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Abstract

Context and Purpose: The present research aims to clarify the concept of tourism place
branding by examining its evolution in previous studies and identifying its effective dimensions
and components. The general objective of this study is to provide a theoretical background for
tourism place branding in the form of a conceptual model by analyzing the theoretical literature
in this field.

Design/methodology/approach: This research employs a meta-analysis method and a
structural-interpretive approach. Despite the extensive theoretical literature, there is no
consensus on the effective components of tourism place branding. Therefore, this research has
chosen the period of 1999-2021 to examine the evolution of this issue.

Findings: During this period, a rapid movement of the concept of tourism branding has taken
place from a one-dimensional, visually, and tangibly-based approach towards a
multidimensional, interdisciplinary, interactive, and participatory concept. In this process, the
nature of place branding has changed from a marketing tool to an approach for dealing with
various dimensions of place management. In the second part of the research, 21 effective
components of tourism branding were identified using an expert-oriented questionnaire, and
eight important components were categorized according to experts' opinions.

Conclusion: The identified factors include: 1- The position of the city in the international arena,
2- People's perceptions about the body and location of the city, 3- Perceived economic and
social opportunities, 4- Tourist attractions and facilities, 5- Brand infrastructure and
foundation, 6- Government intervention and support, 7- Tourism brand introduction and
advertising, and 8- Creation of attractive and diverse situations and events for tourists.
Originality /value: This research fills the gap in previous studies and by presenting a picture of
tourism branding, it highlights the necessity of creating a powerful tourism brand as a
competitive advantage in today's world. Therefore, branding can be identified as a sustainable
competitive advantage and transformed into a desirable competitive identity.
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Extended Abstract

1. Introduction

The concept of branding is proposed if
tourism sites and projects globally
compete with each other for goals like
attracting tourists, capital, and talent.
Place branding in urban management is a
framework and means to differentiate,
focus, and organize the specified and
competitive identity of a place. This
concept has been investigated in the
academic literature for decades, and it is
in connection with combining all the
features and strategies that make a place
stand out from its competitors. The
current study attempts to take a step to
elucidate the dimensions relating to the
concept of the tourism brand and deal
with the recognition of its effective
dimensions and components by assessing
its evolution in studies.

2. Research Methodology

This study is a descriptive-analytical
research written in two parts. In the first
part, a meta-analysis study was conducted
using the bibliometric methodology. This
approach intends to evaluate various
aspects of a subject so that the change
process and research areas are specified.
The starting point of the research has been
set in 1999 and the end point in 2021. In
this period, approximately 2,000 scientific
papers were extracted, 615 of which were
included in the analysis by applying filters.
In the second part of the research, the
classification of the identified components
was addressed using the interpretive
structural modeling (ISM) method, which
is a way to design a pattern of complex and
multiple relationships between variables
of a phenomenon. The data was collected
through note-taking, ISM checklist, expert

questionnaire, and desk studies. The
statistical community was chosen from
among the experts using the snowball
sampling method, and ultimately 16 people
were determined as the sample.

3. Research Findings

The review of theoretical literature
emphasizes the interdisciplinary nature of
this concept. Based on the studies, 41% of
all the reviewed articles are in the field of
management, 12% in the field of economy
and urban  economy, 20%  in
environmental sciences including
geography, urban planning, and design, 7%
in classic marketing, 8% in political
science, and 12% in other sciences,
respectively.

Concerning the theme, the reviewed
articles have thematic sub-branches such
as brand identity, stakeholders, brand
image, planning and strategy, brand
sustainability aspects, brand architecture,
brand experience, brand equity, brand
loyalty, and brand expression. In this
context, most articles were in the thematic
field of place brand identity (41%) and after
that, the concept of place brand image
(28%) was more discussed relative to other
themes.

Regarding the research methodology,
the review of the articles implies that the
researchers have exploited quantitative,
qualitative, and mixed methods. 64% of the
reviewed articles employed qualitative
methodology, 21% quantitative
methodology, and 4% mixed methodology.
The remaining 10% were theoretical and
conceptual research articles.

In the second part of the study, 21
effective components in the tourism brand
were identified and extracted using the
ISLM expert questionnaire. Among them,
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eight important components were
classified, including the position of the
city in the international arena, people's
perceptions about the body and location
of the city, perceived economic and social
opportunities, tourist attractions and
facilities, brand infrastructure and
foundation, government intervention and
support, tourism brand introduction and
advertising, and creation of attractive and
diverse situations and events for visitors

4. Conclusion

The meta-analysis review of the previous
studies indicates a structural evolution
regarding the concept of tourism
branding. This evolution is evident in many
dimensions such as changes in disciplinary
areas, effective dimensions, nature, goals,
processes, actors, and scale. In addition to
marketing and communication sciences,
place branding has witnessed the
presence of an extensive spectrum of
scientific disciplines, including social
sciences, environmental sciences,
management, environmental psychology
and behavioral sciences, political sciences,
and so on, representing a conceptual
transformation and the addition of new
aspects to tourism branding. While paying
attention to the visual and tangible
dimensions, taking into account the
performances and functions of the
environment as well as the generation of
location events has been currently
welcomed by relying on the relative
advantages of the place.

It is recommended that further studies
in this field be concentrated on the novel

and emerging branches of the tourism
brand, among which context-based
branding, the role of spatial interactions
and communications in place branding,
place assets, place brand value
management, a strategic look at place
brand, and interdisciplinary interaction in
branding can be pointed out, which all
demonstrate the conceptual evolution of
branding. Furthermore, the movement
towards urban areas and spaces has also
been proposed. Accordingly, the future of
place branding can be regarded as an
interdisciplinary concept as a result of the
interaction of various specialties from the
interaction between the knowledge
accumulated in the local community and
the context.
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