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ABSTRACT

Social media marketing is increasingly recognized as a strategic tool for tourism
and hospitality organizations; however, empirical evidence on the factors that
influence its effectiveness in emerging tourism destinations such as Ethiopia
remains limited. This study develops and empirically tests an integrated framework
that examines how trust, perceived risk, content quality, and hedonic motivation
affect perceived social media marketing effectiveness (SMME) within Ethiopian
tourism and hospitality organizations. A quantitative explanatory research design
was used, drawing on data from 335 knowledgeable organizational informants | KEYWORDS
representing tourism and hospitality organizations across major destinations and | social media
institutional settings in Ethiopia. Data were analyzed using Partial Least Squares | marketing effectiveness;
Structural Equation Modeling (PLS-SEM) to evaluate the measurement model and | trust; perceived risk;
test the hypothesized direct and indirect relationships. The results show that trust, | content quality;

content quality, and hedonic motivation have significant positive effects on | hedonic motivation
perceived SMME, while perceived risk has a significant negative effect. Hedonic
motivation is the strongest predictor, followed by content quality, underscoring the
importance of enjoyable, emotionally engaging, authentic, and informative social
media content. Mediation analysis shows that content quality enhances perceived
SMME through trust, whereas perceived risk diminishes perceived SMME through
trust. The proposed model explains 68.4% of the variance in perceived SMME. This
study advances technology-acceptance research by shifting the focus from social
media adoption to marketing effectiveness and by integrating cognitive,
informational, and affective mechanisms within a unified framework.

Introduction

Social media is a key channel through which tourism and hospitality organizations communicate with
potential visitors, disseminate destination and service information, foster relationships, and influence travel
decisions (Pop et al., 2022). Within the tourism and hospitality sector, social media marketing serves as a
strategic capability that influences destination image, consumer trust, and organizational performance (Pahor
et al., 2026). Although social media adoption has transformed global marketing practices, the relationship
between social media adoption and perceived marketing effectiveness remains insufficiently explored in
emerging economies such as Ethiopia. Existing research primarily focuses on technology acceptance
frameworks, including the Unified Theory of Acceptance and Use of Technology (UTAUT) and the
Technology Acceptance Model (TAM), to explain adoption behavior (Ali et al., 2024; EI Archi & Benbba,
2023). However, these studies primarily examine adoption intentions rather than marketing outcomes, which
leaves unresolved the question of how social media activities influence perceived effectiveness and
organizational performance (Sujood et al., 2024). Recent studies indicate that the effectiveness of social
media marketing depends on several complementary mechanisms, including trust, perceived risk, content
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quality, and hedonic motivation (Kitsios et al., 2022; Sharma & Shukla, 2026). However, these factors have
typically been investigated within separate research streams. Trust pertains to the credibility and reliability
of social media information. Perceived risk reflects uncertainty regarding information, transactions, and
service performance. Content quality encompasses the usefulness, relevance, authenticity, and presentation
of marketing information. Hedonic motivation refers to the enjoyment and emotional value derived from
social media experiences (Lazaroiu et al., 2020; Lou & Yuan, 2019; Shin & Wang, 2024; Soltani Nejad et
al., 2024). Analyzing these mechanisms in isolation provides only a partial understanding of why social
media marketing is perceived as effective. It remains insufficiently established how these cognitive,
informational, and affective factors interact within a unified tourism and hospitality marketing
framework.Ethiopia possesses a diverse tourism resource base, including natural attractions, historical and
archaeological sites, and a rich cultural heritage, which creates substantial opportunities for destination
development and tourism marketing (Teshome et al., 2022; Worku Tadesse, 2023). As one of Africa's most
populous countries, Ethiopia has experienced significant economic and digital transformation in recent years
(Zemene et al., 2026). The combination of a large population, an expanding tourism sector, and increasing
use of digital communication renders Ethiopia a highly relevant context for examining the use of social
media in tourism and hospitality marketing (Teshome & Wondirad, 2025). Although the tourism industry
contributes substantially to employment and GDP, the digital marketing ecosystem in Ethiopia remains
underdeveloped (Berhanu & Raj, 2024). Furthermore, the Ethiopian digital tourism environment is
characterized by disparities in digital access and literacy, as well as concerns regarding the credibility of
online information, which can influence social media communication and consumer evaluation (Berhanu &
Raj, 2024).

Previous academic research has shown that social media is increasingly important as a source of
tourism information for visitors to Ethiopia and has highlighted the importance of the trustworthiness of
information obtained through these platforms (Berhanu & Raj, 2020; Misganaw & Singh, 2019). At the
organizational level, however, Ethiopian research has focused primarily on social media adoption and
technology acceptance rather than on the determinants of perceived marketing effectiveness. More
specifically, prior Ethiopian studies offer useful insights into whether and why tourism organizations use
social media, but they leave several questions unresolved. First, limited attention has been paid to the factors
explaining marketing effectiveness after social media adoption. Second, the literature provides limited
evidence on how trust, perceived risk, content quality, and hedonic motivation jointly contribute to
marketing effectiveness. Third, relatively little is known about whether the relationships identified in broader
tourism and online marketing research also apply within Ethiopia's emerging tourism and digital
environment. Thus, the remaining knowledge gap is not the importance of social media adoption itself, but
the mechanisms through which social media marketing activities are perceived to contribute to
organizational marketing objectives. The present study addresses these gaps by developing and empirically
testing an integrated framework that identifies trust, perceived risk, content quality, and hedonic motivation
as determinants of perceived social media marketing effectiveness (SMME). The study conceptualizes
SMME as an organizational-level perceived outcome, assessed by knowledgeable informants rather than by
direct observation of individual consumers or by objective platform analytics. It reflects respondents'
perceptions of how social media marketing contributes to consumer engagement, brand image enhancement,
and conversion outcomes. Accordingly, the study does not claim to measure objective effectiveness; rather,
it examines how knowledgeable organizational informants assess the effectiveness of their organizations'
social media marketing activities. Based on these gaps, the study investigates the following research
questions: (1) How does trust influence the perceived effectiveness of social media marketing in Ethiopian
tourism and hospitality organizations? (2) How does perceived risk influence the perceived effectiveness of
social media marketing in these organizations? (3) How does content quality influence the perceived
effectiveness of social media marketing in these organizations? (4) How does hedonic motivation influence
the perceived effectiveness of social media marketing in these organizations? (5) To what extent do trust,
perceived risk, content quality, and hedonic motivation collectively explain the perceived effectiveness of
social media marketing in Ethiopian tourism and hospitality organizations? This paper reviews relevant
literature, proposes research hypotheses, and outlines the research design and data analysis methods. The
key findings and their theoretical and practical implications are then discussed.

Literature review and hypothesis development

Social media marketing in tourism and hospitality

Social media has fundamentally transformed the tourism industry by enabling direct communication
between organizations and consumers, supporting real-time engagement, and facilitating the creation of
user-generated content (Gutounig et al., 2022; Sujatmiko et al., 2025). The function of social media
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platforms now extends beyond promotion, serving as strategic channels for destination image formation,
consumer decision-making support, and relationship building (Mahalakshmi, 2023). Within the tourism
sector, the effectiveness of social media is assessed not solely by technology adoption but by its capacity to
influence travel decisions, foster consumer confidence, and cultivate loyalty (Chourasia, 2024). Recent
research indicates that consumers increasingly rely on social media information to evaluate trip destinations,
lodging quality, and service offerings (Berhanu & Raj, 2020; Hasibuan et al., 2025). Social media-based
electronic word-of-mouth (eWOM) has emerged as a particularly influential factor, frequently surpassing
traditional advertising in both persuasiveness and credibility (Filieri et al., 2023). The effectiveness of social
media marketing in the tourism industry depends on organizations’ ability to manage four critical elements:
delivering informative and engaging content, fostering trust through transparent communication, reducing
perceived risks by providing reliable information, and offering hedonic value through enjoyable and
entertaining content experiences (Alghamdi & Wahid, 2024; Ogoina et al., 2025). In developing destination
contexts such as Ethiopia, organizations face additional challenges. Constraints such as limited digital
infrastructure, varying levels of consumer digital literacy, and lower baseline trust in online platforms require
the implementation of more sophisticated social media strategies that directly address these barriers
(Berhanu & Raj, 2024).

Theoretical foundation and conceptual model development

The conceptual model of this study was developed by integrating complementary theoretical perspectives
that explain the mechanisms through which social media marketing activities may influence perceived social
media marketing effectiveness (SMME). Rather than relying exclusively on a single technology-adoption
theory, the study combines technology-acceptance, online consumer behavior, information-quality, and
hedonic-motivation perspectives. This integrated approach is appropriate because the study focuses not only
on whether tourism and hospitality organizations or consumers adopt social media, but also on whether
social media marketing activities achieve intended marketing outcomes after adoption. The initial theoretical
foundation draws on the Technology Acceptance Model (TAM) and the Unified Theory of Acceptance and
Use of Technology (UTAUT). The Technology Acceptance Model (TAM) explains technology-related
behavior primarily through the constructs of perceived usefulness and perceived ease of use (Maranguni¢ &
Grani¢, 2015; Zhong et al., 2021). In contrast, the Unified Theory of Acceptance and Use of Technology
(UTAUT) broadens this framework by incorporating additional factors, including performance expectancy,
effort expectancy, social influence, and facilitating conditions (Omar et al.,, 2025; San Martin & Herrero,
2012). These theories have been widely applied to explain the acceptance and use of digital technologies
and social media in tourism and hospitality. However, their primary focus is on technology acceptance,
behavioral intention, and technology use rather than on the effectiveness of marketing activities after
adoption. Therefore, while TAM and UTAUT provide an important starting point for understanding social
media use, they do not fully explain why similar levels of social media adoption may yield different
marketing outcomes. The present study consequently extends the adoption-oriented perspective toward an
outcome-oriented marketing framework. To explain how social media information is cognitively evaluated,
the model incorporates trust and perceived risk perspectives from online consumer behavior. Trust is the
willingness to rely on information or services because the source is perceived as credible, reliable, and
dependable (Filieri et al., 2015). Perceived risk, in contrast, reflects uncertainty and concerns about
information authenticity, transaction security, service reliability, and potential negative consequences
(Handoyo, 2024). These two constructs are particularly relevant to tourism because tourism products and
services are intangible, experiential, and often purchased before actual consumption (Mohseni et al., 2018).
As a result, consumers are often required to assess destination information, accommaodation claims, service
quality, reviews, and booking arrangements in situations characterized by uncertainty (Yan & Gong, 2023).
Trust fosters consumer confidence and engagement, while perceived risk inhibits further evaluation and
behavioral responses (Lim et al., 2023). Prior research in tourism and online consumer behavior
demonstrates the significance of both constructs for social media-based marketing outcomes.

The second theoretical perspective concerns information quality. Social media marketing is
fundamentally dependent on the characteristics of the information communicated to potential and existing
customers (Mukherjee, 2020). Content quality and informativeness encompass the usefulness, accuracy,
relevance, authenticity, visual appeal, and level of detail in tourism-related social media information that
supports consumer evaluation and decision-making (M. Zhang et a., 2026). High-quality, informative
content reduces uncertainty, enhances perceptions of tourism organizations and destinations, strengthens
credibility, and facilitates engagement (Wang & Yan, 2022). Therefore, an information-quality perspective
complements trust and perceived-risk perspectives by elucidating how the substantive characteristics of
social media messages contribute to marketing effectiveness. The third theoretical perspective is the Hedonic
Motivation System Adoption Model (HMSAM). While traditional technology-acceptance theories
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emphasize utilitarian considerations, HMSAM acknowledges that technology-mediated experiences are also
driven by enjoyment, pleasure, curiosity, and emotional engagement. This perspective is particularly
relevant to tourism, as tourism consumption is inherently experiential. Social media enables tourism
organizations to communicate about destinations through storytelling, images, videos, entertainment, social
interaction, and emotionally engaging experiences (Lund et a., 2018). As a result, users engage with tourism
content not only for informational purposes but also because it is enjoyable, inspiring, entertaining, or
emotionally rewarding. Hedonic motivation thus serves as the affective mechanism through which social
media experiences contribute to marketing effectiveness. The selection of study variables followed a theory-
and evidence-driven process rather than being based solely on the availability of variables in prior studies.
First, the literature was examined to identify the key mechanisms through which social media marketing can
influence consumer evaluation, engagement, and marketing outcomes. This review indicated that cognitive
evaluations of credibility and uncertainty, the informational characteristics of marketing content, and
affective responses to social media experiences represent complementary dimensions of social media
marketing effectiveness. Second, variables were chosen based on their conceptual relevance and empirical
support within tourism, hospitality, social media, and online consumer behavior research. Trust was included
because credibility and reliability in online tourism information are important for fostering consumer
confidence and engagement. Perceived risk was incorporated because social media environments can
introduce uncertainty regarding information authenticity, service performance, financial transactions, and
booking reliability. Content quality was selected because the effectiveness of social media marketing
depends substantially on the usefulness, relevance, accuracy, authenticity, and richness of the information
communicated. Hedonic motivation was selected because tourism marketing is experiential and social media
engagement is influenced not only by information utility but also by pleasure, enjoyment, curiosity, and
emotional involvement.

Third, the variables were evaluated against the specific research gap identified in the Ethiopian
tourism and hospitality literature. Existing Ethiopian research has provided useful evidence on social media
use and technology acceptance. However, relatively little attention has been paid to the mechanisms through
which social media activities translate into perceived marketing effectiveness. The present study therefore
deliberately moves beyond technology adoption and incorporates psychological, informational, and
experiential determinants of marketing effectiveness. This approach aligns with the identified need to
understand how social media activities produce marketing outcomes in an emerging tourism and digital
environment. The selection process aimed to minimize overlap among constructs. Trust and perceived risk
reflect cognitive evaluations of credibility and uncertainty. Content quality and informativeness represent
the informational value of social media communication, while hedonic motivation reflects the experiential
and affective value of social media engagement. Each construct represents a theoretically distinct
mechanism, and collectively, they provide a comprehensive explanation of social media marketing
effectiveness.

Social media marketing effectiveness

Social media marketing effectiveness (SMME) refers to the extent to which an organization’s social media
marketing activities fulfill intended marketing objectives and produce desirable outcomes (Chyrak et al.,
2024). In the present study, SMME is conceptualized as an organizational-level perceived outcome, assessed
by knowledgeable informants within the tourism and hospitality sector, rather than as a direct measure of
individual consumers’ psychological responses. SMME encompasses the aggregate contribution of social
media marketing to consumer engagement, brand image enhancement, and conversion outcomes, thereby
capturing multiple dimensions of marketing performance (Hasibuan et al., 2025). SMME is distinct from
consumer-level constructs such as engagement intention, purchase intention, brand attitude, and loyalty
(Husain et al., 2022). While these constructs capture individual psychological or behavioral responses,
SMME assesses whether social media activities collectively advance organizational marketing objectives.
Engagement, brand-related responses, and conversion outcomes serve as indicators of broader marketing
effectiveness, rather than as interchangeable definitions of SMME (Baber & Baber, 2023). This
comprehensive perspective is particularly relevant in tourism and hospitality, where social media supports
information dissemination, promotion, relationship building, brand communication, reputation management,
customer engagement, and conversion (Chyrak et al., 2024). Consequently, effectiveness may be
demonstrated not only through immediate bookings or purchases but also through increased engagement and
enhanced brand perceptions that contribute to sustained marketing performance (Susanto et al., 2024).
Existing evidence suggests that technology acceptance, content quality, trust, and organizational capability
influence the effectiveness of social media marketing in Ethiopian tourism and hospitality. However,
implementation is frequently constrained by weak execution and limited integration with broader marketing
strategies (Berhanu & Raj, 2024). Given the limited Ethiopia-specific research and the predominance of
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cross-sectional studies, insights from broader tourism and hospitality contexts provide valuable
complementary evidence (Berhanu & Raj, 2024; Lin et al., 2020). Accordingly, this study examines SMME
as a multidimensional organizational outcome, reflecting the perceived effectiveness of social media
marketing activities across engagement, brand, and conversion-related domains.

Factors affecting social media marketing effectiveness
The main constructs examined in the study and their operational meanings are summarized in Table 1.

Table 1. Social media marketing effectiveness constructs and their meanings

Constructs Meanings or Definitions Adapted from Authors
Trust The willingness to rely on social media content based on perceived credibility and reliability. (Hsieh & Li, 2020; Ismail, Padlee, Napatah,
Ramlan, & Zaki, 2025; Wang & Yan, 2022)

Perceived Risk The degree of uncertainty or concern about the authenticity, safety, and reliability of social (Abror et al., 2022; Lin, Liu, Huang, & Chen,
media content. 2023)

Content Quality The extent to which social media content is informative, visually appealing, authentic, and (Azizpuddin & Shahrom, 2024; Kumar & Barua,
relevant to consumer needs. 2024; Wang & Yan, 2022)

Hedonic Motivation The pleasure, enjoyment, and emotional satisfaction derived from engaging with social (Mainolfi, Marino, & Resciniti, 2022; Tu & Jia,
media content. 2024)

Perceived Social Media The extent to which tourism and hospitality stakeholders perceive their organization's social (Berhanu & Raj, 2020; Chourasia, 2024)

Marketing Effectiveness media marketing activities to contribute to intended marketing outcomes, particularly

(PSMME) consumer engagement, brand image enhancement, and conversion-related outcomes.

Trust, perceived risk, content quality, and hedonic motivation collectively determine the effectiveness of
social media marketing in tourism by shaping how audiences evaluate, interpret, and respond to tourism-
related social media communications (Khaki & Khan, 2024). Within online tourism contexts, trust in social
media content and sources serves as a key psychological mechanism that links content exposure to
engagement and purchase behavior, especially when institutional trust in digital platforms is limited (Kitsios
et al., 2022). Conversely, perceived risk related to authenticity, booking security, and service performance
significantly inhibits engagement and conversion on social media platforms (Kim & Kim, 2020). High
content quality, characterized by credible, detailed, visually appealing, and relevant information, reduces
uncertainty, enhances destination image, and directly supports travel decision-making, thereby strengthening
social media marketing effectiveness (SMME) (Alghamdi & Wahid, 2024). Hedonic motivation, defined as
the enjoyment and pleasure derived from consuming and interacting with social media content, is identified
as the strongest driver of SMME, as entertaining and emotionally engaging content increases engagement,
sharing, and intention to visit (Shukun & Loang, 2024). Collectively, these cognitive (trust, risk), content-
related (quality), and affective (hedonic motivation) factors offer a comprehensive explanation for variations
in social media marketing effectiveness within tourism and hospitality settings (Lin et al., 2020). This study
groups these determinants into three conceptually distinct categories: cognitive, content-related, and
affective factors. Trust and perceived risk are classified as cognitive factors because they relate to evaluations
of credibility, reliability, uncertainty, and potential negative outcomes. Content quality is a content-related
factor, encompassing the usefulness, relevance, accuracy, authenticity, visual presentation, and
informational richness of social media content. Hedonic motivation is an affective factor, reflecting the
pleasure, enjoyment, excitement, curiosity, and emotional satisfaction associated with engaging with social
media content. This categorization separates the informational characteristics of marketing content from the
psychological experience of consuming or interacting with it. Although prior literature indicates that trust,
content quality, social support, and transparent communication may reduce perceived risk, the present study
does not model these relationships. The primary objective is to examine the direct determinants of perceived
SMME and the mediating role of trust. These alternative pathways are theoretically plausible extensions that
warrant investigation in future research.

Trust

Trust is defined as the willingness to rely on advice, information, or services based on the perceived
trustworthiness, dependability, and benevolence of the source (Hsieh & Li, 2020). Within social media
tourism, trust functions at several levels, including trust in the platform, trust in the organization's social
media content, and trust in recommendations from other consumers (Wang & Yan, 2022). Trust is especially
vital in tourism, as travel purchases involve substantial financial and experiential commitments and are often
associated with high perceived uncertainty (Williams & Balaz, 2021). Numerous empirical studies have
confirmed the significance of trust in social media tourism marketing (Chu et al., 2020). The credibility and
trustworthiness of travel influencers are significant predictors of tourist confidence and travel intention
(Faisal & Dhusia, 2022). Additionally, trust mediates the relationship between the quality of social media
communication and actual purchase behavior, suggesting that trust is not only a direct antecedent but also a
key psychological mechanism linking content exposure to consumer conversion (Ismail et al., 2025). In
Ethiopia's evolving digital environment, disparities in digital infrastructure, digital literacy, and the
credibility of online information can make trust-building especially important for tourism and hospitality
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organizations (Berhanu & Raj, 2024). This issue is particularly salient in tourism, as consumers increasingly
rely on social media to assess destinations, accommodation quality, and tourism service offerings. The
credibility and trustworthiness of these information sources remain essential considerations (Berhanu & Raj,
2020). For instance, when information about accommodation, tour packages, prices, service quality, or
booking arrangements is primarily obtained through social media, consumers must depend on the
organization's credibility, content authenticity, customer reviews, and transparent communication to mitigate
uncertainty. These contextual factors underscore the importance of trust-building for Ethiopian tourism and
hospitality organizations. Verified information, authentic visual content, transparent communication,
responsive customer service, and evidence of previous customer experiences are therefore critical
mechanisms for building trust in social media marketing. Comparative research indicates that the effects of
trust differ according to cultural and institutional contexts. In developing countries with weaker institutional
frameworks and lower levels of digitalization, trust-building necessitates explicit demonstrations of
credibility, such as verified information, professional content presentation, and transparent business
practices. Social proof, including evidence of other tourists' positive experiences, becomes increasingly
influential in trust formation when institutional safeguards are limited (Li et al., 2022). Trust in social media
content substantially enhances marketing effectiveness, demonstrating that credibility and reliability are
essential in Ethiopian tourism contexts, with a medium effect size. In Ethiopia, where institutional trust in
online systems may be lower than in more developed markets, establishing trust through authentic content,
transparent communication, and consistent service quality is especially important.

H1: Organizational informants' consumer trust in social media marketing content positively influences the
effectiveness of social media marketing in Ethiopian tourism and hospitality organizations.

Perceived risk

Perceived risk in tourism encompasses several forms of uncertainty, including financial or transaction risk,
performance risk, information risk, and psychological risk (Abror et al., 2022). However, in social media
tourism marketing, the most immediate concerns arise when consumers are uncertain about the authenticity
and accuracy of online information, the security of booking and payment processes, and the reliability of the
tourism or hospitality service being promoted(Akhtar et al., 2024). In social media marketing, perceived risk
is a critical inhibitor of purchase intention and engagement (Isip & Lacap, 2021). Navigating decisions about
trusting online content, ensuring transaction security, and verifying the delivery of promised services is
essential for consumers. One important way to reduce risk is to trust social media influencers and content
producers (Lazaroiu et al., 2020). However, social support through quality information and transparent
communication can significantly reduce perceived risk (Lin et al., 2023). Tourism organizations that
proactively address consumer concerns regarding booking security, image authenticity, and service
guarantees can effectively reduce perceived risk barriers to conversion (Rodriguez Bolivar et al., 2025). The
quality and richness of content significantly influence consumers' risk perceptions. Providing detailed and
specific information about accommodations and services, as well as authentic user reviews, reduces
perceived risk more effectively than promotional claims (Y. Zhang & Yang, 2021). Video and visual media
that depict genuine experiences are particularly effective in mitigating performance and psychological risk
dimensions (Gan et al., 2023). Furthermore, organizational responsiveness on social media, including the
provision of comprehensive information and transparent engagement with criticism, substantially lowers
perceived risk (Ciasullo et al., 2024). Accordingly, the present study conceptualizes perceived risk as
consumers' uncertainty regarding the authenticity, safety, and reliability of social media marketing content
and related tourism transactions. Perceived risk was found to have a statistically significant negative
association with social media marketing effectiveness, and the model shows that higher levels of perceived
risk are linked to lower consumer engagement in social media campaigns. Tourism organizations should
prioritize risk-mitigation strategies, including transparent communication, verified content, responsive
customer service, and clearly defined service guarantees.

H2: Organizational informants' perception of consumer risk negatively affects social media marketing
effectiveness in Ethiopian tourism and hospitality organizations.

Content quality

Content quality refers to the degree to which social media content delivers useful, relevant, accurate,
authentic, visually appealing, and sufficiently detailed information that facilitates consumers' evaluation of
tourism and hospitality offerings (Dedeoglu, 2019; Gouda & Halim, 2025). Within the context of social
media tourism marketing, content quality primarily emphasizes the functional and informational attributes
of the content, rather than the enjoyment or emotional gratification derived from its consumption. The
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positive association between content quality and marketing effectiveness has been established in various
hospitality and tourism settings (Ciasullo et al., 2024; Wang & Yan, 2022). Informativeness constitutes a
central aspect of content quality. Providing detailed information about destinations, accommaodations,
services, prices, travel logistics, and other tourism-related attributes enables consumers to evaluate
alternatives and influences their travel and booking decisions (Tavitiyaman et al., 2021). However,
information quality encompasses more than the quantity of information presented. Its usefulness is
determined by attributes such as accuracy, credibility, relevance, applicability, and the degree to which it
facilitates consumer decision-making (Zinko et al., 2020). Therefore, high-quality tourism content should
offer information that is not only detailed but also reliable, current, authentic, and tailored to the needs of
the target audience.

Visual presentation and authenticity represent additional critical dimensions of content quality.
Professionally presented and visually appealing social media posts enhance the accessibility and
attractiveness of tourism information (Nzeku & Duffett, 2021). Authentic depictions of destinations and
tourism experiences further reinforce the credibility of the information provided. In destination marketing,
integrating useful destination information, service details, travel logistics, authentic representations, and
audience-relevant content can improve consumers' evaluations of tourism offerings (Kumar & Barua, 2024).
Content quality also functions as a mechanism for building trust. Accurate, detailed, authentic, and
professionally presented content provides credibility cues and signals organizational competence and
responsiveness to consumer needs (Jamporazmey et al., 2024). Notably, content quality is conceptually
distinct from hedonic motivation in this study. Content quality pertains to the informational and
presentational attributes of social media communication, including usefulness, relevance, authenticity, visual
appeal, and detail. In contrast, hedonic motivation refers to the pleasure, enjoyment, excitement, and
emotional satisfaction derived from engaging with social media content. Consequently, entertainment is
classified as part of the affective dimension rather than as an element of content quality. This distinction is
reflected in the measurement model, where content quality is evaluated through items assessing useful and
relevant information, visual appeal, authenticity, audience needs, and detail, while hedonic motivation is
measured through enjoyment, excitement, entertainment, and emotional engagement. This distinction is
especially significant in tourism social media marketing, as content can be informative and authentic without
being highly entertaining. Conversely, entertaining content may elicit pleasure and emotional engagement
even if its informational quality is limited. Differentiating these mechanisms enables the study to determine
whether the effectiveness of social media marketing is attributable to the quality of information conveyed or
to the affective experience produced by engagement with social media content.

Based on this conceptual framework, the study proposes the following hypothesis:

H3: Organizational informants' consumer content quality positively influences the effectiveness of social
media marketing in Ethiopian tourism and hospitality organizations.

Hedonic motivation
Hedonic motivation encompasses the pleasure, enjoyment, intrinsic satisfaction, and emotional gratification
obtained from engaging with social media content and experiences (Zefreh et al., 2023). Unlike content
quality, which addresses the functional and informational aspects of social media communication, hedonic
motivation emphasizes the affective experience associated with consuming and interacting with content.
Within social media environments, hedonic motivation may be expressed as enjoyment, entertainment,
excitement, curiosity, emotional engagement, and social interaction (Lochrie et al., 2024). The Hedonic
Motivation System Adoption Model (HMSAM) identifies three dimensions of hedonic motivation: joy,
defined as immediate pleasure from the experience; curiosity, characterized by interest in exploring new
content and experiences; and control, described as a sense of agency in managing one's experience
(Mutsikiwa et al., 2021; Tu & Jia, 2024). Empirical research in tourism contexts demonstrates that hedonic
motivation directly influences social media adoption, engagement duration, and behavioral intention
(Mainolfi et al., 2022). The distinction between these constructs is important in the present study. Although
high-quality content may be visually appealing and professionally presented, visual presentation is treated
as a characteristic of how effectively information is communicated. In contrast, enjoyment and entertainment
represent the affective value users derive from the experience. Accordingly, entertainment is not included
as an indicator of content quality in the present study; it is explicitly captured within hedonic motivation.
Hedonic motivation influences tourism marketing in several distinct ways (Douglas et al., 2024).
First, social media content that provides enjoyable and entertaining experiences, such as travel stories,
inspiring destination imagery, humor, and emotional narratives, generates higher engagement and sharing
compared to purely informational content (Joseph, Vasundhara, & Thomas, 2024). Second, the social
interaction features of social media platforms, including opportunities to connect with like-minded travelers,
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participate in travel communities, and receive social validation, offer hedonic value that enhances behavioral
intention (Cheung et al., 2021). Third, hedonic motivation mediates the relationship between platform
characteristics and adoption; individuals who perceive social media as intrinsically enjoyable are more likely
to use these platforms actively and engage more deeply with content (Chan, 2024). Ethiopian tourism and
hospitality organizations can leverage hedonic motivation by developing content that extends beyond
functional information to foster emotional connections with potential tourists (Yasin et al., 2024). Content
that highlights the cultural richness, natural beauty, and unique experiences of Ethiopian destinations,
combined with storytelling that emphasizes enjoyment and discovery, is likely to generate higher
engagement than traditional promotional methods (Berhanu & Raj, 2024). Additionally, facilitating social
interaction on social media platforms through community participation, user-generated content, and peer
discussions further enhances the hedonic value proposition. Marketing effectiveness in Ethiopian tourism
organizations can be improved by designing emotionally resonant content that highlights cultural richness
and encourages participatory engagement.

H4: Organizational informants perceive that consumer hedonic motivation positively influences the
effectiveness of social media marketing in Ethiopian tourism and hospitality organizations.

Content quality enhances social media marketing effectiveness by strengthening consumer trust. High-
quality social media content first builds consumer trust, which in turn strengthens social media marketing
effectiveness. Informative, accurate, authentic, relevant, and visually appealing content provides credible
information that reduces uncertainty and increases confidence in both the message and the organization. As
consumers perceive higher-quality content, they are more likely to trust the information source, and this
enhanced trust subsequently contributes to greater perceived social media marketing effectiveness.
Accordingly, trust is conceptualized as the mediating mechanism linking content quality to social media
marketing effectiveness.

H5: Consumer trust mediates the positive relationship between content quality and perceived social media
marketing effectiveness.

Perceived risk refers to the uncertainty consumers encounter when assessing information, transactions, and
service promises via social media (Lazaroiu et al., 2020). Within tourism and hospitality, this uncertainty
often stems from doubts regarding the authenticity and accuracy of online information, the security of
booking and payment processes, and the dependability of the services provided. As tourism products are
intangible and experiential, and typically evaluated prior to consumption, consumers are frequently unable
to fully verify the quality or reliability of an offering during their online assessment (Elshaer et al., 2025).
This study posits a theoretical direction from perceived risk to trust, rather than the reverse. When consumers
perceive greater uncertainty or a higher likelihood of negative outcomes, their willingness to rely on the
information source diminishes. Elevated perceived risk undermines confidence in the credibility, reliability,
and dependability of social media information. In contrast, reducing uncertainty through accurate
information, transparent communication, verified content, secure transaction procedures, clear service
guarantees, and responsive organizational communication strengthens consumers' willingness to rely on both
the information and the organization. Therefore, lower perceived risk facilitates trust formation, while higher
perceived risk constrains it. This theoretical direction is especially pertinent in social media-based tourism
marketing, where consumers frequently assess destinations, accommodations, tour packages, prices,
reviews, and booking arrangements without direct physical inspection. In these circumstances, perceived
risk can erode the confidence necessary to rely on social media information, whereas credible and transparent
communication can mitigate uncertainty and foster trust. Prior research also demonstrates that information
quality, transparency, and reliable communication reduce perceived risk and enhance confidence in online
tourism contexts (Ciasullo et al., 2024; Lin et al., 2023). The proposed mechanism follows the sequence:
risk reduction leads to stronger trust, which in turn enhances perceived social media marketing effectiveness
(PSMME). Notably, this study does not suggest that risk awareness itself increases trust or that trust merely
results from recognizing risk. Instead, risk is conceptualized as an antecedent cognitive condition that can
either constrain or facilitate trust, depending on its level. Higher perceived risk is anticipated to weaken trust,
while lower perceived risk is expected to strengthen it. Since trust subsequently enhances PSMME,
perceived risk is hypothesized to exert a negative indirect effect on PSMME through trust.

H6: Consumer trust mediates the negative relationship between perceived risk and perceived social media
marketing effectiveness
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The proposed relationships among the study constructs are presented in Figure 1 below.

Hedonic
Motivation

Perceived
Risk

Social Media
Marketing
Effectiveness
(SMME)

Content Quality

Figure 1. Research conceptual model
Source: Authors’ original conceptualization

Research methodology

Description of the study area

Ethiopia, historically known as Abyssinia, is one of Africa’s oldest countries and is distinguished by
exceptional historical, cultural, and natural diversity (Berhanu & Raj, 2024). The country has a distinctive
cultural and religious heritage shaped by long-standing traditions of Christianity, Islam, and Judaism.
Ethiopia is internationally recognized for its historical and cultural attractions, including the ancient city of
Aksum, the rock-hewn churches of Lalibela, and the historic city of Harar (Carillet & Phillips, 2006). These
resources, together with the country’s diverse landscapes and cultural traditions, provide a strong foundation
for tourism development. Ethiopia exhibits significant geographic diversity, including highland mountain
systems, plateaus, lowland areas, and the Danakil Depression (Asefa et al., 2020). This geographic variation
supports a wide array of tourism resources, such as cultural heritage, historical sites, wildlife, landscapes,
and geological attractions. As a result, tourism in Ethiopia comprises multiple destination types and
experiences, fostering a diverse environment for communication between tourism and hospitality
organizations and both domestic and international visitors (Melese & Belda, 2021). This study was
conducted within the Ethiopian tourism and hospitality sector, with data collected from stakeholders
operating in major tourism destinations and tourism-related institutional settings. The research encompassed
Addis Ababa, Bahir Dar, Gondar, the Afar Region, and Lalibela, which are prominent tourism and
hospitality locations in Ethiopia. These destinations collectively represent the country's tourism
environment, including major urban tourism activities, cultural and historical attractions, lake- and nature-
based tourism, and hospitality services.

Research design and approach

A quantitative, descriptive, and explanatory methodology was employed to examine the influence of trust,
perceived risk, content quality, and hedonic motivation on the effectiveness of social media marketing in
Ethiopian tourism and hospitality businesses. The explanatory design was particularly appropriate for the
study’s objective of extending established technology acceptance frameworks, such as the Unified Theory
of Acceptance and Use of Technology (UTAUT) and the Technology Acceptance Model (TAM), by
incorporating constructs specific to marketing effectiveness (Davis, 1989; Venkatesh et al., 2003). The
quantitative approach facilitated systematic measurement of constructs, hypothesis testing, and
generalizability of findings, aligning with best practices in tourism marketing research (Bougie & Sekaran,
2019). This design enables the examination of hypothesized associations and predictive relationships among
the study constructs through statistical analysis. However, the cross-sectional nature of the data precludes
definitive causal inference (Kline, 2023; Sarstedt et al., 2022).

Population, sampling, and unit of analysis
The target population consisted of tourism and hospitality organizations in Ethiopia that actively use social
media for marketing and customer engagement. Five stakeholder groups were included: licensed tour
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operators, four- and five-star hotels and resorts, destination management organizations (DMOs), cultural
attraction operators, and tourism marketing experts from relevant federal and regional government
institutions. Eligibility criteria required organizations to have used social media continuously for at least one
year, maintained an active presence on at least two major platforms (such as Facebook, Instagram, TikTok,
or YouTube), and agreed to participate. Due to the heterogeneity and varying sizes of the stakeholder groups,
a mixed sampling strategy was implemented. Simple random sampling was used for tour operators, census
sampling for relatively small organizational groups, and purposive sampling for specialized government
experts. Of the 481 licensed tour operators operating during the study period, a minimum sample of 237 was

determined using (Yamane, 1973) n = formula at a 5% precision level and selected through

1+N(e)?
computer-generated random sampling. Census sampling included all eligible four- and five-star hotels and
resorts (57), DMOs (16), and cultural attraction operators (20). Additionally, five tourism marketing experts
from federal and regional institutions were purposively selected based on their direct involvement in tourism
promotion, digital marketing, and destination branding. In total, the study involved 335 respondents
representing 335 organizational units. The unit of analysis was the tourism and hospitality organization or
institution, with individual respondents serving as knowledgeable organizational informants. Respondents
were selected for their familiarity with their organization’s social media marketing activities, customer
engagement practices, and perceived marketing outcomes. The study did not directly measure tourists’ or
consumers’ psychological states. Instead, constructs such as trust, perceived risk, hedonic motivation, and
engagement were assessed through organizational informants’ perceptions of how consumers are likely to
perceive and respond to the organization’s social media marketing content. Consequently, the findings
represent organizational-level assessments of perceived social media marketing effectiveness, rather than
direct evidence of individual consumer responses. This informant-based approach is suitable for examining
social media marketing as an organizational activity, although potential informant biases due to respondents’
limited ability to directly observe consumers’ underlying psychological states is acknowledged as a study
limitation.

Data collection instrument and procedure

The questionnaire evaluated respondents' perceptions of key dimensions of social media marketing
effectiveness using a five-point Likert scale (1 = strongly disagree, 5 = strongly agree). The independent
variables included trust (5 items), perceived risk (4 items), content quality (5 items), and hedonic motivation
(4 items). Social media marketing effectiveness (SMME), the dependent variable, was measured with five
items. Measurement items were adapted from validated scales and contextualized for the Ethiopian tourism
and hospitality sector (Abror et al., 2022; Hsieh & Li, 2020; Tu & Jia, 2024; Wang & Yan, 2022). As
respondents served as organizational informants, items were designed to capture their informed perceptions
of consumer-facing social media processes and outcomes. Trust, perceived risk, and hedonic motivation
reflected perceived consumer responses to organizational social media content, while SMME measured
perceived consumer engagement, brand-image enhancement, and conversion-related outcomes at the
organizational level. The questionnaire was pretested with 15 tourism professionals to assess clarity and
relevance, resulting in minor wording and sequencing revisions. Construct reliability was assessed using
Cronbach’s alpha, with all constructs exceeding the recommended 0.70 threshold. Data collection occurred
over two months, from March to mid-June 2026, using both online and in-person survey administration to
ensure broad coverage of tourism and hospitality stakeholders across Ethiopia. Online surveys were
distributed via email and social media, while in-person surveys were conducted in Addis Ababa and regional
tourism hubs to reach organizations with limited digital access. Of the 335 valid responses, 198 were
obtained online through Google Forms and organizational email channels, and 137 were collected face-to-
face at tourism offices, hotels, and tour operator premises. The response rates were approximately 79% for
the online group and 91% for the face-to-face group, indicating strong participation across both modes. This
mixed-method approach mitigated accessibility and literacy barriers and ensured representation from diverse
organizational types and regions.

Data analysis techniques

Data analysis was conducted using IBM SPSS Statistics 27 and SmartPLS 4. SPSS was used for data
screening, missing-value assessment, and descriptive statistics. Partial Least Squares Structural Equation
Modeling (PLS-SEM) was used to assess the measurement and structural models and to test the hypothesized
relationships. PLS-SEM was selected because the study focuses on prediction and explanation, aims to
maximize explained variance in social media marketing effectiveness, and includes multiple direct and
indirect relationships. Additionally, PLS-SEM s suitable for survey data that may not meet multivariate
normality assumptions. Direct and indirect effects were assessed using 5,000 bootstrap resamples and bias-
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corrected confidence intervals. The analysis followed a two-stage procedure. First, the measurement model
was evaluated using indicator loadings, Cronbach’s alpha, composite reliability (CR), average variance
extracted (AVE), and the heterotrait-monotrait ratio (HTMT). Second, the structural model was assessed
using variance inflation factors (VIF), the coefficient of determination (R?), effect size (f?), predictive
relevance (Q?), path coefficients, t-values, p-values, and bootstrapped confidence intervals. Mediation
effects were examined using bootstrapped indirect effects.

Common method bias assessment

As all constructs were measured using a single questionnaire administered to the same respondents at one
point in time, both procedural and statistical remedies were implemented to reduce common method bias.
Procedural measures included guaranteeing respondent anonymity, adapting questionnaire items from
validated instruments, simplifying question wording, and introducing psychological separation between
construct sections. Statistically, Harman's single-factor test showed that the first unrotated factor explained
less than 50% of the total variance, indicating that common method variance was unlikely to pose a
significant threat.

Ethical considerations

Ethical approval was obtained from the Research Committee of the School of Tourism and Hospitality
Management, Samara University, before data collection. All participants were informed about the purpose
of the study, the voluntary nature of their participation, their right to decline participation or withdraw at any
time, and the confidentiality and anonymity of their responses. Informed consent was obtained from all
participants prior to participation. For online respondents, consent was provided electronically before
accessing the questionnaire, while participants completing the questionnaire in person provided consent prior
to completing the survey. No personally identifying information was collected, and the data were used
exclusively for academic research purposes.

Data analysis and results

Validity and reliability

The descriptive statistics and reliability coefficients for all study constructs are presented in Table 2. The
descriptive statistics and reliability coefficients demonstrate that the measurement model is both valid and
reliable. All constructs surpass the minimum reliability threshold of 0.70, with values between 0.81 and 0.88,
indicating high internal consistency.

Table 2. Descriptive statistics and reliability of constructs

Constructs No. of Items Codes Mean (M) SD Skewness Kurtosis Reliability(a)
Trust (1V) 5 TR1-TR5 4.08 0.61 —0.72 0.64 0.86
Perceived Risk (1V) 4 PR1-PR4 321 0.78 0.41 —0.38 0.81
Content Quality (IV) 5 CQ1-CQ5 4.15 0.57 —0.89 1.02 0.88
Hedonic Motivation (IV) 4 HM1-HM4 3.92 0.66 —-0.54 0.21 0.84
Perceived Social Media Marketing 5 PSMME1-PSMMES5 3.87 0.69 —0.61 0.47 0.87

Effectiveness (DV)
*Descriptive analyses were conducted using IBM SPSS Statistics 27.0

Source: Authors’ own work.

Skewness and kurtosis were examined during preliminary data screening and did not reveal any extreme
distributional abnormalities. Although multivariate normality is not required for PLS-SEM estimation, these
diagnostics were used to identify potential irregularities in the survey data. The observed distributions were
deemed suitable for subsequent PLS-SEM analysis (Kline, 2023). Descriptive statistics indicate that trust,
content quality, and hedonic motivation are perceived positively, whereas perceived risk remains moderate.
This highlights the nuanced dynamics of social media marketing effectiveness in Ethiopian tourism
organizations.

Analysis of the measurement model

The measurement model was evaluated by assessing indicator reliability, internal consistency, convergent
validity, and discriminant validity. All constructs were specified as reflective. Table 3 presents the full
wording of each retained measurement item, its standardized factor loading, Average Variance Extracted
(AVE), and Composite Reliability (CR). All standardized factor loadings exceeded the recommended
threshold of 0.70, ranging from 0.781 to 0.892, indicating satisfactory indicator reliability.
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Table 3. Measurement model: measurement items, factor loadings, AVE, and composite reliability

Construct Code Actual measurement item Loading AVE CR
Trust TR1 Our organization ensures that the information shared on social media is credible and reliable. 0.842 0.71 0.89
TR2 We actively build trust with audiences through transparent communication on social media. 0.876
TR3 We believe that consumer trust in our social media content positively influences engagement. 0.819
TR4 We consistently provide accurate and trustworthy information on our social media platforms. 0.801
TR5 We consider trust-building a central objective of our social media marketing strategy. 0.834
Perceived Risk PR1 Our organization recognizes that consumers may perceive risks when booking services via social media. 0.781 0.64 0.87
PR2 We take measures to reduce concerns about transaction security in social media marketing. 0.824
PR3 We acknowledge that misinformation on social media can negatively affect consumer confidence. 0.798
PR4 We actively address consumer concerns about service quality promoted through social media. 0.812
Content Quality CQI1l Our social media content provides useful and relevant information to potential customers. 0.861 0.73 0.91
CQI2 We ensure that our posts are visually appealing and professionally designed. 0.884
CQI3 We strive to present authentic content that reflects genuine experiences. 0.837
CQl4 Our social media content is tailored to meet the needs and interests of our target audience. 0.853
CQI5 We provide detailed and informative content about destinations, services, and offers. 0.823
Hedonic Motivation HM1 Our organization designs social media content to be enjoyable and engaging. 0.821 0.69 0.88
HM2 We aim to create posts that excite and inspire potential travelers. 0.865
HM3 We incorporate entertaining elements into our social media campaigns. 0.842
HM4 We recognize that emotionally engaging content increases consumer interaction. 0.803
Perceived Social Media SMME1 Our social media marketing increases consumer engagement with our organization. 0.871 0.72 0.90
Marketing Effectiveness
SMME2 Our campaigns positively influence consumer travel decisions. 0.892
SMME3 Social media enhances our organization's brand image and reputation. 0.848
SMME4 Social media marketing contributes to increased bookings and service uptake. 0.836
SMMES5 Our social media activities strengthen consumer trust and loyalty toward our organization. 0.859

Psychometric assessment was conducted via SmartPLS 4.0 using the criteria.

Convergent validity: outer loadings > 0.7; AVE > 0.5; CR > 0.7 (Nunnally, 1978).

Reliability: Cronbach’s > 0.7 (Cronbach, 1951).

Note. All constructs exceed stringent thresholds (min loadings = 0.781; min AVE = 0.64; min a. = 0.81).

Source: Authors’ own scale development and validation.

AVE values ranged from 0.64 to 0.73, exceeding the recommended minimum of 0.50. Composite reliability
values ranged from 0.87 to 0.91, indicating satisfactory convergent validity and internal consistency.
Discriminant validity was evaluated using two complementary approaches. All HTMT ratios were below
the conservative threshold of 0.85, and none of the bootstrapped 95% confidence intervals contained 1.00.
These results provide additional evidence that the constructs are empirically distinct. The overall PLS-SEM
measurement model showed a satisfactory fit to the observed data. These findings provide robust evidence
of construct reliability, convergent and discriminant validity, and overall measurement quality, thereby
supporting subsequent structural model estimation.

Table 4. Discriminant validity using the heterotrait-monotrait ratio (HTMT)

Construct TR PR cal HM SMM Effectiveness (DV)
Trust (TR) 0.84

Perceived Risk (PR) 0.46 0.81¢

Content Quality (CQ) 0.52 0.49 0.86¢

Hedonic Motivation (HM) 0.44 0.41 0.57 0.83¢

SMM Effectiveness (DV) 0.55 0.48 0.63 0.59 0.884

Discriminant validity assessed using the Fornell-Larcker criterion in SmartPLS 4.0.
Note. HTMT values below 0.85 indicate satisfactory discriminant validity.

Source: Authors’ own work

The HTMT results presented in Table 4 provide further evidence of discriminant validity among the study
constructs.

Analysis of structural model

The estimated structural model and standardized path coefficients are presented in Figure 2. After confirming
the measurement model’s reliability and validity, the structural model was evaluated using partial least
squares structural equation modeling (PLS-SEM) in SmartPLS 4. Collinearity was assessed using variance
inflation factor (VIF) values to ensure that multicollinearity did not affect the estimated relationships. The
model’s explanatory power was evaluated using the coefficient of determination (R?), and the effect size of
individual predictors was examined using f2. Predictive relevance was assessed using Q2. Hypothesized
relationships were tested using a bootstrapping procedure with 5,000 resamples. Standardized path
coefficients (B), standard errors, t-values, p-values, and bias-corrected 95% confidence intervals were
analyzed to assess the significance and direction of the hypothesized relationships. The results demonstrate
that the structural model offers substantial explanatory power for social media marketing effectiveness,
accounting for 68.4% of the variance (R2 = 0.684). Hedonic motivation, content quality, and trust exert
positive effects on social media marketing effectiveness, while perceived risk exerts a negative effect.
Additionally, hedonic motivation exhibits high explanatory power (R2 = 0.537), highlighting its central role
in shaping consumer engagement. Among the direct effects, hedonic motivation emerged as the strongest
predictor of social media marketing effectiveness (B = 0.537, t = 6.468, p < 0.001), emphasizing the
importance of pleasure, enjoyment, and emotional connection in shaping organizational informants’
perceptions of consumer trust on social media platforms. This result is consistent with the Hedonic
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Motivation System Adoption Model (Tu & Jia, 2024) and corroborates previous tourism research that
highlights experiential gratification (Mainolfi et al., 2022).
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Figure 2. Research model results
Source: Authors’ empirical analysis.

Content quality demonstrated a significant positive effect on social media marketing effectiveness (B =
0.412,t = 5.421, p < 0.001), reinforcing the importance of informative, authentic, and engaging content in
influencing travel decisions and brand perception (Azizpuddin & Shahrom, 2024; Wang & Yan, 2022). Trust
in social media content was also positively associated with social media marketing effectiveness (p = 0.271,
t = 2,945, p < 0.01), confirming that credibility and reliability are essential for fostering consumer
confidence, particularly in low-trust digital environments (Hsieh & Li, 2020; Ismail et al., 2025). In contrast,
perceived risk exhibited a significant negative effect on social media marketing effectiveness (B = -0.218, t
=2.691, p < 0.01), suggesting that concerns regarding authenticity, booking security, and service reliability
inhibit consumer engagement and conversion (Abror et al., 2022; Akhtar et al., 2024). The model identified
several meaningful indirect effects. Trust positively influenced content quality (B = 0.271, t = 2.945),
indicating that credible communication enhances perceived informativeness and authenticity. Perceived risk
indirectly affected content quality (= 0.163, t =2.091, p < 0.05), suggesting that risk mitigation strategies
improve content evaluation. Hedonic motivation significantly enhanced content quality (f =0.239, t=3.678,
p < 0.001), demonstrating that emotionally engaging content is perceived as more valuable and trustworthy.
These values satisfy recommended thresholds for good model fit (Hair, 2014; Kline, 2023) thereby
validating the theoretical structure and empirical coherence of the proposed framework.

Table 5. Assessment of the structural model and hypothesis testing

Hypoth Std beta SD t-values p-values BCI LL BCI UL
H1 Trust — SMME 0.271 0.092 2.945 p <0.003 0.102 0.412
H2 Perceived Risk —» SMME —0.218 0.081 2.691 p <0.001 —0.364 —0.095
H3 Content Quality — SMME 0.412 0.076 5.421 p <0.001 0.289 0.538
H4 Hedonic Motivation - SMME 0.537 0.083 6.468 p <0.001 0.392 0.671

Note(s): Bootstrapping with 5,000 resamples was used; 95% confidence intervals were bias-corrected.
Thresholds: p < 0.05, t-values > 1.645 (1-tailed); f2=0.02 (small), 0.15 (medium), 0.35 (large).

Source: Authors’ primary data analysis.

Hypothesis testing utilized standardized path coefficients (B), critical ratios (CR), p-values, and 95% bias-
corrected bootstrap confidence intervals based on 5,000 bootstrap samples. As presented in Table 5, trust
exerted a significant positive effect on social media marketing effectiveness (f = 0.271, CR =2.945, p =
0.003, 95% BC CI = [0.102, 0.412]), thereby supporting H1. Perceived risk demonstrated a significant
negative effect on social media marketing effectiveness (B = —0.218, CR = 2.691, p=0.001, 95% BC CI =
[-0.364, —0.095]), supporting H2. Content quality also had a significant positive effect on social media
marketing effectiveness (=0.412, CR =5.421, p <0.001), supporting H3. Furthermore, hedonic motivation
exhibited the strongest positive effect on social media marketing effectiveness (p = 0.537, CR = 6.468, p <
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0.001), supporting H4. The structural model accounted for 68.4% of the variance in social media marketing
effectiveness (R2 = 0.684), indicating substantial explanatory power.

Analysis of mediation effects
Table 6. Hypothesis testing: indirect effects

Hypothesis Relationship Std. Beta (B) SD t-values p-values BCI LL BCI UL
H5 Content Quality — Trust > SMME = 0.163 0.078 | 2.091 p<0.001 | 0.041 0.298
H6 Perceived Risk — Trust > SMME -0.183 0.046 | 3.196 p<0.001 | -0.284 -0.092

Note: Bootstrapping with 5,000 resamples was used, and 95% bias-corrected confidence intervals are reported. An indirect effect is considered statistically significant if its bootstrap
confidence interval does not include zero.

Source: Authors’ empirical analysis

Mediation effects were evaluated using bootstrapping with 5,000 resamples and 95% bias-corrected
confidence intervals. An indirect effect was deemed statistically significant if the confidence interval
excluded zero. The results are summarized in Table 6. H5 was supported. The results indicate that content
quality has a significant positive indirect effect on social media marketing effectiveness (SMME) through
trust (B = 0.163, SD = 0.078, t = 2.091, p < 0.001, 95% BC CI [0.041, 0.298]). Because the bootstrap
confidence interval is entirely above zero, the indirect effect is statistically significant. This finding suggests
that the qualitative characteristics of social media content contribute to SMME, in part, by shaping
organizational informants' perceptions of consumer trust. In particular, content that is useful, relevant,
authentic, visually appealing, and sufficiently informative can strengthen confidence in the information and
its source, which in turn contributes to greater perceived social media marketing effectiveness. Thus, trust
is an important mechanism through which content quality trans. H6 was supported. Perceived risk had a
significant negative indirect effect on perceived social media marketing effectiveness through trust (B =
—0.183, SD = 0.046, t = 3.196, p < 0.001, 95% BC CI [-0.284, —0.092]). Because the bootstrap confidence
interval does not include zero, the indirect effect is statistically significant. The negative coefficient indicates
that higher perceived risk is associated with lower trust, which subsequently reduces perceived social media
marketing effectiveness. Thus, the results support the proposed perceived risk — trust — PSMME
mechanism. Conversely, reducing uncertainty concerning information authenticity, transaction security, and
service reliability can facilitate trust and thereby contribute to stronger perceived social media marketing
effectiveness.

Table 7. Mediation analysis

Hypothesis Direct Effect () Indirect Effect (B) Total Effect (B) 95% Bootstrap CI p-value Results
Content Quality — Trust - SMME 0.318 0.163 0.605 0.183-0.401 <0.001 Supported
Perceived Risk — Trust — SMME —0.102 —0.183 —0.285 —0.284— (—0.092) <0.001 Supported

Table 7 presents a summary of the direct, indirect, and total effects for the mediation hypotheses. In
alignment with the findings in Table 6, both indirect effects were statistically significant based on 95% bias-
corrected bootstrap confidence intervals. For H5, the positive indirect effect of content quality on Social
Media Marketing Effectiveness (SMME) through trust was significant (B = 0.163, p < 0.001). For H6, the
indirect effect of perceived risk on SMME through trust was negative and significant (§ =—0.183, p < 0.001).
In both instances, the bootstrap confidence intervals did not include zero, which supports the conclusion that
trust serves as a significant mediator in the relationships between the respective antecedents and SMME.

Measurement of social media marketing effectiveness

Social Media Marketing Effectiveness (SMME) was defined as a first-order reflective latent construct. While
SMME may include various organizational outcomes, such as consumer engagement, brand image
enhancement, and conversion performance, this study treats these outcomes as indicators of an overarching
perception of marketing effectiveness rather than as separate formative dimensions. Therefore, increases in
overall marketing effectiveness are expected to manifest as higher customer engagement, improved brand
perception, and greater conversion outcomes. Measurement items were adapted from previously validated
tourism and digital marketing scales and assessed using confirmatory factor analysis. All standardized factor
loadings were above 0.70, Composite Reliability exceeded 0.70, and Average Variance Extracted was above
0.50, supporting the reliability and validity of the reflective measurement model.

Discussion

Trust as a mediating mechanism

The mediation results offer further insight into how the informational characteristics of social media content
influence marketing effectiveness. Specifically, the findings demonstrate that content quality enhances
social media marketing effectiveness partly by increasing organizational informants' perceptions of
consumer trust. This implies that consumers assess high-quality tourism content not only for its
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informational value but also as an indicator of source credibility and reliability when the content is accurate,
authentic, relevant, and professionally presented. Therefore, trust functions as a psychological link between
perceived content quality and marketing effectiveness. This finding is especially significant for tourism and
hospitality, where consumers frequently make decisions regarding intangible, experience-based services
prior to consumption. In these contexts, credible and informative social media content can reduce uncertainty
and enhance consumer confidence in both the organization and its offerings (Kaasa & Andriani, 2022). The
mediation result thus supports an information-to-trust-to-effectiveness mechanism, rather than the
alternative assumption that trust leads consumers to perceive content as higher quality. This finding also
aligns with the observed significant negative relationship between perceived risk and social media marketing
effectiveness (SMME), as well as the mediating role of trust. While high-quality, authentic content offers
credibility cues and may reduce uncertainty, perceived risk captures consumers' concerns regarding potential
negative outcomes. Therefore, content quality and perceived risk represent related yet conceptually distinct
mechanisms by which consumers evaluate social media marketing communications.

Perceived risk and social media marketing effectiveness

Perceived risk was found to negatively impact social media marketing effectiveness, confirming that
uncertainty is a significant constraint within Ethiopian tourism and hospitality. While tourism risk includes
financial, performance, psychological, and informational dimensions (Abror et al., 2022), authenticity,
transaction, and service-performance risks are particularly salient in the context of social media marketing,
as consumers depend on online content to evaluate tourism offerings. Concerns about misleading
information, booking security, and service quality can consequently diminish engagement and conversion
(Akhtar et al., 2024; Kim & Kim, 2020; Rodriguez Bolivar et al., 2025). However, since risk was modeled
as a single construct, the distinct effects of individual risk dimensions could not be statistically assessed. The
mediation analysis provides further evidence that perceived risk operates through trust as an important
mechanism underlying perceived social media marketing effectiveness. The significant negative indirect
effect indicates that higher perceived risk weakens trust in social media information, which subsequently
constrains perceived marketing effectiveness. This finding is consistent with the theoretical argument that
uncertainty about information authenticity, booking security, and service reliability reduces the willingness
to rely on social media information (Isip & Lacap, 2021). In contrast, reducing such uncertainty through
verified information, transparent communication, secure booking and payment procedures, accurate service
representations, and responsive customer service can create conditions that facilitate trust. Thus, the findings
support a risk — trust - PSMME mechanism rather than suggesting that trust is the antecedent of perceived
risk. The result also clarifies that risk awareness itself is not modeled as a driver of trust; rather, the level of
perceived risk represents a cognitive condition that can constrain or facilitate trust formation. In the
Ethiopian context, reducing uncertainty through verified information, transparent booking and payment
processes, accurate service representations, and responsive communication may enhance trust and improve
SMME.

Content quality as a strategic lever

Content quality was identified as a strong driver of SMME, with a distinctive role in the Ethiopian context.
High-quality content functions both as an informational resource and as a symbolic indicator of
professionalism and reliability. In environments where institutional trust is limited, content quality serves as
a proxy for credibility, thereby reinforcing consumer confidence in the absence of robust regulatory
frameworks. This finding extends previous research by demonstrating that content quality encompasses both
informativeness and legitimacy. Additionally, the integration of informative and emotionally resonant
storytelling highlights the increasing significance of experiential marketing in tourism.

Hedonic motivation and emotional engagement

Hedonic motivation emerged as the strongest predictor of social media marketing effectiveness (SMME) (B
=0.537, p <0.001), surpassing content quality (f =0.412), trust (8 = 0.271), and perceived risk (B =—0.218).
This result suggests that emotional and experiential engagement is especially critical in tourism social media
marketing, where enjoyment, inspiration, visual imagery, storytelling, and emotional connection promote
deeper engagement. These findings are consistent with the hedonic motivation system adoption model and
with tourism research that links hedonic motivation to increased social media engagement and behavioral
responses (Mainolfi, Lo Presti, et al., 2022; Tu & Jia, 2024). Although content quality also exhibited a strong
positive effect, its comparatively smaller coefficient indicates that while useful information aids evaluation,
emotionally engaging content is more effective at sustaining attention and encouraging interaction and
sharing. This observation is consistent with evidence that enjoyable stories, destination imagery, and
emotional narratives enhance tourism engagement (Cheung et al., 2021; Joseph et al., 2024). For Ethiopian
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tourism organizations, integrating accurate information with culturally relevant storytelling and compelling
visual experiences may further strengthen SMME. Therefore, H4 is supported.

Interpretation of consumer-facing constructs

The findings regarding trust, perceived risk, and hedonic motivation should be considered in the context of
the study's organizational-informant design. The results suggest that tourism and hospitality professionals
with expertise in their organizations' social media activities regard credibility, risk, and experiential value as
key dimensions of social media marketing effectiveness. These findings do not directly capture individual
consumers' psychological responses. The observed positive relationship between perceived trust and social
media marketing effectiveness indicates that, from the perspective of organizational informants, the
credibility and reliability of social media communication are essential for effective tourism marketing.
Similarly, the negative association between perceived risk and marketing effectiveness implies that
organizational stakeholders perceive uncertainty and concerns about social media interactions as barriers to
successful marketing outcomes. The positive influence of hedonic motivation further demonstrates that
organizational informants recognize the importance of experiential and entertainment aspects of social media
content for marketing effectiveness. These findings should therefore be interpreted as evidence of
organizationally perceived consumer-facing mechanisms, rather than as direct evidence of consumer
attitudes or behaviors. Future research should examine whether these relationships persist when trust,
perceived risk, hedonic motivation, engagement, and behavioral outcomes are directly measured among
tourism consumers.

Conclusions and implications

The determinants of social media marketing effectiveness in Ethiopian tourism and hospitality organizations
were examined, extending beyond traditional technology acceptance frameworks. Structural equation
modeling (SEM) revealed that trust, perceived risk, content quality, and hedonic motivation significantly
influence marketing outcomes. Hedonic motivation and content quality emerged as the strongest drivers,
emphasizing the importance of enjoyable, authentic, and informative content in fostering consumer
engagement. Trust served as a critical enabler, whereas perceived risk acted as a barrier to effectiveness.
These findings indicate that successful social media marketing in tourism requires strategies that build
credibility, reduce uncertainty, and deliver meaningful consumer experiences, rather than focusing solely on
adoption. In terms of theoretical implications, users in social media marketing contexts assess the credibility,
transparency, and quality of online information prior to engaging with tourism businesses. Perceived risk
diminishes trust, while content quality enhances it by providing reliable and useful information. Hedonic
motivation complements these cognitive mechanisms by accounting for the emotional value consumers
derive from interacting with tourism-related social media content. The proposed framework therefore
integrates cognitive (trust and perceived risk), informational (content quality), and affective (hedonic
motivation) mechanisms to provide a unified explanation of social media marketing effectiveness. While the
Technology Acceptance Model (TAM) and Unified Theory of Acceptance and Use of Technology (UTAUT)
are established theories of technology adoption, this study addresses marketing effectiveness after adoption,
reflecting a distinct stage in digital organizational informants' perceptions of consumer trust. The findings
provide several concrete implications for tourism and hospitality stakeholders in Ethiopia. Rather than
approaching social media marketing as a generic promotional activity, effectiveness depends on the
simultaneous management of trust, perceived risk, content quality, and hedonic motivation. The significant
positive effects of trust, content quality, and hedonic motivation, alongside the negative effect of perceived
risk, indicate that stakeholders should implement differentiated strategies addressing credibility, information
value, uncertainty, and emotional engagement. The following implications translate these empirical findings
into stakeholder-specific actions.

Tour operators should provide accurate, transparent information about prices, itineraries,
cancellation policies, safety, transportation, accommodations, and guide qualifications. Verified reviews,
user-generated content, authentic videos, and destination storytelling can build trust, enhance hedonic
engagement, and reduce uncertainty. Hotels and resorts should use social media as both a promotional and
a customer-service channel. High-quality, realistic information about rooms, facilities, prices, and services
should be paired with verified reviews, responsive communication, transparent booking policies, and
experiential content, including virtual tours, food experiences, and guest stories. Destination Management
Organizations (DMOs) should provide centralized, regularly updated, and credible destination information.
Collaborating with licensed tourism businesses can enhance source credibility and reduce perceived risk.
Platform-specific content strategies and outcome-oriented metrics, such as engagement, inquiries, referrals,
and user-generated content, should complement follower counts. Cultural attraction operators should



Drivers of social media marketing effectiveness in tourism and hospitality organizations 933

emphasize authenticity, educational value, and experiential engagement through storytelling, virtual tours,
short documentaries, and culturally grounded content. Accurate visitor information and authoritative sources
are essential for maintaining trust and preserving the authenticity of cultural and heritage resources.
Government tourism institutions and policymakers should strengthen digital verification and consumer-
protection mechanisms, including directories of licensed tourism providers and authoritative information on
safety, travel conditions, and tourism services. Capacity-building programs should also support smaller
tourism businesses in content development, analytics, online reputation management, and responsible digital
communication. Four strategic priorities are identified across stakeholder groups: building trust, reducing
perceived risk, improving content quality, and strengthening hedonic engagement. Social media
effectiveness should be assessed using outcome-oriented indicators, such as engagement, inquiries, website
traffic, bookings or visitation referrals, customer sentiment, and, where measurable, conversion rates.
Implementing these strategies can enable Ethiopian tourism stakeholders to progress beyond mere social
media presence toward more credible, engaging, and measurable marketing effectiveness.

Limitations and future research

This study offers valuable insights into the determinants of perceived social media marketing effectiveness
(SMME) in Ethiopian tourism and hospitality organizations. However, several limitations should be
acknowledged. First, the study relies on perceptual measures from knowledgeable organizational informants
rather than objective behavioral or performance data. While perceptions provide important insights into
managerial evaluations of social media marketing, future research could complement this approach with
platform analytics, consumer engagement metrics, or longitudinal performance indicators to validate and
extend the findings. Second, the study uses a cross-sectional design, limiting its ability to capture changes
in social media marketing effectiveness over time. Longitudinal studies could examine how trust, perceived
risk, content quality, and hedonic motivation evolve as organizations mature. Third, the study is limited to
Ethiopia, an emerging tourism destination with distinctive cultural, economic, and digital characteristics.
While this focus provides important contextual insights, the findings may not be fully generalizable to other
African or global tourism markets. Comparative studies across countries and regions could help determine
whether the observed relationships are context-specific or more broadly applicable. Fourth, although the
study integrates cognitive, informational, and affective mechanisms within a unified framework, it does not
account for additional organizational or environmental factors, such as institutional support, digital
infrastructure, or competitive dynamics, which may also influence the effectiveness of social media
marketing. Future research could extend the model by incorporating these broader contextual variables.
research could extend the model by incorporating these broader contextual variables. Finally, although
hedonic motivation emerged as the strongest predictor of perceived effectiveness, the study did not
investigate how specific forms of hedonic content influence engagement outcomes. Future research could
employ more granular content analysis to identify which hedonic and informational strategies are most
effective in tourism marketing.
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