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image, travel intention Background and Purpose: The main aim of this study is to examine the effect of destination

trust :elrtiﬁcial ' podcasts on tourists’ travel intention, considering the mediating role of the overall
! perceived destination image and the moderating role of trust in Al-generated podcasts.

intelligence Methodology: This study is applied in purpose and quantitative in nature, conducted as a

single-group pretest-posttest experimental design. The statistical population included
Received: 807,000 followers of the “Iran Travel” page on social media. Based on the Krejcie and
August 11, 2025 Morgan table, the required sample size was 384, but to increase accuracy and confidence,
Received in revised: 400 questionnaires were distributed using proportional sampling. The experimental
September 21, 2025 podcast was designed using the Vira application and Al-based speech generation models to
Accepted: provide a natural, engaging, and reliable auditory experience of the tourist destination of

Isfahan. Data were collected via an online questionnaire, whose content validity was
Octf)ber 6, 20_25 confirmed by academic experts, and reliability of the variables was verified with Cronbach’s
Available online: alpha above 0.7. Data analysis was conducted using SPSS version 27. Findings: The results
February 19, 2026 indicate that destination podcasts significantly enhance the cognitive, emotional, and

overall image of the destination and strengthen tourists’ travel intention. Cognitive image
positively influences emotional image, which in turn contributes to shaping the overall
perceived image, and the overall perceived image directly increases travel intention.
However, trust in the podcast did not play a significant moderating role in this relationship.
Overall, destination podcasts are effective tools for shaping mental images and boosting
tourists’ travel intention. Conclusion and Recommendations: Based on the findings, Al-
based podcasts can serve as effective tools in destination marketing. It is recommended
that tourism practitioners design personalized audio content and enhance trust elements
to leverage this technology for improving destination image and encouraging travel.
Innovation and Originality: The study’s novelty lies in incorporating trust in podcasts into
tourists’ behavioral models and using Al-generated podcasts as an experiential marketing
tool for tourism—an area that has not been empirically explored before.
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Extended Abstract

1. Introduction

The rapid advancement of digital
technologies and the proliferation of new
media have fundamentally transformed
traditional tourism marketing practices.
Among emerging media formats, podcasts
have gained increasing importance as low-
cost, interactive, and experience-oriented
tools capable of conveying destination
narratives, shaping tourists’ mental
images, and stimulating travel motivation.
Concurrently, the rise of generative
artificial intelligence has enabled the
production of podcasts with human-like
voices,  scalable  storytelling, and
personalized narratives, creating new
opportunities for destination marketing.

Despite these opportunities, Al-
generated podcasts raise critical concerns
regarding audience trust, content
authenticity, and source credibility. Trust
plays a pivotal role in how audiences
process audio messages, form destination
images, and  ultimately translate
perceptions into travel intentions.
Although prior research has extensively
examined destination image and digital
media in tourism marketing, empirical
studies investigating the impact of
destination podcasts, particularly those
generated by artificial intelligence, and the
moderating role of trust remain scarce.

Addressing this gap, the present study
adopts an experimental approach
grounded in the cognitive-affective-
overall destination image framework to
examine the effect of destination podcasts
on tourists’ travel intention and to test
whether trust in Al-generated podcasts
moderates this relationship.

2. Research Methodology

This study is applied in purpose and
quantitative and experimental in nature,
employing a single-group pretest-
posttest research design. The statistical
population consisted of all followers of the
“Iran Travel” tourism page on social media
platforms, totaling approximately 807,000
individuals and categorized as an
unlimited population. Based on the
Morgan and Krejcie sample size table, a
minimum sample of 384 respondents was
required; to enhance reliability and
accuracy, 400 questionnaires were
distributed using proportionate sampling.

Data were collected through a
structured questionnaire administered in
two stages: before and after exposure to
the experimental stimulus.  The
intervention consisted of a three-minute
destination podcast created using the Vira
application and multiple Al-based speech
generation models. The podcast presented
a cultural, emotional, and informational
narrative of the city of Isfahan, which was
selected due to its prominent status as a
major cultural and historical tourism
destination in Iran. The questionnaire
measured cognitive destination image (14
items), affective destination image (10
items), overall perceived destination
image (6 items), travel intention (3 items),
and trust in the podcast (4 items), using
five-point Likert and semantic differential
scales adapted from validated prior
studies. Content validity was confirmed by
academic experts in tourism and
marketing, and reliability was verified
through Cronbach’s alpha coefficients
exceeding 0.70 for all constructs. Data
analysis was conducted using SPSS version
27. Normality of the data was assessed via
the Kolmogorov-Smirnov test. Paired-
sample t-tests were applied to compare
pretest and posttest means, regression
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analyses were used to examine causal
relationships among variables, and
analysis of covariance (ANCOVA) was
employed to test the moderating role of
trust in the relationship between
destination podcasts and travel intention.

3. Research Findings
Descriptive statistics indicated that the
sample was relatively balanced in terms of
gender, with a majority of respondents
belonging to younger generations and
holding university degrees—groups that
are generally more familiar with digital
media and podcast consumption. The
Kolmogorov-Smirnov test confirmed the
normal distribution of all study variables.
Results of the paired-sample t-tests
revealed that exposure to the destination
podcast led to a statistically significant
increase in travel intention, cognitive
destination image, affective destination
image, and overall perceived destination
image in the posttest compared to the
pretest. These findings demonstrate the
strong persuasive potential of Al-
generated destination podcasts in shaping
tourists’ perceptions and behavioral
intentions.

Regression analyses further showed
that all three dimensions of destination
image—cognitive, affective, and overall—
exert significant positive effects on travel
intention. Among these dimensions,
cognitive destination image exhibited the
strongest predictive power, followed by
affective image and overall perceived
image. Additionally, cognitive destination
image was found to have a significant
positive effect on affective destination
image, and both cognitive and affective
images jointly contributed to the
formation of overall perceived destination
image. In contrast, the results of the
analysis of covariance indicated that trust

in the podcast did not play a statistically
significant moderating role in the
relationship between destination podcasts
and travel intention. While destination
podcasts directly enhanced travel
intention, variations in trust toward Al-
generated podcasts did not significantly
alter the strength of this effect.

4. Conclusion

The findings of this study highlight that
destination  podcasts, even  when
generated wusing artificial intelligence
technologies, represent an effective
marketing tool for shaping destination
image and enhancing tourists’ travel
intention. Audio storytelling successfully
activates both cognitive and affective
dimensions of destination image, which in
turn contribute to a more favorable overall
perception and stronger behavioral
intentions. Although trust is widely
recognized as a critical factor in media and
persuasion research, its moderating role
was not supported in this study. This
suggests that the quality of narrative,
emotional engagement, and informational
richness of destination podcasts may
outweigh concerns regarding the Al-based
origin of the content in influencing
tourists’ decision-making processes.
Overall, this research contributes to the
tourism  marketing literature by
integrating Al-generated podcasts into the
destination image framework and offers
practical implications for destination
marketing organizations. Tourism
practitioners are encouraged to leverage
high-quality, emotionally engaging, and
well-structured audio narratives to
enhance destination image and stimulate
travel demand in the evolving landscape of
intelligent media.
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