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Abstract:  
This paper explores the visual construction and management of Jerusalem’s ‘key sites’ (holy sites, national landmarks, etc.) in real estate advertisements and state-sponsored tour bus rides in the city, conceived as two inter-related genres that cater to and shape the ideological gaze of mobile/distant consumers. Conventionally, bus tours in Jerusalem may be said to present a visual narrative moving through coordinates of time and space, while real-estate adverts capture an idea in a single snapshot, promising national-religious Jews a dream package through a modern medium. Yet these genres are no longer governed by traditional modes and parameters; both anticipate the ‘real’ with similar interactive websites that enable the visitor, far or near, to navigate an imagined cartography and to anticipate the three-dimensional package or ‘experience’ they purport to index. In each case, the framing of the sites and the network of routes that connects them, are selective in both what they contain and what they omit. In part as a response to the second Palestinian uprising (the al-Aqsa intifada) in the fall of 2000, both the tourism and real-estate industries continue to exhibit similar shifts in their framing of sites/sights, particularly their visual and mobile skirting of the Holy Basin as a whole and parts thereof, as well as of nearby Palestinian neighborhoods that destabilize the ideology of Jewish hegemony in the city. 
By focusing on a recent turning point in gazing construction and activity, the paper addresses two related themes of the conference—stability and change of tourism imaginaries in cultural time, and changes in imaginaries and the forces behind change on the institutional levels. Combining ethnographic methods with multi-modal analysis of real estate adverts in their various forms (public billboards, websites and brochures), we revisit the relationship between real-estate and tourism advertising elaborated by Campbell (1987: 78-95). The paper considers the unifying aspect of these modes of mediation, specifically in their acts of condensing the idea of Jerusalem into the activity of gazing—the way gazes are constructed, directed, controlled and manipulated—and the structures of feeling that they aspire to evoke for tourists-consumers. We argue that visual regimes are essential to maintaining the stability of the Zionist ethos of Jerusalem for Jews who hope to live there and for the visitors who board state-sponsored tour buses in the city.
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