
Journal of Geographical Urban Planning Research, 10 (1), 2022

   Research Paper 

Analysis of the Effect of Place Landscape Qualities on Creating a Brand Mental 
Image of Urban Commercial-Recreational Axis, Case study: Sarsabz axis of 

Tehran from Sad square to Haft-Houz square

Mehdi Khakzand a ,  Mehdi Saidi b

a Department of Architecture, Faculty of Architecture and Urban Planning, Iran University of Science and Technology, Tehran, 
Iran
b Department of Urban Planning, Faculty of Architecture and Urban Planning, Iran University of Science and Technology, Tehran, 
Iran

A B S T R A C TA R T I C L E I N F 
O

A significant part of the mental image of people is affected by the 
landscape fundamental qualities. It is not evident how and to what extent 
the public place landscape qualities are affected concerning the mental 
image of the brand created by the commercial-entertainment axes. In this 
regard, the current study aims to development of practical topics in 
promoting the mental image of the brand affected by landscape and seeks 
to investigate and analyze the qualities affecting the commercial-
recreational axis mental image of the study area. The type of research is 
developmental-applied in terms of purpose, and its methodological 
approach is mixed. A purposeful method was used for sample selection, 
and the number of sample elements was determined based on the method 
of determining the sample size for an unlimited community. Findings 
reveal that a set of important qualities of the business-entertainment-
oriented dimension of studies, as a public place, explain and estimate a 
total of 81% of the changes in the mental image of the created brand. The 
effect of diversity (form), eye-catching, and visual proportions qualities 
are not significant according to the environmental conditions of the study, 
but the effect of the qualities of sensory richness, continuity, symmetry, 
personalization, and legibility is not significant. Consequently, it can be 
said that the landscape dimension qualities of the place can play a role in 
branding processes, and paying attention to them, along with other 
dimensions of the place, deliver the ground for the prosperity and 
development of the brand mental image.
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Extended Abstract 
Introduction 
Human beings interact and communicate with 
urban space through various components among 
which urban landscape plays a key role. The 
factor of movement in urban space affects the 
perception of the landscape more than any other 
factor. The function of urban commercial-
recreational axes makes people move in space, 
resulting in the perception of the urban 
landscape. The urban landscape of commercial-
recreational axes influences people's brand 
mental image but no one knows agent qualities 
and their effects. Although the urban landscape 
significantly affects the brand mental image of 
commercial-recreational axes, there is no 
research on its effectiveness and related 
effective qualities. The present study aims to 
provide effective strategies for promoting the 
landscaped-influenced brand image by 
investigating and analyzing the qualities 
affecting the brand mental image of the 
commercial-recreational axis selected as the 
case study. 
 
Methodology 
Considering that this study deals with the 
relationship between urban landscape quality 
and brand mental image of commercial-
recreational axis and examines their impact on 
the field of brand mental image and also 
measures the concepts in a selected case study, 
it can be said that the purpose of this research is 
development-applied one. The use of qualitative 
and quantitative methods in the process of 
measuring and analyzing the concepts and 
explanations of the findings confirms the mixed 
(quantitative-qualitative) methodological 
approach of the present study. The commercial-
recreational axis of Sad Square to Haft Houz 
Square has been selected for a case study. The 
required data were collected through a 
questionnaire and in proportion to the size of the 
unlimited statistical population, 384 
questionnaires were used in field studies. In 
accordance with the theoretical literature, the 
basic and important qualities of sensory 
richness, diversity (form), continuity, symmetry, 
personalization, eye-catching, legibility and 
visual proportions for the landscape dimension 
of urban place were explained. The steps of the 
data processing process of this research are 
based on logical reasoning procedure. Role-
making and evaluation of landscape desirability 
were performed through one-sample t-test and 
study of the relationship between independent 
and dependent variables of the research using 
multivariate regression test in SPSS software. 
 
 

Results and discussion 
The adjusted coefficient of determination 
(R2adj) in the model of this research is 
calculated to be 0.811. This coefficient explains 
81.1% of the total changes in the brand mental 
image created due to the qualities of urban 
landscape and the set of norms defined to study 
the effect of urban landscape, estimate and 
predict 81% of the variance of the commercial-
recreational brand-oriented mental image of Sad 
to Haft Hoz Square. And this percentage shows 
the appropriateness of modeling the present 
study. With 95% confidence, it can be said that 
the effectiveness of the qualities of sensory 
richness, continuity, symmetry, legibility and 
color belong with the standardized regression 
coefficient 0.183, 0.166, 0.182, 0.404 and 
0.211, each of which, respectively, contain the 
concept of diversity of sensory experiences in 
place; Possibility of sensory channels of sight, 
hearing, smell, taste and touch in the process of 
perceiving and experiencing place, continuity of 
urban place elements following integrated and 
coherent views, similarity and convergence of 
elements, signs and walls around the central 
axis of space, Easy and fast navigation and 
orientation, people's access to an environment 
based on their interests, values and personality 
traits, are meaningful on the brand mental image 
of commercial-entertainment axis. In other 
words, based on the standardized coefficient, in 
exchange for increasing a standard deviation in 
each of the qualities of sensory richness, 
continuity, symmetry, legibility and 
personalization, the amount of brand mental 
image created of commercial-entertainment axis 
for the Sad to Haft Hoz square will increase by 
0.183, 0.166, 0.182, 0.404 and 0.211, 
respectively. And the effect of various qualities, 
visual proportions and eye-catchingness with 
standardized regression coefficients of 0.093, 
0.01 and -0.059 on the mentioned mental image 
are not significant. Different sizes, colors and 
types of materials are coordinated for different 
views using forms that match the function, the 
desired skyline and the harmonious appearance 
of the masses, as well as the appropriate 
combination of colors in the artificial landscape, 
and in wide views of the place are in such a way 
that it does not have a significant effect on the 
brand mental image of commercial-
entertainment axis of Sad to Haft Hoz Square. 
 
Conclusion 
The brand mental image is one of the important 
foundations of urban branding, the 
pervasiveness of which in the minds of the 
people leads to the success of the brand, 
followed by urban development. Landscape as 
one of the important dimensions of urban public 
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space has qualities that affect the brand mental 
image. The results of the present study showed 
that the qualities of sensory richness, continuity, 
symmetry, legibility and personalization, affect 
the mental image created by the commercial-
recreational axis of the Sad to Haft Hoz square 
and there is a significant relationship between 
them. This leads to two important and basic 
points. The first case focuses on the significant 
place of qualities and qualities of landscape 
aspect in the process of urban branding and 
points out that in urban brand-related processes, 
the attention should not be limited only to the 
quantities and qualities of functional, social, 
advertising and infrastructure dimensions, but as 
the findings of this study show, the landscape 
dimension qualities are also effective in the 
illustration and subsequent brand development 
and should be considered. The second case is 
related to the qualities examined in the 
landscape dimension and also the significance 
of the qualities related to the case study of this 
research. In such way that, On the other hand, if 
the landscape dimension is examined in relation 
to other dimensions of public place, the range of 
norms and qualities that carry the landscape and 
affect the mental image will be much greater, 
and this discussion can be the subject of future 
research (in which other dimensions such as 

function, body, community, etc. should be 
considered.) and on the other hand, the 
desirability of landscape-based qualities of 
studies in this research is not complete and it is 
possible that if the mentioned qualities are 
examined in other examples, more 
comprehensive results will be obtained. In this 
case, by doing comparative and comparative 
studies and relying on the spatial coordinates of 
each of them, more contribution will be done in 
this regard. 
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