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Abstract

Purpose: In today's business environment, marketing and brand management ate critical. Studies show that business
owners' high and attractive skill is known by their ability to create and manage a brand. For this reason, brands are one
of the most important visible assets of the organization. One of the prominent examples of marketing is location mar-
keting. In this type of marketing, the goal is to create a brand identity in a specific geographic location. Key success fac-
tors must be identified for successful location marketing and branding. There are several key factors for location mar-
keting and branding success. This research aims to identify and evaluate the impact of each of these key success factors.

Methodology: The research experts selected five key success factors. The statistical population of this research was
considered the reputable marketing and branding consulting companies of the country, and finally, 35 questionnaires

were examined. This research used the fuzzy hierarchical analysis method to rank the five key success factors.

Findings: The results showed that "strategic vision and analysis" and "planning groups" impact location marketing and
branding success most among the five factors.

Originality/Value: The present research addresses location marketing, branding, and the key success factors in mar-

keting.

Keywords: Multi-criteria decision models, Branding, Marketing.

Corresponding Author: ghfarajpour@gmail.com @ http://dorl.net/dor/20.1001.1.27831345.1402.4.2.5.7
Licensee. Innovation Managemrnt & Operational Strategeis. This article is an open access article distributed under
@@ the terms and conditions of the Creative Commons Attribution (CC BY) license
(http://creativecommons.org/licenses/by/4.0).


mailto:dastam66@gmail.com
http://dorl.net/dor/20.1001.1.27831345.1402.4.2.5.7

Sllos 51 a1y 955909 o ke

WASVAY (VFY) (Y) 0 5lach ¥ 090

Innovation Management &
Operational Strategies

www.journal-imos.ir

3] by Wl g 5
9l >ty gadlS Jalge cup 3 ollinedizr (5 5Semenati sl Jbo 5 ool
(st (gl 3 Ao Sty

(AL o 78 el
oA~

- “

)L:w..v CJ)L@.A G\SJAA@ Qu\u SlUas J.:ub@ d’% g;...'&.as\ L_;b\b .UJ..: k;a“ﬂv\.ﬁ" g;’l:'.)‘)l" ‘_;.5.' 6)')JA‘ JLS)A._.*\S le.o.aﬁ BE) aa
s lls u-iJS("@" Sk, J:Ja eed 35l oo w5y Sy e g5l s LabTu.ib\jS L ) sens gllo Old> 5 YL

P 53 S a3l B LBl 5l 0 o) (S (LB LBl oL sl 503 31 (G B oo Ole 3l 35400

3 SIS Jalge g plulid Cobge (S Jalye b Ghge SSe Kot 5 LL S Gl Al op ol oLda Joue
.’; Z "

;} w\)‘&ﬁﬁjb QIJ:.A w)ﬁj@:um 0.,5;& w] )l aa .A)‘éjﬁ)@&ﬁ A.g...v'.,bj) L?'K" L;nb“)\)b k;.;jﬁjﬂ 6\):&'»
3

. Al iy SIS Jalye
)

<

e}

} GeioS (pl olel anel L as Ol Codbge (G ST Jole O 98,5 i 5l eslanal b jslaie ol (gl fagh Wbl )
) m&j;dwl)z .A:JJS)‘JB&A)JJ b)jﬁﬂ\.ﬂw\ﬁwﬁ'ro Q@swwﬁﬁjjjﬁ&&jjdb“)b\a)ijwLsLﬁ&_.SJM

L84 S 00 (630 o5l pm ks Lo g, 3 Cobge (G S SIS0 Jolge (sduas; ysbae

2 b 80 Ol 5ok (S5l Slaes S0 5 (S5l Jodos Sletory 43\5@ Jelss Oles 53 3> Ol b Laasdl
Al IS Sk 5 2L Sy

3550 2Lobl > Colbge GUIS Jolse 5 SIS0 Sudip 5 0K Gl e ol hagh 53 i sede 03958 )/ SILal
..34.;5/ )\JB C)\JJLE.A

(2UBb S o)lnsdin (6 xS emenas sladuta (Lael sl

\WA-VAY lddp NY Y dt.w.:tv ¥ a)w ¥ 0)93 cél:.la.ﬁ

doddo -

ol ol ol 25 [1] ol 0k Sage 42208 (glaans 53 Lol st (S oot OIS0 S b 5 2LBL el
4 4 LS Sole S5k 5 LSS (LS 1 4 9SG 3500 S (S Sl 5 15 0 L5 b LG &S
Sl O el 5 LT (sline 3)50 53 (2553w (ol S50 5050 s cnl Olear (SLa)stS 53 e 093335, Sl
S ol Al Ol S 5 OIS L OlSe Lyl 5550 53 LaolSs el 55 [A] 5o arlpe iy b (6,68 Sl
L2] Cd 65,5 S o gt Sulsy S5 (6l 1y gyl daasbos ) SN g3 5 lon g amlge o b 42808 (slaans Jsb s La gl
215 5525 LSS SLBL b avslie 53 0l oLoBL 5 e gede sl .ol Sipline oL BL 5,555 S 06 oLLBL

J; sl ,._9:‘*

ghfarajpour@gmail.com
http://dorl.net/dor/20.1001.1.27831345.1402.4.2.5.7 @


mailto:dastam66@gmail.com
http://dorl.net/dor/20.1001.1.27831345.1402.4.2.5.7

cilzzes b sy o b 3l 5 e (Slodzy Sladins @l ) (Sbel ax S clnd 03 S sl gV 4 s [ gl LBV L5k
iled Sialon SIS Jgnamms oy (S S5 b b Ky oo 5 5 (LIl B AisS oo ol S1SGe L L 5 e B pace
o0 Sl 53 [B] 9 LBl s 5 Ol s b OlSe s 5 13,8 Suakb anws 4w 53 0l e b O LBl Sladlas
351 659 eedlie Lol 51 Sl (Js - d0ls Sligen 0l s 5 b LT 38148 ol 0 oyl 1S (LB 31 (6ol iy le5
AAL (6 g drags 53 LolE Caas 4y 22,0 b ) 535 50 Lyl o e 31 (S0 0l Ll o0 SIS oLl - Lse e Jolls
3ymsn (5345 Slsl (siluosly (KK 5 IS 31 Glin 550 3 Lol $sll a5 1S I 3 Sl o) 31 (sles 1S b [3]

A.i.i.b).)julgﬂ Jb«J\)ij?)b Lol sl Mﬂ%@)ﬁ&kﬁjdg)bbbmjﬂ ij&)ﬁf&.}u\:ﬁﬂ QL%.S}JLA))J..S))
Sl el anel plyieas 5oiS Ko s bbb o 53 ssline ne GLACS b o ol 55 WSl 43,55 Cojse0 Liun s

iz S I3 ) 250 5 i

‘.L.:L:da LAA%; QJL:MJ.:% JL’“))‘j s_)Lz-J.)‘ JAL.:J Piy Lsﬁfw &L«m BE) L;\o),’l.w.f ))Jaé\.: ‘5)‘.9 JS‘J" e J:.l.h.}' .,\...:«TJJ
ol Sesliial b poS 08 sajlns oy w53 | (g3dmie SLl5e s Slosl 53 e diols s las 5 )8 5,8 o )3 esliiuls ) ge
Sl S S Jalpe 50 (lims amlis s shitens Guio ol 53 ol tdns o 0L Glisedl J s 35T sy 53 s

s ol (556 3 e aledew i, 31 G Ko 5 S

e byl -Y

b S s oL bl sl )8 GLeS il Gliea i oS A 1 (ol 55 (o g 03 )3 pda aben glad > L
S S35 LB psgie ds 8L ails jsdax Glojle alls aen )5 Al 5 Cod ol LT3 S olns L DL s oo

L6] ol o laazul 5 5 (5 2ine

e o a8 ol el Al ples 3 ol eyl el S Slaal &y s (s sl e 51 g0 03l oyl e
all b baplesl 7] ails plejle JS' Cdsine b (g e Culio; sbml a8 Il yo (oS Jool 005381 255 A L 1) 0l i
Bl g2 Qe G (sl SC il g el G [B] diS o Lo paly (S5 DV panes  eslial b ke 5 Dlons
oo ol s (633 ol L Lol (S1ls 45 3513 350 5 (adane ol LA (6 gl atlate S 5o el SSlats SIS

S G315 S e Olal )50 53 aid b aes oS ol (T i3l St gladlate b yl3b ask p G sbul sl

S daly Jgam BB Sl ol G S Golaal a0l ol 0l i slajls b e Aol Joeo Jgnames ¢ 500 2LbL s
byl S o e psba o (265 sLle s oo b (St il oS 2 diil ol plosil s el el den oS
G [B] S g Buka (5Ll 53 355 Comdpn 5 SIS (sl (Al b OIS les sl LT 5t LS 6ln s e
LI be S 2lBL s aol s (LBl el s 0 2ie 3550 3 (6 S e (Sl S (LD 3 Juol aidy S
eyl 5sbay 355 Slaal Sl g1 )i [5] Sihalo bl 5 wlis 5 58 senS GLSHIS 5 olSla (BaS 3 )
Sl O S bls slirs 4 Slhsls (slajlil S ol iy x5 1y 555 Gl (laey S CAel Lol (Il Ll sl oo (5140 >
LolSKe 31 6ok 5 Ls LT s 5 4 ble (5ol S S,8 5 050 O3 GLplKe a5 Sl (55 e Sleas L VS W
R il Gl g sl b dilg o osmar 5 (3 sl isn GLSOL s s anas 395 5l 1y 68 Slisle p gaa
Sl See SS Olseas o Jlad SasSsnnS 3555 355 g0 0ol ' Sitie Sy ol S Sy o5 Sl L s |y oS

e b3, 13 Olslo Sl oty G s )3 A5 SL1S LT S AL s S0

! Co-branding

\WA-VAY lddpo ANY Y OL‘.M.JU ¥ @L«.& ¥ 0y93 ‘&L:-LQ& 6&:}:.&‘)36)_5“93 d“.’.}:’.'x" / dl:.i..;\.’.lé)‘,.; GJ:Q



‘5.\:.15‘}&“99 J«u)ﬁ):aJl:MJédj;W:vdLhd.\ﬁj| aala |

) 92

L5 2boblscas

K

b b gliad 5 56

e orbylile 9,3 Y-

0Ll GLET Jol oS ol ol 3 b 6 e G g st (s 5 W5 (Sl o b (Sac s 5 glas pores ] 3 SO
o Sasele 5 Sl b olien Gl S SG 1l Lot b SIS Ll Ly oSl b s 5 5 L6505 el ssbay 5
Lo 5 Y DlAg 5 s b (i (D8 LB 5 03,5 adla Gl edlianss Sy S SWOT Jolosip 325 . [9] 258 0
LS bbb Al 3 S s ol gl V KA 5 e 33ge (JS SIS Jlowi s 52 G5y (55 gt Sl O
(mazms oo Jold 0 Al b ol HIEALS 5 pume 5 513 (QIULS U 155 o ool 2 sty uolis O 53 45 s o o))

A3l Ll 5 hupand (6 e Sz (Dlaldil 5 L BL Gl 3l

¢ - e " gl 37yl
E\ Cue “‘ § H RPN H U.T.b';_i_il
a
2,
2
T2 a3yl §le e
4| ™ <l 3t @bt
S
3 — —
q
B oa
T
»i a3l sl
" [0V -
d colests =
]

J10] e b,hL w3y polie -V JSCi
Figure 1- Elements in the process of location marketing [10].
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Figure 2- Creating a brand image from brand identity and brand position.
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Table 2- The most important success factors of location marketing and branding.
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Figure 3- TFN membership function.
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Table 3- Membership functions of linguistic scales.
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Figure 4- Membership functions of linguistic variables to compare two criteria.
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Figure 5- An example of the membership functions of linguistic variables to evaluate the
performance of options.
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