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Are Clicks Enough? The Role of Trust in the Influence of Social
Media Marketing on Algerian Travel Choices

2o ol 1@ P
etz Bagdly &) 3yl s Wyl sz () Jo sy 2 o)) deel !
etue.s.zimi@univ-blida2.dz
uslasYl ) Lo (3 S gl ol SUd s () e ) 2 ) el
s.laradi@univ-blida2.dz

2024/07/15 : y2dt gy6 <2024/05/24 1t g6 <2024/01/28 : Jbsy¥ gyt

e SMM) slaoryl folsd) wlgn o Grondl abasil 136 Caas” () 2uhll ods 302 jascds
o358 o el ST (3 bbazely oy panaST Opll 38 Jole Jo slaeYU ell3g 5L o)s 3
Sy AS BlnalS ) Ay s s dhee Ol a8y (olja2 SMM il lzel (SOR
Joldl olawe e dabodl SV ol ] gl 30iS0Y) Olan Yl UL cmd (350
gy 4l el bl sl dr el Agliam Y1 AN Gabax S)lis 207 ) Jywodll ¢ ¢ slozry)
Vol el & e el 26 Lol 5 odag 0l 18 Jole Je SMM a2V gl 456
@35 1 OF Lawd) LUE mils bl sl elad s de SMM ks bomls 5t ol s
Lo i 3 a2 Lala) (50l o) uSH L szl aiy SMM kil oy w5l L33 Loy 1)
Slogh st Y5 i Lty SOR g8 Sl mn gl ilonss 03 )l 22) (3 2551
A ST a3 o gl LAl ALl SIS josadly S (3 Rl

elly L) WSy €)1 a5 A ¢ elaam Y oyl Blse e gl 1 il SIS

731 ;D83 ;L86 ; M37 ; M31 ;jel canas 340,

Abstract: The main objective of this paper is to disclose the effect of social media
marketing (SMM) activities on customers’ purchase intention, depending on the
customer trust factor as a mediating variable. We count on the “Stimulus-Organism-
Response” (SOR) model in the conceptual framework. SMM activities are viewed as
stimulus, customer trust is an internal process, and purchase intention is a behavioral
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response. To test the model, data was collected through an online questionnaire to
the followers of social media platforms of tourism agencies. The sample size of 207
participants was reached. By conducting the SEM approach, the results displayed
that SMM activities have a positive effect on customer trust, and customer trust has
a positive effect on purchase intention. At the same time, there is no significant
effect of SMM activities on purchase intention. Finally, the mediation analysis
showed that trust plays a strong mediating role in the association between SMM and
purchase intention, which confirms the pivotal role of trust in explaining behavioral
responses in the digital setting. The results are consistent with the SOR model
assumptions and provide new evidence for tourism companies in Algeria to develop
more effective digital campaigns.

Keywords: Social Media Marketing; Trust; Purchase Intention; Tourism and Travel
Agency
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