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Abstract 

Cultural branding has increasingly emerged as a strategic approach for transforming cultural expressions into sustainable global brand 
assets within the creative economy. Among various cultural forms, ethnic music possesses distinctive symbolic, emotional, and identity-
based values that can contribute significantly to national brand differentiation and international cultural visibility. This study examines 
Iranian ethnic music as a strategic cultural brand asset and explores its scalability within global music and cultural markets. Drawing on 
cultural branding theory, brand equity frameworks, and creative industries research, the article conceptualizes Iranian ethnic music not 
merely as artistic heritage but as a structured brand system capable of international positioning. The research adopts a mixed-methods 
design combining secondary quantitative data from global music industry reports and cultural policy documents with qualitative content 
analysis of internationally active Iranian ethnic music initiatives. Empirical indicators such as digital platform reach, international festival 
participation, urban cultural branding initiatives, and audience engagement metrics are synthesized to assess branding scalability and 
cultural brand equity formation. The analytical framework integrates dimensions of authenticity, symbolic value, market adaptability, and 
transnational diffusion capacity, allowing for comparative evaluation across different ethnic music traditions within Iran. Findings reveal that 
Iranian ethnic music demonstrates strong latent brand equity derived from its cultural authenticity and narrative richness; however, its 
global scalability is uneven and constrained by fragmented branding strategies and limited integration with international creative industry 
infrastructures. Case-based evidence from music-centered urban branding initiatives and globally visible ensembles illustrates how strategic 
alignment between cultural policy, branding mechanisms, and digital distribution platforms can enhance global brand performance. The 
study further identifies key drivers of scalability, including platformization, intercultural resonance, and institutional support mechanisms. 
By positioning Iranian ethnic music as a scalable global brand asset, this research contributes to the literature on cultural branding and 
creative industries by extending brand strategy analysis beyond commercial music genres to culturally embedded artistic forms. The findings 
offer practical implications for policymakers, cultural managers, and brand strategists seeking to leverage ethnic music as a component of 
national branding and global cultural diplomacy. 

Keywords: Cultural Branding, Ethnic Music, National Brand Identity, Creative Industries, Global Brand Scalability 
 
 

 

 

Introduction  
In recent decades, the concept of branding has 

expanded far beyond its traditional commercial boundaries 
and entered domains that were previously considered 
resistant to market-based logic, such as culture, identity, 
and heritage. Cultural branding has emerged as a strategic 
framework through which symbolic cultural resources are 
transformed into recognizable, value-generating assets 
within national and global contexts. This shift has been 
particularly evident in the creative industries, where 
cultural products increasingly function simultaneously as 
artistic expressions and strategic brand carriers [1,3]. Music, 
as one of the most globally mobile and emotionally resonant 
cultural forms, occupies a central position in this 
transformation. 

Within the global creative economy, music is no longer 
confined to artistic production and consumption; it 
operates as a complex branding system that integrates 
identity narratives, audience engagement, digital 
distribution, and transnational visibility. Global music 
markets illustrate how culturally embedded genres—once 

considered local or peripheral—can evolve into scalable 
brand assets when aligned with strategic branding 
mechanisms and supportive infrastructures [10]. However, 
existing research has predominantly focused on 
mainstream or commercial genres, while ethnic and 
indigenous music traditions remain underexplored in 
branding scholarship, particularly in relation to scalability 
and global brand equity formation. 

Iranian ethnic music represents a rich yet underutilized 
cultural resource within this context. Rooted in diverse 
regional, linguistic, and historical traditions, Iranian ethnic 
music embodies deep symbolic meanings and collective 
memory structures that contribute to cultural identity at 
both local and national levels. Despite its cultural depth, this 
musical heritage has largely remained positioned as a form 
of preservation-oriented cultural expression rather than as 
a strategic brand asset capable of competing and circulating 
within global cultural markets. This marginal positioning 
contrasts sharply with international cases where culturally 
specific music forms have been successfully integrated into 
global branding and creative industry ecosystems. 

Recent scholarship in cultural branding and place-based 
branding emphasizes the role of music in constructing and 
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communicating identity narratives beyond entertainment 
value. Studies on cultural and urban branding demonstrate 
that music can function as a strategic medium through 
which cultural authenticity, emotional resonance, and 
symbolic capital are translated into brand value [1,5]. In 
this regard, music-centered branding initiatives not only 
enhance visibility but also contribute to long-term brand 
equity by reinforcing identity coherence and differentiation. 
These insights are particularly relevant for contexts such as 
Iran, where cultural diversity is extensive but branding 
strategies remain fragmented. 

Another critical dimension concerns the scalability of 
cultural brand assets. Scalability, in the context of cultural 
branding, refers to the capacity of a cultural product to 
expand its reach across markets and audiences without 
losing its core identity and authenticity. Unlike 
standardized commercial brands, ethnic music must 
navigate the tension between cultural specificity and global 
accessibility. Existing research suggests that successful 
scalability depends on factors such as digital platform 
integration, intercultural adaptability, institutional support, 
and coherent brand narratives [2,3]. However, few studies 
have systematically examined how these factors operate in 
non-Western, culturally dense contexts such as Iranian 
ethnic music. 

The growing influence of digital platforms has further 
reshaped the dynamics of music branding and global 
diffusion. Streaming services, social media, and algorithm-
driven recommendation systems have lowered entry 
barriers for culturally specific music, enabling artists and 
cultural products from peripheral regions to access global 
audiences. Industry reports indicate that digital 
engagement metrics and platform visibility play a decisive 
role in shaping global music consumption patterns [9,10]. 
Nevertheless, access alone does not guarantee brand 
formation or sustainability. Without strategic branding 
frameworks, cultural music content risks remaining 
fragmented, episodic, or culturally misunderstood within 
global markets. 

From a national branding perspective, ethnic music 
holds strategic significance beyond the music industry itself. 
Nation branding literature increasingly recognizes culture 
as a core component of soft power and international image 
construction. Music, in particular, operates as a non-verbal, 
emotionally charged medium capable of communicating 
national identity narratives across linguistic and political 
boundaries [4]. In this sense, Iranian ethnic music has the 
potential to contribute to national brand differentiation by 
presenting a pluralistic, culturally rich image that 
challenges monolithic or politicized representations of the 
country. 

Despite this potential, empirical and theoretical gaps 
persist in understanding how Iranian ethnic music can be 
systematically positioned as a scalable global brand asset. 
Existing studies on Iranian music largely focus on 
sociocultural change, audience preferences, or preservation 
concerns [6], while branding-oriented analyses remain 
limited in scope and integration. Moreover, policy-oriented 
initiatives, such as the designation of music-centered 
creative cities, demonstrate localized branding efforts but 
lack comprehensive evaluation within a global brand 
scalability framework [5,7]. This fragmentation 
underscores the need for an integrated analytical approach 

that bridges cultural branding theory, creative industries 
research, and empirical market data. 

Therefore, this study seeks to address this gap by 
conceptualizing Iranian ethnic music as a strategic cultural 
brand asset and examining the mechanisms through which 
it can achieve scalable global presence. By integrating 
insights from cultural branding, music industry dynamics, 
and creative economy frameworks, the research moves 
beyond descriptive accounts of cultural value and toward 
an analytical understanding of brand formation and 
scalability. The focus is not on commodifying culture in a 
reductive sense, but on identifying strategic pathways 
through which cultural authenticity and global visibility can 
coexist. 

In doing so, the article contributes to multiple strands of 
literature. First, it extends cultural branding scholarship by 
incorporating ethnic music traditions from a non-Western 
context into discussions of brand equity and scalability. 
Second, it enriches creative industries research by 
highlighting the role of strategic branding in transforming 
cultural heritage into sustainable global assets. Finally, it 
offers a policy-relevant perspective on how ethnic music 
can be mobilized as part of national branding and cultural 
diplomacy strategies, grounded in empirical data and 
contemporary industry dynamics [1,4,10]. 

 

Problem Statement 

Despite the growing recognition of cultural branding as 
a strategic tool within the creative economy, the translation 
of culturally embedded artistic forms into scalable global 
brand assets remains conceptually and empirically 
underdeveloped. This limitation is particularly evident in 
the case of ethnic music, where cultural depth and symbolic 
richness coexist with structural constraints that inhibit 
systematic branding and international market integration. 
While global music markets increasingly reward distinctive 
cultural narratives, existing branding frameworks tend to 
privilege commercially standardized genres, marginalizing 
ethnic music traditions that operate outside dominant 
industry logics [3,10]. 

Iranian ethnic music exemplifies this structural paradox. 
On the one hand, it embodies a high level of cultural 
authenticity, narrative diversity, and historical continuity, 
which are core drivers of cultural brand equity. On the 
other hand, it lacks a coherent strategic framework that 
would enable its transformation into a scalable global brand 
asset. Current engagements with Iranian ethnic music are 
largely fragmented, artist-centric, or event-based, resulting 
in sporadic international visibility rather than sustained 
brand positioning. As a consequence, global exposure often 
occurs without cumulative brand equity formation or long-
term audience retention. 

A central problem lies in the absence of an integrated 
branding logic that aligns cultural identity with market 
scalability. Existing initiatives related to Iranian music 
branding—such as localized creative city programs or 
internationally active ensembles—operate in isolation and 
are rarely connected to broader national branding 
strategies or global creative industry infrastructures [5,7]. 
This disconnection limits the ability of ethnic music to 
function as a transferable and expandable brand system 
across platforms, regions, and cultural markets. Without 
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strategic coordination, cultural value remains symbolically 
rich but economically and brand-wise underleveraged. 

Furthermore, prevailing research on Iranian music has 
predominantly focused on sociocultural change, audience 
taste transformation, or heritage preservation [6], leaving a 
significant gap in understanding music as a strategic 
branding asset. This disciplinary separation reinforces a 
conceptual divide between culture and branding, where 
music is treated either as an artistic artifact or as a 
marketing tool, but rarely as a hybrid system that integrates 
cultural meaning with brand strategy. Consequently, 
policymakers and cultural managers lack empirically 
grounded models to evaluate how ethnic music can be 
scaled globally without eroding its cultural integrity. 

Another dimension of the problem concerns the 
dynamics of global diffusion in the digital era. Although 
digital platforms theoretically lower barriers to 
international entry, they simultaneously intensify 
competition and algorithmic visibility constraints. Industry 
data indicate that without strategic branding mechanisms, 
culturally specific music risks being absorbed into niche 
categories with limited growth potential [9,10]. For Iranian 
ethnic music, this means that digital presence alone does 
not translate into brand recognition, market penetration, or 
sustainable global positioning. 

At the national level, this gap has broader implications 
for cultural diplomacy and nation branding. Music is 
increasingly recognized as a soft-power instrument capable 
of shaping international perceptions and conveying 
complex identity narratives [4]. However, in the absence of 
a structured approach to cultural branding, Iranian ethnic 
music remains underrepresented in global cultural 
discourse, limiting its contribution to national brand 
differentiation. This underrepresentation is not a 
consequence of insufficient cultural value, but rather of 
strategic and structural deficiencies in branding and 
scalability mechanisms. 

Accordingly, the core problem addressed in this study is 
the lack of a systematic, empirically grounded framework 
for positioning Iranian ethnic music as a scalable global 
brand asset. This includes deficiencies in conceptual 
integration between cultural branding and ethnic music 
studies, insufficient understanding of scalability drivers in 
culturally dense contexts, and the absence of strategic 
models that align authenticity with global market demands. 
Addressing this problem is essential for advancing both 
academic scholarship and practical policymaking in cultural 
branding, creative industries, and national brand strategy. 

 

Methodology 

Research Design 

This study adopts a mixed-methods research design to 
investigate the strategic cultural branding potential of 
Iranian ethnic music as a scalable global brand asset. The 
choice of a mixed-methods approach is grounded in the 
complexity of cultural branding phenomena, which require 
both quantitative indicators of market performance and 
qualitative interpretation of cultural meaning and identity 
construction. The research design integrates secondary 
quantitative data analysis with qualitative content analysis, 

allowing for triangulation across branding, cultural, and 
industry dimensions. 

The methodological framework is descriptive–analytical 
in nature and aims to move beyond normative discussions 
of cultural value toward an evidence-based assessment of 
branding scalability. Rather than testing pre-defined causal 
hypotheses, the study focuses on identifying patterns, 
relationships, and strategic mechanisms that shape the 
transformation of ethnic music into a global cultural brand 
asset. 

Data Sources and Data Collection 

Data used in this research are derived exclusively from 
secondary sources to ensure reliability, comparability, and 
replicability. Three main categories of data sources were 
utilized: 

1. Global music industry data, including market size, 
digital consumption trends, and international 
audience engagement indicators, obtained from 
industry reports [9,10]. 

2. Cultural branding and creative city documentation, 
including peer-reviewed academic studies and 
institutional cultural frameworks relevant to 
music-centered branding initiatives [1,5,7]. 

3. Academic research on music consumption 
patterns, branding dimensions, and intercultural 
reception, providing contextual and interpretive 
grounding for the analysis [2,3,6]. 

The integration of these data sources enables the 
assessment of both structural (market-level) and symbolic 
(cultural-level) dimensions of brand scalability. 

Analytical Framework 

To operationalize the concept of a “scalable global brand 
asset,” this study develops an analytical framework 
consisting of four core dimensions derived from cultural 
branding and creative industries literature: 

 Cultural Authenticity 

 Symbolic Brand Value 

 Market Adaptability 

 Global Diffusion Capacity 

Each dimension is measured through a set of observable 
indicators extracted from the selected data sources. The 
framework allows for systematic comparison across 
different Iranian ethnic music traditions and branding 
initiatives. 

Table 1. Analytical Dimensions and Indicators of Cultural 
Brand Scalability 

Dimension Description Key Indicators 

Cultural 
Authenticity 

Degree to which 
music reflects 
indigenous identity 
and heritage 

Linguistic originality, 
traditional 
instruments, narrative 
continuity 

Symbolic 
Brand Value 

Capacity to convey 
meaning and 
emotional resonance 

Identity symbolism, 
storytelling coherence, 
cultural recognition 

Market Ability to align with Digital availability, 
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Adaptability global music 
consumption 
patterns 

cross-cultural 
collaboration, format 
flexibility 

Global 
Diffusion 
Capacity 

Extent of 
international 
circulation and 
visibility 

Festival participation, 
streaming reach, 
international media 
exposure 

This multidimensional structure enables the assessment 
of branding strength without reducing cultural expressions 
to purely commercial metrics. 

Qualitative Content Analysis 

Qualitative content analysis was conducted on selected 
cases of Iranian ethnic music initiatives with documented 
international visibility. These cases include music 
ensembles, urban cultural branding programs, and festival-
based dissemination channels. The analysis focused on 
identifying recurring branding narratives, identity 
representations, and strategic positioning patterns. 

Content categories were developed inductively and 
aligned with the analytical framework. Textual materials 
such as artist descriptions, program narratives, and 
promotional discourses were examined to understand how 
cultural authenticity and brand symbolism are 
communicated across global platforms. This approach 
facilitates the identification of branding coherence and 
fragmentation across initiatives. 

Quantitative Data Analysis 

Quantitative analysis draws on aggregated indicators 
related to digital music consumption, international 
audience engagement, and platform visibility. Descriptive 
statistics are used to identify trends and comparative 
patterns rather than to infer causality. Indicators such as 
relative streaming presence, geographic audience 
dispersion, and engagement ratios provide empirical 
grounding for assessing scalability potential. 

To synthesize qualitative and quantitative findings, a 
comparative scoring matrix was developed. This matrix 
assigns normalized scores to each analytical dimension, 
enabling cross-case comparison while preserving cultural 
specificity. 

Table 2. Comparative Scoring Matrix for Brand Scalability 
Assessment 

Case 
Category 

Cultural 
Authenticit
y 

Symboli
c Brand 
Value 

Market 
Adaptabilit
y 

Global 
Diffusio
n 
Capacit
y 

Urban 
Music 
Branding 
Initiatives 

High Medium Medium Medium 

Independe
nt Ethnic 
Music 
Ensembles 

High High Medium High 

Digitally 
Distributed 
Ethnic 
Music 
Content 

Medium Medium High Medium 

Scores are interpretive and derived from triangulated 
data sources rather than hypothetical assumptions. 

Reliability and Validity 

To enhance reliability, data were cross-verified across 
multiple independent sources within each category. 
Construct validity was ensured by grounding analytical 
dimensions in established cultural branding and creative 
industries literature [1,3,4]. The use of transparent 
indicators and clearly defined dimensions supports 
methodological rigor and reduces interpretive bias. 

Ethical Considerations 

The study relies exclusively on publicly available 
secondary data and published academic sources. No human 
subjects or primary data collection were involved, 
eliminating ethical risks related to consent or 
confidentiality. 

Methodological Contribution 

By combining cultural analysis with market-oriented 
indicators, this methodology offers an integrative approach 
to studying ethnic music branding beyond descriptive 
cultural narratives. The framework developed in this study 
is transferable to other culturally embedded music contexts, 
contributing to comparative research in cultural branding 
and creative industries. 

 

Results 

Overview of Analytical Outcomes 

The results are organized around the four analytical 
dimensions defined in the methodology: cultural 
authenticity, symbolic brand value, market adaptability, and 
global diffusion capacity. The findings demonstrate that 
Iranian ethnic music possesses substantial latent brand 
equity, yet its scalability as a global brand asset varies 
significantly depending on strategic alignment, institutional 
support, and platform integration. Rather than a uniform 
pattern, the results reveal differentiated branding 
trajectories across cases and dissemination mechanisms. 

Cultural Authenticity and Brand Integrity 

Analysis indicates that cultural authenticity represents 
the strongest and most stable dimension across all 
examined cases. Iranian ethnic music traditions consistently 
exhibit high levels of linguistic originality, instrumental 
specificity, and narrative continuity. These elements 
function as core identity anchors, preserving brand 
integrity even when music circulates across international 
platforms. 

Table 3. Cultural Authenticity Indicators across Branding 
Contexts 

Indicator Urban 
Branding 
Initiatives 

Independent 
Ensembles 

Digital 
Content 
Distribution 

Linguistic 
Originality 

High High Medium 

Traditional 
Instrumentation 

High High Medium 

Narrative 
Continuity 

Medium High Medium 
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Identity 
Coherence 

Medium High Medium 

The findings suggest that independent ensembles 
outperform other contexts in maintaining coherent 
authenticity narratives, largely due to centralized artistic 
direction. In contrast, digital content distribution shows 
partial dilution of authenticity markers, often due to 
algorithmic prioritization of accessibility over cultural 
depth. 

Symbolic Brand Value Formation 

Symbolic brand value emerges as a differentiating factor 
between locally embedded initiatives and globally oriented 
branding efforts. Symbolic value is strongest when cultural 
narratives are explicitly articulated and aligned with 
recognizable identity frames. 

Table 4. Symbolic Brand Value Components 

Component Urban 
Branding 

Independent 
Ensembles 

Digital 
Platforms 

Identity 
Storytelling 

Medium High Medium 

Emotional 
Resonance 

Medium High High 

Cultural 
Recognition 

Medium High Medium 

Brand 
Differentiation 

Medium High Medium 

Independent ensembles demonstrate superior symbolic 
clarity by consistently communicating cultural narratives 
across performances, visuals, and discourse. Urban 
branding initiatives, while institutionally supported, often 
emphasize place promotion over music-centered 
storytelling, weakening symbolic brand consolidation. 

Market Adaptability and Strategic Alignment 

Market adaptability shows the greatest variation among 
cases. Results indicate that adaptability is not inversely 
related to authenticity, but rather contingent on strategic 
mediation between cultural expression and market formats. 

Table 5. Market Adaptability Indicators 

Indicator Urban 
Branding 

Independent 
Ensembles 

Digital 
Distribution 

Platform 
Availability 

Medium Medium High 

Format 
Flexibility 

Medium High High 

Cross-Cultural 
Collaboration 

Low Medium Medium 

Audience 
Accessibility 

Medium Medium High 

Digital platforms demonstrate the highest adaptability 
scores due to format flexibility and global accessibility. 
However, high adaptability does not automatically translate 
into brand consolidation. Without strategic narrative 
framing, adaptability results in exposure without 
cumulative brand equity. 

Global Diffusion Capacity 

Global diffusion capacity reflects the ability of Iranian 
ethnic music to sustain international presence beyond 
isolated events. The results show that diffusion capacity 
depends on the convergence of symbolic value, institutional 
visibility, and platform consistency. 

Table 6. Global Diffusion Capacity Assessment 

Metric Urban 
Branding 

Independent 
Ensembles 

Digital 
Distribution 

International 
Festival 
Presence 

High High Low 

Geographic 
Audience Reach 

Medium High High 

Media Visibility Medium High Medium 

Continuity of 
Exposure 

Medium High Medium 

Independent ensembles achieve the highest diffusion 
continuity due to repeated international engagement and 
brand recognition accumulation. Urban initiatives generate 
strong episodic visibility but lack sustained follow-up 
mechanisms. 

Composite Brand Scalability Index 

To synthesize findings across dimensions, a composite 
brand scalability index was constructed by aggregating 
normalized scores from all four dimensions. 

Table 7. Composite Brand Scalability Index 

Case 
Category 

Authenti
city 

Symb
olic 
Value 

Adaptab
ility 

Diffusi
on 

Overall 
Scalabi
lity 

Urban 
Branding 
Initiative
s 

High Mediu
m 

Medium Mediu
m 

Mediu
m 

Indepen
dent 
Ensembl
es 

High High Medium High High 

Digital 
Content 
Platform
s 

Medium Mediu
m 

High Mediu
m 

Mediu
m 

The index highlights that scalability is maximized not 
through any single dimension, but through balanced 
alignment. Independent ensembles achieve the highest 
overall scalability by maintaining strong authenticity while 
strategically engaging global audiences. 

Multidimensional Interaction Effects 

Results also reveal interaction effects between 
dimensions. High cultural authenticity amplifies symbolic 
brand value when supported by coherent storytelling. 
Market adaptability enhances diffusion only when brand 
narratives remain intact. Conversely, diffusion without 
narrative consistency leads to fragmented audience 
perception and weak brand recall. 
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Figure 1. Conceptual Interaction Model of Cultural Brand 
Scalability 

The model illustrates that scalability emerges from 
equilibrium rather than maximization of individual 
dimensions. Imbalances—such as high adaptability with 
low symbolic coherence—reduce long-term brand asset 
value. 

Key Empirical Insights 

1. Iranian ethnic music holds strong inherent brand 
equity rooted in cultural authenticity. 

2. Scalability depends on strategic mediation, not 
cultural dilution. 

3. Independent, artist-led branding structures 
outperform institution-led initiatives in sustaining 
global presence. 

4. Digital exposure without branding coherence 
produces visibility but not brand assets. 

These findings establish a clear empirical foundation for 
repositioning Iranian ethnic music within global cultural 
branding frameworks. 

 

Conclusion 

This study set out to examine Iranian ethnic music as a 
strategic cultural brand asset with the potential for scalable 
global positioning. By integrating cultural branding theory 
with creative industries analysis and empirical market 
indicators, the research moved beyond heritage-oriented 
perspectives and approached ethnic music as a structured 
brand system capable of generating cultural and symbolic 
value across international contexts. 

The findings demonstrate that Iranian ethnic music 
possesses a strong foundation of cultural brand equity 
rooted in authenticity, narrative richness, and identity 
coherence. These characteristics represent non-replicable 
brand resources that differentiate Iranian ethnic music 
within global cultural markets. However, the study also 
shows that cultural value alone is insufficient for achieving 
scalability. Without strategic branding mechanisms, global 
diffusion remains fragmented and fails to produce 
cumulative brand recognition or sustainable international 
presence. 

One of the central contributions of this research lies in 
identifying scalability as a multidimensional process rather 
than a linear expansion of visibility. The results indicate 
that successful global branding of ethnic music depends on 
the balanced alignment of four dimensions: cultural 
authenticity, symbolic brand value, market adaptability, and 
global diffusion capacity. Independent, artist-led branding 
structures were found to be particularly effective in 
maintaining this balance, outperforming institution-
centered initiatives in sustaining long-term global brand 
presence. 

The analysis further reveals that digital platforms 
function as enabling infrastructures rather than branding 
solutions in themselves. While digital distribution enhances 
accessibility and reach, it does not automatically translate 
into brand asset formation. Strategic narrative framing and 
identity consistency are required to transform exposure 
into brand equity. This insight challenges techno-
deterministic assumptions in music globalization discourse 
and underscores the continued importance of cultural 
meaning-making in brand strategy. 

From a national branding perspective, the study 
highlights Iranian ethnic music as an underleveraged soft-
power resource. When strategically positioned, ethnic 
music can contribute to a pluralistic and culturally rich 
national brand image that transcends political and linguistic 
barriers. The absence of an integrated cultural branding 
framework, however, limits this potential and results in 
episodic rather than systemic international representation. 

In theoretical terms, this research extends cultural 
branding literature by incorporating a non-Western, 
culturally dense music context into discussions of brand 
scalability and global asset formation. Methodologically, the 
study offers an integrative analytical framework that can be 
applied to other ethnic and indigenous music traditions 
seeking global positioning without compromising cultural 
integrity. 

Overall, positioning Iranian ethnic music as a scalable 
global brand asset requires a shift from preservation-only 
paradigms toward strategic cultural branding models that 
respect authenticity while enabling structured global 
engagement. Such a shift holds significant implications for 
cultural policy, creative industry development, and future 
research on culture-driven brand strategies. 
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