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Abstract 

Today, the different cities should seek to establish a distinctive and unique urban brand in line with 

effective and efficient competition in to attract financial resources, investment, social capital, tourism, 

business and economic prosperity, dignity, status, more respect and credibility and to improve quality of 

life in the region, country and international, so as cities could acquire  a specific brand in the global 

communications arena which can be quickly and more easily known to the world public opinion. 

The present study tries to review the concept of urban brand, as well as to determine the brand dimensions 

in Tehran according to specific requirements of this city. In this study, the necessary data has been 

gathered through questionnaires from 180 experts in urban management were collected and the data were 

analyzed by and factorial analysis technique and Lisrel software. The findings of this study show that the 

dimensions of urban brand for Tehran is include the vision and strategy, size, location, city capacity, town 

economy, people and culture of the city. 
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Introduction 

In today's world cities and metropolises instead of countries became to major players in the geographical 

areas. Competition becomes severe between cities to show itself as the best choice for tourists, investors, 

businessmen, students and talent people every day and cities focus on how overwhelming the other 

competitors in this race. 

According to the above mentioned subjects, the managers and city officials are discovering more that 

there is a direct relationship between the image or reputation of their city and its attractiveness as a place 

for circulation, life, investment or education. Another thing that some officials explored is that if they are 

looking to improve local prosperity and welfare, to create social capital and encourage economic growth, 

they must act. In order to succeed in this path, urban authorities are now thinking beyond traditional 

thoughts to use branding techniques when were in the scope of commercial products and services in order 

to provide a good image of their city. 
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It should be noted that urban branding process due to the complex nature is really different with branding 

products and the service is very different. Therefore, considering the necessity of applying urban brand 

concepts in the today world on the one hand, and the lack of comprehensive studies and native models for 

branding city in Iran, on the other hand, this study aims to determine the dimensions of urban brand in 

Tehran. 

In this paper, first the theoretical foundation and the history of research review in order to identify, define, 

benefits and factors affecting brand urban. Then research method is mentioned that involves the 

community, samples, tools and procedures for analyzing data and finally after analyzing data, proposals 

will proposed based on the results of the study. 

Theoretical Basics 

Urban bran is as part of the development of the city's marketing (Kavaratzis, 2008). Of course, topics of 

urban brand were multidisciplinary in earlier times (Govers et al, 2009) but recently it is recognized as a 

separate discipline. (Ashworth et al, 2010). 

According to Katler et al (2002) brand is provided  a good starting point for city marketing and also a 

suitable framework by which urban image are managed. Brand is a rich source of emotional, cognitive 

and effectiveness communication leading to the memorable experiences of one place, a name or a brand. 

By creating a brand for the city, the position of a city progresses as a place to stay, business or tourism 

destination. After reviewing the current image of the city, creating a brand for a city is the second or next 

step in the process of urban marketing or we can say the ultimate goal of urban marketing is to brand or 

reputation for the city (Broun, 2008). 

According to Kavaratzis (2004) urban brand is a set of physical, social and psychology features and 

beliefs of a city. In fact, urban brand includes, historical, social, international and political identity of a 

city which involves the way of economic activities, amenities and touring of that city. Urban brand is very 

important to direct the city resources and to attract investments for tourism industry. In the new text, it 

has been emphasized on urban management to use urban brand and its potential impact on residents and 

urban experiences (Akhavan Sales, 2010). 

The purpose of branding is to identify the name and identity of the town among citizens and potential 

tourists. City branding campaign in the city is implemented through reviewing the capabilities and 

priorities of the city, customer's preferences from the city and external environment. Branding is shaped 

to promote the position of the city in order to create an identity based on the capability of the city and 

external conditions. 
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Branding is the process of creating the slogan from the message and then create a model that with the 

slogan provides the city image along with the features of its interests and values to the customers 

(Havermans et al, 2008). So, urban brand is a complex combination of the audiences' imageries and 

inferences from a city and its citizens, living space and the business atmosphere and its attractions ) Eshuis 

J and Edwards, 20013). 

In the definitions from marketing, the concepts of brand and branding are not the same. According to the 

dictionary definition of marketing, branding includes all the steps involved in creating a unique name 

(brand) and retaining its (Zenker & Beckmann 2013). In other words, urban branding is a comprehensive 

and long-term strategy alongside urban development and the city's economic development strategy, which 

includes a series of integrated and interconnected strategies, processes and activities and will ultimately 

improve reputation of the city among the other cities and increase competitive capabilities and improve 

the lives of the citizens (Mozaffari, 2012). 

Urban branding is a new field that is made of conflicting multiple disciplines (marketing, public politics, 

diplomacy, tourism, economic development, international relations) and means choosing a combination 

of brand factors (includes name, word, phrase, symbol, emblem, logo, design or a combination of the 

above) that leads to identify and distinguish the city from the other cities through creating a positive 

image (Kerr Et al, 2012). 

Background  

It was implemented several studies on urban brand that each one was proposed different dimensions for 

urban brand. In a study entitled "Is consent key? Zenker et al. (2014) raised  the studying role of citizen 

consent, attachment to place and positive attitude toward the brand of the place on proper citizenship 

behavior " that consent and its role has been of the main topics of research, especially in marketing and 

organizational issues. They collected data required to test their research hypotheses through sending an 

email questionnaire among 765 people in Germany. They used Structural equation approach to analyze 

the data and in their study, they concluded that citizen satisfaction and attachment degree to the city and 

the places where they live and also their attitude to urban brand impact on the positive citizen behavior. 

In a study titled "Urban Brand: the framework of cities facilitator of", by reviewing the theoretical bases 

of urban brand and its models, Merrilees and colleagues (2013) knows the factors affecting urban brand 

including a clean environment (clean and free of any pollution), safety (feeling safe living in those 

places), nature (possibility of outdoor recreation, green belt, enjoying in  the open space and natural 

wonders), business opportunities (new business,  and local jobs, self-employment opportunities, quality of 
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jobs, career opportunities and progressing in jobs), shopping (coffee shops, shopping centers, family 

stores, restaurants), transport (adequate road network, traffic jam, repairing and maintenance of roads, 

cultural activities (cultural events, community centers, leisure activities, nightlife, recreational facilities 

and entertainment in closed venues and markets, government services (accessing to health care and public 

health, educational facilities) and social bonding (good place for families, a positive vision to cultural 

diversity and community spirit). 

In a study titled "Cities and brands: Lessons from urban branding", after comparing urban branding with 

large corporate branding, and providing tips that this comparison can be made, Kavaratzis (2009) 

compared the proposed frameworks for urban living. According to this compare, common elements of 

brand frameworks are presented for urban brands that include: vision and strategy (prospects for a city 

and codifying transparent strategies to achieve it),  

Internal culture, residents' trend to expand their urban brand, management and marketing), local 

communities (prioritizing local residents' requirements, entrepreneurs and developing businesses ), 

synergy (Consensus and supporting all stakeholders and providing a balanced participation of 

stakeholders), infrastructure ) providing basic needs without which the city can't make its brand), 

cityscapes and gateways (ability to create an environment for its presentation and to strengthen urban 

brand, opportunities (creating opportunities for people (urban lifestyle, good service) and companies 

(finance, labor, etc. which shows the capacity of city and communications (setting all communicational 

channels). 

Anholt provided national brand index in order to measure the image of the countries popularity in  

2005.The index measures the power index of a country's national brand attractiveness and demonstrates 

the of other foreign people how to think about the respected country and in total they surveyed their 

perceptions from total cultural, political, commercial, human assets, investment potentials and tourist 

attraction. In 2006, he developed another framework for assessing urban brand and evaluating the 

effectiveness of making brands that is known as the hexagon model of urban brand. He proposed the 

different dimensions of urban brand including six different dimensions of place (city physical aspects), 

potential (economical and educational sectors), pulse (urban lifestyle, the level of urban exciting), 

population (hospitality and security issues), prerequisites (cost of living and the price of accommodation), 

the presence (international status of city and being familiar with people (Anholt, 2007). 
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Methodology 

The aim of this study is to determine the dimensions of urban brand in the metropolis Tehran. According 

to the aforementioned purpose, the present study is accounted a practical research. Also the research 

method is descriptive - survey research based on the method of getting the required data (library and field 

methods).  

In this study, a questionnaire with Likert's 5-measuring scale was designed after identifying the 

dimensions of urban brand, Tehran, to collect data needed for fitness of the proposed model by the 

factorial approved analysis. It should be noted that the content validity of this questionnaire was 

confirmed through accounting Cronbach's alpha with less than 0.07% for the whole questions of 

dimensions and questionnaire by experts. 

In this study, using simple random sampling, survey data were collected from 180 municipal managers 

and faculty members in urban management, urban planning, geopolitics and public management with 

experience in the field of urban management and finally, the data have been statistically analyzed by 

factorial approved analysis and Lisrel software. 

Findings 

Defining Dimensions of Urban Brand for Tehran 

In this study, Merrilees et al., Kavaratzis (2009) and Anholt's (2005) studies (2013) have been used to 

determine the dimensions of urban brand. Considering to research purpose, the conceptual model 

dimensions are following as: 
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Table 1: the dimensions of urban brand for Tehran 

Dimension Dimensions Measures 

Vision & strategy Developing Vision for urban brand in Tehran, the city's macro goals 

In Tehran and developing urban brand strategies in Tehran 

Place Physical beauty of residential, commercial and office and general 

space in Tehran, clean and free of any pollution in Tehran, to enjoy 

the open space and natural and historical wonders of town and safety 

in all surfaces of Tehran, in day and night 

City Capacity Adequate road network, traffic reduction and maintenance of roads, 

People convenient access to health care and public health in Tehran, 

City appropriate access to the service with 

high and professional quality public education, providing tailored 

service of municipality to residential homes and commercial facilities 

and offices units in the city, providing adequate Internet and 

telecommunications services in Tehran 

City Economy Developing booming local businesses in the city and making self-

employment in the city, creating job opportunities and career 

advancement in Tehran, expanding  shopping centers, family stores, 

restaurants and coffee shops in Tehran, providing affordable housing 

and other basic necessities of life with economical price in Tehran 

People and City 

Culture 

Creating  different cultural events in Tehran, people's positive look at 

the culture diversity and warm and intimate behavior with visitors to 

the town, the citizens' tendency to 

expanding urban brand, its own marketing and management and 

People's lively lifestyle in Tehran and vitality in Tehran 

 

After defining the dimensions of urban brand for Tehran, a questionnaire was prepared to check the 

validity and fitness of the specified dimensions and provided to experts. 

Descriptive findings 

After collecting the questionnaires and analyzing data, there were some questions on general questions, 

that the largest number of respondents was men (78%), for the level of respondents' education, the 
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majority statistical sample had master's degree (No. 86) and then they had PhD degree (No.54) and BS 

degree (No.40), respectively. At last most respondents' years of experience in the field of urban 

management was in the range of 10 to 15 years old (52%) and then most respondents' working experience 

were , respectively, 15 to 20 years (24%), 5 to 10 years (14%) and over 20 years(10%), respectively. 

Table 2 shows the demographic characteristics of respondents in the studied sample.  

Table 2: demographic characteristics of respondents 

Characteristic  Frequency  Percent  

                Sex 

Male 40 22% 

Female  140 78% 

       Degree of Graduation  

BS degree 40 22% 

Master of degree 86 48% 

PhD  54 30% 

      Working experience in urban management 

Between 5 and 10 years 25 14% 

Between 10 and 15years 94 52% 

Between 15 and 20 years 43 24% 

Over than 20 years 18 10% 

 

The results of the factorial approved analysis technique  

In this study, factorial approved analysis technique is using to analyze data about the validity of the 

framework provided for Dimensions of urban brand of Tehran. Factorial loads are used in factorial 

approved analysis technique for confirming the basis of agents. The factorial load is also between zero 

and one. 

If the factorial load is less than 0.3, the detected index is considered weak and it is withdrawn. The 

factorial load is acceptable between 0.3 and 0.6 and if it is greater than 6%, It is very desirable (Habibi, 

2011). 

Of course what is necessary to examine the framework of urban brand to be answered how is the fitness 

of the framework provided? Or in other words, are these dimensions proper for framework the 

dimensions of urban brand in Tehran? There are generally two types of being bad and good indexes to 
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test the fitness of model. Indexes of being good are such as GFI, AGFI and NFI and ... if amount of them 

is more they will be better. The amount is proposed for such indexes are 0.9. Also, the bad parameters 

include df / χ2 and is RMSEA that if they are less, the fitness of the model is better. The limit of df / χ2 

and RMSEA are 3 and 0.08, respectively. The amount of P-value must be less than 0.05. To answer the 

model fitness question the indexes of bein good and bad must be examined together (df / χ2, RMSEA, 

AGGI, GFI, NFI and CFI). It is noteworthy that bad indices prioritize on good indicators (being bad 

indexes are more important). According to the results of LISREL software, output value of df / χ2 = 2.50, 

RMSEA= 0.079 and the P-Value is zero, as well as indicators of GFI, AGFI and NFI are all above 

90%. Therefore according to the experts it can be concluded that the proposed framework for urban brand 

dimensions in Tehran is a good framework. Figure 1 shows the framework of research on the standard 

estimates. 
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Figure 1: the framework of Urban Brand dimension on the standard estimate 

As it can be seen in Figure 1, factorial loads of dimensions measures of the model and dimensions of the 

model on standard estimates are all appropriate, (all they are above 0.3). 

Also, in factorial approved analysis technique T-value index is used to show the meaningful among the 

correlatives between measures of urban brand dimensions and urban brand dimensions and also 

meaningful among correlatives between urban brand dimensions and urban brand. This index is 

calculated of the ratio of each parameter coefficient to the standard deviation of that parameter. So, its 

absolute value must be higher than 1.96 to show that these estimates are statistically significant. 
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 Figure 2 shows the framework of urban brand dimensions in a significant manner. 

Figure 2: the framework of urban brand dimensions in a significant manner 

As it can be seen in Figure 2, the factorial loads of model dimensions measures  and model dimensions all 

are significantly proper (they're all right higher than 1.96) 

Discussion and conclusion 

What followed in the present study was to determine the dimensions of urban bran in Tehran. In 

reviewing research literature, it was found that using urban brand is increasingly expanded to use its 

advantages in the cities. The main core of urban brand is made of the symbolic, physical, economic, 

visual elements as well as aspects that distinguish the city from other cities and to improve urban brand, 

these elements should be enhance based on conditions of each city.  

Several experts presented different ideas on the urban dimension frameworks. According to a three 

experts' surveys on urban brand (Anholt, 2006, Kavaratzis, 2009 and  Merrilees et al, 2013), it was 
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determined that the dimensions of urban brand can be divided to five overall dimensions of vision and 

strategy, place, town capacity, town economy and the people and town culture. 

In this study, after identifying the urban brand dimensions of Tehran and measures of the dimensions 

through using survey approach, it was assessed the fitness and validity of the framework determined for 

Tehran by factorial approved analysis technique. According to the results of this analysis, within the 

framework provided for urban brand of Tehran is in an adequate fitness. In fact, totally the results of this 

research were increased our consciousness about urban brand dimensions in this metropolis and also 

based on the results obtained, the following suggestions are provided for urban managers of this 

metropolis toward branding Tehran. 

1- For promoting the vision and strategy dimension of the urban brand in Tehran it is suggested that urban 

brand teamwork is created composed of various stakeholders of the city in this metropolis and in this 

teamwork, the vision of urban brand, urban brand objectives, strategies and implementing programs are 

developed by merit counselors of urban brand.   

2- With regard to the promoting the dimension of urban brand place, it can be pointed to some actions 

such as  planning to reduce air pollution in Tehran as well as providing approaches to increase residents' 

commitments in Tehran to the environment. Also, we can point to municipalities to monitor views plans 

and coordinating them with the view of nearby buildings and promoting Iranian architectures in designing 

Buildings toward improving architecture and aesthetic of residential, commercial and office spaces in 

Tehran. 

3- For promoting the dimension of city capacity on Tehran brand, it is recommended that urban managers 

try to implement necessary planning to improve the ease of travel from Tehran to any city, to remove 

Tehran traffic problems, to promote a culture of traffic behavior, to increase health care / hospital and 

social services, more attention to credible universities. 

4- For promoting the dimension of city economic of urban brand inTehran, we can point to create 

conditions to facilitate the activity of the companies, the establishment of international exhibitions in 

Tehran, making modern shopping centers and monitoring the cost of living in the city. 

5- And finally for promoting the culture dimension and people of urban brand in Tehran, it is proposed 

programming and conducting items such as increasing quantity and diversity of events and cultural 

festivals in Tehran, citizens' access to cultural products, expanding cultural center in the city, extensive 

advertising about urban brand in the city, improving entertainment venues and for citizens. 
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