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Abstract

Context and Purpose: The main objective of this research is to manage tourists'
behavioral patterns with the help of big data analysis and artificial intelligence,
with the aim of improving the tourism experience in attractions.
Design/methodology/approach: This research is an applied type in terms of
purpose and a mixed qualitative-quantitative exploratory research in terms of
approach. In this research, the big data generated in the travel process is
extracted and analyzed using Python. The study population consists of all tourists
in the Ferdowsi Mausoleum in Mashhad. Findings: Based on the modeling of
tourists' behavioral patterns and with the help of big data analysis and artificial
intelligence in order to improve the tourism experience, big data was extracted
in the post-trip stage of tourists. The findings of each stage of the trip show that
big data can be useful in examining the current situation after the trip and, in
addition, play an effective role in improving the experience. Conclusion: The
results obtained in the studied attraction of Ferdowsi's Tomb show that tourism
managers can improve the tourist experience at every stage of the trip by using
big data of destination tourist attractions and achieve a comprehensive model in
this regard, and use it in all attractions and tourist destinations in the country.
Originality/value: This research uses the latest technologies related to artificial
intelligence in the post-trip experience of tourists.

*Corresponding Author: Seyed Mohammad Mousavi

Address: Shahrekord University, Faculty of
Literature and Humanities.

Email: s.mohammadmousavi@sku.ac.ir
Tel: +989120294495

Seyed Mohammad Mousavi, Abbas Sadeqnia. Managing Tourist Behavioral Patterns After Travel Based on Big Data

Analysis (Case Study: Ferdowsi's Tomb)

Volume 3. Issue 1. Spring and Summer 2025. Pages 81 to 100.



mailto:s.m.moosavi@outlook.com
mailto:a.sadeqnia@gmail.com
https://doi.org/10.22080/tmhr.2025.29025.1059
mailto:s.mohammadmousavi@sku.ac.ir
https://www.orcid.org/0000-0003-1634-445X
https://orcid.org/0009-0006-0387-475X

Volume 3. Issue 1. Spring and Summer 2025. Pages 81 to 100.

‘@) The Journal of Tourism and Hospitality Marketing Research

Ea

e —

UNIVERSITY OF
MAZANDARAN

Extended Abstract

1. Introduction

Today, tourists' online activities generate
big data that provides a better picture of
their behavior. For this reason, studies
based on surveys or interviews with
experts lack the objectivity necessary to
obtain definitive answers about the real
state of tourism. Currently, many tourism-
related businesses in Iran use two
methods of surveys or collecting expert
opinions to improve their processes,
which makes it difficult to improve
performance, because examining the
instantaneous and natural behaviors of
users through big data is the best way to
examine the processes predicted by the
country's tourism managers. Therefore,
this research aims to improve the tourism
experience in the attractions of each
destination by modeling tourist behavioral
patterns and using big data analysis and
artificial intelligence.

2. Research Methodology

This research is a combination of two
quantitative and qualitative methods that
was conducted by examining the opinions
of foreign tourists after traveling to the
studied attraction (Ferdowsi's Mausoleum)
in the spring, summer, and fall of 1403. In
this research, first, the big data generated
on the social networks Instagram,
TripAdvisor, Google Maps, and X are
collected after the tourists' trip. Then, the
extracted data will be categorized and
stored based on their type and nature. In
the following, the proposed decisions from
this analysis will be presented, and finally,
the expected output from the decisions
made will be measured based on the level
of tourist satisfaction.

3. Research Findings

From an analytical point of view and using
the information obtained, it can be
concluded that high entrance fees, lack of
attractiveness, and crowding are three
factors that have been found as negative
factors in Ferdowsi's tomb and have
caused dissatisfaction and reduced the
quality of the tourism experience. For this
purpose, effective measures can be taken
to improve the level of tourist satisfaction
by eliminating these three items. In
addition, the elements of Ferdowsi's
personality and poems, the beauty and the
beautiful and relaxing environment of
Ferdowsi's tomb were present in most of
the positive comments, which, according
to the data collected, have had a direct
impact on the quality of the tourism
experience.

4. Conclusion

Considering the research question and the
findings from the case study, it can be said
that in general, tourism destination
managers can benefit from big data
analytics by gaining valuable insights into
travel trends, preferences, and behavior of
visitors and tourists. Analyzing data from
sources such as social media, mobile apps,
and tourism surveys, destinations can
identify peak visitation times and visitor
flow patterns. This information allows
them to optimize tourism infrastructure at
their destination, allocate resources
effectively, and design targeted marketing
campaigns to attract specific segments of
travelers, and, in addition, to more closely
examine this experience improvement in
various topics.
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