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Currently, change in cities is advancing due to technological advances, information floods, increasing awareness, and raising living
standards. Although the development of a city depends on the activation of urban marketing, an important and well-known city
stands out as a brand. One of the strategies of urban management in order to progress in the competitive world market is to plan
for sustainable urban branding for the city, which introducing the capabilities of the city, the most important factors in achieving
economic benefits of urban branding are tourism and physical space. ,e metropolis of Hamadan has been selected for this
purpose, including urban tourism destinations with historical and touristic species and the capital of Iran’s history and civi-
lization. ,e measurement tool in this study is a questionnaire that will be designed based on the conceptual framework of the
research as well as related studies. For this purpose, the components and indicators of urban branding have been identified with
emphasis on social, economic, cultural, and physical dimensions and have been used with the opinion of 30 urban experts and
specialists and using SPSS25 software analysis at a significant level. It can be concluded that according to the respondents, these
variables have a great impact on branding the metropolis of Hamadan.

1. Introduction

,e cities andmetropolises are now becomingmore effective
players than countries in geographical areas [1]. ,ere is an
increasing competition among cities, countries, and regions
to attract tourists, investors, commercial and industrial
companies, new citizens, and labour [2]. ,erefore, the
authorities and leaders of the cities have started branding
their cities in order to increase the awareness about the cities
as well as their attractions [3]. During the cultural com-
petition, the rivalry among countries has increased the
tendency toward public agencies, local offices, and residents
in the urban cultures. Since the beginning of increasing
interest in city branding or remarketing [4], the globalization
occurred, particularly in large cities. ,e global changes of
economy, culture, and politics have huge effects on reno-
vation of cities around the world [5]. Place branding is
designing a place in order to meet the needs of the target
market of that place [6]. ,e success measure of place

branding is the satisfaction of the citizens and business of the
community as well as meeting the expectations of the visitors
and investors [7]. Place branding is a strategy that gives it the
unforgettable identity; it is a tool that can rapidly spread the
values of a community [8]. Place and country branding
should concern about this issue that how culture, history,
economic growth, social development, infrastructure and
architecture, landscape, and environment combine and
provide an identity that is accepted bymajority of people [9].
City branding is essential to develop policies of the city
because it concerns the economic development, in the one
hand, and acts as a conduit to identify the identity of the city,
on the other hand.

According to the studies, the major problem of city
development strategy (CDS) is the lack of a fundamental
essential approach. Research about CDS has been done since
the introduction of CDS as an important model for national
policy [10, 11]. Each city in the world enjoys a reputation
regarding its capacities, facilities, and activities [12]. ,is is
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called city brand [13]: self-analysis, city of religions, and
multidimensional city [14]. ,e main representations, im-
plications, slogans, and other city branding methods have
been discussed in the analysis of this process.,is study tries
to introduce city branding in Istanbul, using a historic
approach [15]. Manourian et al. [9] designed a model for this
purpose titled “,e process model of urban branding for
metropolises of Iran.” In this research, city branding of Iran’s
metropolises and its features are studied, extracted, and
presented in addition to causal and mediating conditions.
,e outcomes of city branding have studied in the metro-
polises of Iran [9]. In their study titled “,e comparative
study of global experiences of urban branding and provision
of a solution forMashhad City,” Kharrazi et al. [16] admitted
that this metropolis has special problems due to its geo-
political position, an important pilgrimages and tourism
function, geographical position, and different economic
structure. ,is city can achieve effective and stable brand by
proper planning and management [16].

1.1. #eoretical and Conceptual Approach. As the cities
around the world compete to attract tourists, investors, and
talents to achieve their targets, the concept of brand enters
from business into urban growth, renovation, and the
quality of life [17]. If a city can achieve a positive mental
image and stability, this reputation becomes a very valuable
capital because it shows the capability of the city to continue
the trade. Simply, the city with strong and positive mental
image has a good reputation in the world and can attract
capital, innovators, and tourists [18]. Today, brand is a
strategic tool to harmonize the goals and plans of the city as
well as the messages transferred by it [9] and Zenker and
Rutter [19]. ,e definitions provided for branding are
mentioned in Table 1.

We live in a world in which the branding culture is
obviously seen in all human behaviors and places [25]. City
branding is an issue that governments pay special attention
to it now.,e strategies used by different cities to achieve the
financial, human, or tourist capitals are called city branding
strategy [26]. A city with a strong brand will attract tourists,
business, and investment and save the city in the crisis [27].

1.2. Brand and City Branding Literature Review. Various
research studies have been done about city branding so far. A
successful place branding creates value for the players and
divisions that manage the city [28]. A key point about the
destinations and places is that their position and values
should originate from their innate realities and cultures [29].
Six separated factors in terms of content but overlapped in
terms of experiment are known that a city is understood by
them and the development of city brand can be evaluated in
this way [30]. ,ese factors are so-called “city brand index.”
Now, it is the time to think about the new ways to improve
the city image in order to attract the tourists [31]. Cuttler
et al. argued that many cities are dying or experiencing
chronic depression but other cities can experience the
promotion and some of the cities have continued and strong
growth [21]. City branding provides a framework and tool

for distinction, focus, and organization of the competitive
characteristics of a city that should be rooted in the realities
[32]. One of the preconditions of the success in imple-
menting city branding is drawing a strategic plan and co-
operation of all units for proper implementation of the plans
and participation in citizens’ community in distinct fields of
city branding [33]. Currently, many metropolises in the
world have acted to prepare and implement strategic
planning of city branding, and these plans play a significant
role in promoting their position among their competitive
cities [15].

City branding is an emerging theory that emphasizes on
identifying the sustainable competitive advantage of a city
and converting it to a distinct competitive identity [34]. City
branding distinguishes a city from other cities in the do-
mestic, national, and global levels. It is the mission that most
strategies of the cities and metropolises are formulated to
fulfil it [35].,is activity is an informed attempt to create the
mindset and meanings in the mind of the addressee or
addresses from the city, province, state, country, region,
continent, or the world [11]. Finally, the legitimacy of a
brand of a city in the minds of different groups and classes of
the citizens provides numerous opportunities for policy-
makers to create economic, political, cultural, social, tourist,
communication, and commercial benefits for the city and
develops an identity for a city in a range of conceptual
variables like history, anthropology, economy, politics, and
policies [36]. Strategic brand of the city means that the city
brand should not be formed based on the old narratives of
the city, but the future policy-making, policy, and strategies
of the city, like the existing narratives, can have an identity
forming effect for the city. It is sometimes necessary to pass
the organic identity of the city and promote it to a strategic
identity such that new competitive values develop with the
help of city branding [37].

1.3. A Key Issue in Organic and Strategic Approaches of City
Branding. As pointed before, city branding intends to create a
distinct competitive identity and narration of features and
advantages of the city in the mind of its beneficiaries.
However, how to assign a distinct identity to a place in order to
create the brand? In sum, how can we separate a place from its
land features and change it to a word or phrase, image, and
sign such that it can have meaning in a discourse, commu-
nicative language, thought, and dynamic, continuous process?
Every sign system has its requirements (Figure 1). A sign
system is a social system and forms during the social, civil, and
historical-natural life; therefore, it cannot be created artificially
or imperatively [13]. Based on this and in order to identify the
constituent elements of the competitive identity, a model
called benefits ladder (which is very similar to the Maslow
model) was designed to develop and manage city brand [38].

According to the studies about formulating the city
branding strategy, three macro factor steps will be influencing
the branding that are culture, religion, demography, politics,
beneficiaries, innate natural resources and media [39]. ,e
comprehensive brand strategy is the first step to achieve these
goals [40]. City branding leads to renovation and
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development of more opportunities for competitions among
the cities, and as a result, it increases the chance of using
creative and native methods to attract tourists and investors
and promotes the identity of the residents in the national and
local levels [41] as mentioned in Figure 2.

Currently, considering the widespread urban manage-
ment in the metropolises, using tourism attractions can play
an important role in introducing a city as the global tourism
attraction and the economy of the cities [42]. Today, tourism
industry as a dynamic industry with particular capabilities
has allocated a significant part of the economic and pro-
duction activities in the developed and developing countries
to itself [43]. It plays an undeniable role in changing and
forming the environment as a powerful tool, and it can direct
the labour and economic, social, cultural, and political ac-
tivities [44]. Today, tourism branding has attracted many
people because of its attractions, proper infrastructures,
resolving unemployment, providing employment, and ur-
ban development [45]. Generally, urban tourism is a diverse
combination of different activities that form by joining the
environmental features with the capability of the city in
attracting the tourists and providing service for them [42].
,e condition for the success of any city in the development
of tourism is the presence of urban infrastructures or in-
tegration of urban management with a smart approach [46].
In recent years, the tourism industry and its economic re-
flections in the globalization have led to the necessity of
increasing public and economic incomes [47].

2. Research Area

Hamadan province is located in the west of Iran with an
area of 19,493 km2 and 1741m height from the sea level
[48]. ,is province is limited to Zanjan and Qazvin in the

north, Lorestan in the south, Markazi in the east, and
Kermanshah and a part of Kurdistan in the west. ,e
highest point in Hamadan is AlvandMountain with 3574m
height, and the lowest point is the land of Amrabad along
with Gharachay River in Shara and Pishkhar region.
Hamadan is one of the smallest cities of the Iran, and its
rank in terms of area is 23. ,is province has 9 cities, 29
towns, 25 districts, and 73 rural districts (Figure 3). ,e
capital city is Hamadan. ,e cities of Hamadan province
are Hamadan, Nahavand, Tuyserkan, Malayer, Famenin,

Identify the 
characteristics 
and advantages 

of the city

Create the 
experience and 

identity created by 
the city

Finalize the city′s 
competitive 

identity statement

Figure 1: Organic and strategic approaches of city branding.

Table 1: Scientific definitions of branding.

Brand definition Organization
A name, word, term, symbol, mark, mark, design, or combination of these is a specific representation
of the goods and products of one or a group of manufacturers or sellers who derive those goods and
services from the goods or services of other manufacturers and sellers. It distinguishes.

American Marketing Association
(AMA) [20]

A name, phrase or term, sign, mark, symbol, design, or combination thereof which is intended to
introduce a product or service offered by a vendor, or group of vendors, thereby distinguishing them
from the products of competing companies. ,ey build.

[21]

A design, sign, symbol, word, or combination of these is used to create an image that distinguishes a
product from competitors’ products. [22]

,e brand must include the objective and subjective (intangible) characteristics of a product. [23]
A brand is a mindset or image of a specific product or service that creates a connection between the
consumer and the provider. [24]
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Figure 2: ,e impact of macrofactors on place branding.
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Kabudrahang, Asadabad, Bahar, and Razan. Hamadan city
is located in the central part of the province with an area of
4084 km2 that consists 21% of the province’s area [49]. In
terms of population, Hamadan is the 14th densely popu-
lated city of Iran and it is introduced as one of the met-
ropolises of Iran in August 2009 [50].

Avicenna Tomb is the symbol of the Hamadan city as
well as one of the symbols of the background of Iran in the
world’s culture, knowledge, and science [51]. ,e base of
the economy in this province is agriculture and animal

husbandry and mining [52]. ,e cultivation is dry or ir-
rigated (Figure 4). ,e most important mines of this
province are granite, limestone, building stone, feldspar,
lead, zinc, silver, chalk, limonite, silica, travertine, and iron
ore [17, 49]. ,ere are various monuments of the Islamic
period in the city including Khezr tomb, belonging to 5th
century, Alavian Dome, Esther and Mordecai Mausoleum,
Qorban tower belonging to Seljuk’s, Abshineh Bridge,
Great Mosque, Bazaar, and square of Hamadan belonging
to Safavid [53].
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Figure 3: Location map of Hamadan province in the Iran.
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Figure 4: Map of the spatial structure of the city of Hamadan.
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3. Conclusion

City brand consists of different elements including urban
features, environment, politics, economy, society, and
culture. ,ese elements gather together to form the
commercial brand of a city. ,ese elements help to for-
mulate a successful brand strategy and not only improve
the sense of belonging but also increase the pride of the city.
Besides, these elements provide reliability of the city. ,ese
long-term image-building actions in the city are based on
the tangible and intangible elements of the city identity and
help the social effects. Regarding the results of experts’
questionnaire, it is necessary to develop city branding
strategy as a strategy based on the culture and environment
of the city in order to promote the quality of the city and
sustainable development. ,erefore, the result is that de-
veloping of city branding strategy is a tool to realize this
goal. ,e undeniable relationship between tourism and the
producing handcrafts, historical tourism, and old bazaar,
the central square and six streets around it and finally radial
and concentric city are important to consider in city
branding strategy. By understanding the interaction be-
tween urban laments and its processes, the city branding
strategy can be developed more. Understanding the role of
city features in CDS was necessary for careful interpreta-
tion of the strategy. It is clear that planning is necessary in
implementing city branding by planners and formulating
of strategic plans, development of infrastructures, partic-
ipation of people, support of authorities, citizenship edu-
cation, financial proposals, facilitating domestic and
international capitals, advertising, attracting and preserv-
ing the staff and experts, attracting tourist and visitors, and
developing city branding strategy.

Indeed, implementing the brand is cumbersome and
time-consuming because it includes different factors and
elements that have significant effects in its formation. One
of the basic steps to enter branding process for Hamadan
metropolis is developing strategies for resolving the eco-
nomic problems of the city, urban sociology, physical
features of the city, equipment, arrangement and urban
furniture, housing and construction, and proper urban
planning which are not simple and possible in the short-
term. Finally, place branding and roper management for
its development and expansion need different require-
ments that should be considered before starting the work.
How Hamadan branding is done and what are its goals,
reasons, tools, time, cost, and other issues are the points
that should be considered at the beginning in order to
avoid unpredicted problems. It should be noted that
branding process for this city is a creative process that
needs expertise. All considerations should be observed in
branding of this city in order to provide the highest effect
for tourists. Only in this case the city can achieve the
successful brand and enjoys its benefits. One of the most
important uses of the cities is providing new tourism
services because the formation of the postmodern world
with its main proposition, i.e., globalization, leads to
development of information technology and tourism and a
new period begins in social and cultural interactions of the

human, especially in urban constructions. However,
Hamadan can be a suitable place to attract domestic and
international tourists.
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