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objective of this research is to identify development strategies for the hostel
industry in Iran.

Methodology: The present study adopted an inductive approach, with field
research conducted in the form of a survey. The target population of this research
included all individuals who could be involved in this industry in any way. The
content analysis method was employed for data analysis, and the software
MaxqdalO has been utilized for this purpose.

Findings: Investment and cost factors, especially startup and operational costs,
were identified as the most influential factors in hostel development. Economic
justifications and return on investment, such as economic stability and the level of
investment risk, and ultimately, cultural and social impacts, such as community
benefits and stakeholder participation, are crucial next steps.

Conclusion: To foster hostel development, supportive policies for tourism
entrepreneurs should be implemented to reduce investment risks, especially in
launching new businesses.

Originality /value: This research focuses on economic factors concerning the
establishment of new hostels in Iran.
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Extended Abstract

1. Introduction

Today, the tourism industry stands as one
of the most significant sources of income
for any country, continuously growing
and  developing  with  escalating
momentum. With its inherent dynamism,
tourism is perceived as a vibrant industry
with a bright future. Like a desire to
escape daily routines, travel inclination
offers a break from mundane patterns, a
pause in time, and diverse experiences.
However, despite Iran's abundance of
natural, historical, and cultural
attractions, effective attention to this
industry has been lacking in recent years
for various reasons. Moreover, foreign
tourists remain unaware of Iran's allure,
often influenced by negative portrayals in
Western media, perceiving Iran as an
unsafe country. Despite being among the
top five countries globally in terms of
climatic and biological diversity and
among the top ten historically and
culturally, Iran holds immense potential
for tourism growth and development.

One method to showcase Iran's
attractions and high security globally is to
attract backpacker tourists through
word-of-mouth advertising. Prioritizing
economical accommodation, emphasizing
interaction with locals and fellow
travelers, structuring an organized and
flexible independent travel itinerary,
longer than typical short vacations, and
emphasizing  unconventional leisure
activities are key features for this young
demographic. Hostel accommodation
plays a vital role in fulfilling their
preferences due to its cost-effectiveness
and the ability to connect with others
during their stay. However, this type of
accommodation, defined by standardized
international characteristics, is virtually

nonexistent in Iran. As tourism acts as a
vital stimulant for economic
development, it can have varying impacts
depending on regional conditions and the
type of accommodation provided. The
hostel segment in Iran signifies a
potentially vital yet unrecognized part of
the tourism industry, facing unique
challenges and opportunities primarily
driven by economic factors. Therefore,
the main objective of this study is to
identify and analyze these economic
factors’ impact on the emergence and
growth of hostels in Iran. Understanding
these economic factors is crucial for
investors, policymakers, and
entrepreneurs to make  informed
decisions aligned with Iran’s tourism
market’s realities and economic potential.
Comprehensive  analysis of  these
elements can better understand obstacles
and opportunities, aiding strategic
planning and policymaking for all
stakeholders.

2. Research Methodology

Data collection tools comprised semi-
structured questionnaires coupled with
in-depth individual interviews. Recorded
interviews were implemented,
categorized, and organized using
MAXQDA software for analysis. Detailed
coding and thematic analysis resulted in
399 descriptive codes, further interpreted
and consolidated into interpretive codes.
This process led to the formation of

thematic networks, ensuring
comprehensive interview content
analysis. To validate the research,
participant experiences were
meticulously recorded, and

comprehensive descriptions of the topic
were provided. Additionally, member
checking and participant feedback were
employed for further validation.
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3. Research Findings

The experts in this study were selected
from among cultural heritage specialists,
accommodation owners, and tourism
agency owners.

Data analysis regarding economic factors
produced 11 descriptive themes extracted
from 399 interview codes. These themes
formed a network under three
overarching themes: "investment and cost
factors," "economic justifications and
return on investment," and "cultural and
social impact."

Analyzing the economic factors data
involved classifying interview-extracted
data to effectively represent the
influential economic factors on hostel
development in Iran's tourism industry.
This classification was divided into three
main categories: investment and cost
factors, economic justifications and
return on investment, and cultural and
social impact.

Under the category of investment and
cost factors, aspects such as startup and
operational costs and private sector
investments were examined, including
facilities related to ecotourism and
associated startup costs, as well as private
sector  financial  contributions  to
ecotourism.

The economic justifications and return
on investment categories asserted issues
such as economic sustainability and
planning, profitability for investors, and
public economy and privatization. This
category investigates the economic
aspects of ecotourism projects and their
economic efficiency.

Finally, the cultural and social impact
category examines how ecotourism
affects local communities and the
resulting social and cultural changes. This
category includes direct benefits to local

people and architectural changes for
income generation, in addition to the
level of confidence and interest in budget
tourism.

4. Conclusion

This study delves into the economic
drivers of hostel development in Iran's
tourism sector. It highlights the
significance  of  factors such as
investment, economic rationale, and
cultural /social impacts in shaping this
development. Economic justifications,
supported by robust financial plans, are
pivotal for securing investor trust and
project funding. Crafting efficient
economic  strategies, including risk
assessment and crisis management, is
essential for sustainable development
amidst economic uncertainties.
Additionally, considering the social and
environmental repercussions of
ecotourism projects ensures responsible
and long-lasting benefits for all
stakeholders. Collaborating closely with

governmental bodies expedites
bureaucratic processes, fostering
economic potential and local

commitment to ecotourism initiatives.

Furthermore, economic justifications
should be based on accurate data and
sound economic analyses to garner
community and stakeholder support.
Preserving cultural heritage while
enhancing local livelihoods through
ecotourism is crucial for sustainable
regional growth. Development plans must
ensure equitable distribution of economic
gains among locals, offering training and
support for tourism-related activities.
Engaging local communities in decision-
making processes ensures social and
cultural acceptance, fostering long-term
sustainability and cultural preservation.
Finally, future research should explore
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the reasons behind the absence of hostels
in Iran's accommodation sector.
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