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Abstract

As a powerful digital marketing tool, video marketing significantly influences tourist behavior and destination
promotion by fostering cognitive and emotional engagement. This study investigated the effects of two distinct
video marketing types (emotion-based and information-based) on travel intention toward ecotourism
destinations, while also examining the mediating roles of trust, telepresence, and flow. The proposed theoretical
framework was grounded in the Stimulus—Organism—Response (SOR) model. In terms of purpose, this research
was applied; methodologically, it employed a descriptive-survey design with data analyzed using Partial Least
Squares Structural Equation Modeling (PLS-SEM). The statistical population consisted of active social media
users, from whom a purposive sample was drawn, yielding 355 valid questionnaires. Construct validity was
established through convergent and discriminant validity assessments, while reliability was confirmed by using
Cronbach’s alpha, composite reliability, and McDonald’s omega. Data analysis was performed using SmartPLS.
The findings revealed that both emotion-based and information-based video marketing exerted positive and
significant effects on travel intention toward ecotourism destinations. Flow was found to significantly mediate
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the relationship between emotion-based video marketing and travel intention, whereas trust and flow together
served as significant mediators in the information-based model. In contrast, telepresence did not significantly
mediate either relationship. These results suggested that different types of video content influenced travel
intention through distinct psychological pathways, offering valuable insights for designing more effective video
marketing strategies tailored to ecotourism destinations.

Keywords: Video Marketing, Travel Intention, Telepresence, Flow, Ecotourism.

Introduction

Tourism represents a cornerstone of the global economy and has been profoundly reshaped by advances in
information and communication technologies, particularly through the rapid expansion of digital marketing
tools. Within this dynamic environment, digital content marketing; focused on fostering audience engagement
and delivering consumer-oriented content; has become a pivotal strategy in shaping tourist decision-making
(Esmaeili Mahyari, 2025). Among the various content formats, video is especially potent, owing to its
audiovisual richness, which allows marketers to transmit information, evoke affective responses, and generate
immersive experiences (Bhardwaj & Sharma, 2020; Liao et al., 2020). In parallel, ecotourism; an integral
component of sustainable tourism; offers substantial potential in Iran, given the country's vast and diverse natural
endowments. However, the systematic development and strategic marketing of these resources remain
underutilized (Mosammam et al., 2016).

Notwithstanding the growing prevalence of video content promoting ecotourism destinations, empirical
evidence on how different video types; specifically, emotion-based versus information-based content; influence
domestic tourists' travel intentions remains limited. In response to this lacuna, the current study aimed to
investigate the mechanisms by which these two video formats affect ecotourism travel intentions with particular
attention to the mediating functions of trust, telepresence, and flow. In doing so, this research sought to offer a
more nuanced account of the psychological pathways, through which video marketing exerts its influence on
ecotourism destination choice.

Materials & Methods

This applied study adopted a quantitative, descriptive-survey design. The statistical population consisted of
active social media users with internet access and accounts on platforms, such as Telegram, Eitaa, and
Instagram, who were capable of viewing and evaluating tourism-related video content. Data were collected via
an online questionnaire administered through purposive non-probability sampling. Based on the SEM sample
size calculator, the minimum required sample was determined to be 150 participants (Soper, 2024); however, the
final sample comprised 355 respondents.

A researcher-developed questionnaire was constructed by adapting items from previously validated
instruments, which were then translated, culturally adapted, and refined. Specifically, items measuring video
marketing, trust, telepresence, flow, and travel intention were drawn from Bu et al. (2021), Kim et al. (2011),
Hopkins et al. (2004), Gao and Bai (2014), and Han et al. (2010), respectively. The final questionnaire consisted
of 24 items distributed across 5 constructs, all rated on a 5-point Likert scale.

To examine the effects of video content, two 36-second videos showcasing the natural attractions of Firuzkuh
were developed: one emotion-based video designed to elicit affective engagement and one information-based
video focused on delivering factual and practical destination-related content. All participants viewed both videos
with the order of presentation randomized to mitigate potential order, learning, and fatigue effects. Following
each video, participants completed the identical questionnaire.

Data analysis was carried out by using SmartPLS, encompassing both the measurement and structural
models, as well as hypothesis testing and examination of relationships among constructs. Content validity of the
videos and the questionnaire was assessed by 10 tourism-content specialists and 10 tourism-marketing
academics/researchers, respectively. Reliability was evaluated by using Cronbach's alpha and McDonald's
omega coefficients.

Research Findings

The results indicated that both emotion-based and information-based video marketing significantly influenced
tourists' ecotourism travel intention, with the information-based video exerting a stronger direct effect. In both
models, video marketing significantly enhanced trust, telepresence, and flow. However, the effects of these
psychological mechanisms on travel intention varied. Trust had a significant positive effect on travel intention
only in the information-based video model; in the emotion-based model, its effect was not statistically
significant. Telepresence did not demonstrate a significant direct effect on travel intention in either model. In
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contrast, flow exerted a significant and positive influence on travel intention across both models, emerging as the
strongest psychological mechanism identified in this study.

The analysis of indirect effects further revealed distinct mediation patterns. Trust significantly mediated the
relationship between information-based video marketing and travel intention, whereas its mediating role was not
significant in the emotion-based video model. Telepresence did not significantly mediate the relationship in
either model. By contrast, flow significantly mediated the link between video marketing and ecotourism travel
intention in both models, underscoring its central role in transmitting the effects of video content to travel
intention.

Taken together, these findings suggested that the influence of video marketing on ecotourism travel intention
operates through different psychological pathways depending on content type, with flow emerging as the most
consistent and robust mediating mechanism.

Discussion of Results & Conclusion

This study employed the Stimulus—Organism—Response (SOR) model to examine how emotion-based and
information-based video marketing influence tourists' intention to visit ecotourism destinations and explore the
role of psychological mechanisms in this process. The findings indicated that the effectiveness of video
marketing depended not only on the transmission of destination-related information, but also on its ability to
generate emotional engagement and psychological experience. The stronger effect of emotion-based video
suggested that, in promoting ecotourism destinations, eliciting emotions, creating an appealing mental image,
and establishing an emotional connection with the destination could play an important role in transforming initial
exposure to content into travel intention.

At the same time, the differential roles of the psychological mechanisms indicated that video content did not
influence tourists' behavior through a single pathway. The consistent role of flow across both content types
highlighted the importance of creating an engaging and immersive experience, whereas the role of trust in
information-based content emphasized the importance of providing reliable information to reduce tourists'
uncertainty. From this perspective, the findings supported the application of the SOR model to digital ecotourism
marketing and demonstrated that video content should be designed according to the cognitive and emotional
processes of target audiences. Therefore, integrating emotional appeal, credible destination information, and
elements that enhance flow can provide an effective strategy for promoting lesser-known ecotourism destinations
and increasing tourists' intention to visit.
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Table 2. Factor Loading Coefficients of the Emotion-Based Video Model
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Table 4. Cronbach’s Alpha, Composite Reliability, and McDonald’s Omega
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Table 5. Fornell-Larcker Criterion for the Emotion-Based Video Model
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Table 6. Fornell-Larcker Criterion for the Information-Based Video Model
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Table 8. Values of the Q2 and R? Criteria
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Table 9. Hypothesis Testing Results for the Emotion-Based Video Model
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Table 10. Results of the Indirect Hypothesis Testing for the Emotion-Based Video Model
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Figure 2. Structural Model of the Emotion-Based Video Model (Source: Research Findings)
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Table 11. Hypothesis Testing Results for the Information-Based Video Model
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Table 12. Results of the Indirect Hypothesis Testing for the Information-Based Video Model
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Figure 3. Structural Model of the Information-Based Video Model (Source: Research Findings)
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