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Research Summary

Recently we live in a world full of brands and logos in all fields, even cities and countries
became to have a distinctive visual identity and brand. As a result of globalization, as well as
the breaking of geographical, social and cultural boundaries and the impact on countries,
cities, and communities, which posed challenges to enhance their ability to remain
competitive and attract the target audience. So, each city has sought to prove itself and its
presence to attract more tourists, visitors, and investors.

Organize the international mega-events has become one of the attractions towards the cities
and countries, which helps to develop and improve the economic, social and cultural aspects.
On the other hand, this is affecting the competitiveness of countries and cities, which poses
challenges to meet these changes and enhance their ability to remain competitive and attract
the audience "target group”.

According to Philip Kotler, these events transmit specific messages to the target audience to
achieve marketing objectives and creating a positive city image that enhances its ability in
different aspects of marketing and competition. There are many cities around the world that
used the mega-events which organize it to improve their image and making it a famous city
brand around the world, such as the Venice International Film Festival and the Venice
International Biennale, which helped to fame these cities and its names around the world.

This paper aims to highlight the importance of the visual identity of the Egyptian cities, not
only to achieve economic objectives but also to build a positive image which enhances their
competitiveness. It also aims to establish a future vision for the Egyptian cities based on the
international events that can achieve the marketing objectives of these cities. As an attempt to
identify the impact of visual identity on the image of the Egyptian city and how to benefit
from it during the international events organized in the city and the impact of it on the target
audience (local community, visitors, foreign investors) and mental image they have about the
city as one of their brand components.
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eThe problem of the research is that many Egyptian cities do not benefit from the
organization of international events to highlight and clarification the city image through its
distinctive visual identity. Also, most of these mega-events promotion campaigns are not
linked to the city, its brand and its visual identity, which negatively affects these cities image.
e The research assumes that the use of the visual identity of the city in the design of
promotional messages for the international mega-events supports the city image positively
and creates links with the target audience, Also, the optimal exploitation of visual identity
systems of the city brand during these events can contribute to improving the image of the
city and enhance its competitiveness.

¢ This paper pursuing the analytical descriptive method by studying and analyzing models of
international mega-events that contributed to supporting the cities image in an attempt to
enhance the image of Egyptian cities. The research case study was based on the EI-Gouna
Film Festival as an analytical model.

Cities are a result of human existence as a result of communication among people and
communities based on a range of interactions and cultural, social, economic and cultural
relations within specific environmental conditions and factors. The city image of varies
among individuals according to their motivations, needs, and experiences, as each city has a
special and specific characteristic comparing with other cities.

The city brand and the visual identity of it weren't important as we are nowadays. Recently it
uses to face intense competition around the world between countries and cities to increase
their economic resources. But to have a strong brand, the city must have the capabilities and
advantages that give it a competitive advantage and added value achieve pre-defined aims.
We can be said that the technological development and rapid growth of markets and brands
helped to the emergence of the idea of places marketing in its contemporary form and create a
brand and visual identity distinguish them from other places and achieve a competitive
advantage to attract the target audience (local community, investors and visitors).

One of the most important factors of success and fame of cities is to create a positive image
and reputation in the minds of people to increase their association with it. This identity and
image may have a historical dimension based on the city's history or an economic dimension
to the growth and prosperity of its economy. The city image is a combination of qualities and
material and moral elements that define the characteristics of the city to the target audience,
which represent his feelings and attitudes towards this city as a result of experiences.

The city marketing is a planned process aimed at improving the city position and
classification in the competitive market through many procedures and processes to improve
its economic resources and attract more investments and improve services and the standard of
living of the community. So, it is a way in which can enhance the city image and gain a
competitive advantage in light of the fierce competition in the competitive market.

The privilege is the key to the city marketing process, each city seeks to distinguish itself
using all means and marketing strategies and design effective, to achieve specific goals, and
therefore visual identity attracts attention to this city. Therefore, cities should exploit the
characteristics that make them different from other cities, this helps to enhance their
competitiveness in the international market.
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The city image reflected through the city brand and its visual identity, this is the primary
objective of city marketing campaigns. The city brand works to highlight the city
characteristics and to create perceptions of it among the target audience. so that will
strengthen its capacity to maintain the current audiences and attract new target groups. The
city brand should help the city authorities to solve the existing problems in the city and
improve the level of services and the living of the local community in an attempt to change
and improve the city image, but the city should have the factors and aspects that will help to
express its character in a positive way. These aspects are summarized in weather and nature,
Infrastructure and services, social factors of employment and standard of living, economic
factors of investment opportunities and economic resources, entertainment and cultural
factors. The city brand image can be considered one of the components of the city because it
has a strong influence on the motives and desires of the target audience and their behavior
towards the city, all this contributes can help to attract them towards the city, This image
focuses on the way the audience perceives the components and characteristics of this city and
Its brand and its visual identity. In order for the successful city brand and visual identity, The
city authorities must be aware of the city's needs and objectives to have a brand and a long-
term marketing strategy. So the brand and visual identity design must reflect the city's
characteristics and values.

During the past few years, the mega-events sector has been growing rapidly and increase in
many countries and cities around the world, as they have an active role in developing their
economic and social aspects. City authority around the world is aware of the economic and
social importance of organizing mega-events, creating a kind of competition among them.
Each city seeks to attract the largest number of visitors and investors “audience".

Organizing international mega-events can be considered one of the ways to promote the cities
brand and their visual identity. Which it will improve the city image, It is one of the
marketing strategies that can be used in the promotion of cities. Mega-events play an
important role in explaining the city development plans and improving its future vision. These
events and activities require facilities and plans which improve the infrastructure and the level
of services. It also promotes the sense of the city's identity at the local community and
visitors. International mega-events can be considered as one of the tourist attractions.

Hosting mega-events may give the city an opportunity to solve the problem of negative
image, through which the audience can be attracted to the city, improve the standard of living
and the level of services, and create the environment for investment, innovation and
development. It is one of the most effective ways of cities marketing because it has a positive
effect in highlighting the personality, culture, and identity of the city and thus enhancing its
competitiveness and improving its image by linking these events promotion campaigns with
the brand and the visual identity of the city.

The Egyptian cities have the factors and the diversity of environmental and cultural that can
highlight it to make them a tourist attraction in a way that improves their image and enhances
their competitiveness. Despite the great history of Egypt and its cultural mix, but many
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Egyptian cities are still unable to compete sufficiently with other cities around the world, due
to their negative image or lack of a distinctive identity. The Egyptian cities were affected by
the political and economic conditions experienced by the region during the previous years and
lack of interest in developing and improving the image of the city locally and internationally.
The Egyptian cities don't have a unique visual identity that expresses their values, history,
goals, and culture which will be reflected at the audience "local community, visitors,
investors”.

Tourism is one of the most developed sectors in the world and it is one of the most important
sources of the Egyptian GDP. For example, EI Gouna city has become one of the most
important cities and tourist destinations in Egypt according to its location and the beauty of its
beaches and warm weather throughout the year.

In recent years, some Egyptian cities have adopted a new type of tourism activities, namely
tourism for conferences, festivals or mega-events, which have played a major role in
increasing the number of tourists and visitors, which made these cities tourist attractions
during these periods, that recorded a rise in tourist and commercial activity rates in that cities.

Through tourism is one of the most developed sectors in the world and it is one of the most
important sources of the Egyptian GDP. For example, El Gouna city has become one of the
most important cities and tourist destinations in Egypt according to its location and the beauty
of its beaches and warm weather throughout the year.

In recent years, some Egyptian cities have adopted a new type of tourism activities, namely
tourism for conferences, festivals or mega-events, which have played a major role in
increasing the number of tourists and visitors, which made these cities tourist attractions
during these periods, that recorded a rise in tourist and commercial activity rates in that cities.
The Egyptian cities have the factors and the diversity of environmental and cultural that can
highlight it to make them a tourist attraction in a way that improves their image and enhances
their competitiveness. Despite the great history of Egypt and its cultural mix, but many
Egyptian cities are still unable to compete sufficiently with other cities around the world, due
to their negative image or lack of a distinctive identity. The Egyptian cities were affected by
the political and economic conditions experienced by the region during the previous years and
lack of interest in developing and improving the image of the city locally and internationally.
The Egyptian cities don't have a unique visual identity that expresses their values, history,
goals, and culture which will be reflected at the audience "local community, visitors,
investors”.

Although many Egyptian cities have some unique and distinctive characteristics which can be
exploited in the development of their tourism, economic and social resources, But, because it
doesn't have a distinctive brand and visual identity which expresses its personality and
identity of it which can give it the opportunity to show their image positively and compete
with their counterparts.

Last few years, Some Egyptian cities have joined in organizing some international events or
be in competition for hosting them, but many Egyptian cities are still not qualified to organize
such events due to several factors "economic, environmental, social” and inter-related
problems, bad infrastructure and lack of The future plans of the development of these cities in
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a sustainable manner, commensurate with the requirements of the contemporary world and the
expectations of the target audience. It is, therefore, necessary to support these cities through a
future vision commensurate with what is needed by the target audience, to build a distinctive
visual identity achieve communication and marketing aims.

In the year 2017, El Gouna entered of organizing international mega-events represented in the
El Gouna International Film Festival, that increased the city vitality and activity in several
levels in a way that enhances the city image through many activities during the duration of
that event. From the beginning, the organizers' goal was to put El Gouna in the world cinema
map beside an attractive touristic spot so that it could one day be like the French city of
Cannes, which was a tourist destination and is now one of the best places in the international
film scene through Cannes International Film Festival. As the establishment of such
international festivals is working to shed light on Egypt as a result of the accompanying
media repercussions, which works to promote Egypt through a variety of ways, which has a
positive impact on tourism, investment, culture, economy and thus the convergence of
cultures and peoples.

The international mega-events has an important role in highlighting the identity of the city
and the success of its brand by showing its personality and characteristics in advertising
campaigns related to these events in a way that positively affects its image. These events are a
good way of communication with the audience. But, In order for Egyptian cities to succeed in
marketing themselves as a distinctive destination during the mega-events, should be
highlighted the city brand and its visual identity through brand promotion besides event
promotion campaigns, so that the brand and visual identity will be an essential part of that
campaigns.

The mega-events are one of the ways in which the Egyptian cities can highlight their identity
and distinctive characteristics through the brand and the distinctive visual identity. Through
the development of economic resources and increase the rates of tourism and investment and
development plans and the organization of many cultural and sporting events, which acts as
one of the attractions towards this city. Also, it is working to attract the potential audience that
the city aims to attract it by building awareness of the city image and its visual identity by
linking advertising campaigns to them and enhancing the city image. The events organized by
the city directly affect its image. Also, the visual identity and the cities brand enhance this
image in the competitive market. Therefore, it can be considered as one of the means to
improve the image of the city and thus achieve developmental and societal goals.

It can be said that the technological development and rapid growth of markets and brands
helped to the emergence of the idea of place marketing in it contemporary form and the
creation of a brand and visual identity distinguish them from other places and achieve a
competitive advantage to attract the target audience of local community and investors and
visitors.

As a globalization result, there are many cities around the world that they need excellence and
have characteristics that distinguish them from others and help in the marketing process. So,
Each city strives to achieve several economic, social, political and cultural objectives through
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the presence of a brand and a visual identity that emphasizes its values and the distinctive
character that draws the attention of the target audience and influences it. Therefore, it can be
considered as one of the city's marketing tools, while others go to the fact that the city brand
is the marketing strategy of the city.

So if we need to build a strong positive image for the Egyptian cities, we must:

e Attention should be paid to building a brand and a visual identity for Egyptian cities as a
part of marketing strategy that helps distinguished and competitive in such a way as to attract
the attention of the target audience.

e Promotion campaigns for major international mega-events should be supported by the brand
identity of the city brand, linking and supporting the marketing efforts of the brand.

¢ The administrative and governmental authorities should take advantage of the organization
of events and international events to improve the image of Egyptian cities positively.
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