
• University of 
• Bedfordshire 

Title From Heritage to Hedonism:  The Repositioning 

of the Tourist Image of Egypt. A Key Informant 

Qualitative Inquiry 

Name R. M. Abdelrahman 

This is a digitised version of a dissertation submitted to the University of 

Bedfordshire. 

It is available to view only. 

This item is subject to copyright. 



From Heritage to Hedonism: The Repositioning of the Tourist Image 

of Egypt. A Key Informant Qualitative Inquiry. 

R.M. Abdelrahman 

Ph.D. 

~~ C\~ '0,,'l'-'•::) OiR 

UNIVERSITY Of' 
LUTON 

PARK SQ. LIBRARY. 

2004 

University of Luton 



From Heritage to Hedonism: The Repositioning of the Tourist Image of 

Egypt. A Key Informant Qualitative Inquiry. 

by 

R.M. Abdelrahman 

A thesis submitted to the University of Luton, Luton Business School, in 

partial fulfilment of the requirements for the degree of 

Doctor of Philosophy 

March 2004 



From Heritage to Hedonism: The Repositioning of the Tourist Image 

of Egypt. A Key Informant Qualitative Inquiry. 

R.M. Abdelrahman 

ABSTRACT 

This thesis provides an examination of the managerial policies adopted by the Egyptian tourism sector 

in planning and implementing the repositioning of the image of Egypt from the mid 1960s onwards. It 

aimed at augmenting its traditional cultural identity with an additional hedonistic dimension, derived 

from the development of beach resort tourism on the Red Sea coast. In addition to exploring the 

specific elements of the Egyptian repositioning, including an evaluation of its success, the study seeks 

to identify from the analysis, the key issues and managerial requirements involved in the repositioning 

of destinations in general, and proposes a preliminary model of the content and sequencing of the 

repositioning process. The study employed a qualitative methodology involving ethnographic 

fieldwork with key informants, chosen as representatives of the main categories of stakeholders who 

participated in Egyptian tourism planning of the repositioning programme. It took its direction and 

procedures from an adaptation of Grounded theory, in which three main sources of data were collected 

and appraised: ethnographic interview responses, direct observation, and documentation generated 

both internally and externally. The results revealed by this study suggest that, though total tourist flows 

generally increased after the repositioning, and the proportion of tourists visiting the Red Sea beach 

resorts, rather than the cultural locations, also increased, the lack of proper evaluation mechanisms of 

the programme made it difficult to attribute causally these changes to public sector managerial 

decisions, rather than to other variables in the broader external environment (world tourism growth 

trends, power of the international operators, price competitiveness, etc.). Moreover, in analysing the 

mechanics of the programme, a number of key areas of deficiency in strategic planning and marketing 

practice were identified. These deficiencies included: weak or non-existent marketing research; poor 

market targeting and product portfolio analysis; inadequate planning and evaluation procedures; weak 

communication, and integration of effort between stakeholders; and limited awareness of cutting edge 

promotional practices. The normative model of repositioning offered at the end of the Results section 

of this study seeks to address some of the problems and deficiencies disclosed in the Egyptian case 

study, by suggesting some of the desiderata of best practice when destinations need to augment, 

modify, or change their image. 
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Chapter One: Introduction 

Chapter One 

Introduction 

Traditionally, Egypt has been renowned for its unique cultural heritage. Throughout 

history, it became firmly established as a cultural destination that possessed unique 

cultural, archaeological patrimony and remnants of one of the oldest civilisations 

known in history. This historic cultural image owes its existence to Napoleon's 1789 

expedition, which focused on researching the true history of Egypt and its Pharaohs 

and the real significance of her ancient monuments (France, 1996). Therefore, it 

became obvious that no other country could compete with her in this area (Laanatza 

et al., 1986). Nevertheless, cultural tourism has its own problems. It runs in parts of 

the country such as Cairo, which suffers from a high rate of population and low level 

of infrastructure. This is aggravated by the fact that many tourists are elderly people. 

Additionally, cultural tourism only attracts between I 0% and 15% of the world's 

tourists who are interested in historical sites and monuments, while most of the 

remaining 85% to 90% are looking for recreation, entertainment, and leisure aspects 

of tourism (Ibid.). 

It can be debated that from an academic perspective, cultural tourism is a form of 

recreational tourism, however the terminology in this thesis was influenced by the 

ideological distinction invented by the tourist boards who have to distinguish between 

different aspects of tourism according to the exact purpose of their target segments. 
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Accordingly cultural tourism m the context of this thesis refers to heritage and 

historical tour.ism. whereas recreational tourism refers primarily to beach and 

hedonistic tourism. 

The existence of good beach tourist sites in Egypt have led to a potential that the 

country could not afford to miss, particularly if it is endO\ved with beaches of 

immense beauty. Tourism planners in the destination selected the Red Sea for its 

beach tourism development, \\.foch offers a good competitive advantage position, 

especially over other well-established beach destinations in the Mediterranean. It also 

offered the possibility of extending length of stay over other Mediterranean 

destinations, as well as giving her a unique position as she had less competition from 

other countries over the Red Sea. Consequently, this acted as a high motivational 

interest for the Egyptian government to develop beach or recreational tourism as a 

panacea for its economic hardship and social inequality. 

1.1 Aim of the Study 

Accordingly, the aim of this research is to assess the processes that influenced the 

diversification of the tourist base of Egypt, and hence the repositioning of its 

traditional cultural image. Further, it examines the interaction and co-operation of the 

different stakeholders involved in this process. These stakeholders represent the 

public tourism sector in Egypt, and the private tourism sectors in Egypt and Britain. 

2 
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1.2 Study Objectives 

The following objectives were set to achieve the main aim of the thesis: 

• To revie\v the history of the image of Egypt since its European re-discovery by 

the French in the early 19th century, as well as its recent promotional history 

catTied out by the Egyvtian Ministry of Tourism. 

• To investigate the reasons behind the shift tO\vards projecting a new profile for 

the tourist image of Egypt abroad, from a mainly cultural focus to one which 

incorporates a sun-sea-sand dimension. 

• To evaluate the implementation of the policy devised by the state in order to 

diversify the tourist image of Egypt. 

• To outline the co-operative effo11s of the public and private sectors in the 

execution of this policy. 

• To develop a model for the repositioning of destination images. 

1.3 Research Design 

In this study, the researcher employed the grounded theory approach in order to elicit 

key researchable themes from her selected informants' viewpoints and experiences. 

The personal interviews provided depth and diversity in the arguments given by each 

research group. The arguments mirrored the different participants' orientations and 

perceptions from the repositioning of the tourist image of Egypt. From these 

perceptions, the researcher elicited a model for repositioning destination images. 

Another contribution of the grounded theory approach was to highlight the 

3 
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implications of the current managerial approach adopted by the Egyptian tourism 

supply sector. Theoretical sampling technique identified by Glaser and Strauss (1967) 

and then further debated by Strauss and Corbin (1998) \Vas used to gain more 

instances of tl1e roots and causes of such managerial philosophy. 

4 
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The research design employed in this study is shown in the following diagram. 

Figure 1.1 Outline of the research design 

Phase I 
Objectives 

Method Chapter 

Secondary research 
• To review the historical 

Literature review I background of the 
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Chapter One: Introduction 

1.4 Thesis Structure 

According to the research design, the second chapter covers the historical background 

of the image of Egypt, which lead to its finn establishment as a cultural destination. It 

will illustrate the early travellers of the ls111 and 19th centuries to Egypt, as well as the 

Napoleonic excavation of the country in the late 18th century, which created the feel 

of the historical significance of Egypt by unearthing its magnificent archaeological 

heritage. 

The third chapter provides a comprehensive analysis of tourist trends to Egypt from 

post World War II, pai1icularly from 1952 until the mid 1960s. The aim of this 

chapter is to analyse the tourist movement in Egypt before the initiation of the 

diversification programme in 1965 which will act as a comparative base to the period 

that followed it, specifically from the early 1970s till 2001. 

The fourth chapter presents a critical review of the literature on destination image, 

with particular emphasis on the processes involved in repositioning images of tourist 

places. The aim of this chapter is to contextualise the case of Egypt with other 

concepts and cases undertaken previously to see to what extent they are similar or 

different from the case of this study. 

Chapter five discusses the methodology conducted by the researcher to investigate the 

repositioning process undertaken by the tourism public and p1ivate sectors in Egypt. 

The grounded theory approach is used as a methodological tool to elicit a theoretical, 
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as well as practical model for repositioning destination images driven from different 

stakeholders' experiences of this process. 

Chapter six analyses the results drav,:n from the fieldwork conducted by the 

researcher by particularly discussing the outcomes of the repositioning programme of 

Egypt. It focuses on the pitfalls of this scheme so as to build up a model from these 

shortcomings into the best practices for repositioning destination images that can be 

provided for other destinations aiming to develop their destination images. 

Chapter seven evaluates the repositioning process unde1iaken by the tourism public 

sector in the destination. This evaluation is done in tenns of discussing the main 

objectives of the programme that were realised, and those that weren't, and the 

impediments to their success \\ill also be discussed. 

Chapter eight concludes the thesis by outlining the mam findings and their 

contribution to the Tourist Area Life Cycle Model (TALC), hypothesised by Butler 

(1980). The chapter will also provide some recommendations that could be used for 

the best practice of the NTOs regarding the repositioning of their destination images. 
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Chapter Two 

The Historical Background of the Image of Egypt 

2.1 Introduction 

The general profile of the tourist image of Egypt has always reflected a cultural and 

historical dimension of a long-lived archaeological patrimony and remnants of the 

oldest civilisation known in history. This image continued to project the same content 

until 1982, when the Egyptian Tourist Authority embarked on a policy to diversify 

the tourist product of Egypt in order to move awa:y from an image tightly bound to 

Pharaonic history and monuments, towards one associated \Vith cultural as well as 

recreational tourism (Economist, 1991). In order to examine the new profile of the 

tourist image of Egypt, it is imperative to review a historical background of its 

archetypal image, which \\:ill enable us to comprehend the original construction that 

led to its finn establishment as a cultural and historical destination. 

The image of Egypt was created and transmitted through European travellers and 

18t11 19thexplorers during the and centuries (Siliotti, 1998). The historical 

construction of this image in the academic literature has identified two binary profiles 

to the country (Fahim, 1998). The first projection was highly civilised and 

18thsophisticated. It was discovered by early explorers of the century (Wortham, 

1971), then emphasised by the Napoleonic expedition to Egypt in the late 18th century 
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(Cottrell, 1961; Fagan, 1977; Pick. 1991; France, 1996; Ridley, 1998; Mahdy, 1998). 

The campaign helped to establish the archaeological identity of the country as one of 

the most ancient and advanced civilisations knovm to the ,vorld. The contrasting 

image was that of a backward Oriental society, constructed by the imperialists during 

the colonisation age, which has been analysed within the theory of Orientalism by 

Said (Said, 1978; 1995). The projections resulted in an embedded dual representation 

of Egypt. On the one hand, Egypt was seen in tem1s of a highly civilised 

archaeological image. vvhich ,vas emphasised by the tourist promoters of the country 

(Fahirn, 1998), versus a disadvantaged image of a developing country suffering from 

poverty with all its associated negative connotations. 

The present chapter is divided into four sections. The first section outlines the 

archaeological image of Eg:ypt. The second section discusses the significant role of 

Thomas Cook in organising tours to Eg;1Jt. The third section illustrates the dual 

representation that emerged as a result of the two contradictory projections of the 

country, which were conveyed through the early tourists to Egypt. The fourth and last 

section provides a summary of the salient points that emerged in the chapter, as well 

as introducing the lead to the follO\ving chapter. 

2.2 The Archaeological Image of Egypt 

The first scholarly traveller who is most cited in the historical literature of Egypt due 

to his eminent archaeological achievements is Richard Pococke. An Anglican 

clergyman who visited Egypt in the winter of 1737-38 and became the first English 
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traveller to voyage up the Nile farther than the pyramids at Saqqara (Wortham, 1971; 

Siliotti, 1998). His journey extended to the Faiyum, and then he went up the Nile to 

Upper Egypt where he visited many ancient sites. Among them were Dendara, Korn 

Ombos, Deir el Bahari and Idfou (Wortham, 1971). During his travels, he made 

detailed and comprehensive descriptions of sites and monuments he visited that later 

fom1ed bis book A Description of rhe East and Some Other Countries, published in 

two volumes during 1743-1745 (Clayton, 1982; Siliotti, 1998; Rosalie, 2000). The 

significance of his work lies in the fact that it was the only account of the monuments 

before they were destroyed or severely damaged prior to the Napoleonic expedition 

(Ibid.). 

Travelling at the same time as Pococke was Frederick Ludwig Norden, a Danish 

naval marine architect and traveller \vho was sent by the king of Denmark, Christian 

VI, to explore Egypt and produce an accurate account of the country (Clayton, 1982; 

Rosalie, 2000). His expedition set forth in 1738 and continued for almost a year, 

during which time he reached Derr at Nubia, visited the pyramids of Giza and drew 

the first fairly accurate map of the area. (Conner, 1983; Siliotti, 1998; Rosalie, 2000). 

Further, he was the first European to sail beyond Egypt into Kubia which allowed 

him to publish the first description of any Nubian temples by a European (Wortham, 

1971). In correspondence with one of his colleagues at home, he commented on the 

highly sophisticated artistic stage attained by the ancient Egyptians: 

What magnificence! What mechanics! What other nation had the courage 
to undertake work so surprising (Conner, 1983:7). 
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The epithets 'beautiful' and 'exquisite' as well as 'stupendous' and 'majestic' were 

among the words used frequently by Norden and Pococke in referring to the reliefs 

and painted decoration they smv, especially in the temples of Upper Egypt. Norden 

was particularly delighted by the temple known as 'Pharaoh's bed' on the island of 

Philae: 

The temple ... seems to be of great beauty. It is extremely well preserved; 
and the ornaments, are of the utmost delicacy (Ibid.: 18). 

By the middle of the 18th century, accounts of Egypt had been supplied by a variety 

of English travellers. The list encompassed traders, scholars, and doctors, as well as a 

few wealthy young aristocrats who visited Egypt as pari of their cultural tour. Of all 

the 1th century travellers to Egypt, the dominating figure \Vas James Bruce (Conner, 

1983). He set off from Cairo and sailed up the Nile as far as Thebes, where he visited 

the temples of Luxor and Kamak, as \vell as the cemeteries on the West Bank of the 

Nile. In the Valley of the Kings, he entered a large tomb that fascinated him as he saw 

a relief depicting two blind harpists that he regarded as: 

An incontestable proof, stronger than a thousand Greek quotations that 
geometry, drawing, mechanics and music \Vere of the greatest perfection 
when the instruments were made (Conner, 1983:9). 

He also discovered and cleared the tomb of Ramesses III in the Valley of the Kings. 

Later, it was often referred to as 'Bruce's tomb' in honour of its discoverer (Wortham, 

1971; Clayton, 1982; Siliotti, 1998; Rosalie, 2000). 
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One of the influential writers who visited Egypt was a French author named Volney. 

He landed in Alexandria in 1783, remaining there for several weeks to visit the 

ancient monuments of the city and the Delta region. He published his famous travel 

diary, Voyage en Egypte er en S_yrie in 1787, which gained immediate success and 

came to be regarded as one of the finest works of 18th century travel and a 

masterpiece of its kind (Siliotti, 1998). 

By the end of the 1sth century, the travel accounts of these accomplished travellers 

had begun to establish Egypt's image in Western Europe as an ancient civilisation 

with a unique and commendable cultural heritage that had been perfectly preserved 

into the present. This image ,vas to be consolidated and further explored by the 

French antiquarian team mapping Egypt in the wake of Napoleon. 

2.2.1 The Napoleonic invasion 

The Napoleonic invasion of Egypt in 1 789 had a great impact on the image of Egypt 

as a historical destination. The expedition was driven by two main motives. The first 

was political; the aim of a ,vorld-wide conquest that could lead to the creation of a 

great French empire centred on the Orient and ultimately on India, from where the 

French had been expelled by the British in the mid 1sth century (Fagan, 1977). Part 

of Napoleon's aim was to threaten Britain's rich colonies in India by occupying 

Egypt, which vvas the main overland route to British India (Conner, 1983). The 

second reason was Napoleon's long standing fascination with the Orient, which had 

existed since his adolescence and had been gained from the writings of classical 
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Greek texts written and disseminated during the Enlightenment period in Europe in 

the 18th century. The period was characterised by a romanticised interpretation of 

Greek classical texts, which gave an idealised view of the ancient world, including 

the Orient (Lewis and Wigen, 1997). The Romantics, \vho believed in the unlimited 

potential of man, were especially interested in distinguishing the features of different 

historical periods, as well as in the unique qualities of national cultures, which gave 

individuals the opportunity to develop fully. Hence, the Orient, its culture and its 

traditions completely revolutionised European concepts of intellectual life 

(Taymanova, 1998). 

A wave of scholarly interest in the Orient began at the end of the 1gth century. Their 

motivations for exploring the Near or Middle East were multiple and complex. 

Painters, poets and novelists turned to the Orient as an exotically different world, 

which became a real alternative to their own at precisely the moment it was being 

opened to them by European political and commercial expansion. Writers were 

fascinated in particular by the Arab world, as it had been presented to them first in 

translations of Arabian Nights and later in the accounts of European travellers at the 

end of the 18th century. This Orient represented an alluring 'Other' to Western eyes; a 

land of fantasy in which repressed desires of European consciousness could find 

expression. Writers were also, like the painters, seeking new aesthetic principles. As a 

result of these texts, a general feeling of Egyptophilia was prevalent in the French 

circles, hence plans for the annexation of Egypt were motivated by the idea of France 

reviving the cradle of civilisation, and also by the desire to understand the Egyptian 
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mysteries (Bernal, 1987). Additionally, the image of the glories that were attached to 

Alexander the Great provided Napoleon with a role model to emulate (Said, 1995). In 

summary, Napoleon's military expedition to Egypt was motivated by four desires; to 

capture Egypt, to threaten the British, to demonstrate French power, and to glorify his 

own name (Said, 1993). 

By April 1798, Napoleon had been authorised to mount an expedition to seize Malta 

and Egypt, and to build a canal in the Isthmus of Suez. The expedition was 

accompanied by a whole retinue of scientists and artists commissioned to provide 

cultural and technological support to Napoleon's ambitious plans for the colonisation 

of the Nile Valley (Cottrell, 1961). Its remit was to display Egypt to Europe through 

the represented spectacle of its wealth of historic associations and its cultural 

importance to which was attached a unique aura for European audiences (Said, 1993). 

The commissioned work resulted in an immense documentary project of scientific 

research, which was accomplished in three years. The scientists and literary members 

were well equipped with a large library brought from France that contained a copy of 

every book ever published about the Nile, and many crates of scientific apparatus and 

measuring instruments. Their work culminated in the prodigious Description de 

L 'Egypte, published in twenty-four volumes between 1809 and 1813. It depicted the 

riches of Egyptian antiquity through a vivid collection of paintings and drawings that 

had never been witnessed before (Fagan, 1977; Pick, 1991). Hence, a revival of 

Egyptian art occurred, which caused a feeling of Egyptomania in Europe that greatly 
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affected European art and architecture in the first decades of the 19th century (Curl, 

1994). This was achieved through a wider vocabulary in which the entire architecture 

form called up an image of Egypt (Carrott, 1978). The description stimulated 

enorn10us public and academic interest, as it was the only real success of Napoleon's 

venture in Egypt. 

The work of the scientific team of Bonaparte had laid the foundations for the science 

of Egyptology by deciphering the \vritten language of the ancient Egyptians, the 

hieroglyphs found among the Greek and demotic scripts on the famous Rosetta stone. 

The monument was discovered by a French soldier named Bouchard, and then 

carefully examined and deciphered, first by an English man called Robert Young, and 

then by the French Jean Francois Charnpollion (Cottrell, 1961; Fagan, 1977; Pick, 

1991; France, 1996). The result of the examination revealed that the stone comprised 

a decree offered by the priesthood of Egypt in honour of King Ptolemy V Epiphanes 

(196 B.C.), written in three languages; Greek, the official language of Egypt at that 

time, in hieroglyphs, and demotic (Conner, 1983; David, 2000). Later, Champollion 

commemorated his discovery by publishing his Lettre a Al. Dacier between 1821 and 

1823, which was a turning point in the study and decipherment of hieroglyphs 

(Clayton, 1982). This decipherment aided the treasure seekers to transliterate the 

scripts engraved on the \Valls of the ancient temples and tombs. 

As a result of the Napoleonic expedition, two different categories of travellers 

became attracted to Egypt. The first were celebrated archaeologists drawn from 
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\Vestem Europe to the country to discover more of its treasures. The second were 

increasing numbers of tourists who became enthusiastic about witnessing the 

remnants of one of the most ancient civilisations known in history. 

2.2.2 The early archaeologists 

A number of distinguished archaeologists set in motion the excavations of Egypt's 

ancient sites in the 19th century. One of the most prominent \vas the English engineer 

Giovanni Belzoni who was brought by Mohammed Ali, the ruler of Egypt, in 1815. 

He stayed in Egypt for four successive years until 1819, during \Yhich he unearthed 

important relics. His work began in the summer of 1817 as he cleared the sand from 

the entrance of the great temple of Abu Simbel and became the first to enter the 

temple since ancient times. Later, in the same year, he discovered six royal tombs in 

the Valley of the Kings and a year later, he found the entrance to the second pyramid 

at Giza, which had long been thought to be solid (Conner, 1983). 

John Gardiner Wilkinson was another celebrity who left his imprint when he went to 

Egypt in 1821 at the age of twenty-three, and remained there for the next twelve 

years. He made two journeys to the second cataract and carried out numerous 

excavations in the Theban area. After his return to Britain in 1833, he began to 

produce his three magisterial volumes The Manners and Customs of the Ancient 

Egyptians published in 1837, ,vhich had a profound influence on Western Europeans' 

notions of early Egyptian civilisation. He revisited Egypt in 1842, 1848-1849 and 

1855 and is today regarded as the founder of British Egyptology (Clayton, 1982). 
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Another traveller was the Prussian, Richard Lepsius, who headed an archaeological 

expedition to Egypt between 1842 and 1845. His expedition unveiled some of the 

most important monuments and archaeological sites of Egypt and Nubia, making 

detailed site surveys and recording inscriptions and monuments (Siliotti, 1998). 

Among the European figures of the 19th century who had contributed in shaping the 

archaic and romanticised image of Egypt was a Scottish ai1ist named David Roberts, 

who in 1838 experienced what he considered the most important event in his life, a 

journey to Palestine, Egypt and Syria. He started his great expedition from Egypt, 

where he arrived at the end of September 1838. What is regarded as unique in 

Roberts' artistic visit ,vas that, unlike his contemporary travellers and explorers, he 

highlighted an unfamiliar territory in the archaeological image of Egypt that is the 

land of Sinai (Roberts, 1989); a peninsula formed at the north end of the Red Sea 

where two long bays extend into the main land, the gulf of Suez on the West and the 

bay of Aqaba on the East (Baedeker, 1895; Paliouras, 1985). In February 1839, 

Roberts left Cairo to cross the desert by way of Suez, Mount Sinai and Petra. During 

his journey he visited the Convent of St. Catherine on Mount Sinai, the Rock of 

Moses, Wady-El-Leja, Mount Horeb, the summit of Mount Sinai, as well as the 

Wells of Moses. During his visit to the Convent of St. Catherine, a companion who 

escorted him during his tour commented on the grandeur and magnificence of the 

Convent: 
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I was affected by the strangeness and overpowering grandeur of the 
scenes around us; and it was for some time difficult to realise the 
consciousness that we were novv actually within the very precincts of that 
Sinai, on which from the earliest childhood I had thought and read with so 
much wonder. Yet, when at length the impression came with its full force 
upon my mind ... I could not refrain from bursting into tears (Roberts, 
1989:v-37). 

The impact of Roberts' visual images was remarkable. It popularised the sacred 

'Otherness' of the deserts and wilderness of Egypt among Victorian circles. 

Besides archaeologists, there were other literary celebrities who popularised the 

archaeological image of Eg;1Jt. Among them was Vivant Denon with his important 

source book on ancient Egypt called Voyage dcms La Basse et la Haute Egypte or 

Travels in Upper and Lower EgJ,pt, first published in 1802. In his book, he provided 

a clear description of prominent archaeological sites in upper and Lower Egypt. 

Among these sites were Philae, an island situated in the town of Aswan in Upper 

Egypt. During his visit, he described the architectural construction of the island: 

Denon was struck with the sumptuousness of the edifices of Philoe. He is 
persuaded that it was to produce the effect he felt that the Egyptians 
brought to their frontier this effulgence of architecture ...The Egyptians 
raised a number of sumptuous edifices on their confine, on their natural 
frontier, which was Syeneh and the cataracts (Denon, 1986:1-2). 

Amelia Edwards had a distinctive contribution to the formation of the archaeological 

image of Egypt. She first visited Egypt in 1873-1874. She did much to bring about 

the foundation of the Egypt Exploration Fund in 1882 and was its first joint honorary 

secretary (The Concise Dictionary of National Biography, 1992). In her highly 
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readable account of A Thousand Miles Up the Nile, first published in 1877, she 

reached a wide non-specialist audience and summarised the archaeological 

discoveries during that time in a way that \Vas considered a breakthrough in the 

science of Egyptology: 

Some thirteen years ago, a distinguished American artist painted a very 
beautiful picture called The Secret of the Sphinx. In its widest sense, the 
Secret of the Sphinx would mean, I suppose, the whole uninterpreted and 
undiscovered past of Egypt ... Thirteen years is a short time to look back 
upon; yet great things have been done in Egypt, and in Egyptology, since 
then. Edfu, with its extraordinary wealth of inscriptions, has been laid 
bare. The whole contents of the Boulak Museum have been recovered 
from the darkness of the tombs. The very mystery of the Sphinx has been 
disclosed ...The picture means more to-day than it meant thi11een years 
ago ... The Sphinx has no secret now, save for the ignorant (Edwards, 
1993:xvi). 

Another key opinion former in the field of Egyptology was Sir Wallis Budge. He 

worked as an assistant at the British :v1useum in 1883 and was keeper of the 

department of Egyptian and Syrian antiquities between 1894 and 1924. He created an 

efficient department, made purchases, arranged speedy publication of texts with 

translations and deciphered the hieratic papyri in the museum, including Teaching of 

Armenemapt in 1924. He also edited the standard text of Book of the Dead in 1898. 

His work includes an Egyptian Hieroglyphic Dictionary, as \vell as an account of the 

Rise and Progress ofAssyriology. He was knighted in 1920. In his book titled The 

Mummy, he provides an account of the funeral rites and customs in ancient Egypt: 
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The monuments and remains of ancient Egypt preserved in the great 
museums of Europe and Egypt are chiefly of a sepulchral character and 
we owe them entirely to the belief of the Egyptians that the soul would at 
some period revivify the body, and to the care, consequent on this belief, 
with which they embalmed the bodies of their dead, so that they might 
resist the action of decay and be ready for the return of the soul. The 
preservation of the embalmed body or mummy was the chief end and aim 
of every Egyptian who wished for everlasting life (Budge, 1995: 15). 

The opening of the Suez Canal in 1869 was an important historical event in the 

evolution of Western awareness of Egypt. The project owed its revival to the 

necessity felt in Europe, particularly in France, to offset the manifest commercial 

advantages enjoyed by England in her traffic \Vith India via the Cape, by the 

provision of an alternative route more accessible to Meditenanean powers. The 

construction of this route was considered by the French as a decisive mean of settling 

old scores with England, thus they attempted to seize Egypt and construct the vital 

waterway. The French regarded the project as feasible and necessary, whereas the 

British government, for reasons of policy, appeared detennined to regard the scheme 

as chimerical and impracticable. The project remained under dispute between the two 

powers until November 1854 when the Viceroy of Egypt, Mohammed Said, granted 

an Act of Concession to build the Suez Canal to Ferdinand de Lesseps, a French 

Consul who had never forgotten his youthful vision of a canal linking the two seas. 

The date fixed for the opening of the Suez Canal was November 17, 1869. It was to 

be made an occasion worthy of the stature of the undertaking, as well as of its 

international character (Schonfield, 1969; Rothschild, 1980). 
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The discovery of the tomb of Tutankhamun was another turning point in the history 

of travel to Egypt. It was discovered in 1922 by Ho\vard Carter, a British 

Egyptologist, after four years (from 1917 to 1922) of searches in the Valley of the 

Kings. This almost undisturbed tomb, complete with the body of its original 

occupant, as well as most of his funerary treasure, was the most spectacular 

archaeological discovery ever made in Egypt (Rosalie, 2000). The discovery occurred 

on the late evening of November 26, 1922, in the romantic Valley of the Kings in 

Luxor, and the removal from it, over ten years, of nearly five thousand dazzling 

works of art caused a sensation throughout the world. It was and remains the richest 

discovery in the history of archaeology. Word of the phenomenal discovery spread 

throughout the world, speeded along by techniques that had barely existed before. 

The highly sophisticated modem communications at the time, including telegraph and 

telephones at the tomb itself, and the first minute-by-minute photographs and moving 

film footage ever undertaken in the history of archaeology, endowed the discovery 

with outstanding publicity. Since the startling day of the event, more than half a 

century ago, the treasures of King Tutankhamun have continued to capture the public 

imagination. No exhibition of works of art has been more popular in world history 

than 'the treasures of Tutankhamun', which have travelled outside Egypt -to Paris in 

1967, to the British museum in 1972, to four cities in the Soviet Union in 1973, and 

to seven cities in the United States- and because of this exhibition, a mania for King 

Tutankhamun took hold. When fifty-five of the 'taken' masterpieces were exhibited at 

the National Gallery of Art in Washington, D.C., nearly a million visitors viewed 
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them in sixteen weeks. At the field museum in Chicago, the million mark figure had 

been reached in just ten weeks (Hoving, 1979). 

Due to all these discoveries that resulted in the unearthing of the archaeological and 

architectural image of Egypt, an entrenched cultural image of the country had been 

cultivated in the mind and consciousness of the world, particularly Europe. As a 

natural consequence, a momentum had been generated which led to an increasingly 

19thpowerful tourist market from the mid century to the early 1980s, that was 

predominantly based on Egypt's archaeological and cultural patrimony. This age 

marked the onset of a new kind of visitor to Egypt; that is, the package tours 

conducted to the East by Thomas Cook. 

2.3 Thomas Cook and the Image Perceived by his Early Tourists to 

Egypt 

Thomas Cook revolutionised tourist travel to Egypt as a result of a growing interest 

created over the previous half-century. He opened a London office in 1865, and with 

the help of his son, John Mason Cook, the business expanded. The fruits of this 

expansion started to bloom when his son was appointed by the Khedive of Egypt in 

1870 as his passenger agent for the Nile traffic. In the same year, he took his first 

party up the Nile in a government-owned steamer. In 1876, the Cooks were appointed 

sole agents for the government postal service between Assiout and Aswan, and by 

1880, the Egyptian government had granted them exclusive control of passenger 
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steamers on the Nile (Swinglehurst, 1974; Conner, 1983). During that time, 

everybody who wanted to be thought of as a bona fide traveller went to Egypt and the 

Nile and most of them travelled on a Cook's tour. The leather-bound Cook's 

handbooks included lists of passengers and today they read like a v.·ho's who of late 

19th century celebrity, including royalty and figures from commerce and the arts. 

2.3.1 The opening of the Suez Canal 

Nevertheless, the year that marked the opening of the Middle East to the tourist trade 

was 1869. the year of the opening of the Suez Canal and the first royal visit of the 

Prince of Wales to Egyvt. Thomas Cook was an honoured guest at the inauguration 

ceremony, receiving a personal invitation from his friend, de Lesseps. He planned 

for a party of sixty people and since there were no hotels or amenities available in the 

Holy Land at the time, he set up his own travelling camp. This consisted of twenty

one sleeping tents, with beds, carpets, tapestries and other amenities to make 

travelling conditions as comfo11able and home-like as possible. Cairo was the venue 

of the festival and Shepheard's hotel was crO\vded with eminent people. Chief among 

them were the empress Eugenie, the wife of Napoleon III, as well as Theophile 

Gautier. 

A new opera house had been built and an opera with an Egyptian theme was 

commissioned by Guiseppe Verdi. There was a ball for five thousand guests, parties 

on the yachts and Nile steamers (Swinglehurst, 197 4 ). All the buildings were 'ablaze 

with gas, oils and candles' and Cook recorded the ships' mastheads were 'covered 
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with fantastically arranged lights and coloured fires' (Brendon, 1991). The Suez 

Canal was considered to be a chaimel of grace, the vital waterway that the British 

soon came to regard as the jugular vein of their empire. It captured Cook's 

imagination \Vhen he declared: 

Africa is converted into an island and the joining of the Mediterranean 
and the Red Sea was a fact of immense importance (Brendon, 1991: 131 ). 

He further described his own passage through the Suez Canal as one of 'the red-letter 

days of my tourist life' (Ibid.). 

John Mason Cook spent a lot of money to improve the steamboat service and to open 

a hotel in Luxor \Vhere a physician ,vould be stationed, thus realising the idea of a 

sanatorium. This was the beginning of John's dominance of tourist traffic in the Nile. 

It was also the origin of Luxor as a health reso1i (Ibid.). Thomas Cook tours to Upper 

Egypt came to be favoured among Victorian travellers for their therapeutic effects 

associated with the dry climate in Egypt, particularly since tuberculosis and 

pulmonary diseases were common complaints among the Victorians (Fahim, 1998). 

Thus, Luxor rapidly became a winter sanatorium and scores of invalids received 

benefits from their visit (Cook's exc., Sep., 1889:9). 

Most visitors stayed for a winter season, which attracted an increasing number of 

visitors to the land of the pharaohs each year: 
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The vigorous find excitement and enjoyment, the valetudinarian a genial 
climate and a pure air; and all are deeply alive to the immensity, the 
grandeur, and the beauty of the remains of the pharaonic and the 
ptolemaic periods, strewn in the valley of the Nile (Roberts, 1838:18). 

Exceptional visitors stayed for years, often adopting Egypt as their second country. 

Following the establishment of the British rule in 1882, a new governing elite was 

superimposed on Egypt. While its members lived very much according to British 

traditions and customs, the more sensitive acquired a profound understanding and 

love for Egypt (Pick, 1991). 

The role of Thomas and John Cook was crucial in improving and promoting Egypt as 

a modem tourist resort. The company enjoyed an official and lucrative monopoly 

over much of the Nile. A popular magazine, Blackwood's, printed this tribute to the 

Cooks: 

The nominal suzerain of Egypt is the Sultan; its real suzerain is Lord 
Cromer. Its nominal Governor is the Khedive; its real governor, for a final 
touch of comic opera, is Thomas Cook & Son. Cook's representative is 
the first person you meet in Egypt . . . He sees you in; he sees you 
through; he sees you out ... Cook carries you, like a nursing father, from 
one end of Egypt to the other ... The population of the Nile banks raises 
produce for Cook and for him alone. In other countries, the lower middle
classes aspire to a place under Cook. "Good Cook shop all the time", is 
his native giddiest ambition - a permanent engagement with Cook 
(Pudney, 1953:212). 

John Cook had no doubts that the future of profitable travel business lay in Egypt. 

Tourism accordingly became a main source of income to the inhabitants, which is 

why grateful Egyptians nicknamed John Cook and his company: King of Upper and 
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Lower Egypt (Pudney, 1953). His travel business helped to popularise the culture of 

'Otherness' of Egypt that comprised the sheer size and scale of the pyramids, ancient 

tombs and temples; their settings on the very edge of the desert with 

incomprehensible signs and symbols covering them, evidence of a long-vanished but 

highly sophisticated civilisation, as well as the fascinating mysteries of the ancient 

mummies. Other attractions included the details of everyday life as revealed by the 

archaeologists, the opportunity to sample at relative ease and safety the contemporary 

Eastern way of life, as well as Egypt's sc1iptural associations with old testament 

events (Pick, 1991 ). 

The following images show the travel imagery used by Thomas Cook for his 

excursions in Egypt. 
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Figure 2.1 Samples of Cook's advertising images for Egypt and the Holy Land 
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2.4 The Dual Representation of Egypt 

Although the initial impact of the image of Egypt was characterised by the aura of its 

architectural marvels and of the romantic attraction of its ancient civilisation, which 

dominated the European consciousness, a contradictory image began to emerge. This 

represented the contrast between the splendid past of the ancient Egyptians and the 

depraved image of the contemporary ones encountered by tourists. Modem Egyptians 

were viewed by Europeans as mysterious, exotic, unchanging and ultimately inferior 

compared to the ancient ones who were seen as fascinating, majestic and 

unmistakably civilised (Fahim, 1998). Much of this adverse contemporary image 

has been attributed by Edward Said to the 'Orientalism' construct that he saw as a 

product of Western imperialists and literary figures. This duality was succinctly 

expressed by Chateaubriand about the Oriental inhabitants of Egypt: 

How can this degenerate stupid mob of "Musulmans" have come to 
inhabit the same land of ancient Egypt whose vastly different owners so 
impressed Herodotus and Diodorus? (Said, 1978:175). 

Said elaborated his case by argumg that, as much as Orientalism created and 

determined the discourse about the Orient, the Egyptologist structured and created the 

discourse about ancient Egypt. He asserted this by saying that the simple point is that 

Egyptology is Egyptology and not Egypt, which means that Egyptology is the science 

of understanding ancient Egypt, but at the same time, it has nothing to do with 

contemporary Egypt (Said, 1993: 141 ). Another writer commented on this dual image: 
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The accounts of historians and travellers, pictures and engravings, 
compose in the depths of the mind a kind of chimerical geography which 
often contradicts reality, and this is one of the great disappointments of 
the tourist to see crnmbling one by one before his very eyes the wonderful 
cities he had created with the rich and unshackled architecture of the 
imagination (Thompson, 1988:7). 

2.4.1 Said's Orientalism 

The contradiction between ancient and modem Egypt also had a great impact on the 

early visitors to the country. These travellers, who were attracted by the fascination of 

the past of old Egypt, found a clashing reality when they landed on the ground of the 

modem country. In order to understand this frame of description, a brief introduction 

to the theory of Orientalism will provide a backdrop for an understanding of these 

statements. Edward Said argues that 01ientalism is a frame of thought theorising the 

understanding of the Orient through different systems of representation. The most 

prominent and effective medium of representation was the written language. The 

value or trnthfulness of these written statements, as Said claimed, relied very little on 

the Orient per se. It was based on a binary contrast between the East and the West, an 

opposition resting on the inferiority of the fom1er versus a superiority of the latter. On 

the one hand, the Orient was depicted as a degenerate, bacbvard place, while on the 

other hand, the Occident presented a contrasted image of sophistication and 

supremacy. 

Balfour, an English diplomat, during his rnle in Egypt, gave an instance of this 

representation. He described the native Egyptians as Orientals who were incapable of 

expressing themselves, and even had they been able to, would have affirmed the fact 
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of \Vestem hegemony and rule over the East under which they were a subject race, 

dominated by another, more capable of controlling and ruling them than they could 

do for themselves. He added that they had a great history in the past, but their present 

was determined by their colonisers who occupied and rehabilitated them for their own 

benefit. Egypt, as presented within Orientalist theory, provided a rationale for 

occupation from the coloniser's point of view (Said, 1978). 

A representative instance, accordant with the mentality Said described, was Lord 

Cromer, who during the course of twenty-five years of rule in Egypt, had gained 

empirical experience of Oriental behaviour and way of thinking. In his famous book 

Modern EgJ,pt, he summarised his view of the country: 

Accuracy is abhonent to the Oriental mind, want of accuracy, which 
easily degenerates into untruthfulness, is in fact the main characteristic of 
the Oriental mind. The European is a close reasoner; his statements of 
fact are devoid of ambiguity; he is a natural logician; albeit he may not 
have studied logic: he loves symmetry in all things; he is by nature 
sceptical and requires proof before he can accept the truth of any 
proposition ... The Oriental on the other hand, like his picturesque streets 
is eminently wanting in symmetry. His reasoning is of the most slipshod 
description, although the ancient Arabs acquired in a somewhat high 
degree the science of dialectics, their descendants are singularly deficient 
in the logical faculty. They are often incapable of drawing the most 
obvious conclusions from any simple premises of which they may admit 
the truth ... (Cromer, 1908: 146-7). 

This description by Cromer supports the binary opposition identified by Said between 

the Oriental and the Occidental as constructed by Europeans, with its emphasis on the 
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gap between the West and the East in the faculty of rational thought. It provided one 

instance of Occidental mental supremacy over the Oriental. 

2.4.2 The image of Egypt viewed by the early travellers 

The early travellers to Egypt in the 19th century conveyed an image of the local 

Egyptians that corresponds to Said's Orientalism. An instance of this representation 

describes the local Egyptians who live along the bank of the Nile as a bunch of rural 

peasants, very poor, living in mud-brick huts in a state of anarchy with no order or 

discipline: 

We walked around the village, the huts all tumbled together up and down, 
as animals build their nests, without regularity or plan. The pigeons 
seemed better lodged: they had round mud cones provided for them, taller 
than the houses ... There \Vas not much curiosity about me, though they 
(the Arabs, not the pigeons) could never have seen a European woman 
before; but they looked on with the same interest which the dogs did, - no 
more (Nightingale, 1849: 120). 

This disparaging image of the local Egyptians was transmitted in a tone of contempt 

from the visitors who regarded them as living in a state of anarchy and ultimate chaos 

regarding their housing conditions. Curiosity emanated from a 'culture shock' on the 

part of the Egyptians when they saw those foreigners ( especially women), \Vhich led 

the tourists to dehumanise them by equating them with animals (dogs). 

This 'degrading image' \\·as also applicable to the Bedouins, who were perceived as 

gangsters, robbers and murderers, as narrated by one of those travellers: 
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Our men refused to stop for the night on the eastern side of the river. 
They have the utmost horror of the Bedouins of the desert; and wherever 
their sterile domains press close upon the Nile, we are entertained with 
stories of robbery and bloodshed, and warned of the danger of mooring in 
a suspected neighbourhood (Olin, 1843:124). 

The negative Oriental image was also described by Edward Lane in his book 

Manners and Customs ofModern Egyptians, wtitten in 1835. He provided an ample 

description of Oriental Egypt, its climate, topography, personal characteristics, dress, 

religion, laws, domestic life, as well as the manners and customs of its native 

inhabitants. He portrayed an image of the peasants or 'Fellaheen': 

The Fellaheen of Egypt cannot be justly represented in a very favourable 
light with regard to their domestic and social condition and manners. In 
the worst points of vie\v, they resemble their bedawee ancestors, without 
possessing many of the virtues of the inhabitants of the desert, unless in 
an inferior degree; and the customs they have inherited from their 
forefathers often have a very baneful effect upon their domestic life 
(Lane, 1904:247). 

The words 'infe1ior' and 'baneful' exemplify the main frame of reference about the 

peasants in Egypt, reflecting the deficiency of reason highlighted earlier by Cromer in 

his description of the Oriental. 

These travellers also encountered some difficulties with the local Egyptians. Among 

these obstacles were the demands for baksheesh, unreliable and unpunctual guides, 

and Nile boat crews, as well as poor hygiene (Pick, 1991 ). The adverse image gained 

of the host population by travellers regarding avaricious locals and incompetent 
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guides is evident in the entry about Orientals provided in Baedeker's Egypt guide 

book (Baedeker, 1929): 

The average Oriental regards the European traveller as a Croesus, 
therefore as fair game, and feels justified in pressing upon him with a 
perpetual demand for baksheesh, which simply means 'a gift'. The number 
of beggars is enormous, but baksheesh should never be given either to 
adults or children, except for services rendered or to the aged and 
crippled; and the government appeal to the tourist by public placards not 
to encourage the habit of begging (Baedeker, 1929:xxv). 

Yet this conception is not entirely confounded even today. Kennedy's travelogue of 

Egypt, written after his visit to the country in 1988, noted: 

Considered now, Baedeker's code of conduct comes across as an artefact 
from the colonial past. .. And yet as I made my way through Luxor garish 
streets-ducking the touts \:v·ho looked upon any foreigner as decidedly 
easy prey; mingling with the coachloads of overfed Gemrnn and Swiss-I 
couldn't help thinking that Baedeker's attitudes still had a disturbing 
validity in Luxor today . . . Westerners were treated as fly-by-night 
colonialists because they possessed hard cmTency ... Watching the touts 
at work was like observing a peculiar form of schizophrenia, for beneath 
their sycophancy was what I detected to be a surely nationalistic pride. 
'We will grovel to you because of your dollars and deutschrnarks', they 
seemed to be telling the tourists, 'but don't think for a moment that we 
look up to you as our masters. We're the masters now (Kennedy, 
1988: 177). 

The same degree of inferiority is evident in the prev10us descriptions of local 

Egyptians. They are portrayed as people whose only job is to beg tourists for money. 

However, despite their striking poverty, they showed a sense of pride and a 

nationalistic sense of not being under Western authority. Their resisting voice is 

reflected for the first time in this instance. 
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The notion of the harem and bazaars as distinctive iconic figures of the oriental life 

were observed by some westerners who gave an outsider's perception of them: 

But very amusing was the family of a mudir. A single dahabeah contained 
it, but with such difficulty that the decks were covered with women and 
children, and the cabins were so crO\vded, that a beauty, more or less fat, 
more or less old, but all more than less painted, was bursting full-blown 
out of every window. Dressed as they would be at home, with their faces 
and throats uncovered, we had, as we passed close by, an uncommon 
opportunity of seeing a harem. One strikingly pretty woman wore a most 
gorgeous dress of scarlet and gold, another a very pretty gown of red and 
white stripes; all ate, all talked, all laughed (Eden, 1862: 140). 

The description of the oriental way of life of the local Egyptians provided in the 

previous quotations seemed to reflect a tone of contempt to their way of life, which 

was perceived by the western tourists as primitive and backward. Nonetheless, the 

description of the way of dress of the oriental 1.vomen or 'harem' outlined in the above 

extract mirrored a highly admirable view to the peculiar, yet fascinating dress of the 

oriental woman. 

Brendon (1991) gave a precise description to ho\v old Cairo was perceived by the 

European tourists: 

Cairo, too, thanks to the extravagance of the Khedive Ismail, had 'Parisian 
innovations' 'modem pleasure grounds, opera-house, theatre circus, and 
cafes chantants, in the style of the Champs Elysees'. But Miss Riggs 
found the bazaars 'most wonderfully Oriental'. The spectacle really was 
like something out of the Bible or the Arabian Nights: a sea of green 
palms, white roofs, turquoise domes and brown minarets; a jungle of 
antique streets filled with dirt, dust and dilapidation, strings of camels and 
asses carrying bundles of sugar-cane, flocks of sheep and goats, fly
ridden market stalls, men in flowing gallabeahs and red fezzes or white 
turbans, and veiled women revealing their submissiveness, according to 
Miss Riggs, in a land 'where all is tyranny and oppression'. With its 
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'capacious lounge' and dining room, Shepheard's Hotel was a refuge from 
all this (Brendon, 1991:123). 

The oriental description in the above-cited excerpt seemed to be represented much 

less favourably compared with the western or European \vay of life. Although the 

bazaars were seen as 'wonderfully oriental', the whole ambience of the place was 

perceived as part of a fairytale of a long gone past which was casting its shadow on a 

shattered environment observed as backward by its tyranny and submission of 

women. 

All of the foregoing quotations of what the early travellers had seen corresponded to a 

large extent with what Cromer and Balfour had previously described. They 

emphasised their superiority over the Egy1)tians by describing them as living in a very 

poor state of being, and in such a \vay, they confirn1ed their status of being superior to 

the locals. 

From the fom1er descriptions, we can deduce that the theory of Orientalism has a 

striking validity among the different narrations given by the early tourists. All of 

them reflected the Western superiority verses Eastern inferiority (Said, 1978; 1995; 

Sardar, 1999). The portrayal provided by the tourists through the written language 

was given in such a way as to show that the West still had the powerful hand over the 

East and the age of colonialism still existed in the form of rich tourists touring the 

ancient land of Egypt to satisfy their curiosity on the one hand, as well as to 

34 



Chapter Two: The Historical Background of the Image of Egypt 

demonstrate their supremacy and power on the other hand. Such frame of reference 

was represented by different categories. 

2.4.3 The image of Egypt in the media 

This duality of the image of Egypt is still dominating Western media today, as 

examined in some of the articles written by travel writers in British newspapers. 

Egypt is seen as a country with a glorious past, represented in its archaeological 

heritage, a patrimony that challenged many ages, a squalid present lying in its poverty 

and an uncertain future. The image consists of Cairo, the Nile, the desert, pyramids, 

camels, crowds, dust and dirt, poisonous food and \Vater, and hordes of children 

chasing tourists for money. It reflects the cmrent poverty, which modem Egypt, as a 

developing country, suffers from. Images of lack of hygiene, greasy food and above 

all, the idleness and dishonesty of the natives who are not seen as connected to the 

glorious past, prevail in Western media (Aziz, 1992). This duality emphasises what 

the early travellers conveyed after their encounters with the local Egyptians, which 

became a legacy constantly drawn to emphasise the huge gap between ancient Egypt 

with all its glamour and grandeur, and a present Egypt imprinted with poverty and 

backwardness. 

2.5 Summary 

This chapter has attempted to demonstrate the evolutionary stages in the historical 

construction of the image of Egypt, a construction that led to its firm establishment as 

a pre-eminent cultural destination in the minds of European explorers, travellers and 
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tourists. This was due to a legacy of archaeological patrimony, which marked the 

existence of one of the earliest civilisations known in history. The legacy was first 

discovered by the early travellers of the 1sth century, then emphasised and developed 

by Napoleon Bonaparte during his invasion of Egypt. This invasion opened the door 

to subsequent discoveries and excavators whose roles were to emphasise the 

archaeological identity of Eg)1)t. As a result, ancient history formed the main 

attribute of the image of the country. ~evertheless, this positive construction was 

countered by a contradictory image of the Oriental culture of Egypt. A culture 

characterised by backwardness and passivity, which \Vas perceived by European 

tourists after their encounters \vith the locals. This image has been explained within 

the Orientalism theory developed by Edward Said as a manifestation of Western 

hegemony and power. However, the overall perception of the country maintained its 

cultural and historical supremacy as a land with a unique past. 

In the early 1980s, the Egyptian government launched a new promotional programme 

aimed at repositioning the traditional image of the country, by introducing a new 

facet of tourism; that was sea-based recreational tourism. The introduction of this new 

aspect was made to modify the brand image of Egypt as a prominent cultural venue 

into a more diversified image that offer other aspect(s) of tourism, chief among them 

was beach-based recreational tourism. The rest of this thesis traces the development 

of this new aspect and its impact on the overall performance of the destination. Its 

main purpose is to highlight the role of the Egyptian supply sector in shifting the 

focus from the cultural dimension which constituted the main attribute of the country 
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as shown throughout this chapter into a new image offers multiple tourist attractions. 

Further, the implications associated with repositioning this well-established brand 

image in terms of the selection of its new location and context will be discussed. 

The next chapter provides an analysis of the recent tourism perfonnance in Egypt 

carried out by the Egyptian tourism supply authorities from post World War II, 

specifically since 1952 until the mid 1960s, which marked the first initiatives towards 

diversifying the original tourist product of the destination, and hence the 

repositioning of its cultural image. 
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Chapter Three 

Post World \Var II Tourism Performance in Egypt 

3.1 Introduction 

The central subject of this thesis is the repositioning of tourism destinations, using as 

a case study the attempt of the Egyptian government since the mid 1960s to diversify 

the image of Egypt by re-presenting it, not just as the cultural destination established 

in the eyes of westerners for over two centuries, but by augmenting this through the 

promotion of a new, beach-based hedonic sector. In order to understand the tourism 

context of this repositioning, it is essential to provide an overview of Egypt's tourism 

prior to the years leading up to it. 

Accordingly, the purpose of this chapter is to analyse the tourism perfomrnnce of 

Egypt after the war, with particular analysis of Egypt's tourism status in the 1950s 

and 1960s. From this, it will be possible to assess the impact of the repositioning 

programme that follO\ved this period. This chapter therefore examines the broad 

structures of tourism in Egypt from the 1950s to the mid 1960s. These structures will 

be examined in terms of total tourist numbers, total tourist nights, tourist generating 

markets, nationalities within each market, and total revenues generated from tourism 

during the selected period. 
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3.2 The Tourist Performance in Egypt from 1952 to 1966 

It is important to begin by providing an overall picture of trends in arrivals to Egypt 

for the period under consideration. 

3.2.1 Total tourist numbers to Egypt from 1952 to 1966 

Table 3.1 Total tourist numbers to Egypt from 1952 to 1966 

Years 

1952 

1953 I 

No. of tourists 
(000) 

76 

91: 

Percentage change! 

I
-I 

19.74 

1954 

1955 

1956 

I 

114 

149 

170, 

25.27[ 

30.701 

14.09 

1957 128 -24.71 

1958 

1959 

1960 

1961 

1962 

1963 

I 

' 

1631 

2401 

285 

284' 

291 

404 

27.34 

47.24 

18.751 

-0.351 

2.46i 

38.83' 

1964 497 23.02 

1965 542 9.05 

1966 
I 

579 6.83 

Sources: Zeiton, M. Studies in Tourist Statistics, Cairo, 1965 
The Egyptian Ministry of Tourism, The Tourist Movement, 1952-1962 and 1962-1968, Cairo 

Table 3.1 indicates how the numbers of tourist arrivals had shown regular increases 

from 1952 to 1956, with an annual average gro\vth rate of 22.45%. This growth was 

interrupted by the break of the Suez war in 1956, which precipitated the sharp drop in 

tourist numbers in 1957, both in numbers and in percentage changes. By the end of 

the l 950s and the early l 960s, the tourism movement in Egypt gradually regained 

momentum. From 1963, a high increase in tourist numbers was noted. This increase 

was 39% higher than the previous year. During this period (1963-67), Egypt began to 
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embark on an ambitious tourist development and marketing programme under the 

leadership of the State Tourist Administration and the Egyptian General Organisation 

for Tourism and Hotels (EGOTH). The outcome of this plan was an upsurge in the 

annual average growth rate of the total tourism movement to Egypt, which amounted 

to 18% between the years 1959 and 1966. This growth rate exceeded the world 

annual average rate during the same period as the world average rate recorded an 

increase of 11.4% (Nashaat, 1977). 

Among the reasons which led to the activation of the tourist movement in Egypt 

during this period was the decision taken by the state at the time to diversify the 

tourist product of the destination. Therefore, the first five-year tourism plan devised 

by EGOTH planned for the establishment of three hotels as a first step for developing 

beach tourism in the destination. These three hotels were built on three different 

coastal sites. The first two hotels were established in 1964 on the sites of Sidi

Abdelrahman over the north-western coast on the Mediterranean, and El-Bin El

Sokhna over the Gulf of Suez. The third hotel was built in Hurghada on the Red Sea 

region in 1965 (National Specialised Councils, 2001) (see the map of Egypt fig. 3.1). 

This coastal hotel development was among an extended hotel development plan all 

over the tourist sites in the country, particularly in Upper Egypt, hence a high 

increase of tourist numbers to the destination occurred between the years of 1963 and 

1966. The average increase during this period had reached 19.4%. The hotel 

development expanded so quickly that a new hotel was inaugurated every couple of 

weeks, particularly in 1964 and 1965. The total hotel capacity had reached 16,000 
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rooms m 1966, and the average hotel occupancy was 75%. Due to this hotel 

expansion, EGOTH budgeted L.E. 5,685 million for hotel projects in 1964/65, but 

this was highly exceeded and nearly L.E.10 million was finally spent in that year 

(International Tourism Quarterly, 1972). The expectation during this period was that 

the ratio of foreign exchange earnings to investment would be high. For example, 

tourist expenditures, which were estimated at $63 million in 1960, had risen to $115 

million in 1965 and $122 million in 1966. Nonetheless, due to the impact of the six

day war in 1967, these figures had dropped to reach $85.1 million in 1967 and $62.1 

million in 1968 (Ibid.). 

The following map of Egypt shows the different tourist sites in the destination, 

particularly the first three coastal sites dedicated by the state for developing beach or 

recreational tourism. 
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Figure 3.1 Map of the different tourist sites in Egypt 

WtJtern 
De 11 <t ,., 

./ _J O R.--D A iV_ 
•·
' 

' 
' 

SA{liJI 
ARABI,,1 

Source: Egyptian Tourist Authority 

42 



Chapter Three: Post World War II Tourism Performance in Egypt 

3.2.2 Total tourist nights in Egypt from 1952 to 1966 

The following table shows the total tourist nights in Egypt from 1952 to 1966 

Table 3.2 Total tourist nights in Egypt from 1952 to 1966 
Year Total tourist nights 

(000) 
Percentage change Average length of stay 

(nights) 
1952 790 - -
1960 4560 47.2% 16 

1961 4645 1.9% 16.3 

1962 4166 ·10% 14.3 

1963 4223 1% 10.6 

1964 7024 66% 14.1 

1965 10421 48% 19.2 

1966 9784 ·6% 16.9 

Source: Sources mentioned in table 3.1 

From the above table, we can see that the total tourist nights had increased from 

790,000 in 1952 to 4,560,000 in 1960. The increase in nights during this period was 

a reflection of the increase in tourist numbers shown in the previous section. The 

percentage of the total nights fluctuated between 1961 and 1963 with slim 

percentages of 1.9 %, -10% and 1 % respectively. However, in 1964, the nights 

showed a high rate of increase, which had reached 66% over the previous year. This 

can be attributed to the repositioning scheme, which started in the same period. Hence 

it succeeded in attracting more tourists to the destination, besides the original cultural 

segments. These nights reached their climax in 1965, which recorded a total of 

10,421,000 nights with an average length of stay of 19.2 nights. The percentage 

market share of Egypt at that time from the international tourist movement had 

reached 0.9% (National Specialised Councils, 2001). On the other hand, the average 

length of stay was 15 days with a high percentage of roughly 1 7 days in 1966 and a 
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low of almost 11 days in 1963. This indicates that the tourist trends to Egypt during 

the first half of the 1960s were characterised by long lengths of stay. Hmvever, it has 

been argued that the average length of stay of tourists from different nationalities in 

Egypt is generally on the decrease (National Tourism Repotis, 1987). For example, 

the average length of stay declined from almost one month in the 1950s to about a 

fortnight in the 1960s. 

The following section demonstrates the major tourist generating regions to Egypt in 

the period between 1952 and 1966. 

3.2.3 Tourist generating regions to Egypt from 1952 to 1966 

Table 3.3 Major generating regions to Egypt from 1952 to 1966 

Year Arabs' Europeans Americans Others' Total 1 

{000} % (000}\ % (000} I % (000) % (000) % 

1952 21 28 27 1 35 18 24 10 13 76 100 
' 

1953 34 37 38 421 111 12 8 9 91 100 

1954 38 33 49 43! 20 17 7 6 144 1 100 

1955 43 29 71 48 27 18 8 5 1491 100, 

1956 62 361 75! 44 1 
I 

24 14 9 5 170 100 

1957 67! 521 
' 

41 I, 32' 11 9 9 7 128 100 

1958 80 49, 44 27 17: 10 22 13 163 100 

1959 1291 54 1 69 291 18' 
I 

7 24\ 10 240 100, 

1960 127 1 45 91 321 37 13 301 11 285: 100 

1961 107 38 106 371 43 15 281 10 284 100 

1962 116 40 87 30 40 14 48: 16 291' 100 

1963 151 37 133 33 61 15 59' 15 404/ 100 

1964 I 208 421 165 33 661 13 I 58 12, 497 100 

1965 I 246 45\ 179 331 63' 12 54 10 452 100 

1966 256\ 44 197 34 73 131 53 9 579 100 

Source: Sources mentioned 1n table 3.1 

The table suggests that t\vo major groups, tourists from Arab countries and Europe, 

had occupied the highest percentage among the major generating groups to Egypt. 

The European market outnumbered the Arab market between 1952 and 1956 with a 
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percentage peak of 48% and a low of 35%. This reflected the longstanding 

fascination of the European middle classes with the cultural heritage of Egypt, 

especially from Britain and France, which had been established before and during the 

colonial era, as described in the previous chapter. 

However, from 1957, the composition of Egyptian tourism began to change with the 

Arab market expanding and exceeding the European one by large percentages, nearly 

doubling in 1959. This increase continued during the 1960s. One of the main reasons 

for this restructuring of the inbound market was the tripartite invasion by France, 

Britain and Israel of the Suez Canal region in 1956 (Hopwood, 1993). Since this 

invasion was led by two major tourist generating countries to Egypt (England and 

France), it acted as a deterrent for these nationalities to visit the destination at the 

time. The expansion of the Arab market that compensated for the percentage 

reduction in the European market has been attributed to several factors (N ashaat, 

1977; International Tourism Quarterly, 1972): 

1. the rise in the real per capita national income in almost all the A.rab countries, 

particularly in the Arab petroleum exporting countries; 

2. the relatively high increase in population; 

3. the rapid growth of a new elite middle class, as well as the increase in education 

throughout the Arab world; 

4. the influence of Arab nationalism in increasing the attractiveness of Egypt as a 

prominent cultural centre in the A.rab world, as well as the political leadership 

assigned to Egypt in the Arab world; 
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5. the strengthening of the more or less established relationships with some Arab 

countries like Sudan, Libya, Syria, Kuwait, Lebanon, Saudi Arabia and the Gulf 

states; 

6. the black market in foreign currency which provided a special premium tourist rate to 

the Arabs; 

7. the attractiveness of Egypt as a good value for money destination. 

This high increase in the Arab tourist numbers to Egypt continued until the mid 

1970s. 

The third generating region to Egypt in terms of total tourist numbers was the 

American region. During the period between 1952 and 1966, they contributed with a 

high percentage of 24% and a low of 7% to the total visitors to the destination, with 

an annual average percentage of 13.9%. The largest proportions of visitors came from 

two major destinations in this region, USA and Canada. 

3.2.3.1 Major nationalities 

The only data found by the researcher which classified the tourist generating regions 

of Egypt according to their nationalities, particularly from the Arab and the European 

markets were found to be dating back to 1968. The following table shows the major 

generating countries to Egypt from each of those regions. 
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Table 3.4 Major generating countries from the Arab and European regions from 1968 to 1970. 

Major generating 
countries from 
Arab region 

1968 
(000) 

1969 
(000) 

1970 
(000) 

Major generating 
countries from 
Europe 

1968 
(000) 

1969 
(000) 

1970 
(000) 

Libya 37 45 75 Germany (Fed.) 13 12 8 
Lebanon 27 23 24 Britain 12 17 13 

Jordan 24 30 26 France 11 11 10 

Sudan 21 23 31 Greece 8 7 7 

Syria 17 17 16 Italy 8 6 4 

Palestine 15 12 13 Czechoslovakia 7 7 4 

Iraq 12 12 8 Germany (Dern.) 3 4 3 

Kuwait 11 12 13 Switzerland 2 2 2 

Saudi Arabia 7 6 9 Poland 2 2 2 

Aden 3 3 3 Yugoslavia 2 2 2 
Source: Economic Intelligence Unit, Egypt, International Tourism Quarterly, 1972, National Report No.5 

As shown in the above table, the major generating nationalities from the Arab world 

came from Libya, Lebanon, Jordan, Sudan, Syria and Palestine. As mentioned in 

section 3.2.3, the good relationship established between Egypt and these countries 

had facilitated their travel to Egypt. On the other hand, the major nationalities from 

Europe originated from West Germany, Britain, France, Greece and Italy. It has been 

argued that the popularity of France's Middle East policy in Egypt and the new 

rapprochement with West Germany, which culminated in the restoration of 

diplomatic relations severed since 1964, have helped in increasing the number of 

French and German tourists to Egypt (International Tourism Quarterly, 1972). 

Table 3.5 indicates total tourist nights spent by the major, continental generating 

regions to Egypt between 1952 and 1966. 
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Table 3.5 Total tourist nights of the major generating regions to Egypt from 1952 to 1966 

Years Arab 
(000) 

% European 
(000) 

% American 
(000) 

% Others 
(000) 

% Total 
nights 
{000) 

1952 273 34.6 335 42.4 113 14.3 69 8.7 790 

1960 2291 50.2 1531 33.6 331 7.3 407 8.9 4560 

1961 2256 48.6 1668 35.9 358 7.7 363 7.8 4645 

1962 1964 47.1 1349 32.4 303 7.3 550 13.2 4166 

1963 1869 44.3 1311 31 434 10.3 609 14.4 4223 

1964 3856 54.9 1986 28.3 426 6 756 10.8 7024 

1965 7067 67.9 2328 22.4 395 3.8 611 5.9 10401 

1966 6439 65.8 2327 23.8 424 4.3 594 6.1 9784 

Source: Sources mentioned in table 3.1 

The table shows that the Arab market came to dominate the tourist nights during the 

first half of thel 960s, providing an annual average of 54.1 %, where at the start of the 

1950s they had accounted for slightly over a third of all nights (in 1952 the 

percentage was 34.6%). 

In summary, from the 1960s, the Arab visitors not only came to dominate in terms of 

number of visitors, but also in number of total tourist nights. 

The following section outlines the average length of stay in the principal tourist 

regions of Egypt from 1952 to 1966. 

3.2.3.2 Average length of stay in the main tourist regions in Egypt 

Length of stay data in Egypt by continental grouping broadly reflects the trends just 

presented in terms of the emerging importance of the Arab market and the weakening 

impact of market segments from Europe and America. Table 3.6 shows the estimated 

average length of stay of the main tourist regions over the period from 1952 to 1966. 
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Table 3.6 Average length of stay of main inbound tourist regions 

I~
Arab 

r 

(nights) 
¾ 
change 

European ¾ 
(nights) change 

American 
(nights) 

¾ 
change 

Others 
(nights) 

¾ Total 
change nights 

I 

Average 
of all 
groups 
(nights) 

1952 13 -I 12 -1 6 - 7 _I 38 9.5 

1960 18 38.51 17 41.7, 9i 50 14 100i 58 14.5 

1961 21 16.6i 16 -5.9 Si -11.1 13 -7.141 58 14.5 

1962 17 -19 I 16 0 8 0 11 -15.4! 52 13 
I1963 12I -29.4 10 -37.5 7 -12.5 10 -9.1 39 9.75 

1964 19 58.3 12, 20 6 -14.3 13 30 50 12.5 

1965 29I 52.6 13 8.3 6 0 11 -15.4 59 14.75 

1966 25 -13.8 121 7.7 61 0 11 0 54 13.5 

Total ' 19.251 
average I 

13.51 
I 

7 11.25 
I I 

i 

Source: Derived from tables 3.3 and 3.4 

The table indicates that, during the 1960s, while length of stay by Europeans, 

Americans and others showed at best small increases and, in other cases small 

decreases, the length of stay for the Arab tourists showed a constant increase 

compared with the other groups. According to the above table, the length of stay of 

the Arab market increased in 1960 and 1961 by 38.5% and 16.6% respectively, and 

once more in 1964 and 1965 by 58.3% and 52.6%, but showed a decrease in the years 

of 1962, 1963 and 1966. Nonetheless, the total average of all nights spent by the Arab 

visitors during the chosen period was 19.25 nights. This average was higher than the 

average recorded for the European and American markets, as well as the 'Others' 

group. 

Nevertheless, the visitor data presented in these tables is not completely reliable 

because the data for tourist arrivals in Egypt are based on frontier checks, while those 

for tourist nights are obtained by comparing the records of frontier checks of tourists 
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on entering and on leaving. There may have been some inaccuracy associated with 

estimating the average length of stay by using this method. This is because nights 

recorded for one year may relate to arrivals reported for the previous year (Nashaat, 

1977). 

Though the Arab tourists remained in Egypt for longer than other nationalities, they 

usually stayed in private accommodation and made little use of specialised transport 

and other tourist services (Ibid.). On the contrary, although the European group had a 

lower average length of stay than the Arab group, they probably possessed higher 

expenditures since most of them stayed in official tourist establishments, as well as 

spending on sightseeing and souvenirs (Ibid.). 

3.2.3.3 Seasonality of tourist demand 

The following table shows the seasonality of tourist nights in Egypt during the period 

1962 to 1971 approximated into thousands. 
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Table 3.7 Seasonality of tourist nights in Egypt from 1962 to 1971 

Month 1962-66 
(Average) 
(000) 

1967 
(000) 

1968 
(000) 

1969 
(000) 

1970 
(000) 

1971 
(000) 

January 633 932 186 277 300 319 
February 418 409 195 246 269 321 
March 438 664 222 314 241 297 
April 409 536 220 250 251 345 
May 499 838 231 247 261 322 
June 1043 1516 475 434 297 370 
July 962 327 472 463 353 568 
August 746 242 659 680 761 1040 
September 574 244 659 650 732 910 
October 511 218 433 338 559 619 
November 432 207 291 221 254 392 
December 454 236 331 275 307 475 

Total 7120 6370 4376 4396 4574 5979 

Source: Economic Intelligence Unit, Egypt, International Tourism Quarterly, 1972,National Report No.5 

Table 3.7 shows that the highest months in terms of tourist arrivals were June, July 

and August in the average recorded during the years of 1962-66. While June, January 

and May were recorded as the highest months in terms of tourist arrivals in 1967. In 

1970 and 1971, the peak months were recorded in August, September and October. 

The general trend of tourist nights during those years indicated that the summer 

months were the most preferable months for tourists during this time. Conversely, the 

lowest months in terms of total nights were mainly concentrated in the winter season. 

For example, from 1962-1966 the lowest months were November, February, and 

April. While in 1971 and 1972, they were January, February and March. This finding 

indicates the dominance of the Arab market in terms of total arrivals who preferred 

the summer season when compared to the other generating markets of Egypt during 

this period. 
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The following table further illustrates the seasonality of tourist demand by major 

nationality groups in the period from 1962 to 1966. 

Table 3.8 Seasonality of major tourist nationalities in Egypt from 1962 to 1966 

Nationality Monthly averagej Share of arrivals inl 
asa¾ofpeak] % 

month 1962-1966. · 
Arabs 60.9(Sep)I 42.2 

Europeans 81.5(Mar)I 33 

Americans 73.3(Mar)I 13.1 

Others 86.3(Mar)I 11.7 

Total 78.2(Sep)i 100 

Source: CAPMS, Bulletin of Tourist Statistics, various issues 

From this, it is clear that the Arab tourist market showed lower seasonal fluctuations 

than other tourist groups in general. During the 1962-1966 period, the monthly 

average as a percentage of peak demand was 60.9Slo for Arab tourists compared to 

81.5% for Europeans, 73.3% for Americans and 86.3% for Others. Moreover, the 

peak month for non-Arab tourists \Vas outside the June-September high season 

(Nashaat, 1977). This finding shows that the demand for Egypt from the Arab market 

was concentrated during the summer months, as they prefened the entertainment 

centres and the relative mild weather of the destination during the summer season. 

The European and American markets, on the other hand, were mainly attracted to the 

cultural attractions of the country, which are more suitable for visitation during the 

winter. They also prefened the mild winter weather in the country, which by itself 

represented an attraction when compared to their very cold winter at home. 

Nevertheless, despite the buoyancy of the Arab market in terms of numbers, nights 

and spread of seasonal visitation, the increases were not necessarily matched by 
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equivalent ones in tourist revenue. As noted earlier, Arab tourists tended to lodge in 

private accommodation, and they did not use public transportation or utilities as they 

primarily made trips as independent travellers using their own transportation. Hence, 

it is likely that their overall tomism expenditures were lower than the European 

market, despite their supremacy in numbers. This anticipates an issue that will be 

discussed in more detail later in the main bodv of this thesis \vhen the research 

findings are presented. The question is whether, despite the superior volume of Arab 

travellers, Egypt might derive its greatest tourist revenues from the lower volume 

visitors generated by America and Europe. This issue which has often been termed, as 

the quality versus quantity debate is one which is discussed extensively during the 

repositioning phase as the research findings will indicate in later chapters. 

3.3 Tourism Expenditures in the Sixties 

The structure of tourism expenditures sheds some limited light on the quality versus 

quantity issue. Studies were conducted during the 1960s in order to measure the 

proportional distribution of tourist expenditures in Egypt (~ashaat, 1977). The 

results revealed by these studies are illustrated in the following table: 
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Tabie 3 9 o·Istn"bufI0n oftouns. t expend"tI uresin Egypt 
Categories 

Accommodation 

Food & beverages 

Local transport 

Souvenirs & gifts 

Sightseeing & 
entertainment 
Miscellaneous 

Total 

Percentage 

30 
22 
10 
10 
20 

8 

100 
Source: Bond, M.E. and Ladman, J.R. (1972) Tourism: A Strategy for Development, Nebraska, Journal 
of Economics and Business, 2(1) 

As shown in table 3.9, the highest category among tourist expenditures was the 

accommodation, which comprises by itself a percentage of 30% among the rest of the 

different categories of expenditures. This explains why the tourist segment, which 

does not use tourist accommodation, has usually lower expenditures than the 

segment(s) that nonnally use official tourist accommodation. The second category in 

terms of expenditure is food and beverage (22%), which is mostly associated with 

hotels as the official tourist establishments that cater for this category. The third 

category is the sightseeing and entertainment (20%). Sightseeing is associated with 

the cultural sites in Cairo and Upper Egypt, particularly Luxor and Aswan, while the 

entertainment is associated with recreational tourism mainly in Cairo and Alexandria. 

The first is chiefly for the European market, while the latter is preferred by the Arab 

and domestic markets. However, they are grouped together, hence it is difficult to 

know which sector had higher expenditures than the other. The same study concluded 

that the average daily expenditure ofeach tourist nationality group was as follows: 
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Table 3.10 Average daily expenditure of major nationalities 

Tourist nationality ,Average daily 
group expenditure in LE* 
Arabs I 4 

Europeans I 6 
Americans I 8 
Others I 5 
Source: Nashaat, 1977 

* Egyptian Pounds 

This table provides a directional indication of the comparative expenditure by day for 

each tourist generating region in Egypt. HO\vever, it must be treated with some 

caution since the writer who published it emphasised that the study was conducted in 

the early or mid 1960s and since then, no similar studies have been undertaken. 

However, the figures are interesting in showing that the American market (despite 

being the third generating market of Egypt in tem1s of total tourist numbers after the 

Arab and the European markets respectively) possessed the highest daily expenditure 

among the other nationalities, fol10\ved by the European and the Arab markets. This 

provides further evidence that expenditures generated by different tourist segments 

are not always directly proportional to their numbers. 

3.3.1 Contribution of tourism to GDP 

It has been argued that during the decades of 1950s, 1960s and 1970s, Egypt had 

undergone a number of crucial turning points in its economy. The most important was 

the shift to sectoral and central plmming in 1957 and 1960, the sweeping 

nationalisation measures of 1961-1964, the declaration of an Open Door Policy in 

1974 at a moment of a rising financial wealth in petroleum-exporting economies in 

the Middle East and ~.Jorth Africa, which contributed to a fundamental structural 
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change of the Egyptian economy (Al-Sayyid, 2003). This last turning point has failed 

to bring the economy closer to the stage of development known in newly

industrialised country, but moved it away from its exclusive reliance on a major 

export cotton crop which had marked its integration in the world economy since the 

1860s to become independent on invisible exports; namely the Suez canal tolls, 

tourism, remittances of Egyptian migrant workers, and petroleum exports (Ibid.). 

During the 1960s, the share of tourism in the total GDP of Egypt increased from 

about 0.98% to only 1.2%. After the war of 1967, the contribution of tourism to the 

total GDP decreased to about 0.7% and henceforth, the share of tourism was 

generally rising to reach its previous rate of 1.2% in 1974 (Nashaat, 1977). 

3.4 Hotel Development 

Data on hotel development from the mid 1960s offers further insight into Egyptian 

tourism prior to the repositioning process. Data from 1966/67 to 1970/71 show the 

total number of hotels and beds that belonged to the public and private sectors in 

Egypt. 
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Table 3.11 The number of hotel units, rooms and bed capacity in professional accommodation 
from 1966/67 to 1970/71. 

Year Public sector Private sector 

No. of No. of No. of No. of No. of No. of beds 
hotels rooms Beds hotels rooms 

1966/67 30 3605 6737 954 18945 38036 
1967/68 25 3248 6065 936 18913 38030 
1968/69 27 3383 6281 898 18727 37353 
1969/70 24 3123 5802 884 18307 26417 
1970/71 25 3152 5859 910 19131 38214 
Source: CAPMS: Statistical Handbook, UAR., Cairo, June 1969 and 1973 editions 

The most obvious point to be drawn from this is the dominance in supply of private 

sector accommodation. This was due to the Egyptian tourism sector policy of 

privatising tourist hotel accommodation in order to improve its performance. These 

hotels were managed mainly by international hotel chains. No published data were 

found to document the distribution of the hotels among the different govemorates in 

Egypt during the 1960s. It was only in the 1970s that data could be found which 

provided classification of hotels in terms of their number and location in the different 

Egyptian provinces (Nashaat, 1977). Table 3.12 provides a breakdown of the 

geographical distribution of hotels. 
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Table 3.12 Hotel development in Egypt during 1971 and 1972 

Province Public sector hotel establishments Private sector hotel establishments 

No. of hotels No. of rooms I No. of hotels No. of rooms 

Cairo 8 13391 252 7518 
I i 

Alexandria 4 362 192\ 3914 
I 

Giza & Delta 1 80 260 4352 

Menya 4 581 32 475! 

Aswan 6 
I 

548 29 579 

Other Upper Egypt 
Provinces 

_I, -
i 

149 2390 

Borders _, -
I 

22 456 

Total 23 2910 936 19685 

Source: CAPMS: Statistics of hotels and pensions in the Arab Republic of Egypt, 1971 /72, reference no. 
74/A1167, April 1974, Cairo 

The table indicates that most of the public sector hotel establishments were located in 

the big cities such as Cairo and Aswan, both ohvhich specialised in cultural tourism. 

After them came Alexandria, which was chiefly catering for recreational tourism. 

Most of the private sector hotel establishments were concentrated in Cairo and Giza 

& Delta, and then Alexandria. This trend in hotel development favoured cultural 

tourism for the overseas tourist markets, as \Vell as for entertainment (particularly in 

Cairo) for the Arab market. Alexandria, the second biggest city after Cairo, occupied 

the second priority after Cairo and Upper Egypt in the pub lie sector accommodation 

and after Cairo and Giza & Delta in the private sector accommodation. This city 

offers recreational tomism ( especially beach tourism) for the Arab and the domestic 

tourist markets. 
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This geographical distribution of the hotels in Egypt reflected the public tourism 

sector objectives in its ten-year tourist development plan devised in the 1970s, which 

concentrated on developing five main areas of the country. These were namely; the 

Mediterranean region, especially west of Alexandria, Cairo and Giza, Luxor, and 

Aswan and Abu-Simbel (International Tourism Quarterly, 1972). 

However, development over the Red Sea region \Vas suspended in the state ten-year 

development plan due to the Israeli occupation to this region (Ibid.). This suggests 

that the political situation in the country had led to an early damage of this type of 

tourism. As a result, the Egyptian tourist authorities were concentrating on 

developing other recreational sites over the Mediterranean coast. Nevertheless, the 

Mediterranean was kept as a prime recreational site for the domestic tourist market, 

as well as the Arab market rather than the international market. The main reason for 

this was due to the high competition over the Mediterranean coast among other well 

established beach destinations such as Tunisia, Turkey, Cyprus, Spain, Malta, etc. 

Hence, the Eg:yptian authorities found that its chances of competition if it opened its 

Mediterranean coast for the international market were rather limited. Another reason 

was associated with an issue of cultural sensitivity, as the Mediterranean coast was 

primarily dedicated for both the domestic and Arab markets, hence they found that 

the co-existence of other different cultures might not be tolerated. As a result the 

Egyptian tourist autho1ities found that the Red Sea coast has better chances for 

competition regarding international tourism. Moreover, there was a political 

dimension behind this decision. It was due to the development introduced by Israel 
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over South Sinai during their occupation to this region after the 1967 war. Their 

selection to important strategic locations over Neama Bay in the town of Shann El

Sheikh on the Red Sea coast acted as a strong motivation for the Egyptian tourism 

sector to carry on with this development after the retrieval of the region in 1982 in 

order to prove its sovereignty of the land. This issue will be debated further in chapter 

six ofthis study. 

3.5 Summary 

This chapter should be seen as a contextual background to the repositioning 

programme which the Egyptian government initiated from the mid 1960s onwards. It 

is intended to indicate broad tourism trends in Egypt during the 1950s and 1960s in 

terms of overall tourist movements and market segments, in as far as they can be 

detem1ined from the somewhat limited documentary evidence provided by the 

official sources. As shov,:n throughout the chapter, the recorded figures of tourism 

performance during the selected period were limited in terms of determining the 

evolution of the repositioning plaiming and outcomes. However, the analysis reveals 

that in the two post war decades there was some restructuring of the Egyptian tourism 

market in which, though overall tourist arrivals and nights increased apart from 

temporary declines caused by political circumstances (the wars of 1956, 1967 and 

1973), the main markets changed \Vith the Arab market coming to occupy a greater 

share of international tourism and the European and American markets accounting for 

a reducing share. Further, the Arab market was predominantly attracted to 
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entertainment and recreational tourism, while for western markets, the main attraction 

continued to be the traditional, cultural tourism, \Vhich had existed for well over a 

century. 

Another interesting finding of this analysis is that the increase in tourist numbers did 

not necessarily mean an increase in revenues. This was represented in the total 

revenues generated by the different nationalities in Egypt, who favoured the cultural 

tourist segment, rather than the entertainment and recreational segment, although the 

recreational tourist (which was mainly from the Arab market) outnumbered the 

cultural tourist ( chiefly from the European market) during the early 1960s. This 

means that the higher numbers do not always imply higher revenues. Another reason 

for the low numbers of recreational tourists compared with the cultural tourists 

among the European and American markets during the 1950s and l 960s was due to 

the fact that there \Vas a limited infrastructure for recreational tourism over the Red 

Sea available in Egypt at the time due to political reasons. Hence, the need from the 

Egyptian government to enhance this tomist segment by adding more infrastructure 

and facilities for beach-based tourism, thus repositioning the country's tourist image. 

The next chapter reviews the literature on repositioning tourist destination images, so 

as to understand the concept of repositioning and its importance for marketing tourist 

destinations. 
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Chapter Four 

Theoretical and Prescriptive Insights into Destination Repositioning 

and Image Change 

4.1 Introduction 

As the previous two chapters have suggested, the image of Egypt was for almost two 

centuries purely cultural. However, from the mid 1960s onwards, the Egyptian 

Authorities decided to reposition the destination by augmenting its traditional cultural 

product with a recreational dimension, based on sun, sea and sand tourism. The 

reasons for which this repositioning was undertaken, its planning and organisation, 

and its results are the main subjects of this study. They will be explored in the 

research programme that lies at the centre of this thesis, which was structured to 

provide a critical insight not just into the Egyptian case, but through the analysis of 

the case, to develop a model of the repositioning process in general. 

Before the central research programme is discussed and its findings presented, one 

major task needs to be undertaken, namely to review the state-of-the-art industrial 

information and academic research that exists on the task of destination repositioning. 

The main purpose of this chapter is thus to examine the academic literature and 

industrial precedent that relates to the repositioning of tourist destinations. 
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At the outset, it should be acknowledged that the literature directly focusing on 

repositioning is extremely limited, a surprising thing in itself, since it might 

reasonably be supposed that repositioning is an issue that would affect a number of 

destinations, faced from time to time with the problem of a declining tourist product, 

hence the need to diversify their products to attract new markets. However, there are 

few published industrial case studies that deal in any depth with repositioning in 

which several national destinations have engaged in the process over the last decade, 

notably Spain and Malta (Amor et al., 1994;Camison et al., 1994; Malta strategic 

plan, 2002/04). Moreover, there is no significant academic literature on the subject of 

repositioning and diversification, an even more striking absence in the light of the 

extensive work that has been undertaken on the Tourist Area Life Cycle (TALC), a 

model of destination development that actually allows for diversification and 

augmentation (Butler, 1980; Choy, 1992; Hovinen, 2002). It is hoped that one of the 

effects of this study will be to offer insights into the repositioning process that can be 

fruitfully integrated into models and theories of the life cycle of destinations (See 

pp.431-443). 

However, though direct literature that explicitly engages with the subject of 

repositioning is sparse, there is a much wider literature that touches on a number of 

issues that are inherently related to the repositioning of destinations. There is, for 

example, a considerable literature on destination image theory and many case studies 

of destination image appraisal and measurement. There is also a large literature 

within the discipline of Marketing on new product development that is relevant to 
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destination development. Additionally, there is a diverse literature on tourist 

motivation and perception, which are major factors in the success of repositioning 

programmes. 

This chapter sets out to appraise the literature on repositioning through undertaking 

an analytical evaluation of the different issues that are vitally related to it. At the end 

of this review, the aim is to lay out the results in the form of broad topic areas for 

consideration by destination planners, and where appropriate, prescriptive practices 

known to further the repositioning process. These results will then be used as part of a 

benchmarking framework for examining how the Egyptian government approached 

the task of repositioning. For example, what elements of discovered knowledge and 

good practice it took account of, what principles and theories were ignored, and what 

new variables in the repositioning process emerged from the Egyptian experience that 

had not previously been treated or emphasised in the literature. 

4.2 Repositioning Destination Images 

4.2.1 Repositioning defined 

The concepts of Positioning and Repositioning were originally developed in the field 

of Marketing theory where they were introduced in relation to the problems of new 

product development and diversification. Repositioning was seen as a strategic 

product change adopted by a service organisation in order to modify its brand in some 

way so as to widen its appeal or direct its appeal at another market segment 

(Holloway and Robinson, 1995). This process was seen to be necessary when the 
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original market associated with the brand experienced a decline or when fashions 

changed (Holloway and Robinson, 1995). Marketing theorists argued that new 

product development strategies could be selected from four main options, each of 

them constituting different interactions of market and product. They are represented 

in the following matrix: 

Figure 4.1 New products (from Holloway and Robinson, 1995) 

Market 

Existing New 

New 

Product 

Existing 

Introduce new 

market 

product to present Launch of new product to new market 

Modification of 

present market 

existing product for Reposition present product to attract 

new market 

The four options of product-market interaction presented in the above figure offer 

some criteria for new product development policies that could be undertaken by any 

destination aiming at repositioning its tourist image. The first case is that a company 

or commercial firm introduces a new product or new brand in order to be sold to one's 

present customers. The second case is that a company can choose to introduce a 

genuinely new product to a new market segment. The third case represents a 

commercial entity that chooses to modify an existing product in order to make it more 

attractive to the present market by adding additional benefits to it. The fourth choice 
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is to reposition the company's current product in order to attract a new market 

(Holloway and Robinson, 1995). These four cases could be applied to the case of 

Egypt in the sense that the Egyptian Tourist Authority (ETA) wanted to modify its 

original cultural product by adding more aspects to it via developing other types of 

tourism, thus offering a combined or augmented product. This was aimed at 

encouraging existing customers to enjoy other products besides the cultural one, as 

well as attracting new customers who preferred the newly developed tourist products. 

Another source argues that a repositioning strategy changes the product design so as 

to alter the product's competitive position. It is further stated that organisations are 

repositioning themselves in order to indicate changes resulting from merger, 

diversification, or international interests (Zirnkund and D' Amico, 1996). Within the 

tourism destination context, repositioning occurred as a reaction to a falling demand 

on the existing product, hence a related line of action is to attempt to reach a new and 

more price-sensitive market. This means repositioning the place product in order to 

bring it within reach of potential holidaymakers who had not previously considered 

that destination or holiday activity (Ashworth and Goodall, 1990). 

On the other hand, the Tourist Area Lifecycle model (TALC) hypothesised by Butler 

(1980) argued that in order for a destination to prevent a decline in the performance 

of its current product(s), serious steps for rejuvenation should take place. He added 

that this stage couldn't be reached without a complete change in the tourist attractions 

of a destination. He suggested two ways to achieve this goal. The first was to add 
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man-made attractions, while the second was to take advantage of previously 

unexploited natural resources. 

However, in the case of Egypt, the ETA planned to add more products to their 

original cultural product rather than changing it as Butler's model suggests. The aim 

of this policy was to include other tourist segment(s) to its major cultural segment. 

Hence, the repositioning planned by the Egyptian tourism sector aimed at 

consolidating, modifying and augmenting its overall existing product in order to 

make it appeal to more markets by adding more value to it. Hence, it is product 

augmentation rather than a replacement of the original product of the destination. 

This is what was intended by the ETA in its policy for the diversification of its tourist 

base and hence the repositioning of its original cultural image. The next section 

explains the concepts of product augmentation, modification and consolidation as key 

concepts of the repositioning process adopted by the Egyptian supply sector. 

4.2.2 Product augmentation 

Middleton ( 1994) argued that the augmented product comprises all forms of added 

value producers may build into their tangible product offers. This will make them 

more attractive to their targeted customers. He further added that the augmented 

product expresses the idea of value added over and above the formal offer. It 

represents a vital opportunity for producers to differentiate their own product from 

those of competitors (Ibid.). Therefore, product augmentation is a sort of add on to 

the core product, which is purpose designed around the core product benefits in order 
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to increase the appeal of the targeted segments' needs. This is exactly what Egypt did 

for its product/image development, for it developed other aspect(s) of tourism besides 

the main cultural product so as to make its product-mix appeal to more tourist 

segments besides the cultural one. 

4.2.3 Product modification 

Zikmund and D'Amico (1996) argued that product modifications include product 

improvements, cost reductions and repositioning. These modifications are aimed at 

'New and improved' versions in order to replace existing products by providing 

improved performance, enhanced features, or greater perceived value. They further 

added that repositioning is a modification of existing products targeted at new market 

segments or positioned as offering a new benefit or a different competitive position. 

Accordingly, the Egyptian new product is a modified version of the old product 

aimed at placing Egypt in an enhanced competitive position by offering more than 

one product in one package, hence attracting more target segments besides their 

original cultural market. 

4.2.4 Product consolidation 

Consolidation means combining or fusing different products by adding more benefits 

and utilities into an existing product so as to enhance its appeal and benefits to the 

targeted markets. Therefore, the combination of the cultural tourist product with other 

products, such as beach tourism, was intended by the ET A in order to expand its 

benefits to suit other potential tourist markets. 
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4.2.5 Barriers of repositioning 

Amor et al. (1994) highlighted the significance of identifying the actual barriers 

associated with the process of the change of customer perceptions, which is required 

for the task of repositioning a product or service. The authors suggested that if the 

repositioning of a tourist product in the mind of its potential and actual consumers is 

targeted, it is imperative to consider the different stages in the consumers' decision

making process. The barriers identified by the authors are varied. They represent 

deficiencies that could exist in: 

1. The new product in comparison to the competitor's products, as the same product that 

is developed by a destination, could be already existing and established with other 

competitors, hence restricting the opportunity for the new product to achieve its 

desired objectives. 

2. The communication process, as the communication mix of the new product may 

suffer inconsistencies and inadequacies when compared to the rivals' products. 

3. The distribution, which might suffer from shortfalls in relation to the competitors' 

distribution systems. 

4. The influential groups such as family, peer groups, etc. who can generate obstacles 

regarding the newly developed product by means of negative advice rather than 

supportive influence in respect of the attributes of competitors' products. 

5. Finally, the nature ofpost-consumption feelings - either negative or positive -

concerning the new product or competitors' products. 
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The above factors need to be considered by the Egyptian tourist authorities as a 

benchmark ofbest practice when embarking on repositioning their destination image. 

4.2.6 Repositioning: Tangible product change or image shift? 

Repositioning may comprise at least two different activities. In some cases, it may 

involve an actual change to the product, whether directed to existing customers or 

new ones. In others, it may involve only an image change to be engineered through 

promotion and publicity. In the case of the Egyptian tourism repositioning 

programme, the process involved both, since not only the coastal, and recreational 

tourism attraction was added to the existing product portfolio, but the new product 

mix had to be promoted, which therefore required the destination to project a 

modified image. Destination image is a key concept in tourism theory (Hunt, 1975; 

WTO, 1980; Stabler, 1988; Echtner and Ritchie, 1991; Ross, 1994) so it is 

appropriate to assess how it has been conceptualised and discussed within the 

literature, as a preliminary to looking at how the Egyptian tourist sector went about 

managing it as part of the repositioning process. 

4.3 Destination Image 

4.3.1 Image definition 

Image is a much-defined concept in destination literature, originally derived from 

marketing literature, specifically from product image definition and then later applied 

to destination images. A popular definition much utilised was that of Reynolds 

(1965). He defined the product image as: 
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The mental construct developed by the consumer on the basis of a few 
selected impressions among the flood of total impressions; it comes into 
being through a creative process in which these selected impressions are 
elaborated, embellished and ordered (Reynolds, 1965:69). 

However, Stabler (1988) reconceptualised this definition to fit the image of a place, 

hence definition of place image is viewed as a mental conception, perception or idea. 

He also mentioned another definition for image taken from Murphy (1985) in which 

he equates images to mental maps of the world and argues that they constitute 

perceptions. Additionally, he states that Boud-Bovy and Lawson (1977:10) consider 

image to be: 

The expression of all objective knowledge, impressions, prejudice, 
imaginations, and emotional thoughts an individual or group have of a 
particular object or place. 

Another definition of image provided by Kotler et al. (1993) states that: 

The place image is the sum of beliefs, ideas and impressions that people 
have of a place. It represents simplification of a large number of 
associations and pieces of information connected with the place. They are 
a product of the mind trying to process and 'essentialise' huge amounts of 
data about a place (Kotler et al., 1993: 143). 

4.3.2 Sources of image formation 

The sources that fom1ulate the image of a place are numerous. For example, Reynolds 

views destination image as these total beliefs, ideas of a place are derived from a 

flood of impressions as described by having many sources. These sources include 

promotional literature such as travel brochures, posters, etc., the opinions of others 

(family, friends, travel agents) and the general media (newspapers, magazines, 
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television, books, movies, etc.) (Echtner and Ritchie, 1991). This is because there is a 

link between a country's tourist image and its national image (Kotler, 1987; WTO, 

1980), due to the fact that the information gleaned from various non-commercial 

sources concerning various historical, political, economic and social factors is 

incorporated into the destination image (Ross, 1994). 

The different sources of image formation have been conceptualised by Gunn (1988) 

in his model of image formation. He delineated seven phases of the travel experience: 

1. Accumulation of mental images about vacation experiences. 

2. Modification of those images by further information. 

3. Decision to take a vacation trip. 

4. Travel to the destination. 

5. Participation at the destination. 

6. Return home. 

7. Modification of images based on the vacation experience. 

Gunn labelled the destination image formed in phase 1 an organic image. At this 

stage, the image is based primarily upon information assimilated from non-touristic, 

non-commercial sources such as: the general media (news reports, magazines, books, 

movies), education (school courses) and the opinions of family and friends. The 

following phase is termed by Gunn as induced image. This type of image derives 

from a conscious effort to develop, promote and advertise. The sources of this image 

come from advertising literature, magazine articles, guidebooks, television, 
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promotion, travel tour packages and promotion by travel businesses. Fakeye and 

Crompton ( 1991) extended the continuum of image formation process until after the 

actual visitation. Hence, they conducted a study in order to examine the evolution of 

the image of the destination from organic (image driven from non-intended 

promotional sources), to induced (image gained from promotional materials) to 

complex (image formed after actual experience in the destination). The results of the 

study suggested substantial differences between initial organic images and 

subsequent more complex images. This finding revealed the different roles of 

promotion during the three phases of image development as it tends to be informative 

at the organic image stage, persuasive at the induced image stage and reminding at 

the complex image stage. 

4.3.3 Components of image 

Gartner ( 1996) further developed the concept of image formation introduced by Gunn 

in order to identify its components. He defined three components of image. These are 

the cognitive, which constitutes the intellectual perception of a certain object, the 

affective, which constitutes the motives that lead to a preference or valuation for a 

particular product, and the conative component of image, which is concerned with the 

act or decision to travel to a particular destination. He then developed the induced and 

organic factors of image formation into a continuum consist of eight distinctly 

different components. This continuum is illustrated in the following diagram: 
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Figure 4.2 The components of image 
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As shown in the above diagram, the image of a place has eight components. Gartner 

( 1996) defined the first of these components, which is called Overt Induced I, as 

consisting of traditional forms of advertising such as TV, print media, brochures, 

billboards, etc. The second component is Ove11 Induced II, which is the information 

received from travel intem1ediaries such as tour operators, wholesalers and 

organisations that have a vested interest in the travel decision process but are not 

directly concerned \Vith any particular destination. The third component is Covert 

Induced I, which is a medium of image formation that is transmitted through 

traditional forms of advertising as is the case in the Overt Induced I, but the 

difference in this case is that the image is transmitted through a recognisable 
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spokesman who can attract the attention of the endorsed product by using his 

attractive and likeable qualities so as to differentiate his advertising from the clutter 

of other advertising messages. 

The fourth component in image formation is Covert Induced II. This phase in image 

formation takes the form of ostensibly unbiased articles, reports and stories about a 

particular place, delivered by someone with high credibility that apparently has no 

vested interest in the destination. Familiarisation trips are generally the vehicle used 

to achieve Covert Induced II types of image formation. The fifth image component is 

termed the Autonomous. It consists of independently produced reports, articles, films, 

documentaries, etc. about specific places. The most common form of Autonomous 

image formation agents is television news stories. This medium of image 

transmission is not controlled by the destination and is subject to someone else's 

interpretation. The sixth component is called the Unsolicited Organic. It consists of 

unrequested information received from individuals who have visited an area or 

believe they know what exists there. The seventh component is Solicited Organic. It 

consists of requested information received from a knowledgeable source such as a 

person's friend or relatives. The final component is the Organic image formation. 

In Gartner's continuum, the organic image results from the actual visitation after 

which a new image is formed in the minds of the visitors, and not through non

commercial information about a certain place as defined by Gunn earlier. Hence 

Gartner's identification of the organic image is more complex than what Gunn had 
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previously proposed. Nonetheless, Gartner's definition of the organic image is more 

realistic and thus reliable than Gunn's as in Gartner's continuum, organic image 

results after the actual visitation to the destination. This study examines the role of 

the destination formation agencies represented in the Egyptian public supply sector in 

repositioning the tourist image of Egypt. The elements of image formation identified 

earlier have to be carefully assessed in order to understand the factors that influenced 

the target markets' behaviour to choose Egypt as a tourist destination 

Having defined the term repositioning and its associated theories, as well as the 

important role of image in the repositioning process, the following section analyses 

the communication process of the image of a destination image that has undergone a 

modification or a change in its basic components. 

4.4 Communication of the New Image 

The aim of this section is to show how the projection of a new image of a destination 

can influence the perception of the target markets and hence their behaviour towards 

the promoted destination. However, before analysing the different promotional and 

marketing techniques that can influence the perception of the targeted tourist groups 

of the new image of a destination, a background literature into the different processes 

involved in the formation of perceptions of tourist sites will provide an important 

backdrop to the complexities associated with this process. 
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4.4.1 The formation of perception of the image 

Ahmed (1991a) argued that according to the definition of image given by Reynolds, it 

attends to the information that is most closely tied to people's own personal interests. 

Hence, it is not what tourists as consumers know as objective fact, but what they 

'think' or 'feel' subjectively about a place as a vacation destination, for example, its 

tourism resources, touristic services, the hospitality of its hosts, its socio-cultural 

norms and its rules and regulations, which affects their behaviour. Thus, the state's 

tourist image is tourists' mental picture of a particular state. A given image is what 

tourists as buyers 'see' and 'feel' when the state or its attractions come to mind as a 

place suited for the pursuit of leisure. Hence, from what was identified by Ahmed 

(1991a) into the perception of the image, the image projected by the different sources 

defined earlier is subject to subjective interpretation of the people who receive this 

image. Therefore, it is the task of the promotion authorities to project an image of a 

place, which suits the expectation of its target market. 

Baloglu and McCleary (1999) confirmed the former results in their study on the U.S. 

international pleasure travellers' current images of four Mediterranean destinations. 

The study found that visitation may alter image and suggests that actual experience 

may change not only image but also the positioning of destinations based on 

perceptual/cognitive, affective variables and overall attractiveness. The study also 

found that perceptual/cognitive items are the most differentiating elements in the 

visitors' and non-visitors' segments and affective items are distinguishing factors in 

the visitors' segment. Additionally, it was found that there might be variations 
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between perceptual/cognitive, affective and overall image components. Accordingly, 

the study concluded that before tourist destinations decide among alternative 

positioning strategies, that is features and benefits vis-a-vis competitors, they should 

know their relative position in each image component. Hence, the Egyptian Tourist 

Development Authority (TDA) should study the competitive position for each 

component in its new product-mix before developing it in order to examine its 

chances of competition and survival in the international tourist market 

The studies conducted on image also identified certain measurement techniques in 

order to measure the perception of visitors and non-visitors to the different places 

they visited or intend to visit. These measurement techniques are elaborated and 

discussed in the following section. 

4.4.2 Image perception measurement techniques 

As this study deals with evaluating the policies adopted by the Egyptian tourist sector 

to reposition the image of Egypt, it is therefore more linked to the supply side of the 

image. Hence, it is important to highlight the different methodologies used to 

measure the target tourist segments' perceptions that will influence the policies of 

destination image formation agencies. 

The first writer to tackle the destination image measurement techniques was Mayo 

(1975). In his study, he used the multidimensional and psychographics as new 

methodologies in image measurement in order to shed light on the attitudes of tourists 
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towards national parks as vacation destinations. A self-report questionnaire was 

distributed to summertime auto vacations at twenty-four geographically dispersed 

locations throughout the United States. The respondents provided basic demographic 

information and trip characteristic information. For example, how much they felt 

they knew about each of these destinations and whether or not they had ever visited 

any of them. 

Gartner (1989) conducted another study for measuring destination images. His study 

examined the positioning of the tourist image of four states in the U.S.; namely 

Montana, Wyoming, Colorado and Utah, by using a multidimensional scale analysis. 

It provided a visual display of various tourism products against different states' 

positions with respect to each product and the attributes inherent in each state's 

activities and attractions. The results of the study identified the position of each of the 

researched states with respect to the activity and attraction stimuli. The aim of these 

results was to help customise promotion campaigns with respect to individual product 

offerings. 

In another study, Gartner ( 1996) tackled the different methods used to assess the 

image of a destination. He identified three quantitative methods for measuring and 

analysing the perception of these images. These methods are factor analysis, cluster 

analysis and multidimensional scaling techniques. These methods identified a number 

of attributes by asking the respondents to rate them as they perceived them. The 

attributes are identified through an inventory assessment of the tourism products 
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currently offered to tourists. They are measured by using scaling techniques. Among 

these techniques was the commonly used Likert-scale, which assesses the degree of 

agreement or disagreement with a statement. The researcher designed a questionnaire 

listing the assigned attributes and asking the respondents to rate them on the scale he 

selected. Then the respondents were asked to check the choice that most accurately 

reflected their opinion of a particular attribute. 

On the other hand, Embacher and Buttle (1989) suggest more appropriate and 

rigorous techniques for measuring destination images. They used the repertory grid 

approach to investigate the images held by English vacationers in Austria as a 

summer destination. The grid was used to find out how tourists construed destination 

countries, as well as to discover how they perceived Austria in terms of the constructs 

generated (for example, the qualities that people attribute to objects). The authors 

criticised the previous work on image research, which employed structured 

methodologies, because of its inability to reveal the dimensions, which respondents 

use to discriminate between destinations. They claimed that this methodology ran the 

risk of not finding out how respondents view their world. However, the repertory grid 

overcomes this problem. It allows the researchers to see the world as their 

respondents see it. Consequently, the image data the method generates have the 

potential for greater validity than those produced by structured questionnaires, even 

when those questionnaires are based on pilot work using the repertory grid. 
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Echtner and Ritchie (1993) suggested another, more rigorous technique to measure 

destination image perception than the commonly utilised quantitative techniques. In 

their study, they proposed using both structured and unstructured methodologies for 

destination image measurement. Their study proposes that to completely measure 

destination image, several components must be captured. These components are 

attribute-based images, holistic impressions, functional, psychological, unique and 

common characteristics. Jenkins (1999) supported the same approach when she 

criticised the dominance of the structured, word-based approaches in the 

measurement of destination image formation at the expense of qualitative research 

techniques, which from her point of view, provided valid image research. She 

suggested the importance of conducting a preliminary phase of qualitative research in 

order to distil the constructs relevant to the population under study. 

Besides measuring the perceptions of the ultimate users of a destination image, 

research on image has also attempted to measure the perception of travel 

intermediaries who have a commercial interest in a destination's tourist product. In 

this respect, Baloglu and Mangaloglu's (2001) used structured and unstructured image 

measurement methodologies to measure the perception of U.S.-based travel 

intermediaries for selected Mediterranean destinations (Turkey, Greece, Egypt and 

Italy). A questionnaire included questions about affective, perceptual/cognitive, and 

open-ended evaluations of the four destinations were distributed on 398 tour 

operators/travel agents. Affective evaluations of the destinations were measured by 

using four bipolar affective image items on a seven-point scale. 

81 



Chapter Four: Theoretical and Prescriptive Insights into Destination Repositioning and Image Change 

After analysing the different methodologies used to measure the perception of 

potential and actual visitors, the next section will discuss the use of these methods in 

examining the perception of some destinations. 

4.4.3 The perception of images of certain countries 

The different methodologies for image measurement were also used to understand the 

perceptions of some target groups to some specific destinations. Hunt (1975) 

conducted the first study of such a kind. The aim of his study was to examine the 

perception of people who live outside a particular state or region of this state or 

region. A questionnaire employing the semantic differential and various multiple

choice techniques was developed. In this questionnaire, seven-point scales were 

designed to determine respondent impressions or perceptions of the residents of the 

states of Montana, Wyoming, Colorado and Utah. The questions were pertinent to the 

population distribution, average annual family income, political tendencies, 

receptiveness to visitors and progressiveness. Results of the study revealed that 

people from different regions of the United States often agreed upon a state's image. 

However, such agreement was not always unanimous. This lack of unanimity 

supports the concept that, in some cases, tourism promotion and advertising should be 

rationalised in its proportional content in relation to each market. However, this 

philosophy has generally been followed because different regions of the country 

contain markets of different magnitude. Consequently, different proportions or 

amounts, rather than different subject matter contents of advertising have been 

directed to these markets. The author then contended the fact that image perception of 
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a single state or tourist recreation centre may be different in different regional 

markets which suggests that content, as well as proportion of advertising, should be 

different. 

On the other hand, Crompton (1979) examined the relationship between respondents' 

descriptive image attributes of Mexico, and attributes, which they considered 

important in any decision to visit or not visit the country for a pleasure vacation. 

Additionally, due to the limited budget allocated to tourist agencies to finance 

marketing activities, the study aimed at identifying those attributes of image that 

should be emphasised in order to most effectively market Mexican vacations. For this 

purpose, the author selected a sample of 617 student respondents from twelve 

universities in different parts of the United States. Semantic differential instruments 

were used to measure respondents' descriptions and the important dimensions of their 

image ofMexico. 

Calantone et al. (1989) conducted a study in order to understand how Singapore as a 

tourist destination is perceived, relative to other Pacific Rim countries. This was done 

by examining how these perceptions differ across origin countries. In order to 

evaluate origin-multiple destination perceptions simultaneously, the authors 

employed a method based on correspondence analysis. The goal of the study was to 

determine whether Singapore's position was similarly and accurately perceived across 

origin countries, and whether its positioning could be improved through careful, 

selective promotion. For this purpose, the authors conducted 363 interviews with 
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vacationers m Singapore. The study found that correspondence analysis was a 

particularly appropriate method for analysing the positioning of tourist destinations 

across different origin segments. This is because, unlike other, more common multi 

attribute analytical methods, it can portray both origins and destinations (rows and 

columns) in a single joint space. This duality - the writers claim - is an important 

ingredient in multinational tourism research. 

Gartner and Chen (1992) assessed the research conducted by the China National 

Tourist Office to measure the image of the People's Republic of China held by the 

mature travel market in the United States. This study was first conducted before the 

Tiananmen Square conflict and once more after it, so as to measure the effects of this 

incident on the PRC's touristic image. The study suggested that changing an area's 

image may be a slow and tedious process, except when something happens that 

receives mass exposure. Hence, the violent disturbance that occurred in Tiananmen 

Square in June 1989 was viewed by millions of people world-wide and therefore had 

the elements of an 'autonomous' change that could strongly affect the PRC's touristic 

image in a very short period. A mail survey was distributed among the same 

population. The results of this survey indicated that 'autonomous' image formation 

agents can have an effect on an area's image. This effect is much more immediate 

than other image formation agents. However, it depends on the magnitude of the 

event, as well as its media coverage. The writers then concluded that touristic images 

can change rapidly, but not all components of an area's image change equally. 
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Another study conducted by Ross (1993) was aimed at deriving an ideal holiday 

destination image profile, as well as an actual profile of the wet tropics of northern 

Australia from a sample of backpackers visiting this region. Particularly, it 

investigated the role of images from the domains of climate, congestion and scenery, 

as well as friendliness of local residents and perceptions of authenticity, as they may 

relate to the evaluative dimensions of enjoyment ratings, as well as revisitation 

intentions. For this purpose 400 backpacker visitors to the wet tropics of northern 

Australia completed a questionnaire comprising two identical semantic bipolar scales 

measuring both the descriptive and evaluative or the ideal dimensions of the image of 

this area. The results of the study revealed that backpackers regarded the friendliness 

attribute as the most critical component of the image of this destination and perhaps 

other similar destinations. 

Anderson et al. (1997) argued that destination promotion should consider market 

segmentation on the basis of experiences derived and not assumes implicitly that 

existing images are those solely appropriate for tourism promotion. The study 

examined the image of Denmark in the British market by gathering quantitative and 

qualitative data from a san1ple of 400 and 380 visitors to two art exhibitions in 

Denmark. Respondents were selected on a next-to-pass basis on their exit from the 

exhibition, and the interviews were conducted using a mixture of structured and open

ended questions. The results found that visitors to exhibitions of Danish art in 

Edinburgh demonstrated that even after experiencing Danish culture, they still 

possessed stronger images of Denmark as a destination for rural holidays than for 
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cultural activities. The author justified the persistence of the rural image of Denmark 

in the perception of its visitors was due to the absence of the projection of the cultural 

attractions in the images projected by overt-induced agents, notably tourism 

organisations. 

Murphy (1999) used structured and unstructured methodologies to measure the image 

of Australia as perceived by backpacker travellers. The combined methodologies 

helped him in capturing all image dimensions, which were attribute versus holistic, 

functional versus psychological and unique versus common. This dual approach 

provided insights into Australia's destination image as perceived by backpacker 

respondents. Additionally, the study utilised a multidimensional scaling analysis in 

order to provide a visual summary of Australia's image relative to other countries. 

The structured approach, based on ratings of predetermined attributes, allowed a 

comparison of Australia's image of key attributes both to the importance of those 

attributes and to the ratings assigned to competing destinations. These attributes were 

not predetermined by the author. Rather, they were identified by the respondents who 

had considered or visited Australia. Despite its advantages, the structured approach 

to image measurement utilised in the this study was limited in terms of providing a 

general picture with little insight into Australia's unique or more holistic image 

elements, which have important implications for developing promotional messages 

and advertising images. This limitation was overcome by using an unstructured 

approach to image measurement, which provided a clearer indication of these 

elements. Hence, this proved the viewpoints of Jenkins, and Echtner and Ritchie 
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(identified earlier) of the importance of using both structured and unstructured 

methodologies for destination images' measurement so as to capture all the attributes 

associated with it, as well as gaining more insights into its unique and holistic image 

attributes. Additionally, Choi et al. (1999) undertook the combined structured and 

unstructured methodologies to investigate the image of Hong Kong as a tourist 

destination. For this purpose, a sample of 142 tourists was collected at Hong Kong 

International airport. The results of the study revealed that the two complementary 

approaches to data analysis gave a more comprehensive view of the image of Hong 

Kong. The attributes identified helped marketers to understand Hong Kong's 

competitive position as a tourist destination, while holistic impressions helped to find 

out its unique symbols. Furthermore, the psychological and functional characteristics 

helped to reveal the 'pull' factors ofHong Kong as a tourist destination. 

The perception of visitors of certain destination images indicated the importance of 

the image in their decision-making process. Thus, the Egyptian tourism planners 

before attempting to change or modify the image of the destination should understand 

fully the reaction of their target segments to such change through conducting similar 

studies to measure their perceptions towards the different components and attributes 

of the new image. The next section analyses the reaction of target groups of the 

projected images of tourist destinations. In Particular, it discusses the different steps 

involved in the decision-making process before selecting a tourist destination. 
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4.4.4 Image, decision-making and choice processes 

Raaij (1986) classified tourists in terms of behavioural constructs such as decision

making behaviour, vacation activities, and post experience behaviour. The author 

advocated that these behavioural segments could be described with mental constructs 

such as lifestyle, values and attitudes. He further argued that tourism research is less 

developed than consumer research in the field of durable goods and food products, 

despite the fact that tourism has become a major expenditure category for households 

in developed countries. However, he claims that due to the complexity and diversity 

of the tourist product, it should not discourage systematic research on tourist 

decision-making, preferences and activities. Instead, the vacation sequence might be 

instrumental as a guideline for these investigations. 

Additionally, Um and Crompton (1990) conducted a study to identify the role of 

attitudes in an individual's pleasure travel destination choice process. For this 

purpose, they developed a framework of destination choice. This model identifies and 

integrates five sets of processes. First is the formation of subjective beliefs about 

destination attributes in the awareness set gained through passive information 

catching or incidental learning. Second is the decision to undertake a pleasure trip, 

which includes consideration of situational constraints. Third is the evolution of an 

evoked set from the awareness set of destinations. Fourth is the formation of 

subjective beliefs about the destination attributes of each alternative in the evoked set 

of destinations, through active solicitation of information. The fifth and final stage in 

the model is about the selection of a specific travel destination or destinations. The 
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writers added that the framework identifies three constructs, which evolve from the 

five processes. They are awareness set, evoked set and travel destination selection. 

Further to the above revealed results, the writers argued that the approach used in 

their study of tourists' attitudes differ in three ways. First, the concept of the evoked 

set was related to an actual destination choice process rather than a hypothetical 

choice situation, which has characterised most previously reported work. Second, 

this study integrated situational constraints and attitude formation by operationalising 

attitude as the difference between perceived inhibitors and perceived facilitators. 

Third, most multi attribute attitude models, especially compensatory models, which 

assume that a destination's weakness on one attribute can be compensated for it by its 

strength on another, also assume that a decision-maker has an extensive information 

processing capacity. Hence, the writers concluded that potential travellers might 

interpret a complex array of perceptions of destinations' attributes by simplifying 

them into facilitators and inhibitors in formulating their destination choice decision. 

Accordingly using quantitative and qualitative research methods by the ETA would 

help them in better understanding the complexity associated with the decision-making 

process of their target groups. 

Having discussed in the previous sections the processes that influence the demand 

side of the image, such as image formation sources, methods of measuring images, 

image choice and decision-making processes, the next section elaborates the supply 

side of the image. In other words, how the destination supply agencies devise and 
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implement marketing and promotion strategies in order to influence the perception of 

their selected segments. 

4.5 Marketing Destination Images 

According to what was mentioned in the preceding section, the main purpose of 

measuring tourists' perceptions of the attributes of certain destinations is to help the 

planners of the promotion and marketing agencies in a destination to improve their 

strategies regarding projecting the images of their places. Without knowing these 

perceptions, the task of the promotion planners would be described as arbitrary and 

lacking a specific target. The following section delineates the different writers who 

have discussed the conceptual and theoretical difficulties associated with marketing 

destination images. 

4.5.1 Product diversification 

Sharaiha and Collins (1992) discussed the complexity of marketing Jordan to the 

international tourist market. The complexity resulted from the uncontrollable regional 

conflicts that affect the international tourist flows to the destination. However, the 

country has attempted to diversify its tourism base by repositioning its image in order 

to appeal to more market segments. To test this new image, a survey was conducted 

by the authors on a sample of potential first-time visitors from the UK. The results of 

the survey revealed that the tourism industry in Jordan was still falling short in 

marketing the destination successfully as a holiday destination. This was due to two 

reasons; first, the weak public sector budget and second, the lack of a co-ordinated 
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marketing strategy among the various components of the tourism industry. Egypt as 

a neighbouring Middle Eastern country to Jordan is suffering from almost the same 

problems of poor image due to political instabilities and unco-ordinated marketing 

efforts among the different sectors of its tourism supply agencies. However, in the 

case of Egypt the lack of research made it even harder for the policy planners to 

clearly identify the reasons that led to the decline in the performance of their 

projected image, and hence devise recovery strategies accordingly. 

4.5.2 Projecting a new image 

The post-war image of Croatia as a tourist destination was the subject of research 

undertaken by Pirjevec (1998). In his study, he argued that the post-war 

circumstances required a new concept of tourism to be developed for Croatia's tourist 

image. In order to achieve a new image after the war, the writer contended that the 

target market had to possess as much information as possible about the place from 

different sources so as to be able to create a realistic picture of the place. The writer 

further argued that the bigger the gap between understanding identity on one hand 

and a created image on the other hand, the larger the failure of a communicated 

system. Accordingly, he claimed that the public had failed to form a correct and 

objective image of Croatia. This was either because of past negative information or 

because of the prevalence of an unreliable image of the destination in the direct 

environment of these people, or due to the insufficient communication between the 

destination and the receiver of the message. 
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Accordingly, he proposed that the availability of realistic information through good 

communication, the identification of a competitive advantage through precise and 

analytical research of competition, and the spatial dimension are all critical factors in 

the creation of a new image of a destination in the international tourist market. All 

these factors should be carefully assessed by the Egyptian promotion authorities in 

their advertising policies for the new repositioned image of the destination. 

4.5.3 Temporal image change 

Gartner (1986) suggested that the temporal factor of certain destination images may 

influence the visitors' perception to these destinations. This means that some 

segments of tourists may view some tourist attractions differently depending on 

environmentally sensitive activities or attractions, which are not valid at a particular 

time in the year. However, the result of Gartner's study revealed that brand image has 

stronger influence on image perception than temporal changes. Hence, he concluded 

that the subjectivity of various recreational experiences may indicate that overall 

brand image is most important to image formation for state promotional agencies, and 

the effects of temporal fluctuations on perceptual mapping for product 

positioning/repositioning are unimportant. 

On the other hand, Gartner and Hunt (1987) conducted a study to find out whether 

there was a positive correlation between image change and increased non-resident 

travel to the state of Utah in the U.S.A. The study focused on the changes that 

occurred to the state ofUtah over a twelve-year period (between 1971 and 1983). The 
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initial study was conducted in 1971 with the intent of comparing non-residents' 

images of four states. The same study was repeated in 1983 in order to determine the 

relative image change, if any, over time for the state of Utah, therefore, assessing 

image change for selected Utah recreational activities and attractions. To achieve this 

purpose, 6,000 questionnaires were mailed to a stratified random sample of US.A. 

households in 1983. The findings of the study revealed that a highly positive image 

change occurred over the twelve-year period tested in the study. This change was due 

to organic, as well as induced factors. For instance, advertising and promotion had a 

high contribution to the state's image change, as the survey revealed that respondents 

living in regions closer to Utah were more impressed with the state's added recreation 

activities and attractions than survey respondents in other regions. The survey's 

results also revealed that respondents who had visited Utah in the past were generally 

more impressed with the state's attributes and attractions than respondents who had 

never visited the state. Moreover, the study indicated that regions closer to Utah had 

a higher proportion of residents who had travelled to the state, than residents located 

far from it. Accordingly, the study emphasised the importance of the distance and 

past experiences as key factors that influence the perceptions of visitors towards the 

destination image change process. 

4.5.4 The role of distribution channels in image creation 

Woodward ( 1999) investigated brand awareness and brand image issues within 

tourism distribution channels. The study explored push, (i.e. when the travel agents 

are induced to promote the domestic tour wholesaler's products to the end consumer, 
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that is, the activities used to push sales through the channel) or pull processes (i.e. 

where end consumers are induced by marketers to ask the travel agent about the 

domestic tour wholesaler, and so marketing activities are used to pull sales through 

the channel). For this purpose, eight major Australian domestic tour wholesaler 

brands were measured for the brand awareness of end consumers and travel agents. 

Additionally, brand images held in the minds of travel agents were researched. The 

study proposed that a combination of push and pull strategies could be used by 

domestic wholesalers to send appropriate messages to both travel agents and end 

users. The writer claimed that this combination may be more effective than either 

strategy on its own because intangibility, heterogeneity, perishability and ownership 

issues affect the supply and demand of tourism services; and that brand awareness 

and brand image can assist the determination of the appropriate strategy to be 

implemented. 

4.5.5 Understanding consumer awareness 

Woodside and Lysonski (1989) developed a general model of traveller destination 

awareness, preference and choice of competing destinations. The model presented in 

this study consisted of traveller leisure destination awareness and choice. This model 

is illustrated in the following figure: 
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Figure 4.3 General model of traveller leisure destination awareness and choice (from Woodside 
and Lysonski, 1989) 
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The previous model shows eight variables and nine relationships. Two exogenous 

variables, which are traveller characteristics and marketing variables, influence 

traveller destination awareness. The authors of the study suggested that if this general 

model was supported empirically, it would be useful for planning tourism marketing 

decisions and measuring performance in implementing such decisions for specific 

destinations. The general model also proposes that answering the following questions 

is important in planning and evaluating tourism-marketing strategies. These questions 

are: What is our destination's share - of - mind among target customers? That is, 

what proportion of travellers place our destination in their consideration set? What 

percent mention our destination first among the destinations considered? What 

affective association is made most often by targeted customers for a specific 

destination? Is the affective association positive, neutral or negative? What competing 

destinations are included in the consideration sets of target customers? What is our 

destinations' strength of preference compared to competing destinations? The writers 

concluded that while the model intuitively appears to be valid, the strategic usefulness 

of measuring target consumer awareness of competing destinations must also be 

demonstrated. In the context of this study, the ETA could use the above questions as 

a basis of a market research in order to understand the perceptions and attitudes of its 

different target markets towards the new diversified image of Egypt. 

4.5.6 Understanding tourist motivation 

Kale and Weir (1986) argued that too many third world countries have concentrated 

their efforts on the overall economic outcomes of their inbound tourism at the 
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expense of developing sound marketing programmes to attract the western traveller. 

For this purpose, the authors conducted a study on India as a tourist destination aimed 

at assessing the factors a prospective tourist would consider when choosing a 

vacation destination abroad. This was done in order to determine what attracts 

travellers to a specific destination and what deters them. The results of the study 

revealed that there is a lack of awareness of the attractions of India as a tourist 

destination, particularly to the American traveller, as well as a negative perception 

about the destination in general. The writers concluded that it is necessary for the 

Department of Tourism in India to examine what factors tourists consider when they 

select a vacation destination abroad. In more specific terms, they have to understand 

what attracts them to India and what repels them. Once they understand these 

motivations, they can plan and implement a more successful promotion programme. 

The Egyptian tourism sector can apply the same methodology in order to understand 

its target markets perceptions, particularly in the unconventional tourist generating 

countries of Egypt such as the Pacific region and South America in order to gauge 

their level of awareness about the new image of the destination. 

4.5.7 Correction of negative images 

The same point of Kale and Weir (Ibid.) is debated by Ahmed (1991b), who argued 

that tourists' perceptions of a destination are strategically more important than what a 

marketer knows about the destination. His viewpoint reflects that the key to creating a 

successful image is to convince tourists to view a destination in the manner intended 

by the destination marketers. Further, he argued that people of different backgrounds 
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use different information to form their perceptions of a destination's image. Hence, 

market researchers attempt to identify variations through segmentation of the 

population according to their psychographic variables. In case a destination suffers 

from a negative image, the writer maintained that the overall focus of negative image 

correction should be to identify and change the beliefs of the target market with 

respect to the destination being considered. For this purpose, he suggested six steps 

for the correction of a negative image: 

1. to capitalise on the positive image of component parts, which means that 

destination marketers should determine the images of a destination's various 

components and not just one overall part. From these components, the appropriate 

positive components should be emphasised in the promotional programmes; 

2. to schedule mega events such as sporting extravaganzas, cultural festivals and 

ethnic food fairs, which are events that can play an important role in correcting 

the negative image of a tourist destination. Therefore, attracting media attention to 

these events can offer excellent opportunities for improving public relations; 

3. to organise familiarisation trips through which travel writers, journalists, travel 

agents and tour operators can be invited to witness the destination's attractions 

and hence can greatly influence tourists' decisions, as many tourists choose 

destinations based on the advice offered by such professionals; 

4. to use selective promotion. In this respect, marketers should push the positive 

aspects and downplay the negative ones in all-promotional infonnation and 

advertising; 
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5. to bid to host international travel and tourism conventions. In this case, agencies 

representing a destination's government, backed by its travel industry, should 

lobby with international travel and tourism organisations to host future 

conventions, and lastly; 

6. to take advantage of a negative image. This means that in exceptional cases, a 

negative image can be a positive motivator for tourists, instead of being a 

deterrent. It means that tourists have in some cases flocked to the scenes of 

natural or man-made disasters after the danger is past in order to see the results. 

The writer noted that the last step is one of the most difficult strategies for destination 

marketers, however, it proved successful in some specialised cases. 

The above remedial steps can be applied to the case of Egypt in the context of this 

study. For the destination has suffered from external, as well as internal negative 

incidents. The external negative circumstances were the political instability in the 

Middle East, which affected the image of the entire region, as well as the countries 

within it. Whereas, the internal negative conditions is the terrorist attacks, which were 

committed by certain groups aiming at hitting the most productive sector in the 

Egyptian economy. Both of these incidents exerted severe negative impacts on the 

image of the destination. According to Ahmed's (1991b) guidelines for correcting a 

negative image of a tourist destination, the Egyptian government has implemented 

more or less all of his suggested recovery strategies. 
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Regarding the first step, the destination did capitalise on a positive image component. 

It occurred when the image of the cultural product of Egypt was impaired as a result 

of the terrorist incidents that were committed over the cultural sites. As a result, the 

destination altered its promotional strategy by emphasising its recreational aspect as a 

separate market from the cultural product. This strategy had achieved some positive 

results by directing the tourist traffic to the recreational sites as a distant and hence, 

safer destinations. 

Concerning the mega events, the ETA conducted some important events in which it 

invited foreign journalists from its different target markets in order to correct its 

negative image in these markets. An example of these events is the opera Aida, a very 

famous cultural event for Egypt, which used to be held every few years and attracts 

audiences from all over the world. 

The third option provided by Ahmed (1991 b) is the familiarisation trips. This is one 

of the major promotional tools used by the ETA in its promotional plan. The 

mechanics of this event is based on inviting the major journalists, travel agents and 

tour operators in the main generating tourist markets of Egypt in order to witness the 

tourism development in the country, and hence be more effective in recommending 

the destination to their clients. 

The fourth corrective action recommended by Ahmed (Ibid.) is the utilisation of 

selective promotion by stressing the positive aspect and downplaying the negative 

one, particularly during crisis. This kind of remedial option is similar to the first one, 

which advocates for capitalising on the positive images of the component parts of the 

overall destination image. 
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The fifth option is to bid to host international conferences in which the destination 

tourism supply sector can lobby with the international travel and tourism 

organisations. Egypt has applied this option by hosting many conferences at the 

destination such as the annual international conference for the UFT AA, as well as the 

organisation of the ASTA. These conferences had helped in resuming the tourist 

flows to the destination, which were influenced due to the external and internal 

political instabilities in the country. 

The last option proposed by Ahmed (1991b) for correcting a negative image is to 

exploit a negative incident to act as an attraction for tourists. In the case of Egypt, due 

to the detrimental impacts caused by the external and internal political factors, it is 

highly unlikely for the tourist planners in the destination to use these incidents as an 

attraction for its potential visitors. 

4.5.8 Monitoring of perception through image studies 

Selby and Morgan (1996) argued that recent developments in the theory of place 

image hold great potential for tourism marketers, however, their full value has yet to 

be realised. In their study, they argued that the application of place image theory is 

especially useful when it includes both the 'organic' and projected images of a 

destination, comparing these with the 're-evaluated' image of actual tourists. 

Nevertheless, this potential for place image studies has perhaps yet to be realised by 

destination marketing. They claimed that this is the result of a number of factors; 

among them is the scarcity of convincing published research aimed at the industry. 

Hence, their study aimed at redressing this shortfall by combining a critique of the 
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theory of place image with a practical case study drawn from the seaside resort of 

Barry Island in South Wales. The writers' debate was based on the argument that 

understanding the differing images which visitors and non-visitors have of a 

destination is invaluable as it enables the salient attributes of the naYve image and the 

re-evaluated image to be incorporated into tourism marketing planning. They then 

claimed that the periodic monitoring of perceptions can indicate the negative organic 

images which need addressing, analyse the projected image and reassess satisfaction 

with various aspects of the product itself. 

To achieve the aim of the study, the authors conducted two surveys in Barry Island. 

The two surveys were based on 850 interviews, providing interesting and useful data 

on visitor characteristics and levels of satisfaction with the resort. Additionally, in 

order to understand the views of potential and past visitors to the island, two more 

surveys were undertaken; a catchment area survey and competing resorts survey. The 

findings of the surveys indicated that naYve images dominated the perceptions of 

those who had not recently visited the resort, as they were not based on experiencing 

the improved Barry, and hence, continued to repel many potential visitors. The 

surveys also reflected the levels of satisfaction experienced by visitors to the island, 

with 96% either fairly or very satisfied with their trip, clearly indicating that those 

who visited the resort were satisfied with the product. The study concluded that the 

recent innovations in the conceptualisation and measurement of place image can 

create new opportunities for destinations seeking to develop tourism. In particular, 
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place image techniques can be used as a policy analysis tool in order to enable the 

strengths and weaknesses of the product and its nai"ve images to be assessed. 

In the same concern, Ahmed (1991a) debated that recognition of existing images 

could help identify factors contributing to the success or failure of product 

positioning efforts. Accordingly, states can reposition themselves in order to improve 

or change touristic product images in their respective target markets so as to enhance 

their competitive edge. He also argued that it is necessary for a destination to decide 

what clientele it wishes to attract by strategically positioning the image of its products 

to the right target market. Hence, his study aimed at identifying the components of a 

state's tourist image as they were organised in the minds of existing and potential 

tourists. 

For this purpose, a mail survey was distributed to a broad range of potential tourists 

in the US.A. to investigate the components of the state's tourist image for the state of 

Utah. The results of the study revealed that a touristic destination image has distinct 

components. These components are perceived differently and deserve special 

attention when product positioning efforts are undertaken. The study also revealed 

that a state's touristic product image has separate components. Hence, marketing 

strategists need to identify those components, determine the importance of each one 

for positioning purposes and analyse the target markets' views about each component. 

The writer concluded that the destination should look at its competitive strengths and 

weaknesses compared to those of competitors and select a position in which it can 
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attain a strong competitive advantage. Once a destination has chosen a position, it 

must take steps to communicate and deliver the position to its target markets. In the 

case of Egypt, the use of quantitative and/or qualitative surveys can act as a very 

important tool in evaluating the potential and actual tourists' perceptions and attitudes 

of the new image of the destination, and thus help the destination promotion 

strategists in highlighting the highly competitive component parts of the new product-

mix. 

4.5.9 The transmission of tourist messages through the promotion process 

Gartner (1986) provided some principles that can guide the destination promotional 

agencies in developing their destination images. The first of these principles is that 

the rate of the image change is inversely proportional to the complexity of the system. 

In other words, the larger the entity, the slower its image change process. He 

explained the effect of the information received on the process of image change by 

taking Boulding's ( 1956) identification of the three stages through which the flow of 

information can affect the image held in the minds of potential visitors to a tourist 

destination. The first instance suggested by Boulding happens when the received 

information is not conforming to the held beliefs, hence it causes a situation of 

cognitive dissonance. In this case, the individual attempts to avoid the incoming 

information, thus reducing the dissonance. In the second instance, the information 

keeps coming and cannot be avoided, resulting in a gradual change, while in the third 

instance, enough new information is received resulting in a general reassessment of 

the image previously held, thus leading to an entirely new image. As a result of these 
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three instances, Gartner concluded that the key element in image change is the 

amount and extent of new infom1ation, which contrasts to the currently held image. 

He also added that autonomous image change agents, if constant and prolonged, will 

eventually be unavoidable, causing an image shift. 

The second principle provided by Gartner (1986) for destination promotional 

agencies is that the induced image formation must be focused and long-term. He 

elaborated his point by stating that due to the long time an image change process 

would take, any induced image formation programmes must be long-term. He further 

stated that if the destination promoters have scarce resources that fluctuate on an 

annual basis, it would be more effective for them to focus on improving their product 

and utilising the organic image formation agents for promotion. Due to the perceived 

images stability factor, in the absence of any major autonomous impacts, it may take 

years to shift. Hence, consistency is a requirement for long-term image change using 

induced formation agents. 

The third principle for developing destination images provided by Gartner (Ibid.) 

states that the smaller the entity in relation to the whole, the less of a chance to 

develop an independent image. This means that any destination located within a 

particular region doesn't usually posses an independent image of its own and its 

image is dependent on the region in which it is situated. 

The fourth and final principle mentioned by Gartner (1986) states that for the 

destination image to be effective, it depends on an assessment of present images. This 
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means that the image promoters should assess the current image held by prospective 

travellers in order to be able to either reinforce existing images or move images in a 

new direction. Gartner (Ibid.) justified this point by saying that the image efforts 

carried out by any destination promotion agencies is wasted if it doesn't establish a 

baseline data of the currently held images of its potential visitors. Therefore, he 

argued that understanding the images held by target markets is essential to avoid 

moving the image into a position held by an able and strong competitor. 

Gartner (Ibid.) then identified the different factors that led to the selection of the right 

image formation agents in order to build a desired touristic image. These image 

formation factors form what he termed the image-mix of the destination. He 

identified four different factors for an effective image formation. The first factor is 

the amount of money set as a budget for image development. He advocated the 

qualitative use of the money allocated for promotional purposes, as in most 

destination cases the budget shortage is rather the prevalent case. The second factor is 

the characteristics of the target market. By knowing the characteristics of each target 

market, it will guide the destination promotion agencies to the best-induced image 

formation tool to be deployed for each target market. The third factor is the timing, as 

it is an important factor in devising the appropriate induced image component during 

the decision-making process. The fourth and last factor in the image formation mix is 

that the type of image to be projected must be addressed. This is because the level of 

image formation attained by the intended destination will determine the amount and 

quantity of image formation mix to be utilised. In other words, the stronger the brand 
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image held by a particular region, the less money will be needed to develop a 

favourable image for a smaller destination that lies within this region; this is in the 

case that the image of this member destination is dependent on the image of the 

region in which it is situated. 

In contrast, if a particular destination wanted to develop an independent image which 

counters the prevailing brand image or the macro image of its region or country that 

is held by its prospective customers, all image formation agents should be considered 

as important contributors. The small destination also requires large numbers of 

tourists to be hosted in order to justify the time involved in forming a unique image. 

Hence mass tourism markets should be developed. Gartner (1986) added that small

scale tourism developments using alternative forms of tourism should avoid 

widespread use of induced formation agents and rely primarily on the organic types to 

develop their tourist images. In this way, he concluded, the type of image formed will 

be consistent with the type of experiences offered. 

4.5.10 The importance of destination images 

Gallarza and Calderon (2002) claimed there was a lack of conceptual framework for 

destination images. They argued that previous research that had been carried out on 

destination images is atheoretical, by which previous researchers had not been 

successful in completely conceptualising and operationalising destination images. 

Hence their study attempted to develop a conceptual model from an intradisciplinary 

marketing perspective. The model is designed for a better understanding of the 
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strategic importance of destination images. It is based on two sources; a review and 

discussion of existing theoretical literature about conceptualising the Tourist 

Destination hnage (TDI), as well as an analysis and taxonomy of methodologies 

employed for its measurement. Further, the study aimed to provide a more analytical 

review of measurement methodologies of studies presented in destination image 

literature. 

The analysis of the TDI undertaken by the authors provided what they termed a 

'kaleidoscopic' view of the construct, or a continuously reduced and changing vision. 

Hence, this suggests that the visions of TDI are never general enough to offer a global 

perspective; as with the image of tourism, it is generally difficult to assume universal 

truths. In order to rationalise this 'kaleidoscopic' view, the review of the literature 

outlined by the researchers in their study provided a critique and categorisation of 

previous studies undertaken to orient the stream of TDI research in a conceptual 

model. To produce this model, several steps were followed: 

First, from an intradisciplinary orientation of marketing, their paper offered a review 

of topics from the extensive research line of destination images and showed the 

importance of the conceptualisation and measurement of TDI. 

Second, the study structured the image studies format around three dimensions. These 

are objects, subjects and attributes. Additionally, previous empirical measurements of 

TDI were listed into two groups. The first group listed the attributes employed in 

twenty-five image studies to measure destination images, while the second group 
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listed the great diversity of statistical methodologies employed in the TDI. The first 

list revealed that residents' receptiveness to landscape and surroundings are the most 

studied attributes. There was also no significant predominance of either functional or 

psychological attributes during the period covered by the review. 

Regarding the methodologies utilised in the TDI, the study revealed that they were 

mostly combinations of multivariate and bivariate techniques. There were also high 

levels of mathematical complexity, which included a greater or lesser presence of 

qualitative techniques generally in the preliminary steps of the process. The writers 

added that in spite of its usefulness, there was a great complexity in measuring 

perceptions of a destination and the comparisons were not always accurate. 

Another table listed a taxonomy of the same twenty-five image studies according to 

object (destination types) and subject (respondents' interviewed) variables. The table 

showed that the image of countries is investigated more often than any other sort of 

destination. Also, a substantial line of research into the imagery of cities is part of the 

growing interest in urban tourism. Additionally, the type of respondents in TDI 

studies (subject variable) proved to be quite heterogeneous. 

Ultimately, the description of the nature of TDI based on previous literature and on 

taxonomies undertaken by the authors in their analysis has been summed up in a 

conceptual model of TDI. This model is based on four features which describe the 

image construct as complex (i.e. it is not unequivocal), multiple (in elements and 

processes), relativistic (subjective and generally comparative) and dynamic (varying 
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with the dimensions of time and space). This construction proved its usefulness for 

strategic destination management. 

The complexity of the image is represented in the variety of its interpretations or the 

lack of a unique meaning. Hence, a unifom1 conceptualisation to the meaning of 

image is deemed to be difficult. Consequently, strategic image managers have to be 

aware of this complex nature of image and devise their plans accordingly. The 

multiple nature of the image suggests that it is a multi item construct. This means that 

the image is a construct consisted of multiple attributes, which form together a 

composite image. However, the writers maintained that despite the universal 

acknowledgement of the multidimensionality of the TDI, some studies consider 

global scores of the image. These scores are a pondered sum of the perceptions of the 

components. This dyslexia in the approach to the multidimensionality of the TDI 

constructs supports its multiple features and hence its complexity. Therefore, this 

complexity has to be considered in its strategic dimension. 

The relativistic aspect of image is that it is a perception that normally refers to one 

particular object as opposed to other objects. This relativism has invited a line of 

research on positioning for the purpose of planning for a competitive and strategic 

image. The dynamic nature of the concept of TDI suggests that the image is not static 

but changes depending on two variables: time and space. Hence, this dynamic nature 

is greatly useful for marketing destinations in the sense that each image is a 

manageable instrument. 
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The writers concluded that the taxonomies of the TDI provided in their research 

usefully organise the thick stream of image investigation and hence can help 

researchers discover improved understandings of both the concept and the 

measurement of TDI. 

According to the results drawn by Gallarza and Calderon (2002), the previous work 

carried out on place image in the tourism academic literature had shown the 

complexity of the concept of the meaning of the term image and consequently its 

measurement. The subjective nature of place image, which means different things to 

different people, as well as its multidimensionality, contributes to the difficulty in 

possessing a universal and standard meaning. As a result, the mission of the tourist 

destinations' promotion authorities in capturing the perception of their target groups 

to their projected image cannot be accurately elicited. Therefore, the Egyptian 

decision-makers and policy planners should undertake a periodical assessment of 

their target markets' perceptions of the components of the new image of Egypt and 

devise their strategic plans accordingly. The purpose of these surveys is to detect - to 

some extent - the changes in the needs and motivations of the target groups, which 

directly influence their perception of Egypt over time due to the very complex, 

multiple, relativistic and dynamic nature of the destination image. 
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4.6 Summary 

This chapter has sought to provide a review of literature primarily drawn from the 

disciplines of Marketing and Tourism on destination repositioning theories, as well as 

a number of vital issues related to it. 

The concepts of Positioning and Repositioning were seen to be derived from the 

marketing theory of new product development. The image as an important ingredient 

in the destination repositioning process is also derived from Marketing theory as this 

chapter has highlighted. It also demonstrated the various topics related to destination 

image managerial processes, particularly from sales and marketing domains. Hence, 

it covered the salient issues pertaining to the demand and supply sides of the image. 

From the demand side, this chapter analysed the image formation sources, 

measurement techniques, repositioning strategies, and the decision-making and 

choice processes. Whereas, from the supply side, the literature covered the factors 

that influence the marketing strategies and promotional policies used to diversify, 

reposition and change the image of a destination. 

The aim of this chapter was to understand the managerial policies that influence the 

tourist destination supply agencies' decision to change or modify an established 

image of a tourist destination. These managerial factors will help this study in 

identifying the best practices that can be used by the decision-makers and policy 

planners of Egypt for the repositioning of its traditional cultural image. 
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The major finding of this chapter is that any destination, before deciding on any 

change in its marketing and promotional strategies, should undertake a careful and 

detailed assessment of the current images held by its target markets in order to 

understand their preferences before attempting to change the previously held image. 

Other findings drawn from the literature reviewed in this chapter are the usefulness of 

undertaking qualitative and quantitative methods for image measurement in order to 

capture all the attributes of the image held by its prospective visitors, as well as its 

travel intermediaries. Additionally, the four elements suggested by Gartner (1986); 

the financial resources, timing, the characteristics of the target market, and the type of 

image to be projected, should be very carefully considered by any destination 

planning for a change in its held image. This has to be done through comprehensive 

market research in the destination target markets, as well as product portfolio analysis 

of the old and new product(s). All these factors are important for the ETA in the 

planning for their new cultural-recreational combined product-mix. 

Finally, the review outlined in this chapter on the repositioning practices and theories 

presented a number of good principles and precepts that can be drawn out. These are; 

the importance of studying the competitive position of the new modified product 

among other similar products; the necessity of providing a good communication 

system of the new image through devising strong and prolonged advertising and 

promotion messages; the creation of effective distribution channels for the new 

image, as well as positive word-of-mouth, and finally, the importance of undertaking 
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post consumption perception measurement in order to measure to what extent a 

certain destination had succeeded in projecting its intended image. 

The above factors will act as a benchmark through which the Egyptian repositioning 

image case will be examined later in the findings of the thesis. The next chapter 

outlines the research methodology, which is followed by an examination of its results. 
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Chapter Five 

Methodology 

5.1 Introduction 

The function of this chapter is to explain the methodological issues and methods 

employed by the researcher in the examination of her research problem. As indicated 

in the introductory chapter of this study, the purpose of the investigation is to 

evaluate the processes that influenced the decision to diversify the tourist base of 

Egypt - a decision which sought to reposition the traditional cultural image of the 

destination. Hence, the general aim of this current chapter is to seek appropriate 

methods to analyse the interaction of various significant stakeholders in that decision

making activity, and the sorts of collaboration, which occuned between them. This 

chapter therefore seeks to explain which methods ,vere selected to probe the 

involvement of particular public sector players, for example, government agencies 

and individuals in the decision-making process concerning the repositioning. 

Owing to the lack of documentation which can vividly illustrate the sequences of this 

process, this chapter will therefore reveal how the researcher relied heavily on 

pnmary data derived from the different participants who had experienced the 

programme since its inception in the mid 1960s. Additionally, since the literature 

reviewed in this thesis on destination image revealed that there is a paucity of theories 
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and conceptual :frameworks for the repositioning of destination images in Tourism 

studies, the major task of this study is to gather insight on destination imaging in 

Egypt to help begin to develop a repositioning model of tourism place images. Thus, 

this chapter is designed to explain both the methodological-level and methods-level 

thinking behind that endeavour. 

The current chapter is predicated upon the view that the most appropriate method 

available for the examination of the interpretations, which various stakeholders hold 

about the repositioning processes conducted on the image of Egypt, is grounded 

theory. Generally, grounded theory approaches - after researchers such as Glaser and 

Strauss (1967) and Strauss and Corbin (1998) - have been devised in the effort to 

help investigators generate fresh and relevant 'local understandings' from the data 

collected at a particular research site. In principle, grounded theory seeks to yield at 

that particular inquiry setting concepts and theories that are relevant to the issue 

being researched. Hence, a grounded theory approach in this study seeks to find and 

probe discrepancies in the perception of the different processes involved in the 

repositioning process between particular stakeholders in the public and private 

tourism sectors in Egypt. 

Consequently, the conceptions and thereby 'the model' being developed is ostensibly 

based on the intelligence and interpretations held at that particular setting ( concerning 

the repositioning of destination image in the strategic planning of tourism in Egypt) 

and not from any general or universalised understanding about positioning or 
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repositioning tourist destination images derived elsewhere. At this juncture, it must 

be stated, however, that this study is not a fully-fledged grounded theory exercise, per 

se. In recent years, grounded theory (as a plausible qualitative research approach) has 

received large amounts of criticism. For instance, Denzin and Lincoln (1994:8-9) 

position grounded theory as part of an evolving but 'modernist' approach to 

qualitative research, that is part of a golden age of rigorous qualitative analysis. To 

Denzin and Lincoln (Ibid.), grounded theory is a form of research which has been 

unduly influenced by 'linear statistical' and 'positivist-neo-positivist' avenues of 

thought. In extreme form, the grounded theory approaches of authors like Strauss and 

Corbin, and Miles and Hubem1an, "reinforce a picture of qualitative researchers as 

cultural romantics. Imbued with Promethean human powers" (Denzin and Lincoln, 

1994: 9), and able to quite readily capture what is going on within particular research 

settings. 

Thus, grounded theory today constitutes a general approach for the generation of 

data, which is 'located' in data that has been systematically gathered and analysed. It 

purports to offer the researcher a specific set of steps, which he/she can follow - steps 

that are closely allied to the orthodox canons of social science. There is much that is 

laudable in grounded theory, but critics of grounded theory argue that the approach 

has yet to gain the deeper influences of newer textual, hermeneutic, feminist, and 

postmodem forms of thinking about the production of truth and understanding which 

have occurred during the 1980s, the 1990s and the 2000s - notably in terms of how 

findings are 'verified', ipso facto. Accordingly, this study of the interpretation of 
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understandings about repositioning of the tourist aspects of Egypt seeks to draw from 

grounded theory approaches where possible, but does not seek to be restrictively 

contained within applied grounded theory thinking, per se. 

Under the broad grounded theory approach to this study, the method adopted for data 

collection has been 'the case study'. It should be recognised, however, that to some 

researchers, the case study is not strictly a method, per se, but rather it is a close 

identification of the object to be studied (Stake, 1994). In the current study, therefore, 

the aim is to seek out the 'emic' meaning about strategic decision-making in tourism 

so that 'the case' (i.e. the milieu in \Vhich strategic image-making decisions are taken) 

can tell its own story. To this end, three sources of data collection were used. These 

were documentation, direct observation and interviewing. The latter data collection 

source represented the major tool, whereas the other tools were used for supportive 

purposes of triangulation under the case study process. 

Having clarified the research design for this study in tem1s of its grounded theory 

'flavour', and its case study 'dimensionality', the function of the rest of this chapter is 

to elaborate how the methodology and method selected for this investigation have 

achieved their aims. This chapter is structured into four parts. The first part discusses 

the study's overall methodological approach at greater length. The second part 

explains the principal data gathering techniques adopted by the researcher during her 

data collection process. The third part presents the results of the methodology as 
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found from the conduct of the research methods. The fourth and last part provides a 

summary of the whole chapter and draws a lead to the following chapter. 

5.2 Methodology: Philosophical Approach and its Conceptual 

Underpinnings 

5.2.1 Grounded theory 

This study employed the grounded theory approach. This methodological approach is 

defined by Strauss and Corbin as: 

A general methodology for developing theory that is grounded in data 
systematically gathered and analysed (Strauss and Corbin, 1998:158). 

Glaser and Strauss had previously (1967) argued that grounded theory is a 

methodological approach for developing theory from data systematically obtained 

from a particular social research setting. They added that the theory should provide 

clear categories and hypotheses, which can be verified in present and future research. 

They further argued that generating theory from data means that most hypotheses and 

concepts not only come from the data, but are systematically worked out in relation to 

the collated data during the course of the research study. Accordingly, the researcher's 

aim - of broadly working within the grounded theory approach - was to generate 

theoretical and conceptual perspectives so as to interpret the ways in which different 

stakeholders perceived the mechanics and the different managerial processes involved 

in the repositioning of the tourist image of Egypt. 
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Since no significant research investigations have previously been conducted on the 

repositioning of destination images in Egypt or elsewhere - the researcher was not 

able to carry over a predetermined set of categories relevant to the current study. 

Under these restrictive circumstances, the grounded theory approach to data 

collection was therefore found to be the most appropriate methodological approach to 

harness for the case under investigation in this study, apart from the introducing 

reservations already made about grounded theory in section 5 .1. 

To repeat the point, the rationale for grounded theory suggests that this approach is 

apt for deriving constructs directly from the immediate data that has been collected, 

rather than from prior external research and theory. In other words, those who use 

grounded theory specifically seek to 'ground' or base their constructs in the particular 

set of data that the researcher has collected in the specific case under investigation. 

While generalisation is not the aim of grounded theory approaches, it is possible that 

the emergent constructs for the particularly defined setting may be useful in other 

research studies elsewhere (Burke, 2001). The researcher is, however, more 

concerned in interpretations \vhich pertain to the case study setting being probed 

itself. Thereby, this study seeks to develop the unfolding constructs in tenns of the 

interpretations, which belong to her key participant informants who are in charge of 

the decision-making process in the Egyptian tourism supply sector. 

Strauss and Corbin ( 1998) argued that in grounded theory methodology, theory may 

be generated from the specifically gathered data, or from existing theories if 
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appropriate to the area of investigation, and can be elaborated and modified as 

incoming data are meticulously used to play against them. Accordingly, in the current 

study of Egypt, the researcher's goal was to generate insight from the interpreted data 

she gathered from her different sources about the mechanics of the implementation of 

the diversification programme set out to reposition the tourist image of Egypt. The 

subsequent intention of the researcher is to analyse this data and incorporate it into 

the Tourist Area Life Cycle Model (TALC), specifically in the rejuvenation stage of 

that model when a destination seeks to introduce new aspect(s) of tourism to its 

traditional tourist attractions, hence changing or modifying its overall tourist image. 

Therefore, the researcher's role in this study \vas to elaborate upon the already 

existing theory of TALC by incorporating her theoretical and conceptual findings into 

this existing theory as new insights from the Egyptian experience developed into 

repositioning destination images. For a more detailed understanding of the different 

elements of the grounded theory, the following section discusses its different 

components. 

5.2.2 Components of the grounded theory 

Strauss and Corbin (1998) argued that an essential component of grounded theory is 

its conceptual base. In this respect, they state: 

Grounded theory methodology is designed to guide researchers in 
producing theory that is 'conceptually dense' - that is with many 
conceptual relationships. These relationships stated as propositions are as 
in virtually all other qualitative research presented in discursive form: 
they are embedded in a thick context of descriptive and conceptual 
writing (Strauss and Corbin, 1998:169). 
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Accordingly, in principle, the grounded theory approach requires the data to have a 

thick conceptual grounding which in due course will hopefully lead the researcher to 

relevant theory generation through effective exercise of the constant comparison 

between the concepts. In addition to theory generation and theory elaboration, the 

grounded theory approach also advocates theoretical conceptualisation. To achieve 

this conceptualisation for a theory, grounded theory researchers have to have an 

interest in patterns of action and interaction between and among the various types of 

social units being studied, i.e. the actors of the particular study setting. Strauss and 

Corbin (Ibid.) add that grounded theory researchers are not especially interested in 

creating theory about individual actors as such. They are much more concerned with 

discovering process by focusing on reciprocal changes in patterns of 

action/interaction and in relationships with changes of conditions, either internal or 

external, to this particular activity. 

In the current study of the strategic marketplace activity of Egyptian tourism, the 

researcher used grounded theory thinking to inform her own understanding of the 

discrepancies between the perspectives of the different respondents from public and 

private tourism sector agencies in Egypt. It was assumed that the different socio

political experiences, occupational backgrounds and educational careers of these 

individuals would have a great bearing on their respective understandings of the 

managerial implications of the particular marketplace activities involved in the 

repositioning of the tourist image of Egypt. 
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In addition to these two features, Strauss and Corbin (1998) emphasise the 

importance of another two features of grounded theory. The first is that theories are 

always demonstrably traceable to the data that gave rise to them. This means that 

these theories lie within the interactive context of data collection and within the data 

analysis in which the analyst himself/herself is a crucially significant interactant. The 

second feature is that grounded theories are very fluid because they embrace the 

interaction of multiple actors, and because they emphasise exigencies of temporality 

and process. To these two ends, Strauss and Corbin (Ibid.) call for the scrutiny of 

every emergent 'grounded interpretation' within each unfolding or found situation to 

see if they each do indeed fit comfortably there or otherwise why and how they might 

not be seen to fit there. They also demand an openness of the researcher based on the 

'forever' provisional character of every emerging theory. Hence, grounded theories 

can only ever be systematic statements of plausible relationships as uncovered in 

particular bounded contexts. 

Since this investigation of strategic marketplace decision-making of tourism in Egypt 

is informed by grounded theory, the researcher in her study had to adopt the role of a 

close investigator who had to continually remain vigilant to the found validity and to 

the assumed coherency of the statements given to her by the different respondents. 

The relationships between the different concepts provided by the respondents (i.e. in 

terms of the mechanics of the repositioning of the tourist image of Egypt) provided 

the researcher with a sound analytical base. It should be noted, however, that some 

commentators argue that it is a logical impossibility (in a relativist and interpretivist 
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study where no single view over reality can apply in sovereign fashion) for the 

validity of views to be gauged. Such commentators maintain that no standard 

interpretation of and about reality exists against which found statements may be 

measured (Smith, 1990:168). 

To repeat the matter, the ultimate purpose of using the grounded theory informed 

approaches in this study was to develop and elaborate the theory of the Tourist Area 

Life Cycle Model (TALC) introduced by Butler (1980), where some destinations seek 

to modify or change its tourist attractions in response to stagnation or decline of its 

original tourist resources. The contribution made by the current thesis to this model 

will be targeted upon the rejuvenation stage of that model when a destination appears 

to change or modify its image in order to appeal to its current market by extending its 

length of stay through adding more aspects to their programme. The aim of this 

addition was to create a repeat visitor from one side, as well as to attract new 

segments for the new developed product(s) from the other side. According to the 

model, these remedies will help the destination in restoring and extending its tourist 

attractions as a response to a stabilisation/stagnation in the performance of its 

traditional cultural product. 

To recap the grounded theory principles and its application within the context of this 

study, the following table provides a summary of the general principles of the 

grounded theory approach and how these principles fit or adapt to suit the 

requirements of this investigation. 
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Table 5.1 The application of grounded study thought in the current investigation 

General principles of grounded theorylCritique of application of grounded theory insight within 
methodology (derived from Strauss and Corbin, the current study 
1998) 

The current study is no step-by-step deployment of a singularGrounded theory is a general methodology • 
grounded theory 'notebook', but is merely an attempt to 

social research conjointly as two parts of the 

aimed at generating theory and conducting 

generate particular local theory informed by a general 

same process. 1 adherence to grounded theory. 

In the current study, the researcher constantly sought to 

generated and developed through the 

• Grounded theory insight is best grounded, i.e . 

examine the insight gained from the interpretations given by 

researcher's interplay with the data during the particular respondents being interviewed vis-a-vis the insight 

research process. gained from the interpretations offered by other respondents. 

The current study would have been considerably enriched 

requiring endless elaboration and (partial) 

• Grounded theory insight is always provisional, 

in terms of its interpretability had the researcher had the time 

negation over time. and resources to be able to visit Egypt frequently and 

intensively to re-interview particular respondents in relation 

to what later respondents had said, and in relation to the 

researcher's own deeply engaged awareness of and about 

the study setting. -• Grounded theory 'theories' are limited in their :The insights gained from the current study ought to be 
I 
understood as interpretations of the lived world of strategic 

setting change. 

time-fit, as operating conditions in the examined 

decision-making in the tourism marketplace of Egypt as 

articulated in the opening years of the 21 st century (between 

2000 and 2003) and will need refining and reviving as 

government, corporate marketplace, and other sub-

national/national/international factors fluctuate. 

There is merit in this researcher (and later researchers) 

outdated as researchers become more 

• Grounded theories are constantly becoming 

continuing to examine the insights gained in the current 

reflexively embedded in the history and the study after the formal dissertation has been completed and 

contemporaneity of the setting examined. submitted, as long as the researcher/sis/are able to become 

further attuned to the study scenarios and governing contexts 

examined within their investigation. 

Source: Strauss and Corbin, 1998 
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While the previous section explained the rationale for the selection of the grounded 

theory approach and its applicability to this research, the following section discusses 

the specific data collection method employed in this study as an implementing tool to 

achieve the general methodological principles of the grounded theory approach being 

utilised throughout this investigation. 

5.3 Data Collection Method 

Having focused on the case of Egypt as a tourist destination, the researcher found that 

the most appropriate data collection tool to this study was the case study method. 

Before discussing the types of data collection sources within the case study method 

:framework which were deployed in this dissertation, the following table (table 5.2) is 

introduced to provide a brief explanation of the main strengths and weaknesses of the 

case study method vis-a-vis alternative methods. 
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Table 5.2 Strategies of inquiry considered for the current study: Competing methods of collecting and 
analysing empirical data 

Principal advantage of Method considered Principal disadvantage or Judgement on suitability of 

method difficulty with method each method for deployment 

within this study 

Case study method Enables researchers to It is often difficult for In this study of marketplace 

define a bounded milieu the researcher to decision-making in Egypt, the 

or otherwise create capture some subjects/ case study approach closely 

a researchable some events/some decisions defines and detects the subject 

contextual setting. within a neatly definable milieu of the inquiry. 

or readily identifiable 

contextual setting. 

Historical social Enables the researcher It is often found that In this study of tourism 

science to trace developments the received historical management decision-making 

in important things/events record is sparse, and in Egypt, it was not felt that a 

via written records. that many vital matters comprehensive or sufficient set 

have gone unrecorded. of historical records existed 

concerning the mechanics of 

repositioning the country's 

destination image. 

Personal experience Enables the researcher It is often found that In this study of policy -making 

methods to capture the extant 'personal experience' in the Egyptian tourism sector, 

respondents' outlook on data - in the form of journal it was not felt that the use of 

things in the context of 'personal experience' methods 

his/her own story. 

entries, field notes, 

would be commonly available 

patchy and idiosyncratic 

photographs - is 

or significant. 

in character; rarely is personal 

experience data 'thorough'. 

Narrative/ In this study of the repositioning Enables the researcher to It often takes the researcher a 

content analysis work with large amounts considerable amount of time of the tourist image of Egypt, it 

of data, which can supply if he/she wants to effectively was recognised that certain 

all sorts of perspectival examine collated stocks of forms/pieces of narrative 

and symbolic narrative data. For he/she material could prove to be a 

intelligence about a thing/ has to learn how to elicit useful complement to the 

event/happening. the useful 'jewels' of data interviews' data. 
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Table 5.2 continued 
Method considered Principal advantage of 

method 

Principal disadvantage or 

difficulty with method 

Judgement on suitability of 

each method for deployment 

within this study 

from the useless volumes or 

tracts of data as he/she may 

need to spend a large amount 

of time learning various 

semiotics/syntactical 

languages. 

Source: Denzin and Lincoln, 1994 

After showing a brief explanation of the main strengths and weaknesses of the case 

study method vis-a-vis alternative qualitative research data collection methods, the 

next section further elaborates the reasons for the employment of this research 

method in the current investigation. 

5.3.1 Sources of data collection 

This study focuses on the mechanics of the implementation of the diversification 

scheme for the repositioning of the tourist image of Egypt. Hence, the case study 

method was found to be the most convenient approach for this research. As defined 

by Gall, et al., (1996): 

A case study is done to shed light on a phenomenon, which is the 
processes, events, persons, or things of interest to the researcher. 
Examples of phenomena are programs, curricula, roles and events ... A 
case is a particular instance of the phenomena (Gall, et al., 1996:545). 
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Having heeded the advice and guidelines of Gall, et al. ( 1996), the researcher selected 

the case study methodology in order to have an in-depth study of the programme 

devised by the ETA to diversify the tourist product of Egypt. The in-depth knowledge 

enabled the researcher to assess the cultural and behavioural patterns, which affect the 

managerial practices in the Egyptian tourism sector. This is because the management 

characteristics are important elements of new product development (Weerd-Nederhof, 

2001). Moreover, after further inspecting the work of Gall, et al., (Ibid.) on case study 

design, it was determined that once the study phenomena had been selected and the 

case nominated, it was necessary to determine what the study focus would be - that 

is, to clarify the aspect or aspects of the case upon which data collection and analysis 

will actually concentrate. It was recognised that in some cases, it would be possible to 

break down the phenomenon on which the study focuses into units. Thus, to recap in 

terms of Gall's, et al., preferred classification, the phenomenon in the current study of 

Egypt is repositioning destination images. The case is Egypt as a tourist destination. 

The focus is the planning and management involved in the repositioning process. The 

unit of analysis is the Egyptian tourism supply sector. 

As discussed earlier in the section on the grounded theory approach, the main aim of 

this dissertation is to develop a model for repositioning destination images derived 

from the case of Egypt. This model will act as a contribution to the Tourist Area Life 

Cycle Model. Hence, the researcher had an instrumental interest in the case study. 

This is identified by Stake (1994) as a particular case, which is examined in order to 

provide insight into an issue or refinement of theory. In this type of case study, the 
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case 1s of secondary interest as it plays a supportive role by facilitating the 

understanding of something else (Stake, 1994). Additionally, the study has two 

subsequent aims. The first aim is to gain an insight into the managerial practices of 

both the public and private tourism sectors in the design and management of the new 

tourist image of Egypt. The second aim further extends to investigate the level of co

operation between the public and private tourism sectors in the implementation of the 

development and promotion of the new image of the destination, and whether it 

enhanced or hindered the repositioning programme. To achieve these aims, the 

researcher adopted exploratory and explanatory types of case study (Yin, 1993). The 

exploratory is used to answer the 'what' questions, while the explanatory is used for 

the 'how' and 'why' questions. The following table shows a sample of the what, how 

and why questions employed in this study. 
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Table 5.3 The what, how and why questions of the interviews 

Examples of the exploratory Examples of the explanatory Examples of the explanatory 
questions (what) questions (how) questions (why) 

• What was the image of • How did you start to apply • Why did the Egyptian 

your marketing strategy Egypt before the Tourist Authority decide to 

I 

after the repositioningdiversification/ change the traditional 

repositioning programme programme took place? cultural image of Egypt? 

took place? 

• How did you co-operate• What is the general • Why is the price of the 

framework of the with the foreign operators hotel room in other well

promotion policy of the regarding the promotion of ', established 

image of Egypt in its the new image of Egypt? Mediterranean 

overseas markets? destinations, like France, 

higher than the price of a 

hotel room in the newly 

developed resorts in the 

Red Sea? 

• What are the causes of • How can you evaluate the • Why does a specialist 

the inadequacies in the Egyptian operator who 

planning of the new 

strengths and weaknesses 

of the overall image of Egypt can sell the image of 

tourist image of Egypt? Egypt in its international 

recreational aspect? 

after the addition of the 

tourist markets with a fair 

price and thus control the 

manipulation of the price 

by the international 

operator not exist? 
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Yin (1994) identified six sources of evidence for data collection in the case study 

protocol. These sources were: documentation, archival records, interviews, direct 

observation, participant observation and physical artefacts. This study employed three 

of these sources. The first is documentation. The second is direct observation. The 

third and major source of data collection for this study is interviewing. The following 

table shows the main advantage and disadvantage of each of the selected, as well as 

the unselected methods, within the case study protocol. 
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Table 5.4 The sources of data collection methods within the case study protocol 

Principal disadvantage orPrincipal advantage ofMethod Judgement on suitability of 
difficultywith methodconsidered method each method for deployment 

within this studv 
Interpretation of It is not always easy for the Enables the researcher to In this study ofstrategic 
documents 

examine a subject from a researcher to know ahead of decision-making in the Egyptian 

time, which relevant records tourism industry, it was 

of evidence. 

range of documentary pieces 

exist, or for concerned recognised that on occasions, 

organisations to know which particular documents could 

materials they ought to be prove to be of important use to 

complement whatever making readily available to the 

researcher. Additionally, the respondents were or were not 

saying during the interviews. access to certain documents 

may be deliberately blocked. 

Within the context of this study,Direct observation It is recognised that direct Enables the researcher to 

the researcher was using theobservation technique is timecover events in real time, as 

direct observation technique consuming. Hence, it requires well as to cover the specific 

while observing particular the researcher to be highlycontext of each of these 

incidents that gave her some 

aiming at a broad coverage of a 

events. selective, unless he/she is 

indications of the influence of 

culture on the performance ofparticular event. 

the employees in the Egyptian 

tourism authorities. 

In-depth It was recognised in this studyIt is often difficult to secure theEnables the researcher to 
interviewing 

that in-depth/semi-structured probe a subject at length, and right person to interview in-(semi-structured, 
structured) and structured interviews oughtto create an atmosphere in depth, and frequently cardinal 

to be the primary method ofinterviews are difficuit to reachwhich the respondent can 

data collection as the case 

ease and in-depth. 

for second or confirmatoryaccount for his/her outlooks at 

study contours are gradually 

refined. 

interviews. 

Participant In this study ofpublic andEnables the researcher to gain It is often difficult for the 
observation 

private sector decision-making insight into interpersonal researcher to conjure up a 

in Egypt, there is little scopebehaviour and motives. credible role or function which is 

for the use ofparticipantacceptable/believable to the 

observation.individuals/organisations, 

he/she wants to study, and 

which is sufficiently flexible to 

capture all of the salient topics/ 

meanings/instances to be 

studied. 
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Table 5.4 continued 
Method 
considered 

Archival records 

Physical artifacts 

Principal advantage of 
method 

Enables the researcher to get 

the exact names, references, 

and details of a specific event. 

Enables the researcher to gain 

insight into cultural features, as 

well as technical operations. 

Principal disadvantage or 
difficulty with method 

It is often difficult to retrieve 

archival records for confirmation 

or clarification of certain events. 

The researcher using the 

physical artifacts has to be 

highly selective of the particular 

tool, instrument, technological 

devise, etc. that needs to be 

collected or observed as part of 

a field visit. 

Judgement on suitability of 
each method for deployment 
within this study 
In this study of the promotion of 

the new image of Egypt, it was 

almost impossible to trace the 

old pieces of evidence, such as 

promotional brochures, which 

date back to the inception of 

the diversification programme 

since the mid 1960s. 

In this study of the repositioning 

of the tourist image ofEgypt, no 

physical artifacts could be used 

to observe the social 

phenomenon under 

investigation. 

Sources: Denzin and Lincoln, 1994; Yin, 1994 

The previous table shows the mam advantage and disadvantage of each of the 

methods that collectively constitute the case study protocol. According to the use of 

each method and its suitability to the topic under investigation, the researcher selected 

three out of the six methods. The major method used in this research is a long, in

depth interview - that is interviewing conducted on a sustained but semi-structural 

basis. This method normally allows the researcher to delve into a subject rather 

exhaustively in an environment, which can be made comfortable for rich dialogue. 

The second method represents documentary evidence and was used as the first 

supportive method of the interviews. As explained in the foregoing table, the use of 

documentary evidence/normative analysis generally allows the researcher the 
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opportunity to explore stacks of data or documentary materials, which he/she finds in 

situ when interviewing individuals/agencies, or which he/she discovers 

serendipitously. The last supportive method for the interviews that was utilised in this 

investigation but to a lesser degree than documentation is direct observation. This 

method was used to observe some relevant behaviours and environmental conditions 

that were available for observation in the current particular research setting. Such 

observations served as an additional source of evidence in the selected case under 

examination (Yin, 1994). The following sub section (5.3.1.1) describes these three 

methods and their function within this research in more detail. 

5.3.1.1 Documentation 

Documentation was used in this study in order to enhance the investigator's 

triangulation. It was principally used as a support method to help verify ( or rather 

clarify) what the different key respondents have said during their interviews with the 

researcher. It consists of some documents collected from the Egyptian General 

Authority for the Promotion of Tourism (EGAPT). This organisation provided the 

researcher with statistics of the tourist movement in Egypt from the 1970s until 2001. 

Other statistics that record the tourist performance in Egypt during the 1950s and the 

1960s were collected from other documented sources. These sources were published 

articles and unpublished PhD dissertation. The purpose of collecting these statistics 

was to analyse the tourist movement in Egypt before and after the repositioning 
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programme took place. This analysis will show the impact of this programme on the 

overall tourist movement in the destination. 

Additionally, the researcher collected secondary information on the national tourist 

plans devised by the Egyptian Ministry of Tourism. It was mentioned that the 

preparation of a national plan for the Egyptian tourism and its related activities goes 

back to the late 1970s (Helmy, 1999). In 1976, the Ministry of Tourism (MOT) 

prepared a framework for the Egyptian tourism development for the period from 1976 

to 1980. However, the first national tourism plan that was documented and 

implemented was the five-year tourist plan 1982-1987. This has been continued by a 

series of five-year tourist plans, as shown in the following table (Ibid.). 

Table 5.5 Inventory of the Egyptian National Tourist Plans 

National plan Authority that devised the plan 

First Five -Year Tourist Plan (1982-1987) 

Second Five -Year Tourist Plan (1987-1992) 

Third Five-Year Tourist Plan {1992-1997) 

Fourth Five -Year Tourist Plan {1997-2002) 

Fifth Five -Year Tourist Plan (2002-2007) 

Sixth Five -Year Tourist Plan {2007-2012) 

All of those national five-year tourist plans have 

been devised by the Central Department of 

Planning and follow up at the Egyptian Ministry 

of Tourism. 

Tourist promotion plan {1994) 

Tourist promotion plan (2001) 

The Egyptian General Authority for the 

Promotion of Tourism (EGAPT) 

Source: Drawn from Helmy, 1999 Towards Sustainable Tourism Development Planning: The Case of 
Egypt, Unpublished PhD thesis, University of Bournemouth, UK 
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5.3.1.2 Direct observation 

Yin (1994) argued that by making a field visit to the case study site, the researcher is 

creating the opportunity for direct observations. He further debated that the study of 

the environmental conditions and relevant behaviour are suitable candidates for direct 

observation. He added that the fieldworker, using the direct observation technique, 

might be asked to measure the incidents of certain types of behaviour during certain 

periods of time in the field. Accordingly, the researcher, in her fieldwork, used the 

direct observation method to measure certain types of behaviour of some respondents. 

Her position as a native Egyptian enabled her to communicate some cultural gestures 

and glimpses shown by some of her key infom1ants. For example, some respondents 

tended to avoid expressing verbally their opinion about the performance of the public 

tourism sector. Instead, they used some facial expressions such as nodding to say no, 

or even smiling in a sarcastic manner to express disappointment, while in other 

instances showing indifference. Other participants tried to avoid this situation by 

diverting the conversation into quite in-elennt topics to escape expressing their 

disapproval and/or dissatisfaction \vith the current performance of the Egyptian 

supply sector. These forn1s of expression helped the enquirer in communicating some 

answers, which could not be conveyed verbally during the interviews. However, the 

scope of using the direct observation method in this investigation was limited as it 

was confined to few gestures expressed by some of the key respondents during the 

main fieldwork. 
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5.3.1.3 Interviewing 

The major data collection tool of this study was in-depth qualitative interviews. The 

interviews were conducted in three phases. The first phase was a set of semi

stmctured pilot interviews, \vhich were used to pilot the methodology that was 

intended for this study. The second phase was the actual fieldwork. The aim of which 

was to develop the key themes that emerged in the pilot study. The third and last 

phase was some structured interviews with the major British operators that sell the 

image of Egypt in the British market. 

To summarise the usefulness of the three previously stated methods to this study 

problem, it can be said that this study was triangulated in the following fashion. First, 

the main method was in the fom1 of long, in-depth, semi-structured interviews, the 

purpose of which was to gather data through a highly interactive analytical approach. 

This major method was supported by two other subsidiary methods. They were 

documentation and direct observation. The documentation was used to augment or 

crystallise what was uncovered through intervie,ving. The direct observation was 

used to detect the non-verbal expressions and the environment of the interview 

setting, which was found to have a direct influence on the performance of the 

Egyptian tourism supply sector. 

The following figure shows the sequence of data collection process undertaken 

throughout this study. 
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Figure 5.1 The sequence of the data collection undertaken by the researcher 

Pilot 
interviews 

Purpose 

An open debate 
with the different 

selected key 
respondents to 

discuss the main 
research 
objectives 

Pinpointing of 
key themes 

related to these 
objectives 

Further 
development 

of the key 
themes in the 

actual 
fieldwork 
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After introducing the three methods used for the data collection of this study, the 

following section elaborates in detail the employment of the interviewing method 

throughout its three different phases. First, a definition of interviews is useful as an 

introductory background to its deployment as a chief data collection tool for the 

current investigation. 

5.3.1.3.1 Definition ofinten1iews 

Maccoby and Mac co by (1954) provided the following definition of the interview: 

An interview will refer to a face-to-face verbal interchange in which one 
person, the interviewer attempts to elicit information or expressions of 
opinion or belief from another person or persons (Maccoby and Maccoby, 
1954: 449). 

Kahn and Cannell (1957) gave another definition: 

We use the term interview to refer to a specialised pattern of verbal 
interaction initiated for a specific purpose and focused on some specific 
content area, \Vith consequent elimination of extraneous material. 
Moreover, the interview is a pattern of interaction in which the role 
relationship of interviewer and respondent is highly specialised, its 
specific characteristics depending somewhat on the purpose and character 
of the intervie,v (Khan and Cannell, 1957:16). 

Hence, the intervie\vs were used by the researcher as an exploration tool for an in-

depth enquiry of the processes that led to the repositioning of the tourist image of 

Egypt. In order to obtain the necessary information to cover these issues, the 

researcher employed teclmiques that would enable her to achieve this goal. These 

techniques are discussed in the following sub section. 
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5.3.1.3.2 Interview techniques 

The researcher recognised that interviews yield rich insights into people's 

experiences, opinions, aspirations, attitudes and feelings (May, 1997). For example, 

the informants who were not involved with the decision-making of the repositioning, 

such as the private sector professionals expressed their personal views and feelings 

towards the policy adopted by the state for developing recreation tourism in Egypt. 

Their views, driven from their long experience with Egyptian tourism, allowed the 

interviewer to understand their philosophies and interests, hence giving another 

dimension for the assessment of the public sector tourism policy. 

The interview method is also perceived as a tool that gives greater depth than other 

research techniques (Burgess, 1982). The face-to-face interviewing method helped 

the researcher to gain an explanation of the different issues raised by the respondents. 

She was commonly able to get their co-operation, thereby helping improve not only 

the volume of the data gathered, but also its seeming trustworthiness or plausibility 

(Adams and Schvanevldt, 1991). Hence, the direct contact and thus interaction with 

the different respondents in this study facilitated and allowed for the development of 

understanding about their experiences, and of the meanings they make out of these 

experiences, \Vhich is the main purpose of qualitative in-depth interviewing 

(Seidman, 1991 ). Another favourable factor of the use of interviews in this 

investigation was reflected in the length and conducive atmosphere in which these 

interviews were usually conducted. This atmosphere provided a fertile arena for 

exchanging views where the researcher was able to probe rewardingly into the 
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interviewees' outlooks upon public and private sector decision-making processes. 

Unfortunately, due to temporal and financial constraints, the interviewer was not able 

to capture some of the respondents for follow-up or cross-calibrating interviews. 

Another advantage of interviews is that they provide access to the context of people's 

behaviour and thereby provide a way for researchers to understand the meaning of 

that behaviour (Seidman, 1991 ). The qualitative interviewing aided the researcher in 

her ontological position by generating infom1ation from people's knowledge, views, 

understandings, interpretations, expenences and interactions. Whereas the 

epistemological position suggested that a legitimate way to generate data on these 

ontological properties is to interact with people, to talk to them, to listen to them and 

to gain access to their accounts and articulations (Mason, 1996). Thus, the interviews 

with key respondents from both the public and private tourism sectors in Egypt gave 

the researcher an insight into the managerial perspectives and philosophies of the two 

sectors. In addition, the informal nature of the interview allowed the interviewer to 

develop, adapt and generate questions and follow-up probes appropriate to the given 

situation and the central purpose of the investigation, which subsequently entitled her 

to go beyond the answers and thus enter into a dialogue with the interviewees (Berg, 

1989; May, 1997). 

Probes also motivated the respondents to elaborate on, or clarify an answer, or to 

explain the reasons behind the answer. For example, when the ex-head of the EGAPT 

told the researcher about the reasons for the over-development of accommodation for 
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the recreational product in Egypt in return for a very low demand, he told her that it 

was due to a variety of reasons. Some of these reasons were internal, while others 

were external. Among the internal reasons stated was the lack of a long-tem1 vision 

into the prospective for developing beach tourism in Egypt. In other words, the 

tourism policy plam1ers in the destination did not really know what they wanted from 

developing this aspect of tourism in the destination. Therefore, they conducted a 

massive development scheme without knowing how they could effectively create an 

induced demand for this extensive development. Whereas, the external reasons for 

this low demand, as perceived by the interviewed tourist expert, was the terrorist 

attacks, which hit the country and acted as deterrent (to a considerable degree) upon 

the development of inbound tourism to the destination. 

Another advantage of using the probing technique is that it helped the conversation to 

be focused on the specific topic of the interview (Nachmias and Nachmias, 1996). For 

example, the constant enquiry on the part of the researcher to the different 

respondents helped her to concentrate on the different issues related to the main 

research objectives, thus disallowing - to some extent - these informants to digress 

into other umelated themes. The next section will discuss in detail ho\V the researcher 

conducted these interviews to achieve her main research objectives. 

5.3.1.3.3 Conduct ofthe interviews 

As mentioned earlier, the investigator conducted three sets of interviews for the data 

collection of the study. Each set will be explained in tum. The first set was a number 
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of pilot interviews in Egypt. The purpose of these pilot interviews was three-fold. 

First, to explore the type of information that could be gained from the different 

respondents. Second, to pilot the research method with the respondents in terms of 

the techniques that could be used in order to obtain the necessary information from 

them. Third, to determine the respondents who could provide the interviewer with 

the type of information needed for the study. The following section describes each of 

the three phases of the data collection process undertaken throughout this research. 

5.3.2 First: Pilot interviews 

Before explaining the steps undertaken by the researcher during the pilot field study, 

the following table (table 5.6) gives a brief of the main purpose of the pilot study 

together with its expected outcomes. 
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Table 5.6 The pilot work engaged in this study and its expected outcomes 

Objective Purpose Outcome 

Why Why was the pilot study 

conducted? 

To pilot the research method before undertaking the 

actual fieldwork. 

Who Who were the pilot study The inteNiewees constituted respondents from the 

interviewees/respondents? public and private tourism supply sector in Egypt. They 

And why were they selected? were selected for their key position in the decision-

making process. 

What What were the pilot study The major topics discussed with the respondents 

interviewees/respondents represented the study key objectives. The purpose of 

asked? And why were they this discussion was to elicit key researchable themes, 

asked these things? which can lead to plausible results. 

Where Where were the pilot study The pilot inteNiews were conducted in the EGAPT as 

interviews conducted? And the main public sector organisation responsible for the 

how different was this location promotion of the image of Egypt in its international 

from the interviews for the tourist markets. This location will not change for the 

main fieldwork? actual data collection phase, as the EGAPT is the only 

organisation in Egypt that can provide the researcher 

with the necessary information for the policy decision-

making process concerning the repositioning of the 

tourist image of the destination. 

When When were the pilot study 

interviews conducted? 

The pilot inteNiews were conducted between 

December 1999 and January 2000. 

Which Which outcomes emerged 

from the pilot study? How did 

the findings of the pilot study 

influence the conduct of the 

rest of the study? 

The main outcomes emerged from the pilot study 

represented key themes related to the promotion, 

development and co-operation between the public 

and private tourism sectors in Egypt regarding the 

diversification programme undertaken for the tourist 

product of the destination. These key findings will act 

as a base for further elaboration and development 

during the main field study. 
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As shown in table 5.6, the interviewer utilised qualitative in-depth semi-structured 

interviews while undertaking the pilot study (see appendix 1). This strategy was used 

in order to gain an in-depth knowledge about the topic under investigation 

(Oppenhiem, 1994). The reason for choosing semi-structured interviews and not other 

types of interview was due to the fact that these interviews were based on general 

categories which represented the major objectives of the thesis. Hence, they 

constituted the main themes around which the interview's questions revolved. 

Another reason was that the grounded theory method adopted in this research requires 

the interviewer to pilot it first by going into the field and asking the different 

respondents about the main research objectives in order to obtain variables that can be 

developed further in the main fieldwork. Thus, the pilot interviews proved their 

usefulness in assisting the researcher to develop relevant lines of questions for the 

study (Yin, 1994). However, the researcher considered a number of interview styles 

in order to gain insight into the problem of repositioning the tourist image of Egypt. 

These styles are shown in the following table together with the reasons for refuting 

them. 
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Table 5.7 Alternative interviewing styles in qualitative research 

Type Setting Role of 

interviewer 

Question 

format 

Purpose 

Focus group formal-preset directive structured exploratory pretest 

Brainstorming formal or 

informal 

nondirective very 

unstructured 

exploratory 

Nominal/Delphi formal directive structured pretest exploratory 

Field, natural informal 

spontaneous 

moderately 

nondirective 

very 

unstructured 

exploratory 

phenomenological 

Field, formal preset, but in 

field 

somewhat 

directive 

semistructured phenomenological 

Source: Fontana and Frey, 1994:365 

As shown in the above table, five different interview styles for qualitative data 

collection methods were possible candidates for this study, however, four of them 

were rejected due to the following reasons. 

Concerning the focus group method, it was not considered because of the difficulties 

involved in getting all the respondents together at the same time. The method would 

probably not have worked well since it relies on open contributions, and there may 

have been infom1al hierarchies at work (particularly in the governmental sector) 

which might have reduced the openness of responses. The brainstorming and the 

nominal group/Delphi techniques were both rejected because such approaches tend to 

work best in future-oriented situations and it was felt that some respondents may not 

want to express themselves fully regarding their own experiences and interpretations 

in a public forum. The natural field techniques of interviewing were refused because 

of the time and cost factors involved in having the researcher visit a variety of on-the

job field situations and because there was a need to put some structure and specific 
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questions in order to gather insight on the problem of the repositioning activity 

undertaken for the image of Egypt per se. 

Thus, the interviews were conducted via what Frey and Fontana (1994) would call 

formal field semi-structured interviewing. This type of interviewing has five 

distinctive features: 

• First, it is in the field but in formal 'office-type' situations rather than in natural 

'marketplace' settings. 

• Second, it is preset to a degree involving a mix of preformulated (interviewer

driven) and unformulated (interviewee-driven) dialogue. 

• Third, it is somewhat directive, where the interviewer has to channel the 

respondent towards decision-making scenarios about image-making per se, but 

where the interviewer must establish a conducive environment where the 

respondent can open up about the sorts of experiences he/she has received before, 

during and after key decision-making episodes. 

• Fourth, it is semi-structured in the sense that the researcher is keen to capture the 

'emic' language, and 'emic' understanding of those individuals who have 

something important, distinct, and/or ordinary to say about the public and private 

sectors' role in image making in tourism in Egypt. It was recognised at the outset 

that those various unstructured 'emics' would always be difficult to capture up 

front (i.e. at first) and would probably tend to be more forthcoming (and more 

identifiable) once an initial round of structured or partially structured dialogue 

had been engaged in. 
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• The fifth and last feature of the fom1al field semi-structured interviews is that it 

targeted upon broad and emergent phenomenological matters, which would 

conceivably be highly prespectival, being related to the respondents' own 

experiential outlooks on the Egyptian tourism industry, particularly regarding the 

different issues related to the planning of the repositioning programme undertaken 

by the tourism public sector to diversify the tourist base of the destination. 

5.3.2.1 Pilot intervie"ws' setting 

The pilot phase of this research was undertaken with three samples of key 

respondents. The first sample encompassed respondents from the governmental 

tourism sector, while the second included key infonnants from the private tourism 

sector, and, the policy advisor represented the third category or sample of the pilot 

investigation. The governmental tourism public sector in Egypt consists of the 

Ministry of Tourism, \Vhich is the main authority dealing with tourism in the 

destination. This ministry is divided into four major functional parts. It deals with 

planning and development, regulation of tomist services, administration, and 

financial and legal affairs. The ministry also oversees other public sector 

organisations. These sectors include the Egyptian General Authority for the 

Promotion of Tourism (EGAPT), the Public Authority for Conference Centres, and 

the Tourism Development Authority (IDA) (Wahab, 1997). 

As this study deals with the implementation of the repositioning of the tourist image 

of Egypt from promotional and marketing managerial perspectives, consequently, the 
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researcher focused her data collection on some of the senior executives in the public 

tourism sector. These executives occupied chief posts in the EGAPT, an authority, 

responsible for the promotion of the tourist image of Egypt in its international and 

overseas tourist markets. 

The second category ofrespondents represented two of the major tour operators from 

the private tourism sector in Egypt. The selection was based on their experience and 

awareness of the mechanics of the tourism industry in the destination, as well as their 

high-rank, as they occupy a leading position in handling most of the inbound tourism 

to the destination. The third and final category of key respondents was a policy 

advisor, who, at the same time was the researcher's external supervisor. 

The ethical considerations associated with the interchangeable position of the policy 

advisor as external supervisor had to be considered as it could prevent him from 

acting as an information source in the current investigation. However, the researcher 

found his participation necessary as he is considered to be a very valuable source of 

information for this study, both academically and practically. This was due to his 

experience as a key decision-maker in the Egyptian tourism industry at the time when 

the first steps for the diversification of the tourist product of Egypt were undertaken 

in the mid 1960s. This is besides him being a highly rated academic, as one of the 

pioneers in the academic research on international tourism in general, and the 

Egyptian tourism industry in particular. 
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Nonetheless, the researcher was aware of the possible biased information that could 

be given by the policy advisor due to his role as a key decision-maker in the Egyptian 

supply sector in the early 1960s. His high administrative position could influence his 

coverage to this period in terms of highlighting the positive side and downplaying or 

even ignoring the negative aspects associated with tourism planning during this time. 

However, the level and quality of information gained from this key informant helped 

the researcher in comparing the state's aims and objectives of the repositioning 

programme and how they have changed, been interrupted and reformulated 

throughout the forty years period elapsed since its inception in the mid 1960s. 

A total of seven semi-structured interviews were conducted with the selected key 

respondents. Four of these interviews were conducted with representatives from the 

EGAPT. Two out of the four interviews were undertaken with the ex-head of the 

EGAPT, while the other two were carried out with the head of the planning and 

follow-up sector in the same organisation. The researcher then conducted another 

two interviews with two local operators from the Egyptian tourism private sector. The 

remaining interview was undertaken with the policy advisor. The duration of each 

interview ranged between 35 and 90 minutes. All the interviews were tape-recorded 

(after gaining the participants' consent), transcribed and translated. The title and 

purpose of the study were provided by the interviewer at the beginning of each 

interview with a summary of the main topics ofdiscussion. 
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5.3.2.2 Respondents' profile 

As stated in the previous section ( 5 .3 .2.1 ), two interviews were conducted with the 

head of the planning and follow-up sector of the EGAPT. This key interviewee 

worked for many years in both the Egyptian Ministry of Tourism and the EGAPT. He 

occupied many posts in this organisation until he became the head of its planning 

sector before his retirement. He had also been a visiting lecturer in several faculties 

and higher tourism institutions in Egypt. 

The other t,vo interviews were with the ex-head of the EGAPT. He joined the Official 

Tourism Organisation in Egypt in 1955. Throughout his career, he headed the 

Egyptian board in Rome for five years, as \Veil as the International Labour Force 

(ILO) as a tourism expert in the South Pacific project. Additionally, he was an 

assistant regional secretary for the International Union of Official Tourist 

Organisation (IUOTO), which recently became known as the World Tourism 

Organisation (WTO) for the Middle East region. He then joined the Egyptian 

Ministry of Tourism where he became its first under-secretary. His last post was the 

chairman of the EG APT. He has also been working as a professor of tourism. 

Currently, he is a tourism consultant, a visiting professor, as well as heading a 

scientific office for tourism research. 

Another t\vo interviews were conducted with the private sector informants. The first 

informant had joined the tourism industry in Egypt in 1966, where he had been in 

charge of his tour operation company. During his career in tourism, he headed the 
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Egyptian Association of Travel Agencies from 197 5 to 1981 and then from 1990 to 

1996. From 1989 until the present, he has been a member of the Egyptian 

Consultative Council (Shura council) under the Commission of Tourism, Culture and 

Information. The other private sector informant has been in charge of his group of 

travel companies since 1968. He is also a member of several Egyptian travel 

associations; among them are the Egyptian Society for Scientific Experts in Tourism, 

the Egyptian Federation of Tourist Chambers, as well as, a member of the tourism 

committee of the Specialised National Councils in Egypt. His company is among the 

leading travel agencies in terms of its contribution to the Gross Domestic Product 

(GDP). 

The third key informant was the policy advisor. He joined the Egyptian tourism 

sector in the early 1960s, where he was responsible for the national policy of tourism 

as an under-secretary chief of the State Tourism Administration between 1963 and 

1967. He was also responsible for the public sector tourism investments in Egypt as a 

General Director of the National Organisation of Tourism and Hotels between 1962 

and 1966. In addition to these posts, he acted as a Deputy Minister of Development. 

He has also been a professor of tourism at two Egyptian universities, namely the 

University ofHelwan, School ofTourism and Hotel Management, since 1977 and the 

University ofAlexandria since 1984. He has also achieved an international reputation 

as he was the chief of tourism programmes, as well as Professor of Tourism at Turin 

International Centre in Italy from September 1971 until October 1976, as well as an 

ILO expert on tourism research in Cyprus. 
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5.3.2.3 Conduct of the pilot interviews 

The researcher began the interviews with the head of the planning and follow-up 

sector in the EGAPT. The interviewer started the conversation with a very general 

description of the research topic in an informal manner in order to break the ice and 

provide a friendly atmosphere for the discussion. The respondent was quite 

apprehensive at the beginning of the interview as he did not know the extent of the 

information that was sought by the researcher and whether he would be able to 

answer the questions or not. The primary strategy of the interviewer was to start the 

interview by asking very general questions - occasionally throwing in some of the 

specific pre-formulated questions on the image repositioning matters - and then 

probing further into the different issues that would emerge during the conversation. 

Nevertheless, this strategy failed due to the very general answers that were constantly 

provided by this particular respondent. The general attitude of this public sector 

interviewee during the interview could be described by the researcher as reserved in 

some instances and this attitude allowed him to be cautious in other instances. For 

example, he did not speak in detail about the strategy adopted for the promotion of 

the tourist image of Egypt abroad. The head of the planning sector talked very 

generally about the promotion strategy of the state without giving any details in to the 

methodology implemented for the different promotion processes. He only gave the 

interviewer a promotion plan, which outlined the different tools and media for the 

promotion of the image of Egypt in its major tourist generating countries. It could be 

said as a commentary on this key administrative attitude during the interview that due 
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to the absence of a clear, documented framework of management in the EGAPT, the 

informant was not able to supply the researcher with the sought information. All that 

he was able and authorised to do was to give her the general layout of the strategy of 

the Egyptian public tourism sector for the promotion ofthe new image of Egypt in its 

international tourist markets. 

The second public sector respondent used to be the head of the EGAPT before his 

retirement, besides being another key informant who witnessed the repositioning 

programme since its inception in mid sixties. Hence, he was one of the key 

participants in this investigation. His conversation with the researcher was 

characterised by objectivity, neutrality, as well as providing a critical view. 

Nevertheless, in some instances he was defensive, particularly regarding the issues 

pertaining to the limitations and challenges that face the Egyptian tourism supply 

sector in promoting the image of the destination in its overseas tourist markets. For 

instance, he justified the managerial obstacles that face the Egyptian tourism sector 

while undertaking the promotional task abroad by mentioning the recurring shortage 

in funds, as well as human resources expertise. Nonetheless, the respondent provided 

the researcher with a good account of the different problems that prevail in the 

tourism industry in Egypt. 

On the other hand, the interviews with the private sector informants were 

characterised by flexibility. They provided the interviewer with a critical overview of 

the general performance of the tourism industry in Egypt, as well as the challenges 
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and difficulties that face them. The investigator was freer in eliciting the important 

information for the topic of repositioning. Even during the sensitive issues, the facial 

expressions of the interviewees were quite communicative for the researcher in the 

sense that it helped her to gain implicit answers to these critical issues. 

The third category of informants was the policy advisor. His account focused on the 

managerial and planning shortcomings that prevail in the Egyptian tourism industry. 

As an academic, he was constantly diagnosing the problems and highlighting the 

negative implications of the planning and managerial drawbacks in the Egyptian 

tourism supply sector. 

In summary, the researcher gained a critical overview from the three categories of 

respondents -except the head of the planning sector in the EGAPT- into mechanics 

of the tourism industry in Egypt. 

5.3.2.4 Limitations of the pilot interviews 

Lack of documentation of the tourism plans for Egypt was a major shortcoming in the 

pilot data collection phase. This means that the researcher did not find any 

documented strategy for the repositioning of the image of Egypt in any of the 

Egyptian tourist authorities she visited during her data collection process. What was 

available was the promotion plan of the state, which included the promotional tools 

used for the overall tourist image of Egypt in its major generating tourist markets. 

However, no reference was found in this plan for the change that occurred to this 
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image. The interviewer also found the general strategy of the Egyptian tourism sector, 

as well as the state plans for the development of tourism in Egypt. The strategy 

referred again very generally to the objectives of the Egyptian tourist authorities for 

developing new aspects of tourism, besides the traditional cultural product of Egypt. 

It was primarily aimed at augmenting the revenues from tourism, as well as to create 

employment opportunities. Nonetheless, nothing was mentioned about the criteria 

and/or methods adopted by the state for achieving these targets. 

As a result, the researcher could not substantiate what the key informants had said 

with any supportive evidence, particularly regarding the policies adopted by the 

Egyptian supply sector to reposition the traditional cultural image of Egypt. The 

research topic is mainly concerned with evaluating the planning of the Egyptian 

tourism public sector for the new image of the destination, specifically the managerial 

practices and the level of integration between the public and private sectors to deliver 

this new image. The researcher's strategy was designed to undertake an in-depth 

qualitative enquiry focusing on the main researchable topics raised by the different 

key respondents during the pilot study. Thus, the main purpose of the fieldwork was 

to expand these key themes and the categories of informants so as to be able to cross

analyse the emergent themes with other respondents for the purpose of theoretical 

sampling. This methodology aided the interviewer in obtaining more instances of the 

implications of the planning and development policies adopted for the diversification 

of the tourist base of Egypt. The following section describes the steps undertaken by 

the researcher during the conduct ofthe major fieldwork phase of this study. 
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5.3.3 Second: Main fieldwork research design 

The second phase of interviews conducted by the researcher for the data collection of 

this study was a more developed set of interviews (see appendix 2) derived from the 

pilot study and aiming at further exploration of the major research categories. In this 

stage and the preceding pilot phase, the researcher followed more or less the seven 

stages identified by Kvale (1996) in interview research. These stages are: 

1. Thematizing 

2. Designing 

3. Interviewing 

4. Transcribing 

5. Analysing 

6. Verifying 

7. Reporting 

Thematizing: refers to a conceptual clarification and a theoretical analysis of the 

theme investigated and the formulation of the research questions (Kvale, 1996). In 

this study, theoretical analysis and conceptual clarification were undertaken during 

the analysis phase after the completion of all the relevant data collection due to the 

exploratory nature of the study. The key research questions of this thesis are why, 

how and what. 'Why' refers to the reasons that motivated the Egyptian tourist 

authorities to reposition the tourist image of Egypt. 'How' refers to the mechanics of 
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the process or how it was implemented. And 'what' refers to the outcomes of the 

programme in terms of the overall assessment of its strengths and weaknesses. 

Designing: the design of the interview refers to the overall planning and preparation 

of the methodical procedures for obtaining the intended knowledge. This involves 

interview types, number of interview subjects and resources available for the study. 

Part of these methods has been identified during the pilot phase as stated earlier 

regarding the interview types. However, the number of interview subjects and 

available resources were further identified after undertaking the main field study as 

they were developed with the requirements of the study and the type of information 

sought. 

Interviewing: refers to the strategy, techniques and method used by the investigation 

in order to obtain the required information. Some of these techniques were used 

during the pilot phase in order to test their effectiveness for the main data collection 

stage. 

Transcribing: is the process of translating the oral conversation into written text. 

These last three aspects of interview research ( designing, interviewing and 

transcribing) are discussed in detail in subsequent sections 5.3.3.1, 5.3.3.2, 5.3.3.3, 

5.3.3.4 and 5.3.3.5. The remaining three aspects of analysing, verifying and reporting 

are discussed in sections 5.4, 5.4.1 and 5.4.3 respectively in this chapter. 

5.3.3.1 Fieldwork interviews in Egypt 

The researcher used what is termed as 'analytic induction' during the second phase of 

the interviews conducted for the main fieldwork of this study. She followed the same 
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procedures for the general grounded theory approach employed in this investigation. 

This means that the investigator collects data, formulates hypotheses based on the 

data, tests these hypotheses using the data and then attempts to develop a theory. In 

this study, the researcher conducted a pilot study in order to test the quality of 

information that would be generated, as well as to formulate hypotheses from the key 

themes that would emerge. These hypotheses were further investigated and developed 

in the major fieldwork. They constituted the shortfalls associated with the planning of 

the new aspect(s) of tourism in Egypt. These shortfalls were further focused upon for 

more investigation and discussion during the main fieldwork. One of the aspects of 

the case study method is the use of multiple sources of evidence which revolve 

around the same set of issues, hence giving a rich scope and depth to the data (Yin, 

1994). Accordingly, the researcher collected some documents such as statistics, 

journal articles, and reports that could support the key informants' views about the 

different issues related to the mechanics of the implementation of the diversification 

scheme aimed at repositioning the tourist image of Egypt. 

Regarding the data collection techniques used during the interviews with the different 

respondents, Gall et al. (1996) argued that case studies involve fieldwork in which the 

researcher interacts with study participants in their own natural settings, hence he/she 

can learn about the phenomena from the perspectives of those in the field. This means 

that the researcher, during his/her investigation, has to adopt an 'emic' perspective or 

insider perspective, meaning that he/she has to view particular phenomena as 

experienced by its participants. Whereas, the interviewer's role as an outsider or 'etic' 
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enables him/her to make conceptual and theoretical sense of the case (Gall et al., 

1996). According to Gall's view, the use of personal face-to-face interviews in the 

current investigation enabled the researcher to adopt 'emic' and 'etic' perspectives. 

The 'emic' position helped her in understanding the scope and importance of the 

different research themes from the viewpoint of the stakeholders who have been 

involved in the repositioning scheme. The 'etic' perspective aided her in analysing the 

behaviour and attitude of the different respondents and the different issues that 

emerged during the interviews from her own perspective as an outsider. 

It should of course be realised that switching between 'emic' and 'etic' outlooks is no 

easy matter. To be put simply, an 'emic' viewpoint is the 'insider' (or subjective) 

outlook on things as opposed to the outsider (or objective) outlook. For many 

anthropologists and ethnographers, there is a cardinal need to master the differences 

between the 'emics' of a situation and the 'etics' of that inter-subjective setting. But -

as table 5.8 suggests - many other social scientists regard the held difference between 

'emics' and 'etics' as being highly problematic. Pike - the originator of the distinction 

between emics and etics -is held by Pelto (1970) to be an idealist on the grounds that 

(as table 5.8 implies) there are too many ambiguities involved in the identification of 

what is ever 'emic'. Some anthropologists no longer use the distinction between 

'emics' and 'etics' anymore (Keesing, cited in Headland, 1990: 23), as they consider 

such distinctions to be far too propositional, while Harris (1990:60) deems such 

distinctions to be all-too-commonly 'untestable'. All these points registered, the 

researcher in the current study of the orientations to decision-making in the tourism 
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marketplace of Egypt was highly circumspect about her own capacity to draw strong 

inferences about 'emic' viewpoints. On the one hand, she had to remain alive to 

subjective viewpoints, but on the other, she was careful not to make an undue number 

of pronouncements about what indeed appeared to be insider-group interpretations. 

The following table shovvs the differences between the 'emics' and 'etics' as pointed 

out above. 
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Table 5.8 Problematics of and about emic/etic distinctions: Reasons for circumspection about 
the capture of emic outlooks 

• There is an infinity of emic outlooks in many inter-subjective (i.e. inter-personal/inter-cultural) 

settings and the researcher may only be tuned into a few of them. 

• Many critical/cardinal emic outlooks may be articulated in verbal registers, which the researcher is 

not primed to spot. 

• Many critical/cardinal emic outlooks may be articulated in non-verbal registers, which the 

researcher is not primed to spot. 

• Many important emic outlooks may be conveyed in specific (rather than universal} syntax which the 

researcher is not geared to identify. 

• Many important emic outlooks may be contained within subjective knowledge or local-group/local-

institutional 'cultural warrants', which the researcher can readily miss or misinterpret. 

• Many significant emic outlooks will be killed off, neutralised, or rendered uncertain/unintelligible by 

the interview process, which itself is (in many ways) a highly etic process. 

• Many 'insiders' do not know that they are participant within an emic undertaking, or do not know 

how it is structured/organised, and cannot readily convey the precise nature or character of that 

insider outlook to an etic observer/researcher. 

• It is not at all easy for an etic observer/interviewer/conversationalist to ever know when he/she has 

decently/appropriately/correctly captured a found emic outlook. 

Source: Adapted from Harris and other commentators in Headland, Pike and Harris (1990) 

In her endeavour to apply the emic/etic approaches throughout the data collection 

process undertaken for this study, the researcher utilised interpretative techniques in 

order to translate verbal statements from the different respondents during the 

interviews. These techniques require analysing transcripts of information by looking 

into non-verbal communication in order to understand details of interactions 

(Neuman, 2000). Additionally, the researcher was trying to understand the speech 

patterns and behaviour of the different informants within the specific context in 

which this behaviour occurs. The language of observing a particular phenomenon is 

called tacit language, whereas articulating this language into words to uncover its 

mechanism and complexity is called explicit language (Maykut and Morehouse, 
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1994). Accordingly, the researcher observed the different respondents in order to 

keep a record in her mind of their interpretation and understanding of the topic in 

discussion. Then she used all the stored information afterwards for more scientific 

interpretation and refinement so as to be able to articulate it in an explicit language. 

The interviews took the form of an open dialogue with the participants. The aim of 

this dialogue was to elicit as much raw data as possible in order to further develop the 

key researchable themes that emerged in the pilot field study. The interviewer was 

following the different remarks raised by the interviewees and concentrating on the 

salient issues that were related to the major research problem/objectives. Further 

enquiries and probes into the different core issues were pursued by the interviewer in 

order to obtain all the necessary data for the topic under investigation. 

The researcher also followed specific responses of the different respondents along 

lines which were relevant to them and their context, which she could not have 

anticipated in advance (Mason, 1996). This technique helped her in gaining an in

depth knowledge relevant to the different research issues. For instance, when the 

researcher was discussing the problems of tourism planning in Egypt with the ex

head of the EGAPT, his discussion delved into another dimension; that is, the 

problems of tourism education at the destination. Thus, he added another dimension 

into the problems of tourism development in the country, which was not anticipated 

by the researcher. This technique also aided the researcher in broadening the pre

planned research topics by adding more dimensions to it, which was the main aim of 
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the fieldwork. The next section discusses the profiles of the different respondents 

who participated in the final phase of the fieldwork. 

5.3.3.2 The field interviews' participants and their profiles 

Before introducing the participants' roles in the data collection of the study, it is 

useful to identify first what is the general function of the key informants within the 

case study methodology. The key informant would be a respondent who would be 

asked to propose his/her own insights into certain issues, which the investigator may 

use as the basis for further inquiry. They do not only provide more insights, but also 

can suggest sources of corroboratory evidence and initiate access to such resources 

(Weerd-Nederhof, 2001). 

The researcher conducted the fieldwork with an enlarged sample of key respondents 

extended from the pilot study. The same categories of key respondents were applied. 

The following table shows the extended categories of key informants that were 

interviewed during the actual field research. 
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Table 5.9 The categories of the interviewed key informants 

First category of key informants Second category of key Third category of key 

informants informants 

Public sector Private sector Policy advisor/external 

supervisor 

Informant post No. of Informant post No. of Informant post No. of 

interviews interviews interviews 

Head of the 1 The vice-chairman 1 Policy advisor 4 

EGAPT of the Egyptian and researcher's 

Federation of external 

Tourist Chambers supervisor 

Head of the 1 The General 1 

international Secretary of the 

tourism sector and Egyptian 

deputy head of Federation of 

the EGAPT Tourist Chambers 

Head of the 1 The General 1 

Technical sector Director of the 

in the EGAPT Technical sector 

in the Egyptian 

Hotel Association 

Three brochure 3 Chairman of 'Hapi' 1 

designers in the Tours Travel 

Technical sector Agency 

in the EGAPT 

Ex-head of the 3 Chairman of 1 

EGAPT 'Emeco' Travel 

Agency 
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Table 5.9 continued 
First category of key informants Second category of key 

informants 

Third category of key 

informants 

Public sector Private sector Policy advisor/external 

supervisor 

Informant post No. of 

interviews 

Informant post No. of 

interviews 

Informant post No. of 

interviews 

The ex-head of 1 Chairman of 1 

the planning and United Tour 

follow-up sector Operators 

International 

Travel Agency 

The head of the 1 A tourism expert 1 

planning and and former head 

follow-up sector of the Egyptian 

Board in New 

York 

A tourism expert 2 

and consultant of 

the Minister of 

Tourism 

Head of the 1 

Tourist 

Development 

Authority 

Total 14 7 4 

Grand total 25 
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As shown in the preceding table, the researcher conducted a total of twenty-five 

interviews with selected key informants from the three categories. The first category 

of informants represented different senior personnel in the Egyptian Ministry of 

Tourism. Eleven key respondents were interviewed. They included the head of the 

Egyptian General Tourist Authority for the Promotion of Tourism (EGAPT). He 

joined the EAGPT in mid 1980s where he was first in charge of the financial affairs, 

then he became the head of the domestic tourism sector, and finally headed the 

authority in 1994. 

Within this authority, some other key representatives were interviewed. They were 

the head of the international tourism sector and at the same time the deputy head of 

authority. This key informant joined the Egyptian tourism sector in the mid 1960s. 

During his career in tourism, he was nominated as tourism counsellor in Germany, 

then he became a general director of the department of travel agencies at the Ministry 

of Tourism. The chief of the planning and follow up sector in the EGAPT was also 

interviewed. She has a PhD in Italian linguistics. She joined the tourism sector in 

1964 and held several posts until becoming the head of the planning sector in the 

EGAPT. The researcher then interviewed the director of the technical sector in the 

EGAPT, as well as three of the brochure designers in this department. 

The chairman of the Egyptian Tourism Development Authority (TDA) was another 

key respondent who outlined the general strategy of his organisation. He holds a PhD 
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m Engineering. Before taking charge of the TDA, he was the chairman of the 

executive organ of the Egyptian Tourism Development Corporation (ETDC). 

Additionally, the researcher gained useful insights into the mechanism of the 

Egyptian tourism industry from two key experts who have experienced the 

diversification programme since its inception in the mid 1960s. They are the ex-head 

of the EGAPT (interviewed during the pilot phase), as well as a retired principal 

administrator in the Egyptian tourism sector who is currently a consultant of the 

Minister of Tourism. The last principal infom1ant has been working in the Egyptian 

tourism sector since the mid 1950s. He held many international posts as a tourist 

attache and director of the Egyptian tourist board in New York, Stockholm and Rio 

de Janeiro. He was also in charge of the promotion sector in the EGAPT for many 

years. He retired in 1992 and since then has become the counsellor of the minister of 

tourism. 

The second category of key informants was senior entrepreneurs m the tourism 

private sector m Egypt. The interviewer selected seven respondents. They 

represented four major domestic tour operating companies' chairmen. One of them 

was interviewed during the pilot phase (his CV was provided in section 5.3.2.2), the 

remaining six informants were an extension of this category ofrespondents. 

The first of these informants was the vice-chairman of the Egyptian Chamber of 

Travel Agencies or the Egyptian Travel Agents Association (ET AA). The second was 

the General Secretary of the same chamber. The third was the General director of the 
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technical sector in the Egyptian Chamber of Hotel Establishments. These Chambers 

are two of four chambers; namely the Egyptian Chamber of Hotel Establishments, the 

Egyptian Chamber of Souvenirs, the Egyptian Chamber of Travel Agencies, and the 

Egyptian Chamber of Tourist Establishments. The four chambers constitute the 

Egyptian Federation of Tourist Chambers, a private sector entity which was created in 

1968 by law no. 85 and amended by law no. 124 of 1981 (Wahab, 1997). The major 

function of this federation is to develop strategic co-operation and joint planning, as 

well as co-ordinating efforts between its four constituent chambers (Annual Report of 

the EFTC, 2001 ). 

The first informant has vast experience in the Egyptian tourism industry. During his 

career he occupied senior posts in many tourist establishments. Among them was the 

chairman of Amarco Tourism and Hotels companies, as well as a member in the 

Tourism Promotion Committee, the Egyptian businessmen Association, and the 

Egyptian Federation of Commercial Chambers for tourism. 

The second infonnant has been occupying the post of the Assistant General Secretary 

of the Egyptian Travel Agents Association since 1980. Throughout his professional 

career, he was in charge of tourism related activities such as the General Manager of 

Ipex Tours in 1982, the director of sales in the shipping department in Mena Tours, as 

well as one of its board members. He was also a board member in the Egyptian 

American Friendship Association, as well as participating in several local and 

international fairs and conferences. 
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The third informant possesses experience in the tourism field that extends to over 35 

years. Throughout his career, he became a managing director of a medium-sized 

travel agency, as well as managing a small 5-star hotel. 

The other three interviewees were the chaim1en of domestic tour operating 

companies, which deal primarily with incoming tourism: 

• The first informant obtained his PhD from Cairo University under the title of 

'Travel Marketing Strategies in Egypt'. His high academic qualifications entitled 

him to occupy senior professional and academic posts. Among them are a 

marketing consultant and board member of a tourism company specialised in 

curative tourism, the director of Misr Travel Co. office (a public sector ground 

handling tour operating company) in Tokyo, and the director of the Egyptian 

tourist board in New York and Paris. He is also a lecturer on Tourism and 

Hospitality projects in the Faculty of Tourism and Hotel Management in Cairo 

University, as well as a professor on travel marketing in Sinai Institute for 

Tourism and Hotels. 

• The second respondent is the chairman of one of the leading tour operating 

companies in Egypt. He is also a chairman of the Egyptian Travel Agents 

Association and the vice-chairman of the National Egyptian Heritage Revival 

Association (NEHRA). He is a member in a number of Egyptian tourist 

organisations; namely the Egyptian Federation of Tourism Chambers, Tourism 

Development Authority, Egyptian Convention Authority, and the Egyptian 

General Organisation of Tourism and Hotels (EGOTH). 
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• The third and last informant became a chairman ofhis tour operating company in 

1965. Throughout his career, he occupied local and international professional 

posts in tourism. For example, he was a member of Egypt Air, the Egyptian 

Federation of Tourist Chambers, Sinai Co. for Hotels and Diving Clubs, and the 

Egyptian Society of Scientific Experts in Tourism. Beside these posts, he 

occupied some international positions as governor of area 4 (Middle East, Africa 

and the Gulf) of the American Society ofTravel Agents (ASTA), and president of 

the Mediterranean Chapter of the International Congress and Conference 

Association (ICCA). 

The criterion of selecting these private sector managers was their broad 

understanding and experience of the dynamics of the tourism industry in Egypt. 

5.3.3.3 Establishing contacts with key participants 

Miles and Huberman (1994) suggest some dimensions of early contracting with 

participants that partly deal with research management issues, but are also very 

important in terms of research ethics. The kind of questions for agreement with study 

participants which Miles and Huberman (Ibid.) maintain compose 'good science' 

include: 

• How much time and effort will be involved in the research investigation? 

• What kind of data collection is involved (for example, observation, interviewing, 

journal writing, life histories)? 
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• Is participation of respondents voluntary? 

• Will material from participants be treated confidentially? 

• Will participants' anonymity be maintained? 

All these questions were taken into account while contacting the different informants 

who participated in the study. Access was gained to them through the researcher's 

external supervisor, as well as the ex-head of the EGAPT. Both key informants had 

vast experience of the Egyptian tourism sector as decision-makers and policy 

planners of the Egyptian tourism industry, hence, they provided an excellent medium 

in facilitating contacts with the selected research infom1ants. In this respect, Cutcliffe 

(2000) argued that a grounded theorist commences his/her data collection by entering 

into a process ofpurposeful sampling. This is followed by theoretical sampling as the 

data/theory highlights the direction that further sampling needs to follow. This means 

that the researcher samples his/her concepts with a particular population, which has 

the knowledge and experience the investigator requires, as well as being able to 

reflect, articulate and spare the time to be interviewed and willingly participate in the 

study (Morse, 1998). The writer further argued that grounded theorists may also use a 

more narrow or focused sample of participants who have the most experience in the 

topic of interest (Ibid.). 

It can be noted that the majority of the respondents who participated in this study 

were public sector informants, although they gave the least contribution regarding the 
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quality of information gained through them when compared to the information 

elicited from the private sector respondents, and the policy advisor. However, their 

participation in this study was indispensable, for they formed the main research group 

as the main official key informants concerned with devising the strategic planning of 

Egyptian tourism. It was therefore unavoidable to exclude them from a study on the 

processes of decision-making concerning the repositioning of the tourist image of 

Egypt. Moreover, the data elicited by the key decision-makers in the EGAPT 

indicated the lack of documentation on the strategic planning of the destination image 

shift, as well as the management philosophy and orientations of the public sector key 

informants which would have been impossible to obtain from other respondents. 

However, their views were not uncritically accepted since the private sector 

participants were used in this study to comment on the validity of the responses given 

by the public sector informants, as well as to evaluate their managerial performance, 

and to indicate the levels of co-operation attained between them. 

The next section shows the design of the questionnaire prepared by the researcher for 

the major data collection phase of the study. 

5.3.3.4 Questionnaire design 

The questionnaire for the major fieldwork interviews was set up to discover the key 

researchable themes that emerged during the pilot study. It was categorised by the 

investigator under the main research objectives, which in total examine the main 

research problem. The full questionnaires are shown in the appendices (appendices 2 
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and 3) of this thesis. However, for the purpose of illustration, the following table 

shows the main components of the main field questionnaire. 

Table 5.10 The main components of the fieldwork questionnaire design 

Research problem Sample population IData required 
I 

Method 

1. An examination of 

the old image versus 

the new. 

Egyptian tourism public sector: 

senior officials in the EGAPT, 

TDA and MOT. 

1.The reasons for the change 

of the traditional cultural image 

of Egypt. 

2. An identification of the key 

markets, promotional strategy, 

tools of the new image of the 

destination. 

3. Co-operation with the 

private sector. 

Qualitative in-depth 

semi-structured 

interviews. 

2. An exploration of the 

mechanics of the 

change. 

The major tour operators 

featuring Egypt in the British 

market. 

The role performed by the 

major British operators in 

terms of: 

1. the representation of the 

new image of Egypt in the 

British operators' brochures; 

2. the rank of Egypt in these 

operators' brochures; 

13. the co-operation with the 

Egyptian public and private 

tourism sectors; 

4. the British tourists' 

perception towards the new 

image of Egypt; and 

5. SWOT analysis of the new 

image of Egypt. 

An overall appraisal of the new 

tourist product development of 

Egypt and the implications of 

the repositioning scheme 

regarding the planning for: 

1. the promotion; and 

~- development of 

infrastructure. 

Qualitative in-depth 

structured interviews. 

3. An evaluation of the 

impact of the change 

on the Egyptian 

tourism industry. 

Senior Egyptian tour 

operators, as well as the 

researcher's external 

supervisor. 

Qualitative in-depth 

semi-structured 

interviews. 

175 



Chapter Five: Methodology 

Table 5.10 shows the questionnaire designed for the main data collection phase of 

this study. It consists of four columns. The first column is for the research problem 

and sub-problems identified from the pilot study. The second is for the sample 

population selected for each bit of data. The third column is for the data required to 

discuss each sub-problem. Part of these data originated from the pilot work, 

particularly in relation to the data given by the Egyptian tour operators and policy 

advisor. Data concerning the British operators were first hand data designed by the 

researcher, due to the temporal and financial constraints, which prevented her from 

piloting the interviews with the British travel trade. The fourth column is for the data 

collection method for each set of data. 

The research problem was divided into three sub-problems. Each of these sub

problems addressed a different group of respondents. The first sub-problem targeted 

the employees of the Egyptian public tourism sector. The second sub-problem was 

planned for the British tour operators in England. The third sub-problem was 

designed for the Egyptian tour operators and the policy advisor. 

The data required for the first category of respondents, that is, the tourism public 

sector in Egypt was related to the identification of the key aspects associated with the 

process of image change, such as reasons for the change, policy formulation, 

implementation, monitoring, planning, etc. The second group of informants (the 

British tour operators) provided data in relation to the mechanics of the change. This 

section discusses issues like the representation of the new image of Egypt in the 
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British operators' brochures, the competitiveness of the new image of the destination 

in the British market and hence the prospects of its success. The third group of key 

informants comprised the Egyptian tour operators, as well as the policy advisor. The 

sub-problem set for this group was tackling the overall evaluation of the 

diversification scheme from managerial and academic perspectives. 

The researcher employed qualitative semi-structured in-depth interviews for the 

major fieldwork. Since some of the core researchable issues had already been 

identified during the pilot study, a semi-structured set of questions was prepared by 

the researcher to cover these pre-identified key themes with open ended questions for 

further development and discussion. However, the set of questions designed for the 

British operators in the UK did not follow the same planning undertaken for the 

fieldwork conducted in Egypt, as mentioned earlier in this section, due to temporal 

and financial constraints, the researcher could not pilot her method with them. 

5.3.3.5 Conduct of the major fieldwork 

As revealed earlier (in table 5.9), the researcher conducted a total of twenty-five 

interviews with nineteen different respondents in total from across the three 

categories of informants established during the pilot phase of the study. Clearly, more 

than one interview was conducted with a number of the respondents, in order to either 

ask questions that were not possible to ask 'first-time-round' or otherwise to explore 

emerging issues at greater length with the particular respondent. Indeed, this study is 

perhaps somewhat diminished by the fact that iterative and repeated forms of 
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interviewing were not conducted on a more routine/repeated basis with all of the 

nineteen respondents. The insights gained from the study could have inevitably been 

more clearly obtained, interrogated and interpreted had funds been available to 

finance that degree of embedded and iterative interviewing dialogue (Guba and 

Lincoln, 1985). For example, issues like mixed development concept, which was 

adopted by the Egyptian development authorities in developing the new tourist 

product of Egypt, would have been further debated in this study had the researcher 

had the time to cross-analyse it in depth with the three categories of key informants. 

Nonetheless, the researcher conducted four intcn1iews with the policy advisor, three 

interviews with the ex-head of the EGAPT, and two interviews with the consultant of 

the Minister of Tourism. The period for each interview varied. The shortest interview 

lasted for twenty-five minutes, while the longest interview lasted for two hours. The 

interviews were literally translated (as accurately as possible) and transcribed by the 

researcher. The verbatim transcription of the interviews prO\·ided a lot of redundant 

information, which needed to be excluded by the researcher during the process of 

analysis. The following table shows the date, time and setting of the different 

interviews undertaken with the key respondents of the research. 
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Table 5.11 Dates, times and settings of the final fieldwork 

Interview No. Date Duration Setting 

Interview 1 

Interview 2 

23/06/2001 

28/06/2001 

1 hour 

1 hour 

The international office 
of scientific experts in 
tourism 

The scientific office for 
tourism research and 
studies 

Interview 3 2/07/2001 45 minutes The EGAPT 

Interview 4 

Interview 5 

4/07/2001 

11/07/2001 

1 hour 

1 hour and 30 minutes 

The scientific office for 
tourism research and 
studies 

The EGAPT 

Interview 6 11/07/2001 25 minutes The EGAPT 

Interview 7 12/07/2001 1 hour The Egyptian Ministry 
of Tourism 

Interview 8 

Interview 9 

Interview 1 O 

Interview 11 

15/07/2001 

17/07/2001 

17/07/2001 

17/07/2001 

1 hour 

45 minutes 

25 minutes 

25 minutes 

The international office 
of scientific experts in 
tourism 

The Chamber of 
Egyptian Travel 
Agencies 

The Chamber of 
Egyptian Travel 
Agencies 

The Egyptian Hotel 
Association 

Interview 12 24/07/2001 25 minutes The EGAPT 

Interview 13 24/07/2001 25 minutes The EGAPT 

Interview 14 24/07/2001 25 minutes The EGAPT 

Interview 15 25/07/2001 2 hours "Hapi Tours" Travel 
Agency 

Interview 16 29/07/2001 25 minutes The EGAPT 

179 



Chapter Five: Methodology 

Table 5.11 continued 
Interview No. ' Date Duration 

I Setting 

Interview 17 

Interview 18 

1/08/2001 

2/08/2001 

' 25 minutes The international office 
of scientific experts in 
tourism 

25 minutes The TOA 

Interview 19 4/08/2001 35 minutes The EGAPT 

Interview 20 

Interview 21 

Interview 22 

5/08/2001 

12/08/2001 

14/08/2001 

I 
1 hour 

I ~~:~~t Travel 

I 

1 hour i "United Tour 
i Operators 
I International" Travel 

Agency 
1 hour The Egyptian Ministry 

of Tourism 

Interview 23 

Interview 24 

Interview 25 

19/08/2001 

20/08/2001 

9/09/2001 

i 30 minutes \ The scientific office for 
I i tourism research and 

, studiesi 
' 1 hour / "Sinai Curative Co." 

j Tourism company 

I 
1 hour and 30 minutes The international office 

of scientific experts in 
tourism 

5.3.3.6 Interviews' atmosphere 

The interviews with the public sector representatives were generally characterised by 

fom1ality, ambiguity, neutrality and bureaucracy on the part of the interviewees. 

Ambiguity in the sense that most of the public sector informants interviewed by the 

researcher were speaking very generally about the different tasks undertaken by the 

Egyptian tourist authorities. For instance, they did not say how the promotion plan 

was executed by the Egyptian representatives in the overseas tourist markets. They 

also did not mention or give the researcher any documents that could show the 
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evaluation or the feedback of these processes. Hence, the researcher deduced from 

this attitude that either they really did not know how these processes were executed, 

and/or they were not involved in it at all. 

In other instances, some of the interviewees showed a sense of neutrality. This was 

shown in the sense that they did not seem in favour or against the policy of the 

Eg:yptian authorities in the promotion of the image of Egypt abroad. They just 

mentioned what they did without having any opinion about it. The bureaucratic 

culture was very evident, as one of the employees refused to give the researcher the 

required documents before she got a paper signed from her boss ·which would 

approve the required infom1ation to be disclosed to the researcher. Another member 

of staff asked the interviewer to show him evidence that she was a bona fide PhD 

researcher and conducting these interviews for her research degree. Although the 

researcher, in her pilot study, noted these shortcomings, the interviews with the 

public sector infom1ants were inevitable as an essential infonnation base for the study 

as discussed earlier (section 5.3.3.3). 

The researcher utilised interpretative techniques in order to elicit meanings behind 

the words said by the different public sector interviewees. For example, some of the 

public sector executives refused to give her any details or documents about the 

evaluation process of the promotional campaign of Egypt in its generating markets, or 

any documents that could explain the decisions and different processes that were 

involved in the formulation and implementation of the promotion plan of the state. 
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The interviewer interpreted this behaviour in one of two ways. Either, they do not 

undertake any evaluation of the promotional effort abroad, or the operational 

:framework of the Egyptian public tourism sector does not run according to regular 

documentation of their polices and strategies. Rather, their policies are devised in the 

form of internal reports and board meetings. This was confirmed by the high 

tendency of most of the public sector infonnants to\vards non-specific and sometimes 

vague descriptions of their functions and responsibilities instead of providing facts 

and evidence. 

Conversely, the interviews conducted ,vith the private sector infom1ants were more 

open and flexible, although sometimes political when it came to evaluating the public 

sector perfo1mance, but they provided the enquirer with a good critical base for the 

tourism public sector plans and policies. Their position as apparent outsiders (i.e. not 

directly or actively concerned with the devising or planning of tourism policies) 

mirrored an objective interpretation - to some extent - into the mechanism of the 

Egyptian tourism industry. Through their accounts, the interviewer was able to 

compare the ans,vers and hence understand the different perspectives of the public 

and private sectors' management philosophies. The former policy advisor of the 

Egyptian tourism sector provided historical data on the diversification programme, as 

he was one of its planners from its inception in the mid 1960s. He also provided the 

researcher with critical and analytical accounts of the current performance of the 

Egyptian tourism supply sector in terms of its policies and strategies. Hence his 

participation in this study as an inforn1ation source --despite being controversial- was 
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very important as the only informant who could provide the researcher with this type 

of information. The next section discusses the difficulties, which limited the 

information collected by the researcher in the major fieldwork. 

5.3.3.7 Limitations of the major fieldwork 

Some of the interviewees were trying to answer the questions fully according to their 

own knowledge and experience. However, others were not able to give detailed 

answers to the different questions posed to them. This was due to different reasons; 

sometimes they did not know much about the topic of the question and in this case 

they were providing broad answers to these questions. Another reason was due to 

their absence at the time when the event under investigation commenced. This 

occurred particularly in the case of enquiring about historical data for the 

diversification programme of the Egyptian tourist product, which was found by the 

investigator to date back to the 1960s. This is due to the fact that some of the key 

officials interviewed were not present during this time, while others were not 

occupying an effective position at the time which would enable them to have a deep 

reflective outlook into the dynamics of the programme regarding its policies and 

strategies. A third reason was lack of memory, for even some of the senior officials 

who lived the diversification experience in Egypt in the 1960s could not exactly 

remember all the details about the programme. 

Lack of documentation on the diversification plans since its inception in the 1960s 

constituted another limitation in the data collection process. For instance, the absence 
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of any documented plans or strategies previously found in the pilot investigation -

was encountered once more in the main fieldwork. This occurred when the researcher 

was asking about the brochures, which were produced by the EGAPT during the 

1960s and 1970s, in order to compare them with recent brochures so as to be able to 

understand the change in the policy before and after the diversification scheme took 

place. Unfortunately, this type of document was not available. Accordingly, it had to 

be excluded from the research agenda. 

The next part illustrates the third and final set of interviews, which were conducted 

with the British operators \vho feature the image of Egypt in the British market. 

5.3.4 Third: Fieldwork interviews in Britain 

The third set of interviews was conducted with a selected sample of the British tour 

operators \vho feature the image of Egypt in the British market. This sample consisted 

of ten operators. The criterion for selecting this sample of tour operators was their 

percentage of sales to Egypt in terms of the total tourist numbers they send to the 

destination annually. The researcher obtained a list of these operators from the 

Egyptian State Tourist Office (ESTO) in London and contacted them. Seven of the 

operators agreed to conduct a personal interview· with the interviewer; one preferred 

to answer the questions via e-mail and the remaining two were unable to participate 

and apologised due to their busy schedule. Consequently, the interviewer conducted 

seven interviews and received one completed questionnaire via e-mail. 
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The purpose of these interviews was twofold. First, to explore how the new image of 

Egypt was communicated to the British operators. Second, to gain their opinion on 

the diversification programme from their experience in selling the image of the 

destination to the British travellers. For this purpose, the interviewer prepared a 

structured set of questions that covered themes pertaining to the repositioning of the 

new image of Egypt. The first theme in this questionnaire was about the projection of 

the image of Egypt in the British operators' brochures and whether it was affected by 

the repositioning scheme that influenced this image. The second theme was about the 

marketing of the new image of Egypt in terms of the image projected for the 

destination in their brochures, as well as the promotional tools used by them for the 

promotion of the image of Egypt in the British market. The third theme was about 

the rank of Egypt in their brochures. The fourth theme was concerned with the tourist 

perception towards the new image of the destination. The fifth theme enquired about 

the co-operation with the Egyptian public and private sectors. The sixth and final 

theme was for analysing the strengths and weaknesses of the new image of the 

destination. 

The researcher interviewed the product manager of Egypt in each company with the 

exception of two cases. The first case was with one company where the product 

manager for Egypt was replaced by another colleague due to sudden changes in his 

work schedule, which prevented him from meeting the interviewer. This caused some 

limitations on the information given by the substituted interviewee who did not have 

specific information about the destination concerned. However, due to the temporal 
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and financial constraints, the researcher was not able to re-conduct the interview with 

the relevant person. The second case was with one company where the researcher 

had a joint conversation with the product manger for Egypt, as well as the aviation 

manager. Both of them provided her with a useful account of the performance of the 

ESTO in England, indicating the barriers they encounter while dealing with it. Out of 

the seven conducted interviews, the longest conversation lasted for an hour and half, 

while the shortest interview lasted for thirty minutes. The following table shows the 

dates, duration and settings of the interviews with the British operators. 

Table 5.12 The dates, duration and settings of the interviews with the British operators 

Interview No. Date Duration Setting and place 

Interview 1 9/10/2001 1 hour Soliman Travel, London 

Interview 2 15/10/2001 1 hour and 30 minutes Cosmos Tours, Bromley 

Interview 3 17/10/2001 30 minutes Kuoni Travel, Surrey 

Interview 4 24/10/2001 35 minutes Thomas Cook, Peterborough 

Interview 5 29/10/2001 35 minutes Thomson Holidays, London 

Interview 6 22/11/2001 35 minutes JMC Travellers, Bromley 

Interview 7 15/01/2002 30 minutes Abercrombie & Kent, London 

Interview 8 28/11/2001 Filling questionnaire via 

e-mail 

Bales Tours, Surrey 

5.3.4.1 Limitations of the interviews with the British operators 

Most of the British operators gave short and not very specific answers as to the 

shortcomings they find with the ESTO. This may be due to them trying to avoid 

being judgmental or criticising the current perfonnance of the Egyptian board ( except 
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two of them who provided a good critical view of the managerial shortcomings in the 

planning and operation of the new tourist image of Egypt undertaken by the Egyptian 

board). Further, the interviewer felt that they were slightly reserved and political 

about criticising the Egyptian tourist sector in the sense that they did not give much 

detail as to the exact way the Egyptian board deals with them. For example, some of 

them mentioned that there is some sort of co-operation in the form of consultation on 

the part of the ESTO into the reaction of the British tourists regarding the negative 

events that occurred recently, such as in the aftermath of the incident of September 

the 11th• Others mentioned that their relationship with the Egyptian board is fine. 

However, the interviewer did not get any impression from these operators that there is 

an effective communication between their companies and the ESTO or how things 

could be improved if it is not efficient at present. 

Another limitation was the lack of statistics on the number of British tourists who 

went to Egypt after the introduction of the beach product. All the operators 

interviewed classified these statistics as confidential, and refused to reveal them to the 

interviewer. Moreover, themes related to issues like the projection of the new image 

of Egypt in their brochures, the rank of Egypt in their percentage of sales among 

other competing destinations, as well as other promotional tools used for the new 

image of the destination were also excluded. This was due to their inadequacy in 

terms of providing a sound analytical base to the study, particularly due to the 

absence of comparative brochures from the Egyptian promotion authority as 

mentioned previously in section 5.3.3.7. 
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Having elaborated the process of undertaking the three different sets of interviews 

that were planned for the major data collection of this study, the following section 

shows the different steps carried out for the analysis of the information gained out of 

these interviews. 

5.4 Analysing the Data 

The fifth component of the interview research design, according to Kvale (1996), is 

the interview analysis. As this study employed the grounded theory approach for data 

analysis, the researcher adopted the position of an interpretative observer (Strauss and 

Corbin, 1998). This means that the interviewer or investigator did not believe it 

sufficient to only report or give voice to the viewpoints of the people, groups or 

organisations studied. Instead, the researcher assumed further responsibility for 

interpreting what was observed, heard or read (Ibid.). 

Strauss and Corbin (1998) argued that in grounded theory, concepts are formulated 

and analytically developed. Conceptual relationships are posited but in the grounded 

theory approach these concepts are inclusive of the multiple perspectives of the 

actors. Hence, grounded theory (which to some other observers is itself a truism -

'one cannot collect data without theory or develop theory without an empirical 

reference', Abercrombie et al., 1984:190), as explained by Strauss and Corbin (Ibid.), 

is pointedly based and empirically justified directly and indirectly in the perspectives 

of the diverse actors towards the phenomena studied by the researcher. Its function is 

to connect this multiplicity of perspectives with patterns and processes of action and 
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interaction that in tum are linked with carefully specified conditions and 

consequences (Strauss and Corbin, 1998). 

Accordingly, in an endeavour to be responsive to the principles of grounded theory, 

the researcher in her analysis focused upon developing a theory, which had 

conceptual density. This entails the rich development of concepts and the 

relationships between them. For instance, concepts of market research and mixed 

development that emerged from this study have revealed discrepancies when 

compared between the perspectives of the public sector, private sector and tourist 

academics in the destination. The constant comparison method adopted by the 

researcher allowed these discrepancies to be debated and analysed. However, this 

method was somehow distorted in the current investigation by temporal limitations, 

which did not allow the interviewer to conduct repeat visits for more interviews and 

discussions. Nonetheless, the findings derived from this corpus of data, however 

bounded by limitations in development of some concepts, will be utilised to develop 

the theory of the TALC model introduced by Butler (Butler, 1980). 

Chadwick (1971) argued that there are a number of reasons for using a model in 

science. Among these reasons is to add new information about an established theory. 

Consequently, this thesis will contribute to the TALC model by adding new insights 

from the Egyptian experience into the rejuvenation stage of the model where 

destinations seek to take advantage of previously untapped natural resources (Butler, 

1980). 
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To enable the researcher to undertake this analysis, interpretive techniques were 

employed. This process involved examining the case study closely in order to find 

constructs, themes and patterns that were salient to the phenomenon under 

investigation (Gall, 1996). Therefore, the coded procedures adopted by the researcher 

for the analysis of the various categories raised by the respondents focused on 

constant comparison, theoretical sampling, concept development and their 

relationships. These analytical procedures helped in protecting the investigator from 

accepting any of the voices of the interviewees on their own terms and to some extent 

forces the interviewer's own voice to be questioning, questioned and provisional 

(Strauss and Corbin, 1998). 

In the context of this study, constant companson was used to compare the 

perspectives of the stakeholders of public and private tourism sectors in Egypt 

regarding the promotion and development of the new image of the destination. The 

instances where they seem to be at odds with each other provided the researcher with 

grounds to conduct further enquiry about their philosophies and orientations in 

management. These orientations explained why their perspectives were in most cases 

contradicting and conflicting. Theoretical sampling was used by the researcher to 

gain more instances into the root causes of the deficiencies and shortfalls found in the 

management of the Egyptian tourism supply sector. In other words, the reasons that 

lie behind their negative perception of their managerial performance and attitudes. 

Both methods of constant comparison and theoretical sampling allowed the 

researcher - to some extent - to develop the concepts raised in this study. 
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The writers also added that the analysis of the data using the grounded theory 

approach is centred on theoretical analysis. Consequently, the researcher, who 

adopted this approach, has to be theoretically sensitive in order to be able to develop 

a theory through continuous conversation with the data (Strauss and Corbin, 1998). 

As a result, the analyst in this study carefully skimmed the data provided in the 

interviews in order to pinpoint themes salient to the research aims and objectives. The 

following figure shows the main research constructs. 

Figure 5.2 The main constructs of the research problem 

Repositioning the image of 
Egypt 

Outcomes and 
implications of the 

whole process 

Planning and management 
for promotion in terms of: 
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The researcher was aided in this process by using a computer programme called 

NUD* 1ST (Non Numerical Unstructured Data Indexing, Searching and Theorising), 

the sixth version. This programme was used for three reasons: 

• To enable the researcher to pinpoint the highly significant themes of the study, as 

well as the less significant through their frequent occurrence throughout the 

interviews. 

• To provide the researcher with the facility of sampling all the recurring themes in 

the different interviews together under their appropriate categories for probing 

possible relationships between them. 

• To allow the analyst to merge the different nodes or categories together if they 

were found to have any relationship between them. 

The main function of this programme is to allow qualitative researchers to categorise 

densely unstructured texts and documents. This facilitates the analysis of the texts 

and documents in the sense that it helps the analyst to sample all the themes related to 

a particular category together for possible relationships and interpretations (Plab and 

Schetsche, 2000). 

This programme basically operates in four usually parallel opened windows (Ibid.). 

These are Document Explorer, Node Explorer, Node or current Document and 

Palette. The Document Explorer contains a list of imported documents. For each 

document, the Header is displayed. It covers freely definable information of the 

document (Ibid.). In the case of this study, the imported documents, which were 
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downloaded into this window, were all the interviews conducted by the researcher 

with her study participants. The Header included important information about the 

interviews, such as the order of the interview, name of interviewer, occupation, date 

and duration. In this window, additional Memos can also be created, changed and 

printed out, either in the text editor by NUD*IST, or in a compatible text processing 

programme, for example, MS-Word. These Memos helped the researcher in the 

analyses by providing her with brief descriptions of the nature of each interview, as 

well as the instances of some behavioural patterns of some respondents. 

The Node Explorer displays the category pattern developed by the users (Index Tree), 

free categories (Free Nodes) and search results (Plab and Schetsche, 2000). Such 

results can be sorted either separately or be inserted as theoretical categories (so

called Nodes) into the Index Tree. Free Nodes are categories, which cannot be 

inserted into the Index Tree yet. Memos and Definitions can be written for each node. 

Additionally, the text segments listed in a Node can be examined for additional 

codings. The text can be coded and re-coded in the Node as in the Document at each 

point in time. Such codings can be checked and changed very comfortably during the 

analyses (Ibid.). This last advantage proved to be useful for the qualitative analyses of 

the interviews in this study as it helped the researcher to further develop the coding 

pattern all the way through the analyses and interpretation of the findings. 

The functions of Make Report provide an overview of the coded text segments and 

overlap with other Nodes. Further, the identified text can be processed to a larger 
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extent and copied into text processing programs. The size of these categories often 

exceeds the extent maximum for the internal text editor (Plab and Schetsche, 2000). 

The use of Make Report in this study helped the researcher in displaying all the 

Nodes or categories together in one page or a number of pages for careful 

examination. 

There are several possibilities of using NL1D*TST to support the development of a 

category pattern. First, categories can be generated in processing the analysis of 

documents or be inserted from the begim1ing as category pattern in NUD*IST. In the 

analysis of the intervie\vs of this thesis, the major themes, which represent the major 

study objectives, were identifiable to the researcher before conducting the interviews. 

This enabled her to inse1t the first design of the category pattern into the Index Tree 

before the analysis began. Then throughout the examination of the main category 

pattern, continuous further development was undertaken throughout the course of the 

coding process. This means that codings were added, deleted, merged and 

reformulated into the major category pattern. 

Finally, the Palette covers the most diverse functions to work on opened Nodes and 

Documents. These functions are: 

• correction of transfer errors, 

• coding and decoding of text passages, 

• orientation in the text body, 

• inserting text and blank lines, 
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• display of different codings, 

• display of the total document or the surrounding text of a coding. 

In this study, the Palette was used to modify and change some of the codes 

throughout the analysis, as well as displaying the different codes and inserting texts. 

The data inserted into the NUD*IST coding pattern was divided into meaningful 

segments or units of analysis. These units comprised themes with analytical 

implications (Gall et al., 1996). Categories and sub-categories relevant to the main 

research problem were selected from these segments or units. As the researcher was 

using the grounded theory approach in her data collection, the categories selected for 

the analysis were derived from the data itself, rather than from theories developed by 

other researchers. In other words, the categories were 'grounded' in the particular set 

of data provided in the interviews. These categories were related to the promotion, 

development and co-operation between the public and private tourism sectors in 

Egypt regarding the new image of the destination. The different themes related to 

these three categories were not easy to discern at the outset as they were overlapping. 

However, the software aided the researcher in assembling the broad categories 

together after carefully reading and re-reading the interviews to select the categories 

with relevant themes. 

After establishing the different categories and sub-categories, the similar categories 

with similar themes were constantly compared with each other in order to obtain 

causal and relational patterns (Plab and Schetsche, 2000). These patterns were then 
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used to draw out the results of the case study under investigation. Further, the 

employment of a computer software assisted the researcher in this study in the sense 

that it facilitated the assembling of all the relevant categories to the research problems 

and sub-problems. Nonetheless, she had to read the interviews very carefully before 

using the software in order to familiarise herself with the data from one side, as well 

as to be able to develop a feel for the data. This means that reading what the different 

interviewees have said together, and listening to their voices through the tape 

recorder, allowed the researcher to re-enact the interviews' settings and atmosphere 

where they were originally conducted. This advantage cannot be gained through 

using the software but through personal first-hand contact with the data. This method 

also establishes a relationship between the researcher and the data, as well as helping 

her in understanding - to some extent - the 'emic' viewpoints of the different 

respondents. 

5.4.1 Verifying the interviews 

The sixth component of the interview research design identified by K vale (1996) is 

the verification of the data collected. As the writer has argued, verification of 

knowledge is commonly discussed in the social sciences in relation to the concepts of 

reliability, validity and generalisability. Though many recent qualitative researchers 

and textual-interpretivist/constructivist thinkers argue that in a 'relativist' (rather than 

'realist' or 'critical realist') study, these three universal yardsticks are highly 

inappropriate (Guba and Lincoln, 1985). However, by adopting the case study 

method for the data collection in this thesis, the researcher followed the four tests 
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introduced by Yin (1994) in order to judge the quality of the design of the case study 

under investigation. These four tests are: 

5.4.1.1 Construct validity 

Refers to establishing methodologically appropriate operational measures for the 

concepts being studied. In other words, it refers to the accuracy of the researcher's 

understanding of the concepts under investigation and their active role within the 

phenomenon studied. Yin (1994) suggested using multiple sources of evidence as a 

way to ensure construct validity. In the current investigation, the researcher in some 

instances verified what the respondents said with other documentary sources, such as 

tourism plans, strategies, statistics, as well as the published literature. This latter 

source helped in discussing the different concepts raised in this research with other 

similar or related concepts in the academic literature, which can support the findings 

or question and criticise them if there is a gap identified by this research study. 

5.4.1.2 Internal validity 

Internal validity refers to establishing a causal relationship, whereby certain 

conditions are shown to lead to other conditions as distinguished from spurious 

relationships. As argued by Yin (1994), internal validity is a concern only for causal 

or explanatory case studies, in which an investigator is trying to determine whether 

event x led to event y. He further argued that if the investigator incorrectly concluded 

that there is a causal relationship between x and y without knowing that some third 
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factor z may actually have caused y, in this case the research design has failed to deal 

with some threat to internal validity. In this research, the use of multiple sources of 

information, such as different respondents who were interviewed for the same issues, 

may strengthen internal validity. For instance, the causes of the setbacks of the 

internal managerial system in the Egyptian tourism sector were discussed with many 

stakeholders, as well as verified by some published sources in order to reinforce - to 

some extent - the different factors that caused such shoricomings. 

5.4.1.3 External validity or generalisability 

In relativist and objectivist studies, measures of external validity and generalisability 

deal with the problem of knowing whether a study's findings are generalisable beyond 

the immediate case study. In this concern, Yin ( 1994) argued that case studies suffer a 

common complaint represented in the difficulty to generalise from one case to 

another, as do many soris of interpretivist and relativist studies. In this case, analysts 

of case studies fall into the trap of trying to select a 'representative' case or set of 

cases. Yet no set of cases, no matter how large, is likely to deal satisfactorily with the 

complaint. Hence (for those for whom the capacity to generalise to other research 

settings is indeed important), in the single case study, the sought external validity 

could be achieved from theoretical relationships with existing theories and from 

these, the desired generalisations could then be made (Yin, 1994; Tellis, 1997). The 

current study of decision-making in the tourism marketplace of Egypt follows that 

realist premise. Accordingly, the findings of the case of Egypt will be incorporated 
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into the theory of the TALC model so as to establish theoretical relationships with 

this model and hence be able to make generalisations out of that. 

5.4.2 Reliability 

This term covers the efforts of researchers to faithfully demonstrate that the 

operations of a given study, such as the data collection procedures, can be repeated to 

yield the same results. The objective of reliability is that if a later investigator 

followed exactly the same procedures as described by an earlier investigator and 

conducted the case study all over again, the latter investigator should arrive at the 

same findings and conclusions. The goal of reliability is to minimise the errors and 

biases in a study. Gal et al. (1996) argued that the terms of validity and reliability 

have proved difficult to achieve in qualitative case study research. 

Being highly subjective in nature, the interviews in this study reflected the 

interviewees' opinions; that is, the cognitive formulation of their ideas about the 

repositioning of the tourist image of Egypt (Dean and Whyte, 1978). Hence, it is 

difficult for a qualitative researcher to arrive at a valid and reliable knowledge if each 

individual being studied constructs his or her own reality (the constructivist 

approach). Therefore, the case study researcher who adopts an interpretative stance 

applies other criteria, such as plausibility, authenticity, credibility and relevance. 

5.4.3 Reporting 

The seventh and last component of the interview research design identified by K vale 

(1996) is the reporting of the results of the interviews. As argued by Gall et al. 
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(1996), the researcher's choice of reporting style can affect the validity of readers' 

interpretation of the findings, and after the so called textual tum of recent social 

science, frames of reference have shifted to bestow enhanced legitimacy on the 

personal experience or 'voice' of the respondent (Clandinin and Connelly, 1994). In 

this light, Gall et al. (1996) have elaborated that since the researcher reconstructs the 

participants' phenomenological reality, he/she must find a way to express this 

reconstruction in written or graphic form so that it is perceived as credible and 

authentic. 

The strong voice of the policy planners and practitioners in this research aimed at 

positioning the reader in the place of a decision-maker. Therefore, in this current 

study of the history of image repositioning of the Egyptian tourism product, an effort 

was made to capture 'the lived reality' voices of the respondents. A range of field-text 

quotations was sought, which will hopefully give autobiographical presence for a 

range of significant players and practitioners in the Egyptian tourism industry. A 

strong attempt was also made to capture the respondent outlook in terms of his/her 

own 'signature' (Clandinin and Connelly, 1994:424) - that is, in terms of the way 

he/she actually made those statements about Egyptian marketplace decision-making. 

In this way, the readers of this study of tourist destinations' image repositioning can 

duly imagine themselves having conversations with the interviewed players and 

practitioners. 
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5.5 Reflections on Methodology 

By focusing on the Egyptian tourism supply sector via employing a qualitative 

research enquiry, this study's methodology has shed light on an overlooked area in 

destination image literature. That is, the design and management of a new image for a 

destination from the viewpoint of the public and private tourism supply sectors. Most 

previous research on destination images was found to be focused predominantly on 

the demand side, that is, the potential and actual tourists to a place. Hence, the 

emphasis of this research is to understand the politics and logistics that influenced the 

planning and management of the new tourist image of Egypt. The qualitative enquiry 

aided the researcher to a large extent in capturing a tacit understanding of the key 

themes pertaining to the image repositioning planning process. 

5.6 Summary 

This chapter outlined the current research methodological approach and data 

collection method, which sought to examine the study's major problem of 

repositioning destination images and its theoretical implications. Following the 

grounded theory approach introduced by Glaser and Strauss (1967), the researcher 

employed the case study data collection method. Three sources of information were 

used among the six sources developed by Yin (1994). These three sources were: 

• Documentation 

• Direct observation 

• Interviewing 
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These three methods were used to triangulate insight on strategic decision-making in 

the travel marketplace of Egypt and hence crystallise what the different respondents 

had said during the interviews. Particular emphasis was given in this investigation to 

the qualitative research techniques utilised by the researcher during her conduct of the 

interviews with the different key informants in the Egyptian public and private 

tourism sectors, notably in terms of the effort to capture the personal experience of 

those respondents. These techniques provided a useful contribution to the 

methodologies conducted on the development of destination image in tourism studies. 

This study's methodology had two distinct aspects from previous methodologies 

conducted on the subject of destination image. The first aspect lay in its purely 

qualitative nature, while the second aspect lay in the selection of relevant key players 

and practitioners who constituted a range of perspectives within the tourism supply 

sector, both in Egypt and Britain. The methodology allowed certain findings to be 

drawn from the investigation. These findings (notably the outlooks of the various 

public and private sector practitioners in the quotations that have been captured) 

about the practicalities and dynamics of decision-making in the marketing of the 

tourist image of Egypt are presented and analysed in the following chapter. 
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Chapter Six 

Findings of the Study 

6.1 Introduction 

As mentioned in chapter one of this study, the main objective of this thesis is to 

evaluate the mechanics of the implementation of the diversification scheme adopted 

by the ETA in order to reposition the traditional cultural image of Egypt. Due to the 

paucity of academic literature on repositioning destination images, as well as the 

limited documented information regarding the strategies devised by the Egyptian 

tourism supply sector for this process, the researcher found that the most appropriate 

methodology to gain information into the mechanics of the diversification programme 

was by conducting a qualitative research enquiry. This enquiry was aimed at 

understanding the perceptions of senior officials in the tourism supply sector in Egypt 

of the repositioning scheme and its implications. Their subjective understanding was 

obviously a major factor influencing their actions and evaluation of the dynamics of 

the whole process. From these understandings, the researcher was able to gain an 

insight into the comparative perspectives of those contributing to the planning of the 

Egyptian tourism industry, including their perceptions of what barriers to progress 

existed. 
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By analysing this data, the researcher sought to assess to what extent stakeholders in 

Egyptian tourism planning differed in their assumptions about the destination tourism 

development process, shared common objectives, or differed through contradictory 

aims, and most importantly, the extent to which their participating efforts were 

integrated and coherent. 

The purpose of this chapter is two-fold: first, to analyse the findings of the study by 

using the grounded theory approach; second to develop a model from the results. The 

chapter is divided into three parts. The first part analyses the main findings of the 

thesis based on the grounded theory analytical approach. The second part develops a 

model from the main findings of the fieldwork for repositioning destination images. 

The third and final part summarises the main findings of the study, as well as 

introducing the lead to the following chapter. 

6.2 Data Analysis 

The analysis of the findings in this study is based on using two analytical procedures 

of grounded theory. These are theoretical comparison and theoretical sampling. In the 

context of this study, theoretical comparison was used by the researcher to compare 

the different themes that emerged during the interviews in order to understand how 

the opinions of the different categories of informants differed in the way they 

approached these themes. Theoretical sampling was used to maximise opportunities 

to compare the key informants' opinions and views of the repositioning scheme 
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through exploring the reasons and the roots which lead to the current performance of 

the Egyptian supply sector. 

If we apply the above analytical tools of grounded theory to the current investigation, 

we can start with the first major category in this thesis, that is, the promotion of the 

new tourist image of Egypt in its overseas tourist generating markets. There were 

some obstacles that were found to hinder this process. Respondents interviewed by 

the researcher during the data collection process perceived a number of key barriers 

in the promotion of the new image of Egypt. A fundamental problem that was found 

to be an obstacle to the promotion of the image of Egypt, according to the critics of 

the repositioning programme, was the absence of market research that could identify 

the characteristics and motivations of key target tourist segments in the major 

generating markets of Egypt. This is indicated in the following section. 

6.2.1 Shortfalls in the promotion process 

6.2.1.1 Absence of market research 

Most of the key informants interviewed by the researcher told her that the promotion 

process of the image of Egypt lacked a scientific base knowledge of the different 

generating markets of Egypt: 

Do we have an in-depth study for any generating market? I mean a study 
that includes the spending power, the income bracket, and so on. Do we 
have this information in our major tourist generating countries? I don't 
think so (quote no.1). 
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This comment came from the policy advisor who used to be in charge of the decision

making process in the Egyptian tourism sector in the 1960s and now works as a 

scientific expert and academic in tourism. He noted the general characteristics of 

tourists in any tourist generating markets that should be researched and investigated 

by the tourism planners at any destination in order to be able to target them with 

appropriate tools. Target market characteristics he proposed included an in-depth 

knowledge of the spending power and income brackets of these segments. Overall, he 

identified the need for effective market profiling as a key issue for policy makers 

prior to planning for promoting the ne\v tourist product of Egypt. These profiles had 

to take into account how different segments in the tourist generating markets differ 

from each other in tem1s of background, education and more importantly spending 

power. 

This information was compared with a response given by the counsellor of the 

Minister of Tourism and tourism expert: 

Our tourist boards do the market research. For example, when I was the 
head of the tourist board in Canada, the first thing I did was studying the 
Canadian market. This includes their history, their travel patterns, 
motivation, how to influence the Canadian citizen to travel, etc. This 
information is available everywhere and you can easily get it (quote 
no.2). 

The respondent in the above quotation asserted that market research was done 

through the Egyptian tourist boards in the generating tourist markets of Egypt. He 

gave an example of the market research he used to do when he was in charge of the 
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Egyptian tourist board in Canada. However, he did not mention any criteria or 

specific methodology of the type of market research he did, what the results were, 

and how it influenced strategic planning for the image of Egypt abroad. 

The head of the planning and follow-up sector in the EGAPT referred to the same 

1ssue: 

The advertising company undertakes this market research. We do not 
have specialised market research companies. All the advertising and 
public relations are executed by the advertising company (quote no. 3). 

The senior administrator confirmed what the tourist counsellor in the Ministry of 

Tourism had said previously about the conduct of market research through the 

advertising company hired by the board in order to execute the advertising campaign 

of the image of Egypt in its generating markets. She did not mention any specifics of 

this process or how it was undertaken. For instance, West ( 1999) argued that market 

or customer research is aimed at providing marketers \Vith an understanding of 

product and service requirements, customer behaviour, attitudes, purchasing 

preferences and purchasing procedures. He further noted that the use of market 

research for conceptual evaluations of customer needs and the testing of prototype 

designs replaces gut feel with more tangible evidence of \Vhat will or will not sell. 

This process, he argued, extends to modifications of existing products to take account 

of changing customer requirements, and to the definition of the services which 

customers require in support of their product purchases. According to this definition 

of market research, the researcher assumes that the personnel in the EGAPT are not 
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aware of the preferences of their target markets or how they did perceive the new 

image of the destination after its repositioning. 

The chairman of the EGAPT described the promotion policy for the new product of 

Egypt: 

Our tourist boards abroad are in full charge of this process. We also 
conduct some of the promotional campaigns in our major tourist 
generating countries. The market studies that we carry abroad detem1ine 
the tourist demand in these generating markets, and hence help us in 
developing our product in order to cater for this demand (quote no.4). 

The chief official in the foregoing extract accentuated the general approach towards 

identifying the target groups in the tourist generating markets of Egypt. However, in 

comparison with what the policy advisor had said, the public sector high officials' 

approach towards identifying the criteria of their promotion policy was general and 

vague with no specific details as to how promotion could be evaluated in order to 

determine to what degree it had realised its objectives. 

When the researcher asked the tourism consultant about the specifics of the market 

research he conducted abroad, he said: 

They do it by continual laision and contact with the tourist trade in their 
markets. My key contacts are the tour operators and travel agents. Also 
the familiarisation trips we conduct in Egypt give us an indication of the 
tourist trends abroad by asking the tour operators and travel editors about 
the tourist trends in their markets. We also extract reports of what is 
written about the analysis of the international tourism trends. All these 
studies are collected and given to the decision-makers (quote no.5). 
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It thus appeared that the criteria for gaining information about tourist generating 

markets of Egypt was through getting secondary sources of information from the 

travel trade in the generating markets to the destination, as well as via the different 

reports and studies of the international tourist movement. This methodology is 

different from the method identified by the policy advisor, who suggested that any 

market research should include a detailed description of the characteristics and 

motivations of travel among the different generating markets of Egypt. This ought to 

be gained through a primary information search initiated by the NTO, by conducting 

comprehensive market research as an evaluation tool. The public sector respondent 

quoted previously did not accept the importance of mounting specialised, customer

designed research by specialised companies: 

We do not need these companies, because we have enough information 
about all our generating tourist markets since the 1950s when we opened 
our first national tourist office abroad. We update this information 
constantly through our representatives in our overseas tourist boards 
( quote no. 6). 

The reaction of the semor administrator suggested that he is not aware of the 

processes required for promotional evaluation, nor aware of the methodologies 

involved in it. This might emanate from the fact that he was not informed about these 

processes, as he was not updated with the latest strategies adopted by other tourist 

boards in the international tourism market. The same informant, on another occasion, 

gave the researcher an example of the promotion policy adopted by the EGAPT in 

targeting its different tourist segments in the generating tourist markets of Egypt: 
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In each generating market, we adopt a certain policy that suits the needs 
and motivations of this market. We are aided in this process by the studies 
conducted by our tourist boards in addition to the studies of our 
advertising agencies. In the light of these studies, we devise an 
advertising strategy that is based on selecting the best time for advertising 
Egypt in each of these generating markets. This timing is aimed at two 
sectors; the travel trade and the potential customer. For the trade, I've to 
publish the advert at the time they edit their travel catalogues. While for 
the customers the policy is different. For example, in a study conducted 
on the British market, I found that 40% of the Britons arrange their tour 
or travel plan up to one month, 12% up to 8 months, 10% up to 6-7 
months and 14% from 4 to 5 months ... There is also the last minute 
trip ...Hence, in my adverts, I consider the timing factor, by which I can 
publish these ads at the time my target market is in the serious process of 
booking ( quote no. 7). 

From the former quotation, the public sector tourism expert highlighted the policy 

adopted by the EGAPT for targeting its different market segments. It is mainly 

through understanding the target market's behavioural patterns towards 

advertisements for tourist destinations. The policy adopted is based on catching the 

potential tourist's attention of the presentation of the image of Egypt in adverts, as 

well as his urgent need to travel or his search for a cheap destination, which leads him 

to look for a last minute booking. However, this reflects a partial knowledge of 

promotion targeting. It is due to the unavailability of any information with the senior 

official about the different steps in the decision-making process for the different 

tourists who selected Egypt for their holiday, as well as any information that could 

reveal to him the motivations and needs of these tourists. The only criterion that he 

knows is the low price of Egypt in comparison with other destinations. However, the 

informant cannot rely on this criterion solely in a highly competitive industry like the 
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tourism industry. This is because there are plenty of other destinations that offer 

holidays with cheap fares. 

The same respondent, in another instance, showed the interviewer the basis of 

promotional policies for the British market: 

One of our studies was tracing the trends that determine the 
characteristics of the British tourist. It revealed the following results: one 
of the key features of the British tourist is that he is more sophisticated 
and experimental and wants to discover new holiday destinations. The 
new trend in Britain and in many of the European countries is to have 
more than one holiday during the year. In that case I have a competitive 
advantage over other destinations like the Bahamas or Japan in that I am 
closer to Europe than these destinations and therefore more appropriate 
for short holidays than other remote destinations (quote no. 8). 

The respondent highlighted a superficial method of targeting the potential tourists to 

Egypt. This method lacks detail into the reasons that would motivate the potential 

British tourist to visit Egypt. From his viewpoint, the competitive advantage of Egypt 

is its short distance from Europe, which would apparently motivate the targeted 

visitors to choose the destination rather than other remote destinations. However, this 

is not by itself a sufficient motivation for any potential tourist (particularly from 

Europe) to visit Egypt. 

On the other hand, a private sector respondent, who is the General Secretary of the 

Egyptian Chamber of Travel Agencies, agreed with the policy advisor on the 

necessity of conducting market research in order to understand the characteristics of 

the generating tourist markets ofEgypt: 
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The representatives of our tourist boards abroad do not possess the know
how to conduct market research. For instance, when the director of one of 
these boards informs me about a particular tourist exhibition conducted in 
his market and asks me to inform the local tour operators about it, I will 
say I am sorry, I won't be able to deliver this type of information because 
it is incomplete. The complete information should include; when did this 
exhibition start in this market? What categories of tour operators are 
participating in it? How many tourists are generated and received by this 
market? What is the tourist trends in this market? What is its economic 
situation? What is the exchange rate of its currency? etc. This information 
is the base of any market research. Unfortunately, our representatives 
overseas do not possess this type ofinformation (quote no. 9). 

The respondent in the above extract agreed with the policy advisor on the necessity of 

conducting market research in the tourist generating countries of Egypt in order to 

gain a deeper understanding into the conditions of these markets. For example, its 

economic situation, as well as the different factors that led the potential tourists in 

these markets to make a decision to visit Egypt. Hence, if this type of information 

does not exist within the EGAPT - as the respondent claims - there would be a doubt 

of achieving the objectives of the repositioning programme. 

The ex-chairman of the EGAPT said of the lack of information about the tourist 

generating markets of Egypt: 

Our understanding of the concept of development is limited. This is 
because the planning concept that we are currently adopting is wrong. 
The concept of development or my own definition of development is how 
to adjust the conditions of the receiving market in order to cater for the 
requirements of the generating market whether it is domestic or 
international, by taking into consideration the world changes ... It is very 
evident that these changes are totally absent in the mind of the Egyptian 
planner, as well as the Egyptian operator (quote no. 10). 
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The retired representative of the EGAPT endorsed what the policy advisor and the 

private sector informant have said earlier about the absence of any systematic 

information regarding the tourist generating markets of Egypt among the planners and 

decision-makers in the Egyptian tourism supply sector. Thus, a gap in the 

understanding of what market research entails and requires seems to be present 

among the current decision-makers in the Egyptian tourism public sector when 

compared with the responses of the policy advisor, retired high official, as well as the 

private sector entrepreneur's conception. 

The policy advisor concluded: 

To come and say that our tourist office overseas is doing it, I am sorry to 
say that they are joking. What they are actually doing is some kind of 
testing the water by sitting several times with some of the tour operators, 
some of the leading travel agencies to see how things. If I, with all my 
knowledge and experience in tourism, is in charge of the Egyptian Tourist 
Board in London, for instance, was asked to conduct this market research, 
I can answer you directly no, I cannot do this research, simply because I 
have no human resources, time or money. I only have the know-how and 
the technical input, but all the four elements I just mentioned should be 
combined in order to conduct such an extensive research. Our tourism 
representatives do not possess any of these elements (quote no. 11). 

It is evident from the viewpoint revealed by the policy advisor that the Egyptian 

board representatives are viewed as not qualified to undertake extensive market 

research in order to measure the trends and motivations of Egyptian inbound tourism. 

What they actually doing is relying on the international trade in gaining useful but 

unsystematic secondary information about the general tourist trends in these markets. 
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The policy advisor clarified the factors that should be included in effective market 

research: 

Tbere is something called market forces. These forces are controlling the 
market through some dimensions. The first dimension is the legislative 
force. For instance, what happened to Egypt during the terrorism crisis. 
There was a proviso to the Americans and to the Britons not to travel to 
Egypt. This is called a legislative or regulatory force. The second thing is 
the economic force, when I deal with a particular market, which also 
issued a legislative proviso that each potential tourist should not depart 
his country with more than a certain amount of money. The question that 
the planner or the policy maker should ask is: would this sum or amount 
of money be sufficient for the tourist to spend on his vacation in my 
destination or not? The third thing is the organisation of the trip that is 
done by the tour operators and the travel agents and the non-conventional 
distribution channels such as universities, factories. department stores, 
banks, etc.: are they scattered enough in order to make the travel to my 
destination possible and suitable for the price I am offering or not? ( quote 
no. 12). 

The policy advisor in the foregoing quotation mentioned the market forces that 

should be studied carefully by any organisation in order to understand its external 

enviromnent. Respondents from the EGAPT gave no indication of the environmental 

scanning process. Therefore, we can understand from this finding that an essential 

function of marketing, which is understanding market conditions and influences, has 

not yet been accepted by the ETA As long as they do not monitor these inferences, 

they \Vill not be able to mount effective strategic marketing programmes. 

Byars (1991), a leading management theorist, argues that environmental scanning is 

one of the major factors used to measure the external health of any business 

organisation. He defined the term 'environmental scanning' as the systematic method 
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used by an organisation to study and forecast external forces that are not under the 

direct control of the organisation or its industry. He argues that the basic purpose of 

environmental scanning is to study and interpret what is happening in an 

organisation's current environment in order to forecast developments in its future 

environment. Organisations should categorise environmental scanning into four 

areas: economic, technological, political (including regulatory) and social. 

The economic force is probably considered the most important. The general state of 

the economy ( depression, recession, recovery or prosperity), the level of interest paid 

by corporations and individuals, the unemplo1ment rate and the level of consumer 

income are key economic variables in corporate investment, employment and pricing 

decisions. Moreover, the rate of inflation and the growth rate of the Gross National 

Product (GNP) are additional economic variables that must be considered in the 

strategy fornmlation process. 

The second force is the technological force. Byars defined it as the systematic 

application of scientific or other organised knowledge to practical purposes and 

includes new ideas, inventions, techniques and materials. He argues that 

technological forces influence organisations in several ways. First, technological 

developments can significantly alter the demand for an organisation's or industry's 

products or services. For example, technological developments by an organisation's 

competitors can make its products or services obsolete or overpriced. Further, in the 
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international business, a country's use of new technological developments can make 

another country's products overpriced and non-competitive. 

Regarding the political and regulatory forces, these represent the political orientation, 

for instance, conservative versus liberal or republican versus democrat. He further 

adds that laws influence advertising practices, the pricing of products and corporate 

growth by mergers and acquisitions. In addition to these laws, governmental tax 

policies affect the financial structure and investment decision of organisations. 

The last force in the scanning process is the social environment. It includes factors 

that relate to the values, attitudes and demographic characteristics of an organisation's 

customers. Dynamic social forces can significantly influence the demand for an 

organisation's products or services and can also alter its strategic decisions. 

When comparing the previously mentioned prescriptive elements in the analysis of 

the external environment of any business identified by Byars (1991) to the case of 

Egypt, it appears that before the diversification of the tourist base of the destination, 

the planners should have carefully assessed the factors that influence the external 

environment in their target tourist markets. None of the respondents in the tourism 

public sector, such as the chief administrators of the EGA.PT, mentioned anything 

related to the scanning of the environments in the generating tourist markets of Egypt. 

This scanning vmuld have helped them in understanding the economic, political, 

technological and social conditions that would influence the potential tourists' 

decision to visit the destination. These elements should have been evaluated through 
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extensive market research, \:vhich has to be conducted by a specialised market 

research company. 

By applying the grounded theory approach of theoretical comparisons to the concept 

of market research mentioned in the preceding quotations, it is possible to discern 

certain characteristics that differed among the three categories of informants. For 

example the characteristics or properties of market research identified by the tourism 

consultant at the Egyptian Ministry of Tomism (MOT) and the chairman of the 

EGAPT were different from those identified by the policy advisor, the ex-chairman of 

the EGAPT and the private sector infom1ant. The latter senior informants described 

the properties of market research as involving certain procedures, guided by specific 

methodologies, aimed at understanding the motivations associated with the potential 

visitor's decision to visit a destination, hence the ability to influence his/her 

behavioural choice in order to include Egypt in his/her decision-making process. 

Conversely, the properties of market research described by the chairman of the 

EGAPT and the tomism consultant in the MOT were characterised by compiling 

secondary information from the travel trade in the tourist generating markets of Egypt 

through informal meetings. This had led to dependence on the travel trade in directing 

the tourism movement to Egypt. Therefore, there was a gap in the understanding of 

the properties of the concept of market research that are crucial for promoting the 

image of Egypt in its international tourist generating markets among the three 

categories of key informants in this study. 
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On the other hand, when comparmg the concepts of the three categories of 

respondents in this study with the academic literature, we find that, Middleton (1994) 

for example, defined the process of market research as: 

An organised information process, which has to do with the gathering, 
processing, analysis, storage and dissemination of information to facilitate 
and improve decision-making (Middleton, 1994: 117). 

The writer then identified six main categories of market research. They are illustrated 

in the following table: 
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Table 6.1 The main categories of market research 

Research category Used in Typical marketing use 

1. Market analysis and Marketing planning Measurement and projections of 

forecasting market volumes, shares and 

revenue by relevant categories 

of market segments and product 

types. 

2. Consumer research Segmentation and positioning a) Qualitative measurement of 

consumer profiles, 

awareness, attitudes and 

purchasing behaviour, 

including consumer audits. 

b) Qualitative assessments of 

consumer needs, 

perceptions and aspirations. 

3. Product and price studies Product formulation, Measurement and consumer 

presentation and pricing testing of amended and new 

product formulations, and price 

sensitivity studies. 

4. Promotion and sales Efficiency and communications Measurement of consumer 

research reaction to alternative 

advertising concepts and media 

usage; response to various 

forms of sales promotion, and 

sales force effectiveness. 

5. Distribution research Efficiency of distribution network Distributor awareness of 

products, stocking and display of 

brochures, and effectiveness of 

merchandising, including retail 

audits and occupancy studies. 

219 



Chapter Six: Findings of the Studv 

Table 6.1 continued 
Research category i Used in I Typical marketing use 

I 
6. Evaluation and performance Overall control of marketing Measurement of customer 

monitoring studies results and product quality satisfaction overall, and by 

control product elements, including 

measurement through marketing 

tests and experiments. 

na ..
Source. Middleton, 1994, Marketing 1n travel and tourism, 2 ed1t1on. Butterworth-Heinemann, p.119 

Middleton (1994) commented that the above mentioned six categories match exactly 

with the information needs required to make efficient decisions for marketing-mix 

programmes, and the strategic and operational plans, which need implementing. We 

thus find that the tourism literature extols the same approaches advocated by the 

policy advisor, the ex-chairman of the EGA.PT, as well as the private sector informant 

regarding the properties of market research. Hence, if the tourism supply sector does 

not undertake market research that is based on scientific criteria, there will be a 

difficulty in targeting the right market for the tourism product, which is an essential 

criteria for the success of the repositioning programme. 

The attitude adopted by the public sector leading decision-makers was one of not 

understanding the requirements of market research. This has led to their over 

dependency on the international trade for providing them with this basic type of 

infom1ation, which they should provide to the trade, not the other way round. This 

approach gave the researcher a dimensional insight into the policy adopted by the 

public sector for the promotion of the image of Egypt. It indicates the limitation of 
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the Egyptian tourism supply sector in knowledge of operational procedures adopted 

in other parts of the world in the tourism industry. There appears to be a lack of 

marketing education among these administrators. This deficiency did not help them 

in adopting avant-garde international marketing procedures adopted by other NTOs. 

Other private sector interviewees mentioned dimensions of this dependency 

approach. One noted the lack of qualifications among the representatives of the Egypt 

tourist board, hence, in his opinion, their inability to conduct their tasks 

professionally. Their views are explored in the following section. 

6.2.1.2 Lack of qualifications among the representatives of the Egyptian tourist boards 

abroad 

A private sector respondent spoke of the lack of qualifications among the 

representatives of the Egyptian tourist boards: 

Unfortunately, the image of Egypt abroad is very distorted. You need 
representatives who can articulate what they say and possess demeanour. 
For instance, first they have to avoid getting angry or nervous in order not 
to lose their clients. Second, they need to know how to conduct a 
conversation with people. Third, they need to know how to convince their 
clients of the service or the product they offer. All these qualities need 
training of human resources (quote no. 13). 

A third Egyptian tour operator operating from Britain, reflected the same point: 

I want to say that the role of the NTOs in most of the tourist destinations 
become very marginal and begins to shrink. This is due to the 
ineffectiveness of the public sector personnel in conducting successful 
promotion for their destinations abroad (quote no. 14). 
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From what the private sector experts revealed in quotes 13 and 14, it is clear that the 

public sector tourist representatives neither possessed the communication skills nor 

the professional knowledge of tourism. This explains why it is difficult for them to 

understand and react to the global changes and its influence on the trends of the 

international tourism movement. It also justifies why their understanding of the 

requirements of market research and hence their conception of it is different from the 

private sector professionals, the ex-chairman of the EGAPT, as well as the policy 

advisor. Therefore, the decision-makers and policy planners of the Egyptian public 

supply sector have no choice but to rely on the experience and knowledge of the 

international trade in their generating markets. In this respect, Farazmand (1999) 

argued that administrative implementation tends generally to lag behind policy 

making at the top in Middle Eastern institutions. He commented that, in these 

institutions, rhetorical statements are too frequent, while administrative 

implementation is far behind or non-existent. The slow implementation is a result of 

many issues. These are the lack of funding, poor skills, as well as inadequate 

resources and administrative capacity, despite the superabundance of bureaucracy. 

The author exemplified this managerial culture in the case of Egypt, where there is an 

endemic problem of understaffing of expertise in certain required areas. He attributed 

this performance to the legacy of the Nasserist tradition, which persisted in the 

provision of employment for all Egyptian College graduates. This made 

governmental institutions in Egypt understaffed in skilled personnel and overstaffed 

in unskilled workers (Ibid.). 
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An exemplar of the over staffing in the tourism sector is evident in a study conducted 

by the WTO on the total number of staff provided for the NTOs in some destinations 

including Egypt. These are shown in the following table. 

Table 6.2 Total staff of NT A'S 

Country Total Staff of NTA Staff Assigned to 
Promotion 

Staff in offices abroad 

Year 1991 1992 1993 1991 1992 1993 1991 1992 1993 

Cyprus 184 N/A N/A 65 N/A N/A 30 N/A N/A 
Egypt 650 650 600 320 320 320 28 28 28 

Italy 295 290 260 190 180 180 140 110 110 

Germany 186 186 186 N/A N/A N/A 91 91 91 

Greece 975 919 N/A 481 476 N/A 135 128 N/A 
Source: WTO 

The above table shows the number of the staff working in the NTA'S in Egypt and 

other tourist destinations. It can be seen that Egypt has got a high number of 

employees working in its national tourist offices. The table shows three categories of 

employees. First the total number of employees in the National Tourist 

Administrations (NT A'S). Second, the total staff assigned to promotion. Third, the 

total staff in the overseas tourist boards. These data show that Egypt has got the 

highest staff working in its NTA'S which amounted to 650 workers when comparing 

it to other destinations shown in the table. Half of those workers are undertaking the 

promotion of the destination, while only 28 staff representing the Egyptian tourist 

boards abroad, which was amounted according to the WTO study (Ibid.) to 16 

offices. This means that only two representatives undertaking the whole promotion 

process in each of these offices. Hence, this table raises a concern of the effectiveness 

of the distribution of the public sector employees in fulfilling their allocated missions 

despite their high overall numbers. 
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By making theoretical comparisons between the orientations of the public and private 

tourism sectors in Egypt towards the process of promoting the image of the 

destination in its international tourist markets, it was possible to distinguish a 

knowledge gap between those involved in public sector planning and those working 

in the private sector. The latter were more attuned to best practices in marketing, 

promotional planning and evaluation because they had absorbed and could 

operationalise western marketing methodologies and techniques, while public sector 

officials had not been exposed to, or accepted, them to the same extent. 

Theoretical sampling revealed a number of reasons behind the inefficient planning 

which was widely perceived to be prevalent in the tourism public tourism sector in 

Egypt. The researcher found that the lack of undertaking proper market research 

based on scientific criteria and methodology had led to inadequacies in the promotion 

of the image of the destination. This was represented by the lack of criteria ( either 

quantitative or qualitative or both) that could be used to evaluate the promotional 

effort of the EGAPT in the generating overseas tourist markets of Egypt. This 

shortcoming is further elaborated in the following section. 

6.2.1.3 Lack of scientific evaluation of the promotion of the image of Egypt in its 

overseas tourist markets 

The policy advisor accentuated the lack of scientific criteria for the assessment of the 

promotion of the image of Egypt in its overseas tourist markets: 
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Marketing is a language that is addressed to the generating markets of 
Egypt. Once we have entered the nineties where the language of the 
computer, the language of the Internet, the language of globalisation 
prevails, we have to abide by the same languages. The question is: what 
have we done in the nineties in so far as planning for tourism promotion 
overseas, evaluating the results, correcting the track of tourism marketing 
in the future on the basis of the results revealed? And so on. If we look 
into what is happening today in Egypt regarding these issues, we'll find 
out that the evaluation of the promotion overseas is based on quantifiable 
terms. This means that this evaluation obeys the rate of increase in the 
tourist traffic as compared to what spent on promotion. From a scientific 
point ofview, this is not enough (quote no. 15). 

The opinion of the policy advisor in the above extract mirrored an absence of any 

scientific criteria, which can be used to assess the success or failure of the promotion 

carried for the image of Egypt in its overseas tourist markets, as far as the key 

informant above is concerned. According to his view, this has significant implications 

for the evaluation of the promotion feedback of the image of the destination in its 

overseas markets. For example, if quantitative opinion surveys were distributed on a 

sample of potential and actual visitors before and after their trips to Egypt to ask them 

about the most effective promotional tool that influenced their decision to choose the 

destination for their holiday, it would have provided the policy planners in the 

destination with a concrete picture of the effects of their promotion campaigns. 

Qualitative methodologies could also be used for evaluation of promotion. It could 

be in the form of personal interviews with samples of visitors who have chosen Egypt 

as their vacation destination, to enquire about the genuine reasons that motivated 

them to select the destination. If one or both of these methods were conducted 

properly, the policy-makers in the Egyptian tourism supply sector would have been in 

a better position to evaluate the impact of their promotional effort overseas. 
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According to the policy advisor, this type of information does not exist, thus, it is 

difficult for those responsible to measure the impact of the promotional campaign of 

Egypt abroad in influencing the tourists' decision to visit the destination. 

A private sector informant commented on the promotion tools of the EGAPT: 

Regarding the promotion that is done by the EGAPT, which is 
represented in the participation in the international exhibitions and the 
different other activities, etc. This is not what we need to promote the 
image of Egypt. What we actually need is to make Egypt known to the 
ultimate user directly... Additionally, there are certain criteria that should 
be used in order to measure the effectiveness of these media ( quote no. 
16). 

The respondent above did not seem to be convinced of the way the EGAPT 

conducted its promotional campaign. His criticism to it was that it did not conduct 

proper evaluation in terms of measuring the effectiveness of its tools. Hence, the 

EGAPT - as viewed by the informant - is not capable by its currently adopted 

methods of knowing to what extent these tools have succeeded or failed in attracting 

their target numbers. 

When the interviewer asked a public sector representative about the general 

evaluation ofpromotion ofEgypt in its overseas markets, he answered: 

This process is done by the Ministry of Tourism through the High 
Promotion Committee led by the Minister of Tourism and has the 
membership of the heads of the ETA, TDA, the Egyptian International 
Conference Centre, and the head of the Egyptian Federation of Tourist 
Chambers. The process is executed through three stages. First we show 
them the promotion plan. Second we show them the tools of 
implementation of the plan. Third we show them the specialised foreign 
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advertising companies that we are gomg to hire for our promotional 
campaign abroad ( quote no. 17). 

The infom1ant above provided an administrative hierarchical description of the job 

undertaken by the EGAPT for the evaluation of the promotion campaign of Egypt 

abroad. He mentioned some managerial steps undertaken for the inspection of the 

promotion campaigns of the image of Egypt abroad. However, he did not describe 

how the impact or effect of these campaigns will be monitored and measured. 

The same respondent added in another instance: 

The director of the tourist board abroad does the scientific assessment of 
the plan. It is done through discussing the situation with the travel trade in 
his market, such as the tour operators, travel agents, as well as the 
ANTOR, which is the Association of National Tourist Offices 
Representatives in Britain for instance. The committee only does a 
quantitative assessment of the promotion plan. For instance, they check 
whether the promotion plan has achieved its targeted numbers of tourists 
or not. If it did, this will be ok, but if it didn't, they will discuss the 
reasons and so on ( quote no. 18). 

From what the above informant said, the method of evaluating the promotion 

campaign currently adopted by the EGAPT is based on estimating the total number of 

visitors expected in a certain year. If this number was realised, then it would be a 

clear indication for them that the promotion campaign had achieved its key target of 

bringing the estimated volume of tourists to the destination. However, as discussed 

earlier, there are many variables that influence the decision of potential tourists to 

visit a particular destination. The method revealed by the above informant would not 

indicate the reasons that induced these tourists to choose Egypt for their holiday. 
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Quantitative surveys or qualitative interviews would participate in identifying these 

reasons, and thus indicate to what extent the promotion campaign had succeeded in 

achieving its goals. 

By comparing the policy advisor's opinion about the evaluation of the promotion of 

the image of Egypt with what was said by the public sector informant in the previous 

two quotations, it is possible to distinguish different understandings of the process of 

evaluating the promotion policy of the new image of Egypt. The policy advisor 

stressed the fact that the assessment of the promotion process has to be based on 

scientific criteria, either quantitative or qualitative, in order to measure the 

effectiveness of the promotion tools in bringing the estimated tourist numbers to the 

destination. The public sector official was convinced that the evaluation of the 

promotion plan had to be done by the head of the Egyptian board in the generating 

tourist markets of Egypt. Though he gave no details, nor provided the researcher with 

any documentary evidence that could identify the methodology used by the Egyptian 

board representative in understanding the perceptions of his/her target market towards 

the new image of Egypt. Accordingly, the researcher suggests that the EGAPT must 

review its current evaluation method in order to understand the different variables 

that might influence its target groups' decision to visit the destination. 

The chairman of the EGAPT stated about the evaluation of the promotion plan: 

We are evaluating our plans annually through our tourist boards abroad 
by evaluating the different promotional activities that are conducted in 
their markets. There is also a high promotion committee presided by the 
Minister of Tourism. This committee evaluates the promotion campaigns 
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that we conduct abroad. As proof to the development of our tourism 
industry, the tourist traffic to Egypt increased from 1 million to 5.5 
million tourists in 2000 ( quote no. 19). 

Once more, the high official of the EGAPT did not mention any details about the 

method used for evaluating the results of the promotional effort done for the image of 

Egypt abroad. According to what he said, the different promotional activities such as 

tourist exhibitions, conferences, and familiarisation trips were effective in bringing 

the required tourist flows to the destination. This was the ultimate goal and it was 

realised. But how it was achieved was overlooked by the senior executive. This 'taken 

for granted' approach in management cannot survive in a global industry like tourism, 

characterised by high competition and an ever changing dynamic nature. Seaton and 

Mathews (2003) argued that the methodology for researching the effects of consumer 

fairs and exhibitions is undertaken through a conversion study. This study is based on 

taking contact addresses, phone numbers, etc. of people attending these fairs and then 

tracking their post-attendance behaviour through a follow-up study. 

However, the chief administrator cited in quote no. 19 did not mention anything 

about this methodology and he seemed to be convinced that the increase in tourist 

numbers to Egypt was exclusively induced by the promotion campaign of the 

destination. For validity purposes, the researcher cross analysed what the key 

infom1ant said about the increase in the total numbers of tourists. The statistics issued 

by the EGAPT showed this increase, as the following table suggests: 
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Table 6.3 The evolution of tourist numbers from 1975 to 2000 

Year No. of tourists 
(000) 

percentage 
change 

1975 793 -
1980 1253 58% 
1985 1518 21% 
1990 2600 71% 
1995 3133 21% 
2000 5506 76% 

Source: Egyptian Ministry of Tourism 

The data suggests that the evolution of the number of tourists every five years was 

increasing by a percentage of 58% between 1975 and 1980. While between 1980 and 

1985, the percentage of increase was 21%. At the beginning of the 1990s, the 

percentage change in the aggregate flows to Egypt rose to 71 %. Then it dropped to 

21% in 1995, before recording a high increase, which reached 76% in 2000. 

However, the interviewer did not find any documents that could show the real causes 

for this increase. Was it really due to the promotion that was done for the image of 

Egypt, or other factors? It could be attributed to the overall growth in the international 

tourism movement, or the price of the Egyptian product, which is competitive with 

other similar destinations, or other reasons. Hence, the claim of the interviewed 

responsible in the EGAPT that the promotion campaign of Egypt had succeeded in 

bringing increased tourist traffic to the destination remains sceptical in the light of the 

above argument. 

A private sector informant commented on the evaluation of the state's promotion 

policy: 
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The government's policy today is to reduce its expenses by bringing the 
largest possible turnover on every dollar they spend. There are two ways 
of measuring the success of their advertising campaigns. The first way is 
by the total number of tourists they attract, while the second way is the 
total revenue generated by these tourists. Hence, I have to calculate how 
many dollars were generated as revenue for every dollar spent on 
promotion. In Egypt, we get $129 out of every $1 spent on promotion, 
which is one of the highest rates in the world (quote no. 20). 

Another public sector informant supported the last point concerning the revenue 

generated from promotion: 

Starting from 1994, we conducted intensive campaigns in selective tourist 
generating markets. Our selection was based upon the anticipated growth 
rate of the tourist movement in these markets, by which we gave the 
priority to the markets with higher expected growth rate in order to be 
able to calculate our expenditure versus the anticipated revenue from 
these markets. It is sufficient to say that due to our campaigns, the WTO 
announced that each US$1 spent by Egypt on promotion achieved a 
return ofUS$125 (quote no. 21). 

The private and public sector informants in the former two excerpts added another 

variable, which indicates the success of their promotional policy; this is the tourism 

receipts generated per each US$1 spent on promotion. For validity purposes, the 

following table shows the top ten countries in terms of the tourist receipts generated 

for each US$1 spent on promotion. 
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Table 6.4 The top ten tourist destinations in terms of NT A spending and tourism receipts in 1991 
and 1992 

Rank Country Promotion budget Tourism receipts Tourism receipts per US$1 
(US$000) (US$ Million) promotion 

1991 1992 1991 1992 1991 1992 
1 United 12000 12600 45551 53861 3796 4275 

States 
2 Egypt 586 726 2029 2730 3462 3760 
3 Honduras 13 15 31 32 2385 2133 
4 Italy 16121 17851 18342 21577 1138 1209 
5 Belgium 3953 4355 3606 4053 912 931 
6 Austria 15116 14496 13854 13250 917 914 
7 China 3190 4386 2845 3948 892 900 
8 Chile 951 981 700 706 736 720 
9 Germany 16126 16837 10217 10982 634 652 

10 Indonesia 5230 4365 2515 2729 481 625 
Source:WTO 

The above table confirms what was declared by the previous respondents regarding 

the highest turnover generated per each US$ 1 spent on promotion. Egypt came in the 

second rank after the United States as the second highest country in terms of the total 

tourist receipts gained in return of each $ 1 dollar spent in promotion during the years 

1991 and 1992. In 1991, more than 3000 dollars were generated for each $1 spent on 

promotion, while in 1992 almost 4000 dollars earned. This suggests that Egypt is one 

of the top countries in terms of the effectiveness of its promotional expenditure. 

Another study done by the WTO shows the top ten tourist destinations in terms of the 

turnover of visits from the total promotion expenditure during 1991 and 1992. The 

results of the study are shown in the following table. 
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Table 6.5 The top ten tourist countries in terms of the turnover of visits from total promotion 
expenditures during 1991 and 1992 

Rank Tourist destination IPromotional \Tourist visits (000) IMoney spent on each visit 
budget ($000) I ]from the total promotional 

! expenditure 

I 1991 I 1992: 1991 1992! 1991 1992 

1 Honduras I 13 11 151 198 230 0.07 0.10 

1 Romania I 1711 I 649\ 5360 62801 0.32 0.10 

3 Egypt 
! 

5861 726 2112 2944 0.28 0.25 

3 Bangladesh I 24 1 27' 113 110 0.21 0.25 

3 Hungary i 29441 5064 218601 20188 0.13 0.25 

6 China I 31901 4386 124641 16512 0.26 0.27 

7 United States 
I 

12000, 12600 427231 44647\ 0.28 0.28 

8 Lesotho I 731 70 182) 155 0.401 0.45 

9 Algeria I 767\ 622 1193 j 1120 0.64 0.56 

10 I1taly i 16121 i 17851 258781 26113 0.621 0.68 

Source: WTO 

This data indicate that the country, which achieved the highest turnover on its 

promotional expenditure, was Honduras. It spent only 15,000 dollars on its promotion 

in return of 230,000 visits in 1992. This means that it spent only 10 cents for 

promotion on each visit. Egypt came in third rank after Romania. It spent 726,000 

dollars on promotion and gained 2,944,000 visits, with 25 cents spent on each visit in 

1992. This is considered to be a very high return of visits in comparison to what was 

spent on promotion. Hence, this supports what the public and private sector 

respondents had said earlier (quotes no. 20 and 21); that Egypt is considered to be one 

of the top countries in tem1s of the return on promotion expenditure. According to 

what they said, if the money spent on promotion achieves this high turnover of visits, 

it is reasonable to think that Egypt could achieve a high return on its promotion as the 

above figures suggest. 
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Another source evaluated the performance of the state regarding the promotion of the 

image of Egypt in its overseas tourist markets. This source suggested that, although 

the state asserted that the promotion budget of 1994 amounted to $42 million, the 

actual figure spent on the promotion of the image of Egypt in its overseas markets 

from 1/4/94 to 27/2/96 had not exceeded $29.3 million (which is less than 70% of the 

total budget allocated for 1994). Whereas the amount of money spent during the 

period from 1/4/1994 to 30/6/1995 was $18.9 million (v,foch represents only 45% of 

the authorised budget and around 54% of the budgets allocated for tourism by the 

Ministries of Finance and Planning, as well as the promotion fund) (The Shura 

Council, Report on Tourism in Egypt, Cairo, 1999). Another study conducted by the 

WTO on the percentages of the budgets allocated to promotion from the total budgets 

of the NTOs support this claim. The following table shmvs the budget allocated to 

promotion and its percentage from the total budget spent by the NTOs in Egypt and 

other comparative destinations. 

Table 6.6 Total and promotional budgets ofNTA'S from 1991 to 1993 

Country Total budget (US$000) Promotion budget(US$000) IPromotion budget as a% of 
ltotal budget 

Year 1991 j 1992 1993 1991 1 1992 1993 1991 i 1992 1993 
Egypt 1385! 1749 1910 5861 726 814 42.3! 41.5 42.6 
Tunisia 32432' 35622 31193 86491 9378 10601 26.7' 26.3 34.0 
Turkey 530461 61187\ 83216 145371 27600 31581 27.41 45.1 38.0 

UK 70499: 76873: 72014 552711. 602421 NIA 78.41 78.4 NIA 
USA 206961 22480i 15608 120001 12600 12600 5s.01 56.0 80.7 

Source: WTO 

The figures above show that the funds allocated to the promotion from the total 

budgets spent by the Egyptian tourist board in 1991, 1992 and 1993 were 42.3%, 
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41.5% and 42.6% respectively. While in Tunisia and Turkey, although their overall 

budgets were much higher than Egypt, they spent even less on promotion as the 

above table reveals. Conversely, the United Kingdom and United States promotion 

expenses were much higher than Egypt, Tunisia and Turkey. In the UK the amount 

spent on promotion from the total budget was almost 80% in 1991 and 1992. While in 

the USA was 58% and 56% respectively in 1991 and 1992 and then jumped to 80% 

in 1993. This means that the amount spent on promotion from the total budgets 

allocated to the NTOs in developing countries is much lower than the same amount 

spent by developed countries. 

Consequently, the above figures cast doubt on the total promotion budget issued by 

the Egyptian Ministry of Tourism. In the promotion plan devised by the state in 1994, 

a general description of the components of the promotion budget with its financial 

allocations was mentioned. It consisted of advertising campaigns with an allocated 

amount of $7 million, television ads for $22.4 million, conventional promotional 

efforts for $2.6 million, trade shows and conferences for $3 million, and road shows 

for $1.2 million. Additionally, a sum of20 million Egyptian pounds was added to the 

total sum of this budget in order to cover the expenses of the production of films, 

printed materials, and familiarisation trips. Hence, the aggregate sum of the whole 

promotion budget was almost $42 million (MOT, 1994). 

Therefore, we can deduce from the above analysis that the public and private sector 

informants in quotes no. 20 and 21 regarded the promotion conducted by the state as 
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efficient and successful as it is one of the highest in tenns of the turnover from total 

tourist receipts and total visits. While the report issued on the future of tourism in 

Egypt questioned the actual amount spent on promotion in comparison with what was 

declared by the MOT. From what the report mentioned and the figures of the WTO 

showed, the actual amount spent on promotion was less than half the original budget 

allocated to the EGAPT. Hence, this finding raises the importance of evaluating the 

overall budget allocated to the Egyptian tourist board, as well as evaluating the 

effectiveness of the different promotional tools employed in terms of its impact on 

influencing the demand on the new tourist image of Egypt. 

The effectiveness of the promotion expenditure was also questioned by the policy 

advisor: 

Even if we say that due to the new aspect of recreational tourism, the 
number of tourists has reached 5.5 million a year, and spent around $ 1.5 
to 2 billion, when you divide this amount of money by the total number of 
visitors plus the total number of tourist nights, which is 32 million tourist 
nights, you will find that by a simple calculation, each tourist each night 
spent around $61.5. Is this the type of tourist we want? if we want to 
make a justification of this spending power to the tourist investments 
spent on the new aspect of recreational tourism in the short and medium 
term, which amounted to $37/38 billion. We will find out that the tourist 
investments are far exceeding the tourist revenues ( quote no. 22). 

Here the policy advisor highlighted two issues. First the low spend per tourist head. 

Second, the investments spent on the development of the infrastructure of the 

recreational product, which he viewed as hard to be compensated for in the short-term 

by the general low spending power ofthe current category of tourists. This means that 

the expenses incurred on the supply of the new tourist product of the destination had 
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highly exceeded the expenditures gained from the demand on this product. Hence, the 

policy advisor did not see that the promotion of the new tourist image of the 

destination was based on studies that could identify the type and number of tourists 

needed, and above all the level of expenditure expected from them. 

Additionally, the report issued on the future of tourism (referred to earlier) indicated 

that the figures of the tourist revenues issued by the MOT are considered to be 

estimated figures. This is due to the fact that the figures declared by the Central Bank 

of Egypt as revenues from tourism, which are either the total bank transfers from 

tourism or the credit control transfers, both shov, high discrepancies when compared 

with the figures publicised by the MOT. The report emphasised its claim by showing 

a table that illustrates these differences in revenues benveen both sources. 

237 



Chapter Six: Findings of the Study 

Table 6.7 The discrepancies in the tourist revenues between the Ministry of Tourism and the 
Central Bank of Egypt 

Year Revenues 

issued by the 

MOT (in US$ 

million) 

% change Bank transfers 

(in US$ million 

approx.) 

% change 

1989 1002.2 - 931.2 -
1990 1009.9 0.76% 1090.2 17% 

1991 1880.7 86.2% 1316.1 20.7% 

1992 2729.0 45.1% 2278.7 73.1% 

1993 1926.5 -29.4% 1332.4 -41.5% 

1994 2006.3 41.4% 1384.7 3.9% 

1995 2683.6 33.8% 1224.4 -11.6% 

1996 3204.2 19.4% 1489.9 21.7% 

Sources: Report on the future of tourism in Egypt issued by the Egyptian Shura Council, 1999, 
WTO: Yearbook of Tourism Statistics (various issues) 

As we can see from the table, the tourist receipts calculated by the Central Bank as a 

result of the total bank transfers from tourism were always less than the figures issued 

by the MOT. For example, in 1991, the percentage increase in the total revenues 

issued by the MOT was 86.2%, while the percentage increase issued by the Central 

Bank was only about 21 %. This means that the MOT's figure was about four times 

higher than the amount issued by the Central Bank. Another striking difference took 

place in 1995, when the revenues of the MOT had increased by about 34%, while the 

Central Bank showed a decrease of nearly 12%. It is not known what criteria were 

used by the Egyptian MOT to calculate the total revenues from tourism, or what 

caused this inconsistency with the Central Bank data. 

Additionally, the report indicated two interesting phenomena. The first was that 

during unfavourable conditions like terrorism, the revenues earned from tourism 
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show a much higher drop than the tourist numbers. For instance, in 1993, the total 

number of tourists decreased by 22%, whereas the total revenues earned during the 

same year according to the Central Bank of Egypt showed a drop of approximately 

42%. This means that the percentage decrease in the revenues was twice the 

percentage decrease of the total number of tourists. The report attributed this 

phenomenon to the terrorist attacks, as they deterred the high spending tourist from 

taking a trip to a risky destination. 

The history of terrorist attacks in Egypt started in 1986 when a group of soldiers 

fulfilling their military service in a camp in Giza which is close to the pyramids and a 

number of luxury five-star hotels set fire to several tourist establishments in the area 

(Aziz, 1995). This was followed by a series of other attacks during the nineties, 

specifically in 1992, 1993, 1994 and 1996. During those years a number of terrorist 

incidents committed resulted in the killing of 30 tourists and the injury of 44 (CNN, 

1997). These attacks culminated in a massacre which occurred in the archaeological 

city of Luxor in Upper Egypt where about 58 tourists were killed in front of the 

temple of queen Hatshepsut on the 1th of November 1997 (Conde-Naste-Traveller, 

1998). Generally, the Egyptian government's initial response to these attacks was to 

stress that fact that terrorist activities were limited in scope and were on a low-risk 

level (Wahab, 1996). Conversely, the international media treated the news about 

terrorist attacks in Egypt in a forceful way that left little room for counter arguments 

(Ibid.). The messages were frequent and so persuasive to the public that travel to 

Egypt was deemed unsafe. Consequently, this induced most tour operators in the 
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USA and Europe to take Egyptian tourist programs off their sales catalogues (Wahab, 

1996). However, the Egyptian government could not adopt the same attitude in 

combating the Luxor massacre as the international media's reaction was outraged by 

the incident. As a result the Egyptian authorities have tried to deal with the severity of 

the incident through increase security, as well as adopting aggressive marketing and 

promotion efforts (Sonmez et al.). For instance, the Egyptian police force adopted 

countermeasures against terrorism based heavily on tight anticriminal actions which 

aimed at protecting the country at large, and the vulnerable tourist industry in 

particular. Additionally, the Egyptian Ministry of Tourism re-evaluated its marketing 

strategy and set new objectives including heavy advertising (Ibid.). 

The other phenomenon mentioned in the report was a decrease in the revenues despite 

an increase in tourist numbers. For instance, in 1995, the MOT showed an increase in 

the total number of tourists by 21 % over the previous year, while the Central Bank 

revealed a decrease in the total revenues of nearly 12%. The report attributed this 

phenomenon to three reasons: 

1. the high decrease in the hotel rates; 

2. the decrease in the selling price of the different tourist services; 

3. the increase in beach-based tourists in comparison with cultural tourists. The latter 

category of tourists possesses higher spending power than the former. 

240 



Chapter Six: Findings of the Study 

Hence, these three reasons led to an increase in the total number of tourists, while 

their expenditure showed a significant decrease. 

All the inefficiencies mentioned previously indicate that there is a lack of 

understanding among the senior administrators in the Egyptian public tourism 

authorities of the requirements of undertaking an evaluative assessment of the 

promotion of the image of Egypt in its overseas tourist markets. There is a knowledge 

gap, which is prevalent among the public sector decision-makers and policy planners, 

into the scientific assessment of the promotion campaign of Egypt. Consequently, if 

they are not conducting this assessment, there is doubt that they understand what 

these target markets' requirements and needs are, and what exactly attracted or 

discouraged them from choosing the destination. Therefore, a basic requirement of 

repositioning destination images appears to be missing in the planning for the 

diversification of the tourist image of Egypt. 

The researcher carried out more theoretical sampling to discover more reasons and 

causes into the gaps in the promotion process of the new tourist image of Egypt. One 

of the tourist professionals in the private sector mentioned that there is no inventory 

that can encompass all the characteristics of the new product-mix of Egypt. 
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6.2.1.4 Absence of inventory 

A further issue raised in the theoretical sampling was that the Egyptian tourist 

product does not have an official inventory that identifies its different components 

(i.e. cultural, beach, diving, sports, conference, incentives, religious, etc.). 

When we promote our tourist product abroad, we have to know what 
these market segments need from our product? For instance, the fishing 
market in Japan is different from the fishing market in Spain in terms of 
the type of fish they catch and the way they perform this activity. The 
way the Japanese catches fish is through battling with it, while the way 
the Spanish or the American catches a fish is different. The 
representatives of our Egyptian tourist boards do not possess this 
knowledge base on their product. Hence, he cannot speak about it, 
because he has nothing to say (quote no. 23). 

The respondent above indicated the absence of an inventory, which can identify the 

characteristics of each product in the tourist product mix of Egypt. The absence of 

identification of these characteristics will make the process of targeting tourists 

difficult. This is due to the fact that there is neither market research to understand the 

needs and motivations of these tourists, nor inventory or product portfolio analysis 

and market-specific product knowledge to identify the characteristics of the Egyptian 

tourist product on offer. Thus, it is unfeasible for the policy planners to know which 

product is suitable for which tourist segment in the generating markets, if this piece 

of information does not exist. 
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6.2.1.5 Influence of transnational companies on the demand of the new product-mix of 

Egypt 

Further theoretical sampling among respondents critical of the programme focused 

on the international competitive environment. Respondents asserted that promotional 

deficiencies occurred as a result of the lack of vision and hence the dependency of the 

Egyptian tourism supply sector on the international trade in directing the tourism 

movement to the destination. The Egyptian tourism sector was alleged to be under the 

control of the conglomerated or amalgamated international tour operation firms. 

These entities controlled tourism movements to developing countries. 

One of the local tour operators in Egypt described the dependence on the foreign 

operators in directing the tourism traffic to Egypt: 

Our problem from its base is a problem of a tour operator, who is stronger 
and international hence, he controls the market. For example, in the past; 
the German market had a price, the English market a different price, the 
French market had a price, etc. But today, due to the communication, and 
the new unified European currency (the Euro), the differences in the 
exchange rates between the different currencies have diminished. Hence, 
the price, the currency, the language and the operator become unified. As 
a natural consequence to all this, you've to accept the price he dictates on 
you. Due to this, we found that the 'price taker' has replaced the concept 
of the 'price maker' ( quote no. 24). 

Another local operator made a similar point: 

We are facing another dangerous transformation, which happened as a 
result of the GATT agreement. That is we can find after the year 2005 for 
example, a German tour operator comes to Egypt and starts to conduct his 
business over here. What can we do then? Another important thing as 
well is that the system of management in the whole world now has 
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changed by which the tour operators abroad conglomerated or merged 
together and became giant entities. This has put our local operator in a 
very weak position (quote no. 25). 

From this testimony, it seems that the tourism movement to Egypt is under the 

control of the international operators, through giant institutions formed by 

conglomeration through vertical and horizontal integration. This contributed to the 

passivity of the local Egyptian operators, as they became unable to compete with 

these giant entities, and hence be more effective in their operation. When the 

researcher enquired about this lack of operational system within the tourism supply 

sector in Egypt, the ex-chairman of the EGAPT said: 

You cannot say there is or there isn't a policy of operation, as long as you 
are not able to make a decision of what you are selling and to whom, all 
the rest is just a reaction rather than an action. Accordingly, the 
professional side of marketing is not fully under your control but it is in 
the hands of the one who sells ( quote no. 26). 

The tourism supply sector in Egypt, both public and private, is thus perceived to 

have little effective role in directing tourism movements to the destination. Rather, it 

is mediated and directed by the international operators who are selling the image of 

Egypt abroad. Hence, in effect, the Egyptian supply sector simply informs operators 

about the products they have, and these operators in tum undertake the rest of the 

process - pinpointing the right market for these products, targeting them, and 

eventually selling them the Egyptian product. The Egyptian supply sector has a 

passive role in selling its image abroad, which is primarily due to its lack of 

understanding of the dynamics of the global tourism market. 
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This view of the relationship between tourism industry professionals and decision

makers in the developed and developing world was acknowledged by Cater (1995) 

who has argued that the bulk of the world's tourists originate in the developed 

countries. Consequently, their tour, travel and accommodation needs are largely co

ordinated by firms in those countries. Such firms thus become predominant in the 

control of international tourist movements. As a result, they can influence the volume 

of tourist flows to any one market, as they control the key link in the tourist flow 

chain; this is contact with potential tourists. Cater suggests that their expertise, 

marketing connections and capital resources give them an overwhelming competitive 

advantage over local tourism operators. 

On the same issue, Britton (1982) argues that the most important link in international 

tourism is the one between the product marketing agencies in tourist source countries, 

and the tourist facilities in destination countries. The establishment of an international 

tourist industry in a periphery will not occur from evolutionary, organic processes 

within that economy, but from demand from overseas tourists and new foreign 

company investment, or from the extension of foreign interests already present in that 

country. Furthermore, the tendencies towards the concentration and centralisation of 

commercial power within metropolitan tourism capital facilitate the inclusion of 

Third World countries within international tourism through external commercial 

controls. Britton (1982) added that, more frequently, this control is exercised through 

the agency of the multinational corporations. Moreover, since metropolitan 

enterprises are located within the principal tourist markets, they have direct contact 
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with tourists, the first and most influential link in the tourist flow chain (from 

IUOTO, 1976:41-6). The author added that this situation allows the metropolitan 

tourist companies to influence the volume of tourist flows to any one destination 

where subsidiary tourist companies may be owned. 

All this explains the reasons for the dominant position of the international foreign 

operators, who through their marketing expertise and more importantly direct contact 

with the tourists in their markets of origin, have succeeded in dominating the tourism 

market worldwide. However, the theoretical sampling revealed that, in addition to 

these structural factors in the international market for tourism, Egypt's disadvantage 

was compounded by an additional and related issue; it is the deficiencies in 

professional and textual knowledge among executives in the private tourism sector. 

These deficiencies were discussed by several respondents. 

6.2.1.6 Unprofessional management among the Egyptian operators 

One of the domestic operators in Egypt said about this issue: 

I can say that most of the Egyptian operators are amateurs. Their problem 
is that they don't read or follow the global development in tourism. 
Hence, they cannot be proactive, because they don't know what is going 
on in the rest of the world. Thus, they cannot plan for the future ( quote 
no. 27). 

The foregoing quotation given by one of the major domestic operators in Egypt 

reflects his perceptions of the lack of knowledge among the common tour operators in 

the destination. This deficiency made communication with international operators 

problematic. The lack of knowledge emanated from the educational system in the 
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country, which doesn't encourage its candidates to read, as the former informant 

alleged. Therefore, it distanced them further from understanding and thus following 

the changes in the international tourism trends. This issue is discussed further in the 

following extracts. 

6.2.1.7 Lack of competent educational base for tourism in Egypt 

The interviewer found that a major shortfall in the Egyptian supply sector lies in the 

inefficient management of its human resources. This was found to be due to the 

educational base for human resources in the tourism supply sector in Egypt, which 

led them to adopt the dependency approach in management. One of the private sector 

respondents said about the lack of education: 

The universities and high institutions graduate a number of graduates 
each year but still they cannot cope with the demands of the industry. 
This is due to the fact that we didn't educate these graduates from their 
primary stage about tourism. Instead, they only started to study tourism in 
their last three years at university. Even their motivation to join the 
faculty was either because they knew foreign languages or they got high 
grades in their high schools. Hence, you find that they do not possess the 
appropriate appearance, education or performance that will enable them 
to meet the international standards ( quote no. 28). 

The respondent in quote no.28 highlighted one dimension of the causes of the 

educational philosophy adopted in the country. This dimension represents a 

shortcoming in the educational system in Egypt, particularly regarding tourism. It is 

the absence of a good foundation that enables the graduates of the tourism institutions 

to meet the requirements of the industry. This - according to the respondent - is due 
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to the short period of the course, which is only three years. Although, the period of 

the course is the normal period for any undergraduate course at any university around 

the world, what the informant meant was that these graduates required more training 

than any other academic course, due to the highly practical nature of the tourism 

industry, which needs more emphasis on vocational rather than theoretical orientation 

in its educational approach. Hence, the respondent's statement reflected the lack of 

skilled human resources in the tourism supply sector in Egypt. Accordingly, if the 

ETA wanted to diversify its tourist segments by adding more tourist products to its 

original cultural product, they should have trained their human resources on how to 

deal with these new segments. This could be achieved by applying rigorous selection 

criteria for these graduates in order to detect their orientations and how they could 

serve the tourism supply sector professionally and efficiently. 

6.2.1. 7.1 Theoretical versus vocational tourism education 

The same point of the tendency of the tourism educational institutions towards 

theoretical at the expense of vocational education of tourism courses was highlighted 

by the retired senior official: 

Another big shortcoming is how to provide for trained manpower from 
one side and to control the augmentation of tourism educational and 
training institutions in Egypt from the other side. Again, the solution is 
not in increasing the number of these institutions, because all these 
corporate educational institutions teach more or less the same curricula. 
The problem of these curricula is that they deal with the history of 
tourism, the theory of tourism, the concepts of tourism without any 
reference to the current state of tourism as an industry. What is happening 
is that they teach the operational system of the whole industry without 
any real application (quote no. 29). 
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The respondent in extract no. 29 highlighted the theoretical versus the vocational 

orientation of the tourism courses in the tourism educational institutions in the 

destination. He claimed that the current educational method lacks an applied 

approach to the industry by relying heavily on the theory at the expense of the 

practice. However, it has been argued that the tourism education institutions in Egypt 

are divided into two levels; the pre-university level where candidates join the 

institution for five years after tem1inating their preparatory education, or for two 

years after their high school. The curricula of these institutions are designed to serve 

the technical or basic level of management in the hotel establishments in the 

destination. The other level of education is for the university graduates, hence their 

curricula are designed for the supervisory level of management in the different 

tourism establishments in Egypt. Therefore, the level of management which each of 

the above two levels serves detennines the contents of its curriculum. Nonetheless, 

the point raised by the retired senior official in the previous quotation was that the 

curricula of the different educational institutions (whether the pre- or post-graduate 

level) still fall short of providing its graduates with sufficient training for the practical 

requirements of the industry. 

6.2.1. 7.2 Unproductive educational philosophy 

Another theoretical sampling found another dimension to the tourism education in 

Egypt. A private sector informant mirrored this dimension in the following quotation: 
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The development will be achieved in Egypt at some stage but it will be 
gradual and it will take time. This is because we didn't get enough time to 
achieve such development, as our democratic experience is rather limited, 
hence you will never express yourself the way you should. At the same 
time, not everybody can express himself properly because they don't read. 
This is because our educational system in Egypt does not encourage you 
to read. If you take any university graduate, you will find that he got his 
degree by rote learning. Thus, when somebody is like this, what do you 
expect him to give? The real major change in our democratic process will 
be achieved when a taxi driver will be talking proudly of his job, because 
he is doing his job well (quote no. 30). 

The above respondent added more depth into the problem of the lack of knowledge, 

which is prevalent among the tourist human resources in Egypt. It is largely due to 

the education philosophy adopted by the educational institutions in the country. This 

philosophy is based on rote learning rather than research and innovation. Hence, this 

suggests why this approach of dependency and lack of creativity exists in the country 

in general and the tourism supply sector in particular. Therefore, we can understand 

from this simple statement why the managerial system in Egypt is misinformed and 

lacking organisation. It is primarily due to an unproductive educational philosophy. 

Heggy (2003) provides an explanation of the current trend in education in Egypt, 

which explains the roots of its underlying philosophy. He argued that in the 

traditional teaching methods, which are widespread in the developing world, the 

teacher is relegated to the role of the transmitter and the student to that of a receiver. 

Under this system, the students learn by rote, where the relationship between the 

student and teacher is a one-way street. This way of education encourages the student 

to remain a passive recipient of information that will never be translated into active 
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participation in public life. He further added that neither that, nor the material they 

are spoon-fed by their teachers, is processed by the students, who merely learn it off 

by heart and reproduce it word-for-word in their exam papers. Therefore, such system 

of learning - the writer advocates - which is based on the quantity of material that 

can be stuffed into young minds, rather than the quality of the values that should go 

into their fonnation, consecrates the cult of personality and fosters blind obedience 

rather than the spirit of inquiry and analysis. 

On the contrary, the writer maintained that, the modem educational systems in 

advanced societies are based rather on a feedback process, which involves student 

participation, dialogue and the exchanging of views. He added that one of the main 

features of this process is the division of classes into groups, which are required to 

seek for themselves answers to given questions by accessing available literature on 

the subject, comparing notes, consulting together and finally presenting the 

conclusions reached in the light of their research. This sort of group endeavour 

promotes a team spirit among its members, develops a sense of participation and the 

conviction that every individual is entitled to seek the truth for himself and to express 

the truth as he sees it openly and fearlessly. The writer added that it develops the 

critical faculties of the students and ensures that they will not elevate anyone to the 

status of an all-knowing oracle. 

The previous analysis of the education system in Egypt suggests reasons for the 

inadequacies in the Egyptian tourism supply sector. These inadequacies emanated 
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from an educational philosophy that lacks group pluralism and shared responsibility. 

As a result, the tourism supply sector suffers from all the shortfalls mentioned by 

Heggy (2003) in his analysis of Egypt's cultural dilemma. Hence epithets like blind 

obedience, lack of criticism, apathy and hence, lack of group participation became the 

main characteristics of the organisational behaviour of the Egyptian public sector in 

general and the tourism sector in particular. The latter cultural defect was found pre

eminently in the Egyptian tourism sector. It was exacerbated by a further issue - the 

absence of a teamwork ethos in Egyptian culture. 

6.2.1. 7.3 Absence ofthe concept ofteamwork in Egypt 

One of the private sector experts addressed the teannvork issue as follows: 

There is no concept of teamwork in Egypt. For instance, if we are 
applying the teamwork principle, I have to go to my colleagues and ask 
them to sell Egypt as a destination for Conference tourism first, not just 
my product or my colleagues' products. When \Ve succeed in selling 
Egypt as a whole as a destination for Conference tourism, then we can 
compete with each other on who is offering the best service afterwards. 
But the problem in Egypt is that it is very hard to convince people that 
they should play together ( quote no. 31 ). 

The outcome of the educational philosophy that is currently practised in Egyptian 

society had deprived its participants from adopting collective actions and shared 

responsibilities. Conversely it fostered among them individuality which breeds a 

narrow vision and individual decision-making that ignores the interests of the other 

participant groups. This explains the inability of the internal managerial organisation 

of the Egyptian tourism private sector from establishing its own conglomerate 
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associations that would be able to collaborate in the dynamics of the global tourism 

industry. 

The deficiencies in management discussed so far above have also influenced the 

relationship between the Egyptian public supply sector and private tourist 

stakeholders, both in Egypt and Britain. The nature of this relationship is elaborated 

and discussed in the following section. 

6.3 Public - Private Sectors' Management 

6.3.1 Pitfalls in the co-operation between the Egyptian Promotion Authority and 

the private sector in Egypt and Britain 

By interviewing the principal administrators and experts from the public and private 

tourism sectors in Egypt and Britain about the aspects of their co-operation, they 

revealed the following issues. 

6.3.1.1 Periodical meetings between the public and private tourism sectors in Egypt 

The tourism expert and consultant at the Ministry ofTourism in Egypt said about the 

co-operation between the tourism public and private sectors: 

We always conduct meetings via the high promotion committee, which is 
the principal committee, consisting of 23 members. The pmpose of these 
meetings is to discuss any problems concerning any of our tourist 
generating markets. For this reason, we invite the local operators who are 
dealing with these markets in order to provide us with feedback about 
each of these markets. Then, I collect all this information, which gives me 
an indication of my target markets (quote no. 32). 
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From what the public sector expert said in the fom1er citation, it seems that there is 

full integration and effective co-operation between the tourism public sector and local 

operators in Egypt. This is mirrored in the exchange of information about the 

different target markets of the destination between them. However, he did not 

mention the practicalities of these meetings, hov,, they were conducted or what 

exactly they discussed and the outcomes of these discussions, etc. It is once more a 

repeated generic description of the processes that are performed by the ETA. From 

what the public sector senior officials were constantly uttering, it seems that the entire 

managerial framework of the Egyptian tourism public sector depends heavily on 

verbal statements and oral missions. They tend to overlook the basic function of 

management, which is to set the aims and objectives of the organisation, to organise 

the exact methods to achieve these objectives and examine the results anticipated 

from these methods. To ensure the efficiency and validity of these objectives and the 

different ways or methods of achieving it, the whole managerial framework of the 

organisation should be documented and checked periodically. Nonetheless, the 

institutional Egyptian managerial framework seems to be lacking any documentation 

that can show past-perfonned processes, the results achieved and their evaluations. 

Another public sector informant spoke of this issue: 

We always conduct regular meetings with the private sector through 
which we discuss the different matters concerning the tourism industry in 
Egypt. We also consult them when we devise our promotional policy for 
the Egyptian tourist product abroad (quote no. 33). 
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The foregoing statement from the public sector decision-maker iterated the very 

general framework of the ETA, which is devoid of any detailed studies. Thus, it 

seemed to the researcher that generality as opposed to specificity is the common 

managerial culture among the tourism public sector senior administrators in the 

destination. Therefore, the impression gained by the interviewer on the co-operation 

between the public and private sectors from the public sector informants' viewpoint 

indicated a straightf01ward, hierarchical, as well as bureaucratic relationship. 

On the other hand, when the interviewer asked the private sector informants in Egypt 

and Britain about this co-operation, they didn't sound as complacent about it as the 

public civil servants did. Their different accounts with the researcher revealed the 

following pitfalls. 

6.3.1.2 Absence of structured framework of management 

The product manager of Egypt in one of the British tour operating firms in England 

discussed the level of co-operation between his company and the Egyptian board: 

The co-operation is minimal. \Ve mainly contact them. For instance, 
we've tried to speak to them, \Ve actually speak to them fairly regularly, 
but I think there is no real structured programme of marketing. For 
instance, at the tourist board, they don't keep the names and addresses of 
those who responded to the adverts (quote no. 34). 

From what the British operator said in the above extract, there seems to be no 

successful co-operation with the Egyptian board due to the absence of a structured 
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management or an organised framework for promoting the tourist image of Egypt in 

the British market. The British operator highlighted a serious gap in the promotion of 

the Egyptian board. It is the absence of databases that record the contact details of 

potential tourists who have responded to the advertising campaign of Egypt in the 

British market. This point is further elaborated by the same respondent in the 

following quotation. 

6.3.1.3 Absence of database for advertising enquiries 

A British tour operator revealed this pitfall in the managerial system of the Egyptian 

supply sector: 

I noticed an incident with the tourist board advertising campaign, as they 
don't catch too much data as to who responds to it. For instance, we 
wanted to buy from the tourist board a list of all people who have 
responded to the advertising campaign and we found out that they don't 
keep any lists. So what we want to do with the tourist board, we can't 
really do because they have got nothing, no lists. There is no follow-up 
response, there is nobody to keep the addresses. They spend all this 
money with no type of contact (quote no. 35). 

The above statement supports what the policy advisor, the ex-chairman of the 

EGAPT, as well as the private sector informants said about the absence of evaluation 

of the promotion of the image of Egypt in its overseas generating markets. The 

absence of databases on tourist enquiries affirms that the Egyptian board in London 

does not keep any information about the response of potential British tourists to its 

advertising campaign, and thus prevents any possibility of follow-up evaluation. This 

will put them in a difficult position to understand their main markets. In this respect, 
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Goodall (1990) argued that any destination must identify those parts of the market 

that contain potential holidaymakers who are most likely to respond positively to its 

particular place product. He also argued that place products need to be matched to 

holidaymakers. Formulating the place product, therefore, has its mirror image in 

market segmentation, i.e. positioning that place product so as to serve a particular 

target market. However, he claimed ( after Wertheim, 1988) that tourist destinations 

and the tourism industry in general lag behind other consumer products and business 

services in the use of market research. 

On the contrary, Seaton and Mathews (2003), in a recent study undertaken to evaluate 

the NTOs marketing activities, argued that research specifically on addressing 

destination advertising and promotion by NTOs is relatively well developed, 

particularly within the area of conversion analysis, and to a lesser extent tracking 

studies. They argued that these two approaches can be applied to evaluate many kinds 

of advertising media provided that the NTO has first captured sufficient customer 

details for those exposed to the campaign. They added that the evaluation process is 

achieved through the use of coded coupons in print media, toll-free numbers for 

broadcast media, and screen contact addresses for people exposed to internet e-mail 

promotions. Hence, the researcher views that the Egyptian State Tourist Office 

(ESTO) should establish databases to keep contact details of those who responded to 

their advertising campaign in order to capture the perception of their targeted groups, 

if they want to precisely evaluate the effectiveness of their promotional effort. 
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The same operator reflected another incident in the lack of a structured framework of 

management, which is the conflict in the managerial decisions of the Egyptian board. 

6.3.1.4 Conflicting managerial decisions 

The British tour manager said about this issue: 

Another thing is that when we have agreed on certain things, they might 
change the system. For instance, we were asked by the Egyptian board to 
produce a little leaflet on Egypt to be sent out by them. Hence, we 
produced them, but they came back and said they are not allowed to send 
commercial materials. So basically it was a complete waste of money 
after producing thousands and thousands of promotional materials ( quote 
no. 36). 

Hence, we can understand that there is lack of a management system to implement 

agreed objectives through co-operation between the Egyptian board and the British 

operators. 

The product manager of Egypt in one of the British tour operating companies in 

London raised another dimension to the issue of the lack of co-operation with the 

Egyptian board in London. 

6.3.1.5 Occasional consultation 

Generally, we don't have a great deal to do with the tourist board. 
Obviously they ask us our opinion in terms of the promotion they are 
doing and stuff like that. Like with the TV advertising, they sort of came 
to us after September the 11 th and said what is your opinion? Should we 
carry on with it, should we stop it? And those sort of things, so we have 
involvement now (quote no. 37). 
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From what the informant mentioned above, it seems that there is no co-operative 

structure between his company and the Egyptian board, by which the laision with the 

Egyptian board looks ad hoe rather than a regular procedure. 

6.3.1.6 Irresponsiveness to the international market 

The aviation manager in one of the British travel companies mentioned that one of 

the problems that hampers the co-operation between the British operators and the 

tourist board is the irresponsiveness of the Egyptian board to the British market, 

especially regarding the pricing of their flight tickets. His claim is illustrated in the 

following excerpt: 

You have to be responsive to the change in market conditions. Egypt has 
become, whether deliberately or not, a charter market. And we've had 
programmes where we have nominated Egyptair as an airline and we 
have all sort of difficulties in actually getting people booked on their 
services. Their fare structure is very complicated. It is difficult to make 
bookings. They give you fares, which will never in any circumstances 
change. Even if the aircraft is going half-empty. They talk about it but 
they are not responsive to it ( quote no. 38). 

The British aviation manager in the preceding extract pointed out another gap in the 

Egyptian managerial system, which acts as a barrier in the co-operation with the 

Egyptian board. It is the irresponsiveness of the Egyptian board to market changes, 

represented in the lack of flexibility in setting the appropriate fare for their flight 

tickets. This pitfall represents another serious gap in the management of the Egyptian 

boards abroad; it is their isolation or lack of interaction with the supply and demand 
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powers m the international tourist market. This incident emphasises the one-way 

relationship in management between the Egyptian board and the international trade. 

6.3.1.7 Cultural hierarchy 

i\n Egyptian operator ,vho operates from Britain reflected another dimension, which 

hampers the collaboration between the Egyptian board and the tour operators in 

Britain. It is due to cultural differences. 

Unfortunately, the management of the Egyptian tourist board has many 
gaps. First they trust foreigners more than themselves. This is represented 
in their policy towards the tour operators in Britain. For instance, they 
came after one of the terrorist incidents and offered the tour operators in 
Britain an amount of money in order to contribute to the production of 
their promotional materials. After a while, I met some of these operators 
who told me that they have got an amount of money from the Egyptian 
board, but at the same time they didn't send me anything (quote no. 39). 

The Egyptian board in England does not then operate according to common 

approaches with its stakeholders. There was a differentiation between the treatment of 

the British versus the Egyptian operators. This could be due to many reasons. It could 

be due to the fact that the Egyptian operator who is operating from Britain has a 

commitment to sell the image of Egypt in the British market. This is due to him 

being an Egyptian in the first place, and secondly, as he possesses his ground 

handling company in the destination. This acts as a pressure for him to sell the image 

of Egypt, with or without the help of the Egyptian board. British operators do not 

have the same obligation, and accordingly, they occupy higher importance and 

consideration from the Egyptian board in addressing their queries and securing their 
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co-operation. Another reason could be due to the colonial history, which made the 

Egyptians treat the British as former rulers, and hence gave them priority over their 

fellow Egyptians. This is due to a hierarchical culture prevailing in the country, which 

makes the citizens deferential and respectful to their rulers, as well as to the highly

ranked people in the society. However, if the Egyptian board wants to secure 

effective co-operation and a good relationship with all the tour operators who are 

selling the image ofEgypt in the British market, they should treat them equally. 

6.3.1.8 Cultural code of communication 

Another British operator highlighted another cultural issue: 

But I must say when I've been to specific events or invitations, I 
remember that I went to something as an invitation in a London hotel and 
it was a complete waste of time. The tourist office got a lot of tour 
operators to go to discuss and convene on a particular matter and then 
basically what they did was give speeches. The Egyptians gave formal 
speeches and then we had some lunch. I think it was a little bit stuffy 
( quote no. 40). 

This suggests that there is a cultural gap that hinders communication between the 

British operators and the Egyptian board in England. This gap exists in the culture 

difference between both countries. Egyptian culture depends highly on formal 

speeches rather than effective actions. Heggy (2003) termed this trend in the Egyptian 

culture as the 'Big-Talk Syndrome'. 

It must be said in all fairness that our propensity to use big-talk is in no 
way contrived: we are only doing what comes naturally. High-flown 
language has become part and parcel of our code of communication, both 
oral and written. It is not associated in our minds with obsequiousness or 
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fawning; we do not use it in order to curry favour or to ingratiate 
ourselves with the object of our flattery but as a spontaneous fonn of 
expression. Sadly, this reflects a serious flaw in our mental build-up that 
has become deeply entrenched in our culture. 

This 'Big-Talk Syndrome' was experienced by the researcher during her conversations 

with some of the chief administrators in the ETA. It represents an obstacle to 

communication between cultures. The same author also pointed out that in western 

countries, 'big-talk' is equated with ignorance. Thus, British operators will never 

come to terms with the Egyptian tourist board if it does not adapt itself to western 

norms of business communication. 

Another important obstacle is the high bureaucracy that characterises the public 

sector management in Egypt at home and abroad. This issue is further explained in 

the next section. 

6.3.1.9 Bureaucratic management of the Egyptian public tourism sector 

The issue of bureaucracy was one of the major obstacles that was commented on as a 

hindrance to co-operation between the public and private tourism sectors in Egypt 

and Britain. A local tour operator in Egypt mirrored the problem: 

I was during some time in the past, a member in the committee 
responsible for allocating the land for the purposes of tourism 
development. In this committee, we were designing a programme for the 
promotion of our image in France. We allocated a budget for this 
campaign, but \Vhat happened was that there was a delay in getting this 
amount of money. They didn't realise that by this delay, the programme or 
the campaign missed the timing it should be conducted within, thus, it lost 
its effectiveness ( quote no. 41). 
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Another British operator highlighted the same issue: 

I've proposed that the tourist board will help give us some money to 
promote Egypt and whatever figure it was, we have to match it. But 
basically we needed to do so much documentation to prove that we 
should be given this money. The general feeling here was it wasn't worth 
all this, because it takes such a long time to get everything approved. By 
the time it was authorised, whatever we wanted to do would have passed. 
So what was the point? (quote no. 42). 

From the past two quotations (no.41 and 42), it appears that the bureaucratic 

management of the Egyptian tourism public sector does not allow for the flexibility 

of any co-operative efforts with the private tourism sectors both in Egypt and Britain. 

Nonetheless, a bureaucratic system normally entails highly organised methods of 

keeping documents for future appraisal and revision. This property seemed to be 

completely absent in the Egyptian tourism public sector's organisational system. 

The deputy chairman of the EGAPT observed: 

Of course, there was planning and it was documented, but how can you 
find this documentation. It is very difficult, because they are considered 
to be old documents now. I can remember that we began to devise five
year plans for tourism development in Egypt from the 1960s (quote no. 
43). 

The public sector respondent in the aforementioned quotation referred to the 

existence of national tourism development plans since the 1960s, but they are no 

longer existing within the EGAPT and he didn't seem to be certain about their 

location or whether they still exist or not. There was no system ofkeeping documents 

and information concerning their plans for the development of the tourism sector over 
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the years. The official documentation found by the researcher concemmg the 

promotion of the new image of Egypt was very recent, as it dated back to 1994. Thus, 

this means that any planning of the development in the Egyptian tourism sector is not 

based on revision and appraisal ofwhat was done in the past. 

The policy advisor observed the absence of effective information storage and 

retrieved systems: 

The problem in Egypt is that there is no storage system or sequencing 
system for the information over the years. This is because in the past there 
was no computing system. You have to realise that we are talking about 
information that dates back to forty years or thirty-five years ago. 
Therefore, this information is very likely to be unknown to most of the 
employees in the Ministry ofTourism today (quote no. 44). 

All this means that the strategies used for the promotion of the image of Egypt in the 

past thirty to forty years are unknown to the decision-makers and the employees in 

the Egyptian Tourist or Development Authorities today. Hence, it is obvious that the 

decision-makers and policy planners who are currently in charge of the Egyptian 

tourism public sector are not aware of the promotion policies of the state in the past. 

Therefore, it is certain that the decision for repositioning the tourist image of Egypt is 

not based on evaluations of past promotion that was done during the 1960s and 

1970s. This was simply because the past intention of the tourist authorities to 

diversify the tourist base of Egypt was not documented and stored for future 

reference. Thus, it is possible that the recent diversification of the tourist image of 

Egypt has little relationship to past diversification programmes. 
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Additionally, the researcher felt that the general attitude of not keeping or devising 

sufficient documentation that could inform others about the exact objectives of the 

Egyptian tourist authorities and the methods they devised to achieve them has serious 

implications. For example, the current documents that are available within the ETA 

do not represent a great deal of detail or evaluation of what they are doing. As 

discussed earlier in this chapter, there is no evaluation or appraisal shown in any 

documented form within these organisations. From this incident, the interviewer 

gained an impression that the \vritten documents do not mean much to these senior 

executives, as the numbers of tourists are constantly on the increase, as well as the 

revenues. Hence it seems that there is no need to do research into the reasons behind 

this increase, provided that the current performance fulfils the objectives of 

increasing the total tourist traffic to Egypt, which is their ultimate goal. However, it 

doesn't seem that Egypt is the only case, as Eliott (1997) argues that public sector 

management (PSM) in developed countries, such as the United Kingdom, has reacted 

to pressure from the industry and to economic and employment needs without the 

help of clear government objectives. He added that the PSM has been reactive, 

disjointed and incremental with no overall strategy or policy, except with the general 

objective of increasing tourism numbers and foreign currency earnings (Ibid.). 

Accordingly, the PSM in the developed world resembles to a large extent the 

shortcomings found in the case of Egyptian tourism public sector, in terms of 

generality of goals as opposed to specificity, as well as the lack of an established 

framework of co-operation with the private sector in the development and promotion 
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of tourism. Nevertheless, the issue ofbureaucracy in the management of the Egyptian 

tourism sector represents two contradictory features. The first is the delay in the 

processing of documentation for the promotion of the image of Egypt overseas, as 

indicated by the previous two tour operators from Egypt and Britain who missed the 

timing of their advertising due to this delay. The second feature is the absence of a 

documented information system. The two contradictory features mean that, if the 

Egyptian managerial system is so bureaucratic in processing the different claims, they 

should have a good storage system that serialises all the documents of the 

repositioning since its inception in the 1960s. The next section discusses this issue in 

more detail. 

6.3.1.9.1 Bureaucracy or no bureaucracy? 

According to Henderson and Dwivedi (1999), bureaucracy is a term used both to 

characterise a particular type of organisational structure (for instance, either 

centralised, hierarchical or specialised) and to criticise it. 

They argued that bureaucracy is the systemisation of political order, which means 

how the values of a certain polity are transferred to its managerial and administrative 

system. Bureaucratisation is a functional condition for stability and maintenance of 

legitimacy in the political order; that is, political development. In the case of Egypt, 

public sector organisation suffers from centrality and hierarchy, which leads to an 

inefficient and traditional bureaucratic system. The political system in Egypt 

advocates obedience and loyalty to the high administrators from their subordinates. In 

this concern, Shehata (2003) affirmed that in the public sector organisations in Egypt, 
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overly hierarchical systems of organisation prevent the exchange of information that 

could lead to trouble-shooting and higher levels of productivity and innovation. This 

means that in public sector firms, as in Egyptian politics, formal institutions and 

bureaucratic rules foster unchecked power and arbitrary decision-making. As a result, 

a peculiar organisational culture emerges in which each individual within the rigid 

hierarchy of authority relations becomes subservient to those above, while 

dominating those below. Hence, authoritarian relations in firms are the natural 

extension of authoritarian politics, and vice versa (Shehata, 2003). 

On the same subject, Attia (1999) argued that there has been a high degree of 

controlled economy imposed on public sector administrative institutions in Egypt 

since the nationalisation of 1961. This means that control over the public sector's 

fiscal actions was highly centralised. Additionally, there was almost no autonomy 

permitted to local administrations, and most of the important decisions affecting 

public sector enterprises were made by central government (from Ikram, 1980). 

Moreover, this centralised system of management produced a high level of 

bureaucratic control, by which little space is left for decentralised initiative. In 

addition, managers are badly paid and lack motivation, and are subjected to 

continuous political interference, particularly with respect to decisions on hiring and 

firing (Attia, 1999). 

Accordingly, this type of administration, which emanates from a political system that 

stands for central opinion and decision-making does not encourage collective 
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management, shared responsibility, or exchange of views and experience. Hence, the 

previous two incidents of lack of documentation in the planning of the new image of 

Egypt, as well as the delays in the processing of information, are two instances of a 

bureaucratic system that is lacking efficiency, flexibility and independent decision

making. Therefore, a spirit of apathy and inability to change the status quo in the 

managerial practices characterised the normal administrative performance in public 

sector tourism institutions in Egypt. 

In summary, the co-operation between public and private tourism sectors in Egypt 

and Britain reflected many shortcomings. These included ineffective meetings, 

absence of structured framework of management, absence of a database for 

advertising enquiries, conflicting managerial decisions, occasional consultation, 

irresponsiveness to changes in the international market, culture differences and 

bureaucracy. Inconsistent philosophies were also found due to different interests and 

orientations in management. The next part discusses what the different interviewees 

from tourism's private and public sectors viewed about this matter. 

6.3.2 Conflicts and tensions among other public sector entities with tourism 

The researcher carried out more theoretical sampling about the lack of co-operation, 

which was found to be endemic in the Egyptian tourism supply sector. The different 

experts and professionals from the private tourism sector in Egypt provided her with 

the following pitfalls: 

268 



Chapter Six: Findings of the Study 

6.3.2.1 Lack of awareness of the importance of tourism 

The deputy of the Egyptian Chamber of Travel Agencies raised the issue of the lack 

of awareness of the importance of tourism among the senior executives in other 

governmental sectors that deal indirectly with tourism: 

There is no awareness of the importance of tourism in the different 
governmental sectors in Egypt. For instance, if you come and talk to 
them about tourism, they will pay you lip service by saying: yes, tourism 
is a very important industry and we are doing our best to develop it. But 
the reality is different they don't want to encourage tourism; that is why 
they put all the hurdles in the way of the investors, ending at discouraging 
them from investing in the tourism projects (quote no. 45). 

It seems that the fragmented nature of the tourism industry does not encourage a 

culture of co-operation between its different stakeholders. For instance, the Ministries 

of Construction, Electricity, Water supply, etc. are contributing to the development of 

the tourism industry in Egypt, though, indirectly. Hence, the contradiction emerges 

when they put their priorities over the tourism industry, ending at developing their 

main sectors at the expense of the tourism sector. This is one of the common 

problems that the tourism industry faces in most tourist destinations around the 

world. It emanates from the difficulties of establishing a managerial framework 

between different enterprises or ministries that support the tourism sector. Finlay 

(1998) argued that the piecemeal nature of the tourism industry may lead to disjointed 

promotion of the destination. It is mainly driven from the number and variety of 
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organisations and businesses involved in the tourism industry, which renders a 

consistent policy of development problematic. 

6.3.2.2 lneffective management 

Another local operator mentioned that there was a significant gap between the 

management of the public and private tourism sectors in Egypt: 

It is not only a gap; I can tell you that there is no link whatsoever between 
them. Regarding the management of the private sector in Egypt today, the 
Egyptian Federation of Tourist Chambers with its three Chambers should 
be completely changed with its system and laws. And both the public and 
private tourism sectors in Egypt should modify their managerial policies 
in order to cope with the current global system and its changes ( quote no. 
46). 

This indicated the ineffectiveness of the current managerial system of the private 

tourism sector in Egypt, and the gap existing between the management of the public 

and private tourism sectors in the destination. Their policies do not confonn, besides 

their inability to understand the global system with its changes. 

6.3.2.3 Political considerations 

The ex-chairman of the EGAPT said that one of the barriers between the managerial 

philosophies of the public and private tourism sectors in Egypt is due to the political 

considerations of the decision-makers in the public tourism sector: 

What concerns the policy maker in this country is the high r~te of 
unemployment. This is the time bomb as they call_ it. T~e profe~s1onals 
will come and talk about the quality and the tounst, this doesn t mean 
much for the policy maker as long as this flow of tourists creates work 
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opportunities for the unemployed. It is very hard to coincide between the 
profes~ion and the po~i~~ in any sector, and at the end of the day, 
countnes are run by pohtic1ans, not by professionals (quote no. 47). 

The public sector's concern then, is with the social problems at the destination, such 

as the high rate of unemployment, which makes it in favour of bringing an increased 

traffic of tourists, regardless of their characteristics or impacts. Conversely, the 

private sector's philosophy is profit maximisation which advocates bringing a quality 

tourist who can make a significant financial contribution to the industry. 

Eliott ( 1997) discusses the issue of the contradictory philosophies between public and 

private sectors in general, and those who are involved in tourism in particular. He 

argued that the basic responsibility of public sector managers is to manage for public 

interest and not for any private or particular political or business interest. Public 

needs and demands should always be met first, before private demands. In contrast, 

the private sector managers respond to the demands and strive to achieve objectives 

of their private organisations. 

Further, Eliot (Ibid.) argued that Public Sector Management (PSM) has a 

responsibility, not just for achieving economic objectives and responding to market 

demands, but also for social objectives, social justice and equity. Moreover, he 

pointed out that 'equity is more important than efficiency in the management of many 

governmental agencies' (from Wilson, 1989:132). Wilson also discussed the 

multiplicity of constraints on public sector agencies as they strive to meet public 
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service objectives. In contrast to this comprehensive management philosophy, the 

private sector has narrower basic objectives of increasing profits and the return on 

investments. Eliott (1997) concluded the last point by arguing that the basic value of 

the public interest principle is its genuine essence of achieving a commitment to 

public service that advocates a fair distribution of wealth as opposed to the creation of 

wealth by groups or individuals. 

6.3.2.4 Individuality of the private sector professionals 

Another issue raised was that of the individualism of private sector managers: 

The problem prevailing in the Egyptian tourism sector is the lack of co
ordination and co-operation between the sectors and even within the 
sectors themselves, by which everyone is working individually. In other 
words, it is a one-man show, meaning that the Egyptian travel agent is an 
individual entity, as he does not own hotels or transportation. All his 
qualifications lie in his presentation of the product and his convincing 
abilities with the foreign tour operator to sell him his product. Thus, he is 
just a broker. Although he is good at selling his service, he might be very 
bad in terms of management (quote no. 48). 

The local operator debated the fragmented nature of the tourism industry, which 

consists of different components like transportation, hotel accommodation, 

sightseeing, tourist bazaars, etc. Each of these services is operated by a separate 

enterprise, such as international hotel chains, transportation companies, tourist shops, 

and so on. Each of these enterprises is looking after its own interests as private 

companies. These interests might be in conflict. This is what was meant by the 

domestic operator m the above excerpt. It 1s the irresponsibility of the private 

272 



Chapter Six: Findings of the Study 

operators, as the majority of them do not own what they sell, such as hotels or 

transportation, thus their role is only confined to sell the hotel rooms they had 

previously bought without thinking about any consequences that might arise. 

Overall, there was a lack of awareness of the importance of tourism among the other 

sectors that do not have direct relations with tourism, hence they do not perceive it as 

an important industry. Other problems that hinder the progression within the tourism 

sector are ineffective managerial policies, and political considerations. Additionally, 

the individuality of the private sector professionals did not foster a culture of co

operation. 

These shortfalls make the prospect of joint management within a global system much 

harder and in tum, marginalise the developing countries in contributing to the 

international management system. Therefore, they tend to rely on western developed 

countries to manage the tourism process, which primarily serve their own interests in 

the first place as pure commercial firms. 

The above drawbacks also affected the planning of the development of recreational 

tourism in Egypt. The researcher \vent on to do more theoretical sampling to find out 

the influence of these pitfalls on the planning for the development of beach tourism. 

These shortcomings are outlined in the following section. 
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6.4 Shortfalls in the Development Sector in Egypt 

Before asking the different respondents about the problems that were associated with 

the planning for the development of the new image of Egypt, the researcher asked 

them first about the different reasons and motivations that induced the Egyptian 

public tourism sector to diversify the tourist base of Egypt and consequently 

repositioning its image. They mentioned the following reasons: 

6.4.1 Reasons for the change of the image of Egypt 

6.4.1.1 Competitive advantage 

The respondents from the three categories of key informants agreed that the main 

reason for developing beach tourism in Egypt was due to its strong competitive 

advantage over other destinations. The following quotations reflect these reasons: 

The ex-chairman of the EGAPT said: 

When any destination wants to modify its tourist image, it has to take into 
consideration the competition. For instance, in our case, we went for a 
different type of recreational tourism. Meaning that we introduced 
ourselves to the world as diving sites. This gave us some room for 
distinction in order to have a competitive advantage over other 
Mediterranean destinations offering a recreational product (quote no. 49). 

Other informants added another competitive advantage that characterises the 

recreation product of Egypt. This is the seasonality. One of the main motivating 

factors for developing the recreation product in Egypt was the reduction of 

seasonality that exists in the Mediterranean. The Red Sea is suitable for summer and 
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winter seasons, hence providing recreational tourism with a competitive advantage 

over the Mediterranean, which is only suitable during the summer. The tourism 

expert at the Egyptian Ministry of Tourism mentioned this advantage: 

I've a competitive advantage regarding the beach tourism, as we possess 
the only beaches that attract tourists during the winter season. This 
means that we have an all year round destination for beach tourism. All 
other b~ach destinations are operating during the summer only. Our only 
competitor over the Red Sea in the whole region of the Middle East is the 
port of Eilat in Israel ( quote no. 50). 

6.4.1.2 Carrying capacity 

The second reason that motivated the ETA to diversify the tourist base of Egypt was 

that of carrying capacity. According to respondents, the carrying capacity of the 

cultural product was limited in terms of the tourist traffic the destination needed to 

attract. This was illustrated by one of the private sector informants who is currently 

General Secretary of the Egyptian Chamber of Travel Agencies: 

We had before our principal cultural tourist product in Cairo, Luxor and 
Aswan. But today there is something called sustainable tourism, which 
means that there are some factors or elements I have to secure in order to 
guarantee the constant flow of the international tourism movement to my 
destination. To achieve this I have to create other aspects of tourism or 
otherwise expand our archaeological attractions through new discoveries 
and excavations. Consequently, we had to look for an alternative product 
so as to lessen the pressure on our cultural product. We began to develop 
this alternative product with the beach and recreational tourism ( quote no. 
51). 

The respondent highlighted the fact that what motivated the ETA to move into 

developing other tourist products was the limited carrying capacity of the frequently 
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visited cultural sites of Egypt. They adopted two policies to address this. The first one 

was to open new archaeological sites for visitations to relieve the pressure on the 

traditional sites. The other policy was to develop other tourist aspects to attract new 

segments to the destination. Therefore, the increased number of tourists was the main 

aim of developing new aspect(s) of tourism in Egypt. However, this sounds 

unreasonable for the researcher, as the ultimate goal of the state from the tourism 

industry is to increase the annual revenues and hence raise its contribution to the 

country's balance of payments. Hence, it is not the numbers they have to look for, it is 

more the types of tourists and how much money they can earn out of them. ¥lhen the 

researcher debated this issue with the same respondent, he said: 

Yes, cultural tourism is an expensive type of tourism but it is limited. I 
mean it is only confined to a limited segment of tourists. Hence, the total 
dependence on this type of tourism is insufficient to satisfy our ambitions 
of increasing the tourist traffic to Egypt. Thus why shouldn't we diversify 
our tourist product, particularly if I have the resources and most 
importantly, if there is a demand on the tourist product I want to develop 
(quote no. 52). 

The respondent's justification for developing other aspects of tourism rather than the 

cultural product lay in the fact that the state's tourism development policy was aimed 

at increasin
0
er the tourist traffic to the destination, which would in tum attract new 

segments of tourists and hence lead to an increase in revenues. Therefore, the increase 

in revenues, although a very important element, was not the primary motive of the 

state in developing the new aspects of tourism in Egypt. Their main concern was 

expanding the tourist segments, rather than concentrating heavily on the cultural 
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product, which is by its very nature fragile and limited in terms of the number of 

tourists it can attract. The same infomrnnt elaborated this point further in the 

following citation: 

This new aspect of tourism is not only confined to a beach, but our major 
goal when we developed this product was to extend the tourist nights or 
the average length of stay of the tourist. This is because the more the 
tourist stays, the more money he will spend, ,vhich will in turn lead to an 
increase in revenues (quote no. 53). 

The respondent believed that the more tourist attractions provided in the destination, 

the higher the chance the tourists vvould stay longer. This - from the informants' 

viewpoint - would achieve two purposes. First, it would help extend the length of 

stay of visitors in the destination. Second, it would ultimately lead to an increase in 

the revenues. It was possible to check this information with the figures issued by the 

MOT on the average length of stay of its visitors over the last fifteen years. The 

figures are shown in the following table: 

Table 6.8 Average length of stay of tourists in Egypt from 1985 to 2000 

Year Average length of stay (days); 

1985 5.91 
1990 ?.11i 
1995 6.51 
2000i 6.o: 

Source: Egyptian Ministry of Tourism 

This suggests that the average length of stay was decreasing. It only showed an 

increase between 1985 and 1990, where it increased from almost six days to more 

than a week in 1990. However, from 1990 to 2000, the average length of stay showed 
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a gradual decrease. This trend in the average length of stay of tourists to Egypt was 

due to uncontrollable external conditions, such as the volatile political situation in the 

Middle East, in addition to the changes in the travel patterns for international tomists, 

which led them to undertake more than one trip during the year. This allowed them to 

di versify their tourist destinations, which influenced their length of stay in each of 

their selected destinations (Egyptian Shura Council, Report on Tourism in Egypt, 

Cairo, 1999). Accordingly, when comparing this result with what the key infom1ant 

has said in the previous quotation, \Ve find that the beach product did not increase the 

average length of stay as the respondent claimed. 

Another factor for development mentioned by respondents that induced the Egyptian 

government to go for the development of recreational tourism was that Israel had left 

a small legacy of hotels over the South Sinai region, which was considered to have 

potential for developing the beach product in the destination. Their accounts are 

provided in the following section. 

6.4.1.3 Israeli legacy 

The tourism consultant of the Ministry of Tourism said that Israel, during their 

occupation of the Sinai region, had made some developments for recreational 

tourism: 

Israel had relatively superseded us in the developmen! of recreational 
tourism in Sinai. They established some hotels in the city of ~harm El
Sheikh in South Sinai. When we got the land back, we dedicated the 
whole region ofthe Red Sea for tourism development (quote no. 54)-
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Further, the policy advisor mentioned: 

Within the reasons of developing South Sinai for tourism was that Israel 
had made some development in Sharm El-Sheikh during their occupation 
of Sinai. Although they established only three hotels in the area, which 
were at an evaluation stage, nonetheless, the sites selected for these hotels 
were in strategic locations (quote no. 55). 

The small legacy of hotels established by Israel during their occupation of Sinai was 

then the starting point for the Egyptian government to continue with a more major 

development scheme for recreation tourism. In addition to this development, there 

was also a political dimension to the decision undertaken by the state for the 

continuation of the development of recreation tourism over the region. This was to 

exploit the infrastructure created by the Egyptian and Israeli troops in tourism on one 

hand, as well as to prove Egyptian sovereignty over the region after the full 

withdrawal of the Israeli troops in 1982 on the other hand. This point was further 

elaborated in the following extract. 

6.4.1.4 Post war decision 

The ex-chairman of the EGAPT mentioned: 

The Red Sea is the natural extension of Sinai - the war zone area at the 
time where the Egyptian and Israeli military forces established massive 
infrastructure for military purposes. When the war ended, Egypt was re
divided administratively into govemorates, among them was the Red Sea, 
North Sinai and South Sinai. They started to think about exploiting the 
infrastructure that had already existed over there. Hence, the military 
conditions in these two particular regions upgraded their infrastructure in 
a very noticeable way (quote no. 56). 
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The policy advisor commented: 

The decision for developing tourism in Sinai was also due to political 
reasons, meaning the development of Sinai will first prove the 
sovereignty of Egypt over the whole region and at the same time prevent 
any foreign authority from imposing its control on it after its repossession 
by Egypt in 1982 (quote no. 57). 

On the basis of this key informant data, the development of recreational tourism over 

the Red Sea and South Sinai regions v.-as created by the conditions of the war, as well 

as the legacy left by Israel before the repossessing of the Sinai region by Egypt. 

Hence, the change or modification of the image was a political necessity rather than a 

free choice. From a political point of view, after the retrieval of the occupied 

territories, Egypt felt the need to prove its rnle and ov.mership of the land, and the 

development of tourism \Vas a vivid manifestation of this. Hence, tourism \Vas used as 

a vehicle of political sovereignty so as to establish the boundaries of Egypt in an area 

characterised by political conflict dating back to 1967. The Egyptian authorities also 

regarded tourism as a vehicle of promoting peace in the Middle East region in the 

sense that it cannot survive amid political tension. Thus, the establishment of tourism 

in an area of conflict was a deliberate strategy to establish peace in this area, and 

hence preventing any possible war in the future. 

On the other hand, the economic conditions enforced the image shift and bence, the 

repositioning of the image of Egypt. From an economic point of view, the conditions 

of the country after the war characterised by economic hardship and social inequality 

forced the Tourism Authorities in the destination to think about a remedy to this 
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situation. The first available option was tourism, which was interrupted during the 

1960s and 1970s by the political instabilities in the region. Accordingly, the 1980s 

decade marked a revival of the Egyptian economy through tourism as a vital revenue 

earner sector for the country. 

6.4.1.5 International tourism trends 

Another reason mentioned by the informants for the development of beach or 

recreational tourism in Egypt was that it was decided as a response to general trends 

of international tourism at the time, which favoured recreation or mass tourism, as the 

policy advisor commented: 

In the 1980s, we started to see an upsurge in the tourism investment 
projects in various sites like South Sinai, the Northwest coast and others. 
These projects enhanced the tourist base in the country. Accordingly, it 
became worthwhile for Egypt to delve into tourism with the same 
language prevailing at that time which was now and again the mass 
tourism era (quote no. 58). 

The chairman of the EGAPT mentioned: 

What made us think about this diversification were the tourism trends in 
the international tourist market at the time. They were dominated by 
recreational tourism, which occupied about 70% of the international 
tourism movement. Hence, we had to participate in this new trend and 
offer this product (quote no. 59). 

Respondents thus agreed that the shift towards developing recreation tourism m 

Egypt was done as a response to the international tourism trend at the time. Hence, it 

was a demand-led development rather than a supply-led one. However, this tends to 

conflict with the earlier comments on the promotional approach of the state, which 
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had ignored crucial elements of demand assessment in developing its products. Chief 

among these factors was deployment of market research to assess the ultimate user in 

the supply chain. 

In summary, although the ET A was responding to the demand in the international 

tourist market in their development of the recreational product, they did not identify 

the degree of suitability of their product to the type of the international demand at the 

time. This is because the development of new tourism aspects cannot only be based 

on a response to the general external environment. Rather, it has to be based on a 

rigorous assessment of the characteristics of the existing product and whether it suits 

the requirements ofthe target market or not. 

6.4.1.6 Repeat visitors 

The sixth and last reason for the development of recreation tourism in Egypt was the 

ability of the new product to create a repeat visitor to the destination. Most of the 

respondents interviewed from the public and private tourism sectors in Egypt agreed 

that the development of recreation tourism in Egypt is more capable of creating a 

repeat visitor. This competitive characteristic of the beach product induced the 

Egyptian Tourist Authorities to diversify the tourist base of the destination. 

The counsellor of the Egyptian Minister ofTourism noted: 

These new products such as the beach tourism or recreational tourism can 
provide a repeat visitor to our destination unlike the traditional cultural 
tourist who only comes once to see the monuments (quote no. 60). 
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A chairman of one of the major travel agencies in Cairo who possesses a high 

professional experience in the field of tourism said: 

!he pyramids alone will not sell Egypt as there is too much competition 
m the travel market now. I have a say in this matter which is the 
archaeological product is a stackable product, which means that tourists 
from a~l over the world consider a trip to Egypt as a lifetime trip. Hence, 
they w1ll come only under their very best conditions. This is because the 
monuments will not vanish; they will always be there... Therefore, you 
have to attract a different type of tourist. Hence, we began to enter a 
different tourist market; that is the beach tourism market (quote no. 61). 

The planning manager in one of the tour operating firms in London made the same 

point: 

But there are lots of people who are going back to Egypt for a second 
visit and they are the ones really who we are appealing to with this extra 
product. Because they've been down the cruise, they still want to come 
back and see the people and do more ( quote no. 62). 

From what the different interviewees expressed in the previous three quotations, they 

all agreed on the ability of the recreational product of Egypt in creating a repeat 

visitor to the destination. This is due to the limited ability of the cultural product in 

attracting a repeat visitor, as it is by its very nature unchanging. However, one 

Egyptian tour operator did not agree with the general perception of the respondents 

about the inability of the cultural product of Egypt in maintaining a repeat visitor to 

the destination: 

If we take the cultural product, we can offer a diversified cultural product. 
In Egypt, the cultural product consists of the pyramids, citadel and the 
antiquities museum in Cairo, the monuments in Luxor and Aswan. These 
are the standard classical cultural sites. On the other hand, culture 
internationally has a different concept. It includes ballet, opera, musical 
concerts, and different museums, painting galleries, etc. All these aspects 
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of cultural tourism exist in Egypt but we do not offer it to tourists. This is 
the diversification of the cultural product that exists in Egypt ( quote no. 
63). 

This response highlighted a very interesting issue - the fact that the concept of 

diversification can also be applied to the cultural product. If the decision-makers in 

the Egyptian public tourism sector wanted to increase the tourist traffic to the 

destination for an ultimate goal of increasing the total tourist revenues, they should 

have thought of developing expensive types of tourism that would help them achieve 

their target of raising the tourism's contribution to the country's balance of payments. 

These other aspects of cultural tourism mentioned by the above respondent, if 

properly planned, would have achieved the destination's ambitions of enlarging the 

benefits from tourism, instead of diversifying other tourism products without careful 

consideration of their potentially negative consequences. 

In summary, competitive advantage, carrymg capacity, Israeli legacy, post war 

decision, international tourism trends, and repeat visitors were the key reasons that 

induced the ETA to diversify the tourist product ofEgypt by adding other aspect(s) of 

tourism, principal an1ong them, is the beach tourism. In the TALC model suggested 

by Butler (1980), he argued that a destination goes through different stages 

throughout its lifecycle. These are exploration, involvement, development, 

consolidation, stagnation and then either decline or rejuvenation. The reasons that 

could lead to the decline or the need to rejuvenate the destination product and/or 

image are varied. Butler provided five suggestions as options to be taken by a 
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destination that expenences stagnation in its tourist performance. The first two 

suggestions were provided as remedies to rejuvenate the stagnant product, while the 

remaining three were assuming the causes ofdecline. 

The first assumption was that successful redevelopment could result in renewed 

growth and expansion. The second suggests that minor modifications and adjustments 

to capacity levels, as well as continued protection of resources could allow continued 

growth at a much reduced rate. The third proposes that a readjustment to meet all 

capacity levels would enable a more stable level of visitation to be maintained after 

an initial readjustment downwards. The fourth hypothesises that continued overuse of 

resources, non-replacement of ageing plant, and decreasing competitiveness with 

other areas would result in the market decline. The last option postulates that the 

intervention of war, disease or other catastrophic events would result in an immediate 

decline in the numbers of visitors, from which it may be extremely difficult to return 

to high levels ofvisitation. 

In the Egyptian repositioning case the reasons that motivated the tourist authorities to 

diversify the tourist base of the destination were not directly related to a decline in the 

performance of its original cultural product. Although, as debated in the previous 

section one of the aims of the diversification was to lessen the pressure caused by the 

excessive exploitation of the archaeological sites due to its fragile nature via 

developing other tourist attractions. However, the cultural product was emphasised in 

the promotion policy of the state as the major tourist attraction of the destination. 
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Thus, the state's policy was rather aiming at augmenting its cultural dimension by 

adding more aspects into it via developing additional products. Therefore, the image 

shift in the Egyptian case was primarily aiming at augmenting the state's major tourist 

attraction, via diversifying its products, while at the same time consolidating its 

original cultural icon. 

The researcher then went on to carry out further enquiries into the shortcomings and 

inadequacies that were associated with the planning of the enlarged tourist base of 

Egypt. The different informants revealed the following pitfalls. 

6.4.2 Unaccountable performance among domestic tourism entrepreneurs 

A domestic tour operator mentioned that the unaccountable behaviour of some of the 

tourist investors in Egypt, regarding the management of their projects, was one of the 

causes of the ill planning of the tourism development in the destination. 

Most of the investors in the tourism sector today do not own the money 
for their projects; instead they borrowed it from the banks. Hence, when 
any problem or crisis occurs, the first thing they do is to run to the 
government and ask it to cut their taxes and bank loans and the interest on 
these loans. This constitutes a big problem for the banks today, because 
they don't know what to do with these projects. These projects have to 
work to raise money and the bank doesn't possess the required experience 
to operate them (quote no. 64). 

It seems, therefore, that there are no rigid regulations or restrictions on the issuing of 

the bank loans for investors who bid for them. As a result, investors do not have 

liability for the huge sums of money they borrowed from the banks as loans to 
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finance their projects. As the last informant suggested, they didn't seem to bear any 

losses of their projects, passing the bulk back to the banks. Consequently, this 

constitutes a lost opportunity cost. It means that they neither invested these amounts 

of money in their projects, nor left it to these banks to invest it in other projects. 

Hence, it is a huge waste of capital. 

The researcher also found another shortcoming in the planning sector in Egypt. It lies 

in the inconsistent managerial philosophies between the public and private sectors in 

the destination. The aim ofdeveloping beach tourism or recreational tourism in Egypt 

was to increase the tourist traffic to the destination, which would eventually lead to 

increased revenues, and thus enhance the country's balance of payments. This is the 

public sector or policy makers' point of view. However, due to the absence of 

informed planning based on scientific criteria and studies, the public sector 

management philosophy brought a low spending category to the destination which 

didn't implicitly achieve the intended objectives. The following section elaborates the 

proponent and opponent views of the planning philosophy adopted by the policy 

makers in the Egyptian tourism development sector. 

In discussion of the policy of development with the local operators in Egypt, the 

policy advisor, as well as the ex-chairman of the EGAPT, they were all very critical 

about it. They accused the government of having a very short-sighted policy 

regarding the development of recreational tourism. This development did not take 

into its account the carrying capacity of the sites on which it was established, nor the 
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socio-cultural and environmental impacts of developing this type of tourism in the 

country. The following critical issues were mirrored by the interviewees from the 

public and private sectors. 

6.4.3 Oversupply of hotel accommodation 

One of the private sector respondents commented on the policy of the state in 

developing beach tourism in Egypt, which was in favour of increasing the capacity of 

the hotel accommodation in the newly developed sites: 

The TDA began to distribute lands to anyone who wants to invest in these 
tourist projects for only $1 per square meter. They also did some studies -
which I've to admit were good studies - however, the mistake began after 
these studies, by which instead ofplanning for what they want from these 
projects? They just developed it with a high rate. In other words, they 
should have asked themselves these questions: on what basis can we 
increase the number of rooms in these hotels? Is it on the theory of 
building first and then bringing tourists to fill these rooms, or building a 
limited number of rooms and when the demand exceeds the supply, we 
add to the existing capacity by establishing other hotels. In fact, the 
Egyptian Development Authority applied the first theory which is 
building first an increasing capacity of rooms over the years on the belief 
that the more they enlarge this capacity, the more tourist traffic they will 
attract to the destination ( quote no. 65). 

This response highlighted the policy of the TDA in developing the infrastructure for 

recreational tourism in Egypt. Their policy -according to the informant - was based 

on their belief that the more they expand the accommodation capacity, the bigger the 

chance to attract an increased number of tourists. However, from what the respondent 

mentioned, it didn't seem that their policy was based on forecasting studies of the 

anticipated growth in their target markets. Instead, it was a supply-led rather than a 

demand-led development policy, based on the theory that the more developed and 
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equipped the supply in the infrastructure of the recreational product, the better the 

chance to attract the required augmented volume of tourist traffic. However, this 

policy did not take into consideration that there are other important factors that 

influence the demand of the tourist products besides the supply. Among these factors 

were the promotional policies that will allow the destination to attract the volumes of 

tourists they need for their products. However, it seemed that the Egyptian supply 

sector left the process of attracting their target segments to the international operators 

and was only concerned with providing the infrastructure of the new product. 

6.4.4 Lack of integrated planning 

A second private sector professional mentioned another inadequacy in the 

development policy of the state - the way in which infrastructure was ignored. 

We have to stabilise the construction of the hotels and we have to start 
making a parallel development in the surrounding facilities, such as the 
services of the roads, airports, transportation, sewerage system, water 
supply, electric supply, etc. It has to be an integrated planning system for 
the whole structure of the tourism industry in Egypt in order to be able to 
say that we have tourism which offers good service and high quality of 
accommodation and so on ( quote no. 66). 

The informant suggested that the main concern of the state's developmental approach 

was to establish the hotels before thinking about service provisions. This was thought 

to constitute a pitfall in the planning process that could have serious consequences, 

such as insufficient water supply, and poor electricity, which would ultimately have a 

negative impact on the overall supply and quality of the service. A factor that could 

exacerbate this issue is that Egypt, as a developing country, suffers from an over 
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population rate. Hence, inducing an increased level of consumption of its natural 

resources would cause severe negative environmental repercussions in the long-term, 

including depletion of resources, congestion and an ever increasing rate of pollution. 

A third domestic operator raised another objection to the planning theory adopted by 

the TDA for the new image of Egypt - the unsystematic method of planning for 

development. 

6.4.5 Unsystematic planning 

I can give you an example of \vhat should have happened at the beginning 
of the development of these new tourist sites. For instance, if the tourism 
development plan was targeting one million tourists for the city of 
Hurghada, I have to decide first what type of tourists I wanted to attract to 
my destination. After deciding upon the type of tourists, I have to develop 
my infrastructure to suit this segment. I also have to calculate the 
consumption of this incoming tourism. However, I can say that none of 
this had happened ( quote no. 67). 

The lack of segmentation of the target tourists that are needed for the new tourist 

product of Egypt in the promotion of the image influenced the development of the 

new product according to the above informant. This means that the development of 

the recreational product in Egypt was not targeting a particular segment of tourists in 

terms of their spending power and consumption patterns. Ho,vever, the above 

interviewee believed that the Egyptian supply sector should determine the category of 

its target groups and the type of service and price they needed before developing its 

tourist product, and forecast demand for it. 
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The second domestic operator (mentioned earlier in quote no. 66) provided a 

hypothetical model of what the IDA should have done in developing the newly 

recreational sites in Egypt: 

If this planning from the begirming had specified sites, how? If \ve take 
the Red Sea region for instance, which is 1200km, we can say that the 
first 300km will be for district A for example. This district will be 
allocated the construction of five-star hotels only. This site will be owned 
not only by one person, but will be shared between three or four persons 
(which is an important point) by which the price for each of these rooms 
has to be fixed and imposed by the state. Then the next site will be for 
district B which should be less than the first site in tem1s of the level of 
the rooms. The third district will be for the youth, the fourth for camping 
and so forth. Hence, we have to think about the rooms from this 
perspective. vVhereas, if we left the whole planning process to what is 
happening now, by which we open the whole beach and build all the 
hotels with different categories together, this will lead to the situation we 
are witnessing no\v as the three-star hotel is close to the five-star one. The 
former takes the clients of the latter by offering them lower prices and the 
five-star hotel owner, due to this situation, will face a decline, hence he 
will be forced to lower his price and his service in order to get the clients 
and so on (quote no. 68). 

The Egyptian tourist professional indicated the high competition among domestic 

tour operators in Egypt as a result of the planning approach adopted by the state in 

establishing all the hotels with different categories within the same site. This 

approach in plarming - according to the respondent - created fierce competition 

among the O\Vners of these hotels due to the absence of any control over the prices. 

From the respondents' viewpoint, the state should have divided these hotels according 

to their categories, as \Vell as imposing certain prices for each category, thus 

restricting the owners from manipulating the prices, which will in the end influence 

the whole image of these resorts. However, the prices of the tourist services in any 
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destination are subject to market forces of supply and demand, as stated earlier, 

therefore, the state cannot impose prices and fix it due to the constant fluctuations in 

the supply and demand in a highly competitive tourism industry world-wide. 

Accordingly, the researcher takes the view that the private sector professionals 

themselves have to play such a role, as they own the hotel establishments, thus having 

more authority over the public sector, by which they can impose their own prices 

according to the quality of the service they offer. Nevertheless, according to the 

respondent, the five-star hotels are forced to lower their prices in order to get the 

clients who are attracted to the low prices offered by the three-star and four-star 

hotels. Hence, it is evident that the recreational tourist or the mass tourist is only after 

the low price. Therefore, he does not care about the quality and the service, but rather 

the lowest price he can get. However, despite the disadvantages of the tourism public 

sector's approach of development as mentioned by the tourist professional, the senior 

executive of the TDA defended this approach: 

First of all, there are no five-star hotels for beach tourism in Egypt. They 
are all classified as three-star to four-star hotels. The five-star package is 
offering a special five-star service to a particular segment and in this way 
they are moving to the tourist enclaves. They want to isolate their clients 
from Egypt and take them to a segregated zone without showing them 
anything of the country. This was a mistake and it will never be repeated 
again. Otherwise it will produce very negative social impacts. But our 
usual tourist who comes from the airport to the tourist site is from three
star to four-star level. This elite tourism that is separated from the society 
will not work. This is because you can't offer him an airport for the elite 
or streets for the elite and so on ( quote no. 69). 

This further explained the approach adopted by the TDA for the development of 

infrastructure of beach tourism in Egypt. The chief official argued that separation 
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between the different categories of the resort hotels would in turn lead to a separation 

between tourists according to their class and consumption patterns from the rest of 

the tourists. This would possibly lead to serious social implications by creating what 

he called 'tourist enclaves'. This segregation of rich tourists would not, in his opinion, 

do any good to a country where poverty is a way of life. 

The idea of the tourist enclaves began in the 1980s under the effect of the Egyptian 

government decrees of 1976 and 1981, which prohibited the building of hotels and 

other enterprises on the west bank of the archaeological city of Luxor. This was done 

to preserve the touristic quality of the villages and pharaonic sites. Consequently, the 

decrees dictated that any building must be of mud brick and were severely restricted. 

They also prevented the issuance of any new commercial or workshop licenses. 

Hence, developing Luxor tourism has required the 'de-development' of these villages 

(Mitchell, 1995). A remedy of this situation was in the form of a program devised by 

the World Bank in 1982, which was drawn up by the U.S. consulting firm Arthur D. 

Little, and it suggested two remedies to this situation. First was a co-operative to 

improve the quality of home-made souvenirs. Second was the building of a new 

village to the north, which would ease the housing shortage, and at the same time, 

move people even further from the tourist industry. It would also remove them from 

their fields and other places of employment (Mitchell, 1995). The consultant's brief 

was to increase tourism revenue from better visitor management in the form of better 

roads, bus parks, and other facilities, to increase the number of tourists, as well as 

increasing water and electric supplies and other infrastructure to enable the 
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development of luxury hotels and Nile cruise ships. The premise of this new 

development approach was due to the limitation on the number of tourists who could 

visit the monuments, hence income growth was to come from a shift towards 

wealthier tourists. 

Although this trend in development generated considerable growth in Egyptian 

tourism between 1982 and 1992, it deprived most of the locals of the economic 

benefits of tourism. This was due to the fact that foreign contractors, consultants and 

equipment were the participants in this development, and only a handful of locals 

found jobs as unskilled workers below subsistence wages in Luxor hotels. A few who 

had established small hotels or other tourist enterprises before the development ban 

was imposed were excluded (Mitchell, 1995). Moreover, the World Bank's program 

for Luxor tourism was designed to increase this separation. The Bank's consultant 

conducted a survey in Luxor and reported that tourists' biggest complaint was of 

being bothered continually by locals trying to take them somewhere or sell them 

something. The consultants recommended that no further peddler licenses be issued 

and devised a visitor management scheme to minimise unregulated contact between 

tourists and the local community (Ibid.). 

The major reason for creating such tourist enclaves was that the industry became 

concentrated in the hands of luxury hotels which are mostly under the management of 

American or European chains with managers who seek to increase their profit by 

channelling more and more tourist expenditure within their own establishments. 
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Further, the grand Egyptian hotels that used to provide little more tha,'1 

accommodation and a dining room have been replaced by complexes that offer a wide 

range of facilities and services. The Nile cruise ships and the walled tourist villages 

where space is plentiful, such as the Red Sea coast, are even more self-contained 

(Mitchell, 1995). One of the small towns in the Red Sea called Dahab has also 

witnessed an increased marginalisation of its native Bedouin population from the 

economic opportunities of tourism, as well as their removal from the valuable seaside 

properties, which now serve as the centre of tourist activities (Behbehanian, 2000). 

Despite this exclusion of Bedouins from the economy and spaces of tourism, the 

industry simultaneously depends on the - contained - presence of Bedouins, whose 

'culture' and 'hospitality' are central components of the tourist experience in Sinai 

(Ibid.). 

According to the above arguments, the confinement of the tourism economic return to 

the foreign investment and operational chains had acute negative repercussions on the 

economy of the host country. Consequently, public sector opinion was opposed to 

this approach in development, while the private sector professional supported it being 

in favour of profit augmentation rather than social and economic welfare of the host 

population. Moreover, if the state's approach is to develop these resorts for the mass 

consumption of tourists, there is no need to establish five-star hotel categories in the 

resorts of the Red Sea. However, these contrasting approaches in development 

between the public and private sectors in the destination had raised the quality versus 

the quantity issue. This issue is debated further in the following section. 
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6.4.6 Quality versus quantity tourists 

A key issue with respondents was the 'quality tourist' issue. The ex-head of the 

EGAPT mentioned: 

The issue is very simple. When a high official declares that the tourist 
movement to Egypt has reached five or six million, that's great, but what 
kind of tourists? I can answer you that they are from the lower middle 
class. Is this the type of tourist I want? I'll tell you why? By the way, I 
am not class conscious, but the rule in business dictates that if you are 
known as a decent destination, you have to attract decent people. This is 
because we have a quality product; hence we should respect it. A quality 
product is for a quality market. This was the motto that was ruling our 
marketing effort in the past. We were not obliged to lower the price ofour 
services during any crisis because we knew that no significant volumes of 
tourists were coming, hence the low price policy would not make much 
difference. This policy was totally opposite to what is running now, 
which is when you get any problem with the tourism demand, you lower 
your fare. This short-sighted policy brought to the country a low standard 
of tourism and tourists (quote no. 70). 

The low category of tourists brought to the destination was primarily due to the 

policy adopted by the state, which was for the sake of increasing the tourist traffic to 

the country. However, due to the fluctuations in the demand of the Egyptian product, 

the Egyptian private sector found that they had to lower their prices to attract demand 

from any type of tourists to the destination. However, the above respondent's 

argument is based on the premise that the destination is mainly offering a quality 

product, that is, the cultural product, hence it needs a quality market. The problem 

occurred in the planning for developing beach tourism in Egypt. For instance, in the 

promotion of the new image, the EGAPT did not differentiate between high spending 
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markets and the mass markets. This point was raised by one of the British tour 

operators as he says: 

I think it is too much to include everything about Egypt in one advert. 
Instead, they can design a campaign only for the beach resorts and 
another campaign for the Nile and culture tourism, etc (quote no. 71). 

According to this, it seems that the policy of the ETA through the repositioning 

programme was to diversify the image of Egypt in order to make it suitable for a 

range of different trends of demand from cultural tourism, recreational tourism, 

conference and incentives tourism, and golf tourism. However, in their promotion, 

they did not differentiate between the needs of the cultural tourist and the recreational 

tourist. Instead, they offered Egypt to all comers. This was considered to be a wrong 

policy from the policy advisor's vie\\-point: 

When you do a promotion, you've to direct your promotional efforts to a 
certain level of clientele. This doesn't occur simply because those 
responsible in the EGAPT do not know how to reach the rich tourist, and 
it is logical to say that when \Ve've a rich tourist who finds that you are 
catering for a poor or limited income tourist \Vho came to stay in a five
star hotel, the elite tourist \vill not accept that and will decide not to come 
to this hotel anymore (quote no. 72). 

The policy advisor in quote no. 72 reiterated the same point raised earlier by the ex

chairman of the EGAPT, which is the policy of constantly increasing the hotel 

accommodation in the belief that it would allow the destination to increase its tourist 

traffic, irrespective of their categories or segments. As a result, a price-conscious 

category of tourists became the dominant tourist segment of the destination according 
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to the above respondents. The low price also emerged as a result of other external 

factors, which were outside the destination policy planners' control. This was the 

political condition in the Middle East, which influenced demand on destinations 

situated within the region. Thus, the supply-demand mismatch in Egypt was a result 

of direct internal factors represented in the oversupply of hotel accommodation, as 

well as indirect external conditions embodied in the unstable political situation in the 

Middle East region. 

6.4.7 The low price of the Egyptian tourist product 

The issue of the low price was one of the most frequently mentioned issues raised by 

informants from the public and private tourism sectors in Egypt. The General 

Secretary of the Egyptian Chamber of Travel Agencies, a private sector institution 

that acts as a co-ordinator between the Egyptian travel agencies and the Ministry of 

Tourism, proffered his opinion about the issue of the low price of the new Egyptian 

product: 

We are living in a free market in which the government has no authority 
or role over the prices of the tourist services in the destination. The big 
problem that resulted from this policy is that the hoteliers in Egypt are 
working with the principle of hit and run by which, if there is a high 
demand, they will raise their prices to the maximum and if the demand 
falls, they will react by lowering their prices to the minimum. There is no 
fixed pricing policy. In addition, they do not even study the pricing 
system of other countries. Therefore, the pricing system of the hotels in 
Egypt is another big problem (quote no. 73). 

The respondent's opinion seemed not in favour of the free market policy of tourism 

and in wanting the Egyptian government to take a more active role in fixing the prices 
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of the different tourist services m the destination. This view does not sound 

reasonable, as the tourism industry is a highly fluctuating industry, thus it is subject to 

the powers of supply and demand in the international tourist market. However, he 

was criticising the unprofessional attitude of the private sector entrepreneurs in their 

reactions to these fluctuations in prices. From what he said, it seemed that they had 

no tactical policy in adjusting their products' prices to the sudden and unpredictable 

changes that occur in international tourism demand. 

A public sector respondent, when considering the issue of the low price of the 

Egyptian product that possibly leads to the negative image of Egypt as a cheap 

destination, commented: 

Why not? We are not the only cheap destination. Spain is a cheap 
destination, so is Tunisia and Morocco, etc. Mass tourism is a very 
important segment and we have to work on it. That's why I have to work 
with tour operators and advertising companies, as well as public relations 
companies in order to help me in targeting this segment of tourists ( quote 
no. 74). 

The public sector principal administrator did not mind Egypt being termed as a 'cheap 

destination'. His argument was based on the basis that if the destination wants to 

target the mass market, it is normal to lower its price, or to sell its package with cheap 

prices, as long as it sells it to an enlarged volume of tourists. However, when asked 

by the researcher about the claims of the local tour operators that the policy of the 

state in increasing the tourist traffic had brought losses rather than gains to the 

destination, he answered: 

299 



Chapter Six: Findings of the Study 

This is not true for many reasons. We adopted a policy of increasing the 
tourist traffic to Egypt in order to cope with the increased rate of 
development in the tourist establishments we started to construct from the 
early 1980s. In order to bring this volume to your destination, you have to 
lower your fare. These tourists have paid for their tourist package and this 
package has a certain percentage of profit for both the foreign and local 
operators. Additionally, when this tourist comes to the destination, he 
buys some options, such as visiting a bazaar, having extra services in the 
hotel, etc. Hence, after buying this package, plus the extra services, do 
you still think that this type of tourist is not enhancing the Egyptian 
economy and creating opportunities for employment in the tourism 
sector? (quote no.75). 

The respondent's view was in favour of bringing large tourist volumes, who despite 

having lower spending power, would compensate by their numbers for these low 

prices. The public sector informant was looking into the economic and social 

problems in the destination, which the increased volume of incoming tourists might 

reduce. However, from the purely commercial viewpoint, the private sector informant 

challenged the view that it was only the rich tourists who could contribute 

significantly to the destination. One operator commented on the buying behaviour of 

the price-conscious category of tourists: 

The local tour operator lowered his price and accepted this low category 
of tourists. When we come and see their buying behaviour, we will find 
that if you offered him an item in the bazaar, which costs $50 for 
example, he will never buy it. As he will say that he is paying $25 for a 
room in a hotel on a FB basis, so how come he pays $50 for only a single 
item in the bazaar. Hence this influenced his buying behaviour as well, it 
is the very thinking that he is paying only $25 for his room on FB basis 
(quote no. 76). 

The private sector interviewee explained above why the spending power of the new 

category of tourists is low. Consequently, even the increased number of tourists from 
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this type would not significantly benefit the economy as the senior official of the 

EGAPT claimed. The private sector professional wanted a category of tourists, who 

could significantly contribute to the economy of the destination, while the public 

sector official wanted primarily to increase the tourist traffic to the country. Hence, 

the private sector is for the quality of the tourist, while the public sector is looking for 

the quantity of tourists who can help the government solving the problem of 

unemployment and social inequality at the destination. However, the researcher's 

view 1s that the tourist professionals in the destination had become used to the 

cultural tourist who used to be the principal tourist segment and who was 

characterised by high education and spending power. They now found difficulty in 

adapting to the beach or mass tourist segment who having different attitudinal and 

consumption patterns. 

The former informant explained the reasons for the low price of the new product of 

Egypt in the following quote: 

When we come and talk about the price, we will find that the local 
operator has to accept the price offered to him by the international 
operator because he has to cover his fixed expenditures each month, as 
well as the running expenses of the hotel itself, which makes him in a bad 
need to get any revenue for his hotel. This is regardless of the capit~l 
cycle and the banking interests, which he has to cover as well. The big 
shortcoming in our banking system lies in its med~~ _term l?an. In 
Egypt, the medium term loan period is five years and 1t 1s 1mposs1ble f?r 
any investor to return the amount of money he borrowed from the bank m 
this short time. Of course, he'll do his best, but nevertheless, he can't 
cover it. Then he will find that he made a feasibility _study in whi~h he 
states a price per room, for example, $80 or $100, but m_ fact he cant s~ll 
it for more than $40 to $50. This is even ifhe could survive and sell annd 
this ferocious competition (quote no. 77). 
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The respondent here suggested that the causes of the low pnce of the Egyptian 

product was primarily due to supply and demand, as well as the banking laws in the 

country, which forced the investor to return his loan within a short time. Hence, he 

had no option but to lower his price in order to run the expenses of his establishment, 

and to pay back his loan to the bank. It thus seemed that the problem of the low price 

of the Eg)])tian tourist product was due to a variety of reasons. Both the public and 

private tourism sectors participated in these reasons. 

From the public sector side, the diversification in the tourist se£111ents 111 the 
C, 

destination \Vas an inevitable decision for the country in order to solve its prevailing 

shortage in foreign currency earnings and at the same time to create more 

employment opportunities for its locals. These motivations justified its interest in 

developing the tourism sector at such a rapid pace. However, the high rate of 

development, which was not based on realistic forecasting studies of the supply and 

demand of the new product-mix of Egypt, as well as the capacity of the infrastructure 

to cater for the increased demand, had contributed significantly to the low p1ice of its 

product. However, the public sector cannot bear all the blame for the alleged low 

price of the new product-mix of Egypt. For, they are not selling the tourist product 

directly to the consumer, nor influencing its price by imposing fixed rates on the 

private sector stakeholders. Nonetheless, their policies influenced the attitude of the 

private sector professionals indirectly. This was due to the short period imposed by 

the state for redeeming the loans borrowed by these entrepreneurs from the banks. 

Consequently, there was a pressure put on them to sell their hotel rooms, particularly 
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during the periods of low demand , which forced them to sell th e1r· services· w1·th 1ower 

prices than the normal rates. However, the researcher believes that if the Egyptian 

public tourist authorities acted positively during the sharp low periods by preventing 

the private sector entrepreneurs from lowering their prices to a minimum rate this
' 

spiral of low prices would not have occurred in the first place. 

6.4.8 The concept of mixed development 

The counter argument to the claim presented by the private sector respondents, as 

well as the ex-chairman of the EGAPT for the perceived wrong policy adopted by the 

tourism public sector which was in favour of the quantity rather than the quality 

tourist market, is presented by the head of the TDA: 

I want to highlight a very important point to you. That is our development 
is based on mixed development, we are not in support of tourism 
segregation or enclaves. Because this will make our establishments look 
like army camps. We will never return to the age of tourism enclaves like 
what was done in South America for instance, No way (quote no. 78). 

The key informant in the TDA cited in quote '78' explained his opinion regarding the 

policy of the state in erecting different types of hotel within the same tourist site. As a 

PhD holder in Engineering, he was trying to explain the concept of development 

adopted by the TDA, which stands for mixed development. This type of development 

is against the one advocated by the local tour operator which stands for dividing the 

tourist sites into zones or districts by which each district will be allocated to one hotel 

category, rather than building them altogether. The key administrator in the TDA 

called this type of development segregated development, which from his point of 
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view, had negative social implications on the locals. By comparing the viewpoints of 

the respondents, it will be seen that there is a conflict in the understanding of the 

concept of development between the public and private sectors. The point of view of 

the senior official of the TDA was that the separation or the zoning of the hotels, as 

claimed by the private sector professionals, would lead to negative social impacts in 

the destination due to the deprivation of the locals from the economic benefits 

brought about by tourism. 

In this concern, Sauter and Leisen (1999) divided the stakeholder orientation in the 

tourism sector into relationship versus transaction orientation. Stakeholders who 

manage under the relationship orientation value interaction with the local residents, 

who in tum enjoy the sharing of their culture in this interactive process. Within this 

concept, the stakeholders focus more on the functional (process) dimensions rather 

than the technical (outcome) aspects of service quality. Hence, the authorities seek to 

blend tourists with the local residents by promoting higher integration with the place 

visited and complete involvement in the social and cultural life of the host 

destination. Whereas stakeholders who manage under the transaction orientation 

believe that tourism can generate income to the destination by encouraging non

interaction motivated tourism with a minimum of local contact (from Lea, 1988). 

Further, the authors added that such an approach involves the establishment of 

physical boundaries between locals and tourists. The target of the stakeholders 

adopting such an approach is to isolate and thus protect the local communities from 

unusual cultures and environments (Sauter and Leisen, 1999). 
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By applying stakeholders' development approaches identified by the above authors to 

the case of Egypt, it can be seen that the public sector was adopting the relationship 

orientation, whereas the private sector, the policy advisor and the retired high official 

of the EGAPT, wanted to apply the transaction orientation to the development. The 

first approach focuses on the functional (process) dimensions, while the second 

approach seeks the outcome of the tourism service (Ibid.). Accordingly, the approach 

of the private sector entrepreneurs in Egypt is to put the right person in the right place 

in order to maintain the quality of the service and the prices of the hotels, while the 

public sector is concerned with development that benefits the local community by 

appropriating the cultures of the host and guest. 

The head of the planning sector of the EGAPT echoed the public sector development 

approach: 

If a local felt that a foreigner is enjoying a certain tourist attraction in his 
country while he is deprived from enjoying it, he will completely tum 
against this activity. Hence, I've to raise his awareness to the existence of 
different cultures with different attitudes and beliefs instead of isolating 
him from the rest of the world (quote no. 79). 

The senior executive endorsed the mixed development approach advocated by the 

head of the TDA in the state's policy of not isolating the locals from the tourists in 

order not to create long-term socio-cultural impacts on the host community. However, 

the other group of informants criticised the state's development approach of not 

considering the socio-cultural, environmental and economic consequences associated 
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with the development of beach tourism primarily for the international tourist market 

on the local communities in the destination. 

6.4.9 The Impacts of the Repositioning Programme 

Some of the respondents interviewed by the researcher suggested that the unstudied 

planning of the repositioning of the tourist image of Egypt had led to serious 

consequences for the environment, economy and socio-cultural fabric of the society. 

These impacts are delineated in the following extracts. 

6.4.9.1 The socio-cultural impacts of repositioning 

The policy advisor and the ex-chaim1an of the EGAPT told the researcher that due to 

the pitfalls that were associated with the planning for the development of beach 

tourism in Egypt, long-term socio-cultural, environmental and economic costs had 

resulted. The ex-chairn1an of the EGA.PT said about the socio-cultural impacts of the 

new image of Egypt: 

We had another thought, which I think ,vas somehow conservative, when 
we started to think about the diversification of the Egyptian tourist 
product. This thought was about our ability to compete in the field of the 
seashore. Because you have to b10,v that during the 1980s we started to 
have some attitude on the coast that was not absolutely acceptable for the 
locals. This ,vas the appearance of the female tourists sunbathing topless 
on the beach. Whereas our neighbourhood destinations that compete with 
us like Cyprus, Spain, Turkey, Greece, etc., which are all well established 
beach destinations, allow this type of behaviour. Therefore, our chances 
for competition were somehow limited (quote no. 80). 

The informant identified the cultural differences represented in the western attitudes 

and its influence on an eastern society like Egypt. These attitudes did not conform to 
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the attitudes of the locals in a traditional society. Hence, the repositioning of the 

tourist product of Egypt resulted in a danger of cultural transformation of the local 

communities in some of the tourist sites in the destination that would lead to either 

complete absorption or complete rejection of a western culture considered to be a 

threat to the society's value system and religion. 

The policy advisor elaborated on this theme further: 

From the socio-cultural point of view, you have to assess the impact of 
the transformation of the image of Egypt from a cultural to a recreational 
aspect on certain communities. This transformation of the image, whether 
wilful or non-wilful, has resulted in long-term socio-cultural impacts. For 
instance, the transformation of the society from traditional into non
traditional or what they call modem or post-modem. Does this have 
positive or negative impacts? In a western society, they say it is positive, 
because it leads to the modernisation of the society. While others say that 
this modernity when it occurs in a traditional society will cause or lead to 
the destmction of the traditions of this society, its value system and 
eventually its religion. If you adopt what the western world wants you to 
adopt, you will destroy the family unit of your society, the whole 
community apparatus, etc (quote no. 81). 

The policy advisor agreed with the ex-chairman of the EGAPT on the negative socio-

cultural consequences of the recreational tourist product on a traditional society like 

Egypt. This type of tourism imported western attitudes, which did not conform to the 

norms and attitudes of the locals. Thus, it will have acute long-term negative 

consequences on the local community. In this concern, Mason (1990) argued that 

tourists bring their own social values and behaviour, which can distort local social 

habits and customs. He maintained that residents of host countries could find it 

difficult to coexist with foreigners with different values, who were primarily involved 
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with leisure activities, while they had to work and carry on with 'normal' living. The 

author contended that countries with strong religious codes changed through social 

values caused by a 'tourist invasion' might be nationally undesirable. Page et al. 

(2001) argued that tourism could bring negative demonstrative effects. The danger 

being that mixing cultures could result in a culturally weak society being changed 

through constant contact with a stronger one. Jn effect, the values and attitudes of the 

strong nation would be transferred to the weaker nation. An instance of this process is 

the infiltration of western culture into less developed countries. This is manifested in 

the different views, attitudes, behaviour patterns, aspirations and expenditure patterns, 

which may not be easily adapted from one culture to another. The authors argued that 

unique and interesting ways of life may be pushed aside for western ideals, which are 

not necessarily appropriate to every society. 

Another negative socio-cultural impact is evident in the religious values. This appears 

in societies that have religious morals and codes of conduct. Tourist clothing in 

Islamic societies can cause social offence and resentment. For example, nude bathing, 

short skirts and tight shirts can be viewed as indecent (Ibid.). Further, Gilbert (1990) 

supported this view when he argued that negative social impacts of tourism are likely 

to occur particularly in developing countries owing to the wider difference of cultural 

values and standards of living between the tourists and the hosts. 

Therefore, it can be seen from the above argument that there is another dimension 

into the diversification of the tourist base of Egypt. This lies in the cultural sensitivity 
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associated with the co-existence of t\vo different cultures with different attitudes and 

codes of conduct. In the cultural sites the tourists were bothered with the attitudes of 

the locals who wanted to sell them their services, while in the recreational sites, the 

locals were offended by the attitudes of the tourists whom they regarded as a threat to 

their own culture and identity. This issue created a disagreement among the public 

and private sector key infom1ants interviewed by the researcher during the course of 

this study. 

The public sector was against segregating the tomists from the locals as they viewed 

this policy would be responsible for creating more resentment among the locals, 

which will ultimately lead to discontent resulting from depriving them from the 

economic benefits of tourism. Whereas, the private sector professionals, the ex

chairman of the EGAPT, and the policy advisor were advocating the separation of the 

locals from the tourists due to the cultural differences \Vhich would possibly lead to 

negative cultural transformation to the locals and dissatisfaction to the tourists. 

However, the researcher believes that the Egyptian government might find difficulty 

in reconciling these socio-cultural issues in the destination, as long as it is in a bad 

economic need for the hard currency brought by tourism. In this case, the tolerance 

of the locals for the different and sometimes rejected norms and values brought by 

western culture will be questionable. To resolve this situation, the role of the 

Egyptian national tourist board may be crucial; as Gilbert suggested (1990), they can 

disseminate information for the tourists on the culture and codes of conduct of the 
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host community, and then they can insist that the visitors have to respect the local 

customs and traditions. 

6.4.9.2 The environmental impacts of repositioning 

Respondents from the Egyptian public and private tourism sectors had some concerns 

about the environmental impact of the development of beach tourism. A local tour 

operator in Egypt raised the issue of the coral reefs in the Red Sea: 

But what is happening in Egypt today is that as a result of the policy of 
attracting a large number of tourists, they are in fact ruining their 
resources and the whole environment of the place. A best example of this 
is the city of Hurghada. The report issued from the National Bank of 
Egypt is saying that Hurghada will be deteriorated within ten years 
because of the massive tourism development and the pollution that 
resulted from it ( quote no. 82). 

The public sector was in agreement with the private sector informants on this issue. 

The head of the planning and follow-up sector of the EGAPT commented: 

If you look at the city of Hurghada, you will see that it was first built 
randomly without any planning. As a result, there were some hotels, 
which were built on a landfill. Consequently, they destroyed the coral 
reefs in the sea, which is the major attraction of these sites. Can you 
imagine the sheer damage they caused to these coral reefs and the whole 
character of the place? These destroyed coral reefs in order to recycle 
themselves need 150 years ( quote no. 83). 

From this evidence, it seems that both respondents from the public and private sectors 

had doubts about the environmental effects of mass tourism development. Yu (1994) 

provided evidence of the bad practices conducted over the Red Sea on the part of the 
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investors, the locals, as well as the tourists, which cumulatively created negative 

effects on the whole environment of the resource. 

The investors played a role in ruining the environment through the extensive infilling 

of the sea to build seafront roads. This had become a common practice. It caused a 

subsequent washing out of the fine grained material into the ocean, resulting in 

sedimentation, which is considered to be the major cause of destruction to many 

habitats throughout the tropics (from Ormond, 1987). On the other hand, the direct 

impact inflicted by residents Yu ( 1994) proffered, is the effort to satisfy the mounting 

tourist demand for souvenirs. It was reported that local residents make lampshades by 

inflating dried pufferfish for tourist souvenirs. Yu (Ibid.) added that the massive catch 

of the pufferfish leads to the abundance of sea urchins (a major prey of the 

pufferfish), which in tum damage the reefs near Hurghada (from Ormond, 1987). It 

was also reported that local residents collect black corals to make prayer beads and 

jewellery. The author contended that black coral is practically extinct within divable 

depths in many Red Sea locations (Yu, 1994). Lastly, the impact of tourists on the 

Red Sea comes in many forms through uncontrolled use of coastal resources. They 

range from extensive collection of corals, shells and other reef animals, to 

spearfishing, damage to corals by boat anchors, destruction of coral vegetation by 

trampling and vehicles, and the proliferation ofwaste and garbage (Ibid.). 

On the Egyptian Red Sea coast, coral collection, spearfishing, and anchor damage 

have noticeable impacts (Ormond, 1987). Hawkins and Roberts (1994) maintained 
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that coastal infilling has been widespread throughout the town of Hurghada in the 

Red Sea, despite a setback requirement prohibiting development within 30m. of the 

high-tide line. They noted that this law has been flouted by town officials and 

developers alike, causing major damage to fringing reefs, both directly from 

construction and indirectly through the effects of sedimentation. Further, landfill has 

proceeded unchecked probably because it creates prime but inexpensive land and 

improves access to the sea for tourists (Ibid.). 

Besides the socio-cultural and environmental costs created by the recreational 

product, it also had (according to some respondents) some economic impacts. These 

impacts are discussed in the following section. 

6.4.9.3 The economic impacts of repositioning 

The economic impacts of the diversification programme adopted by the Egyptian 

tourism public sector have been widely debated by different respondents interviewed 

by the researcher during her fieldwork. It was reflected in a debate about the financial 

contribution of the beach product to the overall tourist revenues. The major issue 

raised by the respondents was the cheap price of the recreational product. This issue 

was highlighted and debated previously in this chapter. However, the purpose of this 

part is to discuss the criteria for the success of the development of a new tourist 

product on the Egyptian economy. 
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Destinations develop new products to increase their foreign currency earnings, which 

will ultimately enhance their balance of payments. Hence, the underlying reason for 

any tourist development is purely economic. Nonetheless, due to the different 

managerial philosophies of the public and private tourism sectors in Egypt, their ways 

of achieving this aim were contradictory. 

The public sector's ultimate goal was to increase the annual flow of tourists and other 

national goal of channelling its chronic unemployment problem into the tourism 

industry. Hence, attracting increased tourist traffic as a means of mitigating the 

unemployment crisis seemed to override the principal aim of increasing the revenues, 

which appeared to be taken for granted by the decision-makers in the public sector as 

a direct result of the increase in tourist numbers. Conversely, the private sector 

entrepreneurs wanted the highest return from the services they offered to their clients. 

Their managerial philosophy is primarily profit maximisation, which is more short

term than the public sector who has a much wider responsibility of the social and 

economic problems that affect the whole society at large. However, this philosophy 

was perceived by the private sector professionals as inefficient because its primary 

concern was to attract increased tourist traffic, regardless of their categories or 

spending powers. 

Accordingly, the key decision-makers in the public tourism development sector in 

Egypt undertook an extensive development programme for the diversification of the 

tourist base in the destination. Their investment laws obliged the different investors to 
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finish their establishments within three years. They also facilitated the operation of 

charter flights to and from the newly developed resorts. This policy contradicted the 

private professionals who were used to serving a higher category of tourists, (i.e. the 

cultural tourists), in terms of their education and more importantly spending power, 

as they found that the recreational tourists or mass tourists did not provide them with 

the same profit margin given by cultural tourists. 

Nevertheless, by rev1evnng the total revenues received from tourism during the 

198Os, 1990s and until the present, it was shown that these revenues were constantly 

increasing, though, it wasn't the rate of increase expected by the tourist professionals 

and tourist expe1is in the country. The private sector professionals in this study 

indicated that the income multiplier effect created by the ne\V category of tourists is 

low. This income multiplier involves the tourist spending and the changes it causes in 

the level of income in the area. Ho\vever, the public sector senior officials stated that 

the revenue earned from the tourism industry is high as the annual tourist 

expenditures are constantly increasing. Yet, there were some discrepancies detected 

in these revenues between the figures issued by the Ministry of Tourism and the 

transfers made through the Central Bank of Egypt. This put the numbers issued by 

the Ministry of Tourism for the total revenues generated by tourism in some doubt. 

Furthermore, the policy advisor interviewed by the researcher indicated that the low 

spending power of the new tourist segment does not justify the amount of 

investments that were spent on the establishment of the infrastructure of the 

recreational product. Thus, he believed that the development of recreational tourism 
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in Egypt with such low earnings would not be able to compensate for the huge capital 

spent on its development in the short-term, and probably in the long-term if its prices 

were kept low. 

There is no agreement, therefore, on the benefits and costs from tourism between the 

private and public tourism sectors, as well as tourist experts and academics in Egypt. 

Another danger to the economic benefits from tourism is the dependency approach 

adopted by the Egyptian tourism sector on the international trade. This dependency is 

causing a huge leakage from the local economy into the foreign one. As Gartner 

(1986) argued, due to the fact that developing countries do not possess the capital or 

expertise to develop their own tourism industry, they rely on businesses from the 

developed world to bring tourists to the area, build facilities and manage the industry. 

This results in the tourist money not staying in the local area for re-spending and 

income generation, but being returned to the headquarters of the multinational firms. 

In the case of Egypt, the German travel industry giant TUI became business partners 

and co-investors with Travco Egyptian travel company (AmCham Egypt 

Publications, Business Monthly, February, 1998). As a result, this income leakage 

constitutes another threat to the developing countries in general and Egypt in 

particular in reaping the full benefits from tourism. 

Nonetheless, despite the pitfalls that were associated with the repositioning from the 

private sector and the policy advisor's viewpoints, it succeeded in attracting an 

increased rate of tourist flows, as well as increasing the overall revenues of the 
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destination. It therefore seems that the repositioning programme of Egypt had worked 

despite the reservations of the private sector, the ex-chaim1an of the EGAPT, as well 

as the policy advisor. This was due to the achievement of the two main goals of the 

programme, namely the increase in the total annual tourist numbers in the destination, 

and the increase in the total revenues incurred from tourist spending. Though the 

effects associated with the achievement of these t,vo goals were in some cases 

detrimental, they did not act as major barriers towards their realisation. 

The following tables summanse the criticisms made by the three groups of key 

respondents regarding the managerial issues associated with the three major 

categories of this study. These are the promotion, development and the co-operation 

between the public and private tourism sectors concerning the new tourist image of 

Egypt. Each of the major research categories is divided into a number of tables. Each 

of these tables consists of related themes. The purpose of these tables is to elaborate 

the different themes raised within each category and the different issues related to 

them. 
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Table 1 
Research category Theme Related issues 

Promotion 1. Marketing a. Absence of market research 

b. Lack of scientific evaluation of the 
promotion of the image of Egypt in its 
overseas tourist markets 

c. Absence of inventory 

d. Influence of transnational companies on 
the demand of the new product-mix of Eqypt 

Table 2 
Research category I Theme Related issues 

Promotion 12. Managerial expertise 1a. Unprofessional management among the 
domestic operators 

I 

b. Absence of the concept of teamwork among the 
local operators 

Table 3 
Research category Theme IRelated issues 
Promotion ,3. Human resources Lack of qualifications among the1 1a. 

training and education representatives of the Egyptian tourist 
boards 

lb. Lack of competent educational base for tourism 
in Eqypt 

I le. Theoretical versus vocational tourism education 
i 

I Unproductive educational philosophy'1d. 

As shown in the previous three tables, the main research category of the promotion of 

the new image of Egypt has raised three core themes that are interrelated. These 

themes related to issues of marketing, managerial expertise and human resources 

training and education. 

1. Marketing: Concerning the marketing issue, four main themes were highlighted 

by the key informants of this study. These were absence of market research, lack of 
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scientific evaluation of the promotional campaign of the new image of Egypt, absence 

of inventory, and influence of transnational companies on the demand of the new 

product-mix of Egypt. Each of these sub-themes is summarised in the following 

section. 

a. Absence of market research: The major finding found through this research was 

the lack of market intelligence gained through research in the tourist generating 

markets of Egypt. This lack of knowledge about market research was not a result of 

lack of funds as is the case with most developing countries. In the case of Egypt, the 

issue was far more complex. It stemmed from a lack of understanding, particularly 

among public sector senior officials, of the requirements of market research based on 

scientific criteria and methodology. 

All the public sector administrators interviewed during the course of this study 

perceived the market research currently undertaken by the Egyptian Tourist Board as 

successful and effective. This was despite the fact that it was primarily based on 

secondary information gained from the travel trade in the major tourist generating 

countries of Egypt. The methodology of acquiring information about the target tourist 

markets of Egypt was regarded by the tourist academics and professionals in the 

destination as arbitrary as it lacked systematic information on promotional targeting 

and segmentation. 

b. Lack of scientific evaluation of the promotion of the new image of Egypt: The 

researcher also found an absence of scientific evaluative criteria of the promotional 
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campaigns of the new image of Egypt in its overseas tourist markets. The only 

evaluative criterion used by the policy planners in the Egyptian tourism supply sector 

was quantitative assessment of the aggregate inbound tourism to the destination. 

However, this quantitative approach lacked scientific criteria and specific methods 

that can measure the extent to which each of the promotional tools used had achieved 

its target. 

c. Absence of inventory: The absence of market research and assessment criteria 

became compounded or difficult to conduct due to the unavailability of product 

portfolio analysis that could provide detailed descriptions and analyses of the 

strengths, weaknesses, opportunities and threats of the new cultural-recreational 

product-mix of Egypt. Consequently, this will make the process of undertaking 

market research which involves providing the target groups with the products that 

will satisfy their motivations and needs from their holidays challenging. As the base 

knowledge of the product on offer is not documented, it cannot be used as a 

benchmark for selecting the target groups ,vho have vested interests in these products. 

d. Influence of transnational companies on the demand of the new product-mix 

of Egypt: The manipulation of the international travel movement by some 

transnational companies had direct impacts on the marketing of the new image of 

Egypt. These international companies, through their knowledge and expertise, can 

influence the volume of the tourist flows to any destination in the international 

tourism market. It is due to the fact that they have direct contact with the end 
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consumers. Consequently, the role of local tour operators in developing countries in 

general and Egypt in particular was transformed into service providers with no 

negotiating power or active role with their international counterparts. 

2. Managerial expertise: Another weakness lay in the managerial expertise among 

the tourist professionals in the destination. Two issues raised within this sub

category; they were the unprofessional management among the domestic operators, 

and absence of the concept of teamwork among the local operators. 

a. Unprofessional management among the domestic operators: The 

unprofessional management of the human resources in the Egyptian public tourism 

sector was due to the unawareness among the majority of the tourist entrepreneurs in 

the destination of the changes in the international tourist market. One of the local 

operators attributed this deficiency to the educational system in the country, which 

doesn't encourage its participants to read, and thus be informed about the 

international tomism system and its mechanism. 

b. Absence of the concept of teamwork among the local operators: Additionally, 

there was a more deep-rooted problem that lies within the managerial fabric of the 

Egyptian tourism industry. It was embodied in the lack of collective action and 

professional, long-term vision among the local operators that would allow them to 

have effective co-operation with each other in the management of the Egyptian 

tourism industry. Accordingly, the absence of the concept of teamwork within the 
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Egyptian tourism business had accentuated the control and manipulation of the 

international operators. 

3. Human resources-training and education: The above pitfalls in the marketing 

and managerial expertise found in the Egyptian managerial system had its roots in the 

human resources training and education in the destination. Four topics were raised 

under this sub-category. They were lack of qualifications among the representatives 

of the Egyptian tourist boards, lack of competent educational base for tourism in 

Egypt, theoretical versus vocational tourism education in the destination, and 

unproductive educational philosophy. 

a. Lack of qualifications among the representatives of the Egyptian tourist 

boards: One of the main pitfalls that hampered the managerial performance of the 

Egyptian public tourism sector was the inability of the representatives of the Egyptian 

tourist boards to deliver the promotional message to their target markets. Instances of 

which were their inability to conduct professional conversations with neither their 

clients, nor the representatives of the travel trade in their markets of origin. It 

stemmed from the absence of specific market knowledge of the new product-mix of 

Egypt among these representatives. Failure to deliver the new image of the 

destination to their target markets, and the absence of product knowledge, indicated a 

lack of professional training and education for these representatives that would enable 

them to perform their tasks efficiently. 
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b. Lack of competent educational base for tourism in Egypt: The perfomrnnce of 

the tourism educational institutions in Egypt seemed to not providing its graduates 

with sufficient training that could meet the international standards. One of the local 

operators claimed that the tourism courses provided by these institutions are 

inadequate in te1ms of the period they cover (three years) due to the practical nature 

of the tourism industry which requires longer training than any other academic 

course. 

c. Theoretical versus vocational tourism education: The ex-chairman of the 

EGAPT has also alleged that tourism educational institutions in Egypt concentrate on 

the theoretical issues related to tourism rather than testing the effectiveness of the 

applicability of the contents of their curricula in the field through training. Thus, he 

perceived a gap represented in the influence of the tourism curricula on the 

performance of the human resources in the tourism supply sector. 

d. Unproductive educational philosophy: The root problem of education in Egypt, 

as put by one of the major local operators, was the general philosophy adopted by the 

educational institutions in the country. This philosophy advocated the culture of rote 

learning rather than research and innovation. Thus, it promoted dependency, lack of 

initiative and collective action, which was found to be prevalent among tourist human 

resources in the destination. 

The second major category in this study is the development of the new image of the 

destination. They are shown in the following tables: 
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Table 1 
Research category Theme Related issues 
Development of the 1. Planning a. Oversupply of hotel accommodation 

new image of Egypt 
b. Lack of integrated planning 

c. Unsystematic planning 

d. The concept of mixed development 

e. The low price of the Egyptian tourist 
product 

f. Quality versus quantity tourism 
I 

Table 2 
Research category Theme Related issues 

Development of the 
new image of Egypt 

2. Managerial issues a. Unaccountable performance among 
domestic tourist entreoreneurs 

b. Inconsistent managerial philosophies between 
public and private tourism sectors 

Table 3 
Research category Theme Related issues 

Development of the 
new image of Egypt 

3. Impacts of the 
repositioning programme 

a. The socio-cultural impacts of the repositioning 
oroaramme 

b. The environmental impacts of the repositioning 
proqramme 

c. The economic impacts of the repositioning 
oroaramme 

Discussions with key informants about the development of the new image of Egypt 

revealed three themes. They were related to planning, managerial issues and the 

overall impacts resulted from the repositioning programme. Issues related to these 

three themes are summarised in the following section. 

1. Planning: Concerning the development of the new image of Egypt, this research 

found some important issues related to the planning of the development of this new 

image. They were the oversupply of hotel accommodation, lack of integrated 
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planning, unsystematic planning, the concept of mixed development, the low price of 

the Egyptian tourist product, and quality versus quantity tourism. The next section 

summarises each of these issues. 

a. Oversupply of hotel accommodation: The development policy adopted by the 

Egyptian supply sector was geared towards the quantity rather than the quality of 

tourists it could attract. Hence, their main concern was increasing the tourist traffic to 

the destination, irrespective of selecting the categories of tourists that suit the new 

product. Accordingly, their policy was a supply-led rather than demand-led 

development policy. This was due to the absence of any segmentation criteria to 

determine the type of tourists required for their new product-mix. 

b. Lack of integrated planning: The development policy in the destination did not 

also account for a parallel development in other subsidiary sectors, such as 

transportation, electricity, water supply, etc. Thus, it ended in an uneven 

development of these sectors, by which there was no consistent development of the 

infrastructure on the roads that would sufficiently cater for the excessive consumption 

of tourists. The inadequate supply of these subsidiary services constituted a burden on 

the existing resources of the country as some of the informants assumed. 

c. Unsystematic planning: The absence of segmentation criteria that would 

determine precisely what category of tourists the destination needed to attract rn 

terms of their consumption patterns and spending powers led to the mixing of the 

different categories of hotel establishments within the same tourist site according to 
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some respondents. This indiscriminate policy of target marketing influenced the 

price, and thus the overall quality of the services offered. 

d. The concept of mixed development: The development approach adopted by the 

Egyptian supply sector advocated mixing the locals with tourists in the destination. It 

also stood for targeting the mass category of tourists, which is characterised by low 

spending. Another aim of this developmental approach was the eradication of the 

separation between the tourists and the locals created through the establishment of 

'tourist enclaves'. This \vill consequently lead to serious long-term socio-cultural 

impacts as the head of the TDA alleged. 

e. The low price of the Egyptian tourist product: Key informants from the private 

sector, the policy advisor, as well as the retired senior official of the EGAPT 

advocated the qualitative approach in the development of the new tourist product of 

Egypt. This means targeting the quality market, as is the case with the cultural tourist 

product, the principal product of Egypt, hence the promotion of the ne\v image of the 

destination should target a high profile category of tourists. However, due to the mix 

that occurred as a result of the combination of the two products in one package, the 

mass segment tended to replace the quality segment, as both segments, due to their 

different behaviour and motivations, could not co-exist. Consequently, the new image 

of Egypt was targeting - whether willingly or unwillingly - the price-conscious 

category of tourists. 
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f. Quantity versus quality tourism: The quantity versus quality development 

approach in Egypt had resulted in environmental impacts as most of the respondents 

from the public and private sectors assumed. These impacts represented a 

deterioration of the tourist resource, such as the coral reefs, which are the major 

attraction in the Red Sea. Additionally, the investments spent on the development of 

the beach product were higher than the return on these investments, i.e. the tourist 

expenditures earned from beach tourism. Due to the low selling price of the new 

tourist product of Egypt and the high fluctuations in international tourism demand, 

some of the tourist professionals and policy advisor do not perceive that the current 

state of tourism would be able to compensate for the huge investments spent on the 

development of the beach product. 

2. Managerial issues: The development of the ne\v product of Egypt had suffered 

some managerial shortfalls. They were represented in the unaccountable perfom1ance 

among the domestic tourist entrepreneurs and the inconsistent managerial 

philosophies between the public and private tourism sectors. 

a. Unaccountable performance among domestic tourist entrepreneurs: The 

absence of restrictions on the issuance of loans on the different tourist projects in the 

newly developed recreational sites made some of the entrepreneurs incur the state lost 

opportunity cost. This was represented in abusing the money they borrowed from the 

bank by failing in completing their projects, and at the same time, did not allow the 

banks to invest it in other projects as some of the respondents alleged. 
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b. Inconsistent managerial philosophies between public and private tourism 

sectors: The different orientations in management between the public and private 

tourism sectors in Egypt had influenced their perception of the development approach 

of the new product. The private sector's main concern was profit enhancement, hence 

they wanted the high spending tourist who could make a remarkable contribution to 

the state's economy. Whereas, the public sector's concern was the general interest of 

the public at large. Hence, their developmental approach was targeting augmented 

volumes of tourist traffic that can contribute to the country's economic and social 

problems. 

3. Impacts of the repositioning programme: The third related group of themes 

raised under the category of the development of the new image of Egypt was about 

the implications of the development of the ne\v image of Egypt. The costs associated 

with developing beach tourism in Egypt \Vere reflected in the society, the 

environment of the tourist resource, as well as the economic contribution of tourism 

to the country. 

a. The socio-cultural impacts of repositioning: The concept of mixed development 

adopted by the TDA had caused long-term socio-cultural impacts on some local 

communities in the newly developed recreational sites in Egypt. Tourist experts and 

academics viewed that the different cultural values and codes of conduct brought by 

the mass or beach tourist segment, imposed a threat to the traditional values of the 

Egyptian society. Whereas, the public sector responsible assumed that the state's aim 
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of developing tourism was to appropriate the cultures of the host and guest via 

exposing the local communities to foreign cultures and norms, particularly through 

the tourism industry which was perceived as a vehicle for promoting cultures. 

b. The environmental impacts of repositioning: Both public and private tourism 

representatives agreed on the damage caused to the environment of the recreational 

product as a result of developing mass tourism in the destination. This damage was 

represented in destruction of coral reefs - the major attraction of the Red Sea - due to 

the irresponsible behaviour of to mists, investors and the locals. 

c. The economic impacts of repositioning: The public and private tourism sectors 

representatives were at odds in estimating the economic contribution of tourism to the 

country. The public sector officials viewed that the addition of the beach product to 

the original cultural product of the destination had enhanced the overall revenues 

earned from tourism. Conversely, the private sector entrepreneurs, the policy advisor 

and the ex-head of the EGAPT agreed that the low price of the new developed 

recreational product could not significantly contribute to the overall tourism revenues 

or compensate for the huge capital invested in these projects in the short-term and 

probably in the long-tenn if it continued with these cheap fares. 

The co-operation between the public and private tourism sectors in the development 

and promotion of beach tourism in Egypt constituted a separate category of this 

study. The following tables show the related themes that emerged out of this major 

category. 
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Table 1 
Research category Theme Related issues 
The co-operation between the 1. Tourism marketing a. Periodical meetings between the 
public and private tourism organisation Public and private tourism sectors 
sectors 

b. Absence of structured framework of 
manaQement 

c. Absence of database for advertising 
enquiries 

d. Occasional consultation 

Table 2 
Research category Theme Related issues 

The co-operation between the 2. Managerial a. Conflicting managerial decisions 
public and private tourism deficiencies 
sectors 

b. I rresponsiveness to the international 
market 

c. Bureaucratic management of the 
Egyptian tourism public sector 

d. Ineffective management 

e. Individuality of the private sector 
I professionals 

Table 3 
Research category 'Theme ·Related issues 

The co-operation between the 
public and private 
Tourism sectors 

/3. Cultural issues 
I 

Cultural hierarchy
la. 

I b. Cultural code of communication 

Table 4 
Research category !Theme Related issues 

The co-operation between the 14. Conflict of interests la. Lack of awareness of the 
public and private 1between other public importance of tourism 
tourism sectors lsector ministries and 

[tourism 

i 
b. Political considerations 
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Four groups of related themes emerged from the category of the co-operation 

benveen pubic and private sectors regarding the promotion and development of the 

new image of Egypt. The first of these was the tourism marketing organisation. 

Second was related to managerial deficiencies. Third was concerned with cultural 

issues. While the fomih \vas related to issues that emerged as a result of the conflict 

of interests between public sector enterprises that had an indirect relationship with 

tourism. 

1. Tourism marketing organisation: The internal organisation of the marketing 

activities within the Egyptian tourism supply sector revealed four major shortfalls. 

These were periodical meetings between the public and private tourism sectors, 

absence of structured framework of management, absence of database for advertising 

enquiries, and occasional consultation. 

a. Periodical meetings between the public and private tourist entrepreneurs in 

Egypt: the meetings conducted between the public and private tourist professionals 

in Egypt seemed to have no specific objectives or criteria. Hence, the researcher 

sensed the ineffectiveness of the current policy adopted by the Egyptian tourism 

supply sector in terms of providing a coherent managerial system for co-operation 

with the private sector in the destination. 

b. Absence of structured framework of management: Some of the British 

operators reflected that their co-operation with the Egyptian board did not seem to be 
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effective. It was due to the absence of a shared managerial framework between them 

as they alleged. Thus, it mitigated the possibility of any efficient co-operation. 

c. Absence of database for advertising enquiries: A.n instance of the absence of a 

structured framev,;ork of marketing within the Egyptian tourist board in London was 

its inability to provide the British operators \Vith any up-to-date infomrntion about 

potential visitors to Egypt from the British market. This was due to the absence of a 

database for the advertising enquiries made by the potential visitors from the lJK. 

Accordingly, if this information is not available in the Egyptian board, it is difficult 

for the British operators to secure any co-operation \Vith it. 

d. Occasional consultation: The lack of co-operation was confim1ed by another 

British operator \Vho stated that the consultation with the Egyptian board was not 

running on regular basis. Instead, it was done occasionally, by which the Egyptian 

board consulted some of the British operators only during the low sales periods that 

resulted from different crises, such as political tensions and terrorism. The researcher 

views that this strategy will not allow for any progressive collaboration, as neither 

basic information of the preferences of the potential tourists in the British market 

exist with the Egyptian tourist board, nor does regular consultation and exchange of 

opinions occur between the Egyptian board and the travel trade in Britain. 

2. Managerial deficiencies: The absence of a marketing organisational framework 

within the Egyptian tourism supply sector had its root causes within the managerial 

framework of the tourism sector in the destination. The managerial deficiencies 
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constituted the second group of themes that emerged from the co-operation between 

the public and private tourism sectors category. The related themes raised under this 

sub-category were conflicting managerial decisions, irresponsiveness to the 

international market, bureaucratic management of the Egyptian tourism public sector, 

ineffective management, and individuality of the private sector professionals. 

a. Conflicting managerial decisions: The conflicting managerial decisions were 

echoed by the different informants of the study in the discontinuity in the decision

making process. This means that due to the absence of clear, coherent, documented 

objectives for the promotion of the image of Egypt, the decisions undertaken by the 

representatives of the Egyptian board could be described as arbitrary and uninfo1med 

as it lacked continuity and follow-up v,'hicb was reflected in the decision-making 

process. 

b. Irresponsiveness to the international market: Anotber managerial inadequacy 

was the irresponsiveness of the Egyptian supply sector to the international market in 

terms of the powers of supply and demand and its influence on the aviation fares. The 

fare structure, as described by the British interviewee, did not respond to the 

international market conditions of supply and demand. Hence, it acted as another 

impediment to the achievement of effective co-operation between the Egyptian 

supply sector and the international travel trade. 

c. Bureaucratic management of the Egyptian public supply sector: The 

bureaucratic management of the Egyptian board acted as another obstacle in the 
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collaboration with the private tourism sector. The bureaucracy in the Egyptian case 

was represented in the delay of processing the requests of the private sector either in 

Egypt or in Britain. The delay emanated from the extensive documentation and 

authorisation these requests have to go through for accreditation. Nevertheless, the 

administrative structure of the Egyptian tourism supply sector presented two 

contradictory facets of bureaucracy. The first was the long process of authorisation, 

which had a negative impact on the effectiveness of the promotion process, while the 

second contradictory feature was the absence of any documentation, which could 

show the sequencing of the repositioning process since its inception in the mid 1960s. 

Accordingly, the bureaucracy in the Egyptian tourism sector seemed to implement 

only its negative aspect, \Vhich was concerned with the red tape and slow 

administrative procedures, while ignoring the systematic storage and sequencing of 

documentation. 

d. Ineffective management: The managerial pitfalls stated earlier had created a big 

gap between the management of the public versus private tourism sectors in Egypt, as 

mirrored by some of the private sector respondents. They viewed that if the current 

managerial framework of the public sector performance did not undertake drastic 

modification, the prospects of effective co-operation between both sectors would 

seem to be too remote. 

e. Individuality of the private sector professionals: The lack of co-operation 

between the public and private tourism sectors in Egypt was found to be not only due 
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to their inefficient professional capacities, but also due to the fragmented nature of 

the tourism industry. This made the tour operators run their business individually 

without liability to other sectors such as transportation, the sightseeing and the tourist 

souvenirs sectors. From the private sector respondent's viewpoint, the fragmented 

nature of the tourism industry, as well as the unprofessional attitude of the local 

operators, fostered the unco-operative culture, which was found to be prevalent in the 

Egyptian tourism supply sector. 

3. Cultural issues: The third group of related themes in the category of the co

operation between the public and private tourism sectors in Egypt was about cultural 

issues. These issues were concerned vvith the cultural hierarchy and the cultural code 

of communication in the country. These themes are summarised in the following 

section. 

a. Cultural hierarchy: The concept of the cultural hierarchy in this study was 

represented in the differential treatment between the local and British operators vvhen 

dealing with the Egyptian tourist board. The preferential treatment of the British 

operators at the expense of the local ones emanated from a long history of colonial 

legacy in the country. This history promoted obedience and respect for the rulers and 

the highly ranked people in the society. Consequently, it was reflected in the 

interaction with the British operators who vvere given priority over the local operators 

in the destination as one of the tourist professionals claimed. 
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b. Cultural code of communication: The other cultural issue raised in this study was 

the code of communication in the Egyptian culture. This code was not comprehended 

by the British culture as it lacked precision and clarity. A British tour operator 

revealed that the Egyptian representatives have a. high tendency to give speeches 

rather than to commit actions. Consequently, any sort of co-operation could not be 

achieved if a common code of communication does not exist between them. 

4. Conflicts of interests between the Egyptian tourism sector and other public 

sector ministries that have an indirect relationship with tourism: The fourth and 

final group of related themes emerged from this category was concerned with issues 

related to conflicts of interests between the Egyptian tourism sector and other public 

sector ministries that have an indirect relationship with tourism. Two themes emerged 

from this sub-category. They were the lack of awareness of the importance of 

tourism, and political considerations. 

a. Lack of awareness of the importance of tourism: The researcher found through 

some of the interviewees in this studv that there was a general lack of awareness of 

the importance of tourism among some responsible in the public sector. This was due 

to the fact that tourism \Vas not their main concern, hence they did not give it a 

priority and in some instances, they put obstacles and hurdles in front of it, ending at 

hampering its progress. Hence, the respondents claimed that there should be a 

common channel, which could co-ordinate the different interests of the different 

ministries that deal either directly or indirectly with the tourism sector. 
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b. Political considerations: The development approach adopted by the Egyptian 

authorities which was in favour of the quantity rather than the quality of tourists had a 

political consideration behind it. This issue was debated by the ex-head of the 

EGAPT who viewed that the public sector had to adopt this approach of targeting an 

enlarged volume of tourist traffic regardless of their categories or behavioural 

patterns, in order to contribute to solving the country's endemic problem of 

unemployment. Whereas, the researcher views that the selective approach of targeting 

tourists by identifying the category of tourists the country needed to attract, is the 

approach a destination like Egypt has to adopt in order to enhance and consolidate its 

well-established cultural image. 

The following table shows the summary of the themes raised out of the three major 

categories of the study. 
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Table 6.9 Summary of the shortcomings of the three major categories of the study 

Category The promotion of the new 
1 

rhe development of the new IThe co-operation between 
image of Egypt 1image of Egypt the public and private 

I sectors 
Findings• Absence of market !. Unaccountable performance • Periodical meetings 

research among domestic tourist between the public and 
entrepreneurs private tourism sectors in 

Eqypt 
• Lack of qualifications • Inconsistent managerial • Absence of structured 

among the representatives philosophies framework of 
of the Egyptian tourist management 
board abroad 

• Lack of scientific • Oversupply of hotel • Absence of database for 
evaluation of the accommodation advertising enquirers 
promotion of the image of 
Egypt in its overseas 
tourist markets 

• Influence of transnational • Lack of integrated planning • Conflicting managerial 
companies on the demand decisions 
of the new product-mix of 
Eqypt I 

• Unprofessional • Unsystematic planning 1. Occasional consultation 
management among the I 
domestic operators i 

• Absence of inventory 1. Quality versus quantity • lrresponsiveness to the 
I tourists international market 

• Lack of competent • The low price of the 
I • Cultural hierarchy 

educational base for Egyptian tourist product 
I tourism in Eqypt I 

1. Theoretical versus • The concept of mixed ie Cultural code of 
vocational tourism development I communication 
education 

• Unproductive educational • The socio-cultural impacts • Bureaucratic management 
philosophy of the new image of Egypt of the Egyptian tourism 

I public sector 

• Absence of the concept of • The environmental impacts \• Ineffective management 
teamwork among the of the new image of Egypt 
domestic operators in 

IEqypt 

• The economic impacts of • Individuality of the private 
the new image of Egypt sector professionals 

I 
• Conflicts and tensions 

among other public sector 
ministries with tourism 

• Lack of awareness of the 
importance of tourism 

• Political considerations 
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From the different pitfalls that were associated with the management of the public 

and private tourism sectors in Egypt, we can find that the major problem of the 

Egyptian tourism supply sector lies in its inability with its current system to operate 

within a global setting. These shortcomings acted as barriers for its interaction and 

communication in the global tourist market. The following model shows these 

obstacles as perceived by the different stakeholders in the Egyptian supply sector and 

how they can be directed towards achieving the best practice of the Egyptian supply 

sector in the international tourist market. 
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Figure 6.1 Model of repositioning destination images (driven from the case of Egypt) 
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6.6 Discussion of the Model 

The previous model identified some elements that have to be taken into consideration 

when any tourist destination decides to develop its tourist product and thus reposition 

its image. 

First, when we look at the case of Egypt, we will find that the planning for the 

repositioning of the destination image devised by the TDA has to be based on market 

studies. These studies should identify the competitive advantage(s) of the newly 

combined Egyptian tourist product, the carrying capacity of each of the tourist sites, 

as well as a supply-demand match analysis. The last factor should be achieved with 

the collaboration of the EGAPT. This process entails a detailed study of the major 

tourist generating markets of Egypt through comprehensive market research aimed at 

undertaking quantitative and qualitative assessments of consumer profiles and needs. 

The research should also identify the characteristics of the different target markets 

and their motivations to travel. This process should be complemented with an 

inventory, which incorporates all the characteristics of the new Egyptian tourist 

product-mix. Hence, the ETA would be able to project the right product to the right 

market according to its consumer profiles and motivations. Thus, the supply of the 

Egyptian tourist product ought to be tailored to satisfy the demand of the target 

market. In this concern, Gunn (1994) argued that an important process step for 

tourism planning in a destination is to match development with needs and desires of 

travel markets. Accordingly, The EGAPT has to perform other basic tasks in order to 
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achieve its goal of diversifying the tourist base of Egypt and hen . . . ce reposition its 

image. 

The first task is to understand its product by conducting product studies Th" has +,o. 1s 

be supplemented with competitors' studies, which should identify the position of the 

image of Egypt among its competitors so as to be able to evaluate its product and its 

competitive advantage among them. Distribution research should also be carried out 

to help the Egyptian authorities in pinpointing travel intermediaries who could 

communicate the new image to their target markets. Periodic monitoring and 

evaluation of the promotion plan ought to be undertaken in order to ensure that the 

target objectives are achieved and, if not, they have to identify the reasons and 

consider remedial actions in the following plan. 

The second phase of the repositioning process should establish ari effective co

operation approach between the public and private tourism sectors in Egypt, as well 

as Britain. This co-operation should include regular consultation with the local and 

foreign trade, as well as an understanding of the global culture, in order to be able to 

deal with it effectively. Cultural factors were found to be hindering the co-operation 

between the Egyptian and British tourism sectors due to a lack of mutual 

understanding, and thus shared vision. This needs a professional qualification for the 

human resources in the Egyptian tourist boards. Another factor that hampers the co

operation with the international trade regarding the marketing of the image of Egypt 

overseas is the lack of a structured framework of management on the part of the 
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Egyptian representatives that would enable them to deal with the international trade 

efficiently. Instances of which were represented in the absence of a database of 

consumer enquiries from the British market with the Egyptian tourist board. Further, 

the managerial decisions undertaken by the EGAPT lacked coherency and 

consistency, hence it hampered any chances of effective co-operation between the 

Egyptian public and private sectors both in Egypt and Britain. 

Lastly, the Egyptian supply sector should act on enhancing its internal managerial 

system through trying to narrow the gap between the managerial orientations and 

goals of the public and private tourism sectors in the destination. This could be done 

through easing the managerial bottlenecks represented in investment laws and 

bureaucratic perfomrnnce, which characterise public sector institutions in Egypt. 

6.7 Summary 

According to what was mentioned by the different respondents regarding the 

shortcomings they perceived of the repositioning of the tourist image of Egypt, the 

researcher can pull out of these shortfalls a conceptual, as well as a theoretical model, 

in order to illustrate what a good repositioning for any destination should take into 

consideration. 

The planning for the repositioning of the tourist image of Egypt has had many gaps. 

First, it was not based on market research of the different tourist segments that were 

targeted for these new developed products. Hence, the development was supply 

342 



Chapter Six: Findings of the Study 

orientated and not demand orientated. As a result, the development of tourism in the 

destination was not based on studies for the anticipated growth of the demand for the 

different tourist products, which were dedicated for development. Consequently, this 

led to an oversupply of tourist establishments, as they were developed to cater for an 

increased volume of tourist traffic. Besides, internal factors such as terrorism, as well 

as external factors represented in the endemic political instability in the Middle East, 

had severely affected this demand. i\nother shortcoming in the promotion was the 

absence of any evidence of the evaluation of the promotion for the new image of the 

destination. If the results of the repositioning process are not monitored, there is no 

way of finding out whether the promotion campaign had achieved its targets or not. 

Additionally, the human resources in the public and private tourism sectors were not 

qualified to undertake their tasks within the global system. There was also an absence 

of structured framework of marketing between the Egyptian board and the British 

operators. This was due to a lack of evaluation of the advertising campaign in this 

market. Hence, there was no possibility for these operators to co-operate with the 

Egyptian board if they did not possess systemised infonnation on the behaviour of the 

potential tourists of the destination. 

The co-operation between the British operators and the Egyptian board also suffered 

from inconsistent managerial decisions, occasional consultation, cultural differences 

and bureaucracy. A gap was also found in the goals and orientations between the 

public and private sectors' managerial philosophies in the destination. In addition, 
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there were conflicts in interests resulted from a lack of understanding between the 

tourism supply sector in Egypt and other sectors, which did not have direct 

relationship with tourism. These conflicts hindered the progression of the tourism 

industry in the destination. 

All these shortcomings had led to socio-cultural, economic and environmental 

negative impacts that affected the Egyptian tourist resources, and some local 

communities in the destination. Consequently, these factors should be carefully 

assessed before any destination attempts to reposition its tourist image m the 

international tourist market. The follmYing chapter evaluates the extent to which the 

ETA had succeeded in repositioning the traditional cultural image of Egypt. 
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Chapter Seven 

Evaluation of the Repositioning Programme 

7.1 Introduction 

As indicated in the previous chapter, the repositioning programme, as perceived by 

the key informants in the Egyptian public and private tourism sectors, was alleged to 

have been flawed in its execution. The purpose of this chapter is to explore the 

validity of some of the criticisms by evaluating the degree to which the repositioning 

succeeded or failed. 

The evaluation will be derived primarily from an analysis of pre- and post-tourist 

flow data. This analysis is aimed at assessing two variables that had a direct influence 

on the dynamics of the repositioning programme. The first variable is the aggregate 

tourist levels before and after the diversification of the Egyptian tourist product, 

which primarily aimed at the repositioning of its tourist image and thus, its target 

segments. The second variable sets to evaluate the distribution of tourists in order to 

determine to what extent the Red Sea resorts grew and/or increased their tourist 

volume as a percentage of the total volume ofEgyptian tourism. 

The chapter will then assess to what extent the tourist performance over the 

repositioning period can be accepted as indicative of its effectiveness. In particular, 
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the absence of promotional evaluation and image monitors by the EGAPT will be 

reviewed. 

Finally, the chapter will show how, throughout the years since the repositioning 

began, a number of changes in the external environment have occurred that have 

impacted upon the Egyptian tourism plam1ing and demand. The results of these have 

been that the original goals and purposes of the repositioning were redirected and 

modified in recent years. As a consequence, the chapter will briefly review some of 

the more recent strategic thinking within Egyptian tourism, as reflected in the tourism 

plans formulated in the 1990s, and how they relate to the original goals of the 

repositioning. 

7.2 Has the Repositioning Succeeded? 

The main purpose of this chapter is to discuss whether the repositioning programme 

had achieved its targets of stimulating an augmented volume of tourist flows to the 

destination. Most of the public sector key informants in the foregoing chapter claimed 

that the overall increase in tourist traffic brought about an increase in the overall 

revenues earned from tourism. Hence, apparently, the repositioning programme had 

achieved its main targets of increasing the annual flows, as well as the total revenues 

to the destination. Nonetheless, what was mentioned by the industry professionals 

and academics in the destination about the mechanics of the implementation of the 

whole scheme cast a lot of doubt on the effectiveness of the different tools used by 

the policy planners for the achievement of the major targets ofthe programme. 
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From what was revealed by the three categories of key informants interviewed in this 

study, the concept of success was at odds between the decision-makers, the tourism 

professionals, as well as the policy advisor. The first group of key respondents, the 

decision-makers and policy planners in the Egyptian public tourism authorities, 

emphasised the success of the programme. Their argument that the programme had 

achieved its major goals was based on the increase in the annual tourist flows, as well 

as the overall revenues. Although this argument seems to hold true, the other two 

categories of respondents; namely the tourist entrepreneurs and the policy advisor, 

did not agree with the criteria used by the policy planners in measuring the success of 

the repositioning scheme. Their premise was based on the argument that the 

quantitative assessment of the tourism public sector in measuring the success of the 

diversification programme is not a sufficient criterion per se. This is because the 

quantitative approach was lacking proper evaluation criteria capable of determining 

to what extent the repositioning specifically had been responsible for attracting 

tourists to Egypt. Evaluation surveys, if done properly, could have provided them 

with a picture of how their different promotional tools influenced the decision of the 

potential and actual visitors to select the destination. Moreover, opponents of the 

policy adopted by the Egyptian authorities in evaluating its promotional effort 

claimed that the measurement of the success of the programme should also take into 

consideration a qualitative assessment. They suggest interviewing some of the 

visitors to Egypt before and after the repositioning scheme in order to understand 

how the change in the image has influenced their choice to the destination. The 

following section discusses this issue in more detail. 
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7.2.1 Qualitative and quantitative approaches to evaluating promotional 

messages 

As presented m the literature review m chapter four of this thesis, the image 

formation in the perception of any potential tourists to a destination tends to be the 

~ 

information that is most closely tied to people's own personal interests (Ahmed, 

1991a). Hence, it is not what tourists as consumers know as objective fact, but what 

they 'think' or 'feel' subjectively about a place as a vacation destination, i.e. its tourism 

resources, touristic services, the hospitality of its hosts, its socio-cultural norms, and 

its rules and regulations, which affects their consumer behaviour. Thus, "the state's 

tourist image is represented by tourists' mental pictures of a particular state. A given 

image is what tourists as buyers 'see' and 'feel' when the state or its attractions come 

to mind as a place suited for the pursuit of leisure" (Ibid.). According to this 

definition of image formation, the image projected by the destination's induced 

agencies is subject to interpretation by the people who receive it. Hence, it is the task 

of the promotion authorities to project an image of a place, which suits the 

expectations of its target markets (Ibid.), and then put in place an evaluation to check 

to what extent the image has been communicated effectively in influencing target 

market groups. 

A key weakness at the outset was the EGAPT's failure to identify key target markets 

or track their perceptions through market research. Hence, it was difficult for it to 

identify what its targeted segments felt and thought about the image of Egypt, and 

later to identify change in their perceptions. As a result, those responsible for 
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promoting the image of Egypt in its generating markets \Vere unable conclusively to 

claim that the tourists who came to Egypt were influenced by the advertising 

campaign of the state or the familiarisation trips. In this respect, Medlik and 

Middleton ( 1973) assumed that much of the money spent by tourism promotion 

organisations is misdirected. This is due to the fact that the level of demand may 

depend on many variables other than promotional campaigns. 

Consequently, they claimed that the advertising campaigns of many maJor 

organisations are based on a basic misunderstanding of the nature of tourist's 

decision-making processes and the factors that influence them. This view is supported 

by Finlay (1998) \Vho argued that evaluating the effectiveness of image promotion is 

problematic because of the complex nature of image fom1ation. She claimed that the 

limitation in the measurement of destination images lies in the absence of a single 

image measurement tool available due to the number of factors involved in the image 

formation process. 

Accordingly. it is crucial for the EGAPT to undertake proper evaluation of the impact 

of its promotional activities on the target market segments. This would allow the 

development of an understanding of the strengths and weaknesses of its developed 

tourist product and in tum enable it to target the right segment for the right product. 

Therefore, it can be deduced that the tourist flow data alone cannot be used to gauge 

the impact of promotion, rather it is by looking at what those tourist flows were as a 

partial indicator. 
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7.2.1.1 Total tourist numbers and revenues in Egypt from 1970 to 2000 

The following tables show the evolution of the tourist numbers and overall revenues 

in Egypt after the repositioning scheme was put into effect. These tables are divided 

into three ten-year periods. Table 7.1 shows the evolution in tourist numbers and their 

expenditures during the 1970s, then it is followed by a brief analysis. Table 7.3 

demonstrates the development in tourism performance during the 1980s (the peak 

period of repositioning). Lastly, table 7.4 continues \Vith the tomism movement to 

Egypt from the 1990s to 2000. 

Table 7.1 Total tourist numbers and revenues from 1970 to 1980 

Years No. of tourists % change Tourist revenues 
(000) (in LE. million) 

1970 357 -

1971 428 19.8% 

1972 541 26.4% 

1973 535 -1.1 % 

1974 6791 26.9% 

1975 7931 16.8% 

1976 984 24.0% 

1977 1004 2.03% 

1978 1052 4.8% 

1979 1064 1.1% 

1980 1253 17.8% 
Average 13.9% 

increase in 
% 

27 

33 

43 

43 

65 

87 

155 

451 

410 

365 

420 

% change Mean 
expenditure 
per tourist in 
million LE.* 

- 75.6 

22.2% 77.1 

30.3% 79.5 

0% 80.4 

51.1% 95.7 

33.8% 109.7 

78.2% 157.2 

191% 449.2 

-9.1% 389.7 

-11 % 343.04 

15.1% 335.2 

40.16% 

Sources: WTO (various issues), Egyptian Ministry of Tourism 
* LE.: Egyptian Pounds 

Table 7.1 above shows the total tourist numbers that visited Egypt and their 

expenditures from 1970 to 1980. The main purpose of this table is to compare the 

evolution of the tourist numbers with their expenditures before and after the 
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repositioning. Chapter three in this thesis showed the tourist perfonnance in Egypt 

before the repositioning programme took place (i.e. from the early 1950s until the 

mid 1960s). For demonstration, the following table shows the average growth 

percentages in total tourist numbers and their expenditures during this period. 

Table 7.2 Average percentage increase in tourist numbers to Egypt from 1952 to 1966 

from 1952-59 Average% in tourist numbers 17.5% 
from 1960-66 Average% in tourist numbers 14.1% 

Source: Egyptian Ministry of Tourism. 

According to table 7 .2, the percentage increase in the numbers of tourists who visited 

Egypt during the 1950s and the first half of the 1960s were 17.5 % and 14.1 % 

respectively. Table 7.1 shows that in the 1970s, the average increase in the total 

tourist numbers fell to 13.9%. This was due to the unstable political situation during 

this period as a result of the 1973 war. 

On the other hand, the overall tourist revenues during the l 970s were increasing, 

except in the years 1978 and 1979 where they decreased to 9.1 % and 11 % 

respectively, despite an increase in the tourist numbers that reached 4.8% and 1. 1 % 

during the same years. The drop in the total revenues during 1978 and 1979 was also 

reflected in the mean expenditure per tourist, which showed more of a decrease than 

the amount spent in 1977. However, in general tem1s, the overall average percentage 

growth of revenues during the 1970s was 40.16%. Table 7.3 shows the tourism 

movement to Egypt from 1981 to 1990. 
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Table 7.3 Total tourist numbers and their expenditures from 1981 to 1990 

Years No. of tourists 
(000) 

% change from 
previous year 

Tourist revenues 
in million$ 

% change Mean 
expenditure 
per tourist in 
$ 

1981 1376 - 174 - -
1982 1423 3.4% 179 2.8% 125.8 

1983 1498 5.3% 151 -15.6% 100.89 

1984 1560 4.1% 146 -3.3% 93.6 

1985 1518 -2.7% 901 517.1% 593.5 

1986 1311 -13.6% 785 -12.9% 598.8 

1987 1795 36.9% 1586 102% 883.6 

1988 1969 9.7% 1784 12.5% 906.04 

1989 2503 27.1% 1646 -7.7% 657.6 

1990 2600 3.9% 1994 21.1% 766.9 

Average 
increase in 

% 

8.2% 68.4% 

Sources: WTO (various issues), Egyptian Ministry of Tourism 

In the early 1980s, the Egyptian government had resumed its plans for developing 

beach tourism, first conceived in the mid 1960s. The diversification policy had led to 

a steady increase in the total number of tourists throughout the first years of the 

decade. Accordingly, during the first half of the 1980s (from 1980 to 1984), tourism 

to Egypt was growing at an average rate of 8.1 %. Starting from the summer of 1985 

and continuing through the autumn of 1986, a fall of 13 .6% in the total number of 

tourists occurred. Two factors had contributed to this fall. First, the recurring unstable 

political situation in the Middle East, in addition to the general slowdown in the US 

market travels abroad. The second factor was internal instability in the destination, 

represented in some riots in Cairo, which resulted in the burning of several hotels 

(EIU, 1991 ). Nonetheless, a rapid and consistent growth had re-gained the tourist 

traffic to the country, starting from the winter of 1986/7 until the outbreak of the Gulf 

crisis in the late summer of 1990 (Ibid.). The highest number of tourists achieved 
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during this period was in 1987, when the number increased by almost 37% to reach 

about 1.8 million. This strong growth was maintained in 1988 when tourist arrivals 

reached almost 2 million and 2.5 million in 1989 (EID, 1991). Regarding the total 

tourist expenditures during this period, they were generally fluctuating as they were 

not always running consistently with the tourist numbers. For example, in the years of 

1983, 1984, 1985, 1987, and 1989, the percentage increase in the tourist numbers 

versus the percentage increase in their revenues was 5.3% to -15.6%, 4.1 % to -3.3%, 

-2.7% to 517.1 %, 36.9% to 102%, and 27.1 % to-7.7% respectively. 

The above figures show three interesting features. First, while the total tourist 

numbers \Vere increasing, their expenditures in some cases were decreasing. This 

occurred in the years 1983, 1984 and 1989. The second feature observed from table 

7.3 is the decrease in the total numbers in 1985, while the total revenues in the same 

year showed a very high increase. The third feature is the high discrepancy in the rate 

of increase in tourist numbers when compared to their expenditure. This phenomenon 

occurred in 1987 and 1990, ,vhere the increase in percentage change of the total 

revenues was almost three times the percentage change in the total numbers in 1987 

and more than five times in 1990. These three features contradict the claim of the 

decision-makers and policy planners in the Egyptian tourism sector that the more 

tourists that visit the destination, the more revenues will be generated. In fact, the 

data presented in table 7.3 sometimes supports the opposite view that an increase in 

the number of tourists does not always bring about an increase in their expenditure 

and vice versa. 
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Table 7.4 below shows the development in the tourist performance in Egypt as a 

result of the repositioning programme during the 1990s. 

Table 7.4 The aggregate tourist numbers in Egypt and their revenues from 1991 to 2000 

Years No. of tourists 1•;. change from the 
(000) previous year 

I 

Tourist revenues 
in million$ 

% change 
from the 
previous 
lvear 

Mean 
expenditure 
per tourist in 
$ 

1991 2214 - 2029 - 916.4 

1992 3207 44.9% 2165 6.7% 675.1 

1993 2508 -21.8% 1927 -11% 768.3 

1994 2582 2.95% 2006 4.1% 776.9 

1995 3133 21.3% 2684 33.8% 856.7 

1996 3896 24.4% 3204 19.4% 822.4 

1997 3961 1.7% 3727 14% 940.9 

1998 3454 -12.8% 2564 -31.2% 742.3 

1999 4797 38.9% 3903 52.2% 813.6 

2000 5506 14.8% 4345 11.3% 789.1 
Average 

increase in 
% 

12.7 % 11.0 % 

Sources: WTO (various issues), Egyptian Ministry of Tourism 

As table 7.4 suggests, the percentage of the tourist numbers versus their expenditures 

was increasing roughly at the same rate, except in 1997 where the percentage rate of 

increase in revenues exceeded that of tourist numbers by eight times. Additionally, in 

1998, the percentage rate of the decrease in expenditures was more than double the 

percentage rate of decrease in tourist numbers. This again supports the notion that the 

type and category of tourists are more important indicators of their expenditure 

patterns than the indiscriminate quantitative approach of targeting tourists, which is 

currently adopted by the Egyptian tourist authorities. However, these findings do not 

negate the fact that the repositioning programme has contributed positively to the 

overall volumes of tourist traffic to the destination, as well as their expenditures. 
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The point that this thesis is trying to make is that the Egyptian tourism sector needs to 

reconsider its current quantitative approach in targeting tourists. What seems to be 

happening in terms of measuring the outcome of their promotional policies in 

targeting the required volumes of tourists does not provide a clear indication of the 

relation between the impact of their promotion on these targeted visitors. This is due 

to the absence of any survey questionnaires that could provide an indication into the 

reasons and motivations that induced these tourists to choose the destination. 

Another interesting finding revealed that despite a decrease in the tourist numbers and 

their revenues, the mean expenditure per tourist showed an increase. This occurred in 

1993 when the mean expenditure recorded an amount of $768 versus $675 in 1992, 

despite a drop in the tourist numbers of 11 %. On the other hand, for both 1996 and 

2000, despite an increase in the total tourist numbers and their expenditures, the mean 

expenditure per tourist was lower than the one recorded in the previous year. For 

example, in 1996, the tourist numbers and their expenditures rose by 24.4% and 

19.4% respectively, however, the mean expenditure per tourist was $822 compared 

with $856 in 1995. While in 2000, the mean expenditure per tourist was lower than 

1999, despite an increase in the tourist numbers and revenues of 14.8% and 11.3% 

respectively. Hence, it would seem that the mean expenditure per tourist is not 

directly proportional to the number of tourists, nor their overall expenditures. 

Accordingly, this thesis suggests that the Egyptian promotion authority should take 

the mean expenditure as an important variable when estimating the overall revenues 
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needed from the new category of tourists, instead of its cunently adopted quantitative 

undifferentiated strategy in attracting these tourists. 

Another finding drawn from tables 7 .1, 7.3 and 7.4 sho,vs that the average increase in 

the percentage change of the total tourist numbers compared with their revenues 

supports the notion that the increase in numbers does not always mean an increase in 

the overall revenues. For instance, the percentage average increase in the total 

number of tourists from 1970 to 1980 was 13.9% versus 40 .16% average percentage 

increase in the revenues. Between 1980 and 1990, the average percentage increase in 

numbers ,vas 8.2% versus 68.4% in revenues. The latter percentage growth in 

revenues was the highest one recorded during the thirty-year period. As table 7.3 

showed, the overall average growth in revenues during this period was highly 

influenced by the high increase in revenues recorded in 1985 which recorded a very 

high percentage change of 517%, more than five times increase than the amount 

recorded in the previous year. Ho,vever, by excluding this year from the ten-year 

period, the general average increase in revenues during this period would have 

recorded a percentage of 12.4%. In the period from 1990 to 2000, the average 

percentage increase in numbers was 12.7% and in revenues \Vas 11 %. 

The above percentage growth in overall tourist numbers and their expenditures from 

1970 to 2000 implies that during the 1970s and l 980s, the number of tourists was 

increasing with much lower percentage than the increase in their revenues. This 

means that the average spending per tourist during these two decades was generally 
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high, while during the 1990s, the average percentage of numbers and revenues was 

nearly the same. Thus, this suggests that the average spend per tourist was much 

lower than that of the previous two decades. Hence, although the average increase in 

numbers was higher in the l 990s, the revenues recorded the lowest rate. 

Accordingly, from what the foregoing analysis has revealed, one must treat the claim 

of the decision-makers of the Egyptian tourism authorities, which stands for the 

general quantitative increase in the total number of tourists with caution. This 

approach was lacking an identification of the different variables and reasons that 

influenced the visitors' travel behaviour to the destination. The following charts 

illustrate the average increase in numbers and in revenues during the thirty-year 

period from 1970 to 2000. 
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Figure 7.1 The percentage average increase in tourist numbers and revenues from 1970 to 2000 

Average increase in tourist numbers from 1970-2000 

16 
14 
12 

::,I;:0 10C: 

Ill 
iii 
>·c:... 
< 

-

8 
6 
4 
2 
0 
1970 1980 1990 2000 

Period in Years 

Average increase in tourist revenues from 1970-2000 

80 
70 
60 

~ 0 

.5 
Ill 
C1) 40:::i 
C: 
C1) 

30> 
C1) 

0:: 
20 
10 

1970 1980 1990 2000 
Period in Years 

358 



Chapter Seven: Evaluation of the Repositioning Programme 

Additionally, since the inception of the repositioning programme in the mid 1960s, 

the MOT has no statistics that categorise tourists visiting Egypt according to the exact 

purpose of their visit or their expenditure patterns. However, in 1985, the MOT 

started to issue annual figures of the total numbers of tourists that visited the regions 

of the Red Sea and Sinai. These figures are illustrated in table 7.5 below. 

Table 7.5 Total recreational tourists to Egypt compared with total tourists from 1985 to 2001 

Year Total Total Total '% % From total 

visitors to visitors (000) change visitors to 

the Red to Sinai Egypt 

Sea (000) 

(000) 
I 

1985 8 196 I 204 -1 13.4% 

1986 5 190 195 -4.4% 15% 

1987 5• 235 I 240 23% 13.4% 
I 

1988 8 222 230 -4.2% ' 11.7% 

1989 . N/A N/A N/A N/A N/A 

1990 I 26 295 321 40% 12.3% 

1991 36 268 304 -5.3% 13.7% 

1992 81 411 492 62% 15.3% 

1993 83 477 560 14% 22.3% 

1994 142 674 816 46% 31.6% I 

1995 308 803 1111 36% 35.5% 

1996 N/A N/A N/A N/A NIA 
I 

1997 490 998 1488 34% 37.6% i 

1998 418 1042 1460 -2% 42.3% 

1999 I 809 1347 2156 48% 45% 

2001 1026 1066 2092 -3% *45% 

Sources: Egyptian Ministry of Tourism, 
* Percentage change over previous year (2000) 
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Table 7.5 suggests that there was a gradual increase in the number of recreational 

travellers that visited Egypt from 1985 to 2001. From 1985 to 1988, there was a slight 

fluctuation in visitor numbers to the combined regions of the Red Sea and Sinai. 

However, these low percentages picked up strongly in the years 1987 and 1990 where 

both these years witnessed high percentages of 23% and 40% respectively. During the 

1990s and until 2001, these percentages increased as they reached a high of 62% in 

1992 (the peak year in terms of tourist arrivals and receipts), whereas, the lowest 

percentages occurred in 1998 and 2001 where the visitors decreased to reach a very 

slim amount of-2% and -3% respectively. 

However, the researcher believes that the above figures are not the actual total 

recreation travellers to the destination. This is due to the fact that there is a certain 

category of tourists who undertake a combined tour to the cultural sites, as well as 

visiting the beaches. However, they might not be included as sun-sea-sand based 

visitors, since the main purpose of their visit is cultural. This category of visitors 

should be included in both cultural and recreational tourism, as long as they visited 

both cultural sites and beaches, or put under a separate category of visitors who 

visited both cultural and recreational tourist sites. It would be very helpful for market 

analysts and statisticians, in assessing the annual inbound tourism to the destination, 

to group them according to the exact purpose of their visit. 

The visitors to the Red Sea and the Sinai reg10ns have also occupied a large 

percentage of the total tourists to Egypt. These percentages fluctuated during the 
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second half of the 1980s until early 1990s. Nonetheless, from the 1990s until 2001, 

they showed a steady increase. These percentages started with an average of about 

13% during the second half of the 1980s, until 1992. Then they jumped in 1993 from 

22% until they reached a high of 45% in 1999 and 2001. Since the contribution of 

sun-sea-sand tourists to the overall number of visitors of the destination has been 

considerable over the last five years, this suggests that the repositioning programme 

has been successful in achieving an increased volume of tourist traffic to Egypt. 

Moreover, there is an interesting and important finding to be noted here: the increase 

in the number of visitors to the recreational sites had reached its peak during the 

1990s, while the total number of visitors to the destination was fluctuating during the 

same period. This was probably due to the unstable internal situation resulting from 

the terrorist attacks. This suggests that the repositioning programme was not only 

working in terms of extending the base of Egyptian tourism, but was also acting as a 

safeguard for the Egyptian tourism industry during the crises. Therefore, in overall 

terms, the repositioning programme has had a positive contribution to the whole 

structure of the Egyptian tourism industry, which was evident during times of 

instabilities. 

There is an absence of some documentation that shows the sequence of the 

repositioning process, such as in table 7.5 where data for 1989 and 1996 were 

missing. These omissions occurred due to the lack of an organised storage system in 
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the Egyptian Ministry of Tourism throughout the years of the repositioning 

programme. 

Nevertheless, the whole range of problems and drawbacks perceived by the different 

respondents that were analysed and discussed in the previous chapter show doubt 

towards the results achieved by the repositioning programme so far. Therefore, the 

question is \vhether the programme ,vorked despite the criticisms that were levied 

against it. If yes, ho,v did this happen? The next section will explore this issue in 

more detail. 

7.3 The Repositioning Programme between Success and Failure 

As argued above, the unselective approach in the promotion policy of the country had 

resulted in attracting low spending tourists with a very marginal contribution to the 

economy, which did not justify the huge investment spent on the development of the 

infrastructure of beach tourism as some of the respondents alleged. However, the 

researcher views that even if this unclassified category of tourists that was brought to 

Egypt en masse to visit its newly developed recreational sites were characterised by 

low spending, their large volumes would compensate for their 10\v expenditures. 

However, the infom1ants who challenged this policy contended that this price

conscious category of tourists had resulted in lowering the overall service 

performance at the destination. Nevertheless, having challenged the state's policy in 

bringing an increased volume of tourist traffic to the destination, the respondents did 

not present to the researcher any tangible evidence to substantiate their claims. For 
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instance, they did not mention what percentage of total revenues they were expecting 

from the new category of tourists. Instead, their criticisms were general assertions 

that were not supported with specific data. The data presented in tables 7.1, 7.3 and 

7.4, showed that the overall number of tourists, together with their revenues, were 

generally on the increase, except during the years of political instability within the 

Middle East region, as well as the internal instability within the country, which 

affected the general flow of tourism to the destination. 

The researcher then assumes that the negative views about the new category of beach 

tourists may be due to the fact that the professionals and tourist experts in the Egypt 

were used to deal with the original market of cultural tourists who were educated and 

possessed higher levels of expenditure. Hence, they found it difficult to deal with a 

mass type of tourists with their distinctly different expenditure levels and behavioural 

patterns. Hovvever, tables 7.3 and 7.4 showed previously in this chapter indicated that 

in general terms, the overall revenues and mean expenditures of tourists were 

increasing during the 1980s and 1990s. Though it is difficult to substantiate this 

argument with concrete evidence that can show the expenditure of the cultural 

tourists versus the expenditure of the sun-sea-sand tourists. This \Vas due to the 

absence of any statistical figures that can clearly categorise the visitors to Egypt 

according to their selected destinations and expenditure patterns. 

Some of the respondents added that the policy of bringing mass tourism to the 

country was not carefully planned in terms of anticipating the impacts that these 
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tourists might have on the environment of the tourist resource, as well as the socio

cultural fabric of the society. The next section explores the environmental and socio

cultural impacts that occurred as a result of the repositioning programme as 

represented by the senior officials in the Egyptian tourism sector. 

7.3.1 The environmental impacts of the repositioning programme 

The impacts mentioned by public and private sector informants in the previous 

chapter included allegations that the repositioning had led to a degradation of the 

coral reefs in the Red Sea, which is the major attraction of the diving product. It 

occurred, they argued, as a result of the bad practices of some of the tourists, as well 

as some investors who built hotel establishments on landfill, hence destroying large 

parts of the sea. This charge is supported by Hawkins and Roberts (1994), who found 

that coastal infilling was widespread throughout Hurghada on the Red Sea, despite a 

setback requirement that prohibited development within 30m of the high-tide line. 

They noted that this law has been flouted by town officials and developers alike, 

causing major damage to fringing reefs, both directly from construction and indirectly 

through the effects of sedimentation (Ibid.). This damage to the flora and fauna of the 

Red Sea was also reported by Yu (1994), who argued that the investors of the 

different tourist projects over the Red Sea had participated in ruining the environment 

of the beach product through the extensive infilling of the sea to build seafront roads. 

This had caused a subsequent washing out of the fine grained material into the ocean 

and resulted in sedimentation, which was considered to be the major cause of 

destruction to many habitats throughout the tropics (from Ormond, 1987). It has also 
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been argued that landfilling processes should be prohibited throughout the shoreline 

of the Red Sea, and an extensive monitoring program should be carried out in order to 

monitor changes due to landfilling (El-Gamily et al., 2001). 

Moreover, the residents and tourists had contributed to the deterioration of the 

environment of the Red Sea through their irresponsible behaviour and practices. For 

instance, Yu (1994) mentioned that in an effort to satisfy the mounting tourist 

demand for souvenirs, it was reported that local residents made lampshades by 

inflating dried pufferfish for to mist souvenirs. He added that the massive catch of the 

pufferfish had led to the abundance of sea urchins (a major prey of the pufferfish), 

which in turn damaged the reefs near Hurghada (from Orn1ond, 1987). Tourist 

activities over the Red Sea had caused devastating effects on the coral reefs and the 

general habitat of the sea. On this subject, one of the hotel officials in the city of 

Sharm El-Sheikh reported on the bad practices of the tourists over the Red Sea coast: 

Nobody can stop it. 'vVe get our own part of the beach, and there are 
activities, like jet-skiing, which is ruining the coral in the light of the day. 
People want to stop and feed fish. In the middle of the night you don't 
know who is throwing what into the sea. I give the coral five to ten years 
(Middle East Times, 7-13 April, 1996:3). 

In summary, from what has been reported in the academic literature on the 

environmental consequences of acts by investors, tourists and locals on the flora and 

fauna of the Red Sea, there are grounds for accepting the critical perspectives offered 

by respondents on the effects of repositioning (Ormond, 1987; Hawkins and Roberts, 
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1994; Yu, 1994; Middle East Times, 7-13 April, 1996:3; Shackley, 1999; El-Gamily 

et al. 2001). 

7.3.2 The socio-cultural impacts of the repositioning 

The development of the new beach product has also had implications for the socio

cultural fabric of the Egyptian society in terms of posing a threat to the value system 

·within some local communities, which were threatened by the importation of western 

norn1s and codes of conduct. These imported nom1s and codes were alleged by the 

policy advisor to have had negative impacts on the value system of the society. In an 

analysis of the socio-cultural impacts resulting from tourists' behaviour in Egypt, 

particularly those from the western \vorld, Laanatza et al. (1986) argued that western 

tourists in Egypt conducted themselves in a way that was an exposition of an alien 

and provocative culture of consumption. In analysing this, the \\Titers admitted that 

some tourists may not intend to display these values, or even be aware that they are 

doing so. Nevertheless, the writers contended that people Viith whom the tourists 

come into direct contact, particularly those engaged with tourism either directly or 

indirectly, were affected. 

The first category of these locals, the authors suggested, may be reckoned as 

professional guides, hotel staff, people ,vorking in travel agencies and airlines, and to 

some extent the bazaar merchants. The second group that tourists encountered were 

those eaining their living in the infonnal sector, whether as self-appointed guides, 

street vendors of souvenirs or camel drivers. Through these interactions - the \Vriters 
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claimed the two groups, through their work, would have assimilated western values 

more or less harmoniously. They further added that what these two groups have in 

common is that, though they may have acquired their formal knowledge of western 

culture elsewhere, for example, at school or television, their understanding of how 

western culture works in practice would be coloured by their exposure to tourism. As 

a result of this communication, the writers asserted that the Egyptians' understanding 

of their own culture would conflict with westerners' perception of Egyptian culture, 

and the opposite is also true - the westerners' understanding of their own culture will 

not coincide with how the Egyptians see it. 

Another interesting observation, resulting from the interaction between tourists and 

locals in Egypt, was that tourists will automatically be placed in the upper middle 

classes, though the Egyptians know that this may not be true in the tourists' native 

country. However, the westerner, as representative of a richer and technically more 

sophisticated culture than the Egyptian one of today, is assumed to be of a certain 

status. This status grants him/her an exemption from many obligations that Egyptian 

society imposes on its members' code of behaviour, ethics, dress, and so on. The 

writers noted that some tourists exploit this situation, a few deliberately, while most 

are probably not aware. However, the fact that they are westerners ensures them 

superiority in a total sense, and the innate right to enjoy all sorts of privileges, 

without having to pay back. 
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Accordingly, the researcher, based on the previous argument, maintains that, as a 

result of the fierce exposition of western codes of behaviour within local Egyptian 

communities, there is an impending threat to the traditional values and norms within 

these communities. Hence, there may be a need for the state's tourism authorities to 

distribute leaflets and guidebooks in which to educate the tourists on the local culture, 

including guidelines on how to interact with locals. Conversely, the state needs to 

conduct awareness programmes to educate locals about the culture of the visitors, 

through devising guiding principles on how to interact with tourists. 

Having discussed the degree of success or failure of the repositioning programme as 

viewed by the key informants in the Egyptian supply sector, the next section analyses 

the overall planning approach adopted by the state for the development of the new 

image of the destination. 

7.4 Good Planning or Lack of Planning for the New Image of Egypt 

The planning approach adopted by the Egyptian tourism authorities for the 

development of beach tourism, as viewed by the critics of the programme, was 

perceived to target the mass tourist segment, rather than a selective type of tourists 

who were chosen according to their travel behaviour and expenditure patterns. 

Whilst this approach was responsible for bringing an increased volume of tourist 

flows to the destination, which in tum contributed to the overall expenditure gained 

through tourism, there was a disagreement between the policy planners, tourist 

professionals and academics in the destination on the approach of achieving this 

368 



Chapter Seven: Evaluation of the Repositioning Programme 

target, as the previous analysis revealed. Based on this, the researcher believes that 

the criteria of the Egyptian supply sector in their strategic planning for the 

development of the new image of the destination were largely economic, although it 

did not specify how the new type of tourists would achieve the economic target. 

Moreover, the development of tourism had another strategic political dimension. It 

was embodied in emphasising the sovereignty of Egypt over the Sinai region after the 

full withdrawal of the Israeli troops in 1982. Hence, tourism was used as a tool to 

mark the new boundaries of Egypt from one side, as well as to develop the new image 

of the destination from the other side. 

The policy of the Egyptian tourism public sector, as reflected by its advocates who 

represent the senior officials in the state's tourism authorities, was in favour of 

augmenting the demand on the new product-mix of Egypt. The augmentation of this 

demand would notionally lead to increased revenues, hence ameliorating Egypt's 

economic situation. Having participated in the devising of this policy, they constantly 

mentioned the advantages of the beach product in attracting an additional segment of 

tourists to the destination, besides its original cultural segment. Although this policy 

sounds reasonable, the policy planners in the destination did not document the steps 

that should have led them to realise their economic target. Hence, the tourist 

professionals, experts and academics, focused strongly on this gap when they 

criticised the state's approach of attracting the new category of tourists to the 

destination. They declared to the researcher that the economic benefits accruing from 

the new category of tourists were not visible, as their low spending power did not 
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allow for a good profit margin to be gained from them. Although tables 7.3 and 7.4 

outlined at the beginning of this chapter showed that in overall terms, the tourist 

revenues earned from tourism throughout the years of the repositioning were 

generally on the increase. Thus, the view of the tourist experts and professionals was 

partial in estimating the overall economic benefits gained from tourism. 

Accordingly, the key officials, tourist professionals and experts in the public and 

private tourism sectors in the destination were at odds in their assessment of the 

benefits gained from repositioning the tourist image of Egypt. However, the 

researcher views that mass tourism has actually contributed significantly to the 

overall revenues of the state, particularly during the years of crisis when visitors to 

the cultural product were drastically reduced due to terrorism. Nevertheless, the 

planning for this new image should have included a detailed assessment of the 

characteristics of the target tourist segments according to their motivations and travel 

behaviour. 

In summary, the above analysis of the tourist performance in Egypt before and after 

the repositioning programme had revealed some interesting findings: 

First, the inadequacy of simply using quantitative tourist flow and expenditure data in 

assessing outcomes of the promotional efforts of the Egyptian image abroad. This is 

due to the fact that the increase in tourist numbers, which was actually achieved 

during the repositioning period, was not per se an indication of the success of the 

repositioning process. This is because there were a whole range of other variables that 
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could contribute to the achievement of these figures. However, the Egyptian 

authorities did not take these into account through any type of research inquiry. 

Second, the absence of research highlighted an important gap in the planning of the 

new image of the destination; this is the absence of any evaluative criteria that could 

show the actual reasons that influenced the target tourists' decision to visit Egypt after 

the repositioning of its tourist image. For example, the reasons that motivated 

international tourists to visit Egypt during the 1980s were apparently different from 

the reasons that motivated them to visit the country during the 1990s. This was 

because there were different internal, as \vell as external, factors that influenced 

tourists' decisions. During the 1980s, the external political situation within the Middle 

East region was relatively stable when compared to the situation during the 1990s 

which suffered from internal instabilities represented in the terrorist attacks, as well 

as external political tension embodied in the Gulf crisis. 

Nonetheless, the Egyptian plarming sector did not evaluate the influence of the 

political factor on the tourism influx to the destination. However, they knew about its 

dire impacts on the tourist flows to the country, but they did not specify what plans 

and procedures in their strategic planning that would enable them to combat or 

confront this dangerous phenomenon. Instead, they were more reactive rather than 

proactive in dealing with this constantly impending threat to the destination. This 

means that, unless the incident took place, they began to set tactical procedures to 
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contain or reduce its negative consequences, instead of setting a clear and detailed 

informed strategy that contained steps to be implemented during any of these crises. 

To substantiate this argument, the next section demonstrates and analyses the general 

strategy of the Egyptian tourism sector devised in the late 1990s. In this strategy, 

certain long-term targets were set to be achieved from 1997 to 2012. The aim of 

analysing this strategy is to show how the general aims of the repositioning were 

modified and extended over time. 

7.4.1 The general strategy of the Egyptian tourism sector 

The general strategy of the Egyptian tourism sector based on developing the supply 

and demand sides of the Egyptian tourist product. In this strategy, it was stated that 

the supply was designed to increase the carrying capacity of the hotels in order to 

meet the increase in the expected demand. Hence, it planned for the formulation of 

integrated plans for the development of different tourist sites catering for 

unconventional aspects of tourism, such as curative tourism, safari tourism, incentive 

and conference tourism and environmental tourism. To achieve this purpose, the 

strategy of the Egyptian supply sector devised for the three five-year plans of 1997-

2002, 2002-2007 and 2007-2012, aimed at achieving three major objectives: 

1. The expansion of the different tourist sites in Egypt that will cater for these new 

aspects of tourism. 

2. The compliance with the state's interest in the preservation and innovation of the 

Islamic cultural heritage. 
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3. The importance of creating new aspects of tourism as an addition to the current 

tourist product in order to attract the highest volume of tourists who are 

characterised by high spending. These new aspects are yacht tourism, water sports 

tourism, desert tourism, safari tourism, conference tourism, curative tourism, 

environmental tourism, and artistic innovation tourism. 

The strategy also aimed at augmenting the demand on the new product-mix of Egypt. 

This will be achieved through the advancement in the level and performance of the 

promotional tools in the fields of media, advertising, tourist public relations and 

general publicity. 

Then the strategy identified some dimensions intended to allow it to achieve its major 

objectives. These dimensions were concerned with the policies of developing tourism 

in the destination. These policies were aimed at devising integrated programmes for 

the conservation and protection of the environment from pollution, as well as 

protecting the natural habitat from degradation and extinction. Additionally, it 

advocated enhancing the role of the private and business sectors in the investment of 

the new tourist projects. Then it recommended some procedures for the 

implementation of these policies. These included: 

• Accomplishment of the comprehensive and ongoing development in the different 

tourist sites through providing the tourist sites in the Red Sea, northern and 
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southern Sinai, as well as the north-western coast, with the necessary 

infrastructure. 

• Production of printed promotional materials, both in Arabic and foreign 

languages, to be distributed by all the Egyptian tourist boards, as well as the 

diplomatic and commercial representatives abroad. 

• Participation in international exhibitions and conferences, as well as the 

organisation of road shows. 

• Allocation of financial resources for the funding of the priority tourist projects, as 

well as for installing computing systems in addition to preparing human 

resources that possess experience and quality. 

The strategy also set some tools that will act as a pull factor for the tourist demand. 

These were: 

• Relying on the tourist market forces of supply and demand for driving the tourist 

development within a convenient frame,vork lying within the economic and social 

development of the state. 

• Supporting the tourism business sector in Egypt as the convenient sector for the 

mechanics of the tourism industry, as well as its capability for creating fair 

competition. This role will allow the state to gradually withdraw itself from 

tourism investment and confine its role to monitoring and supervising the whole 

sector. 
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• Allocating the management of the tourist hotel establishments to international 

management corporations to achieve the most sophisticated and developed 

management and marketing strategies. 

• Issuing the required legislation that will provide a safe and stable environment for 

investment, as well as eradicating the managerial bottlenecks in order to attract 

the necessary capital for the different tourist projects in the destination. 

• Studying the competitive markets, as well as achieving a fair share of Egypt from 

the international tourist movement to the Middle East region. 

Finally, it was also mentioned in this three five-years period strategy that a basic 

principle set by the state for the achievement ofthe proposed objectives of developing 

tourism was aimed at controlling and eradicating terrorism when estimating the 

required demand for the Egyptian tourist product. Additionally, an evaluation of the 

promotional strategy of the tourism sector will be carried out, instances of which have 

already shown positive results, particularly in the second half of 1994 and the first 

half of 1995. 

7.4.2 Evaluation of the general strategy of the Egyptian tourism sector 

Although the general strategy of the Egyptian tourism sector mentioned previously 

had stipulated some objectives to enable it to obtain an increased volume of tourist 

traffic, which ultimately aimed at achieving its major objective of yielding high 

revenues, it did not mention what methodologies it employed to fulfil these 

objectives. These methodologies could have helped them in clearly identifying the 
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feedback on their promotional tools through survey questionnaires, which would in 

tum help them in measuring and evaluating the impact and effect of their promotional 

materials on their target tourist segments. Based on this evaluation, they could 

detem1ine the satisfaction/dissatisfaction levels of their potential tourists, and 

accordingly set alternative procedures to offer in case their customers became less 

satisfied with their products or services. The regular evaluation and monitoring 

processes would also allow them to modify their originally planned strategy in case 

of any contingencies or unexpected events. 

In fact, what was mentioned in the strategy outlined previously seemed to be 

principles or needs rather than realisable targets. It did not mention any criteria or 

specific methodologies that would enable it to measure these targets or objectives. 

No evaluation mechanisms were put in place to assess to what extent the stated 

objectives were to be achieved. For instance, the genuine reasons that attracted these 

tourists and which of the promotional tools were more effective than others. These 

reasons could have been very easily discovered if they had put in place a systematic 

evaluation progran1me to enable them to understand the perceptions of the target 

markets towards the new projected image of the destination. 

In short, the lack of evaluation criteria constitutes a major limitation in the promotion 

policy of the Egyptian tourism supply sector. This may be due to the lack of qualified 

human resources that can execute a sophisticated evaluation progran1me to assess the 

performance of the Egyptian product in the international tourist market. The problem 
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of lack of qualifications among the representatives of the Egyptian tourist boards 

abroad acted as a major obstacle towards understanding the global changes in the 

international tourism market. Consequently, the problem of the absence of evaluation 

stems from a more deep-rooted problem of a lack of an infonned framework or 

system that could be understood and hence implemented by the personnel in the 

EGAPT. Moreover, the absence of this evaluation mechanism made the Egyptian 

tourism sector unable to anticipate the annual grovv1h rate of incoming tourism to the 

destination. This was due to the absence of international forecasting studies that 

assess the global changes, as well as the annual rate of increase in the international 

tourism movement, which undoubtedly influence the annual growth in the Egyptian 

tourism industry. Instead, the government approach seems optimistic in attracting a 

constant augmented volwne of tourists without carefully studying the external and 

internal factors that could act as obstacles towards the achievement of this goal. 

For more scientific evaluation of the managerial approach adopted by the Egyptian 

tourism supply sector, Byars ( 1991) argued that the function of a strategy is to outline 

the fundamental steps an organisation intends to take in order to achieve a set of 

objectives. He further stated that management develops a strategy by evaluating 

options available to the organisation and choosing one or more of these options. In 

his model of strategic management, Byars (Ibid.) drew three different t1pes of 

strategies that could be adopted by any business organisation. Among these strategies 

are the corporate strategies. They include two main strategies; stable growth 

strategies and growth strategies. One of the growth strategies resembles the case of 

377 



Chapter Seven: Evaluation of the Repositioning Programme 

Egypt. It is called 'conglomerate diversification'. This strategy involves adding new 

products or services that are significantly different from the organisation's present 

products or services. The w1iter added that there are some reasons for following such 

a strategy, among them: 

• Taking advantage of unusually attractive gro\vth opportunities. 

• Distributing risk by serving different markets. 

• Gaining better access to capital markets and better stability or growth in earnings. 

• Increasing the price of an organisation's stock. 

According to the definition of Byars (1991) of the conglomerate diversification, we 

can see that Egypt has adopted this strategy for the diversification of its tourist 

product. The EGAPT adopted a policy of developing new tourist products that are 

significantly different from its traditional cultural product in order to attract different 

tourist segments to the destination. The reasons mentioned by Byars (Ibid.) could also 

be applied to the Egyptian repositioning case. 

The first option, which stands for encouraging the growth of other tourist aspects in 

the country, was done in order to take advantage of the under-exploited potential of 

the various tourist resources in the destination. Hence, the tourism development 

sector in the destination started to develop other new aspects of tourism besides 

recreation tourism, such as yacht tourism, religious tourism, environmental tourism, 

golf tourism, conference and incentives tourism, and so on, in addition to other types 

of tourism that were still under the process of development. Therefore, the 

378 



Chapter Seven: Evaluation of the Repositioning Programme 

diversification programme is an ongoing programme, aimed at developing new 

aspects of tourism as an add on to the major cultural product of the destination. 

The second option was done to distribute the risk of having a single product by 

developing different markets. This was applied in Egypt during the crisis of terrorism, 

when the famous cultural sites in the country became targets of frequent violent 

attacks on tourists from the late 1980s. Hence, the Egyptian government found the 

recreational aspect a convenient alternative in order to keep its tourist flows coming 

during any crisis with the cultural product, as well as to act as an addition when the 

cultural product resumed its normal flows. Nevertheless, terrorism was not one of the 

fundamental reasons for the diversification of the Egyptian tourist product, as it 

occurred after the programme started. However, due to the protracted nature of the 

programme as an ongoing process, its importance was enhanced throughout the years, 

particularly after the emergence of the terrorism phenomenon. Consequently, the 

internal unfavourable conditions in the country, as well as the unstable political 

situation in the Middle East, had created pressures on the Egyptian tourist authorities 

to change the original dynamics of the repositioning programme. Both factors made 

the Egyptian supply sector redirect and modify its promotional strategy by treating 

the recreational tourist sites as a separate and distinct destination from the mainstream 

cultural identity of Egypt in order to drive the unstable political factor away from the 

minds of its potential tourists. 
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The third and fourth reasons mentioned by Byars are related to the main objective of 

the state behind the diversification of the Egyptian tourist product, ,vhich is to 

increase total tourist revenues. Although they do not have direct control over the 

prices, as they are not commercial entities, the Egyptian public tourist agencies act as 

facilitators and co-ordinators with the private sector, ,vhich controls the pricing 

process. Most of the critics of the policy of the repositioning programme asse1ied that 

the diversification scheme brought losses rather than gains to the destination, 

claiming that the price of the Egyptian tourist product had deteriorated due to internal 

managerial errors. 

These errors represented in the 'shot-gun' approach adopted by the private sector 

professionals who lowered the prices of their services as an immediate response to 

any drastic fall in the demand on these services. This approach was responsible for 

attracting the 'price-conscious' category of tourists who possessed very low spending 

power, as well as different attitudes and codes of conduct from their original cultural 

market. However, the low price of the Egyptian tourist product did not only occur due 

to the managerial policies of the private sector. It was highly influenced by the global 

market dynamics dominated by the multinational corporations. Their stronger 

marketing capabilities had allowed them to dictate the price of the tourist products of 

the developing countries. Thus, they marginalised the role of the domestic operators 

in detem1ining the actual value of their services. 
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On the other hand, the public sector had participated indirectly in influencing the 

prices of the new Egyptian product as some of the private sector entrepreneurs 

claimed. This was represented in the laws imposed by the Egyptian government on 

the private investors who bid to establish accommodation projects over the 

recreational sites. These laws offered them a period of three years to finish their 

projects. Accordingly, the nominated investors had to rush to build these hotel 

establishments. This policy of haste had incuned negative impacts on the quality of 

these hotels, and subsequently the price of the rooms. This was because the investors 

wanted to sell as many rooms as possible in order to help them settle part of their 

loans with the banks, as well as paying the interests for these loans. Hence, this 

constituted another factor in the general downgrading of the service inside these 

establishments, which ultimately influenced its overall price. 

On the contrary, the academics' standpoint was to advocate bringing quality tourism 

that would bring the required revenues to the country, and at the same time preserve 

the environment and the general character of the place. Their opinion was that the 

policy planners at the destination should select a special category of tourists that was 

educated and possessed high spending powers in order to make a significant 

contribution to the economy, as well as responsible behaviour for the environment 

and the culture of the Egyptian society. Their opinions were coloured by the fact that 

Egypt, as a developing country, suffers from ever growing rates of population and 

pollution, hence an increased volume of tourists is definitely not in its best interest in 

the long-term. 
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Accordingly, we can understand from the above account that not only the external 

political instability had a direct negative influence on the demand of the new tourist 

product of Egypt and consequently its price, but also some internal reasons have 

contributed to this situation. Respondents from both public and private sectors have 

blamed each other for this situation. For instance, the p1ivate sector respondents have 

blamed the government for imposing a short period of time (three years) for the 

completion of their projects. \Vhereas, the public sector inforn1a.nts blamed the private 

sector professionals for adopting an unprofessional attitude represented in competing 

with each other over the p1ices of their products with the international operators, 

which ended in selling them products with cheaper prices than their actual value. 

However, what the researcher elicited from these counter arguments was that the 

Egyptian supply sector experts, professionals, policy planners and decision makers' 

attitudes towards addressing the different problems of the Egyptian tourism industry 

tend to blame each other rather than confronting these problems and trying to find 

combined and shared methods or solutions for solving it. Some of them may know 

the solution to the situation, though, they cannot put their thoughts and suggestions 

into practice because there are no proper channels of communications through which 

they could pass their vie\VS and suggestions. The researcher also observed ( due to 

being an Egyvtian) that culture has a role to play in this negative attitude towards 

dealing with problematic issues. The culture in Egypt is to go for blame and 

condemnation rather than putting an issue into perspective by suggesting a corrective 

approach towards dealing with problems and complicated situations. The blame and 
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guilt feeling combined with the inability to change the status quo has largely 

contributed to this attitude found by the researcher among the different professionals 

and decision-makers in the Egyptian supply sector. The educational philosophy that is 

currently adopted in the destination, which doesn't encourage creativity or criticism, 

had instilled in the Egyptian citizens in general a spirit of apathy, a non-co-operative 

attitude, lack of initiative and teamwork spirit when dealing with any problem or 

unresolved situation. This is because they know that whatever they want to do would 

not be put into perspective or taken seriously by the responsible authorities. 

Consequently, this has led to indifferent attitudes and a high tendency to blame others 

instead of taking an objective outlook and trying to deal with the situation and solve 

any problems. 

The researcher thus concludes that the repositioning has succeeded in bringing 

increased volumes of tourist traffic, which in tum has led to increased revenues. 

However, the respondents who have participated in this study tend to deny this. This 

is due to the whole range of problems they mentioned about the approach adopted by 

the state in achieving the objectives of the diversification scheme. Gray (1998) 

supported the key informants' doubts about the success of the programme when he 

mentioned that the over-liberalisation of tourism, adopted by the Egyptian 

government in its 'simplistic' and 'aggressive' expansion of tourism, is the potential 

problem that faces the tourism sector in Egypt. He argued that the high rate of 

development of the tourism sector has led to undesirable economic, social, 

environmental and cultural impacts. Hence, these negative aspects need to be 
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assessed and managed by careful strategic planning and policies. The current policy 

adopted by the government for the development of the tourism base of Egypt 

indicates that there is no long-term planning for the development of tourism in the 

destination. The writer sees that there is no reason why Egypt cannot ha\'e, in the 

long-term, an enormous and highly profitable tourism sector that goes in line with the 

government's expectation of se\'en million or more tourists by the year 2002. 

However, he argued that tourism should not expand at a rate higher than 10-12% per 

annum. He also suggested that this level of growth requires a detailed plan and 

strategic goals if the problems of excessive tourism are to be avoided. However, what 

the situation of tourism development in Egypt suggests at present, Gray (1998) 

remarked, is that there is no strategic plan for what types of tourists the destination 

wants to attract or where they should come from. The government also opened 

massive areas of land to development projects without any planning for social and 

environmental problems, \Vhich may emerge as a result of such rapid development. 

Therefore, the potential problems of such a lack of tourism plaiming, Gray (Ibid.) 

concluded, are embodied in damage to the environment, dissatisfaction from local 

residents, rapid social and economic change, an inequity in economic distribution, 

and an over-supply in the sector, which will inevitably lead to a collapse in 

investment and employment. Due to these negative impacts, Egypt will fall victim to 

the 'Tourism Cycle', where a destination becomes destroyed or damaged by tourism 

to such an extent that tourists no longer want to visit it. 
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According to the above argument, the researcher agrees with Gray that the core 

problem of the Egyptian tourism sector is the lack of long-term vision into the 

prospects of enlarging the tourist base of the destination. This view was also declared 

by one of the tourist experts in Egypt who mentioned that the inefficient performance 

of the managerial system in the Egyptian tourism sector is due to the isolation of the 

Egyptian management system from the international standards of management since 

the 1950s. This was due to the fact that the principal managerial institutions in Egypt 

fell under the public sector management, due to the nationalisation of these 

institutions during the Nasserist era. Hence, the rigidity and the bureaucracy, which 

characterise these institutions, have restrained the creativity and teamwork spirit, 

which are the basic principles ofmanagement in its modem sense. It was not until the 

1990s that Egypt began to understand and apply the international standards of 

management, as the tourist expert revealed (Elakhbar Newspaper, January 2004). 

The analyses provided in the findings chapter of this study support this opinion by 

suggesting that the public sector organisations in Egypt, with their overly hierarchical 

systems of organisation, prevent the exchange of information that could lead to 

trouble-shooting and higher levels of productivity and innovation. This means that in 

the public sector firms, as in Egyptian politics, formal institutions and bureaucratic 

rules foster unchecked power and arbitrary decision-making. As a result, a peculiar 

organisational culture emerges in which each individual within the rigid hierarchy of 

authority relations becomes subservient to those above, while dominating those 
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below. Hence, authoritarian relations in firms are the natural extension of 

authoritarian politics, and vice versa (Shehata, 2003). 

Nonetheless, despite the setbacks and shortcomings that were found in the 

management of the Egyptian tourism sector, the repositioning programme had 

actually succeeded in augmenting the original cultural product of the destination, 

diversifying the tourist segments, as well as increasing the overall tourist 

expenditures. More evidence to this success is that the new recreational sites over the 

Red Sea are no\V assuming a new strategic role as an important substitute to the 

cultural product during low demand periods. 

Therefore, we can deduce from the success of the repositioning programme, despite 

the managerial pitfalls that \Vere associated with it, that the role of the national tourist 

organisations in influencing the demand on the image of a certain destination is 

ineffective or has no direct impact on the success of the destination image. As a 

result, it can be inferred that the general trends at destinations are set by other 

variables, such as economic factors represented in the exchange rates in currencies of 

different countries, which may be in favour of travelling to particular destination(s) 

than others. Other factors could be the effective role of the private sector in driving 

the tourism industry to destinations as the main sector concerned with the profits and 

losses that accrue from the industry. 

In the case of Egypt, the power of the multi national corporations has been 

instrumental in stimulating and maintaining a lucrative tourist flow to the country. 
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This is also a result of a strong and well established image of Egypt that has survived 

for over two centuries, since the Napoleonic invasion of the country in 1798. Another 

factor could be the general media and its direct and strong influence on potential 

tourists' perception regarding a particular destination. All these factors combined, 

have contributed to the success of the repositioning programme despite all the 

managerial reservations expressed by key participants who were interviewed during 

the course of this study. In this respect, Seaton and Bennett (1996) argue that 

marketing tourism destinations is a process, which is affected by numerous factors 

that lie outside the control of any marketing organisation. This supports the view that 

the national tourist boards are not solely responsible for the success or failure of their 

marketing efforts. Rather, there is a whole range of factors and circumstances that 

influence the marketing process in various ways. 

The next section discusses the lessons that could be gained from the case of Egypt as 

a point of reference to other destinations, which are going, or intending to go through 

a process of product diversification. 

7.4.3 Lessons from the repositioning programme of Egypt 

When the researcher asked the ex-chairman of the EGAPT about the lessons that 

could be learned from the repositioning of the image of Egypt, he said: 

In fact there are many lessons we can give. The first principle rule is that 
the change should be in favour of adding to and not replacing the old 
image. The second thing is that when any destination wants to modify its 
tourist image, it has to take into its consideration the competition. The 
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third lesson is that modification of the image should also aim at attracting 
new tourist segments, without which the modification process will be a 
total waste. Another lesson of the diversification or repositioning of the 
image is that it could be one of the tools of overcoming seasonality. 

Product augmentation, image modification, competitive advantage, new market 

penetration, and eradication of seasonality are the lessons provided by the above 

informant of the repositioning policy of the image of Egypt. These were the 

fundamental factors on which the diversification of the image of the destination was 

based. However, the respondent did not mention the pitfalls that every destination 

has to avoid in order to ensure a successful repositioning. Among these dangers is the 

necessity of devising clear and specific documented strategic plans for future 

appraisal and revision. Another danger may be the inability of the destination to 

understand the changes in its target markets and develop its product according to 

these changes. Hence, the importance of studying each generating market on its own 

through detailed research in order to be able to understand its needs and develop its 

product(s) to suit these needs. The cultural differences and their influence on the 

communication between destinations in the developing and developed world is 

another crucial barrier that can hinder the success of the repositioning process. 

Another barrier is the lack of full co-ordination and co-operation between the 

different sectors concerned with tourism in order to achieve effective repositioning. 

This occurred as a result of the fragmentation of the components of the tourism 

industry, where each component is under the authority of a separate ministry, such as 

the ministry of construction, transportation, water supply, electricity, and so on. If 
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each of these ministries is governed by different interests and 01ientations, then they 

might act as another barrier to success if their interests do not meet with the tourism 

sector. This view is supported by Finlay (1998) \Vhen she argued that due to the 

strong overlap between tourism and other industries, many organisations have 

diversified interests and thus, conflict can arise where organisations have strong 

interests in other policy areas since networks are not mutually exclusive (from 

Rhodes and Marsh, 1992). Finally, the political situation of the destination that plans 

for repositioning has to be studied carefully in order to secure a good exposure of its 

image during political crises. 

Chapter four in this thesis reviewed the academic literature related to issues of image 

formation, image change and repositioning. The repositioning issue has been debated 

by Amor et al. (1994), v-;ho stressed the importance of identifying the baniers 

associated with the process of customer perceptions, which is required for the task of 

repositioning a product or a service. The writers advocated that if the repositioning of 

a tourist product in the mind of its potential and actual customers is targeted, it should 

consider the different stages in the consumers' decision-making process. The barriers 

identified by the writers could exist in the competitive advantage of the new product, 

the communication process, the distribution channels, the influential groups, i.e. word 

of mouth, and the nature of post-consumption feelings - either negative or positive -

concerning the new product or competitors' products. 
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In the case of Egypt, the barriers identified above cannot be accurately gauged or 

elicited due to the absence of detailed studies on the tourist generating markets to the 

destination, which has been a constant gap in the Egyptian planning mechanism 

during the last forty years. Therefore, one of the fundamental factors of repositioning 

destination images is the necessity of understanding the perceptions and needs of the 

generating markets through regular research and monitoring in order to develop the 

images or change them accordingly. 

7.5 Summary 

Despite the wealth in tourist resources that Egypt is enjoying, its planning for tourist 

development does not account for the optimum use of these resources, as the planning 

for the expansion of its under-exploited tourist assets had suffered lack of a long-tem1 

strategic plan. This planning should have taken into its account the needs of the target 

markets, as well as the capacity of their product-mix to serve these needs. For 

example, this planning lacked segmentation criteria for its target tourists, forecasting 

studies of the anticipated demand from these segments, an environmental impact 

assessment of its tourist resources, and studies on the carrying capacity of the 

different tourist sites to determine the amount of tourists it could absorb. All these 

factors should have been considered by the Egyptian Planning and Development 

Authorities in the destination, if they wanted this repositioning programme to thrive. 

Although the respondents in the Egyptian public tourism sector asserted that the 

repositioning programme has succeeded in achieving increased revenues, the data in 
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tables 7.1, 7.3 and 7.4 at the beginning of this chapter contradicts this. The average 

percentage in the overall revenues during the 1970s was 40.16%. This percentage 

raised during the 1980s to reach 68.4% (due to a sudden upsurge in 1985). However, 

in the 1990s it dropped suddenly to reach only 11 %. These figures suggest that during 

the years of repositioning, the revenues were highly fluctuating due to internal and 

external unfavourable conditions mentioned earlier. Hence, this finding does not 

support the allegations of the key officials in the Egyptian tourism sector that the 

repositioning has constantly participated in achieving high revenues for the state. The 

informants in the public sector \Vere convinced that the reposi6oning scheme had 

significantly participated in solving the poverty-related problems in the country, such 

as creating job opportunities. As reported by the MOT, the direct tourist employment 

had increased by 3.2 times between 1982 and 1996 (Egypt's Tourism Net, Tourism 

Indicators). 

Hence, one cannot claim that the programme had totally failed or missed its targets. 

However, the concern in this thesis is to evaluate to what extent was the role of the 

national tourist board effective in achieving these objectives. If the programme 

succeeded with all the mistakes associated with it, who was responsible for this 

success? A number of answers could be given to this. 

First is the fact that, as the literature is constantly emphasising, the actual impact of 

NTOs on destination functioning or success is relatively limited. Second is the strong 

organic image of Egypt that was created during the last two centuries. This strong 
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image has in tum created a demand through the power of the international operators 

as an instrumental and effective media in influencing and serving this demand. Third, 

the power of these operators has established a flourishing market from international 

tourists, driven by multinational corporations that control the global travel movement; 

particularly to those countries in the developing world. Fourth, is the general media 

and its strong and instantaneous impact in influencing the general perception of Egypt 

in the minds of its prospective visitors. 

Consequently, the above factors could have a strong influence in keeping the tourist 

flows to Egypt. However, this should not mean that the role of the Egyptian tourist 

authorities in understanding the global travel movement should remain negligible; 

instead, it should be more proactive in estimating its impacts and thus participating in 

its mechanism. This study highlights a danger in the management of the national 

tourist boards - particularly those belonging to developing countries - in general and 

the Egyptian tourist board in particular, as they cam10t rest on their seemingly 

successful management. Instead, they have to be aware of the serious implications of 

a dependency approach in management in evidence in foreign multinational 

corporations operating their business from the developing world, as well as buying 

local tour operations companies in order to have more control on their commercial 

interests. A case in evidence is the German travel industry giant, TUI, who became 

business partners and co-investors with Travco Egyptian travel company (AmCham 

Egypt Publications, Business Monthly, February 1998). This is likely to create a 

continuing leakage, by which the foreign earnings, which should accrue to the host 
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destination, will bounce back to these huge corporations. Accordingly, if the national 

tourist boards do not prepare themselves through research, expertise, and innovation 

to these important transformations in the global economy, their role in the new 

millennia will become marginal and eventually non-existing. 
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Chapter Eight 

Conclusions and Recommendations 

8.1 Overview 

This thesis has attempted to assess the problems and issues involved in repositioning 

the image of Egypt as a well-established cultural destination. 

This final chapter seeks to appraise some of the main substantive and methodological 

features of the study and to provide reflective observations on the problems and 

limitations encountered \vhile executing it. 

At the outset, three major aims were set. 

• First, to review the historical evolution of the image of the destination since the 

early 19th century. 

• Second, to evaluate the plans and strategies of the Egyptian supply sector set out 

for the diversification programme. This evaluation was in tem1s of the tools of 

implementation, as well as the co-operative efforts between the public and private 

tourism sectors to achieve such image augmentation. 

• The third and final major objective was to develop a general model of destination 

image repositioning that could be used as a basis for managing the repositioning 

of other destinations. 
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To achieve these three objectives, the thesis was structured into seven chapters. The 

first objective was covered in the second chapter, which provided an account of the 

historical evolution of the image of Egypt since the early 19th century. Its purpose 

was to indicate the factors that had contributed to Egypt's pre-eminent reputation as a 

cultural mecca, and in so doing to suggest the potential difficulties that might exist in 

modifying, or changing, the image of a destination with such a strong, core identity. 

The second objective, which was tackled in chapters three, six and seven, comprised 

an account and evaluation of the programme of repositioning undertaken by the 

Egyptian tourism authorities. 

Chapter three presented an overview of the inbound tourism movement to Egypt in 

the post- Second World War period, specifically from 1952 to mid 1960s. This period 

acted as a context in which to set the repositioning programme, which began in the 

mid 1960s. 

Chapter six provided an account of the research findings derived from the field study, 

which was based on ethnographic data gathered from key informants within the 

Egyptian tourism sector. These findings focused on the mechanics of the 

repositioning programme, including its perceived achievements and shortcomings, 

seen from the phenomenological perspectives of executives within the private and 

public sectors, some of whom had been actually involved in it at the time, while 

others were current officers and executives commenting on the programme 

retrospectively. One of the subjects to emerge from this ethnographic data was the 
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level of co-operation attained between the public and private tourism sectors in the 

repositioning scheme. 

Chapter seven moved forward from the minutiae of the ethnographic research results 

to an appraisal of the success of the repositioning programme using pre- and post-data 

on tourist flows and expenditures, a critical examination of the key informant 

perceptions, and through a comparison of the repositioning, benchmarked against 

some of the normative prescriptions offered in the management literature of image 

change. 

The third major objective of the study was concerned with developing a general 

model for repositioning destination images and was implemented in the parts of 

chapters six and seven which comprised a cumulative summary of the major findings 

emerged from this study. In these two chapters, the basic elements of repositioning 

destination images were laid down in the form of a step-by-step sequence 

incorporating the key elements essential to repositioning destination images derived 

from the experience of Egypt. 

The remaining chapters, four and five in this study, included a literature review, as 

well as an account of the methodology adopted by the researcher to achieve the key 

aims of this thesis. The aim of chapter four was to discuss concepts of image 

formation, and repositioning with its different aspects that included modification, 

augmentation, consolidation or change. Chapter five provides an exploration of, and 
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reflection on, some of the substantive and methodological issues that emerged during 

the conduct of this study. 

8.2 The Research Methodology 

8.2.1 The grounded theory approach 

This study utilised the grounded theory methodological approach for its data 

collection and analysis. Although it seems somehow unusual for a marketing study to 

use a pure ethnographic qualitative enquiry aimed at understanding the 'emic' (or 

insider) culture of its participants, this study did not follow the strict rules of 

grounded theory. Rather it sought to apply some of its general procedures 

represented in gaining an insight of the perspectives of the decision-makers and 

policy planners in the Egyptian tourism supply sector regarding the mechanics of the 

repositioning process. 

A key aim and benefit of using the grounded theory approach in this investigation 

was to generate imp01iant discursive categories relevant to the topic of repositioning 

destination images. Hence, this research utilised the key characteristic feature of 

grounded theory, which lies in its ability to use raw data derived from the perceptions 

of its key informants in order to generate theory or perspective out of their subjective 

interpretations. 
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8.2.2 The case study method 

By focusing exclusively on the repositioning case of Egypt, the case study method 

was used for the data collection of this thesis. The researcher selected three data 

collection tools. These \Vere interviewing as the major data collection tool, as well as 

tvvo other complementary tools of documentation and direct observation as supportive 

methods. Semi-structured interviews were used for the major data collection phase of 

this study, which were undertaken with key informants in the Egyptian supply sector. 

Structured interviews with some product managers of Egypt in Britain were 

employed to gain insight into particular topics related to the promotion of the image 

ofEgypt in the British market. 

8.2.2.1 Discursive categories 

From the analysis of the data revealed in the ethnographic interviews, it was possible 

to identify a number of emergent discursive categories. These categories constituted 

themes that provoked freely elicited comment and opinion related to the subjective 

understandings and critiques of the Egyptian repositioning programme, given by the 

actors within the Egyptian tourism industry who had been involved in the 

programme, or who occupied current positions that allowed them hindsight reflection 

on the programme. There were three major discursive categories and, within each, 

there were a number of sub-categories, which have been presented within chapter six. 

These will now be briefly summarised and discussed. 
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8.2.2.2 The main discursive categories that emerged from the research 

The interviews conducted during the field study phase of this research were based on 

three major apriori discursive categories that \Vere chosen as key issues for 

exploration with the respondents because they had been found regularly emphasised 

in the literature of tourism marketing and tourism planning (Lickerish and Jenkins, 

1997; Gunn, 1979; McIntosh et al., 1995; Sharpley and Telfer, 2002; Swarbrooke, 

1999; Weaver and Oppemrnrm, 2000). These were: 

• the promotion of the nevl image of the destination introduced after the addition 

of the recreational dimension to its original cultural product; 

• the development of infrastructure to cater for this new aspect; and 

• the levels of co-operation attained between stakeholders from the public and 

private tourism sectors in Egypt and Britain to achieve the overall objectives of 

the diversification/repositioning programme. 

The following diagram (figure 8.1) shows the three maJor discursive categories 

examined in this study, together \vith their associated sub-categories. 
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Figure 8.1 The three major discursive categories of the study with their related sub-categories 
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8.2.2.2.1 Promotion ofthe new image ofEgypt 

Three discursive sub-categories emerged as themes associated with the main category 

of the promotion policy adopted by the Egyptian tourism authorities. These three sub

categories were related to marketing issues, managerial expertise, and human 

resources training and education. The three sub-categories with their related themes 

are shown in the following diagram: 
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Figure 8.1 a The first main discursive category of the study with its related sub-themes 
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a. Marketing: Concerning the pitfalls in the marketing process, the researcher 

found an absence of comprehensive product portfolio studies - inventories - that 

could define the strengths and weaknesses of the Egyptian tourist product vis-a-vis 

other similar products. This was exacerbated by a lack of infonned studies (market 

research studies) about the preferences and requirements of the targeted tourists in the 

different generating markets to Egypt. Accordingly, this shortfall acted as a limitation 

in the promotion of the Egyptian tourism sector. This is because there was no 

systematic infom1ation to help the policy-makers to tailor their products according to 

the needs and motivations of the different target markets of the destination. 

Another limitation in the marketing process was represented in the lack of scientific 

evaluation of the promotional campaigns that were executed for the image of Egypt in 

its overseas tourist markets. This restricted the ability of the Egyptian tourist 

authorities of understanding the genuine reasons that motivated their target tourist 

segments to choose Egypt as their vacation destination. 

Additionally, the influence of conglomerated transnational companies on the demand 

of the new product-mix of Egypt restricted the ability of the local operators in 

developing countries to have control over the prices and demand of their products. 

For example, a tourist company named Condor and Nickennan declared in a press 

conference in Cairo that it \Vas merging with Thomas Cook. Due to this merge, this 

new company became the second largest travel group in Europe, and the third in the 

world. The combined organisation now operates 30 tour operator brands carrying 15 
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million customers a year, 3,800 travel agencies, a fleet of more than 70 aircraft and a 

staff of more than 27,000 (Al-Ahram Weekly Online, 23-29 August 2001). 

b. Managerial expertise: Two issues emerged within this sub-category: the 

unprofessional management among some of the domestic operators in Egypt; and the 

problems of fostering an ethos of teamwork culture into Egyptian business practice. 

Unprofessional management among some of the local operators reflected a lack of 

understanding of the professional principles of management that are applied 

worldwide. This is in tern1s of their managerial perforn1ance represented in the fierce 

competition between them regarding the prices of their services when dealing with 

international operators. This competition had led some of them to sell their products 

at less than their actual value according to the declarations of some key respondents. 

Their unprofessional attitude in management, as they tem1ed it, has also led to more 

unprofessionalism in their co-operation with each other, regarding the marketing of 

the image of Egypt in its international tourist markets. It was manifested in the 

absence of a culture of team\vork, as vie\ved by some key infonnants. This in tum has 

led to inadequacies in their managerial philosophies and orientations. There were also 

indications from the respondents that one cause of some of these inadequacies in 

management in the Egyptian tourism supply sector was related to the human 

resources education and training at the destination. This represented the third sub

category raised under the promotion of the new image of Egypt. 
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c. Human resources education and training: Some of the respondents suggested 

that the human resources education and training had suffered shortcomings, including 

a general lack of qualifications among the human resources in the tourism supply 

sector in Egypt. One of the respondents who used to be in charge of one of the 

Egyptian tourist boards, viewed that from his own experience, the representatives of 

the Egyptian boards abroad lack qualifications that ,vould entitle them to deal with 

the international trade in their countries of origin. Among the problems that these 

representatives suffer from - according to the interviewee - were pertained to 

language and communications skills, and above all, a coherent system of management 

that would allow these persom1el to convey the new image of Egypt to the 

international trade and end users in the different generating tomist markets of Egypt. 

Moreover, the problem of lack of qualifications among the representatives of the 

Egyptian tourist boards extends to the whole human resources apparatus m the 

Egyptian tourism supply sector. This ,vas allegedly due to deficiencies m the 

curricula and programmes m tourism educational institutions in the country. One 

criticism was that these institutions paid more attention to tourism theory than to the 

vocational demands and training needs of the industry. The researcher observed, not 

just from the research programme, but from her own experience as one educated in 

Egyptian institutions, that the educational philosophy in the country is based on rote 

learning, which mitigated against innovative activity, and also against collective 

actions among its receivers. Ho,vever, the respondents' views on Egyptian tourism 

education and training needs must be treated ,vith some caution, since it is common 
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for tourism executives in many countries to criticise training and education. Further 

research would be required to support or confim1 the criticisms made by respondents' 

subjects. 

8.2.2.2.2 Development ofinjiw,tructure for the new image 

The second major category of the study was related to the development projects 

conducted to provide for the infrastructure of the beach product. Issues related to the 

planning of the new image, the managerial decision-making concerned with this 

planning, as well as the impacts of the repositioning programme have emerged out of 

this major category. The following diagram shows the three themes that emerged out 

of this category with their associated sub-themes: 
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Figure 8.1 b The second main discursive category of the study with its related sub-themes 
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a. Planning of the new image: Some of the infonnants regarded the planning of the 

new image as hampered by some weaknesses. These were represented in the 

excessive supply of hotel establishments for beach tourism versus a low demand. The 

respondents claimed that this was the result of the tourism development approach at 

the destination, which did not run according to forecasting studies of the anticipated 

demand from the different generating markets of Egypt. An instance of the planning 

method adopted by the TDA in the destination, as put by the infom1ants lay in the fast 

development of hotel establishments for the recreational product, which they alleged, 

was not supplemented by complementary services on the airports, roads, water 

supply, electric supply, and so on. In short, it was alleged that the planning for the 

development of beach tourism in Egypt was unsystematic, in that it did not plan or 

more precisely implement a coherent plam1ing scheme for the development of the 

different services and infrastructure for the beach product. 

Another important issue raised by the different respondents was that the excessive 

development of hotel establishments in the ne,v resort destinations was designed to 

fulfil the state's aim of increasing the tourist traffic to the country. This policy had 

contributed to the lowering of the original price of the Egyptian product. The low 

pricing policy, as the respondents analysed it, had subsequent repercussions on the 

quality of the services offered, as well as the categories of visitors brought to the 

destination. Hence, the concept of development, which stood for mixed development, 

as declared by the high official at the TDA in Egypt, was viewed by the other 

categories of key informants from the private sector, and the tourist academics in the 
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destination, to have been instrumented in downgrading the quality of the services 

offered, and thus its price. Both have negatively impacted upon the overall tourist 

experience. 

b. Managerial issues: The second sub-category emerged from the development of 

the new image of Egypt raised themes pertinent to the managerial practices of the 

planning sector. These related to the unaccountability of the tourist entrepreneurs in 

the destination. According to some respondents, the unaccountable managerial 

performance of the local entrepreneurs \Vas represented in their abuse of the financial 

resources allocated for the development of the tourist infrastructure in the destination. 

This had caused a major lost opportunity cost for the banks, \Vhich provided the loans 

to these investors according to some respondents. This managerial deficiency among 

the local investors had incurred the state large sums of \Vasted financial resources, 

which was allocated to these projects. However, the researcher does not know to what 

extent this point is accurate, as there was no accessible documented evidence 

available on this issue that could give some indication into the figures or the amounts 

of loans incurred by these banks. 

The other managerial shortage, which affected the development of the new tourist 

product of Egypt, as reflected by some informants, \Vas inconsistent managerial 

philosophies of the public versus the private tourism sectors in Egypt. Most of the 

debate between the researcher and the different principal informants from both 

sectors was focused on the managerial philosophy of the public sector at the 
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destination in its approach to developing mass tourism. The planning policy of the 

state in developing tourism was responsible for bringing accelerated volumes of 

tourist traffic to the destination. Although this policy seemed reasonable and was 

required by many tourist destinations in order to enhance its economic contributions 

from tourism, in the case of Egypt the high volumes of tourists did not take into 

account, as the tourist entrepreneurs and academics viewed, the carrying capacity of 

the product, the category of visitors, and ultimately the overall price of the new 

tourist product. All this happened as a result of the lack of studies of the supply and 

demand from one side, and above all, the lack of a clear vision into the prospects of 

developing beach tourism in Egypt. The private sector professionals, the tourist 

experts and academics' argument was based on the premise of restoring the original 

high-spending category of cultural visitors of the destination, besides planning for a 

calculated development of mass tourism, which would not incur detrimental impacts 

on the environment, the society, and eventually the overall quality of the tourist 

expenence. 

c. Impacts of the repositioning programme: The third group of themes emerged 

under this main category was related to the impacts incurred as a result of the 

development approach adopted by the Egyptian tourist authorities. The mixed 

development approach had caused some undesirable impacts on the socio-culture 

fabric of the Egyptian society, the environment of the recreational product, as well as 

the economy of the country. 
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Concerning the socio-cultural impacts, it was embodied in the western norms and 

codes of conduct imported with tourists into the newly developed recreational sites in 

Egypt. These norms clashed or contradicted with the traditional nonns of the local 

communities in these sites, hence it constituted a threat to their culture and identity. 

The policy advisor and ex-chairman of the EGAPT suggested that the state has to 

adopt a more responsible approach in developing these new aspects of tourism that 

could respect the traditions and customs of these local communities. Conversely, the 

responsible in the public sector believed that mixing the cultures of the host and guest 

is important and required, particularly in the wake of globalisation where cultures are 

no longer confined by distances or boundaries. Furthennore, they supported the 

notion that tourism is an important vehicle in promoting cultures, and hence could act 

as a catalyst for appropriating the cultures of the hosts and guests instead of isolating 

them. 

The second theme raised under this sL1b-category was about the environmental 

impacts resulted from developing mass tourism in Egypt. Both public and private 

tourism sectors agreed that the development of beach tourism in Egypt had negatively 

affected the environment of the recreational product in the Red Sea. This was 

represented in the destruction of the coral reefs (the major attraction of the diving 

product) through the irresponsible practices of the investors, locals and tourists. 

The effect of the repositioning programme on the economy of Egypt was the third 

theme raised under this sub-category. The public and private tourism sectors did not 
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agree on the benefits accrued from the beach product on the Egyptian economy. Due 

to the relatively cheap fare of the recreational product, the private sector 

professionals, policy advisor and ex-head of the EGAPT alleged that the addition of 

the beach product to the original cultural product of Egypt did not have a remarkable 

influence on the overall revenues earned through tourism. On the contrary, the public 

sector responsible were highly convinced that they did succeed in achieving the 

objectives of the repositioning embodied in enlarging the tourist base of the country 

by adding more tourist aspects to the major cultural product, which would inevitably 

augment the tourist expenditure. Consequently, the public sector was in favour of the 

quantitative approach to development by b1inging augmented volumes of tourists in 

order to create employment and revenues from tourism. Whereas, the other categories 

of infonnants' standpoints were geared towards the qualitative development of 

tourism that could bring less numbers and at the same time high spending tourists 

who can have a significant contribution to the country's economy. 

8.2.2.2.3 Levels ofco-operation between the public and private tourism sectors in Egypt 

The third and final major category of this study was about the levels of co-operation 

achieved between the public and private tourism sectors in Egypt. Four sub

categories emerged out of this category. They pertained to tourism marketing 

organisation, managerial deficiencies, cultural issues, and conflicts and tensions 

between other public sector enterprises and the tourism sector. The following 

diagram illustrates the four sub-categories raised out of it together with their related 

lSSUes. 
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Figure 8.1 c The third main discursive category of the study with its related sub-themes 
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a. Tourism marketing organisation: The tourism marketing organisation sub

category raised some topics such as the periodical meetings between the public and 

private tourism sectors in Egypt, the absence of a structured framework of 

management, as well as the absence of a database for advertising enquiries, and 

occasional consultations between the Egyptian tourist board with the British operators 

in Britain. 

The periodical meetings and occasional consultations as revealed by the respondents 

indicated a gap in the communications between the public and p1ivate tomism sectors 

in Egypt and Britain. The researcher felt from what was declared by the informants in 

both sectors that the communication between them is a form of routine ritual, which 

has no real influence on business outcomes. It was basically carried out as an 

obligation, with no operational agenda that could be evaluated. As in other instances, 

the roles and procedures of management were not perfom1ed according to a 

systematic structure regulating roles and performance indicators in relation to the 

managerial decision-making processes. 

The last issue that emerged under this sub-category was the absence of a database for 

advertising enquires concerning the British tourist market. As revealed by one of the 

British operators interviewed by the researcher, the Egyptian tourist board in Britain 

does not possess a database for potential British travellers requesting information on 

the basis of different adverts in promotional campaigns. This is a crucial deficiency, 

since evaluation of promotion is critically dependent on being able to interview or 
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survey a population that has been exposed to promotion, in order to determine to 

what extent their travel decisions have been influenced later and in what ways 

(Seaton and Mathews, 2003). This absence confirms the point raised concerning the 

absence of evaluative criteria for the promotion campaign of Egypt in its different 

tourist generating markets. If the Egyptian board does not have this type of 

information about the preferences of its potential visitors, it is difficult to identify 

their choice patterns and influences in selecting Egypt for their holidays. 

b. Managerial deficiencies: The second sub-category emerging from discussions 

about the levels of co-operation between the public and private tourism sectors in 

Egypt was connected to themes of the managerial deficiencies in the Egyptian supply 

sector. Issues related to conflicting managerial decisions, irresponsiveness to 

international markets, bureaucratic management of the Egyptian tourism supply 

sector, ineffective management, and individualism of local tour operators were raised 

under this sub-category. 

All the managerial shortfalls are reflected in the previous two major categories of the 

study; nan1ely, the promotion of the new image of Egypt and the development of 

infrastructure for this new image were reinforced by the lack of co-operation between 

the public and private sectors in the destination. For instance, conflicting managerial 

decisions represented a discontinuity in the decision-making process of the Egyptian 

tourist board. This was due to the absence of coherent documented objectives of the 

promotion of the image of Egypt in its tourist generating markets. The 
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irresponsiveness to the international market indicated the absence of studies for 

structuring the pricing of the Egyptian tourist product, as revealed by one of the 

British operators. In other words, the Egyptian supply sector's pricing system was not 

receptive to the laws of supply and demand in the international tourist market. This 

constituted an obstacle to their co-operation in the international tourist generating 

markets. 

The bureaucratic management of the public tourism sector in Egypt represented 

another obstacle to the managerial effectiveness in the tourism sector. Two 

contradicting aspects emerged from the discussion of this topic. These were the delay 

in the processing of decisions on the part of the Egyptian tourist board with the tour 

operators, both in Egypt and Britain, versus the absence of a filing system for 

documentation concerning the policies and plans devised for the repositioning of the 

tourist image of Egypt, since its inception in the mid 1960s, as claimed by the private 

sector respondents, as well as tourist academics in the destination. Hence, the rigid 

bureaucratic culture should have been supported by a storage system of inforn1ation 

to help policy planners and decision-makers in appraising their plans on a regular 

basis. 

The last two themes highlighted under this sub-category were about the ineffective 

management of the Egyptian tourism supply sector, and the individuality of the 

private sector professionals. The ineffective management emanated from the inability 

of the private sector to manage the industry in the wake of globalisation with its vital 
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changes and dynamics. This management also created a gap bet,veen the public and 

private tourism sectors, which made any chance of effective co-operation between 

them remote. Further, the individuality of the domestic private sector professionals 

reflected the fragmented nature of the travel industry, together with the 

unprofessional attitude of some of the local tour operators - highlighted earlier -

which had incurred negative impacts on the overall managerial performance of the 

Egyptian supply sector. Some of the respondents from the private sector viewed the 

inadequate efforts of some local operators as deriving from their personal interests 

rather than supporting the interests of other complementary establishments, such as 

hotels, tourist shops, restaurants, and so on, and that this had resulted in a conflict 

between these sectors and a lack of co-ordination between them. 

c. Conflicts and tensions among other public sector ministries with tourism: The 

same conflicts were found between the different sectors that had an indirect 

relationship with tourism. This issue represented another sub-category under the main 

category of the co-operation between the public and private tourism sectors in Egypt. 

Two main themes were raised under this sub-category. They were: 

• the lack of awareness of the importance of tourism; and 

• the political considerations in the country and its influence on the politics of the 

tourism sector. 

The lack of co-ordination between the different sectors within the Egyptian tourism 

industry was due to its fragmented nature, and the same lack of co-ordinated efforts 
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occurred between the tourism sector and non-tourism governmental sectors. 

Respondents declared that the conflict took place due to the contradiction in the 

vested interests of these ministries with the tourism industry. Hence, the conflict of 

interests were a natural consequence to their different orientations towards the 

industry. 

The political considerations in the country represented another obstacle in the 

communication channels between the public and private tourism sectors as viewed by 

one of the tourist experts. These political considerations, as he described it, 

represented the difference in the management of the public versus the private tourism 

sectors in Egypt. As discussed earlier, the different orientations of each sector made 

the means for achieving the economic gains from tourism varied. This means that the 

decision-making process in the tourism industry in Egypt is dictated by the polity of 

the country. This polity is serving the general interest of the society at large, which is 

ultimately standing for providing emplo1111ent opportunities and enhancing the 

country's earnings from tomism. However, it seemed to the researcher that the two 

objectives, or more accurately the means of achieving the two objectives, 

contradicted each other. The attempt of the decision-makers and policy planners to 

eradicate unemployment at the destination meant that they adopted the policy of 

highly accelerating the tourism development in order to attract the largest volume of 

tourist traffic. However, the private sector professionals had their reservations about 

this approach. They claimed that it was responsible for bringing a category of 

tourists with a low spending power. Hence, the state's policy in developing tourism 
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contradicted the private sector philosophy, which predominately stood for profit 

maximisation through attracting quality tourists. 

d. Cultural issues: The final sub-category raised under this maJor category 

highlighted topics relevant to the general culture in the destination, which were 

assumed to have a direct influence on the communication between the tourism sectors 

in Egypt and Britain. The topics raised under this sub-category were related to the 

cultural hierarchy in the destination, as \vell as the general cultural code of 

communication. Concerning the latter issue, some British operators mentioned that 

due to the different cultures of Egypt and Britain, the Egyptian supply sector found 

difficulty in adjusting to global business culture. Consequently, this factor had 

negatively influenced the channels of communication between the tourism sectors in 

both countries. For example, the speech code of communication in Egypt was found 

to be incomprehensible to British operators. The tendency for Egyptian tourist 

representatives to make fonnal speeches, rather than specific, effective actions was 

found by some of the British operators as a cultural barrier to their communication 

with Egyptian representatives in the British market. Thus, the researcher believes that 

to be able to operate in a global business setting, the Egyptian supply sector must 

understand global business codes of procedure in order to adopt the appropriate 

communication style. 

Furthermore, the cultural hierarchy was evident in the interaction between the 

representatives of the Egyptian tourist board and their counterparts in the British 
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market. One of the respondents asserted that there was a kind of preferential 

treatment received by the British operators at the expense of local operators from 

Britain, in terms of allocating funds to these operators for promotional purposes. 

Thus, this attitude had a negative influence on the co-operation between the Egyptian 

board and the local operator in Britain, which was inferred by the researcher to be due 

to a hierarchy in the destination resulted from the colonial legacy. 

The previous three major categories, which this current investigation was based on 

together with their sub-categories, comprised the basic elements of the repositioning 

model proposed by this study. The following section summarises these elements and 

shows how they are interrelated in order to build-up this model. 

8.3 The Repositioning Model 

The repositioning model proposed m this study was based on systematically 

addressing the deficiencies in the three main discursive categories elaborated in the 

previous section. These categories overlapped to a degree. The virtue of using the 

grounded theory in this study was that it helped the researcher in analysing the 

differences in opinions and hence, perspectives of the different stakeholders who 

participated in the repositioning of the tourist image of Egypt. Theoretical 

comparison helped the researcher in constantly comparing the standpoints of the 

different respondent groups who were involved in the repositioning process. 

Theoretical sampling enabled the researcher to develop the categories for the study so 

as to be able to refine the different concepts conveyed through the views of the key 

420 



Chapter Eight: Conclusions and Recommendations 

informants who participated in this research. The discrepancies in the perception of 

the various processes involved in the repositioning programme highlighted the gaps 

in the understanding, and hence the implementation of these processes an1ong the 

decision-makers and policy planners in the Egyptian tourism supply sector. 

The researcher started the model with the category of the development of the new 

tourist product of Egypt. The respondents in the public tourism sector indicated that 

their planning of the new product-mix of the destination was based on studies of the 

target markets who were found to be interested in these new tourist aspects, such as 

beach, golf, conferences, and so on. However, the other two categories of respondents 

represented in the private sector professionals and tourist academics criticised the 

public sector approach for not possessing a detailed, documented, strategic plans to 

clarify the steps conducted by the state to bring the targeted tourist segments to the 

destination. Therefore, the absence of documented strategic plans constituted a gap in 

the planning of the new image of the destination. 

Consequently, the model proposed in this study suggests that this development should 

have been based on market studies. These studies ought to have been sensitive to the 

conditions of each generating market in order to act as a basis for developing its 

tourist product. For example, the Egyptian development authority ought to have 

undertaken studies of the competitive position of its product against similar products 

offered by other destinations. They should also have conducted studies to determine 

the carrying capacities of their new product-mix in order to help them in developing 
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their product(s) according to sustainable levels of capacity. These studies should have 

been supplemented with supply/demand match analytical reports, determining the 

number of tourists needed for each site and on this basis, plan for the supply levels 

that would cater for the anticipated demand. At this point, the promotion authority 

should have integrated with the development authority by providing it with the 

numbers and types of tourists expected to arrive at each tourist site. 

From what was revealed by the private sector informants who were interviewed in 

this study, the Egyptian promotion authority did not possess a database that could 

identify the characteristics and travel behavioural patterns of its target segments. 

However, the key officials in the tourism public sector defended this view by 

mentioning that they gained the necessary market information through secondary 

research via the travel trade in each of the tourist generating countries of Egypt. 

Nonetheless, the academic literature reviewed in this study, which the researcher 

agrees with, supported the critics' view of the programme that the Egyptian 

promotion authority should carry detailed market studies through professional entities 

in order to understand the needs and motivations of the different target segments in 

their generating tourist markets. 

The model further extends the studies that should be conducted by the promotion 

authorities by shifting its focus to serve the supply side of the new image. It is 

proposed that these studies should include product portfolio analysis, competitors' 

analysis, and distribution research. All these studies should provide analysis of the 
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characteristics of the tourist product on offer, its competitive advantages in 

comparison with other competing products offered by other destinations, as well as 

the distribution channels or travel intermediaries that will help the Egyptian authority 

in targeting the right market for their new product-mix. 

The model also suggests administrative steps for the internal managerial system of 

the Egyptian promotion authority to enable it to carry out the above market studies 

properly. These steps are: 

• the importance of evaluating and monitoring the promotion plans. This will help 

them in measuring to what extent their promotional tools were effective in 

conveying the new image of Egypt to its target markets; 

• conducting human resources training programmes. Through the analysis of the 

different views revealed by the different respondents from the private sector, as 

well as the tourist academics in the destination, the human resources in the 

Egyptian public tourist authorities were seen as not qualified to perform their 

duties on a professional level. Therefore, there is a need for upgrading the 

qualifications of the current human resources through professional courses on the 

different duties that should be carried out by representatives of the Egyptian 

boards. Moreover, the educational approach of the tourist institutions in Egypt has 

to be revised to provide a balance between the theoretical and vocational needs of 

the tourism industry; 
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• the Egyptian tourist authorities should set a structured framework of marketincr::::,, 

including step-by-step procedures for the different promotion activities that 

should be undertaken by the authority and its expected outcomes; 

• the necessity of establishing databases for different consumer enquiries. This ,vill 

act as a resource for use in evaluating the promotional impact in transmitting the 

new image of Egypt to its overseas generating markets; 

• establishing consistency and coherence in their different managerial decisions. As 

reflected by some of the respondents, the managerial perforn1ai1ce of the public 

tourism institutions is characterised by rigid bureaucracy, which acts as a hurdle 

for effective co-operation between the public and private tourism sectors in the 

destination; 

• conducting regular consultation with the international trade in the generating 

markets of Egypt, as well as regular meetings with the domestic tourist 

entrepreneurs with a set agenda of objectives and expected results; and lastly, 

• improving and enhancing their cultural communications with the international 

trade to be able to cope with global business culture and ethics. 

Finally, the model suggested some guidelines for achieving effective integration, as 

well as fostering a co-operative philosophy between the public and private tourism 

sectors in Egypt, and between the Egyptian supply sector with its counterparts in the 

different generating markets of the destination. These guidelines include: 
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• First, narrowing the gap that exists in the managerial philosophies between the 

public and private tourism sectors in the destination through establishing co

ordinated and coherent goals and orientations between them that could help in 

identifying their roles and duties for each other. 

• Second, eradicating the investment constraints imposed by the state, which force 

investors to finish their projects within three-year period. This in turn affected the 

quality of these projects, which ultimately had a negative impact on the price of 

the services offered. Consequently, the researcher proposed that the public sector 

should be more flexible in forcing these rules, by which they should vary 

according to the requirements of each project and hence, deciding the appropriate 

time needed for its completion. 

• Third, enhancing the Egyptian cultural interaction in the global tourist market. 

The current managerial performance in the Egyptian tourism sector was highly 

hindered by the lack of cmrummication \Yith the international trade due to cultural 

barriers. These barriers represent the cultural code of communication on the part 

of the Egyptian representatives, as well as some local entrepreneurs. This code, 

according to some respondents, lacks the expertise and proficiency in terms of the 

business language and ethos that \VOuld enable these representatives to have 

effective communication with the international trade. Hence, the Egyptian 

promotion authority should conduct intensive public relations training 

programmes on international standards for the different representatives of its 
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tourist boards overseas, in order to ensure that they are delivering the right 

message to their business partners. 

• Fourth, tackling the unequal power in the international tourism supply chain of 

distribution. This power was found to be in favour of the international trade, 

which amalgamated together and established its own transnational companies, 

hence imposing control and will on other tourist destinations, particularly from 

the developing world. The solution of this problem - as suggested by some 

informants from the private sector - is to create the interest of specialist foreign 

companies that could sell the image of Egypt in its overseas target markets. This 

could be achieved through the co-operation of hotels, airlines and financial 

institutions in Egypt, who together can provide these foreign companies with the 

required capital. These foreign companies could in turn join in the management 

of these transnational corporations, and hence be able to have an influence in the 

decision-making process, particularly the selling and pricing policies of the 

Egyptian tourist product. 

• Fifth, establishing a co-operative relationship between the different tourist 

stakeholders in Egypt and Britain regarding the different managerial processes. 

The Egyptian entrepreneurs should act on improving their professional attitude in 

business when dealing with their international partners. This could be achieved 

through conducting professional courses on international management funded by 

the Egyptian Federation of Tourist Chambers as the legitimate organisation 
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responsible for co-ordinating efforts between the different private sector tourist 

establishments in the destination. 

• Sixth, lessening the negative effects of bureaucracy. This study found that the root 

cause of the ineffective co-operation between the Egyptian public and private 

tourism sectors is the rigid bureaucratic attitude of the public sector. Thus, the 

Egyptian public sector tourist authorities should act on easing the managerial 

bottlenecks resulted in delaying the decision-making process. 

Having summarised the different steps in the repositioning model proposed by this 

study, the following section discusses the implications of this model on other 

destinations that may elect to go for repositioning or modifications of its current 

images. 

8.3.1 The implications of the repositioning model on other destinations 

This study suggests that repositioning destination images, as shown in the Egyptian 

case, was a desirable decision undertaken to widen the demand for the Egyptian 

tourist product by augmenting the cultural product with a new sun-sand-sea based 

one. However, the implementation of the different processes involved in the 

repositioning programme was not an easy task. The repositioning process illustrated 

through this study, although having logical rationale and objectives did not or could 

not include some crucial elements of management. These elements were the needs 

and travel motivational behaviour of the different segments in the international 
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tourism market. This requirement is considered to be a fundamental basis for any 

destination that wishes to change or modify its current image in a very dynamic 

industry like tourism, which is characterised by ever changing needs and fashions. 

This process demands constant appraisal of the modified product vis-a-vis the trends 

and demands of the international markets. After the analysis of the Egyptian 

repositioning case, the author of this thesis suggests that if destinations were to 

overcome the obstacles associated with the implementation of the different 

requirements of the supply and demand of the new image through strategic planning 

and management, a successful repositioning should ensue. 

8.4 Limitations of the Study 

This study was limited by a number of methodological limitations and practical 

factors. These were: 

• First, the grounded theory approach adopted in this thesis was partial due to the 

limited amount and depth of information gained from the different research 

participants. This was due to the fact that the 'emic' or insider perspectives gained 

from the respondents was bounded by temporal and financial constraints, which 

restricted the researcher from conducting repeat visits to Egypt in order to extend 

the data, and thus gain more depth regarding the salient issues related to the topic 

of the study. 

Second was the limited number of study participants. This was due to the long• 

period that elapsed after the initiation of the repositioning programme in the mid 
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1960s. Thus, it was difficult for the researcher to find all the decision-makers who 

participated in the planning of the programme. 

• Third was the absence of documentation to show the sequence of the processes 

that accompanied the diversification scheme from its beginning. Additionally, the 

lack of memory of some respondents who had experienced the repositioning 

project represented another constraint in gaining the information needed about the 

programme. 

8.5 Strengths of the Study 

As opposed to the limitations of the study, it has strengths, which contributed to its 

originality. These are summarised in the following points. 

• First is the quality of the informants who were selected according to their key 

roles in the decision-making process in the Egyptian supply sector. These key 

respondents represented a wide spectrum of the Egyptian tourism stakeholders, as 

well as an authoritative level of status in respect to their experiences with the 

Egyptian tourism industry. The participation of these stakeholders as an 

information source of this study was one of the research major strengths due to 

the absence of documented evidence for the repositioning scheme. 

• The second strength of this thesis lies in its novelty. No documented or published 

piece of evidence was found addressing the issue of the Egyptian repositioning 

case. Hence, this study represents an original contribution to the Egyptian tourism 
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industry by contextualising its case within the general academic literature of 

repositioning destination images. However, the academic literature on 

repositioning destinations was also limited. Few academic sources were found to 

tackle the issue of repositioning. For instance, Amor et al. (1994) highlighted the 

significance of identifying the actual barriers associated with the process of the 

change of customer perceptions, which is required for the task of repositioning a 

product or service. The authors suggested that if the repositioning of a tourist 

product in the mind of its potential and actual consumers is targeted, it is 

imperative to consider the different stages in the consumers' decision-making 

process. The barriers identified by the authors were varied. They represented 

studies on the competitive advantage of the new product, the communication 

channels, distribution systems, influential groups, (i.e. word of mouth), and post

consumption feelings. In the current investigation, the researcher identified the 

gaps in the managerial decision-making and planning processes that influence the 

effectiveness of carrying out the required steps in order to reduce the barriers 

associated with transmitting a modified image of a destination. 

• Thirdly, the topic has a practical importance given the fact that repositioning and 

development of destinations are increasingly vital processes: Repositioning is a 

vital issue for tourist destinations in a competitive and dynamic industry such as 

the tourism industry. Hence, this study offers what must be seen as a platfom1 

from which to conduct more research on the issue of repositioning destination 

images. Future research could tackle the issue of repositioning from the demand 
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side viewpoint, i.e. the end users, as they are the real indicators of the success or 

failure of repositioning policies implemented by a destination. Accordingly, 

further research needs to be done by conducting personal interviews with different 

samples of potential and actual users, on pre- and post-bases, to track the impact 

of repositioning. 

• The fourth and last strength of this study lies in the critique it offered of the 

Egyptian tourism planning on the basis of which some recommendations have 

been proposed that may contribute to the effectiveness of national tourism 

planning in the future. 

8.6 New Insights into the TALC Model 

Finally, the study offers some insights into the operations of the Tourism Area 

Lifecycle Model. As mentioned in chapters four, five, and six in this thesis, Butler 

(1980) identified seven stages a tourist destination goes through in its tourist product 

development. These stages are shown in the following figure. 
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Figure 8.2 Hypothetical evolution of a tourist area (from Butler 1980) 
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The seven stages shown in the above diagram represent the stages of development of 

a tourist product of a destination. They are exploration, involvement, development, 

consolidation, stagnation, and then either rejuvenation or decline, if necessary steps 

are not undertaken to prevent the decline through rejuvenating the destination's major 

attractions. A plethora of articles have criticised the application of the destination life

cycle model after examining its validity in relation to specific case studies (Debbage, 

1990; Choy, 1992; Cooper, 1994; Weaver, 2000; Lundtorp and Wanhill, 2001; 

Agarwal, 2002; Hovinen, 2002). However, the main concern of this study is not to 

criticise the model per se. Rather, it attempts to add insights into the rejuvenation 
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stage of the model when a tourist destination decides to take remedial actions to 

redevelop its product. The results of the Egyptian case in the current investigation 

provide a good example of rejuvenation through the repositioning of its tourist 

product. The next section elaborates the results of the current investigation and its 

contribution to the TALC model. 

8.6.1 The rejuvenation of tourist destination image 

The case of the modified Egyptian tourism product m this study represents a 

quintessential example of the Tourist Area Lifecycle proposed by Butler. Egypt went 

through the first five stages of the model, namely the Exploration, Involvement, 

Development, Consolidation and Stagnation. 

The exploration stage as identified by Butler (1980) is characterised by small 

numbers of tourists undertaking individual travel arrangements and following 

irregular visitation patterns. They can also be expected to be non-local visitors who 

have been attracted to the area by its distinctive natural or cultural features. The 

image of Egypt began with the exploration phase as early as the 18th century, as a 

result of the European discovery missions. These missions highlighted the historical 

significance of the country, and led to the involvement of visitors from Europe in 

visiting the destination in order to witness its archaeological heritage in the 19
th 

century. However, due to the break created by the First and Second World Wars at 

the beginning and middle of the 20th century, tourist flows to Egypt were disrupted. It 

was only in the post war era that nom1al aspects of life had been resumed in the west. 
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This era began after the end of the two world wars and the re-development of Europe 

through the Marshall project (Elgamal, 1964). 

In the involvement stage, Butler argued that the number of visitors increase and 

assume regularity, some local residents will also be involved in this stage by which 

they will begin to provide facilities primarily or even exclusively for visitors. Contact 

between visitors and locals can be expected to remain high and may increase for 

those locals involved in catering for visitors. As the stage progresses, some 

specialised advertising will be conducted to attract tourists, as well as a basic initial 

market area for visitors can be defined. The involvement stage in the Egyptian case 

can be said to have started during the post war era, i.e. the 1950s, 1960s, and 1970s. 

During these three decades, it could be argued that the tourism movement in the 

destination was erratic (as shown in chapter three). This was mainly due to the 

unstable political conditions in the destination. However, the local involvement in 

tourism was evident as the country gained its independence from British and Ottoman 

rule as after the 1952 revolution. Nonetheless, the tourism industry was not among 

the priorities of the Egyptian government at the time, as it was concerned with 

developing the industrial sector. During the 1960s and 1970s, the tourism industry 

still occupied a marginal status due to the unstable political situation caused by the 

1956, 1967 and 1973 wars. Although during the 1960s some initial steps were 

undertaken for developing beach tourism in the destination, it did not thrive due to 

the volatile political situation in the country. 
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Butler argued that the development stage reflects a well-defined tourist market area 
' 

shaped in part by heavy advertising in tourist generating areas. As the stage 

progresses, local involvement and control of development will decline rapidly. 

Natural and cultural attractions will be developed and marketed, while original 

attractions will be supplemented by man-made imported facilities. In the case of 

Egypt, it was not until the early 1980s when the whole country was regained from the 

Israeli occupation that the Egyptian government began to undertake serious steps 

towards developing the tourist base of the destination, particularly the undeveloped 

recreation tourism, as a first step for an extensive diversification scheme that has been 

running ever since. 

Throughout the 1980s, the government continued to stimulate the investment in the 

tourism sector. These investors turned their attention from the traditional cultural and 

archaeological arena to the development of beach and coastal resorts, particularly on 

the Sinai peninsula and the Red Sea coast (Gray, 1998). This was done as a response 

to the government's approach towards resuming the development of beach tourism 

that had started since mid 1960s. A massive privatisation progranune was planned 

for the tourism sector and some other sectors in order to free the government of 

unprofitable enterprises and to reinvigorate the economy through further expansion of 

the private sector (Ibid.). The following table shows the growth in the tourist 

numbers in Egypt during the 1980s. 

435 



Chapter Eight: Conclusions and Recommendations 

Table 8.1 Total tourist numbers in Egypt from 1981 to 1990 

Years No. of tourists % change from 
previous year (000) 

1981 1376 -
14231982 3.4% 

1983 1498 5.3% 
15601984 4.1% 
15181985 -2.7% 

1986 1311 -13.6% 
36.9%1987 1795 

9.7%1988 1969 
27.1%1989 2503 

3.9%1990 2600 
-

Sources: WTO (various issues), Egyptian Ministry of Tourism 

From 1981 to 1985, the number of foreign tourist arrivals had stabilised at around 1.5 

million per amrnm. However, from the summer of 1985 and continuing through the 

autumn of 1986, a number of internal and external factors lead to a fall in the total 

number of tourists in 1986. The external factors were the tense political situation in 

the Middle East represented in the hijacking of Achille Lauro in 1985, the United 

States bombing of Libya in 1986, and the Israeli invasion of Lebanon in 1982. The 

internal factors were some evoked riots that lead to the burning of several hotels in 

Cairo in 1986 (EIU, 1996,Gray, 1998). The Egyptian government took firm action to 

reverse this decline. The results were remarkable, as with the start of the winter of 

1986/7 monthly data began to show rapid and consistent growth. This strong growth 

was maintained in 1988 and 1989 until the effect of the Gulf crisis became evident in 

the late summer of 1990 (EIU, 1996) as shown in the above table. 

In the consolidation stage, Butler suggested that the rate of increase in numbers of 

visitors will decline, although total numbers will still increase. A major part of the 
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area's economy will be tied to tourism. Marketing and advertising will be wide 

reaching and efforts will be made to extend the visitor season and market area. It 

could be argued that the 1990s decade represent the consolidation stage of the 

Egyptian tourist product, as the country has shown some signs of the symptoms 

suggested by Butler. These symptoms represent an overall increase of the tourist 

numbers to the destination, however, the rate of increase during the 1990s was lower 

than the rate of increase in the 1960s. The percentage market share of Egypt during 

the 1960s, from the international tourist movement, had reached 0.9% (National 

Specialised Council, 2001). However, during the 1990s, the average growth rate of 

tourism to Egypt from the international tourism movement had decreased to represent 

0. 7% despite the increase in numbers. 

In the stagnation phase, Butler suggested that the peak numbers of visitors, as well as 

capacity levels for many variables will have been reached and even exceeded with 

associated environmental, social and economic problems. The area will have a well

established image but it will no longer be in fashion, and there will be a heavy 

reliance on repeat visitation and surplus bed capacity will occur. The new Egyptian 

tourist product-mix had begun to show some of the above symptoms. Instances of 

which were the over capacity of the different tourist resources in the destination, with 

associated environmental, socio-cultural and economic consequences. These pitfalls 

were produced by the short-term vision into the prospects of its development and 

growth, combined with external and internal factors, which were out of control of the 

tourism managers in the destination (as shown in chapter six). Consequently, the new 
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image of Egypt may be facing a decline if quick and effective efforts are not taken to 

rejuvenate its new image and resume its full capacity. 

However, it can be argued that the repositioning of the Egyptian tourist product did 

not occur as a response to a fall in the demand of its original product as Butler's 

model suggests. This is due to the fact that the beach or recreation product of Egypt 

was part of an augmented cultural product introduced by the Egyptian government in 

her endeavour to develop the tourist base of the country. At this time (i.e. during the 

1980s ), the cultural product did not face decline, which necessitated a quick response 

for repositioning the country's image by moving into other lucrative markets. The 

repositioning in the Egyptian case was not undertaken to halt decline, but to modify, 

augment, and consolidate the original cultural product by adding more aspect(s) into 

it. 

Lastly, Butler's model provided five suggestions as options to be taken by a 

destination that experiences stagnation in its tourist performance. These are shown in 

the following figure. 
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Figure 8.3 The rejuvenation and decline stages in the TALC model 

Rejuvenation 
A 

E D 
Decline

Number of Tourists 

Time 

The first two suggestions were provided as remedies to rejuvenate the srngnant 

product, while the remaining three were assuming the causes of decline. The first 

assumption was that successful redevelopment could result in renewed growth and 

expansion as shown by curve A. While curve B suggests that minor modifications 

and adjustments to capacity levels, as well as continued protection of resources could 

allow continued growth at a much reduced rate. Curve C proposes that a readjustment 

to meet all capacity levels would enable a more stable level of visitation to be 

maintained after an initial readjustment downwards. Curve D hypothesises continued 

overuse of resources, non-replacement of ageing plant, and decreasing 

competitiveness with other areas that would result in the market decline. Finally, 
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curve E postulates that the intervention of war, disease or other catastrophic events 

would result in an immediate decline in the numbers of visitors, from which it may be 

difficult to return to high levels of visitation. Butler added that if the decline 

continued for a long time, the area and its facilities may no longer be attractive to the 

majority of tourists even after the problem is solved. 

The restoration or re-repositioning of the new augmented image of Egypt could be 

achieved through careful assessment of each component of its product-mix in terms 

of its strengths and weaknesses, as well as its capacity levels and expected life span. 

This study also suggests that the redevelopment process of any tourist destination 

should be ongoing, and not only undertaken after the stagnation or decline of its 

original product. Instead, it should be conducted as a response to the changes in 

international tourism trends. Additionally, the repositioned product should be 

rejuvenated continuously through new developments, modifications, and 

augmentation to the original product(s). Therefore, continuous research based on 

strategic planning and regular monitoring and evaluation are key factors for any new 

product development to succeed. 

The following section provides some policy guidelines for repositioning destination 

images drawn from the case of Egypt: 

• Repositioning destination images should be based on comprehensive updated 

market studies that include details of the trends in the international tourism 

markets. These details should reflect the demographic characteristics of each 
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segment m these markets, such as nationality, age, occupation, propensity to 

travel, and so on. 

• Based on the above requirement, a product portfolio analysis of the destination's 

tourist product mix should be prepared by the destination tourist authorities. This 

portfolio should comprise the characteristics of each component in the new 

product-mix, such as its strengths and weaknesses in terms of its attractions, 

capacities, life span, and so on, and its appeal to target markets. 

• Human resource training programmes on an international level should be 

conducted for tourist personnel from the public and p1ivate sectors. These 

programmes should provide training on the requirements of product management 

such as handling customers' queries, as well as providing professional knowledge 

about the new product-mix of the destination. 

• Additionally, the educational institutions in the destination should stress the 

vocational orientation towards the industry by providing training programmes to 

its graduates on the requirements and nature of the tourist market. 

• The promotion authority should establish a systematic framework for the 

promotion of its new product-mix. This framework should encompass step-by

step managerial actions such as devising plans with specific objectives and 

regular evaluations. 

• There is a necessity for integration and co-operation between different sectors in 

the tourism industry, such as the tourism planning and promotion sectors, as \Vell 

as the private sector in the destination. 

441 



Chapter Eight: Conclusions and Recommendations 

• This co-operation should also extend to other subsidiary sectors which do not 

have a direct relation with tourism, but whose decisions could have an influence 

on the progression and development of the industry. These sectors include 

banking, electricity, water supply, agriculture, and so on. 

• The necessity of restructuring the tourism public sector managerial system in 

terms of eradicating obstacles that could impede the implementation of the 

previous policy actions due to bureaucratic procedures and data deficiencies in the 

decision-making process. 

On the other hand, it could be debated that the application of the Egyptian 

repositioning case to the TALC model is questionable. Since Egypt as a national 

destination comprises a number of micro destinations within it. The cultural and 

recreational products in Egypt might have different lifecycles owing to the number of 

visitors in each of these sites. For more illustration, the following diagram shows the 

percentage of the tourist numbers in each site from the total visitors to Egypt from 

1985 to 2001. 
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Figure 8.4 The percentage of recreational versus cultural tourists to Egypt from 1985 to 2001 

Visitors to Egypt from 1985 to 2001 
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Figure 8.4 suggests that the percentage growth in recreational visitors to Egypt was 

inversely proportional to the cultural visitors. This means that from 1985 to 2001 the 

total visitors to the different recreational sites in Egypt was going up, while during the 

same years the visitors to the cultural sites were decreasing. However, one must treat 

the above figures with some caution, since there was no sufficient data found by the 

researcher that could clearly categorise the different tourists to Egypt according to the 

exact purpose oftheir visit. 
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8.7 Implications for Future Research 

Some issues raised in this research need further inquiry. These issues are: 

• The concept of mixed development, adopted by the Egyptian authorities in its 

developmental approach for the new product-mix of Egypt, needs to be discussed 

within the context of other tourist destinations to examine whether it will incur 

the same impacts of the quantity versus quality issue or not. Throughout this 

thesis, it was evident that one of the major threats that faced the repositioning 

process was the category of tourists it brought to the destination in terms of its 

behaviour and expenditure patterns. 

• The concept of globalisation raised in this study needs to be analysed in more 

depth in terms of its long-term implications on the international tourism economy, 

and the effects of these implications on tourist destinations in the developing 

world. 

• Training for human resources is one of the major and important issues as far as 

repositioning destination images is concerned. The results of this study showed 

the importance of providing training to human resources in the tourism industry 

on the needs and requirements of the new target segments. Further research needs 

to be carried out on the content of the training programmes that should be 

provided to the human resources in a destination that plans to reposition its image. 

The case of Egypt showed deficiencies in market intelligence, target marketing 

and product portfolio analysis. These topics should be core ingredients in human 

resources training development programmes. 
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• Stakeholders' co-ordination in the tourism industry was another important issue in 

this study. The current research suggests that the co-operation and integration of 

the different stakeholders in a destination is crucial for the success of its 

repositioning process. More research needs to be conducted on the different facets 

of interaction between the stakeholders from the public and private tourism 

sectors throughout the different stages ofrepositioning. 

• Cross-cultural relations between destinations in the global tourist market is a 

significant issue for tourist destinations, particularly if they are not on the same 

level of development. This study highlighted a cultural gap between the 

developed and developing countries in so far as cultural interactions are 

concerned, particularly regarding code of communication and global business 

ethos. This issue needs to be researched further in terms of providing guiding 

principles and procedures that could be implemented by the representatives of the 

national tourist boards in developing, as well as developed countries. 
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Appendix 1 

Sample of the interviews conducted in the pilot phase of this study 

1st Interview 
Name: (Confidential) 
Position: Senior Professor of Tourism at the University of Alexandria and Head 
of the Egyptian Society of Scientific Experts in Tourism 
Date: 5/1/2000 
Duration: 45 minutes 

Interviewer: I would like you to tell me about the whole story of the image of Egypt and 
the programme of repositioning. 

Interviewee: First of all, we were living in a socialist system, in which the decision has to be 
central and governmental, but when we talk about a market economy, it is well known that 
the supply and demand determine the mechanisms of the market. Today, we've moved from 
a socialist system to a market economy system, and the Ministry of Tourism doesn't have the 
right to dictate or condition the price of the tourist product, but its authority lies in 
monitoring, planning and promoting the product. 

The policy has now started to give more freedom to the private sector to determine the price, 
but it still has to be monitored and organised from the business sector, which means that each 
ministry concerned has to take part alongside the Egyptian Federation of Tourist Chambers. 

The role of the Federation of Tourist Chambers in Egypt is ineffective or not the role that 
should be undertaken. I mean by that, that they are not actually interfering in the operation 
and organisation of the industry as a whole. Instead, they leave it to be determined by the 
market machinery, and because of the increasing limits of the carrying capacity or the 
increase of the supply over the demand, we found big competition generated as a result of 
these conditions between the service providers in Egypt on the international tour operators to 
sell them their products, and this in turn leads to a deterioration in the price rates of these 
services. As the price goes down, it doesn't give the producers of the products enough room 
to provide the international operators with good quality service and due to this, the hotels and 
tourist villages of the four and five-stars type are actually offering a three-stars service and 
the three-stars hotel offers a lower service and so on. The conclusion of all these conditions is 
a distorted image of Egypt abroad and its designation as a destination for cheap tourism. 

Another point is that all our newly developed tourist sites now in the Red Sea and South Sinai 
with all the developmental projects established over there with huge budgets for the 
construction of the infrastructure and the superstructure, were found to be invaded by the 
mass tourists from a low echelon of the society, which is reflected on their behaviour and 
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their codes of conduct over these sites, ending at a clear degradation to the environment and 
the resources of the place. 

This is the dilemma in which we live now. Yet I recognise the fact that last year the prices 
raised slightly from $20/22 to $32/35 HB, but they are still very cheap rates compared with 
any senior tourist destination in the world. This is a major problem, cheap prices lead to 
cheap service and vice versa. This means also that the tourist providers are tools in the hands 
of the international tour operators. So what can we do to remedy this situation? This is the 
question that we should be asking ourselves in the meantime. 

There is also another question to be imposed here, which: in the market economy (in which 
we live now), is the ministry of tourism capable of doing something in these circumstances? 
The answer is: It cannot do anything directly by influencing prices or influencing a rise in 
these prices, but indirectly, it can. In other words, any five-star hotel for instance, is forced to 
lower its prices to survive the fierce competition in the market, so it can be very simply 
solved when the tour operators abroad offer a package tour with cheap price to one of the 
service providers in Egypt (let us say a five-star hotel) in this case, the hotel manager can tell 
him that if your group rate has reached the amount of $30 per night, so you've to take a three
star hotel, not a five-star one. 

This is one side, the other side is from the promotional aspect. When you do a promotion, 
you've to direct your promotional efforts to a certain level of clientele. This doesn't occur, 
simply because they do not know how to reach the rich tourist, and it is logical to say that 
when we've a rich tourist who finds that you are catering for a poor or limited income tourist 
who came to live in a five-star hotel, the elite tourist will not accept that and will decide not 
to come to this hotel anymore. This is simply because he can't pay $100, where the tourist 
next to him only pays $30 per night. To prove this to you, there is a well-known economic 
principal which states that: 
"The bad currency eliminates or displaces the good currency in the market". This principal is 
also applied to the tourist market in which a poor tourist moves away a rich one from the 
market". 

As the time passes, year after year, Egypt will certainly be considered as a destination for 
cheap tourism and this is our major problem at the moment. This is the image of Egypt at 
stake. Egypt has always been a destination for high level tourism. For example, the English 
aristocrats used to come to Egypt by their cars or by boats and stay for a long time. I can also 
give you a simple example when I was heading the Egyptian Tourist Agency in the 1960s 
(before it became a Ministry of Tourism), the average length of stay of the tourist was 21 
days. 

There is also another very important point in the image of Egypt which is we've to reach the 
point where we ask our providers how much tourism is enough, because the number of 
tourists and the number of tourist nights that can be threatening our resources is the upper 
limit of the maximum of the tourist traffic that we can afford to have, which is the carrying 
capacity at the national level such as tourist capacity, site capacity, traffic capacity, handling 
capacity, and so on. All these have to be put into consideration before we plan for any tourist 
site. 
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Another very important problem in Egypt is that we've a total surface area of 1,000,000km. 
The actual occupied area out of this represents 4.5 to 5%, which is only 50,000km. And the 
rest is 950,000 Km occupied only by 250,000 capita and 64 million living on just 50,000 km 
of the land. From this we can find that the density of 1 km in the heavily populated areas is 
the highest density in the world. This constitutes a huge burden and pressure on the resources, 
the infrastructure, the roads, traffic and even the conduct of the people themselves, regardless 
the tourists who flow each year by the millions, which again imposes a huge drain on the 
whole environment of the country. 

This is the problem, which nobody realises. When we talk about our beaches which occupy a 
surface area of 2500 km length x 2km depth which is 5000km. All compared to the populated 
area of 50,000 km so the percentage of the beaches is only 10%. If we want to develop all 
these beaches for the next 10 or 15 years, what could be left to the coming generations? And 
if all these beaches become developed, their density and carrying capacity will be distorted to 
the highest levels ever imagined. All these are clear shortcomings in the planning, which in 
turn is reflected upon the traffic that we want, and as long as the traffic which we want is by 
its very nature limited, I can't think that Egypt can accommodate more than ten million 
tourists at the most. 

So I've to realise that I've one very important point in mind: that is to select the right market 
and to have quality rather than quantity, in order to yield the highest return possible for 
tourism in this country. This is the most important point which by itself will enhance my 
image as a destination for elite tourism or selected tourism, rather than mass tourism this is 
one point. The other point is tourism in the world now is changing very rapidly, and this 
change is growing every day, so I cannot continue with the old concept of mass tourism, so 
what can I do? And what should be done regarding the current situation that we are 
witnessing now? This is what I want you to answer in your dissertation, in which you've to 
indicate that what is now happening and the change that we are going through is not enough 
and all of these will result in having the image of Egypt as a destination of cheap tourism. 
This image has to change and it should change, because my circumstances _and the conditions 
prevailing cannot permit me to continue as a destination for cheap tounsm. If the world 
tourism is changing, I've to change and upgrade myself first in order to be able to absorb the 
new emerging global trends of tourism. 
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2nd Interview 
Name: (Confidential) 
Occupation: Chairman, Seti 1 st travel agency 
Date: 8/1/2000 
Duration: 60 minutes 

Interviewer: I am doing research about the image of Egypt as a tourist destination 
particularly the repositioning of this image, from a merely cultural image to both ; 
historical an_d recreational one. I'd like to know what is the role of the private sector 
represented m the tour operators in marketing this image abroad? 

Interviewee: The process of marketing itself has been through many evolutionary stages 
over the last twenty years starting from the 1980s until 93/94. First, this process was done by 
individuals, and this was during the 1970s and 1980s. This was in the form of an agent or the 
chairman or manager of any travel agency who travels abroad (and we used to say a French 
word which is De Marche), meaning that he used to pass by, knocking doors to introduce 
himself, his product, his personal appearance and his own talents in presenting and selling his 
product. These operations had a quick and effective feedback, but its only disadvantage was 
the risk in getting the fruits of this work, which was slightly difficult. That's because he's 
been to many companies without any previous knowledge or study of its financial or 
economic status or prospectus in the market. As a result, the risk could come from the rank of 
this company and its credibility represented in the fear from the Egyptian side of not getting 
the financial return for the services he offered. Nevertheless, the business was running fairly 
well but was somehow limited due to the limitation in the hotel capacity in Egypt at that time, 
which in tum resulted in a limited supply. 

This development with the advent of Globalisation or the introduction of a global system in 
the economy, which we witness nowadays, moved to another stage in which the headquarters 
of the company shifted to other countries other than their countries of origin. For example, a 
French or English operator is not operating from France or England but they moved their 
headquarters to Hong Kong or Singapore or Switzerland, and so on. From this, formed say 
eight, nine, or ten giant groups with all the power to determine and impose the price on the 
market it wants to deal with. For instance, if they want to work with the Egyptian market, 
they know that Egypt competes with Spain and Turkey, Tunisia and each destination has a 
high and low season and from this enquiry they state a price for each destination accordingly 
and so on. 

Interviewer: Without interruption to your analysis of the marketing process, I want to 
just know: Is Egypt considered to be a cheap destination? And if yes, when did we 
become so and why? 

Interviewee: You've jumped early to this point, but I'll try to _exp!ain and si~plify it to 
you. Yes, in the meantime, Egypt is considered to be a cheap destmat10n, and this happene_d 
due to many factors. By taking, for example, the German tour operator, he commences his 
business by saying that in Germany I've 12 months of tourism in a year a~d as a tour ?pera~or 
having my own planes, operating from a large, well established institutI_on, he begms ':1th 
saying: how can I operate my crew of planes? He first starts by studymg t~e economical 
situation in his country, such as the rate of unemployment, the annual economic growth rate, 
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how man_Y people could travel, the_ price_he can afford and the place that could suit his budget 
and reqmrements_- And by producmg this table, he divides them into categories, such as the 
youth market, middle age market and the aged or over age market. This later market can 
travel anywhere, but _beca~se of their health insurance expenses and so on, they can't save too 
much mone~ f?r their holidays. Then when he comes to the middle age group say from 30-
50 _Years, this 1s the categor_Y he depends on in his marketing, in which he can find a huge 
:anety of people, such as smgles or couples, having long or short holidays, high or limited 
i~com~s, prefer culture or mass tourism and so on. Thus, he can find so many tastes which 
give him a good room to study them carefully with all their needs and budgets until he 
reaches a certain price for them, let us say 4000 Deutsche mark. Then he starts to divide them 
into days and th_eir expected expenditure in each day. Afterwards, he moves to his plane and 
how much it will take and then picking the destination that will accept his offer. Once he 
selects the destination, he choose the time, for instance, Spain is good in 
July/ August/September (by picking Spain, this will affect the near destinations either Turkey 
or Egypt). Then in winter he can find that Egypt is suitable so he will offer the same price, 
despite Egypt being farther than Spain or Greece, which requires a higher price. Although 
I've no choice, because if I said no, I need a better offer, he'll not offer me one and instead 
will shift to another local operator who will accept his offer and this is due to the fierce 
competition in the Egyptian market. Some other thing which increased the competition as 
well is the laws which were introduced lately in Egypt, which give the investor a period of 
three years to build his establishment and all of them have got huge bank loans and he has to 
cover them before catching a big interest rate on his loan. This forced him to accept any 
price in order to cover part of this loan. This in turn increased the competition on the 
completion of the establishment and undoubtedly on the quality of the building itself. 

Due to this competition, each hotel owner for example, a four-star hotel trying to equip and 
furnish his hotel better than the five-star hotel, because he wants to get a better client who 
could pay him more than a five-star hotel and so on. His problem is that before doing this, he 
didn't realise that our supply exceeded our demand by large percentages and this supply was 
also restricted by other problems that we are not even prepared. What I mean is that we are 
not prepared in the capacity of our infrastructure, such as airports, roads, traffic and so on. 
Besides, most of the managers of the travel agencies are amateurs rather than professionals. 
Even our educational institutions graduate a number of students each year, but they can't 
cope with the industry requirements. This is because our educational base started after the 
tourism industry had operated in Egypt and even those graduates didn't learn anything about 
tourism from their early educational stages. Instead, they only started in their last three years 
at college and accordingly their training and performance doesn't meet the international 
standards. Could we put him in a five-star hotel? Of course, not. And as_ a result, the 
professionals who can serve in a five-star hotel and have the necessary expenence became 
very limited and they start to move from one hotel to another according to the highest salary 
offered to them. This is the problem of the service. But then we come and talk about ~e 
price levied on him and he has to accept it. This is because he has to cover eac~ month his 
fixed expenditures, such as the maintenance of the equipment inside the establishment, t~e 
salaries of the employees, and so on. This makes him in need to get ~y revenue for his 
hotel. This is regardless of the capital cycle and the banking benefits, ':"hich he has to cover 
as well. All of these constitute a huge burden over him, which leads him a~ the end to _agree 
with any offer. This is again exacerbated by our banking laws ~r the banking system m the 
country which limited the remedy of the medium term loan penod to only five yea~s. The 
questio~ now is, how could he repay all his debts to his bank in such a very short penod? Of 
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course, he'll do his best, but he can't cover it, and when he returns to his feasibility stud 
he'll find that he st~te_s a pric~ of $80 to $100 per room but in fact he can't sell it for mo~~ 
than $40 to $50. This 1s even if he could survive and sell amid this ferocious competition as 
a result ~f all this, his situation _in front of the bank becomes critical and during his ac;ive 
sales penod, h~ pa~s part_ of his loan and the interest, until another three or four hotels 
established beside him taking again his clients. Eventually, he'll become unable to pay his 
loan to the bank and pays only the interest. 

This has become the ~ajor pro?ler:n that_we all suffer from now. I can sum up from all this 
that our current low pncmg policy 1s not mvented by us, but imposed and dictated upon us as 
a resu_lt o~ all the circumstances I've just mentioned and the recent building laws which have 
pr~vail_ed m the country lately. And again, any Egyptian tour operator won't accept these low 
pnces if he had another choice and still he can't survive with it, but the policy of supply and 
demand created this problem. 

Our basic problem is a tour operator, which is bigger, stronger and international. Hence, he 
controls the market and due to the Globalisation system, the price become fixed especially 
after the introduction of the new unified European currency (the Euro) and even the language 
and the operator became homogenised. As a natural consequence to all this, you've to accept 
the price he states to you. Also, as a result of this, the expression or the concept of the price 
maker is being replaced by the price taker, which means that you're not stating the price, 
instead you're just accepting it. This price will affect the quality of the service in any hotel 
with such a very cheap rate. This in tum will move away the high spending tourist or the rich 
tourist whom we need for the destination because he knows very well that $25 or $35 won't 
give him the level or the standard of service he requires. Therefore, we found ourselves 
starting to cater for the medium and low category class of customers, people that didn't travel 
before, and don't know what a five-star service is and how much it costs. All what he knows 
is to get the five-star service as it was mentioned in the brochure and as he perceived it in the 
media represented in all the high level facilities and the luxurious life he's always dreamt of. 
All this for only the amount of money he paid. Nonetheless, when he comes to the destination 
and finds a much lower service than he had expected, he'll start to complain about the quality 
of the service inside the hotel, and this by itself will distort the whole image ofEgypt abroad, 
and they'll say that the five-star hotel level of service is deteriorating. This very low price as 
well gives the international operator a very big profit margin, because he's selling the whole 
package to his customers abroad with a much higher price than the selling price of the local 
operator in Egypt. As a result, the equation ends up of an increasing pri~e for ~e f?rei~ 
operator against a very cheap price for the local operator. And we a:r:e still movmg 1~ th~s 
vicious circle until now. Moreover, I can tell you that we're sharing this very operator m his 
marketing expenditure to our destination, by paying him a certain amount of_ mone~. For 
example, he offers you a whole page in his brochure for say $5000 _and agam you ve to 
accept it, otherwise he'll give you just a quarter of a page at the end of his brochure. 

This whole circle of manipulation is because we are not yet at the level ,of be~ng profession_als 
to deal with a professional tour operator who knows exactly what he s domg and studymg 
and calculating every single small step before doing it. 

Interviewer: Apart from the mass tourism and the level of tourist ~ein_g imposed on our 
market due to the whole range of factors you've just mentioned, I d like to say that on 
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the other si~e o~ the spec~rum we possess a high quality product that's our cultural 
product, whic? ~s ou.r mai.n attraction and distinction. The question is why don't we 
enh~nce_ our disti~gmshed ima~e t~roug~ this product and try to raise the quality of the 
service m these sites and mamtam a hmited carrying capacity in order to say, like 
France, we became a branded tourist destination for cultural tourism and we're 
distinguished in this field in which we offer the better quality of service and value for 
money, rather than any other destination which hasn't got our potential of monuments 
so no other destination can compete with us in this field? ' 

Interviewee: As you know, there are many types of tourism. There is the cultural tourism 
recreation, safari, religious, conferences, and so on. and each aspect of them is different fro~ 
the other and therefore, has a different client. When we come and talk about the cultural 
tourism, this is a rich type of tourism and we originally started with this type of tourism and 
this brought us certain types of tourists characterised by high spending rates and long length 
of stay. But when we come and talk about cultural tourism itself, it is also controlled by other 
factors. The major one is that the airline movements divided our package tour into three 
sections: flight, hotel and attractions, the difference between the cultural and recreational 
tourism is the section of attractions. The Ministry of Culture imposed good admission fees for 
the visitation of the temples and museums and sphinx, and so on. These are very well 
operated and have their own prices and quality. But the shortcoming appears in the 
competition within the other two sections, which are the price of the flight and the hotel. 
Despite being a quality product as you've just mentioned, its cost is higher than the 
recreational tourism, but we come and talk about the number of rooms permitted in the hotels 
over the Nile compared with the number of rooms permitted over the beaches. Because you 
can't develop the infrastructure of the cultural product like the recreational one. The 
recreational tourism is the real future of the newly developed tourist sites and all the care and 
light is centred on it. We are not looking at the cultural tourism or paying much attention to it 
than the other forms of tourism, because it is already developed and operates from a long 
time and has nothing to be added to it. We started to use these cultural sites in order to raise 
the prices slightly by making a combination package tour of two weeks, one at Upper Egypt 
where the cultural tourism lies and the other week at the Red Sea. So as to lift the price from 
say $20/25 to $ 30/35 per night. Yet, if you offered him only a cruise trip with say $50 a 
night versus another offer of $25 a night at the Red Sea, I personally think that he'll pr~fer 
the lower one. Since he's not very educated and even if he visited the monuments once ma 
combination tour, he won't repeat it again and will select the Red Sea offer. 

As a result of what I already mentioned, all the thoughts now are converted to invest in the 
Red Sea and South Sinai regions due to the great facilities offered by th~ government there 
and the high demand world-wide on this type of tourism, which imposed itself on our market 
as well. Nevertheless, I return again to say that this development has to b~ do~e very 
carefully and after careful study and planning in order not to en_circle ourselv~s m this never 
ending circle of competition which affects the price and the quahty of the service. 

Another very important point we've to think about which ~ can p~t to you is !his q~~stion: 
What percentage of the rate of development in the Egyptian tounst product is anticipated 

from the international tourist market? 

Today if we want to increase our tourist traffic from four million to 11 mi_llion, this is 
impossible. Since international tourism grows by certain percentages and accordmg to known 
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and calculated rates and every site has its own capacity and percentage of sales Yet ·f , b - . , 1 you 
c~me and say that I _ve m1ta numbe: o~hotels and I've to fill them, I can say to you no, this 
w1l~ 1:1ever happen like that. From this httle e~quiry, we can deduce that we've to study our 
a1:1t~c1pate~ growth rate and the outcome of this newly developed site in order to have a clear 
vision of its growth and ?e~elopm~nt, according to the global studies and percentages of 
gro~h. Henc~, before thmking of mcreasing our annual flow of tourists and accordingly 
rushmg to build a lo~ of ho~els to accommodate them, we've to think and study first the 
global trends and the mternatlonal movement of tourists and what we could expect out of this 
and how we co~ld reach them to know our product and create our own market with the price 
we want and raise our standards of service before anything else. 

Interviewer: My whole thesis is centred around the promotion and marketing of the 
new tourist image of Egypt abroad and I know that the ministry of tourism is only 
concerned with the promotional side of this image. But when I asked them about the 
marketing side of this image, they told me it lies within the private sector, which are the 
tour operators. I'd like to know about the role of the Egyptian tour operators in 
marketing the new tourist image of Egypt? 

Interviewee: The private sector can't undertake the whole process of marketing by itself. 
Instead, it has to be created first by the government or the state, which is the base of any 
tourist business abroad. This is represented in the advertising campaign executed by the 
Egyptian tourist board, the different exhibitions, road shows, conferences, and so on. All of 
this can't be done on an individual basis. 

Interviewer: I've some point in mind which is when I discussed the budget or the 
expenditure of the Egyptian tourist board on the advertising campaign last year, they 
told me it was about $ 4 million and I can see that this is a very slim budget and doesn't 
fit with the international image of Egypt abroad. The question is why doesn't the 
Egyptian tour operators who are interested in the English tourist market, for example, 
to pay an agreed quota in order to share the government in this campaign which will 
return positively on the whole image of the destination? 

Interviewee: If we're going to talk on theoretical terms, this is extremely righ~ and require~. 
However, if you want me to talk on more practical terms, in reality, the pnvate sec:or is 
paying much more money than this in marketing Egypt but in different ways and accordmg to 
his own interest. This is because he can't pay for something he can't foresee that he could get 
any direct benefits out of. What you're talking about is very premature thinking to be 

performed at our current stage. 

Interviewer: You've just reflected your co-operation with the pub~c sector in many 
ways throughout our conversation, but I want you to summarise these ways of 

collaboration in some brief points. 

Interviewee: We always begin with them and go on with them unti~ they reach _their peak. 
From this peak point our big role starts to take place after the promot10nal campaign r~aches

th th
its highest levels. At this point, the tour operators start to interfere and proceed wi e 
business by selling an already known and promoted product. 
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3 rd interview 
Name: (Confidential) 

Occupation: Head of the Scientific office for Tourism Research and Studies and 
Ex-head of the Egyptian Tourist Authority 
Date: 12/1/2000 
Duration: 30 minutes 

Interviewer:. You've ~ackled in our previous meeting the issue of the marketing strategy 
of the Egyptian Tourist Boards abroad, but in more general terms, I want more details 
about the comp?nents of this marketing process. In other words, what market strategies 
are you employmg when you promote the tourist image ofEgypt abroad? 

Interviewee: As a matter of fact, we've two types of marketing: strategic marketing and 
operational marketing. The latter is a sort of high value sale by which we plan for it for six to 
seven months ahead, whereas in the normal case, we usually design a plan for a year ahead. 
While the strategic marketing is quite the opposite, because it is a long-term management, in 
which the planning period could cover ten years and this policy suits the recent aspects of 
tourism such as the conference tourism, as today we are talking about conferences that will 
be held in Egypt in 2010. But we're still missing the dynamics of this type of marketing. In 
order to change your current policy or system of marketing, you have to have a clear idea of 
the product you want to sell. Our major problem now is that we're dealing with a product 
that we didn't actually make or develop, but instead it was imposed upon us either because of 
our history or our geography. 

Form the historical side, we've our principal product, that's cultural tourism, and it will 
remain so as long as the first lesson in history in any school in the world is about the history 
of Egypt and its great civilisation. The other product was dictated by our geography, which 
are the coral reefs found in the Red Sea and this product in fact was produced by our 
circumstances from one side and the international operator from the other side. 

Our current crisis in tourism resulted from our policy in depending totally on the foreign 
operator and how we could seek his help to address the tourists abroad. The main reason for 
this dependent policy was that we have never had enough budgets to execute the marketing 

process abroad. 

Interviewer: Even the technique wasn't available? 

Interviewee: No, the technique was known and available, but ou~ k~~ problem in 
undertaking the promotional part in the marketing process is the unavailab1hty or lack of 
funds. We've never been able to overcome this problem, and as a natural result, the 
concentration was always carried out on the foreign operator who directed the movement 
from his own outlets and could directly address the customer. We even found the desk clerks 
in the travel agencies abroad more effective than the o~erator in addr~ssing the customer 
directly by talking to them and recommending some destma~10ns on their menu. Therefore, 
we decided to invite them during one of our crises to Egypt m order to show them the safety 
and stability within the destination in the hope that may be, when they return back, they coul_d 
advise their customers to select Egypt for their holiday: Another problem of 1:1anagemen~~: 
the absence of the understanding of what we are sellmg and to whom, which led to 
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reliance on ~ansactions in running our business. These transactions last for one or two 
~ea sons. maximum. The reason for the extension of the season in the transactions because the 
mte1'.1-at1onal operator wants to secure a constant price for the product for the longest time 
possible. Unless we agree to what we are selling and to whom we w1·11 · · ·t t· , remam m our current 
s1 ua 10n. 

lntervi~wer: ~oes thi~ mean the absence of any policy that could operate and organise 
the busmess with the mternational operator? 

Interviewee: You can't say there is or there is not a clear policy of operation. Because as 
~ong as you_'re not able to make a decision of what you're selling and to whom, all the rest is 
Just a react10n rather than an effective action and the professional side of marketing is not 
totally under your management or control. 

Also, one of our missing points which imposes some sort of strain on our marketing and 
makes the concentration just on sales is that our concept or understanding of planning is also 
limited. That is because the planning process has standards and a known definition. I can give 
you my own interpretation of the definition of planning, which: how to attract the receiving 
market to two main things: the requirements of the generating market as well as the domestic 
market and the second element is the world variances. 

This is the concept of planning, which is how to adjust the requirements of the receiving 
market to cater for the generating market, whether it is domestic or international, by taking 
into consideration the global changes. What is totally missing or absent from the local 
operator or the local planner are the global changes. We must move to the other side of the 
spectrum, which is the requirements of the generating market. I doubt so much that we've 
any details about any generating market we're dealing with. 

Interviewer: As a response to your last statement, what exactly is the role of the 
Egyptian tourist boards abroad regarding the market research they supposed to be 
doing to know the trends in their markets? 

Interviewee: Measuring the market trends is a very easy phrase to say but at the same time 
very difficult to implement. The market we are talking about has four elements: buyer, seller, 
product and place, and what controls these four elements is the circulation of money. 
According to my study on market research, I've mentioned that the market is an interaction 
between the man and the place, the man and the commodity, the man and the m~n~y ~d the 
man and the man. According to this, when you hire an employer with so many hm1tat1~ns to 
study these four elements, it is extremely difficult and sometimes they have to deal with an 

expert to help them carry out their jobs. 

After all that I've mentioned when we return back to our concept or interpretation of the 
planning process, we can fi~d that our understanding is only confined to adding to the 
carrying capacity of the tourist accommodation, and whenever we t~lk about development, 
we always talk about the added number of rooms without any ment1~n or ref~rence to the 
tourist attractions, which are available at the destination. We have ~~unst attractio~s that ca_n 
only cater for a limited capacity of tourist traffic and any addition or extension t? ~is 

· · · h ·tal F ample our monuments have a hID1tedcapacity will result ma total waste tot e cap1 . or ex , 
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carrying capacity; any addition to this capacity will destroy the very resource on which your 
tourist industry depends. 

You might have heard about one of our recent policies concerning the development of the 
tourist product. I mentioned to you in our first meeting that there is a mix between the 
diversification of the tourist product and the variation in the distribution outlets, and by this, 
we increase these outlets and therefore the consumption of the product without having any 
chance to maintain or preserve this product. 

The process of repositioning is supposed to be on going. But at the same time, we can't talk 
about this process until we agree upon the product we are selling or dealing with without any 
imposition or obligation of what we've to sell. Ifwe agreed upon that, we've to decide whom 
we're going to sell to. For how much? And then how can we reach this one? And by 
achieving this, we can form the marketing square with its traditional four elements. 

The result of this is also reflected in the planning process, in which we've two main 
philosophies. The first one is the optimum use of the resources and the second is the 
maximum exploitation of the resources. Each own has its own use, advantages and 
disadvantages. The maximum exploitation of the resource can be applied in the sites with a 
sharp or intense seasonality, such as the Red Sea for instance, as you can see the high density 
of development down this site. That's because I want a turnover of a year in just three 
months, which is the duration of the high season in this area, therefore, as a natural policy, 
I've to apply the theory of maximum exploitation. Whereas, when I come to the monuments, 
I've to apply the theory of optimum use. When I come to the environment, I've also to apply 
the same theory, but first of all I need to know what I actually want? 

Our common mistake, and I can say that it is prevailing in all the developing world, is the 
seeking for large number of tourists, and the number of nights on a false belief that this will 
lead to the increase in tourism revenues. My opinion is this is an entirely false estimation 
from its base. Because no more tourists or more nights will achieve a higher revenue, and 
I've to return again to the starting point that the primary product and the secondary product 
are the main resource that will get the revenue we want, regardless of anything else. 

If we become convinced that our current policy is wrong and by following it we are in fact 
depleting our main resource as a result of the constantly increasing pressure on a very fragile 
product whether it is the monuments or the general environment, which is perfect proof that 
the large number is not in our best interests. 

Regarding the policy of increasing the tourist nights, it could be increased, but if you look at 
the expenditure cycle, you've to know that the more nights you spend, the less daily 
expenditure you can get. As a result, the theory of increasing the tourist nights in order to 
increase the revenue is false. We can take Singapore as an example in this case. They've 
adopted a policy of decreasing the number of tourist nights. Why did they do that? Because 
they made their calculations and found out that the maximum expenditure are just during the 
first three nights and starting from the fourth night, the expenditure drops drastically. As a 
result, they decided to cancel the fourth night without falling into the trap of increasing the 
hotel capacity in order to compensate for this fall in the total tourist nights. By doing this, 
they achieved great savings on their investment from one side and at the same time a 
maximisation of the turnover of the existing investments from the other side, as well as 
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controlling the contradiction between the increase in tourist number versus the tourist nights. 
Because usually, if the number of tourists increased, you've to decrease their length of stay 
and if both the number of tourists and tourist nights increased, you've to consolidate many 
investments and by this they solved one of the difficult equations in the process of planning. 

Another problem we're suffering from now is that of how to de-market the investment on 
tourism. Because we want to limit or restrict the constantly increasing development over the 
Red Sea region in order to protect the interests of the people and the capital which was 
originally withdrawn from the banks and the financial institutions in Egypt. We can find 
great difficulty in these investments of achieving the feasibility studies being carried on them. 

Another big shortcoming is how to provide for trained manpower from one side and to 
control the augmentation of tourism educational and training institutions in Egypt. Again, the 
solution is not in increasing the number of these institutions, because all these corporate 
educational institutions teach more or less the same curricula. The problem of these curricula 
is that they deal with the history of tourism, the theory of tourism, the concept of tourism 
without any reference to the current state of tourism as an industry. As a result, they graduate 
students who can talk perfectly about tourism, but if you asked anyone of them to issue you a 
ticket from point A to point B, he can't do it. What was missed from the designers of these 
training programmes is how to shape the final profile of the product in order to suit its 
potential use. Because what I really want when I design any training programme for a 
prospective employee is to train him on how to work in the industry, but what's happening is 
that teaches him the operational system of the whole industry without any real application. If 
you have a look on these programmes, especially on the distribution of time or the credit 
hours of each subject, you'll find some complementary subjects such as languages, history, 
geography, and so on. that have got more credit hours than the main specialised subjects. 

Interviewer: Why didn't the devisors of these curricula do the right thing of dedicating 
most of the credit hours to the more specialised modules of tourism? 

Interviewee: You're right, they should allocate more hours to those main modules. 
Nevertheless, if they put more hours, the next problem will be whose going to teach them, we 
are also missing the necessary experts and academics of tourism. I'll return back to say that a 
very important philosophy of planning that we are lacking is to prepare the human resource 
base on which you're going to depend on in operating the business. That's because planning 
is not only confined to a material base, but also to a human base. An example of this is that 
many of our researchers who have got their PhDs don't know how to effectively use the 
different computer programmes. Another very important subject absent from the tourism 
curricula is the planning for conference tourism. They are now taking just the history of 
conferences, but what they miss is how to organise or plan for a conference. As a result of 
this, we started to have some sort of convincing unemployment within the graduates of the 
different tourist institutions. 

Back again to another shortcoming in our concept of development, which is the absence of 
time consistency. 

Interviewer: Meaning what? 
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Interviewee: What I meant here is that if we return back to the 4As I mentioned in our 
previous meeting, which are: accessibility, attraction, accommodation and amusement and we 
applied them on the operational system running now in the industry, we would find the 
following: by taking the relationship between two of these elements that are the accessibility 
and accommodation, for example, and applying them on Sharm El-Sheikh and Hurghada, 
we'll find the airport of Sharm El-Sheikh has a total capacity of 450 passengers, whereas the 
airport of Hurghada has a total capacity of 800 passengers. If 40 planes landed at any of these 
airports, and each plane has got an average of 200 passengers, this means that 8000 
passengers will land at one time. The question now is how would they release all these 
numbers at one time? And if we come and talk about enlarging the airport, this will take at 
least two to three years. During this time, what could be done? Another solution to this 
problem is to extend or elongate the time between the flights. For example, instead of being 
only two/five minutes, we could extend it to reach 30 minutes. But by doing this, another 
problem will arise, which will directly affect the hotel capacity in the city, because by 
extending the time between flights, this is tum will result in reducing the daily number of 
flights. Another problem between the attraction and the accommodation resulted from the 
continuing increase in the capacity of accommodation within the same capacity of attraction. 
This undoubtedly will affect the quality of this attraction and so on. 

I will end my conversation with these very important key questions. 

• What do we need from tourism in our destination? In other words, what percentage 
share could tourism contribute to our GNP? 

• Is it really in our best interest to have tourism as our first revenue generator in our 
economy? 

• Is it possible for a country with a population of 65 million on the increase to depend 
mainly on a very fragile industry like tourism? 

I hope I could have provided you with a clear demonstration of the problems that we're 

currently suffering of in our destination. 
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Appendix 2 

The questionnaire designed for the major data collection phase of this 
study 

Sample Population Research Questions 
Sub-problems Insight/data required 

l. A secondary research onSub-problem 1: An • Government's key • Old versus new image 
examination of the the historical background informants at the 

a -the old imageof the image of Egypt.new image versus the Egyptian Tourist 
1. What was the image ofAuthority in the Ministryold. 

Egypt before the 
components of the general 

2. Identification of the ofTourism (ETA) such 
repositioning 

promotion plan of the 
as: 

programme took place? 
Egyptian tourist product. 

• The head of the ETA 
• The Ex-head of the ETA 

2. What were the• The head of the planning 
components ofthis3. Analysis of the promotion department 

policy of the state since image?• The head of the Tourist 
the inception of the Development Authority 
repositioning programme; 3. What was the• Brochure designers at the 

promotional strategyits key aims, objectives, Egyptian Tourist 
employed to promoteresults achieved so far, as Authority 
this image?well as the different 

components of the 
4. What were the tourismmarketing strategy. 

trends for this image? 

b - the new image4. Content analysis of the 
brochures designed by the 

5. What were the salientgovernment before and 
reasons behind theafter the diversification 
change of the traditional programme. 
tourist image ofEgypt? 

6. What was the aim of the 
change? 

7. What are the 
components of the new 
image? 

How did it differ from 
the old image? 

8. 

The promotion policy• 

9. How did the old 
promotional plan differ 
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from the new one? 
10. Was the promotion 

abroad trade or tourist 
oriented before/after the 
diversification 
programme? 

11. If the promotion abroad 
was tourist oriented, 
what market segments 
did you target? And 
how did you target it 
before/ after the 
diversification 
programme 

12. What were the different 
strategies/tools used in 
the promotion of the 
Egyptian tourist product 
abroad? How much did 
it differ before/after the 
diversification 
programme? 

13. What was the role of the 
different tourist 
authorities/ 
entities, which 
were responsible 
for the execution 
of the promotional 
policy? 

14. What was the usual 
budget of the promotion 
policy of the state? 

15. Has any change been 
introduced to this 
budget after the change 
of the image? If yes, 
what was it and how did 
it cover the different 
promotional activities 
designed for the new 
image? 

16. Can you show me the 
breakdown of the 
promotional budget 
with all the promotional 
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activities carried out 
before/after the 
diversification scheme? 

17. What was/is the content 
of the tourist brochure 
of Egypt? 

18. Who was responsible 
for the design of these 
brochures? 

19. What did these 
brochures basically 
cover? 

20. How did these 
brochures develop over 
the years? 

21. Do you have any entity 
or authority, which 
monitors the design and 
the themes for these 
brochures? 

22. How did these 
brochures change after 
the introduction of the 
new image of Egypt? 

• The developmental 
scheme 

23. What were the different 
developmental projects 
carried out by the state 
in order to provide for 
the necessary 
m:frastructure of the new 
tourist image of Egypt? 

24. Was this development 
planned m congruence 
with the promotion 
policy? In other words, 
did the promotion plan 
target a particular 
number of tourists that 
could be conveniently 
accommodated and 
catered for in the 
destination? 

462 



Appendices: From Heritage to Hedonism: The Repositioning of The Tourist Image ofEgypt. A Key 
Informant Qualitative Inquiry 

25. Have any problems 
emerged after the 
implementation of these 
developmental projects? 
Ifyes, what were they? 
And how did they affect 
the overall scheme? 

26. Was there any policy 
devised for the 
execution of these 
projects? In other words 
what were the aims and 
objectives of these 
projects? 

27. Had they been achieved 
or not? And if not Why? 

• The co-operation with 
the private sector(local 
&international tour 
operators) 

a- In the promotion of the 

image 

28. How do you liase with 
the local operators 
regarding the 
promotion of the image 
of Egypt? 

29. Do you have regular 
meetings? 

30. Do you participate in 
promotional activities? 

31. Do you monitor the 
content of their 
promotional materials? 

32. Do these materials 
correspond with the 
materials produced by 
the state? Ifnot, how 
are they different? And 
why? 

33. Do they contribute to 
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the general promotional 
budget of the state? 

34. ·what are the gaps 
and/or problems that you 
think hinder this co-
operation? And how can 
they be avoided? 

b) In the developmental 
scheme 

35. How did you co-operate 
with the private sector 
in the development of 
the recreational sites 
over the Red sea and 
South Sinai regions? 

I 36. Did they contribute to 
the construction of the 
different hotel projects 
over there? 

37. If yes, what exactly did 
they do? And how did 
they do it? 

• The new image of 
Egypt in the British 
market 

38. What was the 
promotional strategy of 
the old image of Egypt 
in the British market? 

39. What were the 
promotional tools used 
to implement this 
strategy? 

40. Has any change 
occurred either to the 
strategy or the tools 
after the introduction of 
the new image of 
Egypt? If yes, what was 
it? And how was it 
implemented? 

41. How was the new image 
communicated to the 

464 



Appendices: From Heritage to Hedonism: The Repositioning of The Tourist Image of Egypt. A Key 
Informant Qualitative Inquiry 

British operators? Was 
it only via 
familiarisation trips or 
were there other 
channels? If yes, what 
were they? And how did 
they affect the exposure 
and the perception of 
the image of Egypt in 
the British market? 

42. How do you co-operate 
with the British 
operators? 

43. Do you organise any 
exhibitions with them? 

44. What other promotional 
activities do you arrange 
with them? 

45. Are they effective? Do 
you get any feed back 
after the implementation 
of these activities? 

46. Does it influence your 
promotional strategy? In 
other words, do you 
modify your 
promotional strategy 
according to this 
feedback? 

Sub-problem 3: An The consequences of the • The sernor local tour • The transmission of the 
appraisal of the implementation of the operators in Egypt. new image to the 
impact of the change diversification programme and Egyptian local 
on the Egyptian its implications on the tourism • The researcher's external operators: 
tourism industry industry in Egypt regarding: supervisor 

47. How did you know 
• the planning of the new about the new 

image and how far did it diversified tourist image 
succeed in reflecting the of Egypt? 
new image of Egypt? 

48. Did you have a direct 
• the different channel of information 

developmental projects from the Egyptian 
implemented by the state government about any 
and how did it reflect the developments of the 
state's policy towards that tourist image of Egypt? 
change? 

49. If yes, what exactly are 
they? And how do you 
use them? 
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• The projection of the 
new image in the local 
operator's brochures 

50. How did you reflect the 
new image of Egypt in 
your brochures? 

51. How did you project the 
recreational image 
alongside the traditional 
cultural image in your 
tourist brochure? 

52. Did they provide any 
sort of conflict when 
you first exposed them? 

53. What was the reaction 
of the international 
operator to this new 
image? 

54. Did this image influence 
the tourist perception of 
Egypt as a cultural 
destination? 

55. Ifyes, how did it 
manifest itself? 

56. What was/is the 
percentage sales of 
Egypt before/after the 
projection of the new 
image? 

• The co-operation with 
the British operators 

57. What is the relationship 
between you and the 
tour operators in Britain 
regarding the promotion 
and projection of the 
tourist image of Egypt 
in the British market? 

58. Do you contribute with 
them in the marketing-
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mix of the image of 
Egypt? 

59. If, yes what exactly is 
this contribution? Is it in 
the brochures, sales 
promotion, and so on? 
or another form of 
promotion? 

60. If the answer to the last 
question is yes, what 
exactly is this other 
form of promotion? And 
did it have any impact 
on the marketing of the 
image of Egypt in 
Britain? If yes, what is 
this impact represented 
in? 

61. What were the usual 
percentage sales of 
Egypt in the British 
market? 

62. Did this percentage 
change after the 
projection of the new 
image? If yes, how 
much was the change? 

63. Did the tourist market 
segment for cultural 
tourism differ from 
beach tourism? 

64. Ifyes, how was it 
different? For example, 
what nationalities were 
most interested in 
cultural tourism in 
comparison with 
nationalities interested 
in beach tourism? 

• The collaboration with 
the public sector in the 
developmental scheme 

65. How do you evaluate 
the developmental 
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policy adopted by the 
state in order to provide 
for the infrastructure of 
the new tourist image of 
Egypt? 

66. What were its 
advantages and 
disadvantages? 

67. Did you have any active 
role in this 
developmental 
programme? If yes, 
what was it? 

68. Did this programme 
succeed in providing the 
necessary infrastructure 
for the new image? 

69. What was/is its 
strengths and 
weaknesses? 

• SWOT input of the new 
image of Egypt 

70. From your personal 
point of view, what 
are the limitations/ 
problems that 
currently 
face the new tourist 
image of Egypt? in 
other words, what 
are the advantages 

and disadvantages of the 
repositioning of the 
tourist image of Egypt? 

71. From your experience in 
selling Egypt, where 
does the interest of the 
tourist image of the 
destination lie? Is it in 
favour of one or 
multiple aspects of 
tourism? 
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• The researcher's 
external supervisor 

72. What are the 
implications of 
the tourism 
diversification 
scheme on the 
tourism industry 
in Egypt? 

Topics to be discussed 

• A discussion of the 
policy of the state to 
diversify and hence 
reposition the tourist 
image of Egypt. 

• An assessment of the 
strengths and weaknesses 
of the diversification 
scheme. 

• An assessment of the 
general promotion policy 
of the state abroad. 
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Appendix 3 

An investigation of the tourist image of Egypt projected by the 

British tour operators 

The main purpose of this investigation is to conduct in-depth interviews with the major 

British tour operators featuring the tourist image of Egypt in the British market. This 

constitutes a part of a PhD research schedule, carried out in order to examine the impact of 

the change that occurred to the traditional tourist image of Egypt in order to reposition its 

image from a cultural destination into a destination catering for the main stream trend of mass 

tourism or beach tourism. To examine this new image, a structured interview with a main set 

of questions will be conducted with the major British tour operators in the UK. Its aim is to 

explore the mechanics of the change of the original cultural image of Egypt, which 

constituted the second sub-problem of this research investigation. These questions are set 

essentially to achieve the following objectives: 

• To identify the tourist image of Egypt projected by the different tour operators in the 

British market. 

• To examine the change that occurred to this image- as a result of the repositioning of the 

tourist image of the destination - in the tour operators' promotional materials. 

• To measure the impact of this new image on the behaviour/attitude of the British tourists 

to Egypt as a tourist destination. 

• The old/new image of Egypt 

1) What is the image of Egypt that you usually feature in your tourist brochures? 
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2) Has any change occurred to this image? If yes, what is the new image of Egypt that you 

started to project in your brochures? When did this happen? And how did you lmow 

about it? 

• The marketing of the new image 

3) Have you decided to visit Egypt on a familiarisation trip in order to witness the change in 

its traditional cultural image by visiting its new tourist attractions? How was this 

reflected in your marketing strategy for the destination? 

4) What are the promotional tools that you usually use to market Egypt? 

5) How was this new image reflected in your brochure? In other words, what is the total 

area occupied by this new image in comparison with the old traditional image? 

6) What sort of information do you present about Egypt in your promotional material? Does 

it serve the entire tourists' needs? 

7) Has the advertising campaign conducted by the Egyptian State Tourist Board in 

Britain had any impact on your marketing policy of the destination? 

• The rank of Egypt in the operator's brochure 

8) What is the rank of Egypt among the competing destinations in your brochure? 

9) Did this change affect the percentage sales of Egypt among the competing destinations? 

10) What was/is this percentage before/after the change of the image? 

• The tourist's perception towards the new image of Egypt 

11) What is the profile ofyour clients who visit Egypt? In other words, what market segment 

do they represent? 

12) What was the reaction ofyour clients towards the new image of Egypt? 
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13) Do you think that this new image has an impact on their original perception of Egypt as 

a cultural destination? If yes, how did this influence their choice to choose Egypt after the 

repositioning of the destination's image? 

14) What feedback do you usually get from your clients after their visit to Egypt? Did this 

feedback change with the change of the image? 

• The co-operation with the Egyptian public and private sectors 

15) What are the aspects of co-operation between you and the Egyptian tourist public sector 

represented in the Egyptian Tourist Board? 

16) What are the facets of co-operation between you and the Egyptian tourist private sector 

represented in the local tour operators? 

• SWOT input of the new image of Egypt 

17) From your experience in selling Egypt, what are the strengths and weaknesses of its 

current image that should be dealt with by the tourism suppliers in the destination? 

18) From your personal point of view, where does the future of the image of Egypt lie? Is it 

in its old well-established cultural/historical image or its new diversified tourist image? 
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