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The abstract: 

This study aims to first identify content marketing in its dimensions (relevance, 
credibility, attractiveness, value, emotion) as a form of digital marketing, then identify 
its impact and role in promoting desert tourism in Algeria in general, and Oued 
Province in particular, through an analytical study by the agency. “Group Souf” on the 
Tik Tok platform, and the extent of its use for content marketing, which has become an 
important element in reaching potential customers. 
Among the most important results reached is that the Group Agency will use content 
marketing effectively and appropriately with the marketing environment, and that its 
presented content is characterized by the presence of its four dimensions, and Tik Tok is 
considered the most powerful tool for measuring the extent of the attractiveness of the 
content and its compatibility with the desires and inclinations of customers (tourists). 
The study recommended: partnering with local influencers to increase demand, as well 
as using other social media sites more actively. 
Keywords: digital marketing, content marketing, desert tourism, Group Soof 
Agency 
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