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Abstract

Context and Purpose: The rapid development of technology in tourism and the emergence of
smart tourism have drawn the attention of managers and policymakers of destinations to the
opportunities that arise from the implementation of smart strategies in tourism destinations.
Based on this, a new typology for destinations has emerged, which is called smart tourism
destination. The purpose of the present research is to narrate the challenges of developing
smart tourism destination management in Mashhad.

Design/methodology/approach: The current research is applied in terms of purpose, interpre-
tive and analytical in nature, and qualitative in terms of method. To analyze the data, the narra-
tive method (using MAXQDA software) and the Delphi method were used.

Findings: Analysis of experts' narratives regarding the challenges of developing intelligent
tourism destination management in Mashhad revealed seven organizing themes, including the
lack of an integrated system for management and marketing of tourist destinations in Mashhad,
political pressures, centralized development system, tourism destination products, laws incor-
rect, culture and education, and lack of financial means, and 32 basic themes. Then, based on
the Delphi method, the difference in the average de-fuzzification in the two stages of the sur-
vey was found to be less than the threshold, and the challenges raised were confirmed from the
point of view of the experts.

Conclusion: ldentifying the challenges raised in the current research, in addition to creating a
competitive advantage in the Mashhad district, prevents overlapping of responsibilities and
gaps, and leads to an increase in tourism income by creating a tourism culture in the destina-
tion. Finally, if the challenges are solved by proper planning and management of the tourist
destination, sustainable development will be achieved and this ensures that the economic, envi-
ronmental, social, and cultural sustainability of the destination is maintained.
Originality/value: Identifying the challenges raised in the current research, in addition to cre-
ating a competitive advantage in the Mashhad district, prevents overlapping of responsibilities
and gaps, and leads to an increase in tourism income by creating a tourism culture in the desti-
nation. Finally, if the challenges are solved by proper planning and management of the tourist
destination, sustainable development will be achieved and this ensures that the economic, envi-
ronmental, social, and cultural sustainability of the destination is maintained.
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l.Introduction

Mashhad tourism, region as the religious
capital of the country, has three sections,
eleven villages, and three cities; it is one
of the most important destinations for
domestic and foreign tourists due to the
existence of political-administrative facil-
ities and the existence of more facilities
and resources and numerous tourist at-
tractions in all types of historical, cultural,
natural, commercial, and health. Howev-
er, looking at the diversity of tourist at-
tractions and the number of tourists in
the district, the problem is that the con-
cept of smart tourism that meets the
needs of tourists has not been specifically
considered in this district so far. The im-
portance of using information technology
in this field has not been considered and
management has not been considered for
it. Despite the natural, religious, cultural,
and historical potentials, the government
and private companies have ignored these
foundations and have not invested
properly in the development of smart
tourism in this area. The high volume of
tourists who travel to this area through-
out the year has often been spontaneous
and unplanned and always faces many
challenges. Based on this, to attract tour-
ists to this area, a solution should be
thought out so that the entire area can
enter the competitive tourism market in
the Middle East, and this is possible if the
managers and officials with integrated
and correct management can guide the
potentials of this area with intelligentiza-
tion. The research done in the country,
especially by domestic researchers, is
very little; however, due to the increase in
threshold, and the challenges raised were
confirmed from the point of view of the
experts.

4.Conclusion

the entry and exit of religious tourists and
the existence of many unique capabilities,
the Mashhad region can compete with
many Islamic countries in this field, but
unfortunately, even the writings about
this topic are very poor and the compo-
nent of development challenges in the
management of smart tourism destina-
tions has not been addressed or has been
mentioned briefly in the sources and
books published about smart tourism in
general. In this regard, the research prob-
lem can be stated as follows: What are the
challenges of developing the management
of smart tourism destinations in Mash-
had?

2.Research Methodology

In terms of purpose, the current research
is applied. It is interpretive and analytical
in nature and follows the qualitative re-
search approach. In order to analyze the
data, the narrative (using MAXQDA soft-
ware) and Delphi methods were used.

3.Research Findings

Analysis of experts' narratives regarding
the challenges of developing intelligent
tourism destination management in
Mashhad, revealed seven organizing
themes, including the lack of an integrat-
ed system for management and marketing
of tourist destinations in Mashhad, politi-
cal pressures, centralized development
system, tourism destination products,
laws incorrect, culture and education,
lack of financial means, and 32 basic
themes. Then, based on the Delphi meth-
od, the difference in the average de-
fuzzification in the two stages of the sur-
vey was found to be less than the

Identifying the challenges raised in the
current research, in addition to creating a
competitive advantage in the Mashhad
district, prevents overlapping of respon-
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sibilities and gaps, and leads to an in-
crease in tourism income by creating a
tourism culture in the destination. Finally,
if the challenges are solved by proper
planning and management of the tourist
destination, sustainable development will
be achieved and this ensures that the
economic, environmental, social, and cul-
tural sustainability of the destination is
maintained.
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