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Abstract

This study aims at the possibility of marketing the city of Beni Haoua through the
application of smart tourism marketing, as it is considered one of the most prominent
tourist cities in the province of Chlef (Algeria) with its tourism potential that enables it
to compete in this field, where we highlighted in this thesis the tourism potential that
the city possesses in addition to discovering the reality of tourism marketing, through
an electronic questionnaire that includes questions about the elements of the marketing
mix, The results concluded that there are some obstacles facing the application of smart
tourism in Beni Haoua and that tourism marketing in the city is weak and needs to be
developed, but as a result there are positive indicators for the application of smart
tourism in Beni Haoua through a change in the strategy used to overcome the obstacles

faced by the city And thus achieve the goal to be reached.

Key words: smart tourism, tourism marketing, tourism marketing
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Introduction

Introduction

Cities are known for their complex nature to include many elements: humanity,
natural and physical. And that's what made it such a special place, being a place to live
and include it on many different systems and functions, we mention: Religious,
industrial, commercial, military and finally, tourism, which plays a big role in the
attractiveness of cities and determines their importance, and the latter is represented by
the qualifications and natural, historical, cultural and equipment components that we

find in them.

According to the World Tourism Organization, Tourism is a social, cultural and
economic phenomenon based on people moving to countries or places outside their
usual environment for personal or commercial purposes and it is one of the most
important sources of income in different cities (UNWTO- 2015). However, with the
continuous development that the world has been witnessing in recent times,
characterized by the smart leap that has touched some cities, Especially the cities of the
developed world where they have evolved from being traditional cities to being smart
cities based on technology and effectively benefiting from digitization in all their fields
and sectors, as the tourism sector is no exception to this revolutionary technology, it has
achieved a qualitative change in the way tourism services are managed and provided.
This has led to the emergence of a new scientific term called “smart tourism", Which
considered "a new way and a new form of development of the tourism industry " (Wang
Yilin) ,2014), It also plays an important role in strengthening the economy of countries,
especially when the "marketing" strategy intervenes within the framework of tourism,
which consists in using technologies to promote tourism to cities and enhance their

status.

The overlap of marketing with smart tourism is considered a qualitative leap
towards modernization, which will certainly lead to the prosperity of cities and the
tourism sector as well, as it will create fierce competition in the marketing world with
other cities, affecting the economic sector and its growth, And this is considering that
smart tourism marketing is not just media promotional campaigns, but more than that,

Where he conducts a deep study of the city and see its goals and resources, components
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and the most important entities and various studies to identify strengths, weaknesses

and opportunities and identify the so-called Urban dimensions map ....Etc. .

In addition, this step helps in drawing up the appropriate strategy in creating various
products and services for that city, and determining the appropriate mechanism to
promote it, as well as the target group, and thus the marketing of cities is an important

element in sustainable development.

Like its counterparts from third world countries, Algeria is considered one of the cities
with tourist potential that has made it among the list of attractive countries for tourists
from inside and outside Algeria, represented by desert tourism (the Algerian desert),
coastal tourism (the coast of Algeria), cultural tourism ( Algeria contains 7 cultural sites
classified in the UNESCO list as material heritage ) as well as springs tourism (It has
more than 282 Source with healing properties) (Ministry of Tourism and
industry2023).But despite its tourism reality, Algeria has not attached much
importance to this sector and this is justified : The absence of tourist facilities, from the
infrastructure and requirements of the tourism industry, and they have not resorted to
the development of tourism means, to facilitate its services and not rely on new
technologies and innovative practices to enhance resource management and
sustainability that increase competitiveness, the required tourism development will not
be carried out through traditional tourism investment only, but accompanied by Smart
means and a real marketing strategy that is able to highlight the qualifications and
tourism components of Algeria and make it a destination for tourists, it has become

marketing . (Fouzia bousfsaf 2015 p03).
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Research Problem

Beni Haoua is one of the Algerian cities that is known as a unique tourist destination and as
one of the most important tourist expansion areas in the state of Chlef, which has an area of
90 km (The orientation plan for the preparation and urbanization: beni haoua, 2010 p18) . This is
due to the diversity of its tourism wealth represented by the natural possibilities (sea, forests)
in addition to its possession of a material heritage represented by (Mama Binat Shrine and
Beni Haoua Port), but despite all these tourist qualifications, Beni Haoua is still somewhat
hidden compared to the city of Tenes and cities from outside the state, such as Mostaganem.

Its tourist image for some is still contradictory to the reality in our field of study.

In addition, approximately 83.3% of the tourists who visit Beni Haoua do so to enjoy water
tourism associated with 3 beaches located at the level of the city borders (Tourist monograph
of the state of Chlef — 2015 p22-23). This is in the summer (Author, based on the results of the
electronic questionnaire), compared to the winter 2.1% (Author, based on the results of the electronic
questionnaire, the percentage is lower. As for forest tourism, we can give it a percentage of
05%, for tourists who go to the Besa Forest, which is considered a natural heritage, and is

about 30 km from the city( Tourist monograph of the state of Chlef — 2015-p18-19).

As for the other forest sectors, they are almost non-existent due to several problems, the most

important of which is their lack of preparation.

This is enough to believe that our field of study suffers from problems and obstacles in the
tourism sector, which indicates that it is better to switch from traditional tourism to smart
tourism, which is considered the appropriate solution in this period we are living with
information and communication technology, and this is what makes us ask the following

question:

How can smart tourism be applied and marketed in Beni Haoua city?

To answer the research question, the following sub-questions should be answered:
1. How to market the city through tourism?

2. Will tourism marketing for the city of Beni Haoua be difficult to implement because it

is a small geographical area with little data and information?

3. What are the challenges that Beni Haoua city will face in changing its tourism from

being traditional to smart?
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Hypothéses

1- The challenges that the city of Beni Haoua will face in its transition from traditional
tourism to smart tourism are: lack of funding, citizen behavior, and lack of qualified

people to implement this experience.
Research Objectives

This research aims to study the possibility of creating what is called a qualitative shift in the
tourism field of the city of Beni Haoua by activating smart tourism in the city and applying
the marketing strategy for the city and making it a significant tourist destination. Because of
the profits it will achieve at the local and national levels, in addition to clarifying the image

of the city by changing the prevailing beliefs and impressions around it.

Research Methodology

- Theoretical work

Providing scientific material for research from serval sources and studies, books, magazines,
theses, websites.

- Field work

Contacting various directorates to update the necessary data and statistics in our research:
the Tourism Directorate of the state of Chlef, the Urbanism Office in the municipality of

Beni Haoua .

Preparing an electronic questionnaire and sharing it on social networking sites to collect data
on the reality of tourism marketing in Beni Haoua city .

Conducting a scientific trip to collect information by taking photos of the tourist possibilities
available in Beni Haoua .In addition to visiting various hotel establishments located at the
city level.
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The Structure of the Thesis

Fig 1: Structure of the Thesis
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Chapter 1: Terminology

1- City marketing
City marketing considers: “the long-term process and/or policy instrument consisting of
different, yet interrelated activities aimed at keeping or attracting different target groups to
a certain city”, Where he focuses on the so-called 4P's: place, price, product and promotion,
In addition to attracting visitors, city marketing distinguishes various groups and explores
the value-added (e.g. economic gain and talent input) of these target groups , It also includes
specific marketing tools and approaches to attract specific (pre-defined) target groups. For
example, urban governments adopt certain preferential policies to attract particular
investments, recruit talents or lure specific companies. High quality urban design,
infrastructure provision and flagship projects, such as free economic zones are frequently
adopted instruments in city marketing (Wenting Ma, Martin de Jong, Thomas Hoppe, Mark de
Bruijne ,2021, p 3) The basic concept of city marketing is very similar to destination marketing,
aiming to promote a particular location’s plus points or virtues to attract travelers. However,
they are not precisely the same, as city marketing focuses on a single city, by contrast,
destination marketing could be focused on a city, but it could also include country
marketing or marketing for a specific region or area. Nevertheless, the main objectives and
techniques are similar( Martijn Barten, 2024) Destination marketing is a component of place
marketing, it focuses on the tourism sector of the local economy. Destination marketing_in
the tourism industry aims to increase awareness about an area within a region and drive more

travelers to that location.( Blake Ng , 2020).

1-1 The main factors affecting the attractiveness of a region, a city for investors and

the public are as follows:
Fig 2: The main factors affecting the attractiveness of a region, a city

Image

Reputation

The real level of development and
prosperity in the region

a region, a city

attractiveness of

Source: Nataliya Dril, Andriy Galkin, Natalya Bibik, Applying city marketing as a tool to support
sustainable development in small cities: case study in Ukraine , "Green Cities - Green Logistics

for Greener Cities”, doi: 10, pp 46 — 53,2016


https://www.revfine.com/destination-marketing/
https://www.revfine.com/country-marketing/
https://www.revfine.com/country-marketing/
https://www.revfine.com/author/martijn-barten/
https://rezdy.com/blog/destination-marketing-networking-tourism-industry-important/

Chapter 1: Terminology

1-1-2- Reputation of the city:

The reputation of a city is essentially the collective image or perception that people,
especially potential tourists, have about it. This image can be influenced by a variety of

factors, including the city's history, culture, infrastructure, safety, cleanliness, and the
experiences of previous visitors. A positive reputation can attract more tourists, while a

negative one can deter thern( https://www.tutorchase.com/answers/ib/geography/how-does-the-

reputation-of-a-city-influence-its-tourism )And in order to build the up a city's reputation, the city's

stakeholders use different signals on which to base their expectations about the capacity of
the city to satisfy their interests. Prior research has analyzed a few different determinants of
city reputation; they include the organization of certain events such as the European Cities
of Culture, the Olympic Games or a World Championship, the urban architecture, or the
presence of important organizations and institutions. However, none of these factors are
related to the daily life of the city, but sustainability is considered a crucial indicator that

0000may affect the reputation of the city (Clara Pérez-Cornejo, Pablo Rodriguez-Gutiérrez, Esther
de Quevedo-Puente, 2022, p2).

Fig 3: The process of strengthening the city’s reputation in the globalisation era (city’s
reputation)
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Source: Ahmadreza Shirvani Dastgerdi, Strengthening the city’s reputation in the age of cities: an insight in
thecity branding theory, City Territory and Architecture, July 2019, 6(1):1-7, p6 of 7.
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1-1-3- Image of the city

Researcher Busch theoretically defines it as: urban image is the soul of the city and its overall
style. It is a comprehensive and comprehensive image of the city, including the overall style
and appearance of the city. Characteristics of urban residents, overall urban appearance,
overall value, spiritual outlook, cultural level, etc. Urban image design can improve and
sublimate the overall spirit and style of the city, create a unique urban cultural image, give
full play to urban functions, fundamentally change the current trend of homogeneity and
generalization in urban construction, and promote the overall development of the city.
Develop and create a famous city. City image is the full expression of city culture. The
process of improving city image is the process of improving city culture. In a broad sense,
urban culture is the combination of urban material civilization and spiritual civilization (
https://baike.baidu.com/item/ City image /1983535) The image of the city can then be used in many
ways to increase the city’s popularity, also this “imageability” of the city can be used to raise
affective links among people. In a study about the affective components of cities, researchers
assessed that an affective dimension can be added to Lynch’s cognitive mapping of the cities.
We could assume then that attitude can be created among the “consumers” of the city. If
positive signals about the city are sent, then people can develop attitudes based on a hedonic
consumption model, following the ABC model of attitude. Indeed, this model specifies that
attitude can possibly derive from (in the right order): affect (consumer’s feeling about an
attitude object), behavior (consumer’s intention towards an attitude object) and beliefs
(knowledge of the consumer of an attitude object). Other hierarchies exist that do not start

from affect (Amélie Balencourt Antonio Curado Zafra, 2012,14).

Fig 4: The city image and it’s elements

,.H_ % d.
e 3 S0 ﬁ( A e
F i F '._."'_..‘.}. E

Source: Kevin Lynch, (1960). THE IMAGE OF THE CITY. the United States of America
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1-1-4- The level of development and prosperity in the region

Regional prosperity is understood as a quality of a certain space. According to Hampl (1996),
the prosperity of a region is given by the level of the socio-geographic system, which reflects
the external organisation of a society, the organisation of a particular society within a certain
environment. It is a complex system, which has a strong internal heterogeneity of a
hierarchical type. This hierarchy is, indeed, primarily conditional upon the disproportion in
the distribution of natural conditions, but, secondarily, it is strongly augmented by the
activity of the society, an activity oriented toward creating more effective complex
structures, making use of the advantages of concentration and agglomeration etc. The whole
process of the dynamics of the functioning of a society can be schematically described by
means of evaluating problems arranged in the following way: processes of creating
differences — types of differences created — processes of the (partial) removing of
differences. (Old rich Mikulik,1999, p 1)

1-2- Important sub-areas of city marketing:
1-2-1-Tourism marketing, municipal

Municipal tourism marketing is a sub-area ofcity marketing. It refers to the entirety of all

marketing measures to

- attract more tourists to a municipality (more arrivals),

- encourage tourists to stay longer in the municipality
(More overnight stays per arrival) and/or

- possibly also the composition of the tourists depending on their type (e.g., party tourism,
city trips, shopping tourism, recreational tourism, business trips).

1-2-2-Locatiomarketing

Location marketing is a sub-area of city or regional marketing . Location marketing tries in
particular to attract new companies to the city/ region, to keep existing companies in the
city/region and to convince existing companies to invest in expansion in the
city/region. The goal is to be a regionally, nationally and/or internationally competitive
location for companies. To this end, location marketing often works closely

with urban or regional development .
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Location marketing is a municipal task that is carried out either by the local government or

a municipal company (e.g., city marketing company, economic development company).
1-2-3- City marketing

City marketing (alternative spelling: city marketing) refers to a sub-area ofcity marketing
that deals with the marketing of the inner city (city) in a city. City marketing develops
measures for the city center to promote retail and tourism (e.g., cultural tourism, shopping
tourism). In addition, city marketing should generally improve the attractiveness of the city

center - also for the population living there (quality of living).
1-2-4- District (area) marketing:

District marketing is a sub-area ofcity marketing . It includes the entirety of all marketing
measures to market individual districts/neighborhood’s/districts of a city. The district
marketing for the “inner city” district is called city marketing or inner mismarketing .
Specifically, district marketing is about improving the image of districts and attracting
companies (e.g. retailers), tourists and new residents to the districts. In district marketing,

there can be competition between several districts of the same city (inner-city competition)(

HaushaltsSteuerung.de » Lexikon » C » Citymarketing).

1-2-5- Administrative marketing

Administrative marketing can be directed both internally and externally. Local government
is at the center and should be adapted to the needs of the citizens. It is therefore important to
optimize the municipality's range of services and at the same time differentiate it from other
cities.

Successful city marketing is holistic city marketing that combines all of these areas and thus
offers citizens and visitors a successful experience. However, these are not the only

stakeholders that must be taken into account in city marketing. (Marketing fiir Stidte und
Kommunen.https://www.onlinemarketing-praxis.de/basisinformationen/was-ist-stadtmarketing-und-

wie-funktioniert-das).
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Fig 5: City marketing
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Source: Andreas Burth, Marc Gnidinger , (2020) , Lexikon zur 6ffentlichen Haushalts- und
Finanzwirtschaft , HaushaltsSteuerung.de [website], 24. April 2020,

https://www.haushaltssteuerung.de/lexikon-citymarketing.html
2- tourism

a. Definition of the International Tourism Organization (OMT):
Tourism is the sum of activities carried out by people during their trips and spending days

outside their usual surroundings for the purpose of entertainment, business or other purposes.

Visitors who spend at least one night in a group or private accommodation are called tourists.

(zahia boutegrin -2018/2019- p3).

-Tourism refers to the fact of traveling for one's pleasure outside one's daily space and
residing there temporarily, but also an economic sector that includes all activities related to

the satisfaction, travel and stays of tourists.

The practice of leisure travel, tourism includes short stays (one to three nights) and holidays
(four nights and more), with wide travel reasons that can go beyond the leisure activities

already mentioned.

Fig 6: The tourism
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Source: Anthony Simon -2019- p 7,8 + Author
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b. Tourism according to Hunziker and Krapf (1942):
Tourism is the “sum of relationships and phenomena arising from the travel and stay of
non-residents, to the extent that they do not lead to permanent residence and are not linked
to a profit-making activity.
¢. Tourism according to the geographer Rémy Knafou (1997):
“Tourism is a movement, that is to say a change of place, a change of living: the tourist
temporarily leaves his place of life for one or more places located outside the sphere of his

daily life. The movement creates a discontinuity which allows another mode of living.”

(Anthony Simon -2019- p 7,8)

D. Zhang Lingyun: He said that according to the statistics of 80 research reports
compiled by the American Travel Center in the early 1970s, there were as many as 43

definitions of tourism and tourists.

Shen Baojia explained in 1996 that although these definitions are expressed in different
ways, this review, which collected 30 global definitions of popular tourism, still

summarizes the five recognized characteristics of these definitions or concepts:

1.Travel is the movement of people in space and position.

2. Travel can have one or more motivations.

3. Tourism activities require the support of certain transportation infrastructure,
accommodation, marketing systems, entertainment (or leisure) and services of tourist
attractions.

4.Tourism is not just a means of leisure and entertainment (or leisure) consumption for
individual tourists.

5.The integrated tourism space system is not only an economic system, but also a cultural
system and a social system.” (Liu Deqian -2017)

3- The relationship of tourism with economic sectors:

Tourism is one of the fast-growing industries in countries around the world, it is very labor-
intensive, and an important source of development and employment, especially for those
who have little access to the labor market. It is an important industry for women, youth,
migrant workers and rural residents. It can contribute strongly to social and economic

development and poverty reduction. (International Labour Organization, poverty reduction

through tourism, second edition, 2013-Page 3 )
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Fig7: Tourism and the economic sectors
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Source: Ben Hassan Hakim, bouggara University, Faculty of economics, business and management sciences,
department: commercial sciences, specialty: marketing services, 2018/2019, P.12.

This link between Tourism and the economic sector is confirmed in the OECD tourism trends
and policies for 2016, where the consumption of domestic tourism by type of Tourism and
selected products from OECD countries, 2014 or the last available year is shown in the

following Fig:
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Fig 8: Internal tourism consumption by type of tourism and products Selected OECD
countries, 2014 or latest available year.
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4- Divisions of types of tourism:
4-1- Recreational Tourism:

Tourism is an often activity for recreational purposes. Most tourism took for a change and
rest; this is the reason why package tours have become so popular. Perhaps the most common
type of tourism is what most people associate with traveling. This is when people go to a
place that is very different from their regular day-to-day life to relax and have fun. Beaches,
theme parks, and campgrounds are often the most common places frequented by recreational

tourists.
4-2- Nature Tourism:

Nature tourism is the answer. Ecotourism and nature treks are all part of this kind of

tourism.

What marks this kind of tourism is that it is environmentally responsible, has low impact

and advantageous to the local community.
4-3- Religious tourism:

Is another type of tourism where people go to a religious location or locations to follow the

footsteps of their founder or to attend a religious ceremony?

4-4- Medical or health tourism:
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Is a relatively new type of tourist activity where the main focus of travel is improving one’s
health, physical appearance or fitness. For instance, certain countries promote the expertise
of their doctors and surgeons in the field of cosmetic surgery and invite foreigners to have
their liposuction, facelift, nose lift and other forms of cosmetic procedures to be done there.
Medical tourism also incorporates aspects of recreation tourism where the patient goes to a

relaxing getaway to recover from the procedure.
4-5- Environmental Tourism:

It is the tourism that is designed to contribute to the protection of the environment or at
least minimizes damage to it, often involving travel to areas of natural interest in

developing countries or participation in environmental projects.
4-6- Historical Tourism:

Tourist is interested to know how our forefather lived and administered in a particular area.

They visit heritage locations, temples, churches, museums, forts, etc.
4-7- Ethnic Tourism:

This refers to people traveling to distant places looking to their routes and attending to family
obligations. Marriage and death bring people together to their native places. Persons who are
settled overseas during the latter part of life visit place of their birth for giving a boost to

ethnic tourism.
4-8- Cultural Tourism:

This type of tourism is known as cultural tourism. Tourists may visit different landmarks of
a particular country or they may simply opt to focus on just one area. They may also attend
festivals and ceremonies in order to gain a better understanding of the people, their beliefs

and their practices.
4-9- Adventure Tourism:

There is a trend among the youth to take an adventure tour. They go for trekking, rock
climbing, river rafting, etc. They organized campfire and stay under the blue sky. This

tourism is meant for people with strong nerves who can tolerate stress.
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4-10- Rural Tourism:

Rural tourism may be defined as the movement of people from their normal place of
residence to rural areas for a minimum period of twenty-four hours to the maximum of six
months for the sole purpose of leisure and pleasure. Rural tourism refers to all tourism

activities in a rural area.
4-11- Sports and Leisure Tourism:

Travelers here target places that are known for a particular sporting facility. Skiing, for
example, is a type of sports tourism. Also included in this category are those who go to a
destination to experience a sports spectacle such as the Olympics, FIFA World Cup, and

others.
4-12- Ecotourism:

Ecotourism is a form of tourism involving visiting fragile, pristine, and relatively
undisturbed natural areas, intended as a low-impact and often small-scale alternative to
standard commercial mass tourism. It means responsible travel to natural areas, conserving
the environment, and improving the well-being of the local people. Its purpose may be to
educate the traveler, to provide funds for ecological conservation, to directly benefit the
economic development and political empowerment of local communities, or to foster respect

for different cultures and for human rights( Rashid Faridi ,March 20, 2017).

5- Smart Tourism in Cities :

An innovative tourist destination, built on an infrastructure of state-of-the-art technology
guaranteeing the sustainable development of tourist areas, accessible to everyone, which
facilitates the visitor’s interaction with and integration into his or her surroundings, increases

the quality of the experience at the destination, and improves residents’ quality of life.

Information communication technologies and big data are often quoted as being at the heart
of smart destinations and cities (Alastair M. Morrison, J. Andres Coca-Stefaniak, 2020, p11). Smart
tourism not only maximizes the use of tourism resources, it also manages tourism
destinations, protects tourist attractions and improves interaction between tourists and local
residents. Since technology is combined with tourism, tourism destinations have become
more competitive, which has benefited those involved in tourism mobility. Smart devices,

tourism-related platforms and information and communication technologies (ICT) can affect
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the entire tourism experience of tourists from travel planning to post-travel (Yunus

TOPSAKAL, Mehmet BAHAR, Nedim YUZBASIOGLU, 2020; p2)

6- Smart tourism concepts:

Research on the connotation of smart tourism:

The specific connotation of "smart tourism" can be described with three keywords: first,
"smart", second, "personalized", and third, "ubiquitous". The so-called intelligence refers to
the intelligence of information technology on the one hand, and the humanization of tourism
service concepts on the other. We believe that even if smart tourism is understood as a
tourism information service system, this system is not just an intelligent machine operating
system, but should also include the meaning of “machine-based humanized services”. The
so-called personalization means that tourism information services are not a group-based
information provision method, but an individual-oriented information provision method.
Information providers need to "tailor-make" information service content for service objects
and proactively meet their needs. Tourists’ individual needs. As for ubiquity, in short, it refers
to the ubiquity of tourism information services. The service that the smart tourism system
can provide to tourists should be a "all the time, everywhere, everyone" service, that is,
tourists can get real-time, accurate and effective services no matter when, where, who or
what media they use. tourist information services. (Wu Yanming, 2014, p1), Smart tourism is
also a change in the sharing and use of tourism resources through the integration of a new
generation of information and communications technology (Ren Han, 2013, p4), ‘“Smart
tourism” is also considered an important subsystem of the smart city information network
and industrial development. Realizing certain functions of “sm