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Ecotourism; Forest Park; | Context and Purpose: The aim of this study was to identify the most effective
Marketing; Customer | incentives based on service marketing in the intention for ecotourism in the
intention Sisangan Forest Park of Nowshahr. Design/methodology/approach: The

statistical population of the study was tourists entering the Sisangan Forest Park,
and 384 tourists were selected as a sample. Questionnaires were distributed
using the convenience sampling method. The questionnaire on product design
and development, price, place, promotion, people, process, and physical evidence
was obtained from Eshete et al. (2020), the partnership and programming was
obtained from Tshukudu (2012), and the ecotourism intention questionnaire was
obtained from the research of Christian et al. (2023). Then, the data were analyzed
using the structural equation modeling method. Findings: The results showed
that the most effective incentives based on service marketing in creating a desire
for ecotourism in Sisangan Forest Park are product design and development,
location, price, people, promotion, and physical evidence, respectively, and
factors such as planning, participation, and process did not have a significant
effect. Among them, the variables of product development and design, and
location had the greatest impact on the desire for ecotourism. Conclusion: Based
on the results obtained, policymakers and tourism managers of Sisangan Park
should focus more on designing comprehensive tourism packages, improving
employee services, and developing advertising and communication
infrastructures. Also, applying flexible pricing and creating online reservation and
payment platforms can improve customer experience and turn ecotourism in the
region into a sustainable competitive advantage. Originality/value: This
research is one of the few studies that has comprehensively examined the factors
affecting the development of ecotourism in one of the forest areas of northern
Iran using various types of service marketing mixes. Also, focusing simultaneously
on nine marketing indicators has provided a multidimensional and
interdisciplinary view of the subject.
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1. Introduction

Ecotourism is a specific type of sustainable
tourism that has increasingly gained
attention, especially in environmentally
and culturally vulnerable areas. The
concept was developed in an attempt to
avoid the problems and consequences of
traditional tourism. Since ecotourism
helps both ecosystem conservation and
the economy, it has grown in the tourism
industry. In a general context, it can be
said that ecotourism is one of the fastest-
growing industries worldwide. Within the
tourism industry, ecotourism is growing
three times faster than the industry as a
whole. The number of travelers who prefer
this alternative form of tourism is
increasing by 20% every year, accounting
for between 10 and 20% of the total global
tourism market, making it the fastest-
growing segment of the tourism industry.
Ecotourism is also considered one of the
five leading strategic areas for future
development in the tourism industry.

2. Research Methodology

The present study is of an applied type in
terms of its results because it attempts to
find an answer to a practical problem that
exists in the real world. It is also of a
quantitative research type in terms of its
implementation process because it uses
quantitative principles such as sampling,
sample size, and generalizability of
findings. In terms of time, because this
study focuses on the data related to the
sample under study at only one point in
time and is, in fact, similar to a picture of a
phenomenon, it is therefore of a cross-
sectional type. In terms of its purpose, this
study is of a descriptive survey type
because it is formally designed with the
aim of testing hypotheses and also with
the aim of further understanding the

existing conditions and helping in
decision-making without manipulating the
research  variables. The  statistical
population of the present study consists of
all tourists entering the Sisangan Forest
Park located in Nowshahr, and, due to the
unlimited number of entries, the
researcher has taken a sample. To
determine the sample size according to
Morgan's table, the minimum number of
samples will be 384 people, so the
researchers collected this number of
questionnaires in person and with the
available sampling method on different
days of the week over several weeks. The
data collection method is a questionnaire.
The questionnaire for this study was
extracted from existing research in the
literature.

3. Research Findings

According to Figures 2 and 3 and also
according to Table 8 where the values of t-
statistics and path coefficients are
presented, it can be concluded that
considering that the t-values related to
the wvariables of product design and
development, price, location, promotion,
physical evidence and people are higher
than 1.96, their effect is significant and
these hypotheses are confirmed. However,
the effect of planning, participation, and
process is rejected. By examining the path
coefficients presented in Table 8, it was
found that the highest coefficient is
related to  product design and
development, while physical evidence has
the least effect on the desire for
ecotourism.

4. Conclusion

The purpose of this study was to
investigate and identify the most effective
incentives based on service marketing in
the desire to choose ecotourism in
Sisangan Forest Park, Nowshahr. The
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results of this study showed that the most
effective incentives based on service
marketing in creating a desire for
ecotourism in Sisangan Forest Park are
product design and development, location,
price, people, promotion, and physical
evidence, respectively, and factors such as
planning, participation, and process did
not have a significant effect.

In general, regarding the effect of the
service marketing mix on the behavioral
intentions of customers and tourists, the
studies showed that all dimensions of the
service marketing mix have a positive
effect on tourists' satisfaction, which in
turn  affects consumer  purchase
intentions. While the marketing mix
directly increases satisfaction, it indirectly
affects purchase intentions through the
mediating role of satisfaction. This
suggests that effective implementation of

the service marketing mix can lead to
increased consumer willingness to
purchase travel services, highlighting the
importance of these strategies aimed at
increasing customer engagement and
loyalty.
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