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Abstract: Despite numerous studies on a wide range of topics in the field of branding, international branding is
not sufficiently covered. If there is a comprehensive approach to branding, a brand can be used as a strategic
tool to improve company performance. While paying attention to this issue at the international level is doubly
important. However, research in this field, especially in the institutional context of Iran, is scattered and limited.
This research, which is done by using Sciencetomeric method, citation analysis method, and evaluation and
content analysis of documents, intends to review studies in this area; and provide a conceptual and integrated
model by organizing researches and using content analysis of documents. The statistical population of this
research includes all the documents presented in the Scopus database with 207 documents (including articles,
books, etc.) until 2020, and this population has been evaluated and visualized by BIBEXCLE and VOSVIEWER
software. Based on the content analysis of these documents, research on "International Branding” is divided into
five sections of the nature of branding, drivers, branding antecedent conditions, key elements in international
branding, and market-related factors in international branding. According to this research outcomes,
suggestions for future researches are provided.
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