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Territorial Marketing at the Service of Territorial Governance: Projection on the Moroccan Case
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Abstract:

The Japanese-American economist Kenichi Ohmae asserts that regions are the engines of global
prosperity in today's world. According to him, with globalization in harmony with differentiation and
specialization, only the most dynamic territories survive and become a source of comparative advantages. In light
of these new challenges, the increasing economic openness of the territories leads to increased reliance on
external uncertainties, threats, and opportunities, as an increasing portion of foreign investment in the territory is
linked to decision-making processes that involve competition between territories. Within this framework, this
study, which attempts to understand the nature of the relationship between the variables of territorial marketing
and territorial governance, is located on a first level, and then stands on a second level on the Moroccan
experience in projecting the concept and objectives of the brand on the territoty as a bearer of the aspiration of
local actors and various advantages, and the role of investment promotion agencies, as the mediator. Between
two strategic links, the territory and the company.

Keywords: territoriel marketing; territorial brand; , territorial attractiveness; territorial intelligence; territorial
governance.
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