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Abstract:  

This paper aims to highlight the role played by social media sites, primarily Facebook, as one 
of the most important new means of communication in marketing and promoting domestic tourism, 
and to publicize the various local archaeological sites in Algeria by conducting a field study on the 
site's users s information, based on the electronic form, which was distributed to an estimated 400 
individuals. 

This study has yielded a number of results, as follows: Facebook is one of the most widely 
used sites by the research sample as a point for its facilities in searching for tourist areas. Facebook 
is instrumental in introducing tourism among individuals by providing information and posting 
photos, videos and flashes. 
Keywords: social media, promotion, domestic tourism, Facebook. 
JEL Classification: M30 M31  M39. 
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