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The impact of social media on trade within the
Libyan Country.

Alaa.M.S. Al-Drolli
Faculty of Science and Technology, Qmains - Libya

APSTRACT

The research aims to analyze the extent to which social media
influences the use of electronic payments, and its role in promoting
e-commerce and increasing consumer confidence in digital
transactions. In the digital age, platforms such as Facebook,
Instagram, Twitter, and TikTok have become key tools in marketing
and promoting products, leading to increased reliance on electronic
payment systems as a primary means of online purchasing. The
research focuses on several main axes, including marketing via
social media, interaction between companies and consumers, and
analysis of data extracted from social media. The study relies on an
analytical approach based on statistical data and recent reports on e-
commerce, and includes a review of previous literature that
addresses the relationship between social media and digital
payments.

Keywords: Internet, e-commerce (EC), social media (SM),
consumer trust.
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