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ABSTRACT

The best way to make individuals more conscious of the concerns and difficulties
facing society is through education. The aim of this study is to evaluate the effect of
tourists' experiences on environmental education through the resonance of the nature
tourism destination brand and environmental education to visitors. Tourists'
knowledge of the environment can be heightened through travel and nature tourism.
Their experiences in the environment influence their knowledge, attitudes, and
behaviors regarding environmental issues. The host society suffers when tourism
numbers exceed an area's ecological capacity, which lowers the quality of the tourism
experience. If this problem is ignored, society will face social and environmental
challenges. The greatest and most efficient method for educating people and instilling
a sense of responsibility in them is through environmental education. The sample size
was determined by Cochran's formula of 384 people. The sampling technique was
convenience sampling, and the study's statistical population consisted solely of
domestic tourists to Borujerd City. Expert judgments validated the research's validity,
while Cronbach's alpha assessed its reliability. Through the resonance of the nature
tourism destination brand and environmental education to tourists, as well as the
resonance of the nature tourism brand on public environmental education, the research
findings demonstrated that tourists' experience has a positive and significant effect on
environmental education.
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Questions <&Ylga0

Dimensions >l
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I learned many things during my trip to the nature tourism areas of Borujerd City.

25 S8 dade slagr 6350k ln ] e gl 3290 e e (935 b Bblie 4 i
Traveling to the nature tourism areas of Borujerd City stimulated my curiosity to

learn new things.

255 ol 1y (ly ol 5 (Sinled e S 32550 (it (535 Cando 3l & i 53
I felt a real sense of harmony and peace during my trip to the nature tourism areas of

Borujerd City.

Sururea
Aesks

oS oo (SN Dsliie (e 3 p3)S el D2 i o (63 )5 Cenlo 3ble &y
I felt that I was living in a different place during my trip to the nature tourism areas

of Borujerd City.

23,5 ) Caly SIS 329 (e (63,5 el 3bolio 4y 53 (30
I completely escaped from reality during my trip to the nature tourism areas of

Borujerd City.
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Questions <&Ylau0

Dimensions >l

My experience in traveling to the nature tourism areas of Borujerd City allows me to
imagine that I am someone else.

D9S3 JU yhe o029 e b (635 Canb Bblo 4 yhw
The trip to the nature tourism areas of Borujerd City was a physically active trip.

Dy GBSl 32 Gl pred (93,5 Canb 3blie 4 i z ¢
The trip to the nature tourism areas of Borujerd City was energizing. < :g
Dl gy ol g b el (63,5 Gl blio 4 jhu )3 (e 48 =<
My experience in traveling to the nature tourism areas of Borujerd City was visually
interesting.
231 Gl oS3 by ol 3 g ol e 62,5 Conlo 3blis & sk > pla ol 5o
My experience in traveling to the nature tourism areas of Borujerd City increased my
communication with others.
B b o131 il o i Syg ol e (92,5 Bolio & b 0 8 las ol 2
. . . by}
55 5 bl alie £ T
Through the experience I had in traveling to the nature tourism areas of Borujerd =
City, I was able to communicate with people with similar interests.
A trip to the nature tourism areas of Borujerd reminded me of social rules.
IS g Lo 4 g ol e (69,5 S Sl o3k
We had a great time visiting Borujerd City's nature tourism spots. =3
. - Z . . @
3y GA Gl D2 g oyl o (60,5 Cands sblie 4 s slaclad I oy g. &,\\
I enjoyed the activities of traveling to the nature tourism areas of Borujerd City. 5 t
g1 085S 5 o 225 s (53,5 oo Bl &y s (slac g
The activities of traveling to the nature tourism areas of Borujerd City were fun.
255 3kl e sl Gte 9y 3290 ot (63,5 b (3blio &) jhu )3 (30 125
My experience in traveling to the nature tourism areas of Borujerd created a positive
spirit for me.
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My experience in traveling to the nature tourism areas of Borujerd made me respond z C},
emotionally. <
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My experience in traveling to the nature tourism areas of Borujerd City was
attractive to my feelings.
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My experience in traveling to the nature tourism areas of Borujerd City involved all
my senses.
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The trip to the nature tourism areas of Borujerd made me think a lot. 5
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I think a lot about the experiences of traveling to the nature tourism areas of Borujerd
City.
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There are remarkable ecotourism resources in Borujerd City's nature tourism areas. o é &
2 8l 5 lame o a5 PS5 805 par Cals K lsisa S (e 5l bl € & E 5 E
As an ecotourism site, the nature tourism areas of Borujerd City have a good balance § 5 :g* g' R
between environment and infrastructure. g’ 2 & g \E
ol i (635 por @lio syl 229 i i (63,5 Cennds bolio = 0
(¢

The nature tourism areas of Borujerd City have attractive ecotourism resources.
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Dimensions >l
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The nature tourism areas of Borujerd City are exciting.
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The nature tourism areas of Borujerd City are pleasant.
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Nature tourism areas of Borujerd City can calm people down.

uoneunsap Y}
Jo uoneindax oy,

RS o e cpl 4 1)K il B9 5 o b 51
I would return to this city frequently if I had the means and the time.
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I have a strong attachment to this city.
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I feel a kinship with the people of this city.
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If I had time and money, I would visit the nature of this city many times. g» &u G \E\\
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I found a strong attachment to the nature of this city. a g 5 E’ k3
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The nature of this city gives me a good feeling.
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I am excited to travel to the nature tourism areas of Borujerd City. g g \g\
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I feel very happy to travel to the nature tourism areas of Borujerd City. g &
bl 9 glig)s Sl (ol (slayl cul s Jline s 5l o Sasl

oy Sl aslidoyy (2lg) (poyp Caa g 45 odliel (oS
L odoosls bl Juloo )5 eolitul (5y90 5 | Sen
ol 4 AMOS 4 VY 45w SPSS l5sle 5 5l (5,50 20
OB 35 5, Ve L] p0 el ¢ 2ls) plool (gly gy
Ul 55 €85 )8 58805 oj (lliicelo g asll 4
Lo ad (oalgs)lai cbgrpe Ban (2Ll g Jlgw 3590 5
Sly 9 €88 )15 a0k 590 aslibuoy gy (S Sl
SPSS Jljiley gligssS Gl pgeil 5l (bl dmslee
odol Y Jodo 3 #lig,S Wl yge5] zuls 5,5 eolanul
o]
5 Soill i5u b Waw (sl daosly Jdodgds s
obolis 5 (g)ldlw aYolse (gilwJde (g)ldle isy
2 g5 S g e S5 g et S b
S Jhe o iy sloojlo & byye B s i
Pl ardry b cosl Jie g o3lp ) ol sl
Ot o2 Sl e Jae 1300950 Lo (ooled F g
Uiy ceuwlio 3l aaimd oy Liis 5 09 415555 1 cunlio
55 LS 1S L il st ol e 5L

win bl 5 Ol bl 3 ()9 Cjgody deliiny
3OS, plodes 45 @i (J3I (K835 s o
32on Olwred (@35 Canb cadls I lees sble
s sl o plusd 53 g%y (6 S ged gy 3)S 435k
40D s )3 YAV (S0 Jge 3 (ol o ciingly iges
diged YAY gg0om0 51.000,5 JuaSS dolidin p el (ynod &
Sib e dpe 48 YoY 2l g o5 48 VAY sl bl
JSuize olol diges cliael a5 58 lo ol o S0 ke
olol Bges 455 YAF g£g00me 3l .l 350 OY/S 5 5 FVIF
qobud zaio ;0 480 AN (plud 1S aaie ) 44 OV ol
Ayl ol )8 alado p> 425 ¥V wlid S alado )5 ya5 VFA
Slodgy (5585 wlado jd ,85 VY 4
sddodnlio  laypsie  glaodhy  aley o)y
2 odly g Jly g bodly o Jlog onadlis
¥ o @i 5 €85 )3 (pyp3y50 AMOS ljale 5
=Y o5l 5l (Nez polie cunl S5 4 p3Y 045 0 dlasMo
sl 03,85 ol +Y 5 =V (o3l I (SapiS polie o 4V
doliduoys oLL 5 liebs) (gl sl Jlop Wodly oplpls



SA VY kg cpgus 05loud o235193 Jlo (yll drwgi g Cunmslaxe bj9a] (ol dslilad

S e oyl |y el Jabs G ) oyt
sl yuite (uilly L 48 A8 o (asetio ygejl ol im
5 sl sladele (S p Syde i)y b cov sdos
olaog (V) U () o gl ol ojlol Jlao §58 b (sl
25 iy g ol sly il 4 g &S (g )
cshabe Jdos plodl pae L pldl @ maeual 0,90 12 5
aolitiwp byl g KMO ygojl gl ¥ Joso )3 .05

Cw! b.,\.oT

93 oy, S e o b adlis ol b eslazwl (GOF) 35l
3y Sdas (npa slr olme (Bl 5 g pSojlul Jue
iyl g KMO g0l 5 s 395000 )8 4 Ja0 IS
CeaMe b aS g5l opl b oolitw] delidiw yy (slaosly (gl
(Kaiser — Meyer — Olkin') KMO a3l

1. Kaiser — Meyer — Olkin Measure of Sampling
Adequacy (KMO)

O3S Cands
oS Happiness of tourists
Entertainment f Looco a3 (BT )58l
Ol%8 )5
] Increasing the
&5k environmental awareness
Learning of tourists
Colis Comjlaome e b0l
Attractiveness Public environmental
education
Ol
Excitement
G835 Capb Sy (i
Resonance of nature
> tourism brand
Sensory
bl
Emotional
oS SE N
Thinking "
The reputation
of the
el destination
Activity
Jols Completeness
Interaction of the
destination

(Li, Liu, & Souter Model, 2021) j| (¢, 8o b sl 3o 3,856  sogae Jdo o) JSd
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Model, 2021)



835 Cab Jais Xy b B I Canjlasne (Bisel p ())RK83)5 a5 1] ) Ked g (e s s

sl elil s KMO pg0il ¥ Jgio
Table 2. KMO test and Bartlett questionnaire

KMO 505
0.965 ol
KMO test
z . |
. | | canl
16597.469 K Sl s bk 053
Approximate chi-square x2 Bartlett's test
241 df (ool 4y

Degree of freedom

0.000 .51gf5)bugu daw
Significance level

@ bpadls o Cul cpl dolidioyy (2bL G ) jolate
SRR N R
Wl ooy b imgss opl o (Farbad, 2013) ws’
Olie ol 0035 dnloes SPSS ljsle 3 bawgs 2lig,S
Mo ol de pm g adl IV ) 55,5 elig S Wl oy
GAYL bl sy sl gy S odae @
S Wl Ggoil @l ¥ o)l Jgio 55 sl Jlos

Cws] 0

e sl 035 plocl SPSS Jlséle 5 Lwg (y903] !

Jod BB Jlade pl a8 sel cowds 4 /208 KMO 505l
63l OVolee sla Jlos (glp <Y (YU polie a5 cul
G 11l o 7 ol @ Sl osesl @l 5 el o
Sl e sS sllos maw (o &S cunl +free ply (gyld xe
Vg obb el Jod b8 asliduny 5 odelcwmnsa
..39...\:‘_540 ) wa:Gl)?Lu»] dLDaJALC L d>g) l.’ énh.m.w).s

Elg)S sl Y Jaua
Table 3. Cronbach's Alpha

Sre 1,5l OR93 (S e
Standard deviation Research variables
&5y 8 .
0.965 OS5 S
The experience of tourists
| ga & o
0.900 OS5 e
Happiness of tourists
0.914 bk iy
Destination image
0.866 O35 o jlame (BT jil58l
’ Increasing the environmental awareness of tourists
0.720 & Gl 585 Ly il
Resonance of the brand of nature tourism tourists
0.932 Soibe s iz

Public environmental education

o3l cwl S GuiblsS g3 puibly (s e
L oojse cnl > b ol 5o (3l 29Ss AGFI
» il Sls s Jlade ol AGFI & cowl eiglie GOF
sy AGFI 5 GOF coul S5l e Jio o
Oz 2S5 il ily e slagatls ©)gos
WSS e dumlie Jio gm0 ) 5,8 Jhe Lses o]

o9k o (155152 3,91
Conss) du>|.>).> u,u)l).: u)b))l LY LY u.sl.ma)l.nj ‘_)ng )l u&:
oS Layline ) ool 0395 (o3lj] lsyd 4 X2 go,lol s
b oode (md jlp lapasls olyied bl 4 lgas
X2 oyl elys prlad Olsisdy Yoane dgd so o)l ousied
3 glojlsl GOF (3l (2586 pa3ld Kigye S8 &



1B RMSEA 550 s Slayyo (:55ko pod 4y 2
ol 2 & e sl 5 a3ls ol ST o)
VA o jo a0 5 Sl bwy ol sl 48,51,
e Sl (S plgisa Bl nl 3 ki Jy s o)
polie el oad aslis wibylasS (iloJde ) lajlire
oA Jobe slie 5 s il Sy /0 e
(WWAY wyyd) amd o ol asels 3 1) Jadne (slalles

ol 0as 0313 5155 F Jad 50 Jao adsl yo3ly

V.Y )LQ). Pow o)la.af') ‘&63}193 JL» ‘)IAJLJ Azwgl g wu)la.&u u»)}ﬁi L?"'Lc aollad

Gl S U oo 5l e yedls cpl (gadym (gdiely ax 3]
2 il Gl 5l 4 o NFT b (3l jasli
NFI asls p» wwl aah bl Soo8 sladiges
e 9 03y9) Olusay |y diges (g0l b 03,8 Jlainass
polie saialy cunl odly &l ) CFT Laules (b3l jasls
il il pasls .cwl S U Las 5I NFI g CFI
a5 diges (503l g datls Cleguige 4y i3y (gl TFI
Slusbro piren g Caol 0l dpd it NFT U alaly 5>
2 &S Golas pl b wonl NFT Glosle alie jasli oyl
ol Al 4 31 leddaulxe b (o3l Sl b

oo Joo slojadls (31l 050 £ Jgua
Table 4. Initial Estimation of Conceptual Model Indicators

sdefCuwddy palio jlxe ,ludle CIT
The obtained Allowed
values amount Index name
4510 55 S (o0 ,lxigy g5l (£1S) CMIN/DF
Less than 5 (Normed Chi-square Index)
0.096 15l 28 (3312 (slls Slasyo (:S3ko pg> 4y ) RMSEA
Lessthan1  (Root Mean Squared Error of Approximation)
0720 0.7 5 5V (Ul (2555) GOF
Above 0.7 (Goodness of Fit Index)
0851 0.7 5 pY\ (48l s — (lunlio 33l yasls) CFI
Above 0.7 (Comparative Fit Index)
0,679 0.7 5l 5V (a8l Lo S5jlp Lasls) AGFI
Above 0.7 (Adjusted Goodness of Fit Index)
0.816 0.7 ;s (o35 p 5 (S550,0) NFI
Above 0.7 (Normed Fit Index)
0.838 0.7 ;1 sYy (605 py Sjl) TLI
Above 0.7 (Non- Normed Fit Index)
0.801 0.7 51 3t (s 03312 023L5) RFT
Above 0.7 Relative Fit Index
0.851 0.7 5 st (el B Gl a3 Ls) TFT
Above 0.7 Incremental Fit Index

sloyahl b (ol lajl) (Sgme )3y slagiy syblias
OIe SomSy gy > 4o jsbar 3 5,8 (1Y
gl sly s)lme |y o/-0 jlp-value jlade (g 5 Se oS
CAD ekl g o b oddawlxe i bl
Sy9lp sly Gui>s cpl > (Ghasemi, 2012) cousls
Jeosi & Jgdor 53 el 0d ool (S S5 09, Iy

sl ool gy (sladed )b soe

s oo
D oo 08lg3 Slye s 4 oSl (g)laie CRHlads
3kl e 0 355051 e Capund dnssles ) 45 Jlaie )
)y oddanwlxe SE jlae (slas 4 Estimate yiol)b ¢l
3) Goge &5 w3 Ol 290 Jolbs el olen
b s o 5118 so plp |y stehly cul e &S (g j0 405 )3
Ogld oy gskaieds H dgrg s Jlanl s 4



835 Sl duao 83y i By Clame (B0l 1 (K05 4y 311 Ked g (Gukeme yud

he experience of tourist

Cea> ETT Jog,

SABans & s
A Happy tourists

6 D 3

Cer > [ DIT_34
> e Y
Ce34 > o Destination image
Ce36> e

Cel0> [RE1 Jog 72— 5= s AT TS
Increasing the environmental

awareness of tourists

e [RE3 }
CeTZ > RNTdeg 18 7% couie s 50 £ 55 3
Celd > o — Resonance of the brand of
Cel5 D [ RN3 J* 71 nature tourism tourists
37D [ PET dweg ° :

s G 3 Lagma B 5 gl
Ce38D PE2 ¢ Public environmental education
Ce39>

PE3 91

Jao Gl Jelos Y IS
Figure 2. Model Fit Analysis

- 1IN EDEDED
@D [ EFR | o o -

@@D—={ERY ESIEET R3] [Raa) [Rp]
DAY Y ;

) %Y iy ) AT
VT
@2D ‘\

@20
@25

@20 —»-{EPTA Y/

- (EPK ,: Happy tourists, Increasing the environmental
\\\\‘\,\‘\ 5 awareness of tourists
@2D EP10 \ ot Sy s 02
@23 EP11 [ 4—|The experience
@20 »=[EP12 / of tourists 83 9491,
@2D—w={EP13 7'/ ]
:" iy S s (35500

(2 - PP
e1D—w={EPRE/;
EB—={ERpH/ ”
Ce2D—=={EPJ0] S @
D Destination
” image ]
/81 5 PAANG of nature tourism touris

(e«0f 011 (02 (03] [04] (O] [D¥e)
EDEDEDE@EHEDE®

(=39)
@D 1D E1D

s 3 e o= (2093 Jo s ol ' SO
Figure 3. Path Coefficients of the Research Model- Path Analysis of Hypotheses

\Al



\Al

VY kg cpgms 0jloud o235193 Jlo (jll drwgi g Cnmslaxe bj96] (sols dslilad

iRk s yrwe Jilo .0 Jgaa
Table 5. Path Analysis of Research Hypotheses

oo 359l 2

Estimate (p—

Ao value) Route o 4y 4
Result estimation Direction Hypothesis
Estimate (p-
value)
4 b 155 O3S Cind < K05 4y | s
. 222)0.967 . . Ao )9
Confirmation of ()0, The experience of tourists —> the Hvpothesis 1
the hypothesis happiness of tourists P
40255 330 Nodn o < 52,5 4y 2 e
. 2)0.472 - . .. Ao
Confirmation of ()0, Tourists' experience —> destination .
. . Hypothesis 2
the hypothesis image
o Cmgjlame AT Gl <= oS08 25
4d 8 450 i & 3wy
Confirmation of (w2)0.143 o v e ) - h < 3
the hypothesis Tourists' experience —> Increasing ypothesis
tourists' environmental awareness
R OS5 Ly o S S80S 4 o8
Satalec Sl 4 a5y
Confirmation of (ss)0.207 . ‘53;' e
the hypothesis Tourists' experience —> Brand Hypothesis 4
resonance of nature tourism tourists
e Camlaen ST ol <= ]38 cin
4pd 8 250 5 S 5 4o 58
Confirmation of (w)0.402 ) o )iw?)s . Do
the hypothesis The happiness of tourists —> Increasing Hypothesis 5
the environmental awareness of tourists
. OlRE,S Sy il < K835 i
4““9)3 23] s )f . 6 A )9
Rejection of the 0.736(0.018) ¢ “"“bf 7
hypothesis Happiness of tourists —> Brand Hypothesis 6
resonance of nature tourism
FWESCIRW Conjlao (5T 38l <— vade yguas N
. e L . T sy
Confirmation of (wa)0.225 Destination image —> Increasing ,5.5,5 ,
: . . Hypothesis 7
the hypothesis the environmental awareness of tourists
as)b a6 $2)5 Camb (;553)5 py (pib < Ao g .
: 220,782 . il 8 4w
Confirmation of ()0, The image of the destination —> Brand Hvpothesis 8
the hypothesis resonance of nature tourism tourists yp
apd b A5l Mo gl < ;K355 Cand .
. 220,324 . . . 9 asyp
Confirmation of ()0, Happiness of tourists —> Destination .
. . Hypothesis 9
the hypothesis image
Byl ST OhRES e jlae (2T 213
e 0.385(0.035) | G 0 10" 4058
Rejection of the ) ) Increasing the environmental awareness :
. ; ' < Hypothesis 10
hypothesis of tourists —> Public environmental
education
s Oi9el S (90,5 ks (18,5 iy (il
4ed b A el San 11 as
Confirmation of (w)0.982 TIBE A

the hypothesis

Resonance of nature tourism brand —>
Public education of the environment

Hypothesis 11




835 Canb Sats Ny b B )b I Cajlasne (Bisel 3 ())K83)5 a5 1] ) Ked g (e s vy

dnag & glitod b iz ) 43S 3)lg i (slafus
St n sdbl) Sl wuyee Hla 4 (Sl b
Joedis 5 cwl ageg gl canjlase Lk
B 29d o0 anwg Blial 4 Sliwd | wlo Cunyjlae
3 Comjlams (ijgal &5 0l (L gy o) ) el
Cungjlaen JlB) 9 (5,50 (IS 2 (6,583)5 48 )b
slaps i plSia s ldasMe b st sl
G jlae lnylid) g b 3,55 51 Folise 1l jlaoee
A6 ag o1 ) S piaggy ol 5l Jobs @l )b
Sy g b lBl o Scad g9y p Sl sla)ls,
G jlame Slgws (ol Bl Slusl L8y o 55 Sl als
oy s )5 ()90 O KE3,5
Ohisel p SB35 428 Bl yy & gy cnl 2
~Camb ((6)583)5 dale iy b Gojb I g jlasce
sl 005 4oy (1S53, &) Camlazme (hjgel 5 (63,5
Ohigel ¢ S5 s oS ol Gl hegh ool @l g
Al @Sk (X055 sate Sy Gpb 5 Cunjlace
Jele o pcaenll o Sb3 )8 (B590] g 3,15 (5 blixe g Caste
o @b cwl RS cawjlhe aBT il s
BT G5l 58S 400 oS 5g ol 5 (S iagh,
@ Oopen @)l jhline g Cute Sl K805 Cujlame
Comjlame BT (3l & ob ol Jiagh
Ioliae g Coto Sl G jlame JSan (Big0l 2 S5
OlsRi3,8 Ly el a8 ol LS ek opl @ls )b
g Cute Sl il (JBen hjgel n 05 Cab
Oy Olagand gladdl b aps 3 pl laadl o)l lolize
ryad 0925 b olpen (,R53)5 (il .l Jol5 gl )
dabe & SB35 uib p dade gl sad olsl
O32)8 cand b i ek opl bl Ll )l.\f),.sb
9 Cute Jl Camy @Scab (LRSS Ky b
OlyRi3,5 ayyons oS oy i iagh cpl gl @yl bolise
OS85 Cagjlame (T (I3l oo gl wind
By oo 2l (5 loline g st 15T )58, Ky il
SBer el p ) S de 3 Scab (R85
as ol ol Giagh opl il Jols ol o)y Ca jlasce
O (25 ok IS03)S Wy b dale gl
2l b S00)5 a8 plile g cl ash 1) )
ohgl onl @l sy (S cank K85 Ky ol
Coio > S Qloyw o I S &S v ol I (S

(5 385 4l 9 Lo
Gl (8 GIS5)5 Gl S eyl slel asel
Oliwyeed 4 VFee o s Cold WA e 5l &S A
32on Olwrd oab laadl 5l g 83,5 jhe 329
9 SIS (hey 4 (iagh cnl Cledbl 390 35
vy 4 3Lidyee gbedly ol b (gygld)S Slase
5l oadaid )3y delidiun yy 1 o0l b o o yiwd 40 (68 digei
Li, Liu, & Souter model, ) ,Ken 5 J cllas
3y 4SS e ey plide B 3 (2021

AL o8 il (2T (L1 658 &Sl S
ade (gl pl 4 Cusl (S0 38 (0 )5 SB35 4o
a1 ae ST b ol 8 (S8 ke Sl o5 b
ool w8515 adlandyge 03pS jobdy Cunjlaze
SIS (NgSe o5 )b 32y o o Sl
) @%835 a bwg b g Comlame (5]
~Cuilbme 26T —a00 ool (lpl S )y
@l C8)S )13 (w390 9 addiy Sl adllas > (il
Samdiz 425l odlil b 1) adbang Gozla (JS)5ba
9 b b (38 By pgal cba)ldle
BT Gl e 00,8 4l S 4 Cangjlame 26T
bl g jlaoms GlKon (Si5al 5 0] K83)5 Canyjlaomo
s el gyhlize g oo

o9 e 9 Cal (G Sl (b wdle Jlaijl Gl )9S
Copodl Pl (65835 Canio )3 5 mjlae (65835
Oy SR (S90S mjlaee )18, A8 o
2 el b @bl b 5 (6)K53)5 (5)lwk drwyi 4
i Comjlae Ghigel (o35 (S e pole s
Lan lasl L o col jorls Jls 55 (6 K55,5 cato
o S Cnnl (slaadads ojgyal il oo glite iy
e (b lazee @ ()S83)5 5 Canl S I @glits
Gl ge3pe lasls S JSE il peles
b 6 R83)5 9 shw sagSl &Sm0 (LS oy jlae
Gl addS Gl glate Hlaw  sjlaoe glaacaed
bafaey wyr Cumjlazme (o0))) pScar > LR35
9 B)b cawjloe 4 Cuns e sacwwles
ol 03,8 I Caeal s (935 Canb igel Crocply
Wlgi oo (e Sloj 5 (e 3 Cunjlame 3 )3 Sy
a5l sl b ylog g b ylSo plo > Slglyd anwlgsb ol b

SUj 09 okl GlagiunwsS] p pibole Clas



Y¥ A )L?d Pow O)l.o.a.f') ‘fvib.))'bb JL» ‘)IAJLJ Azwgl g w.u)]c»?u u»)yai gol.c dollad

bis o g au3b aush oy ST oS8
sga> gl )3 pa g R85 e ) e e jlaee
cble oot )33 @ g b (bl 18 S80S
ol a2l g Conn jlawme (39 5l 61 Sols g o jlaxe
o Gy ly GhRE2)8 L and dawes ) (6,5050,8 Caion
2o (GND)S Ay nled ol 2 claadl
Sdais juzs & Cwl (Ses (Sige ) Cunjhe
s5le Campjlame L 5l ol b6l | 5, K55,8
Syt o5y pogasie GlaplSe gsiie g s oYl
Orzan 23k e Allj sl Jlaw g (YloS )5 o (088
o Sy b b widsSy 39 blie ol (sl Shy Lai>
a5 2gu oo dlpiuiiy WNgas 5,805 e el Llaore (SO
hore Plue u,u)}ol 2 bl blug 5l eslawwl b
D03 35y (5355 9 (Ulox ohagar p3ye dor (gl (s
bas y e )R00,5 o)k, clacnle b o duogd
asles paye pges 5 b hRESS ) Cnjlacee
5 X85 phlely sl (gy9p8 Lly cpl 5> 903
b 4 Iydle Gless By waio oyl yl5 Cunlow

3l A3 029 g8 Canjlae (Bigel Ban b olass

References

Afshardoost, M., & Eshaghi, M. S. (2020).
“Destination image and tourist behavioural
intentions: A meta-analysis”. Tourism
Management, 81, 104-154,
https://doi.org/10.1016/j.tourman.2020.104
154

Baker, Z., & Gehlbach, H. (2022). “Policy
dialogue: Teaching environmentalism on a
warming planet”. History of Education
Quarterly, 62(1), 107-119
https://doi.org/10.1017/heq.2021.56

Ballantyne, R., & Packer, J. (2011). “Using
tourism free-choice learning experiences to

promote  environmentally  sustainable
behaviour: The role of post-visit action
resources”.  Environmental — Education

Research, 17(2), 201-215. https://doi.org/
10.1080/13504622.2010.530645

Bismo, A., Sarjono, H., Ferian, A. (2018).
“The effect of service quality and customer
satisfaction on customer loyalty: A study
of grabcar services in Jakarta”. Pertanika

g ool cblis (gaiaj)> (90l 4 jls (sS85
Lol g cul (9pe pope Camjlase (BT ilj8l
bl LS8 cawilace (BT ijsal
ool G jlaima 1 bl &) G &S olST S,
4935wl Cullye m Cangjlame Sl WS 0 Culgis
By il walgs g cuaS b ogbass ol ab
Gl (Fyb g (S oSl g gl R8s
o] Col (gy9p S0 yh Gl pd il & 329y
CodeS N by d2gp Oliwprd Canb (0> Gy
295 pbiwer g jeme sCSlop; g olead (YL
2l 2gdie JHRES jidn ola el Cute ale
ploml i joed ol ol el gynde 2L lo)lS
@ 583)5 O bl diejl D29 Gl S
$52)5 Jpuily Sl I odlisl 5 adlaie 3 (g
Sl e slahy) Sl b sbadls Ll g cul
il b 6)R05 dmwy Sl 238 By
OS5 5 e pope 4 Cunjlapne b 05,0
a8 65805 Cuio drwg Clage Lid wly e
ale nrimte ) S glsiea | cunjlaze oSl S
Qad o Aoyl I e )] (6,885 5 Criun drwgy sy
4 Camjlame (gl 4 (6)5d)S Amwg IS Cuslw

Journal of Social Sciences & Humanities,
26T, 33-47.

Braun, E., Eshuis, J., Klijn, E-H., & Zenker,
S. (2018). “Improving place reputation: Do
an open place brand process and an
identity-image match pay off?” Cities, 80,
22-28.
https://doi.org/10.1016/j.cities.2017.06.010

Bueddefeld, J., & Duerden, M. D. (2022).
“The transformative tourism learning
model”. Annals of Tourism Research, 94,
103405.
https://doi.org/10.1016/j.annals.2022.1034
05

Cai, G., Xu, L., Gao, W., Hong, Y., Ying, X.,
Wang, Y., Qian, F., (2020). “The positive
impacts of exhibition-driven tourism on
sustainable  tourism, economics, and
population: The case of the echigo—tsumari
Art Triennale in Japan”. Int. J. Environ.
Res. Public Healthl?7, 1489.
https://doi.org/10.3390/ijerph17051489.




835 Canb Sais Xy il B )b I Canjlasne (Bisel 3 ())R83)5 a5 il 1] ) Red g (e s Vo

Chio, H. (2016). “The influence of destination
image and tourist satisfaction on tourist
loyalty: A case study of Chinese tourists in
Korea”. International Journal of Culture
Tourism and Hospitality Research 10(2):
223-234.

Dastgerdi, A. S., & De Luca, G. (2019).
“Strengthening the city’s reputation in the
age of cities: An insight in the city
branding theory”. City, Territory and
Architecture, 6(2), 1-7.
https://doi.org/10.1186/s40410-019-0101-
4.

De Vos, J., & Witlox, F. (2017). “Travel
satisfaction revisited. On the pivotal role of
travel satisfaction in conceptualising a
travel behaviour process”. Transportation
research part A: policy and practice, 106,
364-373.
https://doi.org/10.1016/j.tra.2017.10.009

Dressler, M., & Paunovic, 1. (2019).
“Customer-centric offer design: Meeting
expectations for a wine bar and shop and
the relevance of hybrid offering
components”. International Journal of
Wine Business Research, 31(1), 109-127,
https://doi.org/10.1108/IJWBR-07-2018-
0036.

Duman, T., Ozbal, O., & Duerod, M. (2018).
“The role of affective factors on brand
resonance: Measuring customer-based
brand equity for the Sarajevo brand”.
Journal of destination marketing &
management, 8, 359-372.
https://doi.org/10.1016/j.jdmm.2017.08.00
1

Farbod, E. (2014). “Structural equation
modeling in questionnaire data using
Amos 22 software”. Tehran: Mehrgan
Qalam Publications. [In Persian]

Farhat, Z., & Chaney, D. (2021). “Introducing

destination brand hate: An
exploratory study”. Current Issues in
Tourism, 24(17), 2472-2488.

https://doi.org/10.1080/13683500.2020.18
44160

Ghasemi, V. (2012). “Structural equation
modeling in social research”. Tehran:
Sociologists Publications. [In Persian]

Gossling, S. (2018). “Tourism, tourist
learning, and sustainability: An
exploratorydiscussion of complexities,

problems, and opportunities”. Journal of
Sustainable Tourism, 26(2), 292-306.
https://doi.org/10.1080/09669582.2017.13
49772

Huang, Z., Peng, A., Yang, T., Deng, S., &
He, Y. (2020). “A design-based learning
approach for fostering sustainability
competency in engineering education”.
Sustainability, 12(7), 2958,
https://doi.org/10.3390/sul12072958

Jahandideh, M. (2020). “The effect of
destination brand image on the intention to
visit again: The mediating role of
memorable tourism experience, personality
and satisfaction of the tourist destination”.
Urban tourism, 7 (1) 56-88. [In Persian]
10.22059/JUT.2020.286895.697

Jalilvand, M. R., Vosta, L. N., Mahyari, H. K.,
& Pool, J. K. (2017). “Social responsibility
influence on customer trust in hotels:
Mediating effects of reputation and word-
of-mouth”. Tourism Review, 72(1), 1-14.
https://doi.org/10.1108/TR-09-2016-
0037[In Persian].

Jebbouri, A., Zhang, H., Wang, L., &
Bouchiba, N. (2021). “Exploring the
relationship of image formation on tourist
satisfaction and loyalty: Evidence from
China”. Frontiers in Psychology, 12,
748534..
https://doi.org/10.3389/fpsyg.2021.748534

Kanwel, S., Lingqiang, Z., Asif, M., Hwang,
J., Hussain, A., Jameel, A., (2019). “The
influence of destination image on tourist
loyalty and intention to visit: Testing a
multiple mediation approach”.
Sustainability 11. https://doi.org/10.3390/
sul1226401.

Kavaratzis, M., & Hatch, M. J. (2021). “The
elusive destination brand and the ATLAS
wheel of place brand management”.
Journal of travel research, 60(1), 3-15.
https://doi.org/10.1177/004728751989232
3

Kim, J. H. (2018). “The impact of memorable
tourism experiences on loyalty behaviors:
The mediating effects of destination image
and satisfaction”. Journal of Travel
Research, 57(7), 856-870.
https://doi.org/10.1177/004728751772136
9

Komendantova, N., & Yazdanpanah, M.




\7d V.Y )Led Pow b)l.o.«.f') ‘&h.))'lgb JL» ‘)IAJLJ Azwgl g w.u)]a.a?u u»)yai ‘5015 dollad

(2017). “Impacts of human factors on
willingness to wuse renewable energy
sources in Iran and  Morocco”.
Environmental Energy and Economic
Research, 1(2), 141-152.

Li, T. T., Liu, F., & Soutar, G. N. (2021).
“Experiences, post-trip destination image,
satisfaction and loyalty: A study in an
ecotourism  context”. Journal  of
Destination Marketing & Management, 19,
100547

Landon, A. C., Woosnam, K. M., & Boley, B.
B. (2018). “Modeling the psychological
antecedents to tourists’ pro-sustainable
behaviors: An application of the value-
belief norm model”. Journal of Sustainable
Tourism, 26(6), 957-972.
https://doi.org/10.1080/09669582.2017.14
23320

Liang, X., & Xue, J. (2021). “Mediating effect
of destination image on the relationship
between risk perception of smog and
revisit intention: A case of Chengdu”. Asia
Pacific Journal of Tourism Research,
26(9), 1024-1037.
https://doi.org/10.1080/10941665.2021.19
41156

Nazir, G., Rehman, A., & Park, S. J. (2021).
“Valorization of shrimp shell biowaste for
environmental  remediation:  Efficient
contender for CO2 adsorption and
separation”. Journal of environmental
management, 299, 113661.
https://doi.org/10.1108/TR-10-2013-0057

Newsome, D., & Ladd, P. (2022). “The
dimensions of geotourism with a spotlight
on geodiversity in a subdued landscape”.
International Journal of Geoheritage and
Parks, 10(3), 351-366.
https://doi.org/10.1016/.ijgeop.2022.06.00
1

Padrén-Avila, H., Croes, R. and Rivera, M.
(2022). “Activities, destination image,
satisfaction and loyalty in a small island
destination”. Tourism Review, 77 (1): 302-
321.

Prakash, S. L., Perera, P., Newsome, D.,
Kusuminda, T., & Walker, O. (2019).
“Reasons for visitor dissatisfaction with
wildlife tourism experiences at highly
visited national parks in Sri Lanka”.
Journal of QOutdoor Recreation and

Tourism, 25: 102-112.
https://doi.org/10.1016/j.jort.2018.07.004
Prayag, G., Hosany, S., Muskat, B., & Del
Chiappa, G. (2017). “Understanding the
relationships between tourists’ emotional
experiences, perceived overall image,
satisfaction, and intention to recommend”.
Journal of Travel Research, 56(1), 41-54.
https://doi.org/10.1177/004728751562056

7

Rao, X., Qiu, H., Morrison, A. M., Wei, W.,
& Zhang, X. (2022). “Predicting private
and public pro-environmental behaviors in
rural tourism contexts using SEM and
fsQCA: the role of destination image and
relationship quality”. Land, 11(3), 448.
https://doi.org/10.3390/1and11030448

Shirmohammadi, Y., & Abyaran, P. (2019).
“The influence of spiritual experience on
the brand of religious place”. International
journal of Tourism, Culture & Spirituality,
4(1), 33-55. doi: 10.22133/ijts.2019.95829.

Shirmohammadi, Y., Abyaran, P. (2020).
“Brand image of mystical spiritual tours
and tourists’ satisfaction and quality of
life”. [International journal of Tourism,
Culture & Spirituality, 4(2), 165-195.
https://doi.org/10.22133/ijts.2019.188946.
1036

Shirmohammadi, Y., & Atri, N. (2021). “The
effect of traction factors and marketing
drive factors on attracting older cultural
tourists: Case study of European tourists”.
Tourism of Culture, 2(5), 49-60. doi:
10.22034/t0¢.2021.277507.1043. [In
Persian]

Shirmohammadi, Y., & Bostan Manesh, A.
(2021). “Factor recognition analysis on the
performance of employees of service
companies in the use of big data
information technology”. Science and
Technology Policy Letters, 11(3), 24-43.
doi:  20.1001.1.24767220.1400.11.3.1.3.
[In Persian]

Shirmohammadi, Y., & Bostan Manesh, A.
(2022). “Designing a model for customers
to buy from smart stores in the days of
Corona with an emphasis on artificial
intelligence”. Business Intelligence
Management Studies, 10(40), 233-263.
doi: 10.22054/ims.2021.61125.1969. [In
Persian]



35 o dale Ny b b ) Camsjlame (gl 1 (53,5 a5 1) e g (Gette el w

Shirmohammadi, Y., & Mohammadi, A.

(2022). “The effect of augmented reality
marketing on the behavior and experiences
of tourists during the Covid 19 epidemic:
Case study of the virtual tour application
of the National Museum of Iran”. Journal
of Tourism Planning and Development,

11(41), 171-200. doi:
10.22080/jtpd.2022.22055.3610. [In
Persian]

Shirmohammadi, Y., Hashemi Baghi, Z.

(2021). “The effect of literary tourism on
increasing re-visits to tourism destinations
through spirituality and authenticity”.
International journal of Tourism, Culture

& Spirituality, 5(1), 13-36.
https://doi.org/10.22133/ijts.2021.136615

Van Lierop, D., & El-Geneidy, A. (2016).

“Enjoying loyalty: The relationship
between  service quality, customer
satisfaction, and behavioral intentions in
public transit”. Research in Transportation
Economics, 59, 50-
59.https://doi.org/10.1016/j.retrec.2016.04.
001

Walshe, N., & Sund, L. (2021). “Developing

(transformative) environmental and
sustainability education in classroom
practice”.  Sustainability, 14(1), 110.
https://doi.org/10.3390/books978-3-0365-
3031-4



