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The Use of Social Media as a Tool of Managing Marketing Activities
-Case of algerian brands-
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Abstract: This study explores the utilization of social media by algerian brands. Starting
from showing up statistics and analysis of the most prominent activities carried out by these
brands in response to the increasing use of social media sites by various sections of algerian
society Social media allowed brands to connect with other users whether they are influencers,
followers or content creators, in a digital area where they can manage theire marketing
activities in an innovative way. Social media provides also many opportunities and affords the
possibility to communicate, share and interact among different users.

Keywords : social media, social media platforms, opportunities and obstacles of using social
media.

Résumeé : L’objectif de cette recherche est d’identifier, par la mise en scéne des statistiques et
I’analyse des activitées des marques présentes sur 1’éspace digital, le mode d’utilisation des
médias sociaux par les marques algériennes. Les médias sociaux ont doté les marques d’outil
innovant leurs permettant de gérer les différentes activitées marketing a I’ére du digital et de
suivre de plus prés les internautes ainsi que 1’opportunité de communiquer, partager et
d’interagir entre eux.

Mots clés : médias sociaux, plateformes des médias sociaux, opportunités et obstacles a
I’'usage des médias sociaux.
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Source : Cristina Castronovo and Lei Huang, 2012, Social Media in_an Alternative

Marketing Communication _Model, Journal of Marketing Development and

Competitiveness, vol 6 (1), P123.
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La source : Hadjira Kouaci et issam Telahigue, 2016, les réseaux sociaux en Algeérie
(adoption massive par les internautes et grande opportunité pour les entreprises), revue
des reformes économique et intégration dans I’économie Mondiale, volume 11, numéro 22,
p96.
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La source : Hadjira Kouaci et issam Telahigue, 2016, les réseaux sociaux_en Algérie
(adoption massive par les internautes et grande opportunité pour les entreprises), revue
des reformes économique et intégration dans I’économie Mondiale, volume 11, numéro 22,
p96.
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THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND MOBILE, INTERNET, AND SOCIAL MEDIA USE !

TOTAL MOBILE INTERNET ACTIVE SOCIAL MOBILE SOCIAL
POPULATION SUBSCRIPTIONS USERS MEDIA USERS MEDIA USERS

O XX X

42.34 49.53 24.48 23.00 21.00

MILLION MILLION MILLION MILLION MILLION
URBANISATION: vs. POPULATION: PENETRATION: PENETRATION: PENETRATION:

73% 1M17% 58% 54% 50%
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La source : Digital in Algeria 2019, en ligne VOir :
https:/fr.slideshare.net/DataReportal/digital-2019-algeria-january-2019-v01 , consulté le
05/04/2019 (18h57)
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THE YEAR-ON-YEAR CHANGE IN KEY STATISTICALINDICATORS !

TOTAL MOBILE INTERNET ACTIVE SOCIAL MOBILE SOCIAL
POPULATION SUBSCRIPTIONS USERS MEDIA USERS MEDIA USERS

PW&O®E®

+1.6% +4.0% +17% +9.5% +11%

JAN 2018 - JAN 2019 JAN 2018 - JAN 2019 JAN 2018 - JAN 2019 JAN 2018 - JAN 2019 JAN 2018 - JAN 2019
+692 THOUSAND +2 MILLION +3 MILLION +2 MILLION +2 MILLION
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La source : Digital In Algeria, en ligne voir : https://fr.slideshare.net/DataReportal/digital-
2019-algeria-january-2019-v01 , consulté le 05/04/2019 (18h57)
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SOCIAL MEDIA ADVERTISING AUDIENCES '

A COMPARISON OF THE TOTAL ADDRESSABLE ADVERTISING AUDIENCE® OF SELEC CAL MEDIA PLATFORMS

TOTAL ADVERTISING TOTAL ADVERTISING TOTAL ADVERTISING TOTAL ADVERTISING TOTAL ADVERTISNG
AUDIENCE ON FACEBOOK  AUDIENCE ON INSTAG s AUDIENCE ON TWITTER AUDIENCE ON SNAPCHAT AUDIENCE ON LINKEDIN
(MONTHLY ACTIVE USERS) {MONTHLY ACTA SERS {MONTHLY ACTIVE USERS) (MONTHLY ACTIVE USERS) (REGISTERED MEMBERS)

ol

2200 4.40 4820 2.35 1.80

MILLION MILLION THOUSAND MILLION MILLION

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

38% 62% a1%  59% 21%  79% 59% 36% 30% 70%
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La source : Digital, Social Media, Mobile et E-commerce en 2019, en ligne voir :
https://wearesocial.com/fr/blog/2019/01/global-digital-report-2019 , consulté le 10/02/2019, a
19h39.
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StatCounter Global Stats
Desktop vs Mobile vs Tablet Market Share Algeria from Mar 2018 - Mar 2019
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La source : http://gs.statcounter.com/platform-market-share/desktop-mobile-tablet/algeria |
consulté le 05/04/2019 (18h51).
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La source :https://www.socialbakers.com/statistics/facebook/pages/total/algeria/brands/ ,
consulté le 05/04/2019 (18h30)
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Lasource :https://www.socialbakers.com/statistics/twitter/profiles/algeria/brands/page-1-5/,
consulté le 05/04/2019 (18h17)
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La source : https://www.socialbakers.com/statistics/youtube/channels/algeria/brands/ ,
consulté le 05/04/2019 (18h35).
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