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A TYPOLOGY OF THE ISLAMIC STATE'S SOCIAL 

MEDIA DISTRIBUTION NETWORK 

YANNICK VEILLEUX-LEPAGE 

Although all sides of the Syrian civil war have used social media extensively, 
the use of social media by the Islamic State (IS) appears to have generated 
the most attention. Since taking over a third of Iraq and declaring the

establishment of a caliphate in the summer of 2014, the Islamic State has 
fascinated and disturbed the world with its highly sophisticated and, at 
times, shocking media. These impressive media products aided IS recruiting 
efforts, helping the group draw at least 30,000 foreign fighters from 100 

countries to the battlefields of Syria and Iraq, including between 4,000 and 
5,000 from Western countries (Norton-Taylor 2015; Schmid and Tinnes 
2015; Dawson and Amarasingam 2017). This online presence assisted the

group's establishment of new franchises in places ranging from Uzbekistan to 
Nigeria, Afghanistan and Bangladesh (Institute for the Study of War 2016), 
and represented the vehicle through which the Islamic State announced the 
eStablishment of its caliphate, the "annulment" of the Sykes-Picot Agreement 

and its declaration of war on the United States. The online presence also 
inspired sympathizers to commit acts of terrorism throughout the world. 
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