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“Policy of tourism managers to influence the storytelling marketing and travel involvement
on behavioral intention in choosing a tourist destination”

Abstract:

Understanding the behavioral reactions of visitors is crucial for tourist managers in the tourism
industry.

Objectives: The present article is the effect of storytelling marketing factors and travel
involvement on the tourist behavioral intentions in choosing a tourist destination (Khorasan
Razavi).

Methods: To identify the marketing factors of storytelling on behavioral intentions of tourists to

visit Khorasan Razavi, by preparing a questionnaire with (51) items, among 420 tourists as
available non-randomly distributed and 385 questionnaires, were used. Data to analyze research
information and findings from examining questions and hypotheses at two levels of descriptive
statistics and inferential statistics is used. At the level of descriptive statistics, indicators such as
frequency distribution tables, and at the level of inferential statistics, the method of structural
equations using soft-wares of (Smart PLS), and (SPSS 21) were analyzed.

Finding: The results shows, storytelling marketing has a significant effect on the mental
involvement of travel in creating  behavioral intention of tourists in choosing a tourist
destination (Khorasan Razavi ). religious, historical and epic stories have the highest effect

KeyWords: Storytelling Marketing, Travel Involvement, Behavioral Intention, Travel
Destination.
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& - Argumentatively
7 - Paradigmatically
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9 - Aristotle

10 - Proper Pleasure
11 Catharsis

12_ Narrative

13. Archetype
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15 - Experiences
16 - Tourism Theory
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17 - Mass Marketing

18 - Transactional Marketing
19 _ Relationship Marketing
20 - Value co-creation

21 . Added Value

22 _ Storytelling
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24 - Myth

25 To tell a story

26 - Storytelling Marketing
27 _ Involvement

28 . psychological

29 _ Motivation

30 _ Travel Involvement
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38 _ Cognitive Factors

39 _ Emotional Factors
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45 - Narrates

46 _ perceived Personal Importance
47 - Situational Involvement

48 _ Enduring Involvement

49 - Involvement Responses

%0 - Behavioral Intention

51 . Beliefs

52 _ Attitudes

%3 . Consumer- Attitude Formation
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57 . Affective Feeling

%8 - High Involvement

%9 . Market Segmentation
60_ Market targeting

61 . Market positioning
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