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Introduction

Nowadays, having an online presence is not a choice anymore for
businesses. In order to have customers, develop and market their services,
many businesses depend on the Internet. In Algeria, a lot of small and
medium-size businesses face difficulties when trying to create a strong
presence in the digital environment. Most of them struggle with achieving
good search engine visibility, particularly on Google.

By observing the situation and being interested in digital marketing,
I realized that most of these businesses either lack knowledge or technical
resources for improving their online presence. Unfortunately, most of the
available tools and technologies are either complicated or too costly for
SMEs. There appears to be a gap between the needs of these enterprises
and the available technologies.

For that reason, the project came into existence. This project aims at
creating a platform for improving search engine visibility for Algerian
SMEs by means of SEO. The user would be able to assess his website’s
performance and obtain some recommendations on how to enhance its
visibility.

The platform allows users to analyze their websites, understand their
performance, and receive clear suggestions for improvement.

The project follows a freemium model, where basic services are
available for free, while more advanced features are offered through a
monthly subscription. This approach aims to make the platform
accessible while ensuring its sustainability

This work is organized into several main axes that cover the
different aspects of the project, including its presentation, innovative
aspects, market analysis, business model, and financial plan.

[1]
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FIRST AXIS PROJECT PRESENTATION

Project idea:

This project is a digital platform that focuses on search engine
optimization (SEO) and it falls under the field of digital services and
information technology for small and medium-sized Algerian enterprises
(SMEs)

This project was inspired by my observation of the Algerian
market, where many small and medium enterprises struggle to appear in
search engine results. Although these businesses provide valuable
products and services, their digital presence remains limited due to a lack
of knowledge in SEO and digital tools.

To solve this problem, the project proposes the creation of a digital
platform that simplifies SEO practices and makes them accessible to non-
expert users. The platform will provide practical tools for keywords
selection, content optimization, and local visibility improvement, while
supporting multiple languages commonly used in Algeria.

The platform will be developed as a web-based application using
modern technologies, with a user-friendly interface adapted to beginners.
It will integrate multilingual support (Arabic, French, and Algerian
dialect) to better match local search behavior.

The project will be carried out by a team with knowledge in digital
marketing and web development, and it will be Implemented in Algeria,
targeting the national market as a starting point.

1. proposed value:
The platform offers several key values to its customers

¢ Innovation: providing a localized SEO solution specifically
designed for Algerian SMEs, including support for local languages
and search habits.

% Performance: ensuring effective improvement in search engine
rankings and online visibility.

% Adaptability: allowing businesses to customize their content and
keywords based on their specific activities and target audience.

3]



FIRST AXIS PROJECT PRESENTATION

s Task completion: helping businesses achieve the essential task of
being visible online and attracting customers through search
engines.

¢ Design: offering simple, intuitive, and user-friendly interfaces
suitable for non-technical users.

% Price: providing affordable services adapted to the financial
capacities of small businesses.

¢ Cost Reduction: eliminating the need to hire expensive SEO
experts or agencies.

* Risk Reduction: offering reliable and guided optimization
strategies that reduce the risk of ineffective digital marketing
efforts.

¢ Accessibility: enabling businesses with no prior digital presence to
enter the online market easily.

% Convenience (ease to use): simplifying complex SEO processes

into easy, step-by-step actions.

2. the team:

This project is developed as an individual initiative by student
Fodil Abla, who assumes full responsibility for all stages of the project,
from idea generation to planning, design, and implementation. The work
1s carried out under the academic supervision of Dr. Saadi Randa, who
holds a PhD in Marketing Management. Her guidance contributes to
ensuring the academic rigor and relevance of the project.

The student Fodil Abla is pursuing her master’s degree in
Marketing, which has provided her with a solid background in
understanding market needs, consumer behavior, and the importance of
digital strategies in today’s digital environment. This academic
foundation has shaped the project idea and ensured its alignment with the
real challenges faced today by Algerian small and medium-sized
enterprises (SMEs).

Beyond academic knowledge, the student has enhanced her
practical and entrepreneurial competencies by active participation in
training programs and workshops organized by the university incubator,
in this sense, she participated in several sessions focused on

[4]



FIRST AXIS PROJECT PRESENTATION

entrepreneurship, innovation, business modeling, particularly in the usage
of the (BMC) Business Model canvas which helped the student to
structure the project and create a clear value proposition.

In addition to her academic knowledge, the student has developed

an inherent interest in digital tools and online business practices,
particularly in the field of SEO and digital visibility. This personal
motivation has pushed her to explore pragmatic solutions that can help
SMEs improve their search engine presence.

3. Project objectives:

The project aims to achieve the following objectives

X/
0’0

X/
0’0

Enhance the online visibility of Algerian SMEs by improving their
presence in search engine results.

Provide a simple and accessible SEO solution adapted to non-
expert users who lack technical knowledge.

Support digital transformation of small businesses by helping them
shift from traditional or social-media-only presence to search
engine visibility.

Increase customer reach and business opportunities for SMEs by
connecting them with potential clients through online search.

Offer a localized platform adapted to the Algerian market,
including support for Arabic, French, and Algerian dialect.

Reduce marketing costs for SMEs by providing an affordable
alternative to expensive SEO agencies tools.

Establish the platform as a reliable digital solution for SMEs in
Algeria in the long term, contributing to their competitiveness.

To become the number one platform in the field of digital services
related to improving the visibility of Algerian Small and Medium
Sized Enterprises.

[5]



FIRST AXIS PROJECT PRESENTATION

4. project timeline:

In order to organize the project’s phases and ensure gradual
progress in various technical, marketing, and financial aspects, a timeline
was prepared outlining the most important activities and tasks undertaken
during the project’s duration from March to June.

Activity March April may June
Problem x
study and
market
analysis
Platform x
design and

BMC
Prototype x
development
initial
Testing and =
preparation
for

discussion
Source : prepared by the Project Owner. .

After the project was accepted at the incubator level and localized,

we conducted training sessions on how to prepare the project according to
Resolution 1275.

Starting with market research and problem identification,
identifying the target audience and gathering information related to search
engine optimization in march to the platform design, Preparing the
business model canvas and defining the services in April, then the
prototype was developed and the platform interface was designed in May.

Finally, in June, the financial and marketing aspects were prepared,
the platform's development was improved, and preparations were made
for discussion.

[6]
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SECOND AXIS INNOVATIVE ASPECTS

1. The nature of Innovation :

100 %

)
1 ‘
Uncertainty in the market v

s

Technological innovations

e

100 % —»

The platform will introduce new innovations to the market as it
provides a novel solution for small and medium-sized enterprises (SMEs)
in Algeria.

Currently, Algeria does not have a dedicated platform that
specifically enhances the visibility of these businesses on search engines.
It also presents technological innovation, as it uses advanced tools and
techniques to improve the search experience and manage data in a more
efficient and structured way that has not yet been fully implemented in
the local market.

2. Areas of innovation :
The innovations of This Project are spread across several areas:

» It is considered the first project in Algeria dedicated to small and
medium enterprises.

» Introducing a new feature for organizations that involves
improving digital visibility on search engines and increased
opportunities to reach potential customers.

» The ability to provide digital analytics and statistics to
organizations to help them improve their digital services and
strategies.

[8]
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» The database is constantly updated to ensure that the information is
accurate and up-to-date for all institutions.

> The platform design features an easy and smooth user interface,
making the user experience more efficient and comfortable.

[9]
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THIRD AXIS MARKETING STRATEGIES

1- Market segment overview:

The market sector refers to the group of individuals that may require
the services provided by the digital platform. The Algerian market has
witnessed remarkable growth in internet and smartphone use in recent
years.

This has resulted in an increase in the reliance of people on digital
platforms for searching for information and services.

The potential market for this project consists of small and medium-
sized businesses (SMEs) in Algeria, that require digital marketing
solutions to increase their online visibility. This includes business in
retail, restaurants, beauty and Wellness services and local service
providers.

These businesses are motivated by the need for more customers,
increase sales and compete effectively in their local and digital
marketplaces. Geographically, they are spread across major urban centers
like Algiers, Oran, Constantine and Setif, and smaller cities and towns.

The potential number of SMEs in Algeria is significant, with
thousands of businesses currently in operation offline or with limited
online presence, creating a strong demand for simple, localized SEO
solutions.

Target Market: The target market is SMEs that actively seek to improve
their digital presence but lacks technical knowledge or resources for
global SEO tools.

Reasons why this target market was chosen:

This target market is chosen because it represents a clear gap in the
Algerian digital ecosystem. Many SMEs have limited access to advanced
SEO tools, and this platform directly addresses their needs.

In terms, of business approach, it is possible to conclude purchase
contracts with clients like well-known local chains, regional retailers and
mid size service providers.

Also the early adoption of the platform can be encouraged through
focused communication and with freemium offerings to encourage further
engagement.

[11]
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This demonstrates trust and willingness to commit to the premium

services and establishes a foundation for this business model.

2- Measuring competition intensity:

The field of digital platform and the search engines in general and

particularly those for services is witnessing different intensities in

competition where there are some platforms and applications that provide
services partially similar.

a.
>

b.

Direct and Indirect competitors:

Direct Competitors: The existing global SEO tools like SEMrush,
Ahrefs, and Moz. These tools offered advanced SEO features but
are complex, costly, and lack localization for Algerian SMEs.
Indirect Competitors: Social media marketing platforms
(Facebook, Instagram) and local Web development agencies that
offer SEO as part of broader digital services.

Market shares and numbers:

Global SEO Tools dominate globally but are underutilize by Algerian

SMEs due to cost and complexity. Local agencies serve a mere fraction of

SME market, mostly in urban areas.

1-

3-

A. Porter's Five Forces :

Threat of new Entrants: The possibility to enter this market
(competition market) is considered relatively high especially with
the rapid development of digital technology due to the reduction of
technical barriers, The possibility of creating similar platforms at a
short cost, however Building a large database of organizations is a
challenge that may limit the easy entry of new competitors.
Bargaining power of suppliers: In this project, the suppliers are
small and medium sized enterprises (SMEs) that requests the
services from the platform and their negotiating power 1is
considered moderate where the success of this project depends
largely on the number of participating enterprises.

Bargaining Power of Customers: Customers have relatively high
bargaining power because Algerian society is price-sensitive, and

[12]



THIRD AXIS MARKETING STRATEGIES

R/ 7 /7 7/ J
0’0 0’0 0’0 0‘0 0‘0

>

L)

X/
0’0

X/
0’0
X/
0’0

X/
0’0

/7
0’0

they can easily move to other platforms if the platform does not
provide effective services or a good user experience.
Threat of Substitutes: Alternatives could be other means such as
paid advertising campaigns or social media, which could be seen as
indirect competition for the platform.
Competitive Rivalry: While some platforms are offering a partially
similar service, competition in the Algerians market is relatively
limited since there are no local platforms yet which focus on
improving the search engine rankings of Algerian businesses.

B. SWOT Analysis:

a) Strengths:
The platform is specifically designed for Algerian SMEs, which
creates strong market relevance.
Localized content (Arabic, French, Algerian dialect) makes it more
accessible than global tools.
User-friendly interface adapted to non-technical users.
Affordable solution compared to expensive international SEO tools
and agencies.
Freemium model encourages easy adoption and user acquisition.
Helps SMEs improve online visibility, which directly impacts their
sales and growth. - Automation of SEO tasks saves time and effort
for business owners.
Strong alignment with digital transformation trends in Algeria.
Can be accessed anytime and anywhere (online platform).
Offers practical value (real results: visibility, traffic, customers).
Scalable project that can grow and add new features over time.
First-mover advantage in offering a localized SEO platform in
Algeria.

b) Weaknesses:
The project is currently developed by one person, which may limit
speed and technical development.
Limited financial resources at the early stage.
Lack of brand awareness and trust at the beginning.
May require continuous updates to keep up with SEO changes.
Limited technical capabilities compared to advanced global
platforms.
Dependence on user’s digital literacy (some SMEs may struggle).

[13]
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Absence of a technical development team at the early stage.
Initial version (MVP) may have limited features.
Need for continuous customer support and guidance.
Difficulty in convincing traditional businesses to adopt digital
tools.

c) Opportunities:
Growing digital transformation in Algeria.
Increasing number of SMEs entering the online market.
Rising internet usage and smartphone adoption.
Lack of strong local competitors in SEO platforms.
Possibility of partnerships with business incubators and
organizations.
Government  initiatives  supporting  entrepreneurship  and
digitalization.
Opportunity to expand to other North African markets in the future.
Increasing awareness of the importance of online visibility and
SEO.
Potential to integrate with e-commerce platforms and digital tools.
Demand for low-cost marketing solutions.

d) Threats:
Strong competition from global SEO tools (even if not localized).
Rapid changes in search engine algorithms (Google updates).
SMEs may prefer social media over SEO.
Limited trust in new digital platforms.
Economic instability affecting SMEs’ budget and spending.
Resistance to change from traditional businesses.
Risk of low user engagement if the platform is not well adopted.
Technological challenges and maintenance costs.
Dependence on external platforms like search engines (Google).

C. PESTEL Analysis :
Political Factors: Medium, because the Algerian government is
supportive of digital transformation and entrepreneurship, and this
1s beneficial for the project, with incubators and startup initiatives.
However, procedures and bureaucracy in Algeria may sometimes
slow down the implementation of new technologies.

[14]
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2- Economic Factors; High, because the financial resources of SME’s
are limited and the SMEs are very sensitive to pricing. SMEs
ability or not to adopt this digital platform depended directly on the
price affordability, and if due to some circumstances, economic
conditions decline, this would result in a reduction in investment in
digital services.

3- Social Factors: Medium to High, because there has been a growing
awareness of the importance of digital, particularly in the field of
digital marketing and online visibility in Algeria. Internet use is
increasing among Algerian users, including SMEs. However if
many SMEs owners still have limited knowledge on using internet
and technology properly, this may impact adoption.

4- Technological Factors: High, because this project is completely
based on digital technologies, relying on search engines and their
SEO practices, but some algorithms are constantly being updated
requiring ongoing adjustments, so overall, technology plays a key
role in the project’s success.

5- Environmental factors: Low, since the project is entirely based on
digital and does not require the use of physical resources, and it has
no major constraints or negative environmental impacts.

6- Legal Factors: Medium, as this platform must conform to data
protection and digital regulations and the privacy requirements of
users, as these requirements are essential but they don’t represent a
constraint.

2. Marketing Strategy:

The success of this project will depend upon the adoption of the
right marketing strategies that fit the nature of this platform and the
characteristics of the Algerian market, especially concerning small and
medium-sized enterprises (SMEs).

First of all, this project makes use of a focus strategy. In particular,
this project will target Algerian SMEs, unlike broad-based or
international markets. It will allow understanding the needs of such
businesses better and addressing possible restrictions that they can have,
such as the lack of funds and limited digital experience.

Moreover, this project employs a differentiation strategy through the
development of a localized SEO platform that will be easy to use. Unlike

[15]
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traditional SEO solutions that may prove too complex to work with, our
platform will be user-friendly and accessible.

Another important marketing strategy adopted by this project is cost
leadership. Namely, our solution will provide an affordable way out for
businesses, who may otherwise pay exorbitant prices for the service. It
will help us succeed because SMEs often cannot afford other solutions
due to lack of funds.

Furthermore, a freemium model is adopted, where basic
functionalities will be provided freely, whereas more sophisticated ones
will require payment. The objective of this will be to lower any entry
barriers and give people a chance to use the platform before paying for it.

Lastly, the project follows a relationship marketing strategy,
focusing on building long-term relationships with wusers through
continuous support, guidance, and value creation. This helps increase
customer satisfaction, trust, and loyalty over time.

% E-Marketing Mix:

The project adopts an extended e-marketing mix adapted to digital
services, in order to effectively meet the needs of Algerian SMEs and
ensure a successful market positioning.

1) Product (Service): The project offers a digital SEO platform
designed to help Algerian SMEs improve their visibility in search
engines. The service includes keyword suggestions, content
optimization recommendations, and performance tracking through
a simple and user-friendly interface adapted to non-expert users.

2) Price: The platform adopts a freemium pricing strategy, where
basic features are offered for free, while advanced services are
available through paid plans. This approach allows users to test the
platform before making a financial commitment, while ensuring
accessibility for SMEs with limited budgets.

3) Place (Distribution): The service is delivered entirely online
through a web platform, making it accessible anytime and
anywhere. Users can access the platform Via computer or phone,
making it easier for various categories of organizations to use.

4) Promotion: The promotion strategy is based on digital channels,
including social media (Facebook, Instagram), online advertising,
and educational content such as tutorials and guides. The objective

[16]
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5)

6)

7)

8)

9)

1s to raise awareness about the importance of SEO and attract
potential users.

The platform: The platform represents the core of the service, and
it is designed to be simple, fast, and easy to navigate. It provides
clear information, smooth user experience, and direct access to all
platform features.

Security: The platform ensures a high level of security by
protecting user data and maintaining system reliability. This is
essential to build trust, especially for businesses sharing sensitive
information.

Personalization: The platform offers personalized
recommendations based on the user’s business activity, location,
and needs.

This allows each SME to receive relevant and customized SEO
suggestions.

Privacy: The project respects user privacy by implementing clear
data protection policies and ensuring that users’ information is
handled securely and transparently.

Customer Service: The platform provides continuous customer
support through assistance tools, FAQs, and guidance. This helps
users understand the service and use it effectively, even without
technical knowledge.

10) Community: The project aims to build a community of users,

where SMEs can share experiences, learn from each other, and
improve their digital practices. This strengthens engagement and long-

term loyalty.

[17]



BRANDDZ

FOURTH AXIS

Production and
Organization Plan

Process - Resources - Workforce - Partnerships

BRANDDZ - Digital SEO Platform



FOURTH AXIS: PRODUCTION AND ORGANIZATION PLAN

1. Production Process:

The service delivery of this project proposes a straightforward
approach to help Algerian SMEs enhance their online presence on search
engines.

Once the user accesses the platform, they are prompted to create an
account by entering basic information about their business, such as its
name and activity and location.

After registering, the user will then proceed to complete his business
profile by providing further relevant details, including services offered,
descriptions, and target audience.

Based on this data, the platform analyzes the business activity and
generates a set of relevant keywords relevant to the local Algerian market,
representing what potential customers will likely search for, enabling the
business to adjust its content online accordingly to the existing behavior
of the users. After that, the platform offers personalized recommendations
for optimizing the content on relevant keywords to improve ranking in
the search engine.

In addition, the platform includes a performance monitoring
dashboard where users can track their visibility, ranking, and user
engagement.

This helps their SMEs to clearly see the effect of their actions and
identify areas for improvement.

The process doesn’t stop here, but it continues through feedback and
recommendations for optimizing over time to improve their digital
presence.

The service delivery process is structured to be simple, automated,
and accessible to the user and to allow even the non-technical users to
benefit from the SEO field and to be more competitive in the digital
market.

2. Supply (Resources and Procurement) :

Unlike production projects that are typically based on raw materials,
this project is based primarily, on digital and technological resources, that
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ensure the proper functioning of the platform and the correct provision of
the services offered by the platform.

The “supply” refers to a series of tools, systems and knowledge
required to build and operate the platform efficiently.

To understand the resources required, it is necessary, to start by
describing the main technical resources, which mainly consists of web
development technologies, hosting, and database systems, that allow the
platform to store and process user data.

In addition, there are digital resources related to SEO, such as
keyword analysis tools and performance tracking systems, which enable
the platform to provide accurate recommendations and insights to users.

From a procurement perspective, the project also cooperates with
external service providers, such as the hosting company and the software
tool providers, to ensure the availability, reliability, and performance of
the platform.

These partnerships are essential to ensure the quality of the service
and the sustainability of the platform, thus preserving the platform’s long-
term operation.

As we said at the beginning of this section, one of the primary advantages
of this project is that it does not have a traditional production process
based on goods, which involves less complexity in terms of physical
supply chains, making this type of service more flexible, scalable, and
cost efficient, which is one the biggest advantages of a startup project in
the digital sector.

a. Main resources:

¢ Technical Resources: Web development tools, hosting services and
database systems.

+» Digital Resources: SEO tools for keyword analysis, tracking and
optimization.

*» Knowledge Resources: Marketing and SEO knowledge to provide
appropriate solutions to users.

¢ Suppliers and Service Providers:

» Hosting providers

» Software and SEO tools providers
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» Potential technical collaborators.
b. Human Resources:

Future Human Resources (Potential):

» Web Developer: To develop and maintain the platform technically.

» Digital Marketing Specialist: to improve the SEO strategy and the
visibility of the platform.

» Customer support agent: to support users and ensure a better
experience.

3. Workforce :

BrandDZ project helps in generating several job positions, both
directly and indirectly, particularly in the area of digital services and e-
marketing.

In the initial phase of the project, the project will help generate
between 3 and 5 direct job positions, as follows:

s Web Developer
% Digital Marketing Assistant
¢ Customer Support

The project may also be able to generate indirect job positions in the
long run by collaborating with:

¢ Freelance designers

* SEO Experts

¢ Content creators

¢ Local Digital Agencies

The project makes use of young talent, which has expertise in
technology, digital marketing, and data analysis, with the potential to
gradually expand the team in the coming years.

4. Key Partnerships :

The success of this project relies on establishing strategic partnerships
that can support its development, improve the quality of its services, and
facilitate access to the target market. These partnerships provide
important resources, expertise and opportunities that help to strengthen
the platform and guarantee its sustainability.
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/
0‘0

Main Partners:

University Incubator: It provides guidance, training and
support in the development of the project and improvement
of its business model.

Hosting and Technical Service Providers: These providers
ensure the Availability, performance and data storage of the
Platform.

SEO and Digital Tools Providers: They provide the
necessary tools for keyword analysis, performance tracking
and optimization.

. Potential Future Partners:

Local Business Associations: These Associations help reach
SME’s and promote the Platform.

Digital Marketing Agencies: These agencies support
advanced marketing strategies and Service improvement.
Technology Partners (Developers): Contribute to platform
development and technical improvement.
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FIFTH AXIS FINANCIAL PLAN

1. Initial Startup Costs and Expenditures :

The initial investment for the Minimum Viable Product (MVP) has
been set at 50 million DZD to establish a balanced budget foundation.
The total of equipment, tangible and intangible assets has been calculated
as follows:

Désignation (Equipements & Qté Prix unitaire Coiit total
Investissements) (DZD) (DZD)

Développement de 1 500 000 500 000

l'application et plateforme

initiale (MVP)

Ordinateur haute performance 1 150 000 150 000

(développeur / plateforme)

PC portable administratif 1 50 000 50 000
(équipe)

Bureau de travail administratif 2 40 000 80 000
partagé

Chaises de bureau pivotantes 3 12 000 36 000
Armoire a documents et 1 18 000 18 000
dossiers

Imprimante administrative 1 40 000 40 000
multifonctions

Modem Internet 1 10 000 10 000
Téléphone dédié au service 1 30 000 30 000

client et marketing

Aménagement des locaux 1 40 000 40 000
(peinture et décoration simple)

Enregistrement 1égal et - - 30 000
obtention de la marque

Frais de marketing de - - 100 000
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Désignation (Equipements & Oté Prix unitaire Coiit total
Investissements) (DZD) (DZD)

lancement

Total de l'investissement 1114 000

initial requis
.Source : prepared by the Project Owner

The table above details all initial investment items required for the
platform launch, classified under the Algerian Accounting System (SCF).
The total initial investment amounts to 1,114,000 DZD, covering both
tangible assets (hardware, furniture) and intangible assets (platform
development).

2. Annual Staff Expenses (Human Resources) :

The salary distribution for the three targeted employees (developer,
marketer, support) has been structured prudently to protect treasury
balance:

Salai
Poste (Ressources e Charges annuelles
humaines cibles) Nbre mensuel fixes (DZD)
(DZD)
Développeur Web (Web 1 25000 300 000
Developer)
Spécialiste en marketing 1 20 000 240 000
digital et SEO
Agent support client 1 15 000 180 000
(Customer Support)
Total général annuel des 3 60 000 720 000
salaires

Source : prepared by the Project Owner.

The annual payroll cost totals 720,000 DZD, covering three key
roles essential for platform operation and growth. All personnel charges
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are booked under Account 63 (Charges de personnel) in accordance with
SCF standards.

3. Consumables and Other Operating Expenses (Including
Accounting Firm Fees — c/62)

This section includes all fixed periodic charges, including the full
allocation for the certified accounting firm responsible for managing the
platform's books:

Poste de charges Charges
générales et Détail annuel annuelles

périodiques fixes (DZD)

Loyer des locaux Siege réduit ou partagé 180 000
(15000 DZD x 12)

Honoraires du cabinet Tenue de la comptabilité 120 000
comptable agréé (10 000 DZD X% 12)
Abonnement Internet Abonnement bureau (5 60 000
haut débit 000 DZD x 12)
Maintenance et mise a Périodique technique et 60 000
jour de la plateforme de développement (5 000

DZD x 12)
Publicité et marketing Campagnes ciblées (5 60 000
digital continu 000 DZD x 12)
Fournitures de bureau et  Papeterie, énergie, eau, 104 000
factures de services services généraux
Total des charges Fixes pour toutes les 584 000

d'exploitation (autres) années
Source : prepared by the Project Owner.

Total fixed annual operating expenses amount to 584,000 DZD.

These charges remain constant across all five projection years and
include essential services such as rent, accounting fees, internet
subscription, platform maintenance, digital marketing, and general office
supplies.
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4. Projected Revenue Forecasts (Chiffre d'Affaires) :

The monthly subscription price is fixed at 2,500 DZD per
subscribing institution. Two revenue scenarios are presented:

Scenario A: Pessimistic Vision (Adopted financial baseline)

Year N+1: 20 institutions x 2,500 DZD x 12 months = 600,000 DZD
Year N+2: 28 institutions x 2,500 DZD % 12 months = 840,000 DZD
Year N+3: 36 institutions x 2,500 DZD x 12 months = 1,080,000 DZD
Year N+4: 44 institutions x 2,500 DZD x 12 months = 1,320,000 DZD
Year N+5: 52 institutions x 2,500 DZD x 12 months = 1,560,000 DZD

Scenario B: Optimistic Vision (National expansion target)

Year N+1: 50 institutions x 2,500 DZD x 12 months = 1,500,000 DZD
Year N+2: 120 institutions x 2,500 DZD X 12 months = 3,600,000 DZD
Year N+3: 240 institutions x 2,500 DZD % 12 months = 7,200,000 DZD
Year N+4: 400 institutions x 2,500 DZD X 12 months = 12,000,000 DZD
Year N+5: 600 institutions x 2,500 DZD X 12 months = 18,000,000 DZD
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1) Annex 01: Opening Balance Sheet (Bilan Prévisionnel) — Full
Figures

This balance sheet illustrates the full financing of assets through external
debt, namely the bank loan of 3,000,000 DZD:

Valeur nette

PASSIF | DZD
(DZD) SS Valeur ( )]
ACTIF NON Capital social 3000000
COURANT
Immobilisations 500 000 Fonds propres 0
incorporelles (c/204 —

logiciel plateforme)

Immobilisations 484 000 PASSIFS NON
corporelles (¢/218 — COURANTS
matériel & mobilier)

ACTIF COURANT Dettes financieres (c/16 — 3 000 000
Prét bancaire)

Banque 2016 000 PASSIFS COURANTS

Autres actifs courants 130 000 Dettes fournisseurs a 0

(frais d'établissement & court terme

marketing de lancement)

TOTAL ACTIF 3000 000 TOTAL PASSIF 3000000
Source : prepared by the Project Owner.

The opening balance sheet is perfectly balanced at 3,000,000 DZD
on both sides. Assets consist of the platform software (intangible),
hardware and furniture (tangible), available cash at the bank, and
preliminary establishment costs. The entire funding comes from the bank
loan (Account 16), with no initial equity contribution.
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2) Annex 02: Projected Income Statement (TCR) — Pessimistic
Scenario

The following table presents the projected profit and loss statement
based on the conservative (pessimistic) revenue scenario adopted as the
official financial baseline:

Poste du TCR (Montants

complets en DZD)

Production de I'exercice (CA 600 000 840 000 1080 1320 1560
— scénario pessimiste) 000 000 000
Moins : Achats consommés -104000 -104000 -104000 -104000 -104 000

(c/60 — fournitures)

Moins : Services ext. & autres -480 000 -480000 @ -480000 -480000 -480000
consommations (c/61, 62)

Valeur Ajoutée 16 000 256 000 = 496 000 736 000 976 000
d'Exploitation (VA)

Moins : Charges de personnel =720 000  -720 000 -720000 -720000 -720 000
(salaires ¢/63)

Impdts et taxes (c/64 — 0 0 0 0 0
exonération totale startups)

Excédent Brut -704 000 -464 000 -224 000 16 000 256 000
d'Exploitation (EBE)
Moins : Dotations aux -196 800 -196 800 -196 800 -196 800 -196 800

amortissements (c/68)

Résultat ordinaire avant -900 800 -660800 -420800 -180 800 59 200
impot
Imp6t sur les bénéfices (IBS — 0 0 0 0 0

exonération totale startups)

RESULTAT NET DE -900 800 -660800 -420800 -180800 +59200
L'EXERCICE
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Poste du TCR (Montants
complets en DZD)

N+1 N+2 N+3 N+4 N+5

Cash-flow d'exploitation réel -704 000 -464 000 +132 000 +508 000 +884 000
(avant amortissements)

Source : prepared by the Project Owner.

Under the pessimistic scenario, the project achieves its first net
profit in Year N+5 (+59,200 DZD). While accounting losses are recorded
in earlier years due to depreciation charges, the actual cash operating flow
turns positive from Year N+3 onwards (+132,000 DZD), demonstrating
real operational viability. Startups benefit from full tax exemption (IBS =
0) throughout the projection period.

3) Annex 03: Projected Cash Flow Statement (Flux de Trésorerie) —
Pessimistic Scenario

Prepared using the indirect method, depreciation is added back as a
non-cash item to reveal the actual liquidity movement available at the
bank:

Rubriques et postes officiels
prévisionnels (Montants

complets en DZD)

Résultat net de 1'exercice -900 800 -660800 -420800 -180 800 59 200
(Résultat net de I'exercice)

+ Dotations aux +196 800 +196 800 +196 800 +196 800 +196 800
amortissements

(Amortissements)

Flux de trésorerie des -704 000 -464 000 -224 000 16 000 256 000

activités opérationnelles (A)

Flux de trésorerie des 0 0 0 0 0
activités d'investissement (B)

Flux de trésorerie des 0 0 0 0 0
activités de financement (C)

Variation totale de trésorerie  -704 000 -464 000 -224 000 16 000 256 000
sur la période (A+B+C)

[30]



FIFTH AXIS FINANCIAL PLAN

Rubriques et postes officiels

prévisionnels (Montants

complets en DZD)
Trésorerie d'ouverture (solde 2016 1312 848 000 624 000 640 000
bancaire en début de 000 000
période)
Trésorerie de cloture (solde 1312 848 000 624 000 640 000 896 000
bancaire en fin de période) 000

Source : prepared by the Project Owner.
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SIXTH AXIS: THE EXPERIMENTAL PROTOTYPE

v' Home page interface

9
i BrandDZ

Boost Your Business Visibility in Algeria

Help your business grow online with simple and effective SEO optimization
tools.

BrandDZ is a digital platform designed to help Algerian SMES Improve their online

presence, optimize their content, and achieve better visibility in search engines.

Start Optimizing Your Business - Learn More

vabz & Souk Express @ Atlas Studio ¥4 Tassili Foods # sahaTech @ Djazair Bio # Café Mistura + NovaDZ

Powerful Features

Everything you need to boost your online presence

The home page presents information about the platform and its
primary aim, which is to increase the online presence of Algerian SMEs
using SEO tools.

This home page features an easy-to-use and friendly interface for
accessing the platform’s functions and exploring its main capabilities.

v’ Sign up / login page

« Bock to Home

2{ BrandDZ

Create Account

Join BroNdDZ and boost your business

Full Name
€mall Address
Business Name.

Industry

Select your Industry

Contirm Password

This page allows SMEs to create an account by entering their
business information to access the platform services.
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9

i BrandDz « Back to Home

Welcome Back

This page helps SMEs login back to their account by entering only
their email address and password.

v' Dashboard

O o
BrandDZ
Welcome back, asal

- Add your business to get started
Add Business
Once you add your business detalls, we'll be able to analyze your SEO and track your growth.

= * e
0 0 s 0%

SEO Overview Detalis > Quick Actions

0%

@ Run SEO Analysis

Edit Businass

* Logout

2o Account Settings

The dashboard gives businesses an overview of their SEO
performance and platform activity.
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v' Add business

0
y susinesees o=
business and run o full SE 5¢
© Freeplon 0ol 1 business profile used. m

Eal
[
No businesses yet

This page allows SMEs to enter their business name, category, a
short description, their phone number and email, together with their
website URL and some target keywords that matches their business.
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v' SEO Analysis page

# Free « No AP key needed

Comprehen
100+ live

o D

Q

Ready to analyze

This section presents the SEO Analysis feature, which evaluates a
website’s optimization based on key SEO factors such as title, meta

description, keywords, and content structure.

The system provides a score (0%-100%) and recommendations to

help users improve their website ranking and visibility on search engine.
+ SEO Analysis output for the “Touché” Website

After submitting the website URL, the platform generates a detailed
SEO analysis report containing multiple performance indicators and

optimization metrics.

The following picture illustrates the analytical output produced for

the touché website:
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This figure shows the SEO analysis results generated by the platform

for the “Touché” website.

The system provides several indicators related to website
optimization, such as SEO performance, accessibility, page performance,

and technical practices.

It also displays additional information including loading time, page

structure, and other performance-related statistics.

These results help businesses identify areas that may require
improvement in order to enhance their visibility and overall performance

on search engine.
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v’ Keyword Research

Discover keywords that grow your business

oJ =] Q

smart clustering 3languages save & track

The page above shows the keyword Research screen, where the user
can enter a topic to get optimized keyword suggestions for SEO purposes.
The platform shows some metrics about the keyword, including search
volume, competition level and related keyword suggestions.

This will help the user evaluate the best keywords to Improve their
SEO performance.

v' Subscription and Pricing Plans Interface

Free

Choose the Plan That Fits Your Business

Business
For growing businasses

0 o0/ mone 2,500 02D [ month 7,500 o0/ mone
5 Loy wcarches | o + Uniimited keyword searches verything in P "
v Up 105 business profiles

v Advanced SEO analysis & reports
v Competitor tracking
v Priority email support

Current Plon
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9
i BrandDZ
Complete Your Payment
Premium
1 Choose Payment Method

P Transfor BaridiMob

YYYYYYY ay 2500DZD

2. Confirm Your Payment

This figure presents the subscription and pricing model of the
platform.

It offers different plans adapted to user needs, ensuring flexibility
and scalable access to features.

The system is designed in line with the Algerian market by
supporting local payment methods such as CCP transfer, BaridiMob,
Edahabia/CIB cards, and bank transfer.
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APPENDIX

+ Hosting service + Platform + Improving online + Personalized + Algerian SMEs
providers development and visibility on accounts for each + Startups and
+ SEO tools maintenance search engine business entrepreneurs
providers + Website analysis and + Simple and # Online support and + Local e-
+ Developers SEO scoring understandable assistance commerce
Business Incubators + Generating SEO analysis *+ Regular businesses
and support performance reports + Offering performance reports = Small service
Organizations + Improving user affordable digital | User-friendly interface and | providers and retailers
experience marketing experience
Digital marketing solutions
campaigns + Helping
businesses reach
+ Digital platform more customers + Official website
+ SEO tools and online + Social media
analytics systems Reduce dependency on + Digital advertising
+ Computer and traditional marketing Content marketing

internet access
Marketing and technical

skills
# Platform development and maintenance
+ SEO tools subscriptions + Monthly subscription 2500 DZD
+ Hosting services #+ Freemium model

#+ Marketing and advertising

Internet and electricity
Sewrce : prepaved by the Profect Curer.
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