The Journal of Tourism and Hospitality Marketing Research Volume 1. Issue 1. Autumn and Winter 2024, Pages 39 to 5.

Research Paper

Identifying the Factors Influencing the Choice of Urban
Tourism Destination in Coastal Areas (Case Study:
Astara City)

1

Ismail Nasiri Hande Khale * Maryam Alizadeh Zonouz * Amirhoshang Rajabi Kalvani =" *  Aliyeh Hakim*

! Associate Professor of Department of Geography and Urban Planning, Faculty of Literature and Humanities, Guilan Univer-
sity, Rasht, Iran. (esmaeil.nasiri@guilan.ac.ir)

2 Ph.D. student, Department of Geography and Urban Planning, Tabriz University, Aras International Campus, Iran.
(Maryamalizadeh13533@gmail.com)

% Ph.D. student, Department of Geography and Urban Planning, Faculty of Humanities, Islamic Azad University, Research Sci-
ences Unit, Tehran, Iran. (Amir.rajabil234@yahoo.com)

4 Ph.D. student, Department of Geography and Urban Planning, Faculty of Humanities, Islamic Azad University, Research Sci-

ences Unit, Tehran, Iran. (Aliveh.hakim@yahoo.com)

© The Author(s) Publisher: University of Mazandaran
d 10.22080 /TMHR.2023.26089.1001
ceywords: Abstract

Coastal cities, tourism ) ) .
destination,  destination | Context and Purpose: The present study was carried out to identify and measure

brand, Astara city the factors influencing the choice of urban tourism destinations in coastal areas.
Design/methodology/approach: This research is applied in terms of purpose and
survey and correlational in terms of data collection. The statistical population was
the tourists who were available in the tourist places of Astara city in Guilan province
in August 2017. The validity and reliability of the questionnaires were checked and
SPSS and non-parametric statistical tests were used to analyze the data.

Findings: According to the research findings, the obtained path coefficients of 0.89
indicate a positive effect between the brand associations on the choice of tourist
destination. According to the statistic (19), T is significant at the 95% level, indicating
that perceived quality explains the choice of tourist destination by 0.76. The linear
relationship between the components is significant (p < 0.000). The analysis of the
regression equation also shows that among the factors influencing the choice of the
tourist destination, respectively, the perceived quality of the destination brand (p =
0.0518, B =4.01) and the association of the destination brand ( p = 0.0356, B = 2.06)
have the greatest effect in the tourist destination.

Conclusion: The results showed that there is a significant relationship between the
effective factors in the tourist destination. Perceived quality is the main factor in
choosing a tourist destination and has a significant impact on other brand dimen-
sions. The perceived quality index in the tourist destination directly affects the
choice of the tourist destination.

Originality /value: The innovation and originality of this research is the identifica-
tion of factors influencing the choice of urban tourism destination and the credibil-
ity of this brand in the market and urban tourism competition.
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Extended Abstract

1. Introduction

In the late 1990s, the choice of tourism
destination was used in the case of urban
tourism. This method has been investi-
gated since then, and those in charge of
tourism activities found that tourist des-
tinations are visited because of the initial
images they create in people's minds. It is
one of the practical concepts in urban
tourism. This factor is an influential factor
in the development and expansion of ur-
ban tourism. A more famous destination
that has special value and prestige among
tourists will be more reliable and valid.
Greater reputation and credibility have a
positive effect on the image of the desti-
nation, loyalty to the destination, and fi-
nally the satisfaction of tourists.

Astara, as a coastal city in Guilan prov-
ince, has a suitable position in terms of
choosing a tourist destination due to its
cultural, historical, and eco-tourism at-
tractions and its location in the vicinity of
the Caspian Sea with all potential and ac-
tual talents in the field of tourism. Invest-
ing in the identification of factors influ-
encing the choice of destination in the
coastal city of Astara can play an im-
portant role in increasing the capabilities
of this city to attract more tourists and
create employment. This success plays an
essential role in attracting more tourists,
and if properly formulated and imple-
mented, it can become a useful tool for
success in the development of urban
tourism.

Using urban tourism strategies in tour-
ism planning, this research was carried
out to observe the factors affecting the
choice of urban tourism destinations in
coastal areas and the priority of each of
these factors. Therefore, according to the

aforementioned goal, the present study
seeks to answer the following questions.

e What are the factors influencing
the choice of urban tourism desti-
nation in the coastal city of Astara?

e Which of these factors has the
most impact on choosing a tourist
destination in the coastal city of
Astara?

To answer the above questions, the
following hypothesis will be examined:
there is a direct and meaningful relation-
ship between the factors influencing the
choice of tourism destination and its
components.

2. Research Methodology

The current research is applied in terms
of purpose, descriptive in terms of im-
plementation, and correlation with causal
approach. The independent variables of
this research include destination brand
loyalty, perceived quality, brand aware-
ness, brand association, and tourism des-
tination brand capability. The dependent
variable is the choice of the tourist desti-
nation. The statistical population includes
those tourists who visited the tourist at-
tractions of Astara in August 2017. Due to
the limitedness of the statistical popula-
tion, a statistical sample of 385 people
was determined based on Cochran's for-
mula.

3. Research Findings

According to the findings of this research,
out of a total of 385 members of the sta-
tistical sample, 68% were men, 32% were
women, and 61.9% of the statistical popu-
lation was in the age group of 30 to 40
years old, most of whom had university
degrees. Five indicators examined in the
research (loyalty to the destination brand,
perceived quality, brand association, abil-
ity to trust the destination brand, and
awareness of the brand) confirmed the
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appropriateness of the model. All the in-
dicators examined could be explained and
the index in the processing of the model
was at an acceptable level. The results of
Pearson's test in this research showed
that there is a significant relationship be-
tween tourism brand credibility in the
border city of Astara with interaction ef-
fects (r = 0.345 P = 0.05) and its other
components. The findings of this table
show that the highest correlation coeffi-
cient can be seen between the special
prestige and the brand and the influential
factors in the tourist destination (p = 0.05,
r = 0.467).

According to the obtained information,
the relationship between all dimensions
affecting the choice of a tourist destina-
tion (association of the destination brand,
brand capability, trust in the destination
brand, and loyalty to the destination
brand) is positive and significant at the
level of 1%, which means that an increase
in the mentioned variables leads to an in-
crease in the credibility of the brand.

The multivariate regression results of
Table 4 also indicate that the destination
brand’s geographic and environmental
characteristics (t = 6.99, p = 0.000) and its
competitive advantage (p = 0.01, 4.54) can
predict the special credit of the brand the
tourist destination of Astara. The statisti-
cal analysis related to the slope of the re-
gression line (B) in the case of most varia-
bles shows a direct relationship between
the sums of the predictor components,
and hence the comparison of the above
statistical results can be more important.
The variable of geographical and envi-
ronmental characteristics of the destina-
tion brand is more effective in predicting
the choice of the tourist destination of
Astara compared to the other two varia-
bles. In other words, part of the brand's

special credibility is determined by brand
association.

4. Conclusion

This study revealed that awareness of the
destination brand will be possible through
creating a positive image of the brand in a
potential and actual way. Therefore, it will
be necessary to know the causal relation-
ship between its variables. Awareness of
the destination brand is a key factor in
revisiting the city of Astara. Its average
coefficients show the interest of tourists
to visit this city again, and this factor de-
fines the strength of the presence of the
tourism destination brand in the minds of
tourists. Finally, it should be noted that
the opportunities for innovation by the
destination brand indicate that the famili-
arity of tourists will have an impact on the
choice of a tourist destination, and the
context for creating new opportunities
for tourists can be used as a logical and
predictive factor for re-choosing the des-
tination brand and loyalty to it.
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