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 Summary of the study: 

This study aims to identify how content makers (influencers) via 

Instagram contribute to promoting local tourism, and to know the 

most important tourist areas that content makers (influencers) 

promote via Instagram. And learn about the method used by content 

creators (influencers) on students with the aim of promoting local 

tourism. And knowing the extent to which students of Ammar Thlidji 

University in Laghouat interact with the tourism content provided by 

content makers (influencers  

The problem of our study revolved around: How did content 

makers (influencers) via Instagram contribute to promoting local 

tourism among students at Ammar Theliji University in Laghouat  

The appropriate approach for this study was: the descriptive 

approach, and our study population was represented by students at 

Ammar Theliji University in Laghouat. We relied on the purposive 

sample and sampled 100 individuals from the university. We were 

able to reach them via the electronic questionnaire form. The study 

period was between November 2023 and April 2024  

     The study reached many results, the most important of which 

are: The sample members interact with the content creators by 

publishing photos, videos, or recordings of them, or by commenting 

on some activities. The sample members are also attracted to these 

pages in an attempt to learn about the Algerian tourist attractions 

and the desire to make tourist trips to the country. Interior areas. The 

role that content makers play on Instagram in promoting local 

tourism is: a promotional role. 

Keywords: Content Creators - Instagram - Local Tourism.
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