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Abstract

The perception of tourists is a psychological factor that affects
tourists’ behavior and business performance. Shaping tourist agencies
or managing perceptions is crucial for creating a competitive
advantage and developing competitiveness for travel agencies.
Various factors have played a role in the formation of tourists’
perceptions, which have been discussed in this article and previous
studies. However, a comprehensive pattern regarding the management
of tourists’ perceptions has yet to be presented so far, and the purpose
of this research was to extract the pattern of tourists’ perceptions
management. In this research, the qualitative-qualitative method was
used, that is, a meta-synthesis method for literature and background
analysis, and then open, axial, and selective codes were extracted from
the thematic analysis method with the help of conducted interviews.
In order to validate and check reliability, inter-coder reliability was
used, and the community and sample for interviews included experts
and managers of travel agencies. Finally, the final pattern has been
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extracted as a network of themes of antecedents, perception
management methods, and consequences.

Keywords: Consumer Perception, Perception Management,
International Tourism

1.Introduction

The competition to increase profitability and maintain market share in
the tourism industry (Nematpoura et al., 2024) has made it necessary
to pay attention to managing customer perceptions. This research
seeks to obtain the perception Pattern of Iranian tourists in Turkey's
tourism and manage customer perceptions. It will analyze customer
perceptions due to their importance (Ramirez et al., 2024) and with
the aim of managing and shaping their perceptions (Ruf et al., 2024).

2. Literature Review

Perception is a psychological factor affecting tourists’ behavior
(Bremser & Abraham, 2022). Audience perceptions are one of the
leading indicators affecting business performance, and managing
perceptions is the way to shape them. Managing tourists’ perceptions
can create a competitive advantage and develop travel agencies’
competitiveness (Gonzalez et al., 2023).

3. Methodology

The purpose of this research was to extract the management pattern of
tourists' perceptions of international tourism in Turkey, and it was the
study of Iranian tourists in the tourist destination of Istanbul. The main
question of this research is: What is the pattern of managing tourists'
perceptions of international tourism in Turkey? The sub-questions of
the research are:

(1) What are the antecedents of tourist perception management?

(2) What are the methods of managing tourists' perceptions?
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(3) What are the consequences of tourist perception management?
This research is of mixed qualitative-qualitative type and was
extracted using the strategy of the final pattern sequence. The primary
pattern was extracted in the first qualitative research, followed by a
primary and meta-synthesis study of theoretical foundations and
literature. In the following, with the second qualitative research and
the analysis of the interviews, the initial pattern was obtained in a
localized form, and the network of themes was obtained.

At the beginning of the research, the researcher looked for qualitative-
qualitative-quantitative research and wused structural-interpretive
modeling to design a multi-layered pattern for managing tourists’
perceptions of international tourism. However, due to the existence of
the framework of antecedents, consequences, and methods in the
central question of the research, the output of the multi-layered pattern
will also be the same framework; the structural-interpretive modeling
will be omitted.

4. Results

First and meta-synthesis qualitative research: In this part, the target
population includes previous articles related to perception
management and international tourism, which is a targeted sample
from the scientific databases "Science Direct" and "Emerald" from
among the articles from the period of 2015 to 2024, which are It is
directly or indirectly related to the research topic and was selected
based on the review of the article title, abstract, sources, content,
research method, and results. The analysis tool aimed at a new and
integrated interpretation of the data was a meta-synthesis method
based on open, axial, and selective coding, and the validity of the
research was obtained with a reliability tool between two coders. After
extracting the variables from the articles, their overlapping on the side
and open codes were reduced from 104 primary codes to 84 open
codes and extracted. In the following, the open codes were placed in
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the related classes, 14 core codes were extracted, and at the end, the
core codes were summarized in three selected and principal codes.
The second qualitative research and thematic analysis: In order to
localize the pattern obtained from the research literature, in the
continuation of the research, by conducting semi-structured interviews
based on the research questions and thematic analysis, the pattern
obtained from meta-synthesis was localized and extracted in the form
of a network of themes. At this stage, the statistical population
includes experts and managers of travel agencies who have been
active in the tourism business for Iranians to Istanbul, Turkey, for at
least four years. The target sample was selected in a purposeful and
snowball way, and the number of the statistical sample was ten until
the theoretical saturation was reached. It was based on the six-step
thematic analysis method of "Braun and Clarke" (2006) and based on
(1) data recognition and (2) extracting categories. (3) Definition of
primary codes, (4) Search to extract new themes, (5)
Conceptualization of central themes, and (6) Definition of themes and
final analysis have been used (Braun & Clarke, 2006). After
conducting the interviews and having them written by two coders who
had read the text several times, open, central, and selective coding was
done. In order to measure the validity of this step, the obtained outputs
were provided to the interviewees, and the necessary corrections were
made.

In this research, the final Pattern of managing tourists’ perceptions
resulting from theoretical studies and localized by field surveys and
interviews in the framework of antecedents, consequences, and
methods of managing tourists’ perceptions of international tourism is
extracted and compared to the research of others presented in the
background of the research. The aspect of innovation is new to this
research: 16 open codes.

Also, another innovative aspect of this research is the theme network
pattern in Figure 1, which is extracted from core and selective codes:
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Figure 1: The Management Pattern of Tourists’ Perceptions

Methods of

Consequences « Managing Tourists’ . Antecedents
Perceptions

The variables of the core codes have been classified in the form of
antecedents, methods of managing tourists’ perceptions, and
consequences in the extractive Pattern, which will be explained below:
1-Antecedent variables and factors affecting tourists’ perceptions are
(1) individual variables, (2) group variables, (3) social and identity
variables, (4) travel agency characteristics, (5) facilities, (6)
geographical and environmental conditions, 7) competition, (8)
situational factors (9) economic variables.

2- The variables of tourist perception management methods are (1)
social, (2) travel agency marketing strategies, and (3) travel agency
marketing actions.

3- The Consequences of tourists’ perception management are (1) the
realization of tourists’ goals and (2) the realization of travel agencies’
goals.

In the end, it is necessary to explain that the results of this research
help companies and agencies active in the tourism field to influence
their customers through perception management.

This research aims to design a Pattern of perception management in
international tourism by examining its subject, Iranian tourists in
Turkey. It is not intended to generalize the results. The results of this
research are limited to its study sources and interviews, and other
researchers are suggested to investigate and study each of the
antecedents and management methods of tourists' perceptions in a
unique way.
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