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Abstract:

Nation branding is a practice that has been adopted by a number of
countries where the techniques and concepts of branding products or
services are applied to nations for the purpose of promoting them to
their key stakeholders and identifying them among their competitors.
Online media has been the carrier of nation brands across cultures. This
study aims at understanding the effect of online media on the tourism
dimension of Egypt nation branding. The researcher uses the survey to
identify the general perception of non Egyptians on Egypt's brand
image and its perception of it as a touristic destination. Through the
study of the literature review, it has been obvious that a number of
international studies have covered the concept of nation branding, its
practice, management, and benefits. On the other hand, there has been
a lack of similar Egyptian and Arabian studies. To stand upon the
theoretical framework of the practice of nation branding, the research
employed the Customer-Based Brand Equity (CBBE) Model. The study
results identified key elements and how they relate to the perception of
non Egyptians of Egypt and the characteristics they look for when
visiting a country for tourism. It provides a closer look on tourism being
one of the most important dimensions of nation branding. It examines
the public opinion of key stakeholders on the dimension in question.
The researcher analyzed the data collected and measured the findings
in relation to the research hypotheses, literature review, theoretical
framework, and the employed research techniques. This enabled the
researcher to draw the final analysis building on themes tackling mainly
the practice of nation branding in relation to the tourism dimension and
online media. Following this, the researcher drew some conclusions and
made some recommendations for the business and research fields
related to nation branding and tourism.
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INTRODUCTION

A brand can be defined as a cluster of tangible and intangible
characteristics intended to create identity and awareness, and to
construct the reputation of a product, service, organization, place, or
person, differentia ting them from their competitors. Branding is a key
marketing tool concerned with the creation of an identity (Sammut-
Bonnici, 2015). This concept has extended to nation branding, which
applies corporate marketing concepts and techniques, and deals with a
country as a product country image. Nation branding is a practice that
defines, unifies and highlights the main dimensions that characterize a
nation and distinct it from its competitors. It brands the nation in a way
that makes it recognizable among its key stakeholders. Nation branding
is carried out by copying tactics of corporate marketing and adapting
them to a country. It is a beneficial practice adopted by a number of
countries to promote their nation's image, raise their profile, and attract
people in different domains of business. It positively affects nations in
many economic, social and political aspects (Anholt, 2010). Nation
branding encompasses.a variety of factors and associations covering
political, economic, historical, and cultural dimensions. It serves to
promote exports, tourism, investments, and immigration for the purpose
of studying or living. Nation branding also builds on the heritage and
culture of a nation, the population of natives and residents living in the
country temporarily or permanently, as well asthe legislations guiding
the life of people, practices, and businesses (Fan, 2006).

Egypt could benefit from the concept of nation branding to
create a clear and distinctive image, built around cognitive and
emotional qualities, and understood by diverse audiences.

METHODOLOGICAL FRAMEWORK

The main objective of this research is to understand the role of
online media in creating a nation branding for Egypt. To do so, a survey
was put together to stand upon the perception of non Egyptians of
Egypt, tourism in Egypt, the role of online media in tourism and nation
branding, and the main characteristics that affect their travel perception.

27 Forty — ninth year - Vol. 92 October 2023
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Statement of the Research Problem

Nation branding is a concept that has been adopted by a number
of countries to build a specific brand image for themselves, and
distinguish these countries from their competitors. Online media has
been the carrier of nation brands across cultures. Through the study of
the literature review, it has been obvious that a number of international
studies have covered the concept of nation branding, its practice,
management, and benefits. On the other hand, there has been a lack of
similar Egyptian and Arabian studies, albeit the fact that some
international studies surveyed nation branding in Egypt and other Arab
countries. Hence, the research problem can be formulated as follows:
This study aims at examining the public opinion of non Egyptians on
the tourism dimension, and stand upon the practice role of online media
in branding Egypt as a touristic destination.

Research Design

This study belongs to the descriptive research aiming at
understanding the effect of online media in branding Egypt as a touristic
destination. The background data pertaining to the study was collected
by conducting literature review explaining the history, development,
practice, management, benefits, and challenges to nation branding. The
primary research employed a quantitative research technique.

Research Methods

The survey was used to identify the perception of non Egyptians
of Egypt as a touristic country, the elements that affect their perception,
the influence of tourism online marketing campaigns on them, and the
effect of online media on Egypt's brand image among non Egyptians.

Research Questions

1. How do non Egyptians perceive Egypt as a touristic country?
2. What are the elements that affect the perception of non Egyptians of
Egypt from a tourism standpoint?

Hypotheses

. 28
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H1. There is a statistical correlation between the exposure of non
Egyptians to online media and their perception of Egypt as a touristic
country.

H2. There is a statistical correlation between the exposure of non
Egyptians to online media and Egypt nation branding.

Sampling

Research Population

The survey research population was represented in non
Egyptians, aged between 25 years or below and 55 years or above. The
reason behind the choice of this age group was the financial
independence and feasibility of making travel decisions.

Sample

The survey was conducted on a non probability purposive
sample of 303 non Egyptian respondents, and the purposive sample's
type was the homogeneous sampling where all the items in the sample
are selected because they share identical or similar characteristics. For
this study, the shared characteristic was a demographic one related to
the fact that respondents were all non Egyptian. The sample comprised
non Egyptians from different demographic and psychographic
backgrounds including a variation of nationalities, gender, age groups,
employment, and lifestyle comprising different travel and media habits.

Instrumentation

The Survey Process

The purpose of the survey was to test the general perception on
Egypt, and tourism to it, and the effect of online media as a nation
branding tool. The survey was distributed online by posting it on
Facebook groups including non Egyptians living in Egypt such as
Foreigners Living in Egypt, and groups visited mostly by non Egyptians
such as survey exchange groups. The survey was conducted online
using Google Docs, and tabulated and quantified using the Statistical
Package for the Social Sciences (SPSS) software.
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Questionnaire Design and Measures

The survey comprised 28 questions, 24 open-ended and 4 close-
ended. The questions varied from multiple choice questions, rating
scale questions, and Likert Scale questions. The survey sections were:
Section One: Perception Questions, Section Two: Tourism Questions,
Section Three: Media Habits Questions, Section Four: Lifestyle
Questions, and Section Five: Demographic Questions.

Sample Size and Characteristics

The survey was distributed online to 303 respondents, non
Egyptians, males and females, aged from 25 years and below to 65
years and above. This age bracket was chosen because it represents
travelers - who can mostly be individuals who have means to earn a
living and can thus make travel choices, and those who generally have
their share of knowledge on travelling.

Figure 1: Gender of Survey Respondents

O Female
O Male

The females comprised 171 respondents (55.8%), while the males
comprised 132 respondents (42.6%).
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Figure 2: Age of Survey Respondents

OBelow 25 years
O25-34
035-44

045-54

@55 years or above

The highest age group of respondents was that between 25-34
comprising 96 respondents (31.7%), followed by 35-44 year olds
comprising 77 respondents (25.4%). The least were the 55 year olds or
above, and they comprised 39 respondents (12.9%).

Pilot

The researcher conducted an online pilot study on 40 randomly-
selected respondents to make sure that the survey design was easy to
follow, and that the questions were simple to understand. None of the
respondents within the pilot group reported any problems on the survey.

Validity

Validity is defined as the degree to which a tool measures what
it was devised to measure. Theoretically, validity is measured through
the construction and representation of an idea in operational measures.
Empirically, validity is measured through quantitative analysis that
involves statistical procedures (Edwin, 2019). Face validity is
considered a subjective assessment of the researcher as to how clear,
reasonable, and relevant the measuring instruments are (Oluwatayo,
2012), and that it measures what it is supposed to assess (Edwin, 2019).
This study employed the face validity of the survey via a thorough
revision of the questions and employment of simple and concrete
terminologies to eliminate any ambiguity or complexity within the
survey.

31 Forty — ninth year - Vol. 92 October 2023

=

-

® [x

48]



(=] ]
Journal of Middle East Research - Forty — ninth year — Vol. 92 October 2023 o

[ e [
Content Validity

To access the validity of the survey, the researcher sought the
feedback of the arbitrators® listed below, and amended some of the
survey structure, order, and words accordingly:

Construct Validity

According to Trochim (2006), construct validity refers to how a
concept can be translated into operating and functioning actuality.
Construct validity mainly takes place within the cause and effect
relations, hence, justifying their existence (Edwin, 2019). It comprises
two components: discriminant and convergent validity. The former
refers to the extent to which two variables that should not be related are
in fact not related. The latter refers to the extent to which two variable
that should theoretically be related are actually related (Taherdoost,
2016). This study employed the convergent validity depicted through
the correlations established between several measures.

Reliability

According to Drost (2011), reliability is the degree to which
measurements are consistent when performed by different people,
under different circumstance, and during different timings. Verifying
the reliability is essential because it signifies the consistency element
across the measuring techniques (Taherdoost, 2016), and enables the
identification of unbalanced items and incoherent responders (Revelle
& Condon, 2018). To ensure reliability of the survey, a pilot study was
conducted on 40 non Egyptian respondents.

Data collection and Analysis

The data pertaining to the survey were analyzed using the SPSS,
after extracting the input on an Excel Sheet comprising the 303 survey
responses. The researcher analyzed the data, drew correlations between
variables, and tested the hypotheses using Pearson, One Way Anova,
Chi-Square, and T-Test. Other statistical tools were also used including
the Mean, Standard Deviation, and Significance which ranged between
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0 and 1, indicating a correlation at < 0.05 and no correlation at > 0.05
(Sedgwick, 2014).

LITERATURE REVIEW

Overview on Nation Branding

Lee (2009) states that nation branding can have several
definitions based on what a nation brand entails. Both Anholt (2004)
and Dinnie (2008) agreed that a nation brand is a blend of people's
perception about a country based on cultural, tourist, political,
investment potential, commercial, and human assets. Unlike corporate
branding where the concerned stakeholders have to adapt to the created
brand, it is unreasonable to ask citizens to acclimatize their ordinary
behavior to go with an artificially-generated brand. Nevertheless, the
availability of multiple stakeholders is a similarity shared between
nation branding and corporate branding (Dinnie, 2007).

As a practice, nation branding is concerned with creating a
distinctive and identifiable brand image that different stakeholders can
configure, and which can help reach nation brand equity (Lee, 2009).
The brand image itself comprises subjective perceptions of
impressions, ideas and beliefs. Dinnie (2008) specified that the focus of
a nation branding strategy is the creation of a competitive advantage in
various segments like tourism, investments and exports. According to
Gilmore (2002), every nation has its own brand that includes positive
and negative stereotypes and associations. These stereotypes are means
to understand information and make easier decisions. Stereotypes can
be distorted positive or negative images about a country, and are shared
by a big number of people, whereas an image is usually a more personal
perception, simpler than a stereotype and relies on information (Kotler
& Gertner, 2002). According to Anholt (2007) and Lee (2009), a nation
brand identity refers to how the nation means the brand to be perceived,
whereas the brand image is how it is really perceived by the audiences.
While Anholt (2003) uses nation branding, country branding and state
branding interchangeably, nation branding remains the most widely
used.
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Usually, nation branding is conducted by marketing and
branding agencies who act as advisors to governments as to the
strategies that need to be adopted and their implementation (Szondi,
2008). The role of the government is to set the ground for the nation to
compete with others and strengthen its brand. This ground includes
tone, influence, and laws, just to name a few (Gudjonsson, 2005). To
handle nation branding, Anholt suggested creating a national
centralized media center whose main role is providing a single point of
contact to all media interested in covering the country in any context
and making sure the messages are all harmonious. The media is not the
only carrier of national reputation. Direct experience and word-of
mouth (WOM) are equally significant. Previous tourists, immigrants,
investors, or students pass on their impressions to others (Anholt, 2010).

Benefits of Nation Branding

Nations become keen on creating a nation branding for the sake
of fulfilling three major objectives: to draw tourists, to motivate inward
investment and to enhance exports. Furthermore, some nations have the
objective of attracting talents including higher education students and
workers with special skills. In turn, these objectives help accomplish
gains including stability of the currency, reinstatement of investor
confidence and international trustworthiness, upgrade of international
ratings, enhancement of political power internationally, stimulation of
stronger international alliances, and distancing these countries from the
outdated political and economic systems that economic and political
system that prevailed before this evolution. The right nation brand
positioning also gives a nation a competitive advantage over others, and
defies stereotypes (Dinnie, 2008).

Challenges and Opportunities for Nation Branding

According to Fan (2006), national identity is difficult to define
due to its complexity. Moreover, assessments of a nation could be based
on a variety of things including personal experience during travels,
education or knowledge, prior use or ownership of a product made in
that country, the depiction of the country through media channels,
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stereotypes, etc. The history of a country affects the way it is perceived
and the future events taking place as well. Some countries possess a
strong cultural heritage but may still have economic disadvantages
including lack of vital capital formation, infrastructure and
concentration of enterprise, unskilled workforce, or political instability.
These countries have a minor chance to develop an assertive nation
brand because it simply lacks the tangible sources upon which it is built.
Nation branding cannot solve the problems of a country, but rather
serves as a complimenting practice that completes the last piece of a
puzzle mainly focused on economic development. Anholt (2003)
considers citizens the spokespersons of a successful nation branding
who, not only speak well to one another, but also project the best of the
brand to the external publics. Olins said that modern brands succeed by
appealing to the needs of customers. Because nations always aspire for
acceptance and understanding of publics, they need to use the power of
branding to communicate their values to the widest range of audience
(Jojin, n.d.).

The Tourism Dimension of Nation Branding

When Anholt defined nation branding and named the six areas
of national competence, he pointed that each nation's strengths and
weaknesses rely on each pillar of the hexagon. Among the six angles
that identify the key components of the notion of the nation brand,
tourism is considered of vital importance in nation branding research.
Tourism is also considered one of the most manageable and tangible
elements within the concept of the nation brand. Tourism has been
identified as occupying a common base with nation branding more than
any other aspect related to a country's international publicity
(Giannopoulos et al., 2011). Anholt (2003) sees tourism as often the
main stakeholder in the promotion of the national brand. These two
concepts can be confused because tourism is the only way countries
market themselves to the outer world. Branding countries and
promoting tourism is not the same thing, tourism is only a part of it.

Tourism image change relies on the assessment of perceived
images (Cai, 2002) including those held by the locals — being an
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important stakeholder of a destination. Moreover, branding is related to
the development and promotion of a destination in which locals play an
important role in influencing the experience of tourists by personally
reflecting the core values of this destination. Accordingly, both local
residents and tourists equally engage to help bring forward an effective
destination branding (Papadimitriou et al., 2018). The complexity of the
concept of tourism destination is derived from the fact that it is based
on a multitude of diverse services, products and experiences all
managed and consumed by various stakeholders including tourists,
hoteliers, authorities, residents, and destination management entities,
without having clear rules to guide the relationship between them all
(Giannopoulos et al., 2011).

Applying strategies of destination branding enables the country
to attract more tourists; however, all stakeholders need to work jointly
focusing on a unified futurist national strategy. Nations have to pursue
a long-term plan in order to prosper within the international market for
tourists, investors and consumers at large, and gain the attention of the
global media and governments. Raising awareness is the primary step
in nation branding - and any kind of branding at large, because
awareness of the existence of a country enables people to develop
positive perception about it before even thinking of visiting it.
Consumers’ thoughts about countries include associations and beliefs
about the country, and associations and beliefs about its products.
Competition over customers within the tourism industry will not be
bound by pricing strategies, but rather by the emotional and cognitive
attributes that will be the core of a successful destination brand (Hakala
etal., 2013).

Online Media and Nation Branding

Unlike traditional media, online media opens the doors for two-
way communication, and provides unlimited opportunities for
knowledge. Online media allows for interconnectivity and wealth of
content regardless of the distance or time (Fawkes & Gregory, 2000).
According to De Moya & Jain (2015), when it comes to nation branding
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and reputation building, online media is considered the most effective,
and it is mostly utilized for tourism promotion. Nation branding has
benefitted mostly from social media because this two-way
communication platform has created more possibilities of interaction
and participation among target audiences who enjoy the sense of
individual recognition encouraged through such a tool (Schopf, 2015).
The information overload makes people argue that the internet is not a
reliable marketing platform. Keeping the customers interactive is
difficult because of time constraints, which leaves minimal time for
brand engagement. Over years, the internet has become an important
medium of viral and WOM marketing. Despite the shortcoming of
receiving negative publicity without taking time to invalidate it, brands
cannot still stay away from this kind of media; otherwise, they will just
become extinct and ultimately lose contact with their customers
(Fegade, 2013).

Consumer loyalty is guided by a number of elements. The first
element is the trust in the product and those promoting it. The second is
the positive value perceived in comparison to the competitors'. The
third is the emotional attachment that the first two factors create, and
which is manifested in commitment to the brand and the resistance to
change to another one. Schlosser et al. (2006) found that investing in
website design reflects on consumer trust and online purchase
intensions. The interactivity that is available online, invites users to
choose from among various product and message alternatives, and the
whole process in controlled by the consumer. Online marketers are
specifically challenged to generate trust instantly, present a value that
can be clearly perceived by consumers, and initiate a long-term relation
with them. One way to boost consumer trust is to encourage consumers
to share their personal experience with others (Pitta et al., 2006). Social
media - also known as interactive media - provide numerous
opportunities for its users to become the consumer and the creator of
the media at the same time. Accordingly, this has allowed diverse
perspectives and user-generated content (Moreno & Koff, 2015).
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Egypt and Nation Branding

According to Gay (1998) as cited by Gharib (2013), Egypt was
the first country in the Middle East to become a tourist destination. This
reputation started back in the late 1860s with the introduction of
Thomas Cook to some tours in Egypt. In the late nineteenth century, the
Suez Canal acted as a means to encourage international travel. After the
1952 Revolution, and despite the instability that followed, Egypt still
retained its touristic stance yielding an economic resource. Under
President Anwar El Sadat's liberalization, a number of foreign
investments were directed to the tourism sector, increasing it
considerably in the mid 1970s. More travel operators were introduced
in the Egyptian tourism market during the 1970s and 1980s, and tourism
became an important factor in the economic development and a solution
for the unemployment and poverty in the 1980s. In the mid 1980s,
tourism became an even more important agenda, but was facing
challenges related to the infrastructure needed for this sector to flourish.
This was when new resorts were introduced in the Red Sea area and
state-owned hotels were established and managed by foreign operating
companies.

According to Muskat et al. (2013), the elements of the nation
brand are responsible for building the brand character, therefore, each
country needs to focus on a set of elements that will create this character
for it and distinguish it from its competitors. In the case of Egypt, there
are sector-specific branding characters that help with the Egyptian
tourism. The fun, feelings, and fantasies formulate what is known as the
three Fs of the tourism cluster, and they are the elements that deliver
the brand character promise and outline the customer experience in a
particular destination (Nikolova & Hassan, 2013). Klaus & Maklan
(2011) and Hassan & Mahrous (2019) criticized the fact that most
tourism marketing and nation branding studies focus on the destination
rather than the customer. According to Al Abdulrazak (2018), Egypt
has gained its international image through developing its image as a
producer of high quality products, such as the cotton, and through
tourism. Following the 2011 and 2013 Revolutions, the international
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market has found it difficult to place Egypt on the tourism map due to
the resulting instability. The notion of 'Egypt: Where It All Begins'
aimed at promoting the know-how that Egypt has gained over the past
few years. The Ministry of Tourism & Antiquities initiated a number of
inspiring campaigns to market the array of tourism options in Egypt.
Other supporting campaigns have been launched as well, including the
'Proudly Made in Egypt' label in 2016 promoting the Egyptian textile
industry, and supporting other businesses such as the traditional
Egyptian kiliim. Entrepreneurship has also been on the rise with
encouragement from the government to small businesses and startups.
In order to prevail, these initiatives were reinforced by a powerful
nation brand to promote Egyptian services and products. Tourism as an
industry needs to be backed up by technology and partnerships between
governmental entities and global firms for events management, both to
expose Egypt to the outer world and include it on international
programs.

Tourists need to have a sense of safety related to their wellbeing
during their visits, and their financial security when buying services or
products through the reinforcement of fixed prices. In addition, tourists
must be encouraged through the behavior of the locals to come back to
the country. This can be done through training programs and the soft
power that highlights Egyptian sports, arts, and cultural celebrities (The
Narrative Public Relations Summit, 2017). The Sustainable
Development Strategy (SDS): Egypt Vision 2030 underlines that as part
of the strategy, “Egypt will possess a competitive, balanced and
diversified economy. It will depend on innovation and knowledge,
based on justice, social integrity and participation, in order to improve
the Egyptian quality of life” (Al-Ashkar, 2020).

THEORETICAL FRAMEWORK
Overview on the Customer-Based Brand Equity Model

The CBBE Model — also known as the Brand Resonance Model
— was developed by Kevin Keller in 1993 as part of his famous text
book titled 'Strategic Brand Management', where Keller suggests that
brand equity can be created by providing customers with the right
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experience through shaping how they think and feel about the product.
This task is carried out by marketing and branding specialists whose
role is to manage the thoughts, feelings, beliefs, perceptions, and
opinions of customers. High positive experience means high brand
equity, and this in return translates into brand loyalty and increased
sales. Brand equity is defined as the assets which consumers associate
with a brand and represented in aspects like brand awareness, brand
associations, perceived quality, and brand loyalty. Brand awareness
refers to the ability of consumers to recognize the brand, whereas the
brand association represents the memory linked to a brand. The
perceived quality refers to how consumers perceive the superiority of a
brand in comparison to other alternative ones. Brand loyalty on the
other hand is perceived as a behavioral dimension that refers to the
consumer's inclination to be loyal to a specific brand and making it their
primary choice (Yoo et al., 2000).

Management of the Customer-Based Brand Equity

Brand equity can be measured in a direct approach which
focuses on consumer preferences or utilities, according to, Srinivasan
(1979), Kamakura & Russell (1993), Swait et al. (1993) and Park &
Srinivasan (1994), as cited in Christodoulides & de Chernatony (2010).
On the other hand, the indirect approach to measuring brand equity
takes place through its demonstrable manifestations according to Pappu
et al. (2005) and Yoo & Donthu (2001).

Benefits and Challenges to the Customer-Based Brand Equity
Because of the complexity of brand equity, it has been the
subject of several models, the most cited of which is by Aaker (1991)
as cited in Atilgan et al. (2005) who concluded two important
implications for brand equity. The first is the importance of focusing
the effort of marketing practitioners on brand loyalty because it helps
increase market share, gain new customers, support extensions to the
brand, and strengthen the brand against competitive threats. The second
implication is the need to identify the determinants of brand equity
across different countries and different industries, which in return will
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provide a better understanding on the brand by country effects. It is
important to use associations to examine the relation between them and
brand equity.

Criticisms to the Customer-Based Brand Equity Model

Brand equity research needs to examine if the consumer
assessments of product attributes differ across variable product
categories. In addition, research could also analyze the causal relation
between the brand name related benefits and the product related
benefits (del Rio et al., 2001a). Future research should examine the
equivalence of CBBE measures across different cultures, and
understand that branding is not just essential for products, but for
services as well for which specific brand equity measures should be
developed. Because, according to Rust et al. (2004), brand equity may
differ considerably across different target audience clusters, future
research needs to address the intensity of brand equity in relation to the
type of user.

The Application of the Customer-Based Brand Equity Model onto This
Study

This study will employ the CBBE Model through examining the
variation of consumer assessments of Egypt's attributes. In addition, the
study will analyze the relation between Egypt nation brand and the
associated perceptions.

SURVEY RESULTS
Table 1. Media Mostly Used by Respondents
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Media Mostly Used Frequency | Percent
Online media 207 68.3
TV 35 11.6
Netflix 38 12,5
YouTube 14 4.6
International press 6 2.0
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TikTok 2 7
Instagram 1 3
Total 303 100.0

The majority of respondents use online media the most with
68.3%. Only 11.6% use TV. This dictates the importance of creating
more online content, some of which can also be used on TV, such as
promotional videos, and posted on YouTube and Instagram because
they were chosen by 4.6% and .3% of the respondents respectively.

Table 2: Daily Duration Respondents Use Online Media

Daily Duration of Online Media Use Frequency | Percent
Less than 1 hour per day 20 6.6
Between 1 and 3 hours per day 163 53.8
Between 3 and 5 hours per day 83 27.4
More than 5 hours per day 37 12.2
Total 303 100.0

Most of the respondents use online media between 1 and 3 hours
per day, followed by 27.4% who use if between 3 and 5 hours per day.
Only 6.6% responded that they use online media less than 1 hour per
day. This dictates the importance of keeping the online platforms
updates around the clock so that users will always see updates
throughout the day.
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Figure 3: Respondents Visiting Experience Egypt Facebook Page

11.2% 7.3%
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A high majority of respondents summing up to 247 respondents
(81.5%) said they have not previously visited Experience Egypt
Facebook page. This indicates that apart from promoting tourism to
Egypt on this page, it is important to promote this online platform.

Figure 4: Respondents Visiting the Website of the Egyptian Ministry of
Tourism & Antiquities

11.6% 8.3%
8l @Yes
ONo
OMaybe

Again, a high majority of respondents - comprising 243
respondents (80.2%) - have not previously visited the website of the
Egyptian Ministry of Tourism & Antiquities. Again, this dictates the
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necessity of promoting all online platforms that the governmental
entities use to promote tourism in Egypt. Without this kind of
promotion, the reach on these platforms will remain low, hence, wasting
efforts and budgets spent on the production of the promotional material
on these pages.

Table 3: Online Media Effectiveness for Branding Purposes in Comparison to
Traditional Media

Respondent_s' Agreemen_t on the Effectiveness of Frequency | Percent
Online Media for Branding Purposes

Strongly agree 129 42.6
Agree 110 36.3
Neutral 61 20.1
Disagree 2 v
Strongly disagree 1 3
Total 303 100.0

Compared to traditional media, 42.6% of the respondents who strongly
agreed that online media is more effective for branding purposes,
followed by 36.3% who agreed. In comparison, only 1% of respondents
disagreed and strongly disagreed on this statement. These results
synchronize with the majority of respondents - 68.3% - who said that
online media was their most used kind of media (Table 1, p. 41). These
results also indicate that heavy users of online media rely on it as a
source of information and education when it comes to brands. In return,
this emphasizes the importance of using online media as a branding
platform for tourism in Egypt because of its reach and value to their
users.
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Table 4: Respondents' Association with Egypt

Association with Egypt Frequency | Percent
Knowledge of Egypt from the media 88 29.1
Associations through friends / family in Egypt 74 24.5
Associations through others who have been to Egypt | 71 23.5
Previously visiting Egypt 70 23.2
Having lived in Egypt 59 195
Having purchased Egyptian products 59 195
Having worked in Egypt 56 18.5
Having knowledge of Egyptian celebrities 34 11.3
Having studied in Egypt 26 8.6
Having been married to an Egyptian 17 5.6
Having had Egyptian friends in the country of 13 43
residence '
Being half Egyptian 10 3.3
Having visited Egypt for medical purposes 9 3.0
Having studied Egyptian history 7 2.3
Having no association with Egypt 64 21.2

(N =303)

The results show that 29.1% of the respondents had knowledge
of Egypt from the media, followed by 24.5% who had friends or family
in Egypt, 23.5% had knowledge of Egypt from others who have been
to Egypt, and 23.2% visited Egypt. These percentages indicate the
importance of the WOM as it contributes to how people have
knowledge of Egypt. On the other hand, 21.2% said they have no
association with Egypt. Additional associations were mentioned
including the fact that a respondent's company had a distribution partner
in Egypt, having family members working for Egyptians, and having

half-Egyptian relatives.
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Table 5: The First Three Things That Come to Respondents’ Minds When

Thinking of Egypt

Characteristics Mostly Identified in Egypt Frequency | Percent
Museums / monuments / the Pyramids 205 67.9
History of Egypt 200 66.2
Nile River / Nile cruises 112 37.1
Egyptian food 64 21.2
Beaches / sea 53 17.5
Egyptians 53 175
Tourists 36 11.9
Deserts / safaris / camels 33 10.9
Diving / snorkeling 20 6.6
Terrible traffic 15 5.0
Hand crafts 12 4.0
Sexual harassment of women 12 4.0
Family / friends 11 3.6
Streets / town center 10 3.3
Mosques / churches 9 3.0
Mohamed Salah 8 2.6
Festivities / night life 4 1.3

(N =303)

The results show that the top three things that came to
respondents’ mind when they thought of Egypt were the museums,
monuments and the Pyramids comprising 67.9%, the history of Egypt
comprising 66.2%, and the Nile River and Nile cruises comprising
37.1%. Some of the popular things to visit or do in Egypt were thought
of including beaches and sea comprising 17.5%, deserts, safaris, and
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camels comprising 10.9%, diving and snorkeling comprising 6.6%, and
festivities and night life comprising 1.3%. Some of the features Egypt
iIs remembered by are Egyptian food comprising 21.2%, Egyptians
comprising 17.5%, tourists comprising 11.9%, hand crafts comprising
4.0%, family and friends comprising 3.6%, and Mohamed Salah
comprising 2.6%. Negative associations were also mentioned including
traffic and sexual harassment of women comprising 5.0% and 4.0%
respectively. In addition, 22 respondents mentioned other
characteristics including the land, pollution, religious childhood stories,
corruption, high expenses of life, respondents' own university, political
unrest, government problems, cruelty to animals, and poverty.

Figure 5: General Perception of Egypt as a Touristic Country

120 ~
100 v
80 Y
60 i1
40 11
20 1%
0
Very Good | Neutral Bad Very
good bad
OFrequency| 104 116 71 10 2
O Percent 34.3 38.3 234 3.3 0.7

Egypt as a touristic country was seen by 38.3 of the respondents
as good, and by 34.3% as very good. This was followed by those who
found it neither good nor bad at 23.4%, most likely those not having
any association with Egypt. The number of respondents who thought
Egypt was a very bad touristic country were only two, comprising .7%.
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This indicates that Egypt is generally regarded highly as a touristic
country that has the reputation of a country very good for tourism.

Table 6: Factors Affecting the Perception of Non Egyptians
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Onascale from 1to 7 - 1 being the lowest and 7 being the highest
- 29.0% of the respondents chose point 5 to indicate the effectiveness
of informative marketing messages on their perception of touristic
destinations, while point 4 was chosen by 24.8% of the respondents to
indicate the effectiveness of emotional marketing messages. When
comparing these two elements, the informative marketing messages
were found to be more effective than emotional ones represented by a
Mean of 5.24 and 4.29 respectively. The highest point 7 was achieved
when respondents were asked about the extent to which tourism is an
integral part of Egypt's brand image. The highest Mean of 5.50 belongs
to the statement on reviews affecting the respondents’ decision to visit
a destination. This could be verified through the keenness of a big
number of hospitality organizations to encourage their customers to
write reviews on their experiences with them either on these
organizations' platforms or on other online travel platforms such as Trip
Advisor. Hospitality organizations treat these reviews seriously to
rectify any negative ones and maintain the positive ones. The majority
of respondents - comprising 29.7% - ranked stereotypes as an effective
factor on their perception of a country at point 4, meaning they
perceived it as a neutral element. This was followed by 38.3% who
ranked it at points 1 through 3, indicating that generally non Egyptians
did not think of stereotypes as a decision-altering factor.
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Table 7: Respondents’ Perception of the Touristic Features of Egypt
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The statement that received the strongest agreement of 76.9% of the
respondents was that Egypt has interesting historical monuments with
a Mean of 4.73, followed by 41.3% to the statement on Egypt being an

51 Forty — ninth year - Vol. 92 October 2023




O}:%101

Journal of Middle East Research - Forty — ninth year — Vol. 92 October 2023 "EI
® o

exciting country for tourism. On the other hand, the statements of Egypt
being an expensive destination and Egypt not being a well-known brand
internationally received strong disagreement of 2.77% and 2.53% of the
respondents respectively. These results indicate that some factors are
givens about Egypt as a tourism brand including the value of its
monuments, and the excitement it is well known for as a reasonably-
priced touristic destination. Respondents strongly agreed on statements
on Egypt having amazing beaches, Egypt being a lively country, and
Egypt having a variety of activities to enjoy, with 43.9%, 37.6%, and
36.3% respectively. These responses indicate Egypt's internationally-
regarded reputation as a destination that caters to the needs of different
kinds of tourists. On the other hand, Egypt was neutrally perceived as a
safe country by 36.3% of the respondents. This may have been gathered
from the political instability that Egypt has witnessed for few years
following the 25 January Revolution, and the aftermath of numerous
terrorist attacks on public figures and key governmental buildings.
Accordingly, this result advocates for a message strategy that reinforces
the safety measures applicable at different sites, and including
testimonials by tourists who have visited Egypt and can share their
experience on the level of security they feel.

When it comes to the respondents' perception of Egyptians,
30.7% were neutral about Egyptians being friendly and
accommodating, and the same percentage of respondents strongly
agreed to this statement. The highest percentage of respondents felt
neutral about statements on Egyptians being a good source of
information about their country (34.0%), Egyptians knowing how to
market their country (47.5%), and Egyptians being good ambassadors
for tourism in Egypt (42.9%). The responses to these statements were
probably inspired by personal experiences with Egyptians. Therefore,
it is vital that necessary actions are taken in order to enhance the product
knowledge element among Egyptians, especially those working in the
tourism industry. Moreover, attention should be given to building
awareness of the importance of tourism and tourists among young
generations. These initiatives will help cultivate a more receptive
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culture for tourists and reinstate the trust in Egyptians as providers of
touristic services and as part of the population pillar upon which nation
branding is built.

In response to the statement about Egypt exerting effort to
promote tourism, 40.9% of the respondents were neutral, and 37.0%
agreed. This generally indicates that there is still room for the entities
overlooking the tourism portfolio to grow in terms of their marketing
and branding efforts.

The statements related to Egypt's brand image had a Mean of
56.27, and an STD of 7.74. Whereas, generally speaking, the role of
online media in creating a nation branding for Egypt had a Mean of
31.62 and an STD of 3.22.
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Table 8: Respondents’ Perception of Online Media
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The quality and quantity of online portrayal of tourism in Egypt was
seen as neutral by 49.2% and 53.5% of the respondent respectively.
This could be due to the fact that the majority of the respondents have
not visited two of the most important official online platforms in charge
of tourism in Egypt, the Experience Egypt Facebook page and the
Ministry of Tourism & Antiquities website. By the same token, 51.5%
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of the respondents were neutral to whether online media provides a
positive image about tourism to Egypt, and 55.1% were also neutral to
whether Egypt is well portrayed in online media. The value of online
media in branding touristic destinations can be seen with the responses
to questions on whether the way destinations are portrayed online affect
one's intention of visiting them, whether online media is an effective
kind of media used for branding purposes, and whether online media
can help brand tourism to Egypt, scoring an agreement of 56.1%,
48.8%, and 53.1% of the respondents respectively. The highest Mean
of 4.12 belonged to the statement on online media being an effective
kind of media used for branding purposes. Whereas the lowest Mean
was 2.44, and belonged to the statement denying that online media
cannot brand Egypt as touristic destination. Accordingly, these two
statements are in line with each other because they jointly emphasize
the effect of online media in branding, and tourism to Egypt might as
well benefit from such an influence.

Figure 6: The Role of Online Media in Creating a Nation Branding for Egypt

O Positive
O Neutral
O Negative

46.9%

The results show that 142 respondents (46.9%) of the
respondents were neutral about the role of online media in creating a
nation branding for Egypt, while 112 respondents (37.0%) were
positive. These results could be tackled from two perspectives. The first
is the effect of online media, which is subject to demographic and
psychographic variables including the age and media habits of the
respondents. The second perspective to tackle the results is the
perception of Egypt as a brand, which is again subject to demographic
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and psychographic variables including the age and travel habits of the
respondents. Since age, media habits, and travel habits are uncontrolled
variables, then what can be controlled is the branding practices that
require proper strategies specifically designed for different kinds of
stakeholders.

Figure 7: Respondents Seeing Online Marketing Campaigns about Tourism to

Egypt
28.1%
@Yes
ONo
49.8% O Maybe

Almost half the respondents (151 respondents) did not remember
seeing marketing campaigns about tourism to Egypt. Out of the 85
respondents (28.1%) who said they did, 10 were unsure about the
campaign name or provided irrelevant associations, nine were able to
specify the campaign names including 'This is Egypt' and 'Egypt:
Where It All Begins'. In addition, 10 respondents were able to relate to
campaigns that publicized for specific events such as the Parade of the
Mummies, Gouna Film Festive, and the Art D'Egypte Exhibition. Five
respondents mentioned where they saw these campaigns which was
mostly on social media platforms including YouTube, Instagram, and
Facebook, and some even said they saw them on Experience Egypt
Facebook Page or the Ministry of Tourism & Antiquities Website.
Another two respondents said they saw campaigns on television (TV),
and another two mentioned names of destinations. The remaining 67
respondents (22.1%) were unsure whether they have or have not seen
marketing campaigns promoting tourism to Egypt. This indicates that
the majority of effort exerted on these campaigns is not employing a
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proper communication strategy to guarantee high reach. On the other
hand, those who remember seeing the campaigns possibly do not get
exposed to the right media mix or the proper number of frequency of
these campaigns, hence resulting in advertising waste.

Table 9: Ways Respondents Prefer to Gain Knowledge of Tourism in Egypt

Ways of Gaining Knowledge of Tourism Frequency | Percent
Official online platforms 110 60.4
Tourists who have visited the place 103 56.6
Cultural channels such as movies and events 85 46.7
Egyptian citizens and residents 85 46.7
Customer-based online travel platforms 63 34.6
Non-governmental online platforms 51 28.0
Tour operators 22 12.1

(N =182)

Out of the 182 respondents who were interested to gain more
knowledge about tourism to Egypt, the majority chose to receive this
knowledge via online platforms. This was followed by respondents
preferring the WOM of Egyptian citizens and residents and tourists who
have visited Egypt. Three respondents chose other media including
online travel platforms and trusted travel guides such as Lonely Plant.
The majority of online platforms chosen were officinal ones at 60.4%,
followed by 34.6% choosing customer-based online travel platforms,
hence, combining the WOM factor together with the online platforms
as a medium. The least preferred online platforms were the non-
governmental ones at 28.0%. Cultural channels such as movies and
events accounted for 46.7% of the responses, reflecting a huge role for
the soft power in attracting tourism to Egypt. These responses
synchronize with the fact that some respondents names events such as
El Gouna Film Festival, the Parade of the Mummies, and the Art
d'Egypte Exhibition as distinctive things tourists perceive as marketing
campaigns promoting tourism in Egypt. The responses also synchronize
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with the 28.4% choosing El Gouna as a destination in Egypt that comes
to their mind when thinking about tourism. The least preferred way to
gain information about tourism in Egypt is via tour operators. This goes
in line with the transition of the travel consumer behavior to choosing
online platforms to learn about destinations, ratings, recommended
activities, sharing experiences, bookings, and the sort.

SURVEY HYPOTHESIS TESTING

Table 10: The Relation between the Use of Online Media and the Perception
of Egypt and Its Brand Image

Intensity of use of online
media
r p
Egypt's brand image .01 .86
General knowledge about Egypt 14 .01
General perception of Egypt 01 75
General perception of Egypt as a touristic
.06 25
country

According to the Pearson Correlation in this table, there is no
correlation between the intensity of use of online media and most of the
variables including Egypt's brand image, the general perception of
Egypt or the perception of it as a touristic country. However, there is a
correlation between the intensity of use of online media and the general
knowledge about Egypt. The Pearson Correlation indicates that
regardless of the consumption patterns of online media, the efforts of
creating a brand image and a positive perception about Egypt lie in the
hands of entities responsible for this task. From a tourism standpoint,
tourist destinations are described in a number of contexts. Brand
awareness is perceived as the existence of a destination in people's
minds when considering a travel context. Brand image signifies the
impressions or associations linked to a destination and comprising a
range of perceptions related to several destination characteristics. Brand
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quality is about the perceptions of how a destination can meet the needs
of tourists based on the superiority of the service (Bigne et al., 2005).
Brand loyalty is concerned with the CBBE concept measured by the
visitors' intentions to revisit a destination or to recommend it to others

(Herrero et al., 2017).

Table 11: The Relation between Seeing Online Marketing Campaigns about
Tourism to Egypt and Egypt's Brand Image

Have you df
seen any
online
marketing Sig
campaigns | N | Mean | STD | getween | within | F | |
about Groups | Groups
tourism to
Egypt?
Egypt' 59.8 65 |2 300 25. | .00
s brand Yes 85 2 4 78
image
No 15 | 533 7.7
1 5 4
58.3 6.5
Maybe 67 7 3
30 | 56.2 7.7
Total 3 7 4

According to the results shown in the table and differences
shown through the One Way Anova Test, there is a difference in Egypt's
brand image between those who have seen online marketing campaigns,
those who have not, and those who were not sure. However, the most
positive relation is between those who have seen the online marketing
campaigns, and its Mean is 59.82 in comparison to the other two. This
indicates that being exposed to the marketing activities help create a
positive brand image. In this case, it is advisable to increase the quantity
of the online marketing campaigns, especially that 53.5% of the
respondents were neutral about whether online media portrays tourism
to Egypt as much as necessary (
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Table 8, p. 54). There is a difference between Egypt's brand image
among those who have seen online marketing campaigns about tourism
to Egypt and those who have not. The different also exists between
those who may have seen these campaigns and those who have not. On
the other hand, this difference is missing when it comes to comparing
the respondents who have seen these campaigns and those who may
have seen them. The mean difference indicates that this variation is the
most positive between the two extremes of the answer, yes and no.
These results indicate that the brand image is affected by whether
people are exposed to marketing campaigns or not. Sources of
awareness come in three Kinds: previous knowledge, previous
experiences and stereotypes. According to Fan (2010) and Beerli &
Martin (2004), the previous knowledge, or cognitive evaluation, of a
country includes knowledge of people, common social, economic and
political conditions, its products, culture, national traits, and history,
according to Knight et al. (2003), and its intangibles according to Kotler
& Gertner (2002). Knowledge is usually obtained through official
information available on authorized online platforms, news reports,
media coverage, WOM, or better yet electronic WOM (eWOM).
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Table 12: The Relation between Seeing Online Marketing Campaigns about
Tourism to Egypt and Knowledge and Perception

Have you df
seen any
online
marketing .
campaigns N | Mean | STD | gepeen | within | F Sig.
about Groups | Groups
tourism to
Egypt?
The role of | Yes 22 3218 | 371 |2 300 14.85 | .00
online
media in | NO 247 | 31.53 | 3.17
crealing a "Maybe | 34 | 3185 | 3.32
nation
branding
for Egypt Total 303 | 31.62 | 3.22
Yes 22 | 368 |.78 |2 300 16.94 | .00
General
knowledge No 247 | 3.42 | 1.24
about Maybe |34 |4.15 |.95
Egypt
Total 303|352 |1.20
Yes 22 (414 |88 |2 300 7.88 |.00
General No 247 1392 | .83
perception
of Egypt Maybe 34 4.00 1.01
Total 303|394 |.85
General Yes 22 (441 |.79 2 300 10.66 | .00
perception
of Egypt No 247 | 4.00 | .85
8 @/ Maybe |34 [391 [1.05
touristic
country Total 303 | 4.02 | .87

The results of the One Way Anova Test show that there is a
difference between respondents who said agreed, disagreed or were
unsure about the role of online media in creating a nation branding for
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Egypt, have general knowledge about Egypt, and have general
perception of Egypt as a touristic country. When it comes to the role of
online media in creating a nation branding for Egypt, the highest Mean
is of those agreeing on this statement. This indicates that people are
mostly positive about the relation between online media and nation
branding. The results show that when it comes to the role of online
media in creating a nation branding for Egypt, the general perception of
Egypt, or the perception of Egypt as a touristic country, there is a
difference between those who have seen online marketing campaigns
about tourism to Egypt and those who have not. However, this
difference does not exist with those who were unsure whether they have
or have not seen these campaigns. This indicates the effect of online
marketing campaigns in creating a nation branding and forming the
general perceptions. With regards to the general knowledge about
Egypt, the most positive result is that of the respondents who had a bit
of knowledge about Egypt followed by the respondents who had a great
deal of knowledge about Egypt. Again, the highest Mean is of those
who had a bit of knowledge about Egypt. This difference does not exist
when it comes to the general knowledge about Egypt which is not
affected by being exposed to online marketing campaigns. This could
be justified by the fact that there are other sources of knowledge about
Egypt including media (Table 9, p. 57). Both the general perception of
Egypt and the general perception of Egypt as a touristic country show
differences between responses, and both also have the highest Mean of
those who accessed their perception as being very good. This indicates
that the associations that respondents have with Egypt and its existing
brand image has created a positive perception about Egypt and tourism.

According to Zhang et al. (2018), the framing of marketing
messages has a strong effect on the travelers' destination selection
process and decision making. Gain-framed and loss-framed messages
yield different levels of influence on consumers, and the same variation
applies to the effects of cognitive versus emotional attributes within a
marketing message.
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Table 13: The Relation between Visiting Experience Egypt Facebook Page and
Egypt's Brand Image

Have vyou df
previously
visited
Experience | N Mean | STD | gatween | Within | F Sig.
Egypt Groups | Groups
Facebook P P
page?
Egypt's | Yes 22 57.90 9.07
brand N 247 | 55.96 | 7.65
meg 2 300 100 | 33
Maybe 34 57.47 | 7.46
Total 303 | 56.27 | 7.74

The results of the One Way Anova Test indicate that there is no
difference between those who have visited, have not visited, or unsure
if they have visited Experience Egypt Facebook page in how they
perceive Egypt's brand image. The Mean of 57.90 indicates that the
most positive relation is that between Egypt's brand image within the
respondents who visited Experience Egypt Facebook page, and this is
followed by those who said they may have visited the page with a Mean
of 57.47. In relation to Egypt's brand image, there is no significant
difference between those who said they have previously visited
Experience Egypt Facebook page, those who may have visited it, and
those who have not. However, the highest mean is among those who
have visited the page in terms of their positive perception of Egypt's
brand image. This indicates that Egypt's brand image is not bound by
one particular online platform, but rather a combination of branding
initiatives across multiple media.
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Table 14: The Relation between Visiting Experience Egypt Facebook Page and

Knowledge and Perception of Egypt
Have you df
previously
visited
Experience | N Mean | STD | getween | Within | F Sig.
Egypt
Facobook Groups | Groups
page?
The role of | Yes 25 3228|2372 300 1.42 | .24
online
media in | NO 243 | 31.46 | 3.19
creating a "\jayhe | 35 | 32.22 | 3.88
nation
branding
for Egypt Total 303 | 31.62 | 3.22
General Yes 25 | 404 | .88 |2 300 7.62 | .00
knowledge
about No 2431339 |121
Egypt Maybe 35 | 4.06 | 1.05
Total 303|352 |1.20
General Yes 25 | 376 |101 ]2 300 411 .01
perception
of Egypt No 243 1391 | .83
Maybe 35 431 | .79
Total 303|394 |.85
General Yes 25 (412 |92 |2 300 3.00 | .05
perception
of Egypt No 243 | 3.97 | .88
as [ Maybe 35 | 434 | .72
touristic
country Total 303 | 4.02 | .87

The results of the One Way Anova Test show that there is a
difference between the general knowledge about Egypt, the general
perception of Egypt, and the general perception of Egypt as a touristic
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country among those who have, have not, and may have previously
visited Experience Egypt Facebook page. Nevertheless, the Mean
indicates that this difference is more positive among those who have or
may have visited the page than among those who have not. This
indicates that visiting such specialized pages increases the knowledge
of a country and creates some sort of perception about the country and
tourism to it. The content and interactivity on this page has possibly
helped visitors to envision destinations in Egypt and monitor reviews
of others about their experiences visiting Egypt. This in return may have
helped respondents to have a certain perception of Egypt and tourism
in it. This can be verified by considering that the respondents who have
not visited the Facebook page had the least of knowledge and
perception about Egypt and tourism in it. This also indicates that
although the visitation to a tourism-oriented Facebook page does not
affect the level of knowledge respondents had about Egypt, it still
reflected a more likelihood of the existence of this relation among
respondents who have actually visited the page. This in return reflects
the impact of such platforms on how far people have knowledge of a
country - even if they do not realize that this page might be part of how
they accumulate their knowledge.

When it comes to the role of online media in creating a nation
branding for Egypt, there is no difference among respondents who have,
have not, or may have visited the Facebook page. This can be attributed
to the fact that branding is a long-term process, and that the online
existence is one part of it, but cannot work independently to enhance
knowledge or create perception. Nevertheless, these platforms must be
taken into consideration as part of the nation brand, and the consistency
among social media platforms and other online and offline media all
contribute to building a unified and clear nation brand.
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Table 15: The Relation between Visiting the Website of the Ministry of
Tourism & Antiquities and Egypt's Brand Image

Have you df

previously

visited the

website  of

the N Mean STD Between | Within | F Sig.

Egyptian
Ministry of Groups | Groups

Tourism &
Antiquities?

Egypt's | Yes 25 57.76 | 561 |2 300 3.93 | .02
brand
image

No 243 | 55.68 | 8.05

Maybe 35 59.31 | 5.95
Total 303 | 56.27 | 7.74

The results of the One Way Anova Test show that there is a
difference in Egypt's brand image within respondents who have visited,
have not visited, or may have visited the website of the Egyptian
Ministry of Tourism & Antiquities. This can be attributed to the fact
that websites generally give legitimacy to entities, and being a
governmental one, makes it even more legitimate. Accordingly, this
might have instilled a deeper sense of trust in the platform more than
the social media one. In addition, the website provides content that is
mostly informative in nature, and according to the responses, 47.2% of
the respondents chose points 6 and 7 as to the statement on the extent
to which informative marketing messages affect their perception of
touristic destinations. On the contrary, 25.7% of the respondents chose
the same points when asked to evaluate the extent of emotional
marketing messages affecting their perception of touristic destinations,
which is the kind of appeal mostly used within the content of social
media.
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Table 16: The Relation between Visiting the Website of the Ministry of
Tourism & Antiquities and Knowledge and Perception of Egypt
Have you df
previously
visited the
website of the|N Mean |STD Between |Within  |F Sig.
Mlnls_try of Groups |Groups
Tourism &
Antiquities?
The role of| Yes 85 3283 339 |2 300 14.85 | .00
online
media  in| NO 151 |30.67 |2.83
creating  a\jayhe 67 |32.20 |3.22
nation
branding for) 303 |31.62 |3.22
Egypt
General Yes 85 4.06 |.96 2 300 16.94 | .00
knowledge
about Egypt No 151 |3.17 |1.26
Maybe 67 3.63 |1.05
Total 303 |352 [1.20
General Yes 85 420 |.87 2 300 7.88 |.00
perception
of Egypt No 151 |3.76 |.86
Maybe 67 403 |.73
Total 303 |394 |.85
General Yes 85 434 | .81 2 300 10.66 | .00
perception
of Egypt | NO 151|381 |.91
as a1 Maybe 67 |4.09 [.75
touristic
country Total 303 |4.02 |.87

The One Way Anova Test results show that there is a difference
between the responses of those who have previously visited the website
of the Egyptian Ministry of Tourism & Antiquities as to whether
respondents agree, disagree, or are unsure about the role of online media
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in creating a nation branding for Egypt. The most positive of these
responses are those who consented to the phrase. This result is followed
by those who were unsure. This indicates that people mostly realize the
role of online media in branding in general and in nation branding in
particular. In turn, this emphasizes the importance of using online
media to brand Egypt, and to use the proper branding elements relevant
to Egypt such as the history, monuments, and Nile cruises, chosen by
66.2%, 67.9%, and 37.1% of the respondents respectively as the main
characteristics of Egypt (Table 5, p. 46). There is also a difference
between those who have visited the website and those who know about
Egypt, know a bit about Egypt, and those who do not know anything
about Egypt. The most positive of these responses are those who have
good knowledge about Egypt with a Mean of 4.06, followed by those
who know a bit about Egypt with a Mean of 3.36. This indicates that
being exposed to tourism online platforms increases the likelihood of
having better knowledge about Egypt, hence, highlighting the role of
such online platforms.

When it comes to the general perception of Egypt, the results
also show that there is a difference between those who may have visited
the website of the Egyptian Ministry of Tourism & Antiquities and
those who did not in terms of their general perception of Egypt and their
perception of it as a touristic country. The most positive of these
responses are those who had good perception of both elements,
followed by those who had a neutral perception. These results indicate
that Egypt generally has a satisfactory base of knowledge and
perception among non Egyptians. This can be triggered to the fact that
Egypt has a well-known historical brand. In addition, many people have
different associations with Egypt either through their knowledge of it
from the media 29.1%, having friends / family in Egypt 24.5%, having
knowledge of Egypt from others who have been to Egypt 23.5%, or

havina vicited En\/nf 23 204 /Tahln 1- Media-Meostly-Used-b

MediaTMostly Used” ™ i Media Moot etency” R
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Online media 207 68.3
TV 35 11.6
Netflix 38 12.5
YouTube 14 4.6
International press 6 2.0
TikTok 2 T
Instagram 1 3
Total 303 100.0

The majority of respondents use online media the most with
68.3%. Only 11.6% use TV. This dictates the importance of creating
more online content, some of which can also be used on TV, such as
promotional videos, and posted on YouTube and Instagram because
they were chosen by 4.6% and .3% of the respondents respectively.

Table 2: Daily Duration Respondents Use Online Media

Daily Duration of Online Media Use Frequency | Percent
Less than 1 hour per day 20 6.6
Between 1 and 3 hours per day 163 53.8
Between 3 and 5 hours per day 83 27.4
More than 5 hours per day 37 12.2
Total 303 100.0

Most of the respondents use online media between 1 and 3 hours
per day, followed by 27.4% who use if between 3 and 5 hours per day.
Only 6.6% responded that they use online media less than 1 hour per
day. This dictates the importance of keeping the online platforms
updates around the clock so that users will always see updates

throughout the day.
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Figure 3: Respondents Visiting Experience Egypt Facebook Page

11.2% 7.3%

BYes
ONo
OMaybe

81.5%

A high majority of respondents summing up to 247 respondents
(81.5%) said they have not previously visited Experience Egypt
Facebook page. This indicates that apart from promoting tourism to
Egypt on this page, it is important to promote this online platform.

Figure 4: Respondents Visiting the Website of the Egyptian Ministry of
Tourism & Antiquities
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11.6% 8.3%

80.2%

OYes
ONo
OMaybe

Again, a high majority of respondents - comprising 243
respondents (80.2%) - have not previously visited the website of the
Egyptian Ministry of Tourism & Antiquities. Again, this dictates the
necessity of promoting all online platforms that the governmental
entities use to promote tourism in Egypt. Without this kind of
promotion, the reach on these platforms will remain low, hence, wasting
efforts and budgets spent on the production of the promotional material

on these pages.

Table 3: Online Media Effectiveness for Branding Purposes in Comparison to

Traditional Media

Respondents' Agreement on the Effectiveness of

Online Media for Branding Purposes Frequency | Percent
Strongly agree 129 42.6
Agree 110 36.3
Neutral 61 20.1
Disagree 2 v
Strongly disagree 1 3
Total 303 100.0
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Compared to traditional media, 42.6% of the respondents who strongly
agreed that online media is more effective for branding purposes,
followed by 36.3% who agreed. In comparison, only 1% of respondents
disagreed and strongly disagreed on this statement. These results
synchronize with the majority of respondents - 68.3% - who said that
online media was their most used kind of media (Table 1, p. 41). These
results also indicate that heavy users of online media rely on it as a
source of information and education when it comes to brands. In return,
this emphasizes the importance of using online media as a branding
platform for tourism in Egypt because of its reach and value to their
users.

Table 4, p. 41).
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Table 17: The Relation between the Role of Online Media in Creating a
Nation Branding for Egypt and Knowledge, Perception, and Egypt's Brand

Image
The role of online media in
creating a nation branding for
Egypt
r P
General knowledge about Egypt A1 .05
General perception of Egypt 24 .00
General perception of Egypt as a touristic
34 .00
country
Egypt's brand image 44 .00
Intensity of use of online media .040 48

There is a correlation between the role of online media in
creating a nation branding for Egypt and the general knowledge about
Egypt, general perception of Egypt, the general perception of Egypt as
a touristic country, and Egypt's brand image. This indicates that in order
for a country's nation branding to be created, stakeholders have to have
a certain degree of perception of this country. In the case of Egypt, the
perception of it as a touristic country serves the nation branding cause,
as tourism is seen as an integral part of Egypt's brand image as rated 7
by 28.1% of the respondents on a scale from 1 to 7 (Table 6, p. 48). On
the other hand, there is also no correlation between the role of online
media in creating a nation branding for Egypt and the intensity of use
of online media. The latter could be explained through the fact that the
intensity of use of online media is not what will create Egypt's nation
branding or enhance its brand image. What will accomplish such a
change are the actual branding practices of Egypt as a touristic
destination through clear, unified, consistent, and frequent campaigns.

Jokinen (2016) indicated that the overall impact of social media
for branding is similar to that of traditional media; however, there can
be some variations depending on the targeted segment. There is a strong
correlation between demographics, social media and consumers'
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perceptions of the effect of social media on brand image. Therefore,
including social media in a branding strategy is vital due to the growing
number of its users, and the fact that it has become portable and ever-
present. From a branding and marketing perspective, the importance of
social media is derived from the fact that users have power over the
content they see, create, share, or interact with. Moreover, the
marketing efforts related to online media are inexpensive, targeted and
measurable in comparison to traditional media.

DISCUSSION, CONCLUSION, AND RECOMMENDATIONS
Discussion

Tourism is a vital dimension of nation branding, and when it is
considered a major source for the national income, its role and impact
are even more augmented. The tourism industry is not only dependant
on the existence of a historical or cultural heritage, or natural resources
that would attract visitors. It is affected by the existence of a proper
infrastructure to facilitate the tourists' visit and stay. It is also bound to
educating and training people to become receptive and responsive to
tourists. In addition, it is subject to legislations whose role is to protect
tourists and provide them with a sense of physical and psychological
safety.

The rules affecting the alteration of public perception mainly
employ impersonal and indirect communication to transform an
existing image that has mainly been formulated through personal
experience. This usually starts with positive images and secondary
image aspects, and is then followed by establishing firm personal
relevant through dimensions such as cultural relations, tourism, foreign
policy, or exports. Afterwards, the target audience is addressed with
consistent and continued long term campaigns building on cognitive
and emotional factors, and building on the preexisting fragile primary
and secondary associations in order to maintain credibility. An example
is the use of tourism, exports and cultural relations to enhance the image
of small countries within a highly admired region (Anholt, 2010).
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There is a statistical correlation between Egypt's brand image
and the perception of Egypt as a touristic country. It is important to
extend perception outside the border of heritage and open opportunities
for other forms of nation branding including talent acquisition,
investments, and exports. The trust in a brand is linked to its products,
and the country-of-origin (COQ) concept may reflect on exports of
certain products opening opportunities for small businesses especially
those related to authentic Egyptian products such as handcrafts. Apart
from the exclusive ancient Egyptian heritage that is the main attraction
for tourists, Egypt is subject to competition from other nations on the
leisure, meetings, incentives, conferences, & exhibitions (MICE), and
religious tourism fronts. Therefore, the significance of identifying and
highlighting Egypt's competitive advantages presents itself.

Sightseeing is considered the most sought characteristic that non
Egyptians look for when visiting a country for tourism, and this is
followed by the safety element, and the beaches. it is important to avoid
cliché when it comes to sightseeing. It is vital to provide the feel of the
experience that tourists will have and fictionalize the brand promise in
a visual manner. Looking for hidden gems to deepen the feeling of
exoticism and elevate the anticipation of tourists as to what they can
see. Competitive advantage is important because beaches, sea, and
nature can be found elsewhere, but the highlight should be on what is
different and how it is different. Sightseeing can be categorized into
different types and themes focusing on different types and promoting
them seasonally and by nationality.

Luxor and Aswan and the pyramids are the most popular
destinations followed by beach destinations such as Sharm el sheikh
and Hurgada. Linking to the fact that sightseeing is the first
characteristic that tourists look for when thinking of visiting a country
for tourism, and that history is among the top things that come into
people's mind about Egypt, makes the choice of Luxor, Aswan, and the
Pyramids as the top choices of destinations in Egypt sensible. Because
beaches are among the top sought characteristics, this led to the choice
of Sharm EI Sheikh and Hurgada as well. The recent celebration of the
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opening of the Sphinx Avenue has shed the light on Luxor especially
with it being the pilot for the visual identity project that targets main
cities in Egypt. Luxor and Aswan in general contribute a great deal in
the monumental heritage of Egypt. In addition, most of the visitors tour
these cities via Nile cruises which are also one of the destinations
identified by tourists as significant ones. On the other hand, the
branding that events such as El Gouna Film Festival does - as a soft
power - managed again to highlight the beauty and uniqueness of El
Gouna in specific and Hurgada at large.

Generally speaking, the majority of non Egyptians have good
perception of Egypt as a touristic country in particular. Egypt's brand
image is an old and traditional one. Having interesting historical
monuments and being an exciting country for tourism are the most
identified images known about Egypt as a brand. Moreover, Egypt is
known to be a reasonably-priced destination. As part of its brand image,
Egypt is perceived as having amazing beaches, being vibrant, and
possessing a number of interesting activities. Accordingly, Egypt's
brand image is derived from the facts agreed on by non Egyptians, and
which little arguments seem to be possible. Safety on the other hand is
not a concrete aspect of the perception of non Egyptians of Egypt; most
of the respondents perceived it as neutrally-safe. The history of Egypt,
the monuments, and museums are the most important things non
Egyptians know about Egypt. Egypt is generally perceived as having
interesting historical monuments and being an exciting country for
tourism. The image of Egypt as a touristic destination is built on an old
nation brand, not nation branding based on elements not provided by
people but rather nationally. Image as a touristic destination is derived
from media and WOM. However, brand image is only based on one
element and ignoring other competitive advantages. It is the role of the
Ministry of Tourism & Antiquities to promote these advantages
including the variety of tourism types, religious tourism, medical
tourism, tourism for couples and family, the weather, and other unique
features. It is important to work on niche markets that come to Egypt
for special reasons. One market could be business and MICE with the
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development in the MICE infrastructure and showcasing capabilities of
organizing events, this could be a great potential. There is also sports
tourism and the new sports city in the Administrative Capital. Egypt
can become candidates to host big and international cultural and sports
events, especially with the infrastructure pertaining to transportation
and digitalization of services and payments.

Egyptians are often perceived as friendly and accommodating.
However, they are not considered a good source of information about
Egypt, knowing how to market it, or being good ambassadors for
tourism in Egypt. This was probably inspired by personal experiences,
hence, the necessity to educate people and build awareness of tourism
as an integral source of national income, and reinstate the trust in
Egyptians as providers of touristic services and as part of the population
pillar upon which nation branding is built. Respondents did not agree
on Egyptians being good marketers or ambassadors hinting to the
importance of providing quality service and value for money.

Tourism is firsthand experience attempted with all aspects of the
daily life, and an arena for the manifestation of other nation branding
dimensions including the heritage & culture, people, and governance.

There can be other dimensions of nation branding to work on
from among those formulating Anholt's Nation Branding Theory.
Survey respondents named safety as the second most important
characteristic and the harassment of females in the Egyptian society is
an issue covered in the media. This negates the safety factor and the
people element and the legislations dimension of nation branding that a
visitor knows there are laws and regulations to protect them while in

Egypt.

There is a statistical correlation between the exposure of non
Egyptians to online media and Egypt nation branding. Online media is
perceived as an effective kind of media used for branding purposes, and
it can help Egypt in particular brand tourism to Egypt. Most of non
Egyptians are neutral about the role of online media in creating a nation
branding for Egypt. However, the majority agrees that branding Egypt
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can help promote tourism. The majority strongly agree and agree that
online media is more effective for branding purposes. A big percent of
the respondents were neutral about Egypt exerting effort to promote
tourism, followed by a smaller number of those who agreed that the
efforts were noticeable. This in return indicates that more effort needs
to be made on multiple fronts to showcase Egypt as a touristic
destination. Moreover, different kinds of media platforms should be
employed for this purpose because media habits differ based on the age
group of users. For example, older age groups might be using Facebook
more, while younger age groups are more into YouTube, Instagram,
and TikTok. Most of the respondents use online media between 1 and
3 hours per day followed by those who spend between 3 and 5 hours
per day. Most of the respondents have not seen any online marketing
campaigns about tourism to Egypt. However, the majority is interested
to. Respondents mostly named official online platforms as their main
preference for the media through which they gain knowledge about
tourism in Egypt. The second most preferred medium is the WOM from
other tourists who have visited Egypt.

Most of the respondents have not previously visited Experience
Egypt Facebook page or the website of the Egyptian Ministry of
Tourism & Antiquities. This calls for more emphases on branding these
pages and propagating for them as the official carriers of tourism
messages, promotions, and news. This can also be done through the
continuous updating of these platforms with communication messages
that cater to different kinds of tourists and different demographics. In
addition, it is important that multiple platforms are handled
simultaneously to cater to different age groups and nationalities.

The survey results have shown that non Egyptians mostly know
about Egypt from the media or through their association with friends
and family members living in Egypt. There is also a considerable
amount that has this knowledge through the WOM of those who have
visited Egypt.

. 78
Forty — ninth year - Vol. 92 October 2023




The Effect of Online Media on the Tourism Dimension of Egypt Nation Branding

Radwa Mohamed Hamada Ashoush

Media focusing on events and covering them is important
because it is a form of propaganda and ensures that all governmental
entities back the tourism agenda insinuating trust and elevating the
brand promise. Media coverage of soft power elements to highlight
destinations, such as ElI Gouna, is also of vital importance. It is
important that unconventional means of propaganda are used to
promote destinations in Egypt. It does not always have to be a direct
promotional message because public relations, in general, is more
trusted than paid advertising. It is worth mentioning that a number of
events that take place throughout the year, manage to identify key cities
in Egypt. The Youth Summit for example that takes place in Sharm El
Sheikh, presents the city as a hub for young tourists who come to enjoy
the vibrant city, diving spots, and beaches. In addition, the propaganda
that is done accompanying events managed to focus on certain
destinations in Egypt and showcase the continuous development within
these destinations. In time, this will pave the path for an easy transition
into a decentralized concept of tourism that is not focused on big cities
only, but rather on exploring other destinations within Egypt that have
some of the historical heritage, but have been in the dark for years due
to the lack of infrastructure or the need for restoration of these historical
sites.

There is a statistical correlation between the exposure of non
Egyptians to online media and Egypt's brand image and the perception
of Egypt as a touristic country. The CBBE Model can be manifested
with the identification of Egypt as a brand, assigning a meaning of
performance and image to Egypt's brand, and developing feelings and
associations with the brand.

Despite the complexity that characterizes societies, brands
mostly prefer projecting a simple and clear image that can become more
complex over time. However, Anholt (2010) argues that simplicity is
not applicable to nations because they embrace a heritage of cultural,
social and political attributes to project. A country's identity exists
within it and its population, and despite that fact that it cannot be
directly manipulated, it still falls within the country's influence. The
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country image, on the other hand, is even harder to impact because it is
more complex, fragmented, rooted in the culture and traditions, and
resistant to the intentional attempts of changing the national identity.
Moreover, the identity is not present in the country itself, but rather in
infinitely disseminated forms in the perception of millions of people
around the world. Positive brand image goes before a country and its
citizens, paving the path, creating trust and raising expectations of
quality, competence and reliability.

Conclusion

The main research question of this study revolved around the
role of online media in creating a nation branding for Egypt building on
the tourism dimension. The study has provided in-depth understanding
of the nation branding as a concept and practice. It has also shed the
light on its importance to countries, and accordingly, on how it can
benefit tourism in Egypt and the country at large. The researcher has
employed diverse techniques to stand upon the study in question. The
data collection has generated a wealth of insights onto the perception of
non Egyptians of Egypt in general, and of it as a touristic destination in
particular. The study has also shown that Egypt enjoys a significant
brand image building on its reputation as a historical country. Through
the study, a number of elements pertaining to the message strategy that
can best fit the cause of nation branding showcased themselves. The
visual, written, and verbal content, the message appeals, and the nature
of the content presented online are all significant tools in branding
Egypt via online media. The researcher has concluded that there is an
existing potential to employ the tourism dimension of nation branding
via the use of online media. This can be done through the realization of
potential target markets of external tourists, identifying their diverse
needs, developing a message strategy the addresses these need, and
using online media as a platform to build Egypt's nation branding.

This study provides insight on key message strategies and
elements that are used online to brand Egypt from a touristic standpoint.
The study also presents an overview on the perception of non Egyptians
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of Egypt as a touristic destination, and the development leads that can
potentially be adopted in this area. Finally, the tourism dimension can
be the starting point from which Egypt can fly to wider parameters of
nation branding, building on the grandiose of Egypt's history and the
unraveling opportunities at hand today, and providing visionary
limitless horizons for the future.

RECOMMENDATIONS
Recommendations for Practitioners

¢ Entities handling the tourism agenda in Egypt to create and maintain
different online platforms to cater to the media habits of diverse
segments of the target market and different nationalities

e Educators to enhance the awareness of students about the
importance of tourism and the role of the human element in the
tourism industry and the 'people' dimension of nation branding at
large

Recommendations for Future Studies

e The role of internal tourism in enhancing the tourism dimension of
nation branding

RESEARCH LIMITATION

Sample Size

Given the fact that the survey respondents were non Egyptians,
there was a research limitation to reach the sample size of 400
respondents. Therefore, the researcher only surveyed 303 respondents
considering it a niche sample.

Sample Profile

The survey respondents' sample profile was considered a
research limitation because it comprised non Egyptian survey
respondents. Moreover, it was difficult to reach respondents that would
be representative of different nationalities, or equal in number from the
same nationality.
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Time

The build-up of responses to the survey caused a research
limitation with regards to time due to the fact that respondents were non
Egyptians and difficult to reach.
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