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Introduction: Video marketing is a tool to strengthen online services in business,
particularly in the tourism sector. By employing this marketing strategy, tourism service
agencies can attract more visitors to tourism sites while enhancing trust and purchase
intention among customers. Considering the importance of customer trust and purchase
intention, this study was conducted to investigate the effect of video marketing on brand
trust and purchase intention among customers of tourism service agencies.

Data and Method: The present study examined the effect of video marketing by travel and
tourism agencies in Shiraz, Iran, on brand trust and purchase intention among customers
using a descriptive-analytical approach. The conceptual model of the research was
designed based on theoretical foundations and existing literature. Data related to research
indicators (informative, entertaining, and persuasive dimensions), brand trust, and purchase
intention were collected through a questionnaire. The statistical population comprised all
domestic tourists who made purchases from Shiraz tourism agencies in 2023. The sample
size was determined as 384 individuals using Cochran’s formula. Data analysis was
conducted via SPSS and Smart PLS software.

Results: The findings revealed positive effects on video marketing value from both the
informative factor, with a path coefficient of 0.18, and the persuasive factor, with a path
coefficient of 0.14 (p<0.05). However, the entertaining effect of video on the value of video
marketing was not confirmed (path coefficient = 0.07, p>0.05). Moreover, video marketing
demonstrated a positive effect on brand trust (path coefficient = 0.16, p<0.05) and purchase
intention (path coefficient = 0.15, p<0.05). Finally, brand trust positively influenced
purchase intention, with a path coefficient of 0.13 (p<0.05).

Conclusion: Video marketing is an effective tool for influencing purchase intention and
increasing tourist trust. Through careful planning, clear and engaging content, and the use
of appropriate videos, tourism businesses can enhance their success in attracting and
retaining customers.
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English Extended Abstract

Introduction

Video marketing has become an essential tool for online promotion in travel and tourism. A well-designed
video marketing strategy can attract more visitors to tourism sites. The online market is currently witnessing
a significant growth in video marketing. Videos offer an attractive and entertaining prospect used by
potential travelers worldwide seeking interesting and innovative travel information. Video content increases
website traffic to tourism agencies’ sites, improves search engine visibility, and ultimately enhances sales
and brand recognition. Considering the positive impact of factors affecting video marketing value on the
recognition of tourism destinations and tourism service agencies, investigating the role of video marketing
in brand recognition and tourist purchase intention is particularly important for developing countries.
Attracting international tourists generates foreign currency and economic benefits for host countries,
underscoring the significance of understanding the influence of video marketing by tourism agencies on
purchase intention and brand recognition. This study aims to examine the impact of video marketing on
brand trust and customer purchase intention in travel and tourism companies in Shiraz, Iran.

Data and Method

This applied-developmental study employed a quantitative approach to investigate the effect of video
marketing on brand trust and purchase intention among customers of tourism service agencies. Literature
was reviewed through library research, while quantitative data were collected via field surveys using
guestionnaires with 5-point Likert scales. The statistical population included all individuals with experience
in purchasing, booking, gathering information, choosing travel destinations, and creating travel motivation
through social media and tourism agency websites in Shiraz. The sample size was determined as 384
individuals using Cochran’s formula (with 2Za at 5% error level = 1.96, error value d = 0.05, and ¢ based
on variance of 1 with error of 0.1). A convenience random sampling method was employed. Internal
consistency (reliability) was assessed using Cronbach’s alpha, with all dimensions exceeding the 0.7
threshold. The study examined positive influencing factors of video content, including informative,
entertaining, and persuasive aspects, customer purchase intention, and brand trust. Data analysis was
performed using SPSS and SMART PLS software via structural equation modeling (SEM), which measures
causal relationships between variables through path coefficient analysis.

Results

The findings revealed positive effects on video marketing value from both the informative factor, with a
path coefficient of 0.18, and the persuasive factor, with a path coefficient of 0.14 (p<0.05). However, the
entertaining effect of video on the value of video marketing was not confirmed (path coefficient = 0.07,
p>0.05). Moreover, video marketing demonstrated a positive effect on brand trust (path coefficient = 0.16,
p<0.05) and purchase intention (path coefficient = 0.15, p<0.05). Finally, brand trust positively influenced
purchase intention, with a path coefficient of 0.13 (p<0.05).

Conclusion

Video marketing is an effective tool for influencing purchase intention and increasing tourist trust. Through
careful planning, clear and engaging content, and the use of appropriate videos, tourism businesses can
enhance their success in attracting and retaining customers.
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