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Extended Abstract

This article aims to identify the most important indicators of organizational image-making in
the tourism industry in Iran. Thus, this research is aimed at the field of applied research and in
terms of the nature of the data of a qualitative type. The statistical population of the study
consists of YV sources, including upstream documentation in the field of tourist tourism, as well

as experts in the industry, which includes faculty members of the universities and those active
in the tourism industry. In this research, \v# indicators from the upstream resources were

extracted using textual content analysis. Indices in the form of closed questionnaires were
provided to the experts in three periods. In each period, a number of indicators were screened
using the score that the respondents considered for each index and Delphi qualitative analysis.
Finally, fv subcategories were introduced as effective indicators of organizational image

processing in the tourism industry of Iran in seven main categories: economic, branding, brand
quality, regional tourism potential, advertising activities, occupationally focused imagery and
macro management.

Introduction
The tourism industry is one of the most important sources of income generation in the world,
and is gradually cited as the second most important industry in the Y\st century (Becker &

Cameron, Y-\#). For this reason, in order to gain a greater share of the global marketplace, it is

necessary to seek logical solutions and to create a systematic program to enhance its economic
performance in this way and in pursuit of its long-term goals (cai, Y-\Y). Iran has almost a

hundredth country in the field of tourism among the countries of the world, attracting only one
thousandth of the number of tourists (Mirdamadi & Mohammadi, v -\ -). Experts believe that if

Iran is able to attract \Y million tourists annually, the income earned by each tourist will be

equal to tens of barrels of oil, and the incomes of the tourism sector will be the successor to oil
revenues. According to the above mentioned, it can be concluded that the development of
tourism industry is important for any country, including Iran, both economically and socially
(Sibdari, v-1v).

Meanwhile, confronting the phenomenon of globalization requires the adoption of requirements
for Iranian industries and organizations, and the delay in planning to meet these inevitable
requirements is likely to have serious consequences that would be costly at the expense of loss
Internal markets will be eliminated from the world of international competition (Khalili Shojaei
& Khodada Hosseini, Y- 1Y). Therefore, all Iranian industries and organizations, at a relatively

short time, should prepare themselves to face this fact (Hadizadeh et al., Y- 1Y). Now, with these

prospecting conditions, it is necessary for the Iranian organizations to take steps to prevent
possible future occurrence of their products and to think of a corporate image in a competitive
market, an issue that seems to have been neglected by Iranian organizations ( Omid Kia et al.,
Y-1Y). Among these, it can be said that the image of the organization as the core of marketing

activities and one of the key tools for implementing brand management in a competitive market
(Ramanatan & Richie, Y-16). In fact, one of the concepts recently introduced in the tourism

industry is of great importance is the creation of corporate image. It can be said that branding is
one of the most important parts for differentiating each brand. In the tourism industry, this is
done by the image of the intentions. Tourism organizations, because a well-known brand brings
tangible value to intangible tourism services. Trying to identify their brand. In fact, the image
of intentions can be more important than its concrete facts, and tourists travel to their
destinations for visiting their images, not because of the facts. As a result, the image of
destination is an important factor for the development of successful tourism and destination
marketing (Heidari Chine & Saadolonia, Y-18).
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Studies have shown that attention to this concept can help in the further development of this
industry (Hossani et al., ¥+ 1#). Although in recent years, the concept of organizational image

has attracted the attention of many researchers in the field of marketing and tourism
management, but systematic academic research in the field of tourism is very small (Kristina
& Heilin, Y-10). Some articles related to corporate image management in the tourism industry
are still at the level of conceptual research (Cretu & Brodie, v.1Y). Ultimately, the purpose of
the effort is to understand why tourists prefer a particular destination (Garcia et al., Y- \1).

Regarding the importance of the articles, the main purpose of this study is to use textual
content analysis and Delphi technique to identify the most important indicators of
organizational image-forming in the tourism industry in Iran. Therefore, the main question of
the research is as follows:

What are the most important indicators of organizational image design in the tourism industry
in Iran?

Materials and Methods
This research is aimed at the field of applied research and because of the nature of the data of a
qualitative type. The statistical population of the study is ¥¥ documents upstream in the field of

tourist tourism as well as experts in this industry, which includes professors and faculty
members of universities and active in the field of tourism industry. In this research, \v¢

indicators were extracted from upstream resources using textual content analysis. The indicators
were presented to the experts in the form of a questionnaire.

Discussion and Results
Finally, by using Delphi qualitative analysis, fY indicators were introduced as effective

indicators of organizational image processing in the tourism industry of Iran.

Conclusions

Studies have shown that customers now consider a tourism destination as a conceptual concept
that can be interpreted mentally and through experience. If a strong and sustainable experience
is created in the mind of the tourist from a tourist destination and can be properly managed, it
can form the basis of the creation of organizational image creation.

Key words: photography, corporate image, tourism industry, textual content analysis,
qualitative Delphi technique.
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