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Extended Abstract
Purpose
In this research, the main goal is to identify and extract new opportunities in tourism 
destination management based on influential media and through recent domestic and 
foreign literature and research in the fields of tourism, communications, and media. In 
fact, the question of this research is: What are the new opportunities in tourism destina-
tion management based on media?
Design/methodology/approach
In this study, existing literature and theoretical sources, as well as domestic and for-
eign published scientific research, have been used as primary data. Also, in this study, 
to strengthen the credibility and validity of the content analysis based on library data, 
the peer review method has been used. These peers included three faculty members 
and researchers with experience in qualitative research methods and familiarity with 
the research topic. In this process, the primary analyses were reviewed and critiqued 
by independent researchers to ensure that the interpretation of the data was free from 
individual biases and assumptions.
Methods
The present study is a survey and applied study, and the statistical population of this 
study includes a number of tourism industry stakeholders, including faculty members 
of tourism schools, managers, employees, and entrepreneurs in the tourism industry. In 
this study, 35 tourism stakeholders were selected as the sample. Then, a designed ques-
tionnaire was distributed among them using random sampling.
The data collection tool was a questionnaire derived from Denison’s standard organiza-
tional culture model, which includes 60 components with four main dimensions, accord-
ing to Table 1, based on a five-point Likert scale from very little (1) to very much (5). This 
questionnaire was used by the authors of the book Organizational Culture Based on the 
Denison Model (Manourian et al., 2007) and based on its latest revised version (Denison 
et al., 2007), which was translated into Persian after obtaining permission from its au-
thor, Denison. In this research, the Denison standard questionnaire was used to prepare 
the organizational culture model, the validity of which was confirmed by professors and 
the Denison Organizational Culture Consulting Company. It should be noted that a copy 
of the Persian translation of the questionnaire was registered at Denison Organizational 
Culture Consulting Company after being confirmed by Dr. Denison. To measure the reli-
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ability of the questionnaire, Cronbach’s alpha coefficient was calculated using SPSS soft-
ware, and the obtained value was 0.96, which indicates the acceptable reliability of the 
research tool. Finally, the components were ranked according to their main dimensions 
using Excel software and the fuzzy TOPSIS method.
Findings
As observed by examining the codes obtained from recent domestic and foreign re-
search, as well as new research literature, new media dimensions in tourism manage-
ment include four structural themes: new economic opportunities, new content oppor-
tunities, new access opportunities, and new experience opportunities.
Accordingly, new media dimensions have provided grounds and opportunities for im-
proving the tourism business environment, and managers in this field can use new media 
and social networks to provide new economic opportunities, content, access to custom-
ers, and experiences for tourists. This is important through market analysis, analysis and 
evaluation of competitors, content creation, programs, and influential people such as 
bloggers, as well as the expansion of the Internet among people and globally. Of course, 
it also provides the possibility of a virtual travel experience and the sharing of tourists’ 
post-trip experiences for tourists who intend to travel. Therefore, the appropriate meth-
od for applying new media dimensions in tourism management is to strengthen media 
infrastructure, attract capital correctly, and promote expert and up-to-date tourism hu-
man resources. Of course, market awareness and up-to-date and correct marketing also 
play an important role in ultimate success. Therefore, past shortcomings can be compen-
sated for, and, to a large extent, steps can be taken to complete and sustainably develop 
tourism businesses with the help of the media.
Research limitations/implications
In this study, there was a fundamental weakness in the research literature and theoret-
ical foundations in the field of tourism and media. It is suggested that, considering the 
model presented in this study, future research should develop the current model and, 
based on technological developments in the field of tourism, present more up-to-date 
models for tourism managers and businesses.
Practical implications
This research provides a scientific framework for tourism managers and businesses to 
engage with their tourists based on the advancement of media and social networks, in 
order to organize their future plans and actions in a completely scientific manner.
Social implications
This research can increase tourist satisfaction through better and more up-to-date man-
agement in the field of tourism. By recognizing and using these opportunities, tourism 
managers can increase tourist satisfaction and using new economic, content, access, and 
experience opportunities, we can use these grounds to attract greater tourist satisfac-
tion and grow tourism businesses. Also, this model can be a scientific guide for managers 
and policymakers in tourism regarding new media dimensions and can better explain the 
path of tourism growth in the country.
Originality/value
This article provides a scientific background on new opportunities in the country’s tour-
ism industry based on media, for businesses and managers in the private and public 
sectors in this field.
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Extended Abstract
Purpose
In the era of interactive communication, ethical leadership in sports non-governmen-
tal organizations (NGOs) can no longer rely solely on individual authority or hierarchi-
cal structures. Advances in communication technologies, particularly the emergence 
of interactive media, have created an opportunity for traditional leadership models to 
give way to approaches based on dialogue, transparency, and participation. In this con-
text, Jürgen Habermas’s communicative theory provides a theoretical and philosophical 
framework for analyzing how ethical leadership can be enhanced through interaction 
and rational communication. According to Habermas, the foundation of any democratic 
and ethically oriented society is “communicative action,” a form of action aimed not 
at exercising power but at achieving mutual understanding through dialogue and rea-
soning. In such a framework, the legitimacy of decisions arises not from organizational 
position or official rank but from the conscious and rational acceptance of members. At 
the same time, in the era of interactive communication, the role of media in shaping new 
leadership styles has become increasingly prominent, especially in sports NGOs that op-
erate with nonprofit and participatory objectives. This study aims to design a conceptual 
model for enhancing ethical leadership within the context of interactive media, inspired 
by Habermas’s communicative theory.
Design/methodology/approach
This study employed a qualitative approach based on thematic analysis. Data were col-
lected through semi-structured interviews with 19 experts in the fields of sports man-
agement, communications, and applied ethics, as well as with active members of NGOs. 
The interviews were conducted over a five-month period, from Azar to Farvardin in Per-
sian calender. The location of the interviews was arranged in advance, depending on the 
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participants’ preferences, either in person or virtually via video call. Each interview last-
ed between 45 and 70 minutes. All conversations were recorded with informed consent 
and transcribed verbatim. The interview process continued until theoretical saturation 
was reached; after the seventeenth interview, no new codes were extracted from the 
data, and the final two interviews served only to confirm the previously identified codes.
Research Findings
The data analysis led to the identification of 46 initial codes, 14 organizing themes, and 
five overarching themes. The overarching themes included the ethical foundations of 
leadership, interactive media as a platform for ethical action, communication principles 
based on Habermas’s theory, challenges and barriers to achieving ethical leadership, and 
proposed strategies for reform and enhancement. The conceptual model of the study 
was designed as an interactive and nonlinear model, indicating that the realization of 
ethical leadership results from the interplay between leaders’ internal values, a trans-
parent and participatory media environment, a rational communicative pattern, and the 
ability to overcome communication challenges.
Conclusion
This study emphasizes that non-governmental organizations aiming to achieve effective 
ethical leadership require media literacy training, the institutionalization of ethical com-
munication charters, and the utilization of interactive media grounded in dialogue and 
trust. The proposed model, highlighting the multidimensional and dynamic nature of 
the ethical leadership process, demonstrates that attaining ethical leadership is not the 
result of a single factor but rather the product of continuous interaction among internal, 
structural, and communicative components.
Limitations
The primary limitation of the present study is that the interactive media model based on 
Habermas’s communicative theory has been mostly developed within the fields of phi-
losophy, communication, and social sciences, and its application in sports management 
remains in the early stages. Therefore, future research can make a significant contribu-
tion by focusing on evaluating the effectiveness of the proposed strategies for enhancing 
ethical leadership in sports non-governmental organizations. In this regard, conducting 
empirical and quantitative studies to measure the impact of media ethics training, the 
development of ethical charters, and interactive communication structures could further 
enrich the existing knowledge.
Practical Implications
At the practical level, the interactive media model serves as a bridge between theory and 
practice, playing a key role in the ethical and communicative transformation of sports 
non-governmental organizations. This model elevates media from merely being an in-
formation-dissemination tool to becoming a platform for dialogue, collective learning, 
and the reconstruction of organizational trust. In other words, within this framework, 
media is not an instrument of power but a space for “communicative rationality” and 
“equality in expression,” as emphasized by Habermas. Practically, leaders and managers 
of non-governmental organizations can utilize this model to establish interactive mecha-
nisms that promote ethical engagement, transparency, and participatory decision-mak-
ing.
Social Implications
The interactive media model, inspired by Habermas’s communicative theory, carries 
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broad social implications and contributes to strengthening social capital, public trust, 
and the legitimacy of sports non-governmental organizations. By promoting ethical com-
munication, honesty, accountability, and constructive dialogue, this model institution-
alizes civic and socio-ethical values within society and fosters a culture of tolerance of 
differences and active citizen participation.
Originality and Innovation
The originality and innovation of this study are manifested in the development of an 
interactive media model to enhance ethical leadership in sports non-governmental orga-
nizations, inspired by Habermas’s communicative theory. For the first time, this research 
applies Habermas’s theoretical concepts to the field of sports and non-profit organiza-
tions, analyzing how media, leaders, and audiences interact to promote ethics and orga-
nizational transparency. Another innovation lies in the integration of media and ethical 
leadership, where media are positioned not merely as information tools but as platforms 
for interaction, dialogue, and active accountability. This approach enables the provision 
of practical and actionable strategies to improve organizational performance and social 
legitimacy, while also laying the groundwork for future research in ethical leadership and 
media governance in sports.

Keywords: Organizational Transparency, Voluntary Participation, Communicative Integri-
ty, Ethical Capital, Accountability Culture


