“BRANDING SUFISM”

A Pakistani Perspective

SUNDAS ZAHARA 01-122132-043

Supervisor:

MR. KASHIR ASGHAR

Department Of Management Sciences

Bahria University Islamabad

2015




Table of Contents

1.0 INEFOTUCTION ...t b bbbt b et bbb e 1
1.2 OVEIVIEW OF ChaPLEIS c..eeeeeiee ettt ettt e s rbe e e bae e sbe e s abe e sabeesaneas 2
2.0 LITEIATUIE FEVIBW. ...ttt bbb 3
2.1 GAP N LITEIatUIE..ciiiiiiiiiiciec e ra e 16
2.2 Problem SEAtEMENT ..c..ei ittt st st sttt sh e ettt eare e 16
2.3 OBJECHIVES ottt sttt sttt st ettt st sttt e s et e e st a et e e st en et eae e n et eneenen 15
O\ [=1 4 aToTo (o] (o0 |V OSSPSR 16
3.1 PUIPOSE OF the STUAY ..couiiiiieiieee ettt et sttt e s sate e sabae e sateesanaees 16
3.2 QUAlTATIVE POSIEIONING ..ueeeiiiiieeeeiiiiee e ecitiee et e e errte e e e eerte e e eebreeeessabeeeeeesbaeeeeaasseeeesssseeeeessssesennnes 16
IR [0 Te [ o1 4o o IO OO PP PP PPR PP 17
3.4 Epistemological POSITIONING ...vveiiiiiiieiectiee ettt eet e es e e e e st e e e e e bae e e estbaeeeseabeeeeeeasreeeennns 18
3.5 0Nt0l0GICAl POSITIONING ...eiiueiiiiieiiit ettt e et e s e e s bae e st e e sbaeesateesaaaees 18
3.6 Method of data COIECLION ....ccuiiiiiiiee et st 18
T Y1001 ] L = SRR 19
3.8 Method Of data aNalYSiS.......ceuiuiiiiiiiiee ettt et st e e 20
3.9 ELRICAl CONCEINS ...ttt ettt et sbe e bt sht e she e eab e et e e abeesbeesbeesbeesneesatesaneens 20
4.0 Research findings and @nalysSiS.........cccooiiiiiiiiii s 21
AL INTFOAUCTION .ttt ettt ettt ettt s bt e e bt e e s a bt e e bt e e abee e beeesabeesabeeeaaeeesabaeeanteesseeeanneas 21
4.2 FINAINGS Of the r@SEAICH....cii it e e s srbe e s e eaarae e e e nraeee s 21
4.3 Consumers were able to relate the concept of country/ destination/ place branding.............. 22
4.3.1 Consumers were able to relate the concept of country as brand ..........ccccoviiiiiiiiiiiinninnnne 22
ANAIYSIS AN AISCUSSION ..eeiiiiiiiiecciiee e eeteee ettt e et e e erre e e e e sbe e e e esabbeeessatbaeeeeasseeseessaaeessnsseeeesnnsees 24
Awareness amongst respondents regarding the concept of nation branding ...........ccccevveineen. 24
ANAIYSIS AN DISCUSSION...ciiiiiiieiecitieeeecite e e et e e eetre e e e srttreeessetaeeeeesssseeeesassaessssseeeeassaeeesnnsaeeseannsees 26
Awareness amongst respondents regarding the concept of destination branding...................... 27
ANAIYSIS AN ISCUSSION c..ueiiiiiiieiee ettt st st e s te e st e s st e e sabae e sabeesabaeesaeaesabaees 28
4.3.2 Consumers were able to relate the concept of spirituality with shrines.........cccccceeeevvveeennnen. 29
ANAIYSIS AN DISCUSSION....ciiiutiiiiieeeiie ettt stee et et e et e e sbe e e sateesabeessabeesabeessbteesabeessaseesabaeesseeesaseess 31

4.3.3 Consumers relate elements of disneyization to the branding of shrines as place
1= o o F USSP TS UUTR 31

ANAIYSIS ANA DISCUSSION...cciiiiieieeitiieeeeciteeeeicte e e eeitreeeeestbaeeessstaeeeeesssseeeesabaeeessssseeeeassaeeesassseesssnsees 33

4.3.4 Elements of service escape, service encounter and their relation to overall aesthetic
ACTIVIEIES 1N SNITINES. ittt e e e e e e et e e e e e s sesabbaaareeeeeseessssbbbereeeeesessnsnsnrrnes 33

ANAIYSIS AN DISCUSSION....ciiiutiiiiieeitie ettt et et et te st e este e e sateesbeeesateesabeessbbeesabeessaseesabaeesaeaesaseess 35

5.0 Conclusions, recommendations and refleCtioNS .........ooovvvveeeeiieeeeeeee e 35




LN R 1] 1 oY [V [t T o AP 35

5.2 Summary on the findings in the previous chapter......cc.occovviiiiiiriiiiic e 35
5.3 CONCIUSION 1.ttt et e b e b e b e st e st e st e eabeeabeeabe e bt e sbeesaeesabesateenseeane ees 37
5.3.1 Pakistan as a destination brand..........ccoceeiiiiiiiiiiin e 37
5.3.2 Role of shrines in connecting With SOUIS..........cccciiieiiiiieii e e 38

5.3.3 Relating Branding Pakistan in perspective of Sufism to Anholt’s hexagon and other

ENEOTIES. ettt b e st sttt ettt e e bt e bt e ehe e sat e st e et e e been s eaeeeaes 39

5.4 RECOMMENUATIONS «..eiiniiieiiee ettt ettt sttt e st e s st e s bt e s s it e e s bt e sbbeesabeessaseesabaeesaseesasaees 40
5.4.1 Maintenance Of SNINES .....ouiiiiiiee et st st s 40
5.4.2 Tourist companies promote the visit to shrines under the context of spiritual trips.......... 41
5.4.3 Focusing on the standardize theming environment of Shrines ........ccccecevveeeccieeeiiiceee e 42

5.5 Academic reCoOMMENATIONS ....coivuiieiiiieiieeee ettt et st e et e s e s e e e s e snreesareesneees 43
5.0 REFIECLIONS. ...ttt ettt e s e st e e s bt e s b bt e st e e s sbeeesabeesaee saeeenaeeeears 43
6.0 BIDIOGIapNY ... e 44
B O N o = N | ] 5 PSS 35
7.1 SIMON ANHOLT HEXAGON MODEL ..c..ctiiteiieiieiieniteete sttt st st ebe s e s s s s 45
28 A O LU T=Ty o [o] o PP PPRPP 46

A R =Y 1Yol ] A TP 47




Dedication

‘I want to dedicate my thesis to Almighty Allah who has been an
ultimate source and refuge. I also dedicate this work to my supervisor Mr.
KashirAsghar, without his coordination and supervision it could not be

possible to complete this journey of research”




Abstract

The idea of country, nation and destination branding have as of late risen in branding
literature. In any case they have turn out to be sensibly predominant, because of the
ideas of separating and creating of identities for countries and destinations to give
competition to each other. The exploration first offers a depiction of the terms
branding, country branding, nation or destination branding. The extensive effort has
been made to study Branding Pakistan in context of Sufism. Anholts hexagon has
been utilized as model to check the shrines to be branded as spiritual places alongside
enhancing the brand picture of Pakistan.
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