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Introduction

In a world that is moving towards globalization, cities are increasingly competing to attract
businessmen, investors, tourists and new citizens to their region; and many of these regions
use branding techniques to distinguish their identity from others, or to use methods to make
what they offer unique (Ghorbani et al, 2022). In recent decades, with the unprecedented
expansion of urbanization, urban ecosystems have been destroyed and serious environmental
problems threaten human health (Yang et al, 2020), so that in recent years, public concerns
about environmental issues, deforestation, and ecosystem destruction in cities have increased
the loss of environmental features in the urban environment, and this has caused people to try
and care for the environment and understand and pay attention to their environment and
society, which will lead to the emergence of concepts of green marketing and branding in
expanding interest in tourism in cities (Salehzadeh et al, 2023). While cities are centers of
change around the world and have different impacts on different areas of residence of people
with different incomes; on the other hand, high urbanization rates have led to an increase in
unplanned cities, which have led to a deterioration of the urban environment through reduced
environmental performance, reduced quality and destruction of urban natural resources, and
traffic congestion. However, it can be stated as follows (Debrah et al, 2022): One of the
fundamental challenges of urban green growth policies is the restoration of environmental
quality; and many cities, especially in developing countries, have experienced rapid economic
and population growth and have created issues related to land degradation and noise pollution
(Zain et al, 2022). Accordingly, the present study seeks to answer this question: How design a
green city branding value creation model for the tourism destination of Guilan Province can
be designed?

Theoretical Framework

Application of Branding

Branding is a smart style and context for the growth and development of any business and
wealth generation (Mokhtari Malekabadi et al, 2022) that helps all stakeholders, including
buyers and sellers. One of its important applications is to help buyers identify products and
build trust in the quality and consistency of the product. Brands allow the transfer of
responsibilities for its performance to a specific manufacturer. Another application of
branding is that it can facilitate the decision-making process and reduce the risk perceived by
consumers (Almeyda-lbafiez & George, 2017).

The concept of place branding

Places, regardless of scale (country, city or smaller place) or perspective (as a tourist
destination or a broader perspective), are very complex in nature. Therefore, any discussion
about the application of branding to places is also very complex and must go beyond product
or company branding theories. The development of approaches, terminology and methods
from the commercial world to the world of places is not simple. This explains why, to date,
place branding has been paid attention from different perspectives and with different goals
and objectives (Kladou et al, 2017).

Mohammadnezhad Ali Zamini et al, (2024) examined the digital branding model of healthy
agricultural products. The results showed that the digital branding of healthy agricultural
products revolves around creating brand meaning and brand power, which begins under the
influence of causal conditions and is achieved with different strategies for creating digital
brand and brand power; and by formulating and implementing a marketing mix aligned with
the brand and integrated communication marketing, it strengthens the brand culture in the
target community and visualizes the identity and personality of the digital brand of healthy
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agricultural products in the mind of the customer. The strategy influenced by intervening
factors seeks to fulfill the rightful desire, food security and health; and by acting on the brand
promise and delivering a healthy product at a reasonable price, it gains reputation; and the
repeat purchase of agricultural products by loyal customers requires more production and
causes employment and rural economic prosperity.

Meysamiazad et al, (2024) studied the identification of the determining factors of green
product branding, a model for the Iranian food industry. The results in the qualitative section
showed that 214 open codes, 85 concepts and 26 subcategories were identified and extracted
from the interviews conducted. The results in the quantitative section showed that the model
has a good fit and can be used for branding green products in the country's food industry.

Research Methodology

The research method is applicable in terms of its purpose, and qualitative in terms of its
implementation method, based on the content analysis method. The statistical population of
the research includes 12 senior managers of Kalachay City. The sample size was determined
by purposive sampling, and the interviews continued until theoretical saturation was achieved.
Semi-structured interviews were used to collect information.

Research Findings

The data-driven technique and MAXQDA 20 software were used to analyze the data. The
research findings show the effectiveness of seven dimensions: causal factors including the
promotion of tourism services (unique features, cultural and artistic diversity, environmental
protection, quality tourism services, participation of local communities), pivotal factors
including local economic development and preservation of natural resources (promotion of
sustainable tourism, cultural development of local art, creating a lasting experience for
tourists), intervening factors including the sustainable development of the tourism industry
and environmental protection (local and national government, tourism industry, local
communities, environment and related organizations), contextual factors including the tourism
destination (beautiful nature and tourist attractions, local culture and customs, sustainable and
environmental development), consequential factors including the tourism destination
(increasing the number of tourists, local economic development, preservation of natural
resources, promotion of the city as a tourist destination).

Conclusion

The present study was conducted with the aim of designing a value creation model for green
city branding for a tourist destination in Gilan province (case study of Kalachay city). The
results of this study are consistent with the studies of Mohammadnezhad Ali Zamini et al,
(2024), Meysamiazad et al, (2024), Alsayel et al, (2023), Carrizo Moreira et al, (2023), Al
Fahmawee & Jawabreh (2023), Poornamdar & Aazami (2023), Zare Mehrjardi (2021),
Taleghani & Einy Dlejani (2021), and Jalaliyan et al, (2019). Alsayel et al, (2023) showed
that, according to the cases stated in hierarchical administrative systems, central governments
have effects on cities for place branding and effectiveness, while the performance of place
branding has not been widely studied on multi-level governance on place branding
performance in centralized administrative system. This study shows that different models of
multi-level governance have different effects on place branding performance in urban
development; factors such as direct access to central leadership and resources increase
branding performance in cities, and privatization promotes it.

According to the results of the study, the following suggestions were made:

Mehdi Reshad Kochsafhani, Rahmat Ali Saberi haghayegh, Alireza Farrokh Bakht Fomani: Designing the value creation
model of Shahr Sabz branding for the tourism destination of Gilan province




Journal of
Value Creating in Business Management .

“,

. . W,
https://www.jvcbm.ir oy S A

Creating green tourism facilities, eco-lodges and nature tours can help attract tourists and
strengthen the regional economy. In addition, preserving and protecting the natural landscapes
and beauties of the city, as part of branding, can help preserve the environment and cultural
values of the region. Offering cultural and traditional activities, as well as attractive
advertisements and unique attractions of the city, can help promote tourism in the region and
turn the city into a popular tourist destination.

40 7ynuh

2]

Mehdi Reshad Kochsafhani, Rahmat Ali Saberi haghayegh, Alireza Farrokh Bakht Fomani: Designing the value creation
model of Shahr Sabz branding for the tourism destination of Gilan province




7
d i s - ,
8 EE; W9 s S g 98 (BT 51 b fad
! SN https://www.jvcbm.ir

W o
"% N
‘V’vaw 5-3"»,':1°
BTt

elSSN: 2980-8359 () a9 3 (ke

S o53 F wadn Sl g s Sl (BT Gyl S (2 sb
O b

T gd oo £ Lo ple T Bl Sl (e s T Slghaz o Sy Suge

S odewe Ol jlal (g3 ¢ Dl NH o&ils Sl el Al ‘G'\f))'b‘ e a); (S SS 5 (g miils =)

Ol e 31 5oty ¢ odhal 33T ol ¢ J 5l 5ty doml g o ko 03,5 —Y

Ol e I3l 5k ¢ ool 13T ol8tsls ¢ J 51y dolg oy pta 0 S ¥

NS> VPY il Y8 108l 58 F b
AAEA S Z‘S}f}}lg a)l;

VE 3T A by gl

walllas) OAS” Ol (5,85 8 daile (gl s o S5l AT 25 e (b hags ol s
Slos A8 drloged Eom 5l (93,08 WWT s wam 5 b gy gy Al o (G846 (65,55
e L e gl gl il Ol e 51 ENY Juls ia g ST amalr il o O gann Julod
605138 (Sl wbls aalsl (g i LSl 4y glaws B laas-Lan 5 b plonil dindils (6,5 5m3 s) b 4505
20,1 53! 5 5k els ST 5 besls o 5 4 a6l Al ealinul 4Bl )bl e alae 51 Sl
Slodts 1 Jals e Jol o 1dad Cain (5,108 50 510l e sl «il s S el MAXQDA
b 8838 Do (s aomn 1 Bl (0 5 (Kon 8 T 0 4 e $la S3p) s K08
mos) b el L g Jows oolaBl anng Jold gysme Jalge (s &l Sl (oaS

Jolt B sl Jalse (01,883 5 (sl Bl 25 sl (s in (Sin ane s L 5 K0 8 o319 s
(e gl (6 R83,8 o (a5 e D53) g b b 5 (6, K05 8 Cwio Il dnuy (o AT sl
b a3l 5 L Cad) K08 dake Jals ol aue) elge d(dad e L0l 5 Sy daes (Sl
5538 Ak Jols sl Jolse (s Jame 5 Sl dnn 5 gy DIST s Kin s K52 5 RESCERCUINE
(K3 8 deade Oy 4y e ol 6ioms3 ack i Jaiom ¢ s (53023l ar 5 (01 K535 314 2ol 30 g3l ans 5

ol o e Cows 6;4";@3}

Jios (b (OVFF) L Lo e o gngd Cod 3 3 5 o Sy i (s p2bo sge (Slghar S 3L, ((APA) A Skl Wlin 31 4 Lk

d https://doi.org/10.22034/jvcbm.2024.448851.1342

Authors retain the copyright and full publishing rights.

Published by Research Center of Resource Management Studies and Knowledge-Based
@ Business. This article is an open access article licensed under the Creative Commons

Attribution 4.0 International (CC BY 4.0)
Bl &;J‘J)K}gfﬂfjcb (;.Lj_v\.n Oladllas 6&.&)}_;}& :;)B
&béﬂbé&@):&)w 0%».:55

saberill8@ut.ac.ir :_jues!

NS 0l (5,85 5 e 1 o e 53t 8T G50 Jole (ol i S 5 L e il (5 e o Sl S 5L (oo




I s g e 38 (G BT b3 4ol fad
https://www.jvcbm.ir

.

Ao

wloj lad Ol (gl ul) Jl 5o (gl edul B sk 4 e gl (USO8 Ol Gl gy S sl o
Cusr s g K 0 51 bl ol 1 ok 5 035 35 alate 4 i O e 5 01 K8 S0l,10E
Ghorbani et al, ) 4uS" e eslatul Lias o &1yl 4T 0395 59 4 eamin Gl s S5y 5L 5 o ple 5l 5
b Do IS 5 0ol A (6 S e ST S e il g Sl (sl am 53 (2022
s sl SIS s gle Jle 3 &S 168 4 ((Yang et al, 2020) Wl s Ldg 1y s Olul S (s>
sl (S5 0503 s 51 G213 Eely b g 53 0t ST 55 el R (Jamn o5 filoe 3550 53
58505 5 S ammn 518 pa 5 AN 3 e 31316 228 o n ol a5 0k (b Lo 55 Jams o
S 93 s S35 G eoplie sgh & e Jolse ol 45T ABL Bl 35 amslr 5 bame 4 4 5
S5 55 S1alags & Cudleys ol (Salehzadeh et al, 2023) s dal = s s 53 o Ko § o Sands
o Jlosl Dslize GladeT )3 b ol 31 5 S (gla s 1 silisen Gblie 53 1y Sslize S50 5 039 Olgar ul w3
s Shae (2l G b 5148 0k (555 a8l Dy sla e Sl 4 oo ot ed VU £ 5 K05 (5w 5l e
S Co ) Jaome O S 4 ot S5 0S5 5 (66 (aeb wlin 250 5 kST RalS (e S
L)y sl Sl owlul sla (Wl 51 S (Debrah et al, 2022) «S" s 57 0L 6801 015 o b ol b x2S
Sorar 5 $olaml L) dnn 5 b 5o Slay5ES 055w s g S G)les 5 00y (Jaome CodST SL5L (s gt o
JUs « .(Zain et al, 2022) &l o3 505 sloul 1y Soo (ST 5 el o s bsje Plas 5035 w5 |y (n o
Oy slply ol Gl dibie il w5 53 il sla) 3887 5 Ldow sla (6551 Sl eslimal 21530 Ly,
Ol s b s sl sases b Sl 1l €K Olgie 4 S 4 oS (| 3 lIE 1ol 4y 2 alassl Sl
ool (K s s Jase S o ole | (g3lasl gla olyls Al oS (ol 43 8 )5 4 5 300 (S 4 dam s

(Alsayel et al, 2023) Wl 5l 5 5 ol 5L > 5 alaie 5 g8 ;51 5
5 AAE By o e el ol 4 635 OB WS 5L 0L & Ol sl 6, K85 8 dolie b g5 1940 ans
55 Lgy S (s sld slabtle 5 Ol Sl 035 s b g iS OLSTLe 5 OIS ale ju 03381 5,
(o Sl 4;;.uu6‘:,1¢@u 25 Sl 8 Kl es,T s 4 bl 5 ba g 5 gadaze s 0K 55 L)
Lgd (6 4d by yseb el o5l mul ¢S Olge 4 Gble ple 1o il pleze gl ble b e oSTL
B 69y e o] g alin ¢ S b 4 e g L s i S Cudl- s ol (Carrizo Moreira et al, 2023)
b3S lazalagd K05 5lla g I b aniS Compe ol ol il ol 4y 1) ol g 5 Zup ¢ e
o3 a9l sle ply & olid 5 ol Sl STl 5 ba ) sl (Cala ) sl 5 sleal Slis ol sbis dl-
oy 4 08 Ll Sler Sk 5o ep 2515 Sl eh 8 G5l S 53 5 A4S e Jlel Olblss
LK 551 (6 iy sldas Sdir (613 Olgar ol v 3 031l ,a b b ¢s (Asadi & Mohammadi, 2021) sjls
Ll o sl arw g g 3 1) Gigy 5 S e &GS LT Wiy 4 S SIS wle 5 e OLSTL

sy S oy Sl 5B O Wlg o S Sl 83 L O &K 1 el ¢S s s g K (65 luk

O Dbl (5,883 5 Ao (51 o o (3loit 2 3T 3ol Joe (b e b S 3 3 Lo e (il (5l o Conm s o Slghea o5 5Ly (kg




9 s S g 90 @:9." R331 Mlﬁd.aé
https://www.jvcbm.ir

S K S g3 e gl i ¢SS L glbas sas L (Priporas et al, 2020) (g e Cub, Heeb s
Ls yole QLTI AG1S e 6l Ly Supp e L 45T L iy ol pan 4 b (a5 DAL ol Slads
38 ool sl Al (gl s oLk b el 2 L g,lL s (e oS G gba 4 oLl
5 by ok bl sla (Sas Sl aes S Il O G Olge 4 s la b 4 s,
035 OY gruws e 3 Lidy B 15l &K (g 48 (5Lt (Carrizo Moreira et al, 2023) o les eslizul Slads
) ol 3isy 5 iy 5 03,5 Sl 1y OIS e 5 01 K53 8 5 OB WS us5L dil 5 o 0T oSS o &8
5 a8 o pl s 4 oein &5 ol g0 () (6 K53 F oy 53 iy et 50y 5T Olie )l g5
P02l 0315 omr B IS o 555T 55 DIl [l st 6 K 8 55 S Lo L G (6 K3 S
9 $90> M 93 55 Sad gl 5l Sl Jalge cpl eled Ll ol L - (Robati Anraki et al, 2016) L L
3537 r s a1y Lo ,es Ole Sull) Coo b 5 odks b OT agrmg 5 ba g oSSl Sy g5 Ll o8 Bl (0 03
SAs sltle 4 elarl 5 s yae 5 3l o lepw DAL 51w o ge Sulg 03 bl Ole OB, 352
ol ot 4 1y W g )3 e Lot 5 (IS ol dan i 5 0355 Db STl 6l 1y (S5 kS 5 0, 5 o
p3,0 (S ) kS 5 Sl 4 Ll o pslis (548 St prew ST 5525 (Mansouri & Bayat, 2017) sl
5 GME wlo o Sl g 53 s gd L K Olgie ) hily Jolse pl g 038 oSS 55 dilate e
e Ol Jl b (Hamin et al, 2019) 5557 vl 3 ailate Il o 5 Jols 01 Ko 5 (61 587 5 S
b (Kb ade (Bl 5 amte 5 8 e Sl bl ) ATl e e da ST L s b ler
Cadss g 5 ) 63 Sy 4 45 ol Calben (gldlad 51 (6l 0T g 5o 6 K355 503 s,
48,0 01 B 8 ol Sl Joolo Ll 5 s ooy ples Juls Jalso ol ol ol 3,8 on plal 0 883 5 Gl
Wil o e OB E S ol T3 s Olge 5 pds Ss 8 malpr 5 Lelss 0By b 5 o8 s
A5 S gle S5l Nls e s @l slinly 4o 65 K83 8 555 5, ol 3l (Tebavar et al, 2020)
e Ol 4 sols e OT 53 48 Bl 25 S e s S 5 Sl leslinal 5 St Sy a2 S8 1
3 S ane § sl sl il 0 3)lse ) 5 ST n oMl 5 3 D 5 e 2 s 5 Sl (5 S
o) b= (Mitchell et al, 2022) 558 Joows S 26, s S Olse 4 e glalad 5 b $SHL sl
Ll o o Bl o g O el i b oSS (b sl (S S el ) Dl s
b ke b 5 osale sk 4 0T 035m0 abls (25505 g 650 00 4 e o il 5 Lo bl S 5
S D alse 4 s e L 58 b s g 648 (S5 S Sulg 0 5 i Kia b 2l
L aols 5 Laslsy 53 (5558 5 GE arlepm 3 po S § Jaome (6 S5 8 680 b (Dlodst ¢g s e
Alalhesabi & ) wil o 5w g5 33 3,5 4 o 5 Cole Camaded ¢S5 sl JUis 4 5 bl oSaie g8 &S5
AT o de (b el Jige ) 4 el e 55 Sl Rasn el opl » (Moradi, 2020
TABL oo 4,5 OIS Ol (5, K0 8 e (51 o S (S5t

IS Ol (5,853 3 e 51 5o e 3L 3 3T 5l e b e gp S £ Lo e (Gl (6 2l o oo ¢ Glgiar oS s ) (g




I s g e 38 (G BT b3 4ol fad
https://www.jvcbm.ir

Sy Sl
Sl g & gl

OT 63057 5 &g lael el o ¢l &K 4 0013 (65 L a5 Sl (63,8 ummein 53l 5 ST ((g5lu
a5 b Oljen SRl L e sb 4 e 5 Hlael 5 Do ped 1B AT 5 58 e (2B, L 55 Ly
5y 6y wlad s Sl 5 S ((g5laki G Sle 4 .ol BL5S1 53 W 0T Sledst 5 &Y ammen 2l
O 5 5l el Oladsy 3 4an 4 " (Mokhtari Malekabadi et al, 2022) Coul Sy 5 Al 55 5 51 5 S 2 ar s
sbal 5 OV grams Lalid 53 Ol 5 4 &S OT g sl sl )18 1 (S ST o oSS 08 g 5 5
ol oS 5 oSS a1 0T 5 ,Ses gla o s (OIS 5 03lnl Loy ol J guame DS 5 LS @ slazel
S 53 sy 5 03305 Joed 15 65 s LT3 il (0 o Sl ) (S5Laikiy K3 3 508 pomen kins on
355 oo O o g0 3leki , (Almeyda-lbafiez & George, 2017) das 2l [ 0B S (o pas b 5 ol
1 &S e 0T g 385 HUal 4l 09 ST S5 (605 psgio b 5 e 0 i b agerl s o0 530S (5 e o
0 @l L &S Sl ST Y OT ars 2,8 5 i o5ls O el s (DU Plessis, 2024) Aal ails
S 3 4Bl Sy gn 0058 a0k B 1 oS AL LS s 53 oS 0Ll o tl (B3 g0 pa 53 3L ule
(o5 et 4 Lisd o §HE L el I i Lger 6 b Ol3le b5 £33 8 e prleze b 0L Lo
D L0l 4 d S L O G Wi 3y o US w  ed Ghle 5 b jeh 5 L) piST s (ilei
ojls Sl i S b eopl ol (Faramarzpour et al, 2020) 55,5 oo o pums s 53 g 0T oKl 5 o1yl
@g.m;.:;uu;,uo&ﬁrﬂpal&gewgubngag_;jw%,p,ii“ohﬁ,ts‘wu,uﬁ
Lolie glp 0T 5 515 L g s eh o ongdoms o dowe )y (Sl 5 Ko S slal 43 s 5 3559
{(Fakhimzadeh et al, 2022) 5,8 s )1 5 oslizul 3 g0 L gd pioman 5 La, 58 Calibes bl 3 o K5 S

O Sl » P ggae
dais 6 Olgie 4 g5) odd @y S et b (S S 06 b e )588) wlie 1 O ds OSG
308 3550 53 @ SHE 5 Eomy n el 13 (sl oo Sl Sple (03 28 Il i oSS L 6 K 8
(a3 S5 damn 5 Al OS5 L geamen (5ledi pr Sla (6555 51 515 il 5 ol oy sl 5 8 OS5 L
Gapl 4 bl &8 Sl OT 51 Sl ol cpl oS o3l b 006 lis 0 gulaws gbis Sl e bsy 5 Sl
Kladou et al, ) ol a5 8 1 5 dr 5 5550 Coglite duolin 3 Colual b g Calisee gl o€ s 51 O (3Lt
GAJ:&:;buoT.uﬁcC;f,m;us.u)l;yuéuuzj)l,&ﬁ;%@,ucuj},uo& (2017
ol 33l STl 5 e o el O (3l ol ol clas oo S 0,050 (S5 5 3)lse ol g s
4l b sk 4 e Ll oyl sy O Sk F R IS S 4 e 5158 e IS8 el e
G o Bl pl 457 S o )18 e 15 0T 503l b 0 OT b ol s 1y 0K (g3luti
s bl Jlsle fols 8 0 Sy s 4 056 gilets 15 2> (Lin et al, 2020) s5i o O L,

O Dbl (5,883 5 Ao (51 o o (3loit 2 3T 3ol Joe (b e b S 3 3 Lo e (il (5l o Conm s o Slghea o5 5Ly (kg




9 s S g 90 @:9." R331 Mlﬁd.aé
https://www.jvcbm.ir

L «(Chan et al, 2018) s 5 ot stuzie Sb55L 1 6o Kos clonl 0K Calies Olaind 5 ,L2d) m Lails,
ol gsladl SY o 6l 2Ll sl ST b s L 5l 65, 4 Jee 0 (3l
4ol o 5 IS 53 OIS (3Laki s p sdhe (Hanna et al, 2021) ol ay 4387 5 Gblie cla g (Ko b 5 ol
st s ol OG0T a5k sl 4 (o Sl ) shate 4 OIS Ol e s Jame &S (b1 (slinn
Sl Ods 03,37 5 5 555 ansl Iyl 5 S Sl 5 LSl (63 g (O (il 43 Cudd o Ol e
¢as o ool 5,0 5 owsp eJl= ool b (Wahabian et al, 2020) ol OIS wls 5 O 1 0B S s 3L
5 plr R ey Bl adlg Gy w1l DS LS Sla Camdsn )3 sl > i odins 0L
KIadou ) 5,105 3 5 03,8 o K8 4,85 05 3las s dtT 3 5 G O (g5l y S 350 53 bl g5
o jgs Ol oy ol Llg o 5 odkd SUds b O Ol s,y oS el sWis 53 o3y 4 (et al, 2017
oyl 5 ol 53 (Bishmi et a, 2016) das oo &) Sler pebawr 53 Suldy ke il 6 K5 8 Gbla 5 ba 428
S M 5 e bl Aol b pl 55 ol 0dd e s OIS Ol B (sl 015l Ol 4 OGSl
o Glb w5 GBS 0T g 53 5 2,0 OIS Lo Sl Sl 0L Sl e 735 5 e 1)1 OIS
338 (o i O i Sy g 0l 5 O ammn 5 53 g g i 5 ol (63,055 815 5o Ll ol 23 8 o0
3 Ola (65 plad &S Lt p e OT 4y glzws (gl N iy 55 usa nl 5 (AT s 1 K g5
Gty 53 Gl Kl oy 5 eds wslis I S 0K (gl Bls 05 el OT G55 1 (ra Gl
G bl ol (OS5t s (Faramarzpour et al, 2020) ol 0T & i gl 2 5 0 &K b 2
Ol 5 358 0 b O e 51 0K &5 0 plate o ST sl Lol O &K 53 30 4 amie (63,050
3 033dm OT Sl )b 53 OGS (sl e & il O s S (o oal b H 0 ple b o,

.(Yazdan Panah Shahabadi et al, 2019) ol 6T OLS Lo (g1 O 4y Saunds 505501 il 551

Vﬂ‘” SoosliS OV somes Jlows (5led ngiﬂ s+ 4 (Mohammadnezhad Ali Zamini et al, 2024)
Ly Dy 5 Ly gme Bl e d ol SoslaS &Y gamee Jlise s ‘_;ju,uxsg\;ow@w Al
l{)J.iL::odbu.UﬂQ)u\éjdL:gg:xﬂ&;ﬂwsﬂ\)\{jaaf@j&TG&LﬁlﬁﬂjU@aﬁ45.3)\:)\)5
Coda mal 55 Ly Sin Ly 4 sl DL UL 5 L b seen Gl T 1l 5 5
aﬁ.a\,..u_uddjuﬁ,@“L;J:.&AO.asja\)vjutgj),usayjmd%a,ujc@&jgﬁﬁ,w—\;ﬁ
ks s L pode st Jos s il olde Codl 5 ool (o atal 5 Gliowd 5o ys S alstls Jolse 56 Cows
Olsly 0L it b 5 (555U DY guams b5 1SS 5 led (o S Sl Cad b (Il J s

s oo ol oolaBl $y) 5 Jldl Ceb 5 essei Wil 1) mio 5
Cxio 1y 2 S G OV g (3l oS on Jalse olulis w4 (Meysamiazad et al, 2024)

Y?)CMAAO S{INCER A GPNT C\}u‘ S aslas a5 5l Ol &S i s @\:3 Asls Ol glde sl g

O Ol (5,885 5 Ao (51 o s (3ot (2 3T 3ol oo (b e b Sy 3 3 Lo il (il (sl o Conm s o Sl 57 5155 (sikge




I s g e 38 (G BT b3 4ol fad
https://www.jvcbm.ir

OT 51015 0 5 Sl mnlin 55151 (5115 I o7 515 DL a8 2 3 gl i 2l il 5 plulis o 3 o) 5o
3,5 sl 428 S1AE 3l gs Cxis 53 s Y gazme (3Ll (1

5 80es b dwslie 53 oebw L ConSTl e 5 (6 ed GSlelp Olge L1y iass (Alsayel et al, 2023)
03 s Oly 3l 5n @ a9 b il 0305 planil (63 g Ol 0 55 (S0 arm 5 Sl SlSbe e = 55 (il
LI o la g 1y S0 b 15 0K (S3lekir (1 655 pm sl 3 ¢ 1 o b (515 (Sl
e 33 O (5l 3 Shee y (o i ConS 03 28 b 4 OSG (Siledi 5 Shes 8 - o
2 et CaSTle b (sla Je 457 das o Ol andllae pl ol 43 55 15 andllan 3500 S aze (1)
e 5 655 o S0 4 praions (g s> Aile il 5 (1 (6 g dm 5 53 1) (Jslite U O (3l 3 Slas
Sy o 0T el Col (il posas 5 ial5al b gd 3 1) G5l s Shas ¢

ol Joos el Soda il osls plail w5 UL g8, Olse L1y 2y (Carrizo Moreira et al, 2023)
35,0 S5 0T Sl Gz OT ol G S5 5 3550 553 sl il O g (S5l 6,555 o ol
3y50 33 ol aidy aw S 25 5w Ol oo 35 15 o 5 4o 300 dlie ¥Y 5 as | ol _SLasST| Slool
St 5 3 J3 4 e e cpl s asden 301 sz OSG (la pb L gl AST 5 bl G e
Sle i GOl (JoSa ok 4 ol (88 5 Aale Olge 4 gd ol e sl 5 5 ,ed S5 kS
Sl e g 53 Sl ol ol ibg S 4l 5o S osb 4 85,8 s 51y elel 5 gl
(b e LB 53 agn 2 Olai 3.7 o s Jaoms/ o o8 3 1 2 1) I ST i oS5 g8 ST
At 31 pagr B (alg 5o 5l DIl L Ol a6l O e Sl dame S sls Al
25133 L 5 G SIS e Ol g6 4 e 031 )15 8l (o s08 Sl

s M o 0V K55 8 by jow 6 K3 § oyl Ol L 1y w3 (Al Fahmawee & Jawabreh, 2023)
s b s 6 K3 8 s Sy 5 la S o il 315 bl 03] G S5 damen (glas s sliws 3 0T 36
Ll oo Jams K 4 oliwd Gl g (6,583 8 (oIUL 45 das o OLES 5 Sl 03,57 o 395 4 1y Olanis 3 1
ol GOLT amelr il o hilay o G ol s Bs) il ol el slaskd ) axe s Sl ol
o 4Bl 4 o 5 b ol 43 515 s r 3550 OLT o3 5 s 48 ol 0 S8 55105 Fre fols g,
e b 4 e 6 K538 5 6L 53 Sl (gl OB S 5l dad 45 el ok o3l Bl elaT ity
b 4l el clled slowl ais oo b 1) 01, K83 5 5 K Wiy o oS AL o 05 b (g)ltn S0 o
S5 s B SU e 6,855 8 55 Sl gl 0B WSS Jlo o g (ames oS gl S
2003 as o5 Y e 6 K83

2 i b bl g slaml s glay OIS poad 5 glulls w5 4 (PoOrnamdar & Aazami, 2023)
ez (sla alay sl QL gl sl y Y s (520 o885 5 55 iy 35,0 (omilen 25 L 6 2k 25
g s e Sl umman )13 SV s 5 ml o5 55 L i) awibe BB L (g 2k 25

J)\Jﬁuygﬁbdbk‘a&&jﬁ)bJujkjl))‘@ul?ﬁﬂb&ngﬁ))‘

O Dbl (5,883 5 Ao (51 o o (3loit 2 3T 3ol Joe (b e b S 3 3 Lo e (il (5l o Conm s o Slghea o5 5Ly (kg




9 s S g 90 @:9." R331 Mlﬁd.aé
https://www.jvcbm.ir

2 ,\\ﬁ%\
on11y3t’

LS‘A AL'SLL C_,:-‘Jﬂ J}.‘. szi.&b;-\«as-d -UJ.! Djij u;'))‘f'f""gf\'.’.)‘)l‘ J;U Gﬂ)ﬁ‘\{(zare l\/lehl’jal‘di, 2021)
daie & okl STysl S (o Kis 8 daie Ly 3l ABT L s SLLIL SLll sl Ol Sl Jhas

..>)|:‘_;)\JL'MJ.;U;ﬁ,@idjiésfmdusﬁ}d)‘_gﬂ:;mxﬁgg)lsﬁjcéjiizf
CUSL Ly Sl oS 5 me gt (ol (il I S1 oy » 4 (Taleghani & einy dlejani, 2021)

A b kot (5 a5, UL (3l sl DL gl sty p 0Lt ble dgms 1) ol
oo b (6 i ible g s ESSL (il o /VF 56 (o b b (6 j2ie ble dgad o diST o jume by +/PY
AU e ble dgm /00 SU b b s b sk oSO (lets p (Sb Sl asls 56+ /FA LS6
wils pule i ¢ phe dible dgn  ¢SSL (ilaki 18 50 55 oS (o paae HlB, Jolke 4 .ol il
ESyal ol ) ke oS (5 mm 5y 36 s b Al slal ST S Ol5 e Sulg H 1l

LBl b 4 slazel ey 5 Slas 2 35 0 4 (51005 o
(Ol o 163y 30 (5 anlllan) (5 g (6 K83 8 dezia iy (S 039 Lol Jebows oy » « (Jalaliyan et al, 2019)

sl p i 3 AT /FYF Ly 5 AT ot &S psl Sk wiin 1 S ol y Al

@bl Joe 53 (UAPF) ST 31 Ol o ties (Sl /N7 53 (6 )I5by 5 ol STyl CuaS 5 /YN0 (5 )laly
WQ)%M'//\9?‘5'/VY?J;;\%ﬁLoMi;‘)J‘wjubfﬂMCwﬂ‘.\;jﬁf.aj:\.djjﬁéu‘bff

-*Ju-‘g:*gi:ib6)‘3\9})*j)‘@gijﬂwb‘}Jf)‘Mﬁ'/‘Wﬁ'/“ 7(".?;.’:""‘):.93

SRR 9
2ohl o5 55 i Akl S 5l il o AS e st S Sl s JLESTOT Oda a5 L Shasl B,
SUST s S 1 g ool el (ciiley 3l 5 ol 5 Sl 5 S0 05 Sl 5 63,08 g5 3l gl Sl
A5 (ST par OB L5 3l aslian 3l eslimal b 3L, s oDl 3315 5 o OT e Dol 5 ke ColeSTT 4 5 Sl
(Aedn) g3bis ol b o) 5l oslinal b aS il o b8 e Lyl Ol pde 51LE1NY Jols Jrags (o leT anelr
A5 53 IS g Ol ke ST OB s (sla (S s b bl tagh (slad g b alias (Dol o plol (6,8 & pes
dlf,j\.v&‘}]l}ub:&éb)l:&-br}c;)ym¢.>-L.a.a3o.,\.fuo:lé:.uluéjAJL?UZJJJ\L;;&}A)}EJJQ.@\“\LA;;;

43 8 glelis ol s Maxqda 20 153l o 5 3l oslizl b sl o5l SIS 3l elizl b s laosls g Lsl 4 b b ol 611 &

e Sl 4B
szlfu\fx.l-!']é):.4..'74(a\uG\Qlf,;’-ojjf\.;wgsLhQLmd))\s-)"L&f&uo:b&”Tafq Al o opl s
Q@)\Lﬁsdhobb ui‘ A.C—W chob‘bwﬁj)&) QTﬁ&SMJ«&\:— ‘_SJL:AM-! LS‘-“O}W c)l.z
ool aélsﬁsi;c\b-fjaamT;MM{L;bdj}a alj\dﬁiﬁw)ﬁgw.aliﬂdﬁfdud}b
)Jdb}g‘duubgMJ@43‘)")6}@5}}0%))‘f‘ﬁ@)bu\§ﬁw‘gww)}haﬂbbf

O Ol (5,885 5 Ao (51 o s (3ot (2 3T 3ol oo (b e b Sy 3 3 Lo il (il (sl o Conm s o Sl 57 5155 (sikge




I s g e 38 (G BT b3 4ol fad
https://www.jvcbm.ir

4, &R
o
D s55 2
oNiu3®

laesls Lg))ch-l{QL»}Q.A o osls o Sl de e pl 3 e () @;Jg.is\:j)‘ laws daasl 09

C\?&‘@dﬁ‘jt{jhms)s.b_.lq-&b)\b‘&lwaol}g@cmﬁM.\;ﬂT})sobﬁﬁf)slfouimc.\;_Jq-
Sy g 0 8S ol 0kl ‘_;))T@.? SWosls Ol 3 (latws () smen olidy Jsame sbay Ails 4> LT Ol
Dby @3kt 5 G5 e seie S 3 (o i 1L edd 03 pU 0T I bbaslas I 55 s
Sl L5 r Goge oy Dol 5 (gladiws ¢l 5l (Strauss & Corbin, 1998) o) sS™ 5 sl s 5 0
sy 4 LSy 5 eolgiin sl sl mal) basyaly (b las aly ol >l 5 S50 oyl 5 Sl Jalse)
GMA45|)\6>|JbC,.>'L.~JJJLM:\:J.:bJ)}Jé:.AQ.x:ﬁix(harﬁ\)ng_f)lfag@l:a')u.ulﬁql@)sj(é)jm
c,wdg,;;\J:»C,hﬂ);‘g\g-%,g.&o&fouL;,iz;,?w&\ﬂ},w*zd,’uxﬂda@w

RGO PRV-SINPE S N YL

Aaiin (Sl 2 j o (S p Jho 451 4Bl 3o 3l sy paoline LRSS gline 4y (G S (S IIF AT Wigl 9.1 Jous
(35 S aBl) run (Bl jed (6390 dxdllas) OIS Oliwl (5 Koo 5

dsiag s odas sla o yio s o 52 poalie

e T sle R FYN R
4 pamis (b Gla S5 a0k 55" a3
g # S35 bl b bl

354 pamia 5 jols DS

A ol s (S p Sl e
a5 S g oo Slaeyl st g Lasly g
S polae 5 i gl 2a

&a L;LASJL;} ol Cble> bl
CL.A J‘ bl Lg\.hoj_gj; 9 LAMLJ:
R 8 Sl (s
3 e gl il ealizal

ol

CaiST L gla o g LaolSelsl
b oee slalds 5 Lol s
s S g,y
RECI IR BPTINCIN [+
L

%péﬂsfabb

éxﬂc‘yd)l.&ﬁ LA)\.»\..:J_)‘_;)UfJ{J)g:SJLLA

O Dbl (5,883 5 Ao (51 o o (3loit 2 3T 3ol Joe (b e b S 3 3 Lo e (il (5l o Conm s o Slghea o5 5Ly (kg




9 s S g 90 @;T R331 Mlid.aé
https://www.jvcbm.ir

oni1vaY’

e sbrol sl
23 o pal g b ) g
6 5 oo
5 S Sl il
o palr Lo g gl b
Slaedle 5 L5 ks (b B

~ ol b
nggjs; s‘:':bé A

(S p Sl
_ _ J*L}”6Q>‘4u))h°)‘ji?

Sl Julse S 8 dpie - =z . .

poe DT g (oo SR 3| e Gl 2 (R o (Slae sl

£33 gl:Tc&L:\.'G L§L‘°°)‘9-". )

stm
S 3 Jomes 5l b la

) o 5 SILL Anw 5 )
sl S s pds s

S5l g bl o
s SRs S
Mg 5 DU L |
G e ol s Xus 8
oy dn g 5 (Yo Sole

588 8 Lo wne 5 8

cnlze ¢ K5 & Sless 41,
Cnio Sk dnw s BIBRTIES

5 sl Lo bis 5 s S 8 . Sl ¢ 55 5 kS S|

S Ty

Sl b 2LOLL 5 Slads
Ol S 8 e

o mals b oK <5
S8 E Il ana 5 8l

DT 5 Kb s 5 5 b

(s>

5 Jbsl Gl b slow!

(s palr

amal= 9 OUl > d\ﬁ.l.a'\'):

IS Dl (5,883, deae (51 o ot 5o 52 3T 250 dohe (bt e b oy 3 3 Lo e (il (5l o Canm ) Slgdiar 55 L85 (sikge




I s g e 38 (G BT b3 4ol fad
https://www.jvcbm.ir

4, &R
&
s, arvw sgﬁ‘] 3
ONILY?

B

Sl 5 S Joea
L

S P o QLN
e St blas s S
TR EH
Sl 5 Laslslenl sl
LgJii:Jf o s bl
L glaoljle b o) Kan
Sl an g5 (Gl (e

sS85

las pal,

5018 8 i cli|

b s Lot

S8 £

5 4l SUSl 5 5 g 3w

e JB 5 Jo
AR HCA WIS
Ul peiloge 5 s o Lo
Sbds 5 2l U arw 5

Qbi.i:;kglﬁ

ap slac Il s 5
e

sbasldsy 6ol
e Ko b slae s
e Koo p gl i S
018535 slp5 5 4
5 ple Jl ol

soee sl

Sl p3pa pemin L p sl

O 4l (gl (SLHL 5 Slads
883 8 daie Dy 4 g
Olsie & b p goas ol8,l 5 s 5
b Saa 5 e
3o AT 5ol ol

Ao sl s Ty

S bl glaasl p anw g

Bl bl Lguo}_gﬁ)hcjb 6‘_}"
Sy Lame 5 (b mile
9 e ‘_;a*:u T YWIES WP A P

ol

08858 5 amslr o5 5 25507

O Dbl (5,883 5 Ao (51 o o (3loit 2 3T 3ol Joe (b e b S 3 3 Lo e (il (5l o Conm s o Slghea o5 5Ly (kg




9 s S g 90 @;T R331 Mlid.aé
https://www.jvcbm.ir

&7 ,\\ﬁ%\
on1yaY’

Los Jlus I a8 el )
b b Sl bl 5 s
sl leslazal s

Z. = R oo 2alS 9 .."\'.‘,"L.’."‘"’"
BERCR NI e TEER
<55
L 5 o Glaaie -5

o 93w )

glee 5 Otz 5l o Lo
s (e

Li 5 o (ool drn 5 Sl il 5 basly 55 6515

o e gl s s | e Snp s

S 5 Son b slaa 5 &)
ST

4 paia Sl i 5 by 5 41
Q\Ji&;; Slpsjp
s balad 03 S oal b
Sbl bl g glac Il
o885 Gl o
L 3l $0bege Slods 451 5

@S W s e 5 LS

o TSR N

Olﬁia;

Sl el bOBL s Sl
RICE-gune
CalBl (6l e (Sla i 41
O K3 5 slaws il ) < K3 8 Sleds
Glao,l st 5 LIl sl
by S £ sty o $ gl Sl
ol Kes 8
SOl 5 S 5l le
S S 5 o
e Jad a5 sl
G EH JURWEE

o 3Ll anw 5

NS Ol (5 883 5 e (51 o o 3Ly 2 AT 2500 o (ot g b S 3 Lo e (ol (6l e Cnm s ¢ Sl 5573185 5o




TG s S ke 38 9 BT 3! 4ol b . ;
https://www.jvcbm.ir

o en gsﬁ“a“
oN 3%’

Y pame b S S
O K5 8 Lo g Jowe Dlodst
LgL&aj)ﬁ}L&C‘).‘oLg‘f-‘

b e 3 Bl

-k—é?'jjuﬂ 6‘.&4}.:6) ;LEJ)i

) S5 a5 5 sl
g,.lébi:-upr,a;'-):ol)ii:)f
.uukgﬁ:)f&l}&a\w}:
L‘b(}\)}&»}jbﬁ&)\icuoj}n
Lg‘_)" Mfu)‘;bu\.e.bmb‘
dais Ol ps w ,gh W5

O K&
ol 25 2 o

55 S35 4 e A sl

Olge & O Sty i g 5

‘_;J.ii:_,fv\..ala

Al o OIS Ol (6 Kin & dezite (Gl jam g (5ol Jho dsT 3 (g1 Jols 1] Ja oinnOlis ¢ 5 JSS2

]

@ gy ol g o Kits —

g bgre 31l Ay @]

\\ /u,iﬁu,S Sl g by o
i nais (|
@] 3 4 ganda gaub byl
b3S slaad phlal ]
@
@ ul digaj Jolgs
e walaizl n_v.my

/Msuﬁmzw
wubb B e bl
m ke Jalye
il A R S R

2l gm0 Jalge
i b fang aloss
Cl
] g quu olgs
wgms st Lais lyic 4 jgub uli)

umhyhahusuhagm\my\@ €]
b golyn 5Lt

Sy s f was

M,mmsuﬁm G ) sy
|)§4u ﬁa\yﬁmlﬂ wypialal @

wlae jin o $idyb anungi
RN L,Ju,_w,

mgmqp
MW mwm

(3485 SABL) xiw I Hoed0 S ) S

IS Dlwl (g 83 5 dade (61 o e 5l 2 3T 50N e (b i 0 S £ 3 L e (Gl 6l e Gy (Slgdan ST 0L5) e



9 s S g 90 @;T R331 Mlid.aé
https://www.jvcbm.ir

&7 ,\\ﬁ%\
on1yaY’

LSJ}S w‘dﬂ‘)bOJL«l Q‘j&@l.és\j}:l.a 46)‘2}36)}5 LS‘}’)L"“ 4...:/4) L;LA-\.E.AJ:-‘J.A sz‘g-\;@b U’“Lﬂ‘f
c@w\ou&&))&b&gﬁj%)b‘)#\jjov‘-jo:lb@)udﬁnﬁg@&ﬁ%a&iqud}iﬁgw\&\f@

S o &yl ooty (512 05 55 als) K (ol O gee Ol gt 4 ((5) oee e S Ll sie O3l a SUSTL ST
WLl 0 oy tiallsd Bl clad sie 5 oalie oy

P54l she YY LIB 55 pygia) ) slias Gl 8 U) lul o o 55 ¢ jin g 53 0dd 03T o slaosls flowi L
,'\.u(,t?g\}:;d,fud,\f,\s,Suasld,\;\f,\sw.@fdﬁulu&wouw;&uam‘u}aﬁ
Saal gie Ol st LU OT ol 1 5 b plonil (65 gmn MEAST syl cods lulis ol o Ole

NEas Ll (1) K8 s asie badaly 5 slaas Ll b (55 e sl sie e Ll 5 Jols ey

a0l Ty s S dnT b dde Koo Sjle 4 5 () e

(Baio SABL) o OIS Ol (8 o0 7~ ain (Sl jew e (S 9 S (S 395%0 (SIS .Y KU
S5 domid § Som
5 R 8 S trn g 4 W5 o SIS g 0y 4 (IS Ol (6 Ko 8 deaie (51 s e (S5l
01,8855 Clder 4 015 0 s 5 o 6 883 8 (slaay 25 0387 a3 S a5 LS S8 01 8 5
slowl 5 S e jur o 0030 Cuinn (S 4 315 g0 DLl sy s SLBS 5 Lok 4 Aeide
(SIS g o3y 4 S Ol (6 8538 e (gl s S (S5l g i ailate 53 i (glais 3

by 4 e WIS Ol 5 Cpme 6,585 8 dade G 4 ed fAT 4 ol ol )l (ol ool

O Ol (5,885 5 Ao (51 o s (3ot (2 3T 3ol oo (b e b Sy 3 3 Lo il (il (sl o Conm s o Sl 57 5155 (sikge




I s g e 38 (G BT b3 4ol fad
https://www.jvcbm.ir

b5 G S 8 daie 6K 4 ) e ed S5l oS oo aber Sl auh adkie elazrl 5 (s3ladl
oyl 63 S canb sl les 5 63 Ko g (slaolKaalsl ¢ dows 3T 5 6Ktn 5 (b ks bl 4 Ol o (S 0
o S5s) K38 Sl slisyl Juls e Jolse 1dad Cain (108 50 51 0l gl sls asl .58
(e ol S8 5L (kS (6 Kt 8 Dladst (g5 oo 31 Bl (510 5 (S8 655 03 4y e
(s in (Ko b ame 5 Ol 6 S8 8 ) (b wlie i 5 Jous (s3laBl wne 5 ol (50 Julpe
o3 loen Lai 5 (6 K855 Cnio Sl anw s uls [ dstlte ol ge (01,5855 (5 58 ble 4 o sl
e S R e R I (883 8 o (o 5 s I50)
(s Lamen 5 Sl snn g cppmy 1T s @K s Ko 8 (gl adlr 5 Ly ) (6 K55 8 e
(s b e Lo (o (3Ll ann g O S5 8 sl (1) (6 Kas 8 dade Jols el Julpe
el oaT oy (K3 8 dzin O 56 4y e £l |

(Meysamiazad et al, 2024) (Mohammadnezhad Ali Zamini et al, 2024) s ias3 b 2oy opl b
Poornamdar & ) (Al Fahmawee & Jawabreh, 2023) (Carrizo Moreira et al, 2023) (Alsayel et al, 2023)
cwles (Jalaliyan et al, 2019) (Taleghani & einy dlejani, 2021) (Zare Mehrjardi, 2021) (Aazami, 2023
sl s ()0 dld (g5l sla (e 93 0kd DLy 35l 50 4 5 L 4 Wsls olas (Alsayel et al, 2023) .s,1s
23k 4 O et 5 Shas o7 o 52 i plE o ba g 51y 5180 im J15 086 (Sl sl 65 0
(ol 43 55 3 andllan 3550 S ate (6l3] e 53 OSGe (Silankip 3 Shee p rbas iz CST 05 28
1y Gslime 56 OSG Giled 5 Shas 5 avbw dir CaSTl> Calites Gls Jie 457 das o OLES anlllas oyl
5 Rl g 53 1) (Gilents 5 Shes ¢ mlie 5 (655 o (605 4 s (o e iile ol g8 ()15 (6 g dr 5
Sy50 0> ol atiy aw &S dib S 4 (Carrizo Moreira et al, 2023) .55 o OT el ol (3l oo goast
G 5 pp JU3 4 e mlie cpl pasdlen )15 35 O (ol oL L gd AT 5 5L e p s s
Sl o 6ol ¢ JoSe ssb 4 ol (6885 8 dahe Ol 4 gh ol s el 5 660 (S5 LS
Sl e (g oo Sl odionls iy (A3 4 5o JalS b 4 &S 3,8 2 5 el 5 solasl
ek e (Sl )3 page B Olais 3.8 o I Jasee/ s 1 mi 1 Il il i &S eh S
Al g B 0Tl 53 I L L D g dne g sl OB g 6 s e S e SHlr
31535 DIl 5 o S deaite Ol gt 4 g 0313 515 (Sl (on ger ol

3 g on Slgiay GaiesS Sl edel Gy il a5 L

LS sy 5 Dl 4 5 0 (63 S b slay 5 5 (53,80 g1 (SLaolKaalil G (6 S § Mg sl b
3 (it Olgs a ed Sl 5 b Bl Sl sl o 5 Lok (0l 0 gDle ST L 585 ) allatas Ll 5 AST
(i 5 onp glac Il w1yl S 6SUS dabate Kin b gla il 5 G aes L 4 Ll e (5l p
| e 5 S oSS ailate 53 6 8835 5 4 5 on e 33 4 pammin Sl 5 Ol Sl mes

4.3,\51}5@c@)h_f()l:.wl)sngii.s;w‘_g\ﬁkwjp‘_g)'LwUﬁ.JSJ;_J..J)lJéJbﬁL;Ji&:JdeQ4{

O Dbl (5,883 5 Ao (51 o o (3loit 2 3T 3ol Joe (b e b S 3 3 Lo e (il (5l o Conm s o Slghea o5 5Ly (kg




9 s S g 90 G.gqéT R331 Mlid.aé
https://www.jvcbm.ir

St g e Sl A8 S e Cun 5 Kia S S 5 S daee Lo cailate (53Lal dnn 5
Wl gl Jals L5 on ol el gl 5 35 4 pamin (6 K35 8 (gl 2 Sl Sline 4 5 K 8
et Al aailis s LS 3 (ggpealy 5 baslaT 55l da S 55 ase5ky Sl s 053 5 Lk (sla 5
1 0T 5 48" oSS 0l K § bl o o (6l 4y il 5 oo ne 5 ¢ T Slalidd b (63 S (slaolaabl sl
trn 5 (s a3 sloul (T s Sl 131 5 oo addate o (6, K53 8 drun 5 4 43 57 b ST Ol ailaie 4
sl e Sy gn 5 K5 s 5 (e Jame Lade 4y omen 358 e g alkie 5 g8 GBI 5 (3Ladl
bl 53 (6, 8K53,5 (ls sor ed (S3loki 55 ) 513,87 dal gt oSS 0350 (S5 TS 3 g 5 L aaw s

AEL Bl Jows 3Lasl 5 anslr 1) Sl 5 e Ol Ll g e OIS

Reference

Al Fahmawee, E; Jawabreh, O. (2023). Sustainability of Green Tourism By International Touriststs
And Itsimpact On Green Environment Achievement: Peter Heritage, Jordan. GeoJournal of
Tourism and Geosites, 46(1), 27-36. https://doi.org/10.30892/gtg.46103-997

Alalhesabi, M., & Moradi, G. (2020). Theoretical analysis of the relationship between urban image
components and urban branding. The Monthly Scientific Journal of Bagh-e Nazar, 17(83), 63-
74.doi: 10.22034/bagh.2019.164198.3920

Almeyda-1bafiez, M; George, B. (2017). The evolution of destination branding: A review of branding
literature in tourism. Journal of Tourism, Heritage & Services Marketing (JTHSM), 3(1), 9-17,
DOI: 10.5281/zen0do0.401370, Available at SSRN: https://ssrn.com/abstract=3747691

Alsayel, A., & Fransen, J., & de Jong, M. (2023). City branding in a multi-level governance context:
comparing branding performance across five institutional models for urban development in Saudi
Arabia. Journal of Place Management and Development. https://doi.org/10.1108/JPMD-07-2022-
0061

Asadi, Z., & Mohammadi, H. (2021). Creating an urban brand to develop creative tourism using City
Brand Management (CBM) model — The case of Jungan city. Motaleate Shahri, 10(40), 27-42. doi:
10.34785/J011.2021.114. (In Persian).

Bishmi, B., & Khodayari, B., & Parszadeh, A. (2015) Presenting Iran's National Branding Model -
Integration of Branding Concepts and Destination Image, Tourism Planning and Development,
5(18), 202-221. (In Persian).

Carrizo Moreira, A., & Cristiana Réga, P., & Margarida. Fernandes., L. & Raquel C. & Vera Teixeira,
V. (2023). Sustainable and Green City Brand. An Exploratory Review. Cuadernos de Gestion.
23(1):23-35. DOI:10.5295/cdg.221715ac

Chan, C. S., & Marafa, L. M., & Van Den Bosch, C., & Randrup, T. B. (2018). Starting conditions for
the green branding of a city. Journal of Destination Marketing & Management, 10, 10-24.
DOI:10.1016/j.jdmm.2018.05.006

Debrah, C., & Owusu-Manu, D. G., & Kissi, E., & Oduro-Ofori, E., & Edwards, D. J. (2022). Barriers
to green cities development in developing countries: evidence from Ghana. Smart and sustainable
built environment, 11(3), 438-453. https://doi.org/10.1108/SASBE-06-2020-0089

Du Plessis, C., & D’Hooge, S., & Sweldens, S. (2024). The science of creating brand associations: A
continuous Trinity Model linking brand associations to learning processes. Journal of Consumer
Research, 51(1), 1-55. DOI:10.1093/jcr/ucad046

Fakhimzade, H., & Sarvari, H., & Mahdinia, M., & Mahmoodzade vashan, M. (2022). Analysis and
Ranking of the Components of Urban Development Plans Effective in Realization of Urban
Branding Using Structural Equation Model (Case Study: City of Birjand). Journal of Arid Regions
Geographic Studies, 11(42), 75-94.(In Persian).

O Ol (5,885 5 Ao (51 o s (3ot (2 3T 3ol oo (b e b Sy 3 3 Lo il (il (sl o Conm s o Sl 57 5155 (sikge




I s g e 38 (G BT b3 4ol fad
https://www.jvcbm.ir

Faramarz Pour, F., & Saeedi, P., & Gorji, M. B., & Akhavanfar, A. (2020). Cultural Tourism Branding
with Emphasis on Empirical Marketing (Case Study: Neyshabour City). Islamic Art Studies,
16(38), 300-327. doi: 10.22034/ias.2020.237093.1284. [In Persian]

Ghorbani, S., & Nazemi, E., & Gandomkar, A., & Talebi, Z. (2022). Evaluation of Urban Branding
Components with Emphasis on Branding Industry Management of Zanjan City. Sustainable city,
4(4), 73-86. 10.22034/jsc.2021.288596.1480. . (In Persian).

Hamin, E. M., & Abunnasr, Y., & Ryan, R. L. (2019 ).Planning for Climate Change: A Reader in
Green Infrastructure and Sustainable Design for Resilient Cities. Routledge, New York, NY.

Huertas, A., & Moreno, A., & Pascual, J. (2021). Place branding for smart cities and smart tourism
destinations: do they communicate their smartness?. Sustainability, 13(19), 10953.
https://doi.org/10.3390/su131910953

jalaliyan, E., & SAIDI, M., & WAYSIAN, M. (2019). Analysis of the Brand Equity in the Urban
Tourism Destination (Case study: Marivan City). GEOGRAPHICAL URBAN PLANNING
RESEARCH, 7(2 ), 333-348. SID. https://sid.ir/paper/261262/en. (In Persian).

Kladou, S., & Kavaratzis, M., & Rigopoulou, I., & Salonika, E. (2017). The role of brand elements in
destination branding. Journal of Destination Marketing & Management, 6(4), 426-435.
https://doi.org/10.1016/j.jdmm.2016.06.011

Lin, M., & Gao, C., & Lin, Y., & Wang, M. (2020). Place-branding of tourist destinations: the
construction of the™ third space” tourism experience and place imagination from Tang poetry.
Tourism Tribune, 35(5), 98-107. DOI:10.19765/j.cnki.1002-5006.2020.05.014-en

Mansouri, N., & Bayat, A. (2016) Urban branding strategy for the development of tourism industry
and economic empowerment in Zanjan city, the first international conference on civil engineering,
architecture and urban planning, Shahid Beheshti University. https://civilica.com/doc/709635 . (In
Persian).

Meysamiazad, S., & Hijiha, A., & Abdolvand, M. A., & Kheiri, B. (2024). Identifying the
determinants of green product branding, a model for Iran's food industry. Journal of value creating
in Business Management, 3(4), 89-108. doi: 10.22034/jvcbm.2023.408366.1149. (In Persian).

Mitchell, G., & Chan, F., & Chen, W., & Thadani, D., & Robinson, G., & Wang, Z., & Chau, P. Y.
(2022). Can green city branding support China's Sponge City Programme?. Blue-Green Systems,
4(1), 24-44. https://doi.org/10.2166/bgs.2022.005

Mohammadnezhad Ali Zamini, A., Ahmadi danyali, A., & Ahmadi Sharif, M. (2024). Designing a
Digital Branding Pattern in Healthy Agricultural Products. Journal of value creating in Business
Management, 4(2), -. doi: 10.22034/jvcbm.2023.408992.1153. (In Persian).

Mokhtari Malekabadi, R., & Ghaffari, S., & Larabi, M. (2022) Investigating the role and position of
urban management in urban branding (case study: Isfahan city), Spatial Planning, 12(3), 25-46.doi:
: 10.22108/sppl.2022.134138.1663. [In Persian]

Poornamdar, P., & Aazami, M. (2023). Identifying and determining the effects of social media and
impersonal communication on customer value with the mediating role of brand value in Digikala
online store. New Approaches in Management and Marketing, 1(1), 88-98. doi:
10.22034/jnamm.2023.422934.1019. (In Persian).

Priporas, C. V., & Stylos, N., & Kamenidou, I. E. (2020). City image, city brand personality and
generation Z residents' life satisfaction under economic crisis: Predictors of city-related social
media engagement. Journal of Business Research, 119, 453-463.
https://doi.org/10.1016/j.jbusres.2019.05.019

Robati Anaraki,A.(2016). Creative strategic tourism planning Master Thesis,Isfahan University of
Art,Isfahan,lran.

Salehzadeh, R., & Sayedan, M., & Mirmehdi, S. M., & Heidari Agagoli, P. (2023). Elucidating green
branding among Muslim consumers: the nexus of green brand love, image, trust and attitude.
Journal of Islamic Marketing, 14(1), 250-272. DOI:10.1108/JIMA-08-2019-0169. (In Persian).

Taleghani, M., & einy dlejani, A. (2021). Branding of private banks with a focus on consumer
behavior and emotional commitment. Journal of value creating in Business Management, 1(1),
119-137. doi: 10.22034/jbme.2022.313200.1003. (In Persian).

O Dbl (5,883 5 Ao (51 o o (3loit 2 3T 3ol Joe (b e b S 3 3 Lo e (il (5l o Conm s o Slghea o5 5Ly (kg




9 s S g 90 Lg.gqéT R331 Ml.id.aé
https://www.jvcbm.ir

Tabavar, A. A., & Omidvar, M., & Mokhtari Masinaei, M. (2021). Designing a Health Tourism
Ecotourism Pattern in South Khorasan Province with a Mix Method Approach. Public Management
Researches, 13(50), 117-147. doi: 10.22111/jmr.2021.32596.4912.[In Persian]

Wahabian, M., & Ghanbari, N., & Nouri, S., & Kalhornia, B. (2019) Examining and explaining the
components of urban branding with an emphasis on tourism dimensions (case example: Hamedan
metropolis), Scientific and Research Quarterly of New Attitudes in Human Geography, 13(1), 74-
98. https://civilica.com/doc/1165036. (In Persian).

Yang, G., & Yu, Z., & Jorgensen, G. & Vejre, H. (2020 )How can urban blue-green space be planned
for climate adaption in highlatitude cities? A seasonal perspective. Sustainable Cities and Society
53. DOI:10.1016/j.5¢s.2019.101932

Yazdanpanah Shahabadi, M. R., Sajadzadeh, H., & Rafieian, M. (2019). Developing a Conceptual
Model for Place Branding: A Review of Theoretical Literature. The Monthly Scientific Journal of
Bagh-e Nazar, 16(71), 19-34. doi: 10.22034/bagh.2019.86870. (In Persian).

Zain, A. F., & Pribadi, D. O., & Indraprahasta, G. S. (2022). Revisiting the Green City concept in the
tropical and Global South cities context: The case of Indonesia. Frontiers in Environmental
Science, 10, 45. DOI:10.3389/fenvs.2022.787204

Zare Mehrjardi, F. (2021). Investigating the impact of green marketing on the brand value of tourist
destinations (case study: Yazd tourist destination), the 8th National Conference on Modern Studies
and Research in the Humanities, Management and Entrepreneurship of Iran, Tehran,
https://civilica.com/doc/1316730

IS Ol (5,853 3 e 51 5o e 3L 3 3T 5l e b e gp S £ Lo e (Gl (6 2l o oo ¢ Glgiar oS s ) (g




