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Introduction
Controlling media holds crucial political importance for the Algerian regime. This control is mainly 
achieved through the exploitation of the law by imprisoning journalists and limiting access to 
sources of information, as well as through economic pressure. In fact, since the opening up of the 
media space in 1989, the regime has systematically attempted to keep the print media dependent 
on state revenue. By controlling media revenue streams, the regime can leverage greater political 
influence on different outlets, ranging from pressure on printing houses to claim their debts from 
newspapers to the preferential distribution of subsidies for the purchase of printing paper and the 
distribution of newspapers to other wilayas (regions).

Public advertising in Algeria represents 65% of the total advertising market1. The National Agency 
of Publishing and Advertising (ANEP)2 is the most powerful weapon for media control currently 
available to the Algerian regime, as it creates competition for rent capture between different media 
with low circulation. Given the current economic crisis, this competition for capturing advertising 
rents from the state has increased between the print and electronic media as well as private 
television channels.3  The political crisis of 2019 similarly caused an increase when private media 
supporting Abdelaziz Bouteflika’s fifth term decided to endorse the strategy of the late General 
Gaid Salah, former chief of staff, to neutralise the Hirak. This strategy consisted of increasing 
repression and reinforcing security measures to limit the size and scope of demonstrations after 
the resignation of president Bouteflika on April 2, 2019. 

Several media thereby ceased all coverage of demonstrations and engaged in diffusing a counter-
narrative to the one of the Hirak, presenting the presidential elections of December 12, 2019, and 
subsequently the referendum on the new constitution held on November 1, 2020, as the only way 
out of the political crisis. To what extent is the political alignment of the bulk of Algerian media 
with the regime due to the financial vulnerability of these media?  This paper discusses the use of 
advertising for achieving political aims. It shows how the ANEP is instrumentalised to enable the 
state’s intervention in the media sphere, a cornerstone in authoritarian political governance. 

A media field with blurred borders
The political reforms introduced in 1989 brought a fragmentation of the media scene with the 
emergence of dozens of new private newspapers. The Information Code of 1990 and the January 
2012 Organic Law on Information further reinforced media openness. In 2015, there were 321 
print media titles, including 149 daily newspapers with an average circulation of 2.5 million copies 
(Cahier de la communication 2015, 106). This surge reflects a poorly regulated expansion but also 
an increase in readership. According to a survey carried out by the Media & Survey agency, in 2012, 
the media readership was estimated at 12,491,425 readers (Meliani, 2013, 04). 

However, this print press has experienced one of the most challenging crises in its history in recent 
years, with a dozen outlets forced to shut down, mainly due to a decline in advertising revenues. 
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1. Distribution of public advertising: restructuring the sector before the application of the law of supply and demand. APS of 15/04/2020. 
http://www.aps.dz/algerie/104056-distribution-de-la-publicite-publique-assainir-le-secteur-avant-l-application-de-la-loi-de-l-offre-et-la-de-
mande. Viewed on 21/11/2020.
2. ANEP is the company that manages public advertising. It was created by order n°67-279 of December 20, 1967. In 1971, the Ordinance n° 
71-69 of October 19, 1971, entrusted it with the monopoly of commercial advertising. This monopoly was reinforced in 1986 by Decree No. 
86-283 of December 2, 1986, restructuring the National Publishing and Advertising Agency. Lastly, on October 9, 1989, it became a public 
economic enterprise «EPE ANEP», a joint-stock company.
3. Private TV channels first appeared towards the end of 2011. The first being Echourouk TV, created on 23/11/2011, followed by El Djazaria 
on 01/03/2012 and Ennahar TV on 06/03/2012.
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Starting in 2015, titles such as Algérie News in French and Dzair News in Arabic, as well as L’Echo 
d’Oran, El Youm, ElAhdath, le Financier, l’Actualité, La Voix d’Oran, Sawt El Gharb, and La Tribune, all 
ceased publication (Ahcen-Djabellah, 2019, 63). In 2019, Waqt el Djazair, directed by the businessman 
Ali Hadad, one of the Bouteflika regime’s favourites, also shut down. The media scene opened up 
slightly in 2011 with the emergence of private television channels. However, President Abdelaziz 
Bouteflika, who was already wary of the written press, arguably allowed the emergence of these 
new media to contain the influence of foreign-based pro-Arab Spring channels (Al Jazeera first, 
then El Magharibia4).  

A large majority of these new channels, such as Ennahar TV, Echourouk TV, Al Djazairia, Dzair TV5, 
Numidia News, Hoggar TV and Bilad TV, were launched by private newspapers. The appearance of 
these channels very early on raised the question of their lawfulness as they were all broadcasting 
from abroad through bandwidths. Indeed, before enacting laws (Organic Law of 2012, Executive 
Decree on Audiovisual of 2014 and Specifications of 2016), these channels did not have an 
established legal basis. They are indeed owned by Algerian capital and operate on Algerian territory, 
but without abiding under Algerian law. For instance, Numidia News is a company operating under 
Swiss law, Atlas TV6 and El Djazairia are regulated by British law. 

In March 2014, the path towards regularising these channels was finally laid out by enacting a law 
on audiovisual media. El Bilad, Echourouk, Ennahar, Hogar TV and Djazaria One were accredited 
thanks to this law.7 These accreditations must nevertheless be renewed each year and can be 
withdrawn at any time by the Ministry of Communication. 

Although this law on audiovisual activity enshrines private entrepreneurship, it denies these 
channels the general-purpose status8, forcing many to constrain their activity to news production. 
This legal impediment allows public authorities to control these media’s news content and keep 
them under close political scrutiny (Bouchaala, 2016, 148). The legal provisions for granting these 
accreditations are thus set out in such a way as to leave media with as little room for flexibility as 
possible. Certain channels, such as Ennahar and Echourouk, have managed to negotiate some space 
by positioning themselves as the unofficial voice of political power. This allegiance has allowed 
them to be, in some cases, the first media to make important announcements on behalf of the 
state, preceding public media such as the national television, national radio and the Agence Presse 
Service (APS). Political allegiance also allowed these private media to enjoy relative independence 
from regulatory government institutions such as the Audiovisual Regulatory Authority (ARAV), 
which, despite numerous complaints against several breache9, was unable to take action and 
simply called them out. 

In terms of popularity, however, these television channels have to compete with online news 
websites. First introduced in the early 2000s, news websites have established themselves as one 
of the most popular sources of information for Algerians. However, due to technological and legal 
reasons, these websites have not managed to financially compete with the electronic versions of 
print newspapers (Dris, 2017, Taeibi, 2016). Nevertheless, their most significant obstacles are largely 
political. Since February 22, 2019, several media faced state censorship for their open support of 
the Hirak and their criticism towards political authorities. These media include Maghreb Emergent, 
Radio M and Interlignes. Even more worrying, these Pure Players suffer from a lack of legal and 

4. Created in June 2011 by Osama Madani, son of the former leader of the Islamic Salvation Front Abassi Madani, El Magharibia, currently 
known as El Awrass TV, a generalist channel, but with an editorial line that is very critical of the Algerian regime. As a result, it has become 
the chosen media platform by some Algerian opponents, whether political or civil society actors.
5. Due to the financial struggles of the ETRHB group, owned by businessman Ali Hadad who was prosecuted in several corruption cases, the 
channel has ceased its broadcasts. His newspaper, Waqt El Jazair, has also ceased all activity.
6. This channel ended broadcasting on March 12 after a search and seizure of equipment ordered by the Court of First Instance of Algiers. 
This search was carried out following the broadcast of the interview with former ISF leader and former minister Ahmed Merani, which was 
deemed defamatory against President Bouteflika.
7. With the shutting down of the two channels, Dzair news and Dzair TV, and threats of broadcasting interruption, particularly for financial 
reasons, the number of private television channels has decreased. Only about forty television channels were active in 2020.
8. Specifications enacted in August 2016 (Executive Decrees No. 16-220, 16-221, 16-222 of August 11, 2016).
9. One example is the hidden camera show hosted in 2017 by the Ennahar channel, where the author Rachid Boudjedra, who had previously 
publicly declared his atheism, was under the threat of being forced to identify himself as a Muslim. The moral violence of which he was a 
victim sparked an outcry and led to a protest in support of the author outside the ARAV headquarters in Algiers.
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institutional recognition10, which makes them vulnerable to political and economic pressure from 
the regime. 

An advertising market lacking a proper legal 
framework
The growth of the advertisers’ market in Algeria, particularly the rise of private advertising, has 
made it possible for the private press and televisions to work their way around the pressure exerted 
by the State via ANEP. This market has grown steadily from 96 million euros in 2006 to $200 million 
in 2015/2016 (Benamar and Merzouk 2013, 121-129-131). Moreover, between 70% and 80% of the 
turnover is managed by approximately 4,000 advertising agencies. A significant part of this market 
is operated by foreign agencies such as Publicis, Euro RSCG, JC Decaux and JWT, which already 
have exclusive contracts with major foreign corporations established in Algeria such as Peugeot or 
Coca-Cola. (Benamar and Merzouk 2013, 121-129-131). 

Before the international financial crisis of 2008, cell phone operators and car manufacturers, 
followed by food processing companies, were the primary source of advertising revenue for 
public and private media. Despite the market’s growth since 2014, exceeding 200 million euros, 
these revenues have remained modest considering the size of the Algerian media market and the 
diversity of its formats. This situation led to fierce competition between different media and mainly 
benefits private television channels. As such, during the first three months of 2015, advertisements 
on television channels accounted for 84.2% of advertising investments, i.e., 8.65 billion dinars (73 
million euros), a significant increase of 72.83% compared to the same period in 2014 with (5.29 
billion dinars or roughly 42 million euros). Meanwhile, the market share of the print press decreased 
during the same period (10.03% of the market and 1.03 billion DA, 8.55 million euros) compared to 
the first quarter of 2014 (17.98% and 1.30 billion DA, 8.56 million euros) (Dris 2017, 270). 

These numbers reflect the high disparity in the distribution of advertising rents. This disparity was 
accentuated by a challenging economic context that directly impacted the media market, cutting 
the share of commercial advertising. As a matter of fact, in the context of a financial crisis, private 
firms cut their advertising and communication revenue first. However, this situation has allowed 
public advertising to remain dominant (65% of the aforementioned market). This is especially 
true for print newspapers, which are more vulnerable and less prepared than private and public 
television channels.

Institutional advertising under political injunction
 
Through its control of ANEP, the state monopoly on advertising was left untouched by the advent 
of media pluralism after October 1988. The 1990 Information Code states in Article 100 that 
«advertising is excluded from the enforcement of this law and will be the subject of a specific law» 
(JORA n° 014 of 04-04-1990).  In 1993, the government of Belaïd Abdeslam enacted an executive 
decree (n°.3-194 of August 9, 1993), entrusting the management of public advertisers’ advertising 
budgets to ANEP, ENTV and NSBC (Entreprise Nationale de Radiodiffusion Sonore - National 
Sound Broadcasting Company) (art.7). No legal document discussing the economic model of 
Algerian media has been issued since then. Reforms in the advertising industry have always been 
postponed, indicating the politically sensitive nature of advertising distribution for powerholders.

Governments that followed the reform period, particularly those of Mokdad Sifi and Ahmed 
Ouyahia between 1994 and 1998, distributed public advertising according to newspapers’ political 
allegiance. Wishing to reassert media control, Ahmed Ouyahia, former head of government, 
issued a directive on August 18 2004, through which he instructed «public administrations, public 

10. The Ministry of Communication, for instance, sees the TSA website as part of the foreign press. Les Cahiers de la Communication, 2015, 
P.69 
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economic enterprises, public industrial and commercial establishments, and public establishments 
to deliver, process and contract their advertising and announcements exclusively through the 
National Agency for Publishing and Advertising (ANEP).»11 Similarly, Ouyahia stated that any 
advertising expenditure contracted from September 1, 2004, onwards, in violation of this decision 
would be systematically rejected by financial controllers and auditors and that it would be deemed 
a breach of contract by the relevant parties. This same provision was maintained and applied until 
the onset of the Arab Spring. 

The January 2012 Organic Law on Information (Organic Law No. 12-January January 5 12, 2012, 
on information) was intended to end political injunctions to redistribute public advertising. The 
law, for the first time, authorised private operators to launch private television and radio channels. 
However, the implementation of the law failed to achieve any meaningful opening of the media 
landscape. The regime simply used this law to sustain control over advertising by introducing a 
limit on the number of advertising pages allowed in a newspaper. Therefore, according to article 
28 of the new Organic Law on Information, advertising space must not exceed one-third of each 
publication (Organic Law No. 12-January January 5 12, 2012). In the absence of explicit and direct 
political injunctions, the regime mobilised a strategy based on economic protectionism to vindicate 
the control and monopoly imposed by ANEP. However, diversifying advertising sources for media 
beyond the public advertising controlled by ANEP was supposed to end the state monopoly on the 
advertising market. Yet, the emerging evidence indicates otherwise.

In Algeria’s diverse but economically vulnerable media environment, print media remains the 
weakest link: declining circulation, increasing debt, and decreasing advertising revenues. This 
situation has reinforced ANEP’s position, which has inevitably become the sole source of revenue for 
newspapers with low or even high publication rates. Political injunctions are becoming increasingly 
prevalent. The words of Hamid Grine in 2017, Algeria’s former Minister of Communication, perfectly 
illustrate this: «As Minister of Communication, the newspaper’s circulation is not relevant to me if 
the newspaper insults, defames and propagates the fitna (discord)». Backing ANEP’s role as the 
provider of choice for institutional advertising, he added: «When I was appointed Minister, I received 
complaints from newspaper directors about the choices made by advertisers. Now I refer them to 
ANEP.»12 But does ANEP ensure advertising distribution based on objective criteria, starting with 
market rules where the company wishing to advertise its products and services chooses the daily 
newspaper depending on its circulation and its target electorate? Hamid Grin provided a rather 
explicit response to this question: «At ANEP, distribution is carried out according to criteria that 
have been previously agreed upon: compliance with the ethics of the press and state institutions, 
professionalism, which has nothing to do with circulation and avoiding defamation and extortion. 
There is also accuracy in the distribution of information.»13 These vague criteria are, in fact, eligibility 
conditions to tame newspapers desiring to receive advertising from firms and other institutions. It 
also directs the regime’s clientele towards pro-regime media, including economic actors with large 
fortunes primarily accumulated thanks to public contracts. 

Throughout the two decades of Bouteflika’s regime, the establishment of media networks of 
connivance and co-optation was explicit. The appointment of Djamel Kaouane, managing editor 
of the daily newspaper Le Temps, owned by businessman Ali Hadad, as Director-General of ANEP 
and then as Minister of Communication, is a clear example of this. Likewise, public advertising 
was granted to a group of newspapers, duly selected according to criteria where circulation or 
electorate have limited influence. This is evidenced through the list provided by former ANEP’s 
Director-General, Larbi Ounoughi, illustrated in Graph 1.

11. Advertisements and publicity for public companies: ANEP, exclusive support. Unpublished instruction, Ahmed Ouyahia, August 18, 
2004.
12. «Hamid Grine : «Le ministère ne gère pas la publicité» «, Friday, 07/10/2016. https://www.algerie360.com/hamid-grine-le-ministere-ne-
gere-pas-la-publicite/ Viewed on 04/12/2020 at 12.15
13. INES AMROUDE, Hamid Grine regarding the organisation and management of advertising.  Le ministère ne gère pas la publicité. Publi-
shed in Le Midi Libre on 08 - 10 - 2016. https://www.djazairess.com/fr/lemidi/1610080105. Viewed on 08/11/2020 at 21.44
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A cursory reading of Graph 1 tells the story of ANEP’s relationship with press outlets characterised 
by political allegiance and editorial alignment with the country’s powerholders. This relationship 
of clientelism is illustrated by the newspapers El Balagh and el Balagh Erriadi, owned by former 
Algerian football star Rabah Madjer. Very active in support of Bouteflika’s campaigns for a third and 
fourth mandate in the United Arab Emirates and Qatar, Rabah Madjer was appointed coach of the 
Algerian national team in 2017 before being dismissed a year later for unsatisfactory results. Also 
worth mentioning is Edough, a local newspaper published in the wilaya of Annaba, owned by one 
of the sons of the late General Ahmed Gaid Salah. The total sums received by Edough from ANEP 
remains undisclosed. Other newspapers falling into this category include La Tribune des Lectures 
owned by Abdelhamid Si Affif, deputy of the FLN (National Liberation Front), El Adjwa of the late 
Miloud Chourfi, deputy of the RND (the Democratic National Rally) and former president of the 
ARAV, and La Dépêche de Kabylie, launched in June 2002 by former Minister Amara Benyounes, 
who was freed on November 2, 2020, after serving one year in prison for corruption charges.

However, this data only indicates the tip of the iceberg in ANEP’s rent distribution for the regime’s 
media clientele. This has been acknowledged by Larbi Ounoughi, ANEP’s former director, in 
an interview with the daily newspaper El Watan. He condemned the aberrations that marked 
ANEP’s management during the 20 years of President Abdelaziz Bouteflika’s rule. According 
to Larbi Ounoughi: «ANEP was subject to a monopoly by influential groups in power who took 
control of it... ANEP’s management was in such an unspeakable anarchy that it is difficult to know 
what happened there». This statement demonstrates how politicised advertising, a supposedly 
commercial product, has been lobbied to advance powerholders’ interests and clientele. Ounoughi 

(See Appendix 1 for additional data)
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further added that: «It is the political management that led to this situation, it looks much more like 
a charity organisation than an economic and commercial enterprise subject to market rules and 
standards... ANEP was mainly run over phone calls.» 14

This non-transparent way of operating resulted in a financial loss of nearly 5000 billion cents.15  
Beyond these figures, it is the whole political management of public and institutional advertising 
that is involved. The regime’s priority was and still is to ensure the co-optation and clientisation of 
economic actors and media to ensure its political survival. So much so that attempts to withdraw 
institutional advertising from ANEP is facing strong internal resistance. Besides, Abdelaziz Rehabi, 
Minister of Communication during Bouteflika’s first mandate, had tried to shatter ANEP’s monopoly 
on public advertising16 but failed to do so and was forced to resign. More than two years after 
the February 22, 2019, uprising, the situation does not seem to have changed. Larbi Ounoughi, in 
turn, has attempted to enforce 15 criteria for the national newspapers to be eligible for institutional 
advertising. He was forced to stop his reforms before being dismissed on September 27, 2020, only 
five months after his appointment on April 2. Likely, the continuous weakening of the print media 
will further increase the dependence of the few «survivor» newspapers on ANEP’s advertising 
rents. These rents are still distributed, sparsely, to the most faithful clients of new powerholders 
(Mostefaoui 2019, 25). Thus, the status quo in media freedom in the country mirrors the political 
status quo.

Conclusion
Throughout this paper, we have tried to unravel the complex relationship between public advertising 
and political practice in Algeria. Politicising the distribution of public and institutional advertising 
reveals a strong involvement of the Algerian state in the media sphere and the imperative of media 
control through indirect economic pressure. Public advertising is consequently a weapon of choice 
in the context of a severe economic crisis, whereby press outlets, in various formats, are struggling 
to survive. 

The popular movement of February 22, 2019, helped unpack the relationship between public 
advertising and the logic of political survival. Newspapers, even those with high circulation, such 
as Echourouk, Ennahar or even El Khabar and Le Soir d’Algérie, which used to have a relatively 
independent editorial line until then, aligned themselves with the regime’s agenda to impose the 
elections of December 12, 2019, the referendum on the constitution organised on November 1, 
2020, and all subsequent votes. Since then, there has been no clear indication that the situation 
will change. Independent media websites are being censored, and the reallocation of advertising 
through ANEP does not appear to have circumvented political decisions in the context of a 
worsening economic crisis.

14. «Scandalous management of the National Advertising Agency: ANEP’s CEO’s revelations». In El Watan of 06/08/2020. https://www.
elwatan.com/a-la-une/les-revelations-du-pdg-de-lanep-06-08-2020. Viewed on 07/11/2020.
15. Ibid
16. Rahabi: «ANEP is being used as a means of pressure and illicit enrichment». In El Watan. Reproduced by https://www.lematindz.net/
news/12187-rahabi-lanep-est-utilisee-comme-un-moyen-de-pression-et-denrichissement-illicite.html.  Viewed on 07/11/2020.
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Appendix 1
Advertising revenues allocated by ANEP in 2016 - 2019

DAILY NEWSPAPER’S NAME THE AMOUNT ALLOCATED 
(IN BILLIONS OF CENTS7)

ENNAHAR 120 billion (2012/2015)
and 115 billion (2016/2019)

EL BILAD 40 billion

EL BALAGH 30 billion

LA DÉPÊCHE DE KABYLIE 23 billion

REPORTER 54 billion

LE JOURNAL EL HAYAT 12 billion

LA TRIBUNE DES LECTEURS 28 billion (2016-2019)
and 31 billion (2012-2015)

MANBAR EL KOURAA 32 billion (2016/2019)
and 19 (2012/2015)

EL ADJOUA 6 billion 

LE JOUR D’ALGÉRIE 46 billion (2012/2015)
and 46 billion (2016/2019)

LA TRIBUNE
(A CESSÉ DE PARAITRE EN 2017) 57 billion in 2012/2015

LA NOUVELLE RÉPUBLIQUE 43 billion in 2012/2015

LE JOURNAL ECHOUROUK 140 billion (2012/2015)
and 39 billion (2016/2019)

EL KHABAR 35 billion (2016/2019)

LES DÉBATS 43 billion (2016/2019)

Source: Larbi Ounoughi, former CEO of ANEP, El Watan, August 6, 2020.

17. 1 Euro is worth 157.63 dinars as of April 13, 2021.
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