dpeadid) Aol pdiay A1 U ys ) ad| &y geazed
(ol temdly Jlatl welaill 5,5
Ll oyld (2 Al

cunill Zalall Aimlll ¢ Lot yiaza

»

p—ud

2 lxall aglal

591 &lile

85901 &l Bygedl o,

B 2025 /06 /12 09




Laz Ll o gsaill
Aol e lgally Analall plee 20y g1 2003 oo 23 § #5511 279-03 o3y il pgusyll
(51 3148 51 L) paidly Joall ey Ladaid
i) Aalall Bzl o <3LidaS simy (5101 2004 slo 05 § #55k1 Al
o] dralall Aielll cLiac daucdl Aailall sl 1 2023 dliga 23 3 #5541 969 o3, 4l
Aylmtl] pglall
2019 yrauya 25 § 455341 1500 o3, alatl cnalll 5,50



Ll 481 5 poanld Aeadadl Aizll] o1, ¥ Loma

2003 91 23 3 £330 279-03 w8, guaiall asnrll (oo 49 55U s <ol palall Ainlll (KK

olgizmay malatll oo 181 .1

Agzgtlandl ol aves § Lely ol

ralally Az st o) Jlee¥! Blas § Ll ol

izl ol 7 18

Lid ogllall Conlid) sue uuamsy Lale o1/ g Lasgaads Ol day b Jlxe 3 s é 13
el dmy L bt e ) aialsn 8 (sl )

o u » w N



i) datall Lmedll 3593 Jlagi Ol asls -l
PORTIEIR E YT T

-

S S
| anid yuialaa 3 ]uaﬁ*}jdl.\,sT

l

IR | 5 ' : :
L | ‘ diall iy !\Jﬂ'
W Y R EN Uy plaaly daaa |
| | 1
Di ]y i Ak} Gl : 2
% T t j\—{
C/;(_l 5 Sl ' thi Sada |

=
| - -
: ) ad 3ol M ; P 6
| l
g I el 52 L 3300 BT TSI
i ! - i 7

,bﬂlfﬂpﬂﬁh}Im;L&‘I@u‘ﬂm&,43312023@_‘93.‘,5t3“1969|j‘,*,;ﬂm"1

-
Py




P‘“‘S'U deodadl Lizeld 3590 Jlosl Jou -l

@ luo yde syalall deludl ey (Olaz b o0 sde GUI 39 conrdies By (nall ple
(S Il Jouz a8l ke 8395 § &yl aglall @il dpalal) dizelll uac
Lo (ol ymaw ad A lall I sglall 5ly9iSs Aoy ol dddlin L) JSAT e ABolall .1
Gooad 3T 0lsiny (zadan JLeS a.f (81, (20212020 dads ¢ Bsgud (arais (dylxs agle
ezl Sl Sl ) eludd! el &0 § Slaaadl o lgill 231 5o pe gzl
oldyate .2

2eenil] dalatl dizelll 890 Jloel ciliyzma -l

Aol EIL Holatl 61y9aSs Ao g ylol didlin disd S5 e 4BsLall :01 o) sl
L8y ol
Sl yoye .1
(g pasasd Aplai psle Lk (G yma G AILIL Lolsdl Gl polyaiul @
(o0 0sSally zodge JLeS a0 81, 4] (2021.2020 dabs
Sl Jiolgdl a8l g0 ne ggixll ‘5:»5_“;3)3! o Aaguwge blygiSs dmg bl -
ezl Sl ppasmiwd DLyl et Ll ol pdo 4 ‘_3
The impact of the content marketing via social ‘o pgwse &a8LLI e -
media on Algerian women’s purchasing intention for cosmetics with
A2suall (galaid| Jo&d! dlxs "attitudes as an intervening variable
o iy Hatine Alme 252024 aiiw30 fuylty Sl
L3 pgeege o chiyan dudog Azmay Hedide Jlae G Jlall -

Measuring the impact of the content marketing, EWOM and e-trust on

purchase intention of Algerian consumers regarding cosmetics: Empirical

2024 peuw30 mosly 12 aleell (3 suall, golatd¥| LS| dxs study

oAl Jlas i Jgda Craa A yaal) Jalaitt (88 g Jalall) ase a3a) 2



G sdl 8 oniddes il le -

clall elanil) Sl B3l -

Lilial) 3, L1 218 Sy 8y 8Ll uis -

g, LY axddleg JWal) Jg> jya3 -

oly9aS ] ALl 5l Apalall ali delsdy pols @yd mmat -
LS fnd ST b et £l s -

%5,3 Lolad¥l L cutiBali s -

z1A8Y1y Tl 2

zsdge JLeS a0 8, al) ¥l (b e Ao Aall daBlill dund ALSLAT (e il slac 381
A9 ¥l Jlaald Asgslall by, adlg o iall s Lacy| 3 Ly gl Lualall Logy il ela i | las

(38 sz g Ul g Lo AaBLL Himelll s Lnc]

- - . > £
5 Lol dasl> | oy ] v I.a.1 1
39 sesvesrsrene ) ARA L ucciiiiiinnnnnnnes JpE9d O uw.o—w-\-o# e .
4 3 > 8]
Iyya 4 | daals> LS .0 2
19388 corveesrressraessarannne Ll daolo i T 9o 3.
.
liceiow | Llde 3 dagl> (I d [
.
| gunl vt Ailde wtod daaloannniiinnninnn, Sl dygue .ol 3
. - g
FES POy Lol Aol d=lb 4
| 9L cerrrrriiieiinnns ARQ Lo ueeiiniiieitinisnessiisresressseses dazad L2
Lizeias | | danls> U s ala s>
| g4ae e etreenrrennne Lol danloannnnniiiiiiiinnnniinnnn, wwlo o K 5
£
Lismiewe | 2 sudd! daals> v 6
3.44-9 ................... O] ARALD™ civvvrrrrrerrrrscrrrscrrrscccnnes I ot o)
A
w
. v .
.
2%:02 sl
VR
= D



M.&'JJ dcalall izl 5 90 JLQ.Gi L5
8390 Jlael Jguzms dalazll ol 4819 ¢ | Y|

(Sl o i AL L jglall o518 Adlie iz e Aadlsll (1

oldyate (2

5309 L 10.00 deLudl (e diully yidly agudl s § LILai] dudnd| cnd

il 3t annl] Agalall Al sy
(aedgilly dllly o) (asdoilly uallly pus¥l)




	19a0b3b3c5dbc8891e5a408473a041b3b8517221b58d3c27f45c302a3cf562ab.pdf
	19a0b3b3c5dbc8891e5a408473a041b3b8517221b58d3c27f45c302a3cf562ab.pdf
	19a0b3b3c5dbc8891e5a408473a041b3b8517221b58d3c27f45c302a3cf562ab.pdf

