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Imagery, Flow, Tourism Context and Purpose: This research examines the role of digital content in

shaping potential tourists' behavioral intentions through the mediating effects of
mental imagery and destination immersion in geotourism destinations.
Design/methodology/approach: Data were collected using a standardized
questionnaire. The questionnaire's validity was assessed through both divergent
and convergent validity, while reliability was evaluated using factor loadings,
composite reliability, and Cronbach's alpha coefficients. Data analysis was
performed using structural equation modeling techniques. A purposive sampling
method was employed, resulting in a sample size of 223 participants. Findings:
Digital content marketing has a positive and direct effect on potential tourists'
behavioral intentions. Additionally, mental imagery and flow, as mediating
variables, play an important role in the relationship between digital content
marketing and potential tourists' behavioral intentions. Furthermore, mental
imagery indirectly affects potential tourists' behavioral intentions by enhancing
the flow experience. Conclusion: The production of specialized and targeted
digital content for geological attractions in geotourism destinations can become
a determining factor in tourists' decision-making and destination selection
processes. Therefore, employing creative strategies in digital content production
while enhancing mental imagery and immersion can effectively influence
potential tourists' behavioral intentions and encourage them to visit geotourism
destinations. Originality/value: By examining the impact of digital content
marketing on potential tourists' behavioral intentions and the mediating role of
mental imagery and flow in geotourism destinations, this study addresses the
existing research gap and provides new insights for developing this field.
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Extended Abstract

1. Introduction

The tourism industry has undergone
significant changes in recent years, driven
by trends such as sustainability and digital
transformation. These shifts have been
influenced by evolving consumer
preferences and the need for greater
flexibility in  addressing emerging
challenges. Among these developments,
various forms of tourism, including
geotourism, have gained attention as
emerging landscape-based approaches
that emphasize the protection and
promotion of geosites. At the same time,
digital technologies and digital content
marketing (DCM) have emerged as
powerful tools for attracting tourists and
influencing their decision-making
processes. These tools can shape tourists'
behavioral intentions by  creating
compelling mental imagery and flow
experiences in tourism destinations.
However, limited research has explored
the impact of digital content marketing,
specifically within the context of
geotourism destinations. This study aims
to address this research gap by examining
the impact of digital content on the
formation  of  tourists'  behavioral
intentions through the mediating roles of
mental imagery and flow experience in
geotourism destinations. The findings of
this study can provide valuable insights for
geotourism destinations, enabling them to
effectively leverage digital content
marketing and engage with potential
tourists.

2. Research Methodology

The present study is classified as
developmental-applied research based on
its purpose and as descriptive-analytical
research based on its nature and method.
In terms of timing, it is categorized as a

single-section study, and in terms of data
collection and analysis methods, it is
classified as a mixed-methods research.
Data collection was conducted using a
structured questionnaire. To ensure the
validity of the questionnaire, both
divergent validity and convergent validity
were examined, the results of which are
presented in the findings section.
Reliability was assessed through factor
loadings, composite reliability, and
Cronbach's alpha, the results of which are
also detailed in the findings section. Data
analysis was performed using the
structural equation modeling (SEM)
technique with the assistance of SmartPLS
software. The statistical population of the
study, aimed at testing the initial
conceptual model, includes graduates and
students in fields related to geotourism
(such as tourism, ecotourism, geotourism,
geography, and geology) from Iranian
universities. Power analysis for multiple
regression models was employed to
determine the sample size. Based on this
analysis, the sample size was set at 223
participants. The questionnaire was
distributed among respondents using a
purposive sampling method.

3. Research Findings

The findings of this study demonstrate
that digital content marketing has a
positive and direct effect on tourists'
behavioral intentions. In other words,
when digital content produced for tourism
destinations  effectively meets the
information needs of potential tourists, it
can significantly influence their choices
and decisions. Key factors such as the
attractiveness and entertainment value of
the content play a crucial role in
increasing tourists' willingness to engage
with this type of content. Additionally,
social interaction emerges as an important
factor, not only influencing tourists'
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decision-making but also facilitating
information sharing and the expansion of
their social relationships. Furthermore,
the findings highlight that mental imagery
and flow experience, as mediating
variables, play a significant role in the
relationship between digital content
marketing and tourists' behavioral
intentions. Digital content marketing
directly and positively affects both mental
imagery and flow experience. When
individuals view content related to a
tourist destination, vivid mental images
are formed in their minds, creating a sense
of physical presence or immersion in the
destination. These mental images can lead
to a flow experience, where tourists feel
fully absorbed and engaged as if they are
actually experiencing the destination. This
flow experience not only fosters positive
and lasting memories for tourists but also
significantly influences their decision-
making processes. The findings also reveal
that both mental imagery and flow
experience have a direct and positive
effect on tourists' behavioral intentions.
Moreover, mental imagery indirectly
affects behavioral intentions by enhancing
the flow of experience. In other words,
high-quality and immersive mental
imagery can trigger a flow state in tourists.
For instance, tourists who create detailed
mental images and fantasies about a
destination may become deeply immersed
in the experience, feeling as though they
are physically present. This process
ultimately shapes their behavioral
intentions, increasing the likelihood of
revisiting and recommending the
destination to others.

4. Conclusion

The findings of this study demonstrate
that digital content, as a powerful tool,
plays a pivotal role in shaping tourists'
behavioral intentions. By providing

accurate, engaging, and interactive
information, digital content not only
addresses tourists' information needs but
also guides them toward choosing
geotourism destinations through the
creation of social interaction and a sense
of presence. In this process, mental
imagery and flow experience serve as
central mediating variables. Mental
imagery encourages tourists to envision
the destination by creating vivid and
realistic mental representations, while
flow experience, as a psychological state,
enhances the sense of presence and
significantly influences tourists' decision-
making. These findings align with previous
research and underscore that the effective
integration of digital content with mental
imagery and flow experience can serve as
a robust strategy for attracting tourists to
geotourism destinations. Furthermore,
the study reveals that mental imagery not
only directly impacts tourists' behavioral
intentions but also indirectly influences
their decision-making by enhancing the
flow experience. The creation of strong
and engaging mental images can deeply
immerse tourists, making them feel as
though they are physically present at the
destination. This flow experience fosters
positive and memorable experiences,
increasing the likelihood of revisiting and
recommending the destination to others.
Therefore, tourism managers and planners
can effectively shape tourists' behavioral
intentions and position their geotourism
destinations as top choices by employing
creative strategies in digital content
production and enhancing mental imagery
and flow experience. This study provides
valuable insights and takes a significant
step toward advancing digital marketing in
the field of geotourism, offering practical
solutions for attracting and retaining
tourists.
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