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residents, various economic benefits, social cohesion, and added value to cities as a whole.
i By emphasizing a city’s identity and local culture, branding ultimately improves the quality
%of life for its inhabitants. The Internet and communication technologies has ushered in a
inew era in the global economy, with media serving as an effective tool for marketing and
{advertising, significantly elevating a destination’s reputation and brand. Nowadays, the
i media’s critical task is to create ideas and mental images of facts. Tourism and its brand
heavily rely on the relationships between stakeholders, and establishing, maintaining, and
i developing relationships is the key to success.

i Gilan province, with many gastronomic capacities, successfully designated Rasht as its
i Gastronomy Creative City in 2015. While Rasht has held this title as Iran’s sole gastronomy
icreative city for the past five years, the city image as the center of the country’s
ggastronomic culture has remained under-promoted both nationally and internationally.
i This article seeks to evaluate the capacity of various media channels, encompassing both
imass and social media, in the context of city branding. Urban management institutions
i have the opportunity to leverage these media platforms to introduce and promote the
§brand of Rasht as a creative gastronomic city, thereby accelerating the city’s economic
i development. This research aims to evaluate and analyze how effectively the creative city
i of Rasht has used media capacity at the national and international levels to raise awareness
about itself and introduce the creative city of Rasht.

ETHODS: This study uses a descriptive approach to address research questions

and is applied in terms of its objectives. Data was collected through surveys and
%document analysis. A questionnaire using a five-point Likert scale was employed to
imeasure the media’s capacity to promote Rasht as a creative gastronomy city. The
i questionnaire comprises four sections (criteria): branding, social media, mass media,
{and media information quality (formation of destination image). The research population
encompasses all residents, citizens of Rasht, and tourists who have visited the city at least
ionce. A total of 395 online questionnaires were distributed and completed among Rasht’s
§residents, citizens, and tourists. The online questionnaire featured conditional questions
i to segment respondents based on their residence or travel status. SPSS software was used
%for quantitative analysis, and to verify the questionnaire’s reliability and internal validity,
i Cronbach’s alpha value was calculated, yielding a score of 0.914. Subsequently, Smart PLS3
i software was employed to model and analyze the findings.

INDINGS: The Friedman test was used, to rank and identify the essential criteria.. A
significance level below 0.05 in the Friedman test affirms its validity and confirms the
ranking of criteria impacting branding. Results reveal that the branding criterion, with an
i average score of 3.45, claims the top position, followed by media information quality, social
'§media, and mass media with average scores of 2.62, 2.30, and 1.63, respectively. Then,
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?using Smart PLS3 software, the findings were modeled and analyzed. The results highlight
that “social media,” with a path coefficient of 0.361, emerges as the most influential factor
{in branding Rasht as a creative city. Within the social media sector, “endorsement by
i celebrities and social media influencers” brings in a factor of 0.784, signifying its substantial
{impact on Rasht’s branding. While the impact of mass media on branding Rasht is less
promoted, it is essential to recognize that this criterion still holds potential for branding
i and promoting the city, provided that effective strategies and activities are implemented.

ONCLUSION: City branding can only be achieved through the proper use of media

and effective advertising. This study distinguishes between social and mass media.
i Broadcasting is the most important visual and audio mass media, but now social media
ghas a more prominent role and capacity than traditional mass media in city branding.
i According to citizens and tourists, endorsements by celebrities play a pivotal role in
i shaping Rasht’s image on social media platforms. In today’s era, also known as the digital
i age, Internet communications play a significant role in people’s lives, so special attention
§to the Internet, advertising, and urban management investments in various social media
can be a practical step in branding the Rasht city.

i HIGHLIGHTS:

i~ Analysis of the dimensions and features of city branding in the creative city and its
relationship with social media and mass media.

i - Evaluate the use of mass media and social media in branding of creative city of gastronomy.
i - The more prominent role of social media than mass media in the city branding proces.
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Table 1. Documentation of indicators and criteria

Indicators Criteria

City branding

Remembering the city of Rasht with local cuisine- Success rate
for introducing the creative city brand at the national level-
Success rate for introducing the creative city brand at the
international level- The appropriateness rate of festivals with

Source

(Fatanti & Suyadnya, 2015), (Yilmaz et al, 2020),
(Stojanovic et al, 2018), (Boo et al, 2009), (Khoo
et al, 2014) (Gomez et al, 2018),

(Hamidi et al, 2021)

the identity of Guilan's local cuisine- The brand impact of the
Creative City of Gastronomy in encouraging people to try local

cuisine

Social media

Usage of applications- Websites- social media (WhatsApp,
Instagram, etc.)- famous and influential people to introduce
and declare the Creative City of Gastronomy

Mass Media Usage movies and series-
commercial messages-
programs

Gastronomy

Media Information
Quality

Related up-to-date -
interesting  information-

perfect-

documentary-
educational and entertainment

to introduce and declare the Creative City of

accuracy
availability of

(Molinillo et al, 2019), (Cleave et al, 2017),
(Saatgioglu, 2017), (Lange-Faria, 2012), (Tobing,
2014), (Lund et al, 2018), (Kuhzady & Ghasemi,
2019), (Lim et al, 2012), (Stojanovic et al, 2018),

(Amaro, et al, 2016)

news- radio- (Yazdani et al, 2018), (Acharya et al, 2015),

(Marfil-Carmona et al, 2021)

information-
information-

(Kim et al, 2017), (Anjolt, 2006), (Ali &
Xiaoying, 2021), (Berhanu, & Raj, 2020)

Transparency amount of information available on the Rasht
creative city of Gastronomy- image of the Rasht creative city
of Gastronomy with emphasis on the dimensions of a happy

social atmosphere- facilities and restaurants-

the Guilan's

culture and eating habits- on promoting the positive
performance of urban management- considering residents of

Guilan & tourists/travelers
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Table 2. General information

Age <20 %9/6
20-40 %74/2
41-60 %15/7

>60 %0/5

Education Diploma %6/3
Associate %20/5
Bachelor %50/6

Master %19

PhD %3/5

Gender Female %60
Male %40

L g debdow s Vo cdolidowyp VA0 oo
ol VAP g oy o (g p—5 9 oS
P by LS P a5 LS 505 L
(VJgoz) cnl oais JaoSG ailos )5
Table 3. Category of respondents
Resident of the city %352/9
Tourist %47/1

Which group are
you in?
iy s L{@I;_:,a)f)'\ aolol yo imen

Sy i do b e 890 50 ASlesgas Hiw

Table 4. Number of tourists traveling to Rasht

How often do you Every month %11/3
travel to Rasht? Once every few months %29/6
once a year %18/3

Once every few years %40/9

Ol og—as 50 (i B aimogsly jf s
A 53 Sy et g 5l O (el g UL
bt SThg3 91 a0 oSnisy IS slo
OB sl 5l (Vb v s 4 0 S ke Jlgo
Jeko 5 a2 ol o og adbae g5—dge il
dilyoe O Jgoz g5 4 o 5l Jal>

Table 5. Respondents’ awareness of Rasht’s
membership in the UNESCO Creative Cities Network

Did you know that Rasht is a Yes %72/9
member of the UNESCO
Creative City in the field of No %2711
gastronomy?
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Table 6. Mean of research sub-criteria (mean of each item)

Criterion Code Items Mean
Urban branding Al Remembering the city of Rasht with its local and traditional cuisine 4/36
A2 The success rate of Rasht to introduce the brand of the creative city at the national level 3/46
A3 The success rate of Rasht to introduce the brand of the creative city at the international level 3/07
A4 The appropriateness rate of festivals with the identity of Guilan's local cuisine 324
AS The brand impact of the Creative City of Gastronomy in encouraging people to try local cuisine 3/94
Social media B1 The rate usage of applications to introduce and declare the Creative City of Gastronomy 2/65
B2 The rate usage of Websites to introduce and declare the Creative City of Gastronomy 2/72
B3 The rate usage of various social media (WhatsApp, Instagram, etc.) to introduce and declare the 2/99
Creative City of Gastronomy
B4 The rate usage of famous and influential people in cyberspace to introduce and declare the 2/95
Creative City of Gastronomy
BS The success rate of advertisements by famous and influential people in cyberspace to introduce 2/91
and declare the Creative City of Gastronomy
B6 Travelers and tourists are advertising on social media (WhatsApp, Instagram, etc.) to introduce 3/25
and declare the Creative City of Gastronomy
B7 Existence of information about food events and festivals on the website and social media of 2/90
Rasht Municipality
Mass Media C1 Making a documentary to introduce and declare the Creative City of Gastronomy 2/76
C2 Production and distribution of movies and series to introduce and declare the Creative City of 2/60
Gastronomy
c3 Broadcast reports in the news to introduce and declare the Creative City of Gastronomy 2/51
C4 Broadcast radio programs to introduce and declare the Creative City of Gastronomy 2/50
C5 Preparation and distribution of TV commercials (commercial messages) to introduce and 2/34
declare the Creative City of Gastronomy
C6  Preparation and distribution of educational and entertainment programs to introduce and declare 2/41
the Creative City of Gastronomy
Media D1 Related up-to-date information to the Rasht creative city of Gastronomy on social media and 2/74
Information television
Quality D2 Related perfect information to the Rasht creative city of Gastronomy on social media and 2/61
television
D3 Related accuracy information to the Rasht creative city of Gastronomy on social media and 3/06
television
D4 Related interesting information to the Rasht creative city of Gastronomy on social media and 2/99 c ¢
television =
D5 The availability of information about the Rasht creative city of Gastronomy for the general 2/71 1
public B
D6 Transparency amount of information available on the Rasht creative city of Gastronomy 3/04 & =
D7 An image of the Rasht creative city of Gastronomy with emphasis on the dimensions of a happy 3/31 "
social atmosphere P
D8 An image of the Rasht creative city of Gastronomy with emphasis on facilities and restaurants 3/23
D9 An image of the Rasht creative city of Gastronomy with emphasis on the Guilan's culture and 3/68 I 2
eating habits - I
D10 An image of the Rasht creative city of Gastronomy with emphasis on promoting the positive 2/77 & B
performance of urban management 3
D11 An image of the Rasht creative city of Gastronomy with taking into account the residents of 3/71 o
Guilan e
D12 An image of the Rasht creative city of Gastronomy with considering tourists/travelers 3/28

= radio = Documentary = Movies and series = learning programs = None of the cases = external social networks = Internet search = domestic social networks = Websites

Fig. 3. Receive information from mass media Fig. 4. Receive information from social media
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Table 7. Mean and standard deviation of criteria

Criteria Mean Standard
deviation
City branding 3/63 0/84
Social media 2/91 0/96
Mass Media 2/52 1/05
Media Information Quality 3/09 0/85
Table 8. Friedman test results
Chi-Square 423/568
Degrees of freedom 3
P-value 0/000
Criteria Average rating
City branding 3/45
Media Information Quality 2/62
Social media 2/30
Mass Media 1/63
B1
p.J
7
0.759 )~
B3
-
B4
7l Bs
social media 0730 A
N B6
.
B7
0316
c2
0.820 c3
0850~
0.794— c4
0852,
. 0820 c5
mass media
c6
0.279
D1
e s
0.805 D2
0.812
o722¥ D4
/-0.765 |
N) 777 2
. o714t
media information '~ D6
quality )
D8

Fig. 5. Research drawing model and path coefficients
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Table 9. Reliability coefficient

Construct/indicator Loadings Composite reliability CR AVE Cronbach's Alpha Rho-A

Media Information Quality 0/895 0/588 0/859 0/861
D1 0/805
D2 0/812
D4 0/722
D5 0/765
D6 0/777
D8 0/714

City branding 0/833 0/562 0/734 0/780
A2 0/846
A3 0/829
A4 0/763
A5 0/515

Social media 0/893 0/545 0/861 0/865
B1 0/759
B2 0/758
B3 0/732
B4 0/716
BS 0/784
B6 0/687
B7 0/730

Mass Media 0/917 0/688 0/887 0/890
C2 0/820
C3 0/859
Cc4 0/794
Cs5 0/852
Cco 0/820
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Table 10. Comparison matrix of AVE square root and correlation coefficients of structures

Media Information Quality Urban branding Social media Mass Media
Media Information Quality 0.767
City branding 0.585 0.750
Social media 0.667 0.581 0.739
Mass Media 0.766 0.539 0.637 0.829
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Table 11. Effect on endogenous variables

Path R? Q2 Communality Path coefficient T-values Conclusion
Origin: Media 0/414 0/216 0/415 0/279 3/632 confirmation
Information Quality 0/301
Destination: City
branding
Origin: Social media 0/414 0/216 0/390 0/316 4/962 confirmation
¢ 0/301
Destination: City
branding
Origin: Mass Media 0/414 0/216 0/509 0/124 1/832 reject
0/301
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Destination: City
branding
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