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Designing and Architecting the Iran National
Brand

Razieh Mahdieh Najafabadi*, Ahmad Nedaeifard**

Abstract

Objective: The national brand survey is one of the most important
business issues that has received much attention in recent research.
Unfortunately, however, little research has been done to identify the
constituents of the national brand in Iran.

Methodology: In this study, using two methods of qualitative
content analysis, and DEMATEL, the elements that influence the
nation branding were extracted and the structural network of
relationships among the extracted elements were studied.

Finding: Accordingly, in the first stage, in-depth interviews were
conducted with 16 experts and 241 concepts, 30 codes, 10
categories, and 4 themes were extracted with Themes such as
opinion scrolling, institutional setting, political and regulatory
transformation, and value and sport transformation. The relationship
between the ten categories extracted in the qualitative content
analysis method was also studied through the DEMATEL method.
Result: Accordingly, it was found that the issue of measuring
international public opinion has the most influence on other factors.
Also, ethnicity management has the most impact on other variables.
Finally, the issue of improving the architecture of the country's
political and legal system has the most interaction with other factors
in terms of effectiveness and effectiveness.

Keywords: National Brand; National Identity; Branding;
Nation.

RD Candidate, Alzahra Uniersity (Corresponding Author).
Email: mahdie.razie@gmail.com.
Asociate Proffersor in Alzahra University.



YO (53 sly 63Tz ). Sl 5 }iﬂ Soleme 9 1,0

dodds .Y
Sty 4 S Gl 2929 (Sl Ll 2 2290 ad S S Vol
Ibeh et. al, ) &S @lypuss (Sodcand |y (55988 yo J3b g Wiy o &5 conl 5,15
S il sl (sl JSia bl s Slyign ol o 332 (2019
T Glaal 3 piin can > oyl e 4SOl L g 298 cdo o b ) gewS oSy
S gl &8l g e 1) (gyeiS gua (Rossi et al, 2015) LS Jes
ol Sbladl Ly (6)58 yo a8l il 393 SV gare plad gl 384 e
bl Jadll 5 ogilly ©jg0a Waojoe (S 3 Wlgie 395 (sele 5 (owliw (Sin )
Spin 98 o o fSgenS bk B e o & 1l gy
GS IS s ST W5)> dgmg (gdaxie Julgs  ISyobas (Papadopoulos et. al, 2016)
polis Sl (S Waboo (EASSpas ;S8 g @5 3 VI (0354 e pgas
Bl L adg les pdaw )0 1) 258 Gloss b V¥ gz oS Mol oy (sl i ds g9 590
» Oboss oxmadl) b VI saisSule oS Hlicl ¢ el 4 conl oyl S o
808 iy 586 65 lgie |y okijle )9S b S e Sl pdye Cuind
I 395 @3 ;3 YIS 5l cate b g dte STyl b 5,138 o 008 yunn y 0diiSu g5 S
gyl oWl 3 a8l e OS5 o Lo b5, (Echeverri et. al, 2019) xS
Joli 1y sl e Bro Lo 0l 008 o 355 4 1y ol Kmng ) (sl
Avraham, ) 5,5 g0y 3 Iy Caslow (5 9 (6,500)5 «Sian b plas glaojo g 298 o3
ol yi 059 LS 0 05l Lo Wy 0jen )0 ded | iy a8 (63)l90 jI S Lol 42018
Ol oSl )9S b oMWy 58S pU b plie b SV gaxe Sy o)lgen &bl
5 Cod 059> 40 (WU, 2017) canl (908 WolS Lo 35y Lol bipd o ablis
5 Sy bl 5 sien YL (slagasls glls &5 3)b sy (ob slaedS (e
opl st ls cow bpadls ped 5y awle Spdd LBd yuwliw o bl gy
ol Jbe ly ol oad Gl plpw p3y0 ) Cute Cuitd (65 JSS g LaygiS
5 Soj A8 553 g Al & Glisl ol oule g 050 pU 3)50 il )3 M g o2



AAA Bltn VY (gl OFA 05l oo Jlo ¢ G855k Sy e S0l tr 5 Vs

Al sl Gl (slaygaS g paje Gl ) aslie (bCusbe atuilsn sl ol 09l
ilodiy o (2L oje> 53 (cimghy Pl ©)gps Bl 0dd o £9d90 (e
ol Sl 2,5 )8 drginyge o] sla Sh o blamdl 4 aegi b g olul )90 3 e
olpl e 85y Cagii g (b > cualty 5 ol polis 5 Jelge 4> o5 sl cul Glagyy
Sl 8l S B 3 Gy 495 1) polie il ple bl g Sutian 1S 31

AR R dpday 9 (S (Sl Y
il 03,5 iy Coygo oyl 4 1) 958 X5y ¢ Dinnie (2008) Yo W g @opcbo Galixi
eled Gl (Smyd ey, ples oaiswll &5 gyolis I LB g ganin S
il slasgezme ()9S Wy < Fan (2010) odude & .Cuwl jauiS b clo Sl Gaa bl
1) ol ol Wlge & cul G o3 o cde K 5l Jobs STl oles
5 Sk vy oarede laoye we die o)l () «Kimyd e wl)3l il
big> Sy 98 Ky Uy 1l 83,5 goke |y ) sy Fetscherin (2010) 1,81 o pue
S 2S5 oppd ly ol 23l g ol 4y g adlho qaw sz Jold g 0392 o2y (cages
Gl Jols o ool e 19 51 ol g b 458 Sy B Npde o n
Ol plyie Jlos o sl (ol g golaiBl 5 (eloial (lase (0l ((Sin b
5 yolis L8l (ol « Nioyd leMbl dacay 5 pl )0 paple (p izl & Cul odl

A leéjds

A 9 o ele (65 e > (o (slusiy porie e (g3lwiy ke
ol QLB & Wlodsy ggdse cul 5550 Stmghy I gine s 5 Casl 0ud gl
gl e Koyl g el Slosl 53 sizn Olins (1999)  Anholt (2005)
5 Cunl gdmdin Wy S o U o) odalie o Ly g cde Ny ciyyas o 1) (S
S g Sl lesd Y pama (Vb oS i 55 Sldgie ool L
(oS 9 o Vb Cebl e bisel g el Cumer (LI OS] e B
By g b 3B 1515 5 (Bar, 2012) 1l Wl b b S 5 Jle ciluy;
O Cagp g o 25y oo s o5 g8 lasiyy potns bl 59y (s 1 o

1. Nation brand
2National branding



(3,303 53T i e S 5L S (5 ploma 5 1 o

Sy Sl (s Jolpe s o (sl w018 dmwgs Jsle 28 )8 il

.(Domazet, 2013) cusl (3lol

Cand y5iS Sy pdye a8l ol 5l clasgerme oaimaddl)) Lo cugnt do Cogr
Cush Do Sl Blis o byl olel 5 Lo Cogn byl cuSlle ulust Ll &
XS o dbul Bl ol 8l s aST Dgd e iyl Hob b wles] dasie S O

ly o silodip b sy slaimg} 5l s3las o) Jgas (Kubacki and Skinner, 2005)

ool cjletipg b e csla gy ) o>
] = ol SRy
el b o . byl o0 5]l co pde | i3 Country as  Brand,
= )‘) Py ‘d"”" IR product, and Beyond:  Kotler and
lasdl diwo b 9 )9iS Sy psal dse > A Place Marketing and Gertner
slassl LS o -] 5 Brand  Management 2002
¢ s ol Perspective ( )
Cumdg ylly (gl d"‘ o &wa)s 9 C"]?‘ [Taddd The Challenge of
o b s sy sl Alepls laysiS g5, Re-branding Cooper and
o Progressive .
SlosglS plo 5 03 3% 5x 25t Countries i the Momani
3,5 oal 1) wleysls Gulf and Middle (2009)
ol East
G Al 5S9035l ey g o
o Sy popie & () kL 5 Ko ilekin  Place Branding:
The State of the Art Ham (2008)

s Uy 1y pyie ol bl

9 o s s, Sl &)

2y ygal Jdodigd o

Will We be Safe

omd a9 lyean plae gaw pas Ther€? Analyzing  aAyranam, and
o Strategies for !
Sl g Wloads Al G ygy Altering Unsafe Ketter (2009)
tes) Place Images
5 Gl BSenl pdya gy ojlas e g%y A Country—Can it
. p L ~~  be Repositioned? .
ol ol oladl anly ol e S 535 S Spain—the Success Gilmore
35,5k 3,5 s 8y ol5yls  Story of Country (2002)
Branding
5 Seis 5.8 oL o 5 ; The Rise and Fall
R 2 R S b R e O eico © s Rivas (2011)
29458 ol g V-V Slej nternational Image

S bpo iagn ol
03,8 a1y o250 &)l

2 e 598 pgas jbline 56
Ly 0y )

[EWR-L W
Lol sl

Kameli et. al,
2016

1National identity



AAA Bltn VY (gl OFA 05l oo Jlo ¢ G855k Sy e S0l tr 5 WA

Cw o';—g'g L)"J))l »
By (shgyreds

g cledl Sl Shed gladiy A LD sl )y
Jitue (gl dlleae (ol i sla)Saly 5 Lo
Ol (o Xy drngs g ool

sbwoynly 95 Masoumzadeh
ol » e sjleny et al (2013)

by,

o opl ) vl BliasT wunle blod 5l g (630)5 cdun Jlai 5l ol yimghy
Sl (o & CwnsS it 5> Cal oad ol Jiand g (&S lge Sl ) 90
Oh9y Gk 3l ekdsyglaen (slaodly g oad Sl (5 b anlas o Lhmgy gyl
o Gilokip ol polie g ooll dlsye pl 3 9o Jebod (S le Jelos
b pimggy Jlgw @ Gl g (owpp sl o0 ol ) ad salgs glsaal g alulid (o]
Sl Ad anlas (woliddnsls 5 (ool pole (ab)lil (slrojox )3 (BB 008 VP
Sg Qs elul o w50 L L) o bl jawss o okl (i o3l ol Glss]
& 3 9 BndslS 9T gl (5ySaiged slagbyy elul x alRah 5, ol
Sal Gl el g olblb dode (e Cuny o iy A olye oKl
don cpds Stimgdy (ol el o canl’(glas el daaslas Sl colis’ jasls
Blsl baslas Job slaadanl & (gyuin Oledbl iy cbdaslas & dw) 0
3 055 Cangllas g ol (Bila (S b (o5) Lo mle € g 55 aalgso
b (a8 gl yingh oldj)l (sl « Corbin and Strauss (2014) .sad o Cawd
Sasl aSul dx Culgde ooy dlpidy 1) Clgde Jlre (2Ll 5 2lsy sbojlne
djge 5> wdiiled g Sidghy (M S U lado Sl 3 2> a U iagh
4 45 0dd (Byue Cudgudo slne sl (aSLE Vel Hob LB 5 $ge dllland)ge 0ty
Wl 5 gy
Ozed 5 ddllaedjse oje> plawste slaaes b haghy bbbl Ll fewls )
1 g 5 6,5l HELSES b
il Bl olyen ay 355 L 1y amlie slagilppgrie il (ingly (slaaidl Femnlis X
Sl o dsd Gyl daail 9,5 LTG0l Y

1Decision Making Trial And Evaluation (DEMATEL)
2Judgmental Sampling

3Snowhball Sampling

4Theoretical Saturation

SFitness

6Concepts



\ve (53 sly 63Tz ). Sl 5 }iﬂ Soleme 9 1,0

oot W3 o sl low a0l > Kimgh oSl s @ Maciiginl 4 skl ¥
e Oa s vl Sl oslitl @)sl bl 4 |y lbaziS 5 b iy da ki ol
o1y anS claon] plen aSol b oyl (S el s By imgn LT Teely 0
Sl 03)5 C)Jan P g
g Lo mald ) chie Likn iegh sladl Ll taadl 39 tde b 538 5
Sl odlatwl b8
TS oo o yi 9 )15 olpe 2 395 b dhate Sbys ¢ buls bglas LT ¥ glaie Y
ALl i) D939 ol Mllud @Bl Ao g gtao ot (slaasil Yonlis dle; A
e aBl o BusSes i (ingh s 4 Cund Suibgh b Yowwlus Ve
(Corbin and Strauss, 2014) ¢l 48,5 cas |y bl 9 conl

o Jl g oy 0l plolid polie gl b3 e Jiand gy sk 3l pgd Lise
Cd) QB Elpe a4 b Jrond S5l odlatal (gl Nigd o adlllae Jslrogeds Ly,
S5 5 andllasdyge (olol dnols 3,8 mje bl s 3 1) oas s claaslidany 4
5 Lbdmw).’ ‘u»l.ml Cpo (JU et. al, 2015) Cowl 045 O ).o.» Yo UV O J.w.)
&IF e Sy g s ol 3 pwlidassls 5 (Gilodiy 0jo> 003 WY e

il g osls Jubos ¥

4 Bas s Lo b (alad cMebsi (o)l Sl y500  ogdle mgly Sl p (b

5 gl gl gl maalie daaslas ojbaiz jope 5l e 5 0ad his ogSe Sl

2 ol e solSisly bl osgdanlas (Miller et. al, 2014) w5 (o l35as8

s Sl jle D31 el pmasS g gl s 5l g o iy b by dilises (slaojs>
sl pole das )3 5 5 g wlidasel> dnej 3 )@ V£ 0b,l3k 059> ) ;85 VY

LVariation

2Evidence of Memos
3Creativity

4Applicability
SContextualization of concepts
6Depth

7Sensitivity



WA s V) (gl OFA o5l conntons Dl ¢ S5l Ly pote 1okt o2 \F

potio VFY daaslas slie 5 ail 88 Sy saimd LS5 Wi o potde dis oS

S B 3 g 0ns @) 0S5 5 Ladls peplie lyiedy pogie V8 &S A 2l el
sl 005 L) ¥ Jgdn 3 o 5l onig] sl (cladlgio § 1S .00 (cdidiund

odiglotinl slodlsio 4 ZA,D}.VLJ;A?

dgio Y

S soges S8l Cus g ololSl
Oyl 0je> ) Mol baulgy cusdi g obolKl>
cllellons (soges IS ioris Ol 2390 3 (2B S80S oSS gl g el
oy L Sy ot bl (sliael g ol i 31 03lizul
o (ogoe IS8l )3 ol Cumdg 3)90 > (b

2558 Xy g ool drwgi > o I8 Lol
43 9 o Cugn 0jox ) 53 5 s

O A s

Olnl Pl plio ioles
2555 (oole oila ool
2595 3 Ghegh ool drugs
b ey (S g )sld 5 5 Ay dbom]
2988 ol plio dags ) ()l Loy

5398] 5 hadS i Cu g

1925 il conle (g lase

SI90 R Ay

oS 55 5 baslyy sy il o]

G slogbyl (26 5 b s oyl edo (B 5 (i polis 1 45T
S s oo o)l Mallo 5 950 85 Cash

Sl OMolsi arwg
Sl ©Molss (gl i S gl p» eS)lie 5 S5
2958 )l g 31 5o Sl (ol s (sl siz 1 (6 S 4k o

298 (gl OLS
298" (o> g (sl plls

P g (ol i (5 5lone d9u0 Sl g )lose

2955 Syyde g owld obigy
158 53 Cagiol dtugls el
o lodip b (2 )5 clacuslus ks

latl g )b e dags

bl 5 0138 (5 phld 5 (3 SISILE

Sl Suy (il g dsug
oLl 3 d)lf{{l‘o)ﬂ)




VEY (5 55 34T G Do S S S (6 jlama 5 o

PP Copde S oy
e By 2 55 e e 329 2 55505

S 1 gl Wl 5 ool o5l dag] g 5 asiglyd i V- slie

oddghstinl glops 5 lodado I fods

B g
I 581 o
16 sl il uﬁ/uﬁ%ﬁ ) >
OBy sk s
gouiS kil cuplo (6 )lone
3l (53l p o8y g loles ot Bl el

eolati] 5 oSy (sl Sy 410 5 dnogs
Sl @Ml (g3l s
2548 S8 5 (o s (§jlone S50
Siyh g b gla i)l (21 g (S g
D309 9 95 s 5pe Cupde
o B39 2 S ye

Sy g (ol (3,5

ol 0a 031y lis ) S LB jd bedlgie ds gasro



WA Olns3 VY gy A o5la s Sl (S5 e Sletor o VEY

cdo Ly Shb polic ) S5

S Jits gloyiio Gleo Ll pl8 @y 3 e iy ST Bojb I Giegi pgd s )
D9800 (o M (s Jol GiS I gy sladlsie len
fdbatdl g oS lo s Sacdluy; Sany (28 5 drwgs z gl Jolo
oS b Caple (gylone 1pg0 Jole
(Sl Ol (gl yin oy Jolo
9988 S8 9 (solow s (Silone doe ip)lex Jolo
GBS o ey Jale
fallon (oges I (oxin sedid Jole
e UBiyg 2 S yed iptin Jale
‘2 Sps Copde ipiin Jolo
s pb g boles isw 3l (o Miel ipps Jolo
(SR g (a3 slabi)l (2 g B gy iend Jele
b Jiie glojiie 1 S 2 ol LUl Gl sholiiiny (b L pslate (s
oj 3 oy W ple  bacliduy cpl S edmin 350 S Jliue sl it



- (3,303 53T i e S 5L S (5 ploma 5 1 o

s sl ol 5l g @ig Goyte o g old Soltily ) libanols 5 (gjlusiy
o) B 335 b (32l ,8b) Y sue 5l i 505 b o pie 51 5 ja Lo ljse 40 b
Saad 8 1) sas dae 0)ll dgng byt e (blo)l e (ST amd Lol ()83
@l s 853 00d b5yl g Jooo Jrerd SIS 25k ) adelitiny (nl cules
51 AlS o o bl (ol ) 4 390 @) G le S5 B 3 badsliiiny 51 o pa
zo SRS L e pile cnl caledyd ol (6150505 0 BN ) (29) &gty puie

ol 005 @) ¥ Jodn )3 e ol 4 8 LS5 (D) ptione b)) s yilo g o3

Niwo (clo psio s pudivnn LYY Jods

Jole Jole dele le ole e oo le e ol
Jo! I 2 e I o T T .t

Jol Jels . (S ot £A W Wy ss Yo oo¥Yf
095 Jole % . YV W W W av ¥ sy
g Jole vy vo . W W WY av oo
ol Jole 5 3% 5 . YA ¥ LASR 72 WY
PESTATS A WoYA VA . oF T ) Wy
i Jole vF YA XY V¥ % . \As o 0 s
oid Jole vy oY W W 3% . oy YooY
hid Jole \td W W W W Wy . 8 1\
ots Jols 8 ¥y W W W WY ¥y . £
o2 Jolo WY wooor W W Wy 0¥ vs

& oiou opl by padiwe bl ol (gilw by a4 b ped o5

Pl polis plod g Ll ude (o ytin Colody 9 0ad dwloe bagygin g jlaw (olos
& Jgi> , (Uygun et. al, 2015) 39 o punds pouSlo d3e o o paiinne bl
Ao maits LI o lo (Slive p Jlie (slajesio 1 Sy o (it 5 jlaw £geome

1wl 0



AAA Bltn VY (gl OFA 05l oo Jlo ¢ G855k Sy e S0l tr 5 \FF
foniine L)l s pilo (slo 5t g plow fgao D Jol>
Jole dole dele dole o Jele ol Jele Jele Jole Jole
B D A e T e T e e T
é‘? 1874 VY YO YYY YVE YYY YAS ¥o- YEF YTV
oy
j:: Yoy Yo YA YYA Yo ¥y YYA YAD y¥a v

@ bgrpo 5 Y0 2ae dapygin g shaw (le )3 ggecme S Hlade D Joio 4 d2g5 L
il o &)1 F Joas 33 (N) Jboy s yile .(Ju, et. al, 2015) dgu5 puunsis ¥+

peiiae bloy| s pilo 0L Jlo i s jile o>

Jole dole Jele e ol el Jole ool Jele el
Jo! 092 O S I T e I T T B
Jole
ofes of¥Y N\ AYA [ YA e[eYA AR DAY A AR KT Y R4
Jo!
Jole
XA e ofo5e Jo¥A [N YA NSY Y. N AYA
P93
Jole
DAY ZIEEERY BV Y P YA o[YA YA oM AR YRS & SRR ALY
[
Jole
VY YA eEY e AN AR A XS SRV PLVN ofeAe [+¥« o[ oYA
ok
Jole
) N [eAY o[-5Y WY e NAE /5% <Y [+YA  +[+0)
Jole
IR R ¥ o SRRV RE\ MRV A Vo SREY A\ A WY R NRLVA NAA AR [+0A
N
Jole
. XY [SXY e [oYA [ WYA YA o[YA efes AN [+0F  +[-YA
m&h
Jole
. RYRY-YNERY B v NRRY S ¢ NS 23 ¥ SRS % 7 NERY P% ¢ N RY ofes [+§Y  +[e¥A
.
Jole
LY Yy YA YA YA YA ] 0f N Y P NAY S
e
Jole
XA [SYAN o[B8V YA [oYA o[ sYA o[e0A DAL CERY Y- Y P




VED (3,303 53T i e S 5L S (5 ploma 5 1 o

Gl jelate s g o g o dwlre (T)) JolS bls)l s pilo cpguw p5
(1) Slod Juwyle pl G g Sl (Jitme (gl pusio dlass )V eV Jlod o yilo
odle g 0l S ol uple Colep sdee (N) Jloy uyile o

T=N*(I-N)-1 (1) ki

b e odalia ¥ Joa> )3 ) Aoy (gl odBeslona JalS o ile

(1) ol st pile -V st

Sl Jele Jole Jole Jole Jole Jole bl bl Jele
s S e i o T e T T e T T

Jole
foen ofees o[\A o[+ ¥Y ofeeS ofeeS oY ol ofeeq o[y
Jg!
Jole
ofee8 foen ooy ofees ofeeld ofeeld o/e0Y v ofe¥Y ooy
P93
Jole
o[+ ¥¥ oA ofeee ofeeS ofeeld ofeeld ofo¥Y o[+ Y¥ PYEES Y RS ¢4
Py
Jole
o[+ YA ofees ofeey ofeee I ofo%¥ o[+¥YA o[+Y¥ PYEES Y RN 4
ek
Jole
. ALY Y4 o[y RINN ofeee ALY o[V R DRV ST EA R
Jole
e o[+ [Ny o[-¥Y RN o[-0F ofeee of+¥Y o[+ ¥Y VR A RV AN 4
-
e
Jj. oY [++0 [+\Y [++0 [++0 [++¥ / I3 [eoY  «[oNF
m&h
e
‘{°, [0y YRR SRS SRR S E, SRR, SN AN\ S| [++0 ofeed
2
e
"b. eo¥  efeye ool ofeed  efesd  ofeo¥ ey AW efees o[ o¥A
s
e
Jo JRRY TRV R Y AT S WY LT IRV R SRR LA ¢ [\ [ S SR ERA A
R

1Total Relation Matrix



AAA Bltn VY (gl OFA 05l oo Jlo ¢ G855k Sy e S0l tr 5

Cuol 455 s i pile (pl duolos 0550 A5 Jalgd asuie Jdtwe sla i | plST ya
yolie olod ko b ply (a3ls opl) 398 00 dsloeailinl 35,1 asls il o
bls)) G ple 13 290 polie b ailiasl (55)) g (sl JolS b3y ilo )3 39290
Yo die Oi s sl &lew] u;’s»\ il eS yolie opl Hlade (8105 ..\.M?& duolde JolS
ol & dag b ogde JSis (B Ll upile ©ygo s 35 00 )8 e Sle
albwl 55,0 oplplo sl +[NOFY L ply ol )3 39390 yolie uSike (JolS bL3)
a0 0daldio A Jodo 1> (31 Lalgy s Slo .l </ VOFY Joleo

b Ll il Ayt

\F#

dole  Jele o Jele Jele Jole Jole Jole dole ol Jols
J! I S R T e T I B e
Jole
eee feve oA feEY e e oY feBe o eer afa\Y
Jo!
Lc
o eer feee feen fene e feee fedY [o¥S VY Lfe¥Y
©9
"
R / / / deve Y XE feee Y
P9
Jole
YA feee feee afeee DY foYE YA feYE o eer afen
ek
Jols
T Y NS feee ofoDA efeee [YR [ [YA feee e
Jole
LY e fSYY ofeV [0S efeee [N o[oFY LYY fes
W
"
Jf‘ e / / e / / / Jo¥e feee )
PUITY
"
Jj e / / e / / / Jeer o feee ofes
M
"
J». ofee / / ofee / / / [N e o/-YA
e
"
o e / / e / / / YA efeee ofen
P

lInner Independence Matrix

2Threshold



\FY

(3,303 53T i e S 5L S (5 ploma 5 1 o

Slodds asuie s dde b W)l bl SKuSH b oS ol sio A Jod> & dng b

shite cpdy gdie pasudie byste | Sy spkl g IS i 3T P
So NS Gl omaglis (IS Lalgy (il 53 bajlaw jl el o jolie pgeone
o lis 55 b yeiw I plaST o gaezme Dgd o 03 Lid D By b oS cunl yusie
256 e DR 398 0 03y pLis R Gys b a5 ol b ysiio 1 5 pn sy il olwe
I palls )38 5 @8 bl 15 DR s o lis |y b psiie 51 S o 5 g

Db g ol & Joio )3 bayiie Sl o o il 9 S HI Glise ol Lo puiie

Sio (oo o il g ()] Glise 3 Jgt>

A ag
ol dole lgic D R D+R DR SO
SIS P s pds ]
e Sy (22 g dngs
| g Sy sacdloy;  </WE AYY s LeFY Y ¥
Js solaidl
Jale
3988 b cunle (gylone  NFA L H[NE L LNEY LAY ) K
P9
Jole
Sl Mol (65l yian AN ENRYES SERYAY R RN £ a
Py
le Lo o Lo >
st et SO N Y Y e ¥ e
ez 2945 S
Jele
OByl s AT Y AR R A S RV R A Al i
Jole
IR | X WY (=SSR /AN IRV RV YA KA ST ARVA ) \4
Jole
) e UBas 2 S yeS ofeYe GDAY LYY ARV A Y
R
Jole . .
e oo R YA CA TRV SRRV A O B )
le sl isw Sl (eMiel
Jo o ol i SR - SN PE S R v A
i oS b
le (E8 31> gy
- w5 b s YA A DY oM R )
o2 SR g o slagh)

by < /YOY Jlade b ((Medliye (cogee K8l yomw) s Jole A Jodo @ 4295 L
Jole o)y Jelge plu o 1) ()35 31 cp i cplplo fcwl D g > (lise o i



AAA Bltn VY (gl OFA 05l oo Jlo ¢ G855k Sy e S0l tr 5 VFA

Olpls wl R gt 53 oliee by by /YY) e b (2] )Sped Copie) piin
s (§3loze 39e02) plez Jole Sl ) b yuiie plo & Cons 1) (g0l 51 oy
Ol & Cunsl DR (gt ) (e o iy (ghls </YVY Jlade b (558" (S598 5 (quolins
asy b Jelse plo b syl o 851 i ) Jolas o ity (Jole ol amd o0
4y 9 IS Bl as) Glaggie 1 G @pdpsl s @IS e late Sl b Jele olos

ol o 1)) gy

Wadleiudey 9 (5505 4o .0
GBS 5 Slpl B8 b aslas Bk 5l o ek polie ingy ol 5
udgiome drje,Blad 5l awg 0w wldgl il yolie Wb gl g wlbladl
ool 208 oy ) O (P g (Samyd s Ay plod b ol )5S (slo Sy 9
2 5D &GS il K ogas IS Gialeny Lol 03 oz gl cslaasl
Ry dgak 9 dawgi Cubil (©3)8 jobods €9 9 (3] JpP 9 «(ST)xke g (ool
iy sy 51 LlE Syme oD o3 Jlon ol ccutly smls 1) ol lladlges
(RS b g Copl slaaslin b sl glalo (b &S wiS o (B | (bl e
bl adl wloads Mol oy oSl jo lpl oMl (o0 p2 3 el ol sialy
i3 Gk ) 88 el o sflosiy 550 Jole conlus o5 imsiy cul S50
ol oo g il (6l i5 ko s Calsl i s i el yeiasl S (lie o
DRRgR & Wges (0 SP o (giledin e )3 edpbl slaiagh (e ]
el 4 oS Cuwl 48,5 jew « Masoumzadeh zavareh et. al (2013) bwg pols
b opols imgsy ol el clodl s lon » olpl lp o 5 oSl
Slise ol goms Ao is go o] imgh )3 & canl ol (> saddl imgs
ool 3 oS Moy sl oad gu5 Wy sBlitel ol bl g 4B S JE eghy
Wged Cawl 0l ayyai lpl Wy et o laasie Hla kbl el o SeS
Cooper and Momani  iagh sl G35 Gimgh cpl & (cadge 4l 5l &S (6,50
sl ) aloygls adlate slajodS (55) Gl lcuo g lge &5 cunl (2009)
2 Shgss Casdye cnl 3 olpl (8518 ey de bl el 03,5 () (o (g3l
ol o (s slsdS LS g cusl oai gl )5S 4 loylal bag ] gk
Ny oy gl gly Kl &l ks 5l 50 «Gilmore (2002) yiagdy ilodds oy



VEq (3,303 53T i e S 5L S (5 ploma 5 1 o

)35 51 altuse Gilmore (2002) Ll 63,05 yils jiagh 4 abcalis (ais o sl
P a8 Lol Jolos 1 Sy a8 Sy sl 48,5 o3l Lo gilossy anl 1) canbiw
351 e g ool md S b o)Ll ol 4 35S Llmehy o5 Jlor ol

kol o e 05 phagh el lol p ©30)8 laskids JI So
9 0 oS 9 Glde 9 (ol (o35> (0l iloyien oges S Liolowy
Sy g )98 N (o pSmeas 5 ilumanal ) ol b (lsicdr (23559
Oigd ol 50 45 298 dngl Wb cpimen sl bl lal (lp Saesil g GsecligS
o S (Phb pate ndelite plpieas a8 S 5 sl s (5 loss 9P
51 yolis S5 5 Jos Jlatl plgie ol sl alepw ©ygo 3 g 0wl
i yais dw oo (cilodip A5TE £epd gy D98 oo dlpiin bl b .cusl
SHL 5 (ool plas (Gilane 29?9 €83 e oo K Ml (ooges S8
5y )18 ) g 53 €S

2 e By pade 4 Cums Sl OB Linghy cxl (s9y L el Codgine
L asbas ly o8 QB a0l 5 b ud cw gadse red g (2R clala
ol g 223 ggdge cnl b (e Ll (Kl 5 )8 5l L 05 g,k JSie
A5 aslas 4015 (08 Cuw il atil awlie g gols SleMbl wlgn a5 63,8

crlpliy 218l a2l Sbl o Cuns polae dlal b pastie ojn o (o (silesiy
Gl 8 gy aobl iliseo glaoje 1 9 (ST slaJlo > wilgiee oje> ul 5 e ingk
ol @ 2ed phas)le ol o ez 0jon 3 )9S 3Ses &5 sl (65905 (Jle
slacodgioe (35 Biby g plelid ol @i S plyiea Sl Sbas)le
Uingly Sl (295l o gbplen pien 99, 54 (o Loy e 5 ot
5 Hellom pges SIS Jiomiw (ol 39505l asuie Jimd SUiSS Cond
SFS Cuandg & 298 pasuie 350 Ojgod Lb e (pl a3l (B3l s
ol & ol sl 45Se o] Cond (553 el g Gz g U i I 0]
215 b 390 slesbtr o (g3l 2T, aslsl 53)68) (sl pulas (slrle s xSl
A e il 00 (BB, ol o dls 15T gsdge cl 5 (S las
L glgy sas Lo ol claingly )3 45 9 Slaiitr (il 23,03 o3L5 Cumdl
D9 LI (haghs 4 3



AAA Bltn VY (gl OFA 05l oo Jlo ¢ G855k Sy e S0l tr 5 'O

&

1. Anholt, S. (2005). Brand New Justice (First ed). Elsevier.

2. Avraham, E. (2018). Nation branding and marketing strategies for combatting
tourism crises and stereotypes toward destinations. Journal of Business
Research, 39(4), 1-10.

3. Avraham, E., & Ketter, E. (2008). Will we be safe there? Analyzing strategies
for altering unsafe place images. Place Branding and Public Diplomacy, 4(3),
196-204.

4. Bar, M. (2012). Nation Branding as Nation Building: China’s Image
Campaign. East Asia, 29(1), 81-94.

5. Cooper, A. F. & Momani, B. (2009). The Challenge of Re-branding
progressive Countries in the Gulf and Middle East: Opportunities Through
New Networked Engagements versus Constraints of Embedded Negative
Images. Place Branding and Public Diplomacy, 5(2), 103-117.

6. Corbin, J., Strauss, A. (2014). Basics of Qualitative Research: Techniques and
Procedures for Developing Grounded Theory (4" Edition). SAGE
Publications.

7. Danaeifard, H. (2006), Theorizing by Inductive Approach: Strategy of
Conceptualizing Grounded Theory, Daneshvar Raftar, 11, 57-70. (In Persian)

8. Dinnie, K. (2008), Nation Branding — Concepts, Issues, Practice, Butterworth
Heinemann, Oxford.

9. Domazet, I. (2013). Positioning of Serbian National Brand, Institute of
Economic Sciences, Belgrade, Serbia.

10. Echeverri, L., Horst, E., Molina, G., Mohamad, Z. (2019). Nation Branding:
Unveiling Factors that Affect the Image of Colombia from a Foreign
Perspective. Tourism Planning & Development, 16(1), 1-21.

11.Fan, Y. (2010). Branding the nation: towards a better understanding. Place
Branding & Public Diplomacy, Vol. 6

12. Fetscherin, M. (2010). The determinants and measurement of a country brand:
the country brand strength index. International Marketing Review, 27(4), 466-
479.

13. Gilmore, F. (2002). A country—can it be repositioned? Spain—the success
story of country branding. Brand Management, 9(4-5), 281-293.

14.Ham, P. v. (2008). Place Branding: The State of the Art. The Annals of the
American Academy of Political and Social Science, 616,Public Diplomacy in a
Changing World , 126-149.

15.Hsu, Ch., Lee, Y. (2014). Exploring the Critical Factors Influencing the
Quality of Blog Interfaces Using the Decision-Making Trial and Evaluation
Laboratory (DEMATEL) Method. Behaviour & Information Technology,
33(2), 184-194.

16. Ibeh, K., Crick, D. and Etemad, H. (2019). International marketing knowledge
and international entrepreneurship in the contemporary multi speed global
economy. International Marketing Review, 36(1), 2-5.

17.Ju, Y., Wang, A., You, T. (2015). Emergency alternative evaluation and
selection based on ANP, DEMATEL, and TL-TOPSIS. Natural Hazards,
75(2), 347-379.



10 (53 sly 63Tz ). Sl 5 }iﬂ Soleme 9 1,0

18. Kameli, A., Yazdani, H. R., & Seyedamiri, N. (2016). The Influence of
Country of Origin Image and Marketing Efforts on the Value of Retailing
Brand, Journal of Business Management, 24, 79-96. (in Persian)

19. Kotler, P., & Gertner, D. (2002). Country as brand, product, and beyond: A
place marketing and brand management perspective. Brand Management, 9(4-
5), 249-261.

20. Kubacki, K., & Skinner, H. (2005). Poland: Exploring the relationship between
national brand and national culture. Journal of Brand Management, 2, 97-103.

21. Masoumzadeh zavareh, A., Shamsi, J., & Ebrahimi, A. (2013) Defining Nation
Braning Strategies in Iran. Journal of Business Management, 16, 29-52. (In
Persian)

22.Miller, H., Thomas, S., Robinson, P., Daube, M. (2014). How the causes,
consequences and solutions for problem gambling are reported in Australian
newspapers: a qualitative content analysis. Australian and New Zealand
Journal of Public Health, 38(6), 529-535.

23.0linse, W. (1999). Trading Identities, Why countries and companies are taking
on each others' roles, Foreign Affairs.

24. Papadopoulos, N., Hamzaoui-Essoussi, L. & El Banna, A. (2016). Nation
branding for foreign direct investment: An Integrative review and directions
for research and strategy. Journal of Product & Brand Management, 25(7),
615-628.

25.Rivas, C. V. (2011 ). The rise and fall of Mexico ’ s international image:
Stereotypical identities, media strategies and diplomacy dilemmas. Place
Branding and Public Diplomacy, 7(1), 23-31.

26.Rossi, P., Borges, A., & Bakpayev, M. (2015). Private labels versus national
brands: The effects of branding on sensory perceptions and purchase
intentions. Journal of Retailing and Consumer Services, 27(3), 74-79.

27.Uygun, O., Kacamak, H., Kahraman, U. (2015). An integrated DEMATEL and
Fuzzy ANP techniques for evaluation and selection of outsourcing provider for
a telecommunication company. Computers & Industrial Engineering, 86, 137-
146.

28. Wei-Wen Wu. (2012). Segmenting critical factors for successful knowledge
management implementation using the fuzzy DEMATEL method, Applied Soft
Computing, 12(1), 527-535.

29.Wu, L. (2017). Relationship building in nation branding: The central role of
nation brand commitment. Place Branding and Public Diplomacy, 13(1), 65-
80.


https://www.sciencedirect.com/science/article/pii/S1568494611002912#!
https://www.sciencedirect.com/science/journal/15684946
https://www.sciencedirect.com/science/journal/15684946
https://www.sciencedirect.com/science/journal/15684946/12/1

