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Context and Purpose: This research aimed to quantitatively and systematically
analyze tourism videos published on Iranian Instagram and explore the

Theory relationship between their content and technical features and user engagement.

It utilized an integrated theoretical framework of framing, diffusion of

. innovations, and uses and gratifications theory.
Received:

Design/methodology/approach: The research is a quantitative content analysis.
400 Instagram videos were selected using systematic sampling and analyzed with
a coding form based on qualitative and quantitative indicators. Data were
processed with SPSS, and Chi-square, ANOVA, and Pearson correlation tests
were used to answer the research questions. Finding: The results showed that
informational framing had a significantly higher engagement rate than
emotional /affective framing; the presence of a human face was associated with
a decrease in the engagement rate; warm colors had a positive and significant
effect on engagement; the number of hashtags showed a weak but significant
relationship with likes and engagement rate; and video duration had no
significant relationship with interactive metrics. Conclusion: The success of
tourism content requires a synergy between providing practical information,
visual design (warm palettes), and intelligent use of dissemination mechanisms
(targeted hashtagging). It is suggested that content creators focus on providing
practical information and purposeful use of hashtags, and that future research
uses mixed methods to explore user motivations and the role of the platform'’s
algorithm. Originality/value: This research is the first large-scale quantitative
analysis of Persian tourism videos that, by integrating three complementary
theories, tests the link between content design, dissemination mechanisms, and
audience satisfaction within a single, unified model.
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1. Introduction
In recent decades ,social media ,especially

Instagram as a powerful visual platform,
has fundamentally transformed the
representation of tourism destinations
and users' travel decision-making.
Instagram has evolved from a simple
sharing tool into a powerful channel for
tourism marketing ,shaping the mental

frameworks of audiences and influencing
their travel attitudes and intentions.
Within  this ecosystem ,short-form

tourism videos produced by travel actors,
with stunning visuals and engaging
narratives, play a critical role in the travel
decision process, serving as a primary
source of inspiration and trust. In the
urban context of Iran, Instagram-based
content marketing is key to urban tourism
development and audience attraction.

Despite the significant growth in the
production of Persian tourism videos on
Instagram, a deep research gap is evident
in systematic quantitative studies utilizing
well-established theoretical frameworks.
Previous studies in Iran have been
predominantly  qualitative, and a
quantitative and integrated work that
analyzes content produced by tourism
activists within a triple framework remains
absent. To address this gap, this research
aims to identify the meaningful elements
and framing methods in these videos to
provide valuable practical guidance for
creating effective content and enhancing
the virtual travel experience.

The present study is based on an
integrated theoretical framework
comprising Framing Theory ,Diffusion of

Innovations Theory ,and Uses and

Gratifications Theory.

1. Framing Theory :Explains how

tourism destinations are
represented by content creators
through the deliberate selection,
emphasis, and exclusion of
specific aspects of reality,
primarily stemming from visual
(composition, color, lighting)
and narrative indicators.

2. Diffusion of Innovations Theory :
Describes the mechanism by
which the framed content
(innovation) spreads on the
platform. Its success depends on
characteristics  like relative
advantage, compatibility, and
especially the role of platform
technical factors (hashtags and
location tags).

3. Uses and Gratifications Theory
(UG :(Shifts the focus from

media effects to the audience's
goal-directed activity, showing
that users seek to satisfy their
needs—cognitive  (information
search), affective (pleasure and
escapism), and social-identity—
through content .User
engagement (likes, comments,
engagement rate) is considered
tangible evidence of this
gratification.

This research seeks to answer the
following main question :What is the

relationship between content features
(including framing, visual, and narrative)
and dissemination mechanisms (including
number of hashtags and duration) in
Instagram tourism videos, and the level of
user engagement?
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2. Research Methodology

This study employs a Quantitative Content
Analysis method with an applied objective
and a descriptive data collection approach,
systematically analyzing tourism videos
published on Instagram. The research is
grounded in the Functionalism paradigm
and the Social Systems Theory framework,
viewing the video's content and technical
features as coherently interconnected
components contributing to the ultimate
function: "user engagement." The
statistical population comprises all
tourism videos produced by prominent
Iranian activists on Instagram. A sample of
400 videos (50 per page) was extracted
using a two-stage purposive sampling
method from 8 selected pages (with over
100K followers and gender balance)
between April 2024 and August 2025 to
ensure representativeness and temporal
distribution. Data were collected using a
researcher-made coding form that
operationalized the study variables based
on the Framing, Diffusion of Innovations,
and Uses and Gratifications Theories.
Inter-coder reliability was confirmed at a
high level, with Cohen's Kappa ranging
from 0.793 to 1.000 and the Pearson
correlation coefficient for quantitative
variables at 1.000. Data analysis was
conducted using SPSS software, utilizing
descriptive statistics (frequency, mean)
and inferential statistics, including
Pearson Correlation, Analysis of Variance
(ANOVA), and Chi-Square Test, to examine
significant relationships and differences
between content characteristics and user
engagement.

3. Research Findings

The quantitative content analysis of 400
tourism videos on Instagram showed that
content creators equally used
Informational (44.8%) and

Affective /Emotional (44.0%) framing ,with

purely Aesthetic framing being the least
common (11.3%). The majority of videos
featured a structured narrative (86.3%)
and natural lighting (83.0%), with a human
face present in 79.0%. However, the very
low use of location tags (5.8%) was a
notable = weakness. @ The  average
engagement rate was 14.6, and the average
number of hashtags used was 4.55,
aligning with fast content standards.

Statistical tests revealed significant
relationships and differences. The Chi-
Square test confirmed a significant
relationship between framing type and
the presence of a human face, dominant
color, and lighting. ANOVA indicated that
framing type, presence of a human face,
and dominant color  significantly
influenced the average engagement rate,
unlike structured narrative or lighting .

Post-hoc  analysis showed  that
Informational  framing  (Mean=8.774)
yielded a significantly higher engagement
rate than Affective/Emotional framing
(Mean=3.2084), emphasizing the
importance  of  cognitive  needs.
Conversely, videos lacking a human face
(Mean=10.9392) received a  higher
engagement rate than those with a face
(Mean=4.8649) .Warm dominant colors

were associated with the highest
engagement rate (Mean=12.1149) .Pearson

correlation showed that video duration
had no significant relationship with
engagement, but the number of hashtags
had a weak but significant correlation with
likes and engagement rate. Overall,
content success depends on informational
framing, warm colors, and the absence of
a human face ,highlighting the priority of
practical information and visual appeal for
Farsi-speaking users.
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4. Conclusion

This study demonstrated that the success
of tourism video content on Instagram
depends on a balanced blend of practical
information and engaging visual elements.
Contrary to theories solely emphasizing
emotional content, the findings revealed
that Farsi-speaking users value practical
and actionable information, with
informational framing leading to a higher
engagement rate. This highlights the need
to re-evaluate content marketing
strategies. Technically, the vital role of
hashtags in increasing content visibility
was confirmed. The results also indicated
that warm dominant colors are
significantly associated with higher
engagement. By integrating three key
theories (Framing, Diffusion of
Innovations, and Uses & Gratifications),
this research provides a significant
theoretical contribution to the systematic

analysis of audience engagement patterns.
It suggests that future studies should use
mixed-methods approaches and more
complex causal models. The study's
limitations include a restricted sample and
a lack of access to precise platform
metrics like reach.
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