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ABSTRACT

In recent years, city branding has emerged as a strategic approach in urban
management, serving as an effective tool to enhance the mental image of cities,
attract tourism and investment, and improve the quality of urban life. This study
aims to formulate urban management strategies for branding Maragheh—an
Iranian city with a unique dual identity: an ecological “"garden city" and a
historical-scientific center known as the "Capital of Astronomy in Iran."
Adopting a qualitative methodology, the research is based on semi-structured
interviews with local experts and content analysis using the SWOT framework.
Findings reveal that despite Maragheh’s rich natural, agricultural, and scientific
assets, challenges such as the absence of a clear brand identity, weak tourism
infrastructure, and institutional fragmentation hinder its branding potential.
Consequently, four strategic categories (SO, WO, ST, WT) were developed,
culminating in the proposal of a hybrid brand: “Maragheh, Garden City of Stars.”
The study also suggests practical measures such as restoring the historical
observatory, organizing brand-oriented festivals, designing symbolic urban
spaces, and fostering citizen participation to internalize the brand. This
conceptual model, grounded in local identity and residents’ lived experiences,
offers a replicable framework for other historical and scientific cities in Iran
seeking sustainable and participatory urban branding.
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Table 2. SWOT Analysis with Focus on Maragheh’s Dual Identity

(P )b ole Cug) o piend (2599951 Cagn) et alge
sk pillpaideli 4 Cguie (Su)b lbas) 392 Sl g Coodh (5,5085)5 CblB by Jad)lox w8
OBBL] 0)93 )3 b (oole ol (391 Sy alpe o (Jo e S (web blws)

ip93 9 (sBigel csale (£;R53)5 Gl culs

R BLBl b lajliloia 5 (nj 95

ol e g albas) eSS 5 silojl , Gins
sy §5B,5 5

ple 3550 b loiglawsl 0jg0 355

b ;S bl )3 (o5 g (el C Ly 35008 Widins bli)

alpe ple )b 2loijl sl Slia il pealsy olas

ddlals (¢5)0LiS Y guasmo 1 5o (g5ludiy 255

ol a5 2 ol pss i 4 o 25

o5 sWlhg) g s (G)RBS 4 (eges dBMe il

LS'J)fF},’ 0)9> )2 LS‘”?‘» d)‘f@‘.a).u u» UK“" O (lﬁ&-;vo).é)

Olzg g 05395 sl poos 90l oL 4 a5 cud s

Sl 5y9liS eV gz gl Slox Lol

(0655 5 5 150 ale lysn s csla s o b o)

o3 ol @l il g ol s

babao) 4 Glo glasles 9 SJg> (g2 5inS

Sl (g p)8 sl g 5,9liS Cumer o y2loe T (Lasags)

dnly poos (93 )3 ple )b (D90l b

90 cpl ol Jb o )b colss i cpl (Su)l 0gSl
S S > wmd e S5 ) wed ol (el cagr (S
Sged pasedely ol e S sl e oSy
g l) atle b ly ooloidy sdyal, & oo

Cunl 03,5 o poo0 0L 9 (dg el Cugr &

ASEL 4 4l od odd coge &5 jles (EL b
IS olser ol (Pu)b dilo ioen g 298 By
Slold (F)b bl end Coge oS Sl 0)9> (slacsal
@ Ol Spke den jl & ash ekl by 0d ol 5
s 5 BolS 6Bl 5l ol 5,8 0yl adle s,

alyo ol (il sy ookt 3 paly ¥ Joan

Table 3. Proposed Strategies for Maragheh City Branding

[EX PR XYY SP sl £45
e g ol Cojpge b €l RBELY gy (oS drwgs —
SO
; + 545 | 56,5 sl b - 1y acugs 5l ¢S g -
(P + o )9i5S1) (5 5 6)R83)5 sl pomun (210 L;sx ‘ Iaﬁi;lsx.ﬂi‘ S ul)
o | Lw 9 o e o o) i 155 — Cuo)y8 jl (6 y5 1> odlak .
Sl (gly ol g o A5 Lg/.O;fw?d)ﬁx ) (oo
20 S )l g S0 )5
ols R85 yge plgisa lbao) slal 5 sjlog —
olSisly (g li5 el o b WO
5 o3l | bocinss 4 .
(W) w\)))BLS.»\AJMLOIM@‘)AW@E‘JOK@[N;)A)[?UI_ o . dlﬁdf‘ﬂw')
e slacus b
835y Sbml lp (opad (A5 (laggsde Sl eslitul - (cs3bst
sbxe loolSzoldl
e e canped 3 o g adle ale Su,b Coge (gjlotitue - ST
ool s b bl (gl s g5 55 e )35 51 oolizl — lp o LG f' — & 551 i)
S : X (cglallio
wole slayos oo b ol el (Mdlo el (sladlyygy ()55 0 — S
b o 5 Slely ) cblin asly dis gl ol g g — ] i WT
Sibp Sl &l blyed b el @le a8 clilis gy Jlacl— 0 0RO S5 i)

by

N . 0 [EX)
w3551 g oole (6, 50lg; el (oo (Sl (6555 (sjlsiallys g B 59el - (e




YA e SR (i sty 53 (60 S e Sais il (e 185

Shaio g |) atlp &5 WS 5 Med)8 Sy
Wl s Mol 5 (B Cbbre (o) 10 384 paste

St Olgis b alye j0ed (S5 N (ogrie Jdo
ooboly Jao cpl g o il €5k jouBEL gl on
SIS Cogp Bl 9 Clow oS (&S laodls
(Ol p cowl) (Puli-gels casp b (aesgl)
ol 0l @1)10

RAEL @shy waslie b (S By (egrde S
« B ki

I ool b oped Sy (egrde Cile ¥ Joi>
2 omed e LS Ll 5 ol sla e
Sy kg 4l (S cagpde Jho il g0
€l odis odly lis

b oS5 G Olgies o b g g8 blis bl
e Olgise O 5 29l d5zs 4 e (al Case 5
Gl gyl Bl Bl il (S 5 W b adlpe
B GAd Conde g Ryl axglim 0 Wb sy
Srardn il o8 g (85 pgal dx il e Wy B oS
B 5 Bl ok o (IRB S (gt sln
il 5 s
R Olpl lapd d9ase Sl (S e 4sly
o8l el Gla Sy b gt I oS 5 w5y
Sow 3l il jlae jpBEl S 08 Sl caw g calie
ke PR els Sl g (o)l Abso, b S
oolie LSa Cuga 9>l )l e g pe )b 5
SRS Ny S Al e culie Ngn b aSl i

oI5 5 gl sla a5l LBl b (g0 By (casie Cyle F Jgaa
Table 4. Conceptual Framework of Urban Branding Adapted from Anholt and Kavaratzis Models
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