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Context and Purpose: Proper understanding and planning of handicrafts can be effective
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fahan Cit in dgvelopmg tourism businesses and creating a sustainable economic env1ronment.for the
Is y tourism sector. The purpose of the research is to understand the status of businesses
related to handicrafts and to explain the effective factors in this field.
Design/methodology/approach: The research method is descriptive-analytical and based
Received: on collecting survey data. In this study, a quantitative method (questionnaire) was used to
June 11, 2024 collect data. The statistical population of the study consisted of employees of the

handicrafts business sector in Isfahan. Due to existing limitations, including cost, the
sample size was determined to be 100 people. The validity and reliability of the
questionnaire were confirmed, and the analyses were performed using statistical tests.
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assessed as inappropriate. The results of the factor analysis showed that three macro
factors, namely marketing, education, and branding of handicrafts; improving support,
knowledge-building, and efficiency of handicrafts; and quality and price of handicrafts, with
an explanation of 89.62 percent, can be effective in developing businesses related to
handicrafts and improving the current conditions. Conclusion: Overall, the status of
handicraft businesses in Isfahan is poor. It is suggested that with government support, some
of the costs of this type of industry be reduced to increase the level of acceptance by
tourists. Originality /value: This research focuses on the field of handicraft businesses from
the perspective of tourism, which is innovative.
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1. Introduction

Handicraft-related businesses in Isfahan
can not only help develop the tourism
sector but also provide a platform for the
economic development of the city. In
addition, with an integrated plan, many of
the city's handicraft products can be
introduced as global brands. Developing
businesses related to the city's handicraft
sector for the purpose of tourism requires
a comprehensive understanding of the
current situation and then developing
operational plans and strategies.

In fact, the main problem is that
Isfahan, like other regions of the country,
has not been very successful despite its
significant tourism capacities, especially in
the field of handicrafts, while the diversity
of this city's handicrafts is one of the most
important capabilities of its tourism
sector. Therefore, to properly understand
the problem and resolve the problems of
the handicraft business sector in Isfahan,
this research has sought to first identify
the current situation of the handicraft
business sector and then emphasize
explaining the factors effective in their
development and improvement in Isfahan
in line with the expansion and
development of the tourism sector.

2. Research Methodology

The research method is descriptive-
analytical in nature and applied in terms of
purpose. It is also quantitative in terms of
analysis. A survey method was used to
collect data. The statistical population of
the study consisted of handicraft business
workers in Isfahan. These workers were
engaged in various professions in Isfahan,
such as woodcarving, inlay work, enamel
work, etc. Due to time, space, and cost
constraints for researchers, as well as the

lack of reliable statistics on the number of
handicraft workers in Isfahan, the sample
size was determined to be 100 people.
Random sampling was conducted at the
community level of the handicraft sector.

A researcher-made questionnaire was
used to collect data. The questionnaire
was structured in two sections: assessing
the  status of  handicraft-related
businesses and the factors effective in
improving them. The validity of the
questionnaire was determined by the
elites. Also, to measure reliability, 30
questionnaires were completed outside
the statistical sample. The reliability of the
questionnaire was confirmed with a
Cronbach's coefficient of 0.781. Analyses
were performed through statistical tests,
including a one-sample t-test and factor
analysis using Excel and SPSS software.

3. Research Findings

The viewpoint of Isfahan handicraft
activists in terms of tourists' reception of
handicrafts shows that out of the 16
handicrafts studied, 13 types of handicrafts
were significant at a level of less than 0.05.
The study of significance using the mean
index indicates that handicrafts including
enameling (2.50), inlay work (2.80),
woodcarving (2.13), pen making (2.38),
carpet weaving (2.49), felt (1.94),
goldsmithing (2.27), pottery and ceramics
(2.74), woven fabrics (2.25), mosaic work
(2.28), and silver and tapestry work (2.75)
were less than the average of the test (3);
therefore, the tourist reception of these
industries is poor. The test results also
showed that the coppersmithing (3.14) and
turquoise-cube (3.38) industries had an
average close to the average of the test (3).
Therefore, it can be concluded that the
tourist reception status is assessed as
medium industries. The result of
evaluating the status of businesses related
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to handicrafts in Isfahan with a one-
sample t-test indicates that all the
indicators mentioned for examining the
subject in Table (2) are significant at a level
of less than 0.05 and equal to 0.000. With
the help of the average parameter, it is
concluded that the income generation
index (2.34), employment generation
(2.55), credit attraction (1.91), product
export (2.06, branding (2.42), holding
international exhibitions (2.26), people
empowerment (2.17), product packaging
(2.44), and job satisfaction (2.28) had an
average lower than the average of the test
(3). Therefore, it can be concluded that the
status of these indicators in the field of
handicraft-related businesses in Isfahan is
weak. The test result also shows that the
originality and creativity indices (3.72) and
supply quality (3.64) were close to the test
average (3); therefore, the status of these
indicators in the field of handicraft-related
businesses is assessed as average.

According to the results, various factors
are effective in the development of
handicraft-related businesses, which are
placed in three general categories,
including marketing, education, and
branding of handicrafts; improving
support, knowledge-building, and
efficiency of industries Handicrafts;
quality and price of handicrafts.
Marketing, creativity and innovation,
education, entrepreneurship, assessing
market needs, branding, and introducing
handicrafts in cyberspace are included in
the first macro factors that should be
considered. The second factor includes
increasing public awareness, government
support and legislation, alignment with

technological changes, holding
international exhibitions, usability of
industries, and coordination of related
institutions. The third factor also includes
the price and durability of handicrafts.
Analysis of the factors examined in
relation to handicrafts indicates that the
different stages of a product, including
production, distribution, and sales, are
effective in promoting and improving
businesses related to handicrafts in
Isfahan.

4. Conclusion

Overall, the handicraft businesses in
Isfahan are assessed as poor, and this
situation can be inferred and explained by
the level of tourists' acceptance of this
type of industry, its stagnation, and the
evaluation of related indicators. To
overcome and improve the current
situation, it is suggested that national and
international branding be emphasized for
Isfahan's handicrafts through sustainable
marketing and advertising.
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