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Abstract

Context and Purpose: The quality of rural landscapes and tourist satisfaction are
important issues in tourism planning, and paying special attention to these
variables leads to the sustainable development of rural tourism yields. Rural areas
are places for non-native visitors to spend leisure time due to their special
landscapes and capabilities. Tourists are under the influence of technological
progress and are looking for new spaces for different tourism experiences to
escape from crowded urban environments. In this regard, the present study has
analyzed the role of tourism development with an emphasis on rural landscapes
in rural areas of Kashan city. Design/methodology/approach: To achieve this
goal, the library survey method and the researcher-made questionnaire tool were
used. The statistical population included 65 experts, specialists, and experts. The
sampling method in this study was purposive (using the snowball method), and
the collected data were statistically analyzed using the T-test and correlation in
the SPSS software environment. Findings: Statistical analysis indicates a direct
and significant relationship between rural landscape and tourism development.
Conclusion: Given this, it can be said that rural landscapes are effective in
promoting tourism development in rural areas of Kashan city. Therefore, in order
to realize tourism development, understanding the components of rural
landscapes and using them in the design of the complex, as well as paying
attention to tourists’ expectations and views, can play a fundamental role in
improving the quality of the complex and tourism development.
Originality/value: The innovation of the research is in considering the rural
landscape as a necessity in tourism development planning and using villagers'
opinions to design the tourism model, which is of particular importance.
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1. Introduction

Given that the Fifth Development Plan of
the Islamic Republic of Iran (2011-2015) law
pays special attention to the issue of rural
tourism, and Iran is a country with about
62,284 inhabited rural areas and 1,500
villages introduced as tourism
destinations, no action has been taken so
far in discussing the rural landscape for
each of these villages as a tourism
destination. One of the important reasons
for this issue is the lack of attention to the
landscape of the tourism industry in rural
destinations in Iran. Landscape can be
considered one of the most important
factors in attracting tourists to these
areas. The main elements in using rural
areas as tourism destinations are the
countryside’s perceived environmental
and natural characteristics, as well as their
cultural customs and ideal ways of life.
Rural residents tend to gradually adapt to
the needs of rural tourists and are looking
for alternative sources of income. In fact,
when assessing the attitude of rural
residents toward tourism activities,
positive economic effects are perceived as
the main impacts of tourism on rural
landscapes.

The present study, using the concepts
of desirable rural landscapes, attempts to
assess the impact of rural landscape
indicators and characteristics on tourism
development. In this regard, the study
seeks to answer the following question: Is
there a relationship between rural
landscape indicators and  tourism
development?

2. Research Methodology

The statistical population in this study
included 65 experts, specialists, and
experts related to tourism management,

rural planning, tourism planning, and
those familiar with the rural areas of
Kashan. The sampling method in this study
was purposeful (using the snowball
method), and in measuring the two main
variables of the study (rural landscape and
tourism development), a researcher-made
questionnaire was developed by adopting
a combined approach in the literature and
theories raised in the two mentioned
concepts. The questions in the
questionnaire were closed questions
based on a Likert scale. To measure the
variable  "tourism development”, a
researcher-made questionnaire with five
dimensions of use and activities,
recreational services, awareness, security,
and participation with 17 items was used.
To obtain reliability, 30 questionnaires
were used, the validity of which was
confirmed by extracting indicators from
theoretical literature and also the opinions
of 15 experts in the field of tourism.
According to the extracted information
and calculations, the Cronbach's alpha
values for the various parts are as follows:
The Cronbach's alpha value among the
research indicators is 0.82, which
indicates strong reliability among the
research indicators.

3. Research Findings

Based on the results obtained, the actual
average of the respondents’ opinions in all
dimensions is higher than the average. In
terms of the numerical desirability of the
test item (average 3), it can be concluded
that the rural landscape situation in the
study area is desirable and satisfactory.
Also, considering the level of significance
obtained for the indicators, which is less
than 0.05, the results can be generalized to
the entire society, and the lowest and most
undesirable calculated average equal to
3.17 belongs to the accessibility dimension.

Ahmad hajarian, Hamid Barghi. Evaluation and Analysis of Tourism Development with Emphasis on Rural
Perspective (Case Study: Rural Areas of Kashan County)



The Journal of Tourism and Hospitality Marketing Research Volume 2. Issue 2. Autumn and Winter 2025. Pages 263 to 283.

4. Conclusion

This study attempted to evaluate and
investigate the effects of tourism
development with a rural landscape
approach in the rural areas of Kashan city.
Based on the results obtained, the actual
average of respondents' opinions in all
dimensions is higher than the average. In
terms of the numerical desirability of the
test (average 3), it can be concluded that
the rural landscape situation in the study
area is desirable and satisfactory. Also,
based on the results obtained, the actual
average of respondents' opinions in the
dimensions of recreational services and
awareness is 3.58 and 3.15, respectively,
which is higher than the average. In terms
of the numerical desirability of the test
(average 3), it can be concluded that the
situation of these two dimensions in the
rural areas of Kashan city is desirable and
satisfactory. The study of rural landscape
and tourism development showed that the
significance level in these variables was
less than 0.01, which indicates a direct and

significant relationship between rural
landscape and tourism development. This
relationship also exists between the rural
landscape  variable and  tourism
development indicators. According to the
research in areas with unique natural and
cultural  potential, rural  tourism
development based on landscape
characteristics is recommended.
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