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Abstract. Morocco is endowed with an intangible culfural heritage of great inferest at the global level, to which
Moroccan craftsmanship, for which it is widely known internationally, makes a significant contribution. In toaay's, the
notion of heritage Is continuously expanding, experiencing an almost unlimited extension. The intangible heritage
Increasingly occupies a prominent place in the planning of several bodies, whose aim is fo raise awareness among
nations of the need to protect their cultural diversity and fo help them to develop projects for the safeguarding and
preservation of this category of heritage. The majority of marketing research has not addressed the issue of the
relationship between social media communication and the promotion of intangible culfural heritage in the sense that
there is an information deficit in addressing this issue. The concept of social media communication represents for
professionals a lever of great importance since it has become indispensable to a good marketing strateqy. If
constitutes, in the context of research, a real tool for the promotion of intangible cultural heritage and the enhancement
of territories. The main objective of this article is to explore the concept of intangible culfural heritage given the great
Iimportance it represents and its relationship with social media communication in the Moroccan context, especially in
the promotion, transmission and even the safeguarding of this wealth. The study used a multidisciplinary exploratory
in the fields of media communication and terriforial marketing. Thus, the stuay focused on the two concepts. intangible
cultural heritage and communication through social media, while analysing the nature of their inferrelation in general
and more specifically the relationship between communication through social media and the promotion of Marrakech
handicrafts as part of Morocco's infangible cultural heritage. The results of this empirical study of an exploratory nature,
conaucted among 14 experts gperating in the Moroccan handicrafts sector, demonstrated the existence of a strong
relationshijp between the use of social media communication and the promotion of Moroccan intangible culfural
heritage and more specifically the intangible cultural heritage of the city of Marrakech through the development and
enhancement of its handicraft proaucts.
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Introduction. The proliferation of the use of new information technologies, including social media and
the various innovative offerings, can offer their users a significant advantage when it comes to reducing
or even eliminating the distance between culture and citizens. Indeed, the users of these social media will
be able to acquire armour of information, more effectively, on different cultures (Piccialli and Chianese,
2017) in a more straightforward way and with the least effort.

The preservation of the intangible cultural heritage has become a big challenge for any country in the
world that has the will to safeguard this wealth and to win the battle of cultural safeguarding (Chan, 2012).

Morocco, like other countries, shows a lot of interest in the preservation and promotion of the arts and
crafts sector with strong cultural content, given its international renown in this sector, as well as the
importance of the craftsmanship products for both Moroccan citizens and foreigners. The general idea of
the paper is to understand the role of social media in the promotion of the intangible cultural heritage of
Morocco, especially for handicrafts products from Marrakech. A literature review on the basic concepts of
the problems will be presented, and then the presentation of the main results of the exploratory study,
conducted through semi-structured interviews with several officials in the field of Moroccan crafts, and
finish with a discussion of the results obtained.
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Literature Review. In recent years, the notion of intangible heritage has grown considerably with a
proliferation of its uses ranging from economy to computing (Bortolotto, 2008). In most cases, the idea of
intangible heritage is associated with a descriptive definition, referring to the concept of «intangible or
immaterial cultural heritage». The latter is still limited to a more or less «expert» use and has got a
normative value since the adoption of the Convention on Intangible Cultural Heritage at UNESCO. If the
«national and material heritage» is identified with restricted territory, the intangible heritage of the
communities goes beyond the strictly territorial boundaries to open up to the culture in movement
(Bortolotto, 2008).

The concretization of the essence of cultural heritage was achieved after fifty years by Lenzerini
(2011). It is, according to the author, a set of tangible and intangible environments impacting the life and
work of people. Melon (2017), in his definition, attributed two characteristics to the intangible heritage:
human and living. That is to say, its transfer from one community to another would necessarily imply its
disappearance. The Convention for the Safeguarding of the Intangible Cultural Heritage had also
emphasized this concept. It came to put in place several policies for the safeguarding of this heritage and
not just its conservation. These policies aim to protect the holders of exceptional cultural knowledge, to
enhance identity through the diversification of culture and to promote the transmission of this knowledge
in the face of a rapidly growing Western modernization (Giguere, 2006, Isomura 2004: 42).

Intangible cultural heritage concerns, according to the text of the Convention (Article 2.2), five fields
to which the concept of intangible cultural heritage could be appropriated: oral traditions and expressions,
including language as a vector of intangible cultural heritage, the arts of the show, social practices, rituals
and festive events, knowledge, and practices concerning nature and the universe, know-how related to
traditional craftsmanship (Bortolotto, 2011).

Social media is a collection of digital applications, media, and platforms grouped around a common
goal: facilitating collaborations, interactions, and content sharing (Kim and Ko, 2012, Richter and Koch,
2007). The dominance of Web 2.0 technologies and social media has made the use of this communication
channel very widespread. Indeed, even businesses and government institutions make use of it and use it
as a means of communication (Kim and Ko, 2012) and a marketing tool to promote assets (Timothy, 2018)
directly.

The use of social media continues to grow as they provide users with a variety of sources of digital
information created and shared online, making access to information more accessible and becoming more
responsive to the user's information needs concerning products, services, brands and even problems
(Chauhan and Pillai, 2013).

Referring to the theory of uses and gratifications as one of the most efficient approaches to understand
the primary motivators for the purpose of social media, the user carefully chooses the media that best
meets the user's needs (Gao and Feng, 2016, Katz et al., 1973). Based on several works (Katz et al.,
1973, McQuail, 1984), Gao and Feng, (2016), elaborated a synthesis and a proposal of different types of
social media gratification grouped into five sections: Seeking information; Entertainment; Social
interaction; Self-expression; Print management.

The user of social media seeks, by connecting, to satisfy one of these gratuities, or even several at a
time. Referring to current research, social media will be a tool for the communication of intangible cultural
heritage to enable its transmission, safeguarding, and promotion.

The culture of a country is made up of several attributes such as norms and values, language, know-
how, preferences, music and thus, communication is its cornerstone (Khalid and Chowdhury, 2018).
Indeed, according to Ohiagu and Okorie (2014), social media ensure a mission of transmission and
transfer of intangible cultural heritage from one generation to another and even beyond territorial
boundaries. In other words, social media users play a role as contributors and creators of online content
to the extent that they like and share content from other users, which allows for the creation and exchange
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of content on the Internet (Dominick, 2012, Kaplan and Haenlein, 2010). Social media is a real means of
communication and promotion of the immaterial cultural heritage of any country (Stuedahl, 2009)
especially with the diversity of the different categories to which these media belong (Khalid and
Chowdhury, 2018, Mills and Plangger, 2015): Blogs, Micro-Blogs, Video-Sharing Websites, Picture
Sharing Websites, Social Networking Websites.

Indeed, the organizations that are responsible for the communication and promotion of intangible
cultural heritage now have this diversity of social media that will enable them to widely disseminate
information about culture and reduce or even eliminate the distances between these institutions and their
target (Liew, 2014). Thus, social media can be qualified as a real means of a promotion offering several
ways to improve, inform and interpret the heritage (Kalay, Kvan, and Affleck, 2007). From this logic, social
media will provide a truly revolutionary approach to cultural heritage practice (Malpas, 2008).

Methodology and research methods. The field investigation approach focused on an «exploratory»
data collection study. For the collection of information, the process of interviewing various officials within
the Moroccan handicraft sector is used. The choice of the qualitative approach was made according to the
nature of the data that was expected to collect to answer the research question (Baumard & Ibert, 2003).
Indeed, as previously stated, this research aims to know and understand the link between communication
through social media and the promotion of intangible cultural heritage, specifically the Moroccan
handicrafts sector. It was, therefore, necessary to choose the mode of collection through semi-structured
interviews with different managers at different hierarchical levels.

The data that were aiming to collect was, therefore in the form of «words», which is why they are
qualitative (Miles & Huberman, 1984). Thus, the collected discursive and qualitative data allowed «rich
and well-founded descriptions and explanations of processes anchored in a local context» (Miles &
Huberman, 2003).

The exploratory study was conducted with 14 experts in the craft sector. The choice of the interviewees
was made based on their affiliation structures insofar as the promotion and preservation of the intangible
cultural heritage is the primary mission of these organizations whose interest to have the opinion of several
officials. All interviews lasted between 40 and 60 minutes. The questions asked were focused in the first
place on the communication by social media. It was necessary to apprehend the promotion of the sector
of the craftsmanship with strong cultural content in Morocco and finally, dwelling on the relation between
the communication through social media and the development of the Moroccan crafts sector. Regarding
the analysis of the results, a textual analysis by hand proceeded. The table below presents a summary of
the different managers interviewed with their affiliate structures (Table 1).

Table 1. Interviewed Managers and Affiliation Structures

Interviewees Date of the interview Structure affiliation
Interviewee 1 Interviewee 5 Interviewee 8 . ) .
Interviewee 2 | Interviewee 6 | Interviewee 9 | September — October Ministry of Tourism, Air Crafts
Interviewee 3 | Interviewee 7 | Interviewee 10 12018 and Social Economy —
Interviewee 4 Morocco
Interviewee 1 Interviewee 12 Septem/bze(r) 1—80ctober House of the artisan — Morocco
Interviewee 13 Interviewee 14 The Regional Directorate of the
September — October | Ministry of Tourism, Air Crafts
/2018 and SocialEconomy —
Marrakech

Sources: developed by the authors.
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Results. The exploratory study of the relationship between social media communication and the
promotion of handicraft products in the city of Marrakech revealed essential and significant results. Indeed,
the semi-directive interviews that were conducted with several experts in the field of crafts in Morocco
allowed a preliminary confirmation of the research problem. The results of the qualitative study concern
the three principal axes of the research, namely: Communication through social media; The promotion of
the crafts of the city of Marrakech; The relationship between social media communication and the
development of the Marrakech handicrafts sector.

Along with the same lines of ideas, and in the same way of the structure of the interview guide, the
discussions on communication via social media will be presented at first, then the talks concerning the
promotion of Marrakesh's handicrafts, and finally those concerning the relationship between social media
communication and the development of intangible cultural heritage — the case of Moroccan craftsmanship.

Regarding the first part of the research, the results of the exploratory study allowed to understand that
communication by social media is of great importance, particularly in the promotion of products and even
territories. The experts all focused on the benefits of these media primarily in terms of the reached target
made up mainly of young people. It should also be added that this channel has an essential influence,
especially when it comes to a first promotional message. Social networks are of enormous importance
because they are the primary communication tool today. Interviewee 1, «We first have the role of social
networks in communication and promotion for both craft products and the promotion of the city».
Interviewee 2, Some experts have also underlined the inexpensive cost of communication via social media
«First of all because social networks are an instant, inexpensive means in comparison with promotional
campaigns on TV or Radio». Interviewee 12,

According to these experts, it is an effective means of communication in that it makes it possible to
reach a significant target. Interviewee 11 suggested that «The use of social media makes it possible to
reach an exciting public quantitatively and qualitatively, quantitative justified by the mass and qualitative
by the target of connected young people». The brand also constitutes, according to the experts, a better
tool for promoting a given product, to specify that it may be a product of the craft industry or even of its
country of origin in the sense that the territory is also a product requiring communication and promotional
efforts to increase its attractiveness and brand image «... currently, a product that has no brand, is a
product that does not exist on the market ...» Interviewee 4.

According to the majority of interviewees, Facebook is the largest and most influential social network
in the sense that it has the most significant impact on Moroccan crafts. Indeed, according to experts, this
channel is qualified by a platform for the marketing of essential craft products, while pointing out that
consumers of these products are subdivided into two types: foreign consumers and local consumers.

The quality of the craft products is the first attribute affecting the consumer's purchase decision and
comes first before the price. According to experts, a study of consumer behaviour concerning Moroccan
handicraft products has shown that consumers pay a lot of attention to the quality of the product more
than its price, especially when it comes to products whose composition could harm their health (such as
leather used in slippers, handbags, ...). Some believe that quality is the first constraint to which the product
of Moroccan craftsmanship is confronted to the extent that it becomes difficult to ensure the same level of
quality among all craftsmen. According to Fort et al., (2006) the poor quality of a given product, and the
consequent disappointment of the consumer can have disastrous consequences for the image of the
product, products, or even for the image of the sector itself.

The results of the second axis of the interview guide reflect the importance of the city of Marrakech as
a city known for its craftsmanship. Indeed, all the interviewees affirmed the relevance of the choice of the
city of Marrakech for the framework of the study. It constitutes a leader in the field of the crafts and
represents the essential site of the craft in Morocco «The city of Marrakech occupies an important place
in the national development process of the sector of Crafts and the programs financed by the department
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of the craft industry, it occupies the 2nd rank nationally in terms of turnover made by the craft industry»,
Interviewee 5.

According to the results of the exploratory study, the Marrakech handicrafts product is a crucial
concept in the promotion of the intangible cultural heritage of Morocco insofar as the Marrakech
handicrafts product reflects a history, cultural identity and know-how «A craft product is part of the cultural
heritage of a territory or a country, so it reflects its cultural identity, its history» Interviewee 3 and add
Interviewee7: «It should be known that a craft product is a product with strong cultural content that reflects
the image of Morocco and its cultural identity. Indeed, the authenticity and particularity of the craft product
reflect the quality of the product, its richness revealing an ancestral tradition still alive». The city of
Marrakech is very rich in know-how. Also, it is a city famous worldwide. This combination of know-how
and fame makes Marrakech a particular city. The innovation of the craftsmen of Marrakesh makes
products of the crafts of Marrakech exceptional products from the point of view Design.

For the third line of the research, the results of the exploratory study demonstrated the existence of a
strong relationship between social media communication and the promotion of the intangible cultural
heritage of a country. According to the experts of the field, a craft product embodies a set of specificities
specific to the territory such as the cultural identity of the country, its history, its heritage, and its know-
how. The interviewees also stressed the importance of using social networks to promote this relationship,
even among them who have described social media sites as the primary vector in this relationship.

The valorization of the Moroccan artisanal heritage reinforces the brand image of the city. Also, the
products of the crafts participate in the construction of a right image of the territory of Marrakech in
particular and that of Morocco in general. Social media is one of the best ways to communicate and
promote this link «A craft product represents a country and identity. Hence the link is powerful between
the two. Indeed, a flocked Marrakech product on social media is a product that has a responsibility because
it is a flag bearer of the city whether it wants it or not» Interviewee8.

Social media is, therefore, a source of information and information sharing for most people, so
connected people can make a significant contribution to the promotion of the intangible cultural heritage
of a given territory through sharing information about History, know-how, cultural identity and other
components of this territory (Chauhan et Pillai, 2013).

In summary, the qualitative exploratory study has allowed collecting significant results, and to
contextualize the research problematic. Indeed, the results of the exploratory analysis have shown that
the opinions of Moroccan craftsmen experts significantly match the theoretical contributions in the sense
that it confirmed the existence of a strong relationship between communication by social media and the
promotion of intangible cultural heritage, as well as the interest of using these media because it constitutes
a real means of development offering several ways of improving, informing and interpreting heritage
(Kalay, Kvan, and Affleck, 2007).

Referring to the theory of uses and gratuities (Katz, 1974) whose one of its aims is to explain the real
function of social media as well as their true importance, the results of the exploratory study also
emphasized the vital role of social media in communication in general and in the promotion of the
Moroccan handicraft sector in particular.

Conclusions. By comparing the results obtained from the study with the contributions of the literature,
there is a significant similarity between the contents. Indeed, in the literature review, several authors have
highlighted the crucial role of social media in communication in general and in the promotion of intangible
cultural heritage in particular. The experts also confirmed these comments during the conducted
interviews. In analysing the results of the exploratory research, a strong interrelation between the
promotion of Moroccan handicrafts and the use of social media as the primary vector in this relationship
is founded.
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The brand is also an exciting promotional and communication tool, including the need to make use of
it to promote intangible cultural heritage. It should be pointed out that the concept of the brand may concern
a craft product and be transposed even to the territory (Trueman, Klemm & Giroud, 2004). The quality of
the Moroccan handicraft product is also the first attribute to which the consumer is very interested and
occupies a predominant place in the purchase decision. Indeed, according to experts, the quality of the
craft product is much more important to consumers than the selling price.

Among the most relevant results of the study, the social network Facebook has the vital role in the
promotion of the intangible cultural heritage insofar as it constitutes, according to the persons in charge of
the structures, the medium which impacts most the activity of the organisms of Moroccan craftsmanship.
It is also worth highlighting the importance of the city of Marrakech in Moroccan craftsmanship and the
role of the product of the crafts of Marrakech in the transmission of history, cultural identity, and know-
how. Moroccan and promote the brand image of Morocco entirely. This relationship will be enhanced
through social media.
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CouianbHi Mepexi Ta HemaTepianbHa KynbTypHa cnapwmHa y uMdpoBOMYy MapKeTUHTY: Ha npuknaai kpagroBoro
BMpoOGHMUTBa B MappakeL

Y crarTi npoaHanizoBaHo KynibTypHY cragumHy Mapokko 1a BUIHAYEHO PO 3POCTaKHS ii MOMY/ISPHOCTI Ha CBITOBOMY PUHKY,
30Kpema, 3a paxyHoK KpagroBoro BUPOBHNLTBA. ABTODaMY HATO/OLIEHO, YO POTlb HEMATEDIATIbHOI KyTIbTYPHOI CragumHi y
MappakeL HeyxuibHO 3p0CTaE. Pe3yribTaty aHari3y HayKoBOi TIITEPATYPH 3aCBiaYnm, 1O BIbLIICTL MaDKETUHIOBUX [OCTTIIKEHS
He BPaxoByioTb B3AEMOIBAIOK MiX LNQBPOBUMY KOMYHIKALISMN YEpes COLJiaNbHI MEPEXi Ta MPOCYBAaHHSIM HeMAaTepiabHoi
KYJIbTYDHOI CrIaALmKu Kpaiku, Lo, y CBOK Yepry, MOPOMXYE IHGOPMALIIIHY aCHMETDIO Ta OBMEXEHICT. Y CTaTTi JOBEAEHO, 1o
CY4aCHM PO3BUTOK TEXHOIIONN Ta CYCIIfIbCTBA 0OYMOBITHOE HEOOXIAHICTb 3ACTOCYBAHHS IHCTDYMEHTIB LU@POBOIO MAPKETUHIY N
Q@opmyBaHHi cTparerii nPOMOoLli KyTibTYPHOI CragumHy Koaitm. ABTOpamu fPOaHAI30BaHO Ta CUCTEMATUIOBAHO Nigxoam 4o
BU3IHAYEHHS CYTHOCTI ITOHATTA HEMATEPIANLHOI Ky TbTYPHOI criagiynHn Mapokko. Y CTaTTi BUCYHYTO Ta eMITPUIHO TiGTBEPANKEHO
I10TE3y PO HASBHICTL CTATUCTUYHO SHAYYLYOrO BIAEMO3IBAKY MK HEMATEDIANIEHOK KYJTIbTYPHOK CIIALLYNHOK Ta LHGHPOBIMAU
KOMYHIKAL/ISMH, & Came BUKOPUCTAHHAM COLIATIbHUX MEPEX. MeTonosnoriio JOC/AKEHHS 3aCHOBAHO Ha MIKGNCYNITIHAPHOMY
GHANI3 HayKoBOI TIITEPATYPN Ta BUKOPUCTAHHI CTATUCTUYHOIO aHAMI3Y. ABTOpaMN POGHAIS0BAHO €QEKTUBHICTb POCYBAHHS
HEMATEDIANLHOI KYTIbTYDHOI CaALYMHN Yepe3 COLanbHI MEDEXI, a TaKkoX e@eKTUBHICTb MPOMOLIT KDAGTOBOro BUPOOHNLTBA
MappakeLu B colianbHnx MEpexax. BuxigHl naresbHi 4aHi 4715 AOCIIKEHHS SreHEPOBAHO Ha OCHOBI Pe3y/ibTartie OnuTyBaHHs 14
IDALYIBHVIKIB MIHICTEDCTB Ta [ENaPTAMEHTIB, YO BIAMOBIAAKTE 38 POIBUTOK TYDUIMY, KDAGTOBOIO BUPOOHMYTBA Ta 306PEXEHHS
KynbTypHOI cragummn B Mapokko. [lpn ypOMy OTDUMAHI PesyribTatn CBIAYaTh PO HAABHICTL CTATUCTUYHO 3HAYYLYOro
B3AEMO3B A3KY MK 3CTOCYBAHHIM KOMYHIKALI y COLIATIBHIX MEPEXAX T4 EQEKTUBHICTIO IDOCYBAHHS HEMATePIaribHOI KyJibTYPHOI
cnaguymsn Mapokko, 3okpema, Mappakelly, Ha OCHOBI oMy apu3aLli 7a MgBALYEHHS SKOCTI MPOZYKTIB KDAQTOBOIO BUPOBHMLTEA.
ABTOpPamMy 3arPOrIOHOBAHO MOCHITUTH DOMOLIKD KPag@TOBOIO BUPOBHNLTBA, SIK CKIIGL0BOI Ky/IbTYPHOI cragiymHy Mapokko Yepes
COLjiarnbHI MEPEX.

Knioyosi cnosa: komyHikaLji, HematepianbHa KynbTypHa cnagliuHa, Mappakew, Mapokko, kpadtoBa poboTa, coianbHi
Mepexi.
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