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Article Info Abstract
Article type: In today’s highly competitive world, many tourist destinations_strive to enhance
Research Paper their global market position by leveraging“smart marketing strategies while
simultaneously increasing tourist satisfaction. Aceordingly,“the present study was
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Structural Equations, I terms of mej[hodology. The statistical populat_lon consisted of tourists visiting j[he
Tehran City. tourism attractions of Tehran, and the sample size was determined to be 384 using
Morgan’s table. Data were collected using a researcher-made questionnaire
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Extended Abstract

Introduction

The tourism industry is one of the most
significant service sectors worldwide, playing
a decisive role in generating economic value,
creating employment, and promoting social
development. Due to its cross-sectoral nature,
this industry provides extensive job
opportunities and revenue generation in
related  fields such as  hospitality,
transportation, retail, and cultural services,
and is recognized as a key driver of economic
growth. The continuous increase in tourism
demand in recent decades, even after
disruptions caused by the global pandemic,
demonstrates that tourism is a fundamental
pillar for strengthening national and local
economies and plays a vital role in sustainable
development and enhancing social vitality. In
recent years, global changes, technological
advancements, and shifts in consumer
behavior have fundamentally transformed
tourism marketing strategies. Traditional
marketing approaches, which primarily
focused on product features, pricing, and

distribution, have gradually been replaced by

strategies emphasizing the creation of
personalized, interactive, and  unique
experiences for tourists. Modern technologies,
including artificial intelligence, augmented
reality, and big data analytics, enable the
delivery of memorable experiences and
interactive engagement between tourists and
destinations, playing a crucial role in
enhancing tourist satisfaction and loyalty.
Behavioral changes among new generations
of tourists have also increased the importance
of meaningful, authentic, and interaction-
oriented experiences in destination choice.
Tehran, with its diverse cultural, historical,
religious, and natural attractions, has high
potential for attracting tourists; however, the
optimal utilization of this potential remains
limited, leading to reduced sustainable
income, higher unemployment, and decreased
social vitality. Analyzing the impact of
marketing strategies on tourist satisfaction
and identifying key success factors in this
area can improve the tourist experience and

strengthen the competitive advantage of the
destination. A strategic integration of
marketing approaches and tourist satisfaction
can increase repeat visits, word-of-mouth
recommendations, and the economic and
social benefits for both the destination and the
tourism industry. Therefore, examining how
and through which mechanisms marketing
strategies affect tourist satisfaction constitutes
the primary focus of this research.

Methodology

The present study is quantitative in nature,
applied in terms of objective, and descriptive—
analytical in methodology. Data collection
was conducted using both documentary and
field-based approaches. In the documentary
phase, the conceptual framework of the
research and the main dimensions of the
variables were extracted and elaborated by
utilizing credible scientific sources, including

4 books, research articles, and previous studies.

In the field-based phase, the primary data
collection instrument was a researcher-made
questionnaire, designed through a systematic
process. Initially, based on the analytical
framework of the study, a set of qualitative
questions was developed, and the necessary
data were gathered through in-depth
interviews. The resulting data were analyzed
using open, axial, and selective coding
methods, leading to the identification of the
final indicators and components. Based on
these indicators, a questionnaire comprising
163 items was developed (Table 1). The
research indicators were measured using a
Likert-type scale ranging from 1 (very low) to
5 (very high). The study population consisted
of tourists visiting the city’s attractions, and
the sample size was determined as 384
individuals using Morgan’s table. Sampling
was conducted using a convenience method,
and the questionnaires were distributed in the
field among the tourists. The validity of the
research instrument was confirmed through
consultation with university professors and
after several rounds of necessary revisions.
The overall reliability of the questionnaire
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was calculated wusing Cronbach’s alpha,
yielding a coefficient of 0.976, indicating
high reliability, and reliability was calculated
separately for each indicator. Statistical
analyses in this study were performed using
descriptive statistics (mean and standard
deviation) and inferential statistics
(correlation analysis) through SPSS software.
Additionally, structural equation modeling
(SEM) was conducted using SMART PLS 4
software.

Results

The findings of the study indicated a positive
and significant relationship between tourism
marketing strategies and tourist satisfaction.
The strongest effect (0.549) was observed for
multidimensional tourist satisfaction,
highlighting the substantial influence of
destination marketing strategies on shaping
tourists’ overall experience. Following this,
tourist safety and welfare (0.481) and STP
marketing strategies (0.470) had the greatest
impact on tourist satisfaction. In contrast, the
effect of marketing strategies on behavioral
loyalty (0.134) and destination sustainability
(0.127) was weaker, although still positive

and significant, indicating the need for long-/

term mechanisms to convert positive
perceptions into loyal behaviors. Path analysis
revealed that tourist experience (0.282), local
interactions (0.288), and management of
tourist expectations (0.622) are the main
factors shaping satisfaction-oriented
marketing. The richer the tourist experience,
the stronger the local interactions, and the
better the management of expectations, the
more conducive the environment is for
designing  satisfaction-oriented  marketing
strategies. This satisfaction-oriented
marketing positively influences advertising
and communication (0.677), planning (0.296),
and STP strategies (0.350), enhancing
coherence among the destination’s
communication and managerial activities.
Service quality and hospitality (0.250-0.714),
infrastructure (0.190-0.404), and destination
capabilities (0.187-0.599) play a crucial role
in strengthening the effectiveness of
marketing strategies. Tourist safety and
welfare (0.195-0.363) also have a positive
impact on advertising, planning, and STP

marketing, fostering a sense of security and
reinforcing a positive mental image among
tourists. The results showed that advertising
and communication (0.170-0.353), planning
(0.160-0.335), and STP marketing (0.196—
0.552) exert positive and significant effects on
multidimensional tourist satisfaction,
destination brand enhancement, behavioral
loyalty, and destination sustainability.
Moreover, managerial involvement (0.243—
0.371) and technological advancements
(0.196-0.422) strengthen the effect of
satisfaction-oriented marketing across all
dimensions of advertising, planning, and STP
marketing, contributing to the enhancement of
tourist experiences and the maintenance of
destinations’ competitive advantage.

Discussion and Conclusion

In recent decades, tourism has emerged as one
of the most important economic and social
activities, playing a significant role in
employment generation, income
enhancement, quality of life improvement,
and the achievement of sustainable

\development. Tourist satisfaction, as a key

indicator of destination success, is directly
influenced by marketing strategies. The
findings of the study indicated a positive and
significant relationship between marketing
strategies and tourist satisfaction, with the
strongest effect observed for
multidimensional tourist satisfaction (0.549),
reflecting the impact of marketing strategies
on the overall and comprehensive experience
of tourists. Other significant effects included
tourist safety and welfare (0.481) and STP
marketing (0.470), while the relationships
with  behavioral loyalty (0.134) and
destination sustainability (0.127) were weaker
yet still significant. Structural model analysis
revealed that tourist experience (0.282), local
interactions  (0.288), and  expectation
management (0.622) positively influence
satisfaction-oriented marketing. In turn, this
satisfaction-oriented  marketing  positively
affects advertising and communication
(0.677), planning (0.296), and STP strategies
(0.350), enhancing coherence among the
destination’s communication and managerial
activities. Service quality and hospitality
(0.250-0.714) and infrastructure (0.190-
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0.404) also play a decisive role in
strengthening the effectiveness of marketing
strategies, while tourist safety and welfare
(0.195-0.363) have a positive impact on
communication and planning outcomes.The

study further demonstrated that satisfaction-
oriented marketing, combined with active
management and the utilization of modern
technologies, contributes to enhancing tourist
satisfaction, strengthening the destination

brand, encouraging loyal behaviors, and
promoting destination sustainability.
Limitations of the research include the use of
cross-sectional data and focus on a single

urban destination, which restricts the &
generalizability of the findings. The main
innovation of this study lies in presenting a
comprehensive,  localized model  that N
simultaneously  examines the role of
satisfaction-oriented =~ marketing,  service
quality, infrastructure, destination
capabilities, and moderating variables in
shaping behavioral outcomes and tourism
sustainability.
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