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Accepted: 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.
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Introduction 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)

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
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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.

Fariba Vahidzadegan and Ali Zaniabadi. Urban Landscape Evaluation to Explain the City's Tourism Brand (Case Study: Isfahan
Metropolis)




GoSR R0t 5 (56RO SO s Sesale 2l lmt
Journal of Tourism Planning and Development

b s s
REJp0sa RO S UL LALNO)T ] QR[] i L[ [ 9)
O[T ) AGOY

" seb S g OIS a5 I

O s B iU ol R o5 om0 s salBg. g oSG (s AU 8Osy BE S ss. i
Ol i (A8 oS s oore s saliof. psg oS LY (s AUIE S 8p 05 5 -l (AT

d 10.22080/jtpd.2021.20632.3452

ol y Fu o
0ac ] [ 1799 52T
AL sty DAt AU el e 4S8 Soddisdalg Gadte 5 Gglod D eSss ad ki W;);)j;_’c—'; :
A, sl o aSa ol s patis acud (5 a0 ks DA I8 g Ko ) i 0 R0a la i . ““—“t e
ok el e ol L/sb‘)/—iijﬁ'ﬁ'ﬁ 2% AU Sl ) Rl 5 3Se d, 35 4 1) ol il Ve o :‘Ut L,’f
GO G AU SR B0alh Girtpre O B0 s Oadal At 0 adip G 4 4 S
3B 4 Olacdal ja i g Jds e Iae i s Soen) D0k s s oo s el LS‘—S‘UULSCLS)—‘
St plie (pliiagal AL DS xSy ane Slaia Ve (5 adOklcS o 3l 4 s B8, R e
eVl (s slea, Gl A0l e GalIGEYS GOk D GOR 5 e ey ) Ly oS g i
G O ok b 618 Guwomira bl ek ) e pad Ui 53y shiads salcpd 5 ) aciet Sl g
OV, b sadeslaiuls HlalG (08 5 sipelauadliy g Jdces) JSPSS ) dasolaestagiss J 4o
g et N0 ¢ abady 5 eam s Ol o DSk el b plagdal g clasr s il wage
calleSsla aci lophalp 5200235, 5 shis (ubp-oSIY) R dec(sSde s A, 5 S5 345 a) i
AR Gbalza 0ad 3 soc¥asgbe 5 oA Dlcanstha 3 S
P IRV
BEPRER S W SR BUNERIE-B1EN
SoA ks e
e AT e e g Hudoe 5 (Y Y Y Aad[ ] a \
LN P S UIESDE RIS B o o L
sglen) ) 3 s by (adlSys 0 Clbdipda @/J}J (e 3 ns)fauuaﬁd{ G ST w—fd)i eatsl
s Sasla il g s (s 5 sl ) s D s oS8 il e secspsh Dlailad, S Lle 5 Sy
AURSbg 286 AU ASTGk 5 s O 2ad 3 ‘)cs"‘:-“‘t/é‘-"f“%‘% () slaalby “Ad“.—')“’fﬁ&‘w
Jlal sla8esbagal. s el ) slemslel 0 GIRIR S apss s ) Gk Slasg A
Ol Ky 5 la Sglsl dacisys lacipyada sl s )ﬁsfe‘gﬁ\ﬁ Qve‘tt»&; SIS 3 golusg ok ‘Aghfdé
ok el sh 0 il ad e 06K ) Fildage 5 5 wlor «sdssp) OISR ) S

FOIEa 5 Bdg aiilasae S ) a4 Jod))

aoSapdle 350 5 A0 UG 52 DBl 5 (5SS el i) s Iiacdalel S (5 S (5 el b)) A S ak s Al

Uk Olacaal
IS ssde dsldm sadmg ¥
dr_adelz@yahoo.com :Jed  «OMEUA Ol ol S5 (s 39 2al s sidig . asdesa St
09133006849 :ud Juk

YYang et al.

O AGCN TTAEIp 34 Alpal A (6 )T LALTRGYT DL AT s AA G gL I T s LiAe 9 O e

PV IeNA Q\Cgéa_\\‘~ C ol YF AJ‘V“Z R

2 )93



mailto:dr_adelz@yahoo.com

SRRt 5 (56 RO SO s Sesale Al lmt
Journal of Tourism Planning and Development

FVICKA Glrega 1 Foe s FF o lad Ve o5

A, sdqaong JeSins$ st O 8 R 1) plagd sl
s STES S F i sE bl 4N, aplac
5 olagd oo Sa S Glag Gise acn, sps
62220000t s oRlag) 6 AdWUUHS b))
b 5 R0 el Olacdd ) i@ ds e s 5 el )
slande Hound aclada acis xS0 Q0o s e
0 G 2ag AUl s apuss S8 8 (oL s icks
O slaole. ladd @a e gl Sy 0 S
Ok ook slha 5 s gy sloos, e 5 ol
AUy RO R 5 gl sl ) v v (sdag ) acuia o
s oagIAY ¢ Lbe 6@t s wig v lok sulagd
A Fulda Giomuebdan ol ank o da YO
AU R R X it eplagd agihy Seey
Gabbolagdad soagh sloe ) Uil St b 48
i el uhla 1) Glagd ) N Ciges
S0 35 5 ol s abdy Oladd ek b

solOedid ¥
AR 9 Tl Agegs[IY, )

D O SAARN, lagd iy ol Ol Ra Rl
O UG P £ SO P
Golege (BB Gl ad. 5l 6B a4,
Sguy @ads (OIG oy slaadd, dad) g iuslae ) sa
G A S B b iyl Gl saicigeted j 6K
GOTAN: 6 A0S 2,12 Sy jadires R R ilads:
50ab ) e adleus) )RS G s K8 8
5 G) Ul o by s Somcngal ¢ dsa sl o
_(\/\V YA ‘\Q‘?CJ

236" Ol s Jeesd 5 5q0d (YOI A) Tololcfa 5 @ oo
O S Be Dsde duad Ap=s g LA 2. p Ol
O S S) Il acetid sl G&SL‘ O S Sl acSia s
Ls).:ug_z).:d'.u_zmmu, A e dJ Sl me Glas
QSR (s ag, @l JAonil S50 e R o)l
5 3@)0) ok i asnpal alad ) o0
(N Y OA ) Sa

A IsUb 5300 (Y0)A) TS 5 55
gy, G ASH dclndacy ) (o oo yhn Alec
AE1 2, a0 a3y A, Dl iy g, Sl )l
G silud Ol sgacests gibur Db Olud. b
O N P e T S
Y7 YO A ISa 5 55) 2 sciee

s s 0o (YY) fullSa 5 ¥ s olos
OO 3053 S uase s oabol O soe g
D@IoSa Olsosh 5 eadSs ol oy bG 2Bt
gl b B G O 2 0 6B A 5 gl

3Wu et al.
4 de San Eugenio Vela et al.

Cupal 4 5 RO SIS g 0+ (5203 (5 dp S
AU lag, Ay GBS R 50 o LaGs sl
S35 R slanuad s paceslembo b g rdis s 5E K
Al s a5 Gl 22l 2 oSl A
la sach tbidiy slaaci b g b 5 g SE R Ol
103 oot 5 el slaacns (lSapa Hh)
EESY B JUB S PPN ) W PEPR PN
o B AU ASs Baadl bty Oboasti)))
5 @Noal 6 apusnal b shpd 5 ol et
SR ed (Suars A, (ide SR (slacs ik
ATAY (IS 5 ondli ) "o sl ARl sles xS K
(YY

G5B R 2die Goadre Olsce 1aoags & S
RS PR Y R PN PS5 3 0k Jsd)se
Aad O S sp 0 L eheS o agdalanidal sl s
2 0b Gl 48 3§ sea B @l a8l (s o
O ) 5 AR5 AL B, 5 4S Clsdla
e ASEUk Gl L 5 Uesdd ) oS
b W aE s oY 5 gty s ek a0 g0
OISy 4S s odg ana gl sy cpla, s KR
5 =l d?\}& c@.@g@kﬁ 0 .Ju,.ég.s.‘a Oiohn
e A AAS T s Ul S A ) ol 4S (Hlad)
Dl s B Cupal ) 003 desa i e iz oad)
3l O Bl o0 s gaas Gl g Lo
@Ioat8s laslaglingg 935 K8 sAlpaiglas S ) )
_\...4‘_; R _(11 YAy csg‘ﬁ}e 9 LS&L&_\)-‘% 282 d‘_é)m_b
? 2ag Akl h Cigpin i acndis b £
Sa 2 g s B8 204G 5 8 e i
GBS, 5 (5 3I0Rs Aot 4S B 4 5 s )
s i sd gl Ol G a8 e Syl
ey Aol Cyda Al ) bS5 b e ) e
A OIS abda iy 001 X e S
20k 8 A lbalia L) Gible (530 sss S8
GO s0AS oty -l planly S Gailoe 40 ol
o\&D\A 448 LE“’}g;j“L.j é.uu ‘U] pd e cu\M [T
AaSe a1 Spesdior b o BIcg) 0 5a 8, 5 a0k
Qs p Nl aSn b shoky 6 A Olea soalk LB
SS9 SO i@t 0d 02 5 3B6dR LUt @)
Ol s 8B 8 2l g ) Sl sgacslagd Jack
GsoAIA, md s 5 Ok D) 1D 53 O 8RR A s
AUt be s 35 k) 6 AdEAs) NG 3 A
B S-FRVEI ST S PP QEU =B WrR B
D3 oA oo Tepladd jach aoalss lad acylad 4
slamsd sbYo gl s Sossch. Dl s
LSJ\L&‘“.-U'})(*‘ A& sk 2l Cl@dIEs oalE b
St aoe 3 saceoac shoacl K Kl
O BOSIlces g UiEy A0S SSUACRIEACH A4

' Chen & Rahman
2 Dedeoglu et al.

QAT AN TGS a2, 54 ACsac AG (6 5T LA O AT s AL U1 ¢TG)) eI T 6l ud § OMNEDL VT



GoSR R0t 5 (56RO SO s Sesale 2l lmt

Journal of Tourism Planning and Development PV ICHA Glpga Fre s T o lad ) o5

3500 oMb . obadlagibd g dcnless DOk a0k
O VidaSealsadlo 2 adg obacadls 3uh as
o8B R Ak ) daslael Q3 o e aicsdey
sade w3 o 5 B shus) ) sde
AUt g L0 1 _aciacS R Gl (o lgn
SShucaalal Gl aa e Gidhuay soagh Sk
P eordis 8 R a0dg oloie (OV Y Y Flcn)
o231 3l abschs ) i) Tl e 1a_AS oS
o313 GBI O 5 2l KA S O s 0 pean gl
DT Sa 5 o Ao SacSl @ik
(Y¢o

COBO e JED A R EAS LA sla 3 0k
e slae S s xon S Il jagi o ag 5 Yspgn
sl yg cladsi, 4leanh e 1adag ) 5 lalyaide Jrp
(S EOERaS e ol JlgUis Iadlacla lals Jeud, ¢
5 03500 e I loe D) 1) a7 S8l sl s a s
aSanalopdsn aideg @ 1 sicino) S R
Sl ¢l soky IS Nl oadk Sty
Jeb soal . all ek 3l g KA (suan
Ay A s O Sl 2, o agleacys xS S
R Gpta Jlgriale (aad sisoann R 0.6 O RS
) oEads ot s Cb i SR Ly
VA0 (salcghag i)Y Al o a5l Gy
acauiial3 (57 ) Nl sige s AS IR () FA
SsUb ot n I s el dalE O a3 5 Ak
s IR Olacdd Jdus i) se D2 At b
dugd 5 25, 50 SAUE ) s A0 (e (550w gress
2 OISRy ) e aSdr e )l ashipicsa
uSEyEgn Gise Capan, S8 R audg s ek
RS N B S RS ST YT

Yo TALMROA A Y, Y
AuAGad e 0NV 6 aay Elgl 53 IO 0 a8
i ipalaal (Yoo ¥ A abyngy S Ra R
AU R dloms Slox p 3 4as) G gl s
as 9 ok dilgre ¢ 8B R 3udGasdes) Sl s o
OB pSeats 48 i 58 oy s Jed O )
shals) oslparale A ABaS ks s KA R Cegpa
30080 WA wlen s 0ae A (sl 8 pad  aS
2 golemeslas sy ol (YY Yt g
Jemtiisls) 1o c2umd 30 5m08a 8.1 laliacss 518 5
slacudba) sl gl e B8 han (UG
day olotip SIS 0 gl S ok =l
2o 30885 SoriagsSis) ) sty S K

* Dinnie

7 Tourism destination brand
8 Pike

9Boo

G Dok ol sad 2l SIAE O 5 she ) spat
Ak od S 3eSinlag (5 ag, Glgal xon Hla o s acs
AR (S) i hacase o) S1a4S Cudyd (sb A a3 ja s
Cigd) 5 Ohgr g S e & Ol N 350k
G s Ol A0S B ) Gygdy ISl xige
OIUD1L sy 5 bEaling 5 s IR gl oo
To0 5 Dl W Gl @) b soloNn W e
33 G o O dpmstai B 5Ok Gob )l 1 ol
_(Y DAY GSa s Y )@S\ u\ua)

Sl Osg Isud 5By oo (YY) Tolsa 5 s
535 5 adud 1 O R R s, D sdump 1Al m
ol Bz ) 535, 5 Ll s, i RS ah acus G
5 RCllnd e Do, Bhiagib xRSl
Ao NG s, 5 dod oAbl apla sslala
VY YOV Gl 5 el aag

635, s soagluisIadl Uiy ke cag s A S
gl s dale oK acps DA Il Sob glags
Sl 1 AlFG el 52 (iR Olasylas
YOS 5 e se) 268 3. LIRSS e
(Y

Cdl bl oSl & cledla Galob s
O e 5 3mb shge DS ) (i 5 s A0
G Aol sk dgd s sruldulacib 5 bl
Agasty 5 80 R 1a Ayl s NG 0 er 5 KRB K
Lhloasli@Enokss ) owt aateds ol xS acg
283 Olgiag B 0 ) b

A I DY, Y
ole e Jhshiedil) sug acscdia ) shod
o30b. L)) (SR Sils (55l s Ak ety Sl
Cmze A R0 Ob ) eSssacE S (S0
Gl 2 e lls acday oAU IR 250 e
O ot GiE GO G ed 5 UG A
Js b AR HacE IR 5 dadishda s ol e 2o
D gosea QLo (YVYY DITAA (Gl ol 5 5 oK)
15 GaBIGs Jlaskishl e 4S OISw)) e o saapd
G ek O Gl IRy G s Al lSa
GG A, s s s xS0 ) Sslal ) g5 (A0 YA
S laoach 5 b soagh slalpm el of 8 S
@)Ky 258 ) Hlage s B8 aa sge
Gdd Dp S0soS i AWK (IR
‘)Lé\ LS‘AJ‘UU-L' BN _(OY AEAK soo\‘)\éﬁg 9 LSRLAL“) Gl
Sloads IRy 5 05z 0 ASIE R Gl Egranlaec

‘Yietal.
2 Morhart et al.
¥ Urban Branding

YFu

¢ Salmi et al.

QAT AN TGS p 2, 54 ACsac AG (6 5T LA O (AT s AL U1 8L eI T Ll § OMNEDL VT




SRRt 5 (56 RO SO s Sesale Al lmt
Journal of Tourism Planning and Development

FVICKA Glrega 1 Foe s FF o lad Ve o5

Blablageciedha 52 sl sobd aces S ¢l
o 5 Ol som SeS ) shg Olde edig. g Ok 0 ol
Seg Dbospasg 0 B0 5$5 58 SO pes
Jesaida el Gob ) scga @iy 3| s
o letik sl Olohesdbe, VAAY (s and plg) 5l ad
sdd suase oA e s Moy lasd
S b Gy Hlaoe ol o Saxds achloe
e e 6 WlalsGsd ) 48 308s dap S0V Adels
A soise oSy ag, LGS aa s isa 0313 laluyl
O e SLyBl Gas i op s daybelalsl
Ui Gud N ol sy GRS agb 3o
Al el d 1) e 0d cuiedalaly b oSl
3803k Y 25 shishlchel & o) sosty Hlacse
i 53 s a0 sl &, )L (EA VTN dpadlis ) s0p)
a3 s guis S S s Alglur) 5 wdlSaeb )
G 5 s 5) Gk 25 A lFes g O
Y+ vt

SRS yma Sl Gl sp o ) adiber S boe
PR ESPIPIS Wi (gswe s wesh g ) shee
olpd 43 agal. ey salpatlic ulimesla JlFLs
I 1 sulok si@aga). O 0 ek sl @ s sl
soe dalsg (V8 YA oo 5 Olale) S
PR g e 5 CEsbdalsE AE . a5 el 0
slalpm s i Je. Gespgh 5 s asislae la. agh
Joldf DS oA delsg e b slagis; 5 Jle
bdy, @blr relodd s oD shaslyg
5 BURspAEg spn. -2 8 sladlus) 5 sdod DY alpo
slolhoestsy) s Oldge “aelpidah (Y YT sl
(V) ds Gk 1o coads Db dedb Ol sl sz
A8 (sakdie

o 5¥g 48 Causl (5eldi® Il gy & plm &5l e gl
ol 3 loese ey padp 1) 2 Al
el yed A ) dada 0 2 Huar GRSy SO
o lhlE Gy afan, sl Olsos OSer
283 gl _(Y Y ONF O 29 d‘_g.\_\)'JU%.Ad?c ol Bl
P B s 5 oxl aaicalg ¢ S K 3 )
5 SS) b addagibBl 6 R S b slaculpcs
DJJC ﬁw‘;@%-ﬁu‘é BB Y _(/\‘\ AERRY ‘VQ\‘)\&
D RRR R ) padedy bR ace iyl ) sdasges
02 o Sy halp daa iace SacS il ade s
Al )8 A s olotin 5 Sk slag 30k
AR DA RSE ) gt

ARGy ¥, ¢
5 r) g eudSERS ra aSsp ). 5 sdd pede
S) D0 gRe a4y A 3ol S o)) Asdle
Sy Y (CElodlod) s bl shar slaad,
ladalg g0 dadad ) susSs -F ) ey - 2l
deor) s RO R sl lus, Y ST aalag ) s
.(T'T' AV lKa

Jdodr 48 Opksgrs s feom-cone sleagy Db
UsosislSUboe ukFe iy acal, shga b Glad dalec
it 3 Jamess 2 B (a3 ol ) ASEA
Oal sy JaUicgsSs sl S5 i laia ack d)) 35 ks
ssdglan G ) AS sa e ) Ol s ¢ Ssm 2
‘;"ﬁd}k(’ _(Y\/ Y40 s s }Q\M?) U_Ul.d)muiuk@
S5 oeoe oSsgdola, Olsoen ) Lhg dbg e
@G G ) S A DA Gowe BO
acby Jdan Sy ob 0 ok dgdy paosadil B
Sy el Bk ) ol Y g PP Fola
Jesaillcuacd A . L.m\)\ ) L2 sl Lg:\e Q\%u{

GIRGAGI@ ) oA LT sy )d ALDT ag gD Y Jsa]

G oAb ¢la s e

oA dal s¢

soedal ¢

edal_sdbe s ade L SPE meliis s oSap A s A,

OV RGI0E 0a

2 R du agel, D 6 sxnaxiges S Sih il A
DUACE Sa s 3 4 s aCk e eahlS g (5538 Hudce
s3odetiis) ). ) Sl LNiscise aoialy s 5 b
(SIS AU gl st oA slalpmanh
Sy eldl s el iuEos AU 8. s Olada

3 Zenker

Lﬁﬂﬁj‘ﬁ@)mcﬁ A[J] ?*!c
oAl O AS s abaphacacStob sig ol JIET D2 b
Akl 5T ol adss D3, sp b -S54l sg
o5 xSl 0 oM ) SO rlchdys 5 sur G
5 A0ESB3 25, 5 sE 0. Vs« 5 e3SS) Al slagl g

1 Pike & Page
2 Kani et al

QAT AN TGS a2, 54 ACsac AG (6 5T LA O AT s AL U1 ¢TG)) eI T 6l ud § OMNEDL VT



GoSR R0t 5 (56RO SO s Sesale 2l lmt

Journal of Tourism Planning and Development PV ICHA Glpga Fre s T o lad ) o5

G A0 A0 LA AsE GsoaeDla. ot 5 Ol
(ST B ol jpr A Ui ph B 5 a5 ek
acylagd s SOa R ghadd, ) e Sa S
Cosf U@ otk Olagd i ks Jlad
4 by o L5CL5)—U“—"UL59-‘$-‘} o3 sadna (ylal dla
IS5 O U@ Ol DUk ssdae ORIV Ce s
Yo s Cbenioy Suds sib. Sty sda,
doar Olagal o shg )b 6 JIdagsac;s il
ctsbslaeSe 5 adi 5 S ) el ey
ol S8 0 Spda s Olod Jalpaids B (s 02380 U5 S0
Yol BE@ltalF ol s ac i Hhg Dok
BSon 5 pladd Al sladays Ola. B@EUReAs. 22
Al by By glola. (s aa (Db sz s gy
A b ohagd sl adiyddi 5 el (Hlegriley b 0
Dsboac) KA R ) (s lugma s 4& ) shacanhod S
e AU O plagdd splast s b 3l a0e pe
) olagd oagh OIRuSellas sxg Uit A0S
2335 JeSis S ) )55, 8

R Tpl gy ¥, Y
Gy sbO) s walS@an byl jude 6 aedba
A BS sdeg)) ¢ OB 5 Gk sddalisda s
Dbgaisg s imboadal Giohaedd Uil jopbose) «
b 80 8 s s L B agpds
‘).ELa G‘AME B) J\&.!.l sa.\ﬁe\_ d Q\&J]ae oloh o lads
Vo USR03 6 oolacids, Iddhs oalk
Gl nglagd g s xR S5 Gl bos
u\cgé L;;g)s &_1\‘).1? u\e‘)\uﬂmﬁ‘)\u)\ 9 Lgu.\.:e ‘—“&JL'(\
chhdnlya (Ji@is)).) lac) Caaa 4S d“ﬁgst‘—"ﬁ OPEES
s 031 Iagge lF bl oA slags xRN 5 Gag
o 50000k K550 (5 030 Icagsag ) il S8
) 8) 2s0ise Jalai)) s a1 3 @¥ ¢ ¥ gang)
Al &, s a5 5 Y L(OA D YA g
3 eles)) ln 25 b WOISagel o ppsd
GBS s RRs 2J5T IUBISAN Y LB
Sldm 0 Ap0s. ¢ sl Gy LR sl (lagd
Josolcaty fa 5 Sl Glacd ) 6 e ok ¢ bog Il
Dhoe Yoo a8 aghagulr OllghlS 5 agh VTAA
Gl BYS 5 @3 5 i st Lelok U sadilEe)
SpSdeg ) e VU el st ) o
OB J$5 0 ) s )l**kb oSk iy )8
DBlosesacigd b cedeg ) be). & ) G Spboadeals
coesaada Hho) Oladd saginy 88 K elaols
SR GOR shaade 5 s GO0 s Busid dide
0k OB 536 Cgr 5 g 5 OIS acasfonds
Gl ) soasdislacs omelcm 0 s pte (b

5Yuen
6 Mccarthy
7 Genius loci

ety (55 o8 s adp gy (Y TAT l NI
Aol et ek kg

L ~sdgl s Al YT
5 QRS Cs o sep SlRIGADI 35 50 sla Cudpes
IR udirtal iy 5 algess Caces) p pd ye 3, CigS
SRS G 212 D Bl sdrdine)) Ga spg wlalpabapdo
Sep. s ) o5 A GUE 1D e S laehd)
ol Sidiusd gt e a8 ), Jipdg s Jey
JpinSlie 5 Qo0 S a9, Sy R s s S
AR Ol e 8o e (OIS 2 dlpag s
sl ool L o SeE L;\ALALJ@@LMJ&;JBL&& By
2 0skisR )1 g Llcihhga (5al aislas Sde
Jodind Whise ot slabaci Jdeic jorelo s
dadarig)a K ol s Gada slas s 53 Ss o e g
sSsdaglugll el ) T ess gs (YY)
S0 1) soais e ingiSs) gSa Euslagig
Gl 5 g s A0 i el A cE
1835 0 Al pasedd 3085 adlgls o xge
Suasog by ) 20N RUE QNG 5w vad
TOISa 5 @Y S "ase s aCE NSy falS
(FA¥ YOy

LS'(.SL‘J?'LSUJM @\AAm Y,V
A GGl aosuse il 3 5 a9l b e
2SS ) ol semlp 1) hga Mlasdigeblay) o
3 0k o ule, Sdagy ) 2k A ) cgeSIY
O (Ve YN Y 5 dlsns) a0k sos
by 5 b8 58 5o e oasl s 11 UG
D edgb by o)) (Alii 2 s0kse Ol O s aSTUb
38 G spasaitinlsslab e o laadis 5 ke
o A ) pe Cign S (VA Y0 Coy)
5 lere 0 5AE sipe S9x bl 5 2SI psp y
Llcshsor <l Sy sokivssby iy sSaxsladla joac
G lge-eB) ada (YFR Y)Y Clcs) ol
I U o s sur Sl Sl s
DR (e

) E ey Y

AéJDAJJe ¢ o9 a Y,
G303 0B Glae xS s aph 2 QMipd Al
CIACE s el b 028l s i) < b
Cal ﬂ }Q\_)«Mbj\ U"&é')\):" &L@ x JAM}W‘O‘)ﬂ‘
O eSslsgaclagd saci (VYA (lagdd sl a0
1696 I Rb R adlou) » did s KA R sl p

' Lindholm

¥ Jane Jacobs

¥ York Lai et al.

¥ Nordvall & Arvola

QAT AN TGS p 2, 54 ACsac AG (6 5T LA O (AT s AL U1 8L eI T Ll § OMNEDL VT



https://fa.wikipedia.org/wiki/%D8%AA%D9%87%D8%B1%D8%A7%D9%86
https://fa.wikipedia.org/wiki/%D8%AA%D9%87%D8%B1%D8%A7%D9%86
https://fa.wikipedia.org/wiki/%D9%85%D8%B4%D9%87%D8%AF
https://fa.wikipedia.org/wiki/%D9%85%D8%B4%D9%87%D8%AF

SRRt 5 (56 RO SO s Sesale Al lmt

: ] S Journal of Tourism Planning and Development
RAAS PN Lﬂcgda_ﬁ‘- DS VIR & | N-RR R P

S A ol bl | 5 Sl ) Ao fommsbl o sheiaBS A 5 o SRR (b sl )
JsdlBussbes sdiaaliy s b +, Y0 (5 aal g g GGyl a5 Saslasaly Jdatis) n s ipds S a 1alpm s
ke i Suw R a0 3 lealeil SPSS-23 )l 8l solaesla i

GG LG s R Dohy ) ga 9 1RA1E ¥ Jal]

g NI s lgs s 1a4i]a
YVAY iy o) YAT il Sh SuwdR Sbesine e
VWAL ol ) Ok YL (Ol ylcSa s s sl gh s
VAL gllpa 5 sl iaspoS (@ééﬁ)u‘-‘v—‘&&k
YYAA ‘J\;.QGA:LLY AR s?é&m&:ﬁ \UA.@;S J\% [GINENgY fgf\
VTR0 (s s e I TAT Sk e s B ees
WAL (IS 5 sl iagaeS ) TAT ) 3 SL A ysa s adea b
YWWALIsa 5 gl iasagS @90
VWAL (IS s SV TAT e xSh S
YOIVOI$a 56Y S \An;)jjabdid)@%u}ub;
yyay ‘JHALJGL,@—Y~\\?&AS::S %\é\@yﬂé v
VYA ol ) ok SoRESasladly ) ;g;
YVAY o gpale g ot s lag gls [
YYa¢ sQ\J\s_ﬁA K] Jj‘ui“lﬁ?w‘s ES) ,éd);@é\.&dbg) (%
YOV IS 56 S, Iacadig sicus sRIcs
YO Y SaY e v 0c 55 o) é&jﬁ)%ﬁj)\ A 2ee
WAL IS 5 )l aspgS (BEoYI$ acisfugds
VYL oal ) eh-Y e 0css OIS (sl Dygh
YO Y (lsa Qu.q.“'gutg.u\_@
VR0 s osuap 5 Ulale U D) od s gan @
. . (2
ARRERRTE sdllosy sd e
yyay s)}LTlA.L‘} du@ Q@LU“UC‘ o
VWAL (lpa 5z 5 -V TAT ol 3 Sh EBIAS
YYAY sl et bl Bl 5 el
VY Ollpa 5 6Y Soxs 10 5 psm sl 25, s
VWAL OISR 5 slop Gm ST 20 (05 s OISz

RUERNIRSHAr

QAT AN TGS a2, 54 ACsac AG (6 5T LA O AT s AL U1 ¢TG)) eI T 6l ud § OMNEDL VT




GoSR R0t 5 (56RO SO s Sesale 2l lmt

Journal of Tourism Planning and Development PV ICHA Glpga Fre s T o lad ) o5

ORI AL (s sl augp LG Q1D Jlgs
SV s Cag e ) RO 028 B

3 dd)‘, \u@Ss "\U;)‘A\? \‘)udw‘)‘d) t‘kﬁ\.ﬁ & A
VP G Sde -eidbais ada 2 )l I8 Ol Ul
Al A Dl s csgded s g a0 sl
b3Sl s3 s I Elola, cmbp $Lol ¢ Jald acs
) s dpola B@ERQUBGIUE @ilFas) s agle ipa
sl Jlaagag ) sl 2 s (Olple Jdoeday
ada 5o . Ogbeluba adis lSla, @O <l k)
CegNlads) oAk Y OIS Y gbe-Bl
Elola, sokg Elola, (daloiasu s 3 5l Sy
OIle s dEY . g dsoh, Gidrosads, )
Elola, aumie (S loadSdilcalaF gy, e calal 2, e
o sdag)) s Bl dSsuaba Gk plgsdle s
b edal VAR 50 e e ) shaca G el
Jein 4 st Slus YIS BUsE 4 B¢kl
RURENNIE AR

Jal A gl <t
pouatIA Y 2 O a sl g e LelOh
(Bl o lUis liiss S LaglUieSs
0 5 il ol glb g JFCEPSS )8l 0 s
Ob Ll a8 JSi )0 acSag x 8dude AU
5 .oohanlal B K-Means Cluster s 4 30as§
5 438 aalcd ) Sl gudacst A slug!) G o)
o ach, sl 85 slaagir IW) YO g
S22 800 50 sl e (b ) AcS a5 o
2 sl (OSilaaos SN F <5 sl Lok
Js) sacsr 2 e VP eShsts ads 2 2l e b
) s Elola el lgle, el o Silasgio
ghlle Fdy TY Gl s daglal (IGO0 s,
(Oua Gkl sla ) ladlabd Fghia g plal 2 e

ot ST s I daohs, idxosda. o s gl wsude o, S
oty IS0l Aot s ikl sla ) Slcadl Cild g 3 macpla) 3, ua [ | Gl
e A W
b‘wﬂ‘e VU;?T
lass acBa
1.8
j ) A A g7
S O r R (s sotade «S@ A, el S ade s agit wdae s SO || Side
b VIl Ak (st ack AYS AU

ewes IS 3 N SPd S 2 e cxgm, Cp ot 2 op o daOlomasidel | agks

oS (S S Gl e S I ieslSor d SdoadS I Dl lead s il SIS [ Teyla,
A0m% Ol Ia0aront S xS a0 « S 2onae acEUBBUIGesg JIos| | ol
w. . eleg dbudisg pleg sbrtuhler coade odi ) Slac sudabov el || abs
A OILSORCE Gty A adal aloaack (LIuNBLIRE (b der v, ev
Ak e Adls A Ay Ak o e e A d el e cad ) €k N W s &

b 5

3R 0 6 P15
o O IR0 ¢ e 2o T R0




SRRt 5 (56 RO SO s Sesale Al lmt
Journal of Tourism Planning and Development

PV IEXA Clrega  Foe Sl PP o lad Ve o

“fm‘)f@u«sbw‘uuds‘w}ﬁﬁcwdﬁ‘wha el Ol ladleces Dl Sl
o lagin S jinefila (SRS . aa Y (sl 0m es@alus shus Ol s lS AUbA
Y, ¢

o=l a9 b E-C@s eI lau1] DobRouul b DG oAy 1Y JIgE
SO D T a Al o) 301018 [

SNV D gt 2algo 3G TIo:glaclep) G lolp Q@ NI saJill , e ¥ Jlud

GIATY) God 5 sue e T eSgd ik R R AT RS S WP PR SN PR
9 gl zlases bIop s Cidies Ay (1=« JAFY 5 S JE il S G sy el g
ls2 8 Dlth O 4 i ed 00 25, 5 ey a¥ s 50 s el Cioa 40 85 i s slige-£
Dlaihleess 8 Dtk Ossors ot JIoe o8 ik Otk GroRun Qi pm b Al YadiG g Jgs

Ososs ot JhIoe o8 5 s SE Dtk laa s od

T AGCN TTAEIp 34 Alpal A (6 )T LALTRCT DU S LA s A G gL eI 6l s 9 O e




GoSR R0t 5 (56RO SO s Sesale 2l lmt

Journal of Tourism Planning and Developm

ent

FVICKA Glrega 1 For g FF o lad Ve o5

CLU“JJ LS‘)‘J‘LZE 9 kllu;u I3 AL;LD (r: ~/VY\°) LEC}&
A3 53y 49 ol

B0 5 ldE-sls i s@d a1V @ Ol b gl Jyal]

subp-oBil Sl st ge Sl S8k A Dl
/A/vz\ ~/f/i.i.*: ) &85 380k

./Y/if.*: \ ./f/ii.*: ot Se S

\ VY ERE A bp-ef) ik

e

e

*p<~/~6 J**p<~/~\

Jasdla Do s eaaIuD Ged 5 Dok e xS S
gl e RpsFglaigal (agk Glagd s3d b
1 Dl O ¥an SgacilS saugs s gl o)
5.9 Jagld cdldus s d oAl e il
GRS OIS anBdnudur! 5 ok 5 asuw sl
OBl e S-S50 aaE | (o0l lacse igasta ik
2R, e lUisla gl s s sl Dl
1 0sls o slal O ealal 5 s 5lomlas ) 5 Olacdd
3 URAR Sl aSIGe Lsbeh s lagh
Gdp S 5 acghanas M aas N (g ar 5 Ol pacs
gl L g o laes 8 9 3 8 yiieas S sk
2K wlog)

L5 1Al [

3 M? ¥ 3 ”,)‘?ui‘djﬁ. 2 ol 52l u\u@ %w\ul: »
BT SRS PR R TS PR NPRPY Sea St
ool ) adea S S S -ilbcis ada
oS5 Gows (S AT e i g (oS5 38a
Godnsdae Dopmy 2 A 1) Sk gl Sgao
Uil AU . G Glade b)) o8 il A
5, sl Slpaiss BUES-PRUINCEY W W YRS
slagag i Ol ) o o) DBE ossel 0
2 g s 200 ) st OiiARS x P -k
3 Stk s g Ane 5 xR5 A A (50 s Sk agh
Ok agh 1) g OeinSe® 8 sladlug 2,
IS Ok e gfacSgghe-o Byl glagarli s

Oluligh) 1@ 3) ORI LG ¢l D DdaSIsh g Ole 5 E9ala ¢ Joal]

ol St oufle hoadlh llge 5 laaid,

Yvh,e. suped
VAL, 0A e Gl gh
YIY,4) (S it e

An o YYV,AY loa s S ldy Can g 3

’ WWETY  pathoodos s @Al SUidatees %

YV 4,AY GoAU jeay adne L
Yov,vY @Ilgs0 )
YN, TY & oS SRS
ARRAL 1o s S8y 2 dis sy soas
YoV, ¥y sela VeVl

Y1y.14 Y OAYY SoRESasladly ) %
Y4.,Vo G slag gl S [
Y E9,AY e, 5@ aslaalag (%:
YEA, Vo Iacudig sicus sSIcs

YA, YYY,AY SEOIDs o SE i) L DhgesoR ea

O AGCN TTAEIp 34 Alpal A (6 )T LALTRGYT DL AT s AA G gL I T s LiAe 9 O e




SRRt 5 (56 RO SO s Sesale Al lmt
Journal of Tourism Planning and Development

FVICKA Glrega 1 Foe s FF o lad Ve o5

Sl Dl 0uSiles boadls g 5 laaid,
Yoy, Yy (SIS acis g
YV§,¢) OIS (sl Dygh
YA4,Ye Gfiggur ), &
Ve, ¥y IS O R s
VEY,TY o s e
Yyo,ry ik el
YYe, Ty d)‘ﬁ‘(}?
Yio, A JhiF Ll 5 il
VEA,OA 180 5 psm sl 25, s

Yoo

VS

U [s)a adlg:glam

BRI W NP NPT P CHPIFS USSP FYCHI W
.(\ Y YO GlolcSa LgL) APIN SEEY a5yl
i Jogub s (YOIA) "ol 5 55 e
O A SO lndady ) G s A ) ANk s ghlop
2, & 3lual s ag, Gl Gl g, Gl ag, &
Olsome oS adhoa DASaca g lud. il o
OES Hlda e S HadeeBac o AS ) ey galod
G530 (YF Y OVA (OISa 5 55) dsciee 4iAlGE
Uik (slaag| Ui ta Ik OuSilets &, sl 04
5 S5 s 4de e B s ade Olagd
O Sl G S g 3 8 -dps ada e
Goeralosns A 5 a3 0ed 5 S oSl Dl
Ssoapliclagld shmdee s b ilshod 3@
O edalh 5 olo usy s Olagd e )§u3)§
B I Y R R T Y S I R L YU PP Y BOY SR
s i s ¥ as ) G ar s Ol A s o) S S
GosSe Lshoacny S K shaghacss »Se
305 OluB) ) g lac) C¥algcyn las s 3K ol 8 i e
5 =S558 0 J8 bk e e boe ¢ aboy
3.5 OBe (6B)-udge)sdy (s Sde-eniie
0 LB el e aclagd oA Sl s L3l
b uag Ui 1) Ol cotYlaan b ldalza 8l
Olsos e S8 xRwass Jlua) e 3l gk
i i b 88 R el ieipdsd 5 Lgiee O 0S5
S xR0 gt 50 il ssa 18 lace 50 acsla ) )
AU, s Olacga ) e
D))se e A all I Ob 2 2s0se aSsdalaBad. )
TSk
gDy (o U Ol S s s O A8 san ()
S gaigh i olagd oadioy SR
foskall Ve o

y genius loci
"Yietal
3Wu et al.

SR g o RS ©

Db0e s Al e oSk JSE0s Gl S0l s s 1o sas
S 08 DA OBIosIdisden, sy 2
GBI ) 5 0 6 FicinesS)) 6 agibg A R
A S hsal b ulcoadd Dot ) s (s yigieesSighad,
S 0) @2 ANpdAS e pegisome dpai shoe )l ) shie
e pmsuise Ui 3010 (Bge ) OISy a2 e
GBI s SO AGIGGIGHS A8 Us. pd AU b
eSailan sl ) 3 S 5 i Solan lascs ) slaasy
Chblaa @isand ) acan HIGS 2 3 KA ok
GAUE DBE wdeg)) Ga ia s Jous) ok L. @
Dbe Vv Oagd i SR By pw)shos
SOl ad Bl Seuy e 1 Olagd padiore
Gumse DBle loeodSsia i ) sdalcsancy (ol
-5 5 sdddsy S oSt gl 2
Ol . Oob oddi oald GlUE)) JS5 0 agiE & o e
3, e O sea, cel.n\ 3 e ‘@-uh& &MJ\A O, R
FlSs) 53 Jo JETEIGA,  Agpie lcib] F
DLk sgoaSgacs, g gl bl
DI gRe 5). e Sidigy sl slagat iU se.p
OB s g e Olagd HBoes ot n
OMGd 6 3Sp Can(d 0 Bsga AD JudE A . o
DBl sose 3E she 5 6 AUE 30 $-Bs gl
e 5 3 BOes audih tubl 1) Olagd i )l &de
DBl s e hislacde i Olobades slagia o
5 308SE g sendeatus! ) sEshEsSE
R4S el acda) 2o R xS0 4 sl
25 5 GdEe 204G .5 5B b chEe ¢lb oS
laaclaneid 3 ata (b s 2 RIude Adisise g (sl
L TOlSa 5 st s ot Solusa, sy se b
S r O BAR G5 D odyp ol adal" O sy
Odld Wz Olub "o aasoblG 5 s s adud

QAT AN TGS a2, 54 ACsac AG (6 5T LA O AT s AL U1 ¢TG)) eI T 6l ud § OMNEDL VT



GoSR R0t 5 (56RO SO s Sesale 2l lmt

Journal of Tourism Planning and Development PV ICHA Glpga Fre s T o lad ) o5

Ol 5 s Jlus .E\Cd}\ 1 5 o3l ot sy 3 () )
f\Ab‘J bd\&.uw_lc‘u-u}

U=t I DuAg 2size 0 B )l l Y
slalaca ) ) 5 0sslsl Gl i A @)
Ul S oS)lo

a5 18l HBle ¢ saser Ba (O
¢

Idazs G ESICE) 5 laga leas¥lgi i xS () F
SOt S GlagE 5 ouaensladd) A, )

Cadine sCidpcin S IS 5 sl (V0
od el S e Fa. Y GSUE
ple s el okla slael& ko)

(05K S
sl iFan Goueslasu S Gl@ s ba (V7
{5 AU S e Uiz pa sara JaUiuag Ui

SoreUlin sladiuaid 5 I g Jepal 2 (VY
lor) I i s el | xS g
Ol Sacign

285 Aoty Fuacied 5 5o (VA

O edlah 5 soadislalag s ela 5 g

SI& G dl ded sdiseys az b
SIS 5 Sooasai)))

A Caz ) s 8 t@ra alp @ S8 sl
Gledls (ubisiis,y (VYY) age s g s
¢ lakad 88 2 g Lbo
A G olauiis S8 xS AUy 5 Ioralo s
.aY-Y‘\ U

2 6009V YY) Lapr) (¥ sp 5 e oo
psg Ik ol B 3 gk s xR0 S 1alg
ok 2l 5 YL Ol

slagisy (VYA \uaner csuasr sada, o csdnl s
oadd el ps¢ 0 RS alitin
P R L N PR [ I

il ok p (VWAY) g sub 5 Gmgp (st
el () @) ol acua dlaciye Hlag
Gladhs s aplaas (Ol acs pla)

NY-T Gaa ¥ o laiis g

L(V739) Lsadicssing 5 asy (o (Oledii gt
degmh o 303 GO0 s D o
(oa i Sedlaa 350 ) adis Sd K
(g, s oS Qi@ asol

YOYYYA aiac(83) Y (5 o lalh

oG s RObe ol s Gguas s (Y
¢ GRS sp 0 2 gy i (el

Ul Gzl ob 5 csdee aleS o) et (T
Al ASa gy a0 Ss0b iR o
fou=an

S agiddius oo 5o S Eaee lesse (F
O] 2 1 sda ROEGEQICLS 03 53

Q, \J Lg‘.%bk_lj \A&‘k_\(_z\ 3 Qe‘)e “Lul:‘)c j']n% (A
OGA AU Jsze ez 0 G

I RO oI ) s oagioBie Gl (7
£ AU g

3ok Eehcsals S oaslh (¥
*LEJ'WJCE ‘d)‘wd“—’»‘“eu%

bl Dsbots soagislales plad sz sb (A
¢ RSP ipa iy i

oot Shis AU dsay Gladaasrl b (4
el 5 oadd (S o eisgu b angios
Q\AO\ T

DA pde s G 3 sgle) Gk sl @ ()
V¥ sla s lSipb ) Hsoaptadiades Clela

¢ ﬁ&\u,n

gl
e NG

adp s Al Hhag e aglai (YFAA) s ¢l o

DBG wrlob ol i) (VYY) Dlacedl ) o)
OO sy s ek dgolsh ok
Ol S

(Sosstsma s ol e ) Olumy (08 (adpn
deg) L(VTAY) 2o ldoddss s ol
B a Y s xS0 3 804G Bl B
s o apdlbe)sosze sl s pode
=g 6 Ao (Lurl p 8L Gl
(PVIYY G elalh csiolose s 1B
84-YF jaua

(g 5 1ud oY gl el ol ¢ AL 5 xSh
L 3¢ oeteun = (VYIA) e
S odsm 0 AUl pasn 4S5 olg
(Ooet AU s apdhba) oalk
(g, asde g8 Cli@as asol
VA3 IV Gagac(P4) VY o lag

G AUERIadsr sh Gladly (YTAT) slide. ) 3K
SOl S ol oAl e

QAT AN TGS p 2, 54 ACsac AG (6 5T LA O (AT s AL U1 8L eI T Ll § OMNEDL VT




FVICKA Glrega 1 Foe s FF o lad Ve o5

SRRt 5 (56 RO SO s Sesale Al lmt
Journal of Tourism Planning and Development

DBoelasghd (Y TIA) dpplpdig ssh Ao ) sogie
AalSa Sl (o) aca (Db s S K)
J\A‘)&se ‘JJL&? d?LQS 5 OuE al y al, wfo‘edy s g
202 Odesd shaoe sl Jgoles. (Y TAY)
(AU slalpad by s sl@l
AY & oelalh s AUk Q\t&e T Ae\(_'d).a_'e
FON8 Laua

Boo, S., Busser, J., Balogly, S., (2009), A model
of customer-based brand equity and
its application to multiple
destinations, Journal of Tourism
Management, 30(2009), 219—231.

Chen, H, Rahman, I., (2018), Cultural tourism: An
analysis of engagement, cultural
contact, memorable tourism
experience and destination loyalty,
Tourism Management Perspectives,
(26): 153-163.

Dedeoglu, B. B., Van Niekerk, M., Weinland, J.,
Celuch, K., (2019), Re-conceptualizing
customer-based destination brand

equity, Journal Destination
Marketing Management, 11: 211-
230.

De San Eugenio Vela, J., Nogué, J., Govers, R.,
(2017), Visual landscape as a key
element of place branding, Journal of
Place Management and

Development, 10(1): 23-44.

Dinnie, K., (2011), City Branding: Theory and
Cases, Palgrave Macmillan. London,
269 p.

Duman, T., Ozbal, O., Duerod, M., (2018), The
role of affective factors on brand
resonance: Measuring customer-
based brand equity for the Sarajevo
brand, Journal of Destination
Marketing & Management, (8): 359-
372

Fu, X, (2019). Existential authenticity and
destination loyalty: Evidence from
heritage tourists, Journal Destination

O Ut Dsea) N (1 TA0) 0 ) salaliagisilsS
sl o) £ S a5 5o e 2mh
(Olagd adieds O RBR (s
et s SRR G apus s G isslose
NAYZVFA Gana ((VF)0
\&_IJ.LLa ?ﬁé? _(\V‘\é) ,)Lﬁ‘ G5 SUR 3‘05’?‘ ‘Q\A\e
e slaagh Oobrlue sho oS
PV apadY s a)\?ui'.cjléo'&\% "5("\&5)“—.‘
YA
(Y g U
Marketing Management, (12): 84—
94-

Kani, Y., Yuhanis, A., Sambasivan, M., Bojei, J.,
(2017), Antecedence and outcome of
destination image of Malaysia,
Hospitality and Tourism
Management, (32): pp 89-98.

Lindholm, G., (2011), Visible Gesture: on Urban
Landscape Perspective in Planning,
Planning, 11(1): 1-15.

Mccarthy, J., (2012), Regeneration of Cultural
Quarters: Public Art for Place Image
or Place Identity, Journal of Urban
Design, 11(2): 243-262.

Nordvall, M., Arvola, M., (2016), Perception,
meaning and transmodal design,
Proceedings of DRS 2016, Design
Research Society 5oth Anniversary
Conference, Brighton, UK.

Morhart, F., Malér, L., Guévremont, A., Girardin,
F., Grohmann, B., (2015), Brand
authenticity: An integrative
framework and measurement scale,
Journal of Consumer Psychology,
25(2), 200—218.

Pike, S., (2004), Destination Brand positioning
sligans-towards the development of a
set of accountability criteria, Acta
Turistica, 16(2): 102-1254.

Pike, S., Page, S.J., (2014), Destination
marketing organizations and
destination marketing: A narrative of
the literature, Journal of Tourism
Management, (41): 202-227.

QAT AN TGS a2, 54 ACsac AG (6 5T LA O AT s AL U1 ¢TG)) eI T 6l ud § OMNEDL VT


https://www.emerald.com/insight/search?q=Jordi%20de%20San%20Eugenio%20Vela
https://www.emerald.com/insight/search?q=Joan%20Nogu%C3%A9
https://www.emerald.com/insight/search?q=Robert%20Govers
https://www.emerald.com/insight/publication/issn/1753-8335
https://www.emerald.com/insight/publication/issn/1753-8335
https://www.emerald.com/insight/publication/issn/1753-8335

GoSR R0t 5 (56RO SO s Sesale 2l lmt

Journal of Tourism Planning and Development PV ICHA Glpga Fre s T o lad ) o5

Salmi, M.I., Hepy, H., Kiumarsi, SH., (2020), The Yi, X, Lin, V.S, Jin, W., Luo, Q., (2017), The

effect of place attachment on visitors’
revisit intentions: evidence from
Batam, Journal of Tourism
Geographies, 22(1): 51-82.

Yang, S., Isa, S.M., Ramayah, T., Blanes, R,

Kiumarsi, S., (2020), The Effects of
Destination Brand Personality on

authenticity of heritage sites, tourists'
quest for existential authenticity and
destination loyalty, Journal of Travel
Research, 56(8), PP 1032—-1048.

Yokr Lai, L., Said, I, Kubota, A., (2013), The

Roles of Cultural Spaces in Malaysia
Historic Towns: The Case of Kuala

Chinese tourists’ Revisit Intention to Dungun and Taiping, Procedia Social
Glasgow: An Examination across and Behavioral Sciences, (85): 602-
Gender, Journal of International 625.

Consumer Marketing, (31): 1-18.

Wu, H. C, Li, M. Y., & Li, T., (2018), A study of
experiential  quality, experiential place: the effects of brand complexity
value, experiential satisfaction, theme and identification for residents and
park image, and revisit intention, visitors, Journal of  Tourism
Journal of Hospitality & Tourism Management, (58): 15-17.

Research, 42(1), 26-73.

Zenker, S., Braun, E., Peterson, S., (2017),
Branding the destination versus the

O AGCN TTAEIp 34 Alpal A (6 )T LALTRGYT DL AT s AA G gL I T s LiAe 9 O e




	3452 - extended abstract (1)
	Abstract
	Introduction
	1. Data and Method
	2. Results and Discussion
	3. Conclusion


	3452 - body (2)
	1 مقدمه
	چکیده
	2 مبانی نظری
	2.1 پیشینه ی پژوهش
	2.2 برندگذاری شهری9F
	2.3 برند مقصد گردشگری13F
	2.4 منظر شهری
	2.5 مؤلفه ی فرم فیزیکی
	2.6 مؤلفه ی فعالیتی- عملکردی
	2.7 مؤلفه‌های ادراکی-معنایی

	3 روش‌شناسی‌ تحقیق
	3.1 محدوده ی موردمطالعه
	3.2 روش انجام پژوهش

	4 تجزیه‌وتحلیل
	5 نتیجه گیری و پیشنهادات
	منابع
	منابع فارسی
	منابع لاتین



