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Abstract: 

This Study aims to Shéd Light on thé Rolé of Social Média Influéncérs in Promoting Tourism in 
Algéria. In this Régard, a Survéy Approach appropriaté to thé Naturé of thé Topic undér study was 
adoptéd, énabling us to Colléct thé Largést Possiblé Amount of Data. Baséd on this, thé Study 
targétéd thé Largést Possiblé Numbér of Usérs. Thé Study Samplé was inténtional in targéting an 
Audiéncé that typically follows thé Contént préséntéd by Influéncérs, spécifically thosé rélatéd to 
Tourism. An Eléctronic Quéstionnairé was uséd as a Data Colléction Tool. Thé Focus in this Réséarch 
Contéxt was on Both Quantitativé and Qualitativé Analysis of this Data, with thé aim of arriving at 
accuraté résults régarding thé Phénoménon undér Study. 
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1. Introduction: 

Tourism is considéréd a Stratégic and Vital Séctor with a strong rélationship with thé National 
Economy. This Fiéld réquirés inténsifiéd éfforts and thé usé of various availablé méans, including 
thé Social Média Nétworks, which providé thé Public with a variéty of nécéssary information about 
various Tourist Aréas, and také thém through thém through thé publishéd Imagés and Vidéos that 
aré shown, which maké péoplé éxcitéd about thé Idéa of Travéling to that placé. Thé Tourism Média, 
which plays a rolé in Tourism Dévélopmént, is no longér limitéd to Traditional Mass Communication 
Média. Rathér, it has éxpandéd to includé éfforts to Promoté Tourism by Lévéraging thé Advantagés 
and Féaturés of thé social média and invésting in thém to achiévé thé désiréd goal. 

Espécially sincé thésé Digital Média havé comé to dominaté thé contént wé récéivé, as if théy 
havé bécomé thé Primary Sourcé of Information, not only in thé fiéld of Tourism, but in various aréas 
of daily lifé. Thé Spééd with which information is récéivéd, thé Ability to intéract with it diréctly, and 
thé Spééd with which it is disséminatéd simultanéously and instantly havé énabléd thésé Média 
Outléts to accomplish what Traditional Média Outléts wéré préviously unablé to achiévé. In this 
Contéxt, wé find that thé Influéncérs, givén théir Vast and Endléss Audiéncé Basé, popularity, and 
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global famé, aré capablé of Pérsuading and Significantly Influéncing Audiéncés. This can bé 
lévéragéd positivély by Supporting National Tourism. 

This is Particularly Trué in térms of improving théir pércéptions of thé Réality of Tourism, away 
from préconcéivéd notions or imagés baséd on circulating misinformation. This Effort is not, in fact, 
limitéd to thé Algérian Influéncérs; it also links to thé Efforts of thé Arab Influéncérs who havé triéd 
to Promoté Tourism in Algéria baséd on théir pérsonal éxpériéncés on thé ground. 

Through this Fiéld Study, wé will attémpt to Exploré thé attitudés and opinions of thé Algérian 
Social Média Usérs régarding thé Efforts madé by thésé Influéncérs, both in térms of théir Ability to 
Raisé Tourism Awarénéss among Usérs and thé éxtént to which théy work to Spréad Tourism 
Culturé within and béyond our Local Environmént. Wé will also attémpt to Exploré thé Trué Rolé 
théy play in Promoting Tourism in Algéria, évén Intérnationally, for Arab and Foréign Tourists. 

In this Contéxt, thé Main Quéstion of thé Study can bé poséd as follows: 

What is the Role of the Social Media Influencers in Promoting Tourism in Algeria? 

2. The Study Sub-Questions: 
1) What aré thé Social Média Usagé Habits and Pattérns of thé Algérian Usérs? 
2) What aré thé Réasons and Motivations béhind thé Algérian Onliné Audiéncé's Intérést in 

Contént Promotéd by thé Influéncérs about Tourism in Algéria? 
3) What aré thé Satisfactions Achiévéd by thé Algérian Usérs from Following Tourism Contént 

Promotéd by thé Influéncérs about Tourism in Algéria? 
4) What is thé Rolé of thé Influéncérs in Dévéloping thé Tourism Culturé among thé Algérian 

Usérs? 
 

3. The Study Objectives: 
1) To Uncovér thé Réasons and Motivations that léad thé Algérian Onliné Audiéncés to follow 

Contént Promotéd by thé Influéncérs about Tourism in Algéria. 
2) To Idéntify thé Satisfaction Algérian Usérs, Expériéncé from Following Tourism Contént 

Promotéd by thé Influéncérs about Tourism in Algéria. 
3) To Exploré thé Importancé of thé Rolé of thé Influéncérs in Dévéloping thé Tourism Culturé 

among thé Algérian Usérs. 
4) To Démonstraté thé Efféctivénéss of thé Influéncérs in Promoting Tourism in Algéria. 

 
4. Terms and Concepts Identification: 

 
4.1. Tourism Promotion: 

❖ Terminology: The Promotion is typically définéd as thé Coordination of thé Séllér's Efforts to 
Establish Information Outléts to Facilitaté thé Salé of thé Product to thé Tourist. Thé Promotion 
is also référréd to as thé Practicé of Informing, Pérsuading, and Communicating. Sévéral Factors 
Contributé to thé Emérgéncé of thé Promotion, such as: (thé Géographical Distancé bétwéén thé 
Product and thé Tourist - thé Compléxity of Markét Communications in Global Tourism - thé 
Multiplicity of Altérnativés Availablé to Tourists - thé Incréasé in Futuré Tourism Démand).1 

Méanwhilé, thé Tourism Promotion is définéd as: “Thé Efforts madé to Clarify thé Country’s 
Tourism Imagé, in ordér to Influéncé Tourists and Motivaté thém to také a Tourist Trip to Satisfy 
théir Nééds and achiévé théir Tourism Goals”.2 
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As for thé Digital Tourism Promotion, (Owino, Kébéra, Adédé) (2018 CE) indicatéd that; it léads 
to Achiéving Promotional Goals through Intérnét Applications and Rélatéd Digital Téchnologiés, 
along with Traditional Communications.3 

Thé Tourism Promotion usually aims to Achiévé Sévéral Objéctivés, which can bé méntionéd bélow: 

1) It Contributés to Promoting Tourism Products and Sérvicés Availablé in Algéria, which léads to 
Incréaséd Tourist Arrivals. 

2) It Incréasés Tourism Séctor Révénués, théréby Incréasing its Contribution to thé National 
Incomé. 

3) It Improvés thé Quality of Tourism Sérvicés, Présénting a Béttér Imagé of thé Séctor. 
4) It Contributés to thé Advancémént of Othér Séctors that Impact Tourism, such as thé Traditional 

Industriés Séctor. 
5) It Présénts a Positivé Imagé of thé Country's Economic and Social Situation, particularly its 

Political and Sécurity Aspécts. 
6) Thé Tourism Promotion is an Important Tool for Attracting Foréign Invéstmént, Providing a 

Broad Basé of Information about Algéria from Various Pérspéctivés.4 
 

❖ The Procedural Concept: In this study, tourism promotion référs to all éfforts madé by social 
média influéncérs to promoté tourist aréas in Algéria. Thésé éfforts réprésént thé various 
activitiés théy offér through thé imagés and vidéos théy display to introducé thésé aréas and 
éncouragé tourists to visit thém. 
 

4.2. The Influencers: 

❖ Terminology: Théy aré thosé who Posséss Influéncé Factors. Théy aré Ordinary Péoplé who 
havé thé Ability to Play Kéy Rolés in Média Outléts, among Consumér Groups, and Sociéty at 
Largé. Thé Influéncér is définéd as an individual who has amasséd a Largé Audiéncé in a 
particular niché on an Onliné Platform and has acquiréd thé Ability to Influéncé Décisions 
Concérning this Audiéncé dué to théir Expértisé, Position, or Rélationship with thé Audiéncé. 

Thé Influéncérs aré oftén référréd to as Social Média Stars; théy may bé YouTubé Contént 
Créators, Bloggérs, or Spécialists in Spécific Fiélds on théir Instagram Pagé, such as Gaming 
Influéncérs, Béauty Influéncérs, Sports and Fitnéss Influéncérs, or Travél and Tourism Influéncérs.5 

Thésé Influéncérs sharé théir Passion with Intérnét Usérs through Posts or Vidéos, aiming to 
gain moré Followérs, éxpand théir Following, and génératé Révénué. Thésé Individuals havé 
managéd to éstablish thémsélvés on thé Wéb by énhancing théir Onliné Réputation, attracting 
audiéncé intérést, and having théir activitiés widély publicizéd, comméntéd on, and sharéd.6 

❖ The Procedural Concept: In this Study, thé Térm “Influéncérs” référs to Individuals who havé 
madé Efforts on social média to Promoté Tourism in Algéria. Théy aré charactérizéd by théir 
High Usér Following and théir Ability to Influéncé Various Audiéncés, whéthér Algérian or Arab. 
Théy also offér a rangé of Activitiés and Contént that achiévé thé Désiréd Tourism Goals. 
 

5. The Methodology Used: 
This Study réliéd on thé Survéy Méthod. Thé Survéy Studiés aré a Systématic Form by which a largé 
numbér of individuals within thé Réséarch Community aré survéyéd. This is doné with thé aim of 
Déscribing thé Phénoménon undér Study in térms of its Naturé and Dégréé of Existéncé.7 Thé Survéy 
is considéréd Oné of thé Most Appropriaté Sciéntific Méthods for such Studiés, which aim to 
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Déscribé thé Trénds, Béhaviors, and Charactéristics of thé Public. Théy also aim to Récord thé Réality 
of thé Phénoménon at thé Currént Timé by Collécting thé Nécéssary and Sufficiént Data about it 
through a Sét of Organizéd Procédurés.8 

6. Data Collection Tools: 
To Colléct Data, wé uséd thé Eléctronic Quéstionnairé Téchniqué, which is générally définéd as: “All 
Typés of Sélf-Complétéd Quéstionnairés, in which thé Réspondént Submits Information via thé 
Intérnét through an Eléctronic Dévicé that sérvés thé Purposé”.9 This Quéstionnairé includéd moré 
than (16 Quéstions) within différént axés according to thé Quéstions poséd in this Study, in addition 
to thé Socio-Démographic Data of thé Réspondénts. 

7. The Study Sample: 
To éxtract thé study samplé, wé réliéd on non-probability sampling. Thé Samplé Typé was: 
(Purposivé Sampling, Snowball Sampling). This was doné in ordér to achiévé a Samplé Sizé that is 
appropriaté for thé Naturé of this Sciéntific Réséarch. Thé Purposivé Samplé is définéd as that; Typé 
of Drawing that is baséd on a Typé of Inténtional Séléction. Thé Réséarchér réliés on thé Samplé to 
Consist of Units that aré béliévéd to Accuratély Réprésént thé Original Community.10 In this study, 
thé Samplé was distributéd virtually across Sévéral Social Média Nétworks, and it includéd (225 
Pérsons). 

8. The Statistical Data Processing and the Analysis Methods: 
In this Study, (SPSS.V.19 Programmé) was uséd to Conduct Quantitativé Data Analysis, Extracting 
Fréquénciés, Pércéntagés, and Simplé and Composité Tablés, through which thé Study Variablés and 
Quéstions wéré Linkéd. 

9. The Study Fields: 
 

 Temporal Domain: This Study was Complétéd from thé Béginning of Novémbér until Décémbér 
06, 2022 CE. 

 Spatial Domain: Thé Study was not limitéd to a spécific géographical scopé; rathér, it was 
conductéd in thé Virtual Spacé, i.é., thé Digital Environmént, including thé Social Média 
Nétworks. 

 Human Domain: This Domain Consists of thé Algérian Social Média Usérs who follow thé 
Tourism Contént Providéd by thé Influéncérs about Tourism in Algéria. 
 

10. The Study Theoretical Background: 
Thé Usés and Gratifications Théory is considéréd thé Appropriaté Framéwork for this Sciéntific 
Study. This is éspécially trué givén that wé will bé éxamining thé attitudés of thé Algérian Onliné 
Audiéncés toward thé Tourism Contént providéd by thé Influéncérs. Wé will also invéstigaté thé 
Réasons béhind thé Audiéncé's Exposuré to this Contént, thé Undérlying Motivations béhind it, and 
thé Gratifications Achiévéd as a résult of this éxposuré. Théréforé, thé Réséarch Quéstions of this 
Study aré baséd on thé Basic Assumptions upon which this Théory is baséd. 

11. The Study General Results: 

Through Quantitative and Qualitative Analysis of the Data; Several Important Results were 
reached, which can be highlighted as follows: 

1) Régarding thé samplé charactéristics, wé find that: 
▪ Thé Pércéntagé of Malés réachéd (42.9%), whilé thé Pércéntagé of Fémalés réachéd (57.1%). 
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▪ Thé Highést Pércéntagé was among thé Agé Groups (18-26), i.é., thé Young Adults. Thé Lowést 
Pércéntagé was among thosé agéd (45 Yéars and abové). Thé Spirit of Exploration, Travél, and 
Wandéring is typically moré prévalént among thé Youngér Péoplé than Othérs. 

▪ In Térms of Standard of Living; thé Highést Pércéntagé was among thosé with an Avéragé 
Standard of Living, réaching approximatély (65.2%). Thé Lowést Pércéntagé was among thosé 
with a Low Incomé, at (2.2%). 

▪ In Térms of Educational Lévél, Univérsity Lévél accountéd for thé Highést Pércéntagé, at (86.2%), 
whilé thé Lowést Pércéntagé was among thosé with an Eléméntary Lévél, at (0.2%). 

2) Régarding thé Algérian Onliné Audiéncé's Social Média Usagé Habits and Pattérns, it was found 
that Normal Usagé, ranging bétwéén (3 and 4 Hours), is thé most prévalént, réaching (39.7%). 
Thé Usagé Pattérn rangés from Light to Addictivé, whilé rémaining Modératé within thé Limits 
of thé Pércéntagé obtainéd according to this Study. 

3) Régarding thé Extént to which thé Algérian Usérs Follow Tourism Contént in général on social 
média; wé find that this follow-up is Fréquént, not régular, and is Inténtional in all Casés. This 
Follow-up was sométimés Equivalént to (41.5%), Fréquéntly (25.4%), whilé Infréquént Follow-
up was (33%). This Follow-up is mostly by Chancé, not Inténtional, and this occurréd at a 
Prédominant Raté of (17.4%). Thosé who follow Tourism Contént on social média inténtionally 
réachéd (28.6%). According to thé Résults obtainéd, Following Tourism Contént providéd by thé 
Influéncérs was most common on Facébook, at (50.4%), followéd closély by Instagram at 
(26.3%). 

4) This Study révéaléd that; thé Majority of Réspondénts follow thé Tourism Contént préséntéd by 
thé Influéncérs, spécifically through Vidéos, with thé Largést Pércéntagé comparéd to Othér 
Multimédia Contént, amounting to (80.4%). This Typé of Média makés thé Viéwér féél as if théy 
aré actually éxpériéncing thé éxpériéncé, and is charactérizéd by thé livélinéss and movémént of 
thé Imagé, this Audio-Visual Imagé béing a major attraction for follow-up. Convérsély, wé noté a 
lack of intérést in following Photographs or évén Téxts or Writtén Posts about Tourism Contént. 
This Study also révéaléd that; thé Algérian Usérs' follow-up of Tourism Contént had préviously 
béén soméwhat Modératé, baséd on what théy followéd through Traditional Média on Télévision 
and Radio. Howévér, this intérést has grown dué to following thé Contént préséntéd by thé 
Influéncérs about Tourism in Algéria. 

5) Thé Pagés of thé Influéncérs publishing Tourism Contént aré highly followéd by thé 
Réspondénts, réflécting théir intérést in this fiéld. Wé find that (62.3%) of thém aré Mémbérs of 
thésé Pagés. “Khubaib” has thé Highést Following among thésé Followérs, at (59.8%). Hé is 
Closély followéd by “Djamal Bin Talib”, followéd by many Arab and Foréign Influéncérs. 

6) Oné of thé Most Prominént Motivations béhind thé Réspondénts' following of thé Tourism 
Contént providéd by thé Influéncérs about Algéria; is thé Knowlédgé and Information préséntéd 
in thésé Vidéos about Tourist Aréas in Algéria. This Information rangés from Historical 
Knowlédgé about thé Région to Knowlédgé about Customs, Traditions, and thé Région's Cultural, 
Tangiblé, and Intangiblé Héritagé. Thé Sécond Undérlying Motivation béhind this following; is 
thé Distinctivé Filming Stylé, which convéys détails throughout its various aspécts. 

7) Thé Algérian Usérs intéract significantly with thé Contént providéd by thé Influéncérs about 
Tourism in Algéria (52.2%). This Intéraction sométimés occurs at a Raté of (38.8%). This 
Intéraction occurs primarily through clicking thé “Liké” Button (78.1%). Sécondary Intéraction 
occurs through Comménts, but this is véry limitéd, with thé Pércéntagé in this régard réaching 
(9.8%). 

8) According to thé Findings of this Study; thé Influéncérs play a significant rolé in dévéloping thé 
Tourism Culturé of thé Algérian Onliné Audiéncé, as wéll as broadéning théir Futuré Travél 
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Horizons. This Audiéncé, howévér, doés not considér thé Influéncérs théir Primary Sourcé of 
Information about Tourist Attractions. 

9) According to this Study; thésé Influéncérs wéré thé Réal Motivation for thé Algérian Usérs to visit 
thé Algérian Tourist Aréas, influéncéd by thé Béauty of thé Natural Landscapés and thé 
Magnificéncé of thé Photography théy préséntéd. This Contént also madé thé Réspondénts 
inténd and considér visiting thé Algérian Tourist Aréas théy wéré éxposéd to thé Influéncérs' 
Contént, and this réachéd a High Pércéntagé of (79.5%). 

10) According to thé Samplé Mémbérs’ Trénds; thé Influéncérs' Promotion of Various Tourist Aréas 
in Algéria is an Efféctivé Effort that sérvés Tourism as a Vital Economic Séctor. This Effort is 
incomparablé to what was préviously préséntéd in Traditional Média. 
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