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[TEPIOAIKH EINIGEQPHXH TQN EINIETHMOQN TOY TOYPIZMOY

LHMEIQMA TOY EKAOTH

Emiotiun civat n yvwon tou €motniou, dnAadn n yvworn TTou
KQAUTTTEL OUCTNUATIKA Kol Me TTANPOTATA éva Beparnikd edio.
Emotiun eival Jia, kar oTtoxo £xel TNV Karavonon OAwv Twv
paivouévwy. Ouwce etaitiag ¢ avBpwmvng aduvapiag va
SlaxeipioTel TTVEUNATIKA TO OUVOAO TWV KAVOVWYV TTOU OIETTOUV TOV
KOOHO, N £TOTAMN SlaxwpileTal O ETPEPOUS ETTICTAHEG, TTOU N)
KAOE Hiat KAAUTTTEN £va KUKAO QVTIKEIHEVWV.

Ol €MOTAMEC TOU TOUPICHOU MTTOpOUV va diaywpioTolv o OUO BEMATIKEG
meploxéC. TIC EMOTAPES KATAVONONG TOU TOUPIGTIKOU (PAIVOHEVOU Kl TI ETNICTAHES
OIaXEIPIONG ETTIXEIPNTEWYV PIAOEEVIAG.

H evaoxoAnon pe TIC EMOTANES OONYEI OF EUTTEPICTATWHEVEG HEAETEG TTOU £XOUV WG
OTOXO TNV KAtavonon ¢ mpayHamnkotnrag. O HEAETEG AUTEG £XEI KABIEPWOEI va
SnuooiclovTal ot eMoTHHOVIKG TTEPI0BIKA (refereed scientific journals) oTa oTroia
n dnuogcicuon KpPIvETal WS TTPOG TV TTPWTOTUTTIA, TNV ETTAPKEIQ Kal TV 0pBO0TNTA
™TC omrd JEAN TNS axadnuaikrig kowétnTag. ToTe o BNUOCIEVCEIS auTeg BewpouvTal
£YKUPES Kal UTTOpolV va XpnotdoTtroinBouy we Baagn amrd AAAOUG EPEUVNTES YIA TNV
eEEAIEN TNG yvwong.

O AP.A.T.T.E. (Apdon via tnv Avarmtugén tou ToupigpoU kKai TG TOUPIGTIKNAG
Extraideuong) sivar évag pn Kepdookomikég Opyaviopog pe £dpa tnv ASAva Kan
ofjpuepa apiBpel mepi Ta 1.200 péAn. Zta TAaiola tou APATTE Asgitoupyei t1o
lvetiroUto ToupioTikwv MeAetwv Kai Epsuvwy (IL.T.M.E.), TToU 10pUBNKE LE
TTPOOPIOKO VA UTINPETHOEI TOUG ETTICTAHOVIKOUS OKOTIOUG Tou Opyaviouou.

To LT.M.E. amé tov deBpoudpio 2007 exdidel o TTapdv TRIUNVIAIO ETTICTNHOVIKO
mepIOdIKO, OTOXOC Tou oTroiov eival n SiIGdoon TG yvwong OXETIKA HE TO
£MOTNHOVIKA TTEdia TTOU TTpaypaTevovTal BEUATA TOUPITHOU.

To 1e0Y0oC 6 TTEDIEXYEl £pVACIEC TTOU TTapoucidoTnkav oro [aveAAnvio 2uvedpIo
«MdAaokeTivvk Kar Mavarfuevt oTic TouploTiKEC EmYeEIpRosic:  2ZUVYPOVEC KOl

Kaivoroue¢ [Mpogeyyigeig». To oOuvidpio TTpayuarorroin8nke otnv Kpnty Ka
Siopyavwoav o€ guvepyacsia to TuRua TouploTikwy Emxeipioswy, T.E.l. KpAtng

ko 10 Kévrpo TexvoAlovyikric Epeuvag (K. T.E.) Kpritng ammd 29 £wg kai 31 Maiou
2008.

SYETIKA HE TO WG Gvwy CUVEDPIO, akoAouBei anueiwpa tou Mdpiou Zwrnpadn,
MNpoictapévou Ttou TuAuparog Toupiotikwv Emixeipnoewy, T.EL KpAtng Ka

Npoédpou Tng Emotnuovikiig Emitpottig Tou Zuvedpiov MMTE 2008

Anprirpng AaAoupung
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INTRODUCTION

Science is the knowledge of the existing, which systematically
totally covers a sector of issues. Science is one and its purpose is
the understanding of all phenomena. Due to human's incapability
of mental controling the whole of universal rules, science is
divided to partial "sciences" and each one covers its objective field.

The science of tourism can be divided in two parts. The sciences of understanding
the tourism phenomenon and the sciences of the enterprises of hospitality and their
management.

Dealing with sciences leads to complete studies whose purpose is the
understanding of the reality. These studies are set to be published in refereed
scientific journals. Their publication is judjed for being original, complete and
correct, by members of the academic community. Then, these publications are
considered as valid and can be used by other researchers for the spread of
kKnowledge.

Aim of the magazine is the spread of knowledge related to the scientific fields of
tourism. In Tourism Issues there are being published original articles and
obligatorily new researches. The writing language can be Greek , English , French
or German. The scripts will be evaluated by three - membered scientific committee
whose members have deep knowledge of the specific fields.

The vol 6_contains papers that were presented to the Pan-Helienic Congress

"Marketing and Management in the Tourist Enterprises: Modern and Innovative
Approaches”. The congress took place in Crete and was organised by the

Department of Tourist Enterprises of the Technological Educational institute (T.E.|.)
of Crete in collaboration with the Centre for Technological Research of Crete (CTR-
Crete), from 29 up to 31 May 2008.

Laloumis Dimitris
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OAHT'IEZ ZYITPAOHE TON EIMIETHMONIKAON EPTAZIOQN

1o ToupioTikd ©fuara dnuocielovral TTPWTOTUTTA ApBpa Kal TTPWTOYEVEIG
EPEUVNTIKEC HEAETEG TTOU Trpayparedovial Bipara ToupiopoUu. Ta ap@pa Kkai ol
HEAETEC DEV TTPETTEI VO EXOuv DNHUOGIEUTED TTOTE §ava.

KGBe emoTnHovIKA epyacia dev Trpétrel va §etrepva Tig 8000 ALgelg. ATTOCTEAAETO

ot nAeKTpOVIKY) Hop@r ot TTpOypaupa MS-WORD grn dievBuvarn info@dratte.gr kan
eival ypappévn oc aeAida A4, e ypapparocelpd Arial peyedog 10, diacTnpa Hovo.

O epyaociec pmropouv va eival ypappéveg otnv EAAnvIKY, AyyAikd, TaAAikn n
[epuavVIKT} YAwoOoQ.

STV TTPWTN oeAida TTapartiBevial 0 TITAOG TNG £PYACIAg, TO OVOUOTETTWVUUO TOU
ouyypagéa kai n 1I016TNTA Tou. KdBe epyacia guvodeletal amd mepiAnyn 180
nepitrou Aé€swv. To KeiJeVO TNG TTEPIANWNG BEV EMTRETTETAN VA ATTOTEAE! TUNHA TNG
epyaciac. Emiong o ouyypagéag TTpETEl va TpOTeivel 4 AEEEIC KAEIOIG TTOU
ouvBéovtal HE Ta Kupldtepa Tredia Trou e€eTdlet n epyacia. Ta avwiepw
(OVOMATETTWIVUHO, TiTAOG, TrepiAnyn Kan A£EEIG KAEIDIA) TraparTiBevral otV AYYAIKR
kat EAMANVIKA YAWooa, OTTWG Kal oTn YAWooa cuyypagng otav auth eivai n I aAAIKA
n Meppavikn.

O1 pwroypaPicc kat Ta diaypdupara TIPETTEl va EUPAVICOVTAl GE ATTOXPWOEIS TOU
VKpI, va gival apiBunpéva ka va cuvodelovTal atmd emegnynpaTiki Ae¢avra, evus ol

UTTOOT|HEILUCEIS VA TTapaTiBEVTAl UTTOTEAIOQ.

O1 TraparroptTéc g BiBAia ko @pBpa yivovral g€ TTapEVBESN OTTOU QVAPEPOVTAIl TO
Gvoua Tou ouyypagiéa kai To €rog €kdoong. H PiBAioypagia karaxwpeital
aA@aBnTikd oto TéAog TG epyaciag. a avagopd ot BIBAIC KaTaypa@ovtal TO
ETTIOETO KO OVOpPd OUuyypagEéa, Ot EIGAYWYIKA HE TTAAYIa YPAUUATOOEIPA O TITAOG
Tou BIBAioU Kat ge opbr| §avd ypapuatoosipd 0 £KDOTIKOG OIKOG, O TOTTOG Kal O
xpovoc ékdoang. MNa avagopd ot TEPIODIKG KATaypaPovTal TO ETTIBETO Kal OVOUA
ouyypagéa, o TITAOG Tou GpBpou Ot EICAYWYIKA, TO GVOHA TOU TTEPIOOIKOU Of
TTAGYIQ YOOUMATOOEIPE, KO Ot opBr) ypappaTooelpd o apiBuog kal i nUEpOUnVia
£kBOONC TOU TEUXOUG Kal Of OEAIDEG.

KaBe epyaoia e€etaleTanl amd TPIYEA EMOTAHOVIKY EMTPOTIA KEITWY. Ta HEAN TNG
ETNITPOTIAC KAAUTITOUV CUVAQPES YVWOTIKG TTEDIO WE TO QVTIKEIUEVO TNG £PYACIAg Kal
mapoAauBdavouv TIC £pYACiES XWPIG VO AVAQEPETOl OE QUTEG TO OVOpa TOU/TWV
guyypagéa/wv. H Siadikacia kpiong OAOKANPUIVETAI HE QVWVUHIA TWV CUYYPAGEWV
KOl Ol KPITEC TFPOTEIVOUV GTI GUVTAKTIKK ETTITPOTTH TNV amrodoXn N KN TNG £pYACiag
mpo¢ Onuooicuon 1§ TV Bduvardétnra dnupooieucng Tou apBpou HETA OTTO
S10pBWOEIC TTOU TTPOTEIVEL N} ETTITRPOTTN KPITWV.

MeTd TRV Kpion TWv epyaciwv, €15oTToloUvTal O CUYYPOQEIG, €TE N Kpion ATav
Pemikfy eite Ox1. OI eyKpIvOPEVEG Epyaoieg OnUOCIEUOVION KATA XPOVIKN OEipd
TTPOTEPAIOTATAG.
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WRITING GUIDELINES ) A

Vi

In “Tourism Issues” can be published original articles and research studies dealing
with tourism topics. The articles and the studies should have never been published
before.

Every scientific paper should not exceed a maximum of 8000 words and should be
sent in electronic form at info@dratte.qr.

The paper can be written in Greek, English, French or German.

Papers should be typewritten in black, double-spaced on A4 or US letter sized
white paper and printed on one side of the paper only, with 1 %2 inch margins on all
four sides, using 10 pts Arial characters. Pages should be numbered
consecutively.

The first page of the paper should include in the following order. paper title,
author's name and surname, affiliation, postal address, telephone and fax
numbers, email address, acknowledgements. |n the case of co-authors, their full
details should aiso appear (all correspondence will be sent to the first named
author). Also include an abstract of 200-250 words, and up to five keywords.

The second page should contain the title of the paper, an abstract of 200-250
words, and up to five keywords. Do not include the author(s) details in this page.

Subseguent pages. main body of text; list of references; appendices; endnotes
(endnotes should be kept to a minimum).

Every paper should be accompanied by a 180-word abstract. The text of the
abstract is not allowed to be part of the paper. Also, the author should propose 4
key words associated with the main fields dealt with in the paper. The
aforementioned (name, title, abstract and key words) should be given in Engiish
and Greek, as well as in the language of composition in case this is French or
German.

Tables, figures and illustrations should be referred to and included in the text, in
gray tint. Each table, figure and illustration should be numbered consecutively (in
Arabic numbers) and titled. Tables, figures and illustrations should not exceed one
page and should be kept to 2a minimum.

The text should be organized under appropriate section headings. Section
headings should be marked as follows. primary headings should be typed in upper
case and bold (e.g. INTRODUCTION); subsection headings should be in upper
and lower case and bold (e.g. Tourism Planning).

Quotations should be taken accurately from the original source. Alterations to
quotations should be noted. Quotation marks (* ) should be used to denote direct
quotes. Inverted commas (' ') are to be used to denote a quote within a quotation.

Papers should be supported by references. These should be set out according to
the standard Harvard style as follows. In the text references should be cited by the
author's name and year of publication in brackets — for example (Miller, 2000;

10
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Tribe, 2000, 2001), or ‘... as noted by Miller (2000)'. Where there are two or more
references to one author for the same year, the following form should be used
(Smith, 1999a) or (Smith, 1999b). Where references include two authors the form
(Clarke & Little, 1996) should be used. Where references include three or more
authors the form (Riley et al., 1996) should be used. The reference list, placed
towards the end of the manuscript, must be typed in alphabetical order of authors.

The specific format is:

e For papers in journals: Blangy S. & Nielson T. (1995) Ecotourism and
minimum impact policy, Annals of Tourism Research 20(2), 357-360.

e For books and monographs: Inskeep E. (1991) Tourism Planning: An
Integrated and Sustainable Development Approach, London: John Wiley &
Sons.

e For chapters in edited books: Hall C.L. & Jenkins J.M. (1998) The policy
dimensions of rural tourism and recreation. In R. Butier, C.M. Hall & J. Jenkins
(Eds.) Tourism and Recreation in Rural Areas, London: John Wiley & Sons, 19-
- 42.

e For reports: Hovland N.P. (1989) Local Economic Impact for Travelling
Business: Examples from the Municipality of Risoer, report no. 24, Telemark
Research Institute, Boe.

Every paper will be examined by a three-member scientific committee. The
committee’s members cover cognitive fields relevant to the papers’ topics and
receive the papers with the author's/s’ name undisclosed. The judging process will
be completed with author's anonymity throughout. The judges will propose to the
editorial committee the acceptance or the rejection of a paper to be published or
the possibility of publishing an article after corrections suggested by the judging
committee.

After the papers’ judgement, the authors will be notified, either the judgement has
been positive or not. The approved papers will be published according to priority of
chronological order.

11
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The Americans' Image of Egypt as a
vacation destination and their image of
its Islamic heritage

Heba Mahmoud Saad AbdelNaby, PhD.
Faculty of Tourism and Hotels, Alexandria University, Egypt
Address: 21 Al-Amir Gamil St., Zezenia, Alexandria, Egypt

The research carried out for this paper has been supported by a grant from
Fulbright Commission In Egypt. The research was conducted in Mary Baldwin
College, Staunton, Virginia, U.S.A during the academic year 2007/2008. I'm very
grateful for their support.

Abstract:

This paper explores the Americans' image of Egypt as a vacation destination
and their image of its Islamic heritage. In the first part of the paper the concept of
destination image is defined, its importance and components are presented. In the
second part an attempt is made to present the importance of the Islamic heritage in
Eqypt as part of its identity that could be presented to tourists. The third part of the
paper presented the methodology used to measure the Americans’ image of Egypt
and the fourth part presented the analysis of the data and the results of the study.

The study concluded that a stereotypical image of Egypt Is still dominating
among the Americans. Strong attributes of the country should be focused on and
weak attributes should be addressed to be modified or changed. The increasing
interest of the Americans to explore the Islamic heritage could be used in
advantage of cultural tourism in Egypt. Islamic heritage can contribute to the tourist
product and can be used as part of the Egyptian identity presented to tourists.

Keywords: Destination image, heritage tourism, Islamic heritage, identity.
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INTRODUCTION

Tourism is a major world industry and Egypt is one of many countries that
rely on tourism revenues in their balance of payments. It is therefore imperative
that Egypt convey a positive image to tourists. The selection of tourism destinations
IS largely dependent on the favorableness of perceptions of these destinations.

The American market has always been important for Tourism in Egypt and
the number of the American tourists visiting Egypt has largely increased over the
past few years from 117396 in 2002 to 228183 in 2006. Therefore, the United
States occupied the 9" rank of the top ten tourist arrivals list in Egypt in 20086. It
also occupied the 8" rank in the top ten tourist’ nights list of the same year with a
number of 3059 thousand tourist nights (Ministry of Tourism, 2006). Moreover, the
data collected by UNWTO in January 2007 indicates that the American tourism
receipts in 2005 were 81.680 million dollars (Ministry of Tourism, 2006). From that
we conclude the importance of the American tourism market to Egypt. Therefore,
It's important for Egypt to study the American tourism market to understand the
American tourist's needs, interests and expectations with a goal of attracting more
tourists and satisfying their needs and expectations.

This study aims to investigate the Americans' image of Egypt as a vacation
destination; exploring their interests, needs, expectations and sources of
information. The study also focuses on cultural tourism in Egypt suggesting that the
rich neritage of the country is the focal point of its popularity. The importance of the
Islamic heritage of Egypt is presented and the interest of the Americans in Islamic
heritage in particular is examined.

LITRATURE REVIEW
Destination image

Owing to the importance of destination image in tourism research several
Image studies have been conducted during the past three or four decades.
"Destination image" was defined in some of these studies. Hunt (1975) described it
as "the perceptions held by potential visitors about an area". For Crompton (1979)
destination image is " the sum of believes, ideas and impressions that a person has
of a destination". Echtner and Ritchie (1993) gave a definition of image based on
its components stating that "destination image should be composed of perceptions
of individual attributes (such as climate, accommodation facilities, friendliness of
people...) as well as more holistic impressions or mental picture of the place".
Jenkins (1999) adopted the definition cited by Lawson and Baud Bovy (1977)
which defined destination image as "the expressions of all objective knowtedge,
impressions, prejudice, imaginations and emotional thoughts an individual or group
might have of a particular place". A similar definition was given by Coshall (2000)
when he described image as "being made up of a series of perceptual beliefs,
ideas and impressions of a destination”. While Alhemoud and Armestrong (1996)
surveyed definittons used be destination image researches without giving a
definition of their own, Enchtner and Ritchie (2003) surveyed other definitions and
then gave their own; describing image simply as “impressions of a place or
perceptions of an area". Tasci (2003) then defined destination image as "a mental
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picture of a destination composed of how people visualize, think, and feel towards
the destination”.

Other studies developed other definitions also related to destination image
such as "beneficial image of a destination" conceptualized by Tapachal and
Waryszak (2000) as "perceptions or impressions of a destination held by tourists
with respect to the expected benefit or consumption values including functional,
social, emotional, epistemic and conditional benefits of a destination”. Also Hu and
Ritchie (1993) discussed "destination attractiveness"” and defined it as "the feelings,
beliefs and opinions that an individual has about a destination's perceived ability to
provide satisfaction in relation to his/ her special vacation needs”.

The importance of measuring the destination image

It's believed that tourism planners should have a sound understanding of
tourist perceptions or image of their own destination for many reasons:

- Destination image directly affects the tourist decision. It has a basic role in the
decision making process which ends with the choice of a travel destination. (Hunt,
1975: Chon, 1990; 1992; Jenkins, 1999; Son, 2003; Echtner and Ritchie, 2003
Tasci, 2003).

- When a destination is chosen, tourist satisfaction there largely depends upon a
comparison of expectations based on previously held images and the actual reality
encountered at the destination. (Chon, 1990; 1992, Alhemoud and Armestrong,
1996 Jenkins, 1999; Coshall, 2000; Echtner and Ritchie, 2003)

- The study of destination image is needed for an affective destination positioning
strategy because developing a competitive position among destinations is usually
accomplished by creating and transmitting a favorable image to potential tourists in
target market. (Balogu and McCleary, 1999; Alhemoud and Armestrong, 1996,
Echtner and Ritchie,2003).

- The study of destination image is also very important in designing effective
marketing strategies. (Chon, 1990; Son, 2003; Echtner and Ritchie, 2003).

Destination image formation process

Alhemoud and Armestrong (1996) identified the formation of image as the
development of a mental construct based upon a few impressions chosen from a
flood of information and in the case of destination image, this information has many
sources. Many researchers (Chon, 1990; Lubbe, 1998, Mackay and Fesenmaier,
1997 Jenkins, 1999; Echtner and Ritchie, 2003) agreed on the model developed
by Gunn (1998) about the phases of destination image formation. According to that
model, the first phase was labeled "organic image" in which image is based
orimarily upon information assimilated from non-touristic sources such as
education, general media, varying between news reports, books, movies.., and the
opinions of family and friends. This image is developed into “induced image" when
more commercial and touristic sources, such as travel brochures, travel agents,
travel guidebooks .., are used. In the third and final phase of destination image
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formation a "complex or modified image"” is formed based on the actual experience
of the tourist. That means; as a result of visiting the destination images tend to be
more realistic and compiex.

Other studies (Woodside and Lysonski, 1989; Crotts, 1999; Decrop, 1999)
highlighted the importance of the categorization process of a destination within the
Image formation process. In other words, they seek the answer of an important
question which (s: What is our destination's share-of-mind among potential
tourists”? They state that when a destination image is formed, an evaluation is
processed and the destination is placed in one of four awareness sets:

* Unaware set. which is composed of destinations that the consumer doesn't know
they exist.

* Inert set: is composed of alternatives towards which the consumer is indifferent or
neutral.

* Inept set: is composed of alternatives the consumer dislikes.

* Consideration/ evoked set: is composed of destinations of which the consumer is
aware and has some likelihood of visiting.

It Is Important to understand that categorization process because in a competitive
tourism market, the challenge for marketers is not only to place their destination in
the consideration/ evoked set, but also to occupy a favorable position for that
destination.

Image components

The understanding of image components is fundamental to determine the
correct methodology or technique to measure destination image. Some
researchers (Gartner, 1993; Dann, 1996; Baloglu and Brinberg, 1997; Baloglu and
McCleary, 1999; Tasci, 2003) envisioned destination image as consisting of three
components: The cognitive component; the factual information about a destination,
the affective component; the attitudes and feelings towards a destination, and the
conative component which refers to actions or intentions sourcing from image.

Echtner and Ritchie (2003) examined previous destination image studies and
concluded that destination image consists of two main components: those that are
attribute-based and those are holistic (imagery). Each of these components contain
functional (tangible) and psychological (abstract) characteristics. They also added
that images of destinations can also range from those based on common functional
and psychological traits to those based on more distinctive or even unique
features, events, feelings or auras. They therefore concluded that to capture all of
these components, a combination of structured and unstructured methodologies
should be used to measure destination image.

HERITAGE TOURISM AND IDENTITY

Egypt is generally perceived as a destination of cultural tourism; therefore,
the study of the image of Egypt should not be separated from certain concepts
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such as cultural tourism, heritage tourism and identity. Silberberg {(1995) defined
cultural tourism as "visits by persons from outside the host community motivated
wholly or in part by interest in the historical, artistic, scientific or lifestyle/ heritage
offerings of a community, region, group or institution”. Of culturai tourism, heritage
IS a fundamental part. Several previous studies focused on the importance of
heritage tourism as being a burgeoning sector of the tourism industry. Some of
these studies presented a definition of hentage. Pocock (1897) mentioned that
"nentage is what has been inherited by the present generation, either in the form of
natural environment or in humankind's sculptural action within the environment”.
For Leask and Yeoman (1999) heritage is virtually "anything by which some link
can be made with the past’. Ashworth (2000) envisioned heritage as including
"artifacts, buildings, memories and experiences of the past’, while Howard (2003)
envisioned heritage as "anything that someone wishes to conserve or to collect and
to pass on to future generations”. Therefore, the product of heritage tourism could
include sites and monuments, cultural heritage tours, heritage art galleries,
museums, cultural centers, heritage trails and purpose built cultural heritage theme
parks (Cros, 2001). It could also include the heritage of literature, music and food.
But generally, historic sites; both natural and cultural, are a key cultural resource
for the development of heritage tourism (Carter Jolliffe and Baum, 2001)

The study of heritage and heritage tourism i1s so closely concerned with the
identity (Hall and McArthur, 1998; Howard, 2003). Palmer (1999) explained that
crucial relation between heritage and identity by stating that "heritage is employed
to promote tourism to a variety of different destinations, its main aim is thus the
packaging of an identity for sale to tourists”. Henderson (2002) identified identity as
being "an abstraction incorporating elements of the past, present and future" He
also added that heritage attractions can assist in resolving questions of identity and
play a crucial part in telling the story of a nation or people to a number of audience.
In other words, what a country owns of heritage attractions i1s what best reflects the

identity of that country.

Islamic Heritage in Egypt

in EqQypt, which i1s the focal point of this study, seven sites have received
World Heritage designation and have been listed in the World Heritage List;, which
includes cultural and natural properties of outstanding universal value. Of course
these sites are not the only important cultural sites in Egypt but they are the most
important with universal value. Six of these site were categorized as cuitural and
one as natural site. They were chosen by the World Heritage Committee (WHC)
after meeting certain criteria for choice (Dorst, 1996, Pocock, 1997; Hall and
Piggin, 2002; www.unesco.org/pg.cfm?cid=31).

Of the six cultural heritage sites in Egypt, three were related to the Ancient
Egyptian heritage; Ancient Thebes, Memphis and the necropolis and the area from
Abu Simbel to Philag, two sites were related to the Christian heritage; Abu Mina
and Saint Catherine area and one site; historic Cairo, is related to the [slamic

hentage of the country.

Judging only on the World Hentage List, we would realize that the Egyptian
heritage 1s miscellaneous and can represent the history of Egypt since pre-historic
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times till the modern time. But unfortunately, Egypt is always represented with only
a Pharoanic identity, which is truly unique and distinctive, but yet not enough to
represent Egypt. This research emphasizes on the importance of "Historic Cairo™ to
represent the Islamic heritage in Egypt. The city was the capital of Egypt for
centuries and therefore, has rich heritage of the islamic civilization since the
seventh century till the eighteenth. That heritage includes a wide variety of
religious, residential, military, commercial and service buildings (537 monuments)
which can tell a lot about the political, economical and social life, the ups and
downs of the Islamic civilization and the important events in history during that long
period of time {Ministry of Culture, 2000). Historic Cairo is an outstanding example
of a human settlement, land-use and the human interaction with the environment
during Islamic ages. It's also directly associated with the dominating religion in
Egypt in the present time which is Islam. It's even tangibly associated with events,
ideas, beliefs and living traditions which the Egyptians inherited from the Islamic
civilization and are still practicing till the present time.

Therefore, the research suggests that if we want to tell the story of Egypt
through ages, that story should starts with the Ancient Egyptian heritage and ends
with the Islamic heritage. By that we'll tell tourist, not only who we were but also
who we are and that will touch the missing link between the past and the present.

THE OUTLINE OF THE RESEARCH
Research aims and objectives
This study aims at answering certain questions, which are:

- What is the Americans' image of Egypt as a vacation destination?

- What are the characteristics and sensory images that the Americans have of
Egypt?

- What are the strong and weak attributes of Egypt?

- What sources of information do the Americans use when they search for data
about a destination?

- What type of tours do the Americans prefer? And what sort of activities do they
want to experience?

- What is the identity of Egypt perceived by the Americans?

- How much does Egypt focus on Islamic heritage in tourism programs?

- What aspects of Islamic heritage might interest the American tourist?

- How could the Americans' experience with terrorism influence their intentions to
explore Islamic heritage”?

- Could Egypt be perceived by the Americans as a destination of Islamic heritage?
To answer the research questions, specific research objectives are developed:

1- To identify the Americans' image of Egypt as a vacation destination.

2- To investigate the Americans' awareness of Egypt as a destination of Islamic
heritage.

3- To examine factors influencing the images of Egypt.

4- To examine the Americans' travel behavior, needs and expectations in Egypt.
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Methodology

The study is based on the data collected from a group of American
respondents. A hand-delivered questionnaire has been conducted for this study

and the following steps have been taken:

- Designing the questionnaire after reviewing previous studies about the
measurement and analysis of destination image (Goodrich, 1978: Echtner and
Ritchie, 1993; 2003; Hu and Ritchie, 1993: Alhemoud and Armestrong, 1996;
Baloglu and McCleary, 1999; Jenkins, 1999; Baloglu, 2001).

- Conducting a pilot test by distributing the questionnaire among 35 respondents
and explaining the purpose of the study to them.

- Modifying the questions as a result of the pilot study.

- A six-page self-administered questionnaire was used for data collection and z
cover letter was attached explaining the purpose of the study to respondents.

The target population for the study was Americans, 16 years of age and
older. The majority of the sample population was students in a southeastern
American university in addition to some faculty members and members of the

community in the same city.

The questionnaire was divided into five sections. The first section asked
about the Americans' image of Egypt. Twenty four attributes: varying between
physical and psychological, were selected and respondents were asked to describe
their perception of each attribute on a 5-point scale where 1= very positive, 2=
positive, 3= negative, 4= very negative and 5= no opinion. Then their overall Image
of Egypt was measured on a 5-point scale where 1= very positive, 2= fairly
positive, 3= neutral, 4=negative, 5= very negative. In order to measure
multisensory images, an open-ended question was deveioped to allow respondents
to more freely describe their opinions by using unstructured methodology.
Respondents were asked to mention all the images or characteristics that come to
their mind when thinking of Egypt as a vacation destination.

The second section involved questions about travel experience.
Respondents were asked whether they traveled to Egypt or not. Those who
traveled to Egypt were asked about the purpose of the visit length of stay, type of
accommodation, types of activities they did, their satisfaction/ dissatisfaction with
the visit and their willingness to travel to Egypt again. On the other hand, those
who didn't travel to Egypt were asked whether they know anyone who traveled to
Egypt and whether his/ her experience could influence their iImage about Egypt.

The study also investigates the Americans' interest in Islamic heritage;
therefore, the third section of the questionnaire started with some general
questions and included other questions about [slamic heritage in Egypt.
Respondents were asked about their likelihood to travel to Egypt, what could
motivate that and what are the barriers of traveling to Egypt. They were asked
whether they might consider Egypt a destination where they can learn about
Islamic heritage. They were also asked about the Interesting aspects of Islamic
heritage for them, the tour type they prefer and the activities related to Islamic

heritage that might interest them in Egypt.
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Since people's opinions about a country are based on what they have heard,
seéen or read about that country, the fourth section of the questionnaire focused on
the sources of information respondents relied on to form their Image of Egypt.
Respondents were also asked about the advertisements they might have been
exposed to, the identity of Egypt the credible and useful sources of travel
Information they depend on. and their opinion about the coverage of the American
media to the Islamic heritage and the influence of terrorism on tourism.

The fifth and last section involved various demographic and background data
on the respondents. The age, sex and marital statys were noted as were the
educational level and employment status. The questionnaire ended with an open-
ended question where respondents were asked {0 give suggestions about the
efforts that could be done by Egypt to attract tourists.

RESULTS AND ANALYSIS
The Sample:

A total of 500 gquestionnaires were distributed; the first group was given to
students in the classrooms by some professors who were willi |
among their students, the second group was given to audience of lectures given by
the researcher about Islamic civilization and heritage. Such lectures were attended
oy students, faculty and members of the community. A third group of
questionnaires was given to faculty members on Campus. A total of 309
questionnaires was returned (61.8 % response rate). Of those returned, 7 were
eliminated because of excessive missing data and a total of 302 questionnaires
were coded for data analysis (60.4 % usable response rate).

SPSS statistical package was used to provide sophisticated analysis for the
structured questions. To analyze the open-ended questions, ali the answers of
respondents were coded, labeled according to their context and classified into
groups or categories.

Demographic profile of respondents

The demographic profile of respondents is presented in table 1 The majority
of respondents (64.6 %) were within younger age groups (16- 34 years old). Of the
sample, 81.5 % were females and 18.5 % were males Most of the respondents
(65.6 %) were single and the majority is highly educated: 56.3 % attended college,
14.9 % had Bachelor degree and 25.5 % had graduate degree.

A total of 69.9 % of the sample were students, of which 19.3 % had 3 part time or
full time job. While, 24.8 % of the sample had a full time job and 7.9 % had part
time job and 6.3 % were retired.
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Table (1): Demographic profile of respondents

Number Percent
| * Age:- 16- 24 years 170 ‘ 56.3
| - 25- 34 years 25 8.3
- 35- 49 years 39 12.9
- 50- 59 years 27 ‘ 8.9
- 60 or above 41 13.6
* Gender: - male 56 | 18.5
- female 246 | 81.5
* Marital status: -single 198 | 65.6
- married 103 34.1 .
| *Education: - high school 4 ‘ 1.3
| - college 170 56.3
- Bachelor degree 45 14.9
- some graduate work 8 ‘ 2.6
- graduate degree i 74 24.5
* Employment: - student 123 \ 40.7
- retired 16 5.3
- full time job 75 24.8
- part time job 24 7.9
- not employed 2 \ v
- student+ part time job 49 16.2
- student+ full ttime job 9 3
- retired + part time job 3 } 1

The overall image of Egypt

The overall image of Egypt is generally positive; as 23.5 % of the sample
described their overall image of the country "very positive” and 56.3 % described it
“fairly positive”. The data analysis revealed that Egypt is in the consideration set of
most of the respondents as 27.8 % of them are very likely to travel to Egypt in
addition to 55 % who considered traveling to Egypt a possibility.

when respondents were asked about what could motivate them to travel to
Egypt in terms of the characteristics of the country itself; or its pull factors, the
historic background of the country was the most frequently mentioned factor. That
emphasizes the Americans’ image of Egypt as a destination of cultural tourism. On
the other hand, respondents mentioned many barriers to traveling to Egypt.
Respondents believe that it's too expensive to travel to Egypt and language was
considered the second barrier for them. The Americans are also concerned about
their safety in Egypt as 31.5 % of the sample believes that "anti-Americanism" is a
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barrier to travel to Egypt and 29 % are worried about their personai safety and
considered the country "unsafe destination”.

Strengths and weaknesses of the image of Egypt

Both positioning efforts and marketing strategies should be based on the
understanding of strengths and weaknesses of a destination. Strong attributes
should be emphasized and weak attributes shouid be addressed to be modified or
changed. The analysis of the 24 attributes of Egypt chosen for this study revealed
that the attributes could be classified into three groups: (table 2)

- Strong attributes; of which the Americans have very positive or positive image.
- Weak attributes; of which the Americans have very negative or negative image
- Attributes about which the Americans lack knowledge.

The strong attributes of Egypt include: tourist sites, museums, opportunity for
adventure, traditions and customs, fame and reputation of the country and food
and drinks. On the other hand the weak attributes were: crowdedness, personal
safety, accessibility, cleanliness and climate. Moreover, some attributes seem to be
vague for the respondents and they have no opinion about them and those are:
sports facilities and activities, beaches and resorts, fairs, exhibitions and festivals,
quality of service, nightlife and entertainment, family oriented, price level, and
transportation. It is clear that it's a long list of attributes; which means that we have
many issues to address when we promote Egypt in the American market.

It was also found useful to examine the influence of information sources on the
perceptions of respondents towards the 24 examined attributes. The sample was
divided into 3 groups according to their information sources:

- Respondents with organic image; who used non-commercial information sources
to form their image about Egypt

- Respondents with induced image; who used commercial information sources. (n=
96)

- Respondents with complex modified image; who used first hand information
sources as they actually visited Egypt. (n= 18)

Significant differences were found when comparing the first group with the second
and comparing the first group with the third one. The analysis provided a strong
evidence for the positive influence of travel on the respondents’ perceptions about
accommodation, climate, personal safety and friendliness of local people.
Significant findings at 0.05 probability level were the effect of seeing advertising on
the respondents’ perceptions about certain attributes. Advertisement positively
influenced their perception about Shopping, friendliness of local people, climate
and accommodation but had negative influence on their image of beaches and
resorts and nature exploration.
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Table (2): Strong, weak and vague attributes of Egypt

Islamic heritage in Egypt

A total of 75.5 % of the sample indicated that they have been informed about
Islamic civilization and its heritage and their sources of information were school/
educational materials. books, their personal experience or the experience of people
they know and TV/ movies. When we investigated their expectation about the best
place to explore the Islamic heritage, from their point of view, Turkey was the most
frequently mentioned country. Egypt was also among the countries respondents
(25.5% of them) associated with Islamic heritage. The possible reason for that
could be its location in the Middle East or the fact that the majority of its population
's Muslims. In fact 54.4% of the respondents agreed that they could consider Egypt
a destination where they could explore Islamic heritage, which means that the
American tourists would expect to be informed about Islamic heritage in Egypt.

When the respondents were asked about the interesting aspects of Islamic
heritage for them, Islamic art was the most frequently mentioned aspect (70. %)
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Attributes Percent ‘_]
I
* Strong attributes:

- Tourist sites g97.6 |

- Museums 88.4
- Opportunity for adventure - 8b.8 |

- Traditions and customs 85.1
- Fame/ Reputation 73.8 |

- Food and drinks 73.5
| * Weak attributes: l

| - Crowdedness 45

- Personal safety | | 39.7 |

- Accessibility | 30.4
- Cleanliness 30.2 |
- Climate | 24.5 |

* Vague attributes:

- Sports facilities and activities ' 63.6 |

- Beaches and resorts | 45.7

- Fairs, exhibitions and festivals 44.7

- Quality of service 447
- Entertainment/ nightlife | 41.4 |

- Family oriented 39.7

- Price level 38.1

- Transportation 36.4
- Natural parks and nature exploration 36.4
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followed by Islamic customs and traditions (67.9 %), Islamic architecture (63.6 %)
and Islamic crafts and jewelry (60.9 %). The researcher investigated the activities
related to Islamic heritage experienced by those who traveled to Egypt to compare
between the activities in the existing programs and the needs, Interests and
expectations of the American tourist. Those who traveled to Egypt represent a
small segment of the sample (n=18, percent=6%) but their experience is providing
significant data. 16 respondents visited Cairo and the average length of stay there
is 4 days. Although Islamic art is on top of the interesting aspects for the
Americans, only 22.2 % of those who traveled to Egypt visited the Islamic Art
museum and none of them visited any other museums related to Islamic art. The
Americans are also interested in exploring Islamic traditions and customs but only
38.8 % of those who visited Egypt participated in local tradition and customs.
Islamic architecture is considered the third interesting aspect of Islamic heritage for
the Americans and 83.3 % of those who traveled to Egypt indicated that they
visited Istamic monuments. But when they were asked about the number of
monuments they visited the majority mentioned one or two monuments, which of
course could never give a clear image of Islamic architecture in Egypt. On the other
hand. 55.5 % of those who traveled to Egypt visited craft centers and 44.4% went
shopping in Khan Al-Khalili. From that we conclude that the Islamic heritage of
Egypt is not well presented in the existing programs and further studies on these
programs should be conducted to modify them according to the tourist interests
and expectations.

The data analysis also revealed that if the American tourists have a chance
to explore Islamic heritage in Egypt, they would generally prefer informative type of
tours. 59 % of respondents preferred a tour guided by an expert on Islamic culture
or by a tour guide, while 30.8 % preferred an adventurous tour where they were
physically active and did things (table 3). Of the demographic characteristics, age
proved to be influential in the choice of tour type; as a large number of respondents
between 16 and 24 chose adventurous tours where they were actively engaged,
while respondents above 35 years generally chose guided tours.

Table (3): Tour type preference

Tour type Frequency Percent |
" Tour guided by an expert in Islamic culture. 1T 144 ——| 477
- Tour guided by a tour guide. | 34 11.3
- Tour where the tourist is pretty much left alone. 30 9.9
- Adventurous tour where tourist is physically 93 30.8
engaged and active |

Baloglu and McCleary (1999) indicated that "the recent terrorist attacks have
tarnished the image of Egypt in the U.S. market" and that was partly proven by the
negative perception the respondents have about personal safety in Egypt. But the
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study investigated terrorism from another prospective suggesting that “the terrorism
attacks in the U.S.A. and its relation with Muslims motivated the Americans to learn
about Islamic civilization and its heritage". 47 % of the respondents agreed with
that, while 34.7 % disagreed. That means; if we can address safety concerns and
assure the Americans about their safety in Egypt (which is proven by the
experience of those who actually traveled to it) terrorism could be used as a push
factor for the Americans to visit Egypt. Egypt could be the country that presents a
moderate image of Islamic traditions together with long history and rich heritage.

Analysis of open-ended questions

Respondents were asked to mention the images or characteristics that come
to their mind when thinking of Egypt as a vacation destination. The answers to that
open-ended question provided more descriptive, distinctive and detailled

impressions about Egypt.
Table (4): Most frequent responses to open-ended image question

Response Percent
* Charactenstics:
- nature and scenery | 31.1
- weather | 11.9
- Ancient Egyptian heritage | 49.3
- Islamic heritage 12.3
- other heritages (Christian, Helienistic) 1.3
- monuments and sites 7.2
- food and dninks 2.3
- crafts, jewelry and cloth 2.3
|
| *Atmosphere:
- cultural experience 6.2
- adventurous 3.3
- educational - 1.6
- exciting, interesting and fun 2.3
- exotic 2.6
- crowded | 2.0
- unsafe 2.6
| *Unigque attractions:
- The pyramids 59.9
- Sphinx 8.6
- Valley of the kings 1.3

| === S —— EE————

Respondents listed between 1 and 9 characteristics related to Egypt with an
average of 2.65. A total of 713 statements were coded and categorized into three

groups of images:
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- Characteristics evoked when thinking of Egypt.
- Descriptions of atmosphere or mood expected while visiting Egypt.
- Distinctive or unique tourist attractions in Egypt.

The data analysis revealed that Egypt is characterized by a stereotypical mental
Image in the U.S. market. Of all the scenery in Egypt, respondents only mentioned
the Nile, the desert and camels. Only 3 respondents mentioned palm trees and
natural beauty, 5 mentioned beaches, 2 mentioned the oasis and 1 mentioned the
coral reefs of the Red Sea. As for the weather, it was generally described as hot.

The most frequently cited description of the expected atmosphere in
Egypt is ‘cultural" then "adventurous” and "exotic". Some other negative
descriptions, though few, were also mentioned such as '"crowded" and
"dangerous".

When it comes to a more detailed image of the frequently mentioned culturat
experience most respondents (49.3 %) believe that it's only Ancient Egyptian
culture that they could explore in Egypt. That was clear from their description of the
culture with statements like: Ancient Egypt, Ancient Egyptian monuments and sites.
Pharoas, mummies, hieroglyphics, temples, tombs, museums....with a total of 171
statements. When mentioning unigue attractions in Egypt, they were all Ancient
Egyptian. On top of these attractions were the Pyramids, which were mentioned by
181 respondents, followed by the sphinx, with 29 mention, the Valley of the Kings,
4 mention, and both the Karnak temple and Abu Simbl temple were mentioned
once each.

On the other hand, only 37 statements were related to Islamic heritage with
Images like street markets and bazaars, mosques, Islamic architecture, Islamic
Cairo and Muslim culture. Other cultures in Egypt were mentioned with only 4
statements which were: Hellenistic art, churches (twice), Coptic Egypt. That
means; respondents were convinced that there's hardly anything other than the
Ancient Egyptian heritage to see in Egypt.

The respondents image of the local people seems to be vague; only 3
respondents thought that the local people in Egypt are friendly and 7 cited iImages
related to how they look like or dress such as: "neat cloth and jewelry, white cloth,
exotic cloth and make up, beautiful people, beautiful women. "

Another interesting group of comments evoked a variety of images about
Eqypt, some were related to the source of information that most affected the
respondent’s image such as "Hollywood movies" and " recent news of conflict".

Other comments evoked a smell, color or taste such as "white cloth" "mango’’
"'yummy food and spices” and "exotic make up". Some of the comments were
positive such as "experience of lifetime", while others were negative such as

"Being a woman | would not chose to visit Egypt".
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Marketing

Bojanic (1991) indicated that the diagnosis of a destination's strengths
and weaknesses on relevant attributes is helpful in planning tourism facilities and
creating marketing programs. Chon (1990) explained that the most appropriate
marketing objectives of a destination should be "the creation of a positive image of
the destination and the satisfaction of tourists needs through the offering of the
highest surplus benefits of experience (positive reality)". Advertising Is believed to
play an important role in any marketing program. Therefore, it was important for
this study to investigate the influence of advertising on the Americans' image of
Egypt and the suitable marketing programs in the American market.

Of the sample, 96 respondents (31.8 %) have seen, heard or read
advertising about Egypt. The sources of advertising cited by respondents were
travel agencies (54 %), travel brochures (54 %), magazine advertising (41.6 %),
and newspaper travel section (28 %). About half the sample (including also
respondents haven't been exposed to advertising) identified the identity of Egypt as
“Pharoanic”. 13.6 described it as "adventurous" and 9.3 % described it as
"Pharoanic and adventurous”. On the other hand, only 3.4 % of the sample
mentioned "Islamic" as the identity or part of the identity of Egypt (Table 4).

That means we focus on one part of our rich heritage and one era of our long
history; which is the Ancient Egyptian. As a result the identity of Egypt, though
unigue, reflects who we were rather than who we are.

Kale and Weir (1986) suggested that it behooves the tourism department of
each country gear their marketing strategy according to the attracting and repelling
factors which determine tourist decision regarding travel to their country. That
indicates the importance of studying the previously mentioned strong, weak and
vague attributes when designing marketing programs for Egypt it should advertise
more, so that travelers become aware of its services and attractions and be
reassured that they have nothing to fear during their visit to Egypt. Advertising
should also mention how they can request detailed information

Table (5): The identity of Egypt perceived by respondents

Number | Percent
- Pharoanic 149 | 49.3 |
- |slamic 5 1.7 |
- Adventurous 41 13.6
- Relaxing 7 2.3 ‘
- Modern 3 | 1.0
i - Pharoanic and adventurous | 28 9.3
- Pharoanic and Islamic 5 1.7
- Other identities 2 0.7
Missing 62 20.5
Total 302 100.0
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The successful marketing should also be based on the understanding
of the useful information sources of potential tourists. The data analysis revealed
that the three most credible and useful sources of travel information for the
Americans are: the advice of a friend or relative, guide books and internet sites.
The importance of the information received from a friend or relative was previously
described by Gartner (1993) as being of high or medium credibility. That was
assured by this study as 854 % of the respondents agreed that the travel
experience of a friend or relative would affect their decision to travel to Egypt. That
indicates we should figure out a way to encourage those who traveled to Egypt to
talk about their experience and promote the country. Internet advertisement, on
powerful search engines and weli-designed web sites should also be considered
and emphasized in the Egyptian marketing strategies as a substitute of expensive
TV advertisements.

CONCLUSION AND RECOMMENDATIONS

Egypt is @ country aiming at improving tourism and developing new potentials
for tourist. Part of developing this growing industry in Egypt is to invade all potential
markets and use the right tools to advertise in each one.

Measuring and assessing the image of Egypt is a crucial starting point to
understand the strengths and weaknesses of that image. The strengths should be
focused on: especially those which didn't receive enough attention such as
traditions and customs and food. Also weak and vague attributes should be
addressed to change, modify or correct those which have been negatively
perceived and to highlight attributes of which tourists lack knowledge. Generally,
potential tourists in the United States need to know what Egypt has to offer in
terms of accommodation, transportation, activities and opportunities for
entertainment, adventure, shopping...etc. They also need to be assured about their
personal safety and guality of service offered to tourists in Egypt and that part in
particular should be proven by facts and the positive experience of actual tourists
who have been to Egypt.

The study focused on promoting the Islamic heritage in Egypt and the reasons
for that were previously explained but other heritages could also be emphasized
such as the Christian heritage based on what Egypt owns of monasteries and
churches among the oldest and most unique in the world and that could be the
focal point of future studies. But the main point the study aims to highlight is that
the Egyptian heritage is varied and rich and could all be used in the benefit of
tourism if it was well presented and marketed. As a country that depends highly on
cultural tourism, Egypt could be presented as "a melting pot of cultures”. The
Ancient Egyptian heritage should still be focused on because of its uniqueness and
could be seen only in Egypt; in addition, other heritages of the country should also
be focused on to present the richness and diversity of the Egyptian hertage.

The study concluded that the increasing interest of the Americans to learn
about The Islamic civilization could be used in the benefit of tourism in Egypt.
Islamic heritage could be strongly presented in tourist programs and organized
visits to various lIslamic sites dating back to various eras should be offered to
tourists. The selection of these sites should be based on the function of the
monument, its importance and its role in the Islamic history of Egypt, its
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contribution to Islamic civilization and the architectural and artistic importance of
the site. The condition of the site should also be taken into consideration and
fortunately, many of the Islamic monuments were recently restored by the Supreme
Council of Antiquities. Organized visits to the Museum of Islamic art and the
Museum of Ceramics could also be included into tourist programs to present the
achievements of the Islamic civilization in the field of arts. Other aspects of Islamic
heritage could be presented with more engaging activities for tourists such as
participating in festivals, visiting craft centers and giving tourists the opportunity to
do things such as pottery and jewelry and visiting local markets and houses.
Certain locations in historic Cairo could be developed to present a life image of that
heritage. Another study is recommended to study the existing tourist programs in
Egypt and the share of Islamic sites compared to other sites in these programs and
suggestions should be made about the best sites to be visited and activities to be
added to programs to best represent the Islamic heritage in Egypt.

The study also concluded the importance of using the internet together with
travel guide books to advertise Egypt. Well-developed websites that include maps,
weather information, travel itineraries, historical, cultural and recreational
information is needed. Photos of various regions, cities and general travel
information presented in an easy to navigate and visually stimulating manner is an
inexpensive method to advertise. Such websites should be posted on powerful
search engines to reach millions of people around the world.

The study also concluded the importance of word-of-mouth as a reliable source
of information in the U.S. market. Therefore, we should think of a way to use
tourists to advertise Egypt when they go back. A video or CD prepared by the
Ministry of Tourism about tourist attractions in Egypt and what the country has to
offer could be given away to tourists. Tourists could be encouraged to give this gift
to as many people as they can and that could be a good promotion to Egypt.
Further studies can also focus on in-depth study of travel brochures of Egypt to
make sure that they present the entire Egyptian heritage and inform about all the
basic attributes the tourist need to know before traveling to Egypt.
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[TpodiA Tov Opvoviocuol

O AP.A.T.T.E. (Apdoeig yia v AvarrTuén Tou Toupiopol kai TG TOUPIOTIKAC
Exraideuvong) eivai évag pn KepSOOKOTIKOC opyaviopog pe £0pa tnv ABhva.
AnpioupyiBnke amé  OTeEAEXN TOUPIGTIKWV EMIXEIPACEWY KAl Kadnyntéc TNng
TPITORABUIOG  TOUPIOTIKAG EXTTAIBEUONS ME TOUC TTAPAKATW avaQePONEVOUC
OKOTTOUCG:

e Avainyn OpacTnPIOTATWY ME OTOXO TN BEATIWON TNS TOUPIOTIKAC Kal
evodoxelakng exTraideuong oe OAa Ta emitreda otnv EAAGSa.

e AvaiAnyn SpacTnpIoTATWY yia TRV avdaTTuén Tou TOUPICHOU otnv EAAGOa.

e AvaAnyn dpagTnploTATWY PE OTOXO TNV EQPAPUOYH EMOTNHOVIKAG Otoiknong
OTIG SEVODOXEIAKES KAl TOUPIOTIKES ETTIXEIPACEIC.

® ADIEVEPYEIQ EPEUVWIV, HEAETWV Kal ONUOOCIEUOEWY yia Tnv ETTIOTNMOVIKI
TTPOCEYYION TOU §EVOBOXEIaKOU Kal TOU TOUPICTIKOU TTPOIOVTOC.

* Exdoon mepiodikiv kai BIBAiWY TTou agopouv TnV ETTIOTNHOVIKA QvAAUOT TOU
TOUPIOTIKOU QQIVOUEVOU Kal TWV AEITOUPYILIV TWV TOUPIOTIKWY ETTIXEIPNTEWV.

o Opyavwon PETAMTUXIAKWY TTPOYPANUATWY OTOV TOUPIOUO OF CUVEpYaoia WE
IOPUHATA TOU ECWTEPIKOU Kall EEWTEPIKOU.

o [Ivwpoddtnon em  Oepdrwv  TOUPIOPOU,  EMIXEIPHOEWY TOUPICHOU,
EEVODOXEIOKTG KAl TOUPIOTIKNG EKTTAIBEUONC.

MEAH
To APATTE ofjpepa apiBuei epi 1a 1.200 péAn.

Ta vokTika MpéAn tou APATTE. civan amégoirol TOUPIOTIKWY  OXOAWV
TPIToBaBag exaideuong kar TauTdXpova oTeAEXn TNC TOUPIOTIKNG Blopnxaviac A
EKTTQIOEUTIKOI TNG TOUPIOTIKIG EXTTAISEUONS i TO KUPIO ETTAYYEARG TOUC cuvdéeral
QUECa ME TOV TOUPIOTIKG KAGDO. Q¢ ouvBpopnTéc EYYPAQOVTQI ETTIONS TOUPIOTIKOI
OPYAVIOHOI KUI TOUPIOTIKES EMIXEIPHOEIC.

()¢ 8oxmpa  péAn  eyypdgovial  PETA-AUKEIQKOI CTTOUOQOTES  TOUPIOTIKAC
ekTTaidoeuong. Ta dokipua péAn karaBdlouv cupBoAIKR ouvdpopn, Oev Exouv
OIkaiwpa Yrigou, aAld éxouv dikdiwpa va evnUEPUIVOVTAl KAl Va ECUTTNPETOUVTAI
amo TIg OPACEIS TOU OpyavioHoU.
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INETITOYTA TOY APATTE
T1a TTAGioia Tou APATTE Asitoupyouv duo lvoTiTouTa:

To Ivoritoldto Toupiomkwv MeAetwv kol Epsuvwyv

f"'; “'\ I (1.T.M.E.) fi Tourism Research Istitute (1.R.1.), TTou 10pUBNKE
4 L . HE TIPOOPICHO VA UTTNPETACE! TOUG ETNOTAWOVIKOUG OKOTTOUG
’*'_‘,,.,__ Ve TOU opyaviopoU Kai £XEl akadnuaikd TTpooavaToAIoHO.

-
-

W“‘Ef{f;k”‘-;“' '

e :

To IvomToUto emAauBaveTal ot SIadIKACIEG TTapPAywWYNng Ka
O1ad00n¢ YVWONG UE.

EKTTaudeuUTIKEG 6|c|6||<ucri£g

ExOOOEIC smcnnpwmwv TTEPIOOIKWV

EKSOOEIC ETTIOTIUOVIKUWV EPYACIWY, HEAETWV KOl EPEUVILV
Alopyavwon dieBvwv akadnuaikwyv ouvedpiwy

To T.R.I. exdider 1o OIEBVEC TPIUNVIAIO ETTICTAHOVIKO
mepiodikd pe TiTAo «TouptoTikd Oépara» i « Tourism

g ﬂa. Fo o W M B W

R Issuesy O1TOU dnuooicovTal TTPWTOTUTTA apbpa Kal

E TURL R MR m i T Tean 1ot 7YY

TTPWTOYEVEIC EPEUVNTIKEG HEAETEG. Ta apbpa kal Ol
LEAETEC OEV TTPETTEl VA EXOUV Gnuomaursl 1roté Eava. Ot

: } TOYPIETIKA £pYaOiEC MTTOPOUV va eival ypappéveg oTnv EAARVIKN,

SEMATA AyyAIKH), FaAANIKA 1} I'appcmu(n yAWOOQ Kal KpivovTal

5 TOLRISM amd TPIMEA ETIOTNUOVIK} EMITPOTTH, TA HEAN TNG

% e OTToiaC KAAUTITOUV OUVAQEG YVWOTIKO TrEQIO pE TO
— OVTIKEIPEVO TNG EPYACITG.

Emionc, 10 IvoTitoUto €xE1 EKOWOEI ETTIOTNHOVIKES
¢PEUVEC TTOU TTpaypaTelovTal BEpara Tou KAGOOoU

' - z om,
E
»
-|_
-l

To T.R.I. Siopyavwvel, Aigbvr] Akadnuaikd 2uvedpia, OTTwg To 1° MiIEBVEC ZUVEDPIO
«Tourism & Hospitality Management» TTou TTpaypATOTTOINBNKE WE EMITUXIA, 7O TIG
13 -15 louviou 2008, o1o Eevodoxeio Emmantina otn MAueada, utréd Tnv ayida Tou
Ymoupyeiou ToupioTikrig Avdamrugng. Kard tn Oidapkela Tng ekORAwoNG, €AaBav
uépoc onuavtikoi opIAnNTég aTmd TNV EAAGGQ Kal TO eEWTEPIKO Of OTTOIOI AVETTTULAVY,
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Kaipta kai emikaipa Inthiuara NG TOUPIOTIKNG Blounxaviac xai gevodoxeiak
oloiknonc.
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To 20 Maykéopio Zuvédpio yia ™ Aloiknon Toupiouol ko Emixeipioewy

®IAogeviag €xel TTpoypaUMATIOTE yia Tov Mdio 2010 ka1 8a T -*
ABniva ge ouvepyaaia pe Tov O.T.E.K. payparotroIndsi oTnv

2Ta TAdiola Tou APATTE AEITOUpPYEi €mionc 10 IvoTrouTo AdloAéynonc

loioTnTag ToupioTikwv Apactnpioritwy (LATLT.A) ue Toocav
ayopd Kal £XEl WC aVTIKEIUEVQ: HE TIpOCAVATOAIoHO TNV

B Tnv dlopydvwon cuvedpiwyv oc OAN TRV
L » . TOUPIOTIKY) EAAGDa, pe otdéxo v
. - avaBaduion  Twv  TPOoPEPOUEVILY
TOUPIOTIKWY UTTNPRECIWY

N oV OXeOIaOUO 2UCTNHATWY
AlagedaAiong Moidtnrac

' ad B Tnv Aeitoupyia ypageiou olaouvdeonc

TWV EVOIQPEPOUEVWY YIA EpYAoia eAIV

g Tou APATTE pe mic emixeipRoeic Tou
KAGdou. oHe
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st TTAgioia Tou LA.N.T.A. Aeitoupyei To Service Quality Club, TTOU OTOXEUE!
oV avapasuion Tng TroloéTRTAag TOU TTPOIOVTOS TWv EMXEIPACEWY ECTIAONG
TTOU KGAUTITOUV TIC OXETIKEC AVAYKES TWV TOUPICTWY, BiVovTag EUPpacn:

v oTn CUVEXH ETIHGPPWON TWV ETTAYYEAHQTIWY
Y OTNV CUHPBOUAEUTIKY UTTOOTAPIEN TWV cuvaguwy ETIXEIpNCEWV

v omv Olopydvwon npepidwy , EKdnAWoEWV OIQYWVICUWV K
EMOLIEEWY ETTAYYEALATIKWY TTRAKTIKWY .

v ortn Slaxeipion KIvATIKOTATAS TWV ETTAYYEAHATILLV TOU KAGOOU .

APAXTHPIOTHTEL

TOU. AVaAUTIKOTEPA:

o Acitoupyei ypageio diaguvdeong £pyoBOTWV KAl UTTAAARAWY TOUPICHOU

. Acitoupyel BIBAI0ORKN ToupIoTIKWY BIBAIWY Kal TTEPIODIKWY, OTNV £0pA TOU
Opyaviguou

. YAotrolei Trpoypduuara  exmaldeuvong Twv uEAWV Tou ot Oepara
AOYIOHIKOU TOUPIOTIKWY ETIXEIPNTEWV KAl OE Béuara KaplEpag

. AlgBETel  EiIKEUPEVOUC  CupBolAoug o Bepara HETOTITUXIOKWV
TOUPIOTIKWY GTTOUOWV

. KaAUTTTEl TNV EXTTaiBEuon OTIG BECEIG EPYAOiag QITAOXCAQUUEVWY OF
EEVODOXEITKEG ETTIXEIPNOEIC.

. Opyavwvel KAl UAOTTOIEI, QTTOOTOAEC  OCUPPBOUVAEUTIKWY  OpAdwv

EEvOBOXEIOKWY ETTIXEIPNOEWY, LE OTOXO TNV AuECT BeATiwON TNG TTOIOTNTAG TOU

TPOIOVTOC, TWY HEBGDWV AEIToupYIag TWV TUNHATWY, TN LEIWON TOU KOGGTOUG Kal TOV
TTPOCAVATOAIOHG TWV TTWARTEWV.

. AvahauBdvel DIEVEPYEIQ EPEUVWV  Kal MEAETWV QVAQOPIKA HE TNV
QVATITUEN TOUPICTIKWYV ETTIXEIPAOCEWY N TOUPICTIKWV TTEPIOXWV.
. AcITOUpYEl ETTIOTNPOVIKEG OMPASEG O OTTOIEG gpEUVOUV TRV IoYUoUCOA

KQTACTACN O€ OXEON HE TNV TOUPIOTIKN EKTIQIOEUOT KOl TV TOUPIOTIKF TTOAITIKR KOl
GUVTEOOOUV TIPOTACEIS TTPOG TOUG apHGBIoUS POPEIS.

. Alopyaviovel CUVEDSPIa Kal NUEPIDES HE GTOXO TNV EVNHEPWON TRG AYopag
via TIC £EENIEEIC OTIC ETTIOTAKES KO OTNV TEXVOAOYIa TOU ORHEPQ

. Alopyavivel akadnpaikd Siebvry Cuveopia

. Exdider 1o emoTnpovikd TrEptodikd « ToupioTika OepaTa»

o AsiToupyei Kadnuepiva ypageio gvnuépWONG Kal UTTooTNPKNG TNV

ABRva, otnv 06 Zwoddxou MNnyrg 2, WpPES 18:00 éwg 20:00.

To IANTA opyoviovel K&Be érog 1O OEOHOBETNHEVO Tuvédplo =evODOXEIOKNG
Aioiknone. To 2008, oTig 22 kot 23 Mapriou, Siopyavwonke 1o 1o 5° NMaveAAjvio
Tuvédplo Sevodoxewkig Aloiknong He 8éua: "F&B " oto gevodoxeio LEDRA
MARRIOTT otnv Aénva.
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........

i o 6° MNaveAAqvio

Luvedplo Sevodoyxelakiig Atoiknong Oa mpayuaromoinBsi uté TV alyida tou
Y1roupyeiou TouploTikrig AvarrTugng, oTic 7 kai 8 Maprtiou 2009 oto cevodoyeio
Athens Ledra Marriot, pe 8épa «H Auvapiki tne 8éonc Tou levikou AieuBuvtni
=evoooxeiwv ato ToupioTiko MiyveaBal Tng EAAGSac»

2YNEAPIA - HMEPIAEL

2UVOAIKQ, 0 APATTE £xel Slopydvwaoel Je ammdAutn emiTuyio TIC TTAPAKATW NMEPIBEC
Kl ouveopIa, TTOU TTPOBARBNKaV EKTEVWIS OTTS TOV TOUPICTIKG TUTTO:
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e 30 Mapriouv 2003 gt diBouca TnNg £ékBeonc «ToupioTIKG [avépapa». éua
«H avramoxpion Twv TPOYPOHUATWV OTOUSWY TWV ToupIoTIKWYV
Tunparwy TEI oTig avdykeg TNG TOUPIOTIKIRC ayopac».

e 8 AmpiAiou 2003, oto Texviké ErmayyeAuamkd EKTTaICEUTPIO ApgIcoac.
Ofua «Avwrareg MMpomruyiakée TouploTIKEC Lmoudic - Eukaipiec
Kapitpag otov KAGSo Tov Toupiouoi».

e 13 AmpiAiou 2003. ABriva, ©OcpioTokAfous 5, oto Mveuparikd KévTpo
Kubnpiwv. Ofpa «Avdamrruén ToupioTik@v Mpoopiouyv — H TEPITITWON
TWV KuBjpwv».

* 1 ka2 AekepBpiov 2003 oto §evodoxeio PARK otnv A8rva, 1° NaveAARvio
Luvedplo Zevodoyxiag Ofua: «H Awoiknon Tov {evodoyeiou we¢ HOXAOC
HEYIOTOTTOING TG TOU KEPOSOUCY.

» 23 $eBpouapiou 2004 oto Zevodoyeio «NéAayoc» otn XaAkida, NHEPIOA yIa
TOV TOUpIoHO oTtnv EUBoia pe Oépa «Avamruén Twv EmixeipRocwy
PiAogeviag».

* 17 Maiou 2004 otn Zipvo nuepida pe Oépa «H onuacia ThG MNMolérnracg yia
mv Oixovopiki} AmodorikétnTa Twv ToupioTnikwv Emiyeipiocwv» of
ouvepyaoia pe Tn A.E.T.A.Z. (Anporikii Emixeipnon ToupioTikic Avarrtuénc
2IpVoUu).
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e 22 Mdiou 2004 o tnv Napalia Karepivig oT0 =evodoyxeio Mediterranean
Resort nuepida pe Bépa «MEBobol AvdamTuing EmyEIpRoEwy ®diAogeviag»
gt ouvepyaaoia pe Tnv Evwan Zevoboxwv Napakiiag Karepivng.

o 5 xai 6 deppouapiou 2005 oTto {evodoxeio LEDRA MARRIOTT otnv Afniva,
2° NaveAARvio Zuvédpio Sevodoxiag pe Beua: «Qeswpia xay Mpagn oTn
FUyxpovn AoIKnTIKR TwV =evoBSOXEIaKWY AEITOUPYIWVY.

e 19 ka1 20 Mapriou 2006 oT0 &EVODOXEID LEDRA MARRIOTT otnv Aénva, 10
3° MaveAARvio Zuvédpio Sevodo)iag pe Bepa: «H Suvapikfi TG dilaxeipiong
Twv EEVOSOXEIOKWY AEITOUPYIWV OTHYV aITOTEAECHATIKA Bioiknon Twv
EEVOBOXEIOKWY HOVASWVYY.

e 4 louviou 2006 otn Eigvo, ospivapiaky Sinpepidba pe Bépa «ME£Bodol
Alayeipiong EmIXEIpRoEwy ®iAofeviag» o€ CUVEPYATid PE TN AETA.L.
(AnuoTikr) Emmixeipnon ToupioTIKng Avarrruéng Zigvou).

s 17 Kaii 18 Mapriou 2007 oTo gevodoyeio LEDRA MARRIOTT oty Aénva, 10
4° NaveAAfvio Zuvédplo Zevodoxiag Ve Oéua: "MeyioToTroinon Twv
=gvodoxerakwV MWARTEWV".

e 12 Mdiou 2007 otn Aépo, nuepida pe Bepa "H Fnpacia TG TOUPICTIKAG
Exwraideuong ovo MNMpoiov Twv Emixeipricewv ®lhoteviag” ot CUVEPYQCTIa
ue 1o Afjpo Agpou.

e 22 xai 23 Mapriou 2008 oto gevodoxeio LEDRA MARRIOTT otnv ABAva, 10
5° NaveAAfvio Zuvédplo Sevoboxiag pe Bepa: "F&B "

e 13 14 ko 15 louviou 2008, 10 OIEBVEG akadnpaikd ouvedplo “1st
International Conference on Tourism and Hospitality Management” oTO

gcvodoyeio Eupavriva atn MAuedada ATTIKng

ETriTAéov. To APATTE OGupMETEIXE HE EIGNYNOEIG EKTTPOCWITWYV TOU OE CUVEDPIA KAl
nUEPIDES, £V dnpooicude TTANBOG GpBpwv ot TTEPIODIKA Tou KAGdOoU.

EMNIKOINQNIA

MhTOpET KAVEIG va ETTIOKEPTEI TO AP.A.T.T.E. otnv dieuBuvon Zwodoxou MNMnyng 2,
ABriva 10681 1} va TNAEPWVNOEl OTOV apiBud 210 3806877 amsd Acutepd £WG Kal
Napaokeur, wpeg 18:00 ewg 20:00. Eiong KATTOI0¢ PITOPEl Va ETTIKOIVWVNOEI HE
paé oto 210 3806302 1 va ETTIOKEPOEl TIC 1OTOOENIOEG pag oTn SieBuvan
www.dratte.gr kai va arrooTeilel e-mail ot Sievbuvon info@dratte.gr
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FRE TRE HATPRIVINNE SRABSREYINE

AP.A.-T.T.E. PROFILE

AP.A.T.T.E. (Action for the Development of Tourism and Tourist Education) is a
non-profit Association situated in Athens. Executives of tourist enterprises and
professors of third degree tourist education created it with a view to:

ensure the permanent contact of education with the job market
support with scientific information and modern know-how the tourist

enterprises

assemble and give intensity in the voice of specialists in tourism
support the planning of realistic tourist policy
propose and apply solutions in the problems of the sector.

ACTIVITIES
The DR A.T.T.E. develops a variety of activities for the achievement of its aims.

More analytically:
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e Functions office of interconnection of employers and employees of
tourism

* Mainains library of tourist books, magazines, research and studies in the
establishment of the Association

o It materialises programs of education of its members on issues of
software for tourist enterprises and on career issues

e It allocates specialised advisers on postgraduate tourist studies issues

o It activates a Pan-Hellenic network of advisers as for the principals of
Model EN ISO 9001: 2000 with specialisation exclusively in the hotel units,
educated from TUV Suddeutschland

e |t covers the education at work for occupied in the hotel enterprises, with
covering of expenses from the program LAEK.

e It organises and materialises, missions of advisory teams of hotel
enterprises, aiming at the direct improvement of quality of product, the
methods of operation of departments, the reduction of cost and the
orientation of sales.

* It undertakes the implementation of researches and studies in regard to
the development of tourist enterprises or tourist regions.

o It supports the tourist enterprises on issues of modern technology, as the
computerization and the projection and promotion via Internet.

e It functions scientific teams that examine the present conditions
concerning the tourist education and the tourist policy and construct
proposals to the responsible institutions.

e It functions daily office of information and support in the address
Zoodohou Pigis 2 in Athens hours 18:00 until 20:00.
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CONGRESSES
The association, apart from activities for education, social events and

communication of its members (as the New Year party), during the years 2003 and
2004 organised with absolute success the following meetings and congresses, that
were supported extensively by the tounist press:

¢

30 March 2003 in a room of the exhibition "Tourist Panorama” with
subject "the correspondence of studies in the Tourist Departments
of TEl (POLYTECHNIC COLLEGES) to the needs of the tourist

market

8 April 2003, in the Technical Vocational School of Amfissa on the
subject Undergraduate Studies in Tourism-Career Opportunities in
the Tourism Sector

13 April 2003. Athens, Themistokieous 5, Academic centre on the subject
"Development of Tourist Destinations - the case of Kythira

1 and 2 December 2003 in Park hotel in Athens, 1st Pan-Hellenic Hotel
Congress on the subject: "The Administration of hotel as lever of
profit maximization®.

23 February 2004 in the Hotel "Thalassa " in Chalcis, meeting for
tourism in Evia on the subject "Development Hospitality Enterprises”

8 May 2004 in Siphnos meeting on the subject "the importance of
Quality for the Economic Efficiency of Tourist Enterprises " In
collaboration with the D.E.T.A.S. (Municipal Enterprise of Tourist
Development of Siphnos)

22 May 2004 at the Beach of Katerini in the Hotel Mediterranean Resort
meeting on the subject "Methods of Developing Hospitality
Enterprises" in collaboration with the Union of Hoteliers of Katerin

Beach

5 and 6 February 2005 in LEDRA MARRIOTT hotel in Athens, 2nd Pan-
Hellenic Hotel Congress on the subject "Theory and Practice in
Modern Administrative of Hotel Operations ".

21 and 22 March 2006 in LEDRA MARRIOTT hotel in Athens, 3th Pan-
Hellenic Hotel Congress on the subject: "Hotel Business ".

4 June 2006 in Siphnos seminar on the subject "Hospitality
Management " in collaboration with the D.E.T.A.S. (Municipal Enterprise
of Tourist Development of Siphnos)

17 and 18 March 2007 in LEDRA MARRIOTT hotel in Athens, 4th Pan-
Hellenic Hotel Congress on the subject: "Maximizing Hotel Sales”.

12 May 2007 at Leros island meeting on the subject "Tourism
Education and Hospitality Quality” in collaboration with the Municipality
of Leros.
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Moreover, DRATTE participated with its proposals to congresses and meetings
through representatives, while it published a plethora of articles in periodicals of the
sector.

AP.A.T.T.E. INSTITUTES
Tourism Studies and Research Institute

Within the scope of the union there is an Institute relevant to Tourism Studies and
Research (T.S.R.1.), which is created to serve the scientific purposes of the union.
The institute makes surveys and researches, actions of training in tourism and
tourtsm enterprises by itself, as well as in collaboration with foundations, unions
and enterprises in Greece or abroad. |.T.M.E. also organizes scientific meetings
and conferences. |.T.M.E. is responsible for facts of scholarships for all levels of
education . The scholar choice criteria are set by command of the Board of
Directors of DR.AT.T.E.

Quality Evaluation Institute

Within the scope of the union there is the Quality Evaluation Institute (Q.E.l) which
researches Quality Managing Methods for tourism enterprises. Q.E.|I has formed an
original system of hotel product quality management, according to the principles of
1.5.0. Q.E.| activates executive advisors for the performance of this system

MEMBERS - COLLABORATIONS

DR.A.T.T.E full members are graduates of the Faculty of Tourism and executives
In the tourism industry or tutors of tourist education or their main occupation relates
directly with the tourist sector. Subscribers can be also Tourist organisations and
tourist enterprises.

As able members can register students of tourist education. They pay token
subscription, and they do not have right of vote, but they have the right to receive
information and support in the frame of the association’s activities.

DRATTE disposes 1.100 members. Among them are the most successful
professionals in the field and tourist enterprises from all Greece. In the arms of
the association also act the most important Greek specialised scientists of the
sector, as enough important scientists from abroad.

The activities and proposals of DRATTE supports the Ministry of Tourist
Development, while the association collaborates with the Pan-Hellenic Federation
of Hotel Directors, with the Union of Hotel Directors of Attica, with the Pan-Cretan
association of Hotel Directors, with the Union of Beach Hotels, with the Union of
Barmen of Greece, while its member is the Municipal Enterprise of Tourist
Development of Siphnos. The Association collaborates individually with several
tounist institutions and Municipalities of the country, while it maintains excellent and
close relations with the tourist press. Also it collaborates closely with the
international environmental organisation AWISH and its Greek department AWISH-

HELLAS.
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COMMUNICATION

Anyone can visit the DR A.-T.T.E. in the address 2 Zoodohou Pigis str. in Athens
(Postal Code 0678) or can call at the +30210 3806877 from Monday up to Friday,
hours 18:00 until 20:00. Additionally, someone can communicate via fax in the

+30210 3806302 or visit our web pages in the address www.dratte. gr or can send
e-mail in the address info@dratte.ar
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