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Abstract

Paying attention to urban landscape and planning for it is one of the main and most
significant factors that can have a great effect on urban brand. Compared to other cities,
tourist cities depend more on the quality of the urban landscape. Since what initially attracts
individual's attention is the urban landscape; moreover, it makes the first judgments about
the city in the minds of tourists. The city of Isfahan with a rich historical, cultural, artistic,
natural background, etc. is one of the most significant tourist destinations in Iran. With the
purpose of explaining the urban landscape tourism brand, this research investigates 100
landscapes of Isfahan by an expert evaluation including historical landscape, natural
landscape, cultural landscape and so on from two objective and subjective dimensions and
based on 25 indices. Cluster analysis method has been used for clustering landscapes;
furthermore, clustering analysis has been applied by using SPSS software in order to analyze
the objective and subjective characteristics of landscapes. The results indicate that the
historical-natural landscape of Isfahan has the highest score among the clusters; in addition,
there is a significant relationship between the objective dimension of the landscape
(physical and functional aspects) and the semantic (subjective) dimension of it.

Introduction

Today, the development of urban tourism is not
possible as before simply by enjoying facilities
and possibilities (Yang et al, 2020: 2) because
new tourists visit cities more sensitively and with
more scrutiny than they did in the past, and

elements of urban landscape have remarkable
impacts on them. The main resources and
attractions that are the key motivators for
traveling and visiting a destination are divided
into seven categories: 1- Environmental
attractions (natural and man-made landscapes)
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2- Culture and history 3- Market relations 4-
Combination of activities 5- Programs and
events 6- Entertainment 7-  Tourism
superstructures (Barimani et al., 2018: 33)

Paying attention to urban landscape and
planning for it is one of the main and most
important factors that can have a great impact
on the urban brand. Compared to other cities,
tourist cities depend more on the quality of
urban landscape since what initially attracts
individual's attention is the urban landscape;
moreover, it makes the first judgments about
the city in the minds of tourists.

Landscape is a phenomenon that results from
our perception of the environment and the
interpretation of the mind. In fact, it is an
objective mental phenomenon. The landscape
of an urban space is all the information available
from the space that can be received by the
senses and processed in the process of
perception. (Information on the form, function
and meaning of space)

Hence, the indicators of a landscape at various
levels, from superficial to fundamental, present
themselves in this process.

The objective dimension of the city landscape is
the outer layer of the city, and the mental
dimension is the inner layers or the attitude and
perception of the people. Coordination of the
two dimensions together leads to greater
satisfaction of observers. Improving all these
factors ultimately leads to improving and
increasing the quality of the landscape and
directly affects the urban brand and has a high
power in attracting tourists and different
investors.

Urban landscape is one of the factors with a
great impact on the urban brand and its
development and progress. Brand image is the
closest step to brand formation. A brand image
is a perception of the brand that is reflected in
the customer's mind by brand associates. A
brand image does not have to be an objective
image. (Farahani et al., 2017: 23)

The purpose of this study is to evaluate the
landscape of Isfahan in order to explain the
tourism brand.

1.Data and Method

The city of Isfahan with a rich historical, cultural,
artistic, natural background, etc. is one of the
most significant tourist destinations in Iran. The
present study is applied in terms of purpose and
descriptive-analytical in terms of method. With
the purpose of explaining the urban landscape
tourism brand, this research investigates 100
landscapes of Isfahan by an expert evaluation
including  historical ~ landscape,  natural
landscape, cultural landscape and so on .The
data collection method includes library studies
and a researcher-made questionnaire that
evaluates 100 landscapes of Isfahan from two
objective and mental dimensions based on three
components of physical form, activity-
functional component and perceptual-semantic
component and 25 indicators. In order to
evaluate the reliability of the questionnaire,
Gronbach's alpha was used, which is 0.925 for
this questionnaire and indicates the acceptable
reliability of the questionnaire. Cluster analysis
method has been used for clustering
landscapes; furthermore, clustering analysis has
been applied by using SPSS software in order to
analyze the objective and subjective
characteristics of landscapes.

2.Results and Discussion

The results obtained from the clustering of total
scores (all three indicators of physical,
functional-activity, perceptual-semantic) in 5
clusters show Chaharbagh Abbasi, Chaharbagh
Khajoo, Chehelstoon, Naghsh-e Jahan, Khajoo
Bridge, Siosepol Bridges, Imam Mosque, Sheikh
Lotfollah Mosque, Naghs-e Jahan Square
surrounding markets, Chaharbagh School and
Madarshah Caravanseraiare in the first category
with the highest average cluster compared to
100 places and they are among the most
important landscapes in Isfahan landscape
design. In fact, it can be said that the collection
of elements of this Safavid city in the central
part of Iran has the potential to be defined as the
image of Isfahan tourism brand. Moreover,
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according to the average scores of landscape
features in Isfahan, the perceptual-semantic
component, the physical form component and
then the activity-performance component have
obtained the highest to lowest scores,
respectively.

3.Conclusion

The historical-natural landscape of Isfahan has
the highest score among the clusters and there
is a significant relationship between the
objective dimension of the landscape (physical
and activity-functional) and the mental
dimension  (semantic-perceptual) of the
landscape. In addition, the mental landscape of
Isfahan, which is the result of the interpretation
of the landscape in the minds of the audience,
has the highest score among the three
indicators of the urban landscape. This shows
that landscape tourism as one of the most
important and common types of tourism with
the aim of discovering the secrets in landscapes
can be effective in explaining the tourism brand
for Isfahan.
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