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e Context and Purpose: The high competitiveness of destinations in the international tourism market is
competitiveness, one of the main success factors in the tourism industry, especially the tourism of metropolises and
integrated model, Tehran benefiting from its advantages. Therefore, the present study investigated this issue to identify the key
variables of the international tourism market with an emphasis on the competitiveness of tourist
destinations in Tehran. The tourist destinations of this city, due to Tehran being the capital, have a
strategic and unique location, which has made the issue of competitiveness in this city doubly important.
Received: Design/methodology /approach: The research method was descriptive-analytical and applied. The
March 31, 2024 statistical population of this research consisted of three main groups, including 35 professors from
Tehran province universities, who were selected using a stratified random sampling method, 30 tourism

Received in revised: experts in the province, and 15 available tourists. Finally, 80 people were selected as the sample size from

June 9, 2024 the three statistical communities under study. Data analysis was done in the SPSS20 software

Accepted: environment.

June 16. 2024 Findings: The findings showed that destination resources are the most important key factors influencing
o . the competitiveness of tourist destinations in Tehran city. Pearson's correlation coefficient values also

Available online: showed that there is a positive and significant relationship between the competitiveness of tourism

August 5, 2024 destinations and independent variables (physical resources (God-given and created), historical and

cultural resources (inherited), human resources, knowledge resources, capital resources, supporting
factors and resources, and situational conditions) at the 99% confidence level.

Conclusion: For the competitiveness of tourist destinations in Tehran, it is necessary to pay attention to
destination resources, especially destination management. In ranking the effective variables of
competitiveness, the respondents considered capital resources, supporting factors and resources,
knowledge resources, tourism infrastructures, and superstructures to have a key role. Therefore, it is
suggested that investment by the public and private sectors in marketing the tourism sector be
considered.

Originality /value: Attention to the key variables of the competitiveness of tourism destinations is a topic
that has not been addressed in previous studies. This research discusses the ability and capability of a
destination to maintain its position and market share or modify part of it over time.
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Extended Abstract

1. Introduction

Today, tourist destinations, like other
businesses, try to differentiate themselves
from competitors and offer a unique
experience to customers. This is due to
tourism's economic potential and intense
competition between tourism companies
and destinations. At the same time, as it is
necessary to pay attention to the growing
competition between tourism
destinations and companies, the ability to
recognize and face global changes is also
a key component for the success of any
destination. According to the report of
the World Economic Forum in 2017, Iran
is ranked 93rd among 136 countries in the
world in terms of the travel and tourism
competitiveness index. Based on this, it
can be said that the realization of the
goals of the country's vision document in
the field of tourism will not be possible
except by efforts to improve the
competitiveness of this industry. This
issue has not been given serious
attention, and the amount of research
done in this field is limited. According to
studies, despite the many models that
have been presented for destination
competitiveness, researchers are facing
many problems in measuring this
concept.

The World Tourism Organization
measures the competitiveness of tourism
in countries every year. In 2019, based on
the report of the World Economic Forum,
this organization announced that Iran
ranks 89th in the world in terms of the
competitiveness index of travel and
tourism, which has raised four ranks
compared to the 2017 report (93rd rank).
Still, the facts indicate that despite these
trends and also the evolution of vision, in
our country, competitiveness has not

been properly considered in tourism
planning policies and research. In other
words, objective evidence and a review of
Iran's position in global tourism show that
Iran still has not been able to gain a
significant share of the international
tourism market. Meanwhile, Iran is one of
the eight richest countries in the world in
terms of historical, cultural, and natural
attractions. In the 20-year development
vision document, the Islamic Republic of
Iran has set itself the goal of achieving
1.5% of the world's tourism to achieve the
first rank in various economic, social, and
cultural fields at the regional level. In
other words, in the horizon of 1404, Iran
should attract twenty million tourists.

Based on this, it can be said that
achieving the goals of the country's vision
document in the field of tourism will not
be possible without efforts to improve the
competitiveness of this industry. Tehran
is the capital of Iran and the most
important center of entry and exit of
tourists in the country, and the evaluation
of competitiveness and recognition of its
determinants can improve the
competitiveness of this industry in
national economies and its growth and
prosperity in the tourism market; because
tourists definitely compare facilities,
attractions, and service standards of
different destinations.

Therefore, this study seeks to answer
two research questions: a) Which of the
variables affecting the competitiveness of
tourist destinations in Tehran is more
important? b) What is the relationship
between  variables  affecting  the
competitiveness of tourist destinations in
Tehran? The test of two hypotheses is as
follows:

A) Variables related to the destination
resource component of competitiveness
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of tourist destinations in Tehran are more
important.

b) There is a positive and significant
relationship between competitiveness of
tourist destinations in Tehran and the
variables of physical resources (created
and God-given), hereditary, created
resources, human and knowledge and
capital resources, supporting factors and
resources, infrastructure and situational
conditions, and demand conditions of the
component.

2. Research Methodology

The research method was descriptive-
analytical and applied. The statistical
population of this study consisted of
three main groups, including 35
professors from Tehran province
universities, who were selected using a
stratified random sampling method, 30
tourism experts in the province, and 15
available tourists. Finally, 80 people were
selected as the sample size from the total
of three statistical communities under
study. Data analysis was done in the
SPSS20 software environment.

3. Research Findings

The findings showed that destination
resources are the most important key
factors influencing the competitiveness of
tourist destinations in Tehran city.
Pearson's correlation coefficient values
also showed that there is a positive and
significant relationship between the
competitiveness of tourism destinations
and independent variables (physical
resources (God-given and created),
historical ~and  cultural resources
(inherited), human resources, knowledge

resources, capital resources, supporting
factors and resources, and situational
conditions) at the 99% confidence level.

4. Conclusion

For the competitiveness of tourist
destinations in Tehran, it is necessary to
pay attention to destination resources,
especially destination management. In
ranking the effective variables of
competitiveness, the respondents
considered capital resources, supporting
factors and resources, knowledge
resources, tourism infrastructures, and
superstructures to have a key role.
Therefore, it is suggested that investment
by the public and private sectors in
marketing the tourism sector be
considered.
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