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ARTICLEINFO | Abstract

Different messages sent by the city and formed in people's minds create the image
PP: 570-591 of the city. Awareness of these mental images can lead to successful city branding
by city management. Therefore, the purpose of the current research is to model the
image of the city in line with the formulation of city branding priorities, and for this
purpose, Qeshm city has been chosen as a case study. In the present research, first,
9 components and 47 criteria for the image of the city were extracted based on
documentary studies. Then, 402 questionnaires were completed by online and face-
to-face methods among tourists with a history of at least one trip to Qeshm city, and
Eﬂ." E the information was analyzed using structural equation modeling (SEM) and path
analysis. The findings of the research show that the "environment and nature"
component, followed by "trade and economy", are the most important components
E na of Qeshm city image, and in order to strengthen the Qeshm city brand image, it is

necessary to increase the value of the "urban planning and architecture" and
"culture" components. , "facilities and infrastructures", "people's lifestyle and
behavior", "social issues", "transportation and communication”, "leisure", "trade
Keywords: City Image, and economy" and "Environment and nature" should be prioritized respectively.
City Branding, Qeshm City | The result of the research shows that each of the urban components can play a
significant role in the brand image by influencing "brand loyalty", "brand
awareness", "brand association" and "perceived quality".
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Extended Abstract

Introduction

Cities and regions need to constantly adapt to
changing conditions and the values of their
residents, while at the same time having a
distinctive aspect from other places that, by
focusing on them, can surpass their competitors
and create a unique image for themselves in
different minds. On the other hand, this image of
the brand affects a quantity called brand equity.
Brand equity, which is the perceived value of the
brand, has been studied in the theories of various
experts. Qeshm Island, which is the largest island
in Iran, has two parts: a free zone and a special
economic zone. The purpose of creating a free
economic zone there was to link the country's
economy to global economies, attract foreign
capital, earn foreign exchange, and transfer
advanced technology to the region. This city has
features such as "natural and historical attractions,
numerous urban planning and architecture,
economy and trade different from other parts of
the country, special culture, way of recreation and
spending leisure time, behavior and lifestyle of
people, pollution of the urban landscape and
scenery, lack of integrated urban management,
lack of necessary power of local organizations for
decision-making, etc." It has created an image
that is distinct from other cities for residence and
tourism for its audience. In fact, the created image
has not been able to have an economic value
commensurate with the growth rate in line with
other developing regions, and as a result, in recent
years, the economic advantage for creating
investment and the motivation for investment and
tourism in this city has not increased. Therefore,
the problem of the present research is the
inefficiency of the urban brand image in the
Qeshm Free Zone, and the present research is
trying to increase the value of this region in the
audience's mental image by modeling the urban
brand image.

Methodology

The present research is applied-developmental in
terms of purpose, descriptive and correlational in
nature, and is included in quantitative research.
In this research, after extracting the components
and criteria of the subject under study from
documentary studies, it is necessary to evaluate
and model the image of the urban brand in
Qeshm city, considering the subject under study.

Results and Conclusion
The research findings are based on the
respondents' answers to the questions related to
the components of "environmental spaces",
"urban and architectural attractions", "culture",
"economy and trade", "transportation and
communications”, "infrastructure and public
facilities", "social issues" and "leisure and
recreation”, "people's behavior and lifestyle",
"brand awareness", "perceived quality", "brand
association" and "brand loyalty". Descriptive
statistics of their scores have been obtained. The
liberation of Qeshm city was carried out in 1993,
and this led to the fact that, based on a research in
1993, first natural geography and then historical
and ancient elements were the first and second
competitive advantages of Qeshm. In the present
study, presenting a model of how the city image
affects the value of the city brand based on the
Aaker model can be a basis for future research
and measuring how the components of each city
affect their brand image. In fact, various messages
sent by the city and formed in the minds of
individuals create the image of the city.
Awareness of these mental images can lead to
successful city branding by city management.
The result of the study indicates that each of the
city components can play a significant role in the
brand image by affecting "brand loyalty", "brand
awareness", "brand association" and "perceived
quality". Therefore, in order to "understand the
impact of the city brand image on the target
audience and economic prosperity and tourism
improvement", what is primarily important is to
create a desirable image of the city brand, which
is possible by strengthening its components. Also,
in line with "presenting the priorities of the
Qeshm City Free Trade-Industrial Zone to add
value through the urban brand image," according
to the research findings, it is clear that "urban
spaces and urban environment" have played a
more prominent role and urban development and
architectural attractions have played a lesser role
in the brand image of Qeshm City. Therefore, in
order to strengthen the brand image of Qeshm
city, the following measures are recommended in
order of priority:
- Creating urban and architectural attractions
- Advertising and branding the cultural features of
Qeshm city to enhance its image in the minds
of the audience
- Paying attention to public infrastructure and
facilities
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- Supporting local behavior and people's lifestyle
through organizing ceremonies and rituals
specific to this city

- Paying attention to social issues and threats in
Qeshm city and paying attention to the
approach of peaceful coexistence of religions
and ethnic groups and creating urban spaces
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