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Abstract 
The use of online media has become 
one of the most prominent tools for 
promoting and marketing songs to 
various segments of society. As a 
result, we observe the widespread 
presence of music content on digital 
platforms and social media, 
influencing youth and public opinion 
in Tunisia and the Arab world, 
particularly after the Arab Spring 
revolution, which affected many 
Arab countries. Consequently, older 
themes such as romance, emotions, 
religion, and songs glorifying the 
regime have been overshadowed by 
songs that celebrate the sovereignty 
of the working and marginalized 
classes, alongside the emergence of 
new topics. 

Our study in the field of musical 
sociology, based on statistical 
techniques, indicates that rap music 
has dominated the audiovisual media 
scene since the 2011 revolution. 
Platforms such as TikTok, Facebook, 
and YouTube have witnessed a 
significant and increasing demand, 
providing content at a low cost, 
leading to a decline in the use of 
traditional media and the role of 
national and religious songs. The 
younger generation has been notably 
influenced by foreign musical trends 
coming from all directions, 
characterized by simple poetic and 
melodic structures free from any 
complex musical or literary 
techniques. 
Online media has played a significant 
role in shaping the artistic taste in this 



 

 دور الوسائطية عبر الشبكة المعلوماتية في ترويج وتسويق الأغنية التونسية وتأثيرها على الذائقة الفنية 153
 

direction. Therefore, there is a 
pressing need to apply solutions that 
help preserve the musical cultural 
identity and heritage, to prevent the 
rise of a consumer-driven artistic 
taste governed by current auditory 
trends. This rapid evolution of artistic 
media and musical discourse, 
combined with the influx of various 
musical styles from all sides, calls for 
careful management to preserve 
cultural integrity. 
Keywords: Online Media, Tunisian 
Music, Artistic Taste, Music 
Promotion . 
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