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: استخذام مىاقع التىاصل الاجتماعي في اختيار الىجهة السياحيةمحذدات نية 

 دراسة استطلاعية لعينة من سياح ولاية قسنطينة
Determinants of the intention to use social media sites in choosing a tourist 

destination: A survey study of a sample of tourists from Constantine 
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Abstract:   
This study aims to analyze the determinants of social media use intention in choosing selecting a travel 

destination in the Wilaya of Constantine. A quantitative survey was conducted with 160 tourists to 

collect data on perceived usefulness, perceived ease of use, and trust in social media platforms. The 

data were analyzed using appropriate statistical methods with SPSS Version 25, following a 

hypothetico-deductive approach to test the proposed model. 

The results revealed a positive effect of perceived usefulness, perceived ease of use, and trust on 

tourists’ attitude toward using social media for destination selection. Additionally, tourists’ attitude 

was found to have a direct influence on their intention to use these platforms. The study also confirmed 

the mediating role of attitude between the independent variables and usage intention. Finally, 

recommendations are provided to enhance the study model and its practical application in the tourism 

sector. 

Keywords:Perceived Usefulness of social Media .perceived ease of use. Trust in social media. Attitude 

towards using social media. Intention to use social media.  
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(E-Tourisme)



 (KEMP, 2025)
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

(Daniel & Pascale, 2020, p. 23)



(KEMP, 2025)

(Merabet, Benchiha, & Benahmed, 2021)(Khelifi, 2023).

(Khelifi, 2023) 
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 
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 

 
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H

H1

H2:

H3

H4

H5

(Hypothético-Déductive)

 
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(TAM)

 

... (Amaro & Duarte, 2015, p. 64)

Virtual Tourist ،IgoUgo ،Independent 

Traveler ،TripAdvisorو ،WAYNE Facebook , Myspace 

 (Ayeh, 

Au, & Law, 2013)

(Kaplan & Haenlein, 2010, p. 61)
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(Merabet, Benchiha, & Benahmed, 2021) (Khelifi, 2023). 

(Ayeh, Au, & Law, 2013)

Modèle de TAM de Davis, 1989 

(Technology Acceptance Model – TAM) Davis, 1989 

(Casaló, Flavián, & 

Guinalíu, 2010) "TAM"
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(Dzandu, Boateng, Agyemang, & Quansah, 

2016, p. 127)

(Matikiti, Mpinganjira, & Lombard, 2017, p. 5)

Sago, 

2013Lee et al , 2007"

(Lee, 

Cheung, & Chen, 2007, p. 2069).

(Davis, 1989, p. 320)
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(Ayeh, Au, & Law, 2013)

(Ramírez-Correa, P., Grandón, , Ramírez, & Órdenes, 2019)

(Ayaburi & Treku, 2020)

"Ayzen, Fishbein, 1933   "

(Lutz, 2000, p. 268)

"Davis"

(Davis, 1993, p. 476)
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TAM

(Matikiti, Mpinganjira, & Lombard, 2017)

(Huh, Taegoo , & Rob , 2009

Kim

(Matikiti, Mpinganjira, & 

Lombard, 2017)

(Ayeh, Au, & Law, 2013)

(Parasuraman & Colby, 2015)

 (Wang & Newlin, 

2002) 

(Alalwan, Dwivedi, Rana,, & Williams, 2016)
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(Cadre Conceptuel)

(Hypothético- 

Déductive)

 
H1 

H2 

H3 

H4 
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(Items)

Pré-test) )

 

Version 25 (SPSS
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Davis(1989)&Gefen et al (2003) 

Davis(1989)&Gefen et al (2003) 

Garbarino&Lee(2003), 

Koufaris& Hampton-Sosa(2004) 

Moon&Kim(2001) 

Robinson,Marchall&Stamps(2005) 

Venkatesh,Speier&Morris(2000), 

Wang,Lin&Luarn(2006),Goldsmith 

&Horowitz(2006) 
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« AlphaCronbach »

Spss v25

« Alpha de Cronbach »

0,6 0,7و (Malhotra Naresh, 2011) 


(ACP)(ACP)


(KMO

(ACP) "Sphécité de 

Barlett "(KMO)

0,5(1)" Sphécité de Barlett

0,05 ((ACP

 ((ACP،

Dimensionnalité de l’échelle : 

KMO Variance 

Expliquée% 

Alpha de Cronbach 

                                           



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(5 items)

6 items

5 items)) 

(4items)

 (5 items)

 ((ACP

 

SPSS.V 25𝒚 = 𝑩𝟎 + 𝑩𝟏 𝒙𝟏 + 𝜺𝒊 
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113.7460.000،

0.05.

(R² = 0.428) 42.8%

(57.2)%

₀₁

 Sig = 0.000 0.05 ،

0.621 

SPSS.V 25

𝒚 = 𝑩𝟎 +𝑩𝟏 𝒙𝟏 + 𝜺𝒊 𝜺𝒊1.129+0.621x1

 

𝒚 = 𝑩𝟎 + 𝑩𝟏 𝒙𝟏 + 𝜺𝒊
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0.484.F46.500

Sig = 0.000 (0.05)

(R² = 0.234) 23 4 %

(76.6)%

(B₀ ) (B₁  = 0.564) 

 Sig = 0.000 0.05B₁  

 0.564 

𝒚 = 𝑩𝟎 + 𝑩𝟏 𝒙𝟏 + 𝜺𝒊 𝜺𝒊1.244+0.564x1+ = 
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SPSS.V 25

Sig = 0.000

 (R² = 0.242) 24.2%

(75.8)%

(B₀ )(B₁  = 0.614)

𝒚 = 𝑩𝟎 + 𝑩𝟏 𝒙𝟏 
+ 𝜺𝒊 
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Sig = 0.0000.05.

0.614

SPSS.V25

0.671

𝒚 = 𝑩𝟎 + 𝑩𝟏 𝒙𝟏 + 𝜺𝒊 

𝒚 = 𝑩𝟎 + 𝑩𝟏 𝒙𝟏 + 𝜺𝒊 

𝜺𝒊
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124.773

Sig = 0.000 0.05،

₀₁

 (R² = 0.451

(B₀ )(B₁  = 0.721)

Sig = 0.0000.05.

0.721

 (Baron & Kenny, 1986)

 

𝒚 = 𝑩𝟎 + 𝑩𝟏 𝒙𝟏 + 𝜺𝒊 𝜺𝒊
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Baron, Kenny, 1986.

 

(Kenny ,1986) Baron,) 
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 

(Baron Kenny ,1986)
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(Fred, 1989 ،

 (Xiang & Ulrike , 2010)،

Venkatesh, Morris, Gordon , & Davis, 

2003
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 (Gefen, 2000)

(Ajzen, 1991)
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 

 

 



58-28 ص 1:العـــدد / 21المجاد   مجلت العلىم الاقتصاديت

54 

 

 

 

 

 

 

 

 TAM
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 

 

 

 

 
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