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Context and Purpose: According to the concept of the customer life cycle,
customers go through three stages in their relationship with companies:
attraction, retention, and development; and companies should develop strategies
for each of these stages. Customer development in the field of tourism represents
earning more income from the tourists’ travel duration and cost. The aim of this

study is to investigate the effect of the variables of gender, age, marital status,
education, number of trips, travel arrangement, travel companions, place of
residence, and religion on the travel duration and cost of incoming tourists to
Iran. Design/methodology/approach: The present study is descriptive applied
research. Data were collected using an online questionnaire in Persian, English,
and Arabic from 321 foreign tourists traveling to Iran, and analyzed using the Chi-
square test and Fisher's exact test in SPSS software. Findings: The results of the
study showed that there is a significant relationship between the variables of age,
number of trips, method of travel arrangement, place of residence, and travel
duration development; And the variables of religion, number of trips, place of
residence, and travel cost development. Conclusion: Destination marketers and
tourism destination managers can increase overall tourism revenue by
identifying and targeting tourists who are more likely to extend their trip and
offering incentives to increase the likelihood of extending their trip.
Originality /value: Most studies in the field of tourism marketing, especially in
Iran, have focused on attracting and retaining tourists, and limited studies have
addressed the expansion of travel duration and cost. Also, in the present study,
for the first time, the effect of religion on the expansion of travel duration and
cost has been investigated.
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1. Introduction

Customer  Relationship = Management
(CRM) views each customer relationship as
a continuous revenue stream rather than
separate transactions. It involves three key
stages:  acquisition, retention, and
development. Companies design
strategies to attract high-value customers,
enhance their value over time, and sustain
long-term loyalty. Although CRM has been
widely applied in the tourism industry,
research often emphasizes customer
acquisition and retention, with less focus
on customer development—especially in
Iran. In tourism, customer development
can mean extending a tourist’s stay or
increasing their expenditure when they
are satisfied with the destination.
Successful marketing is rooted in
analyzing customer data to identify
attractive segments. Determining which
tourists tend to prolong their visit or
overspend helps tourism agencies and
destination = managers refine their
targeting strategies. Many studies have
identified the characteristics that increase
the duration and cost of travel, because
identifying the characteristics of this
group of tourists can provide valuable
information for subsequent targeting.
However, the studies conducted are
mainly in Western countries, and studies
on the factors affecting the duration and
cost of travel in Iran are very limited. Given
that it is practically impossible to examine
the impact of all the identified variables in
one study; Given the nature of the
research and the limitations of the
researchers, the present study examined
the effect of 9 variables (including gender,
age, marital status, education, number of
trips, travel arrangements, travel
companions, and place of residence)

whose effects on both trip length and
travel cost have been confirmed in
previous studies, as well as the religion
variable, which although its impact on
many areas of consumer behavior and
market segmentation has been studied
and confirmed, has not been considered in
studies related to the extension of travel
duration and cost, on the extension of
travel duration and cost of tourists
entering Iran.

2. Research Methodology

This applied, descriptive-survey study
examines foreign tourists visiting Iran
from 2010 to 2023. Data were collected
over eight months via an online
questionnaire in Persian, Arabic, and
English, shared across various platforms.
Out of 334 responses, 13 were excluded
due to Iranian nationality, leaving 321 valid
questionnaires for analysis. To identify
tourists who extended their stay or
expenses, follow-up questions were used.
Respondents first indicated whether their
stay in Iran was as planned, shorter, or
longer. If extended, they specified whether
personal issues or satisfaction with Iran
influenced their decision. Cross-tabulated
data were analyzed using the chi-square (x
?) test, and Fisher’s exact test was applied
when more than 20% of cells had expected
counts below 5. For significant variables,
standardized residuals were calculated to
identify the most influential cells in the
overall test.

3. Research Findings

Tourists aged 50-70 years were least likely
to extend their stay, whereas younger
tourists (below 50) were more inclined to
prolong their trips. Tourists who had
visited Iran multiple times were more
likely to expand both their stay and
expenditure compared to first-time
visitors. Independent travelers (those who
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self-arrange trips or plan them with
friends or family) had a higher probability
of extending their stay compared to those
traveling via tour operators or travel
agencies. Tourists staying in rental
apartments had a higher likelihood of
extending their stay and increasing
expenditure compared to those staying in
hotels. Muslim tourists were significantly
more likely to spend beyond their initial
budgets compared to non-Muslims.

4. Conclusion

These findings suggest that destination
marketers should focus on targeting
specific tourist profiles, such as younger
travelers, repeat visitors, independent
tourists, and Muslim travelers, who are
more inclined to extend their trips and
spend beyond their initial plans.
Additionally, promoting flexible
accommodations—like rental apartments
rather than traditional hotels—can be an
effective strategy. Understanding the
determinants behind trip extension is
crucial for tourism stakeholders. Thus, the

study recommends using  digital
advertising strategies that incorporate
social media influencers, digital content
marketing, and targeted ads to engage
high-potential tourists and encourage
longer stays and increased spending.
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