
  
 

 

 بسم الله الرحمن الرحيم
 ∞∞∞ 

 امية زكى يوسفس تم رفع هذه الرسالة بواسطة / 

بقسم التوثيق الإلكتروني بمركز الشبكات وتكنولوجيا المعلومات دون أدنى 

  الرسالة.مسئولية عن محتوى هذه 

 

 يوجد لا  ملاحظات: 
 

 

 

 

                               
  

 



         

Ain Shams University 

Communication and Media Sciences Department  

Faculty of Arts 

 

 

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

 

 

A Thesis Submitted for the Fulfillment of the Requirements for the PhD Degree 

 

 

Prepared by 

Radwa Hamada Ashoush 

 

 

Under the supervision of 

Professor Dina Farouk Abou Zeid, 

Professor and Head of the Communication and Media Sciences Department,  

Faculty of Arts, Ain Shams University 

Dr. Mennah Abdel Hamid,  

Lecturer at the Communication and Media Sciences Department,  

Faculty of Arts, Ain Shams University   

 

 

2022 - 1443 Hijri  



           

 إدارة الدراسات العلیا والبحوث            كلیة معتمدة                 جامعة عین شمس        

  صفحة العنوان

  

  رضوى محمد حماده عبد الحمید عفیفي عشوش :اسم الطالب

  دكتوراه :الدرجة العلمیة

  علوم الإتصال والإعلام :القسم التابع لھ

  الآداب  :اسم الكلیة

  عین شمس :الجامعة

  2022 :سنة المنح

  : شروط عامة



           

  إدارة الدراسات العلیا والبحوث            كلیة معتمدة                 جامعة عین شمس        

  رسالة دكتوراه

  

  رضوى محمد حماده عبد الحمید عفیفي عشوش :اسم الطالب

  دور وسائل الإعلام الإلكترونیة في تسویق مصر كعلامة تجاریة: عنوان الرسالة

  

  )اهدكتور(اسم الدرجة 

  )الحكم والمناقشةلجنة (

  والإعلام بكلیة الآداب أستاذ ورئیس قسم علوم الإتصال :الوظیفة    دینا فاروق أبو زید/ د .أ :الاسم

 جامعة عین شمس          

  العلاقات العامة والإعلان بكلیة رئیس قسمأستاذ و :الوظیفة      دالیا عبد الله/ د .أ :الاسم

  الإعلام جامعة القاھرة          

  تصال والإعلام بكلیةلإالأستاذ المساعد بقسم علوم ا: الوظیفة      شیرین عمر/ د : الاسم

 الآداب جامعة عین شمس          

  

  2022/   /    :تاریخ البحث

 بتاریخأجیزت الرسالة             الدراسات العلیا

  

   2022/   /               ختم الإجازة

  

  موافقة مجلس الجامعة            2022/   /   

    2022/   /             لس الكلیةموافقة مج

  

   /   /2022  



  

  

  

  

  

  

  

  بسم الله الرحمن الرحیم

ُ بمَِا تعَْمَلوُنَ خَبیِرٌ  ُ الَّذِینَ آمَنوُا مِنكُمْ وَالَّذِینَ أوُتوُا الْعِلْمَ دَرَجَاتٍ وَاللهَّ  یرَْفعَِ اللهَّ

 )11: المجادلة(

 عظیمصدق الله ال



 إھداء

 ..إلى أول من أمسك بیدي ودعمني واحتواني 

 .. إلى من وجھني بوافر من الحنان 

 .. إلى من فخر بي من قبل أى نجاح 

 .. والإنسانیة  أھدي ھذه الرسالة إلى من علمني معنى الحیاة

 ..إلى أبي 

 ..ستظل تلھمنا إلى أن نلقاك 

  

  

 

 

 

 

 



Acknowledgments 

I would first like to thank the distinguished members of the panel, Professor Dalia 

Abdallah, Professor and Head of the Public Relations & Advertising Department, 

Faculty of Mass Communication, Cairo University, and Dr. Shereen Omar, 

Assistant Professor at the Communication and Media Sciences Department, 

Faculty of Arts, Ain Shams University, for taking the time to read my thesis, and 

for providing their insightful and valuable input to make it a better version.  

 

No words of gratitude are enough to thank my thesis supervisor Professor Dina 

Farouk Abou Zeid, Professor and Head of the Communication and Media Sciences 

Department, Faculty of Arts, Ain Shams University. Her door was always open 

whenever I needed guidance, and her prompt and insightful feedback enabled me 

to stay on track throughout the preparation of my thesis. I have benefited greatly 

from your wealth of knowledge. 

 

Thank you to my supervisor, Dr. Mennah Abdel Hamid, Lecturer at the 

Communication and Media Sciences Department, Faculty of Arts, Ain Shams 

University, for your valuable input and your words of encouragement.  

 

I would like to express my special thanks of gratitude to Prof. Mohamed Shouman, 

Dean of the Faculty of Communication and Mass Media, The British University in 

Egypt, for his support throughout the process.  

 

I would also like to thank Dr. Sherin Moody, Lecturer at the Faculty of 

Communication and Mass Media, The British University in Egypt, for her 

continued help and encouragement. I am forever indebted to your kindness and 

thoughtfulness.  



I would like to thank my loved ones, who have supported me throughout the entire 

path, both by encouraging me and putting up with the responsibilities of the whole 

process. You have tolerated my unbalanced schedule and compromised duties, and 

I cannot thank you enough for this.  My husband and best friend, Mohamed, you 

have always been a selfless supporter of my progress, a sincere advisor, and a 

compassionate life-partner, and I truly appreciate you for this. My dear son, Omar, 

your pride of my resilience has been a motivation for me, and your selflessness and 

understanding are qualities unique to your pure soul. My charming daughter, 

Karma, you have been a great supporter by staying for hours next to me while 

working, and leaving me your encouraging notes everywhere on my desk. My 

caring daughter, Lamar, your emotional support was truly a gift, and your 

unconditional love keeps my heart warm.  

 

A heart-felt gratitude to my mother, my hero and the secret warrior behind all my 

achievements; you have always been a great supporter to me through your open-

mindedness and belief in the necessity of selflessly putting me first. Your imprints 

will forever remain on my heart and mind.  

 

Last but not least, my dear mother-in-law; I will forever value your encouragement 

and guidance to put my priorities in perspective, and to keep pushing myself 

forward. 



Abstract 

Nation branding is a practice where the techniques and concepts of branding 

products or services are applied to nations for the purpose of promoting them to 

their key stakeholders and identifying them among their competitors. This study 

aims at understanding the role of online media in creating a nation branding for 

Egypt, building on the tourism dimension. The researcher uses content analysis to 

study the content of two governmental touristic online platforms, and uses the 

survey to identify the general perception of non Egyptians on Egypt's brand image 

and its perception as a touristic destination. The researcher also uses intensive 

interviews to identify the relation between the creation of a nation branding for 

Egypt and tourism as an industry. The study results showed that there is a relation 

between the content nature and appeal and Egypt's brand image. It also identified 

key visual and verbal content that is used on online platforms, and how it relates to 

the perception of non Egyptians of Egypt and the characteristics they look for 

when visiting a country for tourism. The study results also showed that the 

concepts of branding are not fully utilized in order to create a clear and consistent 

nation branding for Egypt. This study highlights the current role of online media in 

creating a nation branding for Egypt as a touristic destination, and stands upon the 

areas where development needs to be made.  

 

Key words: online media, nation branding, nation branding dimensions, tourism, 

stakeholders 
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