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Abstract

This study aimed to identify and conceptualize the consequences of branding Islamic—Iranian urban identity through urban media. This
applied qualitative study employed a grounded theory approach. The research population consisted of experts in urban management,
media, culture, and architecture, from whom 36 participants were purposively selected until theoretical saturation was achieved. Data
were collected through semi-structured interviews and analyzed using open, axial, and selective coding in MAXQDA-2024.
Trustworthiness was ensured through credibility, transferability, dependability, and confirmability criteria. The findings revealed that the
consequences of Islamic—Iranian identity branding via urban media comprise 200 indicators categorized into seven core dimensions. These
dimensions significantly contribute to strengthening national pride and place attachment, improving urban landscape quality, fostering
endogenous economic development and soft competitive advantage, enhancing global urban image, increasing institutional synergy,
reinforcing social capital and civilizational resilience, and promoting spiritual well-being and ethical-religious behaviors. The results
highlight the central role of urban media in shaping collective perceptions and identity narratives. Islamic—Iranian identity branding
represents a long-term cultural—civilizational process that, when strategically implemented through urban media, can enhance identity
cohesion, social integration, and sustainable urban development.

Keywords: City Branding, Islamic—Iranian Identity, Urban Media, Social Capital, Urban Development.
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Extended Abstract

Introduction

In contemporary urban studies, the concept of identity has emerged as a central analytical and practical
concern, particularly in the context of rapid globalization, urban competition, and digital transformation.
Identity is not merely an individual construct but a multidimensional social phenomenon that shapes collective
consciousness, belonging, and behavioral orientations within societies. Empirical evidence suggests that social
identity plays a critical role in enhancing psychological well-being, social cohesion, and life satisfaction
(Brance et al., 2024; Chang et al., 2025). Conversely, identity threats can weaken social bonds and reduce

civic engagement, particularly among younger populations (Froehlich et al., 2023). In this regard, identity



becomes a strategic resource that can influence not only social integration but also economic activities such as
entrepreneurship and innovation (Garg et al., 2026).

Cities, as primary arenas of social interaction and cultural representation, have increasingly become focal
points for identity construction and projection. The transformation of cities into competitive entities has led to
the emergence of city branding as a strategic approach to differentiate urban spaces and enhance their
attractiveness. City branding seeks to construct a distinct and appealing image of a city by leveraging its
cultural, social, economic, and spatial attributes (Winfield-Pfefferkorn, 2005). Research indicates that
effective branding strategies can significantly improve urban competitiveness, attract investment, and stimulate
tourism development (Abdelraouf, 2025; Mohammadifar et al., 2018). However, the success of such
strategies depends on their ability to incorporate authentic cultural narratives and identity-based elements that
resonate with both local and global audiences (Gonzélez & Gale, 2022).

In this context, the integration of local culture, traditions, and spatial authenticity into branding processes has
gained considerable attention. Studies highlight the importance of place-making and authenticity in shaping
meaningful urban identities, emphasizing that cities must reflect their unique socio-cultural characteristics to
sustain long-term branding success (Nursanty et al., 2024). Similarly, the incorporation of cultural elements
such as local cuisine, architecture, and traditions has been shown to enhance the distinctiveness and
attractiveness of urban brands (Htet et al., 2024). Despite these advancements, the literature reveals a lack of
comprehensive frameworks that integrate identity-based branding with communication infrastructures,
particularly urban media systems.

Urban media, encompassing physical, digital, and hybrid communication platforms within urban spaces, has
become a powerful tool for shaping public perception and disseminating identity narratives. With the
proliferation of digital technologies and social media, urban media now plays a pivotal role in constructing and
reinforcing urban identities through interactive and participatory processes (Lee et al., 2025). Furthermore,
large-scale data analyses demonstrate that multilingual media discourse can redefine urban identity on a global
scale, enabling cities to position themselves within international cultural and economic networks (Ming et al.,
2025). However, the growing influence of media also introduces challenges, including the risk of identity
distortion, stereotyping, and negative psychological impacts associated with excessive media exposure
(Mazzeo et al., 2024). At the same time, online social support systems have been identified as significant
mediators in shaping digital identity and user engagement (Huang et al., 2026).

The interplay between identity and digital transformation further complicates the dynamics of urban branding.
In the era of Industry 5.0, identity is increasingly intertwined with technological systems, leading to new forms
of hybrid identities that combine physical and digital experiences (Hein-Pensel, 2025). This transformation
requires cities to adopt innovative approaches that integrate technology, culture, and communication to create
sustainable and meaningful identity narratives. While previous studies have examined various aspects of urban

branding, including governance, economic impacts, and marketing strategies (Foudian et al., 2023; Ghorbani



et al., 2022; Pakan et al., 2023), there remains a significant gap in understanding the multidimensional
consequences of identity-based branding, particularly within culturally specific contexts such as Islamic—
Iranian identity.

Given the importance of identity in shaping urban experiences and the growing role of media in urban
communication, there is a need for a comprehensive analysis of how identity-based branding influences urban
systems. This study addresses this gap by exploring the consequences of branding Islamic—Iranian urban
identity through urban media, aiming to provide both theoretical insights and practical implications for urban
policy and management.

Methods and Materials

This study adopted a qualitative research design with an applied objective and a descriptive approach grounded
in the principles of grounded theory. The research population consisted of experts in urban management,
media, culture, and architecture who were familiar with the subject matter. A purposive sampling method was
employed to select participants, ensuring that they possessed relevant knowledge, professional experience, and
willingness to participate. Data collection continued until theoretical saturation was achieved, resulting in a
total of 36 participants.

Data were collected through semi-structured interviews, allowing for in-depth exploration of participants’
perspectives on the consequences of identity-based urban branding. Each interview lasted between 30 minutes
and over three hours, depending on the depth of discussion and participant engagement. Interviews were
recorded and transcribed to ensure accuracy and completeness. Ethical considerations, including
confidentiality, informed consent, and voluntary participation, were strictly observed throughout the research
process.

Data analysis was conducted using MAXQDA-2024 software, employing a systematic coding process that
included open coding, axial coding, and selective coding. This approach enabled the identification of key
concepts, categories, and relationships within the data. To ensure the trustworthiness of the findings, the study
adhered to established qualitative research criteria, including credibility, transferability, dependability, and
confirmability.

Findings

The analysis revealed that the consequences of branding Islamic—Iranian urban identity through urban media
can be categorized into seven core dimensions comprising 200 indicators. These dimensions reflect the
multifaceted nature of identity-based branding and its impact on urban systems.

First, the findings indicate a significant enhancement of national pride, urban belonging, and collective identity
among citizens. The representation of cultural and historical symbols in urban media contributes to emotional

engagement and reinforces a shared sense of identity.



Second, the study identifies improvements in urban landscape quality and spatial coherence. The integration
of identity-based elements into urban design and media contributes to visual harmony, increased aesthetic
value, and enhanced public space experiences.

Third, the results demonstrate the development of endogenous economic growth and the creation of a soft
competitive advantage based on identity. Identity branding stimulates creative industries, cultural tourism, and
investment opportunities, thereby strengthening the local economy.

Fourth, the findings highlight the role of urban media in enhancing the global image and international influence
of cities. The dissemination of identity narratives through digital platforms contributes to the formation of a
distinctive and positive global perception.

Fifth, the study reveals increased institutional synergy and coordination among urban stakeholders. Identity-
based branding fosters collaboration between governmental and non-governmental organizations, leading to
more integrated urban governance.

Sixth, the research identifies the strengthening of social capital and urban resilience. The promotion of shared
values and cultural narratives enhances trust, social cohesion, and the capacity of communities to 7707
challenges.

Finally, the findings indicate improvements in spiritual well-being and ethical behaviors within urban life. The
integration of cultural and religious values into urban media contributes to a sense of meaning, moral
engagement, and psychological comfort among citizens.

Discussion and Conclusion

The findings of this study demonstrate that branding Islamic—Iranian urban identity through urban media is not
a superficial or short-term marketing strategy but a complex and long-term cultural process with profound
implications for urban development. The results highlight the transformative potential of identity-based
branding in shaping not only the image of cities but also their social, economic, and institutional structures.
One of the key contributions of this study is the identification of identity as a central driver of urban cohesion
and collective belonging. By embedding cultural narratives into urban media, cities can create meaningful
connections between individuals and their environment, thereby enhancing social integration and civic
engagement. This process contributes to the formation of a shared identity that strengthens community
resilience and fosters a sense of ownership among citizens.

The study also underscores the importance of integrating identity into urban design and spatial planning. The
enhancement of urban landscapes through identity-based elements transforms cities into narrative spaces
where cultural meanings are continuously produced and reproduced. This transformation not only improves
the aesthetic quality of urban environments but also enriches the lived experiences of residents and visitors.
From an economic perspective, the findings suggest that identity can serve as a valuable intangible asset that
generates competitive advantages. By leveraging cultural heritage and symbolic capital, cities can differentiate

themselves in the global market, attract investment, and promote sustainable tourism. This approach aligns



with contemporary theories of place branding that emphasize the role of authenticity and cultural
distinctiveness in achieving long-term success.

Furthermore, the study highlights the critical role of urban media as a mediator of identity. Through digital
platforms and interactive communication channels, urban media enables the continuous dissemination and
reinterpretation of identity narratives. This dynamic process allows cities to adapt to changing contexts while
maintaining their cultural core. However, it also requires careful management to prevent misrepresentation and
ensure that identity narratives remain inclusive and representative of diverse perspectives.

In conclusion, the study provides a comprehensive framework for understanding the consequences of identity-
based urban branding and emphasizes the need for integrated strategies that combine cultural, technological,
and institutional dimensions. By adopting a holistic approach to identity branding, cities can enhance their
resilience, competitiveness, and sustainability, ultimately contributing to the creation of more inclusive and

meaningful urban environments.
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