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ABSTRACT
The present research was conducted with the aim of designing an internet

marketing model based on understanding of technology acceptance in attracting
sports tourists. This research is descriptive-survey and applied. The statistical
population included sports tourists who had chosen East Azerbaijan province as
their sports tourism destination during 2022, and their number was around 3600
people, based on Cochran's formula and with non-probability and accessible
sampling method, the sample size was obtained 347 people. To collect data,
Davis' technology acceptance questionnaire (1989), Ramzanian's Internet
marketing (2013) and Gibb's customer acquisition (2005) were used. In order to
analyze the data, Pearson's correlation, structural equation modeling and Sobel
were used in SPSS and Amos software at a significance level of 0.05. The
results of the research showed that there is a positive and significant relationship
between internet marketing, understanding of technology acceptance and tourist
attraction (p<0.05), the research model has a good fit and internet marketing
(p=0.001; t=7.69) and the understanding of technology acceptance (p=0.001;
t=9.01) on attracting tourists and the understanding of technology acceptance
also has a positive and significant effect on internet marketing (p=0.001; t=9.70)
and internet marketing plays a mediating role in the impact of the perception of
technology acceptance on the attraction of sports tourists (p=0.001; t=7.86).
Therefore, if the increase in the understanding of the usefulness and ease of
using technology by tourists is accompanied by the use of appropriate internet
marketing by the marketers of the sports tourism industry, sports tourists will
increase day by day.
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Internet Marketing, Technology Acceptance, Customer Attraction, Sports
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Extended Abstract

Introduction

Since the tourism industry is a main source of foreign exchange income for many developing
countries and also creates job opportunities, therefore, to develop this industry and attract
tourists from all over the world, there is a need for global marketing, which internet
marketing provides this possibility. In the meantime, sports tourism is currently a very
significant part of the global tourist market and with its significant growth, the World
Tourism Organization believes that sports tourism is currently an emerging market. Many
countries consider this dynamic industry as the main source of income, employment, private
sector growth and infrastructure development. Therefore, tourism and sports are two vital
components of the global economy that have tremendous effects on today's society. Also,
beyond an industry, it has become a global socio-economic phenomenon. A review of past
researches shows that so far, many researches have been done on the role of technology and
internet marketing in the development of tourism, but the research on the role of these two
important factors in sports tourism is very little. Also, until now, no research has investigated
the mediating role of internet marketing in the effect of understanding the acceptance of
technology on the attraction of sports tourists. Considering the characteristics of sports
tourism, the role of marketing in its development is of particular importance and the use of
new forms of marketing seems necessary for its development in the country. But it seems
that in East Azarbaijan province, despite the environmental, cultural and social capacities
and capabilities, the potentials of sports tourism are not used properly; Therefore, in order to
take advantage of this potential in the global and regional arenas, a model should be
designed and presented in accordance with this goal and need. For this purpose, in the
present research, the design of an internet marketing model based on understanding the
acceptance of technology in attracting sports tourists has been discussed.

Methods

The current research is descriptive and survey-type in terms of nature and work content and
practical in terms of purpose. The statistical population of this research included all sports
tourists who chose East Azarbaijan province as their sports tourism destination during 2022.
According to the approximate statistics obtained from the cultural heritage organization and
sports boards of East Azarbaijan province, in 2022, about 3600 sports tourists chose East
Azarbaijan province as their sports tourism destination. Cochran's formula with unknown
variance was used to determine the sample size. With a sampling error of 5% and a
confidence level of 95%, the sample size was 347 people. In order to collect data in the
present study, we used the Davis Technology Acceptance Questionnaire (1989), Ramadanian
Internet Marketing Questionnaire (2010) and Gibb's Customer Attraction Questionnaire
(2005). The validity and reliability of all three questionnaires have been confirmed in
previous researches and in the current research, for more certainty, the validity of the
research tool was checked and confirmed by 10 experts in sports marketing management and
the Cronbach's alpha of the questionnaires was 0.81, 0.86 and 0.92 were obtained, which
indicated the good reliability of the current research tool. In order to analyze the research
results. The collected data were entered into SPSS software version 23 and analyzed. Amos
software was also used to check the model. In this research, Pearson's correlation test was
used to check the relationship between variables, structural equation modeling test was used
to fit the model and research directions and Sobel's test was used to check the mediating role
of the relevant variable. All analyzes in the present study were performed at a significance
level of 0.05.

Results
The results showed that there is a relationship between internet marketing (p=0.001, r=0.76)
and the understanding of technology acceptance (p=0.001, r=0.78) with attracting tourists, as



well as between technology acceptance and internet marketing (p=0.001, r=0.55). Also, there
is a positive and significant relationship between the components of these variables. The
results related to the path coefficients of the variables as well as the significance level show
that internet marketing has a positive and significant effect on the attraction of sports
industry tourists (p=0.001; t=7.69) and the intensity of its effect is equal to 0.49. The
understanding of technology acceptance also has a positive and significant effect on the
internet marketing of the sports industry (p=0.001; t=9.70) and the intensity of its effect is
equal to 0.66 and the understanding of technology acceptance also has a positive and
significant effect on the attraction of sports industry tourists (p=0.001; t=9.01) and its
intensity is equal to 0.58. Also, at the 95% confidence level based on the results, considering
that the value of Sobel's statistic is greater than 1.96 (7.868) and its significance is less than
0.05 (p=0.001), it can be stated that internet marketing plays a mediating role in the impact
of the perception of technology acceptance on the attraction of sports tourists in East
Azerbaijan province.

Conclusion

In general, based on the results of the research, it can be concluded that if the increase in the
understanding of the usefulness and ease of use of technology by tourists is accompanied by
the use of appropriate internet marketing by the marketers of the sports tourism industry, the
number of sports tourists will increase day by day. Therefore, it is suggested that a specific
trustee be identified for internet marketing in the sports tourism industry, and the use of new
technologies in the field of tourism is encouraged among the community members, and the
training needed to benefit from those technologies is also provided to the community.
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Internet marketing, technology acceptance, customer attraction, sports tourism.
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Table 2. Descriptive Indices of Research Variables
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Table 3. Pearson Correlation Test Results to Investigate the Relationship between Research Variables
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Table 4. Fit Indices of the Structural Model of Internet Marketing Based on Understanding of Technology
Acceptance in Attracting Tourists
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Table 5. The Results of the Structural Model of Internet Marketing Based on Understanding of Technology
Acceptance in Attracting Tourists
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Figure 1. Structural Model of Internet Marketing Based on the Understanding of Technology
Acceptance in Attracting Tourists
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