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 Sports tourism refers to different active and inactive (being spectators to) sports 
movements and the trips involved. This research aims to study the effect of Internet 

marketing on sports tourism performance of the Province of Gilan’s travel agencies. 
This was a survey-analytical research with a statistical population of all tour and travel 

agencies and institutions of Gilan. The research instrument was a researcher-

constructed questionnaire with an α Chronbach reliability of 0.87. In order to analyze 
research data, mean, standard deviation, Pearson correlation coefficient, and 

multivariate regression were used with the help of Spss18 software. Results of the 

research showed that there is a positive and meaningful relationship between 
promotional, trade, and data base activities on the one hand and sports tourism 

performance on the other. 
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INTRODUCTION 

 

 As a social phenomenon, tourism is one of the main forces in presenting places and cultures [1]. Sports 

tourism is a new branch of ecotourism that has been widely favored by people all over the world. It refers to 

different active and inactive sports movements and the trips involved. Coastal areas have long attracted tourists 

and are among potential and actual ecotourism capabilities of each territory. Integrating seas and beaches, these 

areas have created relaxing environments capable of attracting tourists from here and there [2]. Beach sports, 

too, are among important tourism activities. Due to their numerous natural tourist attractions, sand beaches, and 

beautiful scenery, coastal areas of Golestan, Mazandaran, and especially Gilan Provinces, 700 kilometers long, 

can be among the biggest tourism and beach sports centers of the world. Because they, especially in the summer, 

have favorable natural and weather factors, like suitable temperature, duration of sunshine every day, sea 

agreeable water temperature, relative humidity, forest coverage and beautiful natural scenery, ease of access to 

Tehran and other highly populated areas of Iran, and rest and relax as well as entertainment facilities, they are 

potentially among the best areas of Iran for the development of tourism industry [2]. Internet is a creative and an 

innovative instrument of presenting tourism information and having international exchanges. Marketing is 

useful especially for dealing with the intangible nature of hotel management services and gaining competitive 

advantages [7]. Web content enables tour and travel organizations to make use of their customers’ participation 

and interests to capture information about their preferences and use this information to provide personal services 

[3]. Research on the acceptance of Internet marketing in the tourism sector focuses on customers and global 

trade. There exist contradictory findings about the role of Internet marketing and its relation to trade 

performance of tourism in the literature Freitas et al [9]. A study on hotel management and travel agencies 

shows that most of them consider their websites important competitive tools in attracting a significant mean of 

new customers. Coviello et al. believe Internet marketing does not directly influence performance in 

domesticating tourism. They explain that these findings reflect a low level of Internet marketing usage or are a 
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sign of low levels of accepting customers’ activities [4]. Vasudavan and Standing (1999) support the theory that 

no subdivisions of tourism are positively supported by the Internet. For example, Internet changes tourism 

distribution perspective and, as a result, retail tourism agencies will experience a lower trade performance. 

Especially, airlines increase their direct relationships with customers to lower their expenses [5]. Tourism 

accounts for a main part of global economy and is one of the world’s largest industries. The number of 

international tourists is predicted to reach 1.6 billion by 2020, with a turnover of more than $ 2 trillion all over 

the world [6]. Despite a higher profit of Internet marketing, there is limited information about the relationship 

between Internet marketing and tourism. However, recently some researchers report conflicting findings on the 

relationship between Internet marketing and trade performance. Perry  A. [7]  studied four US technology-based 

industries and concluded that the extent of e-commerce has a positive effect on the performance of companies 

through trade efficiency, sales performance, customer satisfaction, and relationship development [7]. in their 

researches, Kay, J and Vamplew 2002 concluded that Internet sources have an indirect influence on 

performance through the intervening variable of customer focus [8]. Tsiotsou, H. and Vlachopoulou, M. [5] 

found that the acceptance of Internet marketing has a positive and meaningful relationship with marketing 

performance, especially retaining current customers and attracting new  ones [5]. Result of researches by Tsiotsu 

and Vlachopoulou [5] also show that there is a positive and meaningful relationship between Internet marketing 

and tourism performance [5]. The results of studies by Shuai and Wu [3] show that hotel performance was 

affected meaningfully by electronic communications and Internet exchanges in 2007 [3]. 

 According to the literature and background one can infer that today Internet as one of the new 

communications instruments, has an important role in trade businesses, especially in introducing production 

services and products of trade companies and institutions, so that customers can travel conveniently through the 

Internet to the farthest areas of the world free of charge, get the necessary information for international travels 

and then travel on tours or independently. This is not possible unless tour and travel agencies and institutions 

provide much information about their products and services on their websites. Due to the importance of this 

area, we aim to evaluate the effect of Internet marketing on sports tourism performance in tour and travel 

agencies of Gilan Province.  

 

Methodology: 

 This is an applied research as regards the objective, and a descriptive survey-analytical one as regards the 

methodology because, in addition to describing the status quo, it tests hypotheses according to relations based 

on expectation and seeks to determine the effectiveness of variables through inferential statistics and especially 

regression. In addition, because the expected results can be used to improve the performance of tour and travel 

agencies and institutions, it is an applied research. The statistical population of this research consisted of all tour 

and travel agencies and institutions of Gilan. There are 187 tour and travel agencies and institutions in Gilan, the 

information of which was obtained from the respective trade union. Because the statistical population is limited 

and specific, it constituted the sample as well. First a list of information, including the addresses, of agencies 

was obtained from the above-mentioned union. In the appointments set with the agencies, the highest-rank 

officials, managing directors or technical managers, answered the questionnaires, just one of which was devoted 

to each agency. A short interview was conducted with each person before the questionnaire was answered. Out 

of 187 questionnaires distributed, only 168 ones were collected and analyzed. The questionnaire was 

constructed by the researcher. In order to ensure reliability, first 20 questionnaires were piloted. After the 

calculation of Chronbach α it turned out that the questionnaire was highly reliable (α=0.87) 

 
Table 2: Description of gender variable. 

Gender 

  Frequency Percentage Confidence 

Percentage 

Cumulative 

Frequencies 

Valid Male 147 87.5 87.5 87.5 

Female 21 12.5 12.5 100 

Total 168 100 100  

Results of Table 2 show that 147 respondents were male and 21 ones were female.  

 
Table 3: Description of age variable. 

Age 

  Frequency Percentage Confidence 

Percentage 

Cumulative 

Frequencies 

Valid 20-30 64 38.1 38.1 38.1 

30-40 42 25 25 63.1 

40-50 41 24.4 24.4 87.5 

50-above 21 12.5 12.5 100 

Total 168 100 100  

 It is clear from Table 3 that 64 respondents were 20-30 years old, 42 ones were 30-40 years old, and 41 

ones were 50 years and older.  
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 To test research hypotheses, Spss18 software was used for descriptive and inferential statistics. Mean, 

standard deviation, variance, and the highest and the lowest values were used to analyze the data descriptively, 

and Pearson correlation coefficient test and multivariate regression via Enter method were used to analyze the 

data.  

 
Table 4: Description of education variable. 

Education 

  Frequency Percentage Confidence 
Percentage 

Cumulative 
Frequencies 

Valid Lower than high school diploma 9 5.4 5.4 5.4 

High school diploma 31 18.5 18.5 23.8 

Junior college diploma 19 11.3 11.3 35.1 

Bachelor’s degree 67 39.9 39.9 75 

Master’s degree and higher 42 25 25 100 

Total 168 100 100  

 

 The results of Table 4 show that 9 participants have degrees lower than high school diplomas, 31 ones have 

high school diplomas, 19 ones have junior college diplomas, 67 ones have bachelor’s degrees, and 42 ones have 

master’s degrees and above.  

 
Table 5: The results of descriptive statistics. 

Descriptive Statistics 

 Number Minimum Maximum Mean Standard 

deviation 

variance Variance 

 Statistic Statistic Statistic Statistic Statistic Statistic Statistic Std. 

Error 

Trade activities 168 1 5 3.4107 0.71200 0.507 -0.351 0.187 

Promotional 
activities 

168 1 5 3.4791 0.93318 0.871 -0.407 0.187 

Data base 

activities 

168 1 5 3.3185 0.75859 0.575 -0.741 0.187 

Sports tourism 
performance 

168 1 5 3.4881 0.90948 0.827 -0.705 0.187 

 

 According to the means obtained from Table 5, the highest and the lowest values obtained for variables 

affecting sports tourism in Gilan are 5 and 1 respectively. Also, based on the means obtained (promotional 

activities 3.4792, trade activities 3.4103, data base activities 3.3185, and sports tourism 3.4881), it is clear that 

all the variables obtained normal means and above. This means that given the obtained means it can be 

concluded that promotional activities, trade activities, and data base activities have a considerable effect on 

sports tourism performance in tour and travel agencies of Gilan. Also, we can see in Table 5 that the dependent 

variable of sports tourism has obtained a high mean; i.e. with the use of Internet marketing companies could 

increase their profit from their activities and also their market shares in the Province. This means that the use of 

Internet marketing plays an important role in introducing products and services and also attracting more 

customers, especially in an age when storage of information and processing it contribute considerably to the 

success of companies and institutes.  

 First hypothesis: There is a meaningful relationship between trade activities and sports tourism performance 

in tour and travel agencies of Gilan. 

 H0: There are no relationships between trade activities and sports tourism performance.  

 H1: There is a relationship between trade activities and sports tourism performance. 

 According to Table 6, sig=0.00. Hence with a reliability of 99 percent, H0 is rejected and H1 is verified, 

showing a meaningful relationship. Also, according to this Table one can say that the extent of correlation 

between the two variables of trade activities and sports tourism performance of tour and travel agencies of Gilan 

is +80.1, showing the direct relationship between the two variables. Also, the coefficient of determination 

between the two variables of trade activities and sports tourism performance is 0.641, showing that the 

independent variable can 64.1 percent predict the dependent one. 

 
Table 6: The results of Pearson correlation coefficient test for trade activities variable. 

Statistical indices 

Variables 

 

N 

 

r 

 

p 

trade activities sports tourism 
performance 

 
168 

 

0.801 

 
0.000 

**. Correlation is significant at the 0.01 level (2-tailed)                
 

 Second hypothesis: There is a meaningful relationship between promotional activities and sports tourism 

performance in travel agencies of Gilan. 
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 H0: There are no relationships between promotional activities and sports tourism performance.  

 H1: There is a relationship between promotional activities and sports tourism performance. 

 According to Table 7, sig=0.00. Hence with a reliability of 99 percent, H0 is rejected and H1 is verified, 

showing a meaningful relationship. Also, according to this Table one can say that the extent of correlation 

between the two variables of promotional activities and sports tourism performance of tour and travel agencies 

of Gilan is +65.6, showing the direct relationship between the two variables. Also, the coefficient of 

determination between the two variables of promotional activities and sports tourism performance is 0.430, 

showing that the independent variable can 43 percent predict the dependent one. 

 
Table 7: The results of Pearson correlation coefficient test for promotional activities variable. 

Statistical indices 

Variables 

 

N 

 

r 

 

p 

trade activities sports tourism 
performance 

 
168 

 

0.656 

 
0.000 

**. Correlation is significant at the 0.01 level (2-tailed)                 
 

 Third hypothesis: There is a meaningful relationship between data base activities and sports tourism 

performance in tour and travel agencies of Gilan. 

 H0: There are no relationships between data base activities and sports tourism performance.  

 H1: There is a relationship between data base activities and sports tourism performance. 

 According to Table 8, sig=0.00. Hence with a reliability of 99 percent, H0 is rejected and H1 is verified, 

showing a meaningful relationship. Also, according to this Table one can say that the extent of correlation 

between the two variables of promotional activities and sports tourism performance of tour and travel agencies 

of Gilan is +80.4, showing the direct relationship between the two variables. Also, the coefficient of 

determination between the two variables of promotional activities and sports tourism performance is 0.646, 

showing that the independent variable can 64.6 percent predict the dependent one. 

 
Table 8: The results of Pearson correlation coefficient test for data base activities variable. 

Statistical indices 
Variables 

 
N 

 
r 

 
p 

trade activities sports tourism 

performance 

 

168 

 

0.804 

 

0.000 

**. Correlation is significant at the 0.01 level (2-tailed)                 
 
Table 9: Results of multivariate regression test. 

Modal Summaryb 

Durbin-Watson Std. Error of 
the Estimate 

Adjusted  R  Square R Square R Model 

1.973 .45890 .745 .750 .866* 1 

A. Predictors (constsnt): Data base activities, trade activities, promotional activities 

  b. Dependent Variable: sports tourism performance 

ANOVAb 

Sig. F Mean Square df Sum of Squares Model 

.000a 163.983 34.533 3 103.599 Regression 1 

  .211 164 34.537 Residual 

   167 138.136 Total 

 a. Predictors: (Constant) Data base activities, trade activities, promotional activities 

   b. Dependent Variable: Sports tourism performance 

Coefficientsa 

Sig. t Standardized 

Coefficients 

Unstandardized Coefficients 

 

 

Model 

Beta Std. Error B 

.029 -2.197  .180 -.396 (Constant) 1 

.000 8.224 .540 .084 .689 Trade activities 

.001 -3.539 -.266 .073 -.259 Promotional activities 

.000 8.286 .612 .089 .733 Data base activities 

    a. Dependent Variable: Sports tourism performance 

 

 Table 9 shows the results of Durbin Watson. The statistics of Durbin Watson test obtained for this model is 

1.937. If the statistic of Durbin Watson is between 1.5 and 2.5, the null hypothesis cannot be rejected; i.e. the 

hypothesis of lack of correlation between the errors of the model is accepted. Hence, here the lack of correlation 

between the errors of the model is verified. Table 9 also shows the results of ANOVA. The results of ANOVA 

verify the hypotheses of the research, because the level of meaningfulness in this test is 0.000, which is smaller 

than α (0.05). Next are the results of multivariate regression analysis via the method Enter. The data are 

analyzed via this test. The results of multivariate regression analysis in Table 9 show that all the hypotheses are 

verified. The level of meaningfulness obtained for promotional activities variable is 0.001 which is smaller than 
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α (0.05). Therefore one can be 95 percent sure that promotional activities variable affects sports tourism 

performance in tour and travel agencies of Gilan. It means that 1 percent change in promotional activities 

variable can 43 percent explain a change in the dependent variable, 1 percent improvement in the independent 

variable can 43 percent improve sports tourism in the above agencies. It is clear that trade activities variable, 

due to the level of meaningfulness obtained, affects sports tourism performance, and 1 percent change in trade 

activities variable can 64.1 percent change the extent of sports tourism performance in the above-mentioned 

agencies. Also, the data base variables, due to the level of meaningfulness of 0.000, are smaller than α (0.05). 

Therefore, one can be 95 percent sure that this variable can affect the dependent variable of sports tourism 

performance, and that 1 percent change in the data base activities variable can 64.6 percent change sports 

tourism performance in tour and travel agencies of Gilan.  

 

Conclusion: 

 Today all countries are aware of the importance of tourism industry, and all countries have acknowledged 

its increasing importance in the development of countries. Extensive research has been done by some pioneering 

countries in this area, with reliance on the results of which they could enjoy huge benefits in sports tourism 

industry. Fortunately in Iran, too, extensive measures have been undertaken in this area in recent years. 

Researchers and founders of this industry have been able to solve the problems in this industry. However, what 

needs consideration is that all people of a country should take actions in this regard. Internet, as an expansive 

means of communication among different nations in recent years, has played a major role in introducing 

environmental, cultural, and religious attractions, and people involved in this industry have been successful in 

improving the marketing of their products and services with the proper use of this means and consequently 

benefit themselves and the society adequately. Sports tourism industry does not provide advantages only for tour 

and travel agencies. Rather, all people in the society benefit from this industry in one way or another. To 

understand sports tourism, consider a university all the students of which are not residents of the same city. 

When they enter this city all occupational areas, including taxi driving, real estate agencies, supermarkets, 

Internet cafés, restaurants, etc. benefit from this industry. In summer (during academic vacation) one can see 

that these are not as prosperous. Now, if instead of students, people from different countries entered this city, 

naturally all jobs would multiply their benefits. For this to realize, the government and all high-ranking decision 

makers of this industry should get to know the infrastructures of the tourism industry and take actions to 

improve these and reduce their problems, and try to improve the attraction of foreigners to introduce historical, 

religious, and cultural heritage, including rites, traditions, and customs.  

 The results of this research showed that Internet marketing has a considerable influence on the performance 

of sports tourism industry. Tour and travel agencies and institutes have tried to increasingly use Internet 

marketing tools to attract foreign customers and retain them. Trade activities were one variable which was 

studied. It turned out that this variable is highly related to sports tourism performance in tour and travel agencies 

of Gilan. Also, the coefficient obtained for this variable showed that one percent change in this variable can 64.1 

percent change sports tourism performance in tour and travel agencies. Also, the variables of promotional 

activities and data base activities, too, were positively and meaningfully related to sports tourism performance, 

such that 1 percent change in promotional activities and data base activities can 43 percent and 46.6 percent, 

respectively, affect sports tourism in tour and travel agencies. This shows the importance and strong relation of 

these variables in predicting sports tourism performance. Therefore, it is recommended that all jobs involved in 

this area consider the variables of promotional, trade, and data base activities in their Internet activities, with the 

proper use of which they can benefit adequately.  
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