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1. Introduction

The proliferation of Internet technologies and their capabilities have become increasingly essential in providing information
across various sectors and industries (Jesus et al., 2021). Social media, in specific, has arisen as a powerful tool known for its
networking capabilities worldwide, both socially and economically (Al-Emran & Shaa-lan, 2018). There have been multitudes
of studies that have sought to identify the functions of social media (Al-Emran et al., 2017). With the ongoing evolution and
development of social media, the emergence of intelligent applications with advanced tools and methods has facilitated human
lives and created a more conducive environment for businesses to operate in. Social media and its associated tools also provide
a valuable means of communication among individuals, enabling interactive content and facilitating Internet-based interac-
tions and cooperation among network participants (Park et al., 2018; Khan, 2022). The utilization of social media has been
extensively admitted as a tool of significant adjustment and a universal path between individuals, organizations, and related
communities (Almaaitah, 2021). Studies have shown that the activities of social media can significantly influence an individ-
ual's behavior and lifestyle, as well as their connection to society through the enhancement of platform use. The tourism
industry has been particularly influenced by the growth and widespread usage of social media in recent technology and media
marketing. Social media platforms have played a crucial role in guiding tourists in determining their desired destinations by
providing valuable information (Lin et al., 2022). Research has also demonstrated the role of social media in various aspects
of tourism activities, such as the reservations process, the exchange of information, and the development of tourism marketing
strategies (Khatri, 2019). Social media networks' activities have effectively surpassed websites' traditional roles in information
dissemination and exchange among individuals and tourists. The incorporation of modern technology in social media has also
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been identified as a key component in shaping the forthcoming of the tourism business, including the structure, plans, activi-
ties, and services offered. The growing usage of social media and related technologies is resulting in a significant share of the
overall tourism business worldwide (Oliveira, et al, 2020). In particular, the Jordanian tourism sector is among the growing
industries that play a substantial role in improving and improving the domestic economy, as evidenced by its contribution to
a high share of Jordan's Gross National Product. Despite a substantial amount of tourism research, insufficient emphasis has
been paid to the impact of brand image in determining tourists' intentions. This study seeks to fill that gap by investigating
the mediating influence of brand image on the link between SMM activity and visitors' intent to visit tourist attractions.

2. Literature review

Gratification Theory (UGT) is a theoretical framework that posits that consumers seek out various brands and products on
various promotional platforms in order to fulfill their needs and desires. With the arrival of internet technology and new
collaborating applications, UGT has been adapted to research correlated to social media advertising. The theory has been
applied to examine consumer behavior on conventional promotional media and has been discussed in several studies to deter-
mine its influence in various circumstances (Khan, 2017; Dinh & Lee, 2022). For example, research has examined the factors
that strengthen consumers' commitment to a particular company through marketing activity on social media platforms (de
Oliveira, Huertas, & Lin, 2016) and has also been used to strengthen intensity, strength, and brand loyalty in order to favorably
engage the consumer. Additionally, UGT has been functional in the setting of traditional and social networking sites as a
means to consider consumers' emotional, informed, and evolving wants. Furthermore, the theory has been utilized in specific
situations to understand how different social networking sites can be leveraged to attract customers to a product or service .
The literature includes several UGT applications that explain why specific social networking sites were chosen (Khan et al.,
2017). Given the successful applications of UGT, it is well suited for the purpose of our present study, which tests the medi-
ation effect of brand image on SMMA and tourists’ intention to visit tourism locations.

2.1 Social Media Marketing Activities (SMMA)

Refer to the various strategies and tactics employed by companies to interact with and engage with their target audience
through various social networking sites. As noted by Joo et al. (2020), social media sites have become a crucial aspect of
modern marketing, allowing companies to gain insights into consumer interests and preferences, and subsequently, tailor their
offerings to meet those needs. The SMMA framework can be broken down into four key elements: interaction, trendiness,
customization, and WOM marketing. The participatory nature of social networking sites enables companies to foster a dia-
logue with their consumers, thereby allowing for a more personalized and effective marketing approach.

2.2 Interaction

Interaction, as defined by Kotler et al. (2016), is the act of expressing one's opinion or feedback regarding a particular service
or experience. This concept is crucial in the development of content in various contexts, including social media. In this regard,
the study conducted by Booker, Kelly, and Sacker (2018) aimed to examine the relationship between adolescent interactions
on social media and their happiness. The research found that there were significant differences in the levels of interaction
between genders and how it affected their well-being. Additionally, the study revealed that well-being declines with age, with
the highest levels of interaction. Social media platforms, such as Instagram, provide a valuable opportunity for marketers and
companies to engage with customers, produce content, and exchange ideas. Li et al. (2021) highlight the significance of social
media in facilitating interactions between businesses and customers. Furthermore, Ceyhan (2019) conducted a study to inspect
the influence of interactions on Instagram pages on the shopping intention of students; the findings indicated that branding
and interactions on Instagram have a significant effect on individual purchase intent.

Cui et al., (2019) in their study explore the effect of disseminating food safety science on consumers' purchasing intentions in
China via social media platforms. The research employed a quantitative method, utilizing a survey that was dispersed to a
sample size of 199 individuals. The study intended to inspect the relationship between interests, specifically, the conclusion
of social media interactions on purchase intentions, taking into account other factors such as recommendations from friends
and perceived risks. The findings of the research indicate that there are several factors that enhance purchase intentions and
reveal an indirect effect of social media interactions on shopping intentions.

Additionally, the study by Cui et al., (2019) found that recommendations from friends had a substantial direct influence on
purchase intentions, and that perceived risks played a part in the administrative development. Furthermore, the study also
explored the specific social networking sites used by contributors, with the majority of respondents reporting that they used
WeChat and Weibo for food safety information. The study concludes that social media and its activities can be effectively
used as a means for distributing food safety information to consumers in China but also highlights the importance of consid-
ering other factors such as recommendations and perceived risks in understanding consumer behavior. Overall, this research
provides valuable insights for food manufacturers and retailers in China, as well as for policymakers and regulators in the
food industry, on how to effectively communicate food safety information to consumers through social media platforms.

Hu: Interaction (IN) significantly influences tourist intention (TI).
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2.3 Trendiness

Trendiness, as defined by Liu, Wu, and Li (2018), refers to the developments that are widely disseminated through social
networking platforms and that are deemed desirable by users to view on a regular basis. The effect of social media on indi-
viduals across the globe is multifaceted. Oscarius Yudhi Ari Wijaya et al. (2021) employed a quantitative methodology by
distributing 217 surveys to consumers in Indonesia to inspect the outcome of trendiness as a social media activity on the
intention to purchase smartphones. The research initiates that customization had a noteworthy impact on intentions, while
trendiness had no significant effect.

Recent literature has demonstrated that various research has inspected the influence of SMMA strategies on customers be-
havior. A study conducted by Samsudeen and Kaleel (2020) specifically sought to observe the influence of SMMA on inter-
action with smartphone brands in Hong Kong. The outcomes of this research indicate that SMMA elements play a significant
role in constructing brand awareness and the theoretical framework employed suggests a direct correlation among interaction,
trendiness, and electronic word of mouth with brand interaction.

Moreover, social media plays a crucial role in reducing consumer hesitations during the purchasing process by allowing for
direct communication with brands or service providers and access to the furthermost facts related to a product (Cui et al.,
2019). Pre-purchase information acquisition, such as reading product reviews, is often used by consumers to make well-
considered buying decisions. As a result, social media is considered a vital source for obtaining new information related to a
brand or service, serving as a motivator for customers to utilize it prior to purchase decision.

Hz: Trendiness (TR) significantly influences tourist intention (TI).
2.4 Electronic Word of Mouth (e-WOM)

E-WOM has been defined as any negative nor positive feedback that customers share about a particular product, or brand on
the internet. With the rise of online platforms, consumers have increasingly engaged in conversations, debates, and discussions
about brands and companies have sought to leverage e-WOM to improve their brand image and enhance their online presence
(Rosario et al., 2019, Alsoud & bin Lebai Othman, 2018a, 2018b). The advent of the Internet in the 1990s has led to a growing
interest among companies in electronic commerce, prompting a proliferation of literature examining the development
about (e-WOM) and its distinctions from outdated WOM communication. Studies have sought to identify the obstacles and
future chances presented by e-WOM for companies and the field (Jalilvand et al., 2011).

The examination of the influence of e-WOM on consumer shopping and brand image is a prominent area of research. Hilal
(2019) investigates the effect of social networking site elements, specifically e-WOM and customization, on brand equity as
a destination for tourists in Sri Lanka. The study found that entertainment, customization, and e-WOM had a significant in-
fluence on brand equity, but no significant effect was found for interaction and trendiness. Tien, Amaya Rivas, and Liao
(2019) used a sample of 314 participants in Taiwan to investigate the influence of e-WOM on purchase intentions of cosmetic
users. The study found that the usefulness and credibility of e-WOM had a strong mediating role in influencing purchasing
intentions. The outcomes of this research align with previous research that has observed the effect e-WOM has on various
factors related to brand and consumer behavior. Hayat and Hershkovitz (2018) conducted a study using a questionnaire dis-
tributed to 115 university students to examine the influence of social diversity on brand image and content credibility within
the context of the Twitter network. The results suggested that social diversity could enhance brand image and content credi-
bility.

Hs: E-WOM significantly influences tourist intention (TI).
2.5 Customization

Customization has been extensively researched in the arena of customer behavior and marketing. The customization dimen-
sion, as defined by Ullah et al. (2021), refers to the aptitude of a business to encounter the specific needs of customers and
engage in personalized communication to understand their requirements and bring them to fruition. This aspect of customer
service has been recognized as a key factor in attracting and retaining consumers. One study by Kim and Lee (2019) meant
to examine the impact of customization on consumer purchasing intentions. The research found that customization had a
positive correlation with shopping intention. The authors of the study recommend investing in creative activities that enhance
consumer happiness and increase purchasing intention. Biswas and Sindhura (2020) used a field survey and questionnaires to
observe the impact of customization on customer intention to shop online. The research aimed to comprehend customers'
tendencies toward seeking uniqueness and value in products and services. The study found that uniqueness had the highest
level of impact, followed by a sense of accomplishment.

In the realm of digital marketing, the process of customizing private ads in social media has been identified as a crucial way
to increase the effectiveness of advertising. An experiment conducted by Al-Adwan (2022) involving 936 cases found that
the most prominent messages that depend on customization on social media were those that targeted personal characteristics.
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Customizing social media content and interactions has been shown to positively impact a business's brand image by demon-
strating to customers that the business values their individual preferences and interests.

Ha: Customization (CZ) positively influences tourist intention (TI).
2.5 Brand Image

Kotler et al. (2016) define a brand as a collection of characteristics, including a name, symbol, or design that serves to distin-
guish a product or service from its competitors. Brand image, in contrast, pertains to the collective perception held by con-
sumers with regard to a company and its associated product offerings. Keller (1993) posits that brand image is the set of
connections that are associated with a brand in the minds of consumers. This includes external cues, such as product quality
and value that customers use to evaluate products before making a purchase. Study has exposed that brand image can have a
significant influence on a purchaser's shopping intention and loyalty. A favorable brand image can lead to an increase in
product quality and value, as well as a higher likelihood of purchasing the product (Godey et al., 2016). The use of SMMA
has found a positive effect on brand image. Labrecque et al. (2013) initiate that information displayed on social media was
successful in influencing customer behavior and buying intentions. This proposes that SMMA practices be able to effectively
enhance customer loyalty (Godey et al., 2016). Brand image is a critical component of a company's overall marketing strategy.
By understanding and managing consumers’ perception of a brand, company perceptions prove their product quality and
value, as well as increase customer loyalty. Additionally, the use of SMMA can be an effective way to enhance brand image
and influence customer behavior. Literature review revealed a lack of current studies that incorporate the variables of SMMA,
brand image, and consumer shopping intention in the analysis of tourist intention to visit tourism sites in Jordan. Despite the
increasing use of SMMA in the tourism business, many nations continue to rely on traditional marketing strategies, which
have become less effective in influencing visitor choices and preferences. This research gap highlights the need for further
exploration of the impact of SMMA on tourist intention to visit specific tourist sites in Jordan.

Hs: Brand Image mediates the relationship between interaction (IN) and tourist intention (TI).
He: Brand Image mediates the relationship between Trendiness (TR) and tourist intention (TI).
H7: Brand Image mediates the relationship between Customization (CZ) and tourist intention (TI).
Hs: Brand Image mediates the relationship between E-WOM and tourist intention (TI).

2.6 Intention to Visit Tourists Sites

The intention to visit tourist destinations has been the subject of recent research efforts. In this regard, Sultan et al. (2020)
examine the environmental behavior of coastal tourism in relation to the content on social media sites. The study revealed that
a set of cognitive and emotional stimuli could lead to increased interest and behavior toward sustainable coastal tourism.
Similarly, Joo et al. (2020) aimed to identify key factors that affect the behavior of tourists in rural areas. The study adopted
a survey methodology and distributed questionnaires to 323 applicants in 2019. The outcomes of the research indicate that
consumers show a crucial role in the relationship between the intention to visit and standards, in the presence of social media.

The sharing of travel feedback via social media has gained increasing attention among tourists. Wong et al. (2019) study the
impact of tourism experiences published on social media on visit intentions to various ethnic destinations. The study adopted
a survey methodology and collected data from 279 consumers. The research examined three main items of tourism experi-
ences. The outcomes of the study indicate that the sharing of tourism experiences on social media has a significant result on
the intentions of others to visit tourist sites. Additionally, the study provided recommendations for the tourism sector to im-
prove the promotion and marketing of ethnic destinations.

Moreover, the influence of smartphones and SMMA on intentions to visit tourist destinations is an area of growing interest
among researchers. In order to design efficient marketing strategies for tourist locations, it is critical to realize the relationship
between smartphone marketing, social media, and sustainable tourism. A conceptual model has been built based on the liter-
ature research to illustrate the link between the study variables and their conceptions. As shown in Fig. 1, this model identifies
the independent and dependent variables, as well as the mediation effect between them. The factors map depicts the relation-
ship between independent variables like SMMA activity, brand image, and consumer purchase intention and the dependent
variable, tourist intention to visit specific tourism locations. The model also depicts the potential mediation effect between
the variables, emphasizing the potential influence of SMMA activity, brand image, and consumer intent to purchase on certain
tourism locations.

3. Methodology

This research is adapted to a quantitative investigation design, which employs a simple random sampling method. The target
applicants for this research study were tourists visiting Jordanian tourism sites. Data collection was carried out using paper-
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based questionnaires, which were distributed to the target respondents in person. The measurement items for all constructs
were modified from previously validated research studies and were modified to align with the perspective of the current
research. The independent variable of SMMA activity was tested using a twelve-item scale adapted from Godey et al. (2016)
and Kim and Ko (2012). The dependent variable, tourist intention to visit specific tourism sites, was measured by using a
three-item that was modified from Alalwan (2018). The mediating role of the brand image variable was measured by using a
three-item that was adapted from Nyadzayo and Khajehzadeh (2016). The items for the study questionnaire were collected
and measured by utilizing a five-point Likert scale, which is widely used in business research and ranges from 1 (strongly
disagree) to 5 (strongly agree). Table 1 shows the summary of the personal characteristics of the participants in this survey.

Interaction

Trendiness

Brand image Tourism purchase intention

E-WOM

Customization

Fig. 1. The proposed study

Table 1
Personal characteristics of the participants
Variable Category N Y%
Gender Male 233 81%
Female 56 19%
Less than 30 31 11%
30 — 39 years 85 29%
Age 40 — 49 years 92 32%
50-59 53 18%
60 or more 28 10%
Bachelor 79 27%
10 1 0,
Education Level Hléhﬁals)::rl oma 16186 ‘2‘302
PhD 4 9%
Single 104 36%
Marital Married 183 63%
Divorcee 2 1%
Students 37 13%
Housewife 33 11%
Occupation Employee 103 36%
Other 116 40%
Total 289 100%

The research sample for this study consisted of 289 participants. The demographic profile of the participants are summarized
in Table 1. The majority of the research participants were males (81%). The largest age group among the participants was the
middle age group between 30 and 49 years old, accounting for 61% of the study participants. Regarding education, the highest
percentage of participants (40%) held a master's degree, followed by 27% who held a bachelor's degree, 24% who held a high
diploma degree, and 9% who held a Ph.D. degree.

4. Data analysis and Results

The current research employed SMART-PLS 4 software to analyze the collected data. The analysis procedure included several
measurement methods, including the measurement model, as well as other techniques, processes, and criteria that were fol-
lowed in the research. This included the assessment of both reliability and validity, as well as the estimation of the study
structural model, which was used to test the proposed hypotheses. The results of the analysis provided insights into the rela-
tionship between the study variables and their constructs, as well as the potential mediation effect among them.

4.1 Measurement Model

The evaluation of reflective measuring models, as suggested by Hair et al. (2017), involves several processes such as assessing
factors loading, calculating Cronbach's Alpha, determining composite reliability, and evaluating both convergent and discri-
minant validity. The Average Variance Extracted (AVE) values, as described by Hair et al. (2017), were run to evaluate
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convergent validity, while the Fornell-Larcker criterion (Fornell & Larcker, 1981) was founded to measure the results validity.
This evaluation was applied to four items in the social media study, and no items were eliminated. The results of the meas-
urement assessment of the reflective model indicate that all quality criteria, including required quality loadings, Cronbach's
Alpha, convergent validity, and composite reliability, were met. Further details are provided in Table 2.

Table 2
Factor loadings, Cronbach’s Alpha, Composite Reliability, and Convergent Validity
Items Loading Cronbach's alpha  Composite reliability (tho a)  Average variance extracted (AVE)

E-WOM1 0.851

E-WOM2 0.876
E-WOM3 0.872 0.834 0.836 0.750

IN1 0.835

' ' IN2 0.877
Social media IN3 0.857 0.819 0.821 0.734

TR1 0.830

TR2 0.882
TR3 0.864 0.821 0.823 0.737

CZ1 0.887

CZ2 0.860
CZ3 0.888 0.852 0.856 0.772

BIl1 0.885

Brand image BI2 0.906
BI3 0.728 0.794 0.821 0.711

TI1 0.760

Tourist intentions TI2 0.910
TI3 0.871 0.803 0.808 0.722

Furthermore, according to the criterion of Fornell-Larcker (Fornell & Larcker, 1981), the discriminant validity results that
were established were shown in Table 3.

Table 3
Discriminant Validity Establishment based on Fornell-Larcker Criterion
Scale E-WOM BI CZ IN TI TR
E-WOM 0.866
BI 0.790 0.843
Cz 0.829 0.727 0.878
IN 0.765 0.709 0.754 0.857
TI 0.738 0.761 0.745 0.722 0.849
TR 0.796 0.734 0.823 0.783 0.766 0.859

4.2 Structural Model Evaluation

The methodology outlined by Hair et al. (2017) for the estimation of a structural model is utilized as a fundamental aspect of
the analytical phase of the research project. Additionally, several evaluations are performed to assess the model, including an
examination of the correlation between exogenous variables, which are commonly referred to as path coefficients.

4.3 Collinearity and Path Coefficients

In this study, the values of the Variance Inflation Factor (VIF) were computed to evaluate the degree of collinearity among
the exogenous latent variables. The results revealed that the values of VIF were all less than 5, indicating that there was no
substantial collinearity among the exogenous constructs (Hair et al., 2011). To further assess the significance and relevance
of the path coefficients within the model, a round of bootstrapping was implemented utilizing 5000 bootstrapped samples.
Bootstrapping is a statistical technique that involves resampling to estimate the standard errors of path coefficients and deter-
mine their statistical significance (Hair et al., 2017). The outcomes of the collinearity evaluation and the path significance
testing are presented in Table 4 and Table 5, respectively. The direct effects were found to be statistically significant, indicat-
ing the importance of these impacts.

Table 4
Collinearity Assessment
Items BI TI
E-WOM 3.956 4.599
BI 2.984
CzZ 4.264 4.282
IN 3.080 3.151

TR 4.041 4.137
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Table 5
Final Path Coefficients Assessment Using a Complete Bootstrapping Routine
Items Original sample (O) Sample mean (M) (STDEV) T statistics ((O/STDEV]) P values
E-WOM — BI 0.464 0.462 0.084 5.526 0.000
E-WOM — TI 0.029 0.033 0.086 0.341 0.733
BI — TI 0.331 0.327 0.062 5.325 0.000
CZ — BI 0.078 0.082 0.082 0.947 0.344
CZ—TI 0.165 0.167 0.078 2.104 0.035
IN — BI 0.154 0.153 0.074 2.073 0.038
IN — TI 0.143 0.141 0.074 1.944 0.052
TR — BI 0.180 0.181 0.087 2.063 0.039
TR — TI 0.252 0.253 0.072 3.488 0.000

Additionally, table 6 demonstrates the indirect paths that were evaluated in order to assess their role as a mediating process in
determining the relationship between variables (Hair et al., 2017).

Table 6
Indirect Effects Significance Testing
Indirect path Original sample (O)  Sample mean (M) Standard deviation (STDEV) T statistics (JO/STDEV]) P values
E-WOM — TI 0.154 0.151 0.040 3.802 0.000
CZ— Tl 0.026 0.026 0.028 0.932 0.351
IN — TI 0.051 0.050 0.027 1.919 0.055
TR — TI 0.059 0.059 0.031 1.903 0.057

4.4 Hypotheses Testing Results

The results of the analysis, as presented in Tables 5 and 6 and in accordance with the procedures outlined by Hair et al. (2017),
indicate that only one hypothesis regarding the mediating role of brand image in the relationship between electronic word-of-
mouth (e-WOM) and tourist shopping intention was supported. Specifically, the analysis supports the notion that brand image
serves as a mediator of the effect of e-WOM on tourist purchase intention. However, the other hypotheses, as discussed in the
literature by Hair et al. (2017) and Nitzl et al. (2016), regarding the mediating role of brand image in the relationship between
interaction, trendiness, customization, and tourist shopping intention were not supported by the data.

5. Discussion

The proliferation of social media and associated activities has drastically transformed the tourism experience, allowing indi-
viduals to identify and access crucial information necessary for planning their travel to a specific destination. The aim of this
research is to investigate the impact of SMMA strategies, such as interaction, trendiness, electronic word-of-mouth (e-WOM),
and customization, on tourists' intentions to visit tourist sites in Jordan and how brand image acts as a mediator in this rela-
tionship. The experiential outcomes of this study support the notion that tourists' decisions and purchase intentions can be
affected by various social media factors. Specifically, trendiness and customization were found to have a positive effect on
tourists' intentions, which aligns with previous studies conducted in the Malaysian tourism market (Chin & Ming, 2022) and
the Chinese market (Liu, Wang, Zhang, & Qiao, 2022). However, the interaction was found to have no noteworthy result on
tourists' intentions, which is consistent with the results of Liu et al. (2022) but contradicts the results of Chin & Ming (2022)
who found that interaction on social media had a significant influence on tourists' intentions.

Furthermore, e-WOM was found to have no significant role on purchase intentions, which contradicts the majority of literature
on the topic (Abubakar, 2016; Adam, Ibrahim, Putra, & Yunus, 2023; Chin & Ming, 2022) which suggests that e-WOM plays
a significant role in persuading shopping decisions. This discrepancy may be attributed to the fact that e-WOM's impact on
purchase intentions is dependent on numerous variables such as the type of product and the target audience, and it is possible
that individuals with prior experience will not be swayed by information on social media.

The current research is expected to examine the impact of SMMA on brand image. The results of the analysis revealed that
the majority of hypotheses were supported, suggesting that the perception and emotions towards a destination brand can be
affected by e-WOM from comments and reviews. Additionally, the findings indicate that interactions on social media brand
pages can have a significant effect on brand image. Negative or slow interactions can lead to a loss of trust and confidence in
the brand, potentially ensuing in a decline in the consumer base. Conversely, positive interactions can enhance brand image.
The study suggests that brands that involve their consumer via social media channels can reap the benefits of increased brand
recognition and exposure. Through active engagement, such as answering questions and providing useful information, brands
can effectively reach and connect with their target audience.

In the current digital age, the fast advancement of technology and the proliferation of social networking sites have made it
increasingly challenging for businesses to stay current with market trends and maintain an up-to-date brand image. As a result,
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businesses that fail to adapt to these trends may find themselves out of alignment with customer expectations and may suffer
negative impacts on their brand image and sales. However, research suggests that understanding and incorporating the latest
trends into a marketing strategy can aid in enhancing a brand's image. In contrast, a study by Hilal (2019) found that custom-
ization efforts on social media might not have a substantial impact on brand image. This may be because of the lack of
customization options offered on brand pages or the absence of custom travel experiences for destination visitors. The research
examined the role of social media efforts on destination brand equity (awareness and image) and found that elements such as
trendiness, customization, and e-WOM had a significant impact on brand image, while interaction did not.

The current study examined the mediating role of brand image on the relationship between SMMA and tourist purchase
intention. Results showed that brand image mediates the relationship between e-WOM and tourist purchase intention, con-
sistent with previous study findings (Ezzat & Ebraheem, 2022; Doosti, Jalilvand, Asadi, Khazaei Pool, & Mehrani Adl, 2016).
However, no mediating effect was found for the other three constructs (Interaction, Trendiness, and Customization), indicating
that brand image only partially mediates the relationship between social media and tourist shopping intention. These findings
highlight the importance of social media in providing tourists with critical information regarding their potential visit, and how
the brand image can enhance their decision-making process.

6. Conclusion

The present study directed to examine the mediating role of brand image in the between various constructs of SMMA and
tourist intentions to visit tourist sites in Jordan. A quantitative methodology was employed, utilizing the SMART-PLS soft-
ware for data analysis. The results of the research indicate that different types of SMM may influence consumer decisions and
purchase intentions, with trendiness and customization having the strongest effect on tourist purchase intention. These findings
serve to reiterate the significant impact of SMM on individuals' decision-making processes. Furthermore, the study suggests
that when linked with certain elements of SMM, brand and image may play a positive role in driving purchase intent. Many
researchers established a positive correlation between an attractive brand image and positive consumer behavior toward the
corresponding product. In accordance with the present study, brand image was found to partially affect purchase intention,
with a positive influence of the construct of Word of Mouth on tourist purchase intention to visit Jordanian tourist sites.

7. Limitations

The current study acknowledges the limitations associated with utilizing open opinion through the network of social media as
a research method. Despite these limitations, it is acknowledged that social media is a prevalent and rapidly growing method
of communication that is here to stay, with an increasing number of research studies utilizing social data. However, the scope
of this study is limited to a specific industry within the tourism sector in Jordan, and as such, the results may not be general-
izable to other industries or geographical locations. Furthermore, there is a limited sum of literature available on the topic of
social media and tourism in Jordan, with most research having been conducted in western countries. Therefore, it is vital to
footnote that the findings of this research are specific to the tourism sector in Jordan.

8. Recommendation

The outcomes of this research indicate the crucial significance of social networking sites in influencing the intention to visit
tourist sites. Therefore, it is imperative for marketers to prioritize the utilization of these platforms in their marketing efforts.
Tourism companies should also consider incorporating social media content into their marketing plans, in order to effectively
leverage the power of content marketing and search engine optimization. In light of these findings, researchers and practition-
ers in the field of tourism marketing should give further attention to the role of social networking sites in shaping consumer
behavior and decision-making. This includes conducting more in-depth studies on the specific mechanisms through which
social media influences the intention to visit tourist sites, as well as identifying the most effective strategies for leveraging
social media in tourism marketing. Additionally, practitioners in the tourism business should take note of the importance of
incorporating social media content into their marketing efforts and invest in developing skills and resources for effective
content marketing and search engine optimization. By doing so, tourism companies can better tap into the potential of social
networking sites to drive traffic and increase bookings.
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