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Place branding is complex because of its special nature, diverse users' needs, the
highly competitive atmosphere, and its ability to influence regional and national
priorities. The purpose of this study was to design a place branding model for the
development of sport and recreational tourism in northern Iran. For this purpose,
27 academic experts in the fields of sports management, tourism and branding,
managers of sports and recreation mega-projects, marketing and economic
managers of these projects, consultants for the design and operation of these
projects, managers of the tourism and sport and youth organization and from
Caspian Sea provinces were selected as the research sample. Grounded theory
method (a qualitative form) was used to collect and analyze data. In this way, the
systematic approach to theorizing is carried out in three stages: 1) open coding
phase 2) axial coding phase and 3) selectable coding phase. The model was also
designed according to the Strauss and Corbin model in 6 sections which include:
1) Causal Conditions 2) Context, 3) Barriers 4) Facilitators, 5) Strategies and 6)
Consequences. The overall result of the research showed that this model can be
used to evaluate and measure sports and recreational mega projects for the
development of sport tourism in different regions.
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Introduction

Place branding differs from destination
branding, which primarily concentrates on
tourism appeal (Morgan et al., 2002).
Selecting the appropriate images for effective
branding poses a challenge for a place because
the choice appears distinctive within the
tourism market. One issue in branding a
location, representing a city or country, is the
image associated with it, particularly when it
is predominantly linked to specific consumer
products. Studies indicate that the recall of a
place brand can be enhanced through an
appealing logo design. Companies in the
commercial sector have long understood the
advantages of branding their products,
differentiating them from competitors, even if
they are physically similar. Branding provides
a competitive advantage, enabling the
charging of higher prices for the brand
compared to generic products. This is
accomplished by establishing associations in
the consumer's mind between the intangible
product and various attributes, ensuring that
the consumer not only acquires the physical
product or service but also gains other
intangible symbolic benefits.

The primary challenge in branding a place lies
in constructing a robust brand that is
recognized across diverse audience spectrums
through logical associations with different,
sometimes unique, elements. An intriguing
aspect in the field of place branding is the
perspective of researchers from various
disciplines. Urban planners, for instance,
focus on social and economic functions, while
marketers concentrate on brand development
objectives. Cultural officials address its
cultural functions. Taking into account the
development goals of the sports and
entertainment industry and its impact on the
society's macroeconomics, this research
aimed to propose a place branding model for
potential sports and entertainment tourism
sites in the northern provinces of the country.

Methodology

The research was conducted using the
grounded theory approach based on Strauss
and Corbin's model. The grounded theory
method is an exploratory research approach
that allows the researcher to develop a new

theory when it is not feasible to formulate a
hypothesis, as opposed to relying on pre-
existing theories. The procedures of grounded
theory are structured to generate a set of
coherent concepts, elucidating a
comprehensive theory of the place branding
model for sports and leisure tourism in the
coastal provinces of the Caspian Sea in Iran.
To gather data, interviews, observations, and
various documents such as newspapers,
letters, reports, books, etc., were employed.

Results and Discussion

The findings of the theorizing, based on the
multiple stages of Grand Theory and Strauss
and Corbin's model, are illustrated in Figure 1.
The analysis of the table revealed that the
causal  conditions  encompassed  the
commitment of policymakers to the
development of sports and recreation tourism
in the region, the necessity for place branding,
the growing customer market, and the region's
demand for sports and  recreation.
Additionally, the background conditions
involve factors such as the project's location,
the political climate of the region, the cultural
context, the economic circumstances, and
various stakeholders.Intervening conditions
include state and local support for the project,
the extension of the project execution time, a
shared vision of the project's future, timely
funding and capital, the existence of similar
projects, and the attitude of managers towards
place branding. According to the interviewed
participants, the primary concept of this
research, forming the essence of this
phenomenon, comprises the project's unique
innovation, its Iranian-Islamic identity, the
logical coherence between different uses,
appropriate culture building, the distinctive
theme of the project, and its overall
pervasiveness.

Considering the main concept of this research
and the causal, contextual, and intervening
conditions influencing it, development
strategies include providing comprehensive
services catering to all preferences with a
standardization approach, continuous
revitalization of the project's branding
process, delivering diverse and suitable
advertisements, fostering internal marketing
and relationships, developing strategic and
systemic planning, organizing festivals and
premium recreational sports events, utilizing
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project facilities in a multi-dimensional
manner, and fulfilling social commitments
and responsibilities.Based on the requisite
knowledge and experience, the research team
anticipated that the combination of all these
factors, in accordance with Strauss and
Corbin's model, would yield the following
outcomes: income generation and profit for
project beneficiaries, the development of the
local and regional economy, the establishment
of unity and solidarity. Socially, the
transformation of the project into a sports and
recreational  tourism  destination,  the
cultivation of an active, happy, and dynamic
lifestyle among citizens, the creation of a

References

1. Agapito, D., Valle, P., & Mendes, J.
(2013). The cognitive-affective-conative
model of destination image: A
confirmatory analysis. Journal of Travel &
Tourism Marketing, 30 (5), 471-481.

2. Balakrishnan, M. S. (2016). Revitalizing
for gotten place brands through touring
consumption: The case of the Old London
Underground Company In: S. Sonnenburg,
& D. Wee (Eds.), Touring consumption.
Germany:Springer,V.S.

3. Balakrishnan, M. S., Nekhili, R., & Lewis,
C. (2011). Destination brand components.
International Journal of Culture, Tourism
and Hospitality Research, 5(1), 4-25.

4. Balakrishnan, M.S.(2009).Strategic
branding of destinations: A framework.
European Journal of Marketing, 43(5/6),
611-629.

5. Braun, E., Kavaratzis, M., & Zenker, S.
(2013). My city — my brand: The different
roles of residents in place branding.
Journal of Place Management and
Development, 6 (1), 18-28.

6. Dinnie, K.(2004).Place
branding:Overview of an emerging
literature. Place Branding, 1(1), 106-110.

7. Dinnie, K., & Melewar, T. (2010). The
determinants and measurements of a
country brand: The country brand strength
index. International Marketing Review, 27
(4), 466 — 479.

8. Elliot, R. and Wattanasuwan, K. (1998),
‘Brands as Symbolic Resources for the
ConstructionTJof Identity’, International

platform for cultural and social development,
and local identification.

Conclusion

The overall conclusion of the research
indicates that, in order to actualize the
country's twenty-year vision document in the
field of tourism, particular emphasis should be
placed on the branding of various locations.
Planning in this realm has the potential to
yield long-term advantages for key
stakeholders, residents of these areas, and, at
a macro level, the country's economy.
Through  this  approach,  sustainable
development can be attained.

Journal of Advertising, 17 (2), pp. 131-
144,

9. Florian, B. (2002), ‘The City as a Brand:
Orchestrating a Unique Experience’, [in:]
Hauben, T., Vermeulen, M. and Patteeuw,
V. (eds), City Branding: Image Building
and Building Images, Rotterdam: NAI
Uitgevers.

10.Gunn, C. (1988). Vacation scape:
Designing tourist regions. Austin, TX:
University of Texas.

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

12.Harrison-Walker, J. L. (2012). Place
brands and the relational branding
communication process. Academy of
Marketing Studies Journal, 16, 51-59.

13.Henderson, P. W. ,Giese, J. L., & Cote, J.
A. (2004). Impression management using
type face design. Journal of Marketing, 68
(4), 60-72.

14.Insch, A., & Florek, M. (2008). A great
place to live, work and play:
Conceptualising place satisfaction in the
case of a city's residents. Journal of Place
Management and Development, 1(2), 138—
149.

15.Kaplan, M. D., Yurt, O., Guneri, B., &
Kurtulus, K. (2010). Branding places:
Applying brand personality concept to
cities. European Journal of Marketing,
44(9-10), 1286-1304.

16.Kavaratzis, M. and Ashworth, G. J. (2005),
‘City Branding: AnEffective Assertion of
Place Identity or a Transitory Marketing



Geography(Regional Planning)

Volume 13 (Special Issue 1), Winter 2024

Trick’, Tijdschrift voor Economische en
Sociale Geografie, 96 (5), pp. 506-514.
17.Lindstrom, M. (2005). Broad sensory
branding. Journal of Product and Brand
Management, 14 (2), 84-87.

18.Morgan, N., Pritchard, A., & Pride, R.
(Eds.). (2002). Destination branding:
Creating  the  unique  destination
proposition. Oxford: Butterworth-
Heinemann.

19.Mowle, J., & Merrilees, B. (2005). A
functional and symbolic perspective to
branding Australian SME  wineries.
Journal of Product & Brand Management,
14 (4), 220-227.

20.Park, C. W., Mc Innis, D. J., Priester, J.,
Eisingerich, A. B., & lacobucci, D. (2010).
Brand attachment and brand attitude
strength:  Conceptual and empirical
differentiation of two critical brand equity
drivers. Journal of Marketing, 74, 1-7.

21.Pike, S. (2009). Destination brand
positions of a competitive set of near-home
destinations. Tourism Management, 30(6),
857-866.

22.Pike, S., Bianchi, C., Kerr, G., & Patti, C.
(2010).Consumer-based brand equity for
Australia as alonghaul tourism destination
in an emerging market. International
Marketing Review, 27(4), 434-449.

23.Plassman, H., Ramsgy, T. Z., &
Milasavljevic, M. (2012). Branding the
brain: A critical review and outlook.

Journal of Consumer Psychology, 22 (1),
18-36.

24.Rainstro, S. K. (2003), Success Factors of
Place Marketing: A Study of Place
Marketing Practices in Northern Europe
and the United States, PhD thesis,
Helsinki: ~ Helsinki ~ University  of
Technology, Institute of Strategy and
International Business.

25.Simoes, C. and Dibb, S. (2001),
‘Rethinking the Brand Concept: New
Brand Orientation’, Corporate
Communications: An International
Journal, 6 (4), pp. 217-224.

26.Spence, C. (2012). Managing sensory
expectations concerning products and
brands: Capitalizing on the potential of
sound and shape symbolism. Journal of
Consumer Psychology, 22(1), 37-54.

27.Spence, C., & Zampini, M. (2006).
Auditory contributions to multisensory
product perception. Acta Acustica United
with Acustica, 92 (6), 1009-1025.

28.Tasci, A. D. A., & Gartner, W. C. (2007).
Destination Image and its functional
relationships. Journal of Travel Research,
45 (4), 413-425.



(U’ISJ;’ U /:/.A[/.) UO’/”JW

\onulz..m, c(\ MUD‘}’.”)\‘” 0,93
YYAY= YANY & Kool Ll YYYA —$F5Y 1l LLs
Journal Homepage: https://www.jgeogeshm.ir/

gy o

235 8Ly il Gl )3 (2o 5 g (0559 (SN2 )5 dawgl Co (e Sudiy Jae (b

RSO PP WS WEREN PRSI [ Y- S SPRCIEVR WS S PC i N P) SV LY | g | PO

Ul)',l ‘L;)L" ‘L.S)L" A>|9 un)’tml .)l)-l o Kuisly ‘Lf"))? Copdo 05; ;)Lv.)L.M:I f‘*ucl.'guw Aﬁ}’

Oyl el syl 35y oMol 13T oISl ¢ 55 y5 o e 055 yboliul 3 g0l oo

oS

Jle wleb!

o 3 ol 2y g 18y Ml (sl libpe e oglite clajls o oy cunle s & lSe Sty
Sapty Joo (b (35 ol sl Jl B sl sy Sl o g shailaie ooyl ool )8 5T
039 [ 9 Oyl cldST )35 (s> ndle slaglinl )3 (208 9 (8559 (5,535 drugs Car Sl
(Wil By 9 SIBS (shipg Capde slaejp )3 SeodlST 0y paasiio Sl 48 YV jglais (el
oy 9 Lk (sliie daofeyy (M cul (3batl y (Gl (e (o) 9 (3109 Srofan NS (lnse
QS )33 (6by> bl (slaglinl 1 le g (3559 JS 0 )bl 5 (£3X83,5 lajlo e daofgr el syl
@ (Sl 6)95) (195 38,5 (S 35 Uy Jl b QL] 35 digel lgis 4 [AS g olile
Pl al> o aus 5 (g3l i aio L 3,545 &5 90 iy 1 0olitl lnosls il 5 (69l oz pslaie
S9N Gmomen Bl (I35 05 dsja (V5 gyppme (5135 A5 Al po (¥ ol ()15 357 als po (1 sl 0
blpd (Ve de Laalpd (V 5l jle a5 (2l (250 7 )3 (g 9 ogl sl Jie (olsl 2 (3o s 390
Cnl &80 L5 e S o lnsaly (7 9 bns penl ) (B ol oo (¥ (lge) 57 aldlae Lol (gl
Bblie )3 (535)9 s drwgi Cax (P g (h)y9 sofon NS pioxiw 5 bl Gl Olgie 1) Je

) 4 )58 Gl

YAY-F. o 1 lxdo o,lowd

3 5l s 258 o5
oNl
odliul M &g 4 lio
S

i

[=]:

=]

o 35 0l5" sWwojlg
fost )55 ¢ Ko Kyliyy

2S5 (g
4l (laglin] i 5)55

25 by

3O (P g o339 L3Nwd,S drwgl Cua S0 Sudip e (b (VFY) e o> ting ¢ old (opdll Jler o ol e LRI
oo VAV () dobiofg) VW 0y o gldilaio (53540l ) Ll i dolilind ¢y35 (gl y> amils gbdliw!

DOI: 10.22034/jgeoq.2024.142053.1579

shojaei.vahid@yah00.CoM : Suig s8I Camn el g 1) giwmnoe Bdans g5



VEY i ) 4ebiag) VY 0y93 o g1 dblaie (5395 40U y1) Wil i dolibiad F¥¥

Aok

s (glo )9S 5 sblie dojped Glee (loanlis colf) a4 orie Suplyial mlie Gl pb 5l (36 Jolsiel (golatdl dnngs
Sy GLlib sl asled = d3lo o ploie 355 (L3, 511y oS b ddlaio ¢y S§ a8 IS0 Koy Gl 0
LSl )+ Lol 5 (6355 o OIS) ol 005 (gt dmgs ot iS5 & i — e Y e
OYlie oyl & pusgi ol b ol SeodlST ligion 1 wis s clojor youlS S Bymo oz o Kty (Y424
Jlo ks 3 a8 Jbo (Voo F T uo)ad ol Vae Ay (Blgl 13 Cunyd gasge ol b bLS)1 3 OMore )3 ol Gl
@5l g9 21 )18 IS (93 3 et porde 5 ke cnl cCunl 4B S g0 0je> (nl 3 (6oL Sacd iy aLsiS
ohSen o SOL VeV R lgle g o ¥ ATl ) SYL)Sloss plosl ) oyliioce lawgs a5 Sliudss o)l olglys JolSS
L bloyl o Lol g oo chogs (2Bly (slid o (gloai];d slaculled 5w dawly 4 SIS Ky a8 2l o olo (Y4) -
op 43 b Jae 51 ) lizren (SlSe Sy gy pl 5l sl 485 g0 (Sl s 5 o S 985 S L
Cagll 3 S, 55 o bl 5 cilisee ladind ajls (1) Sl Jli slains; o cunle > 4 SIS0 Sy
AT Lo, aS g oo 0duid b olyd da ST 0, dgng (Jad Cldllas jo (gl BIKS cuwl oduomy (sladlaie 5 (Lo sl
Vo2 el g i) it oo 55 3506 581 4 o o S o da g (e BT 4 o

Wt bdye e 0anl b aS Slegige g cunl 48,5 S 0aiiS B pae 10 oS cul Glbls)l I claSs Sl 15y
(YA pLen 5 (igl) dls oo dnwgs e Sy )18 5 (oI gt Ol ]

(V¥ g g 95l 5 5 yg0) ] 3 j0t0 (4, 500,5 Cullier y jidin oS sl Soglisio date (gl 2y 5l SISe Sy
By (6y913k a8 Wlodly lis Slisdis 3,5 o )8 o3kl yg0 old Y guase HEALS CBruan dyg0 4D yidas b g 3945 oo
[+ P5058 5 S pmpiinlih Gl i 55 b s 5 Slyise s 1Ko

oy oo 5l il (gla 55 L g GlalST S pe5 o sl dtigg Cdly ol GlSe 1 3l prgead (55 JSD (G S 0
2 61 3l 3 p3lis cul 5 2515 15 oy csloigel 500 5 (e S5 (el ool (seinsh (ily) 1o
s 4o u_»)>| L (o Wl jgus) e clils b P‘?’ b polai oyl .(\‘\A/\\\colf)&w\ GBS paoual e glajld
bawgi o plol aslllas .(YN\CW;OMLQ)Ml ol c)&o‘ S pgal 9 5l L;lw] u"L‘"‘ 2 oAt paal S Sl
Ol wlasl gly calisee yglal Cucdl job ed 5 (605 waonal (sl jlze oS Db L (Y4)Y) o) o oyl SYL
S )8 (58 2)90 (V- Wigdslodho 5 sgmmsly oy o psbo (]38 maona ciliseo Jolyo 315k ) wlgioo o

1. Kaplan, Yurt, Guneri, & Kurtulus

2. Pike

3. Dinnie

4. Balakrishnan

5. Dinnie & Melewar

6. Pike et al.

7. Spence & Zampini

8. Braun et al.

9. Morgan, Pritchard & Pride

1 . Henderson, Giese, & Cote 0
1 .Gunn 1
1 . Hankinson 2
1 . Plassman, Ramsoy, and Milasavlje¥ic



008 23 by duile laglinl )3 (205 5 (B5y9 (§)52,S dawg e Se Shxip Jhe (b 1], 9 om0

0djlo 5 (dble ( BLS = 59 e3> dw pglas a5 Ladiee (Voo V) 5,5 5 o5 S puw leitd 4lS gl b [col
Wb o Ko y55 25 Jalse Sl 3l (dlipl ol o oS atzen

Pl sylxin 5 (ble (U5 Jolge 5] sl ole o 3,505, by s (YY) oo 5 g 5inlST el 5 0500
a4 G (dble dny (GBS a8 3D (L Baiod (pl S 00,8 dulie A Ly gl pate dw g D
295 cp) 4o )3 g e 2020 13l 5 el Sl 4 e (VL Sl b (BLS A 5 ) L iy (gl
el (595 s A sospin sjs> > Egn ) Al i b Aol o 5led g e o 35 Sl el
(Yo o0 sl yo 5 dg0 VNS (i) SYL VWY ()en o ol SYL) ! o0 4

06 3)90 5> Sl (Vo AV LS Ty (g o)l Laipo (S0 o &y (Statly g (S0 Cygm 4y Wlgi oo SIS0 o))
S Ly S (Ve AS ol 5 n)sd e syt Cage g Sl 4 prie (ISl cols) a5 das e LS
Y lg,5T 5 <SSala YN % San 5 iial)od e sl 5y of lblsy) 5l 65 cato STl sl 5 558 5 y5)saeto
(Yoo A8 o logm oo

Sligls 1z 23 o Ui godge ol Conl 395t By gl p o 8l Lol 0,38 o 185U 5L arew g Slishs a8 Jls
Sy dbul el asl wiS o dbu] Cute Glulusl s & a5 cwl (pl )0 phe 4S5 Gl 390500 Ly gual dawgd jd
(V) pliSon 5 5 L) n yoeie ot (55 & 45 393 ol b gl

Rled coge pol (ol & Csl dine ol pl Alosgy allas 395 Y g (gl Coje I S Lot 5)bw (B g
ojlal &S cuwl 0By 4l S gyl (gildp aiiin wlde e BBl &S Sloj s e o Lol 5l LT ciglas o
Bpas @ ;0 Slbliyl sbul dluwgy yol Cpl 0ad by oses Jaase a4 Cums By lp 65Vl slaciad wnd o
b Jyaseo o5 45 048 B 45 (65 & il o Cad & K03 (la S g 3l (omrwg i 5 pasutiol Jganme s 0118
Ve Wicad g ugen)iS o 03 55 1) dsreteli (aled sblie b (iren aSk S e 5l B 1) (Suje loss
(VAR lguslibly 5 sl

Cabyo Jyann 315 5 035508 Bl | o 0l ol 505 L] o S5 Sl sl 9% b3 (ol
Pl g 0ad aBLS (95 & eeplhe ol Ao ol Jazmo )8 &) e (85,8 iy LB b () Ll ) S
5l o gl Mol cilod S pleal o e g (650 4ol b1y SUylL cuslpine a7 Sl e lais 4 it Sy LB
ool 45 Sty o duyoo a4y (VoW sld) S 5l o 1y Sl Sy oyl (slosiylip g 4 L il &S
alisee Glaal 4 awdisy 3iow by o (dowe olpde 1 (gl (o jl g > o &Il 1) Mol g drwgi Sl &S
(Ve 0% 5a8] 5 L phlols ¥e « Pigtasal)osd o 4B )5 S 4y (Bliily) 5 (slazal 5 ol oLl

Liny g il (sl s (dlate gloizl L o oo (538 5y S (lgicoe 655 oS Conl () G (il (ool il
(e il By 0j> ) drgi > Slegdge | (Sl oad aslid bliie (shcib I (Lbbre (0 g5 ol
sdbaidl g eloinl ($la3 SIS 6y0ed iy 4ol il yobo &1 ol 5050 () & Blisie (Slaaisa 5l liiee 3 4y

Glaal a4 as g b.bjlbp o o] (Siyd clad S @ 5 Sim b pdgtiae LS o 5 p05 Xy (Slamwgs Claal 4y LL,I5L

1. Tasci and Gartner
. Further, Agapito, Valle, and Mendes
. Mowle & Merrilees
. Harrison-Walker
. Insch & Florek
.Eschetal
. Hankuk & Aggarwal
. Hoeffler & Keller
. Park et al.
. Simoes and Dibb
. Elliot and Wattanasuwan
. Florian
. Rainisto
. Kavaratzis and Ashworth

—_— e = = O 001 N RN

A LN~ O



VEY i ) 4ebiag) VY 0y93 o g1 dblaie (5395 40U y1) Wil i dolibiad 484

ol el K6 Kusip o a1y ¢ 3uios oyl 5l Bam canols M Slasdl )3 ] (i85 g ()5 o g )9 Caniuo (Gldmurgs
sl 0392 588" (Jlod (slaglil ) (P )i g (559 (6582, datws sl

AR5 99,

SRR ey S 695 S5 gy el 0357 s 5 peslyiel Jhe el 'l 6098 e il el b
O 3l Slae Sl ool (sl 4 )5 392 40538 (295 (Sl & (93)l9e 3 a3 o (Sl Kimg}y 4 g cwl Bl
2l ()55 e LB Shad ol (glaiss 4 (gl ()95 sladyg) 3l0,m > (6)95 ST (95 4 355 0l iy y
1y pomie melis I (glas gaome (ol ) )33 (glyd (ol Splinl ()i 5 (59 (58,5 e gilo 8y o
Wil By g (65,5« b)yg Cupre slaojes 1> SuodlST 0pd yuanastio 5| 8 YV (guins ol plml o g oo
Gl o 9 (Hhb olyslie daojen (M cal (oolaidl g (2bjlil (lide (2 g (8559 Gofan NS (lpe
@[S 9 hujle liadST )55 b)s il Glapliol S (Ul g (5559 JS 0)lol g (6)K83)5" Glojlu (e daofg
9 Sl coumlie )Ja.» )ip dl.b)‘}.}‘ )l daosls LS)B] 2o CuS> pred LMD o] (B850 645940 alas 4900 Ob.;.c
ol 015 1985 )5S 5 wglyiw] Jdo Lulwl p &S Suiss cpl )0 die pllys bl s edlitel 55 ki e ciS g oV lie
Ls"l""" d)lfﬁ (Y' 9 Sy d)t\f.\f (Y ‘)l.: 5)1;\5.\5 (\ ] 039 ) dl.a:)'lé J.al...u

$)9 lec\,‘y).o ‘R l.: .))‘90 L)"‘ c\JLw u‘).m L)""“" » uﬂ)f Sy quL))I 9 L&")L\?.B) cLCb;M.H:B UM)LAB ) 4J9| d..l>).o 2
AY syl 0 (IS jeb a4y .ad ploal aedly 5L (6135087 dodly pl 38> low g 4 jp0 3ok 5l .cd )3 S ladlsio
Al o 50 00l Mgl Y gae o dlaly dbul dls yo cpl 5l Bua 48T W plol (ygme (615 A8 pad Al o 1> LA Syl Ao
g Bayaly oF dblie 5 (glainej e e blpd 4 SV she mundi g )6 5 oglyiel S0 (el lacld ol gy (L3
ol 9 ploul sl (6 )l8S ¢ L8 als o 90 zuls l edlatnl b el (655 2055 isu cpy ol &S pow dlspe jo

.394'3
88T il g Cou

b dgsle ‘4.73)> )..L» aliseo dtm)am U»Lwl FOR N Oﬁl 0Xigul danlas lacl u.oL.w Courod> (_SL&’LS}.’.S \ ‘_js.x; IS
ol 04 &) Copmin g OMuasd yl5ue

Sl S 905 sadlge (wlwl 5 0igud s las mui oyl —) Jgia

}\ 3
R 3 O I N O I N N N a
73 P15 IR R 3
+) '
AN XY | s | VY | Y | el | vy |y | Jwoab | Yasy | A D29 9 65835 ol ye
VWA | o | FevE ] on al LYY LY N B | WY | Y| i by oo oS pe
Veo | YV | ggemme | OVA0 | OF | Sy [ VAT | Y [N LY. [ VFAY | ¥ baojgp Sbaidl o bl o
Veo |V | gsemme | YRSV [ OA | VoL | WY | Y| bejoy 6yl oy g (b jglie
YYLYY a >y. Yy a (PR o0 s
Voo | YY | ggemme | Vee | oYWV Egooxe

yGrounded Theory
yStraus & Corbin



vy 23 by duile laglinl )3 (205 5 (B5y9 (§)52,S dawg e Se Shxip Jhe (b 1], 9 om0

(55509 Capde Bl 3 KpodlST H5 15 o3 bias anlas o sliacl dgd oo sdnlin 55 Jois ;3 45 455 slan
©ign pe olyie @ ol ol (Bl Slodgr (B5)9 9 6 X83)5 slaglejles > JELd Glpe 55 9 sile Xy g K25
(398 oz bl 2 Slosgy cllad Joaio Wofg ol (63l 0t 9 (Phb ssbive 5 5 Waojgn cul bl g (2b)lik e
AY 5l Gt lasly 1y 068 Cdgiuns pd Cullad alo Jlo Ve 5l i il dslas slael aoyn Ar dgas a8 ud odby LS
Slodgs 3ye Ll 5l 0o y3 AD 5l i g Silodgs (655 9 il 598 M (gl 33l ol ds

Jio sl 000V Jlagad 3 (g8 g ol 2l Je g (65985 0855 iy oo (olsl 1 (g5 695 5l ol (sloazily
Silodip ©)gps ibate () (25559 (§)5B)5 dnwgi 4 LISl pl3l py Jetie (o balpd a5l Gl Jgae
S Cumbge i (3)lge (Slainej Laulyd (pizmen (Cusl 039 i g (B9 4 allaie i g (b pie B9y lib (S
o Loyl s .l 48,5 3 )3 |, Saie laiiy g dllate (eoluatdl Loyl 5 cailaie SKimyd Loyl cilaie _slous Laglph cofg s
5 o 0wl @fgy oal Syitie Sl et 0fgn (2l ploj b SV wfg e 5 (Hg Coles Sl ke S
ru9.Q(o..o m..\.iy.gf} d..o-l.;.a.a slacl slgzel 4 Lol 0dg u.»ls.o L_iu.b); & u‘f..\.o U")i" 9 4.»1.“...9 ‘51.50)9)., S99 4659.9 L dLQ)Lo).w
039y oMol = Jlyal Cogh 059y 3,8 4 pasxio (£yglgs Jols cmd o S |y oty ) el s a5 i o) Lo
@ a2y bl o3g 1S 5 oS dsgorme 5 09y Rrlate o ccuslio (g3l S8 iz slais ) (e bt ploud
JolS loss &il)) 4 Jotitio (glanwsi e yunly o 3 1S clalilis o clato e byl o eios ol Lol pogao
PLL dag ccuslio ggite Slisks @yl w5 (silukip A0l 3 jetms shal (gilod, kil 3)Sg, b adid aon sl
o) ejlies (o (pb)yg Sg) g Waojlgia (G5 p ot 9 SuFlpwl (Sh) aclyy drwgs (slabaly g (3D
5 O & g b aiod o )l el s 4y eloz] (slaculsts § Sligas plosl g 0fg SUISGL I (gam Az (5l
stlitol,0 el Ablgs s 4y (105 5 gyl Juo CIB )3 Jolge nl game oS 5 3l 5 slodoly o 350 ol p3Y 428
dads S 4 0jgy bdd ( slan]  Suwod g 3bul syl (sladlaio 5 Jore slail drwss gy yladisd (glp dgw S g
sloial g (Sin 3 dsng lp ilo gm0 O 53 bigy 93U (Jlb (S5 S dbml (2 )5 (o859 6 K83)5
(S il cugr g

S i - =

S99 35,5 3,509, b ()55 9 (gl bl (eoalyly Jbe =Y ,lag00

adlas 5l ool Jd> 4 58" Jlod )3 () (ys sofon oW sl Se giledin cuslie Jao (b 5l
b s 8 G5 slagyb e 4 e (ol Canmnl a2 51 9,8 )18 10l 0y90 ol 2 5 29 B sl p5Y e S



VEY i ) 4ebiag) VY 0y93 o g1 dblaie (5395 40U y1) Wil i dolibiad AAA

Ge5 Cpl Caiue s8] 0gud U 3)ly iy (S Slalllas )0 (665 glicil Cas e pllas sl 5,55 ] eolais] & a5

B9 D)5 1> 4850 9,0 yliel W5, ol 5551 ! =Y Joas

axdllao (! 33 (51wl Jlos! dgpni S gl & s S ]
2955k 5 25 Jlo)l B85 anlas 1 )55 0 (sl adlllas ol (295 aplas ol jladlas ol 0292 40l LB

b Do Lael Wb 5 goous
sl 085 Jlas! 5 00338 381 gl 1 uslio Buss s

9 JB1 50 (g 9 (D)9 (P sleejgn IS ) (63)90 Slalllas

e 1. 3By daxe mlie g ggiie (slmoged | 605 oyt | slagdy) g plie 45
b 9y y9iS )b

i adgl claosls 15,5 ooly 15,5
15 bl silotie 3 A o 53 o515 4325 (55 331 asline et i
il g0 S silekip o> (SKlaggy I 4 93 lawgs Buid sloatio) )3 0y liie Sl (g y5l,8 PN PR
ol 4B S8 BeoS g9 b sy Ol
2o 5 A0 (gl gen Al Bgas loj ojl )3 uios ol odh | g dy oS e o siee Jlb oanli
c s s : . ) : o b Bixe (391 x5y
2y )8 GaiS leall ol ) G B ogy ) 0595 S 390 3 Sldes Nal§
3l (5SS & gy cilises (elajlé ) B Nsd anlas 45 dus alas jI 5y 55 b plgs 8 L sl Jlé oS L
Sl Jlb S )lie Baios &ye g @bwl L) L;l);\ J..;l)ﬁ 2 B Ngs ai
Pl 9 3 34855 (nl slos pS g 9 SLIS 55 9 o9 a3 S0) OP% ke 9 (e )9 513y, o el s
ool oAb (ydgy Blad yobo 4y gty Slog e

8 5 4o

P PR (859 Son slejan 3 edlil Caa ilwdip Jho Sl 4 e olpe (SIS pe cuty b Biiod ()]
b SIS sl (o (5055 33,5 oS (hey 5 s 5 ooslyil Jde ] pglaie ol 4y il Bl oS Jled
(529 oy slaojg 53 SeadlSlopd (manasiio I )3 VY (3ud cpl plon] Cae sl oad odlil (69200 5 (ol
Oholde daofgn (M ool olaBl g bl olide ((PusE g (3559 aofon M Glpte (ile By g (K25
27 b il gl I GUle g (855 JS o)l 5 (6)R83,5 plajle lpae daejon cul )l e 9 Sk
oyl ool (oysl gox Ca izpen Aiad Q] o 0kigd dlas digel plyie 4 [GUS 5 il o uds]
W odlatwl 50 lagpe iS g WY lde g sliwl codalie b s

el Buyb g el o)ly S ilwsy Lol diws 4 )5 ablie g gl Jo bulyd G5 aw dlal conds 1)) Jas jo
248 sl Jbo 3 b dipledo JraS5 1) (2 & Jdo 5 00 (atto 2018 cnl 13U (slai g8 4 Y (slagsl il
I Sl oads o)Ll laailuy 5 baabliny (ogasdl slul cpl il (6dga%0 4 JlSe (gjlwdiy 0595 43 i &3l gleJas ST
sl I35 gy 2V sltel 5l el I Bai

Gy arwg Jao s @l )85 o Cudy VY Il s ulel p ) dewgd (sow 4 HI05 s ge 45T Lo jadST jo
393 9 OS85 9 bl ol el Wl oo 4 |2 95 g0 el wreo Yl (BB (G059 () S (g3l
odas oS |z tul yl0)55 5 (VL Cumnl Jlog3 b )3 Baid cpl 03 (gaw Sl 35 (2)E (58559 ey Cexieo
praslSo dslllae cpl 53 Lol ol oad g0 (ol Bblie g njaed ool (gjluokiyy 4 d9axe g Bglane 0jg> (> Clisiow
a2 bl 485 )18 b)) )90 pledS 5 S ol pjle laglinl 5 (23559 ()t laojsn IS Gilesn sl
sl 3,3 &y pasdie (GGiie x| 305 (nl (oS 5 359y 35 9 6098 D85 (S 35 ) Sl 65 o



134 23 by duile laglinl )3 (205 5 (B5y9 (§)52,S dawg e Se Shxip Jhe (b 1], 9 om0

L;)’L».\j)g & Ol?:;‘;ﬁ ‘L;)iﬁb)f 039> )9“5 Al Cowss )‘lel s L (3850 L;twl) 5 by uL-“ 5850 u.lf(_gf.f Ao
(S plaind gl 1y (Sae (GYgb gl Wl oo 0je> (pl 20 g3y 4biy &S | el glofg drgi il silSe
D)5 Bz Hluly drwgi oy pl il g 3)51 ooyl 4 yeuiS slaidl (gl (S maw j3 g bl pl Sl

&be

1. Agapito, D., Valle, P., & Mendes, J. (2013). The cognitive-affective-conative model of destination
image: A confirmatory analysis. Journal of Travel & Tourism Marketing, 30 (5), 471-481.

2. Balakrishnan, M. S. (2016). Revitalizing for gotten place brands through touring consumption: The
case of the Old London Underground Company In: S. Sonnenburg, & D. Wee (Eds.), Touring
consumption. Germany:Springer,V.S.

3. Balakrishnan, M. S., Nekhili, R., & Lewis, C. (2011). Destination brand components. International
Journal of Culture, Tourism and Hospitality Research, 5(1), 4-25.

4. Balakrishnan, M.S.(2009).Strategic branding of destinations: A framework. European Journal of
Marketing, 43(5/6), 611-629.

5. Braun, E., Kavaratzis, M., & Zenker, S. (2013). My city — my brand: The different roles of residents
in place branding. Journal of Place Management and Development, 6 (1), 18-28.

6. Dinnie, K.(2004).Place branding:Overview of an emerging literature. Place Branding, 1(1), 106—
110.

7. Dinnie, K., & Melewar, T. (2010). The determinants and measurements of a country brand: The
country brand strength index. International Marketing Review, 27 (4), 466 — 479.

8. Elliot, R. and Wattanasuwan, K. (1998), ‘Brands as Symbolic Resources for the Construction of
Identity’, International Journal of Advertising, 17 (2), pp. 131-144.

9. Florian, B. (2002), ‘The City as a Brand: Orchestrating a Unique Experience’, [in:] Hauben, T.,
Vermeulen, M. and Patteeuw, V. (eds), City Branding: Image Building and Building Images,
Rotterdam: NAI Uitgevers.

10.Gunn, C. (1988). Vacation scape: Designing tourist regions. Austin, TX: University of Texas.

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

12.Harrison-Walker, J. L. (2012). Place brands and the relational branding communication process.
Academy of Marketing Studies Journal, 16, 51-59.

13.Henderson, P. W. ,Giese, J. L., & Cote, J. A. (2004). Impression management using type face design.
Journal of Marketing, 68 (4), 60-72.

14.Insch, A., & Florek, M. (2008). A great place to live, work and play: Conceptualising place
satisfaction in the case of a city's residents. Journal of Place Management and Development, 1(2),
138-149.

15.Kaplan, M. D., Yurt, O., Guneri, B., & Kurtulus, K. (2010). Branding places: Applying brand
personality concept to cities. European Journal of Marketing, 44(9-10), 1286-1304.

16.Kavaratzis, M. and Ashworth, G. J. (2005), ‘City Branding: An Effective Assertion of Place Identity
or a Transitory Marketing Trick’, Tijdschrift voor Economische en Sociale Geografie, 96 (5), pp.
506-514.

17.Lindstrom, M. (2005). Broad sensory branding. Journal of Product and Brand Management, 14 (2),
84-87.

18.Morgan, N., Pritchard, A., & Pride, R. (Eds.). (2002). Destination branding: Creating the unique
destination proposition. Oxford: Butterworth-Heinemann.

19.Mowle, J., & Merrilees, B. (2005). A functional and symbolic perspective to branding Australian
SME wineries. Journal of Product & Brand Management, 14 (4), 220-227.

20.Park, C. W., Mc Innis, D. J., Priester, J., Eisingerich, A. B., & lacobucci, D. (2010). Brand
attachment and brand attitude strength: Conceptual and empirical differentiation of two critical
brand equity drivers. Journal of Marketing, 74, 1-7.

21.Pike, S. (2009). Destination brand positions of a competitive set of near-home destinations. Tourism
Management, 30(6), 857-866.



VEY (e () 4lig) 3T )93 o (5] abaio 39y 4ol ) Lidl i doliluad

22.Pike, S., Bianchi, C., Kerr, G., & Patti, C. (2010).Consumer-based brand equity for Australia as
alonghaul tourism destination in an emerging market. International Marketing Review, 27(4), 434—
449,

23.Plassman, H., Ramsgy, T. Z., & Milasavljevic, M. (2012). Branding the brain: A critical review and
outlook. Journal of Consumer Psychology, 22 (1), 18-36.

24.Rainstro, S. K. (2003), Success Factors of Place Marketing: A Study of Place Marketing Practices
in Northern Europe and the United States, PhD thesis, Helsinki: Helsinki University of Technology,
Institute of Strategy and International Business.

25.Simoes, C. and Dibb, S. (2001), ‘Rethinking the Brand Concept: New Brand Orientation’, Corporate
Communications: An International Journal, 6 (4), pp. 217-224.

26.Spence, C. (2012). Managing sensory expectations concerning products and brands: Capitalizing
on the potential of sound and shape symbolism. Journal of Consumer Psychology, 22(1), 37-54.

27.Spence, C., & Zampini, M. (2006). Auditory contributions to multisensory product perception. Acta
Acustica United with Acustica, 92 (6), 1009-1025.

28.Tasci, A. D. A., & Gartner, W. C. (2007). Destination Image and its functional relationships. Journal
of Travel Research, 45 (4), 413-425.



