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The role of social media as a tool of the e- marketing mix  

  

  
3 )(guerariafatiha@gmail.com  

 

: 07/08/ 2022      : 11/10/2022      : 13/10/2022 
  

  

 :  
 

  
 .  

.     
 

 :   
JEL  :M31  

Abstract:  
            The emergence of web 2.0 and the accelerated increase of internet users , especially during 
the last 2 years has affected buying behavior and consumer preferences that lead companies to 
choose the digital marketing and being present in social media to attract customers , get customers 
feedback and build customer loyalty . 
            The current study aimed to describe The E-Marketing Mix and to identify the role of social 
networks in the marketing strategy . 
            We therefore relied on the descriptive and analytical approach and concluded that social 
media has a significant impact on brand development , and purchasing behaviours . 
Keywords : Digital Marketing , Social Media , Virtual Communities , E-Marketing Mix , Brand  
JEL Classification : M31  
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1.3  The E-Marketing Mix:  
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3.  Place  



 : :1177  --  2288   1313  ––  0202  ))22022022 ( (    
 

 
 

75

4. Promotion  

5.  Personnalization  

6. Privacy  

7.  Customer service  

8. Community  

9. Site  

10. Security 

11. Sales Promotion  

 :4PS + P² C²S²   
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