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| Abstract

| Context and Purpose: Slow tourism is the latest effort presented in the
sustainable development framework to address the hurried lifestyle based on
modernism. It emphasizes localism, relaxation, local interactions, conscious
choice of travel destination, and assistance to tourism destinations. The current
| research purpose is to synthesize the results of the studies on the feasibility of
slow tourism.

| Design/methodology/approach: The current research is based on a qualitative
| approach and is a developmental study in terms of the goal. In this research, a
| systematic review of 24 studies in the period from 2009 to 2023 was done using
meta-synthesis method. The statistical community consisted of books, articles,
theses, and scientific documents related to slow tourism. The research sources
| were selected by available sampling method.

| Findings: Based on the findings of the meta-synthesis, 157 open codes were
{ obtained regarding the feasibility of slow tourism, which were divided into seven
| optional codes and 28 core codes (environmental policies, infrastructure policies,
| urban quality technologies and facilities, policies of agriculture, tourism and
| handicrafts, policies of hospitality, education and awareness, social cohesion
| policies, motivation, locality, social welfare, experience-based approach temporal,
cyclical, linear; transportation, leisure, food, restaurant, mechanisms;
environmental, economic, social, ethical, and micro levels).

Conclusion: The slow tourism feasibility model requires seven key categories,
{ including requirements, key components, dimensions, facilitating factors,
| supporting activities, interfering factors, and micro and macro consequences. The
{ development of slow tourism proposals consists of abandoning fast forms of
transportation, providing the principles of low-carbon travel, and adjusting
transportation infrastructure development plans to promote green mobility.

| Originality/value: The present research, by synthesizing the results of previous
| studies, can present the model of the realization of slow tourism and provide the
| basis for its application in the target places of slow tourism.
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Extended Abstract

1. Introduction

Recently, the field of tourism has
witnessed the increasing expansion of
new forms of tourism. People travel to
appreciate the natural environment
(ecotourism); immerse themselves in
different cultures (cultural tourism); visit
the past, authentic remains of people and
places (cultural heritage tourism); learn
harmony between the environment,
residents, and visitors (green tourism); or
receive desirable medical services and
treatments  (health/medical tourism).
Some countries like Japan officially
recognize these new forms of tourism to
encourage more travel and develop
effective  advertising  strategies. In
general, the basis of these new tourism
types is two driving forces, including
environmental sustainability and
personal /social well-being. Another form
of tourism that has emerged from these
environmental and personal concerns is
slow tourism.

Although many studies and research
have been done on slow tourism, these
studies need to use qualitative methods
to combine, integrate, and organize the
findings so that their results are easily
accessible to researchers. Therefore, the
present research seeks to cover this gap
and void by using the meta-synthesis
method. The current study aims to
extract the components and
requirements for realizing slow tourism
and tries to answer these questions: What
are the components and requirements for
the realization of slow tourism? What are
the consequences of the realization of
slow tourism?

2. Research Methodology

The current research method is based on
textual analysis regarding the
development goal and the nature of the
qualitative data. The document mining
method was used to collect data. The
statistical population of the research
consisted of books, articles, theses, and
scientific documents related to slow
tourism, and the research sources were
selected by the available sampling
method. The data analysis of the current
research was done in four stages,
including description, analysis, inference,
and explanation. In addition, research
data was selected from reliable databases
such as Science Direct, Emerald, Sage,
Springer, etc., and the time range of
research sources was from 2009 to 2023.
The current study used the meta-
synthesis method (the seven-step method
of Sandelowski and Barroso) to analyze
the data to deeply revise, combine, and

integrate the results of qualitative
research and create a consensus
regarding the research results and

comprehensive statistics.

3. Research Findings

Based on the findings of the meta-
synthesis, 157 open codes were obtained
regarding  the  requirements and
components of the realization of the
emerging trend of slow tourism as a
sustainable alternative to tourism. These
open codes are classified into seven
optional codes, including requirements,
key components, dimensions, facilitating
factors, supporting activities, intervening
factors, and micro and macro
consequences. These seven codes have 28
core codes, which are requirements
(environmental policies, infrastructure
policies, urban quality technologies and
facilities, agricultural policies, tourism
and handicrafts policies, hospitality,
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education and awareness, policies for
social  cohesion), key components
(motivation, locality, sustainability, social
welfare, experience-based approach),
dimensions(temporal, spatial, cyclical,
linear), facilitation factors (macro and
micro levels), supporting activities
(transportation, leisure, accommodation,
food, restaurant, and reception),
intervening factors (mechanisms), and

micro and macro consequences
(environmental, economic, social,
empirical, moral consequences).

Therefore, realizing slow tourism requires
a set of factors.

4. Conclusion
According to the results of this research,
the realization of slow tourism requires

seven  optional  codes  (including
requirements, key components,
dimensions, facilitating factors,

supporting activities, intervening factors,
and micro and macro consequences) and
28 core codes,  consisting  of
environmental policies; infrastructure
policies; urban quality technologies and
facilities; agricultural policies; tourism
and crafts; hospitality policies; education
and awareness; policies for cohesion;
social, locality, and social well-being;
temporal, spatial, and linear dimensions;
transportation, accommodation, food,
and hospitality; and environmental,
economic, social, experiential, and ethical
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consequences. There are solutions for the
development of slow tourism, which are:
1) indirectly, the intensity of tourist flows
can be adjusted by reducing their speed
or by abandoning fast forms of
transportation (currently mainly air and
car transportation), and as a result,
reduce the radius of tourism activity in
the surrounding areas; 2) providing the
principles of low-carbon travel and
proper access of tourists to
transportation in the target places; 3)
setting up transport infrastructure
development programs to promote green
mobility(cycling infrastructure, walking,
shared transport, public transport, for
example, based on hydrogen or green
electricity, etc.).
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