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Abstract: 
The aim of our study is to explore the role played by electronic advertising posters on 

Facebook in promoting tourism services, by shedding light on the habits and exposure patterns 

to advertising posters via Facebook, and identifying the most important uses and satisfactions 

achieved from this exposure. 

To achieve these objectives, we divided our study into three parts. In the methodological 

aspect, we discussed the study method, the research community, sample type, and data 

collection tools. In the theoretical aspect, we discussed tourism and tourism services, as well as 

advertising posters. 

We selected a sample consisting of (number) individuals to answer our study questions, 

distributing to them a questionnaire containing a personal data axis and three other axes. The 

first axis represents the habits and patterns of exposure to electronic advertising posters via 

Facebook, while the second axis is related to the uses and satisfactions achieved from this 

exposure, and the third axis addresses how to promote electronic advertising posters on 

Facebook for tourism services. 

In conclusion, we arrived at a set of important results: Electronic advertising posters on 

Facebook have a significant and effective role in promoting tourism services. They are also of 

great importance by enabling tourists or customers to access the necessary tourism information, 

especially during tourist seasons. 

Keywords: Role, Advertising Posters, Promotion, Services, Facebook. 
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