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This study explores the role of organizational
structure, historical and cultural capacities, and creative urban spaces in enhancing the
branding of creative cities. Focusing on Rasht, a historically and culturally rich city in
Iran, the research aims to understand the mediating role of creative urban spaces and
historical-cultural capacities in the relationship between organizational structure and
urban branding. Despite extensive research on urban branding and its determinants, a
theoretical gap exists in understanding how organizational structures influence creative
city branding through the interplay of historical-cultural capacities and creative urban
spaces as mediators. This study seeks to address this gap by providing a comprehensive
framework that integrates structural, spatial, and cultural dimensions in urban branding,
particularly in creative cities.

Using a mixed-methods approach, the study combines a literature review
with quantitative data collection. 500 online surveys were distributed among Rasht
residents using random sampling. Data were analyzed using descriptive and inferential
statistics, including structural equation modeling (SEM-PLS), to test hypotheses regarding
the direct and indirect relationships between organizational structure, creative urban
spaces, historical-cultural capacities, and city branding.

The study reveals that the organizational structure significantly influences
creative urban spaces (B = 0.654) and historical-cultural capacities (8 = 0.713). These
mediating factors play a pivotal role in enhancing creative city branding, with historical-
cultural capacities demonstrating a stronger impact (B = 0.352) than creative urban
spaces (B = 0.212). The model accounts for 54.5% of the variance in creative city
branding, emphasizing the critical interplay between organizational structure, cultural
capacities, and urban spaces in shaping and strengthening the city’s brand identity.

This research contributes to the literature on urban branding by
integrating organizational structure, cultural capacities, and creative urban spaces
as interconnected factors. The findings underscore the importance of cohesive
organizational policies, preservation of cultural heritage, and development of vibrant
urban spaces in achieving sustainable and effective city branding. Study limitations and
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Cities, as key hubs of development and innovation,
have undergone significant transformations in the
economic, social, and cultural spheres in the era of
globalization. One of the major consequences of
these changes is the increasing competition among
cities to attract investment, tourists, and intellectuals
(Lucarelli & Berg, 2011). In this context, the concept
of urban branding has gained growing importance as
a strategy to create a distinct and appealing image
of cities. Cities that can establish a unique identity
through branding are more likely to succeed in this
competitive environment (Molaei & Zirak Sima,
2021). In this context, Organizational Structure (OS)
and cultural capacities are among the most important
factors that can play a key role in shaping the creative
identity of a city and enhancing its attractiveness
(Hospers, 2003). OS, cultural heritage, and historical
capacities significantly boost creativity and promote
sustainable urban development. Therefore, the
concept of the “creative city” emphasizes the use
of local cultural assets and community involvement
to strengthen innovation and economic growth
(Hamidi et al., 2021). Cultural heritage plays a crucial
role in urban sustainability by addressing social
inequalities and enhancing community resilience,
thereby facilitating multifaceted approaches to
urban challenges (Naheed & Shooshtarian, 2022).
Moreover, integrating culture into urban policies can
guide local innovation and inclusive strategies for
urban regeneration (Tseva, 2020). The convergence
of culture with economic development can stimulate
sustainable practices and highlight creativity as a
vital social resource (Betlej & Kacerauskas, 2021).
Therefore, focusing on culture and history in urban
regeneration emphasizes their importance in creating
cohesive and sustainable urban environments
(Sepe, 2013). In this regard, creating creative
urban environments significantly enhances cultural
interactions and positively impacts economic growth
by strengthening employability in creative industries
and attracting investment. Local governments play
a key role in this process by utilizing their resources
and decision-making capabilities to support cultural
and creative industries, which are vital for urban
competitiveness and sustainable development (Li &
Yan, 2024). The integration of culture and heritage
into urban branding significantly enhances urban
identity, economic transformation, and sustainable
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development. Cultural branding strategies, such as
associating cities with iconic personalities or events,
strengthen the city’s unique image, attracting tourists
and investors, and thereby stimulating the local
economy (Ciuculescu & Luca, 2024). Furthermore,
leveraging indigenous settlements through creative
tourism not only preserves cultural heritage but
also strengthens the city’s identity and creates a
compelling narrative that engages diverse audiences
(Kasemsarn et al., 2024). The tangible and intangible
elements of a city, including urban design and social
activities, play a significant role in shaping its identity,
which is essential for effective branding. Moreover,
citiesthatadoptsustainable practicesin their branding
efforts, such as a commitment to environmental care,
are increasingly appealing to modern tourists, thus
enhancing their global attractiveness (Morrison &
Coca-Stefaniak, 2024). Rasht, as one of Iran’s historical
and cultural cities, has significant potential to elevate
itself to the status of a creative city, thanks to its
architectural heritage, cultural events, and unique
historical capacities. However, preliminary studies
indicate that the current OS of Rasht’s municipality
and related institutions lacks the necessary capacity
to optimally leverage these potentials (Hamidi et al.,
2023). An important issue in this context is the lack of
coordination and integration in urban policymaking
and planning, which has hindered the flourishing of
the city’s creative brand. Additionally, despite the
presence of rich cultural and historical infrastructure,
the weakness in urban branding as a strategic tool
for attracting investment and tourists has prevented
Rasht from fully securing a prominent position in the
competition among creative cities worldwide (Hamidi
et al., 2021). Therefore, this study, focusing on the
utilization of Rasht’s historical and cultural capacities
(HCC) and analyzing the role of OS in creating Creative
Urban Spaces (CUS), holds significant importance. In
this context, the main research question is: “How do
organizational structures, creative urban spaces, and
historical and cultural capacities influence the process
of creative city branding?” This question paves the
way for identifying the interrelations between these
factors and gaining a deeper understanding of their
role in strengthening the creative city brand.

Literature review
One of the most important elements for branding
creative cities is the existence of a strong and cohesive



organizational structure in this field (Moilanen,
2015). Therefore, the organizational structure in the
realm of creative city policymaking plays a crucial
role in shaping the effectiveness of urban branding
initiatives, particularly in leveraging cultural and
historical assets and fostering creative spaces. A well-
defined organizational framework facilitates better
coordination among stakeholders, which is essential
for the successful implementation of creative city
policies. This is because the enhancement of a
city’s creative brand is increasingly recognized as a
primary goal for urban planners (Rius-Ulldemolins,
2014). In addition, the role of leadership within
the organizational structure cannot be overlooked.
Effective leadershipisvital for creatingan environment
that encourages collaboration and innovation among
stakeholders (Rodrigues & Schmidt, 2021). This
underscores the importance of fostering strong
leadership that prioritizes the integration of creative
sectors within the broader urban development
strategy. As a result, the organizational structure
in creative city policymaking is fundamental to
the successful implementation of urban branding
initiatives (Hamidi et al., 2023). Moreover, city
branding should be integrated into a broader
cultural planning framework that emphasizes the
sustainability and governance of cultural assets. This
integration allows cities to cultivate a unique identity
that resonates with both residents and visitors. On
the other hand, the organizational structure must
facilitate collaboration among various stakeholders,
including government agencies, cultural institutions,
and the private sector, to create a cohesive branding
strategy that reflects the city’s unique identity (Evans,
2014). This integration is essential for fostering a
collective identity that is meaningful both to residents
and visitors. Furthermore, the development of
creative and event-driven urban spaces is significantly
influenced by the existing organizational structure.
Effective place management combines both tangible
and intangible factors to create environments
conducive to creativity (Mengi et al., 2017). It is also
worth noting that the concept of creative spaces is
recognized as a new tool for regional development
and a facilitator of urban identity. Creative spaces
are now seen as an opportunity to preserve
historical centres and architectural landmarks, and
consequently, as an opportunity for the cultural
development of the city based on the relationship

between historical and cultural heritage and modern
creative ideas (Comunian et al, 2010). Thus, the
approach of creating creative urban spaces requires a
collaborative effort between urban planners, cultural
stakeholders, and local communities to design
spaces that not only attract events but also enhance
the overall urban experience (Bertoni et al.,, 2021).
Such insights are vital for creating vibrant urban
spaces that foster creativity and innovation (Faludi,
2019). On the other hand, integrating historical
and cultural capacities into the development of
creative and event-rich urban spaces is essential
for effective city branding. This approach not only
enhances a city’s unique identity but also strengthens
economic growth and community engagement. The
organizational structure supporting these initiatives
plays a central role in ensuring that cultural heritage
is effectively utilized to create vibrant urban
environments. Historic urban neighbourhoods serve
as vital components of the city’s cultural identity
(Davoodi & Dagh, 2019). The preservation and
enhancement of such neighbourhoods can attract
tourism and foster a sense of community pride,
which is crucial for sustainable urban development.
As a result, the creation of event-rich urban spaces
is another vital aspect of utilizing historical and
cultural capacities (Lei & Zhou, 2022). Events that
honour local culture and history can transform public
spaces into vibrant activity hubs, strengthening social
interaction and economic vitality (Daldanise, 2020).
These initiatives attract tourists and engage local
communities, fostering a sense of ownership and
belonging. Additionally, the role of creative industries
in shaping urban identity cannot be overlooked.
Creative spaces play a fundamental role in preserving
historic centres while simultaneously strengthening
innovation and cultural expression (Skivko, 2022).
These spaces serve as platforms for local artists and
entrepreneurs, contributing to the city’s cultural
fabric and attracting visitors. The interaction between
historical preservation and contemporary creativity is
essential for developing a cohesive urban brand that
resonates with diverse audiences (Wu & Chang, 2020).
In this context, by strengthening the organizational
structure that prioritizes cultural heritage, cities can
enhance their unique identity, stimulate economic
growth, and promote community engagement (Um
et al., 2021). The economic implications of creative
city branding go beyond immediate financial benefits.
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Fig. 1: The theoretical framework

Higher levels of cultural activity are associated with
greater regional economic resilience, indicating that
investment in creative industries can lead to long-
term economic stability. The development of cultural
and creative industries not only revitalizes urban areas
but also enhances residents’ overall quality of life,
making cities more attractive to talent and tourists
(Miguel & Prieto, 2020). The study aims to examine
and analyse the role of the OS indicator in creative
urban branding, emphasizing the use of cultural
capacities and creating CUS. It seeks to propose
practical solutions to strengthen the Creative City
Branding (CCB) of Rasht (Fig. 1) and ultimately design
an effective model for the optimal utilization of these
capacities. Consequently, the findings of this research
can be valuable for urban managers and policymakers
in enhancing governance quality and urban planning.
The insights gained from examining the role of OS
and cultural capacities in CCB can serve as a basis
for revising managerial strategies and improving
urban development policies, aimed at strengthening
cultural and social interactions and elevating the
status of Rasht both nationally and internationally.
The following hypotheses were formulated based on
the discussion above:

H1: CUS has a significant and positive effect on
CCB.

H2: HCC has a significant and positive effect on
CCB.
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H3: OS has a significant and positive effect on CCB.

H4: OS has a significant and positive effect on CUS.

H5: OS has a significant and positive effect on HCC.

H6: CUS will mediate the relationship between OS
and CCB.

H7: HCC will mediate the relationship between OS
and CCB.

Research methodology

This investigation employs a practical research
framework, utilizing a quantitative descriptive
approach. The primary objective is to explore
how organizational structure influences creative
city branding, with mediating factors including
the leveraging of historical and cultural assets,
the establishment of innovative and event-driven
urban environments, and economic revitalization,
all evaluated from the perspective of residents. The
study focuses on the population of Rasht. Using
Cochran’s formula (Cochran, 1977), a sample size of
382 participants was calculated. To ensure greater
accuracy, 500 online surveys were disseminated
among the target group, with respondents selected
via a simple random sampling technique.

Data collection methods
Data were acquired through a combination
of archival research and empirical methods. The



Table 1: Characteristics of Respondents

Information Description Percentage (%)
Gender Female 60

Male 40
Age < 35 year 87

> 35 years 13

Fig. 2: Geographic location of the study area; (a) Iran, (b) Guilan province, (c) Rasht

archival component involved analyzing reputable
academic sources to establish the theoretical and
conceptual framework, identifying key dimensions
and indicators. The survey instrument was structured
as follows: “OS”: Assessed using 8 items (Eglins-
Eglitis & Lusena-Ezera, 2016; Chatterton, 2000; Hall
& Pfeiffer, 2013). “HCC”: Measured using 7 items
(Markusen, 2006; Bayliss, 2007; Sasaki, 2008). “CCB”:
Evaluated with 5 items (Dinnie, 2011; Sepe, 2010;
Metaxas, 2010). “CUS”: Measured using 8 items
(Goldberg-Miller, 2019; Shaw, 2014; Mayer, 2013).
A five-point Likert scale (1 = Strongly Disagree, 2
= Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly
Agree) was implemented to capture respondents’
perspectives accurately. This scale offers a balanced
midpoint, allowing participants to express their
views comfortably, which enhances response quality

(Dawes, 2008). Empirical data were collected by
distributing surveys to the target population. The
gathered data were processed quantitatively using
SPSS software, followed by structural modeling
and analysis in SmartPLS3. Demographic and social
attributes of the respondents. Detailed demographic
and social characteristics, including age, gender, and
education level, are summarized in Table 1.

This research focuses on the city of Rasht as its
geographical and contextual case study (Fig. 2). The
rationale behind choosing Rasht lies in its alignment
with the study’s thematic priorities, especially
considering its official designation as a UNESCO
Creative City of Gastronomy and the presence of
multifaceted cultural and historical assets. Located
along the southern coastline of the Caspian Sea, Rasht
stands as the largest and most populous urban center
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Table 2: Mean (M) and Standard Deviations (SD) among the research variables

Research variables M SD

(6N 2.57 0.688
HCC 2.86 0.783
CCB 2.81 0.896
CUS 2.96 0.752

among lIran’s northern provinces, celebrated for its
rich array of historical and cultural landmarks (Molavi
& Hamidi, 2021). Additionally, the city is recognized
for its event-driven urban brand, characterized by
innovative and creativity-focused urban spaces
(Hamidi et al., 2023). Complementing its cultural
prominence, the city ranks third nationally for its
appeal as a tourist destination (Hamidi et al., 2021).
Based on the national census conducted in 2016, the
city’s resident population was recorded at 956,971
individuals. As the administrative capital of Guilan
Province, Rasht accommodates a substantial number
of daily visitors, elevating its daytime population to
around 1.2 million. Furthermore, this figure may
rise to nearly two million during national holidays
(Salaripour et al., 2021).

The research findings were analyzed in two
sections: descriptive and inferential. In the descriptive
findings, the mean values and standard deviations for
the variables under study are presented (Table 2).
Considering Table 2, it is evident that the CUS index
has the highest mean (2.96), while the OS index has
the lowest mean (2.57). Moreover, the overall mean
of all dimensions is below the average level. On the
other hand, in the analysis of standard deviation,
the OS index shows the lowest standard deviation
(0.688), whereas the CCB index has the highest
standard deviation (0.896).

Measurement model

The integrity of the measurement model was
examined through five key metrics: factor loadings,
Cronbach’s alpha, composite reliability, Variance
Inflation Factor (VIF), and Rho coefficient, as outlined by
Hair et al., (2017) (refer to Table 3). All results in the table
indicate strong reliability. Additionally, Additionally,
convergent validity was also confirmed (Table 3).

The discriminant validity of the measurement
model was examined employing the Fornell-Larcker
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criterion as proposed by Fornell & Larcker (1981). This
approach compares the square root of the Average
Variance Extracted (AVE) for each construct against its
correlations with other latent constructs. According
to Hair Jr et al., (2017), the square root of the AVE for
a given construct must exceed its highest correlation
with any other construct to establish discriminant
validity. The results indicated that the square root of
the AVE for each variable surpassed its correlations
with other latent variables, thereby confirming the
discriminant validity of the model (see Table 4).

Assessment of the Model Validity

The adequacy of the structural model was
assessed through the coefficient of determination
(R?) and predictive relevance (Q?) metrics, as
described by Hair et al., (2017) (see Table 5). The
R? value, reflects the model’s explanatory power
(Henseler et al., 2015). In this research, R? values for
all variables exceeded 0.45, indicating a robust fit of
the structural model. The predictive relevance was
evaluated using the Stone-Geisser criterion (Q?), with
all dimensions yielding positive Q2 values above 0.20,
demonstrating strong predictive capability (Henseler
et al, 2014). Thus, the model exhibits significant
predictive power. Furthermore, the Standardized
Root Mean Square Residual (SRMR) was employed
to assess the fit of both measurement and structural
models, following Sohaib (2021), An SRMR value
below 0.08 is considered acceptable; here, the SRMR
was 0.054, indicating a satisfactory fit. Additionally,
the Root Mean Square (RMS) Theta was examined,
where a value below 0.12 signifies a well-fitting
model, and higher values indicate a poor fit (Henseler
et al., 2016). The results of these metrics collectively
confirm that the proposed model aligns well with the
empirical data and demonstrates structural reliability.

Testing the hypotheses
The research hypotheses were evaluated using the
Structural Equation Modeling-Partial Least Squares



Table 3: Measurement model

Factor

Measure VIF AVE CR A Rho
load
oS 0.529 0.899 0.872 0.874
Institutionalization to Promote Indigenous Food Culture 0.711 1.843
Advisory Committees to Promote the Creative City 0.759 2.123
Idea Collection and Policy Transformation Process 0.711 1.707
Defining Operational Goals for Achieving the Creative City 0.774 1.934
Implementation of Various Projects 0.697 1.618
Coordination Between Municipality and Cultural Heritage Organization 0.759 1.985
Coordination Among Urban Organizations 0.777 2.135
Administrative Structure Efficiency in Utilizing the Creative City Brand 0.618 1.378
HCC 0.584 0.908 0.881 0.884
Utilization of Cultural Assets 0.784 2.077
Utilization of Historical Identity 0.796 2.361
Leveraging the Potential of Historical Monuments 0.759 2.059
Documentation of Intangible Assets 0.685 1.706
Attention to Subcultures and Cultural Differences 0.785 2.091
Transmission of Cultural & Historical Assets to the Younger Generation 0.756 2.015
Educational and Cultural Infrastructure for Promoting Creativity 0.780 2.105
ccB 0.677 0.913 0.880 0.881
Success in promoting the brand of this city at the national level 0.784 1.951
Success in promoting the brand of this city at the international level 0.817 2.168
Outdoor advertising for brand recognition 0.832 2.261
Utilizing digital platforms for brand promotion 0.844 2.456
Creating an appropriate image of the city as a creative city 0.836 2.278
CUs 0.540 0.903 0.878 0.881
Appropriate platform for event organization 0.638 1.473
Satisfaction with event organization 0.745 1.788
Success in enhancing social interactions 0.737 1.808
Improvement in urban space quality after acquiring the brand 0.801 2.141
Increased vitality and vibrancy after branding 0.775 2.091
Strengthening street art and artistic events after branding 0.738 1.854
Presence of suitable furniture and elements 0.721 1.814
Utilization of local and cultural symbols 0.713 1.687
Table 4: Discriminant validity (Fornell-Larcker)
CCB CUS HCC 0OS
ccB 0.823
CUs 0.639 0.735
HCC 0.692 0.730 0.764
0OS 0.649 0.654 0.713 0.727

(SEM-PLS) approach. The path analysis outcomes
confirmed the validity of all proposed hypotheses.
Notably, the strongest effect was observed for the
relationship between HCC and OS (H5), with a path
coefficient of 0.713. This was followed by the effect
of CUS on the OS index (H4), with a path coefficient
of 0.654. In addition, the mediating hypotheses
were examined using the T-test method. The results
indicated that both CUS and HCC act as statistically
significant mediators in the relationship between OS

and Customer Citizenship Behavior (CCB). Overall, the
findings affirm that all structural relationships—both
direct and mediated—are positive and statistically
significant. A summary of the path coefficients,
t-values, p-values, and significance levels is presented
in Table 6.

The results of the path analysis indicate significant
and positive relationships between the various
variables in the theoretical model of the research.
Based on the findings of this analysis, the first
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Table 5: Structural model.

Construct R? Q2 (=1-SSE/SSO) SRMR RMS Theta

ccB 0.545 0.345

CuUs 0.426 0.212 0.053 0.116
HCC 0.507 0.276

Table 6: Results of direct and mediating hypotheses testing

Hypothesis Constructs Path Coefficient T statistics P values Result

H1 CUS ->CCB 0.212 3.643 0.001 confirmed
H2 HCC -> CCB 0.352 6.138 0.001 confirmed
H3 0S ->CCB 0.259 5.222 0.001 confirmed
H4 0S -> CUS 0.654 23.916 0.001 confirmed
H5 0S -> HCC 0.713 30.32 0.001 confirmed
H6 OS -> CUS -> CCB 0.139 3.581 0.001 confirmed
H7 0OS ->HCC -> CCB 0.251 5.948 0.001 confirmed

hypothesis was confirmed, which shows that the CUS
index has a positive and significant impact on CCB (B
=0.212,t=3.643, p = 0.001). The second hypothesis
was also confirmed, indicating that the HCC index has
a positive and significant impact on CCB (B = 0.352,
t = 6.138, p = 0.001). The third hypothesis was also
supported, showingthe positiveimpact ofthe OSindex
on CCB (B =0.259, t = 5.222, p = 0.001). Additionally,
the findings from the path analysis revealed that the
fourth hypothesis was confirmed, indicating that the
OS index has a positive and significant impact on CUS
(B =0.654,t=23.916, p = 0.001). The fifth hypothesis
was also confirmed, showing that the OS index has
a positive impact on HCC (B = 0.713, t = 30.32, p =
0.001). In addition to the direct paths, the mediating
effects were assessed using the T-test, and both
indirect hypotheses were statistically supported.
The sixth hypothesis (H6) demonstrated a significant
mediating effect of CUS in the relationship between
OS and CCB (B =0.139, t=3.581, p = 0.001), while the
seventh hypothesis (H7) revealed a mediating effect
of HCC in the same relationship (B = 0.251, t = 5.948,
p = 0.001). Overall, the empirical findings validate the
structural relationships within the proposed model,
confirming that both direct and mediated pathways
significantly contribute to the prediction of Customer
Citizenship Behavior. These relationships are also
visually illustrated in Fig. 3.

H1: CUS has a significant and positive impact on CCB.
The findings indicate that the creation of creative
urban spaces provides a suitable platform for
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promoting and strengthening the creative city brand.
Creative urban spaces, through the organization of
various cultural, social, and economic activities, can
link the visualimage of a place toits brand identity. The
presence of valuable historical and cultural elements
in these spaces allows the brands to compete
globally. This result is consistent with previous studies
that emphasized the importance of urban spaces in
creating city identity and enhancing brand recognition
(Rezvanpour & Bayat, 2017). Creative urban
spaces can play a significant role in fostering social
interactions, enhancing environmental aesthetics,
and providing a platform for cultural events. These
features not only improve the living experience of
citizens but also present a more positive image of
the city as a creative hub. Specifically, studies have
shown that the presence of appropriate furniture,
local and cultural signage, and high-quality public
spaces can have a significant impact on attracting
public attention and strengthening the city’s brand
(Brown et al., 2003).

H2: HCC has a significant and positive impact on CCB

The findings indicate that utilizing the historical
and cultural capacities of a city can play a significant
role in strengthening its creative city brand. This
is because cultural and historical neighborhoods
and buildings can create new creative areas and
transform city brands (Evans, 2014). This result aligns
with previous studies that emphasize the importance
of focusing on cultural heritage and identity in
promoting city branding (Stedman, 2003; Evans,
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Fig. 3: Measurement model

2014). Historical and cultural capacities, including
historical monuments, cultural infrastructure, and the
transmission of cultural values to new generations,
can contribute to enhancing the credibility and
attractiveness of the city brand. Specifically, these
capacities not only strengthen the sense of belonging
and social identity but also help the city to be
recognized as a unique place with a rich cultural
heritage. The results of these studies show that these
factors can reinforce the sense of respect and value
towards the city in the minds of the audience and
tourists (Lewicka, 2011).

H3: OS has a significant and positive impact on CCB
The findings highlight the key role of organizational
structures in facilitating urban branding processes.
Efficient organizational structures can contribute to
strengthening the city’s brand image by improving
coordination between urban institutions, managing
resources effectively, and developing aligned policies.
Previous research has emphasized that cities with
transparent and flexible organizational structures are
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better positioned to enhance their city brand. For
example, creating coordination between public and
private sectors, implementing cultural projects, and
utilizing institutional infrastructure play a significant
role in improving urban branding indicators
(Ciuculescu & Luca, 2024). On the other hand, studies
have shown that there is a meaningful relationship
between organizational structure and creativity.
When an organization is flexible and moves toward an
organic structure, it fosters creativity. In organizations
that have moved away from traditional structures and
adoptedmodernorganizationalframeworks, creativity
has flourished (Shoghi et al.,, 2013). As a result, this
not only helps attract both foreign and domestic
investments but also increases citizen participation
in urban development processes. Moreover, the
results suggest that strong organizational structures
can help create cohesive strategic visions for the city
brand. In this context, the analysis identifies three
key components of the organizational structure
index that have the greatest impact on creative city
branding: coordination between the municipality



and the cultural heritage organization, coordination
among urban organizations, and the definition of
operational goals to achieve a creative city. These
components play a crucial role in fostering managerial
cohesion, optimizing the use of historical and cultural
assets, and implementing integrated urban branding
policies. Thus, practically speaking, establishing
coordinating institutions between public and private
sectors, formulating integrated strategies for cultural
asset utilization, and defining targeted operational
programs for urban development can significantly
enhance the city’s creative identity and elevate its
competitiveness at both national and international
levels.

H4: OS has a significant and positive impact on CUS.

The findings emphasize the importance of
organizational structures in the development and
enhancement of creative urban spaces. Strong and
flexible organizational structures can foster the
creation of adaptable and creative social spaces by
facilitating management and coordination among
various urban institutions. These spaces not only
provide venues for social and cultural interactions
but also improve the quality of life for citizens
(Sanei et al., 2018). Specifically, studies have shown
that the flexible design of public urban spaces and
coordination in organizational planning can influence
the expansion of social connections and strengthen
a sense of community cohesion. These spaces, by
creating multifunctional and adaptable environments,
provide conditions in which citizens can engage in
a variety of social activities and develop a greater
sense of attachment to their surroundings (Gehl,
2011). Moreover, the results of the current study
indicate that innovative approaches to managing
organizational structures can have a direct impact on
the quality of urban spaces and the level of citizen
participation.

H5: OS has a significant and positive impact on HCC.

The findings suggest that organizational structure
and, consequently, policymaking in creative cities
can significantly enhance the city’s capacities and
attractiveness by strengthening cultural assets
and historical identity. An effective organizational
structure in local policymaking, focused on
preserving and enhancing cultural heritage as a
driving force in creative cities, is essential. This is
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because historical cities with cultural and artistic
potentials if supported by a cohesive organizational
structure and the selection of appropriate strategies,
can leverage these sustainable resources to improve
their branding. In this regard, previous studies have
also shown that efficient organizational structures
and coordination among urban institutions can
contribute to the development of creative spaces and
the strengthening of cultural capacities. For instance,
recent research on the importance of organizational
structures in the development of public spaces
indicates that coordination among urban institutions
and their support for cultural projects plays a key
role in improving the quality of urban spaces and
increasing social participation (Musterd & Gritsai,
2013; Iranmanesh et al, 2021; Kakiuchi, 2016;
Kourtit & Nijkamp, 2019). These findings suggest
that organizing urban institutions in a way that
can effectively support cultural capacities can help
strengthen the city’s brand and increase its cultural
appeal. This can be achieved through effective
coordination and proper management of resources
and policies within urban institutions, thereby
contributing to the realization of urban development
goals.

H6: CUS will mediate the relationship between OS and
CCB.

H7: HCC will mediate the relationship between OS
and CCB.

The findings indicate that appropriate
organizational structures can influence the
strengthening of city branding through various
pathways. The first pathway, from OS to CUS and
then to CCB, suggests that urban organizations
can directly and indirectly impact branding. The
second pathway, from OS to HCC, and then to CCB,
shows that investment in cultural and historical
infrastructure can also contribute to strengthening
the city’s brand. Ultimately, examining these two
pathways reveals that organizational structure, as
a key factor, can support city branding by fostering
creative urban spaces and historical and cultural
capacities. Although both pathways have a positive
impact, the pathway from organizational structure
to historical and cultural capacities typically has
a stronger effect on city branding. This is because
enhancing historical and cultural capacities plays a
fundamental role in creating a stronger and more



distinctive urban identity. To achieve this outcome,
urban planners should adopt strategies that focus
on developing cohesive organizational structures
and supporting urban capacities, thereby effectively
contributing to the enhancement of city branding.

Suggestions

It is recommended that urban management
focus on the development of creative public spaces.
These spaces can strengthen the urban identity
of Rasht by emphasizing its cultural and historical
symbols and improve the citizens’ quality of life.
Urban management can implement policies that
emphasize strengthening street art, organizing
creative events, and using cultural symbols. These
strategies can help create more creative urban
spaces while enhancing the quality of life in Rasht.
To achieve this, it is essential that urban planning
be based on coordination among various urban
institutions to ensure the effective implementation
of these projects. Additionally, urban management in
Rasht should focus on strengthening its cultural and
historical infrastructure. This includes investing in
the preservation and development of historical sites,
restoring cultural buildings, and integrating cultural
and historical elements in the design of public
spaces. By incorporating culture into urban planning
and creating cultural spaces such as museums and
galleries, social interactions can be enhanced, and the
living experience of citizens can be improved. Active
citizen participation in urban management processes
and the development of these spaces also lead to the
strengthening of the urban brand. The use of modern
technologies such as virtual reality and augmented
reality to create engaging experiences and digital
landmarks can also contribute to strengthening
the urban brand. To support this approach, Rasht’s
urban management should review and strengthen
its organizational structures. This includes improving
coordination among urban institutions, defining
clear strategic goals, and implementing supportive
policies for creative projects. Efficient organizational
structures can help improve the quality of public
spaces and increase social interactions. Previous
studies have shown that coordination among urban
institutions and structural support can enhance the
quality of urban spaces and strengthen the urban
brand. Therefore, Rasht’s urban management should
focus on strengthening these aspects to contribute
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to sustainable urban development and improve the
quality of life for citizens. Finally, it is recommended
that Rasht’s urban management review and
strengthen its organizational structures to better
support cultural and historical capacities. This involves
improving coordination among urban institutions,
developing supportive policies, and allocating
resources to cultural projects. By implementing these
changes, a stronger urban identity and more effective
branding can be achieved. Future studies can focus
on examining the more precise impacts of these
relationships on other aspects of urban branding to
provide more practical solutions for improving urban
management and sustainable development in Rasht.

Limitations of the study

The limitations of this study include sampling from
a single city, Rasht, which may limit the generalizability
of the findings to other cities and regions. The focus
of this study is on a quantitative analysis of OS and
urban branding, which may not fully address the
complexities and cultural and social differences that
influence this relationship. Additionally, the study
did not thoroughly examine intervening variables
and specific cultural factors. These variables, such
as cultural values, social norms, and historical
influences, may affect how organizational structures
influence urban branding.

Suggestions for future research

For future research, it is recommended to conduct
further studies comparing different cities and
regions to better understand the cultural, social, and
economic differences that influence urban branding.
Research focusing on the impact of various creative
public spaces and cultural heritage can contribute to
a more precise analysis of how these spaces affect
social interactions and urban branding. Utilizing
qualitative methods, such as in-depth interviews and
case studies, can provide a better understanding of
how creative spaces and cultural heritage interact
with urban structures and their impact on urban
branding. Additionally, studies on the structural
impacts on creative urban environments in different
cities, along with comparisons of OS, can help
identify key factors affecting urban branding and
suggest more effective strategies for improving urban
management and strengthening city branding in the
future. These approaches can lead to sustainable



urban development and the enhancement of urban
identity across different regions.

Thisresearchinvestigatestherole of organizational
structure, creative urban spaces, and historical
capacities in creative urban branding, offering
significant theoretical, practical, and managerial
implications. From a theoretical perspective, the
findings demonstrate that organizational structure
has a meaningful impact on creative urban spaces
and historical and cultural capacities, which, in turn,
act as mediating variables in strengthening creative
urban branding. These results not only contribute
to the development of the theoretical literature on
urban branding but also emphasize the importance
of integrating organizational indicators, urban
creativity, and cultural heritage into theoretical
models of branding. Furthermore, this study presents
a new approach to examining the mutual impacts
of structural and cultural factors on urban branding,
which could serve as a basis for future research.
From a practical perspective, the results indicate
that creative urban spaces and historical and cultural
capacities directly contribute to strengthening
creative urban branding. The findings of this
research provide valuable tools for urban managers
and policymakers to develop creative and effective
strategies for urban branding. In particular, preserving
and enhancing HCC alongside the development of
creative urban spaces can create a distinctive identity
for cities and improve their competitive position both
nationally and internationally. From a managerial
perspective, the study emphasizes the importance
of creating an efficient OS that aligns with urban
development goals, especially in the realm of creative
urban branding. Urban planning should adopt a
creative approach based on preserving cultural
heritage, which will strengthen interactions among
relevant institutions and improve the performance
of OS. Additionally, leveraging innovative policies
can foster the enhancement of CUS and cultural
and historical capacities, ultimately contributing to
the strengthening of urban branding. Overall, this
research highlights the significance of integrating
0S, CUS, and cultural and historical capacities in
the process of creative urban branding. The results
of this study can serve as a roadmap for urban
managers and policymakers, helping them achieve
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sustainable urban development and a lasting urban
brand. One of the key opportunities for cities lacking
tangible heritage is the development of man-made
and intangible attractions within the framework of
creative city strategies. These elements, which are
not constrained by time or tradition, can significantly
contribute to urban branding by fostering unique
cultural experiences. In this context, creative urban
spaces—such as local festivals, cultural markets, and
artistic events—enhance the city’s identity and social
engagement, aligning closely with branding goals.
However, such initiatives must balance investment-
driven objectives with citizens’ quality of life and
cultural diversity. The success of these strategies
depends on effective organizational structures
capable of promoting inclusive, participatory
policymaking and coordinating between institutions.
When properly managed, temporary and adaptive
spaces can reinforce cultural identity, stimulate
local economies, and generate memorable
urban experiences, as demonstrated in Rasht’s
gastronomic branding initiatives. In conclusion,
Rasht’s urban branding potential lies in its integration
of cultural heritage, food identity, and creative
entrepreneurship, supported by distinctive natural
and spatial characteristics. These elements, when
aligned with cohesive organizational structures and
strategic urban planning, contribute to a dynamic and
context-sensitive branding model. While the findings
offer valuable insights, their application should be
approached with caution due to the unique social
and cultural fabric of the city.
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