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>
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A National Conference (in-person and online) Entitled:

The Importance of Digital Reputation in Enhancing t
Image of the Algerian University.
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Preamble

rapid digital transformations, institutions of all types are undergoing a profound reshaping of the concepts of
ication, interaction, and influence. Information, which has long been considered a strategic resource, is now the
actor in shaping reputation, building mental images, and influencing public opinion. Today, we are faced with a ne
, real-time, and decentralized communication environment characterized by a massive flow of content across
ping and open digital platforms that disregard geographical boundaries and traditional contextual constraints.
nvironment, digital reputation (E-reputation) has become one of the key challenges for sustainability and
tiveness. It is now one of the intangible indicators that guide institutions in managing their digital presence and
g long-term trust with a diverse and critical audience.

ast, an institution’s image was formed gradually through actual performance, professional practice, an
interaction. Today, however, igital space acts as an immediate, sharp, and interactive mirror of th
. It is shaped by search engme&oual media platforms, public reﬁws articles, comm%, and even ru
formation. This new reality compels institutions — especially higher education institutions — to reassess
junication strategies and to elevate digital reputatiog from a secondary concern to a structural componen

I ing oﬁwersnt effecmlglt

mncy, activeness, and op ss to the economic and so
) hat gﬁal reputation goes beyond defense or justifi cation. It inv i igh-quality

tent and deli ermg a positive institutional narrative, positioning the institution as an active player rather than a passive

of events.

Preamble

nological tools — especially artificial intelligence, big data analysis, and machine learning algorithms — have ope!
ossibilities for monitoring and analyzing digital reputation, measuring engagement indicators, and conducting

t analysis. These tools open new horizons for building Digital Strategic Vigilance Systems, capable of anticipation,
on, and redirection.

gerian context, although some universities have embarked on the path of digital transformation, digital reputatio
n approached from a technical or circumstantial perspective, without being genuinely integrated into a

knowledge, educate generations, and drive innovation for wealth creation, are now required to stren

presence — not only to impr«.thelr image but to build a strong university brand tha@ntrlbu

tiveness, diversifies funding sources, expands partnerships, and meets the expectations of stake

ingly, fundamental questions arise that require multidisciplinary reflection:

important is digital reputation in enhancing the competitiveness of higher education institutions?
t tools and techmques can be used to |mprove protect, and ensure the sustainability of this reputation

ﬁn ir‘l msta and spld &gltall ractlon"
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objectifs

Analyzing the conceptual framework of e-reputation in the
contemporary university context from a multidisciplinary perspectiv
Highlighting the importance of digital communication in shaping the
university’s image and strengthening its institutional presence.
Assessing the current state of digital reputation in Algerian universiti
and identifying the main challenges they face in the digital sp
* Discussing mechanisms for managing digital reputation using artificia
intelligence tools and digital data analysis.

o Presentm benchmark experiences of Arab and international

niversitie s.ui*tlt field of e-reputation management.

o] g a strategic roadmap to institutionalize digital communication
governance within the Algerian university.

A ———

L ! Axes

1.Theoretical Concepts of E-Reputation in the University Context.
2.Communication Strategies and Digital Reputation Building.
3.The Digital Positioning of the Algerian University.

4.Artificial Intelligence, Data Analysis, and Digital Vigilance.
5.Presentation of International Case Studies.




Submission Guidelines '

sions must be original, unpublished, and not under consideration for publication or participation in any o
publication in any form.
tions can be individual or joint, provided they fall within one of the thematic axes of the conference
ons are accepted in Arabic, French, or English.

written in Arabic must use Simplified Arabic, font size 14. Those written in French or English must use Ti
, font size 12, with 1.0 line spacing.
nces should be cited within the text using parentheses: only the author's last name, year of publication, an

eference list must be formatted according to the APA style (American Psychological Associatit
t page must include: e
e of the paper,
ference axis it addresses,
hor’s full name, academic rank, affiliated institution, and email address,
bstract not exceeding 105 words.
must be submitted in Word format, and should not exceed 20 pages.
Any submission not complying with these guidelines will not be considered.
submissions should be sent to the following email address:

erupudisba@gmail.com

Date of the Conference 20/05/2025 ‘
Announcement

Deadline for Submitting  30/09/2025 @)
Contributions
- .

esponse to Accep ¢ ed  16/10/2025 @

tributions



















