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tegic planning Neyshabur COntext .and.}.’urpose: The cont.mu1ty and prospferlty of rural tourlsm depend on
county, rural settlements its sustainability because sustainable rural tourism seeks the quality and long-
term durability of natural and human resources in the tourism industry. The pre-
sent study, while recognizing the internal strengths and weaknesses as well as the
external opportunities and threats facing the sustainable development of rural
tourism in Neyshabur County, seeks to provide appropriate strategies to realize
the sustainable development of tourism.
Design/methodology/approach: Descriptive analytical research method and
data collection were done by documentary and field methods. The analysis unit
consisted of 189 local experts including 111 villagers and 63 Islamic village councils
in 173 villages. SWOT-QSPM strategic planning tools were used in this study.
Findings: Findings showed that 45 weaknesses and threats and 21 strengths and
opportunities were identified in the sustainable development of rural tourism in
Neyshabur city, and the city is facing many weaknesses and threats in this regard.
Also, according to the final score (IFE) 1.84 and (EFE) 1.69, the sustainable devel-
opment of rural tourism in Neyshabur city is in a defensive position. Using the
QSPM matrix, 11 strategies presented under the revision strategy were prioritized.
Conclusion: The most important strategy for improving the quality of the rural
view and landscape (natural landscape) is in the framework of the visual-aesthetic
component, along with the improvement of other components of the environ-
mental quality of the village, such as the functional activity, semantic-perceptual,
and environmental components.
Originality /value: To improve the tourism situation in rural areas, it is suggested
to use appropriate strategies and implementation solutions for the development
of rural tourism according to the concept of sustainability.
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1. Introduction

The continuity and prosperity of rural
tourism depend on its sustainability be-
cause sustainable rural tourism seeks the
quality and long-term durability of natu-
ral and human resources in the tourism
industry. Neyshabur county in Razavi
Khorasan province, adjacent to Mashhad
County, has a special place in Razavi
Khorasan province, with the second rank
in terms of attractions and tourists. Ac-
cording to the statistics of the tourism
organization of Neyshabur County, in
1401, about 648 thousand tourists visited
various places of Neyshabur, which has
increased by 36% compared to the same
period of 2018. But despite the existence
of many potentials and capacities (reli-
gious, historical and cultural, natural,
health, and sports and recreational), the
county of Neyshabur has many obstacles
and challenges in economic, socio-
cultural, and ecological institutions in the
field of rural tourism. At the same time,
the villagers have severe economic vul-
nerability and instability of income
sources against climatic fluctuations, lim-
ited employment and lack of job opportu-
nities, open and hidden unemployment,
reduction of capital return in the agricul-
tural sector, and migration of young and
job-seeking manpower. The present
study, while recognizing the internal
strengths and weaknesses as well as the
external opportunities and threats facing
the sustainable development of rural
tourism in Neyshabur County, seeks to
provide appropriate strategies to realize
the sustainable development of tourism.

2. Research Methodology

Descriptive-analytical research method
and data collection were done by docu-
mentary and field methods. The analysis

unit consisted of 173 local experts includ-
ing 111 villagers and 62 Islamic village
councils in 109 villages. SWOT-QSPM
strategic planning tools were used in this
study. According to the investigations, 15
internal strengths against 29 internal
weaknesses and 6 external opportunities
against 29 external threats to the sustain-
able development of rural tourism in Ney-
shabur County were identified in external
factors. By taking into account the oppor-
tunities and threats with strengths and
weaknesses, offensive, conservative,
competitive, and defensive strategies
were extracted. Further, by determining
the position of the region in the strategies
matrix, the strategies were prioritized us-
ing the quantitative strategic planning
matrix, and QSPM was conducted. After
checking and verifying the validity of the
questionnaire, Cronbach's alpha coeffi-
cient was used to measure the reliability
of the SWOT analytical questionnaire. The
questionnaire was found to be valid and
reliable with Cronbach's alpha coefficient
of 0.839.

3. Research Findings

SWOT technique is a tool to recognize
the threats and opportunities in the ex-
ternal environment of a system and to
recognize its internal strengths and
weaknesses to assess the situation and
develop a strategy to guide and control
that system in the future. The results
showed that the county faces many
weaknesses and threats in the field of
sustainable development of rural tourism
(45 weaknesses and threats and 21
strengths and opportunities). Considering
that in this study, the final score in the
evaluation matrix of internal factors (IFE)
was 1.84 and in the evaluation matrix of
external factors (EFE) was 1.69, the cho-
sen strategy is "defensive" and the system
is in a weak state. In the QSPM matrix,
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"improvement of the quality of the rural
view and landscape (natural landscape) in
the framework of the visual-aesthetic
component, along with the improvement
of other components of the village's envi-
ronmental quality, such as functional-
activity, semantic-perceptual and envi-
ronmental components", has obtained the
highest score of 33.1. The priority of "de-
veloping the domestic and foreign mar-
kets and attracting new markets by im-
proving the quality of the products of-
fered and Iran's active participation in in-
ternational specialized exhibitions and
conferences to introduce the rural tour-
ism capacities of the county" is men-
tioned with a score of 1/14.

4. Conclusion

In this study, SWOT-QSPM strategic
planning tools were used to analyze the
current situation determine the place of
sustainable development of rural tourism,
and provide optimal strategies at the
county level. Among the identified fac-
tors, the villages of the county have vari-
ous natural tourism attractions, and the
existence of original and traditional phys-
ical manifestations in the villages are the
most important strengths, and the low
environmental and physical quality of the
tourism destination villages and the in-
correct use and exploitation of the rural
tourism capacities of the county are their
most important weaknesses. The cultural
heritage and tourism organization's spe-
cial attention to the villages of tourism
destination/goal is the most important
opportunity and the government's lack of
attention to the capacities of the tourism
industry and its low income from the

tourism industry is known as the most
important threat to the development of
rural tourism. According to the evaluation
of internal and external factors, for the
sustainable development of rural tourism,
the strategy of survival is to eliminate ex-
ternal threats by reducing the internal
weaknesses of the system. Using the
QSPM matrix, 11 strategies presented un-
der the defensive/survival strategy were
prioritized. The most important strategy
is to improve the quality of the rural view
and landscape (natural landscape) in the
framework of the visual-aesthetic com-
ponent, along with the improvement of
other components of the environmental
quality of the village, such as the func-
tional-activity, semantic-perceptual, and
environmental components. The innova-
tion and originality of the study lie in the
fact that, while examining the internal
and external environment, it seeks to de-
termine the position of rural tourism in
Neyshabur County in terms of sustaina-
bility and provide optimal strategies ac-
cording to the conditions of the system.
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