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marketing, sustainable rural | Context and Purpose: Marketing plays a key role in the development of rural

development, Hawraman, | tourism. Rural tourism also provides the basis for sustainable rural development

Shamshir in various ways. This effect can be clearly seen in tourism-prone areas such as

the Cultural Landscape of Hawraman. The main objective of this study is to
investigate the effect of tourism marketing on sustainable rural development in
the Cultural Landscape of Hawraman, which was conducted as a case study in the
Shamshir tourism sample area (in Paveh County).
Design/methodology/approach: This article is an applied study in terms of its
purpose and is classified as descriptive-correlational research in terms of its
nature and method. Due to the limitations of the census, 150 local people were
considered a statistical sample. The main tool for collecting field data is a
researcher-made questionnaire, the validity and reliability of which have been
confirmed. SPSS software was used to analyze the data. Findings The findings
showed that the status of rural tourism and sustainable rural development
evaluation was significantly higher than average, with an average of 3.13 and 3.41,
respectively. The results of the correlation coefficient showed that there was a
positive statistical relationship between the two variables under study, with a
value of 0.885, and the results of linear regression showed that tourism marketing
was able to explain 78.3 percent of the variance of sustainable rural development.
Conclusion: Given the high capacity for tourism development in the study area
and the positive impact of tourism marketing on sustainable rural development,
improving the level of tourism marketing is a fundamental requirement that
should be prioritized in tourism development and rural development planning.
Originality/value: So far, no study has been conducted in Iran to evaluate the
impact of tourism marketing on sustainable rural development, and this study
can serve as a basis for other future research.
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1. Introduction

In a simple definition, marketing can be
stated as a human activity to satisfy needs
and wants through the process of creating,
supplying, and exchanging products with
others, in which marketing business
activities are designed to distribute goods
and services from producers to consumers
in order to achieve their goals and
objectives. In the field of tourism,
marketing guarantees environmental,
social, and economic stability in tourism
destinations. The development and
promotion  of  tourism  marketing
significantly increases the attractiveness
of tourism and the level of investment in
regions and ultimately leads to the
improvement of socio-economic
dimensions and local livelihoods. Due to
the importance of the marketing category
in the development of sustainable tourism
and the sustainability of tourism
destinations, including rural communities,
today it is essential for all policymakers
and rural development practitioners to be
aware of the concept of marketing and its
use. The Cultural Landscape of Hawraman
was registered as a World Heritage Site by
UNESCO in 2021 due to its valuable and
rich cultural and natural attractions. This
geographical space encompasses
numerous tourism target villages and
exemplary tourism areas in the provinces
of Kurdistan and Kermanshah. Among
them, the Shamshir Tourism sample area
is one of the exemplary tourism areas of
Paveh County and Kermanshah Province,
which is located in the Cultural Landscape
of Hawraman. In addition to its beautiful
and unique natural scenery, location on
the slopes of Mount Shahu, dense and
dense pastures, moderate weather
conditions especially in the summer, rural

terraced texture, local customs and
traditions, etc., due to its strategic location
(located adjacent to the Kermanshah-
Ravansar- Javanrood communication axis
to Paveh and other villages and cities in the
border areas), it is one of the exemplary
tourism areas that always welcomes a
significant number of tourists in all
seasons of the year. Considering the
importance of tourism development in
sustainable rural development and also the
key role of marketing in tourism
development and consequently the
sustainable development of the local
community, the main questions of this
study are: What is the status of tourism
marketing in the Shamshir tourism sample
area? What is the status of rural
sustainable development in the Shamshir
tourism sample area? Is there a
statistically ~ significant  relationship
between rural tourism marketing and rural
sustainable development in the Shamshir
tourism sample area? How much of the
variance in rural sustainable development
in the Shamshir tourism sample area is
explained by rural tourism marketing?

2. Research Methodology

The present study is classified as an
applied study in terms of its purpose and
as a descriptive-correlational study in
terms of its nature and method. In terms
of time, this study was single-section and
was conducted over a period of 8 months.
A combination of documentary and field
studies was used to collect the required
information and data. In the documentary
section, studies related to the study area
were reviewed, and in the field section,
survey work was carried out by referring
to the study area. The statistical
population in this study includes all
residents of Shamshir village (2222
people). Given the limitations of
conducting a census (lack of access to all
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residents of the village and the significant
financial and time costs of field studies)
and the minimum number of samples for
survey research (100 samples), 150 people
were considered as a statistical sample in
this study. The main research tool for
collecting survey data was a researcher-
made questionnaire designed in three
main sections. The first section is
dedicated to the personal characteristics
of the respondents. The second part of the
questionnaire is dedicated to the
dimensions and components of rural
tourism marketing; the basis for its design
was studies related to the subject of the
study. The third part of the questionnaire
is dedicated to the dimensions and
components of rural  sustainable
development. SPSS software was used to
analyze the data.

3. Research Findings

The findings showed that the status of
rural tourism and sustainable rural
development evaluation was significantly
higher than average, with an average of
3.13 and 3.4l, respectively. The results of
the correlation coefficient showed that
there was a positive statistical relationship
between the two variables under study,
with a value of 0.885, and the results of
linear regression showed that tourism
marketing was able to explain 78.3 percent
of the variance of sustainable rural
development.

4. Conclusion

Given the increasing challenges faced by
rural communities, strengthening rural
tourism marketing can play an important
role in achieving sustainable rural
development. Increasing the direct and
indirect income of the local community,
increasing the level of employment,

increasing the value of assets, job
diversity, reducing the migration trend,
strengthening the sense of place, reviving
local customs and traditions, increasing
the level of awareness, and promoting the
motivation for progress can be only part of
the effects of developing rural tourism
marketing among the local community
living in the Shamshir tourism sample area.
Therefore, in order to achieve sustainable
rural development and improve its level in
the study area, strengthening rural
tourism marketing should be a priority in
policies, planning, and other activities
related to tourism development. In order
to strengthen rural tourism marketing in
the study area, solutions can be proposed
such as strengthening the level of
advertising, especially through social
networks and cyberspace, holding training
workshops on how to interact with
tourists, increasing the quality of
accommodation, health, and service
infrastructure in tourist destinations,
forming cooperatives dedicated to
tourism development, holding tourist
tours, considering discounts for tourists,
etc.
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