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Electronic Tourism Marketing : A Review of Concepts, Foundations, and Requirements
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Abstract:

Technological advancement and the development of communication tools have
highlighted modern marketing concepts that keep pace with this progress. As tourism is
a service industry affected by technological development, which contributes to
expanding its fields, diversifying its aspects, and relying on marketing to continue and
prosper, it was necessary to adopt a modern marketing principle, which is electronic
tourism marketing.This type of marketing has played an important role in connecting
the tourism products offered by marketers with the desires of tourists seeking to fulfill
them. This research paper will review the basic concepts, foundations, and
requirements necessary for its successful implementation.

Keywords:Electronictourism marketing, marketing, tourism
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Analysingthe E-Tourism Marketing trend in the entertainmentcomplex (Farouk land)

-Focusing on promotional mix through Instagram application-
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Abstract:

The tourism establishment "Farouk Land" is one of the largest recreational
vehicles in eastern Algeria by attracting huge numbers of visitors annually, and this
study came with the aim of shedding light on the reality of e-tourism marketing in
it, by focusing on analyzing its promotional mix through the most used
applications (Instagram).

The study showed that by analyzing the web page of the "Farouk Land"
complex located in Annaba through the application, there is interest in supporting
each of the elements of the promotional mix (advertising, sales promotion,
personal selling, and public relations), which contributed to improving its visibility
and strengthening its brand. Finally, the study concludes with a set of
recommendations that can contribute to the development of its electronic
promotional mix and reach the achievement of its digital strategy in the field of
tourism and entertainment.

Keywords: e-tourism marketing, e-promotional mix, Instagram application,
Farouk Land complex.
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Smart Hotels: A New Catalyst for the Tourism Industry - A Case Study of Jumeirah Burj AlArab
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Abstract: The global tourism industry has undergone radical transformations
driven by rapid technological advancements. Smart, digital hotels have become
integral to shaping the contemporary traveler's experience. Among the pioneers
in this field is Jumeirah Burj Al Arab in Dubai, a prime example of how technology
can be leveraged to enhance guest experiences. This study aims to explore the
role of smart, digital hotels in revitalizing the tourism industry by analyzing the
role of advanced technologies such as artificial intelligence, the Internet of Things,
and big data in personalizing services, optimizing operations, and delivering
unique guest experiences.

Keywords:Smart hotels; Internet of Things; smart cities; smart tourism; unique
experiences.
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Abstract :

Thisstudyaims to explore the impact of immersive marketing in the tourismindustry,
focusing on how modern technologies can enhance the touristexperience. The study
highlights the role of technologies such as virtual reality, augmented reality, and artificial
intelligence in improving interaction betweentourists and tourist destinations. It
alsoemphasizessuccessfulexamplessuch as Disneyland and the Louvre Virtual Museum,
wherethese technologies have demonstratedtheirability to enhancetourist satisfaction and
loyalty. The studyconcludesthattechnological innovation and the integration of local
culture withthese technologies contribute to the development of immersive
tourismexperiencesthatattracttourists and  promotesustainabledevelopment in  the
tourismsector.

Keywords: Immersive Tourism Marketing; Augmented Reality; Virtual Reality;
Artificial Intelligence
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Abstract:

This study aims to analyze the impact of international tourism on economic growth
in Arab countries during the period from 2005 to 2023. The study relied on panel data
models and Eviews 12 software, focusing on examining the impact of tourist arrivals and
tourism revenues on gross domestic product (GDP). The results showed that tourist
arrivals had a significant positive impact on economic growth, while the effect of tourism
revenues was less pronounced, yet still of considerable importance in supporting the
national economy. The study also demonstrated that the fixed effects model and random
effects model reflect different impacts, where the unique economic, social, and political
characteristics of each country play a role in the variation of the relationship between
tourism and economic growth.

Keywords: International tourism; Economic growth; Number of arrivals; International
tourism revenues; GDP at current prices; Arab countries; Cross-sectional time series.




Strategic management applied to the development of the tourism ecosystem in the

digital age

Dr. BERBAR MouloudLecturer A
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Abstract

The digitalization of the economypresentsitself as an alternative to the tourismecosystem,
whichisincreasinglycharacterized by heightenedcompetitionamongvarious stakeholders.
As a result, both the demand for and supply of tourism services are subject to multiple
transformations, requiring the adoption of tailoredstrategies.

The key resource in digitalizationis data and information, a
fundamentalelementsharedacross all disciplines in the digital economy. Tourism
stakeholders are thereforecalledupon to develop information systems and strategic
intelligence frameworks, stemmingfromstrategic management, in order to offerdigitalized
and competitive services simultaneously.

Keywords:Strategic management, tourismecosystem, digitalization, strategic intelligence,

tourism services.
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Abstract

This study aims to explore e-tourism marketing as an innovative and effective tool for
developing the tourism sector and achieving sustainable development. The research
focuses on analyzing the concept and characteristics of e-tourism marketing,
emphasizing its importance in promoting tourism destinations and enhancing tourist
experiences through digital tools like websites, social media platforms, and mobile
applications.

The findings reveal that Algeria possesses significant tourism potential that can be
harnessed through e-marketing to achieve sustainable development, particularly in
promoting eco-tourism and cultural tourism and accessing global markets. However, the
study identifies major challenges, including weak technological infrastructure, a lack of
qualified human resources, and limited governmental support.

The study recommends adopting integrated strategies to improve digital infrastructure,
providing training programs to develop human capital, and fostering collaboration
between public and private sectors to advance e-tourism. It also highlights the need for
supportive legislation and technological innovation to enhance Algeria’s competitiveness
in the global tourism market.

Keywords:E-tourism marketing ; sustainable development ; eco-tourism ; cultural
tourism ; digital transformation.
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Abstract:

This study aims to analyze the effectiveness of content marketing in promoting
and raising awareness of tourist destinations through social media platforms. In
this context, the study was conducted using both the descriptive and analytical
approaches, relying on a questionnaire distributed to a sample of 150 individuals
from social media users in Algeria. The questionnaire was designed based on
several previous studies and utilized a five-point Likert scale.

After statistical analysis of the data, the study concluded that content marketing
in its various forms—such as images, videos, or personal experiences—
significantly contributes to enhancing the trust of social media users in Algeria in
various tourist destinations. One of the recommendations of this study is that
content marketing should be closely aligned with reality. Simply providing
beautiful pictures or attractive content is insufficient if the actual experience does
not meet visitors' expectations.

Keywords: content marketing, trust, trust in tourist destinations.
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Abstract:

This research examines the interactive relationship between embodied cognition
and digital marketing of heritage sites in light of the rapid development of virtual
reality technologies. The study is based on the premise that human thinking
fundamentally depends on bodily experience and environmental context, making
virtual reality technologies an effective tool in bridging the gap between
traditional marketing communication and actual tourism experience. The
research aims to explore how virtual reality technologies can be employed to
enhance the tourism experience of heritage sites and analyze their impact on
tourist behavior and decision-making. The study adopts a descriptive-analytical
approach, presenting a proposed model that combines embodied cognition
theory and digital marketing techniques. The research concludes by highlighting
the importance of integrating sensory experience into digital marketing strategies
for heritage sites and provides practical recommendations for developing this
field within the digital economy.

Keywords: Embodied Cognition, Digital Marketing, Heritage Sites, Virtual Reality,
Tourism Experience, Digital Economy.



mailto:rafik.khelfi@univ-setif.dz
mailto:rafik.khelfi@univ-setif.dz
mailto:cheriet.oualid@univ-setif.dz
mailto:cheriet.oualid@univ-setif.dz

Optimisation du Marketing Digital pour le Développement du Tourisme en Algérie : Stratégies
et Recommandations
otk e (! @i gLl
ool Gy dasl

n.rachedi@univ-soukahras.dz

Abstract

This paper explores the potential of digital marketing strategies to enhance the
tourismsector. By examiningsuccessful case studiesfromvariousregions and analyzing key
digital marketing strategies, the workprovides a comprehensiveeoverview of how digital
tools can beutilized to attract and engage tourists. The key
strategiesaddressedincludeSearch Engine Optimization (SEO), social media marketing,
content marketing, storytelling, emerging technologies such as virtual reality and artificial
intelligence, online advertising, and email marketing. Additionally, the
paperoffersdetailedrecommendations for implementingthesestrategies in Algeria,
emphasizing the importance of a robust online presence, technological innovation, and
local collaboration. The findingsaim to guide tourism stakeholders in Algeria towards
effective digital marketing practices that can drive growth and sustainability in the sector.
Mots-Clés : Marketing Digital- Stratégies Marketing - Technologies Emergentes-
Tourisme Algérie
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Abstract :

This studyaims to explore the role of augmentedtourism marketing in
enhancingtouristexperiencesthroughadvanced technologies such as artificial intelligence
(Al), augmented reality (AR). The studyfocuses on how tourismcompaniesleveragethese
technologies to personalizeoffers and provide immersive, interactive
experiencesthatalignwithtourists' preferences and desires. Global leading cases in thisfield,
such as TripAdvisor and Booking.com, wereanalyzed, where Al technologies have been
used to personalizeofferings and improve user experience. The
resultsshowedthatthesecompanies have been able to enhance interaction
withtheircustomers in a distinguishedmanner, leading to increased satisfaction and loyalty,
as well as enhancing the effectiveness of marketing campaigns..

Keywords :AugmentedTourism Reality ; artificialintelligence; Digital Marketing.



mailto:gss.tayeb@gmail.com
mailto:gss.tayeb@gmail.com

Lo g3 Asa ¥l 4yl 2 A pall Joully Gig ASIW (o Lwd | 839l 281
Gy 393 -3
Tidow olie iloyd Zanls o pud pislme Sliwd

rafikmerzougui@yahoo.com

Agels o
Cada v olie Sl 8 daala o pud yioloea Sliwd

setif_ mounir@yahoo.fr1

1ozl

2L qal wuzig coa ¥l Aoy g ASIYI (Lol Bagaadll adly e cayatll ) Al 385501 sa ciduia
Aol Ao ligay ! Joee § 03 Ll &1 aeed! dueal I 2yl clingiy «Jlzll 1ia § daazl
Gogeulll dzlgy LS ¢ aogll ddl 5505 LaalcLlsL) (o dgaadl (e Bolaneddl (pe 4iSe g1 ¥ 129 ST
(9 AT A Ll oo gt) Aoy At 4l Cangs Lol cilazeall (e dgaiadl 3 i AT (o Liaed
A9 A8V Ao Leadly A lazll dmn, 40019 A5 gilall Aeglasll gy

O3 (G AT L) Bagu!l (- Liwed) s Ll | LS

Abstract:

This research paper aimed to identify the reality of electronic tourism marketing in the
Hashemite Kingdom of Jordan and to determine the most important benefits achieved in
this field. The study concluded that the efforts exerted by Jordan to elevate the tourism
industry are significant, enabling it to benefit from many advantages, the most important
of which is the increase in national income. However, electronic tourism marketing in
Jordan faces many challenges, the most important of which are the weak infrastructure
necessary for localizing electronic tourism and the absence of a legal and legislative
framework related to electronic tourism.

Keywords:tourism, electronic tourism marketing ,Jordan.
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Abstract:

This study aims to explore the impact of electronic tourism marketing on improving and
activating the national benchmark standards for the quality of tourism services, within the
framework of the "Horizons 2030" master plan. This plan seeks to enhance the
competitiveness of the tourism sector and achieve sustainable development. The study
examines modern digital tools and their importance in raising awareness of quality
standards and improving the overall performance of tourism institutions.

The results of the study revealed that the involvement of tourism institutions in the master
plan significantly contributes to improving the quality of their services. Additionally,
electronic tourism marketing tools play an effective role in increasing awareness about the
importance of national benchmark standards for tourism quality and the necessity of
adhering to them.

Keywords: Electronic Tourism Marketing, Master Plan for Development, National
Benchmark Standards for Tourism Quality.
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Abstract:

This study aims to demonstrate the role of tourism electronic marketing to stimulate
domestic tourism, as tourism electronic marketing is an effective and constructive tool in
drawing a good tourism image by presenting the most important tourism and hotel
services based on information and communication technology. The success of tourism
institutions depends on providing the necessary and attractive information that is able
toAttracting as many tourists as possible, and Abu Dhabi was chosen as a successful
model in order to benefit from this experience and apply it in Algeria.

Keywords: tourism e-marketing, domestic tourism, revitalizing domestic tourism, Abu
Dhabi
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Abstract :

This study aims to know the reality of the experience of the United Arab Emirates
experience in applying e-marketing in the field of tourism and keeping pace with
technological development, as the UAE has shown great interest in developing tourism
facilities and using the electronic tourism promotional mix, which led to achieving

advanced ranks in the field of tourism competitiveness in the world.
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Abstract:

Electronic marketing has experienced significant development as one of the main
tools for enhancing companies' presence and achieving their goals, particularly in the
tourism sector. Given that tourism is a pivotal sector in the United Arab Emirates,
"Socials" has emerged as one of the active companies providing innovative electronic
marketing services in tourism to support its clients through various strategies aimed at
reinforcing its role in realizing the UAE's vision as a global tourist destination.
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The study aims to explore digital tourism marketing strategies in European countries,
focusing on successful experiences that can be leveraged. The study relied on a
descriptive approach based on the analysis of official reports on digital and electronic
marketing in countries such as Italy, France, Spain, and Portugal. The findings revealed
that these countries rely on techniques such as search engine optimization (SEO), social
media advertising, influencer marketing, as well as the use of artificial intelligence and
big data to personalize tourism experiences. Challenges such as regulatory constraints and
limited resources were also identified. The study recommends that national institutions
invest in digital technology, enhance online marketing, and focus on sustainability to
achieve a balance between attracting tourists and protecting natural and cultural resources.

Keywords: Tourism Marketing; Electronic Marketing; European Models
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Abstract:

Tourism is one of the vital economic sectors that significantly contributes to enhancing
economic growth, creating new job opportunities, and increasing revenues. This makes it
a strategic tool for achieving sustainable and inclusive development, particularly in areas
rich in natural and cultural resources. Through electronic tourism promotion, tourism has
become more capable of attracting tourists and providing information easily and quickly,
positively impacting the economic activity in tourist regions.

Our study aims to shed light on the role of electronic tourism promotion in enhancing
mountain tourism in the Shélia region and analyzing its impact on the economic
development of the state. Electronic promotion, particularly through social media
platforms like Facebook, relies on showcasing photos, information, and reports that attract
tourists and encourage them to visit the area. This type of promotion also helps reduce the
traditional costs of advertising and increases the reach of tourist destinations, thus
enhancing the competitiveness of local tourism institutions.

Keywords: Electronic Tourism Promotion — Social Media — Economic Development —
Mountain Tourism.
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Le marketing digital au service du tourisme : I’'impact de la campagne VisitNorway
sur la perception et les comportements des voyageurs
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Résumé:

Cette communication explore 1I’impact des campagnes de marketing digital sur le positionnement
des destinations touristiques, en prenant pour cas d’étude la campagne VisitNorway. Le contexte
de I’étude repose sur ’essor des plateformes numériques et leur role croissant dans la création
d’expériences touristiques authentiques. Dans ce cadre, les destinations cherchent a capter
I’attention des voyageurs tout en répondant a leurs attentes en matiere d’authenticité et de
durabilité.

La problématique posée s’interroge sur 1’efficacité des outils numériques, notamment les réseaux
sociaux, dans le renforcement de I’image d’une destination et leur influence sur les
comportements des touristes. L’étude vise & analyser dans quelle mesure la campagne
VisitNorway a pu transformer la notoriété de la Norvege en intentions concrétes de voyage.

La méthodologie combine une analyse des KPI issus des plateformes numériques (nombre de
followers, likes, taux d'engagement) et une étude netnographique des commentaires et discussions
observés sur les réseaux sociaux et les blogs. Cette méthode permet d’évaluer a la fois des
données quantitatives et qualitatives, en tenant compte des retours positifs et des limites,
notamment I'inaccessibilité & certaines données sur Facebook.

Les résultats montrent une augmentation significative de la visibilité et de I'engagement, avec une
croissance des abonnés sur Instagram, TikTok, Pinterest et YouTube, ainsi que des milliers
d'interactions générées par des contenus visuels authentiques. L.’étude netnographique a révélé des
perceptions positives, notamment sur 1’authenticité et la durabilit¢ des expériences proposées,
consolidant ainsi I’image de la Norvége comme une destination unique et accessible. En termes de
comportements, la campagne a également influencé les recherches en ligne et les intentions de
voyage, confirmant son efficacité globale.

Mots clés : Marketing digital, Destination touristique, Réseaux sociaux, Marketing de contenu
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Abstract:

The study aimed at examining the reality of domestic tourism in Algeria, as well as the
procedures that ensure this vital sector as an alternative to the hydrocarbon sector in many
economies of the world.

The study concluded that Algeria is rich in environmental components that are considered
tourist destinations par excellence, such as the coastal, mountainous and desert nature, in
addition to the esoteric components. Infrastructures, the low level of services provided to
customers, the absence of cultural awareness and openness to the world. The study also
showed the country’s attempts, through the Master Plan for Tourism Development 2030,
to advance the sector, creating a tripartite balance that includes social advancement,
economic efficiency and sustainable development.

Keywords: Domestic tourism, environmental diversity, Plan Of Tourism Initialization,
Tourism activity.



mailto:oussama.tebib@univ-bba.dz
mailto:oussama.tebib@univ-bba.dz

1 32l ds Lol Zt.c.l.ga.ﬂ).yhs L.g ijﬁ:ﬁl L.,sl.g..a«." ‘5..»3.4.«5.")3:
L3 gail dgn | 78Y| A Lewdl dclival(Aerometrex) duawia
The role of electronic tourism marketing in developing the tourism industry in Algeria-

Aerometrex Foundation for Virtual Tourism Projects as a model

p.:.‘.z.u)l.@j e
(3l5ad) 2 Bl il e Baals

Salimgassar33@gmail.com

ekl

delall jushdd J3ueS Go AT (2lad) Gswdlly Logdl Jlaall soudl 51l I Awhdl sda bug
G ASIY! o ladl gl Soima (5 olgims Aelivo skt § HLatleddl IS5 (po U3y Sl3ll § BumLiadd|
9 ASTY (2 lead) Bagaudll Jilaogy lgnl se (ayall pounge day o (Ao Lewed] 2wl 35S0 o5laely
bl delie Guams (1o by sl ¥ dsLeudly 29 ASTY Ao L) L 919085 ol sl cdlaty Las
Baaly (aud il Oy uals Sl @ s beadl Zelyall 1iglat ey 2a 8N A Lewdly 29 ASTY)
pen il J) L] cc¥Lar¥ls laglall L gJoiSs yuolas 10Ss B Loadl s oed Loy lellasll pras diad,)
Lo glgiSall oda 985 OF oSl e (@ly alill apladl slad] (e crnsladl adladly Clddl juamsy
Leelgl sy Ao boadl @lall (o Sl 4 5355 Lo e Bde (Lo gunga

Lol 2eliall pghatd Guamdd 4y gdimy >3 g0l A |81 Ao Lewedl ay,Léel] Aerometrex ducwies

A Y] Ao L) (i AT A Ll £ i ASIYT (oLl Bagandll s i Ll

Abstract:

This study aims to highlight the effective role of electronic tourism marketing as an entry
point for developing the tourism industry in Algeria by investing in developing its content
industry, i.e. the content of electronic tourism marketing, as it is the basic pillar of
tourism, as it is the subject of presentation through electronic tourism marketing tools and
means, which requires the use of electronic tourism and virtual tourism technology.
Therefore, achieving the electronic tourism industry and virtual tourism is a development
of the tourism industry in Algeria, especially since Algeria is striving to digitize all
sectors, including the tourism sector, as well as developing information and
communications technology, in addition to encouraging and motivating young people and
university students to create emerging projects that may be the subject of this technology,
in addition to what Algeria is rich in from various tourist attractions, which makes it a
suitable and attractive environment for electronic tourism investment.

Aerometrex Virtual Tourism Projects is a model to be emulated for developing the
tourism industry.

Keywords: E-tourism Marketing;E-tourism;Virtual tourism.
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The impact of e-tourism marketing on the activation of domestic tourism in Jijel state - a

survey study of the opinions of a sample of tourists via social networking sites
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Abstract:

This study aims to find out the impact of e-tourism marketing on the activation of
domestic tourism in Jijel state, where an electronic questionnaire was distributed
to a non-random sample consisting of 226 tourists.

The study found that there is a statistically significant impact of the product,
pricing, electronic tourism promotion and operations in the activation of internal
tourism, while there is no statistically significant impact of electronic tourism
distribution, individuals, physical evidence in the activation of internal tourism in
Jijel state, and therefore the study recommends the need to adopt e-tourism
marketing strategies in tourism institutions in lJijel state, in order to attract the
largest number of tourists.

Keywords: Tourism Marketing, E-Marketing, Domestic Tourism, Jijel state.




S lead! g Uaill 3 g AT 83 gl Baas 315
Airbnb 484 WUl aulys

Cidigad (ne— gy 7Lk aalr-om il Sl
mohammed.guerriche@univ-temouchent.edu.dz
sl shyo
~ gl (e — sy 7 Ll Aaale Jlad) eulatll Sl

morad.ismail@univ-temouchent.edu.dz
ué.hm ué%.)
oobealy g Aaalmdlall @yladl Sl

redif.cur@gmail.com

: gl

Airbnb. 48,4 Al> Alys I oo ALl g lad (e g ASTY Bsgand] Guudas il 51) ) Aslpull cdiia
ALt 315w Jaumall 3alsg s Maadl Lyzei supatd o liadl Gig ASIY Bagaudll bzl laol eaad 3l
ASA IS e o L) 2alBY1 lSpalins i § 48,81 (b (e Suetall Sl i) calu LS
vamaiy Hall Glalasl dpaed Sl Jdasy (slaan¥l Lolstdl Jiluy Awddl Gyl e
7l Sy e Maadl Bueld pugy Aedia bl Ca ISl U8 g ASTY! Gaguncll o Auslydl o LeS sl

Ao ladl pllad § bl el Gedzend Gig ASTY Bagandl) Canls gl 30a,ST einslg YlieAirbnb

Anad 1 Ao Ll Ll g Uaalle AirbnbaS, A g ASTY Ui g euil: Ao Lial LIS

Abstract:

The study aimed to highlight the impact of implementing electronic marketing on the
tourism sector through a case study of Airbnb. The company relies on digital tourism
marketing strategies to enhance customer experience and expand access to global
markets. Its adopted strategies have also contributed to reshaping the dynamics of tourist
accommodation by focusing on digital advertising, social media, and data analysis to
identify customer needs and personalize services.

The study also demonstrated that electronic marketing reduced operational costs and
expanded the customer base. Airbnb’s success stands as a clear example of how electronic
marketing can be utilized to achieve competitive advantage in the tourism sector.

Keywords: Electronic Marketing, Airbnb Company, Tourism Sector Digital Tourism.
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Abstract:

One of the most important applications of virtual reality is virtual museums that
contribute to the dissemination and presentation of archaeological cultural heritage
through virtual displays and visits and simulations of objects, which may be difficult for
the visitor to access or imagine them as they are originally. Visiting virtual museums
allows you to tour the museum with its wings and collectibles completely, whether from
far or near, and see the general shape or fine details of the exhibits, as well as heritage,
archaeological and natural sites that are sometimes difficult to reach, and virtual
applications also allow the possibility of viewing events related to these cultural and
natural sites, such as: daily life, ancient professions and crafts, historical war battles, and
other details of these sites. One of the new projects in this area is the reconstruction of
ancient civilizations by collecting historical, environmental, and climatic information that
existed at the time.

Keywords: virtual museums, museum collections, cultural heritage, visitors.
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Abstract:

This research paper aims to highlight the concept of electronic tourism marketing, and
themechanisms for its activation in the promotion and development of tourism in Algeria.

knowledge economy and these organizations that base their strategy on digitization, and
tourism whose features are re-formed and moved from traditional tourism to e-tourism in which
tourism institutions use the Internet and social networks as a link and communication tool
Between the tourist and the tourism supply, the study concluded that the marketing of
electronic tourism at the present time is an inevitable necessity that no tourism activity can
ignore, and it has become one of the most important tools relied upon in the promotion and
development of the tourism sector. And through this research paper we highlight the concept of
tourism marketing. The electronic portal, and the mechanisms to activate it in the promotion
and development of tourism in Algeria, especially after the launch of the Digitization in our world
has become a foregone conclusion, this economy that is turning into a digital electronic portal
“Algeria Tourist Routes”, which is an important step in embodying the government’s work plan in
its part related to digital transformation, which will undoubtedly open promising prospects for
the recovery of the tourism sector.

Keywords: e-tourism, e-marketing, tourism promotion, tourism services.
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