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Sports Tourlsm from the development of local sports tourism. This study aims to identify the factors
Marketing. influencing the development of local sports tourism within the framework of sports tourism
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Available online: phase. In the first part of the study, a systematic review was conducted. Following the
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Extended Abstract

1. Introduction

Sport has increasingly become a prevalent
activity in society while simultaneously
emerging as a popular recreational
alternative for diverse social groups.
Alongside tourism, it has evolved into one
of the most favored leisure pursuits in the
contemporary world. Preferences for
specific sports vary across regions,
influenced by factors such as popularity,
training costs, entry barriers (e.g.,
infrastructure, resources, and equipment),
or required skill levels. As a common
characteristic of these examples, sport
exhibits a high degree of permeation into
certain aspects of public life.

Local sports tourism generates diverse
potentials for tourism valorization based
on regional characteristics  while
simultaneously considering the identity of
a geographical area or social entity and
impacting residents' lives. A review of
various sources and research indicates
that while numerous studies have been
conducted on sports tourism and sports
tourism marketing, research on local
sports tourism remains limited and suffers
from theoretical gaps. Consequently,
there is a need to address this theoretical
deficiency. Furthermore, Iran's
considerable cultural and ethnic diversity
presents significant potential for local
sports tourism that requires greater
attention. Therefore, sports tourism
marketing can be considered a key and
effective driver in developing local sports
tourism, necessitating the identification of
its  fundamental = dimensions  and
components.

A crucial point worth noting is that
most related research has examined the
concepts of "local sports tourism," "sports

tourism marketing," and "sports tourism"
separately, with very few studies
systematically integrating these aspects
within a defined framework. Hence, the
primary objective of the current research
is to systematically and quantitatively
investigate the factors influencing the
development of local sports tourism
marketing within the context of sports
tourism.

2. Research Methodology

The first phase employed a systematic
review method following a six-stage
process to extract key components. The
initial stage required establishing a
research protocol to define the subject
area, which focused on sports tourism
marketing, local sports tourism, and the
development of local sports tourism, with
relevant research examined within these
domains.  Comprehensive literature
searches helped minimize bias. The most
challenging aspect of this stage was
determining the research scope. Once
established, it facilitated formulating
research questions and boundaries to
identify appropriate research methods.
The second stage involved search and
screening strategies. The search strategy
assisted in the proper investigation and
identification of relevant databases for
collecting pertinent documents.
Predefined inclusion and exclusion criteria
were applied to achieve this systematic
review. Primarily, irrelevant, invalid, non-
peer-reviewed, non-English language
publications, and conference papers were
excluded, with only articles from the last
20 years analyzed. The fourth stage
encompassed data extraction and
categorization. This phase involved
identifying and extracting relevant data
from selected articles. All components
were  extracted through iterative
processes while adhering to accuracy and
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precision principles. General information
collected included article titles,
researchers’ names, publication vyears,
research type (quantitative, qualitative,
mixed), and study scope (international,
national, regional).

The fifth stage involved data analysis,
results discussion, and conclusion. The
analysis phase included evaluating
collected data, extracting meaningful
information, and drawing conclusions
from selected articles. At this stage, all
relevant data and information were
compiled for inference and conclusion.
The sixth and final stage involved
preparing the final report and research
output.

3. Research Findings

According to the qualitative research
findings, 13 articles were identified as the
most relevant to local sports tourism
development. Since the extracted
components were solely derived from
research and numerous in quantity,
researchers needed to determine the most
crucial elements as key components
through expert consultation.
Consequently, researchers distributed all
aforementioned components to relevant
experts via a researcher-developed
questionnaire, with 36 experts selecting
the principal components based on their
experience and subject-matter expertise.

Quantitative findings revealed that the
"preservation of authenticity and identity"
component, with an average of 4.69 and
low standard deviation (0.47),
demonstrated the highest satisfaction and
response consistency, indicating its
importance and high consensus among
respondents. "Focus on indigenous sports"
also showed high importance
(average=4.75, variance=0.193).
"Storytelling" had the lowest average (2.78)

and relatively higher standard deviation
(0.72), indicating its lesser importance and
greater response variability among
participants. Other components like
"sustainable development” and ‘"local
participation" showed relatively high
averages with moderate standard
deviations, confirming their importance
while displaying greater divergence in
perspectives.  Overall, cultural and
indigenous components were deemed
more significant, while storytelling and
branding-related components received
less attention.

4. Conclusion

The study's results indicate that
developing local sports tourism in Iran
requires adopting a robust,
multidimensional approach focusing on
cultural, economic, social, and managerial
aspects. However, achieving related
objectives necessitates implementing key
strategies. For instance, maintaining a
balance  between authenticity and
development - identified as a principal
component - requires adopting
fundamental measures through intelligent
programs. Various studies demonstrate
that the most successful global
experiences in local sports tourism have
achieved equilibrium between preserving
traditional values and meeting modern
tourists' needs.

Regarding continuous research and
development, it can be concluded that
enhancing  scientific  research  on
indigenous  sports and  applying
international standards can help elevate
Iran's global standing in traditional sports.
Disseminating research findings on
indigenous sports can contribute to
improving and developing this important
field. In summary, if Iran's local sports
employ intelligent  strategies and
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integrated management, they possess the
potential to become a significant hub for
sports tourism globally. The creative
integration of Iran's rich cultural heritage
with modern technologies in tourism
marketing and management can not only
establish a successful model for countries
with similar historical backgrounds but
also position itself as a pioneering model in
the global sports tourism industry. This
intelligent approach, while preserving
cultural authenticity, enables sustainable
economic utilization of these unique
capacities.
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