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Abstract-This paper reviews a kind of service delivery as an In its case study this paper considers some impokiads
important element in developing rural tourism in Knadovan  of services in terms of quality and quantity whiahe

village. The research population was consisted of 424 tourists  ejivered from the viewpoint of outside visitors avihad
were selected using Morgan sampling table and were interviewed . . . .
by haphazard sampling method. Validity of the research visited Kandovan village of Azarbaijan Sharghi, arth

ingrument was confirmed by the research group and a p_rovincg of Iran. !(andovan is an ext_r_aordinary a_nti
Chronbach coefficient was applied for the purpose of reliability ~ Village in the province of East Azarbaijan, neae ttity
through which a=0.78 was obtained. Results of the study revealed  of Tabriz, Iran. With its at least 800 years exist this
that service delivery at all, had no a passable status from the  remarkable place is inhabited by 670 people anéreff
viewpoint of ;egspor:jdentskelg tt)he next stage, any kinds °f| Ser‘"ce? scenic beauty for its travelers. With homes carireside
were compar ana ran y nonparametric statistical tests of 1
Freidman and Wilcoxon signed ranks. roc_:ks, some of them 7_00 years old, the Kan_doyaagal is
_ _ _ said to have been partially formed by volcanic riexmérom
TKG'Y‘Q’OVdS Rural Tourism, Kandovan, Tourism Service, 3 strong Mount Sahand eruptions hundreds of yeges a
ourist. o ; :
This is a place where houses are not built on antadny but
l. INTRODUCTION P

L o within a mountain. Another interesting aspect & fidact that
The development of tourism in a rural area is oty a the rock acts as an energy efficient material, kepphe
matter of matching tourist demands with local pddu 9y ’

suoblv but a matter of evaluating local suitabiliand house cool during summer and warm during winteiis T
PPy 9 an .why most of the inhabitants here do not use heatersr

gccepta.\blllty .(Gopal et al, 2008)' Rur.al tourlsr_n Iconditioning systems (Tourism on the Edge, 201%)e T
increasingly viewed as a panacea, increasing thaoegic . . T .
main economic activities in the area are farmingsdandry

viability .Of margmahzgd areas, sumulg_tmg soclaland handicrafts. It is dominated by husbandry (Akbad
regeneration and improving the living conditions rafal :
Bemanian, 2008)

communities (Briedenhann & Wickens, 2004).

In the case of Iran, it is a country with a weadthsocial,
cultural and natural attractions such as its hisabrand
religious sites and many different land and climgges,
from desert to forest and from mountains to coastahs.
The size of the tourism industry in Iran is estiethtas
having the potential to create jobs for 2.5 milljpgople and
to have a 3 percent share in Gross Domestic Prioduct
(GDP), which would be highly comparable with other
sectors of the economy (Azimi and Hajipour, 2008).
However, these strengths have not been properlioiteg
in a way that leads to the development of the souri
industry and an increase in the number of oversaassts
to Iran. The weaknesses that have been identified as the
lack of a marketing industry, software problemsyitations
in appropriate accommodation in most tourist desitm,
even in large cities, a shortage of tourism sesviedd
information centers and unsatisfactory air and roadsport
networks still need to be addressed (Azimi and pair,
2008). It is indicated that customer satisfactias been an
important topic in tourism service management (HsivwWu,
2007). Tourism strategies should therefore focus o3
minimizing negative impacts as well as exploitingtgntial
benefits. However, any assessment of the key festaf
successful tourism development and the key charsiits
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The following objectives were formulated to guitie t
study:

-Identifies the personal features of tourists dradrt
experience about the trip;

-Determines tourists’ attitudes toward any kindserdvice
delivery;

-Ranked tourism services delivered in the researeé.

Il. Methodology

From the objective point of view this research is a

applied and from the research method, it is comsitias

cause comparative and descriptive research. Thdy st

sample is drawn mainly from tourists of Kandovanithge

village, out of which 424 persons were selectedhgisi
Morgan sampling table and were interviewed by hapta

sampling method. A questionnaire was developed feom

review of literature on a Likert type scale rangifigm
strongly inappropriate to strongly appropriate. 8siablish
the measurement reliability of the research insemtnan
internal consistency reliability coefficient was atwated
using a coefficient alpha measure (Cronbach’s).tHis
regards, a prior survey was conducted on 30 teuist
Kandovan village. The alpha coefficient was caltadeD.78
exceeded the recommended minimum of 0.70. In regard
examine the content validity of the instrument,nafty
items came from literature review and they wereulised
with university professors and experts
development division. This research was conductaihd
2009 at Kandovan heritage village.

1. Results

in the rur

The results of descriptive statistics indicatedt tBa.7
percent of the Kandovan tourists (219 persons) weate
and 48.3 percent (205 persons) were female. Ne&8ly
percent had received a diploma and high diplomaresdeg
with the highest frequency and 40 percent had vedeat
least bachelor degree and over. With respect to jbb
position 30 percent of the respondents had empldged
government sector; nearly 41 percent in privatdéoseand
nearly 29 percent were self-employed. A majoritytlem
(97.34 percent) were living in the urban areas. Bhe
statements sought to investigate tourists’ expeegeon
information sources, method of travelling, cost aadon.

Yro determine those information sources which wesedito

visit Kandovan village, tourists were asked. Ressatiowed
that family and friends were the main sources dfimg
information and media had no effecting role in ddincing
the heritage village. The most popular method afdHing
to Kandovan village was by car as a private vehiSke far,
18 percent of the total respondents had visitedillege for
the third time followed by nearly 12 percent foe tfourth
time and 59.20 percent of the total respondentsvistéd
along with the family. The most common travel cokthe
trip was meals (59.90 percent), followed by harafisr
purchase (26.88 percent) and transport (10.61 p8rce
Tourists were asked: “What was your main incentiveisit
the Kandovan village?” results showed that the meason

f this trip was seeing natural attractions (43@&9cent)

llowed by leisure (18.86 percent), monuments &5.1
percent) and the other incentives in combination.

In the next stage, Kandovan 'tourists were asked to

evaluate some kinds of tourism services providedthsy
formal and informal institutions in the region (Tal).

Table 1: Tourists' attitudes toward the trip from the viewpoint of savice delivery, n=424

Strongly . . Strongly No
Statement Appropri Apg{gprl Neutral Inap;rt)éoprl Inappropri  respons '\gﬁ Sltd
ate ate €
-Introduced Tourism F V" F VP F VP F VP F VP F VP
Attractions by 26 1.1
Advertising in Kandovan 23 55 10 24 79 19. 14 339 7 16.94 1 26 7 7
Village 7 1 45 13 0 0 O 1 6
];Apprcr)]priagfe Glfidance F VW F VP F VP F VP F VP F VP 28 09
rom the Official Agents . .
of Tourism Organization 23 6.2 45 12. 15 42. 11 322 2 6.28 5 15. 0 5
in the Area 8 29 7 8 8 4 3 8 84
Availabity o Tourism ~ ~ Yo VP B YR PO VR VR EVE 52 00
Signage in the Area 23 5 8 37 5 o5 4 26 O 0 4 6 2 0
-Meals for Tourist in F VvV F VP F VP F VP F VP F VP 29 10
Terms of Quality and 35 8.4 81 19. 17 41, 91 220 3 8.49 1 29 7 4
Quantity 9 66 0 26 g8 5 2 1
-Accommodation in F VP F VP F VP F VP F VP F VP 29 08
Terms of Quality and 12 3.0 78 20. 16 41. 13 355 0 0 3 9.2 O 2
Quantity 9 10 0 23 8 6 6 7

Strongly Inapproproate:1----Strongly Appropriate: 5

A nonparametric binomial test was used to examineigts’ attitudes toward any kinds of service daly. In the other
words is there any significant difference betwewmn c¢urrent situation and the targeted situationthisistudy based on the
Likert-type scale ranging from 1 to 5, number 3 wassidered as the cut point and the target (fdoleraituation) was
considered more than 3. Findings showed that seidélivery in all statements had no a passablasstd the time of the
research and there was a significant differencevdost the current and target situation (Table 2).

1. Standard Deviation
2. Frequency
3 - valid Percent
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Table 2: Binomial test on each statement about seioe delivery, n=424

Statement Category N Observed Test Sig. (2-
Prpo. Prop. tailed)
Introduced Tourism Group 1 <=3 289 0.70 0.50 0.0001
Attractions by -
Advertising in Kandovan ~ Group 2 >3 124 0.30
Village Total 413 1.00
Appropriate Guidance Groupl  __3 298 0.81 0.50 0.0001
from the Official Agents G 5 3 68 019
of Tourism Organization roup :
in the Area Total 366 1.00
Group 1
Availability of Tourism P <=3 229 0.57 0-50 0.004
Signage in the Area Group 2 >3 171 0.43
Total 400 1.00
Meals for Tourist in Group 1 <=3 296 0.72 0.50 0.0001
Terms of Quality and Group 2 >3 116 0.28
Quantity Total 412 1.00
o Group 1 298 0.77 0.50 0.0001
Accommodation in Terms <=3
of Quality and Quantity ~ Group 2 >3 90 0.23
Total 388 1.00

Strongly Inapproproate:1----Strongly Appropriate: 5
In the next stage a Friedman Test was used to aempahown in tables 6-9, there were significant diffexes
between discussed statements based on the touweisoes

tourists’ attitude toward the trip among the fitatements.
Results showed that there is a significant diffeecbetween
discussed items form the viewpoint of service delyv

Table 3: Friedman test

N 366
Chi-Squar 440.379
Df 4
Asymp. Sig 0.0001

compare two related groups one by one. That cosgari
refers not only to the difference between relatemigs but
also we can find the severity of that differentati As

delivery from the viewpoints of tourists. For exdmm the
case of appropriate guidance form the official ageand
introduced tourism attractions by advertising (Eall),
there was more satisfaction about introduced touris
attractions by advertising, so that in 56 cases ddxigher
score than the other item (Table 4, Part 1). In &83es,
availability of tourism signage in the area hadghér score
than the other item (Table 4, Part 2). In 129 casesls for
After that, a Wilcoxon Signed Ranks Test was used fourists in term of quality and quantity had a Ieglscore
than the other item (Table 4, Part 3). Finally & &ases,
accommodation in terms of quality and quantity had
higher score than the other item (Table 4, Part 4).

Table 4: Wilcoxon signed ranks test of the two reked statements in each part, n=424

Statement Mean Sum of .
N Ranks Ranks z Sig.

Part 1: Appropriate Guidance from Negative 56° 39.50 2212.00 - 0.00
the Official Agents - Introduced Ranks 22 39.50 869.00 3.85 01
Tourism Attractions by Advertising Positive 288 0

a. Guidance < Advertisit Ranks 366

b. Guidance > Advertising Ties

c. Guidance = Advertising Total

Part 2: Availability of Tourism Negative 0 0.00 0.00 - 0.00
Signage in the Area - Introduced Ranks 197 99.00 19503.00 14.0 01
Tourism Attractions by Advertising Positive 203 36

a. Signage < Advertising Ranks 400

b. Signage > Advertising Ties

c. Signage = Advertising Total

Part 3; Meals for Tourist, Quality Negative g 69 552.00 - 0.00
and Quantity - Introduced Tourism Ranks 129 69 8901.00 10.3 01
Attractions by Advertising Positive 275 38

a. Meals < Advertising Ranks 412

b. Meals > Advertising Ties

c. Meals = Advertising Total

Part 4: Accommodation, Quality and Negative 45° 69 3105.00 - 0.00
Quantity - Introduced Tourism Ranks 92 69 6348.00 4.01 01
Attractions by Advertising Positive 251° 5

a. Accommodation < Advertising Ranks 388

b. Accommodation > Advertising Ties

¢. Accommodation = Advertising Total

Strongly Inapproproate:1----Strongly Appropriate: 5
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As can be seen in Table 5, results from the Wilooxoin the area had a better situation than the gulémen the

Signed Ranks Test showed that in 197 cases, aiiylalf

official agents. As well as in 144 cases, mealstdorist in

tourism signage in the area had a higher score than terms of quality and quantity had a higher scomntkhe
appropriate guidance from the official agents (€ab] Part other item (Table 5, Part 2). In 70 cases, acconatimad in

1).

In the other words, from the viewpoint of theterms of quality and quantity had a higher scomntthe

respondents service delivery via the availabilifysignage guidance from the official agents (Table 5, Part 3)
Table 5: Wilcoxon signed ranks test of the two reked statements in each part, n=424

Mean Sum of .

N Ranks Ranks z Sig.
Part 1: Availability of Tourism Negative (0 0.00 0.00 - 0.00
Signage in the Area - Appropriate Ranks 197 99.00 19503.00 14.0 01
Guidance from the Official Positive 169 36
Agents Ranks 366
a. Signage < Guidance Ties
b. Signage > Guidance Total
c. Signage = Guidance
Part 2: Meals for Tourist, Quality = Negative (0 0.00 0.00 - 0.00
and Quantity - Appropriate Ranks 144 7250 10440.00 12.0 01
Guidance from the Official Positive 227 00
Agents Ranks 366
a. Meals < Guidance Ties
b. Meals > Guidance Total
c. Meals = Guidance
Part 3: Accommodation, Quality = Negative 17° 41.00 451.00 - 0.00
and Quantity - Appropriate Ranks 70 41.00 2870.00 655 01
Guidance from the Official Positive 285 6
Agents Ranks 366
a. Accommodation < Guidance Ties
b. Accommodation > Guidance Total

c. Accommodation = Guidance

As shown in Table 6 in 88 cases, availability afrtsm signage in the area had a higher score tieameals for tourist in
terms of quality and quantity (Table 6, Part 1).wl as in 138 cases, availability of tourism siga in the area had a
higher score than the accommodation conditionsléT@pPart 2).

Table 6: Wilcoxon signed ranks test of the two reked statements in each part, n=424

Mean

Sum of

N Ranks Ranks z Sig.
Part 1: Meals for Tourist, Quality =~ Negative 8g 50.50 4444.00 - 0.00
and Quantity - Availability of Ranks 12 5050 606.00 7.60 01
Tourism Signage in the Area Positive 300 0
a. Meals < Signage Ranks 400
b. Meals > Signage Ties
c. Meals = Signage Total
Part 2: Accommodation, Quality = Negative 13¢’ 69.50 9591.00 - 0.00
and Quantity - Availability of Ranks 0o° 0.00 0.00 11.7 01
Tourism Signage in the Area Positive 250 47
a. Accommodation < Signage Ranks 388
b. Accommodation > Signage Ties
¢. Accommodation = Signage Total

Finally Table 7 showed that in 85 cases, mealsoiarist in terms of quality and quantity had a legkcore than the

accommodation.
Table 7: Wilcoxon signed ranks test of the two reked statements in each part, n=424
N Mean Sum of 7 Sig
Ranks Ranks '
Accommodation, Quality and Negative 85° 48.50 4122.50 - 0.00
Quantity - Ranks 11° 48.50 53350 7.55 01
Meals for Tourist, Quality and Positive 297 3
Quantity Ranks 388
a. Accommodation < Meals Ties
b. Accommodation > Meals Total
c. Accommodation = Meals
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Based on the findings extracted from the Wilcoxagm&d
Ranks Test, the following model can be explained:
1- Introduced Tourism Attractions by Advertising
Appropriate Guidance from the Official Agents;
2- Introduced Tourism Attractions by Advertising <
Availability of Tourism Sighage in the Area > Apjpriate
Guidance from the Official Agents;
3- Introduced Tourism Attractions by AdvertisingMeals
for Tourist in terms of Quality and Quantity > Appriate
Guidance from the Official Agents;

4- Introduced Tourism Attractions by Advertising <
>Accommodation in terms of Quality and Quantity >
Appropriate Guidance from the Official Agents;
5- Availability of Tourism Signage in the Area > Kls for
Tourist in terms of Quality and Quantity;
6- Availability of Tourism Signage in the Area >
Accommodation in terms of Quality and Quantity;
7- Meals for Tourist in terms of Quality and Quantk
Accommodation in terms of Quality and Quantity
And finally,
Availability of Tourism Signage in the Area > Mealsfor Tourist in terms of Quality and Quantity >
Accommodation in terms of Quality and Quantity > Introduced Tourism Attractions by Advertising
> Appropriate Guidance from the Official Agents

natural tourism and ecotourism. In this line, mapttory
approaches in planning and developing sustainablgsm
need to be addressed. It will be necessary to amitdrevise

the infrastructural elements in order to take athges of

V. Discussion

This research examined some kinds of services atelilv

from the viewpoint of outside visitors who had tesi
Kandovan village of Azarbaijan Sharghi, a northyimoe of
Iran. Results showed that service delivery in tdtesnents

the potentials.
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