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ABSTRACT

The best way to make individuals more conscious of the concerns and difficulties
facing society is through education. The aim of this study is to evaluate the effect of
tourists' experiences on environmental education through the resonance of the nature
tourism destination brand and environmental education to visitors. Tourists'
knowledge of the environment can be heightened through travel and nature tourism.
Their experiences in the environment influence their knowledge, attitudes, and
behaviors regarding environmental issues. The host society suffers when tourism
numbers exceed an area's ecological capacity, which lowers the quality of the tourism
experience. If this problem is ignored, society will face social and environmental
challenges. The greatest and most efficient method for educating people and instilling
a sense of responsibility in them is through environmental education. The sample size
was determined by Cochran's formula of 384 people. The sampling technique was
convenience sampling, and the study's statistical population consisted solely of
domestic tourists to Borujerd City. Expert judgments validated the research's validity,
while Cronbach's alpha assessed its reliability. Through the resonance of the nature
tourism destination brand and environmental education to tourists, as well as the
resonance of the nature tourism brand on public environmental education, the
research findings demonstrated that tourists' experience has a positive and significant
effect on environmental education.
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Table 1. Research dimensions and subjects (Li et al., 2021); (Duman et al., 2018)

Questions <Ylgw

Dimensions 3z

w3355 3k 3L Glager 329 Ol el (93,5 b Bblie 4 jhw
I learned many things during my trip to the nature tourism areas of Borujerd City.

35 S5 ke g @b Glp ) 0e oSS 329 Gl ped (93 5 b (3Ll 4y
Traveling to the nature tourism areas of Borujerd City stimulated my curiosity to

learn new things.

2355 ety Bl Gal)l 5 (Simlon o S 0295 ol o (69,5 b Bblie 4y 5
I felt a real sense of harmony and peace during my trip to the nature tourism areas of

Borujerd City.

Surureo]
Aes¥ s

S oo () glite (SIS )3 35 ulasl 329 (i pped (935 Cannl Bblie 4 Hiu )
I felt that I was living in a different place during my trip to the nature tourism areas

of Borujerd City.

P25 )% Cudly IS 3 )29 i jaed (935 Cen 3ble &)y 3 (5o
I completely escaped from reality during my trip to the nature tourism areas of

Borujerd City.
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Questions <Ylgw Dimensions 3!

My experience in traveling to the nature tourism areas of Borujerd City allows me to
imagine that I am someone else.

B9 (i JUb jhe o329 Gl e (63,5 Canb (bl & i
The trip to the nature tourism areas of Borujerd City was a physically active trip.
D92 GiSsi Al 2290 Gl pped (5 Gl 3blie 4 i
The trip to the nature tourism areas of Borujerd City was energizing.
P9 A gy aijl 3290 Gl o (635 Coneo Bblio &y i )3 (o 425
My experience in traveling to the nature tourism areas of Borujerd City was visually
interesting.

Aranoy
ey

31> Rl LS L) ebls)l 3290 i o (63,5 Cumo 3bolio @y 53 pla ol e
My experience in traveling to the nature tourism areas of Borujerd City increased my
communication with others.
S b 381 L pasligo il 3250 Qb o (63,5 S (3blie @y 3 &5 (sl 25 Gyl
o5 )8 bl ) o
Through the experience I had in traveling to the nature tourism areas of Borujerd
City, I was able to communicate with people with similar interests.
251l ol 0l b & Lo 325 plited (535 Cnds oo & o
A trip to the nature tourism areas of Borujerd reminded me of social rules.

uonoRIAUY
=l

SIS hen Lo 4329 e 0 (935 Canb Sl a2k L
We had a great time visiting Borujerd City's nature tourism spots.
23 Gl 3y g i e (63,5 b Bblis 4 yiw clac b I e
I enjoyed the activities of traveling to the nature tourism areas of Borujerd City.
D92 0MIS ) p 3292 (s e (635 Sl (3bolie & i slac Il
The activities of traveling to the nature tourism areas of Borujerd City were fun.

JUSUIUIR)ISIUL
ko

258 3l o sl (e 49y 2290 Gl b (935 Gl (3blie 4y )3 (o 420
My experience in traveling to the nature tourism areas of Borujerd created a positive
spirit for me.
o only (bl USG5 5 5 sl 35 olioted (535 b 3blia & i 3 30 408
My experience in traveling to the nature tourism areas of Borujerd made me respond
emotionally.
S Clia e Slubual (sl 3290 Gl jped (35 Canb (3blie 4y i )3 (go w125
My experience in traveling to the nature tourism areas of Borujerd City was
attractive to my feelings.

K1osuag
)

25 352y oo ol pleT 3290 Gl aed (35 G Bble ) i )3 (g 425
My experience in traveling to the nature tourism areas of Borujerd City involved all
my senses.

D98 558 e (b 0250 Gl e (53 5 Cannl blie @ jau
The trip to the nature tourism areas of Borujerd made me think a lot.
S0 358 2L 3290 el (535 b (blie 4y Sluyd 2)90 )3 (90
I think a lot about the experiences of traveling to the nature tourism areas of Borujerd

City.

Sunyuiy L,
s’ 50
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There are remarkable ecotourism resources in Borujerd City's nature tourism areas. o »5 g
2 edlon; g e o s P 525 par ol S plsisds 2290 Clioped 35wk Lo £ & E g E
As an ecotourism site, the nature tourism areas of Borujerd City have a good balance 5 5 g g' R
between environment and infrastructure. g' f & 5 \E
ol e (635 po2 i gyl 229 s e (63,5 Cano 3blio = 0
[¢]

The nature tourism areas of Borujerd City have attractive ecotourism resources.
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Dimensions >tz
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The nature tourism areas of Borujerd City are exciting.
sl 23y 3o Gl ped (635 b (3bLe
The nature tourism areas of Borujerd City are pleasant.
S LTy £y il g0 3205 ot (63,5 el (3lolie
Nature tourism areas of Borujerd City can calm people down.

oo
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Jo uoneindax oy,

RIS ot b ) 42Ty ity By 5 s 51
I would return to this city frequently if [ had the means and the time.
I have a strong attachment to this city.
S o s ¥slings el ol cul 350 b (g0
I feel a kinship with the people of this city.
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If T had time and money, I would visit the nature of this city many times. g» &;‘? G \g\\
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I found a strong attachment to the nature of this city. a g 5 é N
AR o (255 > 00 A Ol ol Sl e %
The nature of this city gives me a good feeling.
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I am excited to travel to the nature tourism areas of Borujerd City. £ *g 12
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I feel very happy to travel to the nature tourism areas of Borujerd City. g &
@bl g ElgyS Sl (ele sl culps Jlas a1 g o9 R Sladdl

oy ) oliin s (2s) oy p S g 5 ol (oS
L odaosly blowl Julos 55 solitwl (5)50 5 [Ken
plodl s &3 AMOS o VY a5 SPSSjli8le 5 51 (65050
OB 1Y L] ) delidiny 2l Pl (sl )
T3l g e85 18 5 )R85 ej> oaicolo 5 alul
baS ad ploslas cbgrpe Ban (b)) g Jlgw 2 3590
Slr s €O )15 0l 3,0 deliny g, o S S
SPSS iy ¢ligss lll pgeil 51 (bl Al
odel ¥ Jgaz 53 glig)S il el gl 25 odlizl
ol
9 xS oIl Ay (1 g (sl dmosly g 1o
oblis 5 glsluw OYolse (gjluw Jbe (gylidle Lisy
2 95 S g e S5 2 i e S 45l
sy Jio S5 (sligyeys slmoslo 4 bgyye B jlaie jaa>
Pl aes b oo Jae jig il il glis el
O o i li sl psie (olod F oo
A colie 551 0aim LS g 039 )lo)95 5 i
29595 0adls (S Jae (5l sl el Jae s jls e

wip bl g Olas pbl 13 pax Gjgod deliduy
oSS cpl edas ad @iy B oSS ple o
3290 Oy 35 Canb caadl | leen bl
i Cawl o yd 3 gy (5 S digad gy 1535 350
A5 el )8 YAV 0S5 J5058 oll o ingy diges
w505 YAY go0ome jl.000)5 JaoST doliciun g dlisd (ppon 4y
Al e dpe Ha Yo Slas g 55,8 YAY sl bl
Scito el 8305 ) o 55 ol (Jisn S e
olel Wgas y&5 YAY goame il .conl 3,0 OY/S g o5 ¥VI¥ )
qold zhaio )0 125 AN (lod eS gaie 3 85 AY ol
Lyl ol )5 alado )> 405 FY (sl S alade )> ya5 VFA
Llodgy (655 zlade 3 445 VY 4
sddodalie  glapsie  glaodly  aulley  wyy
2 bodly g oy gy Wodly e Jlog odims lis
Y Joi2 0 @ls 5 €855 )18 () )90 AMOS 33l 5
=Y sojl 5l (Son polis sl )55 4y p3Y g o dlas e
ol 0355 jolo 4V 5 =V g0l I (SaniS palie 5 4T
aeliduyy (bl ) olisabl gl sl Jloyi baodly ol iy



S35 Cano Ao B3yl 823 5l Cannjlae B gal ) )583)5 455 S 1] e g (G A0S0 gt #A

WS o 0351y 1y lole Jabs Cbum sl ol pasi
sl pie oyl Ll a8 08 oo pasiiio (ygejl ol (in
5 Sl sladale S Sy (il 586 cos B
Ol (V) U (+) cnm cigmel ol olel ylade 58 b pusled
3,5 iy plwg opl sl b 4 Glgs oo a5 )ebas )1
bl Jlos plosl pace Ly plosl 4 uead )90 52 53
aobiiiny i)l s KMO 5051 ol ¥ Joao )3 08,5

ol o]

9> 055 55 3 b asla ol b oslizul (GOF) (3
3Sbos (agin sly oo «ylBls 5 spSojlul Jue
el s KMO pgol 51 s 39,0 LS 42 Jso IS
oMo b a8 oyg05l ol b odliiil delidusy (laodly (¢lp
(Kaiser — Meyer — Olkin') KMO (g,l_ai3]

1. Kaiser — Meyer — Olkin Measure of Sampling
Adequacy (KMO)

O3S i
oS Happiness of tourists
Entertainment buote g (28T il38l
O, 8
) Increasing the
&5k environmental awareness
Learning of tourists
Calie Cumjlasme SKon (550l
Attractiveness Public environmental
education
ol
Excitement
e
Resonance of nature
Ca tourism brand
Sensory
ible
Emotional
oS S8 i s
Thinking M
The reputation
of the
el destination
Activity
Jols Completeness
Interaction of the
destination

(Li, Liu, & Souter Model, 2021) ) ¢ ,.5 65 b adlos B 34850 ogpde Jdo o) JSd
Figure 1. The Conceptual Model of the Researcher's Research Based on the Model of (Li, Liu, & Souter
Model, 2021)
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