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City Brand and the Competitiveness of Cultural Tourism Cities

Abstract

The research tackles a new approach called City Branding, which is derived from the
Economics field. It was originally used to distinguish products and companies, and currently
it is used in the Urban field. The idea of City Branding is based on the user’s recognition of
the characteristics and unigueness of a city. If the user recognizes the uniqueness of the city
compared to other cities one may form a mental image of the city which It also known as the
Brand Image, the city itself would represent a Brand place, different from other cities.

Consequently, the City Branding concept helps to give distinctiveness to the Urban character,
improve the urban brand image and its potential to compete internationally. It also increases a
city’s touristic attraction, improves the quality of life and attracts several investments. The
city would thus have a unique character and identification to attract the world’s attention and
achieve economic, social, urban and environmental welfare. Therefore, City Branding is
considered one of the urban regeneration processes. City Branding varies, and is presented in
(Political Branding - Educational Branding - Cultural Branding...etc.)

Branding can be used to improve the Arab cities that have various capabilities especially the
Egyptian cities that suffer from economic, urban, social and environmental problems. These
problems include the rarity of resources, lack of investments and the regression of the touristic
sector, in particular, after globalization and the revolutions, which were encountered by such
cities. As a result, regression in the social aspects were increased including poverty,
unemployment and low-income rates. This was negatively manifested in the urban through
the urban sprawl, traffic jams, urban decay, and trespass upon historic areas, loss of identity
and similarity between the cities. The negative manifestations resulted in the distortion of the
global urban visual image, decrease in the quality of lifestyle, decrease in the touristic
attraction, and a loss in the cultural diversity between cities.

The research methodology is based on a study of the Cultural Branding and its activation.
Focusing on how to activate it by analyzing a suggested systematic model to activate the
Branding in cultural tourism Egyptian cities in order to enhance, develop and create a global
brand image of them. This will take place through studying a theoretical and an applied
framework:

Theoretical framework: aiming to compose a model to activate the City Branding in the
cultural tourism cities and insure its applicability. A number of theoretical studies and
analysis were carried out investigating the general view of the Branding and its relationship
with urban as well as the models, strategies, application methodologies and assessment of city
Branding. According to such studies, a suggested systematic model to activate the Branding
in cultural tourism cities was composed. Its applicability was tested on International and
Middle Eastern case studies that have cultural tourism brand, and it was developed to reach a
final systematic model for activating the Branding in cultural tourism cities.

Applied framework: relates to the study of the Egyptian cities status in terms of the
Branding, and the extent to which it could be applied on the Egyptian case. By applying the
model on two Egyptian cities, one of which has a global brand (Historical Cairo), and the
second has a local brand (Rashid). The suggested systematic model was used to prove its
applicability on the Cultural Tourism Egyptian cities, in order to reach a development of the
suggested model and achieve a global brand image.

We can conclude from the foregoing case studies, that the final model to activate the
branding in Cultural tourism Egyptian cities, which is considered a first step to achieve the
brand factors, by which sustainable development in Egyptian cities could be activated via
enhancing the living standard of the society. In addition to concluding the definition of the




City Brand and the Competitiveness of Cultural Tourism Cities

city Branding that is suitable for the field of the research and the relationship of the Branding
with the different urban approaches (Sustainability - Competitiveness - Urban Design -
Globalization - the City’s Image and Identity), and its main general and special effects on the
cultural tourism cities.

Summary

The research tackles a new approach called the City Branding. The main concept of the
approach is to attain an improvement of (Urban brand Image) of the Egyptian cities, and
improve Egyptian City’s ability to compete globally. To increase competitiveness, a city must
have a unique character and identity to attract the world’s attention and achieve economic,
social, urban and environmental welfare. Through studying the general view of the Branding
and its effects on urban, its assessment and activation models, and its relationship with the
cultural tourism with a focus on the cultural branding of the cultural tourism cities we can
achieve a prominent competitive city. The research studies the status of Egyptian cities in
terms of Branding. This preliminary work was key in helping to create a systematic model
which activates branding in Egyptian cultural tourism cities. The model serves as a step to
achieve the brand factors by which sustainable development in the Egyptian cities could be
activated via enhancing the living standard of the society.

Keywords
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