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      Abstract — The rapid changes in the field of computing, telecommunications and 

information science have directly affected all fields including the field of marketing. 

No need to get products and waste time in blocked parking lots. The purpose of this paper is 

to shed light on the various theoretical and empirical aspects as well as on the interactions 

relating to the concepts; social media and e-marketing, based on previous studies and 

research carried out in this context by all stakeholders.    

Keywords — e-marketing - e-consumers- e-reputation- social media.    

       Résumé — Les changements rapides dans le domaine de l'informatique, des 

télécommunications et des sciences d l'information ont directement touché tous les domaines, 

y compris le domaine du marketing. Plus besoin de se procurer des produits et de perdre du 

temps dans les parkings bloqués. L'objectif de cet article est d'éclairer les différents aspects 

théoriques et empiriques ainsi que les interactions relatives aux concepts ; médias sociaux et 

e-marketing, sur la base d'études et de recherches antérieures menées dans ce contexte par 

toutes les parties prenantes.  

Mots clés  — e-marketing - e-consommateurs- e-réputation- réseaux sociaux. 
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1. INTRODUCTION 

“From economy to eco-digital”, this expression encompasses all the process of digitization of 

economic and financial activities. E-marketing as a sensitive economic function and a new 

means of creating added value to the various main economic players in commercial and 

marketing activities: companies, investors, customers, suppliers, financial and banking 

institutions, and the media. Internet media and more specifically social networks allow the 

use of marketing techniques and also offer a new approach and new ideas focused on 

customers in the constant problem of responding as best as possible to their needs as e-

consumers. Optimizing digital marketing can be tricky, and a simple definition doesn't 

necessarily translate into something useful for achieving business goals. Increased 

technology and newer trends forced companies to change the way they marketed 

themselves. Email was a popular marketing tool in the early days of digital marketing (Barone. 

A, 2022)The e-marketing is an evolving area destined to a bright future. Indeed, the Internet 

today represents a real commercial opportunity for companies. The Internet allows the use of 

traditional marketing techniques but also offers a new approach and new ideas focused on 

the customer in the constant concern to best meet their needs. 

Faced with these economic and technological turbulences, the company as well as all the 

stakeholders must access the new economy, even the digital economy which refers to all the 

processes, transactions, interactions and economic activities based on digital information 

technologies and Communication. The digital economy is the global network of economic 

and social activities that are activated by platforms such as internet, mobile and sensor 

networks, including e-commerce. Also activated by efforts to achieve efficiency and 

productivity in production processes, inventory and knowledge management. 

This expression covers very different realities which are linked to socio-economic, 

technological, and banking activities, and which are based on the internet.   

Indeed, banking activities and financial transactions and the granting of credits between 

economic agents are in common use almost at the global level, with strict regulations, and 

efficient payment methods in terms of security and traceability. . Electronic payment is a 

means of payment for different commercial and economic transactions of goods or services 

via different digital tools and techniques. These payments are indeed based on the Internet 

while respecting the rules of security and eligibility as well as the procedures put in place for 

each mode used in order to satisfy all the stakeholders. Algerian banks then took continence 

of the importance of banking digitization and the integration of the new generation of 

Internet payment.      
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The purpose of this paper is to shed light on the various theoretical and empirical aspects as 

well as on the interactions relating to the concepts; social media and e-marketing, based on 

previous studies and research carried out in this context by all stakeholders.   

2. Definition of e-marketing 

E-Marketing is an extraordinary function available to producers and marketers, and refers to 

activities undertaken by companies to promote the purchase or sale of a product or service 

via the internet. Digital marketing involves some of the same principles as traditional 

marketing and is often considered a new way for companies to approach consumers and 

understand their behavior (Barone. A, 2022). 

This function includes advertising, sales, after sales service, and delivery of products to 

consumers or other businesses through networks which offer very attractive features tailored 

to marketers. So, it is important today for every business to have an e-marketing strategy to 

face the fierce and increased competition from the national or international market. 

The article emphasizes the issues, the levers, and the management of " E-marketing " which 

make it possible to promote communication and commercial transactions on the Internet 

and promote an offer (products or services or ideas) thanks to the technologies of 

information and communication and the Internet economy.   

The e-marketing is an evolving area destined to a bright future. Indeed, the Internet today 

represents a real commercial opportunity for companies. The Internet allows the use of 

traditional marketing techniques but also offers a new approach and new ideas focused on 

the customer in the constant concern to best meet their needs. 

    “Developed initially as an Internet marketing application, web marketing (or e-marketing) 

has today become a full-fledged activity. Commonly structured around one or more websites 

(portal site), web-marketing develops and uses multimedia tools (advertising banner, e-card, 

newsletter, video, animated film, etc.) and puts into practice a certain number of techniques 

and methods (SEO optimization, purchasing, mailing, behavioral monitoring study, etc.) to 

get a message across, sell a product, a service or simply build loyalty among targeted 

categories of Internet users”. 

E-marketing is, in its simplified form, the achievement of marketing objectives by electronic 

means such as websites, email, SEO, video games, SEM, etc. In short, take advantage of 

electronic media to communicate a message. 

Another definition comes from a group of Cisco specialists and goes as follows: e-Marketing 

is the sum of all the activities that a business does through the Internet in order to find, 

attract, gain and retain customers.  
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Electronic marketing is the element of marketing dealing with the planning, pricing, 

promotion and distribution of products and services on the Internet. 

3. From electronic marketing to classic marketing 

The electronic marketing as we have seen can be defined as the set of means to promote an 

offer (product & / or services & / or idea) using Internet technologies. E-marketing helps 

promote communication and transactions on the Internet. “E-marketing not only includes 

marketing on the Internet, but also includes marketing done via e-mail and wireless media. It 

uses a range of technologies to help connect businesses to their customers” (MBA Skool 

Team, 2013). 

Its field of application is twofold: Construction and optimization of websites that meet the 

expectations of the targeted targets. 

Generation of qualified traffic through search engines, advertising or direct marketing on the 

Internet. In the classic Marketing approach, E-marketing contributes to a real paradigm shift 

in this discipline: customer-centric Marketing. While classic Marketing is completely focused 

on the offer, E-marketing is largely customer-oriented, due to the tremendous possibilities 

offered by new information and communication technologies.  

The use of electronic marketing is explained by:  

-          Reaching Customers Who Buy Online: People now frequent the Web on a regular 

basis. 

-          Optimize the company's investment: Electronic marketing can better target new 

potential customers and it is more profitable than traditional strategies such as advertising 

and public relations. 

-          Better penetrate a narrow market: this makes it possible to reach customers who 

are outside the geographical area of the company  

4. The objectives of E-marketing: E-marketing is a necessity for organizations due to the 

strong digitalization of buyers. The main objective of digital marketing is to position the 

company in front of this audience of buyers and to be able to exploit it to improve 

commercial performance. We can summarize these goals in the following points: 

- E-marketing helps develop customer relationships to build loyalty and retain them.  

- Acquiring new customers, the web is a great opportunity to initiate direct contact with 

consumers. 

- Retain good customers, e-marketing helps develop customer relationships to build loyalty 

and retain them. 
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- Develop your Image through: banner ads, sponsored links, web affiliation, natural 

referencing, and social networks. 

- Strengthen communication: apart from traditional means of communication. 

1. The Benefits of Electronic Marketing  

The largest communications network available to a small business. No other means of 

communication allows you to trade from home while giving the appearance of a much larger 

and more established business. The opportunity to increase communication with the target 

market using easily accessible techniques: interactive website, email newsletters, online 

surveys, web diary and focus groups. Print advertising is expensive and only effective in the 

short term. Online sales techniques - website, banner ad and email - are low cost and may 

contain more up-to-date information than printed brochures. 

6. Social media: definition and typologies  

6.1. Definition 

Social media is based on communication. It is a medium for the massive dissemination of 

information. Its primary purpose is to broadcast messages and allow content to be published. 

Among other things, the social network aims to put Internet users in touch with each other in 

order to create communities. The purpose of the social network (the tool) is to create 

communities and interact between people. It is a website that allows its users to create a 

customizable profile page to share and exchange information, photos and videos with its 

community of friends and network of acquaintances.  

6.2. Typologies:  

6.2.1. Online communities and forums: These are communities whose members interact 

primarily through the Internet. Community members generally share common interests. Most 

are created by individuals with no business purpose or relationship with companies. Others 

are sponsored by brands to promote communication between fans and with the brand, 

through messages and chats on topics related to the products. 

6.2.1. Blogs: "Web diaries", are discussions or information published on the World Wide 

Web and made up of text entries (articles). These online journals are usually listed in 

chronological order. They can be hosted for free on websites like WordPress, Tumblr, and 

Blogger.     

6.2.3. Social networks: represent the process of creating, building and maintaining virtual 

communities and relationships between people online. Social networks allow like-minded 

people to connect with each other using websites and web applications. 
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 6.3. The most used social networks 

- Facebook: It is a social network that allows you to share any type of content (texts, videos, 

images, be live, share links, etc.) and lead a conversation with your audiences. 

- Instagram: One of the most used social media applications, Instagram has 1.2 billion MAU. 

- Twitter: All events are visible and commented on a second, which gives this platform as 

much power as it does risks. Tweets have a very short lifespan.  

- TikTok: With over 700 million MAUs worldwide and still has plenty of room for growth. 

- YouTube: The second largest search engine in the world at this point. 

7. The e-marketing mix 

7.1. Product (products or services) 

The development of the Internet gives rise to new technologies and to new products and 

services. We can cite, for example, electronic journals or electronic greeting letters, etc. 

A new generation of search tools is dedicated to product research and allows consumers to 

conduct searches by brand or category, based on intelligent agents who rank products 

according to the preferences of each individual. The products that stand out from the crowd 

will be the most visible to consumers from a marketing point of view. 

7.2. Price 

It is an essential element in the act of purchase. Prices therefore require special attention. The 

price itself is not directly affected by the Internet. On the other hand, the means of payment 

are with the appearance of new payment systems, electronic wallets. 

However, the Internet makes it possible to pursue a more extensive and much more flexible 

promotion policy. We are also witnessing a very significant development of auction modules. 

7.3. Distribution 

Internet now represents a new distribution channel, Its possibilities are immense both in 

terms of interactivity and communication, promotion, sales .The Internet is an international 

network which allows any company to extend its catchment area to the whole world at low 

cost. Shopping is also possible 24 hours a day, 7 days a week. 

7.4. Promotion 

The media of today and tomorrow, the Internet is a great showcase for businesses. It also 

offers many possibilities in terms of interactive, targeted, interstitial advertising, etc. 
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Electronic commerce also offers a multitude of possibilities in the personalization of the offer, 

the One-to-One, and the development of customer profiles. 

8. E- marketing and social media: what interactions?   

The Internet has become a great way to communicate and do business. By virtue of its 

structure and its capabilities, it is the medium of today and tomorrow. Thus, more and more 

people are connecting and joining the "cyberworld". As a new medium, a new distribution 

channel, a new source of information, a new source of business…, the Internet requires a new 

marketing approach: e-marketing.   

With the development of the Internet and e-marketing tools, companies now have access to 

functionalities, services and interfaces that allow them to implement personalized and 

efficient marketing and communication strategies that do not require the mobilization of 

resources human, technical and financial too important.       

The integration of the company in the field of social networks will allow the managers of the 

company a better visibility of its economic and competitive environment, and a continuous 

assimilation in the field of ICT, research & development, technological innovations, and 

permanent connection.   

On the technical level, process automation, ease of use, as well as speed of execution of 

marketing operations, such as supply and distribution stimuli. 

On the marketing side, social media and social networks can bring to the company Low 

communication costs and time savings, and apart from Traceability; either Communication is 

often controlled or the Company / Customer interaction is strong, social media generate 

brand awareness, acceleration of reputation support and the notoriety of the company.  

Among other things, social networks have dual effects, they bring advantages, but they can 

generate disadvantages, such as the absence of confidentiality, and the exposure of false 

rumors "Bad buzz" explained by the compulsory dependence on technologies, which 

generates Threats and risks for the products in phase of maturity or decline, in particular 

following the diversifications and advertising abuses towards the users, and the increased 

competition, fierce and permanent. This strong subjectivity of Internet users leads the 

company to bear very high costs linked to research and technological mastery, as well as 

advertising expenses, which will typically impact its marketing and its reputation on social 

media.                 

9. CONCLUSION  

Marketing has been one of the activities most "targeted" by the development of information 

and communication technologies and more particularly of the internet economy. Today, E-
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marketing has become a full-fledged activity. Commonly structured around one or more 

websites (portal site), web-marketing develops and uses multimedia tools (advertising 

banner, e-card, newsletter, video, animated film, etc.) and puts into practice a certain number 

of techniques and methods (SEO optimization, purchasing, mailing, behavioral monitoring 

study, etc.) to get a message across, sell a product, a service or simply build loyalty among 

targeted categories of Internet users”. 

E-marketing is a means of creating added value for the various economic players: 

companies, investors, customers, suppliers, financial and banking institutions and the 

media. More detailed product information helps customers in the purchasing decision 

process. 

Some of the marketing is done by affiliates on behalf of a business. An email address link 

to customer service reduces response times and at the same time information processing 

costs. Therefore, the terms “Internet marketing”, “e-marketing” and “interactive 

marketing” relate to the use of the Internet and related technologies to achieve the goals 

and objectives of the “marketing” function. Indeed, this tool is an extraordinary means 

available to marketers. The network of networks offers very interesting features tailored 

to marketers. So, it is important today for every business to have an e-marketing strategy 

to face the fierce competition in the market.         

10. Bibliography: 

1. Acemoglu, D., and P. Restrepo (2017). “Robots and Jobs: Evidence from US Labor 

Markets,” paper presented to the Annual General Meeting of the American Economic 

Association, Chicago, January 7. 

2. Agrawal, A., JS Gans and A. Goldfarb (2017). “What to Expect from Artificial 

Intelligence”, MIT Sloan Management Review, vol. 58, no 3. 

3. Arthur, WB (2011). “The Second Economy”, McKinsey Quarterly, October, p. 1-9. 

4. Autor, D., D. Dorn, LF Katz, C. Patterson, and J. Van Reenen (2017) Concentrating on the 

Fall of the Labor Share , Working Paper No. 23108, National Bureau of Economic 

Research. 

5. Baldwin, JR, and W. GU (2013). Multifactor Productivity Measurement at Statistics 

Canada, Research Paper No. 31 in the "Canadian Productivity Review" series, Statistics 

Canada. Publication no.15-206-X in the catalog. 

6. Baldwin, JR, W. GU, R. Macdonald and B. Yan (2014). What is productivity? How do we 

measure it? What was Canada's productivity for the period 1961 to 2012? , Research 

Paper No. 38 in the "Canadian Productivity Review» series, Statistics Canada. Catalog 

publication no.15-206-X. 

http://revues.imist.ma/?journal=REMAC


 Revue de Management et Cultures (REMAC) 

ISSN : 2550-6293 

N° 8 (2022) 

http://revues.imist.ma/?journal=REMAC 

 

156 
N° 8 (2022)  

 DOI:………………….  

CC BY-NC  

7. Bank of Sweden (2015). “Digitization and Inflation,” Monetary Policy Report, February, 

p. 55-59. 

8. Bibbee, A. (2012). Unleashing Business Innovation in Canada, Working Paper No. 997, 

Department of Economic Affairs, Organization for Economic Co-operation and 

Development. 

9. Bloom, N., R. Sadun and J. Van Reenen (2012). “Americans Do IT Better: US 

Multinationals and the Productivity Miracle,” The American Economic Review, vol. 102, 

no 1, p. 167-201. 

10. Bloom, N., and J. Van Reenen (2010). “Why Do Management Practices Differ Across 

Firms and Countries?” Journal of Economic Perspectives, vol. 24, no 1, p. 203-224. 

11. Boston Consulting Group (2015). The Robotics Revolution: the Next Great Leap in 

Manufacturing .Broadberry, S., BMS Campbell and B. van Leeuwen (2013). “When Did 

Britain Industrialize? The Sectoral Distribution of the Labor Force and Labor 

Productivity in Britain, 1381–1851”, Explorations in Economic History, vol. 50, no 1, p. 

16-27. 

12. Brynjolfsson, E., and A. McAfee (2015). The Second Machine Age: Work and Prosperity 

in the Age of the Technological Revolution, Paris, Odile Jacob, Cao, S., M. Salameh, M. 

Seki and P. 

13. St-Amant (2015). Trends in New Firm Entry and New Entrepreneurship in Canada , Staff 

Analysis Paper 2015-11, Bank of Canada. 

14. Cardona, M., T. Kretschmer and T. Strobel (2013). “ICT and Productivity: Conclusions 

from the Empirical Literature”, Information Economics and Policy, vol. 25, no 3, p. 109-

125. 

15. Crafts, N. (2014). Productivity Growth During the British Industrial Revolution: 

Revisionism Revisited, Working Paper 204, Center for Competitive Advantage in the 

Global Economy. 

16. Davis, SJ, and J. Haltiwanger (2014). Labor Market Fluidity and Economic Performance, 

Working Paper No. 20479, National Bureau of Economic Research. Derviş, K., and Z. 

Qureshi (2016). The Productivity Slump - Fact or Fiction: The Measurement Debate, 

working paper, coll. “Global Economy and Development”, Brookings. 

17. Ericsson, NR (2016). Economic Forecasting in Theory and Practice: An Interview with 

David F. Hendry, Federal Reserve Board of Governors, coll. “International Finance 

Discussion Papers”, No. 1184. 

18. World Economic Forum (WEF) (2016a). Digital Transformation of Industries: Logistics 

Industry, World Economic Forum white paper prepared in collaboration with Accenture. 

19. (2016b). Shaping the Future of Construction: a Breakthrough in Mindset and 

Technology, document prepared in collaboration with the Boston Consulting Group. 

http://revues.imist.ma/?journal=REMAC


 Revue de Management et Cultures (REMAC) 

ISSN : 2550-6293 

N° 8 (2022) 

http://revues.imist.ma/?journal=REMAC 

 

157 
N° 8 (2022)  

 DOI:………………….  

CC BY-NC  

20. World Economic Forum (WEF) (2016c). Digital Transformation of Industries: Automotive 

Industry, World Economic Forum white paper prepared in collaboration with Accenture. 

21. Frey, CB, and MA Osborne (2017). “The Future of Employment: How Susceptible Are 

Jobs to Computerization?” Technological Forecasting and Social Change, vol. 114, no C, 

p. 254-280. 

22. Fung, B., and H. Halaburda (2016). Central Bank Digital Currencies: A Framework for 

Assessing Why and How, Staff Analysis Paper 2016-22, Bank of Canada. 

23. Fung, B., M. Molico and Gerald Stuber (2014). Electronic Money and Payments: Recent 

Developments and Issues, Staff Discussion Paper 2014-2, Bank of Canada. 

24. Gordon, RJ (2014a). The Demise of US Economic Growth: Restatement, Rebuttal, and 

Reflections, Working Paper No. 19895, National Bureau of Economic Research. 

25. (2014b). A New Method of Estimating Potential Real GDP Growth: Implications for the 

Labor Market and the Debt / GDP Ratio, Working Paper No. 20423, National Bureau of 

Economic Research. 

26. (2015). “Secular Stagnation: A Supply-Side View”, The American Economic Review, vol. 

105, no.5, p. 54-59. 

27. (2016). “Perspectives on the Rise and Fall of American Growth”, The American 

Economic Review, vol. 106, no 5, p. 72-76. 

28. Green, DA, and BM Sand (2015). “Has the Canadian Labor Market Polarized?”, Canadian 

Journal of Economics , vol. 48, no 2, p. 612-646. 

29. Kaplan, G., B. Moll and GL Violante (2016). Monetary Policy According to HANK, 

Working Paper No. 2016/2, Council on Economic Policies. 

30. Katz, RL, and P. Koutroumpis (2013). "Measuring Digitization: A Growth and Welfare 

Multiplier", Technovation, vol. 33, nos. 10-11, p. 314-319. 

31. Keynes, JM (1931). “Economic prospects for our grandchildren”, in Essais de persuasion, 

Paris, Librairie Gallimard. 

32. Krugman, P. (1997). The Age of Diminished Expectations, Cambridge, MIT Press. 

33. Lev, B., S. Radhakrishnan and PC Evans (2016). Organizational Capital: A CEO's Guide to 

Measuring and Managing Enterprise Intangibles, coll. “Measuring and Managing 

Organizational Capital Series”, No. 1, The Center for Global Enterprise. Mendes, RR 

(2014). The Neutral Rate of Interest in Canada, Staff Discussion Paper 2014-5, Bank of 

Canada. 

34. Organization for Economic Co-operation and Development (2016). 

35. OECD Compendium of Productivity Indicators 2016, Paris, OECD Publishing. 

36. Poloz, SS (2016). From Woodcutters to IT Specialists: The Expanding Canada's Service 

Economy, speech to the CD Howe Institute, Toronto, November 28. 

37. Reynolds, J., and R. Cuthbertson (2014). Retail & Wholesale: Key Sectors for the 

European Economy: Understanding the Role of Retailing and Wholesaling Within the 

http://revues.imist.ma/?journal=REMAC


 Revue de Management et Cultures (REMAC) 

ISSN : 2550-6293 

N° 8 (2022) 

http://revues.imist.ma/?journal=REMAC 

 

158 
N° 8 (2022)  

 DOI:………………….  

CC BY-NC  

European Union, Oxford Institute of Retail Management, Saïd Business School, 

University of Oxford. 

38. Schumpeter, JA (1939). Business cycles: A Theoretical, Historical, and Statistical Analysis 

of the Capitalist Process, New York, McGraw-Hill Book Company. 

39. (1947). “The Creative Response in Economic History”, Journal of Economic History, vol. 

7, no 2, p. 149-159. 

40. (1990). Capitalism, socialism and democracy, Paris, Payot. 

41. Schwab, K. (2016). The Fourth Industrial Revolution, Geneva, World Economic Forum. 

42. Syverson, C. (2016). Challenges to Mismeasurement Explanations for the US 

Productivity Slowdown, Working Paper No. 21974, National Bureau of Economic 

Research. 

43. Temin, P. (1997). “Two Views of the British Industrial Revolution”, Journal of Economic 

History, vol. 57, no 1, p. 63-82. 

44. Tugwell, RG (1931). “The Theory of Occupational Obsolescence”, Political Science 

Quarterly, vol. 46, no 2, p. 171-227. 

45. Van Ark, B. (2016). “The Productivity Paradox of the New Digital Economy”, 

International Productivity Monitor, vol. 31, p. 3-18. 

46. Van Reenen, J., N. Bloom, M. Draca, T. Kretschmer, R. Sadun, H. Overman and M. 

Schankerman (2010), ' The Economic Impact of ICT: Final Report’, London, Center for 

Economic Performance. SMART publication N. 2007/0020. 

47. Varian, H. (2016). “Intelligent Technology”, Finance and Development, Vol. 53, no 3, p. 

6-9. 

 

 

 

http://revues.imist.ma/?journal=REMAC

