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ARTICLEINFO | Abstract

Place branding is complex because of its special nature, diverse users' needs, the
highly competitive atmosphere, and its ability to influence regional and national
PP: 393-400 priorities. The purpose of this study was to design a place branding model for the
development of sport and recreational tourism in northern Iran. For this purpose,
27 academic experts in the fields of sports management, tourism and branding,
managers of sports and recreation mega-projects, marketing and economic
managers of these projects, consultants for the design and operation of these
projects, managers of the tourism and sport and youth organization and from
Use your device to scan and Caspian Sea provinces were selected as the research sample. Grounded theory
read the article online method (a qualitative form) was used to collect and analyze data. In this way, the
systematic approach to theorizing is carried out in three stages: 1) open coding
phase 2) axial coding phase and 3) selectable coding phase. The model was also
designed according to the Strauss and Corbin model in 6 sections which include:
E: ﬂE] 1) Causal Conditions 2) Context, 3) Barriers 4) Facilitators, 5) Strategies and 6)

Consequences. The overall result of the research showed that this model can be
5 used to evaluate and measure sports and recreational mega projects for the
' development of sport tourism in different regions.
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Introduction

Place branding differs from destination
branding, which primarily concentrates on
tourism appeal (Morgan et al., 2002).
Selecting the appropriate images for effective
branding poses a challenge for a place because
the choice appears distinctive within the
tourism market. One issue in branding a
location, representing a city or country, is the
image associated with it, particularly when it
is predominantly linked to specific consumer
products. Studies indicate that the recall of a
place brand can be enhanced through an
appealing logo design. Companies in the
commercial sector have long understood the
advantages of branding their products,
differentiating them from competitors, even if
they are physically similar. Branding provides
a competitive advantage, enabling the
charging of higher prices for the brand
compared to generic products. This is
accomplished by establishing associations in
the consumer's mind between the intangible
product and various attributes, ensuring that
the consumer not only acquires the physical
product or service but also gains other
intangible symbolic benefits.

The primary challenge in branding a place lies
in constructing a robust brand that is
recognized across diverse audience spectrums
through logical associations with different,
sometimes unique, elements. An intriguing
aspect in the field of place branding is the
perspective of researchers from various
disciplines. Urban planners, for instance,
focus on social and economic functions, while
marketers concentrate on brand development
objectives. Cultural officials address its
cultural functions. Taking into account the
development goals of the sports and
entertainment industry and its impact on the
society's macroeconomics, this research
aimed to propose a place branding model for
potential sports and entertainment tourism
sites in the northern provinces of the country.

Methodology

The research was conducted using the
grounded theory approach based on Strauss
and Corbin's model. The grounded theory
method is an exploratory research approach
that allows the researcher to develop a new

theory when it is not feasible to formulate a
hypothesis, as opposed to relying on pre-
existing theories. The procedures of grounded
theory are structured to generate a set of
coherent concepts, elucidating a
comprehensive theory of the place branding
model for sports and leisure tourism in the
coastal provinces of the Caspian Sea in Iran.
To gather data, interviews, observations, and
various documents such as newspapers,
letters, reports, books, etc., were employed.

Results and Discussion

The findings of the theorizing, based on the
multiple stages of Grand Theory and Strauss
and Corbin's model, are illustrated in Figure 1.
The analysis of the table revealed that the
causal  conditions  encompassed  the
commitment of policymakers to the
development of sports and recreation tourism
in the region, the necessity for place branding,
the growing customer market, and the region's
demand for sports and  recreation.
Additionally, the background conditions
involve factors such as the project's location,
the political climate of the region, the cultural
context, the economic circumstances, and
various stakeholders.Intervening conditions
include state and local support for the project,
the extension of the project execution time, a
shared vision of the project's future, timely
funding and capital, the existence of similar
projects, and the attitude of managers towards
place branding. According to the interviewed
participants, the primary concept of this
research, forming the essence of this
phenomenon, comprises the project's unique
innovation, its Iranian-Islamic identity, the
logical coherence between different uses,
appropriate culture building, the distinctive
theme of the project, and its overall
pervasiveness.

Considering the main concept of this research
and the causal, contextual, and intervening
conditions influencing it, development
strategies include providing comprehensive
services catering to all preferences with a
standardization approach, continuous
revitalization of the project's branding
process, delivering diverse and suitable
advertisements, fostering internal marketing
and relationships, developing strategic and
systemic planning, organizing festivals and
premium recreational sports events, utilizing
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project facilities in a multi-dimensional
manner, and fulfilling social commitments
and responsibilities.Based on the requisite
knowledge and experience, the research team
anticipated that the combination of all these
factors, in accordance with Strauss and
Corbin's model, would yield the following
outcomes: income generation and profit for
project beneficiaries, the development of the
local and regional economy, the establishment
of unity and solidarity. Socially, the
transformation of the project into a sports and
recreational  tourism  destination,  the
cultivation of an active, happy, and dynamic
lifestyle among citizens, the creation of a
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