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Introduction: Today, the creation of a reliable and credible brand in the eyes of tourists has
become one of the most attractive and controversial topics in the field of social geography
and tourism marketing. The beauty of the geography of a region along with the culture and
social traditions of the communities has led to the growth of the tourism industry and the
increase of tourists.

Data and Method: The current research is applied in terms of purpose and descriptive-
survey in terms of data collection. The statistical population of this research is the tourists of
Mashhad city. The sample size was determined based on Morgan's table and using a non-
random method available to 384 people. The tool of data collection in this research is the
standard research questionnaire of Monilino et al. (2022). Cronbach's alpha was used to
confirm the reliability of the questionnaire and confirmatory factor analysis was used for the
validity of the questionnaire. The obtained values indicate the reliability and validity of the
questionnaire. In addition, divergent validity was also confirmed, and data analysis was done
by structural equation method and using smart PLS software.

Results: The results indicate that brand attachment mediates the effect of brand identity,
brand reputation, and Enduring culture involvement on brand credibility. Also, acculturation,
destination brand identity and destination brand reputation have a positive and significant
effect on brand credibility and attachment to the tourism destination brand. In addition,
attachment to the tourism destination brand has a positive and significant effect on the
reputation of the tourism destination brand.

Conclusion: It shows the importance of the location and origin of a tourist destination, that
social geography has caused differences and different traditions, which brings a special
attraction for tourists and other nations.
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Introduction

Brand credibility as a general evaluation that originates in the minds of customers from the quality of service
received by a brand, which is retrieved from memory through the stimulation of emotions and experiences, and
forms a positive attitude and attachment to the desired brand. When tourists have an attachment to a brand, they are
more likely to choose that destination. Attachment to a tourist place plays a key role in choosing a tourist destination,
the decision-making process, and choosing the tourist's favorite activities in the tourist destination. Since a tourist
area becomes a tourist hub of a city and enjoys a high reputation in the minds of tourists; It also changes the
traditions and behavior of the people of that region and influences the cultural patterns of each society. Accordingly,
the tourism managers of each city should pay more attention to the culture of tourists. Because every tourist
destination has its own principles, beliefs and values that form the identity of that tourist destination. Also, the
reputation of the brand by reminding the good business of the brand in the mind of the customer creates the desire to
follow that brand again. In recent years, more and more attention has been paid to this point and more recreational
and tourism facilities have been created in this city so that travelers can have the maximum pleasure in this city and
have happy memories of Mashhad with them and increase the number of tourists traveling to Mashhad. This is a
tourist destination. The city of Mashhad is the most important pilgrimage hub and the main center of religious
tourism and pilgrimage in Iran, and especially among the Shiites of the world, it has a privileged position and is the
place for millions of pilgrims every year. Considering the place of religious and spiritual journeys in global tourism,
the cultural acceptance of tourists from this tourist destination and the welfare conditions of pilgrimage destinations
can play an important role in improving the brand reputation of this pilgrimage tourism destination and provide
suitable conditions for the emotional attachment of tourists to this destination. Conducting this research is necessary
because due to the spread of the corona virus, the closure of tourism in the entire city of Mashhad has caused an 80%
loss to the businesses of these areas, and conducting such a research may be a small help in identifying the economy
of this city and the tourist centers of this city. Due to the theoretical vacuum in this field, this research is looking for
this important. In addition to having one of the most important religious places in the country, the city of Mashhad
has unique attractions and entertainment in its heart. The presence of holy places, large shopping centers, museums
and green and spectacular villages has made this city a suitable choice for tourists in every way and they can spend
happy and fun times in this city.

Data and Method

The current research is practical in terms of its purpose and descriptive-analytical in terms of its nature and research
method. The statistical population of this research is the tourists of Mashhad city, whose number is unknown, and
based on Morgan's table and in a non-random way, 384 tourists were considered as a sample. The data related to the
theoretical foundations of the research were prepared in a library and documentary manner, and the raw data of the
research was collected from the members of the statistical community. This study has been compiled in three parts:
introduction, demographic questions and questions for measuring the main research variables. To measure the main
variables of the research, 15 questions were designed, including 3 Enduring culture involvement variable, 3
questions for Brand Identification variable, 3 questions for brand reputation, 3 questions for brand attachment and 3
questions for destination brand credibility. A five-level Likert scale was used to measure each of the variables in the
questionnaire. For this purpose, the questionnaire was provided to experts, professors and specialists related to the
field of research and they were asked to express their corrective opinions and after collecting comments and applying
them, the final questionnaire was developed. Then the questionnaires were given to the subjects and at the end of the
data analysis was done using the structural equation model and with the help of smart pls software. In order to
determine validity, factor analysis was used, and factor loading values greater than 0.5 indicated the validity of the
questionnaire. In addition, the divergent validity was confirmed by Fornell and Larcker method, the reliability of the
questionnaire was also checked using Cronbach's alpha coefficient, the values obtained for Cronbach's alpha were
0.737 for destination acculturation variable, destination brand identity 0.788, and destination brand reputation. 0.736,
attachment to the brand 0.787, credibility of the destination brand 0.737, confirming the reliability of the
questionnaire. SPSS software was used to analyze the data in the descriptive statistics section and smart PLS
software was used in the inferential statistics section.
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Results

According to the findings, 51% of the respondents were women and 49% were men. The most age group was
between 31 and 40 years and about 35% of the people. The highest frequency of post-graduate education level with
42% and the lowest frequency of diploma and lower with 14% of the respondent population. Regarding the number
of trips to Mashhad in the last 6 months, 22% of the audience at least 1 time, 30% of the audience between 1 and 3
times, 28% of the audience between 3 and 5 times, and 20% of the audience more than 5 times. who have visited the
city of Mashhad. In this study, Enduring culture involvement, brand identification and brand reputation variables
were considered as an independent variable, destination brand credibility as a dependent variable and brand
attachment variable as a mediating variable. Structural equation modeling and Smart PLS software were used to test
the hypotheses according to the conceptual model of the research. The results of standard path coefficients and
significance coefficients with t-statistics showed that the relationships between variables were significant according
to the research hypotheses. The results of the structural equations showed that the increase in Enduring culture, brand
identity and reputation of the destination brand has a significant effect on the brand credibility and attachment to the
tourism destination brand. Also, brand attachment mediates the effect of brand identity, brand reputation, and
tourism destination Enduring culture on brand credibility. In addition, the effect of attachment to the tourist
destination brand on the reputation of the tourist destination brand has also been reported to be positive and
significant.

Conclusion

It shows the importance of the location and origin of a tourist destination, that social geography has caused
differences and different traditions, which brings a special attraction for tourists and other nations. No matter how
much the tourists of Mashhad have a strong attachment to this city, it can be expected that they will be influenced by
the culture of the people of this city and be influenced by it, and this adoption of culture creates a special reputation
for the brand of Mashhad. The city of Mashhad, because of the spiritual capital of the country, has a strong feeling of
attachment among the people and tourists of this city, and this feeling of attachment has added to the credibility of
the brand of this city, so that it also affects its tourists from a cultural point of view. The cultural and religious
identity of the city of Mashhad and what It evokes the image of Mashhad in the eyes of tourists. It has made possible
the interest and attachment of tourists to this city, which has played a significant role in increasing the prestige and
brand value of Mashhad. The more the pilgrims and tourists of Mashhad are affected by the reputation of this tourist
destination, the more they will feel attached to that brand, and this reputation of the destination will increase the
credibility of the brand. In fact, the level of fame and status that the city of Mashhad has among people has provided
a feeling of interest and attachment for tourists, and this passion due to the recognition and fame of Mashhad has
added to the prestige and value of the city. No matter how much the city of Mashhad has a strong culture, it can To
have a greater impact on the tourists and pilgrims of this city and gain a good reputation for its brand. The more the
brand of Mashhad is recognizable to tourists, the more it will have a higher reputation in the minds of tourists. In
fact, the formation of urban identity is influenced by culture, natural environment and the artificial body of the city.
The presence of tourists makes local residents aware of the value of their traditions and creates a sense of pride and
identity in them. In addition, there is a close connection between the city brand and the city's identity, if the city
brand focuses on the existing strengths of the city. Elements such as symbols, as well as aspects that distinguish a
city from other cities, determine the core of city brand strategy and brand positioning. The general perception of the
degree of acceptance and respect for the brand among the community causes the reputation of that tourist destination,
which expresses the degree of success of the brand in fulfilling promises and estimating the expectations of tourists
in the past and predicting their behavior in the future, which increases or decreases the prestige of that tourist
destination.
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