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Obstacle and Solution of | Context and Purpose: The main goal of this research is to identify obstacles and

Business, Ramsar Destination. | solutions to improve the ecolodge business environment in Ramsar tourist
destinations from the point of view of the local ecolodge managers.

Design /methodology/approach: The current study is exploratory and qualitative
in terms of purpose and nature. The research data were obtained through semi-
structured interviews with regional and local managers and were combined and
interpreted through content analysis. The statistical population of the research
included 28 local ecolodge managers in Ramsar city.

Findings:By examining the answers provided by the tourism managers, 25
obstacles /limitations were extracted and categorized into 11 factors. After the
secondary examination of extraction obstacles and factors, the researchers
realized the internal, external, and macro-micro pair nature of these extraction
cases, which were formulated as a matrix. Moreover, by examining the responses
provided by local and regional managers, 11 solutions for developing the ecolodge
business environment in Ramsar city were extracted and categorized into four
factors.

Conclusion: According to local and regional ecolodge managers, the most
important obstacles include obtaining permits, education, financial, and
infrastructure factors, and the most important solutions include education, policy
guidance, support policy, and standardization of services.

Originality /value: The combination of obstacles and solutions to improve the
environment of ecolodge business in Ramsar tourism destination from the point
of view of the local and regional ecolodge managers leads to the presentation of a
factor surface model of the ecolodge business’s ecosystem.
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Extended Abstract

1. Introduction

In recent years, the ecolodge business has
received a lot of attention. It is one of the
serious types of tourism that provides
attractiveness and creates a desire for
tourists to use the space and features of
the rural environment, as well as a
function to improve and upgrade
economic, socio-cultural, and
environmental aspects of the destination.
One of the important topics in ecolodge
accommodations is the study of the
business ecosystem of these
accommodations. These ecosystems
express the structure of the business
system, influencing factors, relationships
between factors, and the power and
position of each factor in the ecolodge
business of ecotourism accommodations.
The ecolodge business expresses the
cooperative role and coexistence of the
organization in a larger network, and its
recognition requires understanding the
relationships between its members.

The main necessity of the present
research is that there is no descriptive
survey about the ecolodge business
ecosystem, which requires further
investigations in this field. In the area of
ecolodge accommodations, Ramsar city in
Mazandaran province is one of the
country's most suitable areas, and it was
selected for the analysis of ecology
business in the present study. The
capabilities of this city are high, and if
used correctly, they can greatly affect the
development of employment and the
economy of the region, as well as the
revival and prosperity of the villages
adjacent to the ecolodge residences.
Considering the above, the main goal of
this research is to identify the obstacles
and solutions to improve the ecolodge

business environment in Ramsar tourism
destination from the point of view of local
and regional ecolodge  managers.
Therefore, the two main research
questions are raised as follows:

1. From the point of view of local and
regional ecolodge managers in
Ramsar tourist destinations, what
are the obstacles to the eco-
environment of ecolodge
businesses?

2. From the point of view of local and
regional ecolodge managers in
Ramsar tourist destinations, what
are the solutions to remove the
obstacles to the eco-environment
of ecolodge businesses?

2. Research Methodology

The current research is exploratory in
terms of purpose and follows a qualitative
research approach. Data were obtained
through semi-structured interviews with
local and regional managers and
interpreted through content analysis. The
statistical population of the research
included 28 local and regional ecolodge
managers in Ramsar city.

3. Research Findings

To answer the first research question, 25
obstacles /limitations were extracted by
examining the responses of the ecolodge
managers, which were categorized into 11
factors. After the secondary examination
of extraction obstacles and factors, the
researchers realized the existence of
these extraction cases' internal and
macro-micro dual nature, which were
then formulated in the form of a matrix.

What is meant by internal-external
dual nature is the operational level and
affectivity of the factor, and what is
meant by internal-external is the tourism
or non-tourism nature of the factor.
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According to the findings, the most
important obstacles (based on more
repetition) from the point of view of local
and regional ecolodge managers include
obtaining permits, education, financial
(macro-internal), and infrastructure
factors. The interesting point here is that
all these obstacles are internal in nature;
that is, they are related to the country's
structure and system of tourism. On the
other hand, standardization and business
literacy become important if the most
important obstacles can be considered
based on having more indicators within
them. The most important obstacles that
were repeatedly mentioned in the
answers, in the order of repetition,
include the tedious, bureaucratic, and
complex process of getting a license (the
maximization of getting a license); the
absence of a trustee, training and
empowerment courses and programs
before obtaining a license, and during
operation for experts, owners, and staff of
the residence; diminishing financial
support and government facilities for
establishment and equipment; and the
lack of infrastructure to improve the
ecolodge business environment.

To answer the second question of the
research, by examining the responses of
local and regional managers, 11 strategies
for developing the ecotourism business
environment in Ramsar city were
extracted and categorized in the form of
four factors. From the point of view of
local and regional managers, four factors,
namely education, policy guidance, policy
support, and standardization of services,
can improve the business environment of
ecolodge accommodation in Ramsar city.

4. Conclusion
In conclusion, among the obstacles and
solutions for developing the ecosystem of

ecolodge businesses in Ramsar, these
obstacles and solutions can be presented
in the form of the "Kurt Lewin Force
Field" tool, which includes effective

driving and restraining forces.
Recognizing these forces can be the
beginning of the pathology and treatment
of the ecosystem of ecolodges in Ramsar
city. Kurt Lewin, a social psychologist,
introduced this tool in 1951. This tool is
used to guide a successful change by
eliminating the obstacles that prevent the
driving forces of beneficial changes. No
change will happen if the restraining
forces are equal in the field of forces
(driving-restraining). The underlying
philosophy of force field analysis is based
on the fact that the state of a system in a
given situation results from reaching a
balance of effective forces, and to change
the situation, these forces must change in
the desired direction.

In order to analyze the field of forces
for the development of ecolodge business
in Ramsar city, obstacles-solutions are
introduced, and based on that, it can be
stated in the suggestions section that
“what should be done now?” It is obvious
that determining a common policy
(solution) for the development of the
destination in all regions will make the
privileged regions more privileged and
the disadvantaged regions marginalized
and will polarize the
development /strengthening of tourism.
Hence, for the ecosystem of ecolodge
business in Ramsar city, obstacles-
solutions were investigated and analyzed
according to the position and topic of the
field of forces.

Based on the findings, results, and
priorities of the managers of the
ecolodges, the following suggestions are
presented for the improvement and
promotion of business in Ramsar city:
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- Establishment and operating (1): to
answer all  inquiries about the
establishment of tourist accommodation
in the 24-hour online portal, a time
period, for example (10 working and non-
working days) should be determined, and
all devices should be obliged to announce
their answer without the presence of the
applicant and exhausting commutes
within this period (or beyond).

- Establishing and operating (2): since
the focus is on the ecolodge business, a
"tourist business coordination
office/desk” for interaction between
applicants, cultural heritage, tourism, and
handicrafts department, and other
institutions should be established to
follow up and work on obtaining permits.

- Training and consulting: it is
suggested to provide training with three
models of "professional consulting," "skill-
enhancing courses”, and ‘'required
workshops" should be designed in three
periods before the  establishment
(professional consulting and familiarity
(for example, in the form of a fam tour) -

skill enhancement of managers and
human resources), after the
establishment (thematic = workshops:

service management, pricing, branding,
responsibility, and sustainability), and in
times of  crisis (resilience and
development).

- Process management (1): from a
guiding  perspective, a  noticeable

distinction should be made between
working and non-working people, both in
aid and financial incentives (amount,
profit, return time, etc.). For example, a
real model (personal business) or an
employer model can be considered for
allocating financial aid and incentives.

- Process management (2): in a
supportive perspective, to stabilize the
ecolodge business, some thematic and
topical requirements of the ecotourism
business such as introduction,
advertising, and specialized training can
be provided for free.

- Process management (3): from a
supportive perspective, to identify and
solve the problems and harms of the
ecolodge business, dissertations and
academic research should be gathered.
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