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ABSTRACT

Territorial decision-makers are aware that investing in intelligent digital technologies and human skills is 
now a priority in order to value a distinctive and high-quality territorial and cultural offer, and that this 
will allow them to effectively meet the challenge of tourist attraction. It is thus an orientation toward 
the establishment of a smart tourism culture capable of facilitating the creation and use of a rich and 
diverse base of tourist data. This will then be transported via digital channels to facilitate the development 
of flexible and effective territorial marketing strategies aimed at quickly and profitably satisfying these 
customers’ needs and expectations. This work has thus been an opportunity to highlight the benefits provided 
by these technologies, including the strengthening of territorial competitiveness and the improvement of 
their resilience and attractiveness; the personalization of territorial and cultural offerings; the valuation of 
successful tourist experiences; and, finally, the identification and valuation of the assets of each tourist site.
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RESUMEN

Los responsables territoriales son conscientes de que invertir en tecnologías digitales inteligentes y en 
competencias humanas es hoy una prioridad para valorizar una oferta territorial y cultural distintiva y de 
calidad, y que ello les permitirá afrontar eficazmente el reto de la atracción turística. Se trata, pues, de 
una orientación hacia el establecimiento de una cultura turística inteligente capaz de facilitar la creación 
y el uso de una base rica y diversa de datos turísticos. Ésta se transportará después a través de los canales 
digitales para facilitar el desarrollo de estrategias territoriales de marketing flexibles y eficaces destinadas 
a satisfacer de forma rápida y rentable las necesidades y expectativas de estos clientes. Así pues, este 
trabajo ha sido una oportunidad para poner de relieve los beneficios que aportan estas tecnologías, entre 
los que se incluyen el refuerzo de la competitividad territorial y la mejora de su resiliencia y atractivo; la 
personalización de la oferta territorial y cultural; la valoración de las experiencias turísticas de éxito; y, por 
último, la identificación y valoración de los activos de cada lugar turístico.

Palabras clave: Turismo Inteligente; Tecnologías Digitales Inteligentes; Digitalización de Procesos; Inteligencia 
Artificial; Ciencia de Datos.
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INTRODUCTION
In today’s global economic landscape, shaped by trade globalization, digital transformation, and profound 

economic and environmental shifts, aligning tourism strategies with these dynamics has become a critical 
challenge.(1,2,3) Researchers in management and systemic approaches agree that adopting intelligent digital 
technologies is not merely a choice but a necessity for devising innovative marketing strategies that promote 
high-quality cultural and territorial offerings. These strategies, implemented through digital platforms, can 
attract and retain tourists, ultimately driving economic growth at local, regional, and national levels.(4,5)

Territorial marketing in the digital era must prioritize displaying the unique assets, identity, and cultural 
richness of each region.(6,7,8,9) This involves not only educating visitors about natural and cultural resources 
but also highlighting distinctive features that set each destination apart. To achieve this, decision-makers 
emphasize the importance of flexible mobility, efficient transportation infrastructure, and high-quality lodging 
solutions.(10,11) Equally crucial are personalized services and immersive tourist experiences, supported by digital 
tools such as interactive mobile applications, virtual tours, and online booking platforms. These technologies 
enhance the visibility of destinations, foster tourist loyalty, and encourage sustainable investments.(12,13,14,15)

At its core, the integration of intelligent digital technologies reshapes tourism by enabling real-time resource 
management, optimizing service quality, and creating engaging environments.(16,17,18) These tools empower 
decision-makers to design dynamic territorial marketing strategies that attract tourists and investors alike, 
contributing to sustainable socio-economic development.(19,20,21) Thus, this study seeks to answer a central 
question: To what extent can a quality cultural and territorial offer, conveyed through intelligent digital media, 
enhance tourist attractiveness?

METHOD
Concerning our research methodology choised, we specify that in order to answer our main research 

question, which we presented at the beginning of this post, we had to use a mixed data gathering approach.
(22,23,24) The collected data was then analyzed using factororial correspondence analysis, which was completed 
by dynamic cluster analysis in two classes. Additionally, SPSS was utilized to process the collected and analyzed 
data. It’s also important to point out that in order to address the primary issue that was posed at the beginning 
of this paper; we established the following two hypotheses:

•	 Utilizing digital platforms for communication and interaction with tourists may could turn out to 
be a great way serving to maintain ongoing contact with them, inform them of the cultural and territorial 
uniqueness of each region,(14) and persuade them to visit Morocco in order to discover personally the 
diversity of each territory’s cultures and potentialities.

•	 In order to successfully meet the challenge of tourism attraction in the South East of Morocco and 
do so through digital channels,(16) it is first necessary to invest in the hiring of human resources with unique 
skills capable of consistently producing the desired value addition, particularly in diffuclty times as the 
unexpected competitive situations that arise unexpectedly (Technological and linguistic proficiency, the 
ability to convince and highlight the region’s assets, enhance the local product’s brand image, promote 
it and make it known). It is also necessary to consider the purchases that should primarily be directed 
toward high-quality software and computer applications.(19)

It is also important to note that we coded and entered the data after gathering it from the respondents.
(25,26,27) Afterwards, we were careful to define two variables for each of our two pre-established hypotheses, 
along with the indicators associated to them and which are only subvariables and this in order to verify the 
validity and accuracy of each of our hypotheses.(28,29,30) Through our approach and utilization of the combined 
analysis (applying of the Factorial Correspondence Analysis and the analysis in dynamic clusters in two classes) 
on both variables that define each hypothesis, we were able to derive conclusions and outcomes that confirm 
the validity of our two hypotheses and which will be discussed in more detail in the next section.(29)

RESULTS AND DISCUSSION
Our study underscores the significance of investing in intelligent digital technologies, including software 

for electronic customer relationship management, computer applications, and fostering a digital culture. 
These investments serve as essential tools for designing and implementing high-quality territorial and cultural 
marketing strategies that promote differentiated, personalized, and attractive offerings. Insights gathered 
from territorial decision-makers, tourism professionals, and stakeholders in the Darâa Tafilalet region reveal 
that digitalization has significantly enhanced territorial competitiveness and adaptability to a rapidly evolving 
tourism landscape.

Key findings indicate that digital tools enable efficient communication, flexible marketing strategies, and 
effective promotion of cultural and territorial assets. For instance, 68,5 % of respondents noted improvements 
in territorial attractiveness, while 79,44 % highlighted the role of digitalization in fostering tailored and 
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engaging marketing approaches. Furthermore, 83,92 % emphasized the value of recruiting skilled human 
resources and leveraging intelligent technologies to enhance real-time interaction, facilitate decision-making, 
and eliminate barriers to communication with tourists. These efforts collectively contribute to improving the 
visitor experience, boosting territorial reputation, and driving sustainable socio-economic development.(31,32,33)

In conclusion, adopting intelligent digital technologies and systemic approaches empowers decision-makers 
to create innovative and customer-oriented marketing strategies. By prioritizing these investments, regions can 
capitalize on their unique cultural and territorial strengths, attract tourists, and sustain competitive advantages 
in the global tourism market.

CONCLUSIONS 
The revitalization of regions and the enhancement of cultural heritage today require the adoption of 

intelligent digital technologies and managerial innovations. In a context of strong competition and changing 
tourist expectations, these tools play a central role in strengthening the competitiveness, resilience and 
attractiveness of territories, while facilitating the creation of personalized and innovative cultural and heritage 
offers.

These technologies enable better governance of territorial resources, encourage instant collaboration 
between decision-makers and tourists, and promote the specific assets of each destination. By integrating 
initiatives such as the Digital Morocco plan and advanced regionalization, they also support sustainable 
territorial development and successful digital transformation.

In short, intelligent digital technologies are a strategic lever for designing flexible and effective territorial 
marketing strategies, capable of responding quickly and profitably to tourists’ needs while stimulating their 
interest in unique cultural experiences.
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