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Abstract 
Tourist services are intangible and to inform the potential tourists of the service, advertising can 
be a very effective way. In the meantime, this trend is more according to the tendency of people 
and governments to use in order to see the digital network, and requires researchers to find 
driving directions. This study examines the impact of digital advertising network for tourism in 
the city of Qazvin deals with the Lavij and Steiner model. The research is descriptive survey and 
six hypotheses were tested according to the literature. Data for this study were collected through 
a questionnaire. Results of the study suggest that the digital network has an impact on tourism. 
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1. Introduction  
States and communities are increasingly aware of the fact that must take the initiative and seek 
new ways to deal with economic recovery (Tavabkhsh and Rafieefar, 2010: 117). Tourism is 
growing and growing contribution to the global economy every day adds a new cycle on the 
mechanism underlying this industry (Sharbati, 2010: 55). They should seek to introduce better 
plan to attract tourists and tourist facilities and their conditions to the world markets to succeed 
in this industry in addition to the flow conditions and purposes of tourism (Paply Yazdi and 
Saghaei, 2006: 18). Basically tourists require information about the tourist destinations. They 
gathere continuous information from the media, including television, satellite, Internet, etc. are 
collected (Silverman, 1997: 15). 
The information is essential as with most decisions about consumer products, to choose a tourist 
destination and decision-making at selected locations such as accommodation, transport, 
activities (Gürsu and Chen, 2000: 586). Researchers suggest a three-step process to search for the 
information including the need for an excursion (influenced issue), searching for information 
related to a selected destination, the destination and evaluating options. People, who are not 
satisfied with the level of knowledge, are searching for new information to their external source 
(Krestetr and Chu, 2004: 972). To find information excited is done to enable knowledge or 
information stored in the mind or from the external environment (Gürsu and Chen, 2000: 584). 
Tourists tend to use four external information sources when planning their trips: 1) relatives, 
friends and acquaintances 2) special literature to 3) media, 4) tourism consultants. It is during the 
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information that marketers can influence customers purchasing decisions (Gürsu and Mac 
chlorine, 2004: 362). 
World Travel and Tourism Council report on the performance of the tourism industry in Iran in 
2014. Iran ranked among 184 countries in 2014 in terms of size as 40 and a share of this industry 
in GDP was ranked 137. Iran Tourism Industry is expected in 2015, to be ranked 21 in the world 
due to its growth. Accordingly, the tourism industry contributes directly about 2.3 percent in 
2014 and indirectly to GDP of 6.3 percent during the year. It is expected that Iran has provided 
direct employment generated by tourism in 2015, with growth of 4.4% to 431 thousand people 
and indirect employment grew by 5.1 percent to one million and 285 thousand people. It is 
suggested that export growth of the local tourism industry in 2015, will be 3.2 per cent and reach 
USD 2569 billion (World Travel & Tourism Council, 2014). 
Qazvin province recorded the largest number of historical monuments with a thousand and three 
hundred works (Quoted from Qazvin Broadcasting, 2014). Qazvin includes11 percent of the 
country's historical monuments and first rank among cities was allocated to the province. The 
city attracts tourists from all over the world and has a great opportunity for Iran, however, 
despite numerous tourist attractions and a lot of natural resources and International Cultural 
Tourism, tourism market does not have its rightful place in the city of Qazvin and the current 
tourism state of the Qazvin is weak comparing major cities such as Mashhad, Isfahan and Shiraz 
that can be for the reasons such as lack of space to stay like hotels, lack of convenient access to 
tourist areas, lack of anonymity airport as well as historical monuments and tourist attractions in 
the country and the world. Some of the advantages of the city are the communications path with 
the country's 11 provinces; having prominent monuments in the country and even the world, as 
well as due to cultural and historic competency, the city has been selected in the country as a 
urban development pilot; growth of 3 to 4 times to attract tourists in some areas. Although Iran’s 
rank based on natural attractions is 5 and according to the historic attractions and ancient ranked 
10 in the world and the 20-year vision should be about 20 billion dollars worth per year but the 
percentage share is one percentage for Qazvin Province (Kamali Mohajer, 2012). If the city can 
play a significant role to achieve the objectives and twenty-year-old prospects of tourism 
development. Lack of government and private companies’ attention in Qazvin with great 
potential to attract tourists, is the most important issue of the present study. 
This potential includes sacred places, mosques, cisterns, buildings, schools, baths, gates, markets 
and inns, churches, tombs and graves of many as forty column, Sadol Saltaneh mansion, old 
gates of Tehran, Gate Pavilion, Shrine Order Minister, mosque four prophets, claw Ali mosque, 
Sheikh-ul-Islam Mosque, Mosque, Grand Hotel, Qapu mansion, old hotel Iran, Sepah markets, 
bath Festival, etc. (Zabouri Mashu’f and Vosooghian, 2014). 

  
2. Theoretical foundations  
One of the main factors in tourism marketing is to attract tourists to the area through advertising. 
Since consumers cannot evaluate many products that are intangible, particularly in the area of 
services, such as tourist attractions and to the so-called consumption. Hence the importance of 
advertising is considered as a key factor in tourism marketing (optical and Associates, 
2012).social capital also effective on tourism marketing (gilaninisa ,et al,2015) Advertising 
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management is manifested in 5M model. Companies and institutions to design and advertising 
management should first identify their target ads. These may be convincing, informing, creating 
ideas, or reminders. Then, the companies plan to spend advertising money. There are several 
methods for determining the advertising budget that can be used to approaches such as equal 
competitors, percentage of sales, based on the goals, ranking and financial afford. Advertising 
message content and promotional media are determined. Advertising message can be musical, 
animation, humor, logic, rotoscope, lifestyle, rajaei and so on. As well as advertising messages, 
is available in media such as radio and television advertising, newspapers and magazines, the 
Internet, billboards or direct mail. After different advertising messages are presented in the 
media, advertising effectiveness should be judged (Hamidizadeh and Nourian, 2013).Advertising 
is one of the components and the fourth element of the marketing mix and affects the the 
audience and changing attitudes and behavior -knowlege. Advertising has various ways and 
means that one of them is to advertise by digital networks.The latest poll shows TV channel 
three and iFilm are the most watched television channels in Iran between national channels and 
digital networks. According to IRIB survey of 32 provincial capitals and Tehran, most people are 
watching TV programs, aged between 11 and 14 years and 40 to 50 years old. The center of 
Yazd, with 94 per cent, has the highest number of viewers in Iran and center of Mahabad with 56 
per cent has the least of these statistics. The results of the polls show the peak and maximum 
hours the Iranians watch television programs is 20: 30 to 23. Another part of the survey was 
dedicated to the most popular channel that in the meantime, channel three, with 69 percent 
audiences of the country is considered most popular channel. The TV channel in Tehran, with 68 
percent of the audience and the television channel one is the next popular channel (Fars News 
Agency, 2013; Jam, 2013).The digital channels that are received via setup box, iFilm also with 
36% of audiences are the most watched channel with a new generation of channels in the 
country. This channel is viewed by 38 percent audiences in Tehran. Jam channel among the 
channels with 13 percent in the country and 16 percent in Tehran, has the least viewers in the 
country. In this regard, Qazvin broadcasting tries to produce the television programs in this field. 
The number of TV programs on the history is 121 hours - cultural 642 hours, television programs 
in the history of 39 hours - 230 hours of culture (ibid). In previous researchrs, models and 
patterns such as dynamic data, AIDA model and longitudinal panel width to the impact of digital 
networks have been used to attract tourists. In this study titled “the impact of digital networks 
(Ifilm, Namayesh, Shoma) for the impact of digital networks” Steiner & Lavidge model is used: 
audience awareness, provide information to the audience; (taleghani et al, 2011)to create interest 
in the audience, creating a preference in the audience; convince the audience, and to attract 
audiences. 
This model has 3 stages: knowing, feeling, and behavior that is known to CAB (Lavidge & 
Steiner, 1961). 

1) learn------ cognitive   
2) Feel-------- affective  

      3) Do----------- behavior  
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According to this model, customers do not pass the trend continuously from to be reluctant to 
purchase stage until they are convinced to buy. This six-step model is based on awareness, 
knowledge, desire, preference, conviction and purchase design. Lavidge & Steiner (1961) stated 
that this process should be completing linear, but the potential customer may run concurrently a 
number of these steps. 

 
3. Hypotheses and conceptual model 
The hypothesis of the research on the impact of digital advertising network on six dimensions 
presented in the model of Lavidge & Steiner (1961), which is presented below: Digital media 
advertising affects the attraction of the tourists after informing the customer. 
 Digital advertising network affects the creation of customer information for tourists. 
 Digital advertising network affects the customer's interest to attract tourists. 
 Digital advertising network affects creating on the client's preference to attract tourists. 
 Digital advertising network affects convincing the customer to attract tourists. 
 Digital media advertising affects attracting customers to attract tourists after. 

 
 
 
 
 
 
 
 
 
 

Fig. 1. Conceptual Model Research (Lavidge & Steiner, 1961) 
 
 

4. Research Methodology 
4.1. Research Community and Sample 
The research is practical based on purposes and is descriptive in terms of methods of data 
collection and survey. The study population comprises the tourists of city of Qazvin. In this 
study, we used census and a questionnaire was divided among tourists residing in hotels of the 
city. The 200 questionnaires were distributed among visitors and 176 questionnaires for analysis 
were acceptable. The questionnaire used in this study was composed of two parts. Rating scale 
was prepared from strongly agree to strongly disagree any question on the basis of 1 to 5.  
4.2. Assessing research variables 
Validity of the questionnaire used was approved by professionals and academics in Qazvin. 
Cronbach's alpha was used to determine the reliability of the test. Cronbach's alpha for all 
questions relating to the variables in the analytical framework that a reasonable rate is 0/89 
percent, respectively. Cronbach's alpha is shown for each of the variables in Table 1.: 
 

Advertising 

Awareness Convince Attraction Interest Information Prefer 
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Table 1. Cronbach's alpha 
Variable Cronbach's 

alpha 
Apprise 0.90 
Create Information 0.88 
Create interest 0.92  
Creating preference 0.89  
convince 0.91  
Attracting customers 0.90  
Advertising digital 
network 

0.88  

Cronbach's alpha coefficients for each variable are 0/75 that confirms the reliability of the 
questionnaire. 
5. Analysis results of data 
5.1. Results of confirmatory factor analysis 
In the first step of measuring models are fitted. The factorial analysis is used for the case- study 
dimensions. Models fit indices are shown in Table 2: 

Table 2. The overall fitting models of measure indices 
Variable  CFI NFI IFI TLI  GFI RMR  RMSEA CIMIN/DF 

Apprise   0.99  0.99  0.99  0.99  0.99  0.01  0.05  2.92  
Create 

Information 
  0.99  0.99  0.99  0.99  0.995  0.006  0.04  2.36  

Create 
interest 

  0.99  0.99  0.99  0.99  0.99  0.01  0.04  1.94  

Creating 
preference 

  0.99  0.99  0.99  0.99  0.99  0.01  0.05  2.61  

convince    0.99  0.99  0.99  0.99  0.99  0.005  0.05  2.90  
Attracting 
customers  

  0.99  0.99  0.99  0.99  0.99  0.01  0.05  1.98  

Advertising 
digital 

network  

  0.98  0.98  0.98  0.98  0.99  0.005  0.05  2.90  

Fit indices for all measured models are in an acceptable in the range. These indicators show the 
proper model fit and the data collected will well support the model. All the factor loadings were 
above 0/3 and a significance level of 0.000. 
5.2. Results of structural equation modeling analysis model 
After reviewing and confirming the measurement model as a first step, the second step is to test 
hypotheses and fit structural equation modeling approach. Also the overall indicators of the 
model are presented in Table 3. 
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Table 3. fit indices of the original model 
TLI IFI CFI  NFI  AGFI  GFI  RMSEA  RMR CMIN/df   
0.97  0.95  0.95  0.95  0.91  0.93  0.06  0.03  2.77    

<0.90  <0.90  <0.90  <
0.90  

<0.90  <
0.90  

 Area of  1<و  3>  0.08<  0.08<
acceptanc

e  
 
Our results presented in Table 3 are as follows: 

   

  
Figure 2. Research model 

 
Amos output in the standard model estimates show that the path analysis model is a suitable 

model. Normal Chi square is 1/77 that is placed between 1 and 3. RMSEA model value equals to 
0/06 and is suitable, the amount of GFI and AGFI and three indexes NFI and CFI and TLI and 
IFI all are close and above 90 per cent. Finally, the RMR is close to zero. The fit indices for the 
model are all in the reception area and the indicator show the model fit according to the data, and 
the data well confirmed the plan. Hypothses and values of regression coefficients with the details 
of each hypothesis is shown in Table 4. 
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Table 4. Hypothesis test results 

Test 
result 

correlation 
coefficient 

Significant 
number 

Sample 
size 

Hypotheses 

Confirmed 0.31 0.000 176 Apprise  Advertising digital 
network 

Confirmed 0.65 0.000 176 Creating 
Information 

 Advertising digital 
network 

Confirmed 0.71 0.000 176 Create 
interest 

 Advertising digital 
network 

Confirmed 0.29 0.000 176 Creating 
preference 

 Advertising digital 
network 

Confirmed 0.34 0.000 176 convince  Advertising digital 
network 

Confirmed 0.41 0.000 176 Attracting 
customers 

 Advertising digital 
network 

(Source: Software Output) 
  

6. Discussion and Conclusion 
The results of the study hypothesis show that: 
 H1: digital advertising network affects the informing dimensions of the customer to 

attract tourists: The results of the analysis showed that the impact factor is 0/83. 
 H2: digital advertising network affects the creation of customer information to attract the 

tourists. Path analysis showed that the impact factor is 0/79. 
 H3: digital advertising network affects the customer's interest dimension to attract 

tourists. Path analysis showed that the impact factor is 0/81. 
 H4: digital advertising network affects creating preference in the client to attract tourists. 

Path analysis showed that the impact factor is 0/80. 
 H5: digital advertising network affects the convincing dimension of the customer to 

attract tourists. Path analysis showed that the impact factor is 0/77. 
 H6: Digital media advertising affects attracting customers to attract tourists. Path analysis 

showed that the impact factor is 0/81. 
 

To attract tourists to the area through advertising is one of the main factors in tourism marketing. 
Since consumers are unable to visit and to evaluate many products that are intangible, 
particularly in the area of services, such as tourist attractions, hence the attention to advertising is 
concerned as a major factor in Tourism marketing. The results about the effect of advertising on 
various aspects of digital networks and Steiner Larijan model indicate that the advertising of the 
type listed is influential in all aspects of the knowledge, customer information, generate interest 
in the customer, creating customer preference, convince the customer, and customer acquisition. 
Although the present study has new aspects, but to some extent is consistent with the findings of 
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Podoshen (2007),gilaninia (2012), Bruyn, & Lilien (2008), Alire (2007), Walker (1995), 
Jalilvand (2009), and Nouri and colleagues (2012). 

In this regard, the proposal will be presented: 
- Future researchers are recommended after the use of digital networks in Iran and to 

predict their future, the trend of the network is determined in each province so future 
governors will know to what extent should invest in this direction. 

-  Those involved in the tourism industry are also suggested that in addition to focusing 
on growing media interest in the country, a new generation of even more media and 
advertising them should be paid attention in their original plans, because the new 
generation of young has surpassed the managers and researchers in many cases in this 
regard, the Internet and digital networks are a part of this program. 
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