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Abstract : Article info 

This study aimed to know the impact of tourism promotion on the behavior of tourists in 
choosing a tourism destination, where a paper questionnaire was distributed to a sample of 
clients of tourism agencies in Djelfa: Al Wamda Agency for Tourism and Travel, Delioh Agency, 
Amaken Agency and Zamzam Agency for Tourism, to collect and analyze data related to the 
study variables.  
The study concluded that there is a relationship between the two variables of the study, as there 
is an effect of the promotional mix elements: advertising, personal selling, sales promotion and 
public relations combined on the behavior of the tourist in choosing a tourist destination. 
Through the development of sales offers in its various forms. 
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