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Marketing Elements, Tourism
Triangle, Public Relations, | Context and Purpose: This study aims to analyze the impact of marketing tools,

Advertising, Sales Promotion | namely advertising, personal selling, and sales promotion, on the tourism
marketing performance of Iran’s Golden Triangle region (Isfahan, Shiraz, and
Yazd), focusing on the mediating role of public relations. Methodology: From a
methodological perspective, the research is applied in purpose and descriptive-
survey. Data were collected in 2025 from 370 domestic and international tourists
using a structured questionnaire. Structural Equation Modeling (SEM) was
employed to analyze the data. Findings: The findings indicate that advertising (8
= 0.367, p < 0.001) and sales promotion (B = 0.145, p = 0.013) have significant
positive effects on tourism marketing performance. Moreover, the mediating role
of public relations in the effects of advertising (B = 0.102, p = 0.001) and sales
promotion (B = 0.121, p = 0.013) was confirmed. Conclusion: These results suggest
that strategic alignment between multimedia advertising, creative sales
promotions, and effective public relations management can significantly enhance
tourism marketing outcomes. The novelty of this research lies in integrating
promotional strategies with the mediating function of public relations within a
structural model. From a practical standpoint, the findings offer a foundation for
formulating cultural marketing policies and campaigns aimed at fostering
sustainable  tourism development in Iran’s leading destinations.
Originality /value: The novelty of this study lies in integrating advertising
approaches with the mediating role of public relations within a structural
equation modeling framework.
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Extended Abstract

1. Introduction

Tourism marketing is an essential driver
for enhancing the attractiveness and
competitiveness of destinations,
especially in culturally and historically rich
areas like Iran’s Golden Triangle (Isfahan,
Shiraz, and Yazd). Despite the region's vast
potential and the presence of UNESCO
World Heritage Sites, there remains a
substantial gap in effectively promoting
these destinations. Previous studies
emphasize the significance of integrated
promotional strategies, yet the mediating
role of public relations (PR) has often been
neglected. This study aims to address this
gap by examining the direct and indirect
effects of advertising, personal selling, and
sales promotions on tourism marketing
performance, with a focus on the
mediating influence of PR.

2. Research Methodology

This explanatory research adopted a
quantitative approach using structural
equation modeling (SEM). Data were
collected through a structured
questionnaire from 370 domestic and
international tourists who visited the
Golden Triangle region in 2025.
Constructs were adapted from validated
scales, and the model was assessed for
reliability and validity using Cronbach's
alpha, Composite Reliability (CR), and
Average Variance Extracted (AVE). The
SEM was conducted using SmartPLS 3, and
the mediating effects were evaluated using
bootstrapping techniques.

3. Research Findings

The results confirmed that advertising (§ =
0.367, p < 0.001) and sales promotions (B =
0.145, p = 0.013) significantly enhance
tourism marketing performance. Personal
selling, however, did not show a

statistically significant effect. Moreover,
PR was found to mediate the effects of
both advertising (B = 0.102, p = 0.001) and
sales promotions (f = 0.121, p = 0.013) on
marketing outcomes. The total variance
explained (R?) for marketing performance
was 49%, indicating a moderate
explanatory power of the model.

4. Conclusion

The findings underscore the importance
of aligning multimedia advertising and
creative promotional campaigns with
effective public relations strategies. PR not
only amplifies the impact of advertising
and sales promotions but also
independently contributes to improving
destination image and tourist satisfaction.
From a policy perspective, this research
provides  actionable  insights  for
developing integrated cultural tourism
marketing strategies tailored to Iran’s key
heritage sites. However, limitations such
as reliance on cross-sectional data and a
single stakeholder perspective (tourists)
highlight the need for longitudinal and
mixed-method studies in future research.
Integrating digital innovations like Al-
based analytics and immersive media may
further enrich promotional effectiveness
and destination competitiveness.
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