el aghe g dylondly 3laBY) aglall S )56 daslr
2023 jdy 15 pg F1 G A Slnwgl) 58 o035 G &g Syl 195 tday oo by iko

Sl Lol Blug pe Lald) Oluaoiold dyylond) LMl 5503
—a ol b anl s —
el dalasy,

(03) S anslr ol pokeg Blndl pshally 2502V pslall 2S¢ ogorl) il 4 aeg 2uS3d 2

iyl WAl g (3 Sl ¥ Lolgd) Blog illas i Bme U] dulidll ods 348 1 pasuhe
S bl oW blaaly SaeYl mgll slsanl & anlll Gl ghdsdy sl olaw sl
dr 93 flem ¥l folsd) Jlas) OF ol il 0 desaz ) Aulll chog W3y ¢5 g0l 1 cdgls
Bk @ eV el 4 JlE L O e 3y 2l Slewgol) dyld) 2 rgeS (3 ais

s et (39 Olaewsll 0dd 4yl LWL

i Al Bl (a5l Slnga ¢ larn) Loly iy ladl) SLIS)

Abstract: The purpose of this study is to find out the extent of the contribution
of social media in marketing the brand of emerging organizations, and to achieve
the objectives of the study, the inductive and deductive approach of the theoretical
literature that dealt with this topic was used, and the study reached a set of results,
the most important of which is that social media plays a very important role In
marketing the brand of start-up enterprises, and through the latter it increases and

improves the brand awareness of these enterprises. their photo
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