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ABSTRACT

In recent years, city branding has emerged as a strategic approach in urban
management, serving as an effective tool to enhance the mental image of cities,
attract tourism and investment, and improve the quality of urban life. This study
aims to formulate urban management strategies for branding Maragheh—an
Iranian city with a unique dual identity: an ecological "garden city" and a
historical-scientific center known as the "Capital of Astronomy in Iran."
Adopting a qualitative methodology, the research is based on semi-structured
interviews with local experts and content analysis using the SWOT framework.
Findings reveal that despite Maragheh’s rich natural, agricultural, and scientific
assets, challenges such as the absence of a clear brand identity, weak tourism
infrastructure, and institutional fragmentation hinder its branding potential.
Consequently, four strategic categories (SO, WO, ST, WT) were developed,
culminating in the proposal of a hybrid brand: “Maragheh, Garden City of Stars””
The study also suggests practical measures such as restoring the historical
observatory, organizing brand-oriented festivals, designing symbolic urban
spaces, and fostering citizen participation to internalize the brand. This
conceptual model, grounded in local identity and residents’ lived experiences,
offers a replicable framework for other historical and scientific cities in Iran
seeking sustainable and participatory urban branding.
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1. SWOT
2. City Branding
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Figure 1. Location and Map of Maragheh City (Naghsh Mohit Consulting Engineers, 2012)
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Table 2. SOOT A nalysis with Focus on Maragheh’s Dual Identity
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Table 3. Proposed Strategies for Maragheh City Branding
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Table 8. Natural Tourism Infrastructures and Garden-City Brand
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