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 به نام خدا

با توجه به لزوم ارتقاي نقش جمهوري اسلامی ایران در تولیـد و گسـترش علـم    
پایگـاه  در جهان اسلام و نظر به بیانات حکیمانه مقام معظم رهبـري مبنـی بـر ایجـاد     

و پیرو مصوبه نهمین مجمـع عمـومی وزراي آمـوزش و     استنادي علوم جهان اسلام
میلادي) در رباط پایتخت مـراکش و   2007( 1386پرورش کشورهاي اسلامی درسال 

نیز عطف به مصوبه چهارمین نشست وزراي آمـوزش عـالی کشـورهاي اسـلامی در     
میلادي) در باکو، پایتخت جمهـوري آذربایجـان و مصـوبه جلسـه      2008( 1387سال 
شوراي عالی انقلاب فرهنگی و نیز طبق قانون اهداف، وظـایف   10/2/1387 مورخ 623

پایگاه اسـتنادي  )، 18/5/1383و تشکیلات وزارت علوم، تحقیقات و فناوري (مصـوب  
به عنوان پایگاهی استنادي مستقل و خاص دانشمندان جهان اسلام  علوم جهان اسلام

نادي علمی جهان و تعامل سازنده بـا  هاي است و مراکز اسلامی و مرتبط با سایر پایگاه
 گذاري گردید. آنها توسط وزارت علوم، تحقیقات و فناوري بنیان

هـاي علمـی و    از طریق تدوین گزارش )ISCپایگاه استنادي علوم جهان اسلام (
تهیــه اســتانداردهاي لازم بــراي انتشــارات علمــی و نیــز بــا تحلیــل اســتنادي عملکــرد 

ها و نهادهـاي تحقیقـاتی، دانشـمندان و     ها، سازمان انشگاههایی مانند د پژوهشی مؤلفه
هاي موضـوعی را در ایـران و سـایر کشـورهاي      پژوهشگران، نشریات علمی و رشته

 دهد. اسلامی مورد مطالعه قرار می
پایگـاه اسـتنادي   اثر  هشتادویکمینکه  »گريـبرندسازي در مقاصد گردش«کتاب     

علی صنایعی جناب آقاي دکتر تألیف و ترجمه  است؛ حاصل )ISCعلوم جهان اسلام (
 شود. باشد که تقدیم جامعه علمی دانشگاهی ایران می میاحمدرضا مولایی و 

امید است اقداماتی از این قبیل موجبات رضایت هرچه بیشتر جامعه علمی و فنی 
ایران و سایر کشورهاي اسلامی را فراهم آورده و در راسـتاي هـدف مـا کـه نشـر و      

 عات علمی و فنی است موثر واقع گردد.اشاعه اطلا
 

 دکتر جعفر مهـراد
 اي اطلاع رسانی علوم و فناوري منطقه  مرکزرئیس 

 )ISC( پایگاه استنادي علوم جهان اسلامو سرپرست 
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 اعضاي شـوراي عـلمی

اي اطلاع رسانی علوم و فناوري مرکز منطقه
 (ISC)پایگاه استنادي علوم جهان اسلام 

 
 مهـراد (رئیس شـورا)دکتر جعفر 
 استاد دانشکده کشاورزي دانشگاه شیراز –اله ایزدپناه دکتر کرامت

رسـانی علـوم و    اي اطـلاع  استادیار علم اطلاعات و دانش شناسی مرکز منطقه -دکتر شعله ارسطوپور 
 فناوري

 شیرازدانشیار مهندسی برق دانشکده مهندسی برق و الکترونیک دانشگاه صنعتی  -دکتر شاهرخ جم
 استاد علوم زمین دانشکده علوم دانشگاه شیراز -اله رئیسی  دکتر عزت

 استاد دانشکده کشاورزي دانشگاه شیراز –دکتر علیرضا سپاسخواه
 استادیار رشته علم اطلاعات و دانش شناسی دانشگاه شیراز –دکتر هاجر سـتوده

 دانشگاه شیرازاستاد برق و الکترونیک دانشکده مهندسی  -اکبر صفوي دکتر علی
رسـانی علـوم و    اي اطـلاع  استادیارعلم اطلاعات و دانش شناسـی مرکـز منطقـه    –دکتر حمید علیزاده

 فناوري
 استاد مکانیک دانشکده مهندسی دانشگاه شیراز -دکتر محمدمهدي علیشاهی

و رسـانی علـوم    اي اطـلاع  استادیار علم اطلاعات و دانش شناسی مرکز منطقـه  -دکتر محمدرضا قـانع
 فناوري

 استادیارعلم اطلاعات و دانش شناسی پایگاه استنادي علوم جهان اسلام  –دکتر علی گزنی 
 استاد شیمی دانشکده علوم دانشگاه شیراز –دکتر جلیل مقدسی
 استاد حسابداري دانشکده علوم اجتماعی دانشگاه شیراز –دکتر محمد نمازي
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1. destination branding
2. brand equity
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1. capture
2. accumulation

 :Price Premium .3
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1. competitive identity
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1. place of origin
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1. viral agents
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1. Gross Domestic Product
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1. benchmarking
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1. meetings industry
2. Knock-on effects

 Business-to-Business .3
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 :Greenwashing .1
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 NTO 

1 . National Tourism Organization
2. brand advocates
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1. Supra-national brands
2. Pan-regionnal brands
3. Sub-national brands
4. Brand architecture
5. national Umbrella brands
6. trade fairs and consumer shows
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NTO

1. Steering group
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NTO

NTO

NTO
NTO

NTO

1. brand guardian          
2. brand manager 
3. Brand champion
4. brand toolkit
5. brand-tracing Surveys
6. on-Line Panel surveys
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NTO

.

NTO

NTO

1. omnibus surveys
2. consumer research
3. Visitor satisfaction surveys
4. benchmarking surveys
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NTO

Web 2.0

NTO

NTO Web 0.2

1 . Living the brand
 :Web 2.0 . 2

3. Brand compliant behaviour
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NTA NTO
DMO

1. David Ogilvy, the Father of Advertising
2. Wally Olins(Wolff olins)
3. NTA: National Touism Admininstation, NTO:National Tourism Organization
4. DMO: Destination Marketing Organization
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ETC

UNWTO

NTO

NTO

UNWTO ETC
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me too
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belle époque

NTO

DNA

:belle epoque . 1

2 . competitive edge
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NTO

DMO NTA

NTA NTO

NTO

 DMO  NTA  NTO  NTO  . 1

2 . brand survey
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:

1 . Country
2 . nation
3 . nation-branding
4 . Place
5 . Place branding
6 . Place marketing
7 .destination
8 . brand
9 . Competitive identity
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ETC UNWTO

1. Competitive advantage
2. competitive edge
3. branding
4. marketing
5. promotion
6. market
7. segment
8. market segment
9. Tourism Market Segmention
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 Duttweiler Kuoni (2006), Future of Leisure/Gottlieb . 1
Kuoni

" " 2



IS
C

.



IS
C

Walk about

www.aus t ra l i a .com/campa igns /wa lkabou t /UK/ inde .h tm?ta_ inc -
mp=en :UK:phe ro : t rans fo rma t ion

http://www. Eturbonews. Com/353/trademark-slovenia%-E2% 80% 93-story-sens-
es (31-03-2009)

Web 2.0

TripAdvisor

TripAdvisor

1
2 . I Feel Slovenia
3 . marketing_literature
4 . marketing_proof
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UGC

NTO

UGC

 Web 2.0

Space tourism

1 . Content is king
2 . User_generated Content

 :Favela . 3
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1 . Wally Olins
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FMCG

trademark

nametrade

1 . Fast-Moving Concumer Goods
2 . The American Marketing Association
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1 . The United Kingdom Chartered Institute of Marketing
2 . Schultz, D. E. And Kitchen, P. (200)
3 . de chernatony, L. And McDonald, M. (1998).
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1 . World Tourism Organization (2008), Colombia - Back on the map of World Tourism
 . 2

3 . World Tourism Organization (2008), Colombia - Back on the map of World Tourism
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1 . Buncle, T.(2003), Yellow Railroad,United Kingdom
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NTO

1 . Mood
2 . Olins,w.(2007),’Branding the Nation’ in: On Brand, Thames and Hadson, United 

Kingdeom, P. 166.
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Nike

el sol de Miró)

el sol de Miró)  
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Source: Yellow Railroad
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FMCG

Coke

FMCG
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NTO NTO

FMCG

Z Y X

 Visit Britain
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1 . World Cities Brand Index, Leo Burnett (2009).
2 . The Academy of Urbanism (2009) (Online): www. academyofurbanism. org. united 

kingdom (31-03-2009)
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Source: Yellow Railroad
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1 . Britain Heritage Cities
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Baltic Capitals
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1 . Orville Schell
2 . Future Brand (2009), Country Bran Index (Online)
3 . Glasgow Garden



IS
C

1 . Responsible Tourism
2 . Sustrans
3 . The Soil Association
4 . Slow Food Movement
5 . Triodos Bank
6 . The United Kingdom Environment Agency
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1 . Schumacher UK
2 . Small is Beautiful
3 . The Community Recyching Network
4 . Experice Economy
5 . Maslow’s hierarchy of  needs
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NTO NTO

NTO

Australia:
http: //www.tourism.australi.com/Marketing.asp?lang=EN&sub=0429

 Banff  Lake Louise, Canada – Banff  National Park:
http: //www.banf lakelouise.com/brand/experiential-positioning

Sun Sand Sea: 3S
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Scotland the Brand
Scotland the Brand
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CThe New Zealand Way

The New Zealand Way
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 http://UK.youtube.com/watch?v=eh-0knDpn5g
 http://UK.youtube.com/watch? v=R0YakVC8k11
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"Alive With Posibility

Alive With Posibility)

Proudly South Africa
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 www.brandsouthafrica.com

Alive With Posibility

 http://UK.youtube.com/watch?v=qsT57OC2YoE
 http: //UK.youtube.com/watch?v=Df6GHz7mfx4

'It`s Possible

 http://UK.youtube.com/watch?v=7g-Ccwu18ME
 http://UK.youtube.com/watch?v=07ZSqKUJBx8
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 Web 2.0

1 . Independent-spirited
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NTO

NTO

Web 2.0

 Web 2.0

NTO

Web 2.0
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NTO

NTO

 Web 2.0

 Web 2.0

NTO 

NTO

NTO 

NTO

NTO

http://www.communityOfsweden.com 

  NTO 
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NTO

.

NTO

NTO

 Web 2.0 

 Web 2.0

 Web 2.0

 :tweetpic . 1
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1 . brand positioning
2 . party testing
3 . elevator pitch
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SWOT

SWOT
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SWOT

SWOT
Opportunities Weekness Sterenth

threats

SWOT

SWOT
SWOT
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SWOT

SWOT

.

.
.
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NTO

NTO
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NTB

NTO

NTO

1  . The Namibia Tourism Board
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NTO

SWOT

DNA

”
“

SWOT
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SWOT SWOT

NTO

NTO

NTO

 :  . 1
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SWOT

DNA

1 . KwaZulu-Natal

SWOT
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DNA

x
x
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x
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Visit Scotland

Visit Scotland

Live it

NTO

1 . Blueprint

     "Live it"

B&B
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1  . early adoptors
2  .destination pioneers
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NTO

NTO

DNA

NTO

1 . Passionate People, Passionate Places
2 . Incredible India
3 . Powered by Nature
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http://www.australia.com/campains/walkabout/int/themes/come-walkabout.htm

NTO

1  . Are
2 . Oresund
3 . Fit for the Winter Games



IS
C

NTO
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NTO

global glocal

local
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Cpandorp

.
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 NTO
NTO

NTB

NTB

NTB

NTB

SARS

1  . Norwegian Tourist Board
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niche markets
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Rende - Vous en France
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NTO

1 . Attack and slipstream
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1 . Lake District
2 . Cumbria Tourist Board
3 . Supra - National
4 . Pan - regional
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1 . Malaysia- Truly Asia
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 :Live Aid Concerts . 1
                                             :Bob Geldof . 2

 :Paul David Hewson . 3
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NTO

NTO

NTO NTO

1 . Licensing
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NTO

NTO

NTO

NTO
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NTO

NTO

NTO

1  .Visit Norway
2 . Innovation Norway
3  .Hurtigruten
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NTO

EMI

http://mcsaatchi.com.au/work_detail.php?worki157

1 . Visit Bratain
2  . Namibia Tourism Board
3 . Tourism Ireland limited

 :Guinness . 4
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craic

http://www.tourism.australia.com/content/brand/trademark_form.pdf

1 . Visit Scotland
2 . Highland Spring
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Berlin partner GmbH

GmbH

Berlin Tourism Berlin tourismus

Berlin Tourisme

http://www.berlin-partners.de
http://www.visitberlin.de

1  . Berlin Bsineess Development Corporation
2  . Berlin Partners Capital City Marketing
3  . Brandenbury Gate
4  . Berlin Tourismus Marketing GmbH
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1  . New Zealand Way
2  . Scoutland the Brand
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NTO

NTO Web 2.0

NTO  Web 2.0

NTO

NTO
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Web 2.0

NTO

 Web 2.0

 Web 2.0

easyJetHotels.com

1  .Thomson Holidays
2  . Trip Advisor
3  . easy Jet Hotels
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www.tripadvisor.com
www.thomson.co.united kingdom/editorial/trip-advisor/trip-advisor.html
www.easyjethotels.com

Photobucket.com

NTO YouTube.com Flickr.com

�

NTO

. NTO
  NTO

 NTO

NTO

 NTO

NTO
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Rss

 NTO  NTO

NTO

NTO

Web 2.0

 Web 2.0

NTO

 Web 2.0

1 . Rich Site Summary
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NTO NTO

Wales1000thing.com
NTO

Visitsweden.com  CommunityOfSweden.com
 Web 2.0 CommunityOfSweden.com

Visit Sweden

www.visitsweden.com

VisitSweden

CommunityOfSweden.com

Visit Sweden

CommunityOfSweden.com

1 . Visit Wales



IS
C

Community of Sweden

VisitSweden

thumbs up

Visit Sweden

www.community of Sweden.com

Web 2.0

NTO

1 . Internet world
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 ETC/UNWTO 

NTO

NTO
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NTO

1 . brand fashion curve
2 . The Future Brand Country Brand Index: www.futurebrand.com
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1 . www.futurebrand.com
2 . Morgan and Pritchard
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masstourism

Espana-el sol de Mir
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green spain

 Espana-el sol de Mir
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1. Olins W. (2008), The Brand Hand book, Thames and Hudson, London
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NTO

1 . customer contact points
2 . moments of truth
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URL

http://www.tourism.australia.com/Marketing.asp?lang=En&sup=0413&al=2119
http://billeder.visitdenmark.com/Default.aspx?lid=3
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Wide-angle
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www.tourism.australia.com/Marketing.asp?lang=EN&sub=0413&al=2119

http://www.brandsouthafrica.com/index.php?option=com_content&task=view&id 
=348&ltemid=69

http://www.seeglasgow.com/glasgow-the-brand

NTO

 Nike

1 . Banff lake louis
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el sol de Miró

el sol de Miró

NTO

NTO

shell

el sol de Miró
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:Less is more .1
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NTO

NTO

NTO

Espana

NTO

NTO

NTO
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me too
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1 . Ireland - The Ancient Birthplace of Great Times
2 . The Mediterranean As It Once Was
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NTO

1 . Peru -Land of Incas
2 . The worlds Best kept Secret
3 . Land of Contrasts
4 . The worlds Adventure Playground
5 . Cultural Crossroads of Region
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1 . Innsbruck -capital of the Alps
2 . Asia’s Best Kept Secret
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NTO

1 . Customer journey
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NTO

NTO

NTO

NTO

NTO

NTO

NTO
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1 . brand esteem
2 . online panel surveys
3 . omnibus style surveys
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TNS
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NTO

NTO

NTO

NTO

1 . Baz Luhrman
2 . Glasgow: Scotland with style
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1 . stylish Scottishness
2 . Scottish style
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 NTO

NTO

 NTO

1 . International Benchmarking Surveys
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1 . Anholt-Gfk Roper Nation Brand Index
2 . Anholt-GfK Roper City Brand Index
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AEV

.

.

1 . PR Agency: public Relations Agency
2 . Media monitoring service
3 . Advertising equivalent value
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 Visit Wales
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1 . Ryder Cup
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1 . Golf as it should Be
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cash cow 1
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BiH

USAID

CNN

BiH

http://UK.youtube.com/watch?v=rinQSOVUvrU

http://UK.youtube.com/watch?v=PFXc-zBXpgM

1 . United States Agency for International Development
2 . Enjoy Life
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1 . Craic
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1 . gap year
2 . Milford Track

 :Middle Earth . 3
:Air New Zealand . 4

5 . Wellington Airport
6 . Galom
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 :Icing on the cake . 1
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Espana- de sol de Miró

 Espana-de sol de miró
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 el sol de Miró
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1 . Alive with Possibility
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Vive Colombia.Viaje por ella

Rutas Seguras

CONPES



IS
C

Colombia es Pasión

Rutas segura

Colombia, elriesgo es que te quieras quedar
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GDP

Doing Business

http://www.colombia.travel/en/
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http://www.australia.com/campaigns/walkabout/int/index.htm

1 . Paul Hogan
 :Put another shrimp on the Barbie . 2

3 . Come and say G’day
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come and say G'Day

1 . Conde Nast Traveller
2 . Conde Nast Traveller-Readers,Travel Awards
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Lord Provost

Mr.Men Mr.Happy

Smiles Miles

Glosgow's miles better Smiley

1 . sir Michael kelly
2 . I love Newyork
3 . Glasgows Miles Better
4 . Garden Festival
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Mr.Happy/Glasgow’s miles better

1 . Music Of Black Origin
2 . Glasgow: Scotland with Style
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1 . Charles Rennie Mackintosh
2 . Sharlene Spiteyi
3 .Franz Ferdinand
4 .Glasvegas
5 .High Street
6 .Vogue
7 .Lonely planet
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lonely-planet-guide

vorsprung durch Tecknik Audi
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Fan Miles

1 . Oktober fest
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1 . Dixons
2 . Matsui
3 . ryokan
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1 . The Land that Sings
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1 . Namibia is an experience, not a place.
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Savoir-Vivre
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SWOT
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Web 2.0 -
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DMO

DMO

DMO

NTO

DMO
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GFK exit poll)

DMO

60

31
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DMO

DMO

Incredible India

O.Z
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.Slipstrem brand

Brand

Brand advocate

NTO

Brand champion

.Brand ambassador
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Brand ambassador

.Brand champion Brand advocate

Brand architecture

Brand assets template

NTO

Brand attributes

Brand audit
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Brand awareness

.Brand promise

NTO Brand-building model

.Brand wheel Brand pyramid

Brand champion

NTO

.Brand ambassador Brand advocate

Brand complience

Brand equity

Brand essence

Brand experience

Brand extension
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Brand identity

Brand integrity

Brand personality

Brand position/positioning

Brand promise

Brand pyramid
NTO

Brand values

Brand wheel
NTO
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Brand strategy

Branding

Competitive identity

.Brand

Competitive advantage

.Competitive edge

Competitive edge

.Competituve advantage

Competitor analysis

Country

Country brand

.Nation
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Customer touchpoints

.Moments of truth

Creative execution

Destination

Destination product audit

Destinstion brand

DNA

.Brand

Emotional benefits

take-out

Geographic brands

Logo
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Market

Marketing

Marketing communications

PR

.Promotion

.Customer touchpoint Momenys of truth

Nation

Pan-regional brand

.Supra-national brand

Promotion
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.Marketing

Nation Place

Place Place branding

Rational attributes
.Brand attributes

Segment

.Market

Sense of place

Slipstream brand
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.Attack brand

Slogan

.Pay-off line Strapline

.Slogan Stapline

Supra-national brand

.Pan-regional brand

SWOT SWOT analysis

Thematic brand

Umbrella brand
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