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Abstract 
Tourists consider the destination as a perceptual concept that can be interpreted mentally and through 
experience. A strong and lasting image in the tourist's mind of the tourist destination can define and strengthen 
the competitive identity and tourism brand of the city. Urban landscape is one of the most important factors that 
can influence the brand of the city. The purpose of this study is to assess the level of visual recognition of 
tourists from the perspective of Isfahan and to study the image of the tourist destination in order to explain the 
brand of the tourist destination from the perspective of domestic and foreign tourists. The data collection tool is a 
questionnaire and a sample of 384 domestic and foreign tourists in Isfahan during the summer of 2019. The 
results show that Naqsh Jahan Square and Khajoo Bridge had the highest average ranking in tourists' visual 
cognition. Also, historical landscape, natural landscape, handicrafts and cryptographic stories are the priority of 
tourists as the reason for traveling and Isfahan's competitive advantage, respectively. 
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Expanded Abstract 
Introduction 
Landscape is considered as an objective subjective phenomenon that is the result of human interaction 
with the environment, society or history. Landscape interpretation and reading can depend on the 
values and beliefs of individuals, so it is said that landscape tastes are also a reflection of nationality. 
The importance of landscape in tourism studies began when some researchers considered urban 
landscape as a link interface between tourists and urban attractions. Over the past decades, there has 
been widespread interest in the image of the country and the image of the destination in both 
international marketing and tourism. However, limited research in the field of tourism has examined 
the differences and interactions between landscape and tourism. Tourists consider the destination of 
tourism as a perceptual concept that can be interpreted subjectively and through experience. A strong 
and sustainable image created in the tourist's mind from the tourist destination can lead to the creation 
of a tourism brand. Urban branding in many cities, especially tourist destinations, is one of the 
management priorities. In a competitive environment, cities try to gain more market share, outstanding 
talent and global attention. Good and prominent urban landscapes, apart from their role in shaping the 
form of the city, serve as a tool for governments to increase their ability to attract tourists and global 
investment. Cities with a favorable visual environment are able to enhance their mental image and 
strengthen civic pride by increasing the aesthetic experience of the visitors. In such a competitive 
environment, paying attention to the urban brand is more important than ever. In fact, urban and 
tourism managers have realized that in order to promote tourism, they must pay attention to various 
aspects of urban branding. Urban landscape is one of the factors with a great impact on the urban 
brand and its development and progress. The image that each city presents of itself and the subsequent 
associations that are formed in the minds of the audience of the city can define and strengthen the 
competitive identity and tourism brand of the city.  
Destination branding creates an image of the destination in the tourist's mind and is the main criterion 
for the tourist to make a decision. Destination branding refers to the process of creating a competitive 
identity, or brand, for a destination or a place. The brand portrays the destination and must flow 
through whatever the destination presents. The brand inherently answers the following questions that 
arise in the mind of a potential traveler: What kind of place is this destination? 
What distinguishes it from other places? 
Will this be a favorite place for visitors? 
How does this destination make the visitor feel? 
Tourists' views on the brand personality of a tourist destination affect trust and re-visit. The branding 
strategies that cities adopt usually have two aspects; Cities either emphasize the physical features of 
the place, such as buildings and events, or refer to the mental aspects, such as stories, symbols, and 
motos. In this way, cities hope to differentiate themselves from other competitors and attract more 
tourists. In fact, it should be said that urban branding can provide a good solution to build a tourism 
image of the city. 
The purpose of this study is to evaluate the urban landscape from the perspective of domestic and 
foreign tourists in order to explain the tourism brand in the destination image scale. Therefore, among 
the 6 main indicators that can define the competitive advantage and brand identity of a place, 
including historical landscape, natural landscape, souvenirs and handicrafts, customs, celebrated or 
famous men, and foods, examine the situation of Isfahan from the perspective of domestic and foreign 
tourists and image of Isfahan brand based on the characteristics of the destination brand image. In this 
way, we will examine the most enduring image of Isfahan in the minds of the visitors. 
This article examines the visual knowledge of domestic and foreign tourists from Isfahan 
 
Materials and Methods 
The city of Isfahan with a rich historical, cultural, artistic, natural background is one of the most 
significant tourist destinations in Iran. Isfahan is a city in central Iran, south of Tehran and is the 
capital of Isfahan Province. The city became the capital of Iran in the 16th century during the Safavid 
dynasty and flourished. 
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There are many works of art, architecture, and history in the city of Isfahan. But there are three very 
important monuments in this city that have a global value and are considered part of the World human 
heritage. One is the Naghsh-e Jahan Square Complex, the other is the Atigh Grand Mosque, and the 
third is the Chehel Sotoun Palace. These three valuable works are among the World Heritage Sites of 
Isfahan that have been registered in the UNESCO list. All three of these monuments are a stunning 
representation of Islamic art and architecture in Iran. 
As a hub of art and architecture of Iran, especially in Islamic period, Isfahan became the twin town to 
other famous cultural cities in the world which Flagrance of Italy and Barcelona in Spain are two of 
them. Isfahan joined the UNESCO Creative Cities Network as a creative city of handicrafts and folk 
arts in 2015. In the same year, Isfahan was also selected by the World Crafts Council as the World 
Crafts City. Becoming a member of a selected group of cities that have chosen creativity as a key 
driver for their sustainable urban development, improved the international image of Isfahan. 
The present study is applied in terms of purpose and descriptive-survey with regard to a method. The 
statistical population of the study includes all tourists who visited the city of Isfahan in 2019. The 
study sample based on Cochran's formula is 384 tourists, including 307 domestic tourists and 77 
foreign tourists from August to November 2019. After conducting library studies and forming the 
research literature, a questionnaire consisting of two visual and non-visual sections was prepared. In 
the visual questions section, according to the visit statistics of the Cultural Heritage Organization and 
the questionnaire of the experts of the Cultural Heritage Organization, 30 images of the sights and 
tourist places of Isfahan were randomly arranged in colored form. Tourists were asked to carefully 
prioritize the images based on their knowledge and interest in each image and review their recorded 
mental images. 
Also 16 indicators of Isfahan brand image including natural landscape and beautiful scenery, 
recreational and mountain spaces, quiet urban environment, suitable space for rest, favorable weather, 
events and celebrations, historical attractions and sights, cultural attractions, hospitable people, local 
food, handicrafts, appropriate shopping facilities, suitable adventure spaces, celebrities and artists, and 
fascinating and mysterious stories in the form of questions in a 5-part Likert scale were rated by 
respondents from very low to very high. Friedman test was used to rank the images and the scores 
were analyzed in the tourism destination brand image. 
 
Discussion of Results 
According to the prioritization of images by tourists, it can be seen that Naghsh-e Jahan Square and 
Khajoo Bridge have been among the highest priorities of tourists in the images of Isfahan and form 
more important parts of the mental image of tourists in Isfahan.  
Naqsh-e Jahan Square also known as shah square or imam square-1602. The square contains two 
mosques, a palace, and the bazaar. The square is the largest historic public square in the world after 
Tiananmen Square in Beijing and it is one of UNESCO's World Heritage Sites. The square is 
surrounded by buildings from the Safavid  era. This a very popular place for locals to picnic on Friday 
and holiday evenings. Pol-e Khajoo (Khajoo Bridge) - 1650. It is the finest bridge in the province of 
Esfahan. It was built by the Persian Safavid king, Shah Abbas II around 1650 C.E. This structure 
originally was ornated with artistic tile works and paintings serving as a teahouse 
Regarding the uniqueness of the destination or the main reason for traveling to Isfahan in the group of 
domestic tourists and in that of foreign tourists, 57.3% and 55.8% of tourists travel to Isfahan to see 
the historical sites, and the existence of events and exhibitions, clean air and celebrated or famous men 
have the lowest scores in the image of Isfahan brand, which shows the need to plan and hold 
celebrations and festivals and make decisions to improve the air pollution situation in Isfahan and 
introduce celebrities. 
 
Conclusions 
Tourists consider the destination of tourism as a perceptual concept that can be interpreted subjectively 
and through experience. A strong and sustainable image created in the tourist's mind from the tourist 
destination can lead to the creation of a competitive identity and tourism brand. Urban landscape is 
one of the main factors that can have a significant impact on urban brand. Because the urban landscape 
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attracted attention at first, and the first judgment of the city in the minds of tourists creates. Given that 
the image of the destination has a positive effect on the intention to visit. In this study, we examined 
the level of visual recognition of domestic and foreign tourists from Isfahan. We also examined the 
image of Isfahan brand based on the image indicators of the destination brand based on the views of 
domestic and foreign tourists. Results show the image of Isfahan tourist destination in the minds of 
tourists is an image of a historical tourist destination. In fact, the historical landscape of Isfahan is a 
distinctive and unique feature of Isfahan compared to competing destinations. The historical and 
historical-natural landscape of Isfahan have the ability to define the brand for Isfahan and among the 
sights visited by tourists, Naghsh-e Jahan Square and Khajoo Bridge are the most enduring images of 
Isfahan in the minds of tourists. Among the 6 main branches that can explain the identity of the 
destination, historical landscape, natural landscape and handicrafts in the case of Isfahan are 
considered competitive advantages. 
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