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Abstract:  
this study aims at tackling the theme of providing the 
general relations in the touristic industry these 
general  relations is the principal pillar in the 
administrational process, for it is a human contact 
which tries to build exceptional relations between the 
company and its public, this creates an effective 
demand for the touristic product and supports the 
positive tendency towards the touristic company.  
Also we deduced that the previous idea betters the 
image of the enterprise for the audience, since it has 5 
functions to do: the research, the planning, the 
coordination, the management, the production, 
furthermore, it subscribes in serving the touristic 
industry by many activities as: welcoming, knowing 
the tourists direction, spreading the touristic 
consciousness facing the rumors, the mental image, 
reducing the refusal of tourism.      
Keywords: general relations, the Touristic Industry, 
the Touristic consciousness. 
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