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ABSTRACT

Landscape, despite affecting the image and identity of the city, has no
place in branding research. Research on landscape branding depends
on identifying the factors that affect it. The purpose of this study is to
determine the indicators of landscape branding. In order to achieve
this goal, a combination of qualitative and quantitative research
methods has been used. In-depth review of previous studies to identify
and classify the dimensions of landscape branding, forming an expert
panel, compiling a questionnaire and screening components using
results from fuzzy Delphi and the nonparametric Friedman test are the
main steps of the present study. The problems caused by the lack of
consensus on the main indicators of place branding are doubled in the
field of landscape branding. Therefore, the first stage was dedicated
to identifying and categorizing the components of landscape branding
by applying the method of written content analysis. The findings of
this stage identified 8 dimensions and 41 components. The
components were then screened through fuzzy Delphi. According to
experts, 8 dimensions (physical, cultural, political, economic, social,
historical, environmental and media dimensions) were approved as
dimensions of landscape branding, but the number of components was
reduced to 26. Finally, the Friedman test calculations had an
acceptable overlap with the Delphi results and confirmed the
screening of the components. Interpretation of the findings also
identified the physical dimension as the most important dimension of
the process.
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Extended Abstract

Introduction

Despite the importance of landscape
elemetts in forming cities’ imaee add
identity, and consequently in the process of
city branding, landscape branding does not
have a proper position among various place
branding studies. In order to address the
issues of landscape branding, it is necessary
to identify the factors that affect it.
Determining the dimensions and indicators
is one of the most difficult topics in urban
branding and this difficulty is more
noticeable whilst focusing on landscape
branding. The main purpose of this study,
however, is to overcome the mentioned
difficulty and specify the indicators of
landscape branding.

Methodology

Due to the multi-dimensional essence of
landscape branding, to achieve the research
goal, a combination of qualitative and
guantitative research methods has been used
in the present study. First, a comprehensive
review of previous studies made it possible
to identify and categorize landscape
branding indicators. The next phase was
forming a panel of experts, using a seven-
point Likert scale questionnaire, and
gateerigg tee eppert’’ oii il nns to eetermiee
the importance of each Indicator. Expert
panel sampling was done intentionally and
selectively with 15 experts(Professors of
landscape architecture, architecture, urban
planning and design, and tourism
management). The validity of the
guestionnaire, which is also associated with
reliability in the Delphi method (Danaeifar
and Mozaffari, 2008), was checked with 5
criteria including researcher sensitivity,
methodological coherence, adequacy of
sampling, simultaneous data collection and
analysis, and theoretical thinking (Dehghani
and Baghiri, 2014) ). The threshold is
typically 0/7 but it varies based on the
researceer’s opininn in ii fferent
studies(Habibi et al., 2015). The threshold
was 0/75 in this research. Screening criteria
based on fuzzy Delphi results, and
Friedman's nonparametric test, as two
parallel paths, was the third and last main
step of the research.

Results and discussion

The findings of the first phase identified 8
dimensions and 41 components for
landscape branding. The components were
then screened through fuzzy Delphi. At this
stage, according to experts, the 8 dimensions
(physical, cultural, political, economic,
social, historical, environmental and media)
were all approved, but the number of
components was reduced to 26. Based on the
findings, social, physical and cultural
dimensions, each with 5 components has the
highest number of effective components in
the process. This shows the importance of
these dimensions compared to other
effective dimensions according to the
experts, and can be considered in line with
the superiority of social, physical and
cultural dimensions in branding studies. In
addition, at the end of de-fuzzification and
before screening, the crisp value for four
components of the physical dimension was
greater than 0/95. The components discussed
are: landscape correlation (crisp value:
0/99), visual landscape (crisp value:0/98),
infrastructure (crisp value: 0/97) and
landmarks (crisp value: 0/97). These
findings confirm the greater importance of
the physical dimension among all the 8
dimensions (as emphasized in : (Vela et al.,
2017), (Campelo et al., 2010), (Tobias &
Wahl 2013), (Moratouski, 2012) and
(Anholt, 2006)). In contrast, the
environmental dimension, with only 2
components in the final table, has the lowest
means and Crisp value in fuzzy and de-fuzzy
calculations; with 0/77 (1 = 0/27, m=0/34, u
= 0/5) for environmental health index and
0/79 (I = 0/19, m = 0/41, u = 0/54) for
environmental diversity index. Although in
the review of landscape branding studies, the
ranking of factors related to this process has
not been discussed, but due to the emphasis
on the importance of environmental factors
in various city / landscape branding studies
(for example (Zavarato, 2014), (Julier
(2005), (Merrilees, 2013) and (Porter,
2016)) This result was unexpected. Also,
according to experts, the most important
index of each of the eight dimensions was
determined. Thus, according to the
minimum, average and maximum means in
the radar charts, in the political dimension
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"responsibility” (crisp value: 0/93), in the
social dimension "unity and compatibility"
(crisp value: 0/96), in the physical dimension
"landscape correlation"(crisp value: 0/99), in
the media dimension "indirect presentation”
(crisp value: 0/98), in the environmental
dimension "environmental diversity" (crisp
value: 0/79), in the economic dimension
"economic structure" (crisp value: 0/99), in
the historical dimension "spiritual landscape
heritage™ (crisp value: 0/93) and in the
cultural dimension "distinct identity" (crisp
value: 0/98), will be considered the most
important and will play a more prominent
role in the process of branding the landscape.
Significant differences between the most
important components of the environmental
dimension compared to the most important
components of other dimensions are
noticeable and the reasons can be
investigated in future studies and general
statistical communities.

Conclusion

The research findings highlight the
importance of applying a holistic approach
in the process of landscape branding. An
approach that combines objective and
subjective aspects. At the same time, the
findings show that the most important
dimension of the branding process is the
physical dimension, and this reveals the
superiority of the objective aspect of the
process compared to the mental aspect. In
the cultural dimension, the higher value of

"distinct identity” compared to “unity
identity" indicates the superiority of the
external dimension of identity over its
internal dimension in the process of
landscape branding. This finding can be
considered as an indication that, in the
opinion of experts on the paradox of
singularity-similarity, which is considered
as one of the most important challenges of
landscape branding (Porter, 2016), the first
aspect is more important. Accordingly, in
the role of landscape elements to turn cities
into brands, differentiation indicators play a
more prominent role than familiarity
indicators. Therefore, in the intense
competition of cities, paying attention to the
external dimension of identity can increase
the chances of each city, to be remembered
for a long period of time, and consequently,
to gain continuous attention from visitors.

Funding
There is no funding support.

Author’’ Contribution

All of the authors approved the content of
the manuscript and agreed on all aspects of
the work.

Conflict of Interest
The authors declared no conflict of interest.

Acknowledgments
We are grateful to all the scientific
consultants of this paper.



Lail o g Slast Zdaw 99 48 e (5 3lui 9 SRS s

Ol el e myacis 5 olSily ¢y 00l cplate (¢ lome 09,5 — (SHlomamt (Hlowkw aly o
Ayl el e o oS yim 01Kl s loms 09,5 — 1 yluiloy L ykosmo

Ol (OIRS e yhon 5 ol ¢ yids Sl ¢ g jlw yoid 09,5 — Hlemady  Wix0
Oyl il e mytecian s o8l L i 0uSLisly L jlomo 04,5 — PHUd a0

LRV

Slagingh ) 65 ol s Cogh g paai p (HHS,EL sy b Jlate

o wleWb!

S (5l

al ol 50 Jelge ololid 9,5 55 late Koy )3 aiins )15 Ko g5l y RS ilediy laie Xy

s Elon] 355 5 e (giloniy bl o T SwsTy ) L8l oM 8 A o
oW Bua lei o Gz gy e gilwly dan 4 3950 b o Lol sla s li
Ban 4 ol gliwly bl o Hlaie gilosy b adls i g pig Likgh
GBS G5 Slasby) il S 5 Gl (Siledin gz cuple aa gl g oaddly
Ollllas Geas wyp g 5Hliby slaime Juloo Cuwl a8)S 41,8 eolaiwld jg0 oS 5
ol (O i Bl jlae (g3l slal Al gaiatnn g olwlid jslaied; iy
0ol 5 36 (A @l (lisren SoS 4 aadlie SI)E bk 3 9 Aty
sadl e o LSy pols G Lol gbalil o o hgy ¢yt )8 (g2l LU
it (il 53 350 ddlge ¥ gty A Lo gasro diioes o ls yo y3 00 g5l
O 5 ool 2 538 (A Gl 51 el (5 Re J ny gad et |,
Ol 3590 V5 &y Lnailge dlass Lol it al Jlate (g5l b JS5 slayl lgic
Ly 08 ds epioman bl jnis dges a1y aadlhe JUuye ¢ anily b (o5l

g e silosiy

el &)U
Y€+ Y/
WSyN3b &b
(EXAVRY VANt
vy GyU
AEZAVARYRN

Sges pasede jlate (gjlutiy LTS A p Sere Olyiea; ARTR L

Email: bemanian@modares.ac.ir


http://doi.org/10.22059/JURBANGEO.2022.344082.1703
http://doi.org/10.22059/JURBANGEO.2022.344082.1703

V€Y ylinne € Bylowd Y+ Bygd ¢ g pbend (S5 byt g Wl pRa sl yiR g5y dloxo Yy

o

dosio
el sl Soase 5l Gl lojred oled Lo o) 638 &Sl cpjlate (slo Jouly 5 b ol 3929 02 @
5 Cagn ol ) ol plgicee & s ol dsiy (od G185 SN 133l 923 )3 186 2 3l gilosls 5 ) pgead
Jolie Sl Soxm 9 (99,0 Cald) (i 5 (50 (IS5 (6513w )3 e Shole dge yus pgal (P9 JgaSe
5 SYsb sl ol ) (s edysl o 4y gl ol o (uils oS 2> )3 oyl (g 03,88 Sl > sl (48505
ASde plpiedr jodS )3 (Jaulpd Gz 529 Bl f2l Casl (e HEAISOSL I et dog canS doxi )
(bgS > > 0ol JSike b Jool (6 aralye polatedy (I el sy dan (65 9 4298 diejld (s>
ol Cua W oo 3 392 2l5s (1S (lo2lyls 5 Cugn 0 4T L jaed o j15 84 paio (6 gl Bl cax
Gilodiyy a2 g BB Coanl g (0 9) 42 9) cped sl b il Sl b o Cogn sl g g
Bl (J938 o> 4 )l lajed o) 5> Ay (2006:379) il 5 55mp a5 Billae &S Gpel e 3 s
Meethan, 2014:217) & Fernandez): Jio ¢lp — 150 (5losip 850 ik colo jl (gylaw pols b jd a8
oo Sy Gy ] emacaldy cabls Ll | ke (slaygd b oy pae —(ANTtiroiko, 2014:19)
((Lucarelli & Berg, 2011:21)ausb o Jlsd (gjlodp ojo> 13 oluwl 98 035l Sl pols Jls 55 aSST L.l
9 039 y9uiS )3 (S e (il p Djgpo | cdie Z Cudly (g orimd (LS AT ol o)l ol kel ole > oyl
ilediee gy oll 5> el L2 5l 65 0 00 98

OIS g S oo e By sl 1) 393 & ome (598 Shptiy il 45T (2007:32) LSy oS iy
i Olgieds i skt 13 (Y0 VF+ Veghumn g 55 SB) ol jlate (slacille I Slia S5 ind gl | ot
2" e gilosip ©le b el 93 1Sy s ke Jole ndU)ISIT sligS ey wlgiee (lSe ool b Sl
deaes aile of ol (i Syl laie ol (IS (gjlotipy ) ol S )3 095 0 2 Ol Shmg}
Sped Capde ol 3ygkid 5 09y st yolis sas 4y jed (e gl 5 Cogn ol il (gilukiy 2l
Aot diej o 0yl 18 il (shgr A3l S et (6 yhad (g5l (g9 pmin &S ol e ol oy .l
1 g ye B3litl s LS55 it ity » 0] (2017:32) hiSen o Yo o5 olul A5 e 5 3gajll
o)l late S8 4 (e 3l e (Bl (Srre AL s S S (gl sy Slaie gl
3905 Jutga |y 32 2 oy g by olaeiaol Gl gien ol 3l oolizl b o5 gy Sl s S (itne
Yzl et (gjlosiyy 418 50 Sl g g M6 5 (228 Glirabl 32y o 4 ol o)) ) o (2B, Bl
Vela et ) s snlss Sy "plaie (Lot 5)) il palas (ly (0 @9 s ST sladle 3 4 ok
2 e 2l S iy aie g ypd (53l B 1 005l uapdn o odnylyd ol ol 13 (al., 2014:24
9 2l dbml Cua bt lajls 4 Gl Gl pdbadg (Sr9ps 4 g 039 (a8 o)l oy 5 leidky
S Cul 2o BB JSS ol 4yl agh Gl p cn el elolinly sl ond Lo b ed CaBge Cuns
9 Sy Gl WIS e 00b gy o 4 gl TABl e aille 5 Jalge pliS sbicos faie (gjlos "
djle oS |y b ped pgas gl

o8 oad yiste ol g LOLS «Vlie Jols (Lol 09,5 dw 3 lainghy e gjlwtip ©ludl )3 (297 L

G (2555wl Bua b« gulS sladdlie joSie (gubdiind oadls e (Byre (yeud ) IS 0 6,8 o



Ty e i 5ty D e | ol 5 s Sl

Yo 3l Wil e oS Wloads ganddls aa i duw )d owyp 3y50 OV ls .l 0uds gl ysuiwl yimgh ol o
b 5 ple (omgly SWlie 5 Lol b jrs Skip olite Souiy (ol Slessge b (Ve lllle b (5950
Silodiy g9290 LYNAL YA o Jlo 3L )5 &5 (6y950 sloallio (sladidly oy Sieae 40 (S0 (s3loss
[ e T8 (3lutip lagsingy 5> goite Slasaidind dg2g Cunl odd LIV JS5 55 wladl Las] jeud/ olSe
O ySig sy 35 e Jols— (Kavaratzis M., 2009:29) (Hanna & Rowley, 2011:470) ;> Jko sl — Jais
Kavaratzis & Hatch, ) Jls ¢l — b sla ingh olgime Jgou il o da oyl colis p calisco sladas,
Sslss A5y 0595 ol 3 sl Lisil adyl Ul b awslie 5> — (2019:3-15; Zenker & Braun 2017: 270-287
Velaetal., ) Jio ly = @lio 3 e slaie (sl finghy dass ggome 53 i3 oo Lt |y oKinghy (6)K8)5
odd oy Syape SVlie | Koz 5 035 sladcuiSil —(2017: 23-44; Tobias & Wahl, 2013: 266-275
Bl sed o et oS 15105 5

o10b (Lucarelli & Berg, 2011:17) (gjlupsgae M cpol> o505 390 ¢(gylas (sladgueS” TG, )y
blsyl Sy Gl (Oguztimur & Akturan, 2015: 363) clon! sl g, 5 axand sl 09,5 48,5
Kavaratzis & Kalandides, ) x5y, 6,138 b iow @lp calio )il 598 (Ko Cugp 5 (55l
sl GG Lol plecas 1) (Lucarelli & Berg, 2011:17) ¢ o (sbad g By Jolss pas 4 .(2015:1372
2 Canl 4B O jg0 Cunst Bl 4 Gl )3 b 348 5 03505 (Byme e (iluip LIS (6 BN 53 9290
SBURIS et 2 3305 g Silelin Omia lapiagh ) Jslie BadSag) (yp b QBRI Ll ()l
b3 Sagy (Bme 42 85 1) Loyl 53 00l &l slagginains (5 (adld 515)90 (id ciom )90 dinej )3 39290
0,93 15T o sy JSb g r lodges (Bypme V S5 )3 Jloz yob &2 ckijla oo e ] e (3ot 3
A1 0 S Il sl (0 (3losin Sllllas 1> ospie Jg olsS ¢ Sitmogy > (sblys e g Jlgl,3
CbdS b ilodgy Lol s ped silobin 9 LLL ladar )3 (o 5 6500309, 93 bl i )8 51 Sl
e S5 sl 485 )18 g5 y90 Jalge ol JUS )3 wluas g oloi] o Samyd sl 48T XY )8 51 Jlw V0
By )3 opylaie o5 5l 485 Cua (b padld 290 bl drgicda 500 )b a3 Sug) (il 2 & (6,50
6y Caotl 5,8 Jlate (65ludip g i )3 pgi) oLl 5D 5 i 45uT erdol M ads 5l .l Limgh
Cowl ol oanltio Jlate (gjlokip (slapadll £9b90 b (gl ((BWHS (slawy p )3 98 U cdonpl bl o
Kby g fhe Joloe s 4 8 alainghy cn ke 20 pole Gimgl i 6yl 5l s 4S5 ol
(Anholt, 2006:1-134), (Hankinson,2004: 6-14) sla iagh 4 oy e Slasby (HaiS 9 ) oK
5405 o)Ll (Ruzinskaite, 2015:1-334) 4 (Misiura,2006:1-296), (Florek et.al., 2006: 276-296),



e 8 (3w g lud! b ad WS s Al g b QLS Y e ) IS

Yo R-Yo e A 6 05b el (310 (G5lwid o Slud! jd ad b (69 50 Y Y JSS



Yyo e b0 (g3lwii g g R i [ (Ko g (Sl o

R [ (53l 55 13S0, Y UK

Ao Gilwi g U e (2150 51 4 5 (Sle

e Gloiy = Qlil (lasd ccunl dgpete (e (siluiy 5 (L)L psrie 93 Jbline wslis ol )5 4z 5]
Slods g YIS wile b ylSe & e l)lil & Casl Jlo 53l g0 9 4y oo slod &y e Sldllae 3 5] s
&3y g ¢ (Kotler et al 1993:1-388) ol 55 jos0 bl cleish mjg5 g (9,3 o)) oSS 1 § 3,55 00
(Lucarelli & 59 0 jlos & £l o5 35 jshaioas 416 b lagye CleMbl plod mioctin 5 (poled s
(Moratouski, 2012:201) s s cuddse sy 2bylib ooe B8L 5 a8t L (FJSCs) Berg,2011:12)
Cawl S B (g5lok p (gawds <S> 5 e G yg 0 (Kavaratzis, 2004:64)



V€Y ylinne € Bylowd Y+ Bygd ¢ g pbend (S5 byt g Wl pRa sl yiR g5y dloxo 1

Sl aw (S dlyiea oo sjloss,

Foliie sla lde 28 (gilusin ol
)l o ponl g (BJSE) 290 Jols
Gl Gl culsy a4 o Byl S8
gle plo g OhIS wlopw ()Si25
o)Ll (Avraham & Ketter, 2008:201)

2 OBN,5) (obl5k - gl oidad 93 £ JSU
((& Ashworth, 2008) (Kavaratzis, wtw! 039) el Ly pde Jolao (63,559, o5 951>

Glaal slily 5 oilsl sl (sl L3N
Anholt, ) cuwl slaal 5 (wluo (g3l
5|l dsgamme b a5 (63,S0s, 42007:21
VaNOI0, ) g s 3 o S5
Merrilees et al., ) cosa 4 (2008:372
Pl e glas (2009:364
Jolgs 5l sl yiaS b 8o (giloss )3 4251
Colew Sl ¢ ulid 350 )b o S5
9y 49, (Zhang & Zhao, 2009:249)... ,
.(Gertner, 2011:92; Braun, 2012:258) g cawd 3 059> opl 30 (S yidio (i yoi oS 655les Lol ¢t

O Ny gl b 9 (gjlwnip G LGy 0SS

Db (s03 03 35 b padls (galy (sloa

,» (quoted from Green et al., 2016:259) - yguSSla bawg (6 s Kosp 2olyd )3 493,90 55UgS lul
Bolos ol Colled cham «Sim b g e iyl sy 6,553,8 (UlSal g aeudlad 58 pote ) B
(2006:189) |y punesa ol 0 0] ixtoo Lasowo g (53Ul mwgs o los ylite] il looguas ¢ o rd o3y
oo lgide dmojge) el = (Singp slaailie (oo g 5 ST L L) (Giluky sladdlie (n5ere
«S239551 ofg L) sew (Jaee laailie g (g (o lalie ((Sinjd slaygs o Mollown sl iss
o 5 apateds | ol B 15 (2006:288) ) Sod 5 S y5lb g 03505 (b yo (g lal g e dngliails
gl Jo > lodppl e gilodin loadls (riee lysd b glaahl 9 oeSle o)l
bjligin b el 5 glps (Ko i pdye Juily bl ©pd Sy (ol 4 i o5 (2006:117)
O il ol (slaadlye bl 1518 (2155 1 (2015:194) oSy jl) bl o Siudipy 1 oo (ol Jolge
SSE 4y 1) S o slbasgasmo; upm g 03bisl "y il 5 "y jlileda slapl L asgaze 93 5 )
PO y0 Sty g @lpo o 35l cdam wan] wile plaadhe |y 15y jluledis (69 (chndiwd e sl 03905 B yme
2 3 By sl ledy sladilie Wjloe (09 55 paie 5 (65525 kS dive )9S cdiald byl g
sbo g 228 G S i ool Gla S iy o0, Nes Sl Shg iy s par oS e Jold (laBmy sladind
S5 e sl ol g b wasd s Shy

Je sl Wloss 35 sate (gilokiy sl jlam o b S (885 laptagh | 5)lun b 4t axsl p ogMe



Yy e b0 (g3lwii g g R i [ (Ko g (Sl o

13 (2013:366) _ yucl po 5 Slodg0s 3yme (ilody (655 yo L |y Kin b (2015:169) & yg5al o Ly lolS
oy adgil 35 (Pl Jelgs sl w058 basee (g2 (ole ik 4 (amecun ) Jelge cuenl sl
g se 03 b Coonl 1> (2010:30) @55l 5 s FIGE by joed S e sl )] 5l (Six lpea )b
Slebs ) 5 o0 b a8 wlanaly o)Ll GladSS) 5 Sgasy 14 Culidge 4 (2014:217) lise 5 565 Lsly e 5o
2l IS5 (2008:94) g5 g 550 jas Gillao (gl Jole Cuponl Canl ditl oo 50,3135 (S polis
Slygat gl 2 e 1y il galal Jelge Cponl ooy ) (2016:1061) gsis 5 lgshlSisl 5 35 (oo 285 Jalye
Sl 3l 0gdce (ATTY ()8 )3 byl Copie (polusl dilgo & (g y0d (gilotiy Wl B Wlodgel (yme p3ye
Sy 5 n gl Lol yen) $laie pb dy S 18 25 5T 4SS ) (Baker,2007:37) S o 4455 e
oS 2 &8 Cdls (VWA co0ljesl) lig e S o (b 1y o] lsien |y plate .ol comyg0 AT 8 1o (355
Vela, Nogué, & Govers, ) sl 1y cogn 0B, olsil o Lol jid S5k & s b el Koy
sbeos 1) (B pas Wlgi e ool ) el el iy g 039 (03 (g gt Aiile Jlaie pogie (2017:26
(MNANYAF o3l pel) Slasnily Ll zgye 5 ,S5ko oo 9 b yoj)) 8015 oo |, Llaie (Hagens, 2010:76) aas )),8
2 e gl e jlosiy g cul e S o Sy 5 kel gt ¢l bl ol caipola
polie pbad g g9y wy e 9 Joopll (Vela, Nogué, & Govers, 2017:24) >4 sales aie (6yge i
SlosbuS 395 By 0 1) Hlaie e 1 08 Hluwo i S @ 550] oy b 4 G )y (og0s Bloiil &S Jlats
@ pdnline ) jlaie oo (RE 4 (s 0ed il gloy b lojen 9 3l sloans ) 42 ST .(Hagens, 2010:87)
9 s Sy lale (silwdiy poi o (Daniel, 2001:269; Moya, 2011:57; Domosh, 2013:198) 1<
McKendry & Janos, 2015:45; Gulsrud et al, 2013:330;) cuol ous o)l ol (silusiy
by o] i) Gygps g 98 0 ablis e 5l Glohg Cavgas lpca e e8] (Friedman,2008:41
Cuwl o a8 3y (Tobias and Muller Wahl,2013:266) (¢ ;ls

3Ly oy o 35290 Blge &) 5 350 pyes 9 GhITCwliw bawgi Jlate (ke (35,1 S > &S Ll cl
clacé iy sl o ¢ (Vela, Nogué, & Govers, 2017:33) o3¢ o o5, bais (cowas 2 o5 o jlate
Pl laicds Ny Hate slaadlie g dlul s (Gulsrud,2015:46) >3l ,85ke (golaidl Wb, b ) Jeocecuw
b Sl senl dap ol )5 (g el cunss

2 P Jolos (Bpme 4 cimgh 09 U g Canl ol S (silosiy Sl (ol S jlate (gilusy aSi] aeagil
S nailio 45 goome S| Coms 5 (x0035 (35505 syl g5, 5 it (53t Slal sl o it Sy
basye slasingss 3 Jole 6 s 3 15T L olS g 0t (gt Oyguody o8 bid oy aosliy o (S (bt
o 9 5kale 9 SRed ilekiy maplie | S pa e o b Ll ool 53 a8 salgs (B wlesd )b
peplie 5 OlalS ] ol (gl gorme 5 gy 42 ) g0y aie (gilukin o slapasls ol il g
(P JS) 45 st e TV 5 a0 A B 5 adgl (35S 5 o 51 s 9 ol Jate (gjlosin b ke
@9y Al yo cpl 3 = jlate (gilodiy )3 0fagds 9 = SR il p 3 Eela 0N 395 9 ()5 (sladgeeS >
s s 1 ol 3l 31 kit laz 5 B g (lSSe (g5l Sladl g ycias (sla gl solass )3 ol
Sty p e slaailie gl o ple (latiS 3)lge o g (paseie oy sain p AST L laiine o ol



V€Y ylinne € Bylowd Y+ Bygd ¢ g pbend (S5 byt g Wl pRa sl yiR g5y dloxo YA

285 18 8y i) 2590 e gere g b (3ol Jaie (jlutiy (ol (slaailhe b b /i8S

e 53 o 53laiy (5l ilgn g Slasl (5 Ayl (lolid N JSS

iR B9

2 513)05 (o0 i & e (Sl S ERg R 53 (a5 5 9 (o5 (S a3 )S0g)) 3a0 ol Civw s o
oAd (Byme e Sk CladS lp 309, (ricwlie plgisr o de 305 Jd 4 (S350,
(Chan & Jie (sl,) Slodges 35T 5 3,509 S5 9 ool 4 (o Ktngsy (WYY Al o)
ol 05 48,5 000 S 53,09, 5l s imgh y> ((Ruzinskaite, 2015:156) Marafa, 2013:236)

sl 2 S ye3 5 )by Slgime oS gy b jlaie (gilwdin p S p80 Jelos o wunss Al pe 3

231 Sl y 5 sl iS5 (08 2,509 93 0 0kl 00 4 b, plgier > gy o 5T e 45 Pl e
5 s S W adie 6, SIbye gl s )3 )5 (Markmann et al., 2020:3) o, SKiagss (s 0,bsd 4545 590
B g (WWAYDNAY (st 5 Sland) i glul YAM )3 oS 55 0 0uel (o518 ald ¢ aly (g aidl LIS (o aseus
Gy b iz la olie S|l 039y 03litelyjge yol (Aagh )3 9 djby (o b odl Jou 4 gyt
oslaar Jl o ol ) 0y Al iyl (il 53 23S 0dlitl (5 3 s ()l gex sl Ol
oo b (2o (656 dasl I (glasgoome @read sl powye B9y So S 4 Shla (1 SSle (GLolis )8 @l
Habibi et al.,) s auwsbre (U) aisin b alin s mSke 9 (M) Lwgie 1Sk (1) S b ailnn 1:Ske
oS gmn cpl & tcal 03g (BpdlglS g (S5laB (Do) 53 5l (S L oA plsl e s xS 4ses (2015136
Bjo> »> oldal jload jiie slaimggy (Wl g peitune yobo & I) laastie Cuwss )i dix L B,
S om el p> ailons 63938) Cuw e d 4 ccotie 5 s s elwl g Lasl ple g 03508 bl (g (ilodiy



4 e b0 (g3lwii g g R i [ (Ko g (Sl o

(Y USS) caiS JaoSS coniin Y gt g Sl 1,8 V0 Sl yauastie b )8 de Cawppd 3181 L yolas
4SS W A(OYAVIYY (g pilan 5 18 00) 39 oo 5 (bl e b ol (658 Lo 2y 2B (805 2, 3
(S5 ges ol (oulidby) plrudl Sdngh Cawlus = gk (e slagpliel glajles 0
ol 80 ol (29,5 baugs Lol= (VAT Y« i g Slimd) o495 oy di] g odld lojen Julox/ 6y913,5
o (eIl s il ly 3BT 5 ligyS ST 51 Gimagy s Al jo 13 093 b b S 5 Lasogi s

A oolastw! Lﬁ"l"l" ).:L}é.) )R k> W SPSS )1)3‘[9)., Jr

L asdl

Sl (b)) e Aabiptian s oSS Olredgr (39581 b addlia Jlages dapadls (o Sbjé Ban b dlsjo (nl
oy 5 atwlgd G 5l ondal &b p slol 3 5k Glasyy S (VLS L (pimen b lall Laadle 5
ilio dlael pusi g (oM Slhle (g3l 3 cols] o ables by b a3 ld cabaiwd pMol § eSS Baa bl 55
ol o YU (oS b slolS il Lol 636 uSilo SPSS Lo 5 Ly 2,8 g (A JSCS)
36 Sluslre ookl b o JolS” 3950 (:be ) 5l ool b (215) (651 Slas Slwlons g dnolons foiee
@ab b e o) 51 Gy 48 e SO U o o 9330 b Al ya sl 5 S yttie a3 b a8 )l o)
Ol 5 Tl b QB IV il g o e Sy blitsl 2 Ly ()SUsS slagsimgly ) 45wl
W) adlio ¥ (glp o8 pd b0 muess 0B o (651 5l Jolbs shd Jlade o sl (56 9 (g3l (o5l Slasle
a5, 33y i oo ol 3005 (6 St lailon i 1l o i 3 039 oo a1l ) 5SS (155
09May . oolasdl sm 1" (6, K55,5 10 ()18l £45" g (liloy s I " owy &dis™ (elein] am I g0l
0 ey Siagh AT ae gl g s Blo a8 am ) "t (Sai” Wlse (58 glonl olul
288 )15 15T 590 Jits yobo & it (il 20115 lighe clyies o

olie gl o 5,5 )5 il Grizpen

Sl S St gpanl by

(Nelsiptss 43

;'T:Glfol_tb 5 slesd) b v e glens g leae ale in dogadls By Lfo%u calud g Oglite o

Lokl a Lzils ol .
JI-.h-—J;JI—”_hhh-\—J IE’.'.L.LHH . f‘.LHJ A “te - . “te .
s o e dLﬁd&J}o «» PLCJ' l) Lbd.d}o —.)l:.g1 )1.)54).:
; Gz sloeje> Smngy
Ok e sy e

5

g slael gl s oo Oped" Ao g dsgerne i " pgad ils"

(=2

e 5 pcnles 15 Al 55 5wl

L EE ALY 5 s

(Dylts g0 5 (ol cglane on R BT TR
. - 25 "l A e ala” dalge M aie

2Tl m T LR e (ST I I-1 3 ! by -
AN SR I T oyl s IS ) 5;.....4.)).‘ Gl

= € S

| A 5 "Gpdilel" die o dsgerme
S S VS b ddge (¢ acgasme i " olIE Sin 8"
g " s oy " Mojeje) (S5 laadlhe (pizmen )5 45" S b
S Ao sl degormo 5 A o SIS b a8 S b - jlaie Jolus™
boda 465 canleds s 4 (503 Jlaine bl dall jd . 50d Syxe ' S5
2 Ao B > " pegas SISl = (bl calu ;" slaadle ggj plool
g g (e Sl Al LB 0" s (gl - (g gl Mo L
wilie (o316 slacl A JS5 M m (Sim b ool g Y g B 0 M olside — oges s
(Habibi et al... 2015) s Ko 4y dm sl (6,8l gl pgei] b bl Al pe 1 oS



V€Y ylinne € Bylowd Y+ Bygd ¢ g pbend (S5 byt g Wl pRa sl yiR g5y dloxo AR

& a3k 5l (B3 asltanyy Pl (oS gla 03y (B3 (g dlsye () 3 sl 039y (o8 (6 el LL
s radlie caly 45) S5 4 T oS Sjpo dm o slaadlie Jitue (6 duwslie g ol plxil 4, Lo
@ oy ol esy b geil SaS ay oy 4, ) ol gl D9 0090l (558 A g, 4 6 Tyd
ot e gilodiy wal8 5 ge slaasls cuicnl g (A5 Gey 5l 6t el b Cllas Sligan
ool Sl (5 4L )5 S slaasls g o1d s 4lhe Y5 g am A LB 3 o550 oles (o Sl )
Sl dslone dais oyl > 2285 sl (Kb 5 (Sl odlatdl agmetin; lails) (s (slo]
a2 oa b gl plol ol LS Jgid BB 1) as s (bl 5 /A5 ]y s ol Jlaie SPSS s glig s
ool 2 3905 3ol 1y JgiB BB bl 9 +/+0 5l 5iaS ()1 ine o 55 SPSS 3 uilyly 5JUT (5 ol S8
e g3losiyy aulid 50 e sla adlge olas yes allhe O L S pa (S b g S (slora] uny s Laadly
23 51 50 dlal ple b duslie ;3 je50 slal jiin Cacnl (g odimd lis &S |y a5 cpl il ool olas] ags a4y )
g silobin glagiogy ¢ auin 3 (S8 g I (elanlalal 50 b guen Gl il laasie
)58 o S o 5 el Lol Sy S oy 5 8ke 6yt (sl 48 ansls leal ol Al
Fasse ¥ ly oS lade (o) Sse 3l i 5 205 538 Sluwbre (L j3 (ol jrogdle ((VF) g dxax
Jie) et (SXgmen 13l IO )le 5 ) o 3y90 (sladdlae el Cawd 4 A0 1 555 (I an (laaidlye
Ay qenyS G55 lde) b cale pj (A ply Gunn S G551 o) cnslate (2loed (ARl Guun ST 05))
Ay dn A ple )3y S sw iy Coonl il ol (/A ply a5 (55)) ko) I slo Lt 5 (/Y

douo 0l @8l WSt 3o ((Anholt ,2006:67) {(Moratouski , 2012:195) (Campelo et al., 2013:54)
dlioe (2ld yldges > e ¥ s Jols baadlge slass (a8 b amecin)  dm Jlis (5 a3 cullS
99y 3l okel Cawd 4y galad 3ae g (65le (631 Sluwlxe (6 Al aw sla pSibe dm ! (claadhe oS Dy 0gMe
Codl ddlge (sl canl 03g Sl ol Sl 5 ol e cnl laadlye (25 5 Slislre )3 S50 (:0Le
Hade ot g5 ddlhe sl 9 (1= 0/27, m=0/34 , u= 0/5) JYV ply caws,S (o5l slde (Jasecan;
e s JBlis cuenl cusdly cpl el cand & (1= 0/19, m= 0/41, u= 0/54) /YA il Caws)S i3
buog jlate (gjlobiy daste glaingly oy 0 4SS e dub B bl i (gjlosiy 2215
shecinsj Jolgs Cuponl ST e gl Ll el oaiis oaalie w13 ol b baspo Jolge sz 45 o) SKutingy
(Porter, o (Merrilees, 2013:364) (Y +\¥:MVes,blgl5) Jko (sl = jlaio /5o (g5lossy calisee Clisins )
58 ol 1 Sy b a3l g o 15 olol 5 pizcen g a5 51 g3 dests ol — 2016:191)
O93) " ndy gt dlge ol dny 3 0ad pasutie 5l (gl jbgel 0 Sl Cu Sl S e
Sgmen” dge A da 3 (A uan)S )] ) sl 5 g Al elazal any 3 /AT Gy S
oo x50 (U oS (35)] ) esiine b S Aidge (gl dny 1 (/A Gun S 5551 " lase
22 A a8 ) ) ool sl dlge (oolaiBl a3 VA a8 05 )" daioecin; £45" ddlga
)l ) e cagn"alie (Sin b am 3 5 (AT G S a5l ) Moo gine Sl Alpe (o)l ax
dge Ablgs ) Jlaie (iludiyy T8 )0 (65 S G g 0nd ()] Coradl (liee st Gl (/A G S



Ty e i 5ty D e | ol 5 s Sl

s Eso9e ol 15 9 9350 425 8 ol sl sloailho e b aimocans dme g o g folins (5D

3 )8 e sy )90 ple )bl ol g ST slasimgls 55 lgise

SNy sy Iag0d 5 (2135 (55U (gl (551 LS AU



S8y s ,l13505 9 (2155 (551 g5l (55 S AJSS

i3 5 e 2led 5o aidge 5 Slat Yo IS



Ty e i 5ty D e | ol 5 s Sl

& 5 4o

i sl 2 8 o5 slapasls > Sl Wl BN S5 Billas jlate (il Jao daaidl gl
Olejed g ©ygpo 2 (ST g 03ges aub |y Jlaie (Gilukiy (samtiz Wl b (Shom Whad (5,0 oy
(5loj LS )9S (sl pgal (392 hgae Aie o lilenly ol ggite slaailia Sl (gam A glas oo 4,
(S0 b ¢ elain] ¢ wlow (0 s Cutin dgng 4 Coams piY a1 Lol job ya 5 aS 3y dales b
3 2 0dd b (sl patls oS d oo b e 5 39 3ol aoracin 5 (laibo, (golat] ( Sin b
Sl (pizmen Jlate Sk p lapadls 45 Ngd Mol (gilukiy Blall gues 5 il S cuin polas
ol Jbo ey 2,85 5 plelg 1y 21 ol i0d 5 e o b I3l oo S 2,50, x5
AV G55 Giman (VY JS5) ol Jlaie (g3l > (03 dg b ol 1 e g (65 sSObles saelunsay
2 0 (953 A & Comd Cagp Sy g Bl [ Slen ol Cagp” b awglie 3 " et coge”
(stlian = QIS S 9Lk )3 By eeia & candl ol Sl Glie 1y adl ) ol Hlate (il a3
Wp o lpd Joad g 35290 Cagr Glou S sl )y Dl s Wy adle SVL st dxg Coonl
QS gy g ST i 3 iled e bl (5 i (T (slaadls &) Cus ples laasl
Olime 5 (e D500 dbled Cogti oy e (gilwdl @8 el pylaie LIS Gl 084 pasie (gyianal &)l o
E3e2e 3 A8l o] (sla gy 2 itz (29090 Bl on Jaie (s3leki Sl B )3 Cagh g dn 2 15T (5,1IS B
5 olul (3805 ogrdo yl 5l casl com b Bg) g porde A 93 5l pole 00 el ssly o ske!
laasio g oo yugad ool 5 gl Glg GRIB e > Gt p5 late (ilusiy Ll b gl padli
33 51 (slge 8alisl (3o by ai Sl ABl oo 558 (sLblyie )3 saie (Gilokiy ST sla o g laiegh (sl
Aol g p5 (glmodly jloaslundas mlis lisabl o pd (e (63l i 55 oty b (5L (igeil 5 658
5 @b e ileny dlise Slllhae 3 jlate (losiy Collas ol Cy 5 42 ST amd oo G133 ) (B
2 B grdn Giagh g Wl puue Jale (gilase o Sdngh ohig (LSS sty Ko Cuwlos b
Simoh zuls (65,50l o] SV geu AT Jlate a8 s s 5 Sl 3 el Jainyge ol 4 ol yue
Sojlixe 5 03905 Jaws ) Loyl Jlate (giluiyy b bagye Slelidl dlpl (383 5 polr g2yl Ry L ol

25 amlgs wald ST claingy gl oo odmgfy

e 28 \ 9 (e
- 1=\ _— 0 i )
e B 1 . 4
/ ; Y of L )
L= 2
S ) / F 4 \ I S
= /—,\ [ || A
b I\ slaly @y lats il - @\ P
b \ o 38 | T 4 -
PO et = \ /] | S
: / / gerd v A /) v :
oy ¥ Sk ) \ A A/ 3
e . / = I S \—"
=/ ,ﬁ

o

ON. 5 -

Ladlgo g dlasl (2 Jiokeo < IS 2929 VY S Ladlgo g dlal ol e (g3l Juo .V Y JSS

— "
B | o) s N 7 * u,
s — ' \e. I \ > il . re)
Uil :r.- ; - . \@I -,
¥ NS >



V€Y ylinne € Bylowd Y+ Bygd ¢ g pbend (S5 byt g Wl pRa sl yiR g5y dloxo \AE3

P g

ol a3l Jbo ol dlie oyl Jotuws odin g bl 4 Lo

&bo

aslllan (60 (g5lwdy 5 2o ya5 5 1A Hoore I g0 (sdieils) o (VF* V) Dgete ¢jgy drer g 105 ¢yl yy
DYVY V)V e ccomed siptelin (slslis (slojingy dbxo g5 35 S e 106390

2570 Ly (50D pgai Sl 86 jlaie da CudS (S S o (V1)) (sdge csdime 5 gige ii; S
VONYA (VN + o spppaolip (sbdlpsis slojingy dlme (25 = )b

sl ilpl 2 (obipte (S Glaiiagh 1 bl 5 2ls) GBI OYAY) cij s ydan 5 s 0 S

o3l b oye ailioygls 5 L81s Kin s0lS” Jolgs ol (IFAY) e ccpmis 5 M g 3L, oilamd
A151-178 (V)V¥cuiof 5] dolilias ( c5l6 (A5 g, )

ohlasl:olws Jgl Gl 50D demue dan 5 gl gl oo dbawlys 510 Kuliys (AYAY) .l cuiaol ¢g,blsl5
IR e il olojls

(2SS Spaen o2l hislowl (g0l 1y o 3,8 Loy dex 5 b (clalad copas (claplSe (VWAT) o Lge S
e oKl ub‘ww‘ ube‘: Lo ul>
YN (FNY oo Cu o jlfouiin . ol (sl o M (gl

S92 105 (S5l (caghie Jhe s (VYAA) . oo olansdy Spmes 03]l L phacxe s3blol oliy oo

Refrences
Acharya, A., & Rahman, Z. (2016). Place branding research: A thematic review and future
research agenda. International Review on Public and Nonprofit Marketing, 13(3), 289-317.

Aminzadeh, B. (2016). Values in urban landscape design. Mahkameh pulication, Tehran. [In

Persian].

Andersson, 1. (2014). Placing place branding: an analysis of an emerging research field in human
geography. Journal of Geography, 1-13.

Anholt, S. (2006) Competitive Identity: The New Brand Management for Nations, Cities and
Regions. London: Palgrave Macmillan.

Anholt, S. (2007). Competitive Identity: The New Brand Management for Nations: Cities and
Regions. London: Palgrave Macmillan.

Anttiroiko, A. (2014). The Political Economy of City Branding. New York: Routledge.

Avraham, E., & Ketter, E. (2008). Media Strategies for Marketing Places in Crisis: Improving

the Image of Cities, Countries, and Tourist Destinations. Oxford: Butterworth Heinemann.

Baker, B. (2007). Destination Branding for Small Cities: The Essentials for Successful Place
Branding. Portland: Creative Leap Books.

Barke, M. (1999). “City mareetigg as a 1l annigg tlll ”, in Pacieee, .. (dd.), Applied Geography:
Principles and Practice. London; Routledge. 486-96.

Braun, E. (2012). Putting City Branding into Practice. Journal of Brand Management, 19(4), 257-
267.



Yyo e b0 (g3lwii g g R i [ (Ko g (Sl o

Burns, Peter; Novelli, Mariana. (2008). Tourism and Mobilities: Local Global Connections.UK:
CABI.

Celik, D., Gokce, A., & Koca, V. (2013). The Urban Landscape Oriented Branding Strategies in
Tourism: The Case of Bartin. International Caucasian Forestry Symposium. Turkey 24-26 Oct
2013, 846-855.

Campelo, A. (2015). Rethinking Sense of Place: Sense of One and Sense of Many. In: Kavaratzis,
M., Warnaby, G., Ashworth, G. (eds) Rethinking Place Branding. Springer Books, 51-60.
Chan, Chung-shing; Marafa, Lawal M. (2013) A review of place branding methodologies in the

new millennium. Place Branding and Public Diplomacy, 9(4), 236-253.

Danaeifar, H., Mozaffari, Z. (2008). Promoting Validity and Reliability in Qualitative
Management Research: A Reflection on Management Auditing. Strategies in Management
Research, 3(1), 131-162. [In Persian].

Daniel, T. (2001). Whither Scenic Beauty? Visual Landscape Quality Assessment in the 21st
Century. Landscape and Urban Planning, 54(1). 267-281

Dehghani Firoozabadi, J.& Bogheiri, A. (2014). Identifying the Key Factors of the Civil War in
the Arab Middle East Using Fuzzy Delphi Method, Afagh-e-Amniat, 24(7), 151-178. [In
Persian]

Dinnie, K. (2011). City Branding: Theory and Cases. London: Palgrave Macmillan.

Domosh, M. (2013). Consumption and Landscape. In N.C. Johnson, R.H. Schein & J. Winders
(Eds.), The Wiley-Blackwell Companion to Cultural Geography (pp. 198-208.). Chichester:
John Wiley & Sons.

Drugan, G. A. (2014). The development of an analytical framework for the measurement of city
brands. A PhD thesis, Supervisor: Kang, J., Faculty of Humanities, Manchester Business
School.

Ferndndez, D., & Meethan, K. (2014). The Relationship of City Branding and Tourist Promotion:
The Case of Plymouth (UK) and Malaga (Spain). Athens Journal of Tourism, 1(3), 217-226

Florek, M., Insch, A. & Gnoth, J. (2006). City Council Websites as a Means of Place Brand
Identity Communication. Place Branding, 2(22), 276-296.

Friedman, Th. (2008). Hot, Flat and Crowded - Why We Need a Green Revolution - And How it
Can Renew America. New York: Farrar, Straus & Giroux.

Gertner, D. (2011). Unfolding and configuring two decades of research and publication on place
marketing and place branding. Branding and Public Diplomacy, 7(2), 91-106.

Go, F., & Govers, R. (2011). International place branding yearbook 2011: Managing
reputational risk. London: Palgrave Macmillan.

Govers, R. & Go, F. (2009). Place Branding: Glocal, Virtual and Physical ldentities,
Constructed, Imagined and Experienced. London: Palgrave Macmillan.

Green, A., Grace, D. & Perkins, H. (2016). City branding research and practice: An integrative
review. Journal of Brand Management, 23(3), 252-272.

Gulsrud, N., Gooding, S. & van Den Bosch, C. (2013). Green space branding in Denmark in an
era of neoliberal governance. Urban forestry & urban greening, 12(3), 330- 337.

Gulsrud, N. (2015). The Role of Green Space in City Branding: An Urban Governance
Perspective. PhD thesis. Supervisor: Cecil C. Konijnendijk. Department of Geosciences and
Natural Resource Management, Faculty of Science, University of Copenhagen

Habibi, A., Firouzi Jahantighb, F., & Sarafrazic, A. (2015). Asian Journal of Research in Business
Economics and Management, 5(2), 130-143.

Hagens, Janneke E. (2010). Performance of landscape concepts in spatial planning branding,
bonding and bringing about. PhD. Thesis, Supervisor: A.J.J. vander Valk, School of Social
Sciences, Wageningen University

Hankinson, G. (2004). The brand images of tourism destinations: A study of the saliency of
organic images. Journal of Product and Brand Management, 13(1), 6-14.

Hanna, S., & Rowley, J. (2008). An analysis of terminology use in place branding. Place
Branding and Public Diplomacy, 4(1), 61-75.

Hanna, S., & Rowley, J. (2011). Towards a strategic place brand-management model. Journal of



Marketing Management, 27(5-6), 458-476.

Karmona, M. (2015). places urban spaces the dimensions of urban design. Translators: Qaraei,
F; Ahari, Z.; Salehi, E.; Shokouhi, M. University of Arts. Tehran.Public. [In Persian].

Kasapi, Irisi; Cela, Ariana (2017). Destination Branding: A Review of the City Branding
Literature, Mediterranean. Journal of Social Sciences, 8 (4), 129-142

Kavaratzis, M. (2004). From city marketing to city branding: towards a theoretical framework for
developing city brands. Place Branding, 1(1), 58-73.

Kavaratzis, M. (2005). Place Branding: A Review of Trends and Conceptual Models. The
Marketing Review, 5(4), 329-342

Kavaratzis, M., & Ashworth, G. (2008). Place marketing: how did we get here and where are we
going? Journal of Place Management and Development, 1(2), 150-165.

Kavaratzis, M. (2009). Cities and their brands: Lessons from corporate branding. Place Branding
and Public Diplomacy, 5(1), 26 — 37.

Kavaratzis, M., & Kalandides, A. (2015). Rethinking the place brand: the interactive formation
of place brands and the role of participatory place branding. Environment and Planning , 47(6),
1368 — 1382.

Kavaratzis, M., Warnaby, G., & Ashworth, G. (2015). Rethinking Place Branding,
Comprehensive Brand Development for Cities and Regions, Switzerland: Springer
International Publishing.

Kavaratzis, M., & Hatch, M. (2013) The dynamics of place brands: An identity-based approach
to place branding theory. Marketing Theory, 13(1), 69-86

Kavaratzis, M., & Hatch, M. (2019) The Elusive Destination Brand and the ATLAS Wheel of
Place Brand, Journal of Travel Research, 60(1), 3-15

Khakzand, M., & Saidi, M. (2021). 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. Journal of Geographical Urban Planning Research, 10 (1), 23-38, [In Persian].

Konijnendijk, C.C., (2010). The role of forestry in the development and reform of green belts.
Planning Practice and Research, 25(2), 239-252

Kotler, P., Haider, D., & Rein, I. (1993). Marketing Places: Attracting Investment, Industry, and
Tourism to Cities, States, and Nation. New York: The Free Press.

Lucarelli, A., & Berg, P. (2011). City Branding: A State-of-the-art Review of the Research
Domain, Journal of Place Management and Development, 4(1), 9-27

Lucarelli, A., & Brorstrém, S. (2013). Problematising place branding research: A meta-theoretical
analysis of the literature, Marketing Review, 13(1), 65-81.

Markmann, C., Spickermann, A., von der Gracht, A., & Brem, A. (2020). Improving the question
formulatinn in Delphifiee rrr eey:: Analyiis ff tee effects of attt ract langaaee and amount ff
information on response behaviour. Futures & Foresight Science, 3(2), 1-20

McKendry, C., & Janos, N. (2015). “Greeii gg tee iddttt rial cit:: eqiity, eiii rmmmnt, add
ecnnmmnic grwwth in Seattle add Chicaoo.” International Environmental Agreements: Politics,
Law and Economics, 15(3), 45-60.

Maessena, R., Wilmsb, G., & Jones-Waltersc, L. (2008), Branding our landscapes: some practical
experiences from the LIFESCAPE project, 8th European IFSA Symposium, 6 - 10 July 2008,
Clermont-Ferrand, France.

Merrilees, B., Miller, D., & Herington, C (2009). Antecedents of residents' city brand attitudes.
Journal of Business Research, 62(3), 362-367.

Misiura, H. (2006). Heritage Marketing. London: Routledge Publication.

Monavarian, A., Abuei Ardakan, M., Pourmousavi, M., Rahimian, A. (2013). Urban Branding
Process Model for Iranian Metropolises, Public Management Perspective, 13(4). 41-63. (In
Persian)

Moratouski, G. (2012). The role of architecture and integrated design in city branding. Journal of
Place Branding and Public Diplomacy 8(3), 195 — 207.

Moya, A. (2011). The phenomenological experience of the visual landscape. In Nijhuis S., van
Lammeren R., & van der Hoeven, F. (eds) Exploring the visual landscape. Amsterdam: 10S



rry e i 5ty D e | ol 5 s Sl

Press, pp. 57-71.

Ntounis, N., & Kavaratzis, M., (2017). Re-branding the High Street: the place branding process
and reflections from three UK towns, Journal of Place Management and Development, 10(4),
392-403.

Ode Sang, A., Hagerhill, C., & Sang, N. (2010). Analysing Visual Landscape Complexity:
Theory and Application. Landscape Research, 35(1), 111-131.

Oguztimur, S., & Akturan, U.(2015). Synthesis of City Branding Literature (1988-2014) as a

Research Domain, International Journal of Tourism Research 18(4), 357-372.

Partanian N., & Jomehpoor, M. (2022). Assessing Citizens' Satisfaction with the Food and
Entertainment Axis in Urban Branding A Case Study the Shahrak-Tohid of Sabzevar. Journal
of Geographical Urban Planning Research, 10 (2), 53-72. [In Persian].

Porter, N. (2016). Landscape and Branding, The promotion and production of place. London:
Routledge

Skalova E. & Peruthova, A. (2016). Quality in rural tourism services. Journal of Slovak University
of Agriculture in Nitra, 13(7), 1058-1065

Rainisto, S. (2003). Success Factors of Place Marketing; A Study of Place Marketing Practices in
North Europe and THe US.Doctoral Dissertation. Helsinki: University of Technology.

Rehan, R.M. (2013). Urban branding as an effective sustainability tool in urban development.
Housing and Building National Research Center Journal, 9(2), 173-186

Ruzinskaite, J. (2015). Place Branding: The Need for an Evaluative Framework; Doctoral thesis.
Huddersfield: University of Huddersfield.

Tobias, S., & Wahl, P. (2013). Can place branding support landscape conservation in cityregions?
A case study from Switzerland. Journal of Land Use Policy, 30(1), 266-275.

Vanolo, A. (2008). Image of the creative city: Reflections on urban branding in Turin. Cities,
25(6), 370-382.

Vela, J., Nogue, J., & Govers, R. (2017). Visual landscape as a key element of place branding.
Journal of Place Management and Development, 10(1), 23-44.

Virgo, B., & Chernatony, L. (2006). Delphic brand visioning to align stakeholder buy-in to the
city of Birmingham brand. brand management, 13(6), 379-392.

Vuignier, R. (2016). Place marketing and place branding: A systematic (and tentatively
exhaustive) literature review. Switzerland: University of Lausanne, HAL archive.

Yazdan Panah Shahabadi, M., Sajjadzadeh, H., & Rafieian, M. (2019), Developing a Conceptual

Model for Place Branding: A Review of Theoretical Literature. Bagh Nazar Magazine, 71(16),
19-34. [In Persian].

Yuksel, Z. (2016). Toward an Understanding of an Inside Out Perspective on City Branding. PHD
thesis. Bradford: School of Management, University of Bradford.

Zavattaro, S, (2018). Place Branding Through Phases of the Image. translator: Dadgar, M.
Tehran: City Beautification Organization of Tehran. (In Persian)

Zhang, L. & Xiaobin Zhao, S. (2009).City branding and Olympic effect: Case of Beijing Cities,
26(1), 245-254.

Zenker, S., & Rutter, N. (2014). Is satisfaction the key? The role of citizen satisfaction, place
attachment and place brand attitude on positive citizenship behavior. Cities, 38(1), 11-17.
Zenker, S., Braun, E.())))) ) Qeettiiii gg a “oee iize fits all” city rr and Deeeloping a rraneed
house strategy for place brand management. Journal of Place Management and Development,

10 (3), 270-287.



