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Context and Purpose: Despite the importance of rural tourism in accelerating the pro-
cess of rural development and the role of marketing in its development, studies show
that there is a gap in studies in this field and researchers have largely neglected to ad-
dress it. Kurdistan province, as one of the richest provinces of Iran in terms of rural
tourism, is not exempt from the mentioned rule and faces many challenges in the field
of rural tourism marketing. Therefore, the main goal of this research is to identify the
most important rural tourism marketing strategy in Kurdistan province.
Design/methodology/approach: This applied research was carried out with a descrip-
tive-analytical approach, in which a combination of documentary and survey methods
was used to collect the required information. The main tool for collecting field data was
a researcher-made questionnaire, and the SWOT model was used to analyze the col-
lected data.

Findings: The research findings showed that rural tourism in Kurdistan province has
complex conditions in terms of internal and external factors related to rural tourism
marketing. In this way, along with the many strengths and opportunities of rural tour-
ism marketing, there are many weaknesses and threats. However, the final score of
strengths, weaknesses, opportunities, and threats of rural tourism marketing was 3.449,
3.068, 2.713, and 3.228, respectively. Also, the findings showed that the offensive strate-
gy (SO) is the most suitable strategy for the development of rural tourism marketing in
Kurdistan province.

Conclusion: In accordance with the nature of the aggressive strategy, they should em-
phasize the identified strengths and opportunities to formulate and present all plans
and strategies for the development of rural tourism marketing. Therefore, in line with
the development of rural tourism marketing, suggestions such as advertising to intro-
duce the natural and human attractions of rural tourism through virtual space and mass
media, development of tourism tours, holding various festivals, and using the hospitality
capacity of the local community were presented.

Originality /value: Considering that no study has been done regarding the identifica-
tion of rural tourism marketing strategy in our country, this research is innovative.
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Extended Abstract

1. Introduction

The tourism industry includes many sub-
sectors, among which rural tourism is one
of the most important and is used as a
new model of poverty alleviation, espe-
cially in poor and low-income areas such
as rural settlements that have a signifi-
cant capacity in the field of tourism.
Therefore, rural tourism has such im-
portance and position in the process of
achieving sustainable rural development
that some researchers have mentioned as
one of the most important strategies for
rural revitalization. Tourism in small areas
and local communities, which are mostly
managed by the local community, has
many benefits for local and regional de-
velopment.

Considering that the export and sale of
fossil reserves, especially oil reserves, is
one of the main sources of income in Iran
and these sources will be exhausted in
the not-too-distant future, one of the
most important alternative sources for
the country's income in the future is
planning. and the development of various
sectors of the tourism industry, including
rural tourism. Different sectors of rural
tourism have the capacity to be exploited
as a vital tool to achieve the goals of Iran's
twenty-year development vision at the
national level. Although there are many
expectations of the role of rural tourism
in the development of local and rural
economies, rural tourism in Iran has not
been successful in achieving its intended
goals and somehow plays its main role as
a tool to achieve rural development. One
of the most important reasons for the
not-so-much success of tourism in the
process of achieving sustainable rural de-
velopment is the poor attention and, in
some cases, the lack of attention to the

marketing category in rural tourism. Pay-
ing attention to tourism marketing ap-
proaches in many rural settlements of
Iran is traditional, spontaneous, and
without coherent planning. Therefore, on
the one hand, to introduce villages and
their distinctive features, creating com-
petition for the sale of local, cultural
products and other services, and on the
other hand, to identify and select target
markets, paying attention to rural tourism
marketing is important.

2. Research Methodology
According to the divisions made regard-
ing scientific research, the present study
is applied in terms of nature and descrip-
tive-analytical in terms of method. To
collect information in the current re-
search, two documentary and survey
methods (interview with experts and
completing a questionnaire) were used. In
the part of the survey study, considering
the main goal of the research, to identify
the most important rural tourism market-
ing strategy in Kurdistan province, the
opinions and views of 12 experts and re-
searchers related to rural tourism were
used. The main research tool for collect-
ing field data was a researcher-made
questionnaire, which was designed in two
main parts (personal characteristics of
experts and researchers and variables re-
lated to rural tourism marketing). Excel
software and the SWOT model were used
to analyze the collected data and identify
the optimal rural tourism marketing
strategy.

3. Research Findings

The research findings showed that rural
tourism in Kurdistan province has com-
plex conditions in terms of internal and
external factors related to rural tourism
marketing. In this way, along with the
many strengths and opportunities of rural
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tourism marketing, there are many weak-
nesses and threats. However, the final
score of strengths, weaknesses, opportu-
nities, and threats of rural tourism mar-
keting was 3.449, 3.068, 2.713, and 3.228,
respectively. Also, the findings showed
that the offensive strategy (SO) is the
most suitable strategy for the develop-
ment of rural tourism marketing in Kurdi-
stan province.

4. Conclusion

In accordance with the nature of the ag-
gressive strategy, the identified strengths
and opportunities should be emphasized
to formulate and present all plans and
strategies for the development of rural
tourism marketing. Therefore, in line with
the development of rural tourism market-
ing, suggestions such as advertising to
introduce the natural and human attrac-
tions of rural tourism through virtual
space and mass media, development of

tourism tours, holding various festivals,
and using the hospitality capacity of the
local community were presented. Consid-
ering that no study has been done re-
garding the identification of rural tourism
marketing strategy in our country, this
research is innovative.
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