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The aim of this study was to reveal the impact of the viral marketing
message on the purchase intention and the recommendation to the Algerian
consumer via the perceived credibility of message. The descriptive and
experimental method has been used, and using the programme of statistical
packages of social sciences. (SPSS), and Analysis of Moment Structures
Program (Amos) and the maximum likelihood method, where sample
responses of 423 Algerian users of social media sites exchanging marketing
messages were analysed in a viral manner. The study concluded a number of
results, the most important of which are: partial mediation of the perceived
credibility of message between the viral marketing message and the intention
to purchase, and a full mediation of the perceived credibility of message
between the viral marketing message and the recommendation intention.
Keywords: Viral marketing; perceived credibility ; recommendation
intention; purchase intention.
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