the
environment and traditional rural culture. Rural tourism includes any type of
recreational activity and spending leisure time by receiving services such as food,
accommodation, and local products from residents in a place that is considered a
village in terms of the current laws and regulations of the country or terms of the
economic and cultural nature of the village (Kazimieh, 2015). As a result, rural
tourism is a scale of tourism activities that provides interaction between tourists
and local communities, especially in rural areas, and in that, the tourist prioritizes
environmental sustainability and compliance with social and cultural rights.
Therefore, it also affects the awareness and learning of tourism from rural life
(Aleh Yaari, 2020).
2.2.Marketing and tourism

According to the unique characteristics of the tourism product, the role of
marketing in this industry is vital compared to other industries, and the effective
use of tourism marketing tools for a country or a region is essential; Because with
marketing, potential tourists can be offered information about what the specific
area can offer and encourage them to visit it (Laimer, 2009); Therefore, taking into
account the significant position of the tourism industry, which is witnessing an
increase in competition every day and it is known as one of the most important
economic and social phenomena of the last century (Bastik & Gojcic, 2012); This
industry should have a robust marketing system compatible with the market
environment. The Marketing management system is stronger and more appropriate
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and will be equally successful. The research of the World Tourism Organization
and various studies show that; that marketing is necessary for the development of
this industry in any country or any region (Mirtahari et al., 2023). Although studies
show that only marketing for the attractions of an area without the existence of
infrastructure and services cannot lead to the sustainable development of the
tourism industry; the necessity and importance of tourism marketing planning is so
great that it is sometimes mentioned in the field of tourism literature as the central
pillar of the development of this industry in tourism destinations (Ebrahimzadeh
and Yaari, 2011). Among the factors that can develop and improve the tourism
industry, it is the practical tools and parameters of marketing. In fact, through
marketing methods, potential tourists can be attracted to the desired destinations.
Therefore, it is very essential to formulate the design and formulation of macro
policies and strategic strategies for tourism development in the form of a tourism
marketing planning process (Azeimi Yanchashmeh, 2018). Due to the nature of
tourism, it is somewhat difficult to provide a comprehensive definition of the
marketing category; because it is tough to predict future market conditions due to
changes and developments, and depends a lot on many components, including
economic, social, and political conditions. Therefore, tourism marketing can be
defined in this way, which is an interactive process between suppliers and
consumers (tourists) during which tourism goods and services are exchanged in an
environment that is specific to this industry (Haidari Chianeh, 2000). This process
may start from the stage of creating the motivation to travel and continue until the
return stage. Marketing is very essential and necessary for the continuation of
tourism life.

Various definitions have been presented in multiple research about to tourism
marketing, some of which are mentioned below:

v Tourism marketing refers to a set of factors that help to identify and predict
the needs of tourists. These factors determine what facilities and conditions
should be provided to meet the needs of tourists and to attract more tourists
with the information provided to them (Viper et al., 2014).

v" Madasu (2013), considers tourism marketing as a set of efforts that public
and private sector activists do tourism in countries to make the industry
grow and develop by satisfying as many tourists as possible. He considers
the most critical factors affecting the success of tourism marketing to be
related to the government, and emphasizes that government laws and
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regulations that facilitate the attraction of tourists have the most significant
impact on the success of this industry.

Tourism marketing is a new category that refers to identifying and predicting
the needs of tourists, providing facilities to meet their needs, and informing them
and motivating them to visit (Brown, 2009). Tourism marketing is a technical
management process that includes forecasting the needs and satisfaction of current
and future tourists so that this has put travel companies and suppliers in
competition with each other (Kotler et al., 2005).

3. Research Method

The research method in this article is library and internet sources. Therefore,
research materials and methods are a combination of library work and the use of
Internet resources.

4. Result

4.1. The role of marketing in rural tourism

Rural tourism plays an important role in diversifying the economy of rural
communities and is a means to stimulate national economic growth. It also plays a
major role in empowering local people, developing human resources, diversity, and
economic development, and creating new job opportunities (Rizvani, 2010). Based
on this, it can be said that one of the best ways to save the village from social,
economic, and environmental issues and problems and to achieve social justice and
geographical development is to expand rural tourism (Qadiri Masoom et al., 2010).
Therefore, in order to succeed in this field, in addition to having the conditions of
tourism and tourism destinations, we should look for planning to attract tourists
and better introduce our facilities and needs to tourism markets (Roy, 2021). Since
marketing is one of the essential elements in the sustainable development of rural
tourism, It is possible to attract tourists to destinations through marketing methods.
Today, the concept of marketing and the philosophy of doing business are essential
for all policymakers and implementers of rural development. Marketing in rural
tourism should be a means to achieve the strategic development goals of rural
tourism (Mihailovic and Morich, 2012).

Dennis (2006) states two primary objectives to achieve marketing in rural areas:

v' Empowering rural areas to be more competitive
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v Providing conditions for a higher quality of life for the economically active
population of the regions.

Similarly, Kostic-Stankovic (2013) points out the following objectives of
marketing application in rural tourism:
* Creating and promoting competitiveness by emphasizing the distinct advantages
of rural areas
* Strengthening local infrastructure
* Development and promotion of rural areas concerning to rural development
initiatives and strategies
+ Attracting, creating, and maintaining long-term relationships with foreign
partners/investors and
* Protecting and improving the environment by sustainable rural development
(Gonzalez-Mansilla, 2019).
5. Discussion and Conclusion

Considering the importance of tourism marketing, it can be said that one of the
primary ways for the development of the country can be investing and formulating
clear policies in the matter of marketing. Among the factors that can develop and
improve the country's tourism industry, is the use of practical marketing tools and
parameters. With careful planning and implementation of marketing management,
foreign exchange income from tourism can be increased to a large extent, foreign
income can be diversified, and the country can be protected from the vulnerability
caused by oil price fluctuations. Also, paying attention to the marketing attitude
can be a solution to increase the attraction of tourists. Since rural tourism as one of
the sectors of the tourism industry has turned into a revenue-generating industry in
the world and is considered a booming industry in many countries with proper
management and recognition of hidden tourism opportunities, these countries will
receive significant economic benefits; marketing is an important pillar to attract
rural tourists.
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