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Context

ey e In an increasingly globalized world,
cltles compete for attention and
investment.

* Territorial branding 1s essential for

the Study

* To analyze how the Wecasablanca brand

leverages digital marketing strategies
to 1mprove 1ts 1mage and
attractiveness at both national and

international levels. 7N\
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What 1s Wecasablanca ?

Definition Mission Vision

Wecasablanca is the To position Casablanca To foster a strong

first territorial as a leading sense of i1dentity and
brand in Africa, destination for pride among
launched on October residents, tourists, Casablancans, making
24, 2016. and 1investors by the city a vibrant and
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Methodology

Approach Targets

A mixed- * Residents : Understanding

methods local perceptions and

approach Siasse S ENEIC FOILL.

combining i Lol niisite| = -Gauglnga gt he
qualitative attractiveness of

and Casablanca as a travel

quantitative destination.
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opportunities for

Wecasablanca

economic engagement.

Tools

* Surveys distributed
A7) O 1=
stakehgolders.

* Tn—-depth 1nterviews
with key 1nformants.
* Analysis of social
medlia presence and

engageméhthetrics.
we CASVDlanca



IMPACT OF DIGITAL MARKETING

* ITncreased Brand Visibility: The Dbrand's presence on soclal media
platforms has significantly raised awareness.

* Tmproved City Image: Positive perceptions of Casablanca have grown,
particularly among tourists and residents.

* Enhanced Stakeholder Engagement: Active participation from local

businesses and ciltizens 1n promoting the brand.
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Use of Social Media
e Platforms : Active engagement on Facebook,

Instagram, Twitter, and a dedicated website.

* Campaigns : Targeted advertising and promotional

campalgns to reach specific demographics.

Content Creation

* Types of Content : Engaging blog posts, high-

quality promotional videos, and authentic

testimonials from residents and visitors.

* Goals

To highlight the cultural, economic,

and social assets of Casablanca.

The Case of
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Digital Marketing
e S

Partnerships

(2

@%ﬁg * Collaborations with local i1nfluencers,
businesses, and tourism operators to
amplify the brand message.

e Joint 1nitiatives to promote events and

activities that showcase the city.
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Residents

* Feedback:, Many

residents express a
RER e d FSERISE RO
pride and
attachment to their
C1E .

Engagement:

] O B i B R =T R @

residents to

Pers

Stakeholder
ctives
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s ARSIt Ol 'F'actors?
Tourists are drawn
i_ o ClisEle [§e n GRS
I 1¥eihin, i r €5
h-18 s ek &
vibrant lifestyle.

* Sadtil S¥aleinir Ol
Positive

experiliences lead to
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repeat visits.
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Investors

Opportunities: The
brand has attracted
interest from
investors looking for
business
opportunities 1n a
growlng metropolitan
area.

FEconomic Development:
Increased/g\~e tment
leads to %%7 crea 1on

and 1nfractvii~ctiiroe



Conclusion

Summary of Findings

Wecasablanca effectively wutillizes

digital marketing to enhance 1ts
territorial brand, leading to
improved perceptions and 1ncreased

engagement.
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Conclusion

Recommendations

Maintaln and expand

digital marketing efforts to reach broader

audilences.

Foster deeper

connections with residents and stakeholders

to strengthen brand loyalty and i1dentity.

Regularly assess

the effectiveness of marketing strategies and
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