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Tourism, Ibn al-Haytham’s | Context and Purpose. This article aims to explore the potential of Qahvehkhaneh
Theory of Aesthetic | painting in connection with Iran’s art tourism. From an aesthetic and cultural
Perception, Aesthetic perspective, it seeks to examine how this traditional art form can enhance the
experiential dimension of tourism. Design/methodology/approach: Employing
a qualitative approach and a descriptive-analytical method, two prominent works
— The Battle of Rostam and the White Demon and The Tragedy of Karbala — were
analyzed based on Ibn al-Haytham’s three-stage model of perception (sensation,
differentiation, judgment). Data were collected through document analysis and
visual-narrative content analysis, focusing on the hypothetical experience of
domestic and international tourists when encountering these artworks from an
aesthetic and perceptual standpoint. Findings: The analysis reveals that
Qahvehkhaneh painting, through its vibrant colors, epic-religious narratives, and
rich cultural symbols, offers a multilayered experience for tourists. Iranian
tourists, due to cultural familiarity, demonstrate a deeper understanding of the
symbolic content, while international visitors tend to engage more with the visual
form and color. This gap in symbolic comprehension among non-Iranian tourists
underscores the need for cultural mediation tools such as expert guides and
interactive technologies. Conclusion: Qahvehkhaneh painting can be
transformed from a static artwork into an immersive cultural experience through
the development of interactive tours, story-based pathways, and integration with
live performances. Moreover, the use of augmented reality and multilingual
storytelling can significantly enhance the understanding of foreign tourists.
Originality/value: This study bridges classical Islamic aesthetic theory with
contemporary challenges in art tourism, offering a conceptual framework for
analyzing artistic perception within the context of tourism experience. It also
provides practical recommendations for integrating traditional arts into the
design of tourism products.
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1. Introduction

Art tourism, a vital branch of cultural
tourism, supports local economies,
preserves heritage, and fosters collective
identity. Despite Iran's rich artistic legacy,
it remains underrepresented in global art
tourism due to limited international
engagement and the underutilization of
cultural resources. While many countries
capitalize on art hubs like museums and
galleries, Iran primarily emphasizes
historical and natural attractions.

The growing global art tourism market
presents Iran with an opportunity to
leverage its traditional and contemporary
arts. However, challenges such as
sanctions, negative international media
portrayals, and strategic fragmentation
hinder progress. Global success stories
stress the need for robust cultural
infrastructure, strategic marketing, and
artist support. Integrating  artistic
production with participatory tourism and
utilizing digital platforms could broaden
exposure and attract visitors.

Iran’s  traditional = arts—miniature
painting, tilework, carpet weaving, and
more—offer immersive cultural
experiences. For example, UNESCO-listed
Persian carpet weaving connects tourists
with artisans and local markets. Yet, Iran
lacks interactive tourism models that
foster visitor engagement, unlike Mexico
or India, which promote narrative-based
indigenous art experiences.

Qahvehkhaneh painting, a vibrant,
symbolic folk art from the late Qajar and
early Pahlavi periods, provides a unique
model for integrating art and tourism.
Known for epic and religious narratives
depicted in vivid, expressive compositions,
works by artists like Hossein Qollar Aghasi

and Mohammad Modabber offer rich
cultural storytelling. This study applies Ibn
al-Haytham’s aesthetic theory—which
defines beauty as harmony between form
and meaning—to evaluate the tourist
experience and inform tourism product
design. While prior studies explore
traditional arts and tourism, few examine
Qahvehkhaneh painting through this lens,
particularly in relation to art tourism.

2. Research Methodology

This qualitative, descriptive-analytical
study focuses on two Qahvehkhaneh
paintings housed in Tehran's Reza Abbasi
Museum: The Battle of Rostam and the
White Demon by Hossein Qollar Aghasi
and The Tragedy of Karbala by Mohammad
Modabber. Both are analyzed for visual
and narrative content to assess aesthetic
impact on viewers.

The analysis is grounded in Ibn al-
Haytham’s tripartite model of aesthetic
perception: Perception (hiss),
Discrimination (tamayyuz), and Judgment
(gada’). This model frames beauty as an
interactive process between objective
visual cues (form, color) and the viewer's
subjective background, making it suitable
for cross-cultural evaluation of tourist
engagement.

3. Research Findings

Both paintings feature intense narratives—
epic heroism and religious martyrdom—
conveyed through dynamic forms and
vivid color. The Battle of Rostam and the
White Demon represents moral conflict
and heroism, while The Tragedy of Karbala
fuses Shiite symbols with folk storytelling.

Findings show these artworks trigger
strong sensory responses in all viewers,
but symbolic interpretation is mainly
accessible to culturally knowledgeable
audiences. Iranian and Shiite tourists

Neda Shafighi, Fattaneh Mahmoudi. Analyzing the Role of Qahvehkhaneh Painting in Enhancing Iran’s Art Tourism
Experience



<

UNIVERSITY OF
MAZANDARAN

The Journal of Tourism and Hospitality Marketing Research @

derive deeper meaning from historical and
spiritual themes, while international
tourists often engage at a surface visual
level.

To bridge this interpretive gap, the
study suggests immersive strategies:
multilingual guided tours, interactive
workshops, and thematic cultural
itineraries. Combining static visual art
with performative traditions such as
Ta'ziyeh or pardeh-khani can enhance
understanding and emotional connection,
turning passive observation into active
participation.

4. Conclusion

Qahvehkhaneh paintings offer layered
aesthetic experiences through vibrant
visuals and rich narratives. While domestic
audiences connect deeply due to cultural
familiarity, foreign tourists often miss
symbolic depth. This highlights the need
for trained cultural mediators to guide all
visitors through the perceptual process
outlined by Ibn al-Haytham: from initial
visual attraction to deeper symbolic
interpretation.

The integration of Qahvehkhaneh
painting into art tourism can be realized
through narrative-driven experiences,
interactive sessions, and digital tools such
as AR applications and storytelling
platforms. Thematic routes that connect
artworks to broader historical, religious,
and artistic contexts—along with artist
biographies—can foster engagement and
support local creative economies.

Ibn al-Haytham’s framework effectively
explains the stages of tourist engagement:
sensory appeal must evolve into narrative
comprehension for meaningful impact.
Blending visual art with live performance

enhances emotional and intellectual
resonance, enriching both domestic and
international visitor experiences.

Qahvehkhaneh painting thus stands at
the intersection of storytelling, visual
culture, and heritage, offering a powerful
avenue for redefining Iran’s approach to
art tourism. To realize its potential, the
study recommends a comprehensive
national strategy prioritizing digital
innovation, training of art mediators, and
targeted promotional campaigns. Despite
existing barriers like infrastructural
limitations and international sanctions,
this integrated approach can position
Qahvehkhaneh painting as both a cultural
emblem and an economic driver.

Future research  could explore
comparative  analyses  with  other
traditional art forms, strategies for digital
engagement, and specialized guide
training. With proper investment and
planning, Qahvehkhaneh painting can play
a transformative role in cultural tourism
and global cultural diplomacy.
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