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Rural tourism, Branding, Des-
tination tourism, Rural settle- | Context and Purpose: The tourism industry is one of the largest industries in the

ments, Zabrkhan County. world, serving as a significant source of income and job opportunities. In this re-
gard, communities that engage in branding activities in the field of tourism con-
tribute to the differentiation and development of rural tourism. The aim of this
study is to analyze the spatial indicators of destination tourism branding in rural
settlements. Design/methodology/approach: This study uses a descriptive-an-
alytical research method, conducted through documentary and field research
(questionnaires). The research'’s statistical population consists of rural house-
holds, and based on Cochran's formula, 165 households out of a total of 4,726 rural
households residing in 10 villages of Zabrkhan County were examined. Findings:
Based on the results regarding the indicators of rural tourism branding, the ex-
amination of the indicators' status at the level of the studied villages using the
one-sample t-test showed that Dezbad Aliya village ranked first in the brand im-
age, perceived quality, and brand awareness indicators with means of 3.53, 3.83,
and 4.29, respectively. Ardoghesh village ranked first in the sense of place indica-
tor with a mean of 4.66. Additionally, based on the results of the t-test, the sense
of place and perceived quality indicators were identified as the most important
branding indicators in the studied villages, with means of 4.36 and 3.47, respec-
tively. Conclusion: Furthermore, using the multi-criteria decision-making
method, it was determined that the effective indicators in creating tourism
branding in the villages of Dezbad Aliya, Ardoghesh, Baghshan, and Hajjiabad, with
final weights of 33.23, 33.46, 33.46, and 33.56, respectively, were higher than the
ideal positive limit. In contrast, the villages of Hesar Zabrkhan, Esmatabad, and
Grineh ranked lower than the ideal limit, with final weights of 34.14, 33.86, and
33.74, respectively. Originality /value: The present study is among the few stud-
ies that have been conducted in the field of tourism branding in the studied re-
gion.
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1. Introduction

As the development of this industry is con-
sidered the most important economic and
revenue-generating sector, it poses one of
the significant challenges for economic
development worldwide. Countries that
have successfully utilized tourism brand-
ing in this industry and found newer path-
ways have effectively leveraged the capa-
bilities of this sector. In fact, creating a
unified brand for rural tourism and the
proper planning by rural managers in se-
lecting suitable projects related to brand-
ing can achieve sustainable rural develop-
ment in various dimensions (economic,
social, environmental-physical, and struc-
tural-institutional). Zebarkhan County is
no exception to this issue. Studies indicate
that, given the potential and actual capa-
bilities in the tourism industry of the vil-
lages in Zebarkhan County, they are not in
an optimal condition for attracting tour-
ists and developing tourism. Various fac-
tors contribute to the gap between the
current situation and the desired state,
among which insufficient marketing or
branding can be highlighted. Accordingly,
the aim of this study is to examine and an-
alyze the indicators for forming a rural
tourism brand in the villages of Zebarhhan
County. Therefore, this research seeks to
answer the fundamental question of what
the spatial analysis of rural tourism brand-
ing indicators in the studied region re-
veals.

2. Research Methodology

The present research is descriptive-ana-
lytical in terms of method and applied in
terms of purpose. In this study, to identify
the indicators of tourism branding at the
regional level under investigation, the
opinions of experts and specialists were
utilized; the sample size varies based on

the conditions of the studied region. Fur-
thermore, to analyze the factors influenc-
ing the formation of tourism branding in
the studied villages, the views of the villag-
ers were considered. According to the
2016 census by the Statistical Center of
Iran, Zebarkhan County has three districts
and 60 inhabited villages with a population
of 34,373. Among these villages, 10 villages
that possess the necessary potential for
establishing a tourism brand, with a popu-
lation of 14,343 and 4,726 households ac-
cording to the 2016 population and hous-
ing census, were selected as the statistical
population of the research based on ex-
ploratory and previous studies. Using
Cochran's formula, 165 households from
the villagers were surveyed using a ques-
tionnaire. The components and indicators
are structured into four dimensions and 28
indicators, which are utilized in the spatial
analysis of tourism branding indicators in
rural settlements.

3. Research Findings

Based on the results regarding the indica-
tors of rural tourism branding, the exami-
nation of the indicators' status at the level
of the studied villages using the one-sam-
ple t-test showed that Dezbad Aliya village
ranked first in the brand image, perceived
quality, and brand awareness indicators
with means of 3.53, 3.83, and 4.29, respec-
tively. Ardoghesh village ranked first in the
sense of place indicator with a mean of
4.66. Additionally, based on the t-test re-
sults, the sense of place and perceived
quality indicators were identified as the
most important branding indicators in the
studied villages, with means of 4.36 and
3.47, respectively. Furthermore, using the
multi-criteria decision-making method, it
was determined that the effective indica-
tors in creating tourism branding in the
villages of Dezbad Aliya, Ardoghesh,
Baghshan, and Hajjiabad, with final
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weights of 33.23, 33.46, 33.46, and 33.56,
respectively, were higher than the ideal
positive limit. In contrast, the villages of
Hesar Zabrkhan, Esmatabad, and Grineh
ranked lower than the ideal limit, with final
weights of 34.14, 33.86, and 33.74, respec-
tively.

4. Conclusion

Based on the research findings, it was de-
termined that the factors influencing the
establishment of tourism brands in the vil-
lages of Dizbad-e Olya, Ordoghesh,
Baghshan, and Hajiabad have final weights
of -23.33, -46.33, -46.33, and -56.33, re-
spectively, which are above the ideal
threshold. In contrast, the villages of
Hesare Zebarkhan, Esmatabad, and Gha-
rineh have weights of -14.34, -86.33, and -
74.33, respectively, below the ideal thresh-
old. The results of this study align with
some factors identified in other research,
including the works of Eimani Khushkho
and Ayubi Yazdi (2010), Ghafari et al.
(2020), and Darabidi and Mahmoudi (2014).
These studies conclude that brand image
plays a significant role in shaping the tour-
ism brand of a destination. Additionally,

Tern et al. (2019) and Khan et al. (2019)
demonstrated that awareness of the desti-
nation brand image can positively affect
the destination brand image and perceived
quality at the destination. Furthermore,
research by Anabestani and Vasal (2016),
Tajzadeh-Namin and Moshrefi (2013),
Tabatabai Nasab and Zarabkhaneh (2015),
and Jalalian et al. (2019) indicate that, in
addition to perceived quality, awareness of
the tourism destination brand also directly
impacts the brand equity of tourism.
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