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Urban Image, Amol City Context and Purpose: Nowadays, urban marketing strategies and place branding often

emphasize ideas and cultural and creative stereotypes to promote attractive urban images.
The aim of this article is to empirically analyze how the creative city is celebrated and
represented in the case of Amol. Urban branding has become one of the main policies for
achieving sustainability in many countries. Foresight is also considered a novel approach
Received: that encompasses various alternative futures, including possible, plausible, probable, and
July 20, 2025 desirable futures. Design/methodology/approach: In this study, considering the research
objectives, the Delphi method was used as a tool to gather the opinions of decision-makers
and experts, and the scenario-writing method was employed for analyzing and formulating
desirable scenarios of Amol’'s urban branding capabilities, with an emphasis on the city’s
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Accepted: image. Additionally, software such as Micmac was utilized to analyze the data. The factors
November 10, 2025 influencing the urban branding of Amol were presented to the experts in a matrix format,
Available online: and they assigned scores from zero to three based on the direct impact of each factor on
Febmary 19, 2026 the other factors. Findings: The results of the investigation indicated that the city of Amol

possesses desirable potentials, such as ecological capacity, natural beauty, historical and
recreational conditions, and other assets, which can provide a foundation for transforming
the city into a regional brand and attracting tourists. Conclusion: Based on the research
findings, urban branding of Amol can be realized in line with sustainable urban and regional
development, and the city’s capacities, with appropriate planning, can play an effective role
in enhancing its status. Considering the existing potentials of Amol and the data obtained
from analyses and public surveys, it is recommended to take measures to preserve and
improve the quality of existing capacities, develop urban infrastructure, and attract
investors in order to strengthen Amol’s city brand. Originality/value: The innovation of
this study lies in the simultaneous application of foresight, Delphi, and scenario-writing
methods to analyze the urban branding capabilities. The originality of the research is
reflected in its case study approach, examining Amol as a representative of medium-sized
cities in Iran, and analyzing the role of its local, natural, and historical potentials in the
urban branding process—an aspect that has previously received limited attention in an
integrated and applied manner.
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Extended Abstract

1. Introduction
In the past decade, urban branding has

received widespread  attention in
academic and  professional fields,
particularly in wurban planning and

management. This concept is defined as a
set of actions aimed at creating and
conveying a positive image of a city to
various target groups, with the goal of
gaining a competitive advantage over
other cities. Urban branding can integrate
physical elements, such as infrastructure,
with non-physical elements, such as
cultural, economic, and social aspects,
and, in addition to its visual nature, it is
also linked to policymaking and urban
governance. Local governments use this
approach to improve reputation, foster
economic development, promote
ecological renewal, and carry out urban
regeneration. Integrating urban branding
into macro-level documents—such as
master plans and development programs—
is common, especially with approaches
like the “green city” or “sustainable city,”
although achieving sustainable
performance remains a  significant
challenge. Effective implementation of this
policy requires coordination between
policymaking, urban transformation, and
executive actions, and can be pursued
through spatial, functional, financial, and
organizational changes. Urban branding
differs from city promotion or city
marketing;  promotion focuses on
conveying a positive image and attracting
visitors, while marketing has a broader,
long-term scope that includes attracting
investment and improving quality of life.
Urban branding, however, adopts a more
comprehensive approach to creating a
lasting and positive image, with the aim of
attracting investment, talent, and tourism.

In this study, to develop desirable
scenarios for branding the city of Amol
with an emphasis on its urban image, the
Delphi method was used to collect expert
opinions, and scenario planning was
employed for analysis.

2. Research Methodology

The present study, adopting a mixed-
methods approach and employing both
quantitative (survey) and qualitative
methods, seeks to identify and explain the
mental image of citizens and tourists, as
well as to examine the capabilities of the
city of Amol based on scenario-based
planning. Various software tools, including
Micmac, were used for data analysis. The
statistical population consisted of 20
experts in the fields of regional planning,
urban planning, urban design, marketing,
and architectural and urban engineering.

3. Research Findings

This research employs a mixed-methods
approach, combining quantitative (survey-
based) and qualitative methods, to
investigate the mental image of Amol as
perceived by both citizens and tourists,
and to assess the city’s potential through
scenario-based planning. The study aims
to provide a comprehensive
understanding of how Amol’s unique
characteristics—spanning cultural, social,
economic, and spatial dimensions-
contribute to its overall image and
potential for strategic branding. Scenario-
based planning was selected as the core
analytical framework due to its capacity to
incorporate multiple perspectives and
anticipate future development pathways.
For data collection and analysis, a range of
specialized software tools was utilized,
including Micmac, enabling systematic
examination of relationships among key
factors shaping the city's image. The
research population consisted of 20
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experts with professional backgrounds in
regional planning, urban planning, urban
design, marketing, and architectural and
urban engineering. These experts were
purposefully selected for their experience
and expertise, ensuring the reliability and
depth of the findings. The study’s results
provide a basis for informed decision-
making in urban policy, branding
strategies, and tourism development,
emphasizing the importance of integrating
both technical expertise and stakeholder
perceptions in shaping a sustainable and
competitive future for the city of Amol.

4. Conclusion

The research findings, based on expert
opinions and data analysis using the Likert
scale and the CODAS model, showed that
among the target groups studied, tourists
were identified as the top priority in the
branding process of Amol city. This result
indicates that Amol’s capacities and
competitive advantages in the tourism
sector are more prominent compared to
other sectors. The analysis of the
identified components revealed that Amol
city has a suitable foundation for urban
brand development in terms of natural,
cultural, and functional indicators. The
presence of diverse landscapes such as
mountains, forests, lakes, and other
pristine natural attractions, alongside
favorable climatic conditions, acceptable

social security, rich customs, diverse
cuisine, and the hospitality of the people,
has created a positive and attractive image
of this destination. Functionally, Amol city,
with its adequate healthcare and welfare
services, recreational facilities, permanent
and temporary accommodations, and
good access to terminals, roads, and other
infrastructures, has managed to attract a
high level of satisfaction from potential
tourists. These findings demonstrate a
strong and direct link between the
"destination image" and the "destination
brand" in Amol; neglecting these
capacities could lead to weakening the
brand’s position and reducing its
attractiveness in the competitive tourism
market.
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