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Abstract  
The main purpose of this study is evaluation of strategies to attract international tourists in 
Iran. The population of this study are sales managers and general manager of airline 
companies in Tehran. Agency are in Tehran with B degree (active tourism). 15 agencies in 
inbound tourism and 20 agencies have been working in the output field of tourism. The 
population of the study consisted of 140 people. We determined the amount of the sample 
size with the used of Cochran sampling method which the statistical sample is 104 person 
which have been selected through the simple random sampling method. To gathering of data, 
we used questionnaire with 22 items. In order to analyze the data resulted from collected 
questionnaires deductive and descriptive statistical methods are used, and to display some 
statistical data we used column diagram and in deductive level to designing the model used 
factor analysis and also, test the hypothesis of the research we used One-Sample T Test and 
to ranking entropy method. The K-S Test to test distribution of Normality Findings show that 
Security, Publicity, Laws and Regulations and Tourism infrastructure has impact on the 
strategies to attract tourism in Iran. Also, the results of entropy method the security with 87%, 
the rules and regulations with 84%, publicity with 70% and finally tourism infrastructure with 
69% were extracted as important factors in attracting foreign tourists in Iran. 
Key Words: Security, Publicity, Laws and Regulations, Tourism Infrastructure, Strategies to 
Attract Tourism 
 
INTRODUCTION 
Day-to-day increasing expansion and development of the cities and the unsteady raise of their 
population have been caused the appearance of number of communicative and ecosystem 
problems and have made the citizens of big cities of the present era to confront different 
mental and psychic problems. Since in the present condition - in different regional, area, 
national and international level - diversifying the structures of advertising publications and 
the issue of attracting tourists causes the enhancement of the indexes of human development, 
deduction of problems due to industrialization and excessive air pollution of the cities, job 
opportunities, interaction of cultures, preservation of ecosystem and finally constant 
development, are of the main troubles that courtiers face where tourism, particularly for 
developing countries is a significant advertising, cultural and economic advantage, thus they 
would be able to accelerate their national development through such procedure Ecotourism as 
a tourism and advertising paradigm in the nature can have many positive effects in such 
areas. Such tourism paradigm that its aim is developing the tourism industry without 
damaging the ecosystem, gains such an importance in the twenty first century that the United 
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Nations entitles the 2002 as the year of international ecotourism and the present century as 
the century of ecotourism. Therefore in ecotourism it must be tried that by adopting 
administrative programs, negative effects on the ecosystem reaches its minimum and the right 
of each generation in enjoying the very same amount of natural asset which have been 
possessed by other generations to be recognized officially and the usage of natural assets to 
the limit of their exploitation - not its main causes the devastation of natural assets - to be 
taken as permissible. On the other hand the present era which is the era of communication 
and media, in case if it is formed properly and fundamentally with the scientific mechanism 
in the attractive publications' advertisements will have a high influence on introducing 
beautiful ecosystem places and attracting foreigner tourists in countries; and also the role of 
influential and advertising publications get disciplined and is boomed (Eskandari, 2011).  
Tourism, described as the activities of persons traveling to and staying in Places outside their 
usual environment for not more than one consecutive year For leisure, business and other 
purposes not related to the exercise of an Activity remunerated from within the place visited, 
has grown substantially Over the last quarter of a century, as an economic and social 
phenomenon (WTO, 2000 by Khaki, 2007). A classification of purpose of visit (or trip) by 
major groups is elaborates on a classification proposed by the United Nations in 1979 in its 
Provisional Guidelines on Statistics of International Tourism. This classification is designed 
to measure the key segments of tourism demand for planning, marketing and promotion 
purposes. Classification of purpose of visit (or trip) by types of tourism major groups has 
been shown below according to WTO (2000):  

1. Leisure, Recreation and Holidays  
2. Visiting Friends and Relatives  
3. Business and Professional  
4. Health Treatment  
5. Religion/Pilgrimages  
6. Sport  
7. Others  

Businesses that have been successful selling to tourists know what brings people to or 
through their town. They also know who these people are in terms of demographic, activity 
and lifestyle characteristics. With this information, successful retailers are able to adjust their 
products and services to appeal to the “tourist market.” This section provides some tools to 
better understand the tourism market (Ryan, 2012). 
Destination NSW has identified eight strategic directions in its Business Development 
Strategy for China to ensure that NSW is able to fully capitalize on the opportunities 
presented by China in the next decade. The strategic response to these priorities will require 
commitment and involvement from a broad range of industry, Government and corporate 
partners. 

1. Extend Marketing Activity into more Geographic Source Markets  
2. Support Aviation and Route Development to Keep Pace with Demand 
3. Target High Performing Consumer Segments4 Improve the Quality and Range of 

Visitor Experiences  
4. Increase Consumer Promotion 
5. Develop Trade Distribution Networks 
6. Expand Commercial and Government Partnerships 
7. Increase Resources to Facilitate Growth (Chipchase, 2012). 

Developing a marketing strategy requires a strategic set of actions in order to meet the overall 
objectives of an organization or group. This strategy is somewhat different than what would 
normally be seen in a standard marketing and positioning exercise in that members of the 
organization - i.e. the NTOs - have not only financial but also social and cultural objectives 
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that should be met within the overall marketing strategy. Figure 1 illustrates the process that 
was followed in developing this strategy (ASEAN, 2012).  
Figure 1: Strategy Development Process 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
While it is fairly straightforward to describe the strategy development process it must be 
recognized that the ongoing process will be one requiring strategic thinking and management. 
Dietmar Kielnhofer in ehotelier (May 10, 2011) presents a very compelling message when he 
states that “Strategic marketing management is a continuous self-correcting process that 
consistently considers where a nation is heading, where it wants to be heading and how best 
to get there. In a pluralistic and politically mature society, the different political parties have 
to overcome their disagreements, diverse agendas and pass appropriate legislation to protect 
the interest of the nation. Lawmakers have to overcome their bipartisan ideologies, their 
strategic alliances and political preferences for the greater good of the state (ASEAN, 2012). 
Therefore, it is reasonable to examine effective factors in attracting tourists according to the 
motives of any groups. Travel and tourism encompassing transport, accommodations, 
catering, recreation and services for travelers is the world’s largest industry. The first and 
most important growth factor for medical tourism in developing countries is the enormous 
costs of treatments and therapies in the developed countries. Also Waiting times for 
procedures in industrialized nations, Facilities in international travels, access to various air 
lines, establishing powerful cultural and political communications between nations and states 
are the helpful factors in developing medical tourism (Jabbarii, 2007). Ecommerce, which is 
the cause of enhanced knowledge of people in IT domain and created internet lines, is the 
first powerful communication factor between the various nations and states in the world 
(Levett, 2005). Moreover, the traditional methods and natural resources for therapy and 
treatment in developing Asian countries, has led to attract many patient by different religions 
in the world and caused to growth of this market for these countries (Huff-Rousselle et al, 
1995). Successful countries in this sector of tourism have recognized and examined existing 
the potentials and planning appropriately of needs for other countries, especially neighboring 
ones, and invested accordingly. Many Asian countries are rapidly-growing practice of 

SITUATION ANALYSIS: A number of global forces and trends that affect 
tourism within the region were identified. 

MARKET SEGMENTS: Target markets were identified based on an 
understanding of the forces and trends as well as the natural of the products 
and experiences that the region can present. 

PRODUCT IDENTIFICATION: Based on an understanding of the nature of 
tourism environment as well as the identified market segments the process for 
developing tourism products and experiences were developed. 

 

DISTRIBUTION: Based on available resources and the nature of the products 
and experiences identified possible distribution channels were identified. 

 

MANAGEMENT STRUCTURE: A management structure was developed to 
implement and guide the marketing strategy. 

 



, 20143Arabian Journal of Business and Management Review (Nigerian Chapter) Vol. 2, No.  

31 
 

traveling to another country to obtain health care. Also Iran with high potentiality for attract 
medical tourism have sought to enter this market (Khaki, 2007).  
Iran could and would be one of the major tourist destinations in the region or the world, and 
this is no doubt due to the great potential in the field of tourism. Iran could invest in the 
tourism industry, which is among the industry's income distribution, the industry replaced its 
oil revenues to economic monoculture.  
Looking at the tourism income in countries according to the UNWTO report in the 2010 to 
2011 years. 
Table 1: UNWTO report about tourism income 

Country  Income in 
2010 (billions 
of dollars) 

Income in 
2011 (billions 
of dollars) 

Visits in 2010 
(million) 

Visits in 2011 
(million) 

France 46.6 53.8 77.1 79.5 
America 103.5 116.3 59.8 52.3 
China 45.8 48.5 55.7 57.6 
Spain 52.5 59.9 52.7 56.7 
Italy 38.8 43 43.6 46.1 
Turkey 20.8 23 27 29.3 
Britain 32.4 35.9 28.3 29.2 
Germany 34.7 38.8 26.9 28.4 
Malaysia 18.3 18.3 24.6 24.7 
Mexico 11.8 11.7 23.3 23.4 

Iran's ranked with most important and most attractive to least 114 countries. The amount of 
foreign tourists in the year does not exceed 3 million. 
Factors that attract tourists in this research is: Security (Motazadi, 2002: 221), Publicity 
(Alvani, 1999: 117). Laws and Regulations (Abdollahzadeh, 2000: 72) and Tourism 
infrastructure (Razavi, 1995). According to this factors the conceptual model of this research 
are:  
Fig. 2: Conceptual Model 

 
 
METHOD  
The main purpose of this study is evaluation of strategies to attract international tourists in 
Iran. The population of this study are sales managers and general manager of airline 
companies in Tehran. Agency are in Tehran with B degree (active tourism). 15 agencies in 
inbound tourism and 20 agencies have been working in the output field of tourism. The 
population of the study consisted of 140 people.   
We determined the amount of the sample size with the used of Cochran sampling method 
which the statistical sample is 104 person which have been selected through the simple 
random sampling method. To gathering of data, we used questionnaire with 22 items.  

Strategies to 
attract tourists in 

Iran 
 

 
Security 

 
Publicity 

 

 

Laws and 
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In order to analyze the data resulted from collected questionnaires deductive and descriptive 
statistical methods are used, and to display some statistical data we used column diagram and 
in deductive level to designing the model used factor analysis and also, test the hypothesis of 
the research we used One-Sample T Test and to ranking entropy method. The K-S Test to test 
distribution of Normality. In order to determine the relationship between the variables of the 
study, the SPSS tool has been used. 
 
RESULTS 

A) K-S Test Results 
The results of K-S Test shows the test distribution is Normal. Table 1 shows the results. 
To done this test, we have two hypotheses: 
H1: Date is normal. 
H0: Date is not normal. 
Table 2: K-S Test results 

Variables  sig Results  
Security  .078 Confirm H1 
Publicity  .231 Confirm H1 
Laws and Regulations  .104 Confirm H1 
Tourism infrastructure  .786 Confirm H1 

 
B) Factor Analysis Results 

We used standard estimates to evaluate the strategies to attract tourism measurement model 
using first-order Factor Analysis. 
Fig 3: First-order Factor Analysis 
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According to the model, 

2  is equal to 301.94. The lower amount of 
2  show that the model 

is suitable.  
X2=301.94, df=104, X2/df=1.347, p-value =0.000, RMSEA=0.056 
Goodness of Fit Index (GFI) = 0.93 
Adjusted Goodness of Fit Index (AGFI) = 0.97 
We also used standard estimates to evaluate the strategies to attract tourism measurement 
model using second-order Factor Analysis. 
Fig 4: second-order Factor Analysis. 
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According to the model, 

2  is equal to 307.26. The lower amount of 
2  show that the model 

is suitable.  
X2=307.26, df=104, X2/df=1.358, p-value =0.000, RMSEA=0.056 
Goodness of Fit Index (GFI) = 0.96 
Adjusted Goodness of Fit Index (AGFI) = 0.92 
With looking at the results of the LISREL output, estimates of the standard model, we know 
that the measure is appropriate strategies to attract tourism. 
 

C) Hypotheses Results  
The One-Sample T Test compares the mean score of a sample to a known value. Usually, the 
known value is a population mean. Also, a one sample t-test allows us to test whether a 
sample mean (of a normally distributed interval variable) significantly differs from a 
hypothesized value.  
Hypothesis One: Publicity has impact on the strategies to attract tourism in Iran. 
Table 3 shows sample output of a one-sample T test for above Hypothesis. We compared the 
mean level of publicity for our sample to a known population value of 3. 
Table 3. The results of one-sample T test for Publicity 

One-Sample Statistics 
 N Mean Std. Std. Error 
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Deviation Mean 
Publicity 104 4.3364 .03685 . 02969 
One-Sample Test 
 Test Value = 3 
 t df Sig. (2-

tailed) 
Mean 
Difference 

95% Confidence Interval 
of the Difference 

 Lower Upper 
Publicity 45.003 104 .000 1.33636 1.2777 1.3950 

The mean of publicity is 4.3364, which is bigger than population mean of 3. And T value is -
45.003 in 104 degrees of freedom. The estimated significance value (0.000) is little than .05. 
Therefore, we can accept H1 hypothesis and we can say that publicity has impact on the 
strategies to attract tourism in Iran. 
 
Hypothesis Two: Security has impact on the strategies to attract tourism in Iran. 
Table 4 shows sample output of a one-sample T test for above Hypothesis. We compared the 
mean level of security for our sample to a known population value of 3. 
Table 4. The results of one-sample T test for security 

One-Sample Statistics 
 N Mean Std. 

Deviation 
Std. Error 
Mean 

Security 104 4.16 .368 . 02969 
One-Sample Test 
 Test Value = 3 
 t df Sig. (2-

tailed) 
Mean 
Difference 

95% Confidence Interval 
of the Difference 

 Lower Upper 
Security 39.052 104 .000 1.315955 1.1009 1.2182 

The mean of security is 4.16, which is bigger than population mean of 3. And T value is -
39.052 in 104 degrees of freedom. The estimated significance value (0.000) is little than .05. 
Therefore, we can accept H1 hypothesis and we can say that security has impact on the 
strategies to attract tourism in Iran. 
 
Hypothesis Three: Laws and Regulations has impact on the strategies to attract tourism in 
Iran. 
Table 5 shows sample output of a one-sample T test for above Hypothesis. We compared the 
mean level of laws and regulations for our sample to a known population value of 3. 
Table 5. The results of one-sample T test for laws and regulations 

One-Sample Statistics 
 N Mean Std. 

Deviation 
Std. Error 
Mean 

Laws and 
Regulations 

104 4.25 .3685 . 02970 

One-Sample Test 
 Test Value = 3 
 t df Sig. 

(2-
tailed) 

Mean 
Difference 

95% Confidence Interval 
of the Difference 

 Lower Upper 
Laws and 
Regulations 

42.38 104 .000 1.258 1.2000 1.3173 
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The mean of laws and regulations is 4.25, which is bigger than population mean of 3. And T 
value is 42.38 in 104 degrees of freedom. The estimated significance value (0.000) is little 
than .05. Therefore, we can accept H1 hypothesis and we can say that laws and regulations 
has impact on the strategies to attract tourism in Iran. 
 
Hypothesis Two: Tourism infrastructure has impact on the strategies to attract tourism in 
Iran. 
Table 6 shows sample output of a one-sample T test for above Hypothesis. We compared the 
mean level of Tourism infrastructure for our sample to a known population value of 3. 
Table 6. The results of one-sample T test for tourism infrastructure 

One-Sample Statistics 
 N Mean Std. 

Deviation 
Std. Error 
Mean 

Tourism 
infrastru
cture 

104 4.24 .3155 . 02543 

One-Sample Test 
 Test Value = 3 
 t df Sig. (2-

tailed) 
Mean 
Difference 

95% Confidence Interval 
of the Difference 

 Lower Upper 
Tourism 
infrastru
cture 

49.004 104 .000 1.24 1.1957 1.2962 

The mean of tourism infrastructure is 4.24, which is bigger than population mean of 3. And T 
value is 49.004 in 104 degrees of freedom. The estimated significance value (0.000) is little 
than .05. Therefore, we can accept H1 hypothesis and we can say that tourism infrastructure 
has impact on the strategies to attract tourism in Iran. 

D) Entropy techniques to ranking of variables 
This technique was used to rank the factors affecting the strategy of attracting tourism. Use 
the results of these tests are presented in the following table: 
Table 7: Entropy techniques to ranking of variables 

Variables Ei di=1-Ei Wi 
Publicity .831 .169 .6198 
Security .897 .102 .0916 
Laws and Regulations .908 .0915 .1698 
tourism infrastructure .948 .0512 .6546 
Total 6.217 .783 1 

 
As you can see, the most important factors affecting to attract tourism strategy are security 
and the rules and regulations. Publicity has the third position and tourism infrastructure has at 
the end.  
Findings show that Security, Publicity, Laws and Regulations and Tourism infrastructure has 
impact on the strategies to attract tourism in Iran. Also, the results of entropy method the 
security with 87%, the rules and regulations with 84%, publicity with 70% and finally 
tourism infrastructure with 69% were extracted as important factors in attracting foreign 
tourists in Iran. 
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