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Extended Abstract

1. Introduction

Tourism activities must also consider
environmental constraints when
designing growth paths perceived as
sustainable development. Consequently,
while we may start with a specific
definition of sustainable development, this
definition has been refined and expanded
to encompass a more coherent concept,
extending into areas such as landscape,
culture, and gastronomy. In all these
activities where tourism is seen as a value-
creation source, planning must prioritize
sustainability. With this in mind, the
current research delves into sustainable
tourism development in mountainous and
forested regions, leveraging digital
technologies.

2. Research Methodology

This research aims to identify and
prioritize the key features of tourism
applications for mountainous and forested
regions. Given the growing interest in
sustainable tourism and the need to
enhance the tourist experience, this study
examines the critical features of tourism
applications that can contribute to
sustainable tourism development in these
areas. To this end, the research was
designed as descriptive-analytical and
involves several stages. First, the key
features of tourism applications were
identified, and then these features were
prioritized using the Analytic Hierarchy
Process (AHP) technique. This research
involved data collection through a
literature review and a questionnaire. The
population included 100 tourists, local
guides, and tourism experts in Tabriz. Data
analysis was conducted both qualitatively
and quantitatively; qualitative data from
the questionnaires were coded and
analyzed to identify patterns and themes,

while quantitative data was analyzed using
statistical software. The results of this
research include identifying key features
of tourism applications for mountainous
regions and prioritizing these features.

3. Research Findings

The results clearly demonstrate the
diversity and importance of various
features in tourism applications and can
guide developers to focus on key features
that have the greatest impact on user
experience. Considering the weights and
rankings provided, it can be concluded
that paying attention to user needs and
providing accurate and useful information
can significantly improve the tourism
experience in mountainous regions. The
results indicate that the key application
features, including 'trail information' and
‘interactive maps' with weights of 0.15 and
0.10, respectively, are highly important.
Additionally, accommodation and food-
related features, such as 'accommodation
search' and ‘'restaurant information',
contribute to the tourist experience. In
contrast, features like 'user reviews' and
‘offline access' are less significant.

4. Conclusion

This research investigates and prioritizes
key features of tourism applications for
mountainous regions. The findings can
significantly contribute to sustainable
tourism development in these areas. The
study demonstrates that focusing on key
features of tourism applications and
leveraging digital technologies can
enhance the tourist experience and
promote sustainable development in
forested regions. The results can guide
application developers and tourism
planners in identifying tourist needs and
designing effective strategies. Based on
the findings, application developers and
tourism planners should concentrate on
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features that have the greatest impact on
user experience. This research can serve
as a guideline for improving the tourist
experience and preserving natural
resources in mountainous regions. Finally,
considering the opinions of tourism and
programming experts in this process can
lead to more accurate feature
prioritization and, consequently, improve
the quality of tourism services.
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