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The Effect Of Video Content

On Customer Purchase Intent
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Abstract

- This study aimed to identify the Effect of video content as one of
the content marketing tools on the purchase intention of customers by
applying it to customers of fast food restaurants in Greater Cairo.where
the researcher distributed survey lists to a sample of (400) individuals to
identify the effect of video content on the purchase intention of
customers of fast food restaurants in Greater Cairo
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- The study found that there was a positive statistically significant

effect of the video content on customers purchase intention by
applying the application customers of fast food restaurants in Greater
Cairo.

Keywords : content marketing — video content — customer purchase

intention — fast food restaurants
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