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Abstract 

Using Heritage Attractions in Developoing a Brand to Fayoum as a Tourist 

Destination 

Nancy Fawzy    Hany Roushdy 

Faculty of Tourism and Hotels, Fayoum University 

A unique brand has become a vital requirement for tourist destination’s marketing. 

The current study aims to develop a brand to Fayoum as a tourist destination using its 

unique heritage attractions. Fayoum has a variety of unique heritage attractions such 

as Water Wheels, and Valley of Whales in addition to heritage handcrafts that could 

be used to brand Fayoum as rural/ eco-tourism destination and build a tour package to 

visit Fayoum and create a unique tourist experience. 

The study has developed a number of objectives. These include studying the ability 

of using local unique heritage attractions in Fayoum to develop a brand to Fayoum, 

the importance of  maintaing  heritage resources and attractions that distinguish 

Fayoum and documenting cultural heritage to be used in branding Fayoum and 

developing tour packages to increase tourist arrivals to Fayoum and increase the 

competitveness of Fayoum compared to other local tourist destinations in Egypt. 

Another objective is adopting a clear and specific strategy to develop a brand to 

Fayoum. 

Keywords: Brand, Heritage, Fayoum, Handcrafts, Water Wheels, Valley of Whales 

 
 

  


