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1 ABSTRACT

Cities, especially in the global south, have expanexponentially over the recent time. However,ghee

of the required public acceptance of environmemfahinge and the progression (invasion) into new
ecosystems is not yet fully taking place at theesapeed of the socio-cultural and natural idemitgnges
and environmental awareness. Accordingly, schatansadays are calling for the pressing necessity of
dealing with cities as socio-ecological realms, mehsocial and ecological issues should be tackiet a
solved in an integrated manner.

Future extensions of Cairo are promoted by the Eagypgovernment and the private sector promises
unrealistic images of landscape futures throughustamable landscape practices influencing theosoci
cultural meanings and values of nature while disrging the environmental context of the proposed ne
city extensions. Lush and vast open green spaedseamg marketed on an everyday basis throughobitths

on main roads across the capital, TV advertisement$ newspapers. These aspirational landscamesgna
are promoted in a desert climate, which manipultéitespublic expectations and masks the environrhenta
change that is facing the new urban extensions.

This paper argues that these acts affect the patilitades and aspirations towards nature/landscapthe
future and hinder the required shift and awarenéssivironmental change as per the new ecosystputsn
Environmentalism and pro- environmental behavieaguire knowledge, awareness and most importantly
frequent experiences of nature as advocated bylashérom different ecological and psychological
disciplines. In this regard, the research papelt shaestigate these propositions in the case dfdCand its

new administrative capital as an urban extensidre fesearch deploys various methodological strands
including visual data and sources to shed a lighthe different daily images and messages of |lapesc

The findings offer insights about the accompanyimgssages of landscape production dynamics as a main
step towards understanding landscape futures daddiag between quality of life, environmentalismda
economic prosperity in the new developments.

Keywords: Enviornmental Change, Cairo, Public petios, Landscape messages, Visual rhetoric

2 PUBLIC PERCEPTION OF ENVIRONMENTAL CHANGE

Environmental change was dealt with for a long tasea purely scientific problem led by natural stgs,

till a more comprehensive understanding of the remvihental problems began to prevail (Heise, 2016).
According to Kari Norgaard and Dale Jamieson, temited attention to the political, social, cultusad
rhetorical forms by which the climate problem iarfred in different communities is the only way fordva
(Heise, 2016). UNESCO has adopted environmentatepdon by individuals and communities as a
diagnostic tool since the 1960s (Roeschel, erallg), when studying environmental perception becam
fundamental tool for the management of places anddcapes (Roeschel, et al., 2016). An unawardcpubl
of the realities and risks associated with climelbiange poses a huge threat to society and thetplane
(Petersen, et al., 2019).

Public perceptions of climate change causes andecpences affect the ways in which individuals and
societies respond to climate change (Capstickl|.e2@15). Public perceptions of climate change \ag/
divergent in the different countries and even witbbme local contexts (Capstick, et al., 2015; pRafaa, et
al., 2018). Changes in public perceptions are nell wnderstood and are complex, as aspects of the
surrounding physical and social contexts are cluicieluding cultural values, political contextetimature of
media coverage, in addition to the level of dinésk exposure (Capstick, et al., 2015). It is naighy to
mention that knowledge about the causes of clinchtenge is strongly related to public percpetions of
climate change risks compared to physical knowledbih is not always positively influential or reda
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(Rajapaksa, et al., 2018). Hence emphasis on teesaf climate change is crucial for effective mnass
campaigns and communication strategies (Rajapaksd, 2018). In addition making climate changmalty
relevant is crucial, by connecting it to salientdbissues and co-benefits (Nash, et al., 2019auptet al.,
2009; Pidcock, 2018). This is an important stepa@s bridging the gap between wider global awaenes
and local relevance (Nash, et al., 2019). Perceptioclimate change is argued to be the foundatibn
climate change related policies, where the ways ¢hianate change perceptions motivate individuad-pr
enviornmental actions is of great significance tfog government to implements these policies (Ywalet
2013).

It is noteworthy to mention that there are a nundfefactors that affect the willingness of commigstto
engage in proactive adaptation to future climatange impacts: optimism bias (Taylor, et al., 2014),
psychological distance (Taylor, et al., 2014; Ralaa, et al., 2018) and experience of risks (Réagmeaet
al., 2018) are among the most discussed factoss.psiichological distance refers to the spatiahdist or
the physical vulnerability of people’s living placehile the experience considers the impact of pasits
with regard to people’s current perception and bieha (Rajapaksa, et al., 2018). Insufficient ursti@nding

of the impact of people’s actions on environmengabktainability and climate change may hinder
environmentally-friendly actions (Rajapaksa, et, @018). Communities are affected by what they
experience and what they perceive. Therefore, wihen projected climate change impacts are more
immediate, familiar and salient, the willingnessuskrs to adopt protection measures proactiveliease
independently of climate change beliefs (Taylor,abt 2014; Rajapaksa, et al., 2018). Environmental
respresentations are interpreted through social emiédural layers of understanding which shape
environmental issues (Nash, et al., 2019). Accaglginmy studies confirm the influential role of pro
enviornmental values, cultural worldview, and pctt affiliation in shaping beliefs and concernsoab
climate change (Taylor, et al., 2014).

3 THE ROLE OF VISUALS IN ENVIRONMENTAL CHANGE DISCOUR SE

Despite the importance of public perceptions ofimmmental change, there is an ignorance abouiviyes
that public understanding has developed as a rektiie imbalance of studies of public perceptibatveen
developed nations and other countries (Capstick).e2015). The climate change issue is not alvihgs
main concern of the public compared with economicuenstances, which in turn affects its coverage
intensity by media outlets (Capstick, et al., 20%6fuggs & Benegal, 2012). The same premise wbiks t
other way around where the lack of climate changdimcoverage affects public perceptions and coscer
for this issue compared to other widely covereddsshy the media that are more salient and imnediat

There are various explanations for the challengkspublic engagement on climate change as the
uncertainities of the climate science act as a Islimgp block for communication with the public where
climate change discourses might seem abstractraaagible to the public (Pidcock, 2018). In additithe
political atmosphere is also influential for thipic. In some nations, the political polarisatidncbmate
change is a major issue while in others the absehpablic and political dicourse is the problemdg@dck,
2018). If the issue of climate change is to be gigard as genuine and of serious risk, the trustcaadibility

of the communicator is of crucial central influenoe climate change perception, to the extent that t
general perceptions of the communicator are asritapbas the message itself (Upham, et al., 2009)s

the public distrust of government as a source foirmation about climate change, will have implioat on

the government’s efforts for raising awareness emanging behaviours through information campaigns
(Upham, et al.,, 2009). In addition, public engagemaiming at attitude and behaviour change has
jeopradised success where powerful contextual facioe operating against this change (Upham, et al.
2009). Also institutional trust is influential ragieng opinions towards environmental change, whethe
change is directly engineered or managed (Upham).e2009). Thus the perception of and trust i@ th
stakeholders involved in managing landscapes isiarin defining the public's environmental valuesd
place attachement (Upham, et al., 2009).

In accordance, connection with the audience shbalthased on shared values to build trust between th
communicator and the audience (Pidcock, 2018). Mextiverage has a crucial role in shaping public
perceptions where people gain most of the politeabnomic news from the media, and scientificiesoare
no exception (Boykoff & Rajan, 2007). The powemaddia is being recognised by scientists now, wiserea
political, economic interests had always attemptedfluence media coverage of specific topics ffect
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the public’s understanding and perception (BoykbfRajan, 2007). In addition, the state control otrex
public sphere coupled with high illiteracy ratedaenchnological limitations have always been dofac
acting against equal coverage of topics (BoykofR&jan, 2007). The intersection of mass media, seien
and policy is a dynamic arena of communication Imclv all sides have their stakes and agendas (Bbgko
Rajan, 2007). Journalism and public concerns hhaped decisions in climate policy and science afsd
climate science and policy have shaped media cgeeand public understanding (Boykoff & Rajan, 2007)
The media landscape is changing nowadays, wheitaldigedia platforms are providing an alternative
outlet. Hence the ways of picturing climate chaage divergent and have different tones and voiaés w
potential implications for engagement (Wang, et 2018). Eco-media has a great impact on real-world
interactions with the natural environment and affergreat potential for audiences to change thes weay
think about and interact with nature (Wallace, 2019

3.1 The role of visuals in environmental change communation

The current environmental issues require strondigpabpport and a huge shift in public awarenedsr(dy,
2015). Hence the communication techniques shoylasatb changing conditions through deeper levéls o
engagement for communicating sustainability thatildoster social learning, and appeal to the \&aamrd
beliefs of the audience (Altinay, 2015; Sheppafi)&). Environmental literacy is crucial so thatiinduals

can evaluate and construct an understanding of wmature relationships through environmental leayni
(Altinay, 2015). Human awareness of the surrougsliis limited and knowledge about the environment i
not always obvious through observation (Altinayl2p In this regard, visualisations are being teba as a
tool to evoke environmental issues in a meaningfd personal way in everyday discourse (Altinay,320
Sheppard, 2006; DiFrancesco & Young, 2010), andrigied to lead to behavioural change (Sheppard,
2006). Visual communication is critical as a cdmitdr to the cultural and social life of environrtedn
issues, yet under-estimated (DiFrancesco & You@#0pP Hence, visuals are considered a crucialgiahe
interface between science and the public (Bronnima&®02). Work on climate imagery is important in
terms of psychological distance that is argued doohe of the main hindrances against perception of
environmental change (Wang, et al., 2018; Rajapadtsal., 2018; Taylor, et al., 2014).

Images are powerful for their ability to blend feind emotions and have great engagement potemtiate
they engage viewers as witnesses rather than éetaekeptors of information and claims (DiFrance&co
Young, 2010). It is crucial to highlight that vidsiahat carry emotive content and are relatabléhto
individual's daily life are more effective in triggng pro-environmental behaviour than cognitioanal
(Altinay, 2015). Despite the great importance aual images, our understanding of the ways theadb
public perceptions of climate change is still lietitand less developed (Wang, et al., 2018). Hemee t
have been lots of studies concerned with the cheiatics of these engaging visuals which encongzhss
realism, personal salience, immediacy, human elena demonstrating future consequences (Altinay,
2015). In this regard, landscape visualisationrie of the unique beneficial visual imagery for gmy
consequgences of environmental change home tog#uplugh its unique characteristics (Sheppardé00

4 SOCIAL CONSTRUCTION OF PUBLIC PERCEPTIONS OF ENVIRO NMENTAL CHANGE

People relate to the proximate and visible cauteBmate change in the absence of wider understgnds
the perspectives of global climate change may médd due to being beyond human perceptual capacity
(Nash, et al., 2019). In addition, people sometiimésrpret climate change events through the cailur
available narratives that construct these issuethaphysical climate change is observable ongr tang
time periods (Nash, et al., 2019). Hence percesgtioh environmental conditions are fundamental to
informing behaviour (Nash, et al., 2019). The sSpagonomic, political and technological context of
individuals shapes and constrains attitudes andvigiral responses to environmental change (Upleam,
al., 2009). In addition, attitudes are conjecturedstructs that refer to an individual's evaluatadran idea
(Upham, et al., 2009). Accordingly, attitudes aymamic contextual, and influenced by multiple fasto
(Upham, et al., 2009). Hence considering the watertext of the individuals is crucial while formtitey
and enforcing policies supportive of pro-enviornta¢attitudes towards enviornmenal change in aaldlitid
cognition, affect and behaviour (Upham, et al., @00Furthermore, risk perception is a product of
psychological processes and the broader socidifutisnal and cultural factors and the local comte
(Upham, et al., 2009). Hence there is a need fecgfe communication to facilitate sustainabletenship
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between people and the rapidly changing socio-gb systems they inhabit and influence (Thomsen,
2015).

Landscape is the sphere where societies and nataract and affect each other (Burgi, et al., 300h the
other hand, dynamism is an inherent feature ofesiesi and nature which leads to ‘change’ as being a
inevitable characteristic of landscapes (Blrgialet2004; Antrop, 2005; Wood & Handley, 2001). \&ris

of landscape changes are argued to be socioecgonpafitical, technological, natural and culturalvitig
forces (Birgi, et al., 2004). Where the socioecdon@nd political driving forces are strongly iniaked the
socioeconomic needs are usually expressed or thokide political programmes, laws and policiesir@,

et al., 2004). Thus, the political identity domiestother factors in predicting climate change elfer
individuals (Hamilton, et al., 2015). This is alsancluded by Upham, et al.,(2009), where they confhat
political and environmental beliefs strongly infhee attitudes and responses to climate change (hjpéia
al., 2009). Technology has impacted the landscaggsat deal as well lately, as in the case ofrtipact of
autombiles on settiment patterns. Culture is anomamt driver of landscape change (Burgi, et 80042
Nassauer, 1997; Rockwell, 1994). Proctor (1998) Badyi, et al. (2004) argue that culture is a meains
making sense of reality. Culture and nature aresedjotied together which can lead to devastating
consequences to nature as culture sometimes igoperaises the autonomy of the natural world (Vealla
2019; Nassauer, 1997). Yet there is a severe laelpgroaches of ‘Culture’ integration into the sasdof
landscape changes (Blirgi, et al., 2004).

5 RESEARCH PROBLEM

Climate change is investigated and addressed loyatatcientists, but it is also crucial to consitter social
and cultural life of the climate change issue whginfluenced by competing claims, values, priesit and
narratives (DiFrancesco & Young, 2010). Hence comigation and media theories, and environmental
sociology would be helpful in understanding hownelte change issues are packaged by visuals that are
consumed by the public which is not usually welj@ainted with climate science (DiFrancesco & Young,
2010). As concluded by DiFrancesco & Young (20he,lack of clear imagery about climate change makes
it difficult for the public to visualise potentihpacts and consequences and to link the sciewtdims to
everyday life (DiFrancesco & Young, 2010). Images eonsidered the ‘co-constructors’ of enviornmenta
messages, due to their communicative and engagwergs (DiFrancesco & Young, 2010). Risk perception
is also impacted by social psychological proccessash as media framing, perceptions of communigato
denial...etc. (Upham, et al., 2009).

The power of images originates from their influetacde manipulated and could propagate multiplengor
and purposes, in addition to constructing and esgimg social imaginaries of modernity (Kapferé¥12).
The diversity of available images nowadays is agofhctor (Kapferer, 2012). Hence the constructibn
images and mythologies of power is crucial in asialy the continously changing social assemblagéiseof
modern world and in discovering and inventing neaysvof recasting new realities (Kapferer, 2012).
Advertisments for example have multi-faceted inflees and effects. On the individual level, advergis
media can shape and sometimes change a persoa@dat) opinions, and attitudes (Dyer, 1982). Wiie
the community level , it propagates general ideaklkeliefs (Dyer, 1982). It is also argued that dhapian
imagery of advertisments encourages passivity amdtes) the public unaware of the imposition of
consumerism ideologies (Dyer, 1982). There is exddethat asserts that advertising plays a rolesfmithg
‘reality’, through the projection of goals and vaduthat are consistent with and conducive to tmswoer
economy and convinces the public that they candowgy of life and goods (Dyer, 1982).

In this regard, the power of images and the adsiegieffects are posing devestating impacts on the
Egyptian landscape, socially, economically and mmvhentally. The real estate advertising campaibas

is taking over the capital specifically is shapigtopian reality that is disconnected from the identity of

the Egyptians, imposing a westernised green ut@pid,it is promoting consumerism lifestyles of tigiin
gated communities. In addition to the devastatimgad impacts on the community and the solidarityhe
urban form of the new cities, this new lifestyledgsromoted green utopia is masking the consequenoes
environmental change that the public will be facimgen it moves to the new desert extensions. This
constructed reality is profit driven and environnally unconscious. This research looks into thespeated
impacts of these acts on the public perceptiomeirenmental change.
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6 RESEARCH METHODOLOGY

In accordance with the great importance of imageshie field of public perceptions and issues of
environmental change, this research is employivigwal research method. Visual research methodsaawve
adopted in numerous fields of inquiry, as a restilthe rapid development of information technoldbst
facilitated the creation and editing of digital amdual data (Knoblauch, et al., 2008). Visual deta
becoming the subject matter and the methodologpoial scientific inquiry where the ways of appriuag

visual data in a scientific, analytic or theorefio@mnner is gaining increasing influence (Knoblguehal.,
2008). Visual methods can change the voice of ésearch and they also enable the researcher and the
audience to widen their experience, understandimrapresentations of the issue of interest (Féthal.,
2005).

Visual data and analysis are usuallay charactedseglialitative where they address the culturalningaof
visual data and relate to the different ways inalhhactors interpret this data (Knoblauch, et a008).
Visual data includes photography, video and grapiejeresentations, but photography requires more
interpretation (Knoblauch, et al., 2008). Photobsais a visual system of representation whereatipces
certain realities through certain visibilities i@ object’s visibitiy is produced that might na present
(Christmann, 2008). The intentional and subjectigpresentation of photography offers multi-layered
meanings, where recepients may see and understamdin different ways (Christmann, 2008). HoweYer i
producers and recipients share common socio-cupuagtices it reduces the divided understandinthef
picture (Christmann, 2008). Pictures for sociaksces provide personal insights and personal reabrd
spatial and social relationships (Knoblauch, et20108). The objects included in images, and thgswhey
are included (Dyer, 1982; Frith, et al., 2005)addition to what is excluded are all important éastin the
construction of the particular reality and the niegrmaking that enables it (Frith, et al., 2005heT
pictures’ context of production and publication ahd ways they will be perceived is of crucial impoce

as well (Christmann, 2008). Thus researchers shraoke beyond the simple level of analysing the gém
the picture to perceive links and relationshipstieer elements and layers within the picture (Dy982).
Images are socially constructed and always reftextidentity of their creator (Frith, et al., 2008Yhat is
absent and not included in the image is as impbranwhat is included (Frith, et al., 2005). Hence
researchers are interested in what is being repesseways of translating these representationstiaad
process of producing the images (Frith, et al. 520@isual methods can be used to examine diffengyts

of meaning-making (Frith, et al., 2005).

The research utilises visual inquiry to examinerésd estate advertisments promoted in the newnsides
of Cairo by the state and the private sector ireotd untangle the underlining landscape messaggsud
the images.

7 CASE STUDY BACKGROUND

Cairo is one of the oldest settlements in the warld is still inhabited and massively growing otiere.

The main attraction for the city was being on thie Malley, which created a major natural spin@tigh the
city. The Nile is considered the green lung, proxgagreenery and waterscape which are both an etuono
and leisure asset for the community. Faced by dhértuous population booming and rural urban migrest

to Cairo, since the 1970s, the capacity of the ttitgccommodate the needs of its residents wadiooed

and jeopradised (Fahmi & Sutton, 2008). Hence theeghment considered the creation of new citiesrato
Cairo as the way to provide better quality of liée the residents and to release the pressureseoimmer
core of the city. By the early 1990s, the neo-HBbezconomic paradigm was on the horizon towards
economic globalisation which affected Cairo’s aifyige a great deal. This entailed economic restingiu

the redefinition of the role of the state in natibdevelopment and an increased dependence omnitiagep
sector (de Koning, 2005). The state handed ovemthpagement of some of the new towns to private
promoters and speculators who depended on villapdes, gated communities and enclosed elite
compounds (Fahmi & Sutton, 2008; Schechla, 201Bjs Treated new elements to Cairo’s landscape that
was not there before and affected socio economit sotio-cultural transformations accordingly and
sometimes led to social and economic polarisatithinvthe city and even within the districts (de riiag,
2005). In addition to the newly socio-cultural aswtio-economic character that these real estaterpsit
introduced to the Egyptian and specifically to Garlandscape, the natural context and enviornrhenta
impact of these practices were not deliberatelysictmmed. These new developments depend widely on
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advertisments to attract the consumers to purcmese dwellings in these new gated communities.
Billboards are spread all over Cairo, promotingetof green nature that neither resembles thengrature

of the valley nor is it the desert landscape whieese projects are being erected (Abotera & Ash20b7).
The main green elements that these projects deperate open grass fields, golf courses and tress th
belong to a totally different climate zone than vehthese projects are being established (Abotefal&ub,
2017). Despite the fact that the water and gre¢mr@alements can be argued to belong to the NHiley
the elements themselves and the image frames afdbertisments and billboards are European andhNort
American in style (Abotera & Ashoub, 2017).

8 LANDSCAPE MESSAGES & MEANINGS IN CAIRO

The surrounding physical and social contexts angomant, encompassing the cultural values, politica
context and the nature of media coverage (Capsticlal., 2015). The symbolic, cultural and expressi
meanings of landscapes that develop through saaiefaction and embedded in social practices and
institutions are crucial for environmental managetm@Villiams & Patterson, 1999). Meanings are not
inherent in the landscapes but created throughydagrdiscourses and reflect the ways people define
themselves within the environment (Greider & Garikhy 1994). The socio-cultural perception learned
through embodied practices and the large-scaleiiraigns held by society and culture are crucieients

of cognition of the natural environments in additio the sensory interactions (Schilhab & Esben2eh9).

In this regard, Egypt is facing a major challengée socially constructed reality created througé th
messages sent are advancing distorted imagesweratd also obscuring the climate change consegaen
that the city is facing, by creating a parallebaty discourse. The landscape messages can be dased
parallel discourses as illustrated in Figure lemsiific based discourse that discusses the cliatmge
consequences facing the city extentions in thertjemed discourse that promotes social learningiatiee
changing natural identity of the Egyptian landscapiee scientific discourse is not expansively prtedo
among the public and it does not usually interaith the public on an everyday basis. In additions inot
usually a localised discourseit and it does nat ogl engaging visualisations, which of course addhe
psychological distancing from climate change. Idiidn, the media coverage of climate change iseho
none, compared to economic and political issues.

Conversely, attractive and idyllic advertismentsmpote general meanings about what should be admired
and desired through their vivid imagery, catch pesaand stereotyping (Dyer, 1982). These advemigme
do not reflect social meanings and conditions,endontrary they teach the recipients ways of thmlkand
feeling through fantasy and dreaming (Dyer, 198@%jvertisments impact people and societies through
manipulation rather than informing, through distaytrather than reflecting the quality of life imet targeted
society and are mainly the products of decisiokertaby minor group of powerful businessmen (Dyer,
1982). This results in promoting fantasies for piablic that results in spreading frustrations aljedple’s
daily lives through false utopias (Dyer, 1982).aecordance, the parallel discourse that interadts tive
public on a daily basis, are the real estate dpmdmt advertisments that have been taking plaéegypt
recently. These projects are pioneered by the atatdhe private sector. The state anounced tioti@ref a
new adminstrative capital from 2015. This megaamati project as promoted by the state is expeaied t
relieve the capital’'s congestion. Among the ambgiglans and projects within the new adminstrative
capital,is the ‘Green River which is a huge scagteck double the size of central park New York.sTibark

is planned to be the main natural spine of the ogw However the main hindrance is that, this new
extenstion lies totally in the desert with no ascesfreshwater, not withstanding the major watesis that
Egypt has been facing lately. This adopted paradigdhvision by the state is propagating green imade
the desert, as a clear manifestation of humansastens of nature. It is argued that people’s astimd
attitudes towards their environments depend onwtg they think about themselves in relation to rthei
surroundings (Rockwell, 1994). Reflecting on tlilais clear that these messages would definiteigcathe
pro-environmental beliefs and such attitudes offggptians.

In addition, the real estate development led bypheate sector in this new extenstion, is all lbhsae
luxurious housing schemes that rely on vast opsh landscapes. These practices are not only ecalbgi
draining in the desert, they do not even suppastiibersity or add to the health of the ecosysteime T
frequency of encounters of these constructed ieahvith the public are high, and are visually aiog
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with striking and catching slogans and phraseseaaslly in contrast with the weak and impersonalliae
coverage of climate change consequences and risks.

Government
al Aims &

Messages

= Mecdia

*  Advertisements

= Public Conferences

+ Social everyvday
discourses

= Socio-economic status

Sciences Based
Discourses

Culture & Politics
Based Discourses
The psychological, social, cultural, or political processes by
which meanings and values are defined and negotiated,

Fig. 1 illustrates the parallel discourses creakimglscape messages among the public. Sourcersutho

9 THE VISUAL RHETORIC AND ENVIRONMENTAL KNOWELDGE

The state and the higher income sectors are ingatiie desert by their optimisitic projects and lisos
housing patterns. But the billboards and the athreents in mass media are as crucial as invadiag th
mental image of the desert for the public and inmmpa different foreign nature (Abotera & Ashoub12).
These new claimed utopias lead to the recreatiothe@fmental image of the national territory andehav
critical implications on the spaces of represeatatif Egypt itself (Abotera & Ashoub, 2017).

On the other hand, the geographical natural ideatitl reality of the desert and its associatedrenmiental
change is not discussed or even noticed among tiesecreated images. Hence the public perceptibns o
environmental change is jeopradised. The media agrivate images of the satisfying life as one thkat i
based on consumption and waste, which impacts gsoghlues a great deal (Rockwell, 1994; Dyer, 1982
where the new levels of consumption entail andefosind use and land cover changes (Rockwell, 1994)
accordance, it is the culture of the elites that disect independent effects on the environmengrevtand
use and cover changes are one of them while therewf the vast majority may affect the kind odiders
they would have which in return would have an impac land use changes and the environment as well
(Rockwell, 1994). These prepositions are true ofgmts in the case of Cairo. Seeing is based amiley
and knowledge and previous knowledge has a rol&nmwing what we see (Dyer, 1982). Thus the
Egyptians' prior experience and knowledge of thie greenery of the valley is more rooted in theais
and identities than the desert landscape. In aacos] they would relate more to seeing imagesedrgry
than images of the yellow desert. This is the @ludanger of the current transformations taking@lm
Egypt. Transforming the current socio-cultural makudentity would require efforts for the publio t
perceive the environmental change as it is anégmiciated with it. But the current trends arehedping in

this direction. Quite the reverse, they are stilhforcing the green natural identity of the Niledaworse
still, linking it to westernised images of consuiapt

9.1 Governmental/state visual rhetorics

Understanding the change that is taking placeresons and the solutions is one way of identifyhney
drivers of change (Wood & Handley, 2001). Studyitige connections between people and their
environments is crucial for understanding the chramgocietal demands as a result of an alteredradatu
environment (BUrgi, et al., 2004). It is arguedttlamdscape changes are driven by numerous faetitts,
political and cultural forces being the strongasbag them. The case of the New administrative ahjit
the desert surrounding Cairo is another proof isf pheposition. The state’s ambitions and visiegarding
the new extension of Cairo is not consistent whih kandscape character that is expected to accoatmod
these extensions. The political will and the strongnection of the socio-cultural identity of thegn Nile
are the main building blocks of the proposed tramshtion/landscape change that is taking placeinvitiis
new ecosystem. In addition, dysfunction definethasdisruptions caused by the mismatch betweetypiee
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or intensity of land use and the landscape charectme of the consequences of landscape changed\&
Handley, 2001). It can be said that the dysfuncti@t the new administrative capital is facingthe main
landscape change driver, as illustrated in Fig@resd Figures 3. Dysfunction destroys the charaafter
landscape which is defined by the discinctiveneissandscape elements. This process can impose an
inappropriate development pattern on the landstlgmigh forces such as suburbanisation and intensiv
development (Wood & Handley, 2001). The distinctaements of the desert landscape are being eaaskd
substituted by the envisioned reality by the stiast may be driven by the need of guaranteeingesscand
attracting the people from the centre to meet thanmoals of this project. In this case the statelying on

the strong socio-cultural identity of the Egyptian®l their desperate need of greenery in compatestne
great deprivation facing the congested centre afod@a accomplish the goal if this project.

The Capital Cairo S ¥ teond | | The Capital Cairo = ey ¥

ga“
Fig. 3 illustrate the variance between the realendrsituation of the ecosystem(on the left) aredpitoposed/envisioned green (on
the right) and. Source: https://www.skyscraperciy/showthread.php?t=2083125

9.2 Private sector visual rhetorics

The private sector is not only causing landscaegbs of the desert ecosystem, but it is alsotaftpthe
public’s culture and aesthetics preferences foddaapes. Culture is the most influential drivingcéo of
society, but sometimes it can lead to a devastatimgequences on the health of the ecosystemsaidass
1997). In this regard, the private sector practiaesl projects are spreading a westernised landscape
character that is based on golf courses and vaas af green lush, as shown in Figure 4 which igpad of
traditional Egyptian landscape and culture. Adearg has a powerful impact on people’s beliefs aldes,

and it is argued that it is more or less like pggada, as it stuns and demoralises the criticadaousness
with strong and extreeme statements and pushesetleg’s version of reality (Shudson, 1993). InrGsa

case the private sector is producing its own prapédg.

Furthermore, analysing the context of the imageslyetion is crucial to obtain a better insight ithe
hidden messages within them. Also the ways thaethimages are being perceived is crucial. Henee thi
research is arguing that the hidden messages s# theh green photos in the desert distort théioakhip
between people and the environment as thet abgeman’s mastery over nature and his striking agésnst
the inputs and contexts of nature. In addition viags that people would perceive the proposed deuednt
in the desert would eliminate environmental chafngm the everyday discourse which would have seriou
implications on their environmental beliefs andtadtes. In addition the aesthetic appeal for greeas
transformed and associated with lush greenery paipd in these messages is not part of their elltur
perception of nature. Aesthetics can be the patustainability (Meyer, 2008), but this is certginbt the
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case here. The advertisments are sending deceixthgistorting messages of the new natural desemtity
to the public, totally opposed to and distant frrair Nile valley identity. Worse still, these inegare
linked to a westernised utopia. Hence these imjtica are not only enviornmentally destructive they
are also culturally and socially antagonistic.

Figure 4 illustrates the billboards spread all ahercapital, advertising for golf courses and lgsten based residences. Sourxe:
https://insiteooh.com/article/2380-porto-group-lelies-their-newest-project-in-mostakbal-city

Figure 5 illustrate two examples of the imagineal estate to be erected in the new city extensi®asrce: SODIC EAST, NEW
HELIOPOLIS, EGYPT

10 DISCUSSION

It is argued that fast and sudden changes in thhreundings might result in a loss of sense of place a
downturn in people’s identification with the landpe (Blrgi, et al., 2004). Identity has impactstoa
cognition, affect, and behaviour as identity isdjunulti-dimensional, and socially relevant (DexAwWright

& Clayton, 2010). ‘Identity processes are embedd#tin wider dynamic cultural, political and econiam
forces’ (Devine-Wright & Clayton, 2010). Thus idiptis studied as both an effect and a cause wihesn

be examined as a dependent and independent va(iaélene-Wright & Clayton, 2010). Egyptians have
always identified themselves as being from a gegicultural country and have the pride of the Niler
running in their veins through generations. In adaace, the new extensions are basing their suocetgs
pride that the Egyptians hold for the Nile and d#ning the huge park within the new capital as Beén
river’ replicating the image of the Nile river birt the desert. This practice is affecting the nesgeut
identity where the state should have embraced thewv necosystem and promoted better
acquaintance/adaptation with the new landscapeactsar rather than erasing it. The state should have
promoted the new identity of the Egyptians througgdia outlets employing local and engaging images,
help the public in reidentifing themselves with tiew natural identity that is accommpanying theaation

to the desert rather than the narrow Nile Valleat thas been part of their lives and identity sieieznity.

When natural environments become more salient blipuliscourse, the relevance of the environment to
identity will increase (Devine-Wright & Clayton, 20). Sustainable practices, pro-environmental fslie
and the changing/ different natural character itheot the new cities are not communicated suffitg and

not as engaging as the distorted landscape imdgeéme mew developments through advertisments. df th
ecological standpoint was as widely communicatetamfrequently discussed and encountered in eagryd
discourses, it would have helped in reshaping destity of the Egyptians and prepare them to beemor
resilient in coping with the new ecosystem. On toatrary, the current atmosphere is not allowing th
public to perceive the environmental change th&kisg place in their surroundings.

This research is ringing the bell for the adver$feces of economically driven projects and their
advertisments on the public perceptions of enviremi@ change. Their impacts are not only ecololyical
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insensitive but also socially, and culturally destive. This is even more dangerous, as culturanis
important driver of landscape change (Blrgi, et 2004; Nassauer, 1997; Rockwell, 1994), so when th
culture of the whole community would be illusiondry these westernised utopias, it would certaimiyed

the landscape to change in a very dangerous trencaddition, these practices are increasing the
psychological distancing of the Egyptians from eowmental and climate change consequences, making i
more difficult for environmental awareness campsi¢m induce behavioral change and so hindering the
adoption of pro-environmental attitude.

11 REFERENCES

Abotera, M. & Ashoub, S., 2017. Billboard Space gygt: reproducing nature and dominating spacesmisentation. THE
URBAN TRANSCRIPTS JOURNAL , 1(3), p. Online.

Altinay, Z. M., 2015. Communicating SustainabilitythvVisuals: Issue Perception and Issue Engageragnt.SU Doctoral
Dissertations. 3410. https://digitalcommons.Isulgthdschool_dissertations/3410.

Antrop, M., 2005. Why landscapes of the past amoitant for the future. Landscape and Urban Plapnifiolume 70, p. 21-34.

Boykoff, M. T. & Rajan, S. R., 2007. Signals and noldass-media coverage of climate change in the dSd\the UK.
EUROPEAN MOLECULAR BIOLOGY ORGANIZATION EMBO reports (8).

Bronnimann, S., 2002. Picturing climate change. GiinfResearch , Volume 22, p. 87-95.

Burgi, M., Hersperger, A. M. & Schneeberger, N.,200riving forces of landscape change — currentreawd directions. Landscape
Ecology , Volume 19, p. 857-868.

Capstick, S. et al., 2015. International trendsuhlis perceptions of climate change over the paattgr century. WIREs Climate
Change , Volume 6, p. 35-61.

Christmann, G. B., 2008. The Power of Photograpigudéings in the Dresden Urban Discourse. Towarif$saal Discourse
Analysis. Forum Qualitative Social Research, 9(3).

de Koning, A., 2005. Global dreams : space, clagsggnder in middle class Cairo, Amsterdam: Uniweisi Amsterdam.

Devine-Wright, P. & Clayton, S., 2010. Introductianthe special issue: Place, identity and envirantaidbehaviour. Journal of
Environmental Psychology, 30(3), p. 267-270.

DiFrancesco, D. A. & Young, N., 2010. Seeing clienahange: the visual construction of global warnimganadian national print
media. cultural geographies , 18(4), p. 517-536 .

Dyer, G., 1982. Advertising as communication.. Algjon, Oxon: Metburn & Co. Itd.

Fahmi, W. & Sutton, K., 2008. Greater Cairo’s hogsinisis: Contested spaces from inner city area@to communities. Cities,
Volume 25, p. 277-297 .

Frith, H., Riley, S., Archer, L. & Gleeson, K., 20@ditorial. Qualitative Research in Psychology3)2pp. 187-198.

Hamilton, L. et al., 2015. Tracking Public Beliefs@ut Anthropogenic Climate Change.. PLoS ONE , 10(9).

Heise, U. K., 2016. The Environmental Humanitied #re Futures of the Human. New German Critique 438).

Hopke, J. E. & Hestres, L. E., 2018. Visualizing faris Climate Talks on Twitter: Media and Climat@k8holder Visual Social
Media During COP21. Social Media + Society, p. 1- 15

Kapferer, J., 2012. Introduction: Images of Powed the power of images. In: J. Kapferer, ed. Imagdzower and the power of
images. Control, Ownership, and Public Space Beighahn Books, pp. 1-8.

Knoblauch, H. et al., 2008. Visual Analysis. NewBBpments in the Interpretative Analysis of Videa Photography. Forum
Qualitative Sozialforschung / Forum: Qualitativec®b Research, 9(3).

Lee, T. M. et al., 2015. Predictors of public climahange awareness and risk perception arounsiatie. NATURE CLIMATE
CHANGE, Volume 5.

Meyer, E. K., 2008. Sustaining beauty. The perforoesof appearance. Journal of Landscape ArchiecBfl), pp. 6-23.

Nash, N. et al., 2019. Perceptions of Local Envitental Issues and the Relevance of Climate Changepalls Terai: Perspectives
From Two Communities. Frontiers in Sociology-wwwirftiersin.org , Volume 4.

Nassauer, J. |., 1997. Cultural SustainabilitygAlhg Aesthetics and Ecology. In: J. |. NassaugrPéacing Nature. Culture and
Landscape Ecology. Washington D.C.: Islan Press6 p83.

Petersen, A. M., Vincent, E. M. & Westerling, A, R019. Discrepancy in scientific authority and medsibility of climate change
scientists and contrarians. NATURE COMMUNICATIONS, 3802).

Pidcock, R., 2018. Principles for effective commatiizn and public engagement on climate change. WdHaok for IPCC authors,
Corner, A., Shaw, C. and Clarke, J.: Oxford: Climatér&ach..

Rajapaksa, D., Islam, M. & Managi, S., 2018. ProiEBmmental Behavior: The Role of Public Perceptiomiinastructure and the
Social Factors for Sustainable Development. Sustdity , Volume 10.

Rockwell, R. C., 1994. Changes in Land Use and Land iICé&v&lobal Perspective. s.l..Cambridge Universitg$3.

Roeschel, L., Graef, F., Dietrich, O. & Schaefer,mM.2016. Policy Brief for GSDR — 2016 Update Indial Perception of
Environmental Change as Supplement to Big Datassil.:

Schilhab, T. & Esbensen, G., 2019. Socio-CulturfilEnces on Situated Cognition in Nature.. FrosydRol. , Volume 10, p. 980.

Scruggs, L. & Benegal, S., 2012. Declining publio@ern about climate change: Can we blame the greassion?. Global
Environmental Change, 22(2), pp. 505-515.

Sheppard, S. R. J., 2006. Bridging the sustainalgjify with landscape visualisation in communityaméing hubs. The Integrated
Assessment Journal Bridging Sciences & Policy ,,G{479-108.

Shudson, M., 1993. Advertising the uneasy persna8ia ed. s.l.:Redwood book Itd.

Taylor, A. L., Dessai, S. & de Bruin, W. B., 2014 bHa perception of climate risk and adaptationtia UK: A review of the
literature. Climate Risk Management , 4(5), p. 1-16.

Thomsen, D. C., 2015. Seeing is questioning: pramgpustainability discourses through an evocatiseal agenda. Ecology and
Society , 20(4).

SHAPING URBAN CHANCE REAL CORP 2020: SHAPING URBAN CHANGE

Hﬁ‘?ﬁEzﬁ'H EEEP[PRSY Livable City Regions for the 21 * Century — Aachen, Germany

2



Merham Keleg, Georgia Butina Watson, Mohamed A. &ath

Upham, P. et al., 2009. Public attitudes to envirental change: a selective review of theory andtimex A Research Synthesis for
The Living with Environmental Change, s.l.: s.n.

Wallace, P., 2019. Phony Facts and Eco-media: Rakeare and the Call for Widespread Media LiteraawiEbnmental
Communication, 13(6), pp. 790-803.

Wang, S., Corner, A., Chapman, D. & Markowitz, E.120Public engagement with climate imagery in angirag digital landscape.
WIRESs Climate Change. 2018.

WILLIAMS, D. R. & PATTERSON, M. E., 1999. ENVIRONMENTAPSYCHOLOGY: MAPPING LANDSCAPE MEANINGS
FOR ECOSYSTEM MANAGEMENT. In: H. K. Cordell & J. C. Baxtgom, eds. Integrating social sciences and
ecosystem management: Human dimensions in assesg@okry and management. s.l.:Sagamore Pres4,41p160.

WOOD, R. & HANDLEY, J., 2001. Landscape Dynamics amel Management of Change. Landscape Research, p64b;-54.

Yu, H. et al., 2013. Public perception of climak@uoge in China: results from the questionnaire suiNatural Hazards , Volume
69, p. 459-472 .

REAL CORP 2020Proceedings/Tagungsband ISBN 978-3-9504173-8-8 (CD), 978-3-9504173-9-5r(p)ri m’
15-18 September 2020 - https://www.corp.at Editors: Manfred SCHRENK, Vasily V. POPOVICH, PetEILE, Pietro ELISEI,
Clemens BEYER, Judith RYSER, Christa REICHER, CapEhIK



