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8- RFI : Relative Fit Index

9- CFI : Comparative Fit Index

10- NFI : Normative Fit Index

11- RMSEA : Root Mean Square Error of Approximation
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! Satheeka Kavisekera & Nalin Abeysekera, Effect of Social Media Marketing on Brand Equity of
Onlines Companies, Marketing and Management, Volume 14, Issue 02, 2016, P 202.

2 Arberesha Behluli & others, Op Cit, P 08.

3 Nisha Anupama Jayasuriya & A S Ferdous Azam, The Impact of Social Media Marketing on Brand
Equity : A Study of Fashion Wear Retail in Sri Lanka, International Review of Management and
Marketing, Vol 07, Issue05, 2017, P 179.

4 As’ad H Abu-Rhumman & Anas Y.Alhadid, Op Cit, P 316.
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! Deepika Kathirval & J Sirinvasan, Social Media Marketing, International Journal of Management,
Volume 9, Issue01, Jan—Feb 2018, P 80.
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! As’ad H Abu-Rumman & Anas Y.Alhadid, Op Cit, P 317.
2 Bruno Godey & others, Social media marketing efforts of luxury brands: Influence on brand equity
and consumer behavior, Journal of Business Research, 69 (12), 2016, P 02.
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1 As’ad H Abu-Rumman & Anas Y.Alhadid, Op Cit, P 317.

2 Xueming Luo & others, Social Media and Firm Equity Value, Information Systems Research, Vol. 24,
No. 1, March 2013, P 150.

3 Yusuf Bilgin, Op Cit, P 131.
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Source : Artha Sejati Ananda & al, Social Media Marketing Strategy — A case
study of an Italian SME Fashion Brand, Conferance paper, [on ligne] At
https://www.academia.edu/30055428/Social Media Marketing Strategy A Case
Study of an Italian SME Fashion Brand , consulted 25/11/2019 (23h29).
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! Niyazi Giimiis, the effects of social media content marketing activities of firms on consumers’ brand
following behavior, Academis Research international, Vol (8) 1, March 2017, P 02.
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! Nur Syakirah Ahmed & al, The impact of social media content marketing (SMCM) towards brand
health, Fifth international conference on marketing and retailing, Faculty of business management,
universiti teknologi MARA, Malaysia, 2015, P 332.

2 Artha Sejati Ananda & al, Op Cit.
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Source: Content marketing handbook, Warsow 2014, [on ligne] at:
https://www.hifive.be/downloads/digital-marketing/content-marketing.pdf consulted

01/07/2019( 16h40)
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! Christina Newberry, Evan LePage, Comment créer une stratégie de médias sociaux en 8 étapes
simples, [ en ligne] voir : https://blog.hootsuite.com/fr/comment-creer-une-strategie-de-medias-sociaux-
en-8-etapes-simples/ consulté le 01/08/2020, (22h46).
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Source : digital in Algeria, [ on ligne ] at : https://datareportal.com/digital-in-algeria ,
consulted 05/06/2020 (17h12).
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! Digital in Algeria 2020, [on ligne] at https://datareportal.com/reports/digital-2020-algeria , consulted
05/06/2020, (17h56).
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Source : digital in Algeria, [ on ligne ] at : https://datareportal.com/digital-in-algeria ,
consulted 05/06/2020 (17h12).
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! Paul Cordina, Tout savoir sur les marques et les réseaux sociaux — Intégration marketing des réseaux
sociaux par les entreprises-, Edition Kawa, France, 2012, P 16.
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2 Virginie De Barnier & Henri Joannis, Marketing & création publicitaire : Réseaux sociaux, Mobile,
TV, Radio, Print, Dunod édition, 4 éme édition, Paris, France, 2016, P 253-254.
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Source : Michael A. Stelzner, 2020 Social media marketing industry report - How
Marketers Are Using Social Media to Grow Their Businesses- , Social Media
Examiner, May 2020, P 11. [on ligne], at :
https://www.socialmediaexaminer.com/social-media-marketing-industry-report-2020/ ,
consulted 06/09/2020 (14h18).
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Source : World Economic Forum, Visualizing the social media universe in 2020, [on

ligne] at https://www.weforum.org/agenda/2020/09/social-media-planets-facebook-
twitter-tiktok-youtube-instagram/ , consulted 07/09/2020, (23h18).
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! Most popular social networks worldwide as of July 2020, ranked by number of active users, [on ligne] at
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/ , consulted
30/07/2020, (16h46).
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! Most popular social networks worldwide as of July 2020, ranked by number of active users, [on ligne] at
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/ , consulted
30/07/2020, (16h46).
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2016, P156.
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Source : Number of smartphone users worldwide from 2016 to 2021(in billions), [on
ligne] https://www.statista.com/statistics/330695/number-of-smartphone-users-

worldwide/ , consulted 08/09/2020 (16h41).
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! Philip Kotler & autres, Op Cit, P 330.

2 Elisabeth Walliser, La mesure comptable des marques, Vuiber collection entreprendre, France, 2011,
P18.

3 Jean Noél Kapferer, The New Strategic Brand Management, Les Editions d’organization, France, 2012,
P 08.

4Kevin Lane Keller, Strategic Brand Management, Building, Measuring and Managing Brand
Equity, Pearson Edition, fourth edition, USA, 2013, P30

3 Philip Kotler & autres, Op Cit, P 334.
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! Philippe Jourdan & autres, Le capital marque : proposition d’une mesure individuelle et essai de la

validation, Recherche et application en marketing, 16(4), 2001, P 04.
2 Thi Minh Hang LE, Capital-marque et personnalité de la marque - Contributions théoriques et

apports empiriques dans un contexte viethamien, These de docotrat, Spécialité sciences de gestion,
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! Chantal Lai & Isabelle Aimé, La marque, Dunod édition, 3®me édition, France, 2016, P 55.
2 Rym Zouaoui, Op Cit, P 65.

3 Chantal Lai & Isabelle Aimé, Op Cit, P 56.

4 Philip Kotler & autres, Op Cit, P 340.
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! Boonghee Yoo & others, An Examination of Selected Marketing Mix Elements and Brand Equity,

Journal of the Academy of Marketing Science, Vol 28, N°02, 2000, P 196.
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Source : David A. Aaker, Managing brand equity : capitalizing on the value of a
brand name, The free press edition, USA, 1991, P17.
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! Catherine Viot, David Aaker : Efficacité publicitaire, capital marque, comportement du
consommateur et lien marketing-finance , Les grands auteurs en Marketing, (Ed) A. Jolibert, EMS
Editions, mai 2016, P 17.
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Source : Amina Merabet & Abderrezak Benhabib, Les associations a la marque et le
capital marque - Etude exploratoire du marché de la téléphonie mobile en Algérie-
, les cahiers du MECAS, N°02, 2006, P 198.
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I Meriem Mennai & autres, La marque dans un processus de création de valeur pour le

consommateur , [en ligne] voir : https://docplayer.fr/60679912-La-marque-dans-un-processus-de-
creation-de-valeur-pour-le-consommateur.html, consulté le 17/11/2018 a (15h17).



https://docplayer.fr/60679912-La-marque-dans-un-processus-de-creation-de-valeur-pour-le-consommateur.html
https://docplayer.fr/60679912-La-marque-dans-un-processus-de-creation-de-valeur-pour-le-consommateur.html
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Source: Philip Kotler et autres, Op Cit, P 341.

Ll pgald die (saigr OSlgtad) O e (4.2) a8y JSA PA e z35al) iy

Lagd Jualsih Gladlall 538 Badatie dad Jasd Al eajplaiall Gldlall (o LB 220 e

Gy Jlaill ading WS clusspall Alle Aoy daipe Hlansd (o5 oV iy Lo Slgindl) aa

hiadull saeeY) e BAV z3sail

Gl (bl 4 e sl ) Gh @byl S sae Gl ) o il il -

! Philip Kotler et autres, Op Cit, P 339.

)y daid

g




72

Ldlall dpdla dayo Luil daidlall —
485 yra Al il 13 Lo prangy kil —
Ay Sleiial) 2 sasall AN day Jlat Adgpal) —
Adlad) Jlawdy alaif.3 .2
Adlall dpudlall Lhhall el (iandl 8 Adlall dpdlall 35l e Al Jland) iy
Lo i Alls dsnall Loy Caald Al dallall Chlaiind Aa i€ e s L d DA e adind
Caymins Canall 138 DA (e claledl sk e ) Layslat 3 Aaldind (3] Aadlal)
Al 4 dll b 1 480l 3o sadl cdadlall 556 cdadlall oVl e dlay alaY) 5
Adall g¥sl 1.3 .2
Ay gul) LA AT aga iae sl sl il ol G Cusally luball (e LESI)
oo dals e iisall ol e 0l ey oY) lahaddl) dlee oy (o Dliad
Blad) (8 Ay alia e diaaly Wl (gl ¢ ¥ 2 Gfiall alaia) dase 8 A Gl ld)
L iasnal
G Y5 Y 35 e Akall Aol el gl Blially (o)l e e oy ity
Lhall e 80 Ao gane Wiad 865 b emmnd 400dli e 318 8 o Vsl) el a2l Y el

Llial) L saclual) gy 5l (g pally (Dle ) i sl Gl Q6 e Jadi clal

i aal (B Add iy — Chyaall A9 o dyaad) (el e 5aga 5 (b ¢ jum mllasien !
2017 @l (1 aaall (19 Alaall cdpabaid¥ly 41 askell £pudldl) dlae (=Algual) 6 Aalal) Lualdl)
106 (=




73

Gl ae i 43l 5SIA A Alally HSE caaa Gl s gallall L5 e
LAY Wiall aalgy el Gpulin Ji Bl maay cAndlial)

aii] ddbide (3l ADG sale & Ay sal) luldlly AL cluldlly Al clulal

Lol eVl (el LgiSay Y A8 gl hlisllly S gl hlildl) (40 SIS o (e a2 l) e LoVl

P Pagige g 4S5l (Gyhay Vsl iy AN Goasll G 3 (Y1 Aighall ol

toSolaad) oYY -
Gl )< b iall e 4K duand) 48 e o Vsl Cipud Sludl o Vgll il i
Cangy caliiially ) Saall Ahal) dlolull e sl eVl iyt 8 i) Al Ay laal)

LA il (i olai) SHAN a5l )5S 13 65 b sl diay

Aladall deadl) of aiall ol LAl ol U8 (e Baee Al " radl e oVl Cajagg

Vil ) S S8y

! Buchra Mahmood & al, Relationship Between Brand Experience and Brand Loyalty, Journal Of
Organizational Behavior Research, Vol 04, Issue 01, 2019, P 82.

2 Mohammad Reza Karimi Alavijeh & al, The Effect of Customer Equity Drivers on Word-of-Mouth
Behavior with Mediating Role of Customer Loyalty and Purchase Intention, Inzinerine Ekonomika-
Engineering Economics, 29(2), 2018, P 237.
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' Nisha Anupama Jayasuriya & A S Ferdous Azam, Op Cit, P 182.
2 Bruno Godey & others, Social media marketing efforts of luxury brands: Influence on brand equity
and consumer behavior, Journal of Business Research, 69 (12), 2016, P 04.
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client - Cas de la banque mobile ,Theése de Doctorat, Sciences de gestion, Institut d’administration des
entreprises, Université Nice Sophia Antipolis, France, 2015, P 110.
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Iy Thiripurasundari & P. Natarajan, Conceptual and conetxtual dimention of brand equity,
International Journal of Multidisciplinary Research, Vol 01, Issue 03, 2011, P 124.
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! Digital repport 2020, [on ligne] at https://wearesocial.com/fr/blog/2020/01/digital-report-2020. Consulted
31/03/2020 ( 32h06).
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FPourcentage

Fourcentage

Fréquence | Pourcentage valide cumulé
Valide i 203 45 8 458 458
A 240 542 542 100,0

Total 443 100,0 100,0

puall

Fourcentage Fourcentage
Fréguence | Pourcentage valide cLUmulé
Valide 18 oo dia 3 T T T
18-30 248 56,2 56,2 56,9
31-40 161 36,3 36,3 53,2
SE] g 30 5,2 5,2 100,0

Total 443 100,0 100,0

Jaadl

Fourcentage Fourcentage
Fréguence | Pourcentage valide cUmulé
Valide 818000 g 182 41,1 411 411
18001-45000 132 28 8 298 70,4
45001-80000 80 181 181 88,49
FETB0001 e 49 11,1 11,1 100,0

Total 443 100,0 100,0

Jalgil ablga o LS Cilped) culadlad Lpac)l cililoaall Aial) o] Aaglia—2

facebook

i laliaY)

Pourcentage

Fourcentage

Fréguence | Pourcentage valide cUmulé
Valide — p= 367 82,8 a2.8 82,8
b 76 17,2 17,2 100,0
Total 443 100,0 100,0
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instagram

Pourcentage

Fourcentage

Fréguence | Pourcentage valide cUmulé
Valide — p= 171 386 386 386
b 272 61,4 61,4 100,0
Total 443 100,0 100,0
twitter
Fourcentage Fourcentage
Fréquence | Pourcentage valide cumulé
Valide — p= 4 8.3 5,3 g3
k) 402 a90,7 a90,7 100,0
Total 443 100,0 100,0
linkedin
FPourcentage Fourcentage
Fréquence | Pourcentage valide CLMmulé
Valide  p= 28 6,8 6,5 6,5
o 414 93,58 93,58 100,0
Total 443 100,0 1000
site officiel
Pourcentage Fourcentage
Frégquence | Pourcentage valide cLumulé
Valide  p= a0 20,3 20,3 20,3
o 353 ¥a.7 ¥a.7 1000
Total 443 100,0 1000
holg
Fourcentage Fourcentage
Fréquence | Pourcentage valide cumulé
Valide — p= 1 2 2 2
o 442 95 8 95 8 100,0
Total 443 100,0 1000




142

i igs W aldl Jalaa—3
toall) B F g S Wl bl Jalaa o

Statistiques de fiahilité

Alpha de Mombre
Cronbach d'éléments
817 7

" SMM " Jiial) paiial) glaal #lig 8 W cildl) Jalaa <
Statistiques de fiabilité

Alpha de Momkbre
Cronbach d'éléments
720 4
: Jo &) :43)aa)
Statistiques de fiahilité Statistiques de fiahilité
Alpha de Mombre Alpha de Mombre
Cronhach d'éléments Cronbach d'éléments
706 3 720 4
: 38) sl 4 )
Statistiques de fiahilité Statistiques de fiahilité
Alpha de Mombre Alpha de Mombre
Cronbach d'éléments Cronbach d'éléments
863 4 820 2

Ll 504

Statistiques de fiahilité

Alpha de Maomlbre
Cronbach d'éléments
811 4

DAaSad) Jlady " aglill puddall ) glaal &L S W il Jalea o

Statistiques de fiahilité

Alpha de Mombre
Cronbach d'éléments
a0a 3

:dadlall £l

Statistiques de fiahilité

Alpha de Mombre
Cronbach d'éléments
879 4

: 45,04 5asal

Statistiques de fiahilité

Alpha de
Cronhach

Mombre
d'éléments

857

3




143

Ayl cfpiia jglaa b Jga Alad) abd] LY dagl Jladl) mili-4
:SMM Jiiawal) piall )glaa cid Jea Lial) apdl clla¥ gl Julasl) gilis o

Statistiques
trendiness | interaction | entetainment | credibility smm
I Walide 443 443 443 443 443
Manguant ] 0 0 0 0
Moyenne 37077 3,6471 3,3578 3,3030 3,4804
Erreur standard de la moyenne 03647 03528 03363 03917 02818
Ecarttype TETEE T4273 83414 82437 9334
Minirmum 1,00 1,00 1,00 1,00 1,36
Maxirmum 5,00 5,00 5,00 5,00 5,00

Jlaly il el glaa il Jga Aipnl) 81 el (aagll Joladl gulis <

s dadal)
Statistiques

percievedqual
loyalty AWareness ity hrandequity
M Valide 443 443 443 443
Manguant ] 0 ] 0
Moyenne 36242 400481 3,68651 37314
Erreur standard de la moyenne 04183 03482 04284 033498
Ecarttype 88050 73291 G063 715630
Minimum 1,00 1,00 1,00 1,00
Maximum 5,00 5,00 5,00 5,00
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Model Spécification
Chi-Square=9,253
DF

P — Value=,055
Relative Chi-Square=2,313

RMSEA=,055

| interaction
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percievedguality |

Regression Weights: (Group number 1 - Default model)
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loyalty
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percievedquality <---
percievedquality <---
percievedquality <---
percievedquality <---
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Standardized Regression Weights: (Group number 1 - Default model)

awareness <--- trendiness ,222
awareness <--- interaction 221
awareness <--- entertainment 011
awareness <--- credibility ,182
percievedquality <--- trendiness -,025
percievedquality <--- interaction ,079
percievedquality <--- entertainment ,120
percievedquality <--- credibility ,201
percievedquality <--- awareness ,385
loyalty <--- awareness 171
loyalty <--- percievedquality ,646

‘0

Al e G idlaa lly dlaall )

Direct Effects (Group number 1 - Default model)

awareness ,162 ,009 218 212 ,000 ,000
peiciEvEdy 220 129 096  -.029 474 .000
ality

loyalty .000 .000 000 .000 206 631

Standardized Direct Effects (Group number 1 - Default model)

awareness ,182 ,011 221 ,222 ,000 ,000
peitievedy 201 120 079 025 385 000
ality

ol 000 000 000 000 171 646

Indirect Effects (Group number 1 - Default model)

awareness ,000 ,000 ,000 ,000 ,000 ,000
peiciEvEdy 077 004 103 101 .000 .000
ality

loyalty 221 086 171 089 299 .000
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Standardized Indirect Effects (Group number 1 - Default model)

awareness ,000 ,000 ,000 ,000 ,000 ,000
peiciEvEdy 070 004 085 086 .000 .000
ality

loyalty 207 082 144 077 249 .000

Total Effects (Group number 1 - Default model)

awareness ,162 ,009 218 212 ,000 ,000
pRElevEdly 297 134 200 071 474 000
ality

el 221 086 171 089 505 631

Standardized Total Effects (Group number 1 - Default model)

awareness ,182 ,011 ,221 ,222 ,000 ,000
PR 271 124 165 061 385 000
ality

loyalty ,207 ,082 ,144 077 ,420 ,646

g alal) cplal Jdas milis 4
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o)
ANOVA
smm
Somme des
carres ddl Carré moyen F Sig.
Intergroupes 113 1 13 a20 572
Intragroupes 165,492 441 353
Tatal 165 605 442
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2 Cyod)
ANOVA
smm
Somme des
carrés ddl Carré moyen F Sig.
Intergroupes 1,838 3 G249 1,788 47
Intragroupes 163,716 439 350
Total 165 6045 442
‘;.A...\w\ 8 5al)
ANOVA
smm
Somme des
carrés ddl Carré moyen F Sig.
Intergroupes 8548 4 214 G607 658
Intragroupes 164 747 438 363
Total 165,605 442
s Jaal
ANOVA
smm
Somme des
carrés ddl Carré moyen F Sig.
Intergroupes 1,151 3 84 1,080 353
Intragroupes 154 454 439 352
Total 165,605 442
tAadlad) Jlaay piial Lpudly gala¥) culill) Julas il o
i)
ANOVA
hrandequity
Somme des
carrés ddl Carré moyen F Sig.
Intergroupes 013 1 013 0245 8748
Intragroupes 226138 441 813
Total 226,151 442
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P Cyd)
ANOVA
brandequity
Somme des
Carrés ddl Carré moyen F Sig.
Intergroupes 3,069 3 1,023 2,013 11
Intragroupes 223,082 434 508
Total 226,151 442
el (g giaal
ANOVA
brandequity
Somme des
carrés ddl Carré moyen F Sig.
Intergroupes 4,333 4 1,083 2,134 075
Intragroupes 221,818 438 G506
Total 226,151 442
:Jay
ANOVA
brandequity
Somme des
carrés ddl Carré moyen F Sig.
Intergroupes 2837 3 46 1,854 136
Intragroupes 223,314 439 5048
Taotal 226151 442
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This study aims to explore the role of social media marketing in enhancing
brand equity, for this, the communication sector, specifically the field of
smart phones was chosen, and a survey-based empirical study through a
questionnaire with 443 respondents was conducted. It has been found that
social media marketing indentifying by foure dimentions: trendiness,
interaction, entertainment and credibility, enhances brand equity identifying
by three dimentions: brand awareness, percieved quality and brand loyalty.
It has been revealed that brand can, through its content trendiness, its
interaction with users and credibility on social media, increase its awareness,
and it has also been revealed that focusing on trendiness and credibility, the
brand can enhance its percieved quality, accordingly customer loyalty can be
increased.

Keywords :
Marketing, social media, brand equity.
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