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Abstract. Considering today's competitive world and need of cities for introduction and survival in the competitive 

arena, it is inevitable to regard cities as a product. One of the ways to be introduced into the world's competitive 

market is through presenting the face of the city, which should be able to attract the audience. It seems that the first 

factor that is very important in this regard, especially from the viewpoint of tourists, is the dimension of city image 

and its related factors. City of Mashhad is among the urban tourist destinations in Iran for pilgrimage and religious 

tourism. This city has its own peculiarities which are caused by the position of this city as the first destination for 

domestic tourist trips and the spiritual capital city of the country. In this study, using analytical-applied method, the 

effective factors for the formation of the city image from the viewpoint of pilgrims/tourists is assessed and their 

current status is studied. The quantitative data of the current research that include the views of 385 tourists gathered 

using questionnaire are evaluated by normal test, one-sample and paired t-test, and radar charts in SPSS and Smart 

PLS software. The results demonstrate that, among 5 investigated factors (culture-history, architecture and urban 

planning, transportation and communications, range of services, and environment), the factor of architecture and 

urban planning is the most effective one for the formation of Mashhad city’s image. Also, a significant difference is 

observed between the current and favorable status of the above factors. 

Keywords: City Image, Effective Factors, Mashhad, Tourists 

 

1. INTRODUCTION 

Today, the world has turned into a big market. Rapid progress of globalization means that each 

country, city, and region should compete with others in terms of taking their share of costumers, 

tourists, investors, students, and international companies (Anhalt, 2011: 15). Additionally, cities 

may be the points of entry and exit for tourists to the country or region and turn into a basis for 

the tourists who travel to the surrounding areas of that city (Movahed et al., 2011: 18). 

People should be able to understand their cities, recognize its basic model, public functions, and 

institutions, and be aware of the available opportunities. In an original city, the origin of things 

and places can be evidently observed; i.e. urban environment must disclose its essential meanings 

(Behzadfar, 2011: 42). Therefore, the image of each city is unique from the viewpoint of each 

person and depends on past experiences and demonstrations of that particular place (Qolipour et 

al., 2011: 38). 

City's tourism image is the direct reference of quality attitude, satisfaction, intention of return, 

and eagerness for recommendation to revisit the destination. In other words, the image of a tourist 

destination has a direct impact on the traveling decisions of tourists as well as their perception 

from and satisfaction with the destination (Martı´nez et al., 2007).  

City Image is recognized as one of the tools that, along with the recognition of the competitive 

advantage of the city, can develop a favorable image on the minds of residents, tourists, and 

investors. This study tries to identify the most critical and important effective factors in the 
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formation of Mashhad city’s image in order to assess their impact intensity, discover the 

relationship between the factors, and analyze the difference between the current and favorable 

situations. 

2. PROBLEM STATEMENT 

Similar to tourist services which are intangible, images seem to be more important than facts. This 

statement probably consists of the highest number of predictable situations as the major problem 

in the marketing issue of today's cities (Sonnleitner, 2011). This means that the current situation 

of cities in tourism deserves the events and tendencies that are more complicated and faster than 

other topics. The final achievements of tourism and its services cannot be assessed in advance; 

but, visitors should develop their images and make their decisions accordingly. Although this 

image is the error-free representation and visualization of an objective which is in fact similar to 

the image itself, the very important issue is the existence of potential images on the minds of the 

audience (Mayo, 1975).  

Image plays an important role in the selection of a destination and also influences the selection of 

the main objective of each destination, trip-related selection for tourists, and its marketing 

activities. Although all the effective factors for image development cannot be controlled, tourism 

markets intend to profitably establish, strength, and if necessary change their objectives (Chi & 

Qu, 2008). 

Urban tourism is a complex combination of different activities that are the result of the joining of 

environmental features and the capability and capacity of the city in terms of attracting tourists 

and presenting services (Movahed et al., 2011: 18). Urban tourism is considered a lever for the 

diversification of the economy of cities (Kolb, 2011: 30). 

Tourism marketing is the employment of appropriate marketing concepts for adopting strategies 

to attract tourists to a destination (resort, city, region, or country). Also, this definition states that 

marketing exchange should supply the needs of the city and citizens. Every city is responsible for 

supplying its citizens' needs such as maintaining infrastructures and ensuring public security, and 

economic development. Therefore, city development to a tourist destination is justifiable if the 

incurring economic profits could improve the life quality of its citizens (Kolb, 2011: 24-23). It is 

obvious that such an image is heavily dependent on tourism marketing issues and unbelievably 

plays an important role in the success of tourist destination (Tasci & Gartner, 2007). 

Kotler et al. believe that city image can be positive and attractive, negative and weak, combinatory 

(when the image has positive and negative elements), or contradictory (when the city image is 

negative for a group and positive for another) (Qolipour et al., 2011: 38). Different factors 

construct these negative and positive images based on numerous studies. These factors that can 

be discussed in the field of tourism as well include culture-history (Hanna & Rowley, 2008: 65; 

Minghui, 2009: 317), architecture and urban planning (Zhang & Zahao, 2009: 250; Kavarazaki, 

2013: 44) transportation and communications (Martı´nez et al., 2007: 120; Järvisalo, 2012: 25-

26), range of services (König, 2011: 40; Parkerson & Saunders, 2005: 246), and environment 

(Zhao et al., 2009: 3; Gaggiotti et al., 2008: 120). 

In this study, Mashhad metropolis as the second metropolis after Tehran and the first religious 

metropolis in Iran was selected as the research area. Because of the existence of holy shrine of 

Imam Reza (PBUH), city of Mashhad welcomes a huge number of pilgrims and tourists from all 

over the country on most days of the year, especially in religious occasions. Despite having 

numerous advantages, city of Mashhad has some weaknesses in terms of providing services, urban 

planning, etc.; in the case of lack of attention to these issues, irreparable damage would be 

imposed on the Mashhad city’s image, which would have an impact on the minds of tourists. 
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Therefore, the essential problem of this research is to find the views of tourists and pilgrims in 

Mashhad religious metropolis in terms of achieving the most effective factors for the formation 

of its image. In this study, attempts are made to assess the effective factors in the formation of 

Mashhad city’s image in the current and most ideal situations via analyzing the views of tourists 

in two parts of current and favorable situations. 

2.1. Research questions 

 

1) What is the influence and priority of culture-history, architecture and urban planning, 

transportation and communications, range of services, and environment on/in the 

formation of Mashhad city's image from the viewpoint of tourists? 

2) Which variable of the mentioned factors is more important based on the assessment 

of structural equation modeling? 

3) Is there a significant gap between the current and favorable status of the factors 

constituting the Mashhad city’s image metropolis? 

 

2.2. Research hypotheses 

 

1) It seems that the most important factor for the formation of the image of Mashhad city 

from the viewpoint of tourists is architecture and urban planning. 

2) It seems that, in culture-history factor, the variable of protection from cultural and 

historical monuments, in architecture and urban planning factor, the variable of 

favorability in terms of architectural and urban planning attractions, in the 

transportation and communications, the variable of security in transportation services, 

in range of services, the variable of appropriate pilgrimage and tourism infrastructures, 

and in environment, the variable of green and open spaces are more important. 

3) There is a significant difference between the current and favorable situations in terms 

of the mentioned factors for the formation of Mashhad city's image from the viewpoint 

of tourists.  

 

3. RESEARCH HISTORY 

Sonnleitner (2011) conducted a research entitled " Destination Image and Its Effects on Marketing 

and Branding a Tourist Destination" and introduced the critical factors of success in four 

dimensions of strategic orientation, identity and image of destination, involvement of 

stakeholders, and monitoring and control. He believes these four dimensions are strongly 

dependent on each other and no united strategy can be proposed for all the cities, unless being 

derived from the culture and economy. Qu, et al. (2011) showed that the unique image is known 

as a new component of destination branding. They suggested that the general image of a 

destination can act as an intermediary between the set of brand elements (including cognitive, 

emotional, and unique image components) and future behaviors of tourists (such as objective and 

recommendation to visit). Martı´nez, et al. (2007) also modeled the image of Granada with a 

branding approach. They expressed that city's image is a multi-dimensional issue; it is not limited 

to one of the urban aspects, but also includes many dimensions that may identify some 

consequences to develop it.  

In domestic studies, the research by Divandari et al. (2012) could be noted, in which a model for 

the major branding of macro-projects such as recreational, residential, tourist, and sports with a 

local approach and based on database theory was presented. In this model, they described the 

causal, underlying, and intervening conditions for branding this type of projects. 
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Also, Saghaei et al. investigated the effects of branding development on the truism development 

of Mashhad metropolis as a tourism market within the framework of demand and supply and then 

analyzed the incurred expenditure and revenue in the tourism economics of this metropolis. 

Finally, according to the obtained information, the commercial services were considered a critical 

point for the creation and management of branding in Mashhad metropolis. By creating a new 

kind of tourism called purchasing tourism, Mashhad could be introduced as a religious metropolis 

with a prominent brand among the religious metropolises.  

4. RESEARCH METHODOLOGY 

 

4.1. Research method 

Methodology is a systematic, logical, and principled study that leads scientific search (Khaki, 

1999: 193). In each research, four main elements and topics should be considered: research type, 

research method, data collection method, and information analysis method (Arabi and Fayazi, 

2009: 2). Considering the analytical-applied nature of this research, quantitative methods were 

used for data collection and analysis. 

For this purpose, a questionnaire was designed which contained 27 questions in 5 secondary 

dimensions (including culture-history, architecture and urban planning, transportation and 

communications, range of services, and environment) and was distributed using simple clustering 

method among the statistical population consisting of tourists and pilgrims in city of Mashhad. 

The statistical sample size was estimated as 385 people using Cochran's formula. The responding 

scale for this questionnaire was based on Likert scale: 1 = Very unfavorable/very low, 2 = 

Unfavorable /low, 3 = Average, 4 = Favorable /high, 5 = Very favorable /very high. For content 

and face validity, the questionnaire was given to a number of experts, modified based on their 

opinions, and eventually confirmed. The reliability of the questionnaire was also evaluated 

through Cronbach's alpha coefficient with the value of 0.979.  In order to analyze the quantitative 

data, SPSS software was used for the normal test, one-sample and paired t-test, and radar charts. 

Also, Smart PLS was applied for structural equation modeling. 

4.2. Range of research 

Mashhad which is a metropolis in the northeast of Iran is the capital of Khorasan Razavi Province 

(Figure 1). In Afsharian era, this city was the capital city. According to 2011 General Population 

and Housing Census, this city with the population of 2766258 (Afzali et al., 2013: 28) and extent 

of 29580 ha (including range and borders) (Farnahad, 2009) ranked second after Tehran. Also, 

due to the holy shrine of Imam Reza (PBUH), it annually receives more than 32 million pilgrims 

from inside the country (Jam-e Jam Online News Agency 2008) and more than 1 million pilgrims 

from outside the country (Mehr News Agency, 2009). Statistics shows that, owing to the holy 

shrine of Imam Reza (PBUH), each Iranian travels to the holy city of Mashhad once every 3 years 

on average. 

 

 

 

 

Figure 1. Geographical location of Mashhad (Reference: National Geoscience Database of Iran). 
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5. THEORETICAL BASES 

 

5.1. Tourism 

Coltamn defines tourism as a short-term trip which starts from a point and eventually ends at the 

same point. During every trip, based on a specific schedule, several places are visited and a high 

amount of currency is gained by the host country (Saei et al., 2010: 77-76). According to the 

definition by World Tourism Organization, tourism is an activity which is related to the hosts' life 

quality, providing demands of visitors, as well as protection from the natural and human-made 

resources (Hunter & Green, 1995). 

The cities which are tourist destinations are multi-functional. They are recognized as the entrance 

gate to the country, residence centers, and origin of trips to the nearby villages and destinations. 

In addition, cities are not the locations in which some population has got together with economic 

activities, cultural life, and under the control of political forces; but, they play an important role 

as the centers of tourism activities. Figure 2 shows the analysis framework of urban tourism in 

metropolises. This framework demonstrates the factors, processes, and issues that affect urban 

tourism (Nourbakhsh and Akbarpour Saraskanroud, 2010: 22-23). 

 
Figure 2. Tourism framework in metropolises (Reference: Nourbakhsh and Akbarpour Saraskanroud, 2010: 23). 

 

5.2. City Image 

City Image could be known as the images which are formed on the mind of visitors and the 

mentality obtained through perceivable objectivity. In other words, the power and capability of 

developing mental images from cities on the mind is a capability which exists in the form of city 

and can be transferred via some properties. By creating qualities in the layer of urban landscape, 

these properties related to the form of cities can create a mental image from the form of city on 

the mind of citizens as well as sense of place (Habib, 2006: 9-8). 

In other words, city image is a combination of cognitive and effective factors. The cognitive 

factors include those urban properties, of which the person has become aware in a personal and 

special manner, or have identified them. The effective factors also show personal approaches and 

tendency of city to developing the past experiences related to that place, residents, and objectives 

of its attached structures (Martı´nez et al., 2007). 
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5.3. Tourism marketing 

The objective of tourism destination marketing is to increase awareness of tourism destination via 

creating a unique brand (Imani Khoshkhou and Ayoubi Yazdi, 2010: 118). It seems that tourism 

marketers have imagined the world to be two-dimensional in the past (time and place). In the 

ancient world, they used to divide time into small pieces and emphasize a static and single time 

existence. Tourism marketers typically rely only on the supply side; however, their observations 

are reflected in one dimension in such a state: Attracting tourists for business. Therefore, tourist 

marketers need a dynamic (vs. static) and holistic (vs. atomistic) method. It is believed that, in 

future, tourism marketers should consider wider spatial horizons and expand them from a local 

and regional scale to a global one (Mousaei and Mir Talebi Aghdam, 2010: 83) (Figure 3). 

 

Figure 3. Changes in marketing thoughts (Reference: Mousaei and Mir Talebi Aghdam, 2010: 83). 

 

6. SUMMARY OF THEORETICAL FOUNDATIONS AND PRESENTING A 

CONCEPTUAL MODEL 

In this work, based on the studies conducted on the effective factors for the formation of city 

image and also the properties of city of Mashhad, the effective factors and their variables were 

identified (Table 1). On this basis, the identified variables were divided into 5 factors including 

(1) culture-history (Zhao et al., 2009: 3 ; Kavaratzis, 2008: 137 ; König, 2011: 40; Martı´nez et 

al., 2008: 120 ; Parkerson & Saunders, 2005: 246), (2) architecture and urban planning (Gaggiotti 

et al., 2008: 120; Vanolo, 2008: 377; Pfefferkorn, 2005: 138; Jason & Power, 2006: 16), (3) 

transportation and communications (Vary, 2011: 558; Sonnleitner, 2011: 36; Helmy, 2008: 42), 

(4) range of services (Qu et al., 2011: 470; Boisen, 2007: 13; Prilenska, 2012: 13), and (5) 

environment (Martı´nez et al., 2008: 120; Vanolo, 2008: 377; Zhang & Zhao, 2009: 250). 
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Table 1. Theoretical framework of the research 

Factor (Code) Variable (Code) 
Factor 

(Code) 
Variable (Code) 

Culture-

History 

(CI/HC) 

- Improving, renovating, and reconstructing 

buildings in the city center and the area 

surrounding the holy shrine as well as 

enhancing the qualities of urban spaces 

and public arenas (CI/HC1)  

- Physically improving the spatial area  

associated with the holy shrine and using 

Iranian-Islamic architectural models and 

symbols (CI/HC2) 

- Existence of appropriate public arenas 

(streets, squares, parks, commercial 

complexes, etc.) for the interaction of 

tourists/pilgrims and strengthening 

national culture and ethnic unity (CI/HC3) 

- Protecting the historically and culturally 

valuable monuments and adjusting 

physical and activity development with 

respect to these monuments (CI/HC4) 

- Existence of high quality cinemas in city 

of Mashhad (CI/HC5) 

- Existence of high quality theaters in city of 

Mashhad (CI/HC6) 

Architectur

e and 

Urban 

Planning 

(CI/AU) 

- Developing and equipping network 

of sidewalks and bike paths in 

Mashhad metropolis (CI/AU1) 

- Promoting and improving old  

constructions and urban spaces 

with no use, especially the urban 

buildings surrounding and related 

to the holy shrine (CI/AU2) 

- Favorability in the existence of 

architectural and urban planning 

attractions (urban 

elements/symbols) (CI/AU3) 

- Existence and appropriate 

distribution of urban furniture on 

pavements and sidewalks (CI/AU4) 

Transportatio

n and 

Communicati

ons (CI/TC) 

- Sufficient security of public transportation 

services (CI/TC1) 

- Satisfactory quality of interconnecting 

paths within the city (CI/TC2) 

- Familiarity of drivers of public 

transportation with the city roads (CI/TC3) 

- Appropriate and consistent relationship 

and association between inter- and intra-

urban transportation networks to facilitate 

the access of the public in Mashhad 

metropolis and other population centers in 

this city (CI/TC4) 

- Sufficient parking spaces in city of 

Mashhad (CI/TC5) 

- Sufficient use of traffic signs in city of 

Mashhad (CI/TC6) 

- Favorability of observing legal and traffic 

disciplines in driving by citizens (CI/TC7) 

Range of 

Services 

(CI/S) 

- Existence of suitable 

infrastructures to provide superior 

services for pilgrimage and tourism 

at national and international levels 

(CI/S1) 

- Sufficient security of residential 

centers for tourists/ pilgrims 

(CI/S2) 

- Optimal access to residential 

centers (CI/S3) 

- Favorability of accommodation 

costs charged from tourists/ 

pilgrims (CI/S4) 

- Appropriate introduction of 

historical heritage,  tourist spots, 

and entertainment centers in 

Mashhad city (CI/S5) 

- Easy access to the brochures 

introducing the city (CI/S6) 

- Sufficient number of tourism 

information centers (CI/S7) 

Environment 

(CI/EN) 

- Existence of green space networks 

(CI/EN1) 

- Conducting programs to correct spatial 

and physical status of the city according to  

safety rules and reduce the factors 

damaging urban environment (CI/EN2) 

- Citizens' commitment to environmental 

issues (CI/EN3) 

 -  

 

According to the conceptual model (Figure 4), this study sought to discover the intensity and 

extent of relationship between each of the five factors including culture-history, architecture and 

urban planning, transportation and communications, range of services, and environment and the 

city image of Mashhad from the viewpoint of tourists and pilgrims.  
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Figure 4. Conceptual model of the research method 

 

 

7. RESEARCH FINDINGS 

 

7.1. Descriptive findings 

About the characteristics of the statistical sample in this study, it can be briefly said that the 385 

pilgrims/tourists were 65% male and 35% female in terms of gender, 6.0% were under 20 years 

old, 12% between 20 and 25 years old, 74% between 25 and 35 years old, 12% between 35 and 

45% years old, and 6% above 45 years old in terms of age, 25% had education level of below 

high school diploma, 31% had high school diploma, 6% had Associate's, 24% Bachelor's, and 

14% Master's and higher degrees). Also, 37% were self-employed, 44% were employees, and 

19% were in other occupational groups. 

Statistical description of the variables of this study is shown in Table 2 in two cases of the current 

situation and their effect for achieving favorable situation, as extracted from the questionnaires. 

Table 2. Statistical description of research factors in the current situation and their effect 

Current situation 

Factor 

Effect 

Standard 

Deviation 
Median Mean Number Number Mean Median 

Standard 

Deviation 

0.628 3.67 3.64 385 Culture-history 385 4.71 5 0.371 

0.964 3.25 3.48 385 
Architecture and 

urban planning 
385 4.57 75/4  0.518 

0.878 4 3.84 385 
Transportation and 

communications 
385 4.65 5 0.440 

1.006 3.42 3.35 385 Range of services 385 4.74 5 0.355 

0.982 4 3.65 385 Environment 385 4.73 5 0.424 
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7.2. Inferential findings 

 

7.2.1. Model fitting 

To investigate the overall model fitting in this study, GOF (goodness of fit) criterion was used 

which was associated with the overall part of structural equations models. In other words, using 

this criterion, the researcher can control the fitting of overall part after evaluating the fitting of 

measurement part and structural part of the overall model in the study. 

Table 3. Mean of communality values and R-square values of the variables in endogenous model. 

Factor Communality R-square 

Culture-history 0.716 0.926 

Architecture and 

urban planning 
0.646 0.953 

Transportation and 

communications 
0.724 0.886 

Range of services 0.708 0.933 

Environment 0.803 0.815 

Mean 0.719 0.903 

 

𝐺𝑂𝐹 = √ 𝑅2̅̅̅̅ ∗ 𝐶𝑜𝑚𝑚𝑢𝑛𝑎𝑙𝑖𝑡𝑦 ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅ = √ 0.90 ∗ 0.72 = 0.805 

According to the three values of 0.01, 0.25, and 0.36 introduced as weak, average, and strong 

values for GOF and the value of 0.805 in this research, the overall fitting of the model was found 

to be strong. 

 

7.2.2. Investigating significant and standardized coefficients of factor loading (effect 

of variables): 

After investigating the fitting of the measurement, structural, and overall models, the researcher 

is allowed to investigate the research hypotheses to achieve the findings. To investigate the 

hypotheses, two charts are needed. The first chart shows t-values and is used to confirm/reject the 

hypothesis. 

Figure 5 shows the significant coefficients of t-values associated with each hypothesis. On this 

basis, if the significant coefficient of the path between two dependent and independent variables 

are greater than 1.96, the effect of the independent variable on the dependent one at the level of 

confidence of 95% will be significant and the considered hypothesis will be rejected/confirmed. 

Also, Figure 5 demonstrates the coefficients of each independent variable to the dependent one, 

which is used to investigate the changes of dependent variable against the independent variable. 

Using standardized coefficients of the factor loading related to the paths of each hypothesis, it is 

possible to understand the changes of the dependent variable from the independent one. 
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Figure 5. Significant coefficients of t-values and standardized coefficients of factor loading (path coefficient) of the 

research variables. 

 

7.2.3. Testing the hypotheses  

Hypothesis 1. It seems that the most important factor for the formation of the image of Mashhad 

city from the viewpoint of tourists is architecture and urban planning. 

According to Table 4 which shows the investigation for the factors, from the viewpoint of 

tourists/pilgrims, the factor of architecture and urban planning with the path coefficient of 0.976 

was identified as the most important factor among the other factors of culture-history, 

transportation and communications, range of services, and environment. According to Figure 5, 

the significant coefficients of the factors were investigated and their values were found to be 

greater than 1.96. Therefore, all the five factors of this study affected the city image. 

Table 4. Investigating path coefficient of the research factors. 

Main dimension (Code) Factor (Code) Path coefficient 

City image (CI) 

Culture-history (CI/HC) 0.962 
Architecture and urban planning (CI/AU) 0.976 
Transportation and communications (CI/TC) 0.941 
Range of service (CI/S) 0.966 
Environment (CI/EN) 0.930 
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Hypothesis 2. It seems that variable of protecting from cultural and historical monuments in 

culture-history factor, favorability in the existence of architectural and urban planning attractions 

in the architecture and urban planning factor, variable of sufficient security of public 

transportation services in transportation and communications factor, existence of suitable 

infrastructures for pilgrimage and tourism in range of services, and existence of green and open 

spaces  in the environment factor are more important.  

To investigate this hypothesis, it is necessary to study the factors individually. On this basis, in 

the factor of culture-history, variable of high-quality cinemas in Mashhad, in architecture and 

urban planning, variable of favorability in the existence of architectural and urban planning 

attractions (urban elements/symbols), in transportation and communications, variable of 

favorability of legal and traffic discipline for citizens, in range of services, two variables of 

existence of suitable infrastructures to provide superior services for pilgrimage and tourism at 

national and international levels and favorable introduction of historical heritage, tourist spots, 

and entertainment centers in Mashhad city, and in environment, variable of the existence of green 

and open spaces had the most impact on the formation of city image based on the viewpoint of 

tourists/pilgrims. The influence of all the variables of these five factors based on the column of 

path coefficient is shown in Table 5. 

Table 5. Investigating path coefficients of the research variables. 

Factor 

(Code) 
Variable (Code) 

Path 

coefficient 

Factor 

(Code) 
Variable (Code) 

Path 

coefficient 

C
u

lt
u

re
-H

is
to

ry
 (

C
I/

H
C

) 

Improving, renovating, and 

reconstructing buildings in the 

city center and the area 

surrounding the holy shrine as 

well as enhancing the qualities of 

urban spaces and public arenas 

(CI/HC1) 

0.841 

T
ra

n
sp

o
rt

at
io

n
 a

n
d

 

C
o

m
m

u
n

ic
at

io
n

s 
(C

I/
T

C
) 

Appropriate and consistent 

relationship and association 

between inter- and intra-urban  

transportation networks to 

facilitate the access of the public 

in Mashhad metropolis and other 

population centers in this city 

(CI/TC4) 

0.906 

Physically improving the spatial 

area  associated with the holy 

shrine and using Iranian-Islamic 

architectural models and 

symbols (CI/HC2) 

0.733 

Favorability of observing legal 

and traffic disciplines in driving 

by citizens (CI/TC5) 

0.940 

Existence of appropriate public 

arenas (streets, squares, parks, 

commercial complexes, etc.) for 

the interaction of 

tourists/pilgrims and 

strengthening national culture 

and ethnic unity (CI/HC3) 

0.876 

R
an

g
e 

o
f 

S
er

v
ic

es
 (

C
I/

S
) 

Existence of suitable 

infrastructures to provide 

superior services for pilgrimage 

and tourism at national and 

international levels (CI/S1) 

0.873 

Protecting the historically and 

culturally valuable monuments 

and adjusting physical and 

activity development with 

respect to these monuments 

(CI/HC4) 

0.891 

Sufficient security of residential 

centers for tourists/ pilgrims 

(CI/S2) 

0.786 

Existence of high quality 

cinemas in city of Mashhad 

(CI/HC5) 

0.901 
Optimal access to residential 

centers (CI/S3) 
0.869 

Existence of high quality 

theaters in city of Mashhad 

(CI/HC6) 

0.823 

Favorability of accommodation 

costs charged from 

tourists/pilgrims (CI/S4) 

0.869 
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A
rc

h
it

ec
tu

re
 a

n
d
 U

rb
an

 P
la

n
n

in
g

 (
C

I/
A

U
) 

Developing and equipping 

network of sidewalks and bike 

paths in Mashhad metropolis 

(CI/AU1) 

0.831 

Appropriate introduction of 

historical heritage,  tourist spots, 

and entertainment centers in 

Mashhad city (CI/S5) 

0.873 

Promoting and improving old  

constructions and urban spaces 

with no use, especially the urban 

buildings surrounding and 

related to the holy shrine 

(CI/AU2) 

0.516 
Easy access to the brochures 

introducing the city (CI/S6) 
0.845 

Favorability in the existence of 

architectural and urban planning 

attractions (urban 

elements/symbols) (CI/AU3) 

0.906 
Sufficient number of tourism 

information centers (CI/S7) 
0.767 

Existence and appropriate 

distribution of urban furniture on 

pavements and sidewalks 

(CI/AU4) 

0.896 

E
n

v
ir

o
n

m
en

t 
(C

I/
E

N
) 

Existence of green space 

networks (CI/EN1) 
0.945 

T
ra

n
sp

o
rt

at
io

n
 a

n
d

 

C
o

m
m

u
n

ic
at

io
n

s 
(C

I/
T

C
) 

Sufficient security of public 

transportation services (CI/TC1) 
0.809 

Conducting programs to correct 

spatial and physical status of the 

city according to  safety rules 

and reduce the factors damaging 

urban environment (CI/EN2) 

0.914 

Satisfactory quality of 

interconnecting paths within the 

city (CI/TC2) 

0.838 
Citizens' commitment to 

environmental issues (CI/EN3) 
0.824 

Familiarity of drivers of public 

transportation with the city roads 

(CI/TC3) 

0.615    

 

Hypothesis 3. It seems there is a significant difference between the current and favorable 

situations in the mentioned factors effective for the formation of image of Mashhad city from the 

viewpoint of tourists.  

To test this hypothesis, paired t-test was used in order to compare the mean of the variable in the 

two dependent groups (comparing means before and after the test) (Table 6). The investigated 

hypotheses were as follows: 

{
𝐻0: 𝜇1 = 𝜇2

𝐻1: 𝜇1 ≠ 𝜇2
 

Table 6. Paired t-test of city image factors. 

Group Mean 
Standard 

deviation 
t-test 

Significance 

level 

95% confidence interval 

Lower 

bound 

Upper 

bound 

City 

image 

-

1.087 
0.535 

-

26.50 
0.001 -1.168 -1.006 

 

Therefore, at the confidence level of 95%, the obtained significant level for each of the variables 

was compared with the value of 0.05; since the significant level was lower than the considered 

error coefficient (0.05), H0 was rejected. As a result, considering that the confidence interval of 

city image variable was negative, the mean was higher in the favorable situation than the current 

one. Figure 6 shows this issue in a radar chart and for the five factors. On this basis, the best 



 

Assessing Effective Factors for the Formation of City Image in Mashhad from the 

Viewpoint of Tourists by Structural Equation Modeling 

 
 

145 

situation was related to the factor of transportation and communications and the weakest situation 

was the range of services. 

 

 

 

 

 

 

Figure 6. Radar chart of effective factors for the formation of city image in the current and favorable situations. 

 

8. DISCUSSION AND CONCLUSION 

Cities with favorable visual environment could promote the mental image of the society and 

strengthen their civil pride through extending the citizens' aesthetic experience and thus 

strengthen the competitive power of city in terms of attracting more capital and creative people 

by enhancing the city's reputation at national and international levels. City's visual aspect is 

important, since it can provide the possibility of "reading" the environment as a "text" (Golkar, 

2008: 96). 

According to what is obtained from the analysis of statistical findings, in spite of the high impact 

of all the investigated factors on Mashhad city image, their priority was as follows: architecture 

and urban planning range of services, culture-history, transportation and communications, and 

environment. Also, the results of hypothesis testing indicated the confirmation of Hypotheses 1 

and 3 and rejection of Hypothesis 2. 

It is recommended to consider the quality of the environmental around Mashhad and the 

appropriate power of this city in terms of creating green belt and developing green and open 

spaces in order to promote the level of the factor with minimum priority, i.e. environment. Also, 

for the factor of transportation and communications, some cases such as creation of special 

facilities for extensive recreation including sidewalks and bike paths within the city and resorts 

surrounding the city and serious attention for equipping the system of urban transportation to new 

technologies in order to improve its situation could be mentioned. 

Emphasis on the dimension of city image in this study and also more importance of architecture 

and urban planning factor is consistent with the findings by Martinez et al. (2007) for Granada. 

According to this study, the factors of architectural attractions and citizen perception had the 

maximum impact and pollution problems and environmental obligations had the minimum impact 

on the city image of Granada (Martı´nez et al., 2007). As observed, the first and last priorities of 

effective factors for the formation of Mashhad city image were consistent with those for Granada. 

Probably, it could be concluded that the factors of architecture and urban planning and the 

resulting attractions are the first factor in each city/country that could attract more tourists and 

also the issues related to the environment have no considerable effect on the thinking process of 

tourists about a place in comparison with other factors of this study. 
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