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Context and Purpose: Branding is one of the most important indicators of tourism development in
any country or region. Today, tourists visit many areas due to branding. Hospitality is known as an
intangible source of tourism development in Iran, which is less introduced to tourists and proper
planning has not been done in this field. Hospitality branding can be considered a step toward
improvement, which requires knowing the influential factors in this field. Therefore, this research
Received: aims to identify the effective factors in the branding of hospitality culture in Iranian tourism.

September 18, 2023 Design/methodology/approach: The research method is descriptive-analytical and based on field
data collection. In this study, two qualitative (interview) and quantitative (questionnaire) methods
were used. In the interview section, 11 people, and in the questionnaire section, 75 experts in the
field of tourism participated. The validity and reliability of the questionnaire were confirmed and
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Accepted: the analyses were carried out using content analysis and statistical tests.

January 22, 2024 Findings: Content analysis showed that 15 factors are effective in branding hospitality culture in
Available online: Iranian tourism. The T-Tech exam showed that the most important factor in this field was the
February 20, 2024 registration and introduction of hospitality culture as a tourism brand of Iran with an average of

4.493. Moreover, the two factors of reducing foreign political disputes, with an average of 4.213,
and improving the security index of foreign tourists, with an average of 4.173, are recognized as the
second and third most important factors. Modeling also confirmed that the effective factors of
hospitality culture branding have a total effect of 0.54 in the growth of Iran's tourism. In this con-
text, the most influential factor is related to advertising and introducing intangible attractions
related to Iranian hospitality with an explanation of 0.871.

Conclusion: In general, various factors are effective in branding the hospitality culture for Iranian
tourists, which can also lead to the growth of Iran's tourism. It is suggested that various aspects of
hospitality culture should be comprehensively studied for branding.

Originality /value: The innovation of the research is that a lot of research has been done in the
field of hospitality culture branding in Iran and this research can be considered one of the first
steps in this field.
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Extended Abstract

1. Introduction

Iran has rich cultural and historical roots,
full of different customs and diversities of
ethnic groups, whose culture of hospitali-
ty can be seen in its different places and
regions. The culture of hospitality is
known as a part of the oral and intangible
culture of the Iranian people, and its
manifestation can be seen in literature,
poetry, music, and regional customs. One
of the important sectors where hospitali-
ty culture can be used as a brand is the
tourism sector. Tourists, due to their
economic and social position and interna-
tional influences in general, can be re-
garded as a suitable showcase for show-
ing the hospitality of Iranians. In addition,
the culture of hospitality can also help the
development of this economic sector.
Therefore, considering the acceptance of
the Iranian hospitality culture as an au-
thentic and well-known feature in the
world, it must be given more attention in
the tourism sector. In this regard, its
branding can be a step forward in Iran's
tourism sector. To realize this issue, the
effective factors in branding this issue
should be known and the necessary plan-
ning should be done for their realization.
This research has tried to identify the ef-
fective factors in the branding of hospi-
tality culture in Iran's tourism and analyze
the role of this approach in the growth of
Iran's tourism.

2. Research Methodology

According to its nature, the research
method is descriptive-analytical and
practical in terms of purpose. It is also
quantitative-qualitative based on the
analysis method. A survey method was
used to collect data. The statistical popu-
lation of the research was made up of re-
lated experts in the field of tourism who

worked in the scientific (university) sec-
tor as well as the executive (organization-
al) sector. At first, 11 experts were studied
through interviews and forming a panel to
identify the most important factors af-
fecting hospitality branding. After the
completion of the interview and panel
stage, to verify and validate the branding
factors of the hospitality culture in Irani-
an tourism and better generalize the re-
sults of the expert panel section, a ques-
tionnaire was designed and completed in
a larger sample. The results obtained
from the expert panel method were eval-
uated in the form of a questionnaire by 75
scientific and executive experts. The va-
lidity of the questionnaire was confirmed
through elites and reliability with
Cronbach's coefficient equal to 0.792 and
analysis was done through statistical tests
including t-test and structural equation
modelling. SPSS and AMOS software were
also used for data analysis.

3. Research Findings

In the first part, the results of the qualita-
tive study or the results of interviews and
expert panels are presented. In this sec-
tion, to identify the effective factors in
the branding of the hospitality culture in
Iranian tourism, 11 people were studied in
the form of an expert panel. The investi-
gation of the effective factors in the
branding of the hospitality culture in Ira-
nian tourism shows that 15 factors or var-
iables are known in this field. These 15
factors have been extracted and inferred
as a result of the expressions and state-
ments of the interviewed people. The
highest frequency is related to the two
factors of reducing foreign political dis-
putes, as well as registering and introduc-
ing the culture of hospitality as a tourism
brand of Iran, together with 11 frequen-
cies and equal to 100% of the statistical
sample. In addition, the factor of mass
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media (television, radio, magazines,
newspapers, websites, etc.) and the factor
of holding international events with a
hospitality approach (scientific and exec-
utive) are recognized in the next rank
with 90.9 percent. The lowest frequency
was related to the preservation and train-
ing of hospitality traditions and culture in
the service sector of the tourism sector
with 5 people and 45.4%. Other well-
known factors include various govern-
ment supports, such as planning, support,
credits, etc., advertising and introduction
of intangible attractions related to Iranian
hospitality, creating special tourism
camps based on Iranian hospitality cul-
ture, the improvement of the security in-
dex of foreign tourists (social, economic,
mental, visual, etc.), and creativity and
networking in the field of tourism. There-
fore, in terms of the statistical sample,
there are various factors from cultural,
social, infrastructural, and economic as-
pects that can be effective in branding the
culture of hospitality and facilitating in
this field.

The results of the one-sample t-test in
the field of identified factors in hospitality
culture branding indicate that 15 factors
were significant at a level less than 0.05.
Examining the direction of significance
using the mean and t-test of the test con-
firms that all the identified factors have
an average greater than the criterion val-
ue of the test (3). Therefore, the investi-
gated factors are considered to be im-
portant and also have a significant influ-
ence on the branding of the hospitality
culture in Iran's tourism. The analysis of
the results of the test shows that the
most important impact is related to the
factor of registering and introducing the
culture of hospitality as a tourism brand
of Iran with an average of 4.493. Also, the
two factors of reducing foreign political

differences with an average of 4.213 and
improving the security index of foreign
tourists (social, economic, mental, visual,
etc.) with an average of 4.173 are known in
the second and third ranks of importance.
The least important factors are related to
the expansion of handicrafts in the direc-
tion of hospitality in the field of tourism
with an average of 3.466 and then various
government support including planning,
support, credits, etc. with an average of
3.586. All in all, the known factors are im-
portant and can be influential in the
branding of hospitality culture.

Based on the modeling results, it can be
concluded that 15 effective factors in hos-
pitality culture branding include the index
of various government support, including
planning, support, credits, etc., mass me-
dia (television, radio, magazines, newspa-
pers, websites, etc.), advertising and in-
troducing intangible attractions related to
Iranian hospitality, tourism marketing
with a hospitality approach, using the ca-
pacity of social networks, reducing for-
eign political disputes, holding interna-
tional events with a hospitality approach
(scientific and executive), creation of spe-
cial tourism camps based on the Iranian
hospitality culture, improving the security
index of foreign tourists (social, econom-
ic, mental, visual, etc.), creativity and
networking in the field of tourism, aware-
ness of the tourists’ needs (especially for-
eign tourists), the preservation and edu-
cation of hospitality traditions and cul-
ture in the field of tourism services, etc.
can be effective in the growth of Iran's
tourism.

Examining the effect of 15 factors shows
that the total effect value is 0.54 and in
total, these factors can explain about 54%
of the variance, role-playing, and positive
effects in the growth of Iran's tourism.
According to the results of this model, the
most influential factor is related to adver-
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tising and introducing intangible attrac-
tions related to Iranian hospitality with an
explanation of 0.871, which actually has
the greatest impact on the growth of
Iran's tourism.

4. Conclusion

The analysis of the results shows that ef-
fective factors in the branding of the hos-
pitality culture can have a significant im-
pact on the growth of Iranian tourists. Of
course, the realization of this issue is re-
lated to the realization of indicators and
influential factors in this field. In other
words, for the culture of hospitality to be
effective in the development and growth
of Iran's tourism, a series of factors must
be realized and some existing obstacles
must be removed. The result showed that
the most important factors of hospitality
branding that can be more effective in the
growth of Iran's tourism include advertis-
ing and introduction of intangible attrac-
tions related to Iranian hospitality, regis-
tering and introducing the culture of hos-

pitality as Iran's tourism brand, and re-
ducing foreign political differences. In
general, it can be concluded that hospi-
tality as an intangible tourism resource in
Iran can be recognized as Iran's tourism
brand and introduced to the world. The
realization of this issue requires some op-
erational and executive measures.
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