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attractions, are considered important global tourism destinations. However, the tourism
industries in these two countries exhibit significant structural and functional differences.
This study aims to conduct a comparative analysis of the tourism structures in Iran and
Italy and to diagnose the existing challenges within Iran's tourism sector.
Design/methodology/approach: This research employed a mixed-method approach,
including expert surveys, to identify 13 key factors hindering tourism development within
Iran’s organizational tourism structure. The fuzzy cognitive mapping (FCM) technique and
FCMapper software were utilized for data analysis. Findings: The results indicate that
frequent changes in organizational structures and policy-making centers, weaknesses in
strategic planning, lack of adherence to a comprehensive development model, and
restrictive regulations are the most significant barriers to tourism development in Iran. Due
to their higher centrality in the network, these factors exert greater influence. Scenario
analysis further reveals a moderate negative impact across all related factors, highlighting
the necessity of simultaneous attention to these key issues for effective improvement.
Conclusion: Iran’s tourism organizational structure faces serious challenges due to
frequent policy changes, inadequate planning, and restrictive regulations, which impede
the sustainable development of the industry. In contrast, Italy’s tourism structure,
characterized by greater stability and coordination, serves as a successful model. To
enhance Iran’s tourism sector, decentralization of authority, increased local stakeholder
participation, establishment of coordinating bodies, intersectoral collaboration,
infrastructure development, simplification of regulations, specialist training, and targeted
marketing are essential. The concurrent implementation of these strategies will promote
sustainable development and enhance competitiveness. Originality/value: This study
employs fuzzy cognitive mapping to analyze the organizational tourism structures of Iran
and Italy comparatively, identifying and diagnosing the key networked barriers to tourism
development in Iran. This novel and practical approach provides valuable insights for
improving Iran's tourism policy-making and organizational structure.
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Extended Abstract

1. Introduction

The tourism industry is a pillar of global
economies, driving employment, revenue
generation, and sustainable development.
Adorned with rich historical, cultural, and
natural attractions, Iran and Italy rank
among the world's most sought-after
tourist destinations. The organizational
structure of a nation's tourism industry
serves as the backbone of its tourism
management framework, defining the
roles, responsibilities, and interactions of
various stakeholders involved in the
sector. It encompasses both governmental
and non-governmental entities, including
ministries, tourism boards, destination
management organizations, travel
agencies, hospitality providers, and
transportation companies. An effective
organizational structure facilitates
efficient coordination, collaboration, and
decision-making, ensuring that tourism
development aligns with national and local
development goals. This study aims to
compare the organizational structure of
tourism in Iran and Italy and to diagnose
the challenges in this field in Iran. By
implementing the proposed solutions, Iran
can effectively restructure its tourism
organizational framework, fostering a
more conducive environment for industry
growth and unlocking its immense tourism
potential.

2. Research Methodology

This research is driven by an applied
approach, aiming to utilize and test
theoretical concepts in addressing real-
world issues related to the primary factors
hindering tourism development in Iran
and Italy. The objective is to examine the
critical and influential criteria within the
organizational structure of tourism. In
terms of data collection, this research

adopts a descriptive approach, providing a
detailed description and interpretation of
the criteria associated with an effective
tourism organizational structure and the
interrelationships between these criteria.
Methodologically, this research employs a
mixed-methods approach, combining
quantitative and qualitative methods in a
multi-stage process guided by a
predetermined research design. The final
outcome emerges from synthesizing
various research methods rather than
relying on a single approach. Therefore, in
the framework of mixed research
methodology, the modeling process of this
research has been done in four stages.
First, based on the results of library studies
regarding the theoretical foundations and
background of the research, the basic
conceptual framework of the sub-sections
and criteria necessary to implement the
factors affecting the lack of tourism
development in the organizational
structure of tourism were identified and
extracted. The next stage included
interviews with experts in this field to
identify the main factors and make the
desired mapping more specific. In this
way, twelve experts were selected through
targeted sampling, and the focus group
consisted of four industry managers, four
university professors, and four tourism
activists. Considering the composition of
several categories of people in the
statistical ~ population  of  experts,
managers, professors, and activists in the
field of tourism, a sample size of four to
fourteen people was enough. In the
second stage of the qualitative modeling
process, extraction and analysis of the
experts' causal map were considered.
After discussing the issue with the experts,
the influence of the identified factors was
confirmed, and then some minor changes
were made in the initial classification of
the researchers. Finally, the factors were
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categorized into thirteen categories. After
identifying the relevant factors, a matrix
questionnaire of obstacles and limitations
of the organizational structure of tourism
was prepared and given to the
aforementioned twelve experts. In fuzzy
cognitive ~ mapping  analysis, only
quantitative variables can enter the model.
In the third step, after the experts had
completed the matrix questionnaire, the
mental model of each expert was obtained.
Experts' opinions were analyzed after
averaging in the software. The fuzzy
cognitive mapping method was used to
draw the cause-and-effect graph of the
research and identify the most influential
factors. Based on this, the mental model of
each expert was obtained. Then, the causal
map of each expert was drawn using
FCMapper software. After the mental
model of the experts was determined,
fuzzy cognitive mapping was drawn by the
Ucinet6 software. In the fourth stage, the
degree of centrality, influence, and
effectiveness of specific factors was
studied, and according to them, scenarios
to examine the obstacles in the way of the
organizational structure of tourism were
studied on the simulation model, and their
results with the help of FCMapper
software.

3. Research Findings

Tourism, a dynamic and growing
phenomenon, plays an unparalleled role in
societies’ economic, social, and cultural
development. This industry, by opening a
window to different cultures and
civilizations, promotes cultural exchanges,
creates new job opportunities, and
contributes to the prosperity of local
businesses. Like a sturdy pillar, the
tourism organizational structure at the
heart of this dynamic industry carries out
critical tasks. This structure comprises a
collection of institutions, organizations,

and individuals operating at national,
regional, and local levels. By working
together, they guide, organize, and
promote the tourism industry. In this
research, with a cognitive mapping
approach to the tourism organizational
structure in Iran, a model was presented
to identify the most significant obstacles
in the tourism organizational structure in
Iran, along with the causal and
consequential relationships between them
and the intensity of these relationships.
This information can be used in the
planning and policy-making of tourism
managers. As observed, the extracted
model includes 13 factors. Based on the
centrality index, factors such as the
constant change and displacement of
tourism structures and policy centers,
weaknesses in planning and lack of a
comprehensive policy-making model, and
cumbersome laws and regulations topped
the list. As mentioned in the fuzzy
cognitive mapping analysis, the constant
change and displacement of tourism
structures and policy centers have been
identified as the most influential factors in
the challenges of the tourism
organizational structure in Iran. This
factor is rooted in the lack of stability and
coherence in tourism policies and
programs over time.

4. Conclusion

Based on the results of a library study
regarding the theoretical foundations and
background of the research, the primary
conceptual framework of the components
affecting the lack of tourism development
in the organizational structure of tourism
was extracted. To adjust the factors and
align them with the purpose of the
research, interviews were conducted with
experts in the field of tourism, and they
were asked to express their opinions
regarding the factors. As a result of this
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interview, 13 final factors were approved
by the experts. The degree of influence
and effectiveness of each factor was
analyzed using FCMapper software. The
ranking of the factors is based on their
importance and centrality. The factors of
intermittent change and relocation of
tourism policy-making structures and
centers, weakness in planning, lack of
compliance with a comprehensive policy-
making model, and cumbersome laws and
regulations have the highest degree of
centrality, respectively. The results of the
second and third scenarios show that, if
only attention is paid to the factor of
change and periodic relocation of tourism
policy-making structures and centers, but
no effort is made to address the weakness
in planning and the lack of compliance
with a comprehensive policy model, all
factors change in a negative direction and
to an average extent. By using the
comparison analysis of policy columns and
scenario changes, if only the factors of
weakness in planning and the lack of

compliance with a comprehensive policy
model are paid attention to and the factors
of change and shifting of tourism policy-
making structures and centers are
ignored, again, all factors will move in a
negative direction and in a moderate
amount.
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