AP G A Slawill o8 003 & L9 iSIYI Syl 490

Besl) Slawield 39 iSOV Ggund) 3 Dlad 3357 slazr ) Jolgdl adlge Jo n 3l
Social media influencers as an effective tool in Startups’ e-marketing
(A 5l el SH Al dadly slasi) cde jlr 9.3

Bendjiar42mohamed@gmail.com

2023/../.. 15l gt 2023/./.. pdawV) m)b

L gl
3oV sl 3 Wl 31T elen ¥l Jolsdl wilge o S5l passe Ay U4
dineS” eV Lolgdl wlse Jo cpiseld ol ol e sl L (U azaldl oluc sl
Gryedb Bl Ak o) Lzoiliin) & adde slezeYly LeSdgins oLl il Slavwsall Boise
(¢ o5 s Jo 2Bl Slal b Blaa¥) B e Lg&,. Gy Lod 1a T e 3980V
35SV gl 3 Jlb s Il lezr W Jolgdl wdlge e 350 01 e el
&L.N\ L} awu V.;%L:;&.A\j 8dd=e \3\}» N 4.’3)3}3 U4 LG-;}"“j M}l\ 8% J“’j Sj'a“) QLMM»}_U g_,\.l.ci)!

39SV gl ¢ olom W Lolsdl wilse e o 301 o 3l sl LS
M36, M39: JEL ctivws
Abstract:

The study of social media influencers as an effective tool in e-marketing
for emerging enterprises aims to shed light on the effective role of social
media influencers as a reliable outlet for emerging enterprises towards their
consumers and relying on them in their E-marketing strategy .For this
purpose, we did desk research, collecting the results of previous studies
proved that social media influencers have become an effective element in e-
marketing for most companies and a strong link between the companies and
its market, which provides them with multiple advantages and their enormous
capabilities in persuading and influencing consumer behavior and creating
loyalty to the companies and the brands.
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