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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. 



 

 
 

دمه    مق 



 ~ أ‌ ~
 

 

 .



 ~ ب‌ ~
 

 

   

 .

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 الإطار الْنهجي



~ 4 ~ 
 

 
1 Hamilton, J. F., Bodle, R., & Korin, E. (Eds.). (2017). Explorations in critical studies of advertising 

(p. 7). Routledge. 
2 Bagwell, K. (2007). The economic analysis of advertising. Handbook of industrial organization, 3, 

1701-1844. 
3. Hewitt, J. (2000). Posters of distinction: Art, advertising and the London, Midland, and Scottish 

railways. Design Issues, 16(1), 16-35. 



~ 5 ~ 
 

1. 

2.  

3.  

 

➢ 

-  

- 

➢ 

-  



~ 6 ~ 
 

- 

 

-  

- 

➢ 

-  

-  

- 

 

- 

 

-  

➢ 

.

 
1

201222



~ 7 ~ 
 

1. 

2. 

3.  

 

 

 
1(BBC

2013201472 
25

 2021207 
342021

556
4

20092010 24 



~ 8 ~ 
 

1. 

2. 

(Michel Lenet)  

3. 

1.  

 
1 HTTPS://www.almaany.com  .21:30 تم الإطلاع عليه 21  فيفري  2024 على الساعة  

254032021323
3

20212 
4

24201841 

https://www.almaany.com/


~ 9 ~ 
 

2

1. 

 
1

2011 
2 

https://www.media.bsu.edu.eg/ContenSide.aspx?section_id11847&cat_id=21 
3

201426 
4 

2020731. 



~ 10 ~ 
 

1

2

 

1.  

 
1

1642015213
2

20197 
31998245



~ 11 ~ 
 

2. 

1

3. 

1. 

2.  

4.

3. 

 
11200014
2371997526. 

3Longlois Michel et toque. Marketing des services et défi relationnle édition dumod, paris.1992, p22

42002269



~ 12 ~ 
 

1.  

1

2 

2. 

 

➢ 

Algeria in users Facebook2024 Napoleoncat

202332 610 500Facebook70 4

56 92534

10 800،000

354400،00024

 
112013

91
212007154

3 https://napoleoncat.com/stats/facebook-users-in-alegria 20:10 2024 07  



~ 13 ~ 
 

012024 

 

➢ 

 
1

3131. 



~ 14 ~ 
 

1 

- 

- 

- 

- 

 

 



~ 15 ~ 
 

. 

. 

. 

 

 

 

 

 



 

 

 

 

 

ي  
اب  صل الن  ل ال  :الف 

ري   مدج  ط  الت 
ه  و  ن  حن  اب  الب  ن  دن 

 الأ 
 

 

 
 



 

 

ول حث  الأ  داماب  و   :المب  ج 
سب  ه  الأ  ري 

ط  لي ي  ل ا 
اعاب  مدج  ن  س   الأ 

 

داماب  و  ❖ ج 
سب  ه  الأ  ري 

ط  هوم ي 
ول: مف  اعاب  المطلث  الأ  ن  س   الأ 

داماب  و  ❖ ج 
سب  ه  الأ  ري 

ط  طور ي  : ي  ي 
اب  اعاب  المطلث  الن  ن  س   الأ 

داماب  و  ❖ ج 
سب  ه  الأ  ري 

ط   ي 
 

روض
: ق  الث  اعاب  المطلث  الن  ن  س   الأ 

داماب  و  ❖ ج 
سب  ه  الأ  ري 

ط  هداف  ي 
 
ع: ا اعاب  المطلث  الراب  ن  س   الأ 

داماب  و  ❖ ج 
سب  ه  الأ  ري 

ط  اصر ي  امس: عن  اعاب  المطلث  الح  ن  س   الأ 
داماب  و  ❖ ج 

سب  ه  الأ  ري 
ط  ه لت  د الموج  ق  اعاب  المطلث  الشادس: الت  ن  س   الأ 

ه   ❖ ري 
ط  اط الت  سق  ع: ا  المطلث  الشاب 



~ 18 ~ 
 

 

 



~ 19 ~ 
 

Elihu

Elihu

Katz1959

Bernard Berlson

✓ 

 
112014145 
2

2201610 
357

2021152 



~ 20 ~ 
 

✓ 

✓ 

✓ 

✓ 

✓  

✓  

✓ 

1. 

1963

 
1202094 
21201628 
32011300 
420002010 

032017201841 



~ 21 ~ 
 

Intentionality  UtilitarianismSelectivity

،Impervious to influenceInvolvement

2. 

1951

3

 

. 

. 

4

 
1150
2

 201289
398 
499 



~ 22 ~ 
 

:

: (Instrumental Motives) 

.

: (Ritualized Motives) 
1

4

. 

. 

Wenner. L.A" :

1_

.

2_

:

.

2. 

- 

 
1150 
24546 



~ 23 ~ 
 

- 

- 

12

 
1113114 
2

20212022148149



~ 24 ~ 
 



ي  
اب  حث  الن  ه   :المب  ن  حن  اب  الب  ن  دن 

 الأ 

ول:   ❖ ه  المطلث  الأ  ن   الدراساب  العرن 
❖   : ي 

اب  ه  المطلث  الن  ن  ن  ن  ج 
 الدراساب  الأ 

❖   : الث  ث   المطلث  الن  وان  ادة   ج  ق  ست   الأ 



~ 26 ~ 
 

20172023



~ 27 ~ 
 

 

2023 

 

 01 

2023 

 

 

02 

2022  

 

03 

2022 

 

 

04 

2021 05 

2021 06

2021 07

2021 08

2021 09

2020 10



~ 28 ~ 
 

 

 

 

 

 

 

 

2019 11

2019 12

2019 13

2019 14

2017 15

2017 16

2016

19201330122013

17



~ 29 ~ 
 

 

 
 
 
 

 

  

2023 

Marketing tourism in Algeria 

through the media and its relationship to 

the development of the national economy 

Maroua 

Zeghdani 
01 

2023  (SEO) 

Analyze the role of search engine optimization 

(SEO) as an E-Marketing supportive tool 

(tourism companies websites)  

Ahmed Salah 

Attia   
02 

2020

CURRENT TRENDS OF ADVERTISING 

DEVELOPMENT IN THE TOURISM‌

Services 

Market - 

Supplementary 

Notebook 

03

2020
Persuasive methods in advertising posters for 

the corona pandemic‌

zainab laith 

Abbas 
04

2020 
Impact of Affililiate MarKeting on Customet 

Mohamed 

Hani  

)More) 

05

2018

Le rôle médias sociaux dans le choix 

d'une destination touristique ( cas du 

tourist Algérien )

Ma douche 

Ram  

Zair wafia 

06



~ 30 ~ 
 

 

12023

TTH

TTH

2. 2023

- 

- 

32022

 
1

8112023168192 
2

721202378100 
3 

76202211191133 



~ 31 ~ 
 

- 

4

2022

450

- 

-  

5)2021(

 (

 

- 

- 

 
1

232022238272 
2 

 120212022 



~ 32 ~ 
 

- 

 

62021

- 

- 

72021

 

- 

82021

20202020

 
1

5112021168192
2

123135
3

 



~ 33 ~ 
 

- 

- 

- 

- 

9. 2021

- 

- 

 
125542021334-322 



~ 34 ~ 
 

- 

10. 2020

- 

- 

11. 2019

359

1

50.046.8(imo) 

 
1



~ 35 ~ 
 

(whatsapp)Facebook

2

3

 

122019

ITC

Google Forms

- 

- 

- FBI

 
1

 

 



~ 36 ~ 
 

13. 2019

- 

- 

- 

14. 2019

)4–

– 

Instagram  

 

 

 
1Aleph Longues médias et 

sociétés

-564



~ 37 ~ 
 

15. 2017(- 

  

- 

- 

- 

-  

16. 20162017

 

- 

 
1

-204
2



~ 38 ~ 
 

17. 2016

192013-30122013

2 :

1      Maroua Zeghdani (2023), ‘’Marketing tourism in Algeria 

through the media and its relationship to the development of the national 
2economy‘’. 

 

234-255
2 Zeghdani Maroua. (2023), Marketing tourism in Algeria through the media and its relationship to the 

development of the national economy, Journal of North African Economies, vol 19/ N°: 32, University of 

Mohamed Khaider Biskra-Algeria, pp155-166 . 



~ 39 ~ 
 

.

2Ahmed Salah Attia (2023), "Analyze the role of search engine 

optimization  (SEO) as an E-Marketing supportive tool (tourism companies 
1Websites)."‌

SEO

SEO

721952

3         Services Market - Supplementary Notebook (2020) , 

2.’’ "Current Trends Of Advertising Development In The Tourism

 
1 Ahmed Salah Attia  ,Analyze the role of search engine optimization (SEO) as an E-Marketing supportive tool 

(tourism companies websites)  ,JFTH, The Scientific journal of the faculty of tourism and hotels, vol 20, Isse 1 

,2023 , p114-134 . 
2 Services Market - Supplementary Notebook, Current Trends of Advertising Development in The Tourism 

Services Market, Supplementary Notebook (RTEP – Brazilian academic journal, ISSN 2316-1493), 2020, p1-12 .



~ 40 ~ 
 

1

2

3

 

4Dr. zainab laith Abbas (2020), ‘’ Persuasive methods in 

1‘’. )posters for the (corona pandemic advertising 

1

2

3

4

5

 
1 zainab laith Abbas, (2020), Persuasive methods in advertising posters for the (corona pandemic), Ilkogretim 

online, vol 20, Issue 5, 2021, p 7900-7913.



~ 41 ~ 
 

6

5:Mohamed Hani Abdelhady. Nehad Mohammed Kamal. 

Hamida Abd El Samie (2020), ‘’ Impact of Affililiate MarKeting on 
1Loyalty’’. Customet 

6Ma douche Ram. Zair wafia (2018), ‘’ le rôle médias sociaux dans 

.2du tourist Algérien) ‘’ (casle choix d'une destination touristique  

 

120

1

 
1  Mohamed Hani Abdelhady, Nehad Mohammed Kamal, Hamida Abd El Samie, Impact if Affiliate on Customer 

Loyalty, Journal of the Tourism and Hotels, University of Sadat City, Vol 4, Issue (1/1), June 2020, p 50-71. 
2 Ma douche Ram, Zair wafia. Revue Science  ,le rôle médias sociaux dans le choix d'une destination touristique 

(cas du tourist Algérien), Revue Science Économiques, de gestion et sciences commerciales, vol 11, N⁰ 11, 2018, 

p 467-479 . 



~ 42 ~ 
 

2 

13

 

- 

- 

- 

- Dr. zainab laith Abbas, ‘'Persuasive methods in 

"advertising posters for the corona pandemic

 

 

 

 

 

 



 

~ 43 ~ 
 

 

 

 

 

 

 

 

 

 

 
ا صل الن   :لثالف 

ري   ط  طار الت   الأ 



 

~ 44 ~ 
 

ه   اجن  دماب  الشن  لي الج  ل ا 
ول مدج  حث  الأ   المب 

 
دماب   ❖ ف  الج  عرت  ول: ب  ه  المطلث  الأ  اجن   الشن 
ه   ❖ اجن  دماب  الشن  واع الج 

ي  : ا  ي 
اب   المطلث  الن 

ه   ❖ اجن  دماب  الشن  ص الج  صاي  : خ  الث   المطلث  الن 
ه   ❖ همن 

 
ع: ا ه   المطلث  الراب  اجن  دماب  الشن   الج 

امس:  ❖ دماب      المطلث  الح  رة  علي الج  ي  ه  العوامل المو  اجن   الشن 
ه   الشادس:المطلث   ❖ اجن  دماب  الشن  دارة  الج  ا 



~ 45 ~ 
 

    

 

 
 
 
 



~ 46 ~ 
 

 

 

 philip kotler Armstrong  

 Stanton 

2 

- :

 

 
1 2016

57
2 7
3 19902014

703201895
4 2

032020249
5 

220235



~ 47 ~ 
 

1

- 

- 

- 

2

- 

- 

- 

- 

 
 
 

 
1 

2020202180
2 

-3-2010

201129
3 81
4 31-32



~ 48 ~ 
 

1

 
1 20032004

21

2 Michel etal, Marketing Industriel : Strategie et Mise en tuvre, Économica, Paris, 2000.p16. 
3 Pettigrrw etl , le marketing, Mc Grow-HiLL Québee ,Candan, 2003.p30.



~ 49 ~ 
 

.

1.

 
1 2

3912-45



~ 50 ~ 
 

✓ .

✓ .

✓ .

✓ .

✓ .

✓ 

1

3 

2

. 

 
1 25
2 

200929-30   
3  urmal of economic growth andNo  ،

entrepreneurship42012207



~ 51 ~ 
 

3

"  

1

.

.

2

. 

 
 

 
1 1995

2015-1-2014

201560
2 

201463



~ 52 ~ 
 

3

.

4: 

 
 

 
1 65-66



~ 53 ~ 
 



 

 

ي  
اب  حث  الن  اجي   :المب  ج  الشن  رون   الي 

اجي   ❖ ج  الشن  رون  هوم الي 
ول: مف   المطلث  الأ 

اجي   ❖ ج  الشن  رون  ه  الي  همن 
 
: ا ي 

اب   المطلث  الن 
اجي   ❖ ج  الشن  رون  هداف  الي 

 
: ا الث   المطلث  الن 

اجي   ❖ ج  الشن  رون  وماب  الي 
ع: مق   المطلث  الراب 

امس:  ❖ اصرالمطلث  الح  اجي  ال  عن  ج  الشن  رون  ج  الي  ن   مر 
 



~ 55 ~ 
 

 



~ 56 ~ 
 

.

.

 
1 1201667
268-69
3 32008130



~ 57 ~ 
 

✓ 

✓ 

4. 

✓ 

 
1 333

201430
2 2009196
3 32201576
4 13

2018131
5 69



~ 58 ~ 
 

✓ 

 

- 

- 

- 

- 

- 

✓ 

✓ 

✓ 

✓ 

✓ 

 
1 1201681
2 0105

202381
3 

03012022313
4 81
5 92



~ 59 ~ 
 

✓ 

✓ 

✓ 

 

1

3.

 

. "

 

4 

 

 

 

 
1 76-77
2 183
3 

32019595
4 

12020112
5 595



~ 60 ~ 
 

2

1

 

3  

.

3 - 

 

 
 
 
 

 
1 

94200942
2 

12022288
3 

11201137
4 63
5 122016

306



~ 61 ~ 
 



 

 

الث   حث  الن  ه   :المب  ن  علأن  اب  الأ   الملصق 
 

ه   ❖ ن  علأن  اب  الأ  هوم الملصق 
ول: مف   المطلث  الأ 

اب   ❖  الملصق 
ة 
 
ا ش  : ي  ي 

اب  ه  المطلث  الن  ن  علأن   الأ 
ه   ❖ ن  علأن  اب  الأ  واع الملصق 

ي  : ا  الث   المطلث  الن 
ه   ❖ ن  علأن  اب  الأ  ص الملصق 

صاي  ع: خ   المطلث  الراب 
ه   ❖ ن  علأن  اب  الأ   الملصق 

ف  ات  امس: وط   المطلث  الح 
ه   ❖ ن  علأن  اب  الأ  وب  الملصق  ا وعن  ان   المطلث  الشادس: مر 
اب   ❖ م الملصق 

ع: دعات  ه  المطلث  الشاب  ن  رون  لكي  ه  الأ  ن  علأن     الأ 



~ 63 ~ 
 

 
 
 
 



~ 64 ~ 
 

 

.

.

.

 

3000

 

 
113
2 12001133
375 



~ 65 ~ 
 

       

1798

Jules chert1867 

        

 

        

 

       

1900

 

       

 
 

111 
2

199835 
3 35 
4 14



~ 66 ~ 
 

1-

2-

 

 
1 www.tasmimak.com . 22:45 2023 26     

2 28
3 8

2022123
4 15-16

http://www.tasmimak.com/


~ 67 ~ 
 

- 

.

- 

- 

- 

- 

 
1 

2016201731
2 1

Farahidis Arts,2010-of Al https://www.journal .

https://www.journal/


~ 68 ~ 
 

- 

1-

2-

3-

4-

5-

 
1

200445
2 

2010201178
3 325



~ 69 ~ 
 

 

1-

-

-

-

-. 

-

-

2-

:

 

 
1 81
2 1201360
3 16

4    https://www.geo.uzh.ch 23:05 2024 27
5 2019190

6    https://app.svu.edu.eg 23:50 2024 27

https://app.svu.edu.eg/


~ 70 ~ 
 

1-

2-

3-

(Moly)



~ 71 ~ 
 

✓ 

✓ 

✓ 

✓ 

✓ 

✓ 

4-

Meural  ،NETGEAR

Meural  

 19.229.51.6

2020

 

5-

 
1 Samah Zakariya Ahmad, Digital Posters to Engage EFL Students and Develop Their Reading Comprehension, 

Journal of Education and Learning, vol 8, N°4, Faculty of Education, Suez University, Suez, Egypt, 2019, p169-

171. 



~ 72 ~ 
 

6- 

Google Sites

7-

 
1 Rushton, Diane, Malone, Cathy and Middleton, Andrew, Digital posters – talking cycles for academic literacy, 

Sheffield Hallam University, Available from Sheffield Hallam University Research Archive (SHURA) at 

https://shura.shu.ac.uk/17210/. p2
2 Dynamic digital posters: Making the most of collaborative learning spaces. ELECTRIC DREAMS 30th ascilite 

Conference, 1-4 December 2013 Macquarie University, Sydney. Queensland University of Technology.p196 
3 Rushton, Diane, Malone, Cathy and Middleton, Andrew, The previous reference  p2 



~ 73 ~ 
 

8-

2

 

 
1 Elizabeth F. Churchill, Les Nelson, Laurent Denoue, Andreas Girgensohn. The Plasma Poster Network: Posting 

Multimedia Content in Public Places, Submitted for publication at INTERACT 2003, Ninth IFIP TC13 

International Conference on Human-Computer Interaction, Zürich, Switzerland, 1 September 2003.p4 

 



~ 74 ~ 
 



 

 

 

 

 

 

 

 

ع صل الراب  راءاب   :الف  ح   الأ 
ه  للدراسه   ن  دان   المن 



~ 76 ~ 
 

378

 



~ 77 ~ 
 

1. 

26770.6

11129.4

378100

01

02 

0170.6

26729111 .

 

 
 
 

  

71%

29%



~ 78 ~ 
 

2. 

02

03

02

182825567.5

29398923.5

4050277.1

5071.9

58%23%

10%

9%

   

67.5 255 1828 

23.5 89 2939 

7.1 27 4050 

1.9 7 50 

100 378



~ 79 ~ 
 

3. 

36997.6

92.4

378100

03

04

03

97.6369

2.49

 

98%

2%



~ 80 ~ 
 

4.  

04

05

04

24665.1

5815.3

4612.2

164.2

12

3.5 

68%

16%

4%
13%

  

65.1 246  

15.3 58  

4.2 16  

12.2 46  

3.5 12 

100 378 



~ 81 ~ 
 

5. 

05

06

05

35.2133

24.3

9222.5

37%

25%

11%

4%

23%

13335.2

9224.3

4411.6

174.5

8322.5

71.7

378100



~ 82 ~ 
 

85

4.5

17

0.31

6. 

06

07 

06

30279.9

7620.1

20%

80%

   

20.1 76  

79.9 302  

100 378



~ 83 ~ 
 

7. 

07

08

07

10359.2

4727

2011.5

01

0.6

27%

11%59%

0%1%
1%1%

4727

2011.5

10359.2

10.6

10.6

10.6

10.6

174100



~ 84 ~ 
 

8. 

08

09

08

46.2160

25.689

16.85811.3

39.

17%

26%
46%

11%

5816.8

8925.6

16046.2

3911.3

346100



~ 85 ~ 
 

9.  

09

10

09

32886.8

3810.1

61.6

87%

1%

2%
10%

   

86.8 328  

1.6 6  

1.6 6  

10.1 38  

100 378



~ 86 ~ 
 

10.   

10

11

10

204

54124

32.850

13.2

5013.2

20454

12432.8

378100 

13%

54%

33%



~ 87 ~ 
 

11

10728.3

14.839.3

6517.2

379.8

215.5

378100

11

12

11

39.2148

28%

39%

17%

10%
6%



~ 88 ~ 
 

28.3107

17.265

5.5 21

12

12

13

   

13.8 52 

56.1 212  

15.3 58  

7.4 28  

6 21  

100 371  

14%

57%

16%

7%
6%



~ 89 ~ 
 

12

21256.1

5815.3

5213.8

287.4

216

 

13

13

14

13836.5

19351.1

266.9

215.5

378100

36%

51%

7%6%



~ 90 ~ 
 

13

19351.1

13836.5

266.9

215.5

14

14939.4

11229.6

11731

378100

14

15

39%

30%

31%



~ 91 ~ 
 

14

39.4149

31117

29.6112 

15

15

16

15

35.413833.6

12731

117 

13435.4

12733.6

11731

378100

35%

34%

31%



~ 92 ~ 
 

16

16

17

16

209

55.3

9525.1

4511.9

297.7

   

55.3 209  

7.7 29  

11.9 45  

25.1 95 

 

100 378

55%

8%

12%

25%

التعرف على أبرز عروض الحج 
والعمرة

الاطلاع على أهم الوجهات الدينية

رؤية أهم المعالم الدينية المقصودة



~ 93 ~ 
 

17

17

18

17

208

5598

25.9

7219

   

55 208  

19 72  

25.9 98  

% 100 378

55%

19%

26%



~ 94 ~ 
 

18. 

18

19

18

12233.3

6617.5

6517.2

5915.6

10

12.6

5915.6

6617.5

12232.3

5614.6

6517.2

102.6

378100

16%

17%

32%

15%

17%
3%



~ 95 ~ 
 

19. 

19

20

19

156

41.3

11229.6

11029.1

11029.1

15641.3

11229.6

378100

29%

41%

30%



~ 96 ~ 
 

20. 

8422.2

7018.5

11931.5

10527.8

378100

20

21 

20

11931.5

10527.8

8422.2

7018.5

.

22%

18%

32%

28%



~ 97 ~ 
 

21. 

6517.2

10527.8

9825.9

11029.1

378100

21

22

21

110

29.1105

27.898

25.9

6517.5

.

17%

28%

26%

29%



~ 98 ~ 
 

22. 

23060.8

6717.7

4812.3

338.7

378100

22

23

22

60.823017.7

6712.748

8.733

61%18%

12%

9%



~ 99 ~ 
 

23

16142.6

9324.6

Tag 3810.1

379.8

4110.8

82.1

378100

23

24

23

16142.6

9324.6Tag

43%

24%

10%

10%

11%2%

أطلع عليه فقط

أشاركه مع أصدقائي

Tagالإشارة 

أقوم بالتعليق عليه

أبدي ردة فعلي حوله من خلال
(إيموجي)الرموز التعبيرية 

أقوم بحجبه



~ 100 ~ 
 

3810.1

379.88

2.1

24

22359

11541

378100

24

25

24

223

5915541

59%

41%



~ 101 ~ 
 

25

8736

7832.2

7129.3

62.5

242100

25

26

25

3687

32.278

29.371

2.56

36%

32%

29%

3%



~ 102 ~ 
 

26

6316.7

23562.2

8021.2

378100

26

27

26

235

62.280

21.263

16.7

17%

62%

21%



~ 103 ~ 
 

27

7219

27272

349

378100

27

28

27

27272

7219

349

19%

72%

9%



~ 104 ~ 
 

28

28

29

28

73.5  278

26.5100

10026.5

27873.5

378100

26%

74%



~ 105 ~ 
 

 29

14839.2

8522.5

14538.4

378100

29

30

29

14839.2

145

38.4

8522.5

39%

23%

38%



~ 106 ~ 
 

30

13736.2

24163.8

378100

30

31

 

30

63.824136.3

137

36%

64%



~ 107 ~ 
 

31 

31

32

 

31

66.26

19.27

14.45

1214.45

1619.27

5566.26

83100

15%

19%

66%



~ 108 ~ 
 

1

70.629.4

21828

397

465.1

535.2

679.9

759.2

8

46.2

986.8

1054

1139.2

1256.1

1351.1



~ 109 ~ 
 

1439.4

1535.4

1655.3

1755

1832.3

1941.3

2031.5

2129.1

 

2260.8

2342.6

2459

2536



~ 110 ~ 
 

2662.2

2772

2873.5

2939.2

3063.8

3166.26

 

135.2

2

3

Deni Albar

4

46.226

 
1

2 Deni Albar. Lake Toba Tourism Promotion Through Video Advertising Media, Advances in Social Science, 

Education and Humanities Research, volume 391 International Conference on Business, Economic, Social 

Science, and Humanities - Humanities and Social Sciences Track (ICOBEST-HSS 2019), p 104-107. 



~ 111 ~ 
 

5

6

Ville Lukka

739.2

90

856.1

951.1

1039.4

 
1

2

3

4 Ville Lukka. ATTITUDE TOWARDS FACEBOOK ADVERTISING, A Thesis Presented to The Graduate 

School of Bangkok University RSITY 29 BANG In Partial Fulfillment of the Requirements for the Degree 

Master of Business Administration, 2013, p 119-125. 
5



~ 112 ~ 
 

1135.4

101120.11

1255.3

1355

14

Alireza Atarodi 

2 

1541.3

1631.5

1729.1

1860.8

19

 
1

2 Alireza Atarodi. The Role of Mass Media and social media in Developing Awareness of Self-Care Behavior 

against the Outbreak of Covid-19, Digital Commons University of Nebraska - Lincoln. Library Philosophy and 

Practice (e-journal). February 2021, p 01-13. 
3



~ 113 ~ 
 

2059

2136

2262.2

23

(Khalid M. 

Kisswani, Michel Zaitouni & Omar Moufakkir

2473.5

25

26

Chiang-Ming Che, Lin 

Lin, Hsien-Hung Chiu

2766.26

 
1 Khalid M. Kisswani, Michel Zaitouni & Omar Moufakkir. An examination of the asymmetric effect of oil prices 

on tourism receipts, Current Issues in Tourism, to link to this article: 

https://doi.org/10.1080/13683500.2019.1629578, p 121-144. 
2

3 Chiang-Ming Chen, Lin Lin, Hsien-Hung Chiu, Advertising medium effect on tourist satisfaction. National Chi 

Nan University, Taiwan/Annals of Tourism Research 57 (2016), p 268-272. 

https://doi.org/10.1080/13683500.2019.1629578


 

 

 

 

 

مه  
ات   ج 



~ 115 ~ 
 



 

 

 

 

مه  المصادر 
ات   ف 

ع   والمراج 



~ 117 ~ 
 

1. 371997

 

2. 

12013 

3. 

12016

4. 1

2007

5. 12014

6. 2002 

7. 

20032004

8. 

2011

9. 12016

10. 2009

11. 

12013

12. 

13. 1998

. 



~ 118 ~ 
 

15. 12001

16. 32008

17. 

2016

18. 

2014

19. 1

2016

20. 1

2016 

21. 

2009

22. 

2012

23. 

- 03-

20162017.

24. 

2019



~ 119 ~ 
 

25. 

120212022

26. 

2004

27. 

2011

28. 

20102011

29. 

20212022

30. 

20202021

31. 

2012

32. BBC

20132014



~ 120 ~ 
 

33. 

20002010

0320172018

34. 

2014

35. 

1998

36. 

19952015

120142015

37. 

20162017

38. 

-03-20102011

39. 

2019

40. 

2009

2010 



~ 121 ~ 
 

41. 

2021. 

. 

43. 

94

2009.

44. 

12

45. 

13--2018. 

. 

47. 

2

2023

48. 12

2016

49. 

322015https://www.journal of Al-Farahidis 

Arts,2010



~ 122 ~ 
 

50. Nourmal of 

economic growth and ،entrepreneurship 42012.

51. 4

2021.

. 

Aleph Longues médias et sociétés

53. 

239

54. 

232020.

. 

. 

57. 

252016

58. 5425

032021

59. 

12022.

. 

61. 

242018



~ 123 ~ 
 

62. 

2020

. 

64. 

3332014.

. 

. 

67. 

572021

. 

69. 

5

2021.

70. 

82022

71. 

1 



~ 124 ~ 
 

. 

. 

. 

75. 

199020147-03-

2018

76. 

01052023

77. 

3

2019

78. 

0301

2022

79. 

 

https://www.media.bsu.edu.eg/ContenSide.aspx?section_id11847&cat_id=21

. 

81. 

1642015



~ 125 ~ 
 

82. 

11

2011.

. 

84. 

12020.

. 

 

86. 

2020 

87. 2000

88. 2000

89. 

2019

90. 

 



~ 126 ~ 
 

1)(scientific articals

1. Ahmed Salah Attia, Analyze the role of search engine optimization (SEO) as 

an E-Marketing supportive tool (tourism companies websites) ,JFTH, The 

Scientific journal of the faculty of tourism and hotels, vol 20, Isse 1 2023 .  

2. Alireza Atarodi. The Role of Mass Media and social media in Developing 

Awareness of Self-Care Behavior against the Outbreak of Covid-19. Digital 

commons University of Nebraska - Lincoln. Library Philosophy and Practice 

(e-journal). February 2021. 

3. Bagwell, K. (2007). The economic analysis of advertising. Handbook of 

industrial organization, 3, 1701-1844. 

4. Chiang-Ming Chen, Lin Lin, Hsien-Hung Chiu. Advertising medium effect on 

tourist satisfaction. National Chi Nan University, Taiwan/Annals of Tourism 

Research 57 (2016). 

5. Deni Albar. Lake Toba Tourism Promotion Through Video Advertising 

Media. Advances in Social Science, Education and Humanities Research, 

volume 391 International Conference on Business, Economic, Social Science, 

and Humanities - Humanities and Social Sciences Track (ICOBEST-HSS 

2019). 

6. Dynamic digital posters: Making the most of collaborative learning spaces, 

ELECTRIC DREAMS 30th ascilite Conference, 1-4December 2013 

Macquarie University, Sydney, Queensland University of Technology. 

7. Elizabeth F, Churchill, Les Nelson, Laurent Denoue, Andreas Girgensohn, The 

Plasma Poster Network: Posting Multimedia Content in Public Places, 

submitted for publication at INTERACT 2003, Ninth IFIP TC13 International 

Conference on Human-Computer Interaction, Zürich, Switzerland, 1 

September 2003. 

8. Hamilton, J. F., Bodle, R., & Korin, E. (Eds.). (2017). Explorations in critical 

studies of advertising (p. 7). Routledge. 

9. Hewitt, J. (2000). Posters of distinction: Art, advertising and the London, 

Midland, and Scottish railways. Design Issues, 16(1), 16-35. 

10. Khalid M. Kisswani, Michel Zaitouni & Omar Moufakkir. An examination 

of the asymmetric effect of oil prices on tourism receipts, Current Issues in 

Tourism. To link to this 

article: https://doi.org/10.1080/13683500.2019.1629578. 

11. Mohamed Hani Abdelhady, Nehad Mohammed Kamal, Hamida Abd El 

Samie, Impact if Affiliate on Customer Loyalty, Journal of the Tourism and 

Hotels, University of Sadat City, Vol 4, Issue (1/1), June 2020. 

12. Rushton, Diane, Malone, Cathy and Middleton, Andrew, Digital posters – 

talking cycles for academic literacy, Sheffield Hallam University, Available 

https://doi.org/10.1080/13683500.2019.1629578


~ 127 ~ 
 

from Sheffield Hallam University Research Archive (SHURA) at 

https://shura.shu.ac.uk/17210/. 

13. Samah Zakariya Ahmad, Digital Posters to Engage EFL Students and Develop 

Their Reading Comprehension, Journal of Education and Learning, vol 8, N°4, 

Faculty of Education, Suez University, Suez, Egypt, 2019. 

14. Services Market - Supplementary Notebook, Current Trends of Advertising 

Development in The Tourism Services Market, Supplementary Notebook 

(RTEP – Brazilian academic journal, ISSN 2316-1493). 

15. Ville Lukka. ATTITUDE TOWARDS FACEBOOK ADVERTISING.A 

Thesis Presented to The Graduate School of Bangkok University RSITY 29 

BANG In Partial Fulfillment of the Requirements for the Degree Master of 

Business Administration.2013. 

16. zainab laith Abbas, (2020), Persuasive methods in advertising posters for the 

(corona pandemic), Ilkogretim online, vol 20, Issue 5, 2021. 

17. Zeghdani Maroua. (2023), Marketing tourism in Algeria through the media 

and its relationship to the development of the national economy, Journal of 

North African Economies, vol 19/ N°: 32, University of Mohamed Khaider 

Biskra-Algeria. 

 

 ouvrage)(باللغة الفرنسية  .2

18. Longlois Michel et toque. Marketing des services et défi relationnle édition 

dumod, paris.1992 

19. Ma douche Ram, Zair wafia. Le rôle médias sociaux dans le choix d'une 

destination touristique (cas du tourist Algérien), Revue Science Économiques, 

de gestion et sciences commerciales, vol 11, N⁰ 11, 2018. 

20. Michel etal. Marketing Industriel : Strategie et Mise en tuvre, Économica, 

Paris, 2000. 

21. Pettigrrw etal. le marketing, Mc Grow-HiLL Québee, Candan, 2003. 

1. www.tasmimak.com 

2. HTTPS://www.almaany.com 

3. https://www.manaraa.com 

4. https://napoleoncat.com/stats/facebook-users-in-algeria 

5. https:// www.geo.uzh.ch 

6. https://app.svu.edu.eg 

http://www.tasmimak.com/
https://www.almaany.com/
https://www.manaraa.com/
https://napoleoncat.com/stats/facebook-users-in-algeria
http://www.geo.uzh.ch/
https://app.svu.edu.eg/


 

 

 

 

 

 

 

 

 

 الملأجق



 

 

081945

 

 

 

✓ 

✓ 

✓ 

 

 

 

20232024 

 



 

 

1

 

2

1828

2939

4050

50

✓ 

 

✓  

      

✓ 

-  

-  

-  

-  

-  

-  

✓ 

-  

-  



 

 

✓ 

-  

-  

-  

- 

✓ 

- 

- 

- 

- 

- 

✓ 

- 

- 

- 

- 

✓ 

- 

- 

- 

11 

- 

- 

- c'est jours l'angoisstique

- 

-  

12

ڨ -

- 

- 



 

 

- 

- 

13

- 

- 

- 

-  

14

- 

- 

- 

15

- 

- 

- 

16

- 

- 

-  

-  

17

- 

- 

- 

- 

✓ 

- 

- 



 

 

- 

- 

- 

-  

✓ 

- 

- 

- 

✓ 

- 

- 

- 

- 

- 

✓ 

- 

- 

- 

-  

✓ 

-  

-  

-  

-  

✓ 

-  

-  

-  

-  



 

 

-  

-  

✓ 

-  

-  

✓ 

-  

-  

-  

-  

✓ 

-  

-  

-  

✓ 

-  

-  

-  

✓ 

-  

-  

✓ 

-  

-  

-  

-  

✓ 

-  

-  

✓ 



 

 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 



 

 

 

 

 



 

 


