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Through this study, we aim to address the issue of the political public opinion creation 

in social networks; As one of the important technical developments adopted in monitoring 

political transformations, we have tried to highlight the role of the network in this study. 

"Facebook", being one of the most important features of the virtual public sphere and relying 

on it as a means of making and forming political public opinion in Algeria, because of its 

interactive characteristics and tools that contribute to the achievement of public mobilization 

and the framing of crowds from virtual communities to the factual aspect through several 

expressive mechanisms. 

We relied on the analytical descriptive curriculum to discuss the outcomes of the study. 

The research tool of the questionnaire, which was applied to an occasional sample of students 

using Facebook and interested in political content, was used. It was estimated that 329 

individuals, during which we reached several findings, including: 

 The political use of new media has contributed to the promotion of the concept of citizen's 

journalism, content industry and participation, including the increase of the prevalence of 

social media as a primarily communication and media practice away from the monopoly 

and stereotyping of mass media. 

 Facebook has brought about a significant change in young people's handling of political 

issues that were absent or alienated from them, and what it made possible after the 

movement made many of them join or think about joining political life. 

 Hashtag was the new face of the leader of political opinion in the virtual space thanks to its 

technical characteristics, which had the ability to translate its output on the ground rather 

than traditional ways of achieving mass mobilization. 

 The prevalence of anonymous accounts such as toxic mushrooms among users' populations, 

this is by targeting comments with anti-public tagging of political content, which many 

users have observed, which is a good indicator of the degree of awareness of the existence 

of such practices across the virtual space. 

Keywords: Facebook, Political Public Opinion Formation, E- Public Opinion, Hashtag, E-
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1 .ˍỈɄʎʤɂ ʭˈʦʎɕʤɂ ɐɮɄɕɵȵ .ɒɂṔḛʬʍ ʢɄʫȵ /ɬ.ȵ ȹ ɑʎʫɄɟʄʻɋˉɹ ʮɄʆʦɵ ʭˈʶɂɱɇ- ɂ ɱȼɂɳᾒή3-  (ʂ Ʉyʬɥɰ). 

 ɑʎʫɄɟ .̱ỈɄʎʤɂ ʭ̍ʦʎɕʤɂ ɮɄɕɵȵ .ʘ̋ɰɲ rɇ ʢɄʬɟ /ɬ.ȵ20  ɒʺȵ1955æ .ɐɭʟˈʟɵ 

 ɐɱʁɄɦʫ" ɐɮɄɕɵȵ .ɐɄ̍ɥ ˃ɰɬɂɳʙ /ɬ-ȵʄʻɋˉɹ ʮɄʆʦɵ ʭˈʶɂɱɇȹ ɑʎʫɄɟ ."- ɂ ɱȼɂɳᾒή3. 

ɐɱʁɄɦʫ" ɐɮɄɕɵȵ .ɑ̂ɰ̒ʯ ʇ̂ɱɹ̒ɇ /ɬ- ȵ ʮ̋ɭʦɩ rɇȹ ɑʎʫɄɟ ."æ .ɒɰɄ̍ɓ 

ʁɄɦʫ" ɐɮɄɕɵȵ .ɑʬɶɈ ɰ̒ɦʕ / ɬɐɱ- ȵɰɭˈʲɉʻɇ ᾝήɄɽ ɑʎʫɄɟ ."-  ɑʱˈʆʱɶʙ3. 
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