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THE IMPACT OF CONTENT MARKETING ON IMPROVING THE IMAGE OF
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ABSTRACT :

This study aims to analyze the impact of content marketing on improving the image of the domestic
tourist destination, through a field study on a sample of 107 clients of Amaken Travel Agency in Djelfa
Province. Data were collected using a questionnaire measuring the dimensions of the destination image
(attractiveness, credibility, value, relevance, and emotion) and their influence by the elements of content
marketing provided by the agency through its digital platforms. The results showed a positive and
statistically significant relationship between the quality of the provided content and the enhancement
of the destination image, as attractive and diverse content (photos, videos, reliable information)
contributed to raising the level of positive perception and increasing the desire to visit the destination.
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The study recommended continuous investment in the development of digital content and enhancing
its interactivity to ensure the sustainability of a positive destination image.

Keywords: content marketing, destination image, domestic tourist destination, Amaken Travel
Agency.
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