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This study aims ti identify the role of social networking sites in promoting domestic
tourism in Algeria and enhancing tourism awareness among students of the Faculty of
Information and Communication Sciences in Constantine 03, and in order to achieve
this, we relied in our study on one of the sites that is widely spread in Algeria,
especially among youth and students. Which is Facebook, where did the field study
take place on the students of the College of Media and Communication who specialize
in audiovisual, and we employed for that the descriptive approach and a research tool
to collect data represented in the direct and electronic questionnaire, where we did a
comprehensive survey on all students of the specialization in the first and second years
of the master’s degree, and the sample was estimated at 80 items. The results of the
study showed that Facebook is considered one of the effective sites that directly
contribute to the promotion of domestic tourism among university students and
increase their tourism awareness by targeting specific groups of society according to
their interests and fulfilling their utilitarian and cultural needs.
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