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Considering the increasing importance of tourism and the emergence of
a new type of tourism called creative tourism, this study aims to identify
and prioritize effective strategies for developing creative tourism in
Tehran city based on a hierarchical approach. The qualitative data were
collected through interviews with 12 participants from the research
sample, including experts and entrepreneurs in the tourism industry,
selected via snowball sampling to achieve theoretical saturation. After
open and axial coding, three main factors were identified: innovative
marketing, macro support, and core actions, along with ten key
indicators. In the quantitative phase, the Analytic Hierarchy Process
(AHP) and Expert Choice software were used to prioritize the indicators
based on their weights. Sixteen experts were e purposefully selected for
this stage. The findings indicated that, according to the criteria of a
creative city, system improvements are prioritized over the size of
options. Additionally, the options of adopting a new style and
privatization ranked second and third in priority, respectively.

Citation: Tayebeh Nikraftar, Farnoosh Kaveh' (2025). Strategies for developing creative tourism in
Tehran, journal of Future Cities vision, 6(21), 35-46.

© The Author(s). Publisher: Iranian Geographical Association

+«+ Corresponding author: Tayebeh Nikraftar, Email: Nikraftar@ut.ac.ir



iyl glaani jlail iy aalilng

Future Cities Vision

journal of Future Cities vision
Spring 2025. Vol 6. Issue 21

ISSN (Print): 2783-0780- ISSN (Online): 2783-0780
Journal Homepage: https://www.jvfc.ir/

Extended Abstract

Introduction

Tourism is one of the world's largest and
fastest-growing industries, playing a crucial role
in the development of many countries,
especially developing ones. It contributes
significantly to job creation, economic growth,
and the development of related industries. As
nations move toward sustainable development
and seek alternatives to oil-based economies,
tourism has emerged as the third largest
industry after oil and automotive, recognized as
a vital need in today’s world.

According to the World Travel and Tourism
Council, tourism’s contribution to Iran’s
economy increased by 39.2% in 2022, reaching
4.6% of the total GDP. Researchers highlight
the importance of creativity and culture in urban
and rural regeneration, where creative tourism
is viewed as a powerful strategy for sustainable
growth. The concept of the "creative city" has
gained global attention, and creative industries
— such as architecture, design, media, and
performing arts — play a key role in shaping
the future economy and enhancing tourism.
Tehran, the capital of Iran and one of the largest
cities in the Middle East, holds great potential
for becoming a creative tourism destination.
However, challenges like poor infrastructure
development and lack of proper investment
have hindered its growth in this sector. This
study explores the relationship between
creativity and tourism, aiming to identify and
prioritize factors that can foster creative tourism
in  Tehran, ultimately supporting its
transformation into a vibrant, innovative city.

Methodology
The present study employs a quantitative
research method.

Results and Discussion

Over the past two decades, creative tourism has
been widely used in many countries to develop
tourism products, enhance destination image,
and promote sustainable tourism (Jungxiong &
Garth, 2022). This new form of tourism shifts

the focus from tangible attractions to the
intangible cultural heritage of destinations.
Many scholars emphasize that cities seek
creativity to attract more visitors. To stand out,
cities must highlight their strengths and behave
more creatively than others (Ahmad &
Mahmoud, 2015; Girard et al., 2011). Based on
hierarchical analysis, quality of life was
identified as the most important factor. Creative
human and social capital foster innovation in
urban environments and lay the foundation for
sustainable creative cities (Bagheri Khoshkooli
et al.,, 2019). Elements such as invention,
innovation, and creativity across all fields —
including  citizens,  creative  industries,
sustainable economy, and green initiatives —
complement social well-being and improve
quality of life.

Other key factors include the growth of tourism
services and host culture development. A city is
only considered creative when it is recognized
as such by the outside world (Amin et al.,
2000), making strong branding based on urban
and local traditions essential for maintaining
competitiveness (Cohendet & Zapata, 2009).
Creative tourism offers new opportunities for
economic growth, helps revitalize regions and
their resources, and makes destinations more
attractive (Hanian, 2007). Cultural elements
also support urban regeneration (Landry, 2000).
Research shows that improving systems —
especially transportation — plays a critical role
in creative city development (Roman & Trip,
2009).

Creative tourists engage in local learning
experiences, enhancing their own creativity. As
an extension of cultural tourism, creative
tourism supports the local economy through
skills-based  participation and intellectual
property tied to culture and creativity
(Jungxiong & Garth, 2022).

Conclusion

In conclusion, creative tourism has emerged as
a powerful tool for sustainable urban and
regional development by shifting attention from
traditional attractions to the unique intangible
cultural assets of destinations. It not only
enhances the tourist experience but also
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strengthens the identity and competitiveness of
cities through creativity, innovation, and local
engagement. Quality of life, supported by
creative human and social capital, plays a
central role in shaping sustainable creative
cities. Moreover, the development of tourism
services, cultural branding, and infrastructure
— particularly transportation — are critical
components in this transformation.
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