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Abstract: Tourism is one of the key economic sectors that has been recognized as a clean
industry, contributing significantly to national economic growth by increasing foreign
exchange earnings, boosting employment, and generating income. This study is a mixed-
methods research (quantitative and qualitative) and is categorized as a survey-based and
grounded theory study in terms of methodology. The qualitative phase involved a sample of
15 experts, including university professors in sports management and tourism specialists, who
were interviewed. The study followed three fundamental stages of coding. In the quantitative
phase, the target population consisted of sports tourists in Ardabil Province, who responded
to a 24-item questionnaire using a Likert scale. Given the indefinite size of the statistical
population, it was considered unlimited, and based on Cochran’s formula for an unlimited
population, the sample size was determined to be 384 participants. A total of 400
questionnaires were distributed, and ultimately, 380 valid questionnaires were collected using
a simple random sampling method. Data analysis was conducted using SPSS and Lisrel
software, employing structural equation modeling tests. The results of the research questions
indicate that all five examined factors demonstrated that the consequences of introducing
sports tourism marketing include (tourism marketing through media, the impact of sports
tourism development in the region, tourist attraction and retention, tourism economy, and
cultural tourism). The causal factors influencing sports tourism marketing (sports managers'
and specialists' policies, cultural-sports tourism potentials, and regional transformations) play
a crucial role in the development of sports tourism marketing in Ardabil Province, with an
emphasis on modern social media.
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1. Introduction

The development of tourism activities is largely dependent on diverse natural, cultural, and historical attractions.

Leading countries in the tourism sector have successfully responded to global tourism demands by leveraging their

natural landscapes, such as lakes, sunny beaches, and snow-capped mountains, as well as their historical heritage,

artificial attractions, and well-structured organizational frameworks that facilitate large-scale investments,

allowing them to maximize the benefits of tourism [1].

In the contemporary era, tourism is considered one of the most influential factors in fostering international

relations. However, its development requires specific resources such as climate, historical and cultural sites, natural
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attractions, traditions, infrastructure, and facilities. Recognizing this, many countries have started to invest in the
necessary infrastructure to expand tourism [2, 3]. On one hand, the rapid population growth and urbanization, and
on the other, the significant advancements in transportation networks, technology, and other aspects of modern
life, have intensified the demand for travel and tourism [4-6].

Today, the tourism industry has become highly competitive among cities, to the extent that even destinations
with abundant attractions strive to create additional unique features to attract visitors [1, 7]. This is particularly
important during seasons when tourism numbers decline due to political, economic, natural, or social factors. One
of the critical elements in tourists’ decision-making processes is the length of stay at a destination, which holds
significant importance for tourism destinations [3]. The duration of a tourist’s stay is also a key determinant of
tourism’s economic impact on a region. This metric allows for the evaluation of tourism’s influence on the wealth
of the host country, which varies depending on the time spent by tourists at the destination [8, 9].

Additionally, studies have identified the length of stay as a highly influential factor due to its positive correlation
with tourism revenue. The longer the stay, the more opportunities tourists have to engage in various activities [10].
Sports tourism is an industry that emerges from the combination of tourism and sports. In other words, sports
activities are a significant part of the tourist experience, and tourism itself is often linked to different types of sports.
Various factors influence the development of tourism, and different sources categorize these factors in multiple
ways [11].

Sports tourism has various definitions and classifications, with different scholars offering distinct perspectives
on the concept. One of the most widely accepted definitions is provided by Gibson, who defines sports tourism as
leisure-based travel, where individuals temporarily leave their residence to engage in or spectate sports activities
[12].

Social media platforms provide individuals with the opportunity to freely express their opinions during sports
events and actively engage with other digital citizens (netizens) [13].

In today’s world, social media has seen exponential growth and has become an inseparable part of human life.
People use social media for various purposes, including shopping, entertainment, banking, and communication.
Due to its extensive usage, marketers have recognized social media as a vital tool for advertising, leading many
companies to replace traditional advertising methods with social media marketing. Organizations invest significant
time, resources, and money in social media advertising, constantly striving to design campaigns that effectively
stimulate consumer motivation to make purchases [14]. Television, radio, and digital networks remain some of the
most effective means of communication between businesses and consumers, facilitating product promotion and
customer engagement [15].

Unfortunately, Iran has taken a relatively passive approach in hosting international sports events. Even when
the country has successfully hosted global competitions, it has merely focused on the logistical aspects of hosting
rather than leveraging these events to boost the sports tourism industry. A national commitment to sports tourism
marketing is essential. Before any major sporting event, a dedicated marketing committee must be formed, and
influential media outlets in target countries and cities must be identified. Given the exchange rate dynamics, sports
tourism presents an excellent opportunity for attracting international visitors to Iran. However, marketing efforts
should not end with tourist attraction; they must commence before the product is even designed and continue
beyond the sale.

Ardabil Province, with its high tourism potential, welcomes a significant number of domestic and international

tourists each year. In this context, the role of social media is particularly crucial, as it can enhance tourism

50



Business, Marketing, and Finance Open, Vol. 2, No. 2

development, increase tourist retention, and ultimately contribute to sustainable tourism, which is a core
component of sustainable development.
Given these considerations, this study aims to address the following question: What impact do modern social

media have on sports tourism in Ardabil Province?

2. Methodology

Overall, the research design of this study is mixed-methods, given the nature of the subject. The study adopts a
mixed-methods approach because the researcher needs to utilize both quantitative and qualitative methods to
answer the research questions. This research seeks both discovery (through qualitative research) and validation
(through quantitative research), making the exploratory mixed-methods design the most suitable choice. This
design begins with a qualitative phase, making it an optimal method for investigating a phenomenon. In an
exploratory design, the study initiates with qualitative research to examine a phenomenon, followed by a
quantitative phase designed based on the qualitative findings.

After obtaining the necessary approvals and explaining the research objectives, the researcher secured written
informed consent from all participants before conducting a pre-test. To examine the impact of modern social media
on sports tourism marketing in Ardabil Province, semi-structured interviews were conducted with professors in
sports management and tourism experts. Therefore, the statistical population in the qualitative phase consisted of
sports management professors and tourism experts. Purposive sampling was used in this phase, with a sample size
of 15 participants, or until theoretical saturation was achieved. These experts were interviewed to collect qualitative
data.

In the quantitative phase, the statistical population comprised tourists, who were considered an unlimited
population. Based on Morgan’s table, the sample size for an unlimited population was determined to be 384
individuals. The simple random sampling method was used.

For data collection in the quantitative phase, a researcher-developed questionnaire was utilized. The
questionnaire focused on the impact of modern social media on sports tourism marketing in Ardabil Province,
consisting of 24 items measured on a Likert scale.

Data analysis in the qualitative phase was conducted using three stages of coding: open coding, axial coding,
and selective coding. In the quantitative phase, research questions were analyzed using structural equation
modeling (SEM) with SPSS and Lisrel software.

3. Findings and Results

In axial coding, interview transcripts were re-examined along with open codes, and the relationships between
concepts were analyzed. As a result, eight subcategories (sub-themes) emerged:
1. Tourism marketing through media
Impact of sports tourism development in the region
Tourist attraction and retention
Cultural tourism
Tourism economy

Regional transformations

N o Uk LN

Policies of managers and sports specialists
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8. Cultural-sports tourism potentials.

Table 1. Categories Formed in the Initial Axial Coding Stage

Category (Theme) Subcategory (Domain) Concept
Consequences of Introducing Sports ~ Tourism marketing - Rapid promotion of tourism - Lack of control over personal
Tourism Marketing in Ardabil through media information - Crossing geographical boundaries - Formation of online
Province through Modern Social communities
Media
Impact of sports tourism - Economic efficiency - Job creation and unemployment reduction -
development in the Development of tourism motivations - Foreign exchange earnings -
region Cultural exchange
Tourist attraction and - Quality of infrastructure - Quality of health and medical services -
retention Quality of hospitality and accommodation services - Environmental
hygiene
Tourism economy - Dynamic economic growth - Income and wealth distribution -
Personal and social profitability - Job creation - Regional economic
efficiency
Cultural tourism - Cultural interaction - Exchange of cultures and traditions
Causal Factors Influencing Sports Policies of managers - Profit exchange management - Financial resource management -
Tourism Marketing in Ardabil and sports specialists Attraction of domestic and foreign investors - Creating a competitive
Province through Modern Social environment to attract investors - Utilizing specialized human
Media resources - Accepting innovative ideas
Cultural-sports tourism - Tourist attraction - Investor attraction - Cultural, economic, and social
potentials development in the region
Regional - Job creation - Income growth - Road quality improvement - Increased
transformations investment in the region - Active participation of women in economic

and social activities - Development of sports facilities and equipment -
Expansion of sports venues

These emerging categories were continuously revised, with conceptually similar codes being grouped together.
The categories were compared, merged when necessary, or further divided into one or more subcategories. The
identified categories in the initial stages of analysis shaped the researcher’s understanding, influencing the design
of subsequent questions and interviews. Through further interviews and data analysis, the researcher developed a
deeper insight into the experiences of the participants.

Based on the analysis of interview codes and the research problem, the following primary categories were
identified:

1. Development of sports tourism marketing: Economic prosperity, investor attraction, cultural exchange, job
creation, increase in gross domestic product (GDP), foreign exchange generation.

2. Modern social media: Messaging platforms, microblogs (Twitter), social networking sites (Facebook), web-
based technologies, mobile applications.

According to the results, 12.6% of respondents were women, while 87.4% were men. The age distribution of
participants showed that 2.9% were under 20 years old (lowest frequency), while 27.4% belonged to the 20-29 age
group (highest frequency). Regarding educational background, 2.9% of respondents had a high school diploma
(lowest frequency), while 63.4% held a bachelor's degree (highest frequency). In terms of occupation, 5.0% of
respondents were teachers (lowest frequency), whereas 23.2% were employees (highest frequency).

After conducting exploratory factor analysis, the factor analysis model for confirmatory factor analysis of the
questions related to the consequences of sports tourism marketing was examined. The LISREL output model was
presented in the form of standardized estimates and significance values. This model includes all consequences of

sports tourism marketing. The numbers on the arrows represent the factor loadings of the variables, indicating the
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magnitude of each. The model fit indices, as shown in Figure 1, suggest that the measurement model for the
consequences of sports tourism marketing is appropriate, with an RMSEA value of 0.083. Given that this value is
less than 0.1, it indicates a reasonable approximation of the model’s mean squared error. Additionally, the chi-
square to degrees of freedom ratio is less than 3, further confirming the model’s adequacy. The fit indices (GF]I,

AGFI, and NFI) are 0.93, 0.96, and 0.93, respectively, supporting the model's overall goodness of fit.
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Figure 1. Structural Equation Model of the Consequences of Sports Tourism Marketing

After conducting exploratory factor analysis, the factor analysis model for confirmatory factor analysis of the
questions related to causal factors influencing sports tourism marketing was examined. The LISREL output model
was presented in the form of standardized estimates and significance values. This model includes all causal factors
affecting sports tourism marketing. The numbers on the arrows represent the factor loadings of the variables,
indicating the magnitude of each. The model fit indices, as shown in Figure 2, suggest that the measurement model
for causal factors influencing sports tourism marketing is appropriate, with an RMSEA value of 0.083. Given that
this value is less than 0.1, it indicates a reasonable approximation of the model’s mean squared error. Additionally,
the chi-square to degrees of freedom ratio is less than 3, confirming the model’s suitability. The fit indices (GFI,

AGF], and NFI) are 0.94, 0.98, and 0.94, respectively, supporting the model's overall goodness of fit.
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Figure 2. Structural Equation Model of the Causal Factors Influencing Sports Tourism Marketing

To address this question, the reliability and convergent and discriminant validity of the factors related to the

sports tourism marketing model were estimated. The reliability results, based on the correlation of items with the

total score, item reliability, convergent validity, and discriminant validity of the extracted constructs based on the

final model, are presented in the following table.

Table 2. Analysis of Reliability and Convergent Validity of the Factors in the Sports Tourism Marketing

Model
Category Subcategory Items Item Correlation of Cronbach’s  AVE CR
Reliability ~ Item with Total ~ Alpha
Score

Consequences of Introducing Tourism Marketing Question  0.70 0.52 0.83 0.94
Sports Tourism Marketing in through Media 1
Ardabil Province through
Modern Social Media

Question  0.71 0.59

2
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Question
3

Impact of Sports Question
Tourism Development 4
in the Region
Question
5

Question
6

Tourist Attraction and Question
Retention 7

Question
8

Question
9

Tourism Economy Question
10
Question
11
Question
12

Cultural Tourism Question
13

Question
14

Question
15
Causal Factors Influencing Sports ~ Policies of Managers Question
Tourism Marketing in Ardabil and Sports Specialists 1
Province through Modern Social
Media
Question
2

Question
3
Cultural-Sports Question
Tourism Potentials 4
Question
5

Question
6
Regional Question
Transformations 7
Question
8

Question
9

0.76

0.71

0.79

0.73

0.71

0.72

0.77

0.70

0.70

0.72

0.76

0.78

0.72

0.76

0.79

0.77

0.76

0.74

0.75

0.76

0.72

0.75

0.51

0.58

0.58

0.50

0.50

0.54

0.50

0.54

0.52

0.51

0.66

0.52

0.50

0.66

0.57

0.53

0.66

0.57

0.51

0.52

0.58

0.51

0.72

0.57

0.92

The results from the above tables indicate that the correlation coefficients of the items with the total questionnaire

score exceed 0.3, and the item reliability is greater than 0.5, demonstrating that the questions possess sufficient

accuracy in measuring the factors within the sports tourism marketing model. Additionally, Cronbach’s alpha

reliability was reported as greater than 0.6, and the composite reliability (CR) exceeded 0.7, indicating that all five

factors were accurately designed to determine the components of the sports tourism marketing model.

Furthermore, the results confirm that for each construct, CR > AVE and AVE > 0.5, verifying the convergent

validity of the components.
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4. Discussion and Conclusion

The development of the tourism industry in industrialized countries leads to diversified revenue streams and
reduces economic imbalances. In developing countries, tourism provides an opportunity for exports, foreign
exchange earnings, and job creation. Furthermore, the benefits of the tourism industry are not limited to economic
gains; rather, they extend to cultural aspects, such as introducing domestic culture to other countries. The structural
characteristics of tourism in each location are influenced, on the one hand, by the significance, reputation, nature,
diversity of roles, and religious, cultural, recreational, and commercial functions of its attractions. On the other
hand, they are shaped by the social, cultural (including belief systems), and economic characteristics of both the
local residents and tourists [16]. Given the importance of sports tourism development in urban economies and its
dependence on economic and social factors, as well as travel characteristics and destination attributes, it is essential
to identify these factors and examine the impact of modern social media on sports tourism development. This will
enable policymakers in Ardabil Province’s tourism sector to design effective programs aimed at increasing sports
tourism and boosting the tourism economy of the province. This study examines the role of modern social media
in sports tourism across all seasons in Ardabil Province.

The results indicate that all research questions were categorized into five factors, with factor loadings exceeding
0.30. This finding suggests that all identified factors can be considered as components of the sports tourism
marketing model of Ardabil Province, emphasizing modern social media. Furthermore, all measurement models
were evaluated based on predefined criteria and were deemed appropriate, demonstrating an acceptable model fit.
Therefore, based on the results of the measurement models, it can be concluded that all research instruments exhibit
adequate and acceptable fit. These findings align with previous research [17-29].

In explaining this issue, it can be stated that the consequences of introducing sports tourism marketing in Ardabil
Province through modern social media—including tourism marketing through media, the impact of sports tourism
development in the region, tourist attraction and retention, tourism economy, and cultural tourism—play a
significant role in sports tourism marketing in Ardabil Province with an emphasis on modern social media. These
factors should be given special attention. Tourism activities encompass various economic, socio-cultural, and
environmental dimensions, serving as sources of transformation and change in developing countries. The changes
brought about by tourism activities are significant and undeniable, and mass communication tools, as the carriers
of messages and information, play a crucial role in these transformations. With advanced technology, these tools
influence all political, economic, cultural, and social dimensions across the world [19, 20].

Host communities of sports events benefit economically, attracting investors. Studies on economic impact focus
on determining the profitability of such events based on required investments, generated economic activities, and
job creation. The economic impact of a sports event refers to the overall influence of the event on the economic
system of a geographical region, arising from sports activities. The key indicators of sports tourism marketing in
Ardabil Province through modern social media should focus on rapid tourism promotion, lack of personal
information control, transcending geographical boundaries, formation of online communities, economic efficiency,
job creation and unemployment reduction, cultural exchange, infrastructure quality indicators, healthcare service
quality, environmental hygiene, dynamic economic growth, personal and social profitability, employment
generation, and regional economic efficiency.

After conducting exploratory factor analysis, a factor analysis model was used for confirmatory factor analysis

of the research questions related to the causal factors influencing sports tourism marketing. The LISREL output
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model was generated in the form of standardized estimates and significance values. All measurement models were
evaluated based on predefined criteria and deemed appropriate, indicating an acceptable model fit. Therefore,
based on the results of the measurement models, it can be concluded that all research instruments exhibit adequate
and acceptable fit. This model includes all causal factors affecting sports tourism marketing.

In explaining this issue, it can be stated that the causal factors influencing sports tourism marketing in Ardabil
Province through modern social media—including policies of managers and sports specialists, cultural-sports
tourism potentials, and regional transformations—are highly significant. Tourism activities encompass various
economic, socio-cultural, and environmental dimensions, serving as sources of transformation and change in
developing countries. The changes brought about by tourism activities are significant and undeniable, and mass
communication tools, as the carriers of messages and information, play a crucial role in these transformations. With
advanced technology, these tools influence all political, economic, cultural, and social dimensions across the world
[17-19].

Host communities of sports events benefit economically, attracting investors. Studies on economic impact focus
on determining the profitability of such events based on required investments, generated economic activities, and
job creation. The economic impact of a sports event refers to the overall influence of the event on the economic
system of a geographical region. Key indicators should focus on profit exchange management, financial resource
management, attraction of domestic and foreign investors, creation of a competitive environment for investment,
utilization of specialized human resources, acceptance of innovative ideas, tourist attraction, cultural-economic-
social development of the region, job creation, income growth, road quality improvement, continuous participation
of women in economic and social activities, development of sports facilities and equipment, and expansion of sports
venues.

Based on the results obtained, the following recommendations and key points are provided to develop a sports
tourism marketing model for Ardabil Province with an emphasis on modern social media:

According to the results of the first research question regarding the consequences of introducing sports tourism
marketing in Ardabil Province through modern social media, it was found that rapid tourism promotion, lack of
personal information control, transcending geographical boundaries, formation of online communities, economic
efficiency, job creation and unemployment reduction, cultural exchange, infrastructure quality indicators,
healthcare service quality, environmental hygiene, dynamic economic growth, personal and social profitability,
employment generation, and regional economic efficiency should be prioritized. It is recommended that tourism
and sports tourism policymakers in Ardabil Province collaborate with experts from various disciplines to make
informed decisions based on these indicators.

Regarding efficiency and quality, it is necessary to enhance the quality of equipment and facilities in sports
tourism regions of Ardabil Province and to develop integrated sports tourism marketing strategies that meet the
expectations and needs of relevant tourists, ultimately leading to higher satisfaction. To achieve these objectives,
attention should be given to stadium environments, staff attitudes, the credibility and reputation of the destination,
its social perception among sports tourists, pricing strategies, accessibility, convenience, and motivation
enhancement. This has been supported in previous research as well.

According to the results of the second research question regarding the causal factors influencing sports tourism
marketing in Ardabil Province, it was found that profit exchange management, financial resource management,
attraction of domestic and foreign investors, creation of a competitive environment for investment, utilization of

specialized human resources, acceptance of innovative ideas, tourist attraction, cultural-economic-social
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development of the region, job creation, income growth, road quality improvement, continuous participation of

women in economic and social activities, development of sports facilities and equipment, and expansion of sports

venues should be given special attention.

It is recommended that tourism management prioritize the improvement of service delivery at sports and

recreational sites by utilizing existing capabilities in each province and providing the necessary infrastructure to

enhance sports tourism development and growth.

Authors’ Contributions

Authors equally contributed to this article.

Ethical Considerations

All procedures performed in this study were under the ethical standards.

Acknowledgments

Authors thank all participants who participate in this study.

Conflict of Interest

The authors report no conflict of interest.

Funding/Financial Support

According to the authors, this article has no financial support.

References

A. I Ntelezi, "Indigenous Games as a Catalyst for Sport Tourism Development in South Africa," International Conference on
Tourism Research, vol. 7, no. 1, pp. 453-460, 2024, doi: 10.34190/ictr.7.1.2048.

M. Morfoulaki, G. Myrovali, K.-M. Kotoula, . Kagaywoyog, and K. Alexandris, "Sport Tourism as Driving Force for
Destinations’ Sustainability," Sustainability, vol. 15, no. 3, p. 2445, 2023, doi: 10.3390/su15032445.

K. Heebkhoksung, W. Rattanawong, and V. Vongmanee, "A New Paradigm of a Sustainability-Balanced Scorecard Model
for Sport Tourism," Sustainability, vol. 15, no. 13, p. 10586, 2023, doi: 10.3390/su151310586.

E. H. A. Haq, "Pentahelix Model in Planning Sport Tourism and Events in Hambalang Village, Bogor Regency," E-Journal
of Tourism, p. 74, 2023, doi: 10.24922/eot.v10i1.93013.

D. V. Rheenen, C. Sobry, and R. Melo, "Running Tourism and the Global Rise of Small Scale Sport Tourism Events," pp. 1-
17,2021, doi: 10.1007/978-3-030-62919-9_1.

R. Melo, D. V. Rheenen, and C. Sobry, "Sport Tourism Events and Local Sustainable Development: An Overview," pp. 19-
42,2021, doi: 10.1007/978-3-030-62919-9_2.

M. X. Chang, Y. O. Choong, and L. P. Ng, "Local residents' support for sport tourism development: the moderating effect
of tourism dependency," Journal of Sport & Tourism, vol. 24, no. 3, pp. 215-234, 2020, doi: 10.1080/14775085.2020.1833747.

R. Yamashita, "A Quantitative Scoping Review of Information Search Behaviour in Sport Tourism," Journal of Sport &
Tourism, pp. 1-24, 2022. [Online]. Available: https://www.tandfonline.com/doi/abs/10.1080/14775085.2022.2098807 .

J. Valls, M. L. Francesc, M. Franco, and S. Teixeira, "Sport tourism and destination planning,” Journal Motricidade, vol. 15,
no. 2, pp- 13-18, 2019. [Online]. Available:
https://digituma.uma.pt/bitstream/10400.13/3623/3/Sport%20tourism%?20and %20destination %20planning.pdf.

[10] C. P. Barros, R. Butler, and A. Correia, "The Length of Stay of Golf Tourism: A Survival Analysis," Tourism Management, vol.

31, pp. 13-21, 2010, doi: 10.1016/j.tourman.2009.02.010.

[11] K. Heidarzadeh, "Sports Tourism," 2015.

58


https://www.tandfonline.com/doi/abs/10.1080/14775085.2022.2098807
https://digituma.uma.pt/bitstream/10400.13/3623/3/Sport%20tourism%20and%20destination%20planning.pdf

Business, Marketing, and Finance Open, Vol. 2, No. 2

[12] A. Ghayami Rad, M. Moharramzadeh, and B. Hosseinpour, "The Relationship Between the Views of Sports and Tourism
Managers and Sports Tourism Factors in Iran," Olympic Quarterly, vol. 16, no. 2, pp. 51-62, 2014.

[13] S. Banerjee, "Analysis of User-Generated Comments Posted During Live Matches of the Cricket World Cup 2015," Online
Information Review, vol. 42, no. 7, pp. 1180-1194, 2018, doi: 10.1108/OIR-01-2017-0015.

[14] A. Abdallah Alalwan, "Investigating the impact of social media advertising features on customer purchase intention,"
[Journal Title], 2018, doi: 10.1016/j.ijinfomgt.2018.06.001.

[15] Z. S. Mirshafiee, E. Parsafard, G. Shafiee, and S. Farhang Adib, "The Impact of Advertising on Consumer Buying Behavior,"
in Fifth National Conference on Applied Research in Management and Accounting, Tehran, 2018.

[16] H. Elsaid, "Investigating the Potential of E-Sports Tourism in New Egyptian Tourism Cities," International Journal of Tourism
Archaeology and Hospitality, vol. 3, no. 2, pp. 0-0, 2023, doi: 10.21608/ijtah.2023.190662.1070.

[17] F. Nasrollahzadeh, S. Tabesh, and M. Ramezanzadeh, "Factors affecting the quality standard of accessible sports tourism,"
Tourism Management Studies, vol. 19, no. 67, pp. 1-40, 2024, doi: 10.22054/tms.2024.80113.2945.

[18] Z. Guan, "The Study for the Analysis of the Development Trend of Sports Tourism," Academic Journal of Science and
Technology, vol. 9, no. 1, pp. 263-265, 2024, doi: 10.54097/43a49551.

[19] Z. Chen, "Sustainability Evaluation of Sports Tourism Using a Linguistic Neutrosophic Multi-Criteria Decision-Making
Method," Plos One, vol. 19, no. 3, p. e0300341, 2024, doi: 10.1371/journal.pone.0300341.

[20] F. Abdollahnezhad, R. Andam, and M. Rajabi, "Bibliometric Analysis of Service Quality in Sports Tourism,"” Journal of
Tourism and Development, vol. 13, no. 1, pp. 262-279, 2024, doi: 10.22034/jtd.2023.412562.2811.

[21] Y. Zhang, "Analysis on the Development Strategy of Hainan's Sports Tourism Informatization in the Digital Era,"
International Journal on Semantic Web and Information Systems, vol. 19, no. 1, pp. 1-18, 2023, doi: 10.4018/ijswis.325788.

[22] Z. Wang, "Research on the Development of China’s Sports Tourism Industry Based on the Background of Big Data Era,"
Applied Mathematics and Nonlinear Sciences, vol. 9, no. 1, 2023, doi: 10.2478/amns.2023.2.01688.

[23] ]. M. Song, L. Yang, J. Duan, and Q. Huang, "Scientific Training Model of Sports Tourism Based on Nonlinear Differential
Equation," Applied Mathematics and Nonlinear Sciences, vol. 8, no. 2, pp. 1705-1714, 2023, doi: 10.2478/amns.2023.1.00170.

[24] M. Pavlovi¢, "Possibilities of Sustainable Development of Sports Tourism in Serbia,” SMB, vol. 1, no. 1, pp. 251-264, 2023,
doi: 10.58984/smbic2301251p.

[25] B. N. H. Mohammed, "Assessing sport investment climate in Egypt and its relationship to sports tourism," Scientific Journal
of Applied Research in the Sports Field, vol. 3, no. 1, pp. 119-146, 2023, doi: 10.21608/sjpc.2022.173406.1009.

[26] Y. Liu, "Research on the Development Path of Integration of Rural Sports Culture and Sports Tourism in the Context of Big
Data," Applied Mathematics and Nonlinear Sciences, vol. 9, no. 1, 2023, doi: 10.2478/amns.2023.1.00150.

[27] C. Liu, "Development of Sports Tourism Resources Based on Spatial Analysis Perspective," Applied Mathematics and
Nonlinear Sciences, vol. 9, no. 1, 2023, doi: 10.2478/amns.2023.2.00974.

[28] A. Gerami, S. E. AmirHoseni, and F. Rad, "Providing a Model for the Development of Smart Sports Tourism with the
Internet of Things in Iran," Communication Management in Sport Media, vol. 11, no. 1, pp. 31-46, 2023, doi:
10.30473/jsm.2022.63345.1608.

[29] S. S. Boroujerdi, H. Mansouri, and S. Asadi, "Developing Sports Tourism Destinations in Emerging Countries: The Case of
Zrebar Lake in Iran," Polish Journal of Sport and Tourism, vol. 30, no. 2, pp. 22-29, 2023, doi: 10.2478/pjst-2023-0010.

59



