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Abstract

The aim of the current study was to investigatepieeived psychic distance of potential
tourists in relation to Iran as a tourism destmatiThe concept of psychic distance refers
to perceived similarities/ differences between #medestination and tourist's home
country. The members of couch-surfing virtual comityuparticipated in this study. The
statistical data were collected by convenience sammethod. This study contributes to
the body of knowledge by identifying the dimensiafsperceived psychic distance in
relation to Iran. The results of exploratory andifconatory analysis indicated that these
dimensions include infrastructure, culture and letjstance. Furthermore, the result of
one sample t- test revealed that internationaligtauperceive high psychic distance in
relation to Iran as a tourism destination. In &ddit the result of one-way variance
analysis showed that tourists from ten of the wentdgions perceived different levels of
psychic distance in relation to Iran. Tourists frtdm Middle East region perceived less
psychic distance compared to other regions. Thewinfis have several managerial
implications. First, development of Iranian tourigmlustry requires planning to reduce
perceived psychic distance in terms of infrastnestieulture and legal aspects. Second,
based on the lower psychic distance which is peedeby tourists from the Middle East,
the Iranian tourism policy-makers can consider ribgion as a more accessible target
market.
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Introduction

While evaluating a destination, tourists may pesredilifferences or
similarities between the destination and their hamentries. Abooali
and Mohamed (2012) noted that psychologically, istsir might
perceive a destination far from or close to thewesel Tourists who
perceive more similarities between the tourism idasbn and their
home countries, construe the destination closéhdéo home. Those
who perceive less psychic distance, feel more cdatte in visiting
that place (White & White, 2007). In contrast, whtere are more
differences between the tourism destination andridt&l home
country, the more the perceived psychological distaand the less
likely they will travel to that destination (Koza&k al, 2007).

Understanding the psychic distance concept is catitito
understanding tourists' decision making because pesearches have
suggested that it systematically influences bothcemions of the
decision process and evaluations of the destinatitternatives.
Recognizing some characteristics of the destinatiod its social
environments according to which tourists can peesimilarities or
differences with their home countries is especialigportant.
Measuring tourists' perceived psychic distance haportant
implications for managing the characteristics afriem destination
and targeting the tourists’ markets. Therefore, phepose of the
current study was to identify the dimensions ofcpered psychic
distance from Iran. In addition, the study aimedd&termine the
potential perceived high/ low psychic distanceairists in relation to
Iran. Do potential tourists from different world giens perceive
similar amount of psychic distance with regard ranlas a tourism
destination? Which of them have lower perceivedcbgy distance
with regard to Iran? The results of the study ampartant because it
shows the dimensions based on which, Iran, asrestowlestination is
perceived differently from tourists' home countri€ébe results of the
study could be applied to identify marketing stgae in order to
reduce tourists' perceived psychic distance andduce fundamental
changes for tourism development in the destinatmmtry.
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Literature Review

Construal level theory

People generate experiences directly from things éine present in
their current time and place. Hence, it is not fmesto garner
experience from events of past and future from rofilaces where
they are not present. Our choices and decisionsnfiteenced by
memories of present events, plans, predictionsa#tedhatives kept in
mind (Todorvet al, 2007). So, how does an individual plan for future
events? How does he/she make decision about otleesp and
realities that are spatially far from him/her? Coual level theory
shows that people can make decisions about thirdshiey have not
experienced by shaping abstract inferences abasetiphenomena,
which are far in temporal, spatial and social terBsmething can be
predicted about the future and reactions of pedple from us.
Predictions, memories and thoughts are mental earstand are
separate from direct experiences of people (Tropgb&rman, 2003).
They help us represent distance of those phenopsyanologically.
Indeed psychic distance is a mental experiencectdrabe close or far
from reality in terms of time and place (Trope &e&rman, 2010).
From a psychological viewpoint, psychic distancears egocentric
concept. The reference point of this concept i$, dedre and the
present time and there might be a distance betvaestimulus or
phenomenon and this reference point.

Temporal distance includes a phenomenon or stimtiiats has
distance with the individual temporally. Spatiastdnce is a distance
that a phenomenon or stimulus has with the indalda terms of
place; and social distance is the distance thatstimeulus has with
itself or the individual or indeed it is an evenhat has occurred in the
presence of others. This theory helps explain howiralividual
perceives a phenomenon or stimulus which is close far from him
or her (Trope & Liberman, 2011).

According to Libermaret al. (2011), there are two construal levels,
which are the high and low construal levels. The tmnstrual level is
objective and contains an implicit representatidnthe partial and
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secondary characteristics of an event. High coaktievel is

subjective and is the schematic and total reprasentobtained from
exploitation of the whole represented topic. Caratrlevels and
distance affect each other mutually. When individusonceive an
event or a thing at a high construal level, it dtidoe in a farther
temporal, spatial and social distance considerthgroevents. Hence,
a farther distance is generated for that event indnin temporal,

spatial and relational terms (Weber & Chapman, 2005

In fact, people perceive a similar stimulus whishcioser to their
status when that stimulus is construed at a lowelleWhen a
consumer is able to suppose a stimulus or phenameitb all details
objectively along with representation of its detaiie/she is at the low
construal level and has a low psychic distance Wi#t phenomenon.
Vice versa, when the consumer perceives a phenameno
schematically and holistically, he/she is at a highstrual level and
feels a higher psychic distance with that phenomdhoriatanet al,
2006).

According to the construal level theory, when adividual has
adequate, accessible and reliable information albophenomenon,
he/she will use low construal level to construe phenomenon and
evaluate it objectively. Thus, he/she will have @avér psychic
distance with the phenomenon. In contrast, whenntizidual does
not have adequate, accessible and reliable infevmaabout a
phenomenon, he/she will be at a high construal |@egforms general
illustration and evaluates the phenomenon totaliyl abstractly
(Trope & Liberman, 2010).

Application of psychic distance in international maketing

Before discussing about psychic distance in tour@mtext, prior
studies in international business environment veagewed, and then
it was discussed with regard to the tourists' pgaron. Nowadays,
many countries believe that concentration on ttiemestic markets is
not enough and try to target foreign markets t@iobtore sales or to
compensate domestic sales reduction (Harzing, 20@t}this end, a
firm should choose among foreign markets. Choosim@ppropriate



Empirical investigation of tourists' perceived pgyic distance of Iran ... 355

market is one of the vital decisions for a firm anas long-term
consequences in the process of its business gtakial (Malhurtaet
al., 2009). In this regard, managers are affectedhbyr perceptions
about difficulties of entering a foreign market.€efé is a construct
based on the concept of similarity/difference inteinational
marketing literature, in order to explain the exigt cultural
differences among the domestic market and potefatialgn markets
and it is referred to as psychic distance (Eli€§,72.

The Uppsala model in the globalization processirofid indicates
that managers prefer to choose markets, which pgayehic closeness
to their domestic market. In other words, that haw psychic
distance. Despite the high theoretical and prdctialue of the term
psychic  distance, attempts  for  conceptualization d an
operationalization of this construct have not bsenaccurate. The
term psychic distance was first utilized by Bkern{a@56) and then
by Johnsonet al. (1977). Johanson and Wiedersheim-Paul (1975)
defined this term as factors, which prevent thevflaf information
between a firm and its markets. For instance, ihffee in language,
culture, education level, and industrial developtnkvel are the
factors that led to psychic distance in internaldmusiness. Based on
literature review, no clear definition about psychistance has been
presented. However, Suasa and Bradly (2006) defipsgchic
distance as the perceived difference by managevwseba their home
and host countries. A manager who wants to enfereagn market
will perceive a lower psychic distance if he/shecpa&ves more
similarity between his/her country and target caest (Legaz &
Suasa, 2010). There have been many attempts foatapelization
of this concept in the scope of international mankgand developing
a reliable measurement tool to evaluate perceptbnsanagers about
perceived psychic distance. Literature review shothat this
operationalization has been done at three differatggories.

The first category is related to the study of Fletcand Bohn
(1988) and Sethet al. (2003). They used Kogut and Singh's (1988)
model which is based on Hofstede’'s (1980) -cultudéference
dimensions to measure psychic distance.
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The second category used national level indicatmaised on
publicly available data (Brewer, 2007). Dowand aratimo (2009)
criticized this approach for not considering théfedlences amongst
individuals and the level of their prejudices. Reigt al. (2009,) also
noted that “a major problem is that measurementeldgment
procedures do not take into account the perceptaire of the
phenomenon”.

Other studies have referred to perceptions of decimaker
managers for operationalization of psychic distaac®ng countries
and have evaluated the distance with the destmabaintry, in terms
of cultural business. According to the critics @m®d, managers'
perceptions to evaluate psychic distance have lbeter than the
secondary information of countries. Psychic disgaimca recent study
by Sousa and Legaz (2011) has been regarded as-dirhvensional
construct of the characteristics of people and tbeuntries. The first
dimension referred to the modernism aspects ofumtcp while the
second dimension refers to the degree of intemnaabio separation
among the people.
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Fig. 1. Psychic distance model in international maeting (Sousa & Legaz, 2011)

Tourists and perceived psychic distance of destinain
In international marketing, the concept of psyctiistance has been
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applied widely. It applies to the tourists who are investors during a
trip. Their final decision obviously is a destination with less
psychological distance as this reduces “Uncertainly Avoidance”
factors and increases “Security and Reassurance” (Abooali &
Mohamed, 2012). The literature review showed that tourist's psychic
distance perception could be regarded based on the concept of
proximity (Mahamed & Abooali, 2012). Therefore, lesser proximity
exists between the tourist and other individuals (social environment of
the destination), he or she will perceive a higher social and psychic
distance with the destination. According to the index of proximity or
lack of proximity, the concept of psychic distance of a tourism
destination can be generalized in another form. The more proximity is
perceived between tourism destination and the tourist's home country;
he/she construes the destination psychologically at a lower level and
feels a close psychic distance with the destination (Mahamed &
Abooali, 2012).

In contrast, if thereare many differences between the tourism
destination and the home country and their proximity is low, a higher
psychic distance with destination is perceived. For instance, although
there is a high physical distance between Australia and England but
their numerous similarities have led to a low psychic distance between
the two countries (Mahamed & Abooali, 2012).

Generally, tourists desire to visit a destination with less
psychological distance (White & White, 2007); on the other hand,
cultural similarity positively influences tourist's intention to visit a
country (Ng & Soutar, 2007). In spite of these facts, tourists might
have varying motivations for traveling to different destinations (Jang
et al., 2009). Variety/ novelty seeker tourists prefer to visit novel
destinations in order to feel excitement. This type of tourists likes to
consume new cultural symbols, being familiar with other people with
different rituals and customs. The results of Lepp and Gipson's (2003)
study revealed that novelty seekers perceive lesser levels of risk
associated with international tourism than those seeking familiarity.
Therefore, novelty seekers may have some inclination to visit exotic
places whether a perceived psychic distance exist or not.
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In this study, psychic distance refers to the gaplifierence that
the tourist might perceive between his/her homentguand the
tourism destination. The unique attributes of dedion, which make
it different from the tourists’ home country, mag b driven factor
during tourists’ decision-making (O’Leary & Deega?Q03). The
present study contributes to identifying the dimems of psychic
distance perceived by Iran’s potential tourists.roligh these
dimensions, the tourism destination can be managed helped to
facilitate tourists entrance to destination countfy Iran. Another
purpose of the study was to determine the extempisgEhic distance
perceived by non-traveled tourists to Iran. Giviea purposes of the
study, the research question and hypotheses gres®d as follows:

Research Question: What are the dimensions of ipect@sychic
distance by tourists from Iran as a destination?

Hypotheses:

H,: Potential tourists perceive psychic distance ketwtheir home

countries and Iran.

H,. There is a significant difference among perceiymychic

distance of tourists from different world regiorsoat Iran.

Methodology

The members of couch-surfing virtual community ggvated in this
study. This virtual community has different membkeosn all over the
world. In this virtual community, members shareitipeevious travel
experiences and discuss about different placesréddfaveling to
those destinations. An electronic version of thesfionnaire was
prepared and then a link of the questionnaire alovith the

application to participate in the study was uplahdethe discussion
pages of various groups of the couch-surfing virteamunity. Thus,
the survey data was gathered by convenience-sagnpigthod. Six
hundred and twenty (620) respondents who had didite virtual

tourism community participated in the quantitatiseidy in July-

August 2013. Demographic characteristics of thassizal sample are
shown in Table 1.
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Table 1. Demographic characteristics of the statigtal sample

Frequency Frequency
Gender Marital status
Male 365 Married 229
Female 255 Single 185
Age Divorced 16
18-25 63 Living with partner 121
25-35 163 Education level
35-45 143 Less than highschool 15
45-55 150 High school a7
More than 55 102 Bachelor 169
Nationality Graduated 390
The Middle East 55 Travel frequency
European Union 72 Once in a year 131
Central America 59 Twice in a year 136
Africa 30 Three times in a year 87
Asia 92 More than three times in a 265
North America 77 year
South America 66
Oceania 56
Caribbean Sea 68
Europe 45

A self-administrated questionnaire was designeédbas literature
review, 19 items were included to measure the pe¥depsychic
distance. Since, the measurement was based onveelaifference
between tourists' home country and Iran, resposderte asked to
compare their countries with Iran based on eaah.it& five point
Likert type scale was used ranging from 1 (compjes@milar) to 5
(completely dissimilar). In order to explore andnfion the
dimensions, exploratory factor analysis and cordiony factor
analysis were used. For this purpose, principal pmoment analysis
(PCA) using varimax rotation was applied. To ensyartial
correlation of paired variables and adequacy ofpdiaugy, Bartlett's
test of Sphericity was used. Items with factor lngdess than 0.5
were omitted and for those remaining items, Crohlsaalpha
coefficient was calculated to measure internal isteiscy and
reliability. Then, first-order confirmatory factoanalysis of each
extracted dimension was conducted to confirm uglidconvergent
validity) of three dimensions of perceived psychlistance. Then,
second-order confirmatory factor analysis was paréa for
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measuring the perceived psychic distance constriitie first
hypothesis was tested by means of a t-test anddbend one was
tested using ANOVA and LSD tests.

Data analysis

Exploratory factor analysis

An exploratory factor analysis was applied to putife measurement
indicators. The factor structure of the study maalelved reliable by
the Bartlet’s chi-square, KMO test, and Cronbaadh’¢Lee et al,
2007; Hwanget al, 2005; Lehtoet al, 2004). There are three factors
extracted from 19 items within " psychic distarpmrception” with
Eigen value more than 1 (Table 2).

Table 2. Principle component Analysis of perceivegsychic distance

Extraction Sums of Rotation Sums of
Eigen values Squared Squared
loading Loading
he] O o O O o
Dimensions _ & § S 4 2 &<> 5 4 5 2 §
2 ol c g @y £ sl =3 ol
2 23 2 2 22 B = 2 g3
L% D é (8 @ é é (8 (0]
1 8,827 46,669 46,669 8.827 46,669 46,669 4,715 24,814 24,814
2 2,223 11,70 58,41 2,233 11,70 58,4 3,903 20,750 45,384
3 1,047 5510 63,909 1,047 5510 63,909 3,520 18,525 63,909
4 0,851 4,480 68,389
5 0,795 4,168 72,573
6 0,557 2,932 75,507
7 0,555 2,921 78,428
8 0,465 2,450 80,822
9 0,448 2,353 83,363
10 0,408 2,147 85,283
11 0,384 2,011 87,405

0,374 1.967 89,371
19 1.262 100
[KMO=0.945, Bartlett's chi-square=7159.6, P =0]

Varimax rotation was employed for principle compatsein order
to extract factors on the same scale that exhipitifscant loading on
the construct (latent variable).

As shown in Table 3, tourists’ perceived psychistalice of Iran
has three dimensions. The first factor was labéladfrastructure
distance” and included the items that were aswutiawith
communication infrastructures, level of hygiene adéanliness,
educational level, development of tourism servicdsurism
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infrastructures (accommodation and transportatiomgyel of
hospitality and services, and safety level and mneasthe tourists’
perception about difference between the their homentry and Iran
with regard to infrastructures. The second facsocamposed of six
items. These items included language, tradition @ols, lifestyle,
cultural symbols, core values system and religlmelgefs. The second
factor was labeled "culture distance". It is bt#athat items of
individualism and materialism levels have been edetl from culture
dimension, since they had loadings factor of |&st0.5. The third
factor was identified as "legal distance" anduded legal system,
foreign policy, citizens' behavioral freedom andriem rules. This
factor emphasized on the perceived difference twean and the
tourists’ home country in relation to legal issues.

Table 3. Rotation matrix of factor loadings (orderal) and extracted dimensions of perceived
psychic distance

Infrastructure  Culture Legal

e dimension dimension dimension
S.63: Communications infrastructure 0.824
S.62: Level of hygiene and cleanliness 0.797
S.61: level of literacy and education 0.782
S.65: development of tourism services 0.733

S.64: tourism infrastructures(accommodation

. 0.723

and transportation)
S.59: Level of hospitality and services 0.724
S.60: Safety level 0.552

R . 0.34
S.66: level of individualism (omitted)
S.67: level of materialism (or?w.i?tid)
S.57: traditions and rituals 0.779
S.52: language 0.627
S.55: citizens' life style 0.777
S.56: cultural symbols 0.765
S.54: core values system 0.714
S.53: religious beliefs 0.614
S.51: legal system 0.78
S.68: foreign policies 0.69
S.50: tourism regulation 0.68
S.58: citizens' behavioral degree of freedom 0.64

Measurement models

Each of the measurement models was examined byiroanbry
factor analysis (Leet al, 2007; Hwanget al, 2005; Lehtoet al,
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2004). The individual item reliability of each congt evaluates
whether the measured variable toward the constrastcompletely
standardized estimates between 0.63 and 0.87, drether it is
statistically significant; meaning that the measweat model reaches
the ideal model fit (Bagozzi & Yi, 1988). The congte reliability
(CR) of the construct is used to measure the latenable’s internal
consistency. The higher the t value, the more pedgithe measures
can predict construct reliability. Scholars suggéstt the CR value
should be greater than 0.6 (Fornell & Larcker, 19Bagozzi & Yi,
1988). Table 4 shows that all measured variableschrethe
significance level (t>1.96) and the CR value for @nstructs are
between 0.81 and 0.93. Moreover, an adequate ogenewralidity
should contain less than 50% average variancesatatt (AVE)
(Fornell & Larcker, 1981). In other words, the AW&lue should be
0.50 or above. As shown in Table 4, the AVE valuedach construct
is 0.86, 0.75, and 0.67.

Table 4. Construct validity and reliability of the measurement models

Items and dimensions lFacFor t-value P-value AVE CR
oading

Infrastructure dimension (a=0.895) - - - 0.81
S.63: Communications infrastructure 0.85 16.1 0.0
S.62: Level of hygiene and cleanliness 0.83 153 0 0.
S.61: Level of literacy and education 0.74 145 0.0
S.65: Development of tourism services 0.75 141 0.0
S.64:Tourism
infrastructures(accommodation and.76 14.2 0.0 0.86
transportation)
S.59: Level of hospitality and services 0.77 147 00
S.60: safety level 0.64 18.1 0.0
Culture dimension (@=0.903) - - - 0.90
S.57: Traditions and rituals 0.8 18.2 0.0
S.52: Language 0.69 12.3 0.0
S.55: Citizens' life style 0.81 13.2 0.0
S.56: Cultural symbols 0.80 145 0.0 0.75
S.54: core values system 0.79 16.5 0.0 '
S.53: Religious beliefs 0.75 16.5 0.0
Legal dimension ¢=0.816) - - - 0.93
S.51: Legal system 0.75 15.7 0.0
S.68: Foreign policies 0.7 15.8 0.0
S.50: Tourism rules 0.63 17.6 0.0 0.67
S.58:Citizens' behavioral degree of freedom 0.87 517. 0.0
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As it was mentioned in exploratory factor analysfsperceivec
psychic distance variables, three dimensions were tiftsh for
tourists’ perceived psychic distance construct. sehelimension
include infrastructure, culture and legal dimensiofn order tc
analyze how these three exploratory dimensionsnoeasure ovall
perceived psychic distance at a higher abstradtioel, secon-order
factor model was used to measure perceived psylisiance of the
destination. Factor loading value of each dimensind the analysi
related to thredimensionality of psychic stance construct a
illustrated as follows

Bi51 || that J[ oois J[ ovas [ 585 [
w70 A5 T A

Fig. 2. Modified seconc-order factor model of perceived psychic distance

Table 5.Goodness indexes of seco-order factor analysis model of perceived psychic diance.

Second-order three

factor model of

perceived psychic &
distance

nbs
-IyD pawloN
anfea -d
V3aSINY
9s0[2-d
dINd
140
([=hs!
14N
149
[3yoy
NL

Confirmatory factor
model of psychic 3.2 0.0 0.0590.001 0.046 0.954 0.919 0.939 0.92¢ 0.939
distance
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Second order model fit

For the adequacy of the second order model, thesumerment model
indices of constructs were examined with confirmatdactor
analysis. The chi square value of the measuremedehis significant
(e%140) = 448.6, P< 0.01), which means the theoreticalehadd the
empirical data do not fit each other significan{Bagozzi & Yi,
1988). However, from results of EFA and CFA, itésealed that the
measurement model moderately fits the data. Insiétee & value, if
the value of NCI (Normed Chi-Square IndeX/df) is between 2 and
5, the measurement model would be acceptable toars{M &
Hocevar, 1985). The NCI value of this theoreticaddal was 3.2,
which suggests a reasonable fit of the measuremenel with the
data. Other indices also achieved the standardeyalucluding
RMSEA (= 0.059) is higher than 0.08, CFI (= 0.994kI (= 0.939),
GFI (= 0.928), TLI (= 0.939) were above 0.90 and RNt 0.046)
was below 0.05. To sum up, the adequacy of the uneaent model
is good. Considering goodness of second-order moaftory factor
analysis, it can be concluded that perceived psydistance of Iran is
a three-dimensional construct that contains infuastire, culture and
legal dimensions. In other words, tourists peragiiran differently
from their country of origin in terms of these dimseons.

One sample t- test and Analysis of variance

As stated in hypothesis one, potential touristscgige psychic
distance between their home countries and Irarordier to test this
hypothesis, the mean value of each perceived psydistance
dimension was calculated for each questionnairenTihwas tested
by means of one sample t-test with cutoff pointa@qa 3. There were
statistically significant differences with averagethe P<0.05 level for
the infrastructure (t= 4.04, P=0), cultural (t=4.45=0) and legal
(t=4.45, P=0) dimension. Therefore, tourists gedher@erceive Iran
different from their home country in infrastructuilture and legal
terms. As stated in the second hypothesis, theistsumperceived
psychic distance of Iran differs significantly yetr regions. A one-
way between-groups analysis of variance (ANOVA) waisducted to
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explore the impact of regions on the overall pemgi psychic
distance. Results of ANOVA test show that F= 1Jahdi P=0. Hence,
there is a significant difference among the tenargyunder study, in
terms of perceived psychic distance of Iran. To putlifferently,
people in the different regions perceive Iran défely. In order to
understand people of which regions perceive a Igsgchic distance
than other regions, the LSD test was used. Posttimparisons using
the LSD test indicated that tourists from the Maldast perceive a
lower psychic distance than other regions (Table 6)

Table 6. Results of LSD test to compare tourists @&m Middle East with other regions with respect
to their perceived psychic distance

Difference in mean distance of

Region Regions psychic distance in the Middle Stgrr;g?rd Sig
East with other regions
Africa -0.53 0.16 0.001
Asia -0.41 0.13 0.003
Central -0.65 023  0.006
America
Europe -0.815 0.15 0.0
European -0.092 0129 00
Union
North
X -0.088 0.133 0.0
The Middle  America
East Oceania -1.02 0.171 0.0
South -0.088 0171 0.0
America
Caribbean -0.764 0.189 0.0

Considering the significant values which is presdnin the third
column of Table 6, the differences of perceivedcpsgy distance is
significant (K0.05). Other results of Post hoc comparisons retaal
Africans perceive a lower psychic distance of lcampared to people
from Europea and Oceania. Asians perceive a lowgechic distance
of Iran than Europeans and people of North Amer@@egania and
South America but they perceive a higher psychistadice than
tourists from the Middle East.
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Discussion

The primary aim of the current study was to exteauod validate the
construct of psychic distance. The results of enghtwy and
confirmatory factor analysis revealed that ovepatceived psychic
distance construct has three dimensions which afi@structure,
culture and legal dimensions. On the other handedbaon legal,
cultural and infrastructural factors, potential rists may perceive
some destinations different from their own counifis finding is
consistent with the results of Abooali and Mohamg@012) study;
which revealed that psychic distance in tourismtexinshould be
measured using the items which are related tooilnmésin nature.

The result of the first hypothes is shows thatgbeceived psychic
distance of Iran is more than the average. Thezefootential tourists
perceived high psychic distance in relation to @ a tourism
destination. It means that potential tourists pegezk Iran different
from their own country, in terms of infrastructuyltural and legal
dimensions.

In this study, infrastructure distance referred perceived
infrastructure differences between tourist's homentry and Iran. In
addition, cultural distance include perceived aalkudifferences.
Culture dimension showed that the perceived diffeeein language,
traditions and rituals, lifestyle and core valugsteam as well as
religious beliefs has resulted in the perceivededince by tourists
between their home country and Iran. Similarlyerbture review
indicated that tourists' perception with regardgdoone factors such as
level of safety (Echtner & Ritchie,1991), level bifygiene and
cleanliness (Pikest al, 2010), quality of infrastructure (Lee, 2009),
cultural similarities (Ng & Souter, 2007) influentieir intention to
visit.

As stated earlier, legal difference is another disn@n of
psychological distance. Perceived psychic distanckegal terms is
the result of difference in tourism rules, differempproaches in
foreign policy as tourism facilitator, differenae the legal system and
perceived difference regarding citizens' behaviseddom. Similarly,
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Abooali and Mohamed's (2012) study showed thatl leggulation

influenced on tourists' destination evaluationatidition, Henderson
(2008) noted that international tourists are comeeérabout Islamic
traditions, rules and legal system. Internatiommalrists perceive the
Islamic destination negatively due to strict Islamodes of behavior
and restrictive religious norms (Mansfield & Winek| 2008). The
findings in terms of legal distance confirm theules of prior studies
and reveal that international tourists perceives legal similarities
between their home country and Iran, as a tourisstirgation.

Based on the construal level framework (Libermair&pe, 2009),
one of the reasons due to which tourists perceiv@gh psychic
distance in relation to Iran is that potential tsts have learned about
Iran only through the information provided by fagmeimedia and do
not have objective information. When they percdram's destination
schematically and holistically, they are at a hagimstrual level and
feel a higher psychic distance with regard to Iffine reason of this
phenomenon is due to lack of Iran's destinatiorketarg planning.

The results of the second hypothesis showed, teurism Middle
East perceived a lower psychic distance than theratine regions.
On the other hand, tourists from the Middle Eastehaerceived more
similarity between their home country and Iran.sThan be due to
similarities in religions, geographical closenessjilarities of rules,
which are based on their religion, cultural similas and having a
more objective knowledge from Iran.

Conclusion

This study measured the perceptions of potentiaidts with regard
to Iran as a destination and its findings have rs¢veanagerial
implications. In order to develop the Iranian teariindustry, Iran's
tourism policy makers must reduce the perceivedlgamvesting in
tourism infrastructures. In other words, developmei tourism
infrastructures can lead to decreased perceivedhmsydistance.
According to the perceived cultural distance, thoskural items that
were considered as deterrent factors by touribtsyld be eliminated.
For instance, difference in language that is a ucalt and
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communicative factor among the tourists and Iréotal people can
be reduced by developing tourist information centévurism guides
and promulgation of an international language enlrin addition,
potential tourists will perceive low cultural distze, if they have
access to more objective and accurate informatimutalran's cultural
condition. This can be done through preparing prapéormation

packages and presenting them through destinatier@sing.

Potential tourists perceive Iran different from ithewn country
with regard to legal aspects. The perceived legstadce can be
reduced through renewal of foreign policy approatth,project a
moderate image of the country in the global comityuenid to comply
with international rules for establishing a peatdtuweign relations
which shows Iran’s intention to have effective mtgion in foreign
relations with other countries.

The perceived similarity between Iran and MiddlestEeountries
shows that tourism policy-makers can consider tiedM East and its
people as more accessible target markets. Thetsesuthe current
study show that tourism industry development im laaad entrance of
international tourists requires planning to redpegceived psychic
distance in infrastructure, culture and legal termmsaddition, this
requires fundamental change of attributes of thentg's tourism
destination, as well as presenting more objectif@mation about the
domestic environment to the global community.

The current research has some limitations, as dtresthe data
collection method which was done over the Intern&hile this
method is gaining popularity, it has some limitacassociated with
technology, sample composition and sampling methaks. For
instance, the differences in response rates (1% tEu, 12% from
North America, 8% from Middle East and ...) may édeen due to
technology usage rate and potential tourists magxotuded as they
lack internet access or choose not to be a menilibe @ouch surfing
virtual community. These issues may limit the scop¢he obtained
results.

Since the current study focused on potential ttaingerception, the
survey data was gathered using electronic questimnand
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convenience sampling method, which were conducatea ivirtual
community.

In conclusion, future researchers should consitgrative psychic
distance (not perceived psychic distance) and tigads perceptions
of traveled tourists with regard to socio-cultucanditions of Iran's
destination. In addition, it is suggested to futteeearchers to study
tourists' psychic distance by phenomenology or iged theory
methods.
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