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Abstract  

Through the demand analysis for overnight tourist  north-central pole and by adopting overnight averages in our analysis, we 
can say that the importance of the overnight demand for the tourists is realized whenever the overnight high rates are achieved as an 
indication of the service quality provided ,competitive price and  tourist satisfaction for the services provided by the hotel, but out of 
our analysis of these circumstances, we find that overnight rates are very low across the entire states of the tourist pole and hotels 
types which shows weaknesses in the services provided on the one hand, and a non-competitive prices on the other hand.And through 
the analysis of the elasticity of demand for tourism services, which are highly sensitive for the price and income and different other 
variables like security , culture , ...etc, which will reflect negatively on the number of overnights where we note that the overnight 
rate in the non-classified hotels is estimated at: 3 nights as the highest rate in the province of Ain Defla and between night and two 
nights in one Star hotels in each of the provinces of Tizi Ouzou, Bejaia,Algiers.  

In two star hotels,we notice the highest rate is estimated at: 2:32 in Chelf province. As for 3 Star hotels ,overnight rate is 
estimated at : 5:58 night in the Province of Algiers and the same thing goes for 4 Star hotels.Algiers province monopolizes the 
highest overnight rates as it is the  political and commercial capital of the country compared to the lack of this type of hotels in the 
rest of the tourist pole provinces where overnight rate ,in this type, is recorded at 3.5 night . Concerning 5 Star hotels, we note the 
lack of overnight rates in all tourist pole provinces for not having such kind of hotels compared to 2.56 nights for overnight rate in 
Algiers Province. 

Finally , we notice  a weakness in overnight rates across the entire tourist pole, including the province of  Algiers , as the 
capital of the country, and the lack of balance in hotel distribution between the tourist pole provinces and hotel types which leads to 
an imbalance between the hotels and the provinces in terms of attracting tourists and providing quality in hotel services. 
Key words:   Tourists, tourist pole, overnight rates, overnight demand, hotel 
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  2003  2004  2005  2006  2007  2008  2009  2010  2011  

 2.04 2.05 1.34 1.27 1.33 1.33 1.33 1.34 1.35 

 1.71 1.22 1.80 1.46 1.45 1.40 1.19 1.27 1.36 

 2.01 2.01 1.97 1.76 1.85 1.83 1.30 1.10 1.04 

 1.59 1.91 2.57 1.53 1.61 1.66 1.66 1.40 1.72 

 0.97 1.46 1.28 1.51 1.60 1.62 2.00 1.79 1.79 

 2.34 1.56 1.79 1.56 1.70 1.49 1.83 2.19 2.18 

 1.12 1.37 1.05 1.40 1.44 1.43 1.40 1.46 1.48 

 1.15 2.04 1.33 1.05 1.61 1.58 1.56 1.54 1.53 

 1.09 2.25 2.25 0.97 1.90 2.01 2.09 2.10 2.03 

 1.18 2.52 1.86 2.93 1.52 1.44 1.58 1.46 1.38 

  

 :   

  
  
  
  
  



 

-220- 

)01 : ()( 

 :   

3 

.  

2003 2010 2011.   

4-2 -    )( 

 )02 : ()( 
  2003  2004  2005  2006  2007  2008  2009  2010  2011  

 0.00 00 1.13 00 1.24 1.50 1.46 1.43 1.40 
 2.32 1.92 2.09 1.79 1.60 1.38 1.20 1.20 1.21 
 00 00 00 00 00 00 00 00 00 
 00 00 00 00 00 00 00 00 1.08 
 0.91 1.57 2.51 2.26 2.26 2.20 1.86 2.23 1.70 

 1.57 1.28 1.91 1.67 1.61 1.51 1.77 2.23 1.96 
 00 00 00 00 00 00 00 31.00 5.38 
 00 00 00 00 00 1.30 1.23 1.26 1.28 

 1.00 00 00 00 00 00 00 00 00 
 00 00 00 00 1.13 1.33 1.05 1.24 1.36 
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 2003  2004  2005  2006  2007  2008  2009  2010  2011  
 2.32 1.54 1.12 1.31 1.26 1.39 1.39 1.41 1.57 

 1.30 1.15 2.14 1.99 1.48 1.65 1.41 1.59 1.76 
 2.08 2.04 1.84 1.96 1.95 1.88 1.30 1.27 1.11 
 00 00 00 00 00 1.43 1.47 1.61 1.87 
 1.20 1.31 1.46 1.72 1.81 1.74 2.08 1.64 1.64 

 1.61 1.19 1.31 1.50 1.53 1.41 1.90 2.30 2.12 
 1.01 1.97 12.13 00 00 00 00 00 00 
 00 00 00 00 00 1.02 1.02 1.10 1.16 

 2.00 00 00 00 00 00 00 00 00 
 1.81 00 00 00 00 00 00 00 00 
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1.122.32 
2003-2007 1.431.87 2008-2011 

 :12.13 2005 

2006-2011     .  
  2003 

21.81 .  
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  2003  2004  2005  2006  2007  2008  2009  2010  2011  

 00 00 00 00 00 00 00 00 00 
 2.16 2.12 1.95 1.46 1.42 1.43 1.20 1.11 1.18 
 00 00 00 00 00 00 00 00 00 
 00 00 00 1.61 1.44 1.54 1.54 1.63 1.19 
 1.42 1.88 1.82 1.78 1.88 1.87 2.26 2.13 1.83 
 5.58 3.06 3.00 1.66 1.71 1.59 1.80 1.84 1.89 
 1.02 1.88 2.00 1.54 1.58 1.58 1.48 1.41 1.36 
 00 00 00 00 00 00 00 00 00 
 2.28 2.39 2.39 1.98 1.68 00 2.00 1.40 1.08 
 1.28 00 2.04 3.24 1.93 2.20 2.08 2.23 2.29 
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1.61.9 2006 2011   
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  2003  2004  2005  2006  2007  2008  2009  2010  2011  

 00 00 00 00 00 00 00 00 00 
 1.46 1.77 1.62 1.50 1.52 1.51 1.25 1.06 1.17 
 2.16 2.05 1.83 2.06 2.06 2.08 1.83 1.65 1.50 
 00 00 00 00 00 00 00 00 00 
 1.67 1.39 1.68 2.06 1.91 1.81 2.25 2.39 2.07 

 2.37 2.43 3.34 2.06 2.04 1.65 1.59 1.96 1.94 
 00 00 00 00 00 00 00 00 00 
 00 00 00 00 00 00 00 00 00 

 00 00 00 00 00 00 00 00 00 
 00 00 00 00 00 00 00 00 00 
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  2003  2004  2005  2006  2007  2008  2009  2010  2011  

 00 00 00 00 00 00 00 00 00 
 00 00 00 00 00 00 00 00 00 
 00 00 00 00 00 00 00 00 00 
 00 00 00 00 00 00 00 00 00 
 00 00 00 00 00 00 00 00 00 

 2.09 2.52 2.56 2.13 2.05 1.92 2.35 2.26 2.30 
 00 00 00 00 00 00 00 00 00 
 00 00 00 00 00 00 00 00 00 

 00 00 00 00 00 00 00 00 00 
 00 00 00 00 00 00 00 00 00 
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