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Abstract: This research aims to identify the pull and push factors that are effective for tourists travelling to Gilan 
province and classifying their motivations into key factors. Data were collected using a questionnaire. A total of 20 
motives, including 11 push factors and 9 pull factors, were investigated. The sample size of the study was 390 people. 
For data analysis, single-sample t-test and factor analysis were used. The results showed that the average total pull 
motive was greater than the push motive. Motives were divided into three main factors: ‘nature-based tourism and 
spiritual regeneration’, ‘place dependency and the purchase of agricultural products’ and ‘lifestyle’. It should be noted 
that the ‘nature-based tourism and spiritual regeneration’ was found to be the most important factor for travelling to 
Gilan province.
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Introduction

In the recent decades, various strategies have 
been considered for economic development 
across the world. One of these strategies, among 
many others, is tourism development (He 2003; 
Wang 2006; Ryan et al. 2009). Tourism can be 
considered as one of the most important activi-
ties of today’s people, which in addition to mak-
ing dramatic changes in the earth’s landscape, 
transforms the political, economic and cultural 
situations, as well as the lifestyle of human be-
ings (Arlinghaus, Mehner 2004; Sharpley 2008). 
Today, tourism is regarded by nations as a social 

and economic phenomenon and has experienced 
a continuous and increasing growth in the recent 
decades, so that it has turned to be one of the fast-
est growing economic sectors (UNWTO 2012) and 
plays a key role in the development of countries, 
regions and villages; this role is more eminent 
in economic growth and leads to employment 
and income for tourism destinations (Noriko, 
Mototsugu 2007; Lee, Chang 2008; Deller 2010; 
Schubert et al. 2010; Seetanah 2011; Ridderstaat 
et al. 2014; Bouzarjomehri 2014; Sharpley, Telfer 
2015; Habibi et al. 2018).

The urbanisation trend in Iran has intensi-
fied in the recent decades (Qelichi et al. 2017; 
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Zarghamfard et al. 2019), and the majority of the 
country’s population has become urbanised (Shia 
2003: 38). The need to create new urban land uses 
has gradually reduced the share of green space 
and urban gardens, resulting in limited human 
access to nature (Moureh 1994: 72). The inhabit-
ants of modern cities not only need food, but also 
a suitable living space, a calm environment and 
clean breathing air (Shakooei 1979: 65; Durbarry 
2002). As a result of changes caused by industrial 
events, cities face problems such as land shortag-
es, slums, health issues, population and building 
density, environmental pollution and so on (Shia 
2003: 42).

The current physical and social situation in 
Iranian cities, especially metropolises (as origins 
of tourist travel in Iran), is such that it has caused 
people to travel to the countryside and other 
provinces on vacation, to escape from the urban 
living conditions. Thus, Gilan province has been 
selected as a tourist destination due to its many 
tourist attractions. In fact, the tourism features 
of Gilan act as pull factors. The reason for the 
high volume of tourist trips to Gilan goes back 
to its environmental conditions. Gilan province 
attracts tourists from different places in Iran all 
the year round.

Despite the availability of entrepreneurial 
opportunities in the tourism industry in Gilan 
province, many educated and young people 
have been emigrating from this province ( Gnoth 
1997; Esfandiari, Nabieian 2000; Jomepour 2007; 
Shamsoddini, Gorjian 2010; Aghayarihir et al. 
2018). Of course, besides such opportunities, 
there are many economic problems in the re-
gional structure of Gilan and therefore, paying 
special attention to tourism in this province is 
essential for employment creation and economic 
development.

So far, no study has been done on the moti-
vations for travelling to Gilan province. The pur-
pose of this study is to identify the motivational 
pull and push factors that affect tourist travel to 
Gilan province, as well as to classify these mo-
tives based on the main factors. Therefore, iden-
tifying and classifying the motives for travelling 
to Gilan provides a framework for understand-
ing them and paves the way for future research. 
On the other hand, it leads to identifying desti-
nations that have the potential to attract tourists. 
This recognition can improve the destination 

characteristics, infrastructure development, ser-
vices development, marketing strategies to com-
pete with other tourism destinations and increase 
customer satisfaction.

Literature review

One of the concerns in the field of tourism is 
the reason for travel and the choice of destination. 
In this regard, the following questions may arise 
in the minds of researchers and marketers: why 
do tourists travel, why do they choose a particu-
lar destination and what motivation is effective 
in choosing a particular destination (Heitmann 
2011; Pereira et al. 2019; Yıldız, Khan 2019; Liao, 
Chuang 2020). Each destination offers different 
products and services to attract tourists, and each 
tourist has the opportunity to choose from among 
different destinations. Therefore, the reasons for 
travelling and the choice of different destinations 
should be measured as the variables affecting 
tourist motivations for choosing different desti-
nations. For this reason, motivation has a special 
significance in tourism studies and a variety of 
research has been done in this regard (Macintosh, 
Goeldner 1986; Hua, Yoo 2011; Podoshen 2013; 
Wu, Pearce 2014; Zhang, Peng 2014).

Motivation has been defined as the internal 
status of a person that propels him/her towards 
a need (Crompton, McKay 1997). It is the need 
that drives an individual to act in a certain way 
to achieve the desired satisfaction (Kim, Ritchie 
2012) as forces that reduce a state of tension. This 
state gives rise to a need that stimulates an at-
titude or behaviour. In this regard, tourist mo-
tivations have been the central focus of tourism 
research for several decades (Huang 2010). With 
respect to travel, motivations are related to a set 
of needs that cause a person to participate in 
tourism activity (Park, Yoon 2009).

Hence, motivation plays a significant role in 
influencing travel decisions and tourist behav-
iour (O’ Leary, Deegan 2005), as it explains why 
people travel, why they engage in the activities 
they do while on holiday and why they select a 
specific destination (Heitmann 2011). Planning 
for tourism development requires attention to 
the necessities, characteristics and market de-
mands. In this regard, recognising the motivation 
of tourists to travel is important as a marketing 
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strategy (Correia et al. 2007; Zhang, Peng 2014; 
Yousaf, Xiucheng 2018) and facilitates tourism 
planning (Wu, Pearce 2014). Indeed, the existence 
of different motivations, specifies the necessity of 
planners’ and tourism administrators’ awareness 
of these characteristics (Truong et al. 2017; Vigol 
et al. 2018).

In this regard, studying the customers of the 
tourism market and identifying their motives in 
choosing their tourism destination is important 
(Rivera et al. 2010). Tourists choose a tourist des-
tination inspired by different motives. In fact, 
presenting a new product on the target markets 
and attracting new and old customers in a sys-
tematic process requires recognising tourists’ 
motivations. There are two different reasons why 
people travel and what motivates people to trav-
el to a specific place. The first question is about 
the traveller’s psychological perception, while 
the second question is about the attractiveness 
of the destination. As a result, to satisfy travel-
lers’ desires and motivational needs and attract 
them to a special destination, we must pay atten-
tion to the pull and push factors (Pan, Ryan 2007; 
Mahmoudzadeh et al. 2014: 112).

The push and pull factors are fundamental for 
explaining why people travel (Jang et al. 2009). 
Push and pull motivation has been accepted as 
a framework for explaining tourist’s motivation 
(Jang, Cai 2002; Gu et al. 2019). Pull factors are 
related to the tangible characteristics of a desti-
nation (lifestyle, landscape, events, culture, herit-
age or climate), thus providing an extrinsic travel 
motive to the tourist. Push factors, on the other 
hand, are related to personal, intrinsic motives 
for travelling such as adventure, relaxation, eva-
sion and escape from routine. Push factors are 
mostly related to the decision to travel, while pull 
factors are related to the choice of a specific des-
tination (Wu, Pearce 2014; Luo, Ren 2020). Uysal 
and Jurowski (1994) stated that most push factors 
are intrinsic motivators, such as the desire for es-
cape, rest and relaxation, prestige, health and fit-
ness, adventure or novelty and social interaction 
(Uysal, Jurowski 1994). Escape from a perceived 
mundane environment: A temporary change of 
an environment is a frequently expressed mo-
tive for travel (Crompton 1979). Even the most 
prized living environments sometimes become 
mundane to those living there. Crompton’s re-
search could not define a single optimum type of 

environment that facilitates escape. The critical 
ingredient is only that the context of the vacation 
or tourism opportunity should be physically and 
socially different from the environment in which 
the prospective tourist normally lives (Crompton 
1979). Push factors relate to the importance of 
the home environment and its conditioning on 
the potential tourist and result in noting various 
needs and pressures that motivate the potential 
tourist to act. The subsequent act of destination 
selection and travel is analysed in terms of its 
ability to correspond to identifiable needs and 
pressures (pull factors) (Guha 2009: 24).

Many studies have been conducted on travel 
motives in order to recognise and meet the needs 
of tourists (Jang, Wu 2006). In this regard, most 
research related to the motivation of travel has 
been carried out based on the pull and push theo-
ry (Crompton 1979; Al-Haj Mohammad, Matsom 
2010; Taher et al. 2015). According to Utama et 
al. (2014), motivational push factors affect the sat-
isfaction of senior foreign tourists vacationing in 
Bali, comprising (1) the push to visit new places, 
(2) the push to gain new knowledge and experi-
ence and (3) the push to get out of the daily rou-
tine. In addition, motivational pull factors also 
affect the satisfaction of senior foreign tourists 
vacationing in Bali, comprising (1) health facili-
ties, (2) the quality of travel agency services and 
(3) the quality of tour guides. Al-Haj Mohammad 
and Matsom (2010) examined the travel motiva-
tions of foreign tourists to Jordan. They found 
eight push factors (fulfilling prestige, enhancing 
relation, seeking relaxation, enhancing social cir-
cles, sightseeing, fulfilling spiritual needs, escap-
ing from daily routine and gaining knowledge) 
and eight pull factors (events and activities, easy 
and affordable access, history and culture, varie-
ty seeking, adventure, natural reserves, heritage 
sites and sightseeing variety). Devesa et al. (2009) 
have identified four clusters of rural tourists. 
The first consists of tourists seeking tranquillity 
and interaction with nature, the second relates to 
cultural visits, the third consists of rural tourists 
interested in gastronomy and visiting natural 
parks, and the fourth relates to return tourists 
that visit the rural to see friends and family or 
rest in their own house. Sangpikul (2009) com-
pared travel motivations of international Asian 
and European tourists with Thailand. The study 
identified three push factors (novelty seeking, 
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escape and socialisation) and three pull factors (a 
variety of tourist attractions and activities, travel 
costs, safety and cleanliness). 

Reviewing theoretical literature, we identified 
two categories of factors behind travel motiva-
tion: push factors and pull factors (Fig. 1). It can 
be stated that the problems caused by urban life 
are the most important push factors. In big cit-
ies, life stress is high and citizens feel deprived 
of comfort and tranquillity. In addition, air pol-
lution often caused by industrial activities as well 
as transport is always a major challenge. Because 
of overcrowding and overuse of private cars, we 
often face heavy traffic in large cities (especially 
in third-world countries). Traffic increases men-
tal fatigue and wastes citizens’ time. In addition, 
people in big cities spend a lot of time at work, 
so they have less free time to rest. Taken togeth-
er, these issues have created a kind of aversion to 
large cities and it has made citizens more willing 
to travel to other places. The above-mentioned are 
some of the main factors of citizens’ desire to trav-
el to tourist places. In fact, pull factors encourage 
people to travel to tourist destinations. When cit-
izens decide to travel, they consider various fac-
tors to choose the travel destination. Natural as-
sets are one of the most important. The existence 
of natural attractions frees citizens from urban 
life. Moreover, it strengthens them psychological-
ly. In addition, clean air and quiet spaces are very 
important for citizens because they seek comfort, 
and such spaces can meet their needs. Human, ge-
omorphological, historical and archaeological at-
tractions also play a role in choosing a travel des-
tination. In general, push and pull factors are both 
travel stimuli. Citizens intend to travel owing to 
urban life problems and recover psychologically 
by visiting the desired environments. Then they 
return to the city to continue living and working.

Materials and methods

In this study, data were collected using a ques-
tionnaire consisting of three modules. The first 
module focused on the profile of tourists in Gilan 
province. The second module focused on the trav-
el patterns of tourists. The third module focused 
on the motivations of tourists for travel to Gilan.

In the present research, data were collected 
using a three-part questionnaire. The first part 
focused on the characteristics of tourists visiting 
Gilan province. The second and third parts fo-
cused on tourists’ travel patterns and their mo-
tives for travelling to the province. In designing 
the motivations, the theory of pull and push 
factors was considered. In all, 20 motivation fac-
tors, including 11 push factors and 9 pull factors, 
were used (Table 1). For designing the question-
naire and selecting the motivations, previous re-
search (Beard, Ragheb 1983; Correia et al. 2007; 
Esichaikul 2012; Francioni Kraftchick et al. 2014; 
Prayag, Hosany 2014; Rid et al. 2014; Wu, Pearce 
2014; Zhang, Peng 2014; Yosefi, Marzuki 2015; 
Bideci, Albayrak 2016; Lai et al. 2020) was used. 
Nevertheless, the conditions of the origin and 
destination points of the journey were consid-
ered, and the pull and push factors were found 
to be compatible with the conditions of the origin 
and destination points. Motivations were meas-
ured through a 5-point Likert scale. In addition, 
390 subjects were selected based on the Cochran 
sampling method. The questionnaires were pro-
vided to the tourists visiting Gilan province, and 
they completed them in person. Since the re-
searcher was present at the time of completing 
the questionnaire, explanations were provided if 
necessary. In general, by studying the world lit-
erature, a set of factors were compiled, and then 
factors that were compatible with the conditions 

Fig. 1. Travel motivations. 
Source: own compilation (2020).
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of Iran and Gilan province were selected to ad-
vance the research.

Data were collected between June and 
September 2019 by a convenience sampling 
method. After the elimination of incomplete 
questionnaires, 390 usable questionnaires were 
included in the analyses and analysed by the 
SPSS software. Then the descriptive statistics of 
the characteristics of tourists as well as their trav-
el patterns were evaluated by frequency and per-
centage. One-sample t-test was used for statisti-
cal analysis and investigation of the role of pull 

and push factors. The purpose of this test was to 
determine the mean of each motive as well as the 
mean of the total pull and push factors. Finally, 
a factor analysis method, here the principal com-
ponents analysis (PCA), was used to classify the 
motives into the main factors.

Study area

Gilan province was selected because it is a 
leading tourism destination in Iran. The studied 

Fig. 2. Geographical location of the studied area. 
Source: own compilation (2020).

Table 1. Push and pull motivational factors.
Pull factorsPush factors

Presence of beautiful natural landscapes
Existence of handicrafts
Abundance of agricultural products
Existence of sea
Diverse agricultural activities
Existence of many rivers
Existence of forest
Existence of human perspectives
Existence of traditional lifestyle

Sense of dependency
Purchase of agricultural products at cheaper price
Direct purchase of agricultural products
Interest in visiting a village of birthplace or family hometown
Desire to meet family, friends and relatives
Desire to experience excitement and adventurous situations
Overcoming stress and renewing mental health in a space away from 
usual tensions of life
Desire to escape from ongoing busy life and everyday homogeneity 
Create happy and fun moments with your family or friends
Opportunities to get acquainted with other cultures
Desire to interact with local residents 

Source: own compilation (2020).
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area is one among the 31 provinces of Iran and 
it covers about 0.9% of the country. Gilan prov-
ince shares borders with Ardabil on the west, 
Mazandaran on the east, Zanjan on the south and 
the Caspian Sea. It consists of three parts: coastal, 
plain and mountainous. Owing to its geograph-
ical location in the southwest of the Caspian Sea 
(Fig. 2), Gilan province is one of the most impor-
tant regions of Iran and one of the most beautiful 
provinces of the country in terms of nature and 
tourism (Safavi et al. 2017); it has unique histor-
ical and natural assets such as massive forests, 
large paddies, bird habitats, ponds and rivers, 
beautiful beaches of the Caspian Sea and valua-
ble historical cultural monuments dating back to 
thousands of years (Aghajani, Azkia 2015).

Findings

Table 2 shows the tourist profiles. Descriptive 
analysis shows that in terms of gender, 65.4% 
was male and 34.6% was female. In terms of 
age, 8.2% of tourists were aged between 15 and 
24, 23.6% were between 25 and 34, 34.4% were 
between 34 and 44, 27.4% were between 45 and 
54, and 6.4% were more than 55 years old. The 
marital status of the tourists was 86.2% married 
and 13.8% single. The educational levels of the 
tourists were sub-diploma 15.1%, diploma 18.2%, 
associate degree 16.7%, MS 35.9% and MA 14.1. 

Table 3 shows tourists’ travel patterns. Among 
390 samples, 192 tourists travelled to Gilan once 
and 198 tourists travelled to Gilan more than 

once. The tourists’ stay in the province includ-
ed villa rental (26.4%), private villa (10.3%) and 
camping (63.3%). Tourists’ familiarity with Gilan 
was via Internet (2.8%), local friends and ac-
quaintances (53.3%), media (6.2%) and accidental 
(37.7%). In terms of times of travel, the statistics 
showed weekends (3.1%), weekdays (19.7%), hol-
idays (44.4%) and free time (32.8%). Travel com-
panions included 2.3% alone, 85.1% with family 
and 12.6% with friends.

Table 4 shows the results of a one-sample 
t-test for the pull and push motivational factors. 
Based on the results, the mean of the total push 
factors is equal to 2.888 and the following mo-
tives had the highest mean: Desire to escape from 
the ongoing busy life and everyday homogenei-
ty, Create happy and fun moments with family 
or friends, Desire to interact with local residents, 
Desire to experience excitement and adventur-
ous situations, Overcoming stress and renewing 
mental health in a space away from the usual 
tensions of life, Opportunities to get acquainted 
with other cultures, Sense of dependency, Direct 
purchase of agricultural products, Purchase of 
agricultural products at cheaper price, Desire to 
meet family, friends and relatives and Interest in 
visiting a village of birthplace or family home-
town. On the other hand, the mean of the total 
pull factors is equal to 3.511 and the motives 

Table 2. Profile of tourists.
Variable Values Frequency %

Gender Female 135 34.6
Male 255 65.4

Age 15–24 32 8.2
25–34 92 23.6
35–44 134 34.4
45–54 107 27.4
+55 25 6.4

Marital status Married 336 86.2
Single 54 13.8

Education Sub-diploma 59 15.1
Diploma 71 18.2
Associate degree 65 16.7
MS 140 35.9
MA 55 14.1

Source: own compilation (2020).

Table 3. Tourists’ travel patterns.
Variable Values Frequency %

Travel times First time 192 49.2
More than once 198 50.8

Residence 
location

Villa rental 103 26.4
Private villa 40 10.3
Camping 247 63.3
Home relatives 
and friends

0 0

Familiarity with 
the destination

Internet 11 2.8
Local friends and 
acquaintances

208 53.3

Media 24 6.2
Accidental 147 37.7

Travel time 
priority

Weekends 12 3.1
Weekdays 77 19.7
Holidays 173 44.4
Free time 128 32.8

Travel compan-
ions

Alone 9 2.3
Family 332 85.1
Friend 49 12.6

Source: own compilation (2020).
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with the highest mean were as follows: Existence 
of the sea, Existence of many rivers, Presence of 
beautiful natural landscapes, Existence of for-
est, Existence of human perspectives, Existence 
of traditional lifestyle and handicrafts, and 
Abundance of agricultural products.

The reason why the pull factors scored higher 
in the t-test can be explained as follows. Despite 
the dry climate of Iran, the northern region of the 
country, especially Gilan province, has a temper-
ate climate because of its geographical location. 
The forest cover and Hyrcanian forests along 
the water-rich rivers have made northern Iran a 
popular region which attracts a large part of the 
Iranian population every year. In fact, owing to 
its geographical location, Gilan has become an 
important tourist area in Iran and the tourism in-
dustry in this province has grown significantly.

According to the results in Table 4, the exist-
ing pull factors in Gilan province have played the 
most important role in travelling there. This is 
due to the environmental characteristics of Gilan.

The Kaiser–Meyer–Olkin (KMO) measure 
should be >0.70 and is inadequate if it is <0.50. 
The KMO test tells one whether or not enough 
items are predicted by each factor. The Bartlett 

test should be significant (i.e. a significance value 
of <0.05); this means that the variables are corre-
lated highly enough to provide a reasonable ba-
sis for factor analysis (Leech et al. 2005).

Since the KMO coefficient was equal to 0.749 
with a significance level of 0.000, the results 
show the adequacy of sample size and the suit-
ability of data for factor analysis. Bartlett’s test 
of sphericity (496) was found to be significant at 
p = 0.000 (Table 5). Based on the above statistical 
measures, the use of factor analysis was deemed 
appropriate.

Table 6 shows the results of factor analysis. 
The first factor was labelled ‘nature-based tour-
ism and spiritual renewal’. This factor, with an 
eigenvalue of 8.267, has the highest percentage of 
explained variance equal to 23.684% and consists 

Table 5. KMO and Bartlett’s Test.
Kaiser–Meyer–Olkin measure of sampling 

adequacy 0.749

Approx. chi-square 1,546.104
Bartlett’s test of sphericity df. 496
Sig. 0.000

KMO – Kaiser–Meyer–Olkin.
Source: own compilation (2020).

Table 4. One sample T-tests between push and pull motivational factor.
Factor Motivation Mean t-value

Pu
sh

 m
ot
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Sense of dependency 2.286 −24.476
Purchase of agricultural products at cheaper price 1.713 −34.686
Direct purchase of agricultural products 2.033 −33.736
Interest in visiting village of birthplace or family hometown 1.526 −39.208
Desire to meet family, friends and relatives 1.620 −42.807
Desire to experience excitement and adventurous situations 3.680 −13.346
Overcoming stress and renewing mental health in space away from usual tensions of life 3.186 −17.399
Desire to escape from ongoing busy life and everyday homogeneity 4.506 −9.256
Create happy and fun moments with your family or friends 4.500 −5.956
Opportunities to get acquainted with other cultures 2.846 −22.680
Desire to interact with local residents 3.873 −14.105
Total 2.888 −51.911

Pu
ll 
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to
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Presence of beautiful natural landscapes 4.593 −7.473
Existence of handicrafts 2.246 −25.936
Abundance of agricultural products 1.740 −34.736
Existence of sea 4.780 −5.662
Diverse agricultural activities 2.166 −30.989
Existence of many rivers 4.620 −7.502
Existence of forest 4.586 −7.702
Existence of human perspectives 4.326 −11.185
Existence of traditional lifestyle 2.546 −25.988
Total 3.511 −44.161

Source: own compilation (2020).
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of eight motivations, including Desire to expe-
rience excitement and adventurous situations, 
Overcoming stress and renewing the mental 
health in a space away from the usual tensions 
of life, Existence of sea, Desire to escape from 
the ongoing busy life and everyday homogene-
ity, Existence of many rivers, Existence of forest, 
Create happy and fun moments with your fam-
ily or friends and Presence of beautiful natural 
landscapes.

Based on the results of factor analysis, the rea-
son for naming the first factor as ‘nature-based 
tourism and spiritual renewal’ is that there is a 
direct relationship between nature and the hu-
man psyche, and one of the reasons for travelling 
to Gilan is the same stresses of living in big cities. 
Living conditions in big cities cause residents to 
be mentally stressed. Hence, nature-based tour-
ism is a cure. Therefore, the natural environment 
has the necessary potential for spiritual renewal 
and most citizens in big cities choose Gilan for 
travel.

The second factor, which was labelled ‘place 
dependency and the purchase of agricultural 
products’ with an eigenvalue of 5.621, and the 

explained variance of 18.173%, consists of eight 
motivations, including Sense of dependency, 
Existence of handicrafts, Abundance of agricul-
tural products, Purchase of agricultural products 
at a cheaper price, Direct purchase of agricultural 
products, Interest in visiting a village of birth-
place or family hometown, Desire to meet fami-
ly, friends and relatives and Diverse agricultural 
activities.

The third factor, which was labelled ‘lifestyle’ 
with an eigenvalue of 3.492, and the explained 
variance of 14.792%, consists of four motivations, 
including Existence of human perspectives, 
Opportunities to get acquainted with other cul-
tures, Desire to interact with local residents and 
Existence of traditional lifestyle.

Discussion

This paper shows that both push and pull fac-
tors play an important role in travelling to Gilan. 
Since Gilan is considered as one of the tourist 
destinations among Iranian cities, the popula-
tion from many parts of Iran travel to this region, 

Table 6. Results of factor analysis.

Factor Variables included in the factor Factor loadings
Rotation sums of 
squared loadings

Total % of variance
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Desire to experience excitement and adventurous situations 0.77

8.267 23.684

Overcoming stress and renewing mental health in space away 
from usual tensions of life 0.74

Existence of sea 0.73
Desire to escape from ongoing busy lfie and everyday homo-
geneity 0.69

Existence of many rivers 0.65
Existence of forest 0.65
Create happy and fun moments with family or friends 0.69
Presence of beautiful natural landscapes 0.42
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Sense of dependency 0.66

5.621 18.173

Existence of handicrafts 0.65
Abundance of agricultural product 0.64
Purchase of agricultural products at cheaper price 0.61
Direct purchase of agricultural products 0.58
Interest in visiting village of birthplace or family hometown 0.52
Desire to meet family, friends and relatives 0.51
Diverse agricultural activities 0.58

Li
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e Existence of human perspectives 0.54

3.492 14.792
Opportunities to get acquainted with other cultures 0.53
Desire to interact with local residents 0.42
Existence of traditional lifestyle 0.41

Source: own compilation (2020).
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although most trips to Gilan are from big cities. 
Neoliberal policies have recently dominated 
Iranian cities and posed many challenges to ur-
ban life. Lack of sufficient recreational spaces in 
large cities, environmental issues (air pollution, 
traffic, etc.), economic conditions of the commu-
nity (in large cities, people spend a lot of time 
working) and sociological issues have caused cit-
izens to spend stressful moments in cities. Hence, 
they are trying to escape from this unpleasant sit-
uation. Thus, the northern cities and primarily 
Gilan are the destinations of their travels. Gilan 
has been able to attract a large number of tourists 
due to its natural assets and beautiful landscapes.

The study showed that in addition to natural 
features, factors such as spiritual recovery, sense 
of belonging, purchase of agricultural products 
and cultural issues are the most important mo-
tivators for travelling to Gilan. The presence of 
pristine nature in these areas enables people to 
make a proper spiritual recovery. Some tourists 
have previously lived in Gilan and moved to oth-
er cities for various reasons. Owing to their sense 
of place, they visit Gilan again and review their 
past memories there. The existence of high-qual-
ity and local agricultural products also plays an 
important role in travelling to Gilan. Because 
of its geographical location, many agricultural 
products are produced there. These products are 
of high quality. Therefore, in addition to enjoying 
the pristine nature of Gilan, tourists also buy its 
agricultural products. Gilan is a historical region 
in which different lifestyles can be seen. The liv-
ing culture in Gilan is very different and this is 
shown in its historical background. The lifestyle 
of the people here is unique. The existence of ru-
ral lifestyles attracts tourists. In general, we must 
say that there is a kind of coordination between 
the geographical, cultural and social characteris-
tics of Gilan, which causes tourists to travel to this 
region. All the above instances show the impor-
tance of the Gilan region. Therefore, the develop-
ment of tourism there is very important and can 
lead to the economic development of this region. 
In view of this fact, the following suggestions can 
be made for the development of tourism.

(1) The Iranian government should estab-
lish a unique ministry of tourism to cover all 
the potentials that exist in the country. Instead 
of a passive approach, the government should 
develop practical strategic plans to develop the 

tourism industry. The government can provide 
a tourism zoning in the form of a strategic tour-
ism plan. This helps to identify the tourism po-
tential of each region of Iran and take executive 
measures to develop the tourism industry. Gilan 
tourism will gain new power within this strate-
gic plan. Furthermore, (2) the government can 
efficiently attract tourists by building interna-
tional relations. In the past decade, movements 
in the tourism sector have been supported by 
the government, but now it can be stated that 
Iranian tourism is no longer among the govern-
ment’s priorities due to international sanctions 
and the pandemic. However, the government 
should not omit the tourism industry, it should 
rather focus on extensive national and interna-
tional media advertisements for tourist attrac-
tions. (3) The government must strictly pursue 
media propaganda and normalise international 
relations for the entry of foreign tourists. Today, 
the media has become an arbitrary powerful tool 
in the world. Media, therefore, can introduce 
Gilan to the world and attract tourists to this re-
gion. (4) Another leading factor is to strengthen 
competitiveness capacity for tourism develop-
ment in Gilan. Providing necessary and world-
class qualities will enable this region to compete 
with other similar destinations. Gilan will thrive 
on the arrival of tourists to the region. In gen-
eral, tourism destination competition is critical 
for achieving the ideal position in the global 
tourism destination market and maintaining 
a competitive advantage. (5) Another leading 
challenge is with investments: no foreign and 
direct domestic investments in Gilan tourism 
is a challenge for mainstream tourism, espe-
cially in the accommodation sector, where the 
provision of products and services for interna-
tional trade and leisure markets is inadequate. 
The public and private sectors must collaborate 
to promote the tourism industry in this region. 
The process of attracting investors is a key step 
in the development of Gilan tourism. Domestic 
and foreign investors must be inspired to invest 
in Gilan tourism. The government should offer 
incentive packages and facilitate organisational 
and institutional procedures for their presence in 
this sector. (6) Branding for Gilan nature tour-
ism can be of great importance for introducing 
the attractions of these areas and inspire tourists 
to enjoy wonderful experiences amidst nature. 
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Commercial branding is a powerful tool to make 
a difference and will create a kind of competitive 
advantage in the market. When Gilan is intro-
duced as a particular brand, it will become the 
focus of media and communication spaces and 
will be known among tourists so that they will 
be motivated to visit this region.

Conclusions

The purpose of the paper was to identify the 
motivations of tourists travelling to Gilan prov-
ince. In this regard, the pull and push factors 
affecting the trip to Gilan were investigated. 
In the first step, 20 surveyed motivations were 
classified into three main factors without consid-
ering pull and push factors and through factor 
analysis. Pull and push factors were examined 
through one-sample t-test. The results showed 
that the total average of pull motives is greater 
than that for push motives, but what is important 
in this regard is the existence of certain condi-
tions at the origin of the travel that creates push 
motives for the travel, and Gilan province, as a 
tourism destination, has attracted tourists due 
to its characteristics. In the second step, based 
on the factor analysis, the first factor was called 
‘nature-based tourism and spiritual renewal’; 
the second and third factors were called ‘place 
dependency and the purchase of agricultural 
products’ and ‘lifestyle’ respectively. According 
to the results of the two tests, it can be conclud-
ed that according to the one-sample t-test, both 
the pull and push factors have been effective in 
travel motivation and the pulling role of Gilan 
has been more prominent; the results of the fac-
tor analysis also confirm this finding. The results 
of this research can be extended in the future. 
Hence, each of the motivations identified in this 
study, which were presented in the form of three 
factors (especially factors that scored high), can 
be studied separately by other researchers. The 
important point is that by determining the travel 
destinations, researchers can provide solutions 
to improve the destination and help tourism au-
thorities to strengthen the tourism industry. In 
fact, identifying places tourists are interested in 
and then planning to manage those places is one 
of the most important topics that researchers can 
pursue.
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