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Preface 
On behalf of the Graduate Conference Organizing Committee at the University of Houston and The 
Hong Kong Polytechnic University, I am very pleased to introduce the proceedings of The 26th Annual 
Graduate Education and Graduate Student Research Conference in Hospitality and Tourism held online, 
January 8-9, 2021. 
 
This year we received 253 submissions. The abstracts were split between two presentation types. 129 
papers made stand-up presentations, and 117 made poster presentations. Two panel sessions were 
devoted to the development of young professionals. Titles of the panel sessions were 1) A session with 
three editors and 2) Effectively engaging students. Each panel session was highly appreciated. We 
express our sincere thanks to the panels.  
 
The success of this year’s conference is accredited to many individuals and organizations. First, we 
would like to acknowledge the sponsoring schools and industry partners for their financial support. We 
would also like to thank all of the authors, reviewers, and track chairs for making this massive project 
possible. Special thanks to 10 track chairs and all 222 external reviewers for their precious time spent 
providing valuable comments to the authors. The paper review process could not have been completed 
without the dedication of reviewers. We also wish to acknowledge that all of the ten track chairs were 
extremely supportive, and the review process was completed smoothly. This proceeding is the final 
result of the quality work contributed by the authors, the reviewers, and the track chairs. 
 
Our thanks also go to the Best Paper Selection Committee members: Professor Kaye Chon, Professor 
Ki-Joon Back, and Professor Dennis Reynolds. They spent their valuable time evaluating papers 
nominated for the best paper awards and provided recommendations for the four best conference paper 
awards. And now, last but not least, a special thanks goes to the organizing committee. Thank you for 
your hard work! 
 
This past year was a particularly challenging year to all of us. However, the University of Houston and 
The Hong Kong Polytechnic University felt it was extremely important to forge ahead and continue the 
tradition of this annual conference that develops and supports future hospitality and tourism educators 
and scholars. Although different than the previous 25 years, we hope all who participate enjoy and learn 
from our virtual experience, especially those who are the future of hospitality and tourism education and 
scholarship. This annual conference shows why hospitality and tourism are and will continue to be vital 
to our global society. Once again, thank you to all of the students, faculty, industry, and everyone who 
continue to support this great conference! 
 
In conclusion, we would like to thank Professor Kaye Chon for having the insight to initiate this 
meaningful conference 26 years ago. Without his great vision and tremendous efforts, we would not 
have such a valuable platform for future talents in academia to share their cutting-edge research, develop 
new research ideas, and network with fellow students and faculty members. Despite the challenges in 
the environment, we expect another great conference online!   
 
Dan Wang, PhD, Yoon Koh, PhD, & Jason Draper, PhD 
Editors
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GROTESQUE IN THE BURNING MAN FESTIVAL AND CONTEMPORARY CARNIVAL-
GOERS’ SELF-EXPRESSION: TAKE BAKHTIN'S CARNIVAL THEORY AS A REFERENCE 

Zhuxian Li1, Xiaoming Zhang2   
Sun Yat-sen University, Guangzhou, China, 2607559119@qq.com1; zhangxm3@mail.susy.edu.cn2  

Introduction  
The self-expression of contemporary carnival-goers is a common phenomenon which is worthy of 
attention. The Burning Man Festival, with its distinctly anti-traditional characteristics, provides its goers 
with an occasion for radical self-expression. But few studies have specifically explored this 
phenomenon. Focusing on the grotesque image presented by the goers in this festival, this study takes 
Mikhail Bakhtin's Carnival Theory as the framework and uses pictures and texts to make a comparative 
analysis. Most studies using Bakhtin's theory only focus on the similarities between the festivals studied 
and the Carnival discussed by Bakhtin. This study also pays attention to the differences with the 
prototype in the Bakhtin's Carnival Theory while attempting to construct an overall structure of the 
goers’ self-expression and tries to make an explanation.  
  
Methods  
According to Bakhtin's analysis of Gargantua and Pantagruel and related literature, this study firstly 
summarized the grotesque image of the Medieval & Renaissance Carnival from three aspects (types, 
elements and key points of the image). For the consideration of typicality, this study selected pictures 
form the official Instagram account of the Burning Man Festival.  

The pictures were described by combining the corresponding caption and comments. The human 
body, human activities and the external environment were the focus of the description. The contents 
were further classified and compared with the grotesque image of the Medieval & Renaissance Carnival, 
and the grotesque image system of the Burning Man Festival was constructed. The remaining pictures 
were used to check if any important information were missing. 
  
Results/Discussion/Implication 
Findings: (1) The grotesque image of Burning Man Festival-goers is the contemporary embodiment of 
the Carnival spirit: The Burning Man Festival and the Medieval & Renaissance Carnival differ greatly in 
the elements of the grotesque image, for they are in different times and the difference between literature 
and reality must be considered. But the grotesque image in the Burning Man Festival embodies the 
essence of grotesque and the Carnival spirit, which reflects the great vitality of the Carnival. (2) The 
“Individuality” in the grotesque image and feelings of the Burning Man Festival-goers enrich the 
meaning of “Nationality” in the Carnival: "Nationality" is a key concept in the Bakhtin's Carnival 
Theory, for people in the Carnival needed unity to achieve equality, which is not the purpose of the 
Burning Man Festival-goers. However, creating an upside-down world is their common goal, which 
reflects the nature of "Nationality". In this new world, Burning Man Festival-goers can achieve renewal 
at the personal level through their own different ways. In addition, "Individuality" highlights that 
"Nationality" is still the essence of the carnival, for the spirit and form of "Nationality" play a key role in 
promoting individual expression.  

This study not only makes an exploratory description of contemporary carnival-goers’ 
selfexpression, but also carries out a dialogue between the reality of contemporary carnivals and the 
classical carnival theory. In this way, the value and connotation of Bakhtin's Carnival Theory is further 
explored and enriched. This also enlightens the organizer to pay more attention to the form and content 
of individual expression as well as the group to enhance the experience of participants.  
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CONVENTION ATTENDEES’ RISK AVERSION PERCEPTIONS OF CANCELATION 
POLICIES DURING COVID-19  

Smita Singh1, Dr. Eric D. Olson2  
Iowa State University, Ames, Iowa, USA, smita@iastate.edu1; olsoned@iastate.edu2  

  
Introduction  
COVID-19 has resulted in numerous cancelations of conventions and events globally with an estimated 
loss of $233 billion to the travel and meeting industry through summer 2020 (Kinnersley, 2020). The 
cancelation of a convention may cause negative emotions towards the convention organizers as many 
attendees pay and travel to conventions for networking, social aspects, programming personal 
development, and growth (Kim & Malek, 2017; Mair & Thompson, 2009). The Protection Motivation 
Theory (PMT) posits that the perceptions of the severity and the vulnerability of a disease is influenced 
by high levels of perceived risk (Roger, 1975). People make various decisions based on their perceived 
evaluations of risk (Yi et al., 2013; Sjoberg, 2000) which can be due to cancelation of the convention 
and serious health consequences due to COVID-19. Thus, creating an effective service recovery strategy 
in crafting an organizational response about the cancelation of a convention in a pandemic becomes an 
intriguing challenge for convention managers. Prior studies have shown that justice perceptions and 
effective service recovery attempts strongly predict customer satisfaction (Ding, Ho, & Lii, 2015; Siu, 
Zhang, & Yau, 2013; Wen & Chi, 2013). Utilizing literature on perceived justice in service recovery and 
risk perceptions, this research examines the effects of incentives, explanations, and risk perceptions of 
convention attendee’s perceptions of fairness and intentions regarding the postponement messaging of a 
convention.  
  
Methods  
The quasi-experimental design was a 2 (explanation: reasons for canceling vs. no reasons for canceling) 
x 2 (incentive: yes vs. no) x 2 risk aversion (high vs. low). A total of 291 convention attendees was 
recruited from Amazon MTurk and were asked to role play as a convention attendee who had registered 
and paid for their company’s annual convention. Thereafter, they were asked to read an email regarding 
the postponement of the convention by the organizer. Explanation and incentive were manipulated in the 
response. Risk aversion was conducted by a median split.   
  
Results  
MANOVA indicated a significant three-way interaction between promotion, explanation, and risk 
aversion (Wilks’ λ = .98, F(2, 262) = 3.08, p = .05, η 2 = .02) on fairness and intentions. For the high-
aversion group, there are marginal significant effect of promotion (Wilks’ λ = .96, F(2, 124) = 2.94, p 
= .06, η2 = .06) and explanation (Wilks’ λ = .96, F(2, 124) = 2.94, p = .06, η2 = .03). For the low-aversion 
group, there were no significant effects. 
  
Discussion/Implications  
Convention organizers can have a stronger effect on convention attendees’ perceptions of fairness 
service recovery and intentions when an explanation and promotion incentive are included in the 
response. Higher results for the higher risk aversion group signify a dual-mixed message framing that 
may be appropriate when communicating cancelations of conventions, thus extending theoretical 
justifications for the justice theory and the protection motivation theory. 
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IS HOTEL TECHNOLOGY A DOUBLE-EDGED SWORD ON CUSTOMER EXPERIENCE? 
AN INTEGRATED APPROACH WITH BUSINESS ANALYTICS AND IMPACT 

ASYMMETRY ANALYSIS  
Hyekyung Park1, Minwoo Lee2, Ki-Joon Back3, Agnes DeFranco4 

University of Houston, Houston, Texas, USA, hpark22@uh.edu1; mlee37@uh.edu2; kback@uh.edu3; adefranco@uh.edu4  
Introduction  
The technologies of today evolve rapidly, integrating into every aspect of our lives. Hotel operators 
continuously increase information technology (IT) expenses to provide advanced services through hotel 
guest technologies (DeFranco et al., 2018). However, implementing hotel guest technologies without 
thorough understanding can cause customer dissatisfaction. According to HNN (2019), the wide 
connectivity in guestrooms can lead to customers’ concerns and complaints about the risk of privacy and 
security. Hence, understanding the roles of hotel guest technologies in both customer satisfaction and 
dissatisfaction is essential. Past research has merely focused on the impact of hotel guest technologies on 
customer satisfaction (McLean & Ose-Frimpong, 2017; Bilgihan et al., 2016), disregarding their impact 
on dissatisfaction. According to the two-factor theory, customer satisfaction and dissatisfaction are not 
just opposite ends of the same spectrum, thus, investigation on each attribute’s dichotomous role in 
customer satisfaction and dissatisfaction is needed (Herzberg et al., 1959). Therefore, this study aims to 
explore the attributes of hotel guest technologies to examine their impact on both customer satisfaction 
and dissatisfaction. The objective is twofold: (1) to identify the significant attributes of hotel guest 
technologies and (2) to investigate the roles of hotel guest technologies regarding the different service 
levels in hotels (i.e., full and limited).    
Methods  
The study employed an integrated approach with business analytics (i.e., content analysis, text analytics) 
and impact asymmetry analysis. The final data of 520,757 online reviews of 435 hotels in New York 
City derived from TripAdvisor.com were analyzed. We discovered the existence of four hotel guest 
technologies through content analysis and measured the frequency of hotel guest technologies 
mentioned in online reviews using text analytics. After aggregating the data into the different hotel 
service levels, impact asymmetry analysis was implemented to investigate the impact of hotel guest 
technologies on customer satisfaction and dissatisfaction regarding the service level of hotels (i.e., full 
and limited). The two-factor theory and Back’s (2012) five-factor model were adopted to define the 
roles of hotel guest technologies.   
Results/Discussion/Implication  
Through business analytics, the significant attributes consisting of four hotel guest technologies (i.e., in-
room, comfort, business essential, internet access) were discovered. Findings from impact asymmetry 
analysis showed five specified roles (i.e., delighter, satisfier, hybrid, dissatisfier, frustrator) of hotel 
guest technologies in customer satisfaction and dissatisfaction. Hotel technologies played different roles 
in full and limited-service hotels. The findings indicate the importance of analyzing the dichotomous 
roles of hotel guest technologies in customer satisfaction and dissatisfaction regarding the service level 
of hotels. The study makes a novel approach to the topic by adopting business analytics and impact 
asymmetry analysis based on the two-factor theory. It also reveals customers’ perceptions of hotel guest 
technologies, which guides industry practitioners toward successful ways to implement hotel guest 
technologies.  
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TRANSLATING ORGANIZATIONAL INNOVATIVENESS TO CREATIVE CUSTOMER 
BEHAVIOR 

Luana Nanu1, Linh Le2, Taeshik Gong3 
Auburn University, Auburn, Alabama, USA, lzn0022@auburn.edu1 
University of Central Florida, Orlando, Florida, USA, linhle@knights.ucf.edu2 

Hanyang University ERICA, Ansan, Korea, The Democratic People's Republic of Korea, gongts@hanyang.ac.kr3 
Introduction 
Marketing service logic considers customers not as passive respondents, but active value creators 
(Lusch & Vargo, 2014). Prior studies demonstrate that customers create value through customer 
engagement behaviors (Beckers et al., 2018; Brodie et al., 2011; van Doorn et al., 2010), which 
represent customers’ voluntary, discretionary, and spontaneous behaviors that transcend purchase 
behavior (Dong & Sivakumar, 2017). Extant literature has also revealed various customer engagement 
behaviors, such as customer citizenship behavior (Chan et al., 2017; Gong & Yi, 2019; Mandl & 
Hogreve, 2020), customer participation behavior (Blut et al., 2020; Chan et al., 2010; Menguc et al., 
2020), and customer value creation and co-creation behaviors (Gong et al., 2016; Luu, 2019; Yi & 
Gong, 2013) among others. However, limited empirical attention has been dedicated to the creative 
form of customer engagement behavior (Jiang et al., 2019; Kumar et al., 2010; Zhang et al., 2019). 

This study aims to investigate the primary driver of creative customer behavior, which is 
defined as voluntary customer behavior that develops novel and useful ideas about services in the 
customer value creation setting (Gong & Choi, 2016). This study also considers the diffusion of 
innovation theory (Rogers, 2003) to propose that organizational innovativeness as driven by 
transformational leadership spills over to individual-level creative customer behavior through two 
opposing mechanisms: customer engagement and customer depletion. Further, this research 
investigates the cross-level mediating effects that are moderated by the climate for innovation. 
 
Methods 
Our sample involved 62 managers, 269 employees, and 681 customers from 62 chain restaurants in 
South Korea, with data collection sponsored by the chains’ CEO. The conceptual model was tested by 
conducting a multilevel path analysis with Mplus 8.3 software (Muthén & Muthén, 2017), which 
allowed us to simultaneously test all the model’s relationships while avoiding problems of conflated 
individual- and store-level relationships (Preacher et al., 2010). 
 
Results/Discussion/Implication (Expected Results for the poster submission) 
This study’s findings confirm that organizational innovativeness is not the key to creative customer 
behavior, but rather, customer depletion is significant. This finding suggests that organizational 
innovativeness positively affects creative customer behavior, but only if such innovativeness minimizes 
customer depletion. Lastly, this study contributes by including the climate for innovation as a moderator 
of the relationship between organizational innovativeness and customer engagement. The results 
indicate that the climate for innovation is an important contextual condition that strengthens the 
organizational innovativeness’ influence on customer engagement. 
References are available upon request 
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THE IMPACT OF COVID-19 ON HOSPITALITY AND TOURISM BEHAVIOR INTENTIONS  
Luana Nanu1, Imran Rahman2, Shaniel Bernard3, Sijun Liu4 

Auburn University, Auburn, Alabama, USA, lzn0022@auburn.edu1; izr0004@auburn.edu2; szl0161@auburn.edu4 
Virginia Tech, Blacksburg, Virginia, shanielb@vt.edu3  

  
Introduction  
The coronavirus (COVID-19) crisis has resulted in a massive and sudden shift in human behavior. The 
global pandemic of COVID-19 which originated from the Wuhan Province, China (Sohrabi et al., 2020) 
has quickly spread to all corners of the world. Consequently, a series of drastic measures have been 
implemented in an effort to limit the spread of the virus, including canceling both outbound and inbound 
international and national flights (Wilder-Smith & Freedman, 2020).  

To understand consumers’ reactions to epidemics such as the Novel Coronavirus, it is important 
to look into the underlying theory and factors prompting peoples’ behavioral changes in such situations. 
Many such behaviors especially with regards to travel, tourism, and stockpiling supplies have been 
deemed overly precautionary, prompting fear and panic among people. This is further aggravated by 
belligerent media reporting, false information, and lack of preparedness from the government (Vaan 
Bavel et al., 2020). There is very limited research examining the process of peoples’ underlying 
behavioral change during such epidemics especially with regards to travel and tourism. Using Protection 
Motivation Theory (PMT) as an underlying theoretical framework, this study seeks to develop and test a 
model that examines the process of travel and tourism related behavioral changes. This study will 
expand the use of PMT in hospitality research and add to the body of knowledge. Furthermore, the 
results of this study will have significant impact on the industry professionals, as it will present a clear 
path to how the perceived behavioral control will be impacted. Therefore, the purpose of this study is to 
understand to what extent is the accumulated health knowledge, perceived vulnerability, perceived 
severity, and behavioral control over the disease are impacting tourist behavior. 
  
Methods  
A self-reported survey was posted on the Qualtrics platform and distributed online. The targeted 
population were American tourists above the age of nineteen. The survey was distributed via Amazon 
Mechanical TurkTM (MTurk). The survey instrument included questions about health knowledge, 
perceived vulnerability, perceived severity, and believability of COVID-19 information, as well as 
intention to go on vacation, intention to visit restaurant, intention to fly.    
  
Results/Discussion/Implication (Expected Results for the poster submission) 
The findings of this study show health knowledge having a significant positive impact on perceived 
severity. As individuals become knowledgeable about the coronavirus, the perceived severity of the 
situation increased. In other words, the more confident people are about their knowledge on the 
coronavirus, the more likely they are to take it seriously. These findings are similar to previous by 
Brewer et al. (2007), and Nabi et al. (2008). The study also found that perceived vulnerability negatively 
influenced perceived behavioral control over COVID-19. On the other hand, perceived severity did not 
significantly influence perceived behavioral control.  
  
References are available upon request 
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CAN RESTAURANTS’ PREVENTIVE MEASURES IMPROVE CUSTOMERS’ DINEIN 
INTENTIONS DURING THE COVID-19 PANDEMIC? 

Heewon Kim1, SooCheong (Shawn) Jang2  
Purdue University, West Lafayette, Indiana, USA, kim2982@purdue.edu1; jang12@purdue.edu2 

Introduction  
Given the prevalence of COVID-19, there is a consensus among public health experts that restaurants 
can be a hub for the spread of the virus (Fisher et al., 2020). This fact heightened customers’ perceptions 
of the risk of contracting the virus at restaurants (Shin & Kang, 2020). Given this scenario, 
restauranteurs might be curiously asking this question: “Would our preventive measures attract 
customers to dine-in?” Specifically, would every individual respond in the same way towards a 
restaurant’s preventive measures?  

Considering the theoretical robustness and usefulness of the ELM in persuasive communication, 
factors related to the ELM should be studied in relation to the effectiveness of restaurants’ interventions 
to prevent the spread of COVID-19. Specifically, the main objective of this study was to examine the 
effect of restaurant interventions on trust toward the restaurant, along with two factors that were shown 
to affect message processing in the ELM: relationship-strength and need-for-cognition. This study also 
aimed to explore the mediating role of trust on dine-in intentions.  
    
Methods  
This study employed a between-subject 2 (Restaurant intervention: intervention vs. control) x 2 (Need-
for-cognition: high vs. low) x 2 (Relationship-strength: high vs. low) factorial design using a survey 
method. Respondents were recruited through Amazon Mturk. This study used measurement items 
adopted from previous studies (Clark & Evans, 2014; Lins de Holanda Coelho et al., 2018) in a 7-point 
scale. A total of 347 responses were used for analyses. 
  
Results/Discussion/Implication (Expected Results for Poster Submission) 
The results of this study confirmed that individuals in high need-for-cognition are more likely to trust a 
restaurant with preventive measures when they have a strong relationship with the restaurant. In 
contrast, individuals with a low need-for cognition are more likely to trust a restaurant with preventive 
measures when they have a weak relationship with the restaurant. This result implies that participants 
with a low need-for-cognition use relationship-strength as a judgement heuristic. Moreover, results from 
the moderated mediation analysis confirmed that trust mediates the effect of restaurant interventions on 
dine-in intentions when relationship-strength was strong among participants with a high need-for-
cognition.  

The results of this study contribute to academia by providing evidence of the ELM’s rooted 
message processing in the effect of restaurant interventions on dine-in intentions. Moreover, the results 
of this study provide implications for restaurant practitioners. When a restaurant is targeting customers 
with a high need-for-cognition or positioning their brand to have a sophisticated image, it is important to 
implement restaurant interventions to convince existing customers that dining-in is safe. Conversely, 
when a service operation is targeting the general population, it is important to implement preventive 
measures, especially if a restaurant is expecting more new customers. 
 
References are available upon request 
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A SIDE OF THRIFT OR EXTRAVAGANCE? EXPLORING CULTURAL ORIENTATIONS 
AND VALUE PERCEPTIONS IN AIRBNB  

Lacey K. Wallace1, Dr. Joanne T. Cao2  
The University of Southern Mississippi, Hattiesburg, Mississippi, USA, lacey.wallace@usm.edu1; joanne.cao@usm.edu2  

  
Introduction  
The practice of sharing is as old as humanity. In recent years, sharing economy services (SES) connect 
peer providers who are willing to rent their underutilized resources (e.g., time, spare bedroom, car) for a 
fee to those who are temporarily in need of them (Cusumano, 2015; Gupta et al., 2019). For instance, 
Airbnb is a popular SES that connects local hosts with travelers who need a place to stay, a prevalent 
topic in the field of hospitality and tourism (e.g., Birinci et al., 2017; Camilleri & Neuhofer, 2017; Chen 
& Xie, 2017; Johnson & Neuhofer, 2017). As sharing practices continue to develop globally, research 
has only recently begun to explore how cultural differences, such as thrift and extravagance, influence 
SES. Thus, this study attempts to answer the following research question: Do travelers’ cultural 
orientation influence their values perceptions of sharing, specifically utilitarianism and hedonism, in 
today’s sharing economy? 
  
Methods  
A survey study of Airbnb guests was performed using U.S. respondents recruited online through 
Amazon’s Mechanical Turk in exchange for a monetary incentive. The final sample consisted of 317 
respondents who had a previous stay with a domestic Airbnb within the last six months. This study 
adapted previously established scales in the literature, including Hofstede’s long-term orientation (LTO) 
and indulgence (IND). A mediational analysis was conducted using ordinary least squares path analysis 
(Hayes, 2013) to determine the effects of LTO and IND on satisfaction with SES via values of sharing – 
utilitarianism and hedonism.   
  
Results/Discussion/Implications  
The results of this study provide new evidence of travelers’ cultural values impacting their beliefs and 
judgments about SES. Culture plays a significant role in determining the consumer’s level of 
satisfaction; more importantly, values of sharing appear to have a positive effect with this relationship. 
For example, long-term oriented guests who prioritize frugality and perseverance enjoy not only the 
rational, economic facets of SES but also the enjoyable, experiential aspects of sharing, which leads to 
satisfaction.  

There has been scant research regarding cultural values in SES, particularly Hofstede’s newer 
dimensions of LTO and IND. As such, this study is one of the first to consider LTO and IND within the 
context of SES. Further, the findings extend the theory of sharing and consumer culture literature, 
particularly with cultural values at the individual level in the sharing economy. Finally, some theorists 
argue that sharing resources has been and is still integral to our survival as a species (Belk, 2010; 
Botsman & Rogers, 2010). Thus, an understanding of the role of culture in SES may lead to more 
sustainable consumption practices on a global level. 
  
References are available upon request  
Acknowledgement: This work was supported by The Drapeau Center for Undergraduate Research Eagle 
SPUR Grant. 
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CAN MOBILE PAYMENTS IMPROVE CUSTOMER SATISFACTION IN THE HOTEL 
INDUSTRY?  

Tianyu Pan, Valery Alfonso, Anais Dardiner, Ashley Temstet Benhamou, Imran Ahmad 
Florida International University. North Miami, Florida, US, tpan005@fiu.edu; iahmad@fiu.edu  

Introduction  
This study aims at analyzing the impact of mobile payments on customer satisfaction. The "new" 
payment methods include Apple Pay, Google Pay, Venmo, CashApp, etc. These new forms of payment 
appear to be secure and effective in terms of customer satisfaction. However, it is not suitable for 
everyone's lifestyle. Some customers would rather stay with the classic payment methods. Further, 
various factors affect the adoption of mobile payment methods. One such issue is customer's confidence 
in payment security and protection of the privacy of financial data. According to Khan et al. (2017), the 
hospitality industry has seen tremendous economic growth due to its mobile applications for 
reservations. The purpose of this study is to validate whether mobile payments improve customer 
satisfaction in the hospitality industry.  
 
Methods  
Firstly, we conducted an overview of mobile payment applications, including apple pay, amazon pay, 
and google pay. We then gathered customer reviews from each mobile wallet application and separated 
the satisfied and dissatisfied reviews. Finally, we recorded the reviews related to mobile payment usage 
while staying at hotels using the customer satisfaction rating scale (Millan & Esteban, 2004). The 
independent variable was mobile payment types, and the dependent variable was customer satisfaction. 
This study compared two groups (high satisfaction vs. low satisfaction); therefore, a t-test (n = 23, α = 
0.05) was employed using Microsoft Excel.  
 
Results/Discussion/Implication  
Apple Pay was found to be one of the most widely used mobile application with a client base of 43 
percent followed by Google pay and Amazon pay. Other mobile payment platforms were venom and 
cash app. Based on preliminary data, we reported that about 70% of individuals in our sample used 
mobile payments were satisfied customers. Knowing consumer's satisfaction and perceptions is essential 
because hotels could personalize the system based on the preferences of their own consumers. Mobile 
Payments have been successful in gaining popularity and ensuring a bright future. The future 
consideration for these applications in the hospitality industry will be that it will increase because of the 
ease it will bring to the overly complicated check-in and checkout process. The simplicity of the 
payment process also removes the purpose of having to provide credit card details at the end of the stay 
because of the details already saved on the application. Another reason for its increasing popularity is 
because of the simplicity it brings to customers in regards to loyalty programs. To usually access these 
loyalty programs, customers need to visit each hotel's different websites. These new applications 
facilitate the process of receiving loyalty points and accessing these loyalty programs. According to 
2019 Customer Engagement & Loyalty Statistics, 94% of customers would rather use mobile 
applications if they could redeem loyalty points (Autry, 2019). This study offered customers' perception 
of mobile payment, and the practitioners would find benefits from the results of this study to design their 
own mobile payment system.  
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Introduction  
In the hotel industry, unbundled pricing starts with a base room rate (Vinod, 2019) and allow service 
attributes to be added according to individual lodger’s preference. Thus, unbundled pricing could be a 
viable strategy to jolt customers’ attention to rooms’ distinctive characteristics and make personal-
relevant decisions (Bertini and Wathieu, 2010). In addition, this approach could improve customers’ 
satisfaction and engagement in that à la carte rate structure allows for a wider purchase flexibility 
(Vinod, 2019).  

Admittedly, unbundled pricing could arouse substantial backlash in that consumers could 
perceive it as an unfairly charge without offering corresponding extra value (Tuzovic et al., 2013). 
Therefore, the attributes selected for attribute-based pricing should be perceived as being important and 
frequently used by consumers and thus could further influence their purchase behavior. Accordingly, the 
research objective of this study is to examine how unbundling practice affects consumers’ perceived 
fairness and booking intention. Theoretically, the current study adds in the growing literature on 
unbundled pricing in lodging industry. Empirically, the results could provide guidance to hoteliers with 
respect to how to implement unbundled pricing in practice.   

 
Methods  
Scenario-based approach was employed to conduct two experiments. Study 1 examined the effect of 
unbundling different service attribute categories. A 2 (core vs. facilitating) x 2 (common vs. uncommon) 
between-subjects design was employed to test four different justifications, each with one unbundled 
attribute category.  

Study 2, using the price-framing paradigm (Kahneman et al., 1986), tested the difference in 
fairness perception when demand-based pricing was framed as surcharge versus discount on both room 
and attributes components. A 2 (base room vs. attributes) x (surcharges vs. discount) between-subjects 
design was used and another 116 valid responses (71 Male, Mage = 38 ± 11.56 ) were collected. 
 
Results/Discussion/Implication  
For the first hypotheses regarding attribute categories, neither the main effects (core vs. facilitating & 
common vs. uncommon) nor the interaction term are significant for perceived fairness. For booking 
intention, though the main effects were not significant, the interaction was significant, F(1, 116) = 6.41, 
p-value = 0.012. For the second hypotheses regarding the framing effect, for both perceived fairness and 
booking intention, the main effect of price frame (surcharge vs. discount) was not significant, F(1, 114) 
= 0.073, p-value = 0.79. However, the main effect of rate component (base room vs. service attributes) 
for perceived fairness was significant, F(1,114) = 11.95, p-value < .001. Same for booking intention, the 
main effect of rate component was significant, F = 11.54, p-value < .05. There is no interaction effect 
suggested by the model. 
  
References are available upon request  
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Introduction  
The menu is an integral component of a restaurant’s core strategy (McCall & Lynn, 2008). Menus are 
used to describe dishes to help consumers understand potential ingredients, textures, and tastes (Kincaid 
& Corsun, 2003). Analogous to speeches by professional speakers, a menu requires carefully chosen 
words to make it exciting and memorable (Bowen & Morris, 1995).  

Practitioners and academic researchers alike agree that the menu is an important communicative 
tool, though how menu items should be described is still debatable. Mills and Thomas (2008) proposed 
the Customer Information Expectation of Restaurant Menu (CIERM) model, suggesting that menu 
effectiveness is affected by nutrition information, product information and availability of food 
preparation. Building upon the CIERM model, this study aims to examine consumers’ preferences over 
menu word choice based on current industry practice. This study could contribute to enriches the 
literature on menu word item descriptions by first examining current practices and then testing the effect 
of menu word choice on consumers’ choice.  
 
Methods  
This study applied choice-based conjoint (CBC) analysis to understand and measure the degree of 
influence each menu description category holds over consumers’ choices. The choice model is superior 
to traditional rating or ranking methods in that choice is often the behavior of ultimate interest in a 
decision process, allowing customers to consider multiple alternatives in one setting yet only choosing 
one option (Millar & Balogu, 2011).  

From the choice the subjects make, the utility on each attribute level can be decomposed. We 
used hierarchical bayes estimation to derive individual level utilities. This method uses an iterative 
process, along with the information from the respondent, to estimate the utilities for each subject 
(Wellman and Vidican, 2008).   

 
Results/Discussion/Implication  
Words reflecting cooking methods and sensory aspects drove the two highest-ranked attributes. A minor 
difference was that respondents in the beef and chicken groups ranked cooking methods over sensory 
while salmon group showed the opposite ranking. Words reflecting affective and health characteristics 
were ranked in the middle for all three groups, with affective attribute words ranked higher relative to 
health attribute words. Adjective and ingredient state words were the two least preferred attributes from 
the menu dish descriptions.  

Practically, restaurant consumers assume risks by not being able to taste or physically inspect 
food products prior to consumption. Therefore, a major contribution of this study is to help restaurateurs 
understand consumers’ word preferences related to menu descriptions, thus providing guidance as to the 
most effective way to structure menu descriptions. This understanding could help alleviate the perceived 
risks consumers assume when ordering meals. 
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Introduction  
What word better describes the impact of the current COVID-19 crisis on the lodging industry than 
unprecedented? A recent executive report by the American Hotel & Lodging Association (AHLA) 
showed the devastating effects of COVID-19 on the lodging industry. As of August 2020, 65% of hotels 
had an occupancy rate of 50% or less. Further, the unemployment rate in the lodging industry was 
approximately 38%, and only 38% of U.S. consumers are considering traveling through the end of this 
year (AHLA, 2020). 

Despite the fact that hotels desperately need to bring guests back to fill their rooms, and 
consumers’ decision-making processes may have been significantly influenced by the COVID19 
outbreak, limited studies have investigated to the influence of COVID-19 on consumer behavior—
especially in the lodging context (e.g., Wong, & Yang, 2020). Therefore, this study intended to fill this 
gap by examining if consumers’ perceptions of the severity of COVID-19 influences hotel booking 
intentions and whether the relationship between COVID-19 and hotel booking intentions varies by 
message appeal type and brand loyalty.  
Methods  
A scenario-based online survey was constructed on Qualtrics and participants were recruited via 
Amazon MTurk (n = 311). Participants indicated the perceived severity of COVID-19 (PSC) using the 
measurement items adopted from the health belief model, which were modified to fit the purpose of this 
study (Janz, & Becker, 1984). Then, participants were randomly assigned to either the emotional or 
rational appeal type condition. Self-reported brand loyalty was measured using measurements adopted 
from Back and Park (2003), then the results were averaged and divided into two groups using the 
median value. Lastly, by using measurement items constructed based on Chiang and Jang’s study 
(2007), hotel booking intention was measured. To test the statistical significance of the hypotheses, 
hierarchical multiple regression was performed.   
Results/Discussion/Implication  
PSC had a negative influence on hotel booking intentions (β = -.163, p < .05), while the rational appeal 
type had a positive effect on booking intentions compared to the emotional appeal type (β = .303, p 
< .05). The result also showed the strong influence of brand loyalty on booking intention (β = 1.461, p 
< .001), confirming that brand loyalty still works even amidst COVID-19 crisis. The interaction effect of 
appeal type on the relationship between PSC and booking intentions was significant (β = .191, p < .05). 
The effect of brand loyalty on booking intentions increased as consumers’ PSC level increased (β 
= .271, p < .05). For consumers with high loyalty, the effect of appeal type on booking intentions 
decreased (β = -.354, p < .1).  

The result of the three-way interaction indicated that the interaction effect between PSC and 
appeal type decreased based on the level of loyalty (β = -.276, p < .1). The interaction effect was 
significant only when brand loyalty was low (F(1, 299) = 4.0168, p < .05). The findings suggested that 
hotel firms should understand the importance of loyal customers during health-related crises like 
COVID-19 and also effectiveness of a marketing message types to maximize the likelihood of 
increasing consumer’s hotel booking intentions.  
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Introduction  
The time-before-the-date-of-stay (TBTDS) has been proven to be an important factor in influencing 
consumers’ reactions to quoted hotel prices (Schwartz, Z. 2008). In this context, the extant research 
shows that Chinese tourists make important travel purchase decisions closer to the departure time i.e., 
shorter TBTDS intervals (Choi, S., 2012). Additionally, although consumers’ price sensitivity changes 
based on demand elasticities (Erdem 2008), there are exceptions to this such as the relative lack of price 
sensitivity shown by American consumers when it comes to price increases in the high demand season 
for luxury hotels (Tran, 2011). However, situational contingencies can have an impact on consumer 
behaviors such as the recessions, unfortunate tragedies, and health related events such as the COVID-19 
pandemic (Sheth, 2020; He & Harris, 2020).  

This study examined two important concepts pertaining to hotel booking behaviors in China at 
the peak of the pandemic in February 2020. It examined price sensitivity across different hotel tiers and 
evaluated booking behaviors pertaining to the time-before-the-date-ofstay (TBTDS). Van Westendorp’s 
Price Sensitivity Meter (PSM) (1976) was utilized to determine points of marginal cheapness, the 
optimal price point, indifference price point and marginal expensiveness specifically to different hotel 
tiers in China.  
 
Data & Methods  
Data was collected using the China survey distribution site wjx.cn through a selfadministered online 
survey in February 2020. The questionnaire, besides necessary questions of PSM, also included 
respondents’ preferences of hotel tiers and TBTDS. The National Holiday, followed by a week after the 
Chinese New Year served as proxies for high and low demand respectively. A 2*2 between-subjects 
design was employed, and consumer responses were examined with discount levels and flexibility 
serving as key factors towards the larger objective of evaluating price sensitivity.   

Results/Discussion/Implication  
The four important price points and acceptable price ranges (APR) of respondents in each hotel tiers 
were determined (economy hotel-CNY150-208, midscale - CNY300-420, upscale/luxury - CNY410-
810). Understandably, consumers reported the lowest levels of price sensitivity when it came to 
upscale/luxury hotels with even the point of marginal expensiveness being nearly twice as more than the 
point of marginal cheapness. There were no differences in price sensitivity across all three tiers between 
the two levels of demand. This deviation from our earlier understanding that demand does play a role in 
price sensitivity can be attributed to the COVID19 pandemic which arguably blurs travelers' perceptions 
of demand in general. Another finding that can attributed to the pandemic is that up to 60% of 
respondents across both levels of demand chose to reserve 1 week (or less) prior the date of stay. This 
was the preferred option over the 4 weeks prior to the date of stay interval that was combined with a 
20% discount on price and the option to cancel without penalties. These findings provide a window of 
understanding about consumer behavior in China at the time of distress such as the COVID-19 
pandemic. Future research is planned to study the same relationships modeled here under normal market 
conditions not affected by major events and phenomena.  
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Introduction  
Nowadays, travel for treatment and recovery has become one of the most important tourism goals; as a 
result, medical tourism is growing to a prevalent form of tourism (Baukute, 2012). Travel motives are 
not the same in all subsections of tourism, and medical tourists' motivations are fundamentally different 
from the recreational tourists' motivations (Jotikasthira, 2010). Therefore, it is imperative to conduct 
individual and specialized studies to identify and analyze this special group of tourists' motivations, 
especially in Asian settings.  

Asia is an important medical tourism destination globally, especially because of its lower 
currency in contrast to many European, American, and Australian regions. In this regard, between the 
Asian countries, Iran has a big opportunity for medical tourism. In addition to price, according to Iranian 
specialists and physicians' reputation and ability, and its infrastructure, this destination can turn into one 
of the medical tourism hubs in the Middle East (Hadizadeh et al., 2014). This study aims to identify the 
motivational factors of international medical tourists to Iran.  
 
Methods  
A Self-administered questionnaire was designed. Forty-three motivational items were proposed based on 
previous studies (e.g., Connell, 2006; Crooks et al., 2010; Wong & Musa, 2013; John & Larke, 2016). 
Items have been designed on a 5-point Likert scale to show the level of agreement.  

This study's statistical population was international patients visiting eight hospitals in Tehran 
from July to December 2016. A pre-test has been done first with 16 medical tourists in Iran. The 
reliability coefficient of the questions was 0.764, which was acceptable. The main survey was then 
conducted utilizing the convenience sampling method, and 132 valid questionnaires were obtained. The 
exploratory factor analysis has been conducted through principal component analysis with Varimax 
rotation.  
 
Results/Discussion/Implication  

The eight factors were named based on previous literature and component items. They include 
Infrastructure of the Country, Infrastructure of the Hospitals, Access at Destination, Lack of Access to 
Treatment, Cost, Constraint/Attitude, Culture & Language, and Tourism, respectively. Previous studies 
indicated "Cost" as the most important motivational factor for medical tourism in different countries 
(Smith & Forgione, 2007; Drinkert, 2015). But interestingly, the present research results show that 
"Cost" was not that important for medical tourists in Iran, as it was the fifth motivational factor out of 
eight. In fact, the factor of "Infrastructure of the Country" has the first priority. It means that for medical 
tourists in Iran, political stability, safety, and similar religious beliefs are more important for choosing 
Iran as a destination than the cost and price of treatment. Another interesting result of this study is the 
importance of "religious features" in medical tourists' motivations to select Iran for doing the treatment, 
rare in previous studies. Therefore, it is recommended that Iran's DMO focus more on these special 
features to attract medical tourists, especially from neighboring Islamic countries.  
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Introduction 
The prevalence of photo-sharing when travel has been widely recognized (Luo & McKercher, 2015; 
Dinhopl & Gretzel, 2016). One of the common practice worthy of attention is that many tourists retouch 
the photo before they share it on social media. For example, approximately 48% of Americans regularly 
use photo editing software (Eksposure, 2020). While in China, up to the end of 2019, there were nearly 
300 million image-editing App users (iResearch, 2020), with MeituPic as the most popular Chinese App 
when tourists travel (QuestMobile, 2020). Such a trend calls for academic research in a tourism context. 
Therefore, this paper aims to inductively explore the motivation and attitude behind tourists’ photo 
retouching and online sharing behavior, which are essential for deep understanding of tourist experience 
from new perspectives. 

 
Methods 
An inductive, qualitative study is the most suitable methodology for exploratory research based on the 
paradigm of constructivism (Patton, 2014). Qualified adult participants who had travel experience in the 
past one year and had shared retouched travel photos on social media platform (s) were selected by online 
recruitment. Then the snowball method was employed in an effort to obtain informants from various 
backgrounds. Data collection was conducted within the period of May to November 2020. A total of 16 
in-depth semi-structured interviews were carried out with the age of participants range from 18-38. Data 
saturation was reached. Due to the pandemic of Covid-19, all the interviews were conducted virtually; 
each interview lasted approximately 50 – 80 minutes.  

To add the validity and reliability to the word-based inquiry, photo elicitation method was used as 
another research tool (Harper, 2002). Pilot interviews with three informants were conducted to ensure that 
all the questions were clear and understandable. The final version of the protocol was produced based on 
the feedback from both one expert and pilot interviews. Furthermore, all transcribed interviews were coded 
using NVivo 12 software. Codes were not predetermined but were inductively developed. 

 
Conclusions and Discussions 
This study explores the motivations of travel photo retouching and how the behavior is potentially 
linked to tourism experience. Firstly, five dimensions of motivations were identified. Secondly, based on 
the self-presentation theory, tourists presented the destination as a way to present a better self. However, 
the conformity and comparison behaviors made the “self” part fail to jump out of the prior projected 
online destination image. Thirdly, tourists retouched and shared the photo to be gazed by online 
audience; a deep pursuit for social connection with their audience was revealed. Lastly, experiences may 
be reconstructed through the successful retouch and interaction process. Those new perspectives shed 
light on onsite attraction management for attracting tourists through photographing and sharing, leading 
to better tourist experience and destination image. 
 
References are available upon request  
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Introduction  
Online travel communities function as an influential interaction platforms for tourists to review or 
discuss without the limitation of time and space (Chan et al., 2017; Xiang et al., 2017). Extant studies 
mainly focused on appraisal contents generated by user interactions and their influence on tourists’ 
decision-making (Park, Lee & Han, 2007; Baka, 2016). It is still largely unknown how user interactions 
occur and structure in online travel communities, which determines the vibrancy of communities and the 
influence of these contents.  

Drawing on social network theories and methodologies, this study aims to examine how user 
interactions, specifically, users’ replying behaviors, occur in the network context and to model their 
structural dependencies in online travel communities by exponential random graph models (ERGMs).  

 
  

Methods  
A dataset of 1,512 posts and 4,034 replies were obtained from a Chinese leading online travel 
community (Mafengwo), involving 2,898 users, forming a directed network with the size of 2,898 nodes 
and 3,925 edges. The dependent variable was tie formation based on user replying behaviors. We 
included the actor-level variables as control variables, and the dyad-level variables and the network level 
variables as independent variables based on user-specific characteristics. ERGMs were applied to test 
the hypotheses. 

  
 

Results/Discussion/Implication  
Results demonstrate that users were more likely to form replying ties between users with greater 
differences in status and with similar preference in writing travelogues in the dyad level. The formation 
of user interactions in the online travel community exhibits significant tendencies of reciprocity, activity 
spread, generalized transitive closure, and multiple connectivity in the network structural level. Besides, 
this study employed ERGM and highlighted its application in accommodating the interdependence of 
network data and endogeneity, which cannot be achieved using conventional statistics methodologies. 
The empirical study provides new insights to the existing literature of online travel community and 
tourism network.  
 

 

References are available upon request  
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Introduction  
Anime, the cartoon made by Japan, has a strong influence on global trends, as it became popular in East 
Asia first. (Kasai & Hsu, 2012). Meanwhile, anime culture is growing fast in western countries (Tung et 
al., 2017). The development of anime industry in Japan influenced the growth of anime tourism. 
Previous research related to anime tourism have examined the motivation and intention to visit 
destinations that related to anime (Kirillova et al., 2019; Agyelwaah, et al., 2019; Ono et al., 2020). 
However, there is a lack of studies focusing on the eWOM of anime tourism destinations and compare 
anime travelers from Eastern and other Western countries. This study analyzed the reviews of Tokyo, 
Japan’s anime tourist destinations from Google and TripAdvisor to investigate: 1): the emerging themes 
that anime tourists disclosed in the reviews that associated with tourist destination; 2): the positive or 
negative cues of different themes represented from the eWOM of the anime tourism destination; 3): the 
differences in the eWOM of anime tourists from Eastern and Western countries.  
  
Method   
This study selected four famous anime tourism destinations in Tokyo, which are Akihabara, Pokémon 
Mega Center, Tokyo One-Piece Tower, and Studio Ghibli Art Museum to collect eWOM. For the 
purpose of validity, this study utilized data source triangulation and collected data from TripAdvisor and 
Google to develop a more comprehensive understanding (Catanzaro, 1988; Denzin, 1987; Patton, 2002; 
Rolfe, 2006). Netnography, as the methodology for this study, refers to a set of practices that utilizing 
search engines to locate a particular interactional or social data, such as online reviews (Kozinets, 2015). 
This study utilized online reviews that provide consumer insights in a large quantity and aims to seek 
meanings behind the data. This research also conducted an inductive content analysis, deductive content 
analysis, and employed the unconstrained matrix to analyze online reviews.   
  
Result and Implication 
Unstructured matrix analysis guided researchers to conduct the further analysis taking inductive 
approach. All the major themes indicate the important attributes for animation tourists, interestingly, 
westerners and easterners didn’t have that much of a different other than the theme of language and 
service. Westerners show more concerns on language ability other than easterners, although language 
might be the barrier for both. A subcategory “crowded” were reported more frequently from westerners 
compare to easterners. This study helps marketers in anime destinations to understand the characteristics 
of eastern and western travelers for anime tourism, shared commonality, and differences specifically. 
From the negative cues, destination marketers and operators can focus on advancing and improving the 
overall experience for global tourists. 
 

 
References are available upon request  
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Introduction 
Video games are mass media for entertainment using personal computers and video display devices 
(ESA, 2019), positively affects the tourism industry by providing detailed virtual environments close to 
the real place (Granic et al., 2014). Game-based studies have examined players’ psychological behaviors 
by looking at variables such as flow and presence with game experiences, examining entertainment, 
escapism, education, and esthetic experiences, critical components in the experience economic model. 
With the growing interest in the video game industry, recent studies have paid attention to video’s 
potential role, but the impact of games on destination image has rarely been explored in the game 
tourism context. 

The purpose of this study is to investigate how game players develop the perceived image of 
the virtual place in the video game by measuring their flow, game experiences, and spatial presence. 
A video game, Assassin’s Creed Odyssey, was chosen for the study. 

 
Methods 
The research framework represents the combination of disparate streams of research, which consists of 
flow (12 items), experience (14 items), spatial presence (8 items), and destination image (14 items). 
This study selected “Assassin’s Creed Odyssey,” which features Ancient Greece— using Amazon 
MTurk. A total of 502 people participated in the survey, but 15 were eliminated due to incomplete 
responses. Therefore, the remaining 487 were used for the data analysis. The measurement model was 
examined through confirmatory factor analysis with a good fitting model, and structural equation 
modeling was conducted. 

 
Results/Discussion/Implication 
This study revealed that flow significantly impacted all four game experience dimensions. This implies 
that when people are fully immersed in the video game, they tend to have a positive game experience 
through such opportunities as learning, enjoying, escaping, and appreciating the environment. 
Education and escapism further had a significant positive effect on spatial presence. When players 
experienced learning opportunities, they were more likely to feel they are physically in the 
environment. Also, when players exhibit escaping experienced from their daily life, they were more 
likely to feel a sense of “being there.” Lastly, spatial presence had a significant impact on the 
destination image, which implies that players’ virtual experiences of the environment helped them to 
create and develop their overall perception and judgment of the destination-based components featured 
in the game. 

This study will fill the research gap by combining flow, experience, spatial presence, and 
destination image in a single framework and represents how game players develop Greece’s destination 
image in the Assassin’s Creed video game setting. The present study suggests several significant 
contributions to the literature and provides game-induced tourism researchers with new insights. 
Moreover, this study suggests that destination marketing organizers recognize the importance of 
escaping and education function. 
References are available upon request. 
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Introduction  
With a substantial number of new projects and expansions announced by various theme parks, the theme 
park industry has consistently seeking opportunities by redesigning their services to attract visitors and 
improve their experience. Theme parks often redesign their physical services by incorporating 
intellectual property or IP (generally movies or TV shows based) to modify the themes of their 
attractions to create a more diverse and interactive guest experience (Morisetti, 2015). While IP becomes 
a major component in theme parks’ development, research on service redesign and IP adoptions in 
theme parks barely exist.  

To fill the research gaps, this study aims to 1) explore consumers’ reactions to the physical 
service redesign manifested in their brand love in a theme park setting; 2) explore potential drawbacks 
of nostalgia in the relationship between service redesign and consumers’ brand love; and 3) understand 
how consumer expertise interact with nostalgia in influencing consumer’s brand love when facing 
service redesigns. 
  
Methods  
This study employed a scenario-based experimental design that had participants imagine a modification 
of an attraction to manipulate service redesign. First, participants were instructed to recall and write 
about a theme park attraction they had good memory with. The participants were also asked to write 
down a TV or movie IP they like and one they dislike. Then, participants were asked to imagine 
vacationing at the same theme park, and were randomly assigned to one of the four conditions: 1) the 
attraction they wrote about was the same as they remembered; 2) the attraction has been rethemed to the 
IP they wrote down earlier that they dislike; 3) the attraction they wrote about has been rethemed to the 
IP they wrote down earlier that they like; 4) the attraction was completely demolished. Participants’ 
brand love for the theme park was captured after they read their assigned scenarios.  
  
Results/Discussion/Implication  
We discovered when theme parks undergo service redesign, nostalgia may play a negative role in 
predicting consumers brand love. When theme park visitors are highly nostalgic, demolishing an 
attraction will cause fewer negative effects on brand love than retheme that attraction with an unlikable 
intellectual property. Moreover, nostalgia and consumer expertise are found to have joint negative 
effects on brand love; when consumer expertise is high, our results confirm that nostalgia overpowers 
consumer expertise. This study contributes to the hospitality literature by contrasting past studies that 
display the positive effects of nostalgia in influencing consumer behaviors and suggests the potential 
drawbacks of nostalgia in the service industry. It also illustrates nostalgia is an intricate marketing tool 
for the industry.  
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Introduction  
Social media have become a critical part of the travel process in terms of information searching (Xiang 
& Gretzel, 2010), decision making (Dwityas & Briandana, 2017), travel planning (Fotis, Buhalis & 
Rossides, 2012), and experience sharing (Kang & Schuett, 2013). As more and more tourists are 
increasingly utilizing social media as an information searching and experience sharing tool, social media 
haves become a critical part of tourists’ experience sharing and recalling (Lund, Cohen & Scarles, 2018; 
Wong et al., 2020). For marketers, social media are virtual venue where brand loyalty is expressed and 
fostered, and emotional connection with the brand can be forged in customers (Hudson & Thal, 2013). 
Thus, the stickiness with destination social media can be effective indicators of the destination favorable 
attitudes and behavioral loyalty. But considering that travel experience is not a part of daily life, there is 
usually a time interval between two trips, thus the desire to repeat the experience such as intention to 
revisit may be different compared with intention right after the trip just ended. Consequently, it is 
necessary to investigate how destination brand experience and social media stickiness unfold over time. 
Thus, this research adopts a longitudinal method and, through use of an autoregressive cross-lagged 
model, to understand the dynamic, reciprocal relationships between destination brand experience, social 
media stickiness, and intention to revisit over time.  
  
Methods  
This research adopted an autoregressive cross-lagged model to identify the reciprocal longitudinal 
relationships between tourists’ travel experiences and post-consumption psychological and behavioral 
responses. The survey measured four dimensions of destination brand experience, social media 
stickiness, and intention to revisit, as well as demographic characteristics. Three waves of data were 
collected through Qualtrics with one-month time interval. Finally, 215 respondents completed the three 
waves of surveys.  
 
Results/Discussion/Implication  
The results showed that the reciprocal links between destination brand experience and social media 
stickiness over time was complex and does not seem to follow a uniform pattern. The findings implied 
destination brand experience revive and fade on social media over a time period, as well as in tourist’ 
mind. The finding that social media stickiness did not predict revisit intention is consistent with prior 
research that social media might contribute to destination brand building in the long run but be less 
likely to drive an immediate increase in tourist visitation (Zeng & Gerritsen, 2014). Overall, the current 
research integrates prior empirical findings and provides a novel test of hypotheses using longitudinal 
data. The findings demonstrated the heterogeneous development of the relationships between destination 
brand experience and social media stickiness of tourists over time.  
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Introduction 
The advent of peer-to-peer (P2P) platforms has resulted in a global phenomenon of collaborative 
consumption described as “what’s mine is yours” (Botsman & Rogers, 2011, p. 15). In the P2P 
ecosystem, three entities shape a triadic relationship: service enablers (e.g., Airbnb and Uber), service 
providers (e.g., host and driver), and customers (e.g., guest and rider) (Kumar, Lahiri, & Dogan, 2018). 
Airbnb, one of the most successful P2P platforms, enables regular people to rent out their properties for 
visitors (Tussyadiah, 2016). The service-dominant (SD) logic (Vargo & Lusch, 2004), the driving 
paradigm in value co-creation and customer experience research (Hollebeek & Rather, 2019), suggests 
that consumers serve an essential role in forming value with companies. Interlinking Airbnb with the SD 
logic, previous literature in hospitality and tourism indicates that Airbnb plays a role in resource 
integrators, including hosts and visitors in a process of dynamic interactions (Mody & Hanks, 2020). 
With a large volume of unstructured Airbnb reviews, the use of big data analytics is particularly 
important to capture the multidirectional relationships (Cheng & Jin, 2019; Liu & Mattila, 2017). 
Despite the ability of big data analytics to provide a better understanding of customer insights, little is 
known about how value is co-created through a joint activity among multiple actors (actor value 
formation) in the context of Airbnb by using the big data technique. Thus, this study, adopting a text 
mining approach, seeks to identify the constructs of actor value formation (AVF) and investigates the 
effects of AVF on value, communication, accuracy, and overall rating.  
 
Methods 
This study identified the constructs of AVF in the context of Airbnb by adopting a mixedmethod of 
deductive and inductive approach. Our research began with the deductive approach by developing an 
AVF dictionary based on Yi and Gong’s (2013) value co-creation behavior scale, which has been widely 
used in tourism and hospitality research (Assiouras et al., 2019; Taheri et al., 2017). Online reviews 
were subsequently analyzed in the inductive approach as to how AVF is manifested and how it could be 
captured in Airbnb settings. Data management and analyses were conducted using R 3.6.1 with multiple 
packages (e.g., tidyverse, tm, qdap). A total of 586,778 reviews (New York City: 294,140; Los Angeles: 
292,638) were collected. Furthermore, this study investigated the role of each construct of AVF, which 
influences value, communication, accuracy, and overall rating.  
 
Results 
This study developed the AVF dictionary by using previously validated scales and content analysis of 
online reviews. The findings indicated that the AVF from our analyses involved multiple constructs: 
advocacy, information seeking, information sharing, and personal interaction. Furthermore, this study 
investigated the role of each construct of AVF, which influenced accuracy, communication, value, and 
overall evaluation. This study contributes meaningfully to the literature by providing a new perspective 
on AVF, which could be utilized for future investigations into value creation in the P2P ecosystem. 
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Introduction  
COVID-19, labeled as black swan event, has had a disastrous effect on every aspect of human life, from 
global healthcare systems to local economy and businesses (Sohrabi et al., 2020; Fernades, 2020). 
Unfortunately, the loss of tourism revenue is permanently lost due to the unsold capacity, it spills over 
into other businesses that rely on tourism (Fernandes, 2020). The current literature on the COVID-19 
impact in tourism industry focus on Asian countries (Hoque, et al., 2020; Zheng, Goh & Wen, 2020) and 
European countries (Correa-Martínez, et al., 2020; Tuite, A. R. et al., 2020). However, little is known 
about U.S. tourists’ travel intention. Therefore, the purpose of this study was to unfold tourists’ travel 
intention under COVID-19 by assessing perception of information, vulnerability, severity, and fear. 
Additionally, this study adopted Cognitive Appraisal Theory (CAT). The findings provide government 
agencies, information providers, tourism marketers, and all the hospitality service businesses with a 
clear picture of potential tourist perception that could contribute to the recovery of U.S. tourism. 
  
Methods  
This study targeted the American population at the age of nineteen or above and collected data through a 
self-reported survey using Qualtrics. The data was collected in May, 2020. The survey was distributed 
through Amazon Mechanical Turk (Mturk). In total, 1,100 participants were recruited from the U.S., and 
there are 1,017 usable survey results. Prior to structural equation modeling (SEM), reliability analysis 
and correlation analysis were conducted. All the analyses were undertaken via SPSS Mplus 8.4 and 
Amos 22. The survey instrument included questions with regard to the believability of COVID-19 
information, perceived severity, perceived vulnerability, fearfulness of COVID-19, intention to travel 
solo, intention to travel with family, and intention to travel with a group. All items were measured on a 
seven-point Likert scale, ranging from 1(strongly disagree) to 7 (strongly agree).  
  
Results/Discussion/Implication (Expected Results for the poster submission) 
The findings suggested that fear has an impact on travel with family or group, however, not on solo 
travelers. With larger groups, people seem to be more concerned about the safety. Compared with 
traveling solo, people tend to have more control of their travel, evidently, fear might not be a major role 
that plays in travel intention. As argued from a Cognitive Appraisal Theory (CAT) perspective, the 
cognitive emotional evaluation affects the coping strategies and behavior, which means after tourists 
evaluate COVID-19 by processing the information that provided on COVID-19, they generate their own 
emotion based on the risk and threat, and they behave accordingly. In addition, in this study, 
believability of COVID-19 positively influenced fearfulness. As an implication, government and media 
should realize the importance of information, and can use it as a psychological threat-management tool 
for people to make the protective choices.    
  
References are available upon request  
Please email to request for references in the email. 
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Introduction  
It is hardly deniable that tourism-related crises/risks, including health risk (e.g., COVID-19), can impact 
park visitation. Surprisingly, numerous studies examining the causal effect of perceived risks on 
visitors’ behavior, commonly with multiple regression analysis (MRA) or structural equation modeling 
(SEM), have reported somewhat weak or even no effect on visitation behavior across study contexts. In 
this study, we argue that the surprisingly weak effect of tourism-related crises/risks on park visitation 
could be attributed to a conventional practice of treating risk perceptions as motivational factors, which 
means they can sufficiently predict park visitation in a statistical term. However, we suggest that a low 
crisis/risk alone does not ensure an increase in park visitation. Rather, crises/risks are de-motivators that 
they should be considered as “barriers,” “constraints,” or “necessary conditions” that must be managed 
before people decide to visit. With this notion, this study aims to revisit the influence of the COVID-19 
pandemic on park visitor mobility with the necessity logic of causality 
  
Methods  
We designed an observational study based on mobile-based park mobility data (COVID-19 Community 
Mobility Reports, 2020; Ritchie, 2020). We set country as a focal unit and selected 133 countries in 
total. The timeline of the dataset ranges from February 15th, 2020, when COVID-19 started to be 
recognized widely, to July 7th, 2020, when we analyzed the data. This study analyzed the data with 
necessary condition analysis (NCA), a recently introduced statistical technique designed to identify the 
necessary cause(s) (Dul, 2020). 
  
Results/Discussion/Implication (Expected Results for the poster submission) 
The NCA results revealed that (a small number of) new COVID-19 infections and deaths are necessary 
causes of high levels of park visitation. Our results have challenged previous research that new COVID-
19 infections/deaths do not influence park visitation per conventional average-based methods (i.e., 
regression, SEM). In other words, minimizing COVID-19 infections or deaths is a necessary condition 
to ensure an increase in park visitors.  

The findings have tackled the notion of tourism risk literature that reaching a low level of 
tourism-related crisis/risk is likely to increase visitation. But alternatively, it is a high level of crisis/risk 
that can predict a decrease in visitation. Further, this study explains why numerous studies investigating 
the causal relationship between tourism risks/crises and tourist behavior with conventional average-
based methods (i.e., regression, SEM) have reported insignificant or weak causal effects (e.g., Chew & 
Jahari, 2014; Qi et al., 2009; Rice & Pan, 2020). This study is also practically relevant because the 
findings have pinpointed the criticality of reducing COVID infections and their associated risks 
perceptions to fuel intentions to travel. The details of the results can provide an accurate prediction of 
the maximum level of park visitation for each country according to the new COVID-19 infection/death 
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cases. This information prompts governments, tour operators, and park management to develop proper 
administrative and operational strategies in the post-pandemic era.  

FACTORS INFLUENCING TRAVEL INTENTION OF POST-DISASTER DESTINATIONS: 
THE CASE OF 2016 HURRICANE MATTHEW   

Hang Cui1, SoJung Lee2, John Salazar3 
Iowa State University, Ames, Iowa, USA, hangcui@iastate.edu1; sjlee@iastate.edu2  

University of Georgia, Athens, Georgia, USA, jsalazar@uga.edu3 
Introduction  
Given the increased severe impacts of natural disasters, the tourism industry has recently faced 
challenges to promote sustainable destinations. Hurricane, for example, increases travelers’ perceived 
risk of the affected destination, which could influence their travel decision. Perceived risk can be 
described in terms of performance, financial, physical, and avoiding (Maser & Weiermair, 1998). With 
the perceived risk, tourists also use various resources (e.g. friends, family, news, visitor bureau, media) 
to increase knowledge and familiarity with a destination while reducing tourists’ uncertainties about the 
destination, thereby influencing travel intention (Fodness & Murray, 1997). Construal level theory 
(CLT) describes that temporal distance to a future trip can influence travelers’ evaluative representation. 
Thus, it can be assumed that the impacts of natural disaster on travel intention would be different, 
depending on how later people plan to travel.  

This study examined a conceptual framework grounded in CLT to estimate the influences of 
perceived risk and information sources on travel intentions to a destination that was affected by a natural 
disaster by comparing three groups: no intention (no travel intention), short term (travel within 3 
months), and long-term (travel within 12 months).  
 
Methods  
The survey instrument consisted of four sections: 1) travel intention, 2) perceived risk, 3) information 
resources, and 4) demographic characteristics. This study selected the South Atlantic coast, influenced 
by Hurricane Matthew in 2016. Data were collected through an online survey, 1325 responses in total 
were used for data analysis. In order to analysis the categorical depended variable, multinomial logistic 
regression analysis was conducted to examine differences on the impact of perceived risk and 
information sources on travel intention among the three non-ordered groups. 
 
Results/Discussion/Implication  

The result revealed that two types of perceived risk - performance and avoiding risks negatively 
influences travel intention. The findings imply that perceived risks formed by natural disaster leads 
tourists to holding their travel intention at least 12 months. This study also found that travel industry 
experts, family, news media, and search engines were important factors to influence travel decision. 
Furthermore, these impacts were different by the three temporal groups. Findings imply that travel 
industry experts are an important resource that impacts travelers’ plans in a short-term timeframe while 
family members are salient to influence travel intention in a long-term. On the other hand, search engine 
and news media seem to have strong negative impact to present the severe damage of the destination. By 
using the multinomial logistic regression analysis approach, this study contributes methodological 
significance to improve the measurement of travel intention and highlight the distinctive differences in 
the impact of perceived risk and information resources on travel intention, concerning temporal distance 
and also suggest practical implications.   
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WHAT DOES FAMILY TRAVEL MEAN TO ME: RESPONSIBILITY OR DESIRE? 
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Research Background 
As an important component of family life, family travel is expected to grow faster than any other forms 
of leisure travel, notably families with young children. However, this basic market segment has not 
received enough attention from the academia as it did in the industry. Though the function of family 
travel is frequently termed as "benefits" and usually categorized into four broad aspects: advantages for 
health in psychology and physiology and stress relief (Chen, Petrick & Shahvali, 2016); family well-
being (Fu, Lehto, & Park, 2014); learning (Stone & Petrick, 2013); and improving interpersonal 
relationships (Durko & Petrick, 2013), stress could also arise during family vacation and the end results 
could be less ideal and even exhausting (Backer & Schänzel, 2013; Gram, 2005). Existing literature 
have mainly focused on families with adolescents or inquired from the mother only. Limited research 
has heard the voices of father and children, especially young children aged between 2-7. Thus, it is the 
intention of this research to find out what does family travel mean to each family members and whether 
all family members perceive family travel as "benefits" and whether they found family travel as 
something they have to do or they want to do. 
  
Research Method  
Face-to-face open-ended interviews in Mandarin Chinese were performed with 21 Chinese families 
having children aged between 2-7 during Fall 2019 and lasted around 45-90 minutes. Children were also 
invited to draw pictures of their perceptions of holidays. All of the information in the interview were 
recorded, transcribed and analyzed through content analysis, which compose of open coding, axial and 
selective coding  
  
Findings, Discussions & Conclusions  
Fathers see family travel as an obligation. As obligation is passive, they felt most of the time they must 
go on a family vacation to ensure the "happiness" or "benefits" of others and accomplish certain "goals", 
such as a move to foster relationships with family members and the possibility to development children's 
personality and knowledge during family travel. They also think family travel as a way of recognition in 
order to "win face" and to compensate grandmothers as functions of family vacation. Physical fatigue is 
also a shared comment and the motivation of "escape from work" or "relaxation" are only mentioned 
with the explanation "It's a 'MENTAL' relaxation, not a physical one".. Mothers view family travel as a 
right to get away and at the same time fulfill their role as mother. They went on family travel with a 
strong motivation to escape from daily routine life and hope for a change of environment. The eagerness 
to get away were so strong that the benefits of family bonding and development for children actually 
come after. Travelling seems to be a comforting way to help them find their own value again and 
become a better self when returned. Young children have less worries of who they are and what they do. 
They are not purposively looking for fun activities as adolescents did from previous studies (Hilbrecht et 
al., 2008). Young children are pure and innocent and "are happy and excited as long as they are 
outside". To conclude, while all family agreed that family travel can foster family bonding and 
communication, the primary impact varies from each other. 
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Introduction  
Inbound tourism is an important part of the tourism market, but the scale and volumes of Chinese 
domestic inbound tourism are still insufficient, especially the structure of the inbound tourist market is 
uneven (Sun et al., 2019). The inbound tourism market of Hong Kong, Macao and Taiwan is gradually 
saturated, and the growth rate of new inbound tourists in China is obviously slowed down, which 
restricts the healthy and sustainable development of the domestic tourism market (Zhou & Feng, 2016; 
Wang, 2017). Therefore, using new technology to develop the potential inbound tourism market in 
China has become an urgent marketing target.  

According to data from the Ministry of Education of China, in 2019, there were nearly 400,000 
foreign students from 203 countries and regions learning in China. These foreign students use social 
media to help China to promote the image of tourist destinations and to attract more potential tourists 
travel to China has become a propaganda force to be reckoned with. Meanwhile, social media has 
become an essential channel of searching and assessing information of travel planning (Amaro et al. , 
2016; Bilgiham, et al, 2016; Hu & Kim, 2018) and also an effective means of improving overseas 
marketing at the destination (Tan et al., 2018). Therefore, it is necessary to conduct research to explore 
how social media influences the travel intentions of international students in China. 
  
Methods  
This study took overseas students in China as research samples and conducted a questionnaire survey. 
The improved model (combined with TAM and TPB) was used to analyze the data, and then a relational 
mechanism model was constructed to investigate the impact of social media on overseas students' travel 
intentions. 
  
Results/Discussion/Implication (Expected Results for the poster submission) 
The results show that :(a) perceived ease of use and perceived usefulness have a direct positive impact 
on tourists' attitudes, subjective norms and desires. (b) Perceived ease of use can significantly improve 
perceived usefulness and directly affect travel intention, but perceived usefulness does not directly affect 
travel intention. (c) Tourists' attitudes, subjective norms and desires play an adequate mediating role in 
the relationship between perceived ease of use, perceived usefulness and willingness to travel. This 
study emphasizes the importance of social media in the overseas marketing of destinations and further 
discusses how to promote the willingness of international student tourists to travel to China through 
social media. 
References are available upon request  
Amaro, S., Duarte, P., & Henriques, C. (2016). Travelers’ use of social media: A clustering approach. 
Annals of Tourism Research, 59, 1-15.  
Bilgihan, A., Barreda, A., Okumus, F., & Nusair, K. (2016). Consumer perception of knowledge-sharing 
in travel-related online social networks. Tourism Management, 52, 287-296. 
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Introduction  
Local-led travel experiences in P2P online platforms are still a newly emerged phenomenon in the past 
few years as part of the sharing economy in tourism. Compared to hotels and P2P accommodations, 
guided travel experiences are more complex in identifying how consumers evaluate the experiences. 
However, extremely limited academic attention has been paid to the market demand, consumer 
characteristics and evaluation of the local-led travel experiences in P2P online platforms.  

It is necessary for destination managers to understand the heterogeneous language used in online 
reviews of different sub-sectors and analyze tourists’ satisfaction accordingly (Dickinger et al., 2017). 
Therefore, this study’s objective is to gain a more in-depth understanding of tourists’ satisfaction with 
local-led tour experience on P2P online platforms. This study first investigated the hidden topics that 
influence tourists’ evaluation of the tours using big data approach. Tourists’ satisfaction towards the 
topics were further examined through correlating the customer reviews with ratings.  
  
Methods  
The empirical online review data were collected from the Airbnb Experiences website, one of the largest 
online platforms that offer P2P local-led travel experiences. Web crawlers written in Python and Java 
programming languages were used to mimic a user’s access and download online reviews from ten U.S. 
tourism destinations on Airbnb Experiences platform in March 2020. In total, 211,611 reviews of 3,694 
activities were used for the data analysis. All reviews written in English were pre-processed first and 
then analyzed via Latent Dirichlet Allocation (LDA). Then, we extracted the topics with a top-10 word 
list for each topic. Next, we identified the topics and labeled them accordingly to represent the key 
attributes of local-led travel experiences in P2P platforms (Bi et al., 2019; Guo et al., 2017).  
  
Results/Discussion/Implication  
Through the Elbow method (Xiang et al., 2017), we revealed 14 topics using the coherence scores. The 
14 topics were labeled as: enjoyment, host friendliness, taste sensory stimulation, group interaction, 
general recommendation, learning experience, view sensory stimulation, host personality, host 
expertise/knowledge, value, physical movement, comfortability, and personalization. Our topic 
frequency analysis results indicated that tourists value sensory stimulations (i.e. view/sceneries, tasting 
experience, and physical movement/act) and learning experience from the P2P local-led travel 
experience.  

On one hand, this research highlighted the experiential factor of local-led travel experiences, 
with key dimensions in tour-/activity-related characteristics such as sensory stimulation, personalization, 
and learning experience. This result corresponds to individual’s need to grow and self-achievement 
based on the ERG motivation theory (Alderfer, 1969). On the other hand, host-related characteristics 
were equally valued and commented by tourists. The findings highlighted tourists’ need for uniqueness 
and customization in P2P local-led travel experiences, which are distinctive from the traditional tour 
guide services. 
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Introduction  
An individual tends to form the first impression of other people very fast and unconsciously. Given the 
importance of trust issues in today’s sharing economy, particularly in the peer-to-peer accommodation 
sector such as Airbnb (Zhang, Yan, & Zhang, 2018), one main source for customers to perceive the 
host’s trustworthiness before making any purchase decision is their online profile photo. A person’s 
nonverbal behaviors such as facial expression offer basic social information and could be more 
important than verbal messages due to the unconscious nature (Otta, Fabiana, Abrosio & Hoshino, 
1996). However, extremely limited research has ever investigated the companionship in online profile 
photo on P2P platforms and considered the guest’s gender in the examination.  

Accordingly, this study aims to (1) investigate how visual cue such as the companion in hosts’ 
profile photos influence guests’ perceived trustworthiness and attractiveness of the hosts; (2) test 
whether the customers’ gender moderates the effect between visual cues and perceived trustworthiness 
and attractiveness of the hosts; and (3) examine the effect of perceived trustworthiness and attractiveness 
on guests’ desire for social interaction with the hosts and purchase intention. This study will contribute 
to the existing literature on interpersonal trust through the lens of online identity in the online peer-to-
peer market context. 

 
Methods  
A 3 (companion within the photo: single male host, single male host with his dog, male and his partner 
female host) X 2 (gender of customer: male, female) between-subject experiment was employed. 
Participants were recruited using CloudResearch powered by TurkPrime. All participants were residents 
of the U.S. or Canada, English speakers and have used Airbnb in the past three years. A sample of 167 
usable and completed responses was collected. 
 
Results/Discussion/Implication  
A series of one-way ANOVA results indicated that female guests’ perception of hosts’ trustworthiness 
and desire for social interaction was the lowest when they are presented with single male host’s profile 
photo. The purchase intention was significantly higher if there’s companion (whether dog or partner) in 
host’s photo for female guests, but no significant difference was found for male and female guests if 
they are presented with the single male host’s photo. Moreover, there was no significant difference on 
host’s perceived attractiveness among male and female guests, regardless of how the profile photo is 
presented.  

This study contributes to the existing literature by (1) indicating that photos taken with dog or 
partner could enhance their perceived trustworthiness for female guests only; (2) establishing the effect 
of perceived trustworthiness and attractiveness on guests’ desire to interact with hosts and purchase 
intention. This study could assist hosts and online platforms in prioritizing the information provided to 
reduce potential guests’ uncertainty and further encourage them to purchase. The results indicated that 
female guests were especially concerned about the host when they would like to book a listing on 
Airbnb. Thus, in order to attract female guests, it would be better for Airbnb male hosts to present their 
profile photo with companions. 
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Introduction  
With the development of the Internet, online travel agencies (OTAs) provide specialized search and 
purchase services for hotels and accommodations. Customers have access to vast information via 
various channels through OTA (Park & Chung, 2013). Subsequently, global OTAs have many users 
through various marketing activities based on domestic or global infrastructures and financial power, 
influencing the global travel culture (Martin-Fuentes & Mellinas, 2018; Mitas et al., 2015). The 
millennial generation is a leader in purchasing power in the swift consumer goods market (Helms et al., 
2018) and has become a key consumer segment who is changing the current consumption trend in Korea 
(Jo & Cho, 2019). The millennials have emerged as the most vital consumers on the online channel as 
well (Kim, 2017). Chung et al. (2018) categorized the OTA characteristic into six factors: discounted 
price, cost saving, time saving, trust, serendipity, and Internet reputation based on the transaction cost 
theory by Devaraj et al. (2002). OTAs do not just provide lodging services, but the major hospitality 
services related to aviation and tourism (Dekay et al., 2009). Therefore, this study attempted to examine 
the relationship between the OTA characteristics and repurchase intention among the Korean millennial 
generation.  
 
Methods  
The self-administered questionnaire will be developed for data collection and the subjects are 
exclusively limited to the Korean millennials aged 18 to 40 who have made a purchase from an OTA. 
The first section of the survey consists of questions related to the characteristic of OTAs, measured with 
17 items (Chung et al., 2018). The next section asks questions about repurchase intention with six items 
(Chiu et al., 2012; Wang & Jeong, 2018). The seven-point Likert scale is used, where 1 indicates 
“strongly disagree” and 7 “strongly agree.” The last section includes demographic questions. Multiple 
regression analysis will be employed to investigate the effect of OTAs characteristics on the Korean 
millennial’s repurchase intention.  
 
Results/Discussion/Implication  
Customer reviews or evaluations of the products released on the website are important information for 
users (Liu & Zhang, 2014). Providing internet reputation of the product is a distinctive characteristic of 
OTA that generates copious accumulated product reviews and rates by customers at the same time. In 
the same context, there is a trust in terms of security that constitutes the website quality (Loiacono et al., 
2007), so the value of the information provided by OTAs will highly satisfy the users. In addition, if 
trust is formed in the relationship between OTA and customers, it is possible to maintain a continuous 
transaction relationship. As a result, internet reputation and trust among the OTA characteristics are 
expected to be significantly impact on the Korean millennial’s repurchase intention in this study. 
Finally, the findings are suggested that the satisfaction is increased by developing the differentiated and 
long-term benefits to create and maintain OTA loyal customers using the appropriate OTA 
characteristics. 
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AFFECTIVE LEARNING OUTCOMES FROM STUDY ABROAD: A SYSTEMATIC 
SYNTHESIS  

Xueting Dou1, Alei Fan2, Liping Cai 3   

Purdue University, West Lafayette, Indiana, USA, xdou@purdue.edu1; fan182@purdue.edu2; 
liping@purdue.edu3 

Introduction  
College students have been required to obtain not only advanced knowledge and technical skills but also 
“a certain mental flexibility, self-motivation, and psychological mobility” (Friedman, 2005, p. 276) to 
prepare for taking their places in the global economy and society (Aktas et al., 2017; Tight, 2019). In the 
United States, a major effort undertaken by higher education institutions in response to this demand is 
the promotion of student mobility—especially of domestic students attending study abroad (SA) 
programs. 

The effects of SA, especially of short-term programs, on the educational benefits in the 
affective domain warrant further investigation. Short-term SA programs provide an ideal platform for 
students to gain affective outcomes through experiential and transformative learning experiences 
(Sitzmann et al., 2010). However, the current body of literature fails to elucidate the present status of the 
inquiry and set the scene for future research. Thus, a review of what and how affective learning 
outcomes have been examined is needed to present an organized view into the extensive yet 
disintegrated SA outcome assessment landscape, to identify gaps and critical subjects or variables for 
future research on SA evaluation, and to promote more credible short-term SA outcome investigations 
focusing on the affective domain.  
Methods  
The method of systematic review was utilized by locating relevant studies from two electronic 
databases—Academic Search Premier and ERIC (Education Resources Information Center)—and 
including a total of 103 articles as the final study sample. Quantifiable information was presented 
for an overview of the basic characteristics of the published research, and theoretical/deductive 
thematic analysis with Krathwohl et al. (1964)’s affective taxonomy as a theoretical framework 
was adopted to analyze the textual data.  
Results/Discussion/Implication  
Overall, the current review covers a 20-year publication timeframe from 1999 to 2019. The 
majority of the reviewed articles investigate faculty-led SA programs, and various program 
durations and a wide spread of geographic locations of destination were reflected. A myriad of 
learning outcomes that fall within the affective domain were reported in previous literature. The 
review further indicates a lack of quantitative and mixed-methods studies on the evaluation of 
affective learning outcomes in short-term SA. 

Four themes were formulated to organize the reported affective learning outcomes, 
including lower-level affective learning—developing awareness, mid-level affective learning— 
cultivating responses with emotions, mid-level affective learning—establishing appreciation and 
values, and higher-level affective learning—organizing values and forming characteristics. Accordingly, 
a set of constructs for future quantitative measurement is proposed. This study fills 
a significant gap by providing a systematic review of the relevant research to synthesize the 
affective learning outcomes obtained from short-term SA and inform on future explorations.  
 
References are available upon request 
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COMMUNICATION EXPERIENCES IN HOSPITALITY MANAGEMENT 
EDUCATION  

Mohammad Shahidul Islam, PhD 1 
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Introduction 
Education leaders, including those in hospitality, most often emphasize teachers’ degrees and 
achievements. Still, less emphasis is placed on learning about communication competencies with students 
and particularly communication within the theory and practice-based working environments such as 
hospitality management (Zizka, & Varga, 2020). Until recently, unlike research skill, communication 
skills training for prospective teachers or who are, among upcoming graduates, interested in teaching have 
not been included in most hospitality curricula (Plews, & Zizka, 2020). Thus, the overall aim of the current 
research is to provide a nuanced exploration of hospitality students communication experiences and 
preferences in their education. Specifically, this study has two baseline objectives: (1) to understand the 
critical aspects of communication that can play roles for a successful hospitality education (2) to identify 
teachers’ communication competencies as students perceive for their effective learning and topic 
demonstration in the class. 
 
Methods  
A qualitative focus group interview is built on the interpretive paradigm in the current research, which 
guides the in-depth interviewing process to seek and understand the interactive social world through 
people’s perspectives (Tracy, 2019). Undergraduate 24 students of hospitality management in Dhaka, 
Bangladesh, who are 18 years and above were asked to participate in four focus groups (6 participants in 
each focus group). Participants were recruited via snowball sampling. Content analysis has been applied 
for making interpretations of particular messages or body of materials through systematic examination. It 
attempts to identify patterns, themes and meanings (Rourke, & Anderson, 2004). The focus group sessions 
were conducted in English at the author’s office, and audio-recorded and transcribed verbatim.  
 
Results/Discussion/Implication 
In regard of critical aspects of communication, the majority of study participants indicated several 
aspects that can be effective mediums of communication for the successful learning process, such as (a) 
case study, (b) technology application, (c) students’ competence. On the other hand, participants 
identified (a) topical experience, (b) easy writing style, (c) display of body language, (d) leadership 
quality, (e) engagement approach as teachers’ communication competencies for effective learning and 
topic demonstration in the class.  

Although research for fundamental communication aspects and competences for teachers is not 
new for effective practice in the different fields of studies, there are not adequate empirical and 
dedicated implications, specifically in hospitality management education. Therefore, this study 
advocates that systematic communication may help students understand and foster knowledge and skills 
and nurse self-efficacy in their designed career goals. It further highlights the rule of communication can 
trigger the expertise of teachers in connections with establishing a generation aimed to sustain and lead 
the industry. 
 
References are available upon request 
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Introduction 
Hospitality research has developed rapidly in the 2010s, with the increasing number of research 
publications, changes towards research topics, and development in research methods and analytical 
techniques. Despite these developments, much less attention has been paid to examine the patterns of 
hospitality research’s study designs and research methods – the tools and means, such as experiments, 
surveys, qualitative designs, by which data is collected to uncover new knowledge. As we progress to 
the new decade of the 2020s, it is time to take stock of the research methods used in the 2010s and look 
forward to new opportunities. In this study, we conducted a content analysis on the research methods 
used in hospitality research in 2010-2019 on the top four hospitality journals, including the International 
Journal of Hospitality Management (IJHM), International Journal of Contemporary Management 
(IJCHM), Journal of Hospitality and Tourism Research (JHTR), and Cornell Hospitality Quarterly 
(CQ). 
 
Methods  
This study analyzed 2,701 original empirical articles which we coded in four steps. In the first step, we 
identified the articles to be analyzed (original empirical full-length articles and research notes). In the 
second step, we coded for the seven major methods (surveys, experiments, qualitative studies, archival 
data, objective data, simulations, and mixed-method). In the third step, we classified articles into six 
functional areas, including marketing, finance, strategy, operations, technology, and human resources 
(HR), based on the outcomes in the studies. In the final step, we coded regions based on major 
continents: Africa (1%), Europe (14%), Asia (36%), North America (40%), Latin America (1%), 
Oceania (3%), and multi-cultural (7%). 
 
Results/Discussion/Implication 
In comparison with previous studies (Baloglu & Assante, 1999; Rivera & Upchurch, 2008), the results 
indicate a continuing trend of increasing empirical studies in hospitality research. In the last decade, 
published articles used surveys (51%), archival data (22%), experiments (12%), qualitative methods 
(8%), mixed methods (6%), and objective and simulation at (1%). It indicates a decrease reliance in 
research when compared with earlier findings. We analyzed how the functional areas of hospitality 
empirical research changed over time. Marketing articles not only increased significantly in the absolute 
number of articles (F = 3.59, p < .01) but also increased significantly in the relative portion of the total 
studies (χ 2 df=9 = 32.06, p < .01). Additionally, functional areas was related to the research method 
usage (χ 2 df = 65 = 2022.11, p < .01) such that finance studies always use archival data (84%), and HR 
studies tends to use more surveys (76%). Looking at the geographical result, our data showed that the 
majority of articles used data from North America (40%) and Asia (36%). Therefore, we urge researcher 
to diversify their uses in methods, subject matter, and ultimately strive for global collaborations to 
increase diversity, and spark new ideas/innovations in the industry. 
 
References are available upon request 
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Introduction 
According to A.T. Kearney’s report, hotel industry has experience rapid growth in China. The booming 
of hospitality and tourism industry create millions of jobs and contributes to China’ GDP, but it also 
faces a shortage of skilled hotel employees. 

Social cognitive career theory (SCCT) can be thought of as the most important theory relevant to 
career choice and shaping career development (Lent et al., 1994). SCCT emphasizes cognitive-person 
variables (self-efficacy, expectations, and goals) and explores relationships between these variables and 
other variables (e.g., socioeconomic status, social supports, and constraints). However, SCCT did not 
clearly indicate how student parents and culture influence student’s decision making and career choices. 

Previous studies emphasized students’ opinions on career choice (Wong & Liu, 2010). However, 
very limited research explores students’ perceptions on concept of hospitality, parental influences, 
concerns of hospitality job in cross-cultural settings.  Therefore, this study focusses on examining 
students’ perceptions on these issues. 
 
Methods  
Qualitative research method is used for this study. Semi-constructed interviews were conducted in four 
different universities in different provinces in China. A total of 40 Students samples are selected from 
the universities. 
 
Results/Discussion/Implication 
This study found that student perspectives/perceptions focus on concept of hospitality, parental 
influences, and concerns about hospitality job. The findings have practical implications. First, hospitality 
industry is considered as part of leisure industry which is booming in China. In order to attract 
hospitality management students to work in hotel industry after their graduation, both colleges and 
industry should work hard in helping students understand concept of hospitality, respect Chinese 
traditional culture, offer a variety of hands-on activities for the students.   Second, in curriculum 
development, practical teaching material should be integrated into teaching.  Instead of largely using 
textbooks, hands-on activities and latest development from the industry can be an option for the content 
of textbooks.  Third, Chinese culture plays an important role in choosing job locations. Hospitality 
industry should consider the students’ family situation and help them find a job where is close to their 
home. Finally, this generation grows up with the technology. The students can easily find information on 
the website by using technology such as Iphone and Ipad. They may easily trust the information what 
they found on the internet. Therefore, all interactions with hotel professionals on campuses and hotels 
should be generis, honesty and respective. 
 
References are available upon request 
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Introduction  
Travel and tourism were among the industries that were hardest hit by the pandemic, leading to a significant 
decline in firms’ performance (Shen et al., 2020). With 7.8 million jobs and contributing more than $2.9 
trillion to the global economy, effective revenue management practices are more important than ever to 
facilitate the industry’s recovery. Dynamic pricing has been found to improve company revenue, and 
subsequently firm performance (Abrate et 1., 2019). Nevertheless, many hotels still rely on traditional 
forecasting methods. These models neglect the effect of competitor pricing, and uncertainty (Martínez-de 
Albéniz & Talluri, 2011; Webb & Schwartz, 2017). This study, to the best knowledge of the authors, is the 
very first that introduces the element of operational risk to a game-theoretic based dynamic pricing model 
between hotels during a pandemic. The outcomes of this study will be a stochastic dynamic pricing model, 
the Nash Equilibrium for hotels in a market upon introduction of risk, and consequent dynamic prices by 
using backward induction method. The model’s credibility will be tested by simulating the hotel financial 
performance obtained from this model and that of traditional forecasting methods.  
  
Methods  
Adopting from Zimmermann (2014), we use an independent demand case between two hotels by using a 
proxy for regular demand and fares, marginal demand and marginal ADR, respectively. Moreover, the 
proposed model takes into account the element of operational risk during COVID19, a game-theoretic 
dynamic pricing model was proposed. The game theory approach provides a multistage maximizing benefit 
for both hotels. The customer demand, and price history will be obtained from STR database before and 
during COVID-19. The final model is expected to be a matrix of different prices at different time intervals. 
  
Implication  
The findings of this study will lead to a dynamic pricing model between hotels in the same market, before 
and during COVID-19. Findings allow revenue managers to adjust their price by not only changes in demand 
and competitors actions, but also take into account element of risk. This adaptation becomes highly important 
in times of uncertainty, similar to COVID-19. This study contributes to the body of knowledge on revenue 
management, since to the best knowledge of the authors it is the first study that applies game theory to the 
price modeling during pandemic. More importantly, findings of this study will be beneficial to practitioners; 
it provides a novel, and practical dynamic pricing model for revenue managers to be used at turbulent times.  
 

References are available upon request   
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Introduction  
The increasing demand for vacation homes has turned real estate developers' attention to this prosperous 
and fast-growing market, offering an immense number of alternatives to reach all types of preferences 
required by potential vacation home buyers and investors. However, it is not clear how vacation home 
developers evaluate their clients' preferences when selecting their vacation home attributes. Aiming to 
fill this gap, the objective of this study to understand, examine and identify what are the critical 
attributes that potential vacation home buyers, investors are looking for in the decision-making process 
of acquiring a vacation home.  
  
Methods  
The conjoint analysis method was adopted by this study enabling the authors to identify and measure the 
"trade-offs" of different sets of residential properties' attributes. A set of attributes such as price level, 
location, amenities, services, and unit type n were considered the most important elements expressed by 
potential home buyers during their purchase decision. The data for this study was collected via an online 
survey from a database of potential clients from one of the largest developers in Aruba. A total of 189 
potential clients that had previously contacted the developer and requested information about vacation 
homes completed the survey.  
 
Results 
The results of the market simulator determined which scenario of combinations of attributes presented 
the higher impact among respondents. For example, Cho et al. (2003) indicated that location distance to 
desirable areas, proximity to the beach, would affect the price of a property. Therefore, this study held 
three attributes constant while varying price and location to determine the optimized choice and the 
price elasticity of demand. The results indicated the best option that optimized buyers’ choice with a 
share of preference of 37%. Furthermore, this study analyzed the price elasticity of demand, empirically 
demonstrating that some attributes are crucial in determining the optimal price for each option. 
 
Discussion/Implication  
The use of the conjoint methodology to understand preference from potential buyers allowed to capture 
their willingness to tradeoff attributes for vacation homes for the small island destination. For potential 
buyers, the determinant of price is location. From a destination management perspective, any 
development licensing or zoning opportunities for vacation homes should demand higher price/quality 
development projects depending on location.  
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Introduction  
Financial analysts play a significant role as an information intermediary between a firm’s inside 
management and stock market participants. Financial analysts predict the future performance of a 
company and release research reports that include earnings forecasts and stock price estimates. 
However, the ability of analysts to estimate earnings accurately remains questionable and should warrant 
some caution. Analysts have often been accused of pocketing millions for promoting shoddy companies. 
Stotz (2016) also found that analysts’ earnings estimates were wrong by approximately 30% between 
2002 and 2014.  

Analysts’ earnings estimates for restaurant firms could be even less accurate due to the innate 
characteristics of the industry, such as its high susceptibility to economic conditions, high intangible 
enterprise value, and low profitability. What is worse, Wall Street continues to exhibit a lack of interest 
in restaurant firms, which could further worsen the reliability of analysts’ earnings estimates.  

Given the importance of analysts’ earnings estimates in the valuation of firms, the potential for 
analysts’ earnings estimates to perform poorly in the restaurant industry poses important questions: 
which factors influence the accuracy of analysts’ estimates in the restaurant industry? Does a bias exist 
in analysts’ earnings estimates in the restaurant industry? Answering these questions could help 
investors make more informed investing decisions based on the reliability of analysts’ estimates. 
   

Methods   
The accuracy of analyst’s earnings estimates (ACCURACYit), which is the dependent, was measured 
based on the following formula:  

 

Analyst’s earnings estimate bias (BIASit), which is another dependent variable, was calculated 
based on the following formula:  

 
 
Results/Discussion/Implication (Expected Results for Poster Submission) 
The results of this study showed that in the restaurant industry the accuracy of analysts’ earnings 
estimates is negatively influenced by accruals. However, the negative impact was found to be weaker for 
franchise restaurant firms than for non-franchise restaurant firms. Furthermore, this study showed that 
analyst’s earnings estimates are more accurate for franchise restaurant firms than for non-franchise 
restaurant firms. 
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Introduction  
Securing seed or growth capital is challenging for ethnic minority entrepreneurs. Black and Hispanic-
owned businesses face discrimination in loan attainment. Black entrepreneurs face more discrimination in 
obtaining loans than any other ethnic minority groups (Blanchard, Zhao, & Yinger, 2008). Starting a 
venture represents upward mobility for ethnic minorities, however, there is scant research on minority 
entrepreneurship (Puryear et al., 2008). With 40% of all restaurants are owned by ethnic minorities (Stern, 
2020), the purpose of this study is to examine whether crowdfunding platforms can be an alternative and 
viable solution to alleviate the funding challenges that ethnic minority restaurateurs face.  

Framed around the theory of implicit bias, social identity theory, and research on Millennials and 
Generation Z’s explicit attitude and implicit bias toward minority groups, this paper examined the 
following hypotheses: 1. Restaurant founding teams with the presence of ethnic minority members have 
less success in achieving funding goal in restaurant crowdfunding; 2. Diversity in the restaurant’s target 
community has a positive relationship with the success of ethnic minority founders’ restaurant 
crowdfunding campaign; 3. Minority-owned restaurant crowdfunding projects started after displaying 
#BlackLivesMatter on Kickstarter.com are more likely to succeed.  
  
Methods  
This study collected entire restaurant crowdfunding campaigns in the U.S. between 2010 to 2020 on 
Kickstarter.com, totaling 599 projects. Binomial logistic regression models were developed. A binary 
variable is created for the presence of minority founders. Simpson’s Diversity Index was calculated to 
measure target restaurant area’s ethnic diversity (McLaughlin, McLaughlin, McLaughlin, & White, 
2016). For #BlackLivesMatter, a binary variable was created where if restaurant projects were started on 
or after the killing of George Floyd on May 25, 2020. Eight variables—money goal, numbers of updates, 
comments, photos, videos, campaign duration, frequently asked questions, campaign goal—are 
controlled for. 
 
Results/Discussion/Implication  
The results indicated that ethnic minority founded restaurant projects were less likely to succeed on 
Kickstarter. The extent to which the project was located in an ethnically-diverse-community was found to 
make no significant impact on the success of ethnic-minority-founded restaurant crowdfunding projects. 
Minority-owned restaurant projects started after Kickstarter.com begun displaying #BlackLivesMatter 
showed no significant likelihood to succeed.  

This study is a pioneer in the field of ethnic diversity and restaurant crowdfunding success and 
makes theoretical and practical contribution to the growing body of crowdfunding literature and the 
restaurant crowdfunding space. Despite the increasing number of restaurants participating in 
crowdfunding, there should be more engagement and information flow between crowdfunding platforms 
and the restaurant industry.   
  
References are available upon request 
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Introduction  
Competitiveness is considered as a fundamental feature for the triumph of tourist destinations (Kozak & 
Rimmington, 1998, 1999; Go & Govers, 2000, Dwyer, Forsyth & Rao, 2000). However, it is a 
composite concept that incorporates different elements that may not be easy to measure. At the same 
time, the identification of those elements does not have a general consensus, because of the different 
views at evaluating competitiveness (Mazanec, Wölber & Zins, 2007).  

Most of the travel and tourism competitiveness indexes have been created by international 
organizations. These methodologies can be applied within national economies, but because of the lack of 
local data sources, there are no indexes at the county level that measure the competitiveness of travel 
and tourism. Therefore the aim of this study is to 1) fill the gap in the literature and 2) create a practical 
tool that may be used to characterize a county’s level of travel and tourism competitiveness, by 
proposing, creating, and measuring a Travel and Tourism Competitiveness Index at the county level for 
the State of Mississippi and its 82 counties. 
 
Methods  
The index produced by this work is inspired by the Travel and Tourism Competitiveness Index 
published every two years by the World Economic Forum, following the United Nations Development 
Goals (United Nations Development Program, 2016), the recommendations of the Commission on the 
Measurement of Economic Performance and Social Progress (Stiglitz, Sen, & Fitoussi, 2009), and the 
framework presented by the Organization for Economic Co-Operation and Development (OECD) on 
measuring competitiveness in tourism (Dupeyras & MacCallum, 2013). The methodology used in this 
study is based on the framework of constructing composite indicators published by the Organization for 
Economic Co-Operation and Development (OECD, 2008).  

In this study, counties were the units of analysis, focusing on the 82 counties of the State of 
Mississippi. All data were collected from publicly available data from the U.S. Census Bureau, 2013-
2017 American Community Survey (ACS) 5-Year Estimates, and the Mississippi Development 
Authority, FY2018 Tourism Economic Contribution Report. The study relied on different indicators 
grouped into four dimensions, namely enabling environment, travel and tourism policy and enabling 
conditions, infrastructure, and natural and cultural resources.   
 
Results/Discussion/Implication  
Based on the index, the most competitive counties in the state of Mississippi are located close to the 
Gulf Coast or next to an important natural or historical place. The counties of Hancock, Jackson, 
Harrison, Tunica, Rankin, Lamar, DeSoto, Lafayette, Madison and Lee had the highest scores in our 
index. While the counties of Walthall, Leflore, Claiborne, Yazoo, Jefferson Davis, Humphreys, 
Wilkinson, Tallahatchie, Scott, Quitman and Holmes scored as the lowest.  

The counties in the top 20 percent of the index were located in areas that have significant 
dependency on tourism, such as those in the proximity to the Gulf Coast, the Jackson area, or counties 
close to Memphis, Tennessee. The counties in the bottom 20 percent of the index were located close to 
the Mississippi delta. The counties that are on the Gulf Coast have a significant advantage in travel and 
tourism competitiveness, while the rest of the counties have a “very low” or “slightly low” level of 
travel and tourism competitiveness.  
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Introduction  
In the traditional funding markets, entrepreneurs often face difficulties to find external sources to  
finance their start-up projects (Battaglia, Busato, and Manganiello, 2020). It is even more so for  
restaurant entrepreneurs. Crowdfunding (CF) emerges as new form of financing for small-andmedium 
enterprises (SMEs) from small individual investors (the crowd) and has grown into a multibillion 
industry. On crowdfunding platforms, entrepreneurs can choose to either sell a specified amount of 
equity or provide pledge rewards in exchange of small contributions from a large group of individual 
investors (Ahlers, Cumming, Gunther, and Schweizer, 2015). 

In the year of 2020, the outbreak of COVID-19 brings devastating impact on global healthcare 
system. The immediate impact of the COVID-19 crisis on small-and-medium enterprises (SMEs) is 
destructive – job loss, liquidity shortage, supply and demand shocks, and bankruptcy occur.  

The purpose of this study is to empirically investigate 1) the impact of the COVID-19 pandemic 
crisis on the restaurant crowdfunding; 2) whether and what extent the key drivers that impact the 
restaurant crowdfunding success has changed; 3) whether and what extent mentioning COVID-19 
related information in the pitches or project located in “Red Zones” influence funding success. 
 
Methods  
This study conducts a t-test analysis and four binominal linear regression analyses using all 206 
restaurant projects which launched in United States on Kickstarter platform from October 2018 to July 
2020. For each project, the following information was extracted: project title, short description, location, 
funding goal, funding pledged, success or not, number of backers, funding period, campaign duration 
(number of days), number of photos, number of videos, number of FAQs, number of updates, number of 
comments, “Project We Love” or not, and pledge levels of the reward. 

The binominal linear regression models identify the impacts of restaurant crowdfunding 
characteristics on the funding success before and during the COVID-19 pandemic period and examine 
the potential moderate effects of 1) mentioning pandemic in the project description, 2) being located in 
pandemic red zones.   
 
Results/Discussion/Implication (Expected Results for Poster Submission) 
This study found restaurant crowdfunding is immune to the pandemic in the short term. Success rates of 
restaurant crowdfunding projects remained at the same level during the pandemic and even exceeded 
that of pre-pandemic period for some months.  

Restaurant entrepreneurs are more conservative about the decisions on the projects as less 
characteristics are found significantly different between successful and unsuccessful projects. Being 
amid COVID-19 pandemic is not found to have significantly moderating effect on the crowdfunding 
success determinants. For those projects launched during pandemic period, neither mentioning COVID-
19 related information nor being located in pandemic red zones moderates  
the impacts the crowdfunding success determinants.  
 
References are available upon request
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Introduction  
The hospitality businesses are facing with the labor shortage problem currently (U.S. Bureau of 
Labor Statistics, 2019). Due to the popularity of online recruitments, researchers and practitioners are 
beginning to focus on the approach to increase the recruitment process through third-party online platform, 
such as Glassdoor.com (Ladkin & Buhalis, 2016). Despite recent efforts in the general management 
literature to investigate the impact of employee-generated reviews (Könsgen et al., 2018; Melián-
González & Bulchand-Gidumal, 2017) and employer awards (Butler, et al. 2016; Saini & Jawahar, 2019), 
research has yet to examine the effects of both of these attributes on job applicants, particularly in the 
hospitality industry (Baum & Überschaer, 2018; Stamolampros et al., 2020). 
 
Methods  
This study used a 3 (review condition: no star vs. 1-star vs. 5-stars) × 2 (employer award: mention of 
awards vs. no mention of awards) × 2 (job nature: part-time vs. full time) betweensubjects experimental 
design. Participants were randomly assigned to read one of the 12 job advertisement for a front desk 
supervisor. We included a factor of job nature (i.e., a full-time or a part-time job) in the design because 
it can impact job seekers’ attitudes and application intentions (Dunn, 2018; Thorsteinson, 2003). Besides 
star ratings, employer awards, and job natures, all other information and layout are the same in the 12 
advertisements. After reading the advertisement, participants rated prestige and job application intention.  
Results/Discussion/Implication  
We used one-way ANOVA to understand the effect of star-rating and employer awards on prestige. 
Prestige differed significantly across the 3 star-rating conditions (M no star = 3.37, M 1-star 
= 3.23, M 5-star = 3.47; F = 2.48, p < .1). Post-hoc Tukey HSD test showed that the significant 
difference can be attributed to the comparison of 1-star versus 5-stars rating (difference = .23, p 
< .1). Additionally, prestige was higher in the have award condition (M = 3.45) than in no award 
condition (M = 3.25, p < .05). 

Path analysis using Mplus 7.3 supports the hypothesis. Organizations with 5-star ratings 
had higher prestige than those with no star ratings or with a 1-star ratings (β = .24, p < .05) while 
no star ratings condition did not differ significantly with other conditions. Additionally, organizations 
with employer awards had higher prestige than those with no employer award (β= .19, p < .05). 
Regarding mediation analysis, the star rating – prestige – job application intention indirect effect was 
positive and significant (indirect effect = .31, 95% CI = [.016, .604]), and there was a positive and 
significant indirect effect of employer awards on job application intention via prestige (indirect effect 
= .25, 95% CI = [.009, .484]). 

This study makes theoretical and practical contributions. First, this study showed that 
third-party signals - employee awards and star rating in the employee reviews - have significant 
impact on the recruitment process. Practically, businesses could include their third-party rewards 
in the job advertisements and should value employer awards more than customer service awards.  
References are available upon request  
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Introduction  
As of 2019, women represented 21% of c-suite positions in the hospitality industry (McKinsey & 
Company). Although this number is considerably higher than only ten years ago, the growth in 
gender diversity of top management teams has leveled off in recent years (McKinsey & 
Company, 2019; Segovia-Perez et al., 2019), and still requires a significant increase to reach 
being gender-balanced. When women do surpass the proverbial glass ceiling, or invisible barriers 
to entry, there are positive results that follow, such as increased financial performance (Song et 
al., 2020). Heterogeneous top management teams (TMTs, hereafter) have been observed to be 
more productive and have increased profitability compared to homogeneous management teams 
(Menicucci et al., 2019) 

The purpose of this study is to explore the influence gender diverse TMTs have on the 
financial performance in the restaurant industry, and what, if any, impact restaurant service level 
has on the relationship. Drawing from the resource-based view (Wernerfelt, 1984), people are 
viewed as resources of the company, thus, creating a sustainable competitive advantage. These 
advantages create long-term positive effects for businesses (Noe et al., 2019), including financial 
performance, which may have the same impact on the restaurant industry.  
Methods  
Following Song et al. (2020), the current study utilizes publicly traded U.S.-based restaurants 
using the North American Industry Classification System (NAICS) SIC code 5812 for eating 
places. Execucomp database was used to access data for executives’ gender diversity, while 
Compustat was used to gather financial performance and control variables (firm size, firm age, 
and debt-equity ratio; Singal, 2014; Song et al., 2020). The final sample included 18 publicly 
traded restaurants between 2000-2019, providing 261 firm years or the sample (98 limitedservice 
restaurant years; 163 full-service restaurant years).  
Results/Discussion/Implication 
 StataSE 15 was used to test the hypotheses. Panel regression results reveal that gender diversity 
positively affects financial performance in limited-service restaurants; however, there was no 
significant effect of gender diversity on financial performance for full-service restaurants. To test 
for a moderating effect, a panel analysis containing the entire sample with an interaction term 
(diversity by restaurant type) was conducted. Fixed effect model results revealed restaurant 
service level moderates the relationship between gender diverse TMTs and financial 
performance, such that the effect of gender on performance was stronger for limited-service than 
for full-service, thereby supporting H2. 

The current study emphasizes the importance of gender diversity in TMTs throughout the 
restaurant industry whereby gender diversity is viewed as a resource. Restaurants should offer 
development programs for their female staff and include these efforts in a diversity statement 
that emphasizes a culture of diversity within their organization to improve financial performance.  
References are available upon request  
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Introduction  
Hospitality employees can have demanding work schedules that sometimes requires working weekends 
and/or night shifts. Employees who work at the front desk in hotels, restaurants, and event companies, 
must manage balancing work and family life. When work and family conflicts occur, career outcomes 
are not only impacted, but family outcomes as well, such as family cohesion. Several studies conclude 
that work and family conflicts negatively predict family satisfaction (Rathi & Barath, 2013), which is 
dependent on family cohesion.  

Based on Hobfoll’s (1989) conservation of resources theory, people try to conserve and obtain 
their resources. Emotional intelligence (EI) refers to the capability of perceiving emotions accurately 
and regulating an individual’s emotions (Mayer, Caruso, & Salovey, 2016). Hence, when employees 
face work and family conflicts, EI could serve as a resource to help hospitality employees gain family 
cohesion, which is another resource.  

However, limited hospitality studies examine the role of EI on employees’ family outcomes. The 
purpose of this study is to explore the role of EI in the relationship between work and family conflicts, 
such as work-family conflict (WF) and family-work conflict (FW), and family cohesion.  
 
Methods  
This study used an experience sampling method (ESM) and conducted a multilevel model to test the 
hypotheses. ESM is a longitudinal method used to explore daily experience (Csikszentmihalyi & Larson, 
2014). A total of 34 hospitality employees fully participated in the study by completing one online 
survey per day for 10 consecutive working days, and were rewarded a $10 Amazon eGift card. The 
results are based on a total of 340 observations.  

This study conducted the regression analysis using SPSS and the cross-level interaction analysis 
using hierarchical linear modeling 6 (HLM6). In cross-level interaction analysis, level 1 variables (i.e., 
WF, FW, and family cohesion) are within-individual using group mean. Level 2 variable (i.e., EI) and 
control variable (i.e., emotional stability) are between-individual using grand mean. 
  
Results/Discussion/Implication  
The results revealed 1) both WF and FW have significant and negative influences on family cohesion 2) 
the relationship between WF and family cohesion was weaker for employees who are high on EI. These 
results provide evidence that increasing EI in hospitality employees could enhance their family 
emotional bonding when they have conflicts in work and family life. Further, these findings might assist 
hospitality personnel trainers or mentors with insight into effectively providing training programs to help 
their employees balance work and family life. organization does not provide a high level of support 
because support from the supervisor more heavily influences managers’ work engagement through the 
influence of PC.  
References available upon request 
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Introduction  
Firms endeavor to maximize profits through exemplary performance. Hospitality and tourism scholars 
have researched on firm performance, especially its determinants. Although the findings of each study 
have contributed to the field, no quantitative meta-analytic review, however, has been conducted to paint 
a clearer picture of hospitality and tourism firms’ performance. Therefore, this study aims to address this 
gap by meta-analyzing the relationships between hospitality and tourism firms’ performance and its 
antecedents. More specifically, drawing upon Kaplan and Norton’s (1992) balanced scorecard, this 
study considers the relationships between non-financial (i.e., operational) measures reflecting customer, 
internal, and learning and growth perspectives, and firm performance. Another aim of this research is to 
investigate the moderating role of culture on the relationships.  
Methods  
This study applied several inclusion and exclusion criteria; 92 studies (N = 33,678) and 339 relevant 
relationships were identified. This research proposed 14 antecedents of hospitality and tourism firms’ 
performance: two for the customer perspective and six for both the internal perspective and the learning 
and growth perspective. Firm performance was classified into five dimensions for comprehensiveness. 
Hunter-Schmidt random-effects meta-analysis was used to quantitatively synthesize previous studies 
(Schmidt & Hunter, 2015). 
Results/Discussion/Implication  
All relationships between the 14 predictors and firm performance were statistically significant. For the 
customer perspective, customer satisfaction and perceived quality each had a positive effect size on firm 
performance. For the internal perspective, the three most potent predictors were organizational 
capabilities-related knowledge management, efficiency-related to costs, and management support. 
Lastly, for the learning and growth perspective, prominent factors were organizational commitment, 
organizational social capital, and leadership. This research also found the moderating role of culture in 
the relationships between firm performance and its seven predictors: customer satisfaction, human 
resource practices, innovation, efficiency, organizational capabilities, employee satisfaction, and 
organizational commitment.  

The important theoretical contribution of this study is to provide reliable conclusions about the 
relationships. The current study also extends the understanding of diverse cultural effects in this field. 
This study also offers meaningful implications, based on the findings. Hospitality and tourism firms’ 
capabilities to manage knowledge enable firms to maximize their performance by acquiring competitive 
advantages. Enhanced efficiency based on cost leadership is important for firms to promote their 
performance. When hospitality and tourism employees perceived that they are being supported by their 
firms, they perform positive behavior that influences firm performance. Because employees’ attitudes 
are more critical to boosting firm performance than employees’ behavior, firms should improve 
employees’ internal state (i.e., attitudes/perceptions). Shaping strong organizational social capital 
through shared goals, cooperation, and mutual trust can also increase firm performance. 
References are available upon request  
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Introduction  
This study examines an integrated model of empowerment given organizational dynamics embracing the 
perspectives of multiple stakeholders including managers (the empowering), employees (the empowered) 
and customers. The following research objectives have been set up to address the gaps in the literature. 
Firstly, given that the extant literature of empowerment mostly interpreted the impact of empowerment 
on organizational outcomes from the perspectives of employees or managers, the proposed integrated 
model aims to provide additional but crucial evidence of impact of empowerment from the perspective of 
customers. Secondly, the proposed model aims to examine the impact of empowerment from different 
levels unlike most of the extant studies that adopted a single level approach. It is of particular importance 
for hospitality practitioners to understand how empowerment functions from both individual and group-
levels since most of the hospitality businesses operate in teams. Thirdly, this study investigates both 
managers’ own assessment of their empowering behavior and employees’ perceptions of empowerment. 
Lastly, since employees may perceive empowerment differently in a team, this study examines a 
moderating role of group dynamics, termed empowerment disparity, on the impact of empowerment on 
employees’ work outcomes.  
  
Methods  
To ensure the validity and the reliability of the constructs, confirmatory factor analysis was conducted 
for all the measurements adopted from prior research using 7-point Likert scales. Data were collected 
from 51 managers on empowering behavior (Hartline et al., 2000); 286 employees on psychological 
empowerment (Spreitzer, 1995) and psychological contracts (Millward & Hopkins, 1998); and 2,129 
customers on interaction quality (Brady & Cronin, 2001) in 51 restaurants in Thailand. Customers’ 
responses were aggregated to match the respective employees (ICC(1) = 31.82%). Empowerment 
disparity was calculated by using the coefficient of variation (CV) of employees’ psychological 
empowerment in the same team. All the hypotheses were tested using HLM 6.  
  
Results/Discussion/Implication  
This study provides empirical evidence that managers’ own perceptions of their empowering behavior 
influence employees’ perceptions of empowerment and psychological contract that consequently 
influence customers’ evaluations of interaction quality during the service encounter. The effects of the 
empowering and the empowered are stronger among high empowerment disparity within a team. As one 
of the first to have integrated multiple aspects of empowerment in one study, the findings make 
meaningful contributions to both the academic literature and the hospitality industry. Given the findings, 
hospitality researchers and practitioners are encouraged to find a way to effectively empower their 
employees to support them to form a self-management team considering the positive role of the sense of 
disparity in a work group. 
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Introduction  
Service providers experience various emotions which are generated, flowed, exchanged, and contagious 
through social interactions among employees and customers in a hospitality environment (Woo and 
Chan, 2020). Service production is created on various levels including co-production, long production 
chain, and people-orientation, where issues in the service delivery might arise resulting from service 
failure. Numerous factors contribute toward developing an individuals’ self-conscious emotions during 
service delivery. When frontline employees successfully deliver service, they often feel contentment and 
pride, whereas during service failure they are left with negative emotions. Shame is a fundamental 
emotional experience that spans all life stages. It has been examined in developmental psychology, 
social psychology, clinical psychology, but does not receive much attention in a work context within the 
organizational psychology, or a hospitality work environment. Our study identifies shame as an 
experience triggered in hospitality frontline employees after service delivery failure, expanding on the 
process model of self-conscious emotions (Tracy and Robins, 2004). 
Methods  
For the study, we employed the convenience sample, in which data was collected from 217 employees 
from restaurants in Istanbul, Turkey. The data was collected from two sources: managers and 
employees. Data were collected from 217 employees where they were asked provide feedback in regard 
to shame experience, commitment to customer service, turnover intentions, SRP, and error reporting. 
Managers evaluated each of the employees OCB-I (individual).  

The researchers personally distributed and collected survey questionnaires. First, each of the 
employees were assigned a number using the employee list obtained by the manager. The surveys from 
employees were coded using the assigned number. Employees were asked to seal completed surveys in 
an envelope and return it to the researcher, to ensure confidentiality. Managers were not allowed to view 
responses provided by employees. Once employee surveys were completed, the manager was asked to 
complete their portion of the survey, where they evaluated each individual employee. Last, we matched 
each employee and manager survey questionnaires because each manager was asked to evaluate helping 
behaviors from each of their subordinates.  
Results  
The findings of this survey show that shame experience is damaging as a whole, but the impact of shame 
on job attitudes could also be contingent on individual context, such as experience (tenure) one has 
within the hospitality industry. The results show shame will have a negative impact on employees’ 
commitment to customer service, without proper emotion regulation or intervention, which further 
extends the negative impacts on individuals’ attitudes and behavior within the work environment. 
Depending on one’s expertise (tenure), shame experienced following service failure could affect 
personal and organizational outcomes differently. 
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Introduction  
There is a growing interest in understanding the detrimental effects of abusive supervision on the 
victim’s attitude and service performance (Hon & Lu, 2016; Lyu et al., 2016; Pan et al., 2018). 
However, the rapid development of abusive supervision literature has overlooked the witnesses’ 
reactions. Previous hospitality studies only highlighted the effects of abusive supervision on the victim, 
but not on observers. This is unfortunate because the overall effects of abusive supervision may be 
underestimated. Indeed, Tomazin (2006) showed that 40% of the studied participants had witnessed 
someone else being abused. Considering that, there are three parties involved in the observed abuse 
(observers, victims, and supervisors), an investigation of their interactions is needed to extend abusive 
supervision research and to better understand how observers react to observed abusive supervision. 
Therefore, this study drew on research on thirdparty justice (O’Reilly & Aquino, 2011; Zhu et al., 2012) 
and adopted a mixedmethod approach with two studies to investigate the research question “how does 
the interactions among observers, abusive supervisor, and coworkers (i.e., victim) change the observer’s 
reaction to observed abusive supervision?”. Study 1 proposes that coworker support exacerbates the 
relationship between observed abuse and turnover and that the moderating role of coworker support is 
weaker when experienced abuse is high. Study 2 uses an online structured qualitative questionnaire to 
showcase observers’ thought processes when they observed abusive supervision behaviors.  
  
Methods  
In study 1, 490 U.S. hospitality frontline workers were recruited on Mturk to complete a timelagged 
online survey. Observed abuse was related to next day turnover intentions, showing a stronger 
relationship when coworker support was high than when it was low. There was also a significant three-
way interaction among observed abuse, coworker support, and experienced abuse on turnover intentions. 
In Study 2, a follow-up qualitative study asking participants to reflect on their experiences of observing 
abusive supervision. We invited 51 hospitality workers who had observed abusive supervision activities 
to participate in this qualitative study. Observed abuse was particularly harmful when the relationship 
with both coworkers and supervisors were good because the observers found themselves in an 
interpersonal dilemma. Observed abuse was also harmful when the observer had a good relationship 
with the coworkers but a neutral or bad relationship with the supervisors because the observers felt the 
abusive supervision was a justice violation. 
 
Results/Discussion/Implication (Expected Results for the poster submission) 
By investigating the effects of abusive supervision on observers, we showed that observers are most 
impacted (i.e., have the highest turnover intention) when the relationships with victims were good (i.e., 
high coworker support) and when the observers themselves did not experience abusive supervision (i.e., 
they had good relationships with supervisors). The findings can provide practical implications for 
hospitality practitioners to reduce the turnover rate.  
References are available upon request  
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Introduction  
With the persistence of gender inequality, gender research has been a critical theme in academic field in 
recent decades. It is uncovered that changes in gender system are uneven, and certain spheres or groups 
of people are affected more (England, 2010). More specifically, the progress of gender equality in 
workplace is more thorough than that in the domestic field. Despite the drastically growing 
responsibility women hold in the society, taking care of family is still considered as their bounden duty. 
This phenomenon is even prominent in China’s Mainland (Ji, et al., 2017). Gender diversity and the 
status of women in hospitality and tourism industry have always been issues of concern (Pinar, et al., 
2011). Tourism is a feminine industry, while ironically most senior positions are held by male due to the 
stereotyped relationship between femininity and social reproduction priorities (Costa et al., 2017). 
Perspectives on how the patriarchal discourse determines gender performance--process of doing and 
undoing gender--prevail in extant tourism research (Liu, et al., 2020). However, the process of redoing 
gender in response to females’ changing social status at both home sphere and workplace field is less 
prominent. The purpose of this research is therefore to understand how women in hospitality construct 
their identities in different stages and spheres, as well as the way they do, undo and redo gender at 
workplace and private sphere. 
  
Methods  
Due to the exploratory nature of the study, semi-structured in-depth interviews were conducted with 32 
women hoteliers in China’s Mainland with 13 general managers and 19 junior or middlelevel 
employees. All interviewees come from four to five-star hotels and work in a wide range of departments 
from front desk to sales and marketing, from food & beverage to human resources. With research 
participants’ consent, all interviews were tape recorded and transcribed verbatim for the subsequent data 
analysis, following an interpretive approach guided by philosophical hermeneutics.   
  
Results/Discussion/Implication  
Findings from the study confirmed the work of England (2010) and Ji et al. (2017) in that women's 
liberation centered on productive labor has become a hegemonic gender discourse. While requiring 
women to concentrate on their work, the tolerance for their independence in marriage has not 
improved. Most women face work pressure and gender discrimination in the public sphere on the one 
hand, while on the other hand they need to comply with the traditional norms and expectations of 
women’s family responsibilities. However, women in hospitality, no matter newly employed single 
women or general managers who have broken through the glass ceiling of their career, are constructing 
their own gender recognition and identity, gradually deconstructing the new definition of gender 
(Alcoff, 1988), and trying to redo gender at different stages in various fields.  
 

References are available upon request 
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Introduction  
Flight crew is a relatively special profession with a high turnover rate, and their behavior is closely 
related to flight safety. In the past research, the studies mainly focused on the flight crew's burnout. But 
past research has little to do with the organizational identification and organizational citizenship 
behaviors of flight crews. However, there is less research on flight crews in the study of organizational 
factors. Especially in a pandemic environment, organizational factors such as organizational support and 
workplace safety have a very important impact on the behavior and psychology of flight crews. The 
study applies the Affective Event Theory model and the Organizational Support Theory in exploring the 
impacts of the pandemic on crew’s organizational citizenship behaviors.   
 
Methodology 
This research uses quantitative research methods to demonstrate the proposed hypotheses through 
statistical analysis of data.  

The study will collect data through an online survey. The participants will be recruited from 
WeChat groups organized by Civil Aviation University of China which include about 1000 flight crew 
members. The flight crews belong to various Chinese airline companies, such as Air China, China 
southern Airline, Hainan Airline and so on. The study plans to collect about 300 completed 
questionnaires from flight crews. The data collection will start in December 2020.  

Data collected in the study will be analyzed by PLS-SEM using SmartPLS 3 software package. 
Before data analysis, the collected data will be cleaned and checked for missing data in SPSS Version 
24.0. The appropriate tests will be conducted to check normality assumption and the common method 
bias of data.  
 
Expected Results 
The study develops a research model based on the Affective Event Theory model and the 
Organizational Support Theory and empirically tests the model in the context of flight crews’ behaviors 
during the pandemic. Specifically, the study explores the influence of risk perception and workplace 
safety on organization outcomes through the mediation of emotional reactions and using organizational 
support as the moderator.  

The research hopes to truly understand the work identification of flight crews and their 
organizational citizenship behavior during the pandemic. The implication of this study is to help airline 
companies take effective measures based on the impact of COVID-19 to improve the professional 
stickiness of flight crews.         

 
 References are available upon request 
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Introduction  
Customer satisfaction is an essential factor for hospitality organizations to successfully thrive in a 
competitive pool (Bearden & Teel, 1983; Sulek & Hensley, 2004; Szymanski & Henard, 2001) and to 
earn long-term returns on their investment (Gallo, 2015). Even though most hospitality organizations 
provide employees with standard operating procedures and guidelines, employees often go to the extent 
of refusing to abide by organizational rules to provide customers with extraordinary services (Curtis, 
2013). This kind of behavior is defined by Morrison (2006) as pro-social rule-breaking behaviors to help 
customers (PSRB-S). Although hospitality employees engaging in PSRB-S get appreciated by their 
colleagues and supervisors, the effects of PSRB-S on customer satisfaction depends on whether the 
customers directly enjoy PSRB-S (Ghosh & Shum, 2019).  

Drawing upon equity theory (Adams, 1960), this study investigates the effects of PSRB-S on 
customer satisfaction and customer mistreatment of employees from three different customer 
perspectives – 1) guests who are benefitting from PSRB-S (benefiter), 2) guests who only observe the 
PSRB-S, does not have similar needs and is not benefiting from PSRB-S (observers without similar 
needs), and 3) guests who only observe the PSRB-S, have similar needs but is not benefitting from 
PSRB-S (observer).   

 
Methods  
Two scenario-based experiments were used to test the theoretical model. Hospitality consumers who are 
18 years or more in age and have dined in a restaurant within the past six months were recruited from 
Amazon M-Turk in exchange for monetary compensation ($2). Both experiments used a 3 (the type of 
customer: benefiter vs observer without similar needs vs observer with similar needs) × 2 (level of 
PSRB-S: high vs low) between subject factorial design. Participants were randomly assigned to read one 
of the 6 scenarios. 
Results and Discussion  
The results reveal the effect of PSRB-S on customer mistreatment and customer satisfaction. For 
benefiters, the relationship between PSRB-S and distributive justice is positively moderated. For 
observers with similar needs, the relationship is negatively moderated. Distributive justice is found to be 
positively related to customer satisfaction and negatively related to customer mistreatment.  

This study extends current research on customer-mistreatment by adding employee rule-breaking 
behavior as an antecedent that can be used to control customer-mistreatment. It extends the service profit 
chain relationship (Loveman, 1998), which argues that employee behaviors have a direct impact on 
customers, by showing that employee behaviors not only have an impact on the customers that they are 
serving but also the other customers who are present in the social context. From a practical standpoint, 
hospitality organizations are suggested to encourage their front-line employees to be courteous and 
caring in general. In case of demanding customer requests, if employees are not able to break a rule they 
must refuse to do so very courteously. Moreover, they must explain to the customers why they are 
unable to defy an organizational policy. This way, even if the customers perceive a distributive injustice, 
employees’ courtesy and politeness can offset that with a high perception of interactional justice.  
References are available upon request.   
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Introduction  
Artificial intelligence (AI) not only allows automation, but also empowers machines to demonstrate 
mechanical, analytical, intuitive, and empathetic intelligence (Huang & Rust, 2018). In recent years, 
different types of AI technologies have been utilized in the service industry (Chi et al., 2020). Since AI 
social robots are used to directly interact with consumers in service delivery consumers perceive these 
robots not only as technology devices but also as social entities (Gursoy et al., 2019; Van Doorn et 
al., 2017). As a result, how consumers evaluate and trust these social robots is likely to deviate from 
traditional technology trust theories. Drawing upon the human-computer interaction framework (Zhang 
& Li, 2005), this study proposes a formative measurement model to conceptualize and measure 
consumer trust in the use of AI social service robots.  
 
Methods  
To identify the components that may contribute to consumers’ trust toward AI social service robots in 
service transactions, we conducted a systematic literature review. The results were then combined and 
refined leading to an 11-factor 3-dimensional conceptual model. Afterward, to develop a measurement 
scale of customers’ trust towards AI social service robots, this study followed the scale development 
procedures recommended by Mackenzie et al. (2011). More specifically, a literature review process, 
semi-structural interviews, and a focus group study resulted in a pool of 62 items that were subjected to 
empirical testing. Afterward, three customer panels were hired via Amazon MTurk to purify the initial 
item pool, validate the measurement scale, and examine external, concurrent, and predictive validities. 
  
Results/Discussion/Implication  
This study proposes that consumers’ trust toward AI social robots in services is formed by three 
dimensions: propensity to trust, trustworthy function and design, and trustworthy service task and 
context. The empirical results support this proposition, indicating that all three dimensions significantly 
determine the level of trust. This study makes a critical theoretical contribution by conceptualizing and 
developing a measurement scale to measure consumers’ trust in AI social robots. In addition, the 
proposed scale treats the trust in AI social robots as a third-order reflective-formative construct. This 
third-order measurement scale not only provides a comprehensive and holistic overview of trust in AI 
social robots that is evidenced by its significant explanatory power (Barki et al., 2007; Cenefetelli & 
Bassellier, 2009) but also exhibits significant predictive power to predict trust in AI social service 
robots.  
 
 
References are available upon request 
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Introduction  
Social media is considered a highly influential and cost-effective marketing channel; therefore, events 
and festivals are actively utilizing various social media platforms to provide potential attendees with 
relevant information (Kim et al., 2017). Despite numerous researchers who have examined motivations 
for social media based on the uses and gratifications theory (e.g., Park et al., 2009), gratification factors 
that make event attendees use social media content offered by organizers have not been thoroughly 
investigated. An attractive component of social media marketing is its ability to allow users to share 
their experiences, information, and other content with those who have similar interests and needs (Cho et 
al., 2010). Another crucial factor in determining the efficacy of social media marketing is information 
trust, which is generally developed through repeated reciprocal interactions between content producers 
and consumers (Lewicki & Bunker, 1995). Despite event preparations often taking a year or more, an 
event can be regarded by a consumer as “one-time-only” (Suomi et al., 2020), which potentially reduces 
the motivation of consumers to engage in this reciprocity. The objectives of this study are (1) to 
determine the impact of the gratification factors of event-focused social media content on consumer’s 
intention to share information and information trust, (2) to develop and examine a theoretical framework 
to understand their interrelationship, ultimately influencing intention to participate in the event, and (3) 
to examine the moderating effect of non-content attributes on the relationship between gratification 
factors and information sharing and trust.  

Methods  
This study targeted social media users who followed and received relevant information through a 
Facebook page for events such as music festivals, exhibitions, or cultural events. Pilot tests were 
conducted with 50 students who followed the Facebook page of an event to check the reliability and 
validity of the scales. The self-administered online survey was distributed to U.S. Facebook users who 
met the above sampling criterion using Qualtrics in January of 2020. In total, 401 usable questionnaires 
were collected and analyzed to validate a proposed conceptual framework.  
 
Results/Discussion/Implication  
The results of this study indicated that the gratification factors (i.e., informational, entertaining, 
remunerative, and relational content) of event-focused social media content play a critical role in 
influencing potential event attendees’ intention to share information and perceived information trust, 
subsequently affecting intention to attend. This study also demonstrated that non-content cues (i.e., 
visual design and information overload) can act as a vital moderator altering the effect of the 
gratification factors of event-focused social media content on the intention to share and information 
trust. The findings of this study empower event organizers to better understand and examine effective 
event information within the context of social media. 

References are available upon request  
 



 

The 26th Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston 

Page 73 

 

COMPARING RESTAURANT RANKINGS ACROSS LOCAL SEARCH PLATFORMS  
Seunghun Shin1, Zheng Xiang2  

Virginia Tech, Blacksburg, Virginia, USA, ssh15@vt.edu1; philxz@vt.edu2  

 
Introduction  
This research aims to understand how local tourism businesses are ranked in three major local search 
platforms (LSPs), namely Google, Bing, and Yelp in order to gain insights into the potential impacts of 
these technological tools on travel behavior as well as digital marketing strategies for tourism businesses 
(e.g., local search optimization).  

Methods  
We adopted an analytical approach by simulating LA tourists’ local search for restaurants and 
comparing the rankings of three LSPs’ search results. We explored how different local restaurants are 
represented across the platforms. Then, we examined how the rankings of local restaurants are different 
across the platforms. To explore how different local restaurants are represented across LSPs, we 
compared them in terms of the online reviews, distance, price range, and cuisine type through 
descriptive analysis. To examine how the rankings of local restaurants are different across LSPs, we 
computed the similarity between rankings of three LSPs by using Webber’s rank-biased overlap (RBO), 
which was developed for comparing the ranking results of the Web search (Webber, Moffat, & Zobel, 
2010).  

First, based on the official visitor map of LA, we identified 67 touristic attractions and 
constructed 67 local search queries by using the name of each attraction. Second, 67 sessions of local 
search were conducted on each platform. Third, top 20 restaurants were collected from each session. For 
each restaurant, the following information was collected: restaurant ranking, name, address, distance, 
average rating, number of online reviews, price range, and cuisine type. The data collection was 
conducted between April 7, 2020 and April 22, 2020 with two Web crawling programs, namely Botsol 
and WebHarvy.  

Results/Discussion/Implication  
This research aims to understand how local tourism businesses are represented and ranked in Google, 
Bing, and Yelp. We assume that three LSPs generate quite different rankings because of the differences 
in the way each LSP search and rank local businesses, and the findings confirm the assumption.  

The findings show that three LSPs represent the tourism domain differently in terms of the 
average rating and number of online reviews, distance, price range, and cuisine type. Besides, the 
average RBO score is about 0.3 in all the pairs, which is significantly lower than 0.5. In all the pairs, 
some comparisons appear quite similar (higher than 0.5), but most cases are examined as different 
(lower than 0.5).  

The findings can provide practical guidance for tourists’ information search strategy. For 
example, as each LSP provides different rankings, tourists need to check multiple platforms for seeing 
the full picture. Tourism businesses can use this knowledge to develop their online marketing strategies. 
As they may be differently ranked by platforms, tourism businesses need to compare multiple platforms 
in order to thoroughly measuring their online positions in LSPs. 
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Introduction  
Online social media has become popular for customers to share their experience and opinions to others 
(Leung, Law, Van Hoof, & Buhalis, 2013; Oliveira, Araujo, & Tam, 2020). In addition, by taking 
advantages of web 2.0 technologies, customers are allowed to share their opinions and experience by 
using variety forms such as text messages and numeric ratings. Online reviews, the most common form 
of user-generated contents, represent customers’ evaluation toward a product (Xiang et al., 2017). In 
hospitality and tourism field, online reviews play a critical role in terms of assisting potential hotel 
guests and tourists on hotel and destination selection (Ayeh, Au & Law, 2013; Chan, Lam, Chow, Fong, 
& Law, 2017; Abdullah, Jayaraman, Shariff, Bahari, & Nor, 2017).  

Although the importance of online reviews’ textual message on review helpfulness is well 
studied (Sparks & Browning, 2011; Xiang et al., 2017; Noone & McGuire, 2013), the comparative 
importance of other review components such as sectional ratings and pictorial contents on review 
helpfulness were rarely examined. This study aims to examine the comparative importance of different 
review components on online hotel review helpfulness. 
  
Methods  
This research explored how important of review attributes as well as the importance of the levels of each 
review attribute in terms of perceived review helpfulness based on the conjoint analysis approach. 
Conjoint analysis is widely used to understand the preferences of customers on products or services 
(Green & Srinivasan, 1978). Using a Web crawler programmed in the Python programming language, 
the researchers collected 378 online hotel reviews for The Peninsula New York from TripAdvisor.com 
in late 2016. 
  
Results/Discussion/Implication  
Results indicated that review overall rating is considered the most important regarding perceived review 
helpfulness. Review sectional rating, review length, and user-generated photos are considered less 
important than review overall rating, and review helpfulness vote is considered the least important in 
terms of the perceived review helpfulness.  

The current study has three contributions. First, this study compared the importance of different 
review attributes on perceived review helpfulness by conducting a conjoint analysis that has been rarely 
used in the online review research stream. Contrast with the main steam, the current study offers a 
different but critical perspective that sectional ratings and user-generated photos play an important role 
on perceived review helpfulness. Second, the current study not only examined the influence of review 
attributes on review helpfulness in general but also on the level aspect, which provided more explanation 
regarding how such review attributes contribute to perceived review helpfulness. Third, the results of 
this study suggest that website designer could identify and redesign the review structure to provide the 
review attributes more efficiently. 
References are available upon request 
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Introduction  
During black swan events like the COVID-19 pandemic, standard forecasting methods in the lodging 
industry become unreliable due to their lack of flexibility to sudden changes in the data (Nicola, 2020). 
This is an issue because demand forecasting is vital to hotels' revenue management and hotel managers' 
and investors' decision-making process (Caicedo-Torres & Payares, 2016; Lee, 2018). This study 
proposes a new approach for forecasting the metrics of occupancy (OCC) and average daily rate (ADR) 
in hotels: the LSTM network, a type of recurrent neural network. LSTMs are currently state-of-the-art in 
areas like speech recognition and sentiment analysis, and the basic idea behind them is that they leverage 
cells connected in a time sequence to capture both short-term and long-term dependencies (Lee, Suh, 
Roy & Baucus, 2019). The same period last year (SPLY) forecasting method—which simply repeats the 
ground truth value from the same period (month) from the previous year—is used as the baseline for 
comparison with the LSTM (Pereira, 2016).  

Methods  
The dataset used for training was sourced from STR, a market data provider, and consists of monthly 
reports of aggregate OCC and ADR values over the past 20 years across 5 locations and 6 economic 
classes. In training the LSTM, separating the models by location and metric was found to perform 
significantly better than a single model for all of the data. Each of these models was trained to use 12 
months of data in order to make predictions for the following 3 months, and this process is used to both 
backtest on previous data and to forecast future data. The optimal architecture for the model was found 
to be 2 LSTM layers attached to 2 fully-connected layers (with dropout) that are separated by a rectified 
linear unit (ReLU) activation function. To train the models, a mean squared error loss function and an 
Adam optimizer were also used. After training, the LSTM was compared with the SPLY model using 
the error metrics mean average percent error (MAPE) and root mean square error (RMSE).   

Results/Discussion/Implication  
The LSTM is a 2.17% improvement on average (using the MAPE error metric) over the industry 
standard SPLY based on backtesting over the past 20 years of STR data. Furthermore, during the rapid 
decrease and subsequent increase in demand due to the COVID-19 pandemic (measured up to May 
2020), the LSTM performed with even greater accuracy comparatively. This suggests that the LSTM can 
adapt to sudden shifts in the data, unlike the SPLY. These results have implications for both academia 
and industry. In academia, this method could be iterated upon using different datasets and architectures. 
In the industry, LSTMs could be used to better inform revenue managers’ decisions, particularly during 
uncertainty. The main limitation of the LSTM for industry purposes is the data overhead needed to train 
a model. Future studies could explore combining LSTMs with simpler forecasting techniques (like the 
SPLY) to reduce this overhead. Transfer learning could also be tested as a way to reuse models across 
different datasets.   
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Introduction  
With the growing accessibility of social media, tourists tend to share their travel experience online. As the 
most predominant travel-related platform, TripAdvisor provides informative data for researchers and park 
managers to better understand the voice of the tourists. This study focuses on tourist experience in Manuel 
Antonio National Park, located on the Pacific coast of Costa Rica. According to the Tico Times (2015), 
this is one of the most visited Costa Rica national parks, receiving more than 465,000 visitors in 2017. A 
large number of visitors heavily influence travel experiences. Many tourists avoid visiting the park because 
it is overcrowded and too “touristy” (The Tico Times, 2016), apparently under the influence of this 
negative publicity. The leading travel-related review media is TripAdvisor. The TripAdvisor reviews 
affect virtually all of its users (Gretzel and Yoo, 2008), while the negative reviews being potentially 
devastating for the businesses (Mauri & Minazzi, 2013). This study aims to understand this publicity 
expressed based on TripAdvisor reviews in the top two languages (English and Spanish) in terms of visitor 
numbers. The overall goal is to determine current issues in the park to facilitate park management in 
providing quality experiences to park visitors.  

Methods  
The topics expressed in TripAdvisor reviews were explored using sentiment analysis and Latent Dirichlet 
Allocation (LDA) as follows. First, reviews were pre-processed using the standard data cleaning 
methodology (Marine-Roig & Clavé, 2015). Second, the sentiment was classified using Amazon 
Comprehend Sentiment API as positive, negative, neutral, and mixed (Amazon Comprehend Features, 
n.d.). The negative sentiment scores were used to detect the origins of tourists with negative experiences, 
respectively, using the ESRI ArcGIS hotspot analysis tool. Word similarity test was performed by NVivo 
12 to determine the vocabulary used by different types of travelers based on the Jaccard coefficient. Finally, 
a Latent Dirichlet Allocation (LDA) based topic modeling was performed by Amazon Comprehend 
(Amazon Comprehend – Topic Modeling, n.d.).   

Results  
Review star-rating does not always reflect the text sentiment (Ganu, Elhadad, & Marian, 2009). Even 
though the review ratings tend to be positive, tourists still have negative experiences and express them in 
reviews. In addition, cultural differences may cause that tourists from different regions differ in their 
experiences. Specifically, we identified a significant disparity in the attitudes of tourists from North 
American and European countries. We also found that the words tourists used to interpret their travel 
experience differ between the types of travelers. Tourists traveling with friends, families, and couples 
interpreted their travel experience in a similar way. Business and solo traveler’s vocabulary is also 
similar, but distinct from the former tourist groups. Topic modeling generated six topics of tourist’s 
stated experiences, and a manual review of negative feedback determined the main issues raised by 
tourists. The overcrowding is the dominant problem in negative reviews, followed by the issues in park 
management. The findings bring insights into understanding tourists and facilitating park management 
based on unstructured TripAdvisor reviews.  
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Introduction  
Smart technology has been playing an important role in the hospitality industry, nevertheless the smart 
hotel system and consumers’ reaction towards the smartness remain unexplored. This study focuses on 
factors influencing the perceived smartness which in turn influences affects consumers attitude and 
satisfactions towards smart hotel system. Based on the ActorNetwork-Theory (ANT), this study aims to 
examine customer responses to smart hotel system and explored the relationships among level of 
autonomy, familiarity, perceived smartness, privacy concern and customer satisfaction.  
 
Methods  
This study used a 2(Level of Autonomy: High vs. Low) x 2(Technology Familiarity: High vs. Low) 
x2(Privacy Concern: High vs. Low) between-subject experimental design to test five hypotheses. 
Amazon Mechanical Turk was used to recruit the adult participants online in the US. The scenario-based 
survey consisted of three parts, and participants were asked to answer questions based on their opinions 
upon the scenarios they read. A total of 363 successful responses were received. The PROCESS 
developed by Hayes (2013) and bootstrapping were used to perform the moderated mediation analyses.  
 
Results/Discussion/Implications  
Results of ANOVA and PROCESS supported the five hypotheses that we proposed. Particularly, in the 
smart hotel context, consumers are likely to judge the hotel smartness through an overall assessment of 
the perceived smartness. For the high technology familiarity customers, the perceived smartness was not 
a significant predictor of customer satisfaction towards smart hotels. The results also demonstrated the 
indirect effects of level of autonomy on satisfaction and opinions towards smart hotels through 
perceived smartness were conditioned on technology familiarity and privacy concern.  

Results suggest that service providers should monitor which consumer segment will be favorable 
for new technology as well as getting customers involved with the hotel operation. Moreover, utilization 
of the smart hotel system offers customization that can maximize the service experience, but managers 
need to consider the privacy issues at the same time. The results provide empirical evidence to 
demonstrate that level of privacy concern, technology familiarity can influence consumers’ satisfaction 
and opinions towards the hotel smartness. This scenario-based research contributes to technology 
application and service marketing in the context of the smart hotel. 
  
References are available upon request 
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Introduction  
The management and capitalization of innovation have many challenges with high failure potential. On 
the other hand, the successful implementation of innovation brings multiple positive outcomes to 
organizations (Damanpour et al., 2009). Hospitality innovation research is at its infancy in theory 
development (Gomezelj, 2016) and dominated by quantitative studies, which adapt models developed 
mostly for manufacturing and technology (Hjalager, 2010). Hospitality managers could benefit from 
research-based knowledge about the potential roadblocks, considering the uncertainty and high 
probability of failure in innovation projects (Christensen et al., 2016). Therefore, this is an inductive, 
exploratory study to uncover the challenges and key learning takeaways related to innovation projects in 
lodging organizations.  
 
Methods  
The researchers selected a purposeful sample of 25 executives of 3-5 star hotels in the Greater Orlando 
area for face-to-face semi-structured interviews in 2019. Following Braun & Clarke (2012), data were 
analyzed employing six phases of thematic analysis. To ensure the validity and reliability of results, 
several trustworthiness strategies were followed, including member checking, peer debriefing and 
examination, cyclical revision of codes and, triangulation with theory and literature (Miles et al., 2020). 
 
Results/Discussion/Implication  
The participants reported four main challenge areas and offered key learning takeaways, which were 
identified from the thematic analysis. These are (1) team dynamics, (2) human resource management, 
(3) culture of innovation, and (4) reaching an agreement. This study's results shed light on potential 
industry-specific roadblocks managers may face when embarking on future innovation projects. By 
sharing the key learning takeaways, managers could use these results to be better prepared and become 
more successful at managing innovation. The study also has theoretical contributions. To the author's 
knowledge, it is the first to explore in-depth the challenges of hospitality innovation management, 
contributing to a field in which theory development is in its infancy (Gomezelj, 2016). Also, challenges 
and key learning takeaways could be used as inspiration for future qualitative and quantitative research. 
 
References Available upon Request  
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Introduction  
Revenue management in the hospitality industry has a salient distinction from other industries (e.g., 
retail, restaurant) that hotel clients usually book the rooms ahead of arrival. This time window between 
booking and purchasing enables the pick-up method, which utilizes incremented bookings during the 
lead time, gaining popularity in both academia and industry.  

Build on prior work featuring hotel demand forecasting, we are proposing a new demand 
forecasting framework that embeds the prevailing machine learning (ML) algorithms in the pickup 
models. Instead of merely capturing the linear relationship between current reservations on hand (ROH) 
and final arrivals, our model is capable of capturing nonparametric patterns and accommodate multiple 
ROHs (compared to classic pick-up models only using the newest ROH). The empirical study confirms 
that ML models outperform classic pick-up models. However, practitioners need to be cautious using 
ML techniques since it requires a solid statistical background to tune the models and the computational 
cost might be high.  

In all, this research enriches the hotel revenue management literature and proposes a new 
framework for researchers and practitioners to build upon.  
  
Methods  
In this study, we integrate six mainstream machine learning algorithms with pick-up methods and 
compare their performances with additive and multiplicative pick-up models. The machine learning 
models we used are neural network, k-nearest neighbors, weighted k-nearest neighbors, decision tree, 
random forest, and support vector regression.  

To validate the models we proposed, we design two empirical studies that use one-yearlong 
booking records of a hotel property with arrival dates from December 27, 2017, to December 31, 2018. 
One of the studies only uses the newest ROH as the attributes and the other uses all ROH on the booking 
curve. Finally, we arrange a robustness test to assess how models perform given a differently split 
dataset.  
  
Results/Discussion/Implication  
We prove that pick-up models embedded with machine learning have the potential in improving demand 
forecasting performances. As the empirical study suggests, the best-performing machine learning 
embedded model outperforms the additive pick-up model by 5% in accuracy and 4% in variance. 
However, this improvement only appears when the newest ROHs are used.  

In conclusion, although seeing great potential using ML models in demand forecasting, we 
suggest hotel managers being cautious applying them even it has been a hyped concept for years. ML 
models take significant computation power and can be challenging for practitioners without a statistics 
background to tune the parameters for daily use.  

In all, this research serves as an initial attempt of integrating the prevailing ML concept in hotel 
demand forecasting and provides empirical results for further explorations.   
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Introduction  
Service in the hotel industry is one of the most important attributes for gaining a competitive advantage 
in the hospitality industry (Angelova and Zekiri, 2011). It is vital that guests in hotels receive high 
service quality in order for the business to grow and prosper. Especially within the hotel industry, as 
today’s generation are better traveled comparatively to the past generations and know exactly what they 
want (Chacko, Williams, and Schaffer, 2012). One of the market segment that has grown tremendously 
in the tourism industry, especially in the last few years, is ‘Millennials’ (Kubickova, Nusair, Parsa, Hui, 
2015). Millennials have an annual spending power of $200 billion dollars (Solomon, 2017), most of 
which is being contributed towards travel and tourism (From, 2017). In 2016, Millennials spent $4,594 
on vacations and had taken an average of 3.5 vacations within one year (Fromm, 2017). Research shows 
millennials are price sensitive (McGrath, 2015), due to which, budget hotels are targeting this market 
segment. As millennials increasingly travel, it is going to be important for budget hotels to explore the 
service quality attributes that millennials consider important. Thus, the purpose of the study is to 
strengthen our knowledge on millennials’ perceptions of service quality in the budget hotel sector. 
  
Methods  
This study is a quantitative study; survey instrument explored the service quality perceptions of 
millennials; and data was collected from millennials that have experienced service in boutique budget 
hotels. A total of 270 millennial respondents’ data was collected on their ratings for important and 
performance of service quality attributes in four boutique budget hotels- Aloft, Moxy, Tru, and Hotel 
Indigo. An online close-ended question survey was distributed through Qualtrics software. Importance 
Performance Analysis (IPA) was utilized for this research. IPA identifies the strengths and weaknesses 
and gives insight into which service areas need more attention on. Performance of service quality 
attributes was analyzed using exploratory factor analysis (EFA) to group together the characteristics. 
Regression analysis was also used to relate the mean score for the attributes and seeing if there was a 
correlation between customer satisfaction and customer loyalty.  
  
Results/Discussion/Implication  
The implications derived from this study shows that boutique budget hotel operators should be aware 
that Millennials scrutinize the very basic elements of a hotel. Managers can increase their customer 
satisfaction and customer loyalty levels within boutique budget hotels with developing more specific 
strategies for Millennials.  

The analysis generated a total of five dimensions: hotel experience, staff experience, device 
experience, visual appeal perception and wireless connection. These five dimensions were further tested 
with multiple regression analysis to look at the influencing power it had on customer satisfaction and 
customer loyalty. All five dimensions had a positive significant relationship with influencing customer 
satisfaction and customer loyalty with hotel experience being the largest influencing dimension. The 
results will help with developing better strategies to improve service quality by sustaining and attracting 
more customers will aid in generating great profits.  
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Introduction  
Due to the intangible and experiential nature of the hospitality industry, photos with their 
informativeness play a silent role for guests to acquire and evaluate the information of hotel services 
(Deng & Li, 2018; Jeong & Choi, 2005). In the Airbnb context, the role of photos should be more 
emphasized because Airbnb provides less standardized accommodations varying with their hosts than 
traditional hotels do (Guttentag, 2015). To meet this necessity, various researchers have investigated the 
effects of photos on customers’ decision-making in the hospitality context (Bufquin et al., in press; 
Liang et al., 2017; Ma et al., 2018; Shin et al., 2020). However, we identified the effects of configuration 
and first impression that necessarily generated in consecutive photos on customers’ decision-making 
received little attention in the hospitality literature.  

To fill the gap, the purpose of this research is to scrutinize the way of presenting photos in terms 
of booking intention in the Airbnb context. In particular, this study aims to empirically analyze the 
effects of 1) the number of photos, 2) organization of photos, and 3) congruency of the first photo with a 
headline on booking intention. 
  
Methods  
The present study used an experiment utilizing a 2 (number of photos: large vs. small) × 2 (organization 
of photos: organized vs. unorganized) × 2 (congruency of the first photo with a headline: congruent vs. 
incongruent) between-subjects factorial design. The number of photos was manipulated by showing 24 
or eight photos. The organization of photos was manipulated by showing photos where the same 
attributes in each photo appear in series or do not appear in sequence. The congruency of the first photo 
was manipulated by showing a congruent photo where an attribute in the first photo matches an attribute 
described in a headline or does not match a headline.  

Data were collected from 256 participants who were recruited from Amazon Mechanical Turk. 
After reading the scenario, participants were randomly and evenly assigned to one of the eight 
conditions and were exposed to an Airbnb property with a series of photos representing the experimental 
conditions. Finally, they were asked to rate their booking intention on three items using 7-point Likert 
scale. 
  
Results/Discussion/Implication  
Manipulation checks for this study were successful. To test the main effects of three independent 
variables, independent samples t-tests on booking intentions were conducted. The result shows that 
participants showed significantly higher booking intention for Airbnb property when the larger number 
of photos were presented, the photos were organized, and the congruent first photo with a headline was 
presented, at a 95% confidence level.  

Our findings contribute to the hospitality literature by demonstrating that the proposed format of 
photos increases customers’ booking intention, consistent with previous works in consumer behavior 
discipline (Kahn & Wansink, 2004; Miniard et al., 1991). Practically, this study’s findings provide 
Airbnb hosts an effective strategy to attract customers by making the best use of photos. 
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Introduction  
Social media platforms have created a new way for companies to reach their consumers through 
social media influencers and viral marketing. Viral marketing employs opinion leaders of a target 
market, providing incentives to pass their marketing message through their network (Dobele et 
al., 2005). These opinion leaders have, over time, become social media influencers (SMIs), who 
create their own content (user-generated content or UGC) and leverage electronic word of mouth 
(e-wom) to spread messages in a viral fashion. 

This study introduces and explores a concept the authors have named “rogue marketing”. 
Rogue marketing is defined as any informal marketing not funded or endorsed by a company 
which, when it achieves viral status on social media platforms, results in free and unexpected 
advertising for that company. Rogue marketing has the potential to benefit hospitality companies 
by leveraging content posted by SMI’s or their regular customers without having to pay for 
sponsored content. The purpose of this research is to determine how effective rogue marketing 
messages are compared with traditional marketing messages. 
  
Methods  
An online survey using Qualtrics was developed and distributed on social media platforms and 
sent via email to college students. The survey included two marketing messages, one a company 
produced video advertisement for White Claw hard seltzer (video 1) and the other Trevor 
Wallace’s “Drinks White Claw Once” rogue marketing video (video 2). After watching each 
video, respondents answered questions aimed at understanding if the message was perceived as 
influencer marketing and also UGC. The ten question FoMO scale from Przybylski et al. (2013) 
was used to determine the degree of FoMO present among the respondents.  

  
Results/Discussion/Implication  
To determine the differences between the two videos, paired samples T-tests were run. Results 
indicated that respondents believed video 2 to be an example of influencer marketing and UGC 
more so than video 1, both were statistically significant mean differences. Additionally, 
respondents were not able to identify if White Claw had paid for the rogue marketing message to 
be created. Respondents were slightly more likely to purchase White Claw after watching video 
2 than video 1, however, this was not a statistically significant mean difference. FoMO was not 
found to be a significant factor associated with either video. 

Rogue marketing will become more influential as the Federal Trade Commission (FTC) 
has begun enforcing the use of disclosure language for a paid endorsement from social media 
influencers, which will weaken the power of influencer marketing campaigns. The use of 
disclosure language on social media posts has been found to affect attitude towards the brand 
(Evans et al., 2017). Hospitality companies currently using social media influencers should look 
for and leverage rogue marketing opportunities to avoid using disclosure language. 
References available upon request.  
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Introduction  
Suppose you are looking for tour package information for an upcoming vacation. While searching 
online, you encounter an online review using assertive language—“You must book this tour” and 
“Beside the local food, you should also explore amazing landmarks on the way”—how would you feel 
about this online review? What if the online review uses nonassertive language “It is worth booking the 
tour” and “Beside the local food, you could also explore amazing landmarks on the way” instead? Might 
the subtle variation in linguistic expressions affect your perceptions of review helpfulness and attitudes 
toward the tour? When is assertive language more or less effective than nonassertive language in online 
reviews?  

Assertive language is ubiquitous in the marketplace and has been mostly examined in marketer-
generated content (Kronrod et al., 2012a, 2012b), but not in user-generated content such as online 
reviews. This gap needs to be addressed since assertive language is commonly used in online reviews. 
Drawing on the construal level theory, this research examines the joint effects of language style 
(assertive vs. nonassertive) and temporal distance (distant vs. near) on tourists’ perceived review 
helpfulness and attitudes toward the reviewed business.  
Methods  
A 2 (language style: assertive vs. nonassertive) × 2 (temporal distance: distant vs. near) betweensubjects 
experimental design was employed to test the hypotheses. A total of 165 U.S. adult participants were 
recruited from MTurk.  

First, participants were asked to imagine themselves in a scenario of encountering an online 
review when choosing a tour package for a vacation. In the assertive language condition, the online 
review used an imperative tone, whereas a suggestive tone was adopted in the nonassertive language 
condition (e.g., “You must book [It is worth booking] the tour”). Moreover, participants in the 
temporally distant [near] future condition were instructed to imagine that their vacations would be in 3 
months [in 4 days]. Then, they were asked to complete the survey questions.  
Results/Discussion/Implication  
The results show that online reviews using assertive (vs. nonassertive) language lead to higher perceived 
review helpfulness and more favorable attitudes toward the reviewed business among tourists whose 
travel time is in the distant future. Conversely, online reviews using nonassertive (vs. assertive) language 
are more persuasive among tourists whose travel time is in the near future. Findings from the mediation 
analyses reveal that psychological comfort is the underlying mechanism explaining these effects.  

To the best of our knowledge, this research is the first to examine the role of language 
assertiveness in online reviews. In addition, this research adds to the construal level theory literature by 
shedding light on the congruency effects between language assertiveness and temporal distance in online 
reviews. The novel findings of this research offer tourism practitioners pertinent implications regarding 
how to leverage online reviews and temporal distance to maximize the online marketing effectiveness of 
the tourism business.  
References are available upon request 
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Introduction  
The attendees of meetings and events industry contribute a significant amount of solid wastes every 
year. However, attendees tend not to engage in recycling due to the inconvenience and perceived 
minimal benefits or advantages to them for recycling (Strydom, 2018). Therefore, a useful 
communication tool needs to be utilized to encourage attendees’ recycling behavior.  

Product transformation salience (PTS) refers to consumers’ perceived degree of transforming 
recycled materials into new products (Winterich et al., 2019) and has two levels (high or low). Low PTS 
emphasizes that waste products can be turned into new products with a similar value (e.g., from used 
plastic bottles to new plastic bottles), whereas high PTS suggests that waste products can be transformed 
into higher-value products (e.g., from used plastic bottles to a new coat; Winterich et al., 2019). High 
(vs. low) PTS may be more effective in encouraging people to engage more recycling behaviors by 
impressing individuals with the values of these wastes (Winterich et al., 2019). This study also proposed 
that past recycling behavior (PRB) may alter the effects of PTS on event attendees’ recycling intentions 
(Dharmesti et al., 2020). Individuals with a frequent PRB may recycle regardless of the messaging 
effect, while those with infrequent PRB might be likely encouraged by the messages (Liu et al., 2020). 
Further, this study investigated the mediating role of perceived utilitarian value of recycling. 

 
Methods  
A two (PTS: High vs. Low) by two (PRB: Frequent vs. Infrequent) between-subject fullfactorial 
experimental design was used. Two types of advertisements (high or low PTS) were utilized as study 
stimuli. Scenario-based online surveys were distributed via Amazon Mechanical Turk (MTurk). Prior to 
the main study, the effectiveness of the manipulations of PTS was confirmed by the results of the pretest 
(N=126). Measurement items for manipulation checks and independent and dependent variables were 
adopted from previous studies.  
 
Results/Discussion/Implications  
Based on the results of analysis to covariates, respondents who received high (vs. low) PTS information 
reported higher recycling intentions (MHighPTS=5.67; MLowPTS=5.32; F=7.27, p<.01). When attendees 
have lower PRB, high (vs. low) PTS will trigger higher recycling intentions (MHighPTS_LowPRB=5.35; 
MLowPTS_LowPRB =4.68; F=6.35, p=.01). However, for attendees who have higher level PRB, PTS will not 
influence recycling intentions (MHighPTS_HighPRB=5.99; MLowPTS_HighPRB=5.97). The results of moderated 
mediation analysis (PROCESS model 8; Hayes, 2017) also confirmed the mediating role of the 
perceived utilitarian value of recycling behavior.  

This study contributes to the literature by investigating the effects of PTS and the interaction 
relationship between PTS and past behavior on event attendees’ recycling intentions. Event practitioners 
can use high PTS to encourage attendees’ recycling engagement. The identified mediating effect of 
perceived utilitarian value of recycling can help event professionals better understand the mechanism of 
using PTS to promote attendees’ recycling behaviors. 
References are available upon request 
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Introduction 
Chinese tourism is acquiring an increasingly significant dimension in the world tourism scene, and 
many destinations seek to avail themselves of this circumstance. In the European context, the majority 
of Chinese tourists travel through organized groups to renowned destinations, and many lesser-known 
destinations such as Trentino in northern Italy are substantially absent. 

By exploring the travel preferences, perceptions and expectations of Chinese tourists and by 
analyzing opinions and suggestions of tourism professionals and experts, this paper identifies destination 
marketing and management strategies to target China as one of the long-haul markets of Trentino, aiming 
at attracting a reasonable share of Chinese tourists to visit the Italian Alps. 
 
Methods 
The research adopts an exploratory approach with a mixed methodology of both quantitative and 
qualitative methods. It highlights the strengths, opportunities, threats and weaknesses of tourism offer 
in Trentino from both industry and tourist perspectives. 

With the basis of constructivist grounded theory, a series of semi-structured interviews were 
conducted with 15 tourism industry partners and experts in China and Italy. Through inductive content 
analysis, the research indicates the features and needs of the different segments in which Chinese 
tourism can be divided and suggests the best ways to reach them with interpretative coding process. In 
addition, a questionnaire of 32 questions was distributed through the network of Chinese in Italy, and 
402 samples were collected. Cross-over analysis and quantitative content analysis were conducted to 
understand the travel needs in order to provide an articulated vision that could lead Chinese tourists to 
travel to Trentino. 
 
Expected Results 
This paper underlines that the promotion of niche destinations in Europe requires the public- private 
partnership and collaboration between destination channel suppliers and outbound tour operators. 
Trentino needs to create such links, promoting itself on various Chinese social media and improving 
the transportation system in the Dolomites and the Lake Garda area. Iconic location and authentic 
experience of culture, nature and shopping can be integrated into product innovation through 
outbound and inbound tour operator collaboration. 
 
References are available upon request  
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Introduction 
This study investigates sales promotion fit (SP fit) main and moderation effects on travelers based on 
need for cognition (NFC), deal proneness (DP), travel intention (TI), promotional attractiveness (PA), 
and demographics. The study applies resource matching theory (RMT) which assumes that the match 
between the individual’s resources and those required for processing the message is the key to 
promotional effectiveness (Chang, 2007). The fit presence between the promotion and the product 
avoids misunderstandings about the promotion’s value (Park & Yi, 2019). Fit absence leads to 
perceiving low usage linkage between the promotion and the product. Also, monetary promotions 
(MSP) directly communicate the promotional value with consumers and do not require high cognitive 
resources. Conversely, non-monetary promotions (NMSP) provide a less clear understanding of the 
deal’s value (Palazon & Delgado-Ballester, 2009) and require high cognitive thinking. Implementing 
proper marketing communication tools builds a successful brand image and reduce the perceived risk of 
services. This study provides a complex design investigating matching effects of SP fit and type across 
individual differences. It suggests the most impactful promotional form for hotel marketing goals.  
 
Methods 
One-factor (SP fit: fit presence for monetary and non-monetary vs. fit absence for monetary and non-
monetary) between-subjects experimental design was utilized. The sample size was 300. The data was 
collected online through Qualtrics with online questionnaire. Four SP manipulations were designed for 
SP fit. Other variables in the model were measured with reliable scales. One-way MANOVA was 
performed to test the main effects and PROCESS was utilized to test the mediation and moderation 
effects of SP fit. 
 
Discussion  
Fit presence for MSP was the most effective SP. SP fit contributed to SP type effectiveness. Fit absence 
for MSP and fit presence for NMSP yielded significant results. Amid COVID-19, participants did not 
activate their NFC and DP to process promotions and perform travel behaviors. Rather, they involved 
their TI and PA, and demographics.  

Researchers should consider that travelers may activate different mental mechanisms to process 
the promotional message, such as TI, PA, and demographics. They should broaden their understanding 
of promotional effectiveness in terms of the deal type and the deal’s fit with the promoted product. 
Marketers should consider designing SP based on consumer differences to differentiate the company and 
brand. As each consumer has a different benefit expectation from a deal, various on and off hotel 
premises should be designed. Next, hotel marketers should motivate individuals to travel. During the 
pandemic, hotels can promote traveling by developing smart promotions. Based on the travel purpose, 
property type, capacity, and target market demographics, different monetary deals can be designed that 
offer on property premises. 
 
References available upon request 
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Introduction  
Hotels all over the world are collecting data to make smarter decisions. People collectively generated 
90% of the entire world’s data between 2016 and 2018 in 2018, which signifies an exponential rate of 
increase (Marr, 2018). Marketers can use the data to tailor products, services, messages, and other items 
through personalization. Personalization provides many benefits to both the firm and customer 
(Researchscape International & Evergage, Inc., 2019).  

Some marketers are not confident in their overall personalization strategy (Researchscape 
International & Evergage, Inc., 2019). A travel and tourism report mentioned relationship marketing as a 
critical event in the growing adoption of personalization as well as brand loyalty (GlobalData 
Intelligence Center, 2019), which makes personalization a strong candidate for relationship marketing 
strategy integration.  

Relationship marketing theory posits that three levels exist through financial, social, and 
structural bonds, all of which foster customer loyalty (Berry, 1995). However, scholars have 
conceptually proposed a different way of structuring relationship marketing levels by incorporating a 
fourth relational bond construct, “customization bonds” (Zeithaml et al., 2017).  

Chu et al. (2016) notes that there are limited scholarly articles on luxury and upscale hotels, as 
most information comes from industry practitioners in trade magazines. Relational bonds have not been 
studied on a U.S. sample, and “customization bonds” (personalization) have not been empirically tested 
in the relational bond framework, which is what we have done in this study. 
 
Methods  
The research sample consisted of U.S. consumers who had stayed at an upscale/luxury hotel in the U.S. 
within the last 12 months. A self-administered online survey was sent to a Qualtrics Panel for data 
collection. The use of a 7-point Likert scale enables a minimum and maximum value of the variance. 
With a desired precision of 25%, the suggested sample size for this study is between 153- 245 inclusive 
(Churchill & Iacobucci, 2002). A sample of 205 was collected, which lies in the middle of this range. 
The measurement scales for all constructs were adopted from previous studies (Nath & Mukherjee, 
2012; Ball et al., 2006; Hwang et al., 2019). It is important to note that this data was collected during the 
COVID-19 pandemic.  

Demographic information, such as gender, age, and educational level, were also collected. 
Multiple regression was used to test the proposed relationships.  
 
Results/Discussion/Implications  
The ranking of effect sizes matches the “levels” of each bond proposed by Zeithaml et al. (2017). The 
levels in ascending order are financial bonds, social bonds, personalization bonds, and structural bonds. 
However, the results demonstrated that all bonds, except for social bonds, had a significant relationship 
with loyalty. Therefore, hoteliers should incorporate each of the bonds while being careful with social 
bond implementation during the COVID-19 pandemic and beyond. 
 
References are available upon request  
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Introduction  
During 2008-2018, China’s total e-commerce transaction volume increased from RMB 3.4 trillion RMB 
30 trillion, which s about ten times increase in a decade (eMarketer, 2020). Alibaba’s Taobao and T-
mall have become the Top 1 and 2 e-commerce companies in China. Under such circumstances, 
consumers’ psychological and behavioral characteristics have also changed. Valuable customers have 
become a crucial source of competitive advantage and profit. Sellers on Alibaba’s platforms are more 
interested in knowing whether their customers will return to the store to make purchases. They want to 
know the factors that influence consumers’ repeated purchases. How can e-commerce platforms enable 
customers to repeat purchases has been the focus of research (Beránek, Nýdl, & Remeš, 2015).    
 Customer repurchase intention (RI) refers to a customer’s desire or inclination to continue to deal 
with the current supplier (Hume, Mort, & Winzar, 2007). Customers can easily compare the prices of 
products online. If the seller cannot establish a stable relationship, it will have to engage in intense price 
competition. The problem is attracting customers to buy from the same seller and creating customer 
loyalty. Current research tries to explain the factors between online shopping and consumer behavior, 
such as value, satisfaction, and behavior. However, this research’s main goal is to study the customer 
repurchase data and customer consumption behavior on the Alibaba platform to learn what factors affect 
consumer willingness to buyback. 
 
Methodology  
Data was collected from Alibaba’s data-sharing platform-Tianchi Data Sets. The dataset contains the 
shopping logs of anonymous users on Alibaba’s platform over six months and tag information indicating 
whether they are repeat buyers. Alibaba platform included a rating system with three parts. The 
performance of the product features for the seller’s satisfaction, and the speed of logistics services were 
collected. A simple Pearson Correlation analysis was performed to investigate the relations between 
factors (the performance of product characteristics, customer satisfaction, repurchase intention).  
 
Results/Discussion/Implications 
Results showed that three factors significantly correlated with each other (p<.05). The study found that 
the performance of product characteristics affects customer satisfaction, and the factors related to 
customer satisfaction have an impact on consumers’ repeated purchases. Simultaneously, the uniqueness 
and quality of products and other factors are also crucial to consumers’ repeated purchases. This study 
combined consumer behavior with e-commerce and mainly studied on the Alibaba platform. It 
contributed to how sellers on the Alibaba platform can strengthen their efforts to attract customers to 
make repeated purchases. Therefore, as merchants of the Alibaba platform, if they want to attract 
consumers to make repeated purchases, they should first be more outstanding in products and improve 
consumers’ satisfaction. For example, the use of offers or gifts to enhance customer satisfaction. There 
are two limitations in this study: data was limited to the Alibaba platform and the data size is relatively 
small. Future studies could collect data from other platforms and run a more comprehensive analysis. 
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Introduction  
Advertisement is an essential strategy to induce potential customers to make a tourism decision by 
evoking their mental imagery (Kim, Kim, & Bolls, 2014). For travel organizations and businesses, the 
huge investments in mass media advertising increase their focus on the effectiveness of advertising 
messages (Ruhanen, McLennan, & Moyle, 2013). In this context, tourists’ emotional responses and 
behavioral intention are viewed as two important reliable indicators to assess advertising effectiveness 
(Kim, Kim, & Bolls, 2014; Morris et al., 2002). Several researches have examined the relationship 
between emotional responses evoked by tourism advertisement and consumers’ intention to visit. 
However, the majority of the studies mainly focus on adult group. When it comes to children group, who 
play an vital role in tourism market, there still remains a lack of information.  

In addition, though the self-report method is most commonly used to evaluate the emotion of 
customers, the reliability and validity of this method in emotion measurement have been challenged 
recently (Li et al., 2018). In order to overcome the limitations of self-report approach in emotion 
measurement, this study adopted α power asymmetry, which is extracted by time– frequency analysis 
(TFA) of electroencephalography (EEG) data and can be served as an index to distinguish the difference 
between positive and negative emotions (Tomarken et al., 1990), to examine the relationship between 
emotional responses and children’s travel intention. 
  
Methods  
Thirty 8 to 11 year-old children and thirty-three 12 to 16 year-old children were exposed to 3 strong-
positive and 3 weak-positive tourism advertisements successively, and then they were asked to assess 
their emotion states (valence and arousal) and travel intention to the destinations in the advertisements 
with nine point scales.  

During the experiment, participants’ EEG data were continuously recorded by wireless and 
mobile saline-based device——VEGA. EEG data were analyzed by using the EEGLAB toolbox in 
MATLAB. In this study, we focused on the power density in the α (alpha) frequency band (8- 15 Hz) in 
the frontal region. And α asymmetry was computed based on the difference between log α power density 
in the right hemisphere and that in the homologous left hemisphere, which served as an emotional 
physiological index to reflect children’s positive and negative emotion.  
 
Results/Discussion/Implication  
EEG results showed that strong-positive advertisements could lead to higher scores on α asymmetry 
index, which reflected greater activation in left hemisphere. More important, when we classified 6 
advertisements into high-α-asymmetry group and low-α-asymmetry group, we found the significant 
difference of children’s travel intention.  

This study firstly adopts TFA approach in tourism research, and reveals the relationship between 
emotional responses evoked by commercial tourism advertisements and children’s travel intention from 
neuroscience perceptive, leading to the enriched theoretical and methodological knowledge in the field.  
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Introduction  
To attract new customers, a restaurant must appeal to the public using some form of 
value: social value, functional value, financial value, or experiential value. Experiential value is 
defined as “a perceived, relativistic preference for product, attributes or service performances 
arising from interaction within a consumption setting that facilitates or blocks achievement of 
customer goals or purposes” (Mathwick et al., 2002, p. 53). Previous research has used the 
experiential value scale (EVS) created by Mathwick et al. (2001) only in a post-consumption 
manner to determine behavioral outcomes (e.g., Wu & Liang, 2009; Jin et al., 2013; Taylor et al., 
2018) 

The purpose of this research is to explore whether the elements of the EVS can be used to 
attract new customers, pre-consumption, by identifying which experiential values potential 
customers desire most in a dining out experience. In addition, this study seeks to investigate the 
relationship of social value (SV) with the EVS scale in restaurant patrons’ values, due to the 
social nature of the restaurant industry. Understanding if customers desire different experiential 
or social values from a chain or independent restaurant will help each to understand the needs 
and wants of their target market and attract and retain customers.    
  
Methods  
The study was designed using Qualtrics software and administered through an online platform, 
Prolific. Questions in the survey were adapted from Mathwick et al. (EVS; 2001) and 
Gallarza and Gil Saura (SV; 2006), the questions utilized a 7-point Likert scale. During data 
collection, 387 surveys were completed, of which 266 were utilized for analysis due to missing 
or incomplete data.  
  
Results/Discussion/Implication  
An exploratory factor analysis was run on the EVS scale plus SV (EVS+SV), finding that SV 
was a good fit with the EVS items. A confirmatory factor analysis was conducted, and the results 
of the final estimation indicated acceptable fit for both the independent and the chain sample 
data. The results of the structural model analyses indicated a good fit for both models and show 
that only service excellence is a significant predictor of independent restaurant choice (IRC) 
(β=.513, t=6.85, p<.01) and social value was a significant predictor of chain restaurant choice 
(CRC; β= -.248, t=-3.42, p<.01). 

The EVS scale was found to benefit from the addition of social value in the restaurant 
context. Overall, EVS+SV does not significantly predict restaurant intention, but elements of the 
scale (service excellence and social value) provide insights into consumer expectations when 
dining out at independent or chain restaurants, distinct from one another. This study provides a 
new context to apply the EVS as well as meaningful insights to restaurant owners and 
corporations.   
  
References are available upon request  
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Introduction  
The Centers for Disease Control and Prevention states that each year approximately 48 million people 
get sick from a foodborne illness (FBI), 128,000 are hospitalized and 3,000 die from FBIs (CDC, 2016). 
The most common causes of FBIs are associated with mishandling food and poor food safety practices 
at food preparation facilities (Angelo et al., 2017). Thus, pre-employment training on personal and food 
hygiene is one of the most effective ways to prevent FBIs (Acikel et al., 2008). Some states have started 
making basic food safety training (FST) mandatory for all food workers to reduce the risk of potential 
FBIs. The current accredited FSTs available in the United States cover topics that are important to 
prevent FBIs, however, the manner in which these training programs are presented and tested tend to 
overlook food handlers with low education levels and novice experience. As 57% of entry-level novice 
workers in a restaurant have little to no level of education (Shierholz, 2014), there is a dire need to 
facilitate the learning process for novice food handler training in the foodservice industry.  

The objective for this study was to create a tool that better prepares novice learners for state-
mandated FST exams and test its efficacy compared to commonly-used FST programs. Through this 
study and program, foodservice managers will have an online FST tool that will accommodate their 
novice employees’ FST needs and better prepare them for food handlers’ certification exams.  
             
Methods  
Based on the literature, the best strategies for using multimedia were combined to design an online FST 
toolkit (Clark and Mayer, 2016; Mayer et al., 2005; Mayer and Lonn, 2001; Labay, 2016). Once FoSTT 
was developed, a crossover within-groups experimental design was utilized to test the efficacy of the 
FoSTT toolkit along with the two most popular ANSI-certified FST programs. The experimental design 
evaluated food handlers’ food safety knowledge (FSK) utilizing a preand post-training intervention. 
  
Results/Discussion/Implication  
The multivariate analysis of variance (MANOVA) results indicate that the main effect for three out of 
the five variables were statistically significant for personal hygiene (F = 2.574, p = .028), cleaning and 
sanitation (F = 2.420, p = .038) and time and temperature (F = 3.271, p = .008) after FST was 
implemented (Wilks’ Lambda = .035). These significant differences were found with participants who 
took the FoSTT intervention that scored highest for personal hygiene (mean = 12.067), cleaning and 
sanitation (mean = 9.800) and time and temperature (mean = 7.933).  

This study was the first to create a food safety training program for novice food handlers. The 
development of FoSTT provides hospitality practitioners, government officials and FST programs with 
tools and methods to properly engage and train novice workers in food safety utilizing methods that 
have been suggested in the literature.  
 
References are available upon request  
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Introduction  
Restaurant failure can be considered from two different perspectives, the pre- and post-opening 
decisions. While the post-opening factors include the day-to-day operating decisions, the preopening 
decisions are the ones that a restaurateur makes in the planning and design of a restaurant; with an initial 
determination of the site location (Chen & Tsai, 2016; Yang Yang, Roehl, & Huang, 2017). The 
decision of where to open a restaurant is one of the most critical pre-opening decisions for restaurateurs 
(Egerton-Thomas, 2005). However, they are often made with limited information, as there is currently a 
lack of comprehensive research about which elements are the most critical for a restaurant’s future 
success.  

The current site selection method often includes engaging an expert with a ‘gut feel’ about a 
potential site’s success (Clarke, Horita, & Mackaness, 2000). However, utilizing longitudinal data of 
successful and failed restaurants can advance the site's understanding, and future success rates may 
increase (Wood & Reynolds, 2012). Considering the knowledge gap between the pre-opening area 
factors and potential success of the site, the two research questions are examined, which socio-
demographic attributes and site characteristics have the highest impact on restaurant success or failure, 
and considering the potential influence of the overall site characteristics, can a model be created to aid in 
restaurant site selection?  

Prior studies on site selection for independent restaurants have looked at a limited number of 
area attributes or site characteristic elements. This study investigated the combined site characteristics, 
and the model created is the first scientific method assisting independent restaurateurs in site selection.  
Methods  
The study, conducted in Hong Kong, focuses on 6,710 newly opened restaurants in 2016, 2017, and 
2018. The marginal effects created from the logistic regression model are used in investigating the first 
research question. The second research question considers the practicality of two predictive models, 
logistic regression and an artificial neural network. To select a model for future examinations of 
potential restaurant sites, the model accuracy, ROC curve, AIC, and BIC will be used to measure the fit 
of each, and the model that shows most accurate across the criteria will be deemed to be the preferred 
model. 
Results/Discussion/Implication  
Twenty-four independent variables, after expanding the dummy variables, were included in the models; 
the logistic regression found 17 variables were significant above a 90 percent confidence level. 
Investigating the marginal effects, locating within a mall provides the single most significant increase in 
potential success at 11.23 percent. The second most significant impact was the mean number of 
individuals living in a household within a five-minute walk of the site. For every additional person, the 
potential for success increases by 10.10 percent. Both models can predict future restaurant site success; 
however, the artificial neural network can predict future restaurant site success with an accuracy rate of 
72.55 percent.  

The research outlines the importance of site selection and that the mantra of ‘location, location, 
location’ is critically important to restaurants. Restaurateurs cannot rely solely on differentiated 
concepts, low fixed costs, or quality food and service. The location is a crucial ingredient in the overall 
success and failure of a restaurant. The artificial neural network model will help all restaurant industry 
stakeholders select the ideal site for their future endeavors.  



 

The 26th Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston 

Page 96 

 

EFFECT OF SONICATION ON THE PERCEPTION OF WINE ASTRINGENCY  
Lucheng Wang1, Imran Ahmad2, Tianyu Pan, Xingzhe Yang, Anqi Liu, Xinyue Peng, and Kyaw M. Htet  

Florida International University, Miami, FL, USA, lwang052@fiu.edu1; iahmad@fiu.edu2  

  
Introduction  
The traditional method of aging wine is a low-efficiency method as it is time-consuming and cost-
intensive. Over the years, many researchers have come up with several physical and chemical 
accelerating methods: ultrasonic waves, ultra-high-pressure treatments, oak wood bucket storage, and 
micro-oxygenation. Take the ultrasonic waves method as an example, wines with longer ultrasound 
treatment durations at higher amplitudes had significant changes in their polymerization levels and 
astringency. Although a significant amount of research has studied the role of ultrasound on phenolic 
compounds chemically, the effect of ultrasound on the sensory perception of wine has yet to be 
explored. For example, it is yet to be examined how ultrasound affects each of the four sensory 
characteristics of wine: flavor, color, astringency, and bitterness. The objective of this study was to 
investigate if applying ultrasonic waves to wine would significantly reduce its perceived astringency. If 
the application of ultrasound could bring about the same effects on wine sensory properties as the 
natural aging process, it would be a breakthrough for the wine industry, and ultrasound might become an 
innovative technology in the future. 
  
Methods  
The experiment took a young Cabernet Sauvignon from the Rapel Valley region with an immature tannic 
structure that used for sonication. The red wine undergoes specific ultrasonic treatment, then send to two 
study panel: an untrained panel (54 graduate students and 6 faculty members.) and an expert panel (3 expert 
wine connoisseurs). Compusense, an industry-standard sensory analysis software, was used to collect 
experimental data. The independent variable was wine with two levels (control and sonicated). The 
dependent variable was the perceived astringency of the wine. 
  
Results  
For the result by the untrained panel, 73% of panelists indicated that they preferred the control. Of the 44 
panelists, 27% assessed it as rougher, 39% described it as more drying in the mouth, and 34% thought of it as 
more puckering than the sonicated sample. On the other hand, 16 panelists chose the sonicated sample as 
their preferred wine. 38% described its texture as smoother, 31% rated it as more slippery in the mouth, and 
50% evaluated it as less puckering than the control. Therefore, the results from all three sections did not 
support the hypothesis that sonication would reduce the perceived astringency of the wine. Contrary to the 
results from the untrained panel, the overall results from the expert panel showed that the sonicated sample 
was perceived as smoother and less puckering than the control. As for the moistness of the samples, the 
sonicated sample felt a bit more drying than the control in the mouth. To sum up, the expert panel findings 
support the existing research. More in-depth research needs to be done to examine the relationship between 
ultrasound and perceived wine astringency as both panels produced conflicting results. 
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Introduction  
Since the Since the outbreaking of the COVID-19 pandemic at the beginning of 2020, the Food and 
Beverage (F&B) industry around the world has suffered heavy losses. During the pandemic, food take-
out and food delivery service become the main income resource of most restaurants, however, when 
customer consuming food through food delivery service, the customer’s perception of risk, the 
combined effects of probabilities, the uncertainty involved in a purchase decision, might has a negative 
impact on behavioral intentions. Concerns about the quality of ingredients, restaurant hygiene level, 
probabilities to be infected any diseases during purchasing, all those factors will influence consumers' 
purchasing decisions. To figure out how will the perceived risk influence on customers’ behavioral 
intentions during the food delivery service process, this research has been made. The process of food 
delivery has been defined as three phases which are food production, food transport, and food handover. 
Hypothesizes about how much the customers concerned about the perceived risks during these three 
phases have been set. Also, the Theory of Planned Behavioral (TPB) has been involving in these three 
phases. Hypothesizes about how the factors (Attitude, Subject Norm, and Perceived Behavioral Control) 
influenced the behavioral intentions will change during the three phases of food delivery service under 
the pandemic background has been set.  
 
Methods  
A 15 questions survey has been designed for this study, the questionnaire is distributed within mainland 
China and 482 valid responses were collected. Participants are required to have experience of purchased 
food delivery service before and after the COVID-19 pandemic, the specific channel of order service is 
not required. In this study, Attitude, Subject Norm and Perceived Behavioral Control, these three 
concepts were measured based on the items that were proven to be reliable and valid in previous studies.  
  
Results  
Based on the responses, Customers have the most obvious perception of perceived risks during food 
transport and food handover. For the influence on customers’ behavioral intentions by the perceived, the 
hypothesizes about the perceived risk of food delivery service under the pandemic will negatively 
influence customers’ attitudes and subject norms, have been proved. For the limitations of this study, 
what type of perceived risks do customers percept during food transport and food handover still need to 
be identified, which could be used for future studies.  
  
References are available upon request  
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Introduction  
The hospitality and tourism industry face a significant hit by the spread of the ongoing COVID19 
pandemic (Ali & Cobanoglu, 2020). Among several protection measures, mask use by the general public 
is one of the most visible practices. Even though mask use is a broader implementation and acceptance 
in eastern cultures, it is not widely used and accepted in the U.S. (Friedman, 2020). Especially in the 
U.S., mask use has been controversial (Aratani, 2020). Public mask use has been much more prevalent 
among Asian countries and deemed successful in limiting the spread (Lau et al., 2004; Wang et al., 
2020). As restaurants are starting to reopen, owners are scrambling to reduce the risks and reassure their 
customers (Severson, 2020). In most states, wearing a mask for restaurant employees is required, 
whereas, in others, it is not (Markowitz, 2020). There is no research on the impact of wearing a mask on 
restaurant patrons’ perception in the U.S., and therefore the purpose of this study is to further explore 
this new phenomenon. Particularly, this study aims to understand whether different types of masks 
impact the perceived physical attraction, confidence, anxiety, trust, gratitude, reciprocal behavior, and 
tipping behavior. Using the color-in-context theory as the underlying framework, this study seeks to 
develop and test a series of hypotheses related to various mask-wearing by restaurant employees.  

  
Methods  
The current study employed a quantitative approach using an online scenario-based experiment using 2 
(No Mask vs. Mask) x 3 (Style: Blue (Medical) Mask vs. Colorful Mask vs. Clear Mask) x 2 (Gender: 
Male vs. Female) x 2 (Race: White vs. Black vs. Asian) between-subjects experimental design. 
Participants were randomly assigned to one of the experimental conditions.    

  
Results/Discussion/Implication (Expected Results for the poster submission)  
The race did not play any role in the tested variables, concluding that generally, the survey participants 
were not impacted by the race, but only the mask. Wearing a mask as opposed to not wearing a mask 
had a significant impact on five of the six independent variables, the exception being the physical 
attraction. In other words, wearing a mask did not make a server more or less attractive physically. 
Furthermore, wearing a mask is associated with higher perceived service quality as opposed to not 
wearing a mask, as well as reduced anxiety and increased gratitude and trust. These results are in line 
with the paradigm change in western cultures, as mask-wearing was not widely utilized prior to the 
pandemic (Friedman, 2020).  

In terms of the different mask styles, the blue medical mask was associated with the least amount 
of anxiety, trust, and reciprocal behavior. These results are in line with the color-incontext theory, where 
the population associate colors to repetitive past experiences that they have gone through. The color blue 
is associated with a medical environment (Heer-Stavert, 2019). In terms of gratitude, the colorful mask 
was the most well-accepted amongst the three. The clear mask, however, was the least preferred by the 
participants.    
  
References are available upon request   
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Introduction 
In the hospitality literature, although previous findings inform about ‘what food waste messages to 
communicate with customers’, it does not answer the question of ‘how to effectively communicate 
these messages’. The theories around information processing explain that the methods of 
communication such as communication modality (e.g., written vs. verbal) and presentation order (pre 
vs. post) (Unnava, Burnkrant, & Erevelles, 1994) are pivotal to attention and memory functions. In real 
life, businesses and customers communicate via various channels (Berger & Iyengar, 2013). Intuitively, 
these factors should be considered to fully understand the effect of persuasive messages on human 
behavior. However, only a scant amount of research outcomes could be found. 

Due to lack of research in communication modality, the earlier studies exhibit inconsistent 
effects of written and verbal communication. Unnava, Burnkrant, and Ervelles (1994) find the reasons 
for inconsistent communication modality effects in message presentation order (pre vs. post) and many 
supporting rationalizations are made (Lu, Qiang, Jiangang, & Zerui, 2019). Customers’ proneness to 
pay attention to food waste communication is based on their mindfulness (Nelson Oloy Ndubisi, 2014). 
The previous literature, albeit limitedly, examines the effects of personality-like variables in exploring 
food waste message delivery and persuasion. However, these investigations are bounded by the 
influences of individuals’ environmental concerns, rather than explaining how personality-like 
variables, such as mindfulness, influence the psychological process of food waste message processing 
(Barber & Deale, 2014). 
 
Methods 
This study first pursues a qualitative approach. Then, a 2 (communication modality: written vs. 
verbal) x 2 (presentation order: before meals vs. during meals) x 2 (mindfulness: low vs. high) quasi 
between-subjects design experiment was conducted. Additionally, this study controls for social 
desirability bias in study 2. 
 
Results/Discussion/Implication 
The findings of this study indicate that people with low mindfulness (vs. high mindfulness) have lower 
intention to participate in restaurants’ food waste reduction endeavors when the message is delivered 
verbally and before meals. However, greatly elevated intention to support restaurants’ food waste 
endeavors is observed, if the message is delivered with a written form and before meals. People with 
high mindfulness do not seem to have any influences by communication modality and presentation 
order, recording consistent high intention to support restaurants’ efforts to reduce food waste. 
This study extends the previous literature by addressing three-way interaction effects of 
communication modality, presentation order, and mindfulness. 
 
References are available upon request 
  



 

The 26th Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston 

Page 100 

 

THE EFFECT OF SOCIAL MEDIA MESSAGE ON CONSUMER ENGAGEMENT DURING 
COVID-19 PANDEMIC: A FOCUS ON THE US RESTAURANT INDUSTRY  

Mawufemor Amuzu1, Catherine Jai2  

Texas Tech University, Lubbock, Texas, USA, Amuzu@ttu.edu1; Catherine.Jai@ttu.edu2 

Introduction  
Beginning from March 2020, the outbreak of COVID-19 has caused severe decline in demand in the 
U.S. restaurant industry. According to National Restaurant Association (2020), 4 out of 10 U.S. 
restaurant were closed in year 2020 and projected revenue losses will reach 240 billion by the end of 
2020. Many customers fear for their safety due to the ease of transmission and the rapid spread of the 
disease (BBC News, 2020). Nevertheless, some restaurants have managed to stay afloat and even thrive 
by using crisis communication strategies employed through social media (Industry News, 2020).  

Despite the growing importance of social media in crisis communication, organizations do not 
fully exploit the benefits of social media during a crisis (McCorkindale, Distaso, & Carroll, 2013; 
Cheng, 2018). Therefore, this study intends to devise the most efficient social media communication 
approach by studying the various social media crisis communication strategies used by the US 
restaurants. The results will provide important reference for restaurants when they face similar crisis in 
the future. Contributing to the theoretical understanding of the importance of crisis communication 
strategies and how it impacts the behavioral intentions of customers. 
  
Methodology  
This study attempts to answer two research questions: (1) what kind of crisis communication strategy on 
social media is the most efficient in enhancing consumer engagement? (2) Does consumer engagement 
evoke more desirable behavioral intentions? (i.e. purchase intention and loyalty). Using adapted scales 
from previous literature, an online questionnaire with seven sections was developed (i.e. Screening 
question, perception of COVID-19 as a health risk, recalling restaurant’s social media message, 
consumer engagement, purchase intention and loyalty). The target population for this study is the U.S 
Generation Z cohort (18-24). Therefore, data was collected from the college student population in a 
major public university in the Southwest region of U.S., who were deemed appropriate for the purpose 
of this study. A total of 103 students participated in the study in exchange for extra credit. The 
participants were recruited through a general posting in the university’s survey portal to respond to the 
self-administered survey on Qualtrics. After data screening, there were 73 usable responses. 
  
Results/Discussions/Implications  
The findings of this study provide useful insights into current practices in crisis communication, 
specifically for social media marketing managers. We found that engagement dimensions positively 
related to purchase intention and loyalty. However, the crisis communication strategies (Cheng 2018) 
did not increase consumer engagement. One explanation for this result could be the Herzberg’s 
motivation-hygiene theory (Herzberg, 1966). This implies that restaurants’ crisis communication 
strategies may be viewed as a hygiene factor, that by themselves do not influence consumer engagement 
but their absence could elicit dissatisfaction. 
 
References are available upon request 
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Introduction  
Restaurant managers are continuing their efforts to communicate their green motivations to their 
customers. In respect of a successful green communication strategy, restaurant itself may play a 
significant role since consumers may suspect that the corporate is taking advantage of such 
communication to benefit the corporate itself instead of the public (Du et al., 2010). Such perceptions 
would subsequently, enlarge consumers’ skepticism toward the company. The persuasion knowledge 
model (PKM; Friestad & Wright, 1994) explicated how consumers respond to communication episodes 
that were based upon consumers’ trust and perceived motives. Grounded in the PKM, the current 
research explores the mechanisms about individuals’ persuasion knowledge adjustments. Studies 
suggested that individuals’ skepticism could be reduced if advertising messages incorporated stated 
public- or firm-serving motives (Kim, 2014). However, consumer’s skepticism toward a green restaurant 
could be uplifted when an inconsistency is perceived between stated motives and the existing green 
brand image. Thus, the current research investigates the persuasiveness of restaurants’ stated motives 
green advertising for restaurants with varied green brand images. According to Bae (2018), individuals 
would attribute the cause of a CSR practice to be generally positive or negative. Therefore, the current 
research further constructs a model to explain consumer persuasion knowledge adaptations by 
considering attributions. 
 
Methods  
Pilot studies were conducted to identify restaurants with different green brand images, and attributes 
used in the advertising scenario. After pilot studies, green restaurant advertisements with predominately 
firm-serving, public-serving, and the balance of both stated motives were created for restaurants with 
low and high green brand images (3 x 2). The advertising scenarios were then pilot tested again for 
manipulation checks. An online questionnaire was developed and distributed via MTurk. Questions 
including consumers’ skepticism toward the restaurant, and attributions about the restaurant’s motives 
were asked. Ultimately, 199 completed cases were retained for data analyses. Two-way ANOVA and 
PROCESS Model 7 were used to analyze the data. 
 
Results/Discussion/Implication  
ANOVA results suggested a significant interaction effect for consumer skepticism toward green 
restaurants (F2,193=4.61, p=.011). Specifically, for restaurants with a relatively high green brand image, 
consumer skepticism toward green restaurants was the lowest when restaurants advertised their green 
efforts using ads with predominately public-serving motives (F2,96=4.60, p=.012). Analyses on the 
mediation model indicated a significant mediation effect of negative attribution on the relationship 
between restaurants with different green brand images and consumer skepticism toward green 
restaurants (RNEG: b=-1.083, p=.005; NEGSkepticism: b=.646, p<.001). Further analysis disclosed a 
significant moderated mediation effect through negative attribution (b=.215, 95% LLCI=.010, 95% 
ULCI=.455). This result shed light on why honest advertising (or stated motive advertising) is, at times, 
effective or ineffective in prompting green restaurant. 
References are available upon request  
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Introduction  
Newer generations of Americans are increasingly choosing to eat and drink their meals outside of their 
homes, which can have, on average, one-third more calories than food prepared at home. Since obesity 
has become a big health problem in the last two decades, the population has become more willing to 
seek and choose healthier food options, and businesses have started to update their menus and label 
calories out to cater to the demand. The authors sent an online survey about personal health habits and 
food choices designed alongside three different menus and received 60 valid feedbacks. By comparing 
counted calories of food choices, this paper states that the sequence of calorie information on a menu has 
a significant influence on younger age groups (18- 25 yrs.) decisions. By using Chi-Square and One-
Way-ANOVA, this study tries to find practical ways to improve the menu. 
  
Methods  
The research target participants are younger age groups, and they make choices on food three times after 
reading three menus with the same items but different formats. Menu 1 doesn’t have any calorie 
information and is in a random sequence; Menu 2 has calorie information without any particular order, 
and lastly, Menu 3 has calorie information, and the menu items are organized in sequence by calorie 
content. This research calculates the total amount of menu items’ calories that participants selected from 
each menu and determines whether increase or decrease calorie count occurs in their selections. The 
subsequent survey collects data about participants’ demographic information and perception of the 
menus. A total of 60 valid surveys are conducted and Chi-Square and One-Way ANOVA are used to 
analyze how other variables in the survey influence participant’s selections.  
  
Results/Discussion  
The menu choice results show that when the menu has calorie information, 65% of the sample has a 
choice which has decreased calories count, and when facing the menu with items in a particular order, 
48% of participants choose lowering calorie items while 30% of the participants choose higher-calorie 
items. As a result, the sequence of calorie information on a menu has a significant influence on younger 
age groups. This research uses the Chi-Square test to determine if there were any relationship between 
variables and menu choices. there is a relationship between labeling calories with gender, X2 (2, N = 60) 
= 11.52, p = .0039 and eating out frequency, X2 (8, N = 60) = 73.468, p = .014<0.05. The sequential 
calories and eating out frequency also has a significant relationship, X2 (8, N = 60) = 74.056, p 
= .005<0.05. In the future, restaurants can redesign menus and cook more matching food for people’s 
different needs based on top populated options.   
 

References are available upon request  
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Introduction   
Although the hospitality industry is taking steps toward post-COVID-19 recovery, customers do not yet 
seem ready to return to normal life, posing challenges for restaurants looking to resume indoor dining. 
To bring customers back to these businesses, it is essential to restore customer confidence by 
communicating the safety actions that restaurants have implemented. This is in line with the congruency 
effect in which a message reflecting one’s concerns associated with a crisis is likely to induce a more 
positive response than one with a mismatch (Andreu et al., 2015). Perceived warmth influences a 
customer’s affective and behavioral reactions, serving as a psychological mechanism through which the 
manipulation of marketing message influences dine-in intention (Aaker et al., 2010). As a subjective 
judgment, a customer’s risk perception may exert a significant impact on their decision-making process. 
The more at risk of health issues customers view themselves, the less likely they are to venture out. The 
current research investigates how the combination of message appeal and one’s health concern 
influences dine-in intention (Kim & Lee, 2020). The findings can help restaurant managers build a 
business recovery strategy.  
  
Methods  
The study used a 2 × 2 quasi-experimental design. To assess message appeal, an Instagram post 
depicting a secure or welcoming image of a restaurant was used. As a subjective perception, the level of 
health concern associated with COVID-19 was measured via an online survey. A median split was 
performed on health concern to determine low- and high-level groups. A total of 175 participants were 
randomly assigned to one of the two experimental conditions where they rated perceived warmth and 
dine-in intention relating to the given stimulus. 
  
Results and Discussion   
There was a positive congruency effect on perceived warmth (F = 2.66, p = 0.034). When the message 
appealed to health safety, perceived warmth increased, as participants saw themselves as highly 
vulnerable to illness from COVID-19 (p < 0.001). In contrast, there were no significant differences when 
the message appealed to social needs (p = 0.675). The effect of message appeal on dine-in intention was 
significant (F = 4.39, p = 0.041), confirming a greater impact of health-oriented appeal on encouraging 
dining behavior than its social-oriented counterpart. In addition, there was a marginal effect of message 
appeal × level of health concern on dine-in intention (F = 3.02, p = 0.084). A health-oriented message 
was more effective in inducing a positive behavioral intention in participants at a high risk, while a 
social-oriented message was more persuasive for participants at a low risk.  

The findings suggest that a message portraying restaurant safety could be more effective than a 
message conveying a socially welcoming image. Given the uncertainty surrounding the COVID-19 
situation, customers may prioritize their safety needs over social needs, resulting in a preference for a 
restaurant offering a safe dining environment.   

References are available upon request.  
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IS A GOOD PLACE TO LIVE A GOOD PLACE TO VISIT? DESTINATION PERFORMANCE 
MEASURES AND QUALITY OF LIFE INDICATORS.  

 Adiyukh Berbekova1, Muzzo (Muzaffer) Uysal2, Albert Assaf3 
University of Massachusetts, Amherst, Massachusetts, USA, aberbekova@umass.edu1; muysal@isenberg.umass.edu2; 

assaf@isenberg.umass.edu3 
 
Introduction 
The topic of quality of life (QoL) in tourism research has recently gained much attention in the 
literature. Rather than focusing solely on the economic benefits of the tourism industry, research has 
shifted toward scholarly attempts to explain how tourism experience can alter the QoL and wellbeing of 
tourists, locals and service providers. Although there is a plethora of studies with a focus on how 
tourism activities may impact tourists’ or residents’ wellbeing, only a few studies connect QoL with 
destination performance and consequently treat objective QoL indicators as a destination’s productivity 
measures. The aim of the current research is to investigate a potential mutual link between QoL and 
destination performance indicators. The present study is exploratory in nature and concentrates on 
destination performance on a macro level. 
 
Methods 
The main research question of this study is to identify how the objective QoL indicators are associated 
with traditional destination performance measures. Thus, the use of longitudinal panel is appropriate for 
analysis. The selection of variables relied on an extensive literature review covering both tourism and 
social indicator studies (e.g. Assaf & Tsionas, 2015; Casini et al., 2019; Croes, 2012; Land & Michalos, 
2018; Meng et al., 2010; Noll, 2018; Ridderstaat et al., 2016). The review yielded 16 QoL indicators that 
were grouped into five dimensions of QoL: economic conditions, education, health, environmental 
conditions, safety and stability and five destination performance measures. Considering data availability, 
the unit of analysis for this study was narrowed down to 105 countries from Europe, Asia, Africa, the 
Americas and Oceania, for the period 1995-2018.  

The canonical correlation analysis (CCA) was chosen to analyze the relationship between QoL 
indicators and destination performance measures. CCA allows to explain the potential relationship 
between two sets of variables and determine the magnitude of the connection. As different sources were 
employed for data collection, the indicators differ in their measurement. Therefore, all variables were 
normalized to 1-to-7 scale following the algorithm that was widely used in calculating Travel & 
Tourism Competitiveness Index (TTCI, 2019). CCA was conducted using 16 QoL variables as 
predictors and five destination performance indicators as criterion variables to assess the multivariate 
shared relationship between the two sets. 
 
Results/Discussion/Implication 
The findings indicate that QoL indicators and traditional destination measures share a common variance 
and exert a strong interaction. The results further support the argument of this study that certain QoL 
indicators can be considered as destination performance measures. As for the nature of these indicators, 
we have identified that economic (GDP measured at PPP, gross income, consumer expenditure), 
education (adult literacy rate, mean years of schooling), health (life expectancy at birth, number of 
hospitals) and political stability indicators are more associated with the destination performance 
measures.  
 



 

The 26th Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston 

Page 106 

 

EXPLORING PERSUASIVE SALES TECHNIQUES TO IMPROVE CUSTOMER 
ACCEPTANCE OF UNFAMILIAR MENU IN RESTAURANTS  

Chris H. Cai1, Tiffany S. Legendre2, Anni Ding3  
University of Houston, Houston, Texas, USA, hcai4@uh.edu1; jslegendre@uh.edu2; ading2@uh.edu3  

  
Introduction  
Although restauranteurs hope to incorporate offal, or variety meat, in the menu as an attempt to reduce 
food waste, adopting these ingredients is still challenging due to customer rejections. There is a distinct 
lack of hospitality literature exploring how restauranteurs can better source and utilize offal for 
sustainability purposes. This study aims to propose potential persuasive sales strategies based on 
customers’ different information sources to increase organ meat-based menu sales for restaurateurs.   

Methods  
Following the theoretical sampling principles, this study involved both FOH and BOH managers who 
had successfully promoted offal dishes to diners. In this research, a qualitative study was conducted to 
identify critical factors that show persuasive effects from external, interpersonal, and experiential 
information sources that a restaurant diner may be exposed to. Twenty in-depth expert interviews with 
professional chefs and restauranteurs were conducted, and key persuasive service tactics were analyzed.  
 
Results 
The industry experts shared their experience of persuading customers to try offal and offcuts. Thematic 
coding was used to gain insights about how a restaurant operator can alleviate unfamiliar food aversion. 
The findings of this study showed that different persuasive sales tactics can be implemented to decrease 
customers' aversion to unusual foods on menus. 
 
Discussion/Implication  
This research answers the calls for more research on sustainable food sources in hospitality literature by 
proposing offal as a potential alternative protein source. The context of offal is meaningful theoretically 
because it sheds light on the literature gaps related to persuasive sales strategies for the food products 
with negative social stigma.  

Previous research focuses on the influence of information in separation from other information 
sources, such as external information in menu displays, or interpersonal information from severs’ 
recommendation, taking an incomplete point view of the restaurant service interactions. This study also 
builds upon the existing persuasion and information processing literature, and suggests a more holistic 
view towards multiple information sources restauranteurs use to persuade customers. In addition, this 
study contributes to interpersonal sales literature, through a closer examination of the mutually 
beneficial relationships servers could establish with guests, which increases the diners’ acceptance of 
unusual food, and sales effectiveness of a restaurant.  

Practically, the findings of this study explicitly address that offal usage in restaurants can not 
only encourage culinary uniqueness of a restaurant, but also contribute to the reduction of food waste by 
foodservice operations. To successfully incorporate offal into the menu, this study highlights the 
importance of active utilization of FOH staff. Restaurant operators can research the history and origin of 
the cuisine served at the establishment, for inspirations of historically successful organ meat dishes.  
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UNDERSTANDING THE PERCEPTIONS OF RISK INSIDERS ON FLORIDA’S RED TIDE: A 
PHENOMENOLOGICAL PERSPECTIVE  
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Introduction  
Red Tide is a phenomenon that occurs naturally in Florida, at least once a year, mainly on the west coast. 
The occurrence of this event is caused by the bloom of the toxin-producing Karenina Brevis or referred 
differently as algae bloom (Anderson, 1994). The levels of brevetoxins and ichthyotoxins toxins 
produced by the Red Tide kill wildlife and pose a threat to human health (Van Deventer et al., 2012). In 
August 2018, Florida declared an emergency state due to the occurrence of the Red Tide intensity (Liu-
Lastres & Cahyanto, 2019). Massive dead fish are washed up on the shore even two weeks after the 
phenomenon. Besides the disruptions to the local economy and the ecological impacts, the occurrence of 
Red Tide paralyzes a number of economic activities, including recreational and touristic activities 
(Larkin & Adams, 2008). Water-based activities in Red Tide sites and particular seafood items pose 
threats to tourists’ health. Unfamiliar with the phenomenon, about 66.5% of tourists rely on locals, as 
trustable source of information, to learn more about the Red Tide (Liu- Lastres & Cahyanto, 2019). 
Indeed, locals are viewed in the role of risk insiders for tourists in several crisis contexts. However, little 
is known about the lived experiences and feelings of locals and how they are delivered to tourists. Thus, 
the purpose of this study is to address this gap in the literature with a phenomenological approach. 
  
Methods  
To address the purpose of this study, a phenomenological approach will be employed by incorporating 
semi-structured, field-based interviews, observations, and document analysis. A purposeful sampling 
technique will be used. Data will be collected during the next Red Tide occurrence with locals that work 
as frontline employees such as frontline restaurant employees, mainly servers, bartenders, restaurant 
managers, bussers, and hostess. Their workplace should be in touristic restaurants located in the coastal 
counties of Florida, impacted by Red Tide. Collaizi’s (1978) seven-step phenomenological data analysis 
will be used to analyze the interview data. The findings will be triangulated with observational data and 
informative documents collected from destinations and websites. Researchers will code the results 
independently and later discuss any disagreement. Individual themes will be merged in more 
representing themes.  
  
Expected Results  
While the scientific information about less familiar crises that impact tourism such as Red Tide might be 
available, the findings of the study will shed light on the importance of counting for lived experiences 
and feelings as a powerful source of information for forming risk perceptions. Furthermore, a conceptual 
perspective will be discussed based on the insights of the study, aiming for broader applicable 
conceptual framework to similar contexts and audiences beyond the case of Red Tide in Florida. In 
practice, this study addresses a gap in the literature by advancing the understanding of the frontline 
hospitality and tourism employees' perspectives lived experiences with Red Tide and their role as risk 
insiders when interacting with tourists. Hospitality and tourism organizations can utilize the findings of 
this study as insights to support the development of communication strategies for tourism-dependent 
communities affected by Red Tide or similar phenomena. References are available upon request.   
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Introduction 
The consumption of experiences (Pine & Gilmore, 1999; Richards, 2001) has emerged as a critical 
concept in business as well as in the hospitality and tourism industry over the last two decades. 
Experience has served a critical role in tourism research and destination management (Otto & 
Ritchie, 1996; Tung & Ritchie, 2011). Stenberg (1997) described that the primary activity of 
destination management organizations (DMOs) is to sell experiences. 

Research has examined relationships among behavioral and psychological constructs including 
loyalty, emotional well-being (Baloglu, Busser & Cain, 2019), subjective well-being (Uysal, Sirgy & 
Kim, 2020) and satisfaction (Wu, 2007) as positive outcomes of leisure travel. Thriving (Spreitzer, 
Sutcliffe, Dutton, Sonenshein & Grant, 2005) as a positive outcome of leisure travel has the potential 
to expand and deepen the understanding of the tourist experience. 

This study aims to: 1) investigate the moderating role of tourist experience and 2) advance the 
theoretical application of thriving to the context of tourism. The study investigates the relationships 
among place authenticity, tourist engagement and thriving and the moderating role of experience 
between tourist engagement and thriving. 
 
Methods 
A total of 205 participants were recruited through Qualtrics, an online survey platform. In the beginning 
of the survey, participants were asked to recall one destination they traveled for leisure purpose within 
the last 24 months and stayed at least five nights. To measure tourist’s experience with deeper 
engagement and interaction with places, only subjects who stayed at least five nights or more 
participated in the study. Based on the destination they recalled, participants rated survey items. 
Hypotheses were tested using Hayes’s (2013) PROCESS SPSS macro model 14. 
 
Results/Discussion/Implication (Expected Results for the poster submission) 
The proposed model captured approximately 65% of the variance in thriving, suggesting a large effect 
of antecedents on the outcome variable. The results revealed a significant effect of place authenticity on 
tourist engagement, which in turn influenced thriving, and a significant interaction of tourist 
engagement and experience on thriving. A direct effect of place authenticity on thriving was not 
significant, suggesting a full mediation role of tourist engagement in the relationship between place 
authenticity and thriving. 

This study contributes to the advancement of knowledge on tourists’ destination experience. 
The results suggest that place authenticity may trigger deeper engagement between tourists and 
destinations that could consequently lead to enhanced feelings of thriving. Further, the results support 
the moderating role of experience on the relationship between tourist engagement and thriving. From a 
DMO perspective, the study highlights the importance of designing tourism events and services to 
facilitate experiences. 
 
References are available upon request 
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STRATEGIC MANAGEMENT PERSPECTIVE: THE CASE OF SAN ANTONIO, TEXAS 

Mohammad Alimohammadirokni1, Atefeh Emadlou2, Jessica (Jingxue) Yuan3  
Texas Tech University, Lubbock, TX, USA, Mohammad.alimohammadirokni@ttu.edu1 

Introduction 
In 2017, UNESCO Creative Cities Network recognized San Antonio, Texas as a Creative City of 
Gastronomy making it one of the only two cities in the USA with the Creative City of Gastronomy 
status. Having taken many steps to support the continuous growth of its gastronomy industry, besides 
preserving its gastronomical heritage, made San Antonio a thriving gastronomy city. Therefore, in this 
study, we examined the case of San Antonio as an important gastronomy tourism destination. In this 
regard, we applied a Resource-Based View (RBV) and Positioning Strategy (PS) to discuss the role of 
gastronomy in destinations from a strategic management perspective. Although there are many studies 
about using strategic approaches, there are not many in the context of tourism, hospitality and 
gastronomy. The present paper aims to address this issue by examining the case of San Antonio as a 
creative gastronomy city by linking RBV and PS to reach a better comprehension of the main elements 
of destination competitiveness. 
 
Methods 
This study adopts a qualitative method because it provides detailed and comprehensive data and a 
holistic picture (Creswell, 1994). In addition, this is the recommended approach when there is little 
prior research available on a phenomenon (Hsieh & Shannon, 2005). Qualitative data are usually 
dominant in case studies (Eisenhardt, 1989); as a result, this study uses a case study approach and 
obtains data from the secondary sources. 

Document analysis refers to the examination and analysis of the written material, existing 
records or documents, both printed and electronic materials (Bowen, 2009). Therefore, to study this 
case, the study uses different documents to collect data and content analysis to analyze the documents. 
Since different sources of texts were used in this study, content analysis has been utilized as the 
technique to analyze the qualitative data because as Billore, Billore, & Yamaji, (2013) state content 
analysis refers to systematic analysis of text to recognize the important characteristics of a concept. 
 
Results/Discussion/Implication (Expected Results for Poster Submission) 
Through the resourced-based view, the resources of San Antonio were identified and categorized as the 
key success factors. In this step, facilities, activities, events and organizations were evaluated and 
categorized as the gastronomy resources. However, possessing, examining, and careful analysis of 
gastronomy resources in destinations are not enough to achieve competitive advantage. To benefit these 
resources, specific marketing strategies are required to enhance the attractiveness of destinations. 
Therefore, positioning destinations through differentiation was examined as a crucial strategy to keep 
ahead of competitors. 

Destination managers, entrepreneurs and operators can refer to the gastronomy resources and 
strategy identified in this study when they want to develop specific types of activities and events that 
attract tourists. In addition, this study makes an important contribution to the application of resource-
based view in identifying tourism resources. The results of this study also add to the literature on the 
subject of positioning strategy of destinations through differentiation. 
References are available upon request 
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Introduction  
Overtourism is a new word for old problems, that is, too many tourists may bring negative impacts to the 
communities (Dodds & Butler, 2019). Besides, overtourism is not only just a phenomenon, it also 
exposes some social problems like tourism management, or even tourism crisis. As Macao continues to 
embrace tourism development, the risk of overtourism increases (Agyeiwaah, 2019). Moreover, 
overtourism may affect the environmental quality, visitor experience and other social factors, as they can 
be considered to define this concept (Dioko & So, 2017). However, a clear definition of overtourism is 
not easy to obtain (European Parliament, 2018). According to Avond et al. (2019): “There is no official 
definition (of overtourism), but the phenomenon is real.”.  

This study not only aims to clarify the concept of overtourism, examine how to define it, what 
factors should be considered, and whether Macao is experiencing overtourism from the perspective of 
tourism experts; but also find out how tourists perceive their visit experience in Macao and what could 
influence their experience. 
  
Methods  
To achieve the two research goals, a mixed research design was used. For the qualitative study, in-depth 
interviews were conducted with 5 tourism experts, and used convenience sampling as the chosen 
interviewees were selected based on their expertise, availability, and willingness to participate. For the 
quantitative study, opinions from the tourism scholars and statements that related to the definition of 
“overtourism” were the basis of the questionnaire development. Snowballing sampling and quota 
sampling methods were used due to the Coronavirus in 2020. An online survey was conducted and a 
total number of 184 questionnaires were valid to be used.  
 

Results/Discussion/Implication (Expected Results for the poster submission)  
The qualitative study results show that it is hard to define overtourism. It relates to feelings or 
satisfactions of both local residents and tourists according to their experience when receiving the service, 
which is confirming with UNWTO (2018) that, only considering both local communities and tourists 
when tourism is developed and managed, it can be sustainable. Overtourism is also related to the 
distribution of tourists, unequal tourism resources and improper tourism management. This embodies in 
that tourists’ satisfaction exactly relates to population density, which also in accordance with scholars’ 
opinions that the occurrence of “overtourism” is conditional. By integrating both perspectives from 
tourism experts and tourists, it can be concluded that Macao is partially experiencing overtourism only 
in some attractions during the peak seasons. Besides, whether a city is under overtourism may depend on 
the management, especially on how to manage the tourists. Therefore, crowd problems should be 
managed properly based on specific locations during specific periods of time.  
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Introduction  
Crowdsourcing is a type of participative online activity in which individuals or organizations obtain 
services from a large, relatively open group of experts of varying knowledge, heterogeneity, and number 
(Enrique & Fernando, 2012). Either experts or part-time workers can provide solutions or services 
(Brabham, 2008; Howe, 2006, 2008). With supreme advantages in cost-saving, speed, quality, 
flexibility, scalability, or diversity (Prpić et al., 2015), crowdsourcing applications play a novel role in 
tourism services via apps as their platforms. To the best of our knowledge, crowdsourcing’s fundamental 
principles and underlying mechanisms in tourism apps are still uncovered in academia. Therefore, the 
research employed the grounded theory approach to explore crowdsourcing in tourism apps and to 
generate academic knowledge and practical insights. 
  
Methods 
The grounded theory approach is widely adopted in qualitative studies on tourist topics, aiming at 
generating new models to explain emerging novel practices (Creswell, 1998; Stumpf et al., 2016). This 
study selected a Chinese crowdsourcing app, i-tour guide, as the study sample. The purposive sampling 
was chosen to gain a comprehensive explanation, identify appropriate participants, and maximize the 
representation of perspectives (Charmaz, 2006). This study purposively selected 29 participants from the 
five involved stakeholders (tourism administration, IT company, tourists, full time tour guides, and part-
time tour guides) to conduct online interviews. Semi-structured questions were asked to learn about their 
experiences and perceptions of the app. Recordings were transcribed verbatim and coded with the 
assistance of Atlantis.ai. Data were analyzed by open coding, axial coding, and selective coding. 
  
Results/Discussion/Implication (Expected Results for the poster submission) 
The study developed a theoretical model of crowdsourcing in tourism apps, illustrating the underlying 
mechanisms. It starts with the unsolved dilemma between demand and supply. Tourists request 
diversified services at an affordable price while service providers are trapped in resource constraints, 
labor shortage, and budget limits. Such paradox can be solved by the facilitation of online platforms and 
varying resources and expertise owned by open crowds. Such collaboration advances the services and 
fosters the satisfaction of all stakeholders. Further, this process is catalyzed by the outbreak of COVID-
19, which prompts tourists to take advantage of such a touchless online platform to enjoy hyper-
personalized tourist services. Last, the app’s profits are allocated among all stakeholders, which unites 
all partners and sustains the mechanism running smoothly.  

The study findings extend the current tourism literature by unveiling crowdsourcing’s underlying 
logic in tourism apps. Practically, destinations should consider seeking and optimizing the crowds’ 
resources to achieve long-term sustainability. Likewise, leveraging resources can enlighten business 
innovations in tourist destinations.   

 
References are available upon request  
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Introduction  
Corporate Social Responsibility (CSR) is a new concept that encompasses its mission and philanthropic 
goals. Most companies have practiced at least a form of CSR with the broad goal of supporting 
communities (Rangan, Chase & Karim, 2015). Marriott's Serve360 has established environmental CSR 
practices throughout its local branches managed by Marriott International. Marriott Serve360 efforts and 
goals attempt to combat global issues by ensuring that their operating hotels implement sustainable 
procedures and practices. There has been a limited in-depth understanding of how CSR practices are 
implemented. Also, there is an increased focus and growth for environmental sustainability in the 
hospitality industry due to climate change and negative environmental aspects for business. Therefore, 
this study analyzes local South Florida Marriott's environmental issues through questionnaires and 
interviews to understand the sustainability practices to prevent: excessive carbon emission, waste, 
energy, water, and food.  
  
Methods  
Data was collected using an online survey with open-ended interactive questions. A sample of six 
employees who currently work in Marriott International helped the scope of research. Targeting the 
employees who are working in Marriott International produced the validity of the results and received 
their views on the Serve360. SurveyMonkey was adopted to distribute the survey and collect data. The 
survey questions were based on the previous literature (Jones, Hillier, & Comfort, 2014; Deale, 2013; 
Chen, 2015; Christensen, Peirce, Hartman, Hoffman, & Carrier, 2007). A thematic analysis was 
performed on the collected data.  
  
Results/Discussion/Implication  
Three themes were identified: leadership enforcing protocols and new initiatives; impact on sustainable 
CSR in employees drives profitability and the right workplace environment; training is being 
implemented. From the information gathered from the literature review and the respondents in the study, 
authors concluded that sustainable programs work in hotels, but there is a need to center them in the 
organizational policy so that they can be appropriately implemented. The Serve360 program at Marriot 
is a good initiative for sustainability, but there are some challenges in implementation emanating from 
lack of proper under all the things it entails. The hospitality industry is one of the significant contributors 
to climate change because of the number of guests it handles and the extent of resources used by the 
industry. Furthermore, the findings from the study suggest that the Marriott Serve360 program is 
reasonably successful in its sustainability push. However, many loopholes can be addressed by several 
recommendations that can help improve the sustainability program and, in turn, contribute towards 
reducing the impact of climate change. Marriot International should carry out more employee training 
about its Serve360 program to implement the program practices across their different hotels worldwide. 
This recommendation is informed by the fact that some employees were not informed about some 
sustainability aspects of the hotel. More training sessions would ensure that employees understand the 
importance of sustainability being pushed by Marriot's Serve360 to implement it and educate others 
actively.  
References are available upon request   
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Introduction 
Communities around the world face increasing risks from multiple natural hazards (Opdyke et al., 
2017). Within a socio-ecological system, community resilience to disasters (“community resilience”) is 
a community’s capability to get ready for, respond to, and recover from disasters, while mitigating 
future impacts (Cutter, Ash, & Emrich, 2014). To gauge the success of disaster risk reductions and 
develop relevant policies, quantifying community resilience has been recognized as a top priority for 
policymakers and researchers (Lam, Reams, Li, Li, & Mata, 2016).  

In the community resilience measurement literature, there have been three main issues. First, 
although many studies have shown that tourism significantly affects community resilience (Bec et al., 
2016), tourism factors have barely been considered in previous community resilience measurements. 
Specifically, tourism can significantly enhance community resilience by building community capacity 
for undertaking an adaptive response to natural hazards (Tsai et al., 2016). Second, there has been a lack 
of research on which tourism industries are closed related to building community resilience. Third, 
previous studies have struggled to find empirical validation for deriving resilience indices (Cutter & 
Derakhshan, 2018). Without validation, it is hard to justify resilience indices as determinants to support 
resilience-related decision-making (Cai et al., 2018). Thus, the purpose of this study is to (1) develop a 
validated tourism community resilience measurement framework and (2) identify key tourism industries 
that are positively associated with community resilience across 67 counties in Florida. 
 
Methods 
The proposed measurement model includes four steps. The first step is to classify community resilience 
levels by exposure (hazard frequency and duration), property damage, casualties, and recovery 
(population growth and tourism growth) based on Lam et al.’s (2016) resilience inference measurement 
approach. K-means analysis was employed for classification. The second step is to validate the 
measurement metrics, which result from the first step. Discriminant analysis, using 6 dimensions (i.e., 
social, economic, community capital, institutional, infrastructural, and tourism demand) and 33 
composite indicators, was employed based on Cutter et al.'s (2010) baseline resilience indicators for 
communities. The third step is to calculate a continuous resilience index. This index was calculated 
based on the probabilities of each county belonging to a particular resilience level (Lam et al., 2016). 
The last step is to explore the spatially varying relationship between community resilience and the 
tourism industry. A geographically weighted regression (GWR) analysis was employed to measure 
spatial relationships.  
 
Results/Discussion/Implication 
The results show that the tourism demand dimension plays a significant role in measuring community 
resilience. Furthermore, industries related to performing arts, spectator sports, amusements, gambling, 
and recreations are key tourism industries that enhance community resilience. The findings of this study 
can help community practitioners and tourism policymakers develop localized resilience enhancement 
strategies in consideration of tourism industries.  
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Introduction 
Like other service industries, tourism service includes the simultaneous occurrence of the process of 
offering by service providers and the process of consuming by other visitors. This may cause 
excessively overcrowds of tourists at a destination. Meanwhile, the quantity of tourism resources which 
are appealing and accessible enough to attract travelers is limited at destinations (Goeldner & Ritchie, 
2007). Therefore, every sustainable tourism development plan should take supply-demand match into 
consideration.  

Existing literature shows declines in the tourism demand from several markets to destinations 
due to the high influx of tourists arriving from another market (Su et al., 2012). This crowding-out effect 
was resulted by the competition among tourism markets that consume sane products concurrently (Chou, 
Hsieh & Tseng, 2014). Prior research investigated that the high density of Chinese travelers accounted 
for significant decrease in number of visitors to Taiwan from South Korea, Singapore, Japan, and the 
U.S. (Su et al., 2012). Although the dominant of Chinese market has been receiving substantial attention 
from tourism researchers, its impacts on the tourism demand in the Southeast Asian destinations have 
still been unexplored. This study, hence, conducted a case study of Vietnam, one of favorite Chinese 
attractions in terms of accessibility, affordability, proximity, and diversity in Southeast Asia region, to 
examine impacts of the Chinese market on Vietnam tourism demand in the short and long term. 
 
Methods 
The study collected monthly data of international tourist arrivals from six leading markets to Vietnam 
during September 2008 to January 2020 on the Vietnam National Administration of Tourism official 
website. The researchers converted data to logarithm form before deseasonlizing with the Unobserved-
Components Model and decomposing with the Christiano-Fitzgerald filter to retrieve trend and cyclical 
components of tourism demand variables (Christiano & Fitzgerald, 2003). The decomposed data were 
then standardized to ensure the data comparable.  

The authors first employed the Augmented Dickey-Fuller test, the Phillips-Perron test, and 
Modified Dickey-Fuller test to verify trend and cycle data stationary (Dickey & Fuller, 1979; Phillips & 
Perron, 1988; Elliott, Rothenberg, & Stock, 1996). Second, the researchers utilized Engle and Granger 
methodology (1987) to evaluate long-term relationships between independent and dependent variables 
and determined their causality direction by Granger causality Wald test. Finally, the Limited 
Information Maximum Likelihood estimator was applied to test the hypotheses.  
 
Results/Discussion/Implication 
This study explores that the crowds of tourists from China to Vietnam stimulate the expanding of five 
leading markets in the short-term. In the long-term, the growth of tourism demand from four segments 
Japan, Taiwan, Malaysia, and the U.S. is predicted by the increasing influx of Chinese travelers to 
Vietnam. However, in the long-run, there is a crowd-out effect on the South Korean segment caused by 
the rise in number of Chinese tourists. This may be explained by the sharing tourism products consumed 
between these two most dominating markets in Vietnam. 

References are available upon request 
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HOW DO THE ONLINE REVIEW TYPES AFFECT THE BOOKING INTENTION OF PEER-
TO-PEER ACCOMMODATION AMONG CONSUMERS FROM DIFFERENT CULTURES?  

Hhyewon Shin1, Alei Fan2  
Purdue University, West Lafayette, Indiana, USA, shin278@purdue.edu1; fan182@purdue.edu2 

Introduction  
As the peer-to-peer (P2P) accommodation becomes an attractive alternative, online reviews are 
becoming an important source for the information search stage in the decision-making process 
(Wang et al., 2016). As more consumers utilize online reviews during their decision-making 
process (Wu & Gaytán, 2013), how consumers from different cultures process online reviews 
becomes a relevant and timely topic to the hospitality and tourism field. For example, according 
to the uncertainty avoidance tendency theory (Hofstede, 1980), high uncertainty avoidance 
culture favors feature-specific details about products/services and is less motivated by 
experience-based reviews in terms of behavioral intention (Jordan et al., 2013; Money & Crotts, 
2003). Thereby, this study attempts to explore how and why different types of online reviews 
(i.e., attribute-based vs. experience-based) influence consumers from cultures of varying levels 
of uncertainty avoidance tendency.  

Methods  
In this study, scenario-based quasi-experimental designs will be used in which the type of online 
reviews is manipulated to test the posited hypotheses. Nationality will be used as a proxy for the 
culture in the study, however, the Uncertainty Avoidance Scale (Yoo et al., 2011) will be used to 
confirm the uncertainty avoidance tendency among the participants. Then, participants will be 
asked their trust in the accommodation with five items: “The accommodation is well suited for 
my purposes.”, “The accommodation meets my requirements.”, “I trust the comfort of the 
room.”, “I trust the facilities in the room are complete.”, and “I trust the sanitation in the room.” 
(adapted from Hawlitschek et al., 2016; Wu & Shen, 2018). The booking intention will be 
measured with five items: “Your willingness to book this accommodation is...”, “the probability 
that you would book this accommodation is...”, “How much are you interested in staying at this 
accommodation?”, “How much you intend to book this accommodation soon?”, and “How likely 
are you to stay at this accommodation?” (adapted from Casaló et al., 2010; Fan et al., 2019). 
Lastly, the realism of the scenario and demographic questions will be asked. To test hypotheses, 
a 2 by 2 between-subjects analysis of variance (ANOVA) and Hayes’ (2017) PROCESS 
procedure (Model 8) with the recommended bootstrap technique will be performed.  

Results/Discussion/Implication (Expected Results for the poster submission)  
Despite the importance of online reviews in consumers’ purchase decision processes, there is a 
research gap regarding the influence of online review types based on different cultures. Hence, 
this study aims to examine how online review types differently influence consumers who have 
different levels of uncertainty avoidance tendency in terms of their booking intention. 
Furthermore, beyond focusing on numerical ratings of online reviews, this study explores the 
impacts of various types of online reviews. Comprehensive outcomes from this study may help 
global operators to better market to consumers from different cultures. 

References are available upon request  
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HOW DO THE HOST PICTURES INFLUENCE CONSUMERS’ BOOKING INTENTION OF 
PEER-TO-PEER ACCOMMODATION ACROSS DIFFERENT CULTURES? - AN EYE-

TRACKING APPROACH.  
Hhyewon Shin1, Alei Fan2 

Purdue University, West Lafayette, Indiana, USA, shin278@purdue.edu1; fan182@purdue.edu2 

Introduction  
Although the online peer-to-peer (P2P) platforms, such as Airbnb, are enjoying a rapid growth 
(Ert et al., 2016), they are also being challenged due to the trust issue caused by the lack of 
physical presence (Keymolen, 2013; So et al., 2018). Since increasing the social presence level 
of the online interface through presenting host pictures is effective in enhancing consumers’ trust 
(Ye et al., 2019), P2P platforms usually provide host pictures to foster trust among consumers 
(Karlsson et al., 2017) and consequently enhance booking intentions. However, the impact of 
host’ pictures on consumers’ trust and consequent purchase behavior differs among people with 
different cultural backgrounds (Bente et al., 2012). Utilizing the Social Presence Theory (Short et 
al., 1976), this study aims to explore how different host pictures affect perceived trust and 
consequent booking intentions among consumers from different cultures. 
 
Methods  
First, the eye-tracking method will be used to confirm the theoretical assumption that 
interdependent people tend to view the web page holistically and pay great attention to the 
family picture, while independent people tend to focus on the textual and numerical information 
on the webpage. Next, a scenario-based quasi-experimental design study will be used in which 
the host’s picture type is manipulated to test the posited hypotheses. Nationality will be used as a 
proxy for the culture in this study, however, Analysis-Holism Scale (Choi et al., 2007) and SelfConstrual 
Scale (Singelis, 1994) will be used to confirm the thinking tendency and independent 
tendency among the participants. The trust in the host will be measured with five items adapted 
from Ma et al. (2017) and Pavlou and Gefen (2004). The booking intention will be measured 
with five items adapted from Casaló et al. (2010) and Fan et al. (2019). Lastly, the realism of the 
scenario and demographic questions will be asked. Several statistical techniques will be 
employed for data analysis. To test the hypotheses, a 2 by 2 between-subjects analysis of 
variance (ANOVA) and Hayes’ (2017) PROCESS procedure (Model 8) with the recommended 
bootstrap technique will be performed.  
 
Results/Discussion/Implication (Expected Results for the poster submission) 
This study carries out by both experimental design and the survey to achieve more robust 
relationships and can enhance the generalizability of the Social Presence Theory. To the best of 
my knowledge, this study will be the first cross-cultural study in the context of P2P 
accommodation sector with adopting the eye-tracking method. Given that this cross-cultural 
study adopts Social Presence Theory, the scope of this theory can be extended across different 
cultures. Lastly, this study can discover the important role of the host’s picture not only in 
enhancing consumers’ trust, but also in the profitability of P2P business. This study can help 
practitioners to effectively present the host’s pictures in the platform to enhance the booking rate.  
References are available upon request  
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COVID-19 DRIVES FUTURE HOTELS: INVESTIGATING CUSTOMERS’ INTENTION TO 
VISIT CONTACTLESS UNMANNED SMART HOTELS IN CHINA  

Lan Lu1 and Jinlin Zhao2   
Florida International University, Miami, Florida, USA, llu004@fiu.edu1 and zhaoj@fiu.edu2   

Introduction  
Since the outbreak of the COVID-19, the influences of the disease beyond mortality and morbidity have 
become increasingly obvious in the agriculture, economic, hospitality, and manufacturing industry 
worldwide (Fernandes, 2020). According to Oxford Economics (2020), the tourism industry far 
exceeded any other industries, due to the travel restrictions resulting in a series of prohibitions facing by 
people and a decreasing demand for travelers. In China, a large number of hotel cancellations have 
brought major economic losses to the hotel industry (Hoque et al., 2020). The hotel industry is in an 
extremely difficult stage because of its high potential risks of spreading the virus through human to 
human transmission and customers’ heightened concerns in traveling. Thus, contactless unmanned hotel 
has got attention. At contactless unmanned smart hotels, customers are able to reserve a room, check-in 
and out through facial recognition without human contact and assistant. Even in the hotel room, 
customers do not need to touch the gadgets that give peace of mind in a time of concern about the 
infectious disease to turn out the lights, draw the curtains and adjust the air conditioner in the hotel room 
(Murphy et al., 2017). Before the COVID-19, technology acceptance is considered as the vital factor 
influencing customer’s decision (Kim et al., 2008; Kim, 2016). However, since the outbreak of the 
COVID-19, it is necessary to investigate customer perceived health risk as the antecedent factor 
influencing customer’s intention to visit contactless unmanned smart hotels in China. 
Methods  
The information-motivation-behavioral skills (IMB) model was selected as the main structural model in 
this study. It is a well-proven method that predict and promote healthy behaviors in different fields 
(Singh, 2003; Chang et al., 2014). Three fundamental determinants, health behavior information, health 
behavior motivation, and health behavior skills, are used to classify the factors affecting the health-
preventive behavior (Fisher & Fisher, 2002). COVID-19 information was presented as the determinant 
of health behavior information in this study since the specific facts and implicit theories were evidenced 
have powerful influences on preventive behavior performance (Luo et al, 2020). Health behavior 
motivation is determined by two parts, personal motivation and social motivation, which were critical 
influences on people’s preventive behavior (Fisher & Fisher, 2003). Personal motivation refers to the 
attitudes toward personal performance of health promotion behaviors and social motivation refers to the 
social support for the enactment of health promotion behaviors. Health behavior skills in this study focus 
on people's objective abilities and self-efficacy (Rye, 1990). Data will be collected through 
Wenjuanxing, an online survey collection platform. Based on Cochran’s sample size formula (1977), at 
least 487 surveys will be randomly sent out. A screening question will be used to check whether each 
participant qualified: “Do you have a plan for domestic travel in the next 3 months?”.  
Results/Discussion/Implication (Expected Results for the poster submission) 
The results may investigate that some variables have a significant influence on the customer's health-
preventive behavior referring to the intention to visit contactless unmanned smart hotels in China. The 
result may contribute to the IMB model by extending to the Chinese context and provide valuable 
implications for hoteliers regarding the development of contactless unmanned smart hotels.  
References are available upon request  
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A NETNOGRAPHY STUDY OF TOURISTS FROM CHINA: HOW COULD “MOJITO” AND 
ITS MUSIC VIDEO ATTRACT CHINESE TOURISTS TO VISIT HAVANA?  

Chunhao (Victor) Wei1, Lan Lu2, Jinlin Zhao3  
Auburn University, Auburn, Alabama, USA, czw0102@auburn.edu1, 

Florida International University, Miami, Florida, USA, llu004@fiu.edu2, zhaoj@fiu.edu3 

Introduction  
“Mojito,” the new pop song from one of the most famous Chinese singers, Jay Chou, was released in 
2020 and broke the popularity index record on Chinese music charts set by another song from Jay Chou 
in 2019 (QQ.com, 2020). A mojito is a traditional Cuban highball: the melody of this song reflects Latin 
culture, the lyrics narrate a Havana experience, and the music video includes a lot of Cuban elements. 
Since China has become an essential target for all destination marketing organizations (DMO) 
worldwide, where Chinese tourists spent 258 billion USD outside China on more than 134 million 
outbound trips in 2019, the Cuban ambassador to China tweeted the song on Weibo, the largest micro-
blogging platform in China, to welcome Chinese tourists to visit Cuba shortly. Nowadays, China 
currently ranks 14th as a tourism market for Cuba, with approximately 50,000 Chinese visitors in 2019. 
According to the report from Xinhua.net (2020), the Cuban ministry of tourism expects to double the 
growth of Chinese tourists within three years. Plenty of literature has studied the effect of pop music, 
such as Korean pop music (Oh et al, 2015) and J-Pop (Fung, 2019) to travel intention. However, though 
Chinese is the major language of China, the largest tourists’ market around the world, few studies 
examine Chinese Pop music and its impact on Chinese tourists' travel intention. Therefore, using 
netnography to analyze the user-generate contents online about “Mojito”, the most popular Chinese pop 
music in 2020 from the historical most popular Chinese singer, the study aims to influences created by 
Chinese pop on Chinese tourists’ intentions to visit Havana.  
Methods  
Kozinets (2002) suggested that netnography should follow four steps: 1) cultural entrée 2) data 
collection, 3) ethical processing, 4) and member check. Because this study focused on Chinese tourists, 
Mafengwo, the largest online travel website with a discussion forum, will be utilized as the platform in 
this study. The data collection process will use a call for the post. Hashtag challenge will be used. 
Participants are requested to post their idea reflect in the music with a special Hashtag (#), such as 
#Mojito, # Cuba, # Havana. The suggested answer may but not limited in 1) What made you have to 
visit Havana once in your life 2) Where you believe you have to go/do if you visit Havana in the future. 
To motivate the participants, each verified participant will have a chance to draw 100 RMB Starbucks 
gift cards, a total of 10 gift cards will be provided. The study will use content analysis conducted via 
MAXQDA 2020. The coding process will follow the principle of saturation, and the analysis will utilize 
the inductive approach. Because the data of this study will be in Chinese, to increase the validity and 
reduce the possible loss of meaning in translation, the data analysis process will occur in Chinese, and 
the results will be translated into English. The translation procedures will follow Chen and Boore’s 
(2009) recommendation to increase the trustworthiness of translation in qualitative research by using a 
bilingual translator and blind back-translation. In addition, reward recipients will be invited to review 
the findings and provide feedback. The entire process will be open and transparent.  
Anticipated implications  
This study will contribute to the field of distributing positive destination images via Audiovisual in 
mother tongue language music. The results could provide ideas for DMOs to cooperate with Chinese 
artists to build a stronger emotional connection with Chinese tourists.  
References are available upon request  
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IMPROVING HYGIENE AND SATISFACTION AMONG HOTEL CUSTOMERS IN THE 
CONTEXT OF GLOBAL PANDEMIC NORMALIZATION 

Boyu Chen1, Yuqi Guo2, Lisa Cain3 

Florida International University, North Miami, Florida, USA, bchen017@fiu.edu1; yguo032@fiu.edu2; lcain@fiu.edu3 

 
 
Introduction 

In the context of globalization and the 2020 pandemic, the customer experience of the hotel industry 
has been impacted unprecedentedly. After several months of effort, the global pandemic situation has 
eased, and the world is about to enter a state of pandemic normalization. During this period, people will 
carry out necessary activities, but the pandemic is still ever-present. Therefore, the Chinese hotel 
industry needs to adjust and adapt to these circumstances while recovering. Due to the service-oriented 
characteristics of the hotel industry, its customer experience is particularly important. Through 
theoretical analysis, we assert that the hotel industry needs to improve hygiene and service to ensure 
the high standard customer experience under the normalization of the pandemic situation. Accordingly, 
the purpose of this study is to discuss the impact of the normalization of the pandemic situation on the 
hospitality industry and identify the requisite changes in customer service in this context. The methods 
to maintain and improve the customer experience and customer satisfaction in the hospitality industry 
during and post-pandemic will be explored. 

 
Methods 
In depth interviews with open-ended questions of hotel customers and hotel professionals will be 
employed to identify the potential gaps between the customer’s and industrial perception of needed 
future service/hygiene changes. Physical areas of improvement for participants to consider regarding 
ways to improve customer experience under the normalization of the pandemic situation will include 
kitchen hygiene, disposable goods, public facilities. Additional customer satisfaction questions will be 
asked of customers regarding the maintenance and improvement of the services provided. Participants 
will be asked to answer questions about which service factors will most greatly impact their 
experience, why these factors will affect their experience, and what measures should be taken to 
improve the experience. 

 
Anticipated Results/Discussion/Implication 

We anticipate that hotels can improve their hygiene and service through technologically assisted 
measures, greater personalization with less interaction, and more transparent cleaning practices. With 
the normalization of the pandemic, hotel owners and operators should endeavor to identify exciting and 
hygienic services that cater to constantly shifting expectations and needs of customers. Hotels need to 
take preemptive measures to deal with future emergencies and reduce losses. 

 
References are available upon request 
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THE INFLUENCE OF ELECTRONIC WORD OF MOUTH ON ACCOMMODATION 
POPULARITY: FOCUSING ON THE CHINESE ACCOMMODATION SHARING 

PLATFORM 
Yuwan Wang1, Lin Li2, Sung-Byung Yang3 

Kyung Hee University, Seoul, South Korea, w_yuwan@khu.ac.kr1; lilin@khu.ac.kr2; sbyang@khu.ac.kr3 
Introduction 
Accommodation sharing is one of the most representative forms of the sharing economy (Olson et al., 
2015). Accommodation sharing platforms act like hubs that connect consumers and hosts by displaying 
information, and allowing consumers to present their views, opinions, criticisms, and recommendations 
on accommodation sharing products and services. Electronic word-of- mouth is a collection of 
people’s informal evaluations of products or services on the Internet (Litvin et. al., 2008), especially 
the case for accommodation sharing, in which eWOM attracts attention and is used as one of the most 
important methods to judge the quality of goods or services (Trumbo, 2002). As accommodation 
sharing is an exemplary type of experiential products, eWOM plays a vital role in consumers’ 
purchasing decisions (Trumbo, 2002; Xie et al., 2014). However, research on eWOM especially in the 
context of accommodation sharing has been limited (Liu et. al., 2020), and the popularity of 
accommodation sharing has been less tackled despite the fact that popular accommodation could bring 
benefits to the platforms. 

This study therefore examines how accommodation popularities vary influenced by different 
dimensions of eWOM. First, this study is one of the first attempts to identify multi- dimensional 
heuristic attributes of eWOM (i.e., house-, review-, and host-related attributes) and validate their 
impact on accommodation popularity in an accommodation sharing setting in China. Second, it 
further examines the moderating roles of rental types (i.e., entire vs. shared houses) and host types 
(i.e., individual vs. merchant hosts) in the relationships between house/host attributes and 
accommodation popularity. 
 
Methods 
This study will collect data from Tujia.com, a major Chinese accommodation sharing platform. For 
each accommodation located in the four tier-one cities in China (i.e., Beijing, Shanghai, Quanzhou, 
and Shenzhen) in the sample. As a dependent variable, accommodation popularity indicates consumer 
willingness to affect product perception, and it is measured by the “number of likes” to 
accommodation (Camilleri, 2020). This study intends to use Tobit model for the suitable for 
simultaneous testing of multiple independent variables. 
 
Expected Results/Discussion/Implications 
This study contributes to the literature on eWOM in the sharing economy context by expanding its 
dimension from one single one to three different heuristic dimensions (i.e., house, review, and host 
attributes) and validating their impact on accommodation popularity, focusing on the Chinese 
accommodation sharing platform, Tujia.com. The results of the study would provide an important 
guideline for hosts and accommodation sharing platform managers to better facilitate the popularity of 
accommodations they are offering. 
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INTEGRATING ONLINE AND OFFLINE OFFERINGS OF THE LODGING BUSINESSES: A 
BRIDGE THROUGH INCENTIVE PROGRAMS  

Chris Slaney1, Dr. Liang Tang2  
Iowa State University, Ames, Iowa, USA, cdslaney@iastate.edu1; rebeccat@iastate.ed2 

Introduction  
Since the emergence of internet in the mid-1990s, a significant number of businesses in the lodging 
industry has offered products and services online (Krizanovn et al, 2019). Hospitality businesses have 
not seamlessly combined or bridged the online presence and “brick and mortar” offerings (i.e., facilities 
for operation located within building constraints), which maximize customers’ benefits (Otto et al, 2000; 
Sadek, 2016). These benefits would include greater patronage, add-on services, customer trust, and 
increased promotions (Clarquist et al., 2017). Clarquist, Anderson and Zwart (2017) suggested that by 
balancing benefits of online and offline processes, customers could gain the maximum satisfaction and 
that the non-use of physical facilities may provide savings in the short-term but could disrupt local 
marketing in customers purchasing in the long term.  

The incentive programs are strategic marketing schemes based upon a changing value system for 
a specific period of time (Xie, 2015). The longer an incentive program is planned for, the performance is 
expected to increase (Zhan, 2016), and the merging of both traditional and online companies would be 
improved (Ravenscraft & Scherer, 2011). The incentive program is designed to encourage intentional 
purchasing (Wang, 2016). The purpose of this study aims to examine how the primary features of the 
incentive program motivate customers to adopt both online and offline offerings of a business in the 
lodging industry, and consequently, how the incentive features influence customer satisfaction and 
behavioral intention. The study is a pioneer of establishing the bridge between the online and offline 
offerings of a business through incentive programs in the lodging industry.  

 
Methods  
An online survey (based on the literature review) will be distributed through Amazon Mechanical Turk 
targeting any travelers in the U.S. at 18 and older. It is anticipated that 300-350 surveys in a usable 
format will be collected. The questionnaire is composed of three sections (background filters, constructs, 
demographics). The measures of reliability incentive, convenience incentive, selection incentive, brand 
incentive was adapted from Ismail, Rose, Tudin, and Dawi, (2017). The measurement items of customer 
satisfaction and behavioral intention were originated from Kim and Shim, (2017) and Rana, Lodhi, Butt, 
and Dar (2017). The Likert-type scale for these measures will be adopted. The data will be analyzed 
with Structural Equation Modeling (SEM).  
  
Expected Results/Implications  
The lodging industry has struggle with customer future intentions in order to create marketing strategies, 
forecast, and budgets. The expected finding would assist the hospitality sector in developing marketing 
strategies for customer behavioral incentives that would increase the customer satisfaction. Hospitality 
managers could use this research to develop interactive advertisement for fill this bridge for the online 
and offline incentives. 
References are available upon request 
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Introduction  
Consumer wine purchasing decisions involve a process influenced by their perceptions of the value of 
wine. Consequently, the amount of money that consumers are willing to trade for a bottle of wine 
represents the perceived value of that wine. Previous studies noted that when consumers make purchase 
decisions (pre-consumption stage), perceived value plays an essential role. For example, studies from 
the environment (e.g., Song et al., 2019) and business (e.g., Chae et al., in press) indicated that perceived 
value is a mediator between consumers’ experience of the product/service and their purchasing 
behaviors, including purchasing intention, satisfaction, and loyalty (Cronin et al., 2000; Koller et al., 
2011; Parasuraman & Grewal, 2000). Thus, it is necessary to understand consumers’ perceived value as 
an antecedent to studying their purchasing intention.  

Consumers’ purchasing purposes of wine (i.e., gift giving, self-consumption, and selfcollection) 
could potentially impact this relationship. Prior research compared the influence of purchasing purposes 
(gift giving vs. self-use) in the realm of cosmetics (Eggert et al., 2019). However, unlike utilitarian 
products, premium wines possess added value. Often, these wines are invested, collected, and stored for 
years to age and develop, thus possessing “self-collection” value; therefore, self-collection represents 
another study purpose. Hence, this study is modeled after Eggert et al’s (2019) and proposes to compare 
consumers’ perceptions of value between gift giving, self-consumption, and self-collection, proposing 
that purchasing purposes might moderate perceptions of value. To date, no research literature has 
segmented wine consumers’ purchasing purposes, nor has it differentiated purposes in this fashion. 

  
Methods  
This study employs a web survey and three-group design (gift giving, self-consumption, and self-
collection) to examine consumers’ perceived value of wine and its moderating effect on their purchasing 
intention. The sample will be recruited from MTurk, a sizeable online labor market. Prior to 
commencing the survey, participants will be asked whether they like wine or not, their consumption 
frequency, and whether they like red wine or not. The survey structure would follow: 1) Scenarios - a 
wine picture and description will situate the respondent in the appropriate context, after which 
respondents are randomly assigned different scenarios; control group will not be informed any specific 
purchasing purpose; 2) Respondents will answer a survey containing questions relating to wine 
consumers’ information perception adopted from Barber & Almanza (2006) and Barber (2008); 3) A 12-
item scale from Walsh et al. (2014) will measure perceived value, followed by questions on purchasing 
intention adopted from Wagner et al. (2009); 4) Finally, demographic questions such as gender, year of 
birth, income, and education, will be asked. 

  
Expected Results 
Perception of value and purchasing intention is expected to vary between the three groups (gift giving, 
self-consumption, and collection) and they should show significant difference compared with control 
group, while perceived value is expected to partially mediate the relationship between information 
sources and purchasing intention.    
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Introduction  
Internet has been identified as a powerful distribution channel for lodging and tourism supplier (Law, 
Leung, & Wong, 2004). Different online booking channels have been applied during consumer planning 
stage, including hotel brand website and online travel agents (OTAs) (Liu & Zhang, 2014). With a 
variety of available hotel booking channels, different cancellation policy, membership or loyalty 
program rules, and award point system, which would be considered as indirect monetary value, have 
influences on consumer switching behaviors. Thus, consumer loyalty has been challenged by either 
direct (e.g., price) or indirect perceived value. Also, last-minute booking becomes popular in hotel 
industry, because consumers expect lower price than rack rate even if taking the risk of room sold out 
(Jang, Chen, & Miao, 2019). That means, delaying their decisions is conceptualized as a strategy to seek 
for better options. Although this phenomenon is frequently observed, the literature lacks theoretical 
explanations regarding motivators of postponement. By connecting switching barriers to decision 
postponement, current study provides a better understanding of consumers’ reaction to each type of cost 
and attractive benefits from available booking options.  

The purpose of this study is to investigate the two dimensions of switching barriers namely, 
switching cost and alternative attractiveness, as two antecedents of decision postponement and to test the 
relationships between the two and customer loyalty in the online hotel booking. Additionally, the 
mediating effect of decision postponement will be examined between these paths.  
 
Methods  
The target population of this study are customers aged 18 or older, who have booked hotel in North 
America through online booking websites during the past six months. A convenience sampling method 
is used, targeting 400 samples. A self-administrated online survey using Qualtrics was used to collect 
data. Measurement items for each latent variable are adopted and modified based on the previous 
empirical research. Two-step approach of confirmative factor analysis (CFA) and structural equation 
modelling (SEM) is conducted.  
  
Implication 
This study highlights the effect of decision postponement on consumer purchase decision. The 
significant meditating role of decision postponement plays on the relationships between two switching 
barriers and loyalty adds understanding to consumer information processing literature. Also, the 
relationships between switching barriers and loyalty will be validated in online hotel booking context. 
The findings also suggest hotel practitioners to consider implementation of revenue management 
strategies more effectively to prevent customer’s switching behavior. The competitive rate should be 
displayed more directly and clearly on their websites. Once hotel guests perceive price differences 
among all interested hotels in a timely manner, they will be less hesitated to make their decisions. 
  
References are available upon request  
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Introduction  
Consumers' potential behavioral intentions are influenced by their memorable experiences (Miao et al., 
2014). Thus, hospitality industry strives to provide the customers with extraordinary and high-quality 
experiences (Kim et al., 2012; Ritchie et al., 2011). Dining out is considered a contributing factor in 
creating experiences which could be shared with other people (Nation’s Restaurant News, 2015). A 
memorable dining experience (MDE) is a spherical or stunning experience which encourages visitors to 
repeat using a dining facility and recommend it to others (Kruger et al., 2015). Consumer experiences of 
a service are affected by various cognitive, multisensory, and emotional factors (Holbrook & 
Hirschman, 1982). While there are several studies on MDE, these studies explored the emotional aspects 
of MDE at restaurants to a limited extent. Emotion results in loyalty by establishing a long-lasting 
relationship between the customers and operators (Chase & Dasu, 2001). According to Lashley (2005), 
consumers’ emotional reactions to their dining experiences can elicit MDE. Although recent efforts have 
been made to investigate the relationships between MDE and emotions (Spence, 2020; Tsaur and lo, 
2020), scholars suggest that there is a need to better understand what emotions are triggered by 
consumption of memorable meals (Piqueras-Fiszman & Jaeger, 2014; Spence, 2020). Therefore, the 
main purpose of this research is to explore the emotions evoked by MDE, addressing the gap in the 
literature. The secondary objective involves developing a pattern to evaluate the range and power of 
emotions associated to MDE by depicting the emotions through shapes and colors. 
  
Methods  
This research utilizes a qualitative approach by gathering data through an online survey consisting of 
Likert-type, qualitative, and open-ended questions. The online survey was programmed in Qualtrics, 
which was also used to recruit a sample of 282 American diners from their panel. The respondents were 
asked to list up to three emotions they had experienced during their memorable dining experiences and 
write a narrative about these experiences. Then, to investigate the power of the emotions, they were 
asked to rate each of those emotions from 1 to 10 (less powerful to more powerful). Using Geneva 
emotion wheel model of emotions, the emotion terms are aligned in a circle in which the alignments are 
based on two dimensions including valence (negative to positive) and power (low to high) (Scherer, 
2005).  
 
Results/Discussion/Implication (Expected Results for the poster submission)  
This research examines what emotions are associated to food and drink in the context of memorable 
dining experience (MDE). Moreover, this study develops a pattern covering a full range of possible 
emotion elicited by MDE. The results of this study are expected to further the theoretical knowledge on 
emotional aspects of MDE and provide meaningful insights for practitioners. 
 
References are available upon request 
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WHAT MOTIVATES CUSTOMERS TO HELP RESTAURANTS DURING A WIDESPREAD 
CRISIS? EXPLORATION OF CONSUMER BEHAVIORS DURING THE COVID-19 

PANDEMIC  
Inneke Sarwono1, Junehee Kwon2  

Kansas State University, Manhattan, Kansas, USA, inneke28@ksu.edu1; jkwon@ ksu.edu2 

Introduction  
At the end of 2019, the Coronavirus (COVID-19) pandemic has challenged many industries, especially 
restaurant and other service industries. Responding to the massive negative impact on the restaurant 
industry, many organizations, such as Yelp, GoFundMe, and independent local organizations, have 
initiated a move to help restaurant stakeholders (Ha, 2020). Unfortunately, many restaurant owners have 
already permanently closed their businesses, and those who have stayed in the industry have been facing 
significant challenges to survive (Croft, 2020). Considering the hardship of the restaurant industry, 
restaurant customers reported the urge feeling to leave larger tips, visit restaurants more often, or buy 
more gift cards to increase restaurants’ cash flows than before the COVID-19 pandemic (Klein, 2020). 
While these anecdotal evidences show existence of restaurant customers’ helping behaviors, the 
empirical evidence is still lacking in the restaurant context. Therefore, this study aims to explore 
restaurant customers’ helping behaviors and factors including restaurant-specific factors, which motivate 
and affect the restaurant customers’ helping behaviors during a widespread crisis. Ultimately, a 
conceptual framework of these behaviors and antecedents will be identified and tested.  
 
Methods  
A mixed methods research design will be applied to include semi-structured interviews (n≥12) and a 
national survey of consumers (n=500) to explore and test restaurant customer helping behaviors. The 
target population is restaurant customers who visited restaurants during the COVID-19 pandemic. Prior 
to the interview, a short online survey questionnaire will be used to collect participants’ demographic 
information and the type of restaurants they patronized before and during the COVID-19 pandemic to 
maximize the variation of the sample and therefore, to establish the breadth of responses. Those who are 
matched with variation criteria will be contacted to schedule a 30-minute online interview. Each 
participant will be provided $20 cash for time and effort. The interviews will be audio-recorded, 
transcribed verbatim, and organized using NVivo (Version 12). The interview data will be analyzed 
using the thematic analysis method and used to design a conceptual model and questions for the 
subsequent national survey. The survey will be conducted using Amazon Mechanical Turk, and the data 
will be analyzed using SPSS and MPlus. Descriptive statistic, exploratory factor analysis, and 
confirmatory factor analysis will be conducted to summarize the data, to check construct validity, to test 
the conceptual model, respectively.  
 
Results/Discussion/Implication  
This is a work-in-progress study. The finding may explain consumer behaviors during the critical moments 
of the restaurant industry, provide a theoretical basis for restaurant customers’ helping behaviors, and 
support the industry professionals for developing strategies to overcome a future widespread crisis.  
References are available upon request  
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PPE AND THE IMPACT OF HOSPITALITY DESIGN: A SURVEY OF GUEST 
PERCEPTIONS OF ARCHITECTURAL ALTERNATIVES   

Glenn NP Nowak1, Mehmet Erdem2  
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Introduction  
This study investigates a range of design strategies to combat the spread of viruses in hotel environments 
from the perspective of prospective guests. At the time of this revised submission and about eight months 
into the pandemic, the US is setting daily records of COVID-19 infection rates, cases, and deaths. In July 
of 2020, the American Hotel and Lodging Association suggested the industry was on the “brink of 
collapse,” and their survey found that nearly nine out of 10 hotels were operating with minimal staff and 
record-low occupancy rates (Clarke, 2020). Coincidentally, nine out of 10 architectural firms surveyed 
by the American Institute of Architects were filing for federal paycheck protection program loans 
(Kennicott, 2020). It is crucial for these two hard-hit segments work collaboratively to navigate new 
design challenges in the hospitality landscape and be proactive about potential similar challenges the 
industry may face in the future. Covid-19-induced safety protocols are projected to cost the hotel industry 
$9 billion annually (Hospitality Net, Aug. 2020). The perceived safety of hotels and restaurants along 
with sentiments toward travel have possibly never been lower (Gursoy, 2020).  

Atmospherics have been shown to play an important role in providing a sense of safety and 
security (Moon, Yoon, and Han 2017). The widespread implementation of personal protective equipment 
(PPE) and other hygiene-related design measures constitute a major addition to the hotel servicescape. 
The physical factors of the servicescape include “an endless list of possibilities” (Bitner, 1992), but prior 
to COVID-19, PPE has not been considered amongst the more common elements of the servicescapes: 
color, lighting, furnishings, and so on. Several studies have examined these more malleable components 
of the servicescape (Mari and Poggesi, 2013), but the physical layout, architectural elements, and semi-
permanent additions are more difficult to manipulate, creating a growing gap in the literature that this 
work in progress aims to address.  
  
Methods  
The study population will include equal representation of leisure and business travelers who have and 
have not stayed in a hotel since the beginning of the COVID-19 pandemic. Responses to a survey 
instrument with 3D renderings of hotel spaces will measure guests’ intentions to book based on their 
preference of design solutions to common challenges in a post-COVID-19 environment. Outcomes may 
reinforce the industry’s history of understanding the importance of servicescapes and atmospherics 
(Bitner, 1992; Kotler 1973). 
  
Implication  
The aura surrounding the physical design of the PPE (scent, sound, attitudes toward the new normal, 
messaging, cleaning protocols, etc.) all contribute to the atmospherics of the hotel experience. 
Atmospheres are the “silent language” in communication (Kotler, 1973). What hotels are silently saying 
with their designed response to COVID-19 likely speaks volumes to customers. The effects of COVID-
19 are being felt by properties around the world, and these research findings may be able to inform future 
developments as the pandemic’s impact extends into long-term changes.  
List of References is available upon request   
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COMMUNITY HOTELS: THE IMPACTS OF CONSUMPTION VALUES ON CUSTOMER 
ATTITUDE, PERCEIVED BENEFITS, AND VISIT INTENTION  
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The University of Mississippi, Oxford, Mississippi, USA, chong1@go.olemiss.edu1; echoi2@olemiss.edu2 

Introduction  
The latest hospitality trends present that travelers desire to experience distinct cultures by eating local 
cuisine, participating in local activities, and shopping in local shops (Revfine, 2020). Accordingly, 
community hotels embed the region's culture and spirit in general hotel services and have recently 
gained increasing attention (Borkmann, 2019). Specifically, community hotels have incorporated local 
experiences into their properties, from placing amenities and furniture sourced from local shops 
throughout hotels and serving food using locally sourced ingredients at hotel restaurants to decorating 
hotel rooms with local artists’ artwork and hosting concerts with local musicians (Fawaz, 2015; Nagy, 
2017). Due to their short history, very little is known about community hotels. For example, while 
scholars have investigated the differences between community hotels and other types of hotels (Baek et 
al., 2020; De Klumbis et al., 2010) and assessed the strategic analyses (Fawaz, 2015; Kosar, 2014), these 
studies lacked sufficient attention to customers’ visit intention. Therefore, this study investigates the 
relationship between consumption values, customer attitude, overall perceived benefits, and customer 
visit intention in community hotels by adopting the consumption value theory developed by Sheth et al. 
(1991). Moreover, this study examines the moderating effects of customers’ cultural contact.  
 
Proposed Methods  
MTurk will be utilized to recruit the study sample, which comprises customers aged 18 years or older 
living in the U.S. and who have stayed in a hotel within the last year. As community hotels are a new 
style hotel and have not yet become widely known to guests, this study adopts the scenario-based survey 
describing a hypothetical experience to help respondents understand the hotels’ concept and features 
(Fawaz, 2015). Based on the previous literature (e.g., Choe & Kim, 2018; Sweeney & Soutar, 2001; 
Williams & Soutar, 2009), a questionnaire consisting of questions measuring study variables and 
respondents’ demographic information will be developed. As recommended by Anderson and Gerbing 
(1988), a two-step approach of confirmatory factor analysis (CFA) followed by structural equation 
modeling (SEM) will be performed to assess the measurement and structural models.  
  
Expected Contribution  
This study will add to the growing body of the consumption value theory in the hospitality context by 
examining the value perceptions on visit intention toward community hotels. This study will also extend 
knowledge about the moderating role of cultural contact because no scholars examined cultural contact 
in the hospitality field. Moreover, the findings of the study will provide essential insights to community 
hotel operators to evaluate the central values affecting visit intentions and formulate well-designed 
marketing strategies appealing to customers’ positive attitude in promoting community hotels by 
identifying significant values. 
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Introduction  
Human trafficking is a global problem that has affected the hospitality industry, particularly hotels. The 
term Human Trafficking is defined as the recruitment, transportation, transfer of personsthrough threat, 
coercion or use of force for the purpose of exploitation (Human Trafficking, 2020). Much of this illegal 
activity occurs in lodging. In 2019, hotels and motels remained one of the top venues for sex trafficking 
in the U.S. (Chen, 2020). For instance, 45% of human trafficking victims in New York City work out of 
hotels. Worldwide, hotels have been named among the top three venues that host human trafficking with 
online advertisements and commercial brothels being the other venues (Lusby & Ackerman, 2015).  

As this issue persists, there are calls for change, understanding and training in the lodging 
industry. Understanding can occur when employees are trained how to spot this illicit activity (and 
discourage human traffickers from using the hotel). To encourage hotels to be proactive, the goal of this 
study is to determine if a human trafficking training and response plan will encourage customer loyalty 
and ultimately greater satisfaction and positive word of mouth towards others (regarding the property). If 
having such a policy influences the positive view of the hotel in the mind of the consumer, then perhaps 
hotels will take note and implement such a policy.  

  
Methods  
The survey sample will include Miami, Florida, USA hotel visitors 21 years of age and above. A total of 
500 participants will be targeted to participate in this study. This target population will be accessed via 
online survey questionnaires. The electronic survey questionnaire will be hosted on Qualtrics will be 
conducted and sent to participants through email invitations, social media and Amazon Mechanical 
Turk. Each participant will receive incentive for successfully finishing the questionnaire. The survey 
instrument with a quantitative approach that will be applied in this study, includes the following 
constructs adapted from prior studies.: (1) Attitudes towards consumer safety and human trafficking 
(e.g., Chen, 2015; Olya et al., 2020), (2) hotel guest loyalty (e.g. Xu & Gursoy, 2015) (3) hotel guest 
intention to recommend the property to others and (4) whether this customer loyalty will lead to overall 
guest satisfaction (e.g. Chen, 2015; Olya et al., 2020; Xu & Gursoy, 2015). Additionally, the study will 
test a moderating factor of familiarity with the human trafficking issue with the lodging industry. The 
survey instrument will utilize multiple choice and ranking questions. Socio-demographics questions will 
be asked at the end of the questionnaire. Data is expected to be collected in Spring 2021.  
 
Expected Results/Discussion/Implication 
Successful completion of the study will provide important implications to the hospitality and tourism 
industry. The result will indicate hotel guests’ perceptions towards hotels that are proactive in 
combatting human trafficking and how this influences their loyalty for a specific property. The results 
obtained will likely encourage hotels to have a plan to combat human trafficking and raise their 
awareness in this matter. Hospitality students should also be aware of the human trafficking issue into 
their career path in order to provide proactive insights in their hotel companies to help fight this issue. 



 

The 26th Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston 

Page 130 

 

INVESTIGATING DIFFERENCES IN GROUP TRAVELERS REPURCHASE INTENTIONS 
TO STAY AT SHORT-TERM RENTALS 

Yang Zhou1, Matthew J. Bauman, Ph.D.2, Jessica Yuan, Ph.D.3 
Texas Tech University, Lubbock, Texas, USA, yangzhou@ttu.edu1; jessica.yuan@ttu.edu3;  

Purdue University Northwest, Hammond, Indiana, USA, mjbauman@pnw.edu2 
Introduction  
Few sectors within the hospitality industry have seen as much change and disruption as has occurred 
within lodging with Short-term Rentals (STRs) (Dogru et al., 2019; Guttentag, 2015; Guttentag & 
Smith, 2017; Zervas et al., 2017). The rise of the sharing economy in hospitality and tourism has been 
led by short-term rentals (STRs), including companies such as Airbnb, Vrbo, and others. Hence, STRs 
have increasingly become a primary choice of accommodation for travelers in addition to more 
traditional forms of lodging (e.g., hotels, motels) (Zervas et al., 2017). The rise in importance of STRs 
has precipitated much academic inquiry, with prior efforts exploring travelers’ motivations for using 
STRs, often focusing on Airbnb (Guttentag et al., 2018; Mao & Lyu, 2017). Past research has found that 
travelers are primarily attracted by practical advantages first (e.g., lower price, local convenience, 
household amenities), followed by experiential needs (e.g., local authenticity, interaction, novelty) 
(Guttentag et al., 2018).  

Most previous studies have focused on individual travelers’ behavior when using shortterm 
rentals, demonstrating some of the influential factors that impact consumers’ intention to stay, their 
satisfaction, and purchasing decisions (Amaro et al., 2019; Chen et al., 2019; D. Guttentag et al., 2018; 
Wu et al., 2017). However, research investigating group travelers is relatively scant, despite its growing 
popularity within group travel marketing. Group travelers have been defined as ten or more people 
traveling to the same destination during the same period using the same reservation (Kacoyanis, 2015; 
Meng, 2010). In 2017, Airbnb introduced the global split payments system for group travelers, a 
decision aimed specifically at targeting the growing group travel segment in short-term rental marketing. 
Hence, the purpose of this study is to investigate the group traveler segment within STRs.  
  
Methods  
This study utilizes a quantitative design in the form of an online questionnaire to examine group 
travelers’ decision-making by considering how price, facility, interaction, experience, and technology 
impact group travelers’ satisfaction, which in turn impacts their behavioral intentions (Abulibdeh et al., 
2018; Carlson et al., 2016; Sunio et al., 2018). The survey will be used to elicit respondents’ evaluation 
of the five factors while making a group purchase decision at a short-term rental. Amazon Mechanical 
Turk will be used to recruit a pilot sample of respondents (n >= 200). Two qualifying questions will be 
used; travelers must have 1) used an STR within the past six months, and 2) had a party size of five or 
more people.  

  
Results/Discussion/Implication (Expected Results for the poster submission) 
This study will construct a structural equation model (SEM) by integrating group travel behaviors (GTB) 
and technology acceptance model (TAM) to investigate and evaluate the factors that influence group 
travelers’ purchasing decisions for staying at STRs through the use of an online questionnaire. Through 
analyzing their responses, this study will identify the primary factors that affect group travelers’ 
behavioral intentions regarding STRs. This research will enhance our understanding of group travelers 
use of STRs situated within the lodging sector.  
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Introduction  
Esports have arrived and with it a new type of venue has emerged, the esport venue, however because 
esports in general are a relatively new type of sport, the typology of the esports venue has not been 
thoroughly explored, because of this many esport venues are held in flexible spaces not designed 
exclusively for esports. This means that most hosted esport venues are dependent on the setting, this 
creates inconsistencies that may impact the athletes performance or the enjoyability of the spectator 
sport. Unlike traditional sports arenas, esports venues are a combination of digital media platforms, the 
arena and various hospitality offerings. Esports events are mainly experienced through large digital 
screens, this denotes the correlation between technology and esports. Esports also offer a wide variety of 
game genres ranging from collaborative team competitions to single player competitions that require a 
different setup for each type. Esports venues should also develop environments that support social 
interactions, “Esports spectating is commonly connected to an online chat that can be used to comment 
on the events of the game, and also as a way to cheer for favorite teams and players” (Hamari, et al. 
2017). This leads to the hypothesis that esports venues need to be flexible to accommodate multiple 
activities. This study presents an inventory of available layout strategies that esports venues have taken. 
A qualitative study consisting of interviews with esports players, spectators, and event coordinators 
measures sentiments toward venue designs to create a foundation for a draft standard for this new arena 
type to help event planning committees, event managerial staff and even new constructions of esport 
arenas.  

Methods  
This study will focus on examining the perceived successes and failures of esport venue layouts. 
Photographs of the interior of esport venues will be used to elicit feedback on (any number of use factors 
found in the literature review) key components of the esports experience (ex.Visual effects, audio 
immersion, sociability, integration of non-gaming amenities, overall experience). Following photo-
elicitation, the interviews will use diagrammatic building plans and sections to gain further insights on 
venue layout, organization, room proportions, and other building systems-related concerns. Interviews 
of the end users, spectators, professional player athletes, commentators, analysts, interviewers, coaches 
about their esport arena experiences will be recorded, transcribed, and analyzed using grounded theory 
to uncover patterns in perceptions of positive esports venue planning and design.  
 
Results/Discussion/Implication  
Using the information accumulated through interviews, and reviewing various esport venue layouts we 
can begin to hypothetically construct the ideal layout for an esport venue. Using this prototype we can 
introduce a standard layout for the unabating growth of the esports, so that we can devise immersive and 
enjoyable venues in the future. 
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Introduction  
Due to the COVID-19 pandemic, the travel and hospitality industry has been profoundly affected by the 
national and international measures adopted to flatten the epidemic curve such as lockdowns, social 
distancing, and mobility restrictions (Jiang & Wen, 2020). In the first half of 2020 international tourist 
arrivals declined 65% over the same period in 2019 (UNWTO, 2020).  

Amid this global health crisis, many large, small and independent hotels in different 
geographical regions have reacted to this unprecedented challenge by adopting relevant Corporate Social 
Responsibility (CSR) measures: crowdfunding campaigns, providing staff with short-term jobs, 
delivering meals, and offering accommodation to front-line medical professionals, to name a few (Villa-
Clarke, 2020). This study will deeply analyze these actions categorizing them according to the four main 
dimensions of CSR highlighted in the existing literature, namely the economic, legal, ethical, and 
philanthropic dimensions (Carroll, 1991). The reasons why hospitality businesses engage or not engage 
in CSR actions, especially in the context of the COVID-19 crisis, will be taken into consideration. 
  
Methods  
This study relies on a qualitative methodology to investigate the extensive number of CSR efforts. 
Purposive sampling is used to examine CSR measures adopted by large international hotel groups, small 
and medium-sized hotel chains, and independent hotels during the latest pandemic. In the first stage, a 
detailed content analysis supported by a monthly data collection process of media stories, news, social 
media (LinkedIn) posts, and webinars has been conducted to explore the topic in question. In a later 
stage, semi-structured interviews with hotel managers will supplement the content analysis to better 
understand the catalysts and the barriers behind the CSR activities.  
 
Results/Discussion/Implication 
This study is expected to generate meaningful insights on the CSR action or inaction of hotels of 
different sizes and operation styles during COVID-19. It will also offer hospitality scholars and 
practitioners a glimpse of the reasons, barriers, and observed effects of CSR efforts. This study will be 
one of the first academic works examining hotels’ CSR actions in the midst of the crisis. Existing 
literature shows mixed results on the impacts of CSR measures on brand image, customer satisfaction 
and loyalty, and hotel financial performance (Hassan, Nareeman, & Pauline, 2013). The inconsistent 
findings can be attributed to the fact that motives and effects of CSR practices are highly context-
dependent. This study will explore CSR efforts in the hospitality industry in the unique context of the 
COVID-19 pandemic outlining a number of useful implications for hotel managers.  
  
References are available upon request  
The academic papers that have been cited in this study are available upon request. 
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Introduction  
The COVID-19 pandemic has created an unpredictable turn in the entire world but more specifically 
within the hospitality industry (Gössling, Scott, & Hall, 2020). As consumers are beginning to adapt to 
the ‘new norm,’ hotels and restaurants need to adapt as patronage may be limited due to social 
distancing measures, sanitation requirements, and reduced indoor capacity. In March and April of 2020, 
many restaurants were forced to temporarily close their business during stay-home orders in Miami, 
Florida, USA. As many restaurants have reopened (since May 2020) and continue to operate during the 
pandemic, it is important to understand the mindset of potential consumers and whether they perceive 
dining in as a safe option. Therefore, the purpose of this study is to investigate the rapid change in 
restaurant consumer behavior as the COVID-19 pandemic continues. Constraints to dine-in visitation 
will be explored along with perceived crisis management and mitigation of the risks by restaurants.  
  
Methods  
Whether or not consumers travel to dine-in at restaurants may be explained partially by leisure 
constraints theory (Crawford & Godbey, 1987; White, 2008). Leisure constraints theory was originally 
utilized to explain consumer barriers to participation in leisure activities (Buchanan & Allen, 1985). 
These constraints may be related to personal views on the pandemic and the perceived risk of being 
among others in public and potentially catching the disease. People act differently during a pandemic or 
epidemic event (such as SARS or COVID-19). They tend to spend less and save more (Zhang, Gu, & 
Kavanaugh, 2005).  

To access potential restaurant consumers (500+), online surveys will be used as social distancing 
is in effect as there is currently a limitation on face-to-face communication. The electronic survey will 
be digitized in Qualtrics and sent to participants through email invitations and Amazon Mechanical 
Turk. The survey will source respondents from adults aged 18+ the Miami, Florida, USA region and 
surrounding area. Quantitative research utilizing structural equation modeling will be implemented for 
the study (analyzed using IBM SPSS Amos v. 26). Factors measured in this study would include 
pandemic-specific leisure constraints (e.g. White, 2008), and resulting negotiation (e.g. Jackson & 
Rucks, 1995). This negotiation of leisure constraints will in turn result in intention to visit restaurants in 
the future. Motivation is proposed to moderate the relationship between constraints negotiation and 
intention to visit (restaurants). 
  
Expected Results/Implication 
Successful completion of this study would be valuable as it permits individuals to recognize the impacts 
COVID-19 has on consumer intentions to patronize the restaurant industry. As this is a unique 
disruption to the industry, it is beneficial to understand how to mitigate the effects of the pandemic as 
avoid new outbreaks that may again reduce or eliminate dine-in options. As with every industry, the 
restaurant industry must adapt according to changing consumer intention and motivation. During this 
pandemic we have seen a major shift in consumer sentiment regarding dining and restaurants in general. 
As a result, it is important to understand and learn about the current trends in consumer intentions.  
  
References are available upon request 
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Introduction  
Tourists’ revisit intention to a destination is fundamental to the success of a destination due to the cost 
savings associated with the destination management organizations (DMOs) (Pratminingsih, Rudatin & 
Rimenta, 2014; Tan & Wu, 2016). Attracting repeat tourists is an effective marketing technique for DMOs 
since new customers are relatively difficult to attract, and repeat tourists are inclined to spend more money 
and have a greater familiarity toward a destination (Lau & McKercher, 2004; Baloglu &McKercher, 1999a). 
Tourists’ prior visitation can influence their perception of a destination image and intention to frequent a 
destination (Van Dyk, Tkaczynski & Slabbert, 2019).  

Huang, Chen and Lin (2013) found destination image can influence tourists’ destination preferences, 
choice, and revisit intention. Previous studies suggested tourists’ familiarity with a destination can affect 
their perceptions of a destination image as well as visit intention (Prentice & Andersen, 2000; Baloglu, 
2001). Tourists with different familiarity will act differently when selecting a vacation destination. 
Experiential familiarity is referred to as the number of individuals’ previous traveling experiences (Baloglu, 
2001), which has been used as a significant measurement to assess tourists’ destination familiarity (Lee & 
Tussyadiah, 2012). In addition to experiential familiarity, the concept of self-assured familiarity proposed by 
Prentice (2004) may also be helpful to investigate repeat travelers’ destination image perceptions toward the 
same destination. The relationship between tourists’ familiarity and visit intention is an important topic in 
tourism studies, and this study attempts to confirm the relationships among destination image and familiarity 
on the impact of tourists’ destination revisit intention.  
Methods  
This study will use a convenience non-probability sampling technique to recruit participants. The 
respondents in this study will be individuals who had previous travel experiences in Singapore. To recruit 
respondents, this study will employ online panel data. In order to use SEM to test hypotheses and perform 
data analysis, and the total sample size for this study is estimated at 350. Surveys will be used as the tool to 
collect data, which will be programmed in Qualtrics and distributed to respondents electronically. The 
questionnaire includes items of destination familiarity, constructs of destination image, revisit intention, and 
sociodemographic information.  
Results/Discussion/Implication  
This study generated a theoretical model which incorporates interrelationships between destination 
familiarity, destination image, and revisit intention. Theoretically, this study will make several potential 
contributions to the literature. First, the model proposed in this study is the first model integrating both 
experiential destination familiarity, self-assured destination familiarity, and destination image perceptions to 
investigate tourists’ intention to revisit. Another key theoretical contribution of this study is to empirically 
test whether frequency of individuals’ traveling experiences will differ based on destination image 
perceptions. The findings from this study would also provide managerial implications to the destination 
marketing organizations. Destination image is an important catalyst to attract visitors. This study will 
highlight possible marketing insights for DMOs in Singapore.   
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THE EFFECTS OF ONLINE INFORMATION OVERLOAD ON TOURISTS’ TRIP 
SATISFACTION 

Millicent Njeri1, Jihye Ellie Min2   
University of North Texas, Denton, Texas, USA, MillicentNjeri@my.unt.edu1; Jihye.Min@unt.edu2  

 
Introduction  
The internet has become an important place for tourists to find information about a destination and do 
comparisons among different potential destinations (Matzler & Waiguny, 2005). Tourists often do a 
rigorous information search in the information-rich online environment before a trip (Tan & Kuo, 2019) 
and several programs can arise from the online searching process such as information overload, resulting 
from the excessive quantity of information found from the internet (Özkan & Tolon, 2015). An 
individual’s information processing capacity varies from one to another. Therefore, the excessive 
amount of information, which is more than the processing capacity, can lead to confusion and poor 
decision-making process by the individuals. This is often referred to as information overload in the 
literature (Özkan & Tolon, 2015). Information overload can arise when the information is gathered from 
multiple sources that are similar, complex, ambiguous, and excessive (Matzler & Waiguny, 2005). This 
in turn can affect tourists’ trip experiences such as regret and trip satisfaction (Tan & Kuo, 2019). 
Although this area of research has received some attention from researchers (e.g., Lu et al., 2016; Tan & 
Kuo, 2019), a deeper understanding is required in regard to the role of individual characteristics over 
their information overload, feeling, and trip satisfaction. Therefore, the purpose of this study is to 
examine the roles of individual characteristics (a. learning orientation, b. price consciousness, c. need for 
recognition) and information overload (a. ambiguity, b. overload, c. similarity) on tourists’ trip 
satisfaction. Further, this study investigates the relationships among their characteristics, online 
confusion, regret, and trip satisfaction.   

Methods  
The study will employ a quantitative research approach. The target population will be individuals that 
reside in the U.S. and have searched for information via online channels about their most recent trip 
destinations in the past 24 months. Data will be collected through online self-administered 
questionnaires through Qualtrics. The data will be analyzed using partial least squared structural 
equation modeling.  

Expected Results and Implications 
The three individual characteristics examined in the study are expected to have impacts on consumers’ 
online confusion experiences, which in turn may influence their regret and post-trip satisfaction. The 
findings of the study will provide destination marketing organizations and individuals mandated with the 
roles of authoring, delivering, and/or consuming information, an implication on how to create online 
marketing strategies for the various market segments and enhance their travel experiences. The study is 
also expected to fill in the research gap in the information science and provides empirical evidences of 
close connections between the information science and consumer behavior in the tourism industry.   
 
References are available upon request 
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SPACE TOURISTS’ MOTIVATION, CONSTRAINTS, AND NEGOTIATION STRATEGY: A 
GROUNDED-THEORY APPROACH 
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Introduction  
Space tourism has recently received significant attentions since the first space tourist Dennis Tito visited 
International Space Station (ISS) in 2001 (Crouch, 2001; Cater, 2010). Space tourism can be defined as 
travels to actual earth orbits or trips to engage in deep space flights experiences, terrestrial 
entertainment, and commercial space experiences simulations (Cater, 2010; Hobe, 2007; Henderson, 
2020). Space tourists are individuals who travels to participate in space tourism activities for certain 
intentions and pleasure (Tcharfas, 2015; von der Dunk, 2006). Recent research has begun to pay 
attention to space tourists’ their attitudes and behaviors, particularly motivation (e.g., thrill-seeking, 
curiosity) (Laing & Frost, 2019). Constraints, on the other hand, has been identified as another important 
perspective of tourists’ behaviors at different types (e.g., interpersonal, intrapersonal, structure) (Kang, 
2016). Negotiation can further assist in explaining how people make a final decision (Hubbard & 
Mannell, 2001). However, limited research has paid attention to space tourists’ behaviors, particularly, 
negotiation process considering both motivation and constraints from a holistic view.  

The purpose of this research is to explore potential space tourists’ motivation, constraints, and 
negotiation to engage in space activities, by employing Grounded Theory. Research objectives include: 
1) identify main motivation factors to participate in space tourism activities, 2) explore constraints to 
prohibit participates from engaging space tourism, and 3) investigate negotiation strategies that 
considers both the identified motivations and constraints, and 4) develop a conceptual framework that 
describes space tourists’ decision-making process to participate in space tourism. 
  
Methods  
This study will use Grounded Theory as a qualitative research approach (Reyhane, et al., 2020). This 
study will recruit about 20 interviewees who had space tourism experiences in the past. An invitation 
letter will be sent to space tourism organizations (e.g., NASA, National Space Association). The study 
will conduct virtual face-to-face interviews, using a semistructured interview approach. Collected data 
will be transcribed and analyzed using a qualitative computer software program. Data analysis will 
include a series of coding processes, including open coding, to develop the themes, axial coding, to 
further identify sub-themes, and selective coding to choose themes for interpretation and developing 
grounded theory. 
 
Expected Results/Discussion/Implications  
By focusing on space tourists who have already engaged in space tourism activities, this study will 
identify primary motivations and barriers that could influence their decision to engage in space tourism. 
In addition, the study will identify possible negotiation strategies that could assist in overcoming the 
barriers. Furthermore, by integrating the findings of motivation, constraints, and negotiation, this study 
will develop a conceptual framework that describes space tourists’ decision-making process. References 
are available upon request  
 
References are available upon request  
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EXAMINING THE BABY BOOMERS’ TECHNOLOGY ACCEPTANCE FOR RIDE-HAILING 
SERVICE  

Ho-Young Lee1, Danny Choi2  
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Introduction  
The sharing economy is growing significantly on various aspects of tourism and hospitality industry 
today, including taxi services (e.g., Uber and Lyft), restaurant services (e.g., Eatwith), tour guide 
services (e.g., Vayable), and accommodation services (e.g., Airbnb) (Ert, Fleischer, & Magen, 2016; 
Trivett & Staff, 2013).  

It is now estimated that over 20 percent of American adults use ride-hailing services, and that 
Uber (the most valuable ride-hailing company) valued over $62.5 billion (Henao, 2017) accounts for 
more than two-thirds of all activity within the platform-based labor market (Harris and Krueger, 2015). 
Furthermore, previous studies demonstrate that users of ride-hailing are younger than the typical traveler 
(Zhen , 2015; Dias et al., 2017). Most research focuses on travelers in general. However, little research 
focuses on the baby boomer generation.  

There are 79 million baby boomers who were born between 1946 and 1964. The baby boomers 
have been one of the most powerful forces shaping the marketing environment (Kotler, Bowen, Makens, 
& Baloglu, 2016). The leading edge at this generation is 73 years old and sooner or later they will be 
unable, or not willing to drive. In this scenario, they need to seek alternative forms of travel mode such 
as taxi services or ride-hailing services.  

However, in rural areas, ride-hailing services are now the dominate form of alternative 
transportation. This indicates that baby boomers need to adopt this new technology for travel. Therefore, 
the target population of this study is the baby boomer generation. Yet, despite their soaring market 
valuations and growing role within cities, very little is known about the baby boomers’ usage and their 
technology acceptance level.  
Methods  
The target population of this study is defined as baby boomer travelers who have not used ridehailing 
services before. Specifically, (1) U.S. citizens who were born between 1946 and 1964 and (2) who have 
not used ride-hailing services (e.g. Uber and Lyft) for any purposes. Expected number of participants is 
400.  

A questionnaire will be designed to study respondents’ technology acceptance with regard to the 
use of ride-hailing services by using TAM. The online survey will be distributed through Qualtrics and 
participants will be hired from Qualtrics panels.     
Results/Discussion/Implication (Expected Results for Poster Submission)  
This study can enhance the TAM by adding moderating effects as well as investigate specifically the 
baby boomers’ technology acceptance level on ride-haling services.  

Furthermore, the results of this study can provide valuable information of the baby boomer to 
private ride-hailing service provider, tourist bureau or department of transportation. This information 
will help to develop efficient transportation mode to the baby boomers. Also, based on the findings of 
this study, we can answer what makes it difficult for baby boomers to use the ride-hailing services. The 
information provided by this study will help technology companies to design easier ways for the baby 
boomers to adopt the new technology, or to develop better apps to cater to the special needs of baby 
boomers. 
References are available upon request   
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FOOD EXPERIENCE DURING TRAVEL: UNDERSTANDING FOODSTAGRAMMING AND 
SOCIAL PRESENCE ON SOCIAL MEDIA   

Bingna Lin1, Xiaoxiao Fu2, Murat Hancer3 
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Introduction  
It is widely acknowledged that food is an appealing source in tourism, satisfying tourists’ fundamental 
needs in a trip and supplementing a destination’s appeal (Björk & KauppinenRäisänen, 2016; Lin, 
Pearson, & Cai, 2011; Tsai & Wang, 2017). Tourists usually bring smartphones during their travel to 
capture and share food-related photos on social media networks, which has been recognized as 
foodstagramming, a technology-mediated phenomenon during travel (Wong, Liu, Li, Wu, Lu, & Law, 
2019). These food photos are easy-to-produce and relevant to daily life, arousing common interests 
among an individual’s social groups and creating a sense of being connected and appreciated for 
him/her. Food-related photo sharing is a meaningful way of self-presentation, showing a positive light to 
others. Grounded in sensation seeking theory (Smith, 2019), the authors posit that food experience 
critically drives tourists to share food photos with their social networks and subsequently enriches their 
virtual experience on social media (Björk & Kauppinen-Räisänen, 2016; Tsai & Wang, 2017). Thus, the 
study aims to explore food experience facilitated foodstagramming and its consequences, perceived 
social presence and perceived enjoyment.    
  
Methods  
This study is to explore food experience facilitated foodstagramming on social media by employing a 
quantitative research approach. The development of the questionnaire was derived from a critical 
literature review. An industry professional and two professors were invited to review the questions to 
ensure content validity. The measurement items were minorly improved according to their suggestions. 
The study sample targeted at the tourists who have food consumption experience during their overseas 
trips. Regarding data collection, a web-based survey was implemented by a professional research 
company that randomly distributes the survey questionnaire to their panel members. One screening 
question is placed at the beginning of the survey to identify the qualified participant for this research: 
“Have you had food consumption experience and shared photos on social media related to food 
consumption experience.  
 

Results/Discussion/Implication (Expected Results for Poster Submission) 
This study potentially contributes to social media literature with an improved understanding of 
foodstagramming and social presence. It may provide insights into how experiential value affects 
sharing behavior on social media and its outcomes. New knowledge about the theoretical intersection 
between sharing behavior and creation of social presence may be gained, informing academicians and 
practitioners within tourism marking, especially those aiming to tap the food tourism. The primary 
managerial implication from this work is to develop desirable food experiences and tailor services based 
on the need for social presence. 
 
 
 



 

The 26th Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston 

Page 140 

 

THE EFFECT OF CUSTOMER CO-CREATION BEHAVIORS ON WELL-BEING: THE 
COMPARATIVE ANALYSIS OF DISABLED TOURISTS AND NON-DISABLED TOURISTS  

Lin Li1, Hwan-Suk Choi2  
University of Guelph, Guelph, Ontario, Canada, lli25@uoguelph.ca1; hwchoi@uoguelph.ca2  

Introduction  
Value co-creation (VCC) is a marketing strategy for developing innovative products and services that 
can satisfy customers’ changing needs and to gain competitiveness (Prahalad & Ramaswamy, 2000; 
Agrawal & Rahman, 2015). From the perspective of VCC, the role of a company is to provide and 
deliver value propositions to their customers while value realization is attributed to the customer’ s 
participation, engagement, and experience in the process (Lusch, Vargo & Tanniru, 2010). As co-
creation prevails in modern business (Ranjan & Read, 2016), the economic benefits are remarkable due 
to higher satisfaction, loyalty and repurchase intention (Sweeney, Danaher & McColl-Kennedy, 2015). 
However, limited studies focused on psychological benefits from co-creation behavior (CCB) such as 
well-being (Chen & Wang, 2016). This gap is surprising given that customers are not utilitarian seekers 
who only look for quality services; they also look for higher-order social and psychological rewards 
(Etgar, 2008; Pera & Viglia, 2015). In response to this gap, the study will examine two types of well-
being outcomes from co-creation behavior (hedonic well-being known as HWB, eudaimonic well- being 
known as EWB). In addition, to figure out how CCB indirectly lead to well-being, a set of mediators is 
introduced: positive emotions, closely related to joy and pleasure, are used as the direct predictor of 
HWB; empowerment, which involves the meaning of competency and autonomy, is used with social 
connectedness as an direct antecedent of both HWB and EWB, following self-determination theory 
(Ryan, Huta & Deci, 2008).  
  
Methods  
The study will adopt a comparative method of physically disabled tourists and non-disabled tourists to 
further understand the relationship between co-creation behavior and well-being. The reasons are 
twofold. First, disabled tourists are disproportionately ignored by society and few co- creation studies 
involve disabled tourists (Navarro, Andreu & Cervera, 2014). More attention must be given to them 
since they encounter more constraints than general tourists like wheelchair unfriendly transportation and 
negative attitudes of employees. Second, CCB may have more prominent psychological influence on 
disabled tourists than general tourists because the former has a stronger desire to be self-sufficient and 
independent (Blichfeldt & Nicolaisen, 2011).  

The survey will be conducted through online panels (e.g. Amazon MTurk) to collect the data 
from non-disabled tourists. For disabled tourists, a snowball sampling will be used. The measurement 
items come from existing scales and are modified to suit the context of the current work. A total of 600 
questionnaires will be distributed with a hundred questionnaires respectively for disabled and non-
disabled tourists in Canada, South Korea and mainland China. 
  
Expected Results 
The study will extend the understanding that how co-creation behaviors enhance well-being and identify 
the important mediating roles of positive emotions, empowerment and social connectedness. This 
finding will suggest that VCC is an ongoing and important topic from the perspective of positive 
psychology. Moreover, it is expected that the influence of co-creation behaviors is more significant on 
disabled tourists than non-disabled tourists.  
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Introduction  
As an intriguing cultural phenomenon that uniquely rooted in China, Chinese classical gardens are 
renowned for their profound meanings as a representation of Chinese classical culture and aesthetics 
(Wang, 2004; Yang & Wang, 2008). Such uniqueness has made them treasurable tourism attractions that 
draw visitors from all around the world. While classical gardens offer ample cultural and natural 
landscapes for visitors to appreciate, there is very little research dissecting the tourist gaze phenomenon 
at classical gardens in China, as well as how it influences tourists’ perceptions and experiences. To fill in 
the research void and to advance the knowledge base of tourist gaze in the context of Chinese classical 
gardens, this research aims to (1) understand how the two dimensions of tourist gaze (i.e., what to gaze 
and how to gaze) manifest in Chinese classical gardens; 2) explore the role of tourist gaze in the formation 
of garden visitors’ sensed Yijing (an artistical conception); and (3) reveal how garden visitors’ sensed 
Yijing contributes to their visit experience. 
  
Methods  
This study proposed a qualitative approach by performing narrative analysis of online user-generated 
content (UGC). UGC has been recognized as the richest and most diverse source of online information 
(Koltringer & Dickinger, 2015). Lu and Stepchenkova (2015) suggested that, UGC data sources, such as 
consumer review websites, blogs, media-sharing websites, and social networks, provide tourism 
researchers with organic and valuable information. This study focuses on travel blogs of classical 
gardens in Suzhou, China. The Chinese Classical Gardens of Suzhou became one of China’s UNESCO 
World Heritage Sites in 1997. Since then, the Suzhou-style classical gardens have been widely 
recognized as “the most refined form” of Chinese garden art (UNESCO). They are exemplary of the 
embodiment of Chinese culture and aesthetics, which makes them an ideal case to unveil the gaze 
phenomenon, especially from a cultural perspective.  
 
Expected Findings and Contributions 
This study is expected to identify an overall framework that can explain the underline mechanism of how 
tourist gaze influences garden visitors’ interpretation of Yijing and their overall experiences. This study 
will contribute to the literature by dissecting the role of tourist gaze in the interpretation of Yijing 
throughout Chinese classical garden visitors’ experiences. Practically, the findings are expected to offer 
destination marketing organizations specific guidance concerning targeted marketing of Chinese classical 
gardens to domestic and international visitors.   
  
   



 

The 26th Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston 

Page 142 

 

DIASPORA TOURISM AMONG IMMIGRANTS IN CANADA  
Amina Saher1, WooMi Jo2  

University of Guelph, Guelph, Ontario, Canada, asaher@uoguelph.ca1; woomi@uoguelph.ca2 

Introduction  
Within the past several decades, there has been an increasing interest surrounding the area of diaspora 
tourism among hospitality and tourism literature. Previous studies have demonstrated that diaspora 
tourism is a multidimensional construct with various factors influencing tourism experiences (Otoo et 
al., 2020; Li et al., 2019). However, there are key questions and notions, regarding the role of personal 
and collective emotions, such as those of nostalgia, central to the idea of diaspora tourism, which remain 
unanswered. Therefore, this study seeks to explore the emotional aspect of diaspora tourism and connect 
it to previous literature on motivations and travel intentions of diaspora tourists. This study will do so by 
exploring how differing travel motivations may incite various levels of nostalgic emotion among 
diaspora tourists, prior to visiting their countries of origin, as well as how this addition of nostalgic 
emotion may further influence the travel intentions of the tourists. This study also seeks to explore how 
factors, such as diaspora tourists’ involvement in media associated with their countries of origin, may 
have a moderating effect on this relationship. Assessing the respondents’ involvement in various 
diasporic media, such as ethnic movies, organizations, as well as use of social media related to one’s 
country of origin, is important because it demonstrates their familiarity with their country of origin and 
their involvement within their diasporic community, which has been shown to influence the travel 
intentions (Huang et al., 2020) and emotions (Bandyopadhyay, 2008) of diaspora tourists, as well as the 
motivations of tourists (Kim et al., 2007) in previous literature.  
  
Methods  
This study will focus on first, second, and third generations of immigrants residing in Canada. More 
specifically, respondents are eligible to participate if they: 1) are age 18 or above, 2) are a Canadian 
citizen or permanent resident of Canada; and 3) have a history or family history of migration within 
three generations. An online survey will be conducted to measure the diaspora tourist motivations, 
nostalgic emotions, media usage, and travel intentions of respondents. The survey will use a modified 
version of the 28-item Diaspora Tourists’ Motivation Scale (DTMS), developed by Otoo et al. (2020), to 
measure the diaspora tourism motivations of respondents across various ethnic groups in Canada; the 
32-item Index of Nostalgia Proneness (Holak et al., 2006) to measure the nostalgic emotion experienced 
by respondents prior to visiting their country of origin; a modified 10-item version of the Transnational 
Leisure Scale (Huang & Chen, 2020) to measure the respondents’ involvement within their diasporic 
communities through their consumption of ethnic media; as well as a four-item scale to measure the 
intentions of respondents to travel back to their countries of origin. The questionnaire will also include a 
demographic section to assess various demographic factors such as the financial capacity and ethnic 
background of respondents. 
  
Results/Discussion/Implication (Expected Results for the poster submission)  
The expected results, as expressed in the hypotheses and proposed model, will demonstrate the 
relationship between tourists' motivations, nostalgic emotions, and travel intentions, among diaspora 
tourists, prior to visiting their countries of origin, as well the moderating effect of ethnic media usage on 
this relationship.   
References are available upon request 
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ADVERSE EFFECTS ON THE HOSPITALITY INDUSTRY   
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Introduction  
Lighting can set the mood in any space and affect the inhabitants of that space for better or for worse, 
depending on how lighting is handled. This is especially true in hospitality design. Lighting in a space 
can impact aesthetics, wayfinding, and the general mood of a space. In turn, all of this can impact resort 
operators’ bottom line. To better understand how natural light can be beneficial to the casino industry 
one must first understand human psychology. There are two main approaches to casino designs that have 
reigned prevalent over six decades, those being the Friedman and Kranes approaches. The Friedman 
approach emphasizes the ‘functionality’ of the casino space and leaves little room for frills or perceived 
distractions in a gaming space, such as windows or any reminder of the outside world (Friedman, 2000). 
Kranes’ approach conceptualizes the casino spaces as a playground that is inviting and encourages 
exploring and discovery of different elements (Kranes, 1995). The majority of contemporary casinos 
have adapted the latter approach, seeing as many casinos today are now more than just gaming, but also 
feature a spectrum of different amenities to entertainment and delight guests and visitors. The empirical 
research conducted here between the contrasting renderings and research of the past is, for now, focused 
on the general resort visitor in general and not the stereotypical compulsive gambler who gets into time 
warp and forgets what time it is. However, the specific effects on gamers are unknown (Siddle, 2014). 
 
Methods  
Based on the format of the Iowa Gambling Task, the design compromised four between-subjects 
conditions: Effect of Casino-Related Sound, Red Light and Pairs on Decision-Making During the Iowa 
Gambling Task, all with different levels and types of light entering the space (Brevers et al. 2015). The 
series of renderings, which follow each, let in more natural light than the one prior with the last rendering 
placing the largest emphasis on utilizing daylight in the casinoscape setting. The only difference between 
the renderings is the percentage between artificial light and natural light. Each participant in the 
experiment will be conducted to observe the four renderings and rank them on a scale of 1 - 4 with 1 being 
the space most desirable and likely for the participant to spend time in, and 4 being the least desirable.  
  
Results/Discussion/Implication (Expected Results for the poster submission)   
Once our research is gathered, we aim to create renders of existing casino spaces with different lighting 
levels, as well as possibly experiment with how spaces will look and function with various levels of 
natural daylighting. The theoretical significance in this research lies in how it can also impact business 
and future design decisions, as well as modify existing spaces where possible to improve lighting levels 
to optimize it to its best potential. Despite there being no previous significant research on natural 
lighting in casinos, such a study may have major implications for future casino and resort design. 
Ultimately, by optimizing lighting levels in casino and hospitality spaces, designers will create 
comfortable environments that are mindful of workers and guests’ well being and resort and casino 
operators will be able to entice guests to stay longer and spend more money in their properties. 
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Introduction  
Animal tourism development is usually criticized for making profits at the expense of animal welfare. 
This study attempts to explore a possible win-win approach which benefits tourism industries while 
improving animal welfare——using tourist anthropomorphism, which is defined in this study as the 
tendency tourists imbue animals with humanlike features in tourism contexts. The animal tourism sector 
has adopted anthropomorphic approaches to attract visitors and improve tourist experiences. However, 
few studies have empirically studied tourist anthropomorphism in animal tourism research. This study 
attempts to contribute to the understanding of tourist anthropomorphism as an antecedent of tourist 
emotion, experience, and pro-conservation behavior in animal tourism.  
  
Methods  
The current research intends to conduct five studies (one on-site survey and four experiments). Study 1 
is a randomized control-group lab experiment aiming to detect the influence of tourist 
anthropomorphism on experience quality and pro-conservation behavior intention (n>=30 per cell). 
Study 2 aims to verify the replicability of study 1 results and test the mediating effect of emotion (n>=30 
per cell). Study 3 is an onsite survey, aiming to test the impact of individual difference of tourist 
anthropomorphism on tourist experience quality and pro-conservation behavior intention. Study 4 is a 3 
(anthropomorphism priming (manipulation)/ anthropomorphism priming (interpretation) /no 
anthropomorphism priming) * 2 (animal welfare value priming/ no animal welfare value priming) 
factorial field experiment, aiming to verify the replicability of Studies 1-3 and examine the moderating 
role of animal welfare value. Study 5 is a replication of study 4 in a wildlife tourism setting. Because 
manipulation approaches are rarely adopted in wildlife tourism, a 2 (anthropomorphism 
priming(interpretation) /no anthropomorphism priming) * 2 (animal welfare value priming/ no animal 
welfare value priming) factorial field experiment will be conducted.   
  
Results/Discussion/Implication (Expected Results for the poster submission) 
This study would contribute to literature of human-animal relationship and animal tourism, extending 
the anthropomorphism discussion in the human-animal relationship field to tourism contexts, where 
animals are used for entertainment (Winter, 2020). Besides, this study would contribute to ethics 
discussion in animal tourism. As people tend to use a ‘vertical moral hierarchy’ to understand the moral 
world in which humans are in a high status (Brandt & Reyna, 2011, p 428), the anthropomorphic lenses 
of ‘animal gaze’ would increase people’s moral awareness for animals. Furthermore, this study would 
provide practical implications for anthropomorphic animal product design.  
 

 

 

 



 

The 26th Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston 

Page 145 
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Introduction  
Virtual Reality (VR) has enjoyed a significant upswing of interest from tourism researchers and 
businesses (Kim, Lee, & Jung, 2020) as it is able to offer more compelling imageries of tourism 
destinations by giving them a “try before you buy” experience (Tussyadiah, Jung, & tom Dieck, 2018). 
However, more theoretical studies on consumer behavior are necessary to identify which factors attract 
potential tourists to visit destinations shown in VR (Kim et al., 2020).  

The current academic literature provides a limited understanding of the underlying processes, 
especially based on a holistic view of tourists' minds that could explain how VR stimuli translate into 
enhanced tourism brand experiences (Grüter & Myrach, 2012). Employing the StimulusOrganism-
Response (S-O-R) model, this paper aims to contribute to the literature by proposing a theoretical model 
to investigate the importance of authenticity and flow state in the process of tourism VR applications. 
This study proposes a conceptual model among the below constructs.  

H1: Sensory inputs have a positive effect on presence judgement in VR.  
H2: Interaction techniques have a positive effect on presence judgement toward VR.  
H3: Presence judgement has a positive effect on perceived authenticity.  
H4: Presence judgement has a positive effect on the flow state of VR experience.  
H5: Perceived authenticity has a positive effect on flow state of VR experience.  
H6: Perceived authenticity has a positive effect on intention to travel.  
H7: Flow state of VR experience has a positive effect on intention to travel.  
H8: The relationship between perceived authenticity and flow experiences is moderated by self-

regulatory focus in that it is greater among consumers who have promotion-based goals than consumers 
who have prevention-based goals.  
  
Methods  
This study employed a convenience sampling method and the sample was comprised of novice and 
experienced Second Life users. Primary data were obtained for this study through selfadministered web 
questionnaires to collect information from participants. Two self-administered web questionnaires were 
used to collect the data and test the research questions. This study proposes a conceptual model of 
technical specifications blocks to investigate their effects on potential tourists’ perceptions of VR. In a 
practical sense, VR designers or destination management should pay special attention to customers’ 
interpretations of the technical specifications blocks, and these blocks need be incorporated into the VR 
development process because they significantly influence online consumers’ authenticity, flow 
experiences, and future behaviors. 
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ARE VLOGS ALWAYS EFFECTIVE? THE IMPACTS OF ENDORSER TYPE AND 
ENDORSEMENT TYPE ON RESTAURANT CUSTOMERS’ ATTITUDE AND VISIT 

INTENTION  
Yusi Cheng1, Wei Wei2, Lu Zhang3  

University of Central Florida, Orlando, Florida, USA, yusicheng@knights.ucf.edu1;  
University of Central Florida, Orlando, Florida, USA, Wei.Wei@ucf.edu2;  

Michigan State University, East Lansing, Michigan, USA, luzhang@msu.edu3 
Introduction  
The effectiveness of using social media influencers and celebrity endorsers is recognized by marketers. 
Traditional celebrity endorsers (e.g., actors and singers) often attract customers by transferring their 
accumulated positive images onto firms or brands (Marwick, 2015). Unlike traditional celebrities, a 
group of microcelebrities (i.e., influencers) has expanded rapidly on social media and attracted a large 
volume of engaged followers not because of their fame, but because of their expertise in some specific 
areas such as fashion, beauty, or traveling (Lin et al., 2018). Influencers are found to attain more 
responses from social media users (Kim & Kim, 2020). 92% of users show higher trustworthiness to 
influencers over traditional marketing media (Eyal, 2018), suggesting that influencers are more effective 
than traditional celebrities when they make recommendations. However, some scholars believe that 
customers trust celebrities more when they explicitly express their preferences because such obvious 
support signals commitment and reliability (Russell & Stern, 2006). Previous studies were limited to 
testing either celebrity or social influencers separately, and rarely compared the explicit and implicit 
endorsement modes (Knoll & Matthes, 2017). The present study examines the difference between these 
two types of endorsers directly in the context of video blogs (i.e., vlogs). Since online social features 
such as likes, comments, and subscriptions are more salient in vlogs than other types of media, vlogging 
has become a popular communication tool widely adopted by celebrities and influencers. Thus, this 
study aims to explore (1) how different vlogger types affect customers’ attitudes toward the restaurant 
and visit intention and (2) whether their influence would vary with endorsement types.   
 
Methods  
A 2 (vlogger type: celebrity vs. vlogger) x 2 (explicit vs. implicit) experiment will be designed to test the 
joint effects of endorser type and endorsement type on restaurant customers’ attitude and visit intention. 
A total of 300 audiences who are 18 years old or above; have used social media; and have watched vlogs 
last year will be recruited from Amazon Mechanical Turk (MTurk). Participants will be randomly 
assigned to one of the four experimental conditions involving a hypothetical vlog watching experience. 
They will be exposed to a situation in which they are watching a vlog filmed by either a traditional 
celebrity (singer), or by a social influencer (food vlogger) displaying either an explicit recommendation 
or an implicit endorsement. Next, participants’ attitude, visit intentions, and demographics will be 
collected.  
  
Expected Results 
This study will make novel contributions to literature on social media consumption, social influencers, 
and restaurant marketing. The model proposed in this paper depicts how the influence of vlogger types 
on restaurant customers’ attitude and visit intention is contingent upon endorsement types. The results 
will also provide practical implications for restaurant marketing on social media in terms of how to more 
effectively leverage explicit and implicit endorsement when the types of endorsers differ.  
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HOSPITALITY STUDENTS’ ATTITUDE TOWARDS SERVICE ROBOTS AND ITS IMPACT 
ON WILLINGNESS TO LEARN AND INTENTION TO JOIN THE HOSPITALITY 

INDUSTRY: THE MODERATING ROLE OF EMOTIONAL INTELLIGENCE  
Xueting Dou1, Alei Fan2, Yue Liu3  

Purdue University, West Lafayette, Indiana, USA, xdou@purdue.edu1; fan182@purdue.edu2; liu2191@purdue.edu3  

 
Introduction  
The service industry has witnessed the rise of automation technologies in recent years and a wide 
range of opportunities and changes brought to the service sector in terms of innovation, 
productivity, and competitive advantage (Ivanov, 2020; Wirtz et al., 2018). Especially, the 
deployment of service robots in tourism and hospitality organizations becomes a highly discussed 
topic among industry practitioners and service scholars (Lu et al., 2020). 

Hospitality-major students constitute an important stakeholder group as prospective 
employees in an industry highly dependent on a stable workforce for sustainable development 
(Goh & Okumus, 2020). However, the adoption of service robots increases the uncertainty of the 
desirability of careers in the hospitality industry among the graduates (Xu et al., 2020). Meanwhile, 
hospitality employees need to continuously learn and upgrade their pertinent skills to remain 
employable (Wirtz et al., 2018; Xu et al., 2020). The current study aims to understand hospitalitymajor 
students’ attitude towards service robots and investigate whether and how this attitude may 
impact on the students’ willingness to learn and intention to join the hospitality industry after 
graduation. The moderating effect of emotional intelligence—an individual ability related to work 
performance and career success (Prentice et al., 2020)—will also be examined.  
 
Methods  
Quantitative data will be collected from hospitality-major students in major universities in the United 
States using online survey questionnaire. The measurement scales of service robots awareness (i.e., 
future employees’ attitude towards service robots) (Brougham & Haar, 2018), intention to join the 
hospitality industry (Kusluvan & Kusluvan, 2000), willingness to learn (Darban & Polites, 2016), and 
emotional intelligence (Law, Wong, & Song, 2004) will be adapted from previous literature.   
  
Expected Results/Implication 
 We anticipate that the results support the following hypotheses: Hospitality-major students’ service 
robots awareness has a negative effect on their intention to join the hospitality industry and a positive 
effect on their willingness to learn; the students’ emotional intelligence moderates the relationship 
between service robots awareness and intention to join the hospitality industry as well as the relationship 
between service robots awareness and willingness to learn in such a way that, when emotional 
intelligence is higher, the negative relationship is weaker and the positive relationship is stronger.  

This research addresses an important emerging topic regarding the impact of service robots on 
the hospitality workforce. Theoretical and managerial implications on hospitality education and talent 
management in terms of recruitment, attraction and selection are expected to be derived from this study  

  
References are available upon request  
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DETERMINANTS OF POST-IPO PERFORMANCE IN THE HOSPITALITY INDUSTRY: 
CHANGES IN OWNERSHIP, CORPORATE GOVERNANCE, AND CORPORATE 

STRATEGIES 
Hyoung Ju Song1, Seoki Lee2  

The Pennsylvania State University, University Park, Pennsylvania, USA, hus451@psu.edu1; seokilee@psu.edu2 

Introduction  
An initial public offering (IPO) has been regarded as a pivotal developmental step for private firms to 
raise capital for market growth and resolve financial constraints (i.e., long-term debts and short-term 
liabilities) in varied industries and the hospitality industry is not an exception (Ritter and Welch, 2002; 
Alavi et al., 2008). Notwithstanding the apparent benefit of sufficient capital that an IPO can bring to a 
hospitality firm, there are multiple challenges and costs for the firm to handle (Brealey et al., 1977; 
Yang & Sheu, 2006). In effect, a high portion of IPO firms have experienced declines in stock and 
operational performance within following years after going public. Furthermore, numerous firms have 
been delisted as they failed to survive in public stock markets (Brau & Fawcett, 2006; Mun & Jang, 
2019).  

To deepen understanding of the IPO process and its outcomes, a more specifically and 
comprehensively designed examination regarding determinants of post-IPO performance is needed in 
the hospitality industry by focusing on dynamic firm-level changes in response to IPOs. Accordingly, 
based on the agency theory and the resource based view, the purpose of the current study is to focus on 
ownership changes (e.g., institutional ownership and insider ownership) and their impacts on corporate 
governance (e.g., TMT and board compositions) and core strategic decisions (e.g., the degree of 
franchising, internationalization, and CSR) in response to hospitality firms’ IPOs. Furthermore, this 
study will examine the impact of these changes on post-IPO performance in the hospitality industry 
context.  
  
Methods  
The sample of the current study will be composed of the U.S. hospitality firms (hotels, restaurants, and 
casinos firms) that went public during the period between 1990 and 2015, based on NAICS industry 
classification. This study will retrieve the U.S. hospitality firms’ data from COMPUSTAT database, a 
firm’s annual reports (10-Ks), and proxy statements (DEF14As). When a firm’s IPO year is t, this study 
will collect hospitality firms’ pre-IPO information (t-1 year) and 5-year post-IPO information (from t to 
t+4 year) to examine whether and how changes in ownership, corporate governance, and core strategic 
decisions have occurred during the period of post-IPOs, compared to pre-IPOs. And, to examine the 
impact of overall changes following IPOs on post-IPO performance, this study will use both operating 
and financial performance. For coefficient estimation, this study will employ a two-way fixed effects 
method with hospitality firms’ multi-year observations (Wooldridge, 2010).   

  
Expected Results/Discussion/Implication 
By doing so, this study expects to contribute to strategic management and corporate governance in the 
hospitality literature given that an IPO is a stage where drastic firm-level inner changes occur, and thus 
facilitates to capture the impact of these changes on organizational outcomes. As practical implications, 
this study will provide applicable guidelines to hospitality firms that are preparing for going public and 
are already involved in dynamic changes after IPOs.  
References are available upon request  
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CAN MACHINE LEARNING YIELD A MORE ACCURATE HOTEL BREAKEVEN MODEL?  
Jack Hodges1, Arlene Ramirez1, Agnes DeFranco1  
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Introduction  
The aim of this study is to develop a predictive model to compute a hotel’s breakeven point using 
internal hotel financial data. The current general form for calculating breakeven may not be the best fit 
to capture the unique aspects of the lodging industry or the differing characteristics of lodging chain 
scales. As hotels have cost and revenue structures mired with intangible aspects that are growing 
increasingly more complex, it is necessary to continuously develop our methods of evaluating and 
predicting a hotel’s profitability using new technologies. Hotel stakeholders at various stages of the 
development process require models that rely on data that is relevant, timely, and accessible.  

To meet this aim, the study will enact three objectives: (1) to develop and validate a model to 
predict a hotel’s breakeven point using machine learning techniques, (2) to determine the antecedents of 
hotel profitability located in a hotel’s summary operating statement by ranking the importance of 
different costs, revenues, and property characteristics on the breakeven point, and (3) to explore the 
variations in the developed model and variable importance across hotel chain scales. This study will 
utilize a dataset of the summary operating statements of 1,890 hotels from across the United States over 
a period of 10 years to complete these objectives.  
  
Methods  
This study will adopt a supervised random forest regression model to conduct machine learning formula 
development as described in Breiman (2001). A dataset of 18,900 entries has been cleaned and one-hot 
encoded for analysis. This model was chosen due to its ability to construct formulas from large datasets 
accurately without variable deletion.  

A team of hotel financial experts will be consulted to develop a working formula to approximate 
a breakeven point for each hotel in the dataset using every variable available in the summary operating 
statement. The breakeven point for each hotel and each year within the dataset will be calculated using 
this formula and added as an additional variable column.  

To train the machine learning algorithm (MLA) to predict breakeven using less variables, all 
non-essential variables will be removed from the dataset. Ideally, the MLA will only have access to the 
hotels’ respective key performance indicators, chain scales, and numbers of rooms. During 
hyperparametric tuning, additional variables may have to be included to reduce the margin of error. To 
validate the MLA’s predictive model, the MLA will be run on a separate dataset of hotel financial 
information which includes both fixed and variable costs.  
 
Expected Results 
Results from the proposed model may prove useful to stakeholders at all stages of the hotel development 
process through the development of a simple predictive tool. Results of Objective 2 would allow for 
examination into which types of revenues and expenses contribute most to the profitability of a hotel. 
The results of Objective 3 would provide a basis for further research into how the cost structures of 
hotels within different chain scale impact profitability. 
  
References are available upon request  
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 THE IMPACT OF COVID-19 ON MACAU GAMBLING INDUSTRY   
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Introduction  
The transfer of sovereignty over Macau from Portugal to the People's Republic of China was placed on 
December 20, 1999. After that, Macau became the only place where casinos were legal. Macau has 
expanded quickly over the past decade because of the liberalization of the gaming industry since 2002 
(Wong, 2011).  

However, since the outbreak of COVID-19 started from mainland China, everything is shutting 
down. Especially in the tourism industry, scholars pointed out that the tourism industry is currently one 
of the hardest-hit by the spread of COVID-19 (Nicola et al., 2020). The gambling industry is suffering 
the pandemic as well. Due to COVID-19, the global gambling market is estimated to drop from $521.6 
billion in 2019 to $495.6 billion in 2020 at a compound annual growth rate of -5% (Business Wire, 
2020). Unsurprisingly, the Macau gambling industry got a significant hit since the first quarter of 2020. 
Specifically, the gross gaming revenue dropped from $90.54 billion in the fourth quarter of 2019 to 
$3.83 billion in the first quarter of 2020 (Macau Statistics and Census Services). This time, Macau is 
pummeled by unpredictable global pandemic-COVID-19.  

This study will examine the effect of COVID-19 on the Macau gambling industry. It is hoped 
that this research will contribute to a deeper understanding of the impact of an external shock on the 
Macau gambling industry. 
  
Methods  
This study will use ARIMA with intervention analysis. A significant advantage of ARIMA with 
intervention analysis is that it is the only statistical procedure that examines and estimates the influence 
of exogenous events on time series (Marlowe, 2017).  

Secondary data will be collected from Macau Statistics and Census Service. Historical time 
series of the quarterly Gross Gaming Revenue, Number of Tourists, Slot coin-in Revenue, Baccarat 
Revenue, and VIP Baccarat revenue will be analyzed to develop ARIMA forecasting models. Data 
analysis will be conducted to measure different variables before, during, and after COVID-19.   
  
Results/Discussion/Implication (Expected Results for the poster submission)  
This study aims to contribute to this growing area of research by exploring the Macau gambling industry's 
economic performance under COVID-19. Since COVID-19 is still raging the world now, this study will 
primarily provide an insight into the extent to which the Macau gambling industry gets damage when an 
unforeseeable event interrupts the gambling industry's regular operating.   
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CHALLENGES AND OPPORTUNITIES OF A MULTIGENERATIONAL WORKFORCE  
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Introduction  
Hospitality organizations require human capital as a means by which to provide excellent service and 
front of house points of contact. Thus, human capital may be viewed as a strategic asset that creates 
value for the organization through the collective knowledge, skills, abilities, experiences, and 
motivations of the workforce (Aldisent, 2002). Accordingly, it is important to assess the experiences and 
aptitudes that human capital across generations bring to the workplace. Traditionalists (born between 
1900-1945) value hierarchy and prefer direct communication. Baby Boomers (born between 1946-1964) 
are loyal to their employers and value face-to-face communication. Gen X (born between 1965-1980) 
value a work and family balance and flexibility. Millennials (born between 1981-1997) expect constant 
feedback and are the most confident generation. Gen Z (born between 1998-present) value meaningful 
work, work/life balance and use whatever form of communication that is most efficient (WMFC, 2019).       

Thanks in part to medical advances and an increased focus on physical and mental wellness, 
people are living longer, healthier lives (Gibbs, 2020). As the age of retirement is increasing, the greatest 
diversity of generations is arising in today’s workplace. Generational cohorts represent individuals who 
share experiences due to their collective birth years and historical experiences, which serve to form their 
representative personality (Sherman, 2006). That is not to say that each individual from a single 
generation is the same, however, the era one is born into does impact one’s unique identity which can 
lead to differences and conflict in the workplace. Accordingly, the purpose of this case study is to 
identify the key differences and work styles between each generation and assist managers and 
employees in creating a flexible and cohesive work environment that leads to organizational success. 
  
Methods  
This case study will examine the practices of Crystal Cruise Line, a company that currently employs 
members across three generations working together: Baby Boomers, Generation X and Millennials. The 
operations manager and human resources manager who represent the various generations will all be 
interviewed by a single interviewer using in-depth interviews with openended questions. They will be 
asked what they feel each of the respective constituents from other generations do to support the 
organization, and if any of their behaviors detract from organizational success.  
 
Anticipated Results/Discussion/Implication 
Preliminary findings indicate that training employees to understand stereotypes, work styles, and 
communication differences will allow managers to leverage these differences as strengths to create a 
productive workplace. Managers must also understand individual’s preferences and values while holding 
each employee to the same work expectations. Implementing mentor programs, various reward 
structures, and work-life strategies can assist in retaining and motivating top talent.   
 

References are available upon request   



 

The 26th Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston 

Page 155 

 

AN INVESTIGATION OF GLASS CEILING IN THE LODGING INDUSTRY IN CHINA   
Tianjian Liu1, Yee Ming Lee2 
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Introduction  
Glass ceiling is a strong but invisible barrier exists for women to get promoted to upper-level position in 
an organization (Heneman et al., 2019). Glass ceiling is an important issue in the lodging industry. 
Female employees have become the primary workforce in the sector, but they remain underrepresented 
in upper-level positions (Bailey & Hubbard, 2005; Kara et al., 2012). Previous studies have identified 
the leading causes of the glass ceiling for female hotel employees, such as work-life balance and 
mentors from the organization (Remington and Lynch, 2018). Glass ceiling could lead to turnover 
intention among female employees, which has a negative impact on productivity and firm overall morale 
(Huselid,1995; Kim & Brymer, 2011). Although studies about glass ceiling in lodging industry have 
been conducted in western countries (Eagly et al., 2003; Mowday et al., 1978; Newman, 1993; 
Remington and Lynch, 2018), studies related to the glass ceiling in the lodging industry in China and 
how to rectify it are still lacking. This project will investigate the glass ceiling in China's lodging 
industry and determine the solutions for female employees. The specific aims are to: 1): Explore the 
causes and the current extent of the glass ceiling in the lodging industry in China; 2): Investigate the 
impact of the glass ceiling on the turnover intention of female employees; 3): Identify the strategies that 
can help female hotel employees in China to overcome the glass ceiling.  
 
Method  
The research protocol will be approved by the Institutional Review Board (IRB). This study will employ 
both a qualitative and quantitative methods to achieve the research objectives. In the first stage, the 
researchers will interview 30 female hotel managers in China to explore the cause and the extents of the 
glass ceiling. The data will be coded to reflect and identify themes and sub-themes (Sandiford & 
Seymour, 2007). For the second stage of the study, the researchers will distribute the online survey to 
500 female hotel managers. The survey instrument will be developed based on the results of the 
qualitative study and three items from Ten Brink’s (2004) study to measure the turnover intention. 
Descriptive statistics will be used to summarize the data. Simple linear regression will be utilized to 
analyze the relationship between the glass ceiling and the turnover intention of female employees.  

 

Expected Result and Implication 
The result of this study is expected to reveal the current extent and the cause of glass ceiling in the lodging 
industry in China which can help hotel operators to learn more about the reasons that cause female 
employees to leave the hotel. The finding will also provide some suggestions for female hotel employees 
to overcome the glass ceiling. The results of this study will open the avenues for future research on 
workplace diversity in the lodging industry in China.  

 

References are available upon request 
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Introduction  
Before COVID- 19, many foreign-born nationals immigrated across international borders to the United 
States. Thus, employers had the opportunity for a more culturally diverse pool of applicants; cultural 
differences can attract desirable applicants in hospitality organizations. This study aims to explore 
managers' perceptions of cross-cultural differences in job interviews. Similarity-attraction theory and 
Hofstede's Cultural Dimensions theory will be used as the framework for inquiry and gathering data.  
 

Methods  
Data will be gathered using a qualitative constructivist grounded theory approach. Prospective 
interviewees will be systematically identified using a combined directory of American and Canadian 
hotels from Smith Travel Research. According to Razavi and Iverson (2006), when using grounded 
theory method, "informants chosen for interviewing must be expert participants, with rich, extensive 
prior experience with the phenomenon, in order to be able to provide the researcher with a valid account 
of their experience" (p. 461). Participants will be diversity trained managers with five or more years of 
experience working with a diverse workforce and responsible for selecting hospitality employees. The 
goal will be data saturation; therefore, 30 interviews will be conducted and analyzed for new categories 
and universal themes. However, if new themes emerge, additional interviews will be done.  

Data will be collected using semi-structured interviews. All interviews will be audiorecorded and 
transcribed verbatim. Field notes will be written in conjunction with the interviews, follow-up 
interviews, and memos while simultaneously listening to the recorded exchange. Member checking and 
saturation will ensure credibility (Merriam & Tisdell, 2016, p. 246). Two experienced qualitative 
researchers will conduct data analysis using open coding, categorization, and theme generation (Saldaña, 
2016).  
  
Results/Discussion/Implication (Expected Results for Poster Submission) 
Recruitment is a complex issue, and human resource managers need to exercise care in conducting 
recruitment activities in different cultural contexts. Human resource managers need to understand the 
dynamics and influence of cultural nuances in cross-cultural job interviews and make a conscious effort 
to overcome misconceptions. Adapting cross-cultural interview practices to the requirements of specific 
cultural contexts may be essential to business success. In this regard, recommendations for human 
resource managers include engendering a better understanding of cultural differences and behaviors and 
ensuring that managers are better prepared for interviewing.  

Future research can focus on evaluating the effectiveness of cross-cultural sensitivity interview 
training or exploring the challenges organizations may face in implementing crosscultural sensitivity 
interview training to prepare managers for cross-cultural interviewing. 
 

References are available upon request  
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Introduction  
Organizational climate has been widely studied as a catalyst for employee attitude and behavior 
(Gregory et al., 2009). Employees who are exposed to a friendly work atmosphere tend to perform better 
(Odom et al., 1990). On the contrary, the exposure to an unhealthy culture may lead to the negative 
employee-related outcomes (Dimitrova et al., 2017). The occurrence of error among hotel companies is 
inevitable due to the nature of job features (Guchait et al., 2018; Wang et al., 2018). To study how hotel 
companies that confront with employee-involved errors, Van Dyck et al. (2005) propositioned error 
management (EM) culture and error aversion (EA) culture. Despite the rising interest in organizational 
error culture, it is rare to see the studies focusing on the effect of error aversion culture on employee-
related outcomes.  

Error aversion culture denotes the climate of the organization that blames or punishes employees 
who have committed errors; employees learn from the punishment (e.g., sharing the loss of the 
company) not to repeat the error (Edmondson, 2004). Exposed to EA culture, individual may bear extra 
burden along with error occurrence. In fact, error aversion culture may be more prominent and naturally 
occur in the hospitality industry given the emphasis on no service error or perfection on service delivery. 
A dearth of research pertaining to the influence of EA culture on hospitality companies motivated us to 
conduct this study. The plan of our study is to contrast the influence of EM and EA on fundamental 
employee attitudinal and behavioral variables and to provide insights for hospitality practitioners to 
foster a beneficial error culture in error-prone hospitality operations. 
  
Methods  
To collect data, we will distribute surveys via online to ten hotel properties with various star ratings in 
five metropolitan cities in China with the assistance of hotel HR managers. The structural equation 
modeling technique will be used to test research hypotheses via Mplus version 8 software.   
  
Results/Discussion/Implication  
We expect EM culture to strengthen work engagement via employee satisfaction whereas EA culture 
weakens the two employee-related outcomes. In addition, employee satisfaction is expected to be found 
as a mediator in the relationship between EM culture and work engagement and in the relationship 
between EA culture and work engagement. This study will deliver several significant theoretical 
contributions and managerial implications. First, compared to the previous studies mainly focusing on 
the positive dimension of EM, our research is the first to give some thought to contrasting cultures (EM 
and EA) and their relative impacts on employees. Second, we attempt to validate the rigorousness of the 
error aversion cultural dimension to extend the body of knowledge at the hospitality work setting.   
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ORGANIZATIONAL CULTURE, EFFECTIVE TRAINING, AND EMPLOYEE RETENTION: 
A COMPARISON OF EMPLOYEE PERSPECTIVES  
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Introduction  
Organizational Culture (OC), as a subset of culture, shapes the behavioral performance of both the 

business entity and its employees. Hospitality organizations create an OC based on their services, values, 
and beliefs (del Rosario & René, 2017). OC has five functions: managing change, achieving goals, 
coordinating teamwork, building a strong culture, and customer orientation (Sashkin & Rosenbach, 1996). 
Organizations apply these functions differently and emphasize certain functions based on individual need. 
Studies have shown that a company's inability to balance these functions appropriately is tied significantly 
to the degree of voluntary employee termination (Sheridan, 1992). In a similar vein, training provides an 
easy transfer of OC’s values and beliefs to employees (Ballesteros-Rodríguez, De Saá-Pérez, & 
Domínguez-Falcón, 2012). Effective training, as a less studied form of training, focuses on specific 
techniques and procedures to ensure the lasting impact of OC on employees’ organizational learning 
activity(s) (Bramley, 1989). According to Brickson (2007), employees tend to demonstrate organizational 
identity in their social interactions by showing similar behavior of what they have learned from their 
organization in society. Therefore, it is important to identify which values, behavior, and beliefs lead to 
employee retention and which ones are more effective in employees’ social behaviors.  

However, the ways in which organizations can improve retention and assist individuals in adapting 
to changes in a new organization and/or society is still an important question facing employers in the 
industry. The question is vital considering the hospitality industry employs 16.78 million out of the 158.13 
million individuals working in the US as of December 2019 (statista.com, 2019, 2020). Better 
understanding OC and its impact on worker satisfaction can help organizations retain more skilled 
employees and reduce the cost of recruiting and training new employees.  

The OIO framework is the extension of stakeholder theory developed by Brickson (2007) that 
justifies the link between organizational identity, organizational behaviors with internal stakeholders 
(especially employees), and employees' behaviors. Because of the social effects of OC, the applicability 
of effective training, and similarity of organizational values with societal ones, the OIO framework 
supports to examine organizational values.  

Building on the literature, hospitality OC enhances employees’ behaviors (H1a). Also, these 
organizations are offering continuous training to educate and improve performance of their employees 
(H1b) in order to retain them (H1c); while non-hospitality organizations does not emphasis on OC (H2a), 
effective training (H2b), and employee retention (H2c) (figure 1).  

 
Method 
Based on the study objectives, purposive sampling was considered. The research team collected 650 
survey data from two groups of hospitality and non-hospitality employees in the U.S. The survey data 
will be considered as multivariate data and analyzed through Exploratory factory Analysis (EFA), 
Confirmatory Factor Analysis (CFA) and Structured Equation Modeling (SEM).  

References are available upon request. 
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Introduction  
Due to the impact of the health-related crisis, COVID-19, it is crucial to identify how hospitality 
organizations can sustain organizational operations. Therefore, this study aims to assess the importance 
of leadership competencies on dynamic capabilities and to identify how dynamic capabilities as crisis 
management can result in acceptable firm performance based on the Resource-Based View theory 
(RBV).   

The RBV, proposed by Barney (1991), emphasizes the importance of resource heterogeneity that 
can explain the competitive advantages of organizations. Recent developments of the RBV suggest it is 
important to sustain dynamic capabilities during market changes (Wilke et al., 2019). Due to 
researchers’ knowledge, no previous study has evaluated the effects of dynamic capabilities and RBV 
with crisis-related leadership competencies. Therefore, crisis leadership competencies positively 
influence absorptive (H1a), adaptive (H1b), and innovative (H1c) capabilities.  

The three dynamic capabilities, absorptive, adaptive, and innovative, help organizations to 
modify resources and competencies to respond to changes within a dynamic market (Biedenbach & 
Müller, 2012). Absorptive capability facilitates leadership’s knowledge management in learning about 
the use of business intelligence (Elbashir et al., 2011). Absorptive capability recognizes the potential 
threats and opportunities that can increase organizational innovative performance (Fosfuri & Tribó, 
2008). Therefore, absorptive capability positively effects organizational performance (H2a). Adaptive 
capability is a process that includes dynamic interactions between organizational competencies, systems, 
and markets (Akgün, Keskin, & Byrne, 2012). The empirical literature has indicated that adaptive 
capability, as an ability to utilize potential opportunities in the dynamic market, is a source for sustaining 
competitive advantage (Wei & Lau, 2010). Thus, adaptive capability positively effects organizational 
performance (H2b). Innovative capability is defined as an organization’s “ability to develop new 
products, service, capability, and/or markets through alignment of strategic orientation with innovative 
processes and techniques” (Tseng & Lee, 2014, p.160). Organizations with high levels of innovation 
have reported better performance in terms of keeping up with the taste of customers and increasing 
market share compared to competitors (Teece, 2007). Therefore, innovative capability positively effects 
organizational performance (H2c). 
  
Methods  
This study will employ a survey method. To determine sample size, G*Power software was used and 
reported with a parameter effect size of 0.3 and power of 0.95, which has set the minimum threshold of 
sample size as 134. Hence, the sample size was set to recruit 200. Due to the study objectives and 
sample size calculation results, purposive sampling is appropriate. To test hypotheses, Confirmatory 
Factor Analysis (CFA), multi-level analysis, and Structural Equation Modelling (SEM) will be 
conducted.   
References are available upon request 
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Introduction  
Black people represent more than 1.5 million employees in the hospitality industry (United States 
Department of Labor, 2020). Many are employed in entry-level to lower management positions 
(Hornsby & Scott-Halsell, 2015). However, when it comes to Blacks' employment in executivelevel 
management positions, the numbers fall dramatically. When focusing specifically on the luxury 
hospitality sector, Blacks in executive management positions are almost non-existent. According to 
Castell Project, Inc. (2020), one in five hospitality industry employees is black. The purpose of this 
study is to examine the barriers that prevent Black people from reaching the highest levels of 
employment within the luxury hospitality industry. This study aims to identify critical areas that can 
empower Black people to seek these positions in hopes of obtaining them successfully.  

While there are extensive studies on recruitment and retention within the hospitality industry, 
research is minimal when examining this phenomenon from Black people's perspective. There is a need 
to fill a significant gap in available research that could aid Blacks in their pursuit of obtaining executive-
level positions in the hospitality industry. With little to no representation at the highest levels of luxury 
hospitality firms, this research can guide not only Black positions seekers but also anyone who wishes to 
reach the highest levels of the hospitality industry.  
  
Methods  
This study will utilize a qualitative method of data collection. The first stage will involve interviews 
with current general managers of luxury hospitality firms located in the Washington DC area. A 
snowballing method will be implemented to acquire additional participants for this study. Data from this 
stage of the study will be analyzed; themes will be identified and coded. Research questions will be 
developed from the findings. A group of 10 to 15 current Black hospitality employees will be selected to 
participate in a group interview. This interview will be recorded and later transcribed for analysis. After 
transcription, themes from this section of the study will be identified and compared to data from the first 
stage of the research to determine what similarities Blacks hold concerning successfully obtaining 
executive-level hospitality positions and identifying missing factors that could serve as a barrio to 
getting these positions.   
  
Results/Discussion/Implication (Expected Results for Poster Submission)   
It is anticipated that the results of this future study will identify critical factors that facilitate as well as 
identify barriers to obtaining executive-level positions in the luxury hospitality industry. This study can 
catalyze future research that will move a step closer to filling the large gap in hospitality studies from 
Black people's perspective.   
 
References are available upon request  
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Introduction  
The growth in aging population will result in a high demand for well managed senior living facilities. 
Meanwhile, the senior living industry has shifted its focus from healthcare to customer-oriented service 
(Green et al., 2020; Lee & Severt, 2017). Service experience and hospitality culture has positioned to be 
the key differentiators that set communities apart and drive sustainable levels of residents’ satisfaction 
(Hollis & Vema, 2015; Lee & Severt, 2017; Pizam, 2014). As a result, the senior living industry has been 
considered as a new frontier for hospitality management (Pizam, 2014). Although the industry needs to 
employ a substantial number of well-trained and qualified professionals, it is facing challenges to recruit 
young professionals who are customer-oriented and enjoy working with older citizens (Argentum, 2016). 
Therefore, it is imperative to understand the perceptions that college students (including hospitality and 
non-hospitality students) have for this industry and investigate the factors that affect their intentions to 
choose a career in the senior living industry. The study will further explore the potential differences 
between hospitality and non-hospitality students in their perceptions and intentions.   
  
Methods  
To test the hypothesized model, 800 college and college bound students will be surveyed as follows: 200 
hospitality management students, 200 other majors, 200 undeclared majors, and 200 college bound 
students. This study will investigate students’ image of the senior living industry and identify the factors 
that affect their intentions to choose a career in this industry and study hospitality management. A 
structural equation model (SEM) will be applied to analyze the collected data.    
  
Implications  
The results of this study will have theoretical and managerial implications. Theoretically, the study will 
hopefully confirm the validity of our proposed conceptual framework of career choice in the senior 
living industry. Managerially, this study will first, enable senior living managers to understand the 
image and perceptions that college students have of the senior living industry and their intentions to seek 
a career in it. Second, this study will provide strategies for senior living facilities to recruit young 
professionals. Finally, by understanding the difference among hospitality and non-hospitality students, 
senior living facilities and universities will be able to tailor-make their recruitment strategies for each of 
the two groups of students.     
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FAMILY DYNAMICS AND CULTURE: AN EXPLORATION OF WORK-LIFE BALANCE IN 
FAMILY-OWNED HOSPITALITY BUSINESSES  

Hasib Chowdhury1, Michelle Alcorn2   
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Introduction  
Work-life balance is a highly discussed and evaluated topic in academic research. Work-life balance 
significantly impacts the business world as a healthy work-life balance offers less employee turnover for 
an organization. However, ensuring work-life balance in the work-environment is challenging for every 
higher management. This challenge is more acute for a family-owned business as the boundary between 
family and business is blurred.  

The family-owned business is a form of business runs by kinship and blood. Thus, family 
dynamics and culture contribute more to the decision-making process of succession, operation, and 
continuation of a family-owned business. This contribution also varies as each family-owned business 
brings unique values and ethics into their business. Alongside its family dynamics and cultural 
differences, these distinct characteristics of family-owned businesses make work-life balance a 
significant academic study topic. While research is readily available for family dynamics and cultural 
differences in the family-owned business context, there is a shortage of literature on work-life balance 
perceptions. Therefore, the purpose of this study is to examine the relationships of WLB, different 
family dynamics, and potential cultural differences within family-owned small businesses.  
 
Methods  
This study will be qualitative research. Approximately 45-60 fluent English-speaking owners or 
successors of a hospitality family-owned business (lodging, restaurant, and winery) in Texas 
representing three separate cultures (Hispanic, Asian, and African-American) will be selected for the 
interview.  

The researcher will collect the participants’ list by searching for the businesses mentioned above 
on multiple websites, such as – American Hotel and Lodging Association, Texas Restaurant 
Association, and US Business Data. The researcher will conduct a one-hour semi-structured interview 
session with each participant either at their business place or at an alternate location. Interviews will be 
audio-recorded upon participants’ consent, and a fixed remuneration will be provided to each participant 
for their participation.  

The interview guide will be developed based on previous studies. Interview questions will be 
related to the following variables: work domain, family domain, and cultural domain.  
 
Results/Discussion/Implication (Expected Results for the poster submission)  
Researchers rarely use qualitative methods, when researching work-life balance in family-owned 
businesses. Hence, this interview-based research study will explore new dimensions on work-life 
balance, family dynamics, and cultural differences that would offer future research directions to 
hospitality, family-owned business, and work-life balance researchers.  

Furthermore, this study can guide family-owned business owners and policymakers to better 
understand the business environment and other inherent aspects of family businesses that are not highly 
discussed.  

 
References are available upon request 
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Introduction  
Sexual harassment is a major problem that affects virtually every workplace and sector. Preliminary 
analysis indicates that the hospitality industry is significantly prone to occurrences of sexual harassment. 
Evidence supports the claim that there is a higher prevalence of sexual harassment occurrences within 
the hospitality industry in comparison to other fields. Hospitality employees may face harassment by 
their customers, managers, and other coworkers. With the advent of the #MeToo movement, today’s 
social sphere seeks to eviscerate this occurrence. However, literature is dearth in prescribing a tangible 
and readily implementable framework for which hospitality organizations can measure their 
organizations’ readiness to combat sexual harassment in the workplace.  

This study aims to examine the prevalence of sexual harassment in three primary hospitality 
sectors: food and beverage, nightlife (clubs, casinos, lounges, bars) and hotel/lodging. It will then derive 
risk factors to develop a criterion which organizations can use to gauge their risk to sexual harassment as 
well as to provide a readiness framework to combat sexual harassment in the workplace. The goal is to 
investigate which sectors of the hospitality industry have higher instances of sexual harassment. By 
reviewing the relevant literature, this paper aims to develop a risk-response framework for sexual 
harassment. It defines sexual harassment, its different modalities, and likely causes, and highlights the 
negative impacts of sexual harassment on the organization and its constituents. As a contribution to the 
literature, this paper further explores a distinctive phenomenon for the hospitality industry - third-party 
sexual harassment, which is the sexual harassment of an employee in their place of work by a customer. 
Additionally, though focused on three sectors of the hospitality industry, the research methodologies 
devised in this study can be utilized by multiple organizations.  
  
Methods  
This paper will sample managerial and lower-level employees from the aforementioned hospitality 
sectors in South Florida, Las Vegas, and Washington DC area. By utilizing a mixed method approach, 
the study will examine the prevalence and responses to sexual harassment in the three identified sectors. 
Respondents will complete a survey through a close-ended questionnaire, primarily comprised of Likert 
scale, binary questions to calculate frequencies and general descriptive information. A non-parametric 
test of independence (Chi-square, α = 0.05) will be used to determine differences between categorical 
variables in the sample set. Additionally, open-ended survey questions will explore any phenomenon 
that may be missed via a quantitative assessment.   
  
Results/Discussion/Implication  
Though still a work-in-progress, we anticipate a high prevalence of sexual harassment with little 
regional differences. Moreover, we also anticipate that managerial employees will underestimate the 
prevalence of sexual harassment in their organization. Lastly, we anticipate to find that organizations 
will take little actions to mitigate third-party sexual harassment.   

 

References are available upon request  
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Introduction  
The multicultural workforce in the American hospitality industry continues to grow due to immigration 
and demographic changes. The foreign-born persons in the U.S. labor force comprise 17.1% of total 
workforce (Burau of Labor Statistics, 2017), and racial/ethnic minorities are growing rapidly. Even though 
the proportion of ethnic minorities in the workforce has increased, the occupational disparities among the 
Caucasian and ethnic minorities have been lasting (ByarsWinston et al., 2015). The underrepresentation 
of ethnic minorities has continued in all levels of leadership positions in hotel industry. Minority 
employees comprise 52.5% of hourly, entry-level employees, yet they represent only 20% in salaried 
management positions (Jackson & DeFranco, 2005; U.S. Bureau of Labor Statistics, 2015).  

Previous studies indicate that organizations can gain a competitive advantage by providing 
diversity in management practices (Madera, 2013; Richard, 2000). The positive organizational diversity 
climate may foster a positive impact on minorities' perceived discrimination, job satisfaction, and 
commitment (Madera et al., 2013; Madera et al., 2011). To improve the perceived organizational diversity 
climate, hoteliers may need to focus on having a diverse management team. To accomplish this, it may be 
crucial to explore the reasons behind the under-representation of minorities in supervisory and upper-level 
management in the U.S. lodging industry. Thus, the purpose of this qualitative phenomenological research 
study is to explore the lived experience of being an ethnic minority manager in the lodging industry.  
  
Methods  
The central focus of the phenomenology research is on phenomena itself with an attempt to understand 
the lived experience of the individual (Creswell & Poth, 2016). This approach will allow the researchers 
to capture the experience of being a minority manager, and several individuals’ shared or common 
experiences of perceived organizational diversity climate can be best examined (Creswell & Poth, 
2016).  

The sample will comprise 15 to 20 ethnic minority managers currently working for lodging 
operations. To be eligible to participate in this study, each participant (a) belongs to a racial/ethnic 
minority group and (b) works currently as a manager at a lodging operation in the U.S. Interviews will 
be held via Zoom or face-to-face according to preference and availability. Both Zoom and face-to-face 
interviews will be recorded and transcribed. Open-ended semi-structured interview questions will be 
used for the participant to speak freely about their lived experiences and perceptions. Upon receiving 
their consent, interview dialogs will be recorded and transcribed verbatim.  

All transcribed recordings will be imported into the NVivo software program for the coding 
process. Data analysis procedures will follow Moustakas’ (1994) modification of van Kaam method, 
which grouping the initial coding of passages, performing horizontalization, reduction, and elimination, 
cluster, and validation of textual descriptions of themes, structural discussion, and presentation of 
findings. The author will code expressions relevant to the experience described by the participants, and 
patterns and themes will be identified. Once themes are classified, the meanings of each statement will 
be identified.    
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Introduction  
The factors that contribute to the alarmingly high rates of alcohol use in the restaurant industry have not 
yet reached a consensus among scholars. For example, some scholars have posited that alcohol use is a 
coping mechanism to reduce tension from work stress, while others have theorized that factors like 
organizational culture and organizational norms lead to increased alcohol use. However, recent research 
has suggested that personality could impact these findings (Hight & Park, 2019), a context that is 
currently lacking in the hospitality literature.  

Gray’s reinforcement sensitivity theory focuses on the behavioral activation (BAS) and 
behavioral inhibition (BIS) systems as measurements of a subjects’ predisposition to certain stimuli, 
both positive and negative (Gray, 1972). BAS can be conceptualized as an appetitive motivation to 
approach a rewarding stimulus, creating arousal in dopaminergic pathways, while BIS is characterized 
by a conditioned aversion to punishing or non-reward stimulus, arousing the subject and directing 
attention to the threatening provocation.  

Therefore, this paper theorizes that personality characteristics associated with BAS and BIS 
could explain why restaurant employees seek employment within a stressful work environment and 
subsequently consume alcohol. More specifically, this research will test whether high-BAS individuals 
who thrive in stressful work environments use alcohol as a reward rather than a coping mechanism. 
Similarly, this study will test whether high-BIS individuals use alcohol as a coping mechanism after a 
stressful period of work.  
 
Methods  
The population for this study is front-of-house and back-of-house restaurant employees. The sample will 
be drawn from front-line, non-managerial restaurant servers and line-level, nonmanagerial restaurant 
cooks. The survey will be developed using Qualtrics and will be administered through an online 
marketing platform.  

To test the proposed hypotheses, this study will first conduct a confirmatory factor analysis to 
verify the measurement model, followed by structual equation modeling to test the hypothesized 
structural pathways. All goodness of fit indices, reliability, and validity measures will be tested to ensure 
the quality of the data. 

Expected Results  
The consequences of high rates of alcohol use in such a pervasive industry impact public health, 
turnover costs, firm performance and employee morale in service delivery. If the relationship between 
work stress and alcohol use is found to be significantly impacted by BAS/BIS, it could potentially 
explain why certain personality types display increased job satisfaction under perceived stress. This 
would challenge previous assertions that alcohol primarily serves as a coping mechanism. Industry 
leaders can better define the restaurant culture by using this data to develop training programs that 
mitigate alcohol’s damaging effects on employees. 
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Introduction  
Over the past decades, studies showed that tourists’ travel choice often depends on special 
emotional meanings that tourists attribute to destinations (Ghosh & Sarkar, 2016; Akgün, et al. 
2020), and that media plays an essential role in delivering that emotional meaning of places (Kim, 
2010; Rittichainuwat & Rattanaphinanchai, 2015; Kim et al. 2019). The idea of “film-induced 
tourism” was built on this belief (Cardoso, et al. 2017). 

While both film audiences and video game players consume media content through 
screens, the latter’s interactive nature allows players to make independent choices and includes 
them as a part of the mediated world (Klimmt et al. 2009). Destination Marketing Organizations 
(DMOs) have tried to design their own games such as in Thailand (Smile Land Game) and China 
(Fun Nanjing) to build destination image, with mixed results. 

Gamification has gained substantial interest in tourism research in the last decade (Xu, 
Buhalis, & Weber, 2017; Shen, Choi, Joppe, & Yi, 2020). However, few studies have discussed 
how electronic games help build connections between tourists and destinations at the pretravel 
stage. Building on the research done by Dubois and Gibbs (2018, 2020), the current study defines 
video game-induced tourism as tourists exhibiting an increased willingness to visit destinations or 
attractions resulting from their video gaming experiences (i.e. sense of presence and nostalgia).  
Methods  
This study argues that the Stimulus-Organism-Response (SOR) model (Mehrabian and Russel, 
1974) is an interesting lens to understand tourists’ decision-making process in the video game 
tourism context.), hypothesizing that interacting with a virtual medium (independent variable: IV) 
affects the first mediator (sense of presence: M1) that causes the changes in the second mediator 
(nostalgia: M2) which subsequently increases travel intention (dependent variable: DV). 

The dominant phase will be a two-condition, between-subjects experimental study that will 
involve 100 undergraduate and graduate students at the University of Guelph. Due to the COVID19 
situation, this experiment will be conducted online. Participants will be randomly divided into 
two groups with 50 participants in each group. The experimental group will be asked to play 30 
mins of Yakuza 0, an open-world action game. The control group will be asked to watch video 
clips on YouTube about the 1980s in Tokyo for 30 minutes. Participants will then need to complete 
the survey and the in-depth semi-structured interviews. For hypothesis testing, ANOVA will be 
used to see whether the two participant groups differ in the response variables. The study will then 
use regression analysis via Hayes' PROCESS v2.16 to examine the sequential mediation effects.  
Implication (Expected Results for Poster Submission)  
First, this study adds to an emerging body of literature on the linkage between video games and 
tourism by suggesting an extended SOR model of presence as a framework to investigate video 
game-induced tourism. Practically, findings from this study should provide valuable information 
for DMOs about tourists’ behavioural changes caused by digital gaming experiences. An insight 
into the impact of imagination proclivity may also help game producers develop differentiation 
strategies for players as they design and market their games.  
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Introduction  
Service robots are autonomous machines that are capable of decision making (Pagallo, 2013) without 
much control and supervision by humans. They utilize resources better, make accurate demand 
predictions, and remove human-error (Ivanov, Webster, & Berezina, 2017). The anthropomorphic 
abilities in service robots mitigate consumer discomfort during the interactions (Yu, 2019). However, the 
‘uncanny valley’ theory supports the notion that customers may find highly anthropomorphic robots as 
creepy, which may induce a negative attitude towards the robots (Tinwell, Grimshaw, & Williams, 
2011). The growing demand for service robots has also resulted in automating jobs (Harari, 2017) and 
substituting human workers to reduce labor costs (Rodriguez et al., 2015). Humans may find it 
threatening to lose control and power over such a technology (Landau, Kay, &Whitson, 2015), and they 
may consider the robots as a ‘threat to human-identity’ relating it to the fear of loss of their jobs and 
other resources (Ray, Mondada, & Siegwart, 2008). This research aims to examine the event attendees’ 
perceptions of anthropomorphic service robots in an event setting and contribute to the evolving 
literature on the use of service robots in the event setting.   
  
Methods  
The study recruited 187 respondents through Amazon MTurk and asked event attendees about 
their responses to service reports. Leximancer was used to analyze the three open-ended 
questions’ text-data, which explored the feeling of using service robots, the positive aspects, and 
the negative aspects of using service robots in an event setting.   
  
Results  
‘Robots’ and ‘humans’ emerged as the strongest themes. The theme ‘robots’ had strong relation with the 
concepts namely; ‘service’, ‘settings’, ‘time’, ‘efficient’ and ‘jobs’. The theme ‘humans’ was lexically 
associated with concepts ‘interaction’ and ‘efficient’. 

Discussion  
Positive aspects indicate that robots are likely to be considered as time and cost-efficient. However, 
customers feel that service failures can hinder efficiency, as technology is not always perfect (Moon, 
2003). Lack of personal touch compared to human employees has been found as one reason for poor 
service encounters with robots. People fear robots as they consider them a threat to jobs and resources, 
which is a significant driver that can lead people to oppose robotics research.  

Implications  

The study offers recommendations for delivering better service at a lower cost (Decker, Fischer, & Ott, 
2017) by collaborating humans with robots and redesigning service roles for the employees for better 
job opportunities. Distinctiveness is a key element in understanding resistance towards robots in the 
service industry.  

References are available upon request.   
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Introduction  
Among all hospitality sectors, hotel industry has the most impact on environment due to major 
consumption of nonrenewable resources such as fuel, energy and water (Rahman et al., 2012). 
Nowadays, concerns around environmental issues have been increased and hotel guests demand for 
more green practices (Wang et al., 2018) which not only reduce the harmful impacts of hotels on 
environment, but also lead to continuous success of the hospitality industry (Merli et al.,2019). Hence, 
hotels are adopting and implementing green technologies as a new environmental sustainability strategy 
to gain continuous success and attract eco-friendly committed customers in the competitive hospitality 
environment (Lee et al., 2019).  

In addition, social media platforms offer an online space for customers to communicate and 
connect with other individuals and share their opinions regarding products and services (GilSoto et al., 
2019). In this context, customers prefer to use travel websites to look for hotel information, book hotels 
and publish reviews and ratings for sharing their experiences (Yu et al., 2017; Zhao et al., 2019). 
TripAdvisor is one of the largest websites in hospitality industry and while its hotel reviews have been 
wildly used in hospitality discipline (Lee et al., 2017; Lee et al., 2019) as their main source, there has 
been scant effort to identify and explore the hotel green technologies and their impact on customer 
satisfaction. For the first time in the US, TripAdvisor launched GreenLeaders Program in April 2013 
with the aim of determining green hotels that are committed to green (TripAdvisor, 2013). In this 
context, as hotel industry has been making stride to reduce its footprint on environment by implementing 
green technology, this article aims to identify green technologies that are available for hotels and 
examine their impact on customer satisfaction. 

  
Methods  
This research will be carried out through content analysis and text mining of online reviews on 
TripAdvisor.com, which is considered as one of the most popular and largest database of online hotel 
reviews (Jeong & Jeon, 2008). TripAdvisor assigns four different level of badge (bronze, silver, gold, 
platinum) to hotels that fill out TripAdvisor GreenLeaders’ Survey based on their ecofriendly activities 
(Yu et al., 2017). This study will use 37,482 online reviews of top ten green hotels in New York City, 
since this city is one of the top tourism destinations and has 63 green hotels listed on TripAdvisor.com. 
For each hotel, review information, the GreenLeader level and green practices will be collected and 
analyzed through business analytics. 
  
Results/Discussion/Implication  
This research is among the first that emphasize on identifying hotel green technologies because in the 
competitive hotel industry, hoteliers must be aware of this trend if they want to enhance guests’ 
satisfaction, reduce costs and cultivate a positive image. The overall purpose of this study is to 
determine relationship between green technology and guest satisfaction based on recognizing hotel 
green technologies that influence guest satisfaction.    
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Introduction 
The application of information and communication technologies (ICTs) in tourism has become a 
ubiquitous phenomenon. ICTs have been generally portrayed as a tool to foster value co-creation and 
improve tourist experience by providing tourists with more connection, more flexibility, and more 
confidence during the trip (Tussyadiah, 2016; Wang et al., 2016). However, a more critical view of 
technologies in tourism has recently emerged, highlighting that ICTs could potentially co- destroy the 
value in tourist experience (e.g., Neuhofer, 2016; Tanti & Buhalis, 2016; Tribe & Mkono, 2017). 
Although travelers can benefit a lot from the convenience provided by ICTs, the ubiquitous connectivity 
blurs the boundaries between work and leisure, home and the outside world (Floros et al., 2019; Kim & 
Hollensbe, 2018), keeps tourists away from work and home physically, but not mentally, which forms a 
barrier that hinders tourists from escaping from the real world to enjoy the natural beauty. This digital 
distraction can harm tourists’ mental wellness and diminish the sense of recovery (Dickinson et al., 2016; 
Egger et al., 2020). 

According to the Service-Dominant (S-D) logic (Akaka & Vargo, 2014), ICTs as a resource can 
have both the value co-creation and co-destruction effects on tourist experience. The effects of ICTs are 
dynamically shaped in context by the resources (e.g., functions of ICT) and individual users (e.g., tourists) 
engaged in the process (Neuhofer, 2016). Existing studies mainly focus on the positive results of value 
co-creation, while overlooking the negative outcomes of value co- destruction in tourist experience. 
Additionally, there are limited retrospective studies on ICTs’ impact on tourist experience. Therefore, 
this study aims to: 1) provide a balanced overview of the effect of ICTs on tourist experience by reviewing 
and integrating previous research; 2) identify the determinants of ICTs’ value co-creation and value-
destruction impacts on tourist experience. 
Methods 
This study will employ the qualitative thematic review approach and thematic analysis method. Firstly, 
a keyword search will be conducted using terms such as ‘ICT’ ‘tourist experience’ ‘impact’ on Google 
Scholar and Scopus academic platforms. The relevance of articles will be checked manually and sample 
studies will be selected. After that, through the comparison and synthesis of the individual studies, the 
main themes related to ICTs’ impacts will be found from the perspectives of value co-creation and co-
destruction. Finally, the determinants of different impacts of ICTs will be identified through thematic 
synthesis. 
Results/Discussion/Implication 
Theoretically, this paper will contribute to the application of ICTs in tourism by providing a 
comprehensive overview of the impacts of ICTs on tourist experience and mitigating the ‘positive bias’ 
(Ayeh, 2018). Besides, this research will contribute to the evolution of S-D logic by providing rich contexts 
in the tourism domain. Practically, tourism practitioners need to be aware of the double-edged sword role 
of ICTs on tourist experience and take tourists’ mental wellness into consideration. The determinants 
identified also can be utilized to create a better tourism experience by maximizing ICTs value co-creation 
effects while minimizing the co-destruction impacts. 
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Introduction 
Hospitality industry characteristics – irregular working hours, emotional and physical labour, and the 
resulting burnout – pose challenges for traditional training methods (O’Neill & Xiao, 2010). Computer-
based training (CBT) provides consistent, location- flexible, time-independent training at a lower cost 
(Law, Qi, & Buhalis, 2010). Still, while CBT offers opportunities (Roca & Gagné, 2008), there are 
challenges, including low participation rates, and complaints regarding its monotonous, repetitive and 
generic nature (Taylor, 2017). Because the ineffective use of information systems can lead to 
organisational failures (Bhattacherjee, 2001), it is important to increase completion rates to ensure that 
employee and organisational training goals are met (Sanchez- Gordon, Calle-Jimenez, & Lujan-Mora, 
2015) It is therefore imperative for research to be conducted into factors such as enjoyment which may 
serve to minimise these negative spinoffs (Kool & Agrawal, 2016). The purpose of this study is to explain 
how the antecedents of perceived enjoyment may counteract the issues associated with computer-based 
training in hotels, through a focus on continuance intention. 
 
Methods 
To operationalise the study, four antecedents of perceived enjoyment – system quality, information 
quality, perceived novelty, and learner control – will be assessed for their impact on continuance 
intention. The scales for the aforementioned constructs are adapted from previous literature (i.e. Fang, 
George, Shao, & Wen, 2016; Huang, 2003; Karim & Behrend, 2014; Roca, Chiu, & Martínez, 2006; 
Wang, Wang, & Shee, 2007). An online survey of 650 respondents will be conducted using panel data. 
Employees of hotel groups, from different geographies and departments are eligible to participate in the 
study. They must confirm their participation in online training during the last 12 months, and be able to 
provide the name of the training platform, which is validated by the system. Data will be analysed using 
structural equation modelling in AMOS. Multi- group analyses will be employed to test the moderating 
effects of department, position, and tenure on the relationship between perceived enjoyment and 
continuance intention. 
 
Expected Results 
In regard to the use of technology in organisations, the focus has shifted from acceptance and adoption, 
and is now aimed at employee engagement. This study is anticipated to provide insights which may help 
hoteliers identify the attributes of CBT platforms which affect employee perceived enjoyment, and 
impact continuance intention. It seeks to compare the perceptions of staff from different departments, 
positions, and varying tenure as it relates to CBT. Specifically, it endeavours to: (a) affirm the 
significance of the antecedents of enjoyment, and (b) provide empirical support for investing in a bespoke 
approach to computer-based training in order to meet the needs of employees; by pinpointing, (c) the 
optimal level of each platform attribute that is required to suit the preferences of particular employee 
demographics. Finally, it intends to expand the application of social cognitive theory to explain the model 
relationships. 
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Introduction  
Virtual reality(VR) technology has been developed broader and deeper, which is evolved in all kinds of 
industries (Sabre Labs,2017). The tourism industry also has stepped into the implements of VR, 
providing additional dimensional elements to the physical tourism experience. The tourists can use VR 
to minimize the limitation of the geographic border and find an alternative way to travel or find the next 
destination (Hayley Stainton, 2020). Although the research about the impact of VR on tourism has been 
conducted in different sectors, there is lacking research about how the VR introduction of heritage 
attractions affects the tourists’ decision. This research chooses three different types of heritage sites 
under the catalog of UNESCO that have a VR introduction online and find whether the VR introductions 
will stimulate the tourists' travel intention to the heritage sites. Additionally, this research tries to 
understand whether different types of heritage sites will affect the travel intention under the VR 
introduction differently. 
  
Methods   
This research chooses three heritage sites includes The Palace Museum, Wulingyuan District, and Wuyi 
Mountains in China with an online VR introduction that represents three main types cataloged by 
UNESCO, including nature, cultural, and mixed site. The participants will browse the website to 
experience VR introductions at least three minutes per site. Subsequently, the participants are invited to 
fill out a survey that takes usability and satisfaction as the mediate evaluation steps to assess the travel 
intentions. Using five-point Likert scales, this research takes effectiveness, efficiency, engagement, ease 
of use, educational function, scene reappears, and content quality as the measurement for usability and 
the attitude and enjoyment for tourists’ satisfaction (e.g. Fang & Lin, 2019; Li & Chen, 2019; Lin, 
Huang, & Ho, 2020). 1,200 potential participants are expected and estimated valid 1000 surveys are 
projected to be conducted. Afterward, the Chi-Square, One-Way ANOVA, correlation analysis, and 
structural equation model will be used to determine whether if there is a relationship between the travel 
intentions towards heritage sites and VR introduction.   
  
Implication  
In terms of heritage tourism which has a specialty in non-recurrence and the need for reconstruction, VR 
technology can provide an aforehand introduction in an immersive environment to arouse the intention 
of tourists. This research will help heritage sites to advance their VR experience in specific aspects 
through their preferred channel. They also can raise insights for the heritage on-site VR application 
development in the future.    
 
References are available upon request   
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Introduction  
Customers expect service excellence, however, when there are irregularities and dissatisfaction with the 
service, businesses must rectify the situation (Angelova & Zekiri, 2011). The aim of customer service 
recovery is to remedy the situation after the customer has received unsatisfactory service creating a 
service recovery paradox (SRP). SRP is obtained when the customer’s post-failure satisfaction exceeds 
pre-failure satisfaction (Maxham III & Netemeyer, 2002). Technology aims to increase productivity 
while decreasing cost. The fusion of AI and robotics can increase the quality and speed of service, 
creating instantaneous gratification for customers in some circumstances; however, service failures can 
take place just as quickly. Attribution theory supports this reasoning, as it proposes that the perceived 
cause (provider) will influence the dissatisfied consumer’s response to a service failure. Previous studies 
have focused on the popularity, demand, mitigation of labor shortages, increased accuracy and 
productivity while overlooking discussion on how robots affect the servicescape (Ivanov, et. al, 2019). 
Thus, the purpose of this study is to examine whether there is a perceived difference in service recovery 
when customers interact with humans or robots in a restaurant setting. 
  
Methods  
The study adopts an experimental design with 300+ participants. Due to the novelty of robotics usage in 
restaurants an expert panel of hospitality professors from a university in the southeastern United States 
were invited to assess four scenarios in a pre-test. The scenarios consisted of exceeding expectations, 
met expectations, service recovery, and service failure. The service recovery scenario was the consensus 
for the main study. Participants will be invited via Amazon mTurk. The survey consists of five sections; 
first demographics followed by the service scenario questions, which include experience with the service 
provider, preference, and repeat visit intention. Participants will be randomly assigned to one of the 
experimental conditions. Data will be analyzed using a two-way multivariate analysis of variance to test 
hypotheses and determine significant interaction within conditions.    
  
Expected Results/Discussion/Implications  
The results of the study will provide a better understanding of service recovery as it relates to the 
adoption of robotics services. We anticipate customers’ will be more sympathetic to human rather than 
robotic failures. Moreover, customers might perceive the introduction of robots in the service industry as 
a means of eliminating failures, and thus be less sympathetic to their errors. The authors also anticipate 
gaining a robust understanding of customers’ perception of satisfaction with service recovery after 
interactions with humans versus robots. Thus, management can use the results of the study to gauge 
current and future placement of robotics in the restaurant industry.  
  
References are available upon request  
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Introduction  
The purpose of this study is to understand how XR and gamified elements are used by DMOs in offering 
customized experiences, improving visitors’ perceived quality, and, ultimately enhancing DMOs' 
competitive advantages. This paper includes two aspects. First, a comprehensive review is conducted on 
the research progress about the use of XR and gamification technologies in destination marketing. The 
emphasis is on linking characteristics of the technologies to the effectiveness of destination marketing 
from both theoretical and practical perspectives. Propositions on the future growth of XR and 
gamification technologies in destination marketing are developed. Second, in-depth interviews with 
selected leaders in DMOs at mature tourism destinations are conducted to shed light on the future 
prospect of XR and gamified technologies in destination marketing. In addition, this study aims to 
investigate the lessons, opportunities, and challenges in the adoption of XR and gamified technologies 
for destination marketing organizations.  
 
Methods  
This study will first conduct a comprehensive literature review of XR and gaming technologies in the 
destination marketing context. One-on-one interviews with DMOs experts will be conducted to explore 
how the destination marketing practitioner understands the values of XR and gamification technologies 
in terms of marketing, economic, tourist, epistemic, and organizational values. Following Aebli (2019) 
who explored tourists' motives to adopt gamified technology, this study will also adopt the Means-End 
Chain Theory (Gutman, 1982) as a methodological bottom-up approach to understand the perceived 
value of XR and gamified technology to DMOs professionals. In addition, this study will employ the 
laddering technique of qualitative research for data collection, analysis, and interpretation. The laddering 
technique refers to an in-depth, one-on-one interviewing approach used to develop an understanding of 
the proposed dimensions that are accentuated to the adoption of XR and Gamification. The means-end 
chain theory characteristically adopts bottom-up laddering as an interviewing technique to achieve the 
hierarchical relationships of the means-end chain. The interview participants will be selected 
considering two main DMOs in the state of Florida, USA (VisitOrlando and VisitFlorida). Professionals 
of both destination marketing organizations have been known for their relevance and representativeness 
in the American tourism sector because both Florida and Orlando are the most visited states and cities in 
the world. 
  
Expected Implications  
This study expects to bridge the gap between the theory and practice about using XR and gamified 
technologies at mature tourism destinations and shed light on the five value dimensions for DMOs: 
marketing, economic, tourist, epistemic, and organizational. The research findings will ground 
knowledge of a forward-looking research context about the adoption of new technologies such as XR 
and gamified technologies for DMOs. Furthermore, this study aims to provide expert-verified 
recommendations about technology-driven marketing strategies for improving destination marketing 
effectiveness.  
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Introduction  
By taking the advantages of web 2.0 technologies, hotel guests are allowed to share photos or videos 
through social media websites. The shared user-generated photos (UGPs) become influential on those who 
used them for online hotel booking (Kwok and Yu, 2013; Zhang et al., 2019). The photos shared through 
social media not only serve as evidence that the reviewers have physically stayed at the hotel but also the 
photos provided a vivid picture regarding the hotel products.  

In the context of online review websites, information sender (reviewer) and information receiver 
(review viewer) are anonymous, which increase uncertainty of the relationships between information 
sender and information receiver (Kusumasondjaja, Shanka, & Marchegiani, 2012). Due to the 
characteristics of hotel products, reviews with reviewer’s profile are perceived more “authentic”, “real”, 
and “trustworthiness” than those reviews without reviewer’s profile (Kusumasondjaja, Shanka, & 
Marchegiani, 2012).  

Because few studies have addressed how user-generated photos and user profiles influence the 
potential hotel guests in terms of these important aspects toward an online hotel review. Therefore, the 
purpose of this study is to examine the effects of user-generated photos and user profiles on hotel guests’ 
perceived information quality, perceived information credibility and perceived information value of online 
hotel reviews.   
  
Methods  
To test the study hypotheses, a 2*2 between-subject experimental design will be adopted. UGPs will be 
manipulated in two levels (UGPs are provided vs. UGPs are not provided) and user profile will be 
manipulated in two levels (user profile is provided vs. user profile is not provided). The target 
population of the study is individuals who had booked a hotel room through an online social media 
website within the past 12 months. A self-administered online survey will be developed via Quartics and 
distributed via Amazon Mturk to collect the data. To test the study hypotheses, the current study will use 
one-way ANOVA for the data analysis.  
 
Results/Discussion/Implication (Expected Results for Poster Submission)  
This study attempts to fill this gap by examining the impact of UGPs and user profile on potential 
guests’ perceived hotel review information quality, information credibility, and information value. The 
findings of this study will help hotel and online review site operators to better understanding the value of 
UGPs and user profile in terms of hotel guests’ hotel review information quality, information credibility, 
and information value perceptions. Equipped with this information, both hotel and online review site 
operators and managers will be able to develop effective marketing strategies in order to gain 
competitive advantage. 
 
References are available upon request   
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Introduction  
Hospitality industries have been impacted by the Covid-19 pandemic all over the world (Rivera, 2020). In 
the coronavirus era, either domestic or international travel is deprioritized because millions of people 
suffer from corona phobia (Rivera, 2020). An effective strategy for industry practitioners is to investigate 
the aspects and corresponding emotions that existing customers care about during the pandemic and 
accordingly design marketing messages to allure prospective customers. Previous studies have found that 
online review could offer effective information about the topics customers are concern with and their 
affections toward a business. The purpose of the present study aims to investigate the dominant topics that 
customers who patronage the hotels care about and the corresponding emotions toward the individual 
topics during Covid-19 spread.   
  
Methods  
Customer reviews will be collected during October, 2020 on www.hotel.com from five popular 
destination cities in the U.S by including Miami, New York, San Francisco, Las Vegas, and Los 
Angeles. This study will collect around 20,000 reviews written since the Covid-19 pandemic was 
declared and reviews were written before the Covid-19 pandemic declaration to observe how online 
reviews change. The present study will apply the sentiment classification of hotels using text mining and 
analyze online reviews. On the basis of words’ frequency, the topic modeling can explore hidden 
semantic structures in an online review. The emotions will be analyzed using Linguistic Inquiry and 
Word Count 2015 (LIWC) 
software that analyzes individuals' verbal and written contents.  
 
Results/Discussion/Implication   
This study will identify how customers consider the distinct aspects of hotels’ products/services and the 
corresponding emotions during the Covid-19 pandemic. This study results could be used to create 
effective strategies to attract customers and promote reopening of hotels during the Covid-19 pandemic. 
 
References are available upon request 
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Introduction  
Captive service is quite different than traditional services. In the captive services, consumers have no 
choice because of the imbalanced power divided between consumers and service providers (Rayburn, 
2015). For instance, when customers travel by plane, they can only choose the meal from the two 
options that the airline provides.  

A trending line of research on captive services recognized the harmful effects of captive 
experiences on consumers’ well-being. As consumers often cannot escape their captivity, there is a need 
to explore service strategies that could help both businesses and consumers cope with the negative 
effects of the captive service experience. Service design, an experience-centric approach in enhancing 
existing and creating new services (Zomerdijk & Voss, 2010), commonly aims to enhance consumers’ 
well-being (R. P. Fisk et al., 2018). Technology is viewed as one of the significant driving forces of 
service innovation (Patricio et al., 2018). Therefore, this study will further illuminate how captive 
consumer experiences can be mitigated through designing favorable social interactions by technology 
innovations in the hospitality and tourism industry. 
  
Method  
This study will adopt a sequential exploratory mixed method design to best suit the research objectives. 
In stage I, we will conduct four focus groups with 6-8 participants each. It aims to identify different 
captive services in the hospitality and tourism context, the types of social interactions that occur during 
such captive experiences, the types of technology-enabled service innovation involved in the different 
types of social interactions, and develop the scenario and a structural model for the quantitative stage. 
The purposive sampling technique will be employed to recruit participants in the UK and the US. In the 
quantitative phase, a survey will be distributed to empirically test the structural model informed by stage 
I.  
 
Results/Discussion/Implication (Expected Results for the poster submission)  
Aligned with the recent research call to explore the role of service design for service inclusion (R. Fisk 
et al., 2018), this study will explore the transformative role of service design in improving captive 
consumers’ well-being in the hospitality and tourism industry. Thus, it provides an opportunity to 
connect the service design literature with hospitality literature. Also, captive service experiences are not 
tied to a specific service or a market but are dependent on the context and the individual (Rayburn et al., 
2020). Exploring how these experiences can be alleviated through service design can bring a novel 
insight in this specific context. This study will further understand mechanisms of captive service 
experience and provide insight into how they can be alleviated through technology-enabled service 
innovation.   
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Introduction  
With the development of technology, many destinations have paid attention to the application of Virtual 
Reality (VR) by primarily using their cultural or heritage resources with authenticity. In tourism 
literature, when scholars discuss touristic authenticity, there has been an argument on different 
perspectives of authenticity ‒ realist, constructivist, postmodernist, and existential authenticity ‒ among 
them (Castéran & Roederer, 2013; Reisinger & Steiner, 2006; Stepchenkova & Belyaeva, 2020; Wang, 
1999).  

Realist authenticity thinks an object-based attribute as the most salient criterion. Consumers 
construct their perception of authenticity by understanding indexical cues such as historical facts, real 
stories related to the toured-object, or verification by experts (Grayson & Martinec, 2004). Constructivist 
authenticity emphasizes subjectivity with the blending of cognitive meanings of objects (Reisinger & 
Steiner, 2006). Therefore, personal feelings or individuals’ multiple interpretations of authenticity 
influenced by social construction can be criteria. For postmodernist authenticity, whether something is 
real or fake does not matter, instead, it seeks to find ‘playful search for enjoyment’ (Cohen, 1988). Also, 
it has positive remarks about all types of technology by which an enjoyable experience can be 
maximized (Guttentag, 2010). Narrative transportation has been conceived of as a convergent experience 
of immersion into a narrative (Green & Brock, 2000). It is similar to other constructs such as immersion, 
optimal experience flow, or absorption since it is a form of experiential response (Van Laer et al., 2014). 
We expect that an individual’s perception of authenticity could be increased by narrative transportation. 
Therefore, the following hypotheses are proposed.  

H1: The more VR users have an attitude toward postmodernist authenticity, the more narrative 
transportation will increase.  
H2: The more VR interfaces have a plot by which VR users can imagine the situation, the more 
narrative transportation will increase.  
H3: The more narrative transportation in VR increases, the degree of existential authenticity will 
increase. 

  
Methods  
We will conduct a 2 (presence vs. absence of authenticity cues) x 2 (presence vs. absence of narratives) 
experiment study. Two virtual versions of museums will be used as the stimulus for this study. One 
museum provides a virtual exhibition that appears the same as the actual exhibition, therefore, users are 
able to view all traditional artifacts by navigating the virtual interface. The other museum does not 
provide the navigation function, instead, it offers a detailed description of the object with a vivid image 
and story.   

  
Expected Results  
We expect the result that compared with the absence of narrative, the presence of narratives in VR has 
more impact on the perception of authenticity. Also, we expect participants who have postmodernist 
authenticity attitudes are more likely to be transported and then more perceive authentic experience 
when they experience VR application.  
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Introduction  
Airbnb became a big player in the lodging industry since it started to rapidly expand their territory over 
the world, and now they are offering over 7 million accommodations across 220 countries and regions 
(Airbnb, 2020a). However, it seems Airbnb was not satisfied to be only a peer-to-peer accommodation 
platform to change the hotel landscape. Airbnb Online Experiences were unveiled in the spring of 2020 
due to the Covid-19 travel restriction, and it provides a platform to exchange and communicate virtual 
tourism resources for the operators of the travel industry and the guests who want to explore the world 
virtually. Airbnb defines their Online Experiences as live, interactive video sessions limited to small 
groups that are hosted on Zoom, and hosts are also required to maintain quality standards, including 
expertise in the field, connection with guests, and insider access (Airbnb, 2020b). Tourism has been 
traditionally perceived as an experiential product by consumers in the travel industry; the value was 
determined by the product through the consumer’s direct experience (Smith and Swinyard, 1982). Hyun 
et al. (2008) explained that tourism is one of the experiential products since individual consumers cannot 
provide feedback regarding their travel until travel experience had been actualized. Because of the 
experiential product attribute of tourism, travelers seek to minimize the perceived risk related to travel 
(e.g., dissatisfaction, time, effort, etc.). Due to technological advancement, people obtain information 
anytime through omnichannel (Park and Lee, 2017). Virtual experience has played a significant role as a 
pre-trail of the travel product in the tourism industry (Hyun et al., 2008). The tendencies of travel 
industry development and customer behaviors in terms of virtual tourism need to be tracked. 
  
Method  
In this study, we focus on determining the five variables, including information quality, system quality, 
service quality, perceived ease of use, and perceived usefulness that affect customers’ intention to use 
the service of Airbnb Online Experiences. We developed a conceptual model by integrating the TAM 
and the IS success model and adopted five variables from the two models to test customers’ intention to 
use Airbnb Online Experiences. We will test the conceptual model by using structural equation 
modeling (SEM) in order to explain how people adopt virtual tourism and what factors impact travelers’ 
engagement with it. A quantitative analysis will be implemented to test the proposed hypotheses. For 
this study, an online survey will be conducted and delivered to respondents through Amazon Mechanical 
Turk (MTurk) using the research criterion, if respondents used or booked Airbnb Online Experiences in 
the past six months.  
 
Results/Discussion/Implication (Expected Results for the poster submission)  
First, this study may be useful to the tourism market in understanding how customers’ intentions and 
satisfaction, and what the main drivers in using Airbnb Online Experience are. Secondly, this is an 
exploratory study that offers an angle of view regarding current customer behaviors between traditional 
and future tourism for further studies.  
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 WHEN SERVICE ROBOTS’ PERSONALITY MATTERS: THE EFFECT OF PERSOANLITY 
MATCH BETWEEN SERVICE ROBOT AND CUSTOMERS ON CUSTOMER 

SATISFACTION  
Xianmei Wu1, Soobin Seo2 

Washington State University, Pullman, Washington, USA, xianmei.wu@wsu.edu1; soobin.seo@wsu.edu2 
Introduction  
With the rise of contactless technology, previous research in Human-robot Interaction (HRI) has focused 
on customer and robot interaction such as the relationship between perceived robot value and personal 
characteristics. However, little research in hospitality has been conducted to investigate whether match 
of customer and robot personality also matters in the service process. This study aims to understand how 
the personality match between service robot and customer can affect customer satisfaction, with the 
interaction between personality match and anthropomorphism as well as task orientation. The results are 
expected to help the hospitality industry deepen the understanding of customer response to service 
robots. 
  
Method  
A 2 personality match between robot and customer (matched/unmatched) X 2 level of 
anthropomorphism (low/high) X 2 task orientation (utilitarian/hedonic) experimental design will be used 
to test the three hypotheses. Participants recruited via Amazon MTurk will be first asked to finish a 
personality test. They then will be divided into two groups, namely the extrovert and the introvert group. 
A scenario-based experimental survey will be used. We will design different robots by personality 
match, anthropomorphism and task orientation: match-high- utilitarian, match-high- hedonic, mismatch-
high-utilitarian, mismatch-high-hedonic, match-low- utilitarian, match-low- hedonic, mismatch-low-
utilitarian, mismatch-low-hedonic. Then we will show the pictures of the different robots to the two 
groups respectively. While collecting data, the survey is evenly distributed to extraverts and introverts to 
test the match effect between customers and robots. Participants will then be asked to rate their 
satisfaction level (1= extremely unsatisfied, 7 =extremely satisfied).  
 
Results/Discussion/Implication (Expected Results for the poster submission)  
Previous research has stated that service robots are considered as assistants to humans (Larivière et al., 
2017). Given the ongoing pandemic, utilizing contactless technology including service robot is no 
longer considered only as a plus to the traditional service but also a must in the new normal. We expect 
the results to provide useful insights for researchers and practitioners in the hospitality industry. 
Improving the knowledge of human-service robot interaction is beneficial to service providers 
understanding how to develop better interpersonal relationships. In addition, as hospitality managers 
may consider the influence on customers’ satisfaction imposed by utilizing service robots, we look 
forward to provide suggestions on how to serve the customers with the appropriate type of service robot 
based on their preference. 

References are available upon request 
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A MULTIPLE INQUIRY INTO AI-FRIENDLY HOTEL BRAND EXPERIENCE: 
RECIPROCAL EFFECTS BETWEEN EMPLOYEES AND GUESTS  

Bonhak Koo1, Catherine Curtis2 
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Oklahoma State University, Stillwater, Oklahoma, USA, catherine.curtis@okstate.edu2 

Introduction  
The hospitality industry, which is regarded as a traditional nature of human-oriented industry business, 
has been facing a paradigm shift to the technology-oriented industry due to the introduction of artificial 
intelligence (AI) and technological development, such as the internet of thing (IoT), social media, virtual 
reality, robotics, and chatbot (Benckendorff et al., 2019). Brand experience is imbued in relationship 
marketing, based on an axiomatic premise that customers are a core element for the brand’s long-term 
success (Keller et al., 2008). It is important to note that creating a positive brand experience in the 
hospitality industry requires multiple satisfactory interactions, especially between employees and guests, 
as individuals anthropomorphize brand experience when they perceive satisfaction and commitment 
toward the brand. Although AI technology has been becoming proliferated and prevalent in the 
hospitality industry, there have been limited studies investigating the impact of AI on the hospitality 
industry. Therefore, this study aims to reconceptualize brand experience created by experience with AI 
in the hotel context and empirically test the developed scales to enhance the measurement of brand 
experience with AI in the hotel and prove its applicability to brand management framework. 
  
Method  
This study will adopt an exploratory sequential mixed-methods design, which conducts a qualitative 
study to provide a deeper understanding of the subject matter and then implement a quantitative study to 
empirically test the proposed model (Creswell & Plano Clark, 2006). Specifically, the qualitative study 
will be conducted in study 1 to understand how hotel employees, guests, and professionals perceive AI 
adoption in the hotel industry and conceptualize brand experience within an AI-friendly hotel context. 
Study 2 will attempt to conduct the quantitative study to prove the validity and reliability of the 
measurement items and empirically test a proposed theoretical framework that explains the reciprocal 
relationships with employees and guests by identifying the critical role of AI-friendly hotel brand 
experience and its outcomes through a multilevel structural equation. 
 
Results/Discussion/Implication  
This research expects to provide several theoretical and practical contributions. First, this study expects 
to provide a comprehensive understanding of the vital role of AI and its impact on stakeholders in the 
hotel industry. Second, this study intends to contribute to the hospitality literature by offering a concept 
of brand experience within an AI-friendly hotel context and by proposing a theoretical model that 
provides reliable and valid measures of brand experience dimensions. Third, this study also expects to 
build future knowledge of brand experience in the hotel industry by extending theoretical insights 
through the nomological validity test that empirically tests a proposed theoretical framework. Lastly, 
this study plans to provide practitioners in hotels with implications and suggestions on how human 
employees and AI can harmoniously coexist so hotels can maintain their unparalleled service and 
reputation among both employees and guests.  

References are available upon request 
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EFFICACY OF HOTEL ROOM CLEANING DURING COVID-19  
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Introduction  
Currently, hotel room cleanliness is measured by visual assessment and does not take into consideration 
the bioburden of high touch objects found in the room, or the room itself (Almanza et al., 2015). 
Previous studies have been published highlighting the ineffectiveness of relying on visual assessment as 
an indicator of room cleanliness, (Inkinen et al., 2019; Almanza et al., 2015; Shimoda et al., 2015). 
Several studies in the health-care setting have established 2.5 CFU/cm2 as a benchmark for APC 
methods (Dancer 2014; Anderson et al., 2011; Mulvey et al., 2011). Adopting these microbial limits 
may provide a useful benchmark for hotels to measure the efficacy of room cleaning and microbial risk 
assessment. Hence, the objectives of this study were: 1. To assess enhanced hotel room cleaning 
practices during a pandemic by comparing microbial counts on high touch surfaces before and after 
cleaning processes; and 2. To perform a statistical analysis to evaluate if the room cleaning had any 
significant differences and compare results to an established benchmark of 2.5 CFU/cm2 to determine if 
the surfaces fell below the acceptable microbial levels for environmental safety  
 
Methods  
A microbial sampling of high touch surfaces in three guest rooms was conducted before and after 
cleaning. These rooms were representative of standard guest rooms found in midscale hotel properties 
throughout the U.S. Microbial sampling was conducted in the bathroom, bedroom, and guest traffic 
areas on surfaces that were considered “high touch” areas in hotel rooms.  

Bacterial counts were converted using the Log10 formula before the statistical analysis. The 
mean and standard deviations were calculated for APC counts, E. coli, coliforms, and yeast and molds 
separately. The results of the collected surface samples were compared using a paired samples t-test (P < 
0.05). All statistical analyses were performed using IBM SPSS Statistics v26 (Armonk, NY: IBM 
Corp.). The death curves were designed using Microsoft Excel. The means of positive samples from the 
enrichment media of sampling surfaces were calculated and recorded. The RT-PCR results were 
analyzed using AriaMx Software (data analysis software, Agilent Technologies, Santa Clara, CA). 
  
Results  
Bathroom surfaces, climate control panels, beds, tables, closets, bathroom sinks, coffee makers, carpets, 
curtains and toilet paper holders all maintained counts above the established benchmark of 2.5 CFU/cm2 
and were considered not clean. For coliforms, E. coli, and yeast and mold counts, microbial levels fell 
below the established benchmark of 2.5 CFU/cm2 after the room was cleaned. This study has illustrated 
that while cleaning practices may have become more stringent in the wake of COVID-19, some high 
touch surfaces in hotel rooms maintain log concentrations above the established benchmark for 
microbial limits in hotel rooms and highlights the need for cleaning validation beyond visual assessment. 
Implementing practical interventions that utilize environmental and employee monitoring strategies may 
provide more effective results from hotel room cleaning procedures.   
 
References are available upon request  
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RESIDENTS' ATTITUDES TOWARD AND PERCEIVED IMPACTS OF AIRBNB IN 
OVERTOURISM DESTINATIONS  

Dana Foligno1, Thomas Schrier2  
Iowa State University, Ames, Iowa USA, dfoligno@iastate.edu1; schriert@iastate.edu2  

Introduction  
Airbnb enables individuals to become entrepreneurs, while being perceived as a disruption to the 
lodging sector and local communities. Airbnb is seen as one of the causes of overtourism. This study 
will investigate Amsterdam residents' perceptions of the economic, socio-cultural and environmental 
impacts generated by Airbnb and the influence that the state of the local economy and overtourism has 
on residents’ attitudes towards Airbnb and their overall support.  
 
Literature Review  
The term overtourism is defined as "(a) congestion and failing infrastructure and (b) increased resistance 
toward and protest against tourism among marginalized and displaced inhabitants" (Capocchi, Vallone, 
Amaduzzi, et al., 2019, p. 7). Overtourism accounts for the convergence and overlap of multiple 
phenomena (Zemla, 2020).  

Butler's Tourism Area Life Cycle model (TALC) was developed containing six stages: 
exploration, involvement, development, consolidation, stagnation, and decline/rejuvenation. 
Overtourism is the result of destinations entering the final two stages of TALC (Widz & Brezinska-
Wojcik, 2020). If destinations are in the stagnations or decline stage, increased Airbnb use may cause a 
negative impact on residents (Avdimiotis and Poulaki, 2019).  

Social Exchange Theory (SET) is an accepted framework for investigating residents' attitudes 
and perceptions (Choi & Murrary, 2010). SET proposes that support for and attitudes towards tourism 
will be influenced by the perceived outcomes for the individual and community (Ward & Berno, 2011). 
Researchers found that support is positively influenced by the residents' perceptions of economic impact 
and personal benefits (Garau-Vadell et al., 2019). Jordan & Moore (2018) found more perceived 
negative impacts than positives concerning Airbnb.  
 
Methods  
A questionnaire will be adapted from Garau-Vadell et al. (2018). The dependent variable will be 
residents' support for Airbnb, with perceptions of the local economy, and Amsterdam's stage in Butler's 
Tourism Area Life Cycle Model (1980) as moderating variables. The survey will be limited to 
Amsterdam residents who have lived in the city for greater than three years and are at least eighteen 
years of age. To account for seasonality, the study will be conducted once a quarter (Yeager et al., 
2019). Structural equation modeling will be used to test the hypotheses.  
  
Expected Findings/Implications  
This study is anticipated to show that as a destination matures and begins to experience overtourism, the 
overall support for Airbnb will decline. The perceptions of socio-cultural, environmental, and economic 
impacts will skew more negatively as the massive influx of tourists puts pressure on the city's 
infrastructure and housing. Airbnb property ownership will increase the perception of positive impacts. 
This study will have implications for both municipalities tasked with policy decisions and peer-to-peer 
accommodations companies such as Airbnb.  
  
References are available upon request  
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Introduction  
As major economic drivers, hotels should determine methods to reduce costs so that a decrease to its 
financial bottom line during lean economic times, such as seen during the Covid-19 pandemic, is 
minimized. An important variable to reducing these costs is minimizing the amount spent on service 
recovery. Hotels must realize that service recovery efforts cannot only be seen as simply recovering a 
customer (Johnston & Michel, 2008) but they must think more strategically about how to avoid issues 
from the beginning of the guest experience.  

This study will examine the internal operational factors of employee empowerment, employee 
training, and employee turnover in relation to the costs of service recovery. These factors help mitigate 
the potential for service failures and thus limit the negative financial impact on the hotel by empowering 
well-trained and tenured employees to have the ability to correct a service failure. Employees that are 
able to consistently provide the level of guest service desired and are familiar with proper actions to take 
for service recovery is important to the operation.  
 
Methods  
This study will examine the lodging industry in Georgia, with a specific focus on the Atlanta metro area. 
Three- and four-star hotels that are members of the Georgia Hotel and Lodging Association (GHLA) 
will be the target sample for this study. Four hypotheses that focus on the relationship that employee 
empowerment, employee training, and employee turnover rate have with the amount of costs a hotel has 
with its service recovery efforts will be tested.  

A questionnaire will be utilized to gather data related to service recovery costs, employee 
empowerment, employee training, and employee turnover. Open-ended questions will be asked in order 
to obtain feedback regarding the four categories of hotel operations being studied. Data related to areas 
in which service recovery cost calculations, such as rooms, food, amenities, and other comps, will be 
requested. The final section of the questionnaire will include demographic questions. A two-way 
ANOVA, Ordered Logistic Regression, and Factorial Logistic Regression will be performed to analyze 
the data collected and test the four hypotheses.  
  
Expected Results/Discussion/Implication   
The expected results of this study are that there will be a negative relationship found between service 
recovery costs paid by the hotels and 1) employee empowerment measures implemented by the hotel, 2) 
the amount invested in employee training, and 3) the level of quality of employee training in the hotel. 
Additionally, there is expected to be a positive relationship found between the service recovery costs 
paid by the hotels and the level of employee turnover rate in the hotels.  

This study will have theoretical implications, adding to the knowledge of hotel service recovery 
costs in relation to certain operational variables, which is a current gap in the existing research. 
Practically, this research will offer hotel operators insight into where to invest to maximize the financial 
efficiency of their business, especially during economic downturns.   
  
References are available upon request   
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SERVICE DEVELOPMENT FOR CHINESE HOTELS AFTER COVID-19  
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Introduction  
Due to the rapid spread of the COVID-19 pandemic, people have been restricted or even banned from 
going out, and most hotels have no customers resulting in no revenue, yet the daily operating expenses 
of hotels are significant. The hotel industry, as an experience-dependent industry, is facing huge 
challenges. The primary issue facing hotel ownership and management is how to transform these 
experiential hotel services. The purpose of this paper is to analyze the service developments that have 
transpired due to COVID-19 in Chinese hotels, and to provide benchmarks and opportunities for the 
future direction of the hotel industry and its operations during unique circumstances.  
 
Methods  
The study will use quantitative research methods to collect business data and customer consumption 
indices of Chinese hotel companies during the pandemic. Surveys will be distributed to managers from 
100 hotels in order to gather data. Responses to the survey will be analyzed to identify best practices, 
with room for open-ended responses regarding services not yet identified. The research study will also 
examine service development of hotels using an internal and external framework approach. Internal 
services are mainly represented by online staff training, on the other hand, external services add items 
such as take-out, internet platform cooperation and digital services.  
  
Anticipated Results/Discussion/Implication  
It is anticipated that results will show that the digital services developed and implemented by the hotel 
groups will not only alleviate the industry pressure in the short term, but will also become the industry 
norm in the future. Digital services have effectively helped hotels to reduce industry labor costs and 
improve staff efficiency. Joint marketing bundles between hotel companies with other platforms are also 
effective sustainable service developments that drive customer demand and provide a convenient 
experience for consumers. With the advent of the 5G Internet era, hotels will gradually move into full 
digital management. The two new services must be technologically advanced. Mastering and utilizing 
the most advanced technology will be vital for hoteliers and differentiate industry leaders from 
followers.  
  
References are available upon request  
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Introduction  
Accurate forecast of demand has been the core component of successful revenue management. Although 
there has been a growing body of literature working on improving forecast accuracy in the hospitality 
industry, event, as one of the most vital components, has failed to attract attention since it lacks regular 
patterns and its impact on hotel demand is difficult to measure.  

This research proposes a general and scalable framework that incorporates events in hospitality 
revenue management. By applying the anomaly detection techniques prevailing in statistics, our 
mechanism decomposes occupancy series into regular patterns and residuals and detects abnormal 
demand surges to feature events. To our best knowledge, this research work is the first attempt in 
academia to apply anomaly detection techniques to forecast events for the hospitality business. Our 
work expands the event analysis literature and introduces advanced techniques from other domains and 
provides an efficient solution for various stakeholders in the hospitality industry to incorporate events in 
their revenue management strategies.  
 
Methods  
Our model uses the Seasonal and Trend Decomposition using Loess (STL) approach to decompose hotel 
or rental occupancy data into regular patterns and residuals, then apply anomaly detection methods on 
the residuals. We use four prevailing anomaly detection methods: supervised machine learning, semi-
supervised machine learning, block maxima, and peaks over threshold method, which have been widely 
applied in the data science and financial industry.  

The proposed model is tested in an empirical study with 60,000 vacation rentals’ occupancy data 
from four major cities throughout the world. The “real” event labels are generated by the market experts 
from Beyond Pricing, an international revenue management company for vacation rentals. We also 
design a robustness test to further validate the model.  
  
Expected Results and Implications  
This current research made four main contributions. Firstly, we build on the prior literature on the event 
research and classifies events into regular holidays and non-recurring events that shed different impacts 
on the hotel or rental demand. Secondly, we innovatively focus on the occupancy data of hotel or short-
term rentals to detect events of interest. Most of existed work explores the impact of hotel demand 
brought by certain events (Hermann & Hermann, 2014; Chen et al. 2007; Crotts & Mazanec, 2013; Sun 
et al. 2013) while we utilize a strong indicator that was often ignored, the hotel occupancy itself. 
Thirdly, we introduce the widely applied anomaly detection algorithms in data science and the financial 
industry to the hospitality business and prove their efficiency in forecasting events. We also adjust the 
models so that they can better perform under the hospitality context. Finally, this framework benefits a 
wide range of stakeholders including hotel chain managers, short-term rental property managers, 
revenue management firms, etc. by providing insights on quantifiable impacts brought by regular events 
and more accurate forecast for non-recurring events.  
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Introduction  
The social marketing approach to corporate social responsibility (CSR) communication applies 
traditional marketing strategies that include consumer research, marketing mix, and market 
segmentation to the social causes (Font & Lynes, 2018; Hastings & Saren, 2003). These strategies assist 
in an organization developing tailored messages to reach and persuade their target audience, i.e., 
stakeholders. However, these approaches are limited as it lacks the consideration of how the message is 
dispersed beyond the target audience and adopted within a society (Rucker et al., 2015). CSR policies 
and initiatives often apply not only to stakeholders of a firm but all members of the society that the firm 
operates in.  

In this respect, the application of diffusion of innovation theory can bridge the gap between 
social marketing approach and CSR communications. The diffusion of innovations theory identifies 
factors that can accelerate the dispersion of an innovation (i.e., CSR initiatives) within a society and 
reduce people’s apprehension about adopting the innovation (Rogers, 2003). Merging social marketing 
and the diffusion of innovations theory has previously been employed and shown effective results in 
health communications, such as those for addictions, HIV/AIDS prevention and physical activity 
promotion (Dearing et al., 2006; Martin et al., 2002). Hence, this study combines social marketing and 
diffusion of innovations to provide a stronger theoretical foundation for developing an effective CSR 
communication, especially for the issues with high relevance.  

Though social media provides a great platform to market firms’ CSR efforts that counters 
negative perception (Colleoni, 2013; Kesavan et al., 2013), to date, relatively little attention has been 
paid to theorize CSR communication via social media in the hospitality and tourism literature 
(Kucukusta et al., 2019). Therefore, this study selects social media as the channel for CSR 
communication in conceptualizing a framework that strategizes on how to effectively reach the 
consumers, spread CSR messages within the community, and further promote individual behavior 
change.  

Methods  
This study builds a conceptual framework based on an extensive review of relevant literature. 

Human trafficking is used as a case study for its recent spotlight and possibly detrimental effects on the 
hospitality and tourism industry due to its high relevance. Data mining and content analysis will be 
conducted on corporate social media and publications, such as Twitter, Facebook, and official website, 
to explore firms’ CSR communication practices in regard to the issue of human trafficking.   

Results/Discussion/Implication 
This study expects to contribute to the hospitality and tourism field by developing a conceptual 
framework that provides a basis for building an effective CSR communication strategy which can be 
utilized by future researchers and practitioners.  
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Introduction   
It is been noted that the content of social media is normally considered to be more dependable than 
original travel sites or mass media advertisements (Alizadeh & Isa, 2015)(Fotis, Buhalis, & Rossides, 
2012). The frequency of publishing social media articles in the tourism context is increasing (Alizadeh 
& Isa, 2015). In addition, the cognitive and affective image of destinations is positively affected by 
tourist online platforms (Molinillo, Liébana-Cabanillas, Anaya-Sánchez, & Buhalis, 2018). However, 
the specific aspect of Facebook’s influence on destination marketing is not diverse. Moreover, the 
expansion of digital tourism marketing has formed eWOM, extremely more crucial for the tourism 
industry (Zhou, Yan, Yan, & Shen, 2020). Furthermore, users obtain experience in relational virtual 
communities, they aim to self-regulate activities (Chou, Hsu, Shiau, Huang, & Chou, 2018). Therefore, 
this study focuses on building up an overall view of the relationship between Facebook and destination 
marketing, especially when people are using electronic word of mouth (eWOM).  

Besides, one of the safest countries during the Covid-19 pandemic is Taiwan. In addition, people 
can nurture travel intention to Taiwan when the pandemic is still being occurred. Moreover, Vietnam is 
the seventh country in the most-used Facebook ranking in terms of the number of Facebook active users, 
reach to nearly 67 million Facebook accounts (World Population Review, 2020). Therefore, the case of 
the interaction on Facebook of Taiwan for Vietnamese is considered to be essential for research.    
     
Methods         
The methodology chosen to use is the quantitative method with destination image theory, media richness 
theory, and cultivation theory. An online questionnaire survey will be used to collect data by snowball 
sampling. The sample will concentrate on Vietnamese people who are using Facebook from the age of 
15 to 64. 400 samples will be collected to do analysis for this study. Data collected from the 
questionnaire were computed using the SmartPLS (Smart partial least squares).     
  
Pilot Test Results  
After collecting 120 samples for the pilot test and runing analyses, the framework is not entirely 
standardization. The relationships between eWOM and other variables are significant, except for the 
route of “eWOM – affective image – overall image – travel intention”.  
 
References  
Alizadeh, A., & Isa, R. M. (2015). The use of social media in destination marketing: An exploratory study. Tourism, 63(2), 175–192.  
Chou, S.‐W., Hsu, C.‐S., Shiau, J.‐Y., Huang, M.‐K., & Chou, Y. (2018). Understanding knowledge management phenomena in virtual communities from a 

goal‐directed approach. Internet Research, 28(3), 652–674.  
Fotis, J., Buhalis, D., & Rossides, N. (2012). Information and Communication Technologies in Tourism 2012. Information and Communication Technologies 

in Tourism 2012, (January). https://doi.org/10.1007/978‐3‐7091‐1142‐0  
Molinillo, S., Liébana‐Cabanillas, F., Anaya‐Sánchez, R., & Buhalis, D. (2018). DMO online platforms: Image and intention to visit. Tourism Management, 65, 

116–130. https://doi.org/10.1016/j.tourman.2017.09.021  
World Population Review. (2020). Facebook Users by Country 2020. Retrieved from https://worldpopulationreview.com/countryrankings/facebook‐users‐

by‐country  
Zhou, S., Yan, Q., Yan, M., & Shen, C. (2020). Tourists’ emotional changes and eWOM behavior on social media and integrated tourism websites. 

International Journal of Tourism Research, 22(3), 336–350. https://doi.org/10.1002/jtr.2339 



 

The 26th Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston 

Page 191 

 

MEETINGS AND EVENTS VENUE MARKETING IN A COVID-19 WORLD  
Dana Baker1, Lisa Cain2  

Florida International University, North Miami, Florida, USA, dmbaker@fiu.edu1; lcain@fiu.edu2 
  
Introduction  
Marketing collateral paints the picture of a venue for a planner, by quickly communicating the key 
benefits of both business and product to prospective customers in a visually compelling manner 
(Marketing Collaterals, n.d.). Planners often seek multiple requests for proposals and standing out 
amongst the competition can help to attract the planner to a venue. Oftentimes the first impression, 
marketing collateral can earn credibility if presented correctly (Marketing Collaterals, n.d.). Times of 
crises are unique in that they often call for new and different measures than in times of normalcy. 
Scholars have suggested that marketing efforts should address the crisis head-on by advancing the 
conversation and offering genuine support (Higbee, 2020). Therefore, the purpose of this experimental 
study is to determine how meetings and events planners should market their venues in a post Covid-19 
world. The research will evaluate the response of meeting and event planners to venue marketing 
collateral, determining if venues should feature safety measures or if a simple reference will suffice:  
H1: Participants will express greater comfort when viewing marketing collateral with explicit visual 
emphasis on safety to all other formats  
H2: Participants will be more willing to sign a current contract when viewing marketing collateral with 
explicit visual emphasis on safety to all other formats  
H3: Participants will be more willing to sign a future contract when viewing marketing collateral with 
explicit visual emphasis on safety to all other formats  
  
Methods  
Experimental design will be used to analyze the impact of covid-19 safety standards when featured on 
marketing collateral which represent meetings and events venues. A sample of 100 meeting and event 
planners in South Florida will be targeted. Participants will be randomly assigned to one of three 
meetings and events marketing stimuli (with explicit visual emphasis on safety, with an asterisk and 
explanation of safety protocols, and no mention of safety) and asked to convey their comfort with 
patronizing the space, willingness to sign a contract for the present, and willingness to sign a contract for 
a future event.  
 
Anticipated Results/Discussion/Implication 
Preliminary assumptions are that meetings and events venue marketing collateral should showcase 
visuals that demonstrate safety measures with a note regarding the safety protocol and the collateral with 
no mention of safety protocol. It is also assumed that they will be more likely to book now and in the 
future when examining collateral that has a visual emphasis on safety, over the other two pieces of 
material. The findings will be important to meetings and events venues as they work to fill their spaces 
as properties reopen and meetings and events resume. Moreover, the findings are applicable to other 
segments of the hospitality industry as safety measures are a concern across the board. The findings are 
theoretically significant as they examine planners’ reactions to venue marketing collateral given the 
current climate.  
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  TOURISM DESTINATION MARKETING BY TRAVEL VLOGS 
Ying Zhou1, WooMi Jo2 

University of Guelph, Guelph, Ontario, Canada, yzhou32@uoguelph.ca1; woomi@uoguelph.ca2 

Introduction 

Destination promotional videos have been used by destination marketing organizations (DMOs) to 
promote local tourism for decades (Pan, Santos & Kim, 2017). However, literature reveals their 
limitations in destination marketing as they provide one-sided information and tourists may be 
resistant to their persuasion attempts (Pan, Tsai & Lee, 2011; Gong & Tung, 2016). 
Promisingly, travel video blogs (vlogs) may remedy those limitations as a result of high reliability (Un-
Kon, 2017). To explore travel vlogs’ potential in destination marketing, this study applies the attention-
interest-desire-action (AIDA) principle (Strong, 1925) and operationalize the four components by 
attention, informativeness, authenticity, inspiration, and behavioral intentions, which are selected based 
on their connectivity with the component and their importance in tourists’ evaluations toward a 
destination. Previous literature also shows that tourists’ destination selection might be affected by 
destination competitiveness (Chin, Lo, Razak, Pasbakhsh & Mohamad, 2020), which can be indicated 
by a destination’s physical environment, price value, facilities and tourism resources, etc. (Gómez-
Vega & J Picazo-Tadeo, 2019). 

This study aims to 1) compare the differences between travel vlogs and destination 
promotional videos in the relationships among the five constructs associated with the AIDA 
principle; and 2) explore how destination competitiveness moderates travel videos’ effects on 
tourists’ responses toward a destination by measuring their willingness to pay. 
 
Methods 

Five high and five low competitive destinations are first identified from the World Economic 
Forum’s (2019) Travel and Tourism Competitiveness Report. One travel vlog and one destination 
promotional video are selected from YouTube for each destination. As a result, twenty videos 
constitute the stimuli pool. The target sample population is Canadians who were born between 1985 
and 1999, with targeting sample size of 150. Participants are recruited by online flyers, emails and 
posters and data is collected by Willow, a python-based program. 

Each participant is randomly assigned to one high-competitive and one low-competitive 
destination and is asked to watch the two destinations’ travel vlogs and destination promotional 
videos. The order of the four video combinations is randomized for each participant. After watching 
each video, they fill out an online self-administrated questionnaire regarding AIDA components. To 
elicit willingness to pay for destinations, this study uses a Becker-DeGroot- Marschak (BDM) auction 
(Becker, DeGroot, Marschak, 1964). In the auction, participants bid for the destination after watching 
each of the four assigned travel videos. 
 
Results/Discussion/Implication (Expected Results for the poster submission) 

It is expected that travel vlogs are attractive, informative, authentic, inspiring and can facilitate 
tourists’ intentions toward the depicted destination. Moreover, the five features are expected to have 
significant hierarchical relationships with one another. It is also expected destination competitiveness 
moderates travel videos’ effects on tourists’ willingness to pay for the destination. 
References are available upon request   
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Demi Shenrui Deng1, Soobin Seo2, Zhenmin Li3, Erica Weintraub Austin4 
Department of Hospitality Business Management, Washington State University, Pullman, Washington, USA, 
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Introduction 
The unexpected rising of pandemic crisis has heavily impacted hospitality and wine business. Confronted 
with consistent loss, winery owners and marketing managers are desperately to seek new outlets to 
reverse the status quo. The application of emerging influencer marketing might be a turning point. Even 
though extant existing studies linking the usage of influencer advertising on attitudinal and behavioral 
outcomes (Godey et al., 2016; Lee & Watkins, 2016; Lin et al., 2018; McCormick, 2016), no study was 
found to emphasize on wine marketing. In addition, even though scarce studies substantiated the 
influence of different types of social media on marketing, few researches focused on Douyin (TikTok), 
one of the most downloaded apps worldwide by now (Mintel Group, 2020), and its impact on wine 
marketing. The scarcity in research motivated us to interpret how online customers perceive the newly 
emerging influencer marketing strategy. 
 
This study adopted message interpretation process (MIP) model (Austin et al., 1999, 2000, 2002) as a 
theoretical framework to examine consumer responses to influencer-endorsed wine marketing. The aim 
of this study is to capture a holistic view of previous, current and future customers’ perceptions on this 
rising marketing strategy embedded in the most popular social media network and to identify gender and 
generation difference for more proper and valuable marketing segmentation planning. The findings 
would provide practitioners insightful information for strategy designing and extend the body of 
knowledge in marketing. 
 
Method 
The current study utilized 24,458 harvested user generated contents from 81 wine-related short videos on 
Douyin (TikTok) via python program. In order to analyze all the collected data, topic modelling was 
introduced to portray the reviews by topic frequency with the help of python Jieba, which was widely 
operated to handle Chinese message processing. Sentiment analysis was also conducted to capture the 
emotion response of reviewers via python program. To quantify statistical significance of gender and 
generation difference, non-parametric tests (Mann-Whitney U tests) were conducted via SPSS software. 
 
Results 
The emotional responses on the influencer-endorsed wine marketing were neutral driven (44.89% 
neutral, followed by 40.81% positive). Most of the topics were related to product (i.e. wine types, country 
of origin, sensory elements, drinking scenarios), followed by influencer characteristics (i.e. appearance), 
affection, drinking intent and purchasing related behavior (i.e. purchasing intent, shipment). There was 
statistically significance on this strategy from gender difference (i.e. emotional and logical) and 
generation difference (i.e. skepticism). 
 
References are available upon request   
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UNGROUNDED: A CASE STUDY OF POST-PANDEMIC AIRLINE TRAVEL TO HAWAII  
Ricardo Avila1, Lisa Cain2  

Florida International University, North Miami, Florida, USA, ravil003@fiu.edu1, lcain@fiu.edu2  
Introduction  
The statistical comparison of travel between pre-pandemic and current pandemic conditions has seen a 
significant decline in the number of passengers that are willing and able to travel with airlines. Per the 
Transportation Security Administration (TSA), the airline industry has experienced a decline of an 
estimated two million passengers daily since the beginning of the COVID-19 pandemic (TSA, 2020). As 
the airline industry continues to face grounding due to the pandemic, the issues surrounding the 
rejuvenation of airlines must consider implementing proper safety precautions to ensure the safety of 
every passenger, utilize those implemented precautions as the driving point in the firm’s redevelopment 
of the marketing strategy, and provide an attractive flight fare for all passengers. For example, flights to 
Hawaii are completely reconstructing procedures for traveling to the islands, which includes preflight 
testing before travelers arrive at their scheduled flights to alleviate the 14-day quarantine upon arrival to 
the islands and allow travelers to begin the vacation upon arrival. As the Hawaiian Islands are 
particularly susceptible to devastation from a pandemic if it reaches the islands due to their isolated 
nature and limited hospital infrastructure, they may serve as a benchmark for how to properly and safely 
utilize air travel during a pandemic. Therefore, this case study will explore travel requirements for 
airline passengers to the Hawaiian Islands to analyze the effects of the COVID-19 pandemic on the 
airline industry and the subsequent impact on the destination. 
 
Methodology  
A case study methodology analyzing the extant practices of Hawaiian Airlines, American Airlines, and 
United Airlines will be utilized. In addition, the case will examine travel requirements provided by 
sources such as the CDC, the World Health Organization (WHO), the TSA, and the FAA with regard 
to the airline industry. Additionally, due to the burgeoning nature of the topic, additional ancillary 
marketing and protocol information will be gathered from governmental and scientific websites, along 
with relevant news articles. The time frame of the case study will be from October 15, 2020 – October 
30, 2020, in order to capture the data revealed from the pilot test of the reopening of the airlines with 
regard to their new policies and procedures when traveling to the Hawaiian Islands. If these dates 
change due to spikes in the number of positive COVID-19 cases, then the date range of data collection 
and analysis will change accordingly.  
 

Anticipated Results/Discussion/Implication   
It is anticipated that the results will show how destinations may work with the airline industry to ensure 
that travel experiences mimic those that occurred during pre-pandemic traveling conditions in a safe 
manner. The case of the airlines and the Hawaiian Islands during the pandemic also allows the airline 
industry to identify areas for innovation and progress for developing new methods to gain a competitive 
advantage over other airlines or destinations. 
 
References are available upon request  
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THE EFFECTS OF AWARENESS, ACCEPTABILITY, ACCESSIBILITY, AND 
AFFORDABILITY (4A'S) ON INTENTION TO HIRE A WEDDING PLANNER  

Inna Soifer1, Eun-Kyong (Cindy) Choi2  
The University of Mississippi, University, Mississippi, USA, isoifer@olemiss.edu1; echoi2@olemiss.edu2  

Introduction  
The wedding market is high spending and, therefore, a lucrative one for wedding venues, hotels, 
destinations, and other vendors (Lau & Hui, 2010). Hiring a wedding planner is one of the modern 
trends contributing to the wedding industry's success, a $53 billion business in the United States (Cohen, 
2016; Seaver, n.d.).  

Wedding research to date has primarily focused on destination weddings (Bertella, 2015; 
Etemaddar et al., 2018; Jang et al., 2007; Kim & Agrusa, 2005; Major et al., 2010), evaluation of the 
wedding categories (Peng & Wang, 2017), venue selection (Daniels et al., 2012; Lau & Hui, 2010; 
Thuraiselvam & Yii, 2017), and Millennial generation's preferences (Myung & Smith, 2018). However, 
identifying factors that determine couples' decision to use wedding planning services has received little 
attention in the academic literature. In line with the call for using customer-driven models that better 
align services with essential customer values in marketing research (Ettenberg, 2003; Festa et al., 2016; 
Håkansson & Waluszewski, 2005; Safari et al., 2017), this study will investigate the research gap by 
applying the 4A's (awareness, acceptability, accessibility, and affordability) framework proposed by 
Sheth and Sisodia (2011).  

The purpose of this study, therefore, is twofold: (1) to investigate how awareness, acceptability, 
accessibility, and affordability affect couples' intention to hire a wedding planner, and (2) to test the 
moderating roles of the first and subsequent marriages and couples' sociodemographic factors.   

Methods  
The study's target population is the U.S. couples who are engaged or are in the process of planning a 
wedding. A self-administered questionnaire which will be distributed to an online panel will consist of 
15 items derived from previous studies (Cox et al., 2009; Safari et al., 2017) measuring the 4A's 
dimensions and hiring intention on a seven-point Likert scale ranging from 1 (strongly disagree) to 7 
(strongly agree). The questionnaire will also include demographic questions. Using the IBM SPSS 
Statistics (Version 26), a multiple regression analysis will be performed to examine the proposed 
hypotheses.  

Expected Results/Discussion/Implication  
The study findings will contribute to the existing literature on wedding events by applying the 4A's 
framework in the wedding industry context. Furthermore, we will compare the intention to hire a 
wedding planner between the first and subsequent marriages and examine how the interplay of socio-
demographic factors, including socioeconomic status and sexual orientation, may influence couples' 
decision-making process.  

The study findings will also provide wedding planners with useful insight into understanding the 
factors contributing to couples' decision to use wedding planning services. Such information should 
facilitate more effective marketing campaigns and event pitches for wedding planners' clientele, which, 
in turn, may lead to increased profitability of the wedding agencies.  
 
References are available upon request  
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EXTENSION OF THE THEORY OF NARRATIVITY: TIME-OF-DAY EFFECT IN USER-
GENERATED CONTENT  

Wenqi Wei1, Irem Onder Neuhofer2  
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Introduction  
Previous studies demonstrated that stories thrive on positive feedback, but limited studies explored 
stories created by travelers. In this study, we aim to examine the effect of the structure of the stories 
created by travelers from the narrative perspective with rigor. Narrativity, the extent of which a text tells 
a story (Sturgess 1992), is regarded as the power to build places (Stokowski 2002) and to accommodate 
with local stories of place uniqueness and national significance (Rickly-Boyd 2010). Meanwhile, time-
of-day is critical to develop a profitable social media schedule to maximize traffic (Perez 2018), and has 
been found in chronopsychology to affect social media behavior because of variation of working 
memory efficiency (Lupien et al. 2005). Therefore, this study aims to (1) examine the relationship 
between narrativity and positive feedback, and (2) identify whether the positive relationship is 
moderated by the time-of-day.  
  
Methods  
We plan to purchase Instagram posts with geographic tourist attractions from Picodash, a marketing 
service company that can export data from Instagram. This setting is chosen because Instagram plays an 
important role in storing travelers’ experience and influencing the decisionmaking of potential travelers 
(Hou, et al. 2019), and features high level of synchronicity.  

Researchers in linguistics identified five critical structural elements that are necessary to form a 
story, including affective and cognitive consciousness (Feldman et al. 1990), motion, spatial and 
temporal embeddings (Thompson 1997). The Linguistic Inquiry and Word Count (LIWC) (Pennebaker 
et al. 2007) is employed to compare each word in a text against predefined word categories and calculate 
the proportion of total words that matches each dictionary. Therefore, the proportions of five narrative 
elements represent the level of narrativity. Positive feedback will be measured by the number of likes. 
Time-of-day acts as the moderator, in which four conditions are captured from posting time, including 
Morning, Afternoon, Evening and Night. Control variables include text eloquence (Vasquez 2014), text 
length (Pan and Zhang 2011), text readability (Ghose and Ipeirotis, 2011), and the number of followers 
of the profile (De Veirman et al., 2017).  
 
Expected Results/Discussion/Implication  
We expect that the relationship between narrativity level and positive feedback is significantly positive 
since humans are unconsciously better at understanding stories than arguments (Lundqvist et al., 2013). 
We also expect that the positive relationship is moderated by the time of day: specifically, the slope is 
highest in the morning, lowest in the mid-afternoon, and moderate in the evening. Social media users 
encode, process and decode posts by their working memory availability, which varies according to the 
time-of-day effect (Lupien et al. 2005).  

This study will empirically show how travelers develop stories with definitional features of 
narrative elements leading to positive feedback. Time-of-day is innovatively incorporated in the theory 
of narrativity. In practice, we encourage DMO not only to create stories as storytellers, but also to 
motivate travelers to become the story characters and narrate their travel stories.  
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PERSUASIVENESS OF STORY AND FACT   
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Introduction  
Storytelling has recently become a powerful strategy in destination marketing as it conveys not only 
fact-based information but also emotional and affective information which engages tourists mentally in a 
narrative world and “transports” them to the destination (Tussyadiah & Fesenmaier, 2008). Emotional 
responses and transportation are two major components of the narrative persuasion process and act as 
mediators of storytelling advertising’s impact (Green & Brock, 2000). By eliciting narrative 
transportation in storytelling ads, destinations can effectively influence travelers’ long-term attitude and 
intentions in destination promotions (Escalas, 2004; van Laer, de Ruyter, Visconti, & Wetzels, 2013). 

However, with limited understanding of the persuasive process, especially in the context of 
destination advertising, it is not clear when and how is story more persuasive than facts, and what factors 
influence their persuasiveness? This study aims to answer these questions by evaluating and comparing 
the persuasive effects of destination advertising in two forms - stories and facts as well as examining the 
factors that influence the persuasive effect. 
  
Methods  
This study aims to compare the persuasive effects of two forms of destination advertising (stories and 
facts) as well as investigating the moderating effects of interest and familiarity with destination on 
advertising persuasiveness. An online survey will be created and a total of 600 surveys will be 
distributed. Each qualified participant will be randomly assigned to one of two different conditions 
(storytelling ad vs. factual based ad). The advertising included in this study will be designed for tourism 
destinations of the United States. The contents of the advertising articles will be based on the online 
tourism advertising designed by a destination marketing company. For each destination, two types (story 
and fact) of tourism advertising with similar topics will be selected as test materials. The graphic and 
layout design will be kept as same as possible between the two types of advertising in order to exclude 
the influence of visual effects. After reading the advertising, participants will be asked to answer 
questions designing to measure the persuasive effect of the advertising.  
 
Expected Results/Discussion/Implication  
In order to design effective destination storytelling advertising, it is critical to understand how tourists 
process and react to tourism advertising in different formats. In this study, storytelling is expected to 
show stronger persuasive effect than factual based advertising by inducing a greater level of 
transportation. In addition, it is expected that interest in visiting the destination and familiarity with the 
destination are two factors that will moderate the persuasive effects of storytelling and factual based 
advertising.  

This study will contribute to the current theoretical understanding of the underlying persuasion 
process of destination advertising and the persuasive effect of storytelling as a destination promotion 
strategy. Further, this study will offer practical insights and implications for destination marketing on 
designing successful tourism advertising by strategically combining the persuasive benefits of stories 
and facts.  
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Introduction  
In the restaurant industry, the popularity of independent restaurants indicates a shift in customer 
expectations and preferences (Diaz, 2019). This change is also witnessed in Saudi Arabia. New 
independent restaurants represent Saudi’s traditional cuisine with a new style (Al-Asraj, 2019). Since 
2012, social media has been trending among Saudis. Restaurants owners are a part of this revolution, 
and they become active on social media. Recently, social media influencer marketing has turned into a 
phenomenon that has invaded most sectors, but it is gaining a different taste when it comes to restaurant 
brands. Using social media influencer marketing is regarded as an ideal promotion tool for independent 
restaurants due to its low cost (Needles & Thompson, 2013). However, effective influencer marketing 
requests an independent restaurant to invest additional budget and time, which puts a small organization 
at a disadvantage (Kim et al., 2016). This study aims to explore factors influencing influencer marketing 
effectiveness on Saudis choice of independent restaurants in Saudi Arabia. Specifically, this study will 
examine the effects of influencer type and content type on Saudis’ restaurant choice with the mediating 
effect of emotion and the moderating effect of involvement by using the Elaboration Likelihood Model.    

Methods  
Elaboration likelihood model (ELM) is used as the theoretical foundation of this study (Petty & 
Cacioppo, 1986). This study will use a 2 (influencer type: expert vs. non-expert) × 2 (content type: 
expert vs. non-expert) experimental design. The study population will be the Saudis, who live or visit 
Riyadh city in the Kingdom of Saudi Arabia and use social media platforms (Snapchat / Instagram). 
Four fictitious social media influencer posts will be created as stimuli. After providing consent, the 
participants will be randomly assigned to one of the four conditions. Participants will review one social 
media influencer post and then complete an online questionnaire. Measurement scales in this study will 
be adopted from prior studies and modified to fit the context of restaurant influencer marketing. 
PROCESS macro for SPSS Statistics 24 will be used to conduct statistical tests for group differences 
and interactions.  

Expected Results  
The study will contribute to the existing literature on influencer marketing by addressing the research 
gap in the independent restaurant context and extending ELM applications on social media influencer 
marketing. This study will provide independent restaurant practitioners guidance on conducting effective 
SMI influencer marketing. In particular, our findings will offer insights on (1) whether independent 
restaurant owners should consider marketing through expert influencers or non-expert experts; (2) 
whether the content of the social media post needs to be professional or not, and (3) whether 
involvement is essential for influencer marketing. 
 
References are available upon request  
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GENERATIONAL DIFFERENCES IN DINING OUT   
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Introduction  
Consumption patterns differ significantly among generations. Today's consumer market has three 
distinct generations of consumers – Baby Boomers, Generation X, and Generation Y (Millennials). Each 
generation has distinct tastes, preferences, purchasing behaviors, and consumption patterns 
(Bathmanathan, Rajudurai, & Sohail, 2018). The differences in consumption patterns are highly 
prevalent in the restaurant industry. Each generation exhibits varying characteristics related to the 
frequency of dining out, expenditure in restaurants, and preferences in the type of restaurants they visit. 
Millennials (born between 1980 and late 1990s) are particularly distinct from the earlier generations. 
They have the highest dining frequency and the highest expenditure on food and drinks in the restaurant 
industry (Jang, Kim, & Bonn, 2011). This study is guided by two theoretical frameworks: theory of 
generation (Priporas, Stylos, & Fotiadis, 2017) and consumer socialization theory (Harrington, 
Ottenbacher, Staggs, & Powell, 2012). This exploratory study investigates the factors contributing to 
Millennials dining out more frequently than Baby Boomers and Generation X, as well as differences in 
their dining preferences and choices.   
  
Methods  
The proposed study will employ qualitative methods. Data collection will be done using semi-structured 
questionnaires and analyzed using the content analysis approach. According to Lavrakas (2008), the 
qualitative design is appropriate since the study investigates the motivations and reasoning of people 
from different generations that guide their consumption patterns in the restaurant industry. The 
participants in the study will be selected using the quota sampling approach. US restaurant consumers 
will first be divided into three quotas representing the three major generations: Millennials, Generation 
X, and Baby Boomers. Equal samples of 30 participants will then be identified from each quota and data 
collected from them. Since this is a non-probabilistic sampling approach, participants in the study will 
be selected based on convenience, availability, and willingness to participate. However, data will only 
be collected until theoretical saturation has been achieved.  
 
Anticipated Results /Discussion/Implication  
It is anticipated that Millennials will report dining out more frequently than all other generations. 
Although they may not be the highest-earning generation, they may have fewer expenses, which gives 
them more disposable income to use on dining out. Millennials are also expected to have 'normalized' 
dining out to socialize from an early age and continue to use it to associate with friends. Millennials are 
also expected to be exposed to more dining opportunities through their online engagements.  

Baby Boomers are expected to have the lowest frequency of dining out. This generation is 
expected to mainly eat away from home out of necessity or on special family occasions. Although 
Generation Xers are cost-conscious, they may be dining out more than Baby Boomers because of their 
low family orientation. Members of this generation are expected to be less trusting of marketing 
messages and keen on what they get out of dining out. Notably, they are expected to be highly motivated 
by discounts and dining out with sizeable social significance like family gatherings. 
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Introduction  
Although certain preventive measures, such as mask-wearing and keeping social distance, are mandated 
for restaurants during the reopening period by local governments, many restaurants did not strictly 
follow these rules. For example, in June, nearly 50% of restaurants and bars in Los Angeles was found 
to have employees who did not wear masks while working (Lin et al. 2020). Additionally, more than 
500 restaurants in New York State were facing COIVD-19 related charges due to violation of rules 
(NYdatabase, 2020). Currently, study is limited on how preventive measures implemented by restaurants 
would affect customers’ trust in the restaurant brand, which would further affect their intention to dine 
out after reopening. In addition, little is known if customers’ perceived risk of dining out during 
reopening would impact the above relationships. Thus, this study will 1) Examine the interplays between 
the perceived importance of preventive measures, brand trust, and intention to dine out during COVID-
19 reopening; 2) Investigate the moderating role of perceived risk on the relationships between the 
perceived importance of preventive measures and brand trust, and the perceived importance of 
preventive measures and intention to dine out.  

 
Figure 1: Proposed Research Model 

Method  
Upon IRB’s approval of this research protocol, an online survey will be created on Qualtrics. The survey 
instruments will be developed based on previous literature, which will include ten items measuring 
brand trust adopted from Kabadayi and Lerman (2011), three items of purchase intention adapted from 
Kim et al. (2012), and six items of perceived risked from Brug et al. (2004). The scales to measure the 
perceived importance of preventive measures will be developed based on the reopening guidelines 
published by the National Restaurant Association (NRA, 2020). The survey instrument will be revised 
based on the results of the pilot test. Amazon Mechanical Turk (AMT) will be used to collect the data 
for the main study with a target sample size of 350. Cronbach alpha will be used to test the reliability of 
the scaled items, and multiple regression will be used to test the proposed relationships. A p-value of 
<.05 will be considered as statistically significant.   

 
Expected Results 
The study will fill the gap in the literature by revealing factors that affect customers’ intention to dine 
out during the reopening period, thus making recommendations for the restauranteurs to attract more 
customers. For example, if brand trust increases dine out intention, restaurant operators may increase the 
trust level of customers by advertising the preventive measures inplace and the priority they place in 
ensuring customers’ health.    
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Introduction  
The service industry is Canada’s largest in terms of GDP per capita, and contains 76% of the labour 
force (Canadian Visa, 2020). Additionally, sustainability in the foodservice industry is a recent trend, to 
be socially and environmentally responsible, and profitable for business owners (Revell, 2007). In the 
background of sustainability in restaurants, the Coronavirus Disease sparked a global pandemic that 
arrived in Canada on January 25th, 2020 (Government of Canada (a), 2020). Since then, the virus has 
necessitated a wave of social and economic changes such as physical distancing, wearing face coverings, 
increased hygiene, and shutting down businesses (Hale, 2020). COVID-19 has had a significant negative 
financial impact on the Canadian foodservice sector. As Tse remarks in a 2006 study about the SARS 
virus, most restaurants were ill prepared to manage a crisis and disregarded ethical practices in favour of 
financial gain. The literature over the 21st century has discussed the importance of restaurants adopting 
sustainability initiatives (Revell, et al., 2007), however as soon as crisis struck, sustainability appeared 
not to be a priority. The purpose of this study was to observe managerial decision-making in Canadian 
foodservice businesses during the various stages of lockdown and reopening, focusing on the impact of 
those decisions on pre-COVID-19 economic, social and environmental sustainability initiatives.   
  
Methods  
The study used semi-structured interviews over two-months (June 2nd to July 31st, 2020) with three 
Canadian foodservice establishments (one interview each per week, twenty-four interviews total). The 
participants were in three different provinces of Canada (Ontario, Manitoba, and British Columbia) to 
gather representation of the COVID-19 affect across the country. The interview questions were adapted 
from similar semi-structured qualitative interviews found in the literature (Roy, 2019). The interviews 
were recorded with consent and digitally transcribed verbatim with the transcription software; NVivo. 
The interview transcripts were then analyzed using thematic coding of repeat topics found in the 
interviews. The coding system was then interpreted into conclusions of the participants’ experiences 
throughout the data collection period.   
  
Results/Discussion/Implication (Expected Results for the poster submission) 
The results contributed to the three components of Paul A. Anderson’s crisis management theory: 
Decision-Making by Objection (Anderson, 1983). The characteristics are: focusing on avoiding failure, 
making successive decisions, and discovering new goals as the crisis persists (Anderson, 1983). The 
results showed that decision-making impacted the environmental initiatives in foodservice 
establishments by imposing a throwaway culture of food waste and personal protective equipment. The 
pandemic also impacted numerous social and economic initiatives. Similarly, sustainability was not 
found to be a top priority, operational short-term is the focus over strategic long-term decisions, 
managing their people was a priority, third party assistance had a great effect, and the pandemic may 
change the future of foodservice forever. Future research could expand the breadth of the study by 
involving participants of a more diverse sample. 
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COVID-19 OPTIMISTIC BIAS ABOUT FOOD SAFETY IN CONSUMERS: A FOODSERVICE 
INDUSTRY CONTEXT  

Karla M. Acosta1, Sujata A. Sirsat2  
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Introduction  
Ensuring the safety of food served in restaurants and food establishments continues to be an essential 
issue in the foodservice industry. With COVID-19 changing the way that the foodservice industry 
operates in effort to mitigate the number of cases, several CDC guidelines have been implemented 
(CDC, 2019). While posting COVID-19 guidelines is intended to help consumers feel safe and induced 
to dining, consumers’ perceptions, knowledge and behaviors have yet to be explored.  

Research in the last decade has indicated that individuals tend to believe that they are less likely 
to experience negative events, and more likely to experience positive events than their peers; this 
phenomenon is known as optimistic bias. Optimistic bias has been studied in a foodborne illness context 
(Van Rijswijk and Frewer, 2008; Miles and Scaife, 2003; Rossi et al., 2017; Peterson and DeAvila, 
1995; Raats et al., 1999; Sparks and Shepherd, 1994; Da Cunha et al., 2014) but has yet to be studied in 
a pandemic environment.  

Therefore, the purpose of this study is to use the concept of optimistic bias as a framework to 
investigate how consumers evaluate restaurants’ new food safety practices to reduce the spread of 
COVID-19. This study will answer the following research questions:  

1. Do consumers lack knowledge?  
2. What is the impact of observed food safety practices at restaurants on consumers’ revisiting 

intentions and WOM intentions?  
3. What food safety practices are most important to consumers?  
4. Are consumers’ optimistic bias a threat to the hospitality industry?  
  

Methods  
A 2 x 2 x 2 within-subjects factorial experimental design will be implemented through a data collection 
website. The initial survey will identify demographics, self-reported behaviors and practices. The second 
portion will identify how restaurants’ food safety practices during a pandemic affect consumers’ 
revisiting intentions and WOM intentions. Once participants indicate that they are at least 18 years of 
age and have lived in the United States for the past 6 months, the participants will be introduced to a 
scenario that briefly introduces the study but disguises the study’s main purpose where they will be 
asked to imagine a dining experience at a casual dining restaurant and then presented with a video of one 
of the experimental scenarios. 
  
Expected Results/Discussion/Implication  
The results of this study will be statistically analyzed through SPSS version 26 software. The results of 
this study will help the hospitality industry better understand consumer knowledge, perceptions and 
behaviors as it relates to food safety in a post-pandemic world. In particular, this study will help 
hospitality establishments understand which food safety practices are most important to consumers and 
will be the first study to utilize the concept of optimistic bias with food safety in the context of a 
pandemic.  
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SOLO-DINING BEHAVIORS AMONG SENIOR IMMIGRANTS: A CROSS-CULTURE 
EXAMINATION  
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Introduction  
The number of solo consumers has experienced significant growth in recent years. Among solo 
consumptive behaviors, there is increased visibility of solo diners in various countries (Moon, Bonn & 
Cho, 2020). Solo dining, as a relatively new trend, could cultivate different attitudes among different age 
groups. Previous literature has focused on solo dining behavior itself but not specifically for senior 
consumers (Kim & Jang, 2019; Moon et al., 2020). The market segmentation should not be overlooked. 
With the longer life expectancy and aging baby boomers, seniors account for a large proportion of the 
adult population and constitute a new consumer market (Yoon, Cole & Lee, 2009). It is expected that the 
number of people who are 60 and over will increase from 26% in 2010 to 53% in 2060, making it the 
fastest-growing consumer segment (Euromonitor, 2017). Meanwhile, culture unconsciously influences 
and shapes individual behaviors (Luna & Gupta, 2001). Research on how different culture background 
affects consumers’ attitudes towards solo dining can provide implications to foodservice industry. Thus, 
this article will focus on senior immigrants’ solo-dining behaviors. Current study adopts the model of goal-
directed behavior (MGB) to gain better understanding of this important growing population’s solo-dining 
behaviors. An extended MGB by incorporating Hofstede (1980)’s cultural dimension theory to explore 
the moderating effects of individuals’ cultural background. 
  
Methodology  
A self-selected convenience sampling will be applied to collect data. An online questionnaire will be 
designed on Qualtrics®. The immigrants in Canada who are 65 or older and have dined out alone at least 
once in the last three months could take part in the survey. Participants will be selected using Amazon’s 
Mechanical Turk (MTurk) which has been used in various social science research (Moss, Rosenzweig, 
Robinson & Litman, 2020). Considering number of variables included in the study, a total of 400 
complete samples is targeted. Measurement items for each construct in the MGB are adopted and 
modified to fit to this study. (Ajzen,1991; Perugini & Bagozzi, 2001) (e.g., “I think that going for solo 
dining is positive”, “Most people who are important to me think it is okay for me to go for solo dining”). 
A 7-point Likert scale (1= ‘strongly disagree’ and 7= ‘strongly agree’) were used for all variables 
measuring. The completed data will be analyzed using confirmatory factor analysis and structural 
equation modelling to test the relationships among the constructs.  

 
Expected Results  
This study could add contribute to the understanding of seniors’ solo dining behaviors under the influence 
of cultural dimensions. The result will bring implications to foodservice industry. If cultural dimensions 
have an impact on the behavioral intention of senior immigrants. Restaurants concentrating on solo dining 
can be built according to the distribution of ethnicity. 

 
 

References are available upon request  
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Introduction 
Today, keeping restaurant customers loyal is a consistent challenge. Many factors may result in 
customers’ switching behavior, including discounts for off-peak hours, availability off locally sourced 
food, e-ordering and e-payment options (National Restaurant Association, 2019). 
Loyalty is an important business strategic outcome for hospitality organizations, and it goes beyond 
favorable attitudes and behavioral responses, as it also involves emotional commitment (Mattila, 2001). 
One important antecedent of such a level of loyalty is customer delight (Torres et al., 2019). Previous 
studies have identified various antecedents of customer delight, including memorable experiences (Ma 
et al., 2013) and surprise (Barnes et al., 2016; Crotts & Magnini, 2011; Finn, 2005; Torres et al., 2019). 
However, these relationships were mostly investigated in tourism and lodging context and are lack of 
empirical evidence in dining experience context. 

In addition to the lack of understanding of memorable dining experience’s effects on customer 
delight and loyalty, recent changes in the dining scene also call for attention to understand the 
challenges of creating memorable dining experiences. With increasing online ordering, actual dine-in 
traffic in restaurants has been relatively reduced, resulting in a decrease in usage of the physical 
restaurant space in some of the restaurant segments (Klein, 2018), which may reduce the opportunities 
for restaurant professionals to create a personalized dining experience. However, because of the 
pandemic, customers may have a different perspective when it comes dining-in experiences as it does 
not come as easy as prior to COVID-19. 

This purpose of the study is to empirically investigate the impact of memorable dining 
experience and surprise on restaurant customers’ delight and loyalty. The study follows a cognitive 
appraisal theory logic which suggests that a cognitive evaluation of an experience will lead to an 
affective stage, and such emotion can result in coping changes in behaviors (Bagozzi, 1992). 
 
Methods 
The study will take a quantitative approach in answering the research questions. The data will be analyzed 
using multivariate analysis methods. The population of this study is customers who had a positive and 
memorable dining experience in a full-service restaurant in the past six months. 
The sample that will be recruited consists of customers above 18 years old from Amazon Mechanical 
Turk (MTurk) in the U.S. A pilot study will be done with 100 surveys in order to assess if the 
measurement items are easily understood and comprehensive. 
 
Expected Results & Implication 
This study will contribute memorable experience literature in understanding the impact of memorable 
dining experience, especially with the potentially lasting impact of COVID-19 pandemic on restaurant 
industry. This study will also contribute to cognitive appraisal theory by expanding its application to 
memorial dining experience literature. 
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Introduction 
The craft beer industry has been continually growing even though overall U.S. beer volume sales have 
decreased (Brewers Association, 2019). It has contributed $79.1 billion to the U.S. economy and 
provided more than 550,000 jobs in 2018 (Brewers Association, 2019). Craft breweries in many 
regions and countries also engage in tourism planning, such as craft beer trails. Therefore, the 
significance of craft beer industry cannot be overlooked. 

A popular phenomenon in craft beer industry is collaboration. Successful collaboration has 
many strategic benefits, including increasing brand equity, financial gain, and improving brand image 
and familiarity (Park et al., 1996; Rao & Ruekert, 1994). For small and medium enterprises (SMEs), 
Robson & Bennett (2000) suggested that the best strategy to enter new markets is to form an alliance 
with other SMEs or with larger firms. Local partnership between SMEs with their suppliers can also 
result in profit growth as well as service quality improvement. Craft brewery collaboration is a key 
element in this industry’s growth and innovations (Alonso et al., 2018; Said, 2019). It helps craft 
breweries to improve qualities, gain new market and customers, and generate sales (Alonso et al., 
2018). Therefore, it is important to further understand the evolving forms of craft brewery 
collaboration. 

Existing research on craft brewery collaboration have been mostly focused on collaboration 
activities among breweries, namely collaboration with internal partners (e.g. Alonso et al., 2018; 
Cunningham & Barclay, 2020; Kraus et al., 2019; McGrath & O’Toole, 2018; Said, 2019). However, it 
is still unknow why craft breweries engage in some other form of external collaborations, that is 
collaboration with non-hospitality industries. 

This study aims to answer the research question, that is--what motivates craft breweries to 
engage in various forms of external collaboration by applying Vroom’s (1964) expectancy theory. The 
goal is to develop a conceptual framework of craft brewery external collaboration using multiple 
theoretical perspectives. 
 
Methods 
Data will be collected from both interviews with the key decision-makers in the craft brewery industry 
and other relevant documents. A grounded theory approach will be adopted in the data analysis process. 
The targeted potential participants are decision-makers of collaboration from 
U.S. craft breweries. Participants will be identified by criterion sampling strategy and maximum 
variation strategy. The Snowball sampling technique will also be utilized to generate additional 
participants (Creswell & Creswell, 2017). 
 
Expected Results & Implication 
This study will contribute to motivation theories in understanding SME’s motivations in collaboration. 
Practically, this study will provide insights to various stakeholders involved in craft brewery external 
collaboration in terms of providing support to one another and building a sense of community. 
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Introduction 
Excellent food in conjunction with high-quality service and good atmosphere contribute to excellent 
overall dining experience (Ryu et al, 2012). Employee service was listed as one of the key components 
in restaurant service quality evaluation (Slatten & Mehmetoglu, 2011). While high-contact services 
characterize the unique nature of restaurant industry, COVID-19 introduced severe risks into service 
delivering process (Jose & Comfort, 2020). Therefore, restaurants adopted measures in response to the 
duty of protecting the safety of their customers, such as offering online food delivery service. The impact 
of online food delivery service on restaurant performance and customer purchase intention during 
COVID-19 will be investigated in this paper. 

This paper aims to suggest survival and recovery strategies from the effect of COVID-19 for 
restaurants. The specific objectives of this research are to 1) investigate the impact of online food 
delivery service on restaurant financial performance as a preliminary study and 2) examine the impact 
of online food delivery service on customer purchase intention via Theory of Planned Behavior 
(Ajzen, 1991), online payment privacy concerns as moderator. 
 
Methods 
Study 1. To test the relationship between customer risk reduction behaviors and restaurant financial 
performance, regression analysis will be employed with multiple independent variables for study 1. 
Independent variable describes the efficiency of customer risk reduction strategies such as the number 
of delivery orders; dependent variables describes business financial performance such as total sales 
and revenues. Control variables including review numbers, average rating, and market price will be 
inserted to the regression equation. Data will be collected from multiple secondary data source that 
publish restaurant sales and revenue data. 

Study 2. An online Qualtrics survey will be designed and distributed online to gather 
information on following variables: 1) Customers’ attitude towards online food delivery service; 2) 
Subjective Norms; 3)Perceived behavior control towards online food delivery service; 4)Customers’ 
purchase intention towards online delivery service; 5) Customers perceived risk towards COVID-19; 
6)Customers’ online payment concerns; All variables are assessed on 7- point Likert scaling. 
Confirmatory Factor Analysis (CFA) will be used to prove validity and reliability of the measurement 
model. The structural relationship will be measured through Structural Equation Modeling (SEM). 
 
Results/Discussion/Implication (Expected Results for Poster Submission) 
There are three major expected results of this paper. First is to prove online food delivery service will 
positively affect restaurants’ financial performance. Secondly, we expect to prove that 
positive customers’ attitude, subjective norms, and higher perceived behavior towards online food 
delivery service have positive impact on customers’ purchase intention towards online food delivery 
service. Lastly, online payment privacy concerns will moderate the relationship stated above. 
Theoretically, this paper will contribute to the body of literature in customer purchase intention under 
the condition of COVID-19. Practically, the result of this paper will help restaurant business navigate 
through similar environment settings in the future. 
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Introduction 

Millennials have been found as the most promising market drivers in the wine consumption sector 
(Fountain & Lamb, 2011; Velikova, Charters, Fountain, Ritchie, Fish, & Dodd, 2016). Previous 
studies focusing on young wine consumers identified that Millennials consumed more wines than any 
other generation (Fountain & Lamb, 2011) and perceived wine as a social beverage (Olsen et al., 
2007). Millennial consumers drink wines in a variety of social settings and occasions (Teagle et al., 
2010; Thach, 2011), are more open-minded in terms of wine selection (Fountain & Lamb, 2011), and 
react to wine advertisement differently (Velikova et al., 2016). Research also shows that millennials 
are interested in ordering wines in casual-dining restaurants as a worldwide trend (Choi & Silkes, 
2010). 

According to Thompson and Barrett (2016), the millennial generation has expressed interest in 
wine products and the pairing of the drink with other meals. However, little is known about their wine 
purchase decisions when eating in casual dining restaurants, especially the impacts of wine and food 
menus. Therefore, the purpose of the study was to examine the wine purchasing behaviors of millennial 
consumers when eating in casual-dining restaurants. This study's specific objectives were to (1) explore 
the effects of types of menus on consumers' attitudes toward wine selection when eating in restaurants, 
and (2) examine the impacts of knowledge levels on consumers' attitudes and intentions toward 
purchasing wines with foods. The elaboration likelihood model (ELM) developed by Richard E. Petty 
and John Cacioppo in 1986 will be used as the theoretical framework to explain the proposed 
relationships. 
 
Methodology 
This study employed a two (menu presentation type: foods and wines paired menu vs. foods and wines 
separated menu) × two (wine knowledge level: high vs. low) between-subjects experimental design. 
After granting consent, participants will be randomly assigned to look at a casual restaurant menu (one 
of the two types in the experiment) and answer questions in the survey. 

The online survey instrument in this experiment is developed based on previous literature. A set 
of 20 questions is modified from Velikova, Howell, and Dodd’s study (2015) to test participants’ 
objective wine knowledge. Questions about wine attitudes are adapted from MacKenzie et al. (1986), 
while wine purchase intentions questions are modified from the scale used by Barber and Taylor 
(2013). Questions about participants' demographic characteristics, such as gender, age, ethnicity, and 
educational progress, are also included at the end of the survey. Participants (21 years old or older) of 
this study will be recruited from students in a large university in the U.S. A pilot test (N=10) will be 
conducted prior to the final data collection to make sure that the experiment and survey instructions are 
clear and can be easily understood by participants. Data collected in the study will be summarized and 
analyzed using SPSS (Version 25.0). 
 
References are available upon request   
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Introduction 

The large-scale lockdown caused by the Covid-19 pandemic hurt economies worldwide and severely 
affected global economy, especially restaurant industry (Rivera, 2020). In order to overcome the 
Covid-19 pandemic, many restaurants have provided safety measures in production of meals which 
address employees are required to wear a mask and wash hands to keep cleanliness (De-Freitas & 
Stedefeldt, 2020). A number of restaurants have promoted their dishes through food delivery apps (i.g. 
Uber Eats, DoorDash, and Grubub) because most consumers are reluctant to dine in at a restaurant. A 
significant number of restaurants choose to adopt delivery apps (i.g. Uber Eats, DoorDash, and 
Grubub) because they can still gain some profits through the delivery option during Covid-19 
pandemic (Banskota, Healy, & Goldberg, 2020). Consumers across almost all age groups have to 
increase consumption through food delivery apps (Banskota, Healy, & Goldberg, 2020). The purpose 
of the present study is to examine the adoptions of food delivery app during the Covid-19 spread 
among consumers of different generations. The unified theory of acceptance and use of technology 
(UTAUT 2) is used as a conceptual framework in the present study, which describes technology users' 
adoption and acceptance behaviors (Venkatesh, Thong, & Xu, 2012). 
 
Methodology 
The survey will be distributed through Amazon Mechanical Turk (MTurK). This study will use the 
following screening question: have you ever used food delivering apps in the last six months? All 
participants will be asked to answer their birth year to screen out the generation X, millennials, and 
generation Z. A total of 400 questionnaires will participate in the study. Data will be collected in 
January 2021. The data will be analyzed by using R 3.6. Data analysis consists of the following steps: 
descriptive, structural equation modeling (SEM), and multigroup analysis. Descriptive statistics, such 
as frequencies and percentages, will be used to examine the respondents' demographic information 
such as education, annual household income, age, and gender. To test the proposed model, SEM will 
be conducted through the measurement model and structural model tests. Group invariance tests will be 
followed to compare the measurement and structural models to determine the generation's moderating 
effect. 
 
Results/Discussion/Implication 
This study will expand research on delivery app usage among restaurant diners grounded in a theoretical 
approach. The study results could be used to understand consumers’ adoption of food delivery apps among 
generation X, millennial, and generation Z. 
 
References are available upon request   
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Introduction  
Rising costs and supply-side uncertainties caused by supply chain disruptions decrease the resilience of 
restaurants and hospitality businesses (Hobbs, 2020). Developing linkages between local agriculture and 
foodservice sectors may be an opportunity to grow both industries as well as strengthen local supply 
chains (Thomas-Francois et al., 2018).  

The purpose of this study is to investigate how a service-oriented approach to business-to-
business (B2B) supply chain relationships can benefit two developing agri-food commodities that have 
linkages to foodservice and hospitality in Canada. Promoting locally produced tofu sourced from local 
soybean farmers in Ontario restaurants may be mutually beneficial to both agriculture and foodservice 
sectors (Thomas-Francois et al., 2017). Within the unestablished sector of processed cannabis products, 
Ontario cannabis farmers and edible food processors have reported difficulties in navigating the 
changing regulatory environment and competition from the illegal legacy market (Power, 2020). 
Increasing the transparency of information sharing through B2B relationships based on trust may 
encourage opportunities for value co-creation and aid in adapting to the turbulent environment.  

Service-dominant logic (SDL) was chosen as the theoretical basis because the purpose of B2B 
relationships is to deliver value to consumers which SDL posits is accomplished through service 
provision (Vargo & Lusch, 2004). This study aims to address the gap in literature on examining supply 
chain members relationships within the hospitality industry from a B2B lens (Ostrom et al., 2010).  
 
Methods  
This study will use an exploratory qualitative research approach conducted through semi-structured 
interviews which will be performed via phone (Lune & Berg, 2012). Key respondents will be supply 
chain decision makers of cultivator, producer, and supplier businesses within the Ontario soybean, tofu, 
and cannabis supply chains who will be contacted by email. Initial companies will be selected based on 
recommendations from the Ontario Ministry of Agriculture, Food and Rural Affairs and additional 
participants through snowball sampling until a repeated pattern of responses emerge or the participant 
pool is exhausted (Lune & Berg, 2012). Data collection will occur throughout winter of 2020. The 
conceptual framework and interview protocol were constructed through abductive reasoning based on 
company secondary data and the foundational premises of SDL. Triangulation of multiple sources of 
evidence will be used to improve validity and reliability (Lune & Berg, 2012). Data analysis will be 
conducted by deriving elements of SDL from existing literature (relationships, intangible resources, 
value co-creation), coded by theory-driven codes, and analyzing the transcriptions of the audio-recorded 
interviews to answer the question of how a service-oriented approach can benefit the supply chains of 
the two agri-food commodities (Lune & Berg, 2012).  
  
Expected Results  
Both supply chains are expected to benefit from a service-oriented approach as valued B2B relationships 
may be complimentary to value co-creation practices which may aid in the growth of these nascent 
industries (Thomas-Francois et al., 2018; Krause & Pullman, 2020).  
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Introduction  
The interest of consumers in locally grown food has grown dramatically, as evidence by the degree of 
the "locavore" movement in the United States (Duncan, 2018). Furthermore, hyperlocal food sourcing 
has been at the forefront of the restaurant trend since 2012 and is still listed as one of the top ten trends 
in the 2019 culinary forecast by the National Restaurant Association (NRA, 2019). Hyper-local food 
means food that comes from the properties of the restaurant (Knudson, 2014; De Chabert-Rios & Deale, 
2018). From previous research, both intrinsic (e.g., freshness) (Bruhn et al., 1992; Chambers et al., 2007; 
Feagan et al., 2004) and extrinsic cues (e.g., region of origin) (Aprile et al., 2016; Eastwood et al., 1987; 
Patterson et al., 1999; Vieregge et al., 2007) influenced the positive perceptions and purchasing 
intentions of customers for locally grown foods. Therefore, this research seeks to verify how familiarity 
with intrinsic and extrinsic cue words (i.e., the word fresh and local) of locally grown menu items 
influence the visual attention of customers and their choice of menu at hyper-local restaurants. The 
following hypotheses are proposed: H1. There is a relationship between intrinsic and extrinsic cue words 
(e.g., fresh and local) and the visual attention to these words. H2. There is a relationship between visual 
attention to intrinsic and extrinsic cue words (e.g., fresh and local) and subsequent menu choice. 
  
Methods  
The research protocol will be approved by an Institutional Review Board (IRB) prior to conducting this 
study. Fifty participants will be recruited via convenience sampling and snowball sampling method. The 
participants will be undergraduate students (> 19 years), graduate students, faculty members, staff 
members from a university located in the southeast region of the U.S., and the public in the surrounding 
area. The eye-tracking method and online survey will be used to collect data. For the eye-tracking data 
collection, the stimulus materials will include restaurant menus with the four entrée dinner menu items: 
two menu items with no cue words, one with the intrinsic cue word (e.g., fresh), and one with the 
extrinsic cue word (e.g., local). Menu items will be modified from existing casual mid-scale and mid-
scale hyper-local restaurants. The post-study online questionnaires will consist of 10 items including 
familiarity of the intrinsic and extrinsic cue words of locally grown food (2 items), familiarity of locally 
grown food and hyper-local food (2 items), final menu item choice (2 items), and demographic 
characteristics of the participants (4 items). Questions will be operated based on the Likert-type scale 
from 1 to 7, with 1 = strongly disagree to 7 = strongly agree. SPSS will be used for data analysis. 
Statistical analyses will include descriptive statistics, linear regression, and logistic regression analysis.  
  
Results/Discussion/Implication (Expected Results for the poster submission)  
The results of this study will reveal how customers’ menu selection is affected by intrinsic and/or 
extrinsic cues of locally grown food. Restauranteurs may incorporate these cues to target their 
consumers who might be interested in buying locally grown food items.   
 
References are available upon request 
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Introduction  
The outbreak of COVID-19 has significantly influenced the hospitality and tourism industry. In their 
research, Huang et al. (2020) explained that despite the positive growth in the hospitality and tourism 
market and the reduction of the unemployment rate over the last decade, the outbreak of COVID-19 has 
downhearted the job market and the long-term consequences have yet to be seen.  

The estimation for the dire situation in many service industries, specifically in small and medium 
food and beverages during COVID-19, shows that among more than 650,000 active restaurants’ 
locations in the US in 2019, more than 130,000 will be permanently closed by the next year (McKinsey, 
2020). A significant shift has occurred in customers’ expectations as restaurant patrons' main concern 
before COVID-19 was food safety violations that led to foodborne illnesses (Harris et al., 2020), and 
their recent concerns are related to environmental safety and personal protection. However, educating 
restaurant employees to follow food safety regulations and governmental legislation for monitoring food 
safety would not be as efficient as consumers' responsibilities for inspecting safety violations and 
confronting consequentially (Leighton & Sperber, 2015). 
  
Methods  
This research aims to shed light on customers' new expectations about restaurants' services amid 
COVID-19 by analyzing the location-based restaurants' complaints data in the State of Florida in May 
and June of 2020. This study adopted the natural language processing (NLP) models to conduct topic 
modeling and to explore customers' dimensions of complaints regarding restaurants and bar violations. 
In addition, we conducted a spatial analysis to examine how the dimensions of complaints vary by 
location and time.  
  
Results  
The classification for the type of restaurants’ complaints over two months in Florida with a total number 
of 825 complaints about restaurants’ violations, 427 for bars and cafés, and 343 complaints fast-food 
restaurants indicate patrons’ concerns regarding food service violation.  

The trend for the weekly rolling average for the restaurants’ complaints indicates that the 
majority of restaurant violations were related to employees’ personal protection categories and 
environmental safety-related issues. However, food safety and food quality concerns were not a 
significant part of customers’ complaints during May-June 2020.   
 
Implications 
Topic modeling and spatial analysis about location-based customers' complaints data would provide 
invaluable insight for understanding customers' expectations amid COVID-19. Such information would 
help policymakers identify major violations more effectively (Kang, Kuznetsova, Luca, & Choi,2013). 
Our findings would guide tourism and hospitality service providers to design and implement new 
procedures and business practices to comply with safety guidelines while enhancing customers' 
satisfaction with their services. 
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IMPACT OF FOOD TAKE-OUT PACKAGING QUALITY ON CONSUMER BEHAVIORAL 
INTENTIONS  

Jongwon Lee1, Murat Hancer2  
University of Central Florida, Orlando, Florida, USA, johnlee444@knights.ucf.edu1; Murat.Hancer@ucf.edu2  

Introduction  
The online food delivery has become more common in people’s daily lives. Followed by the outbreak of 
COVID-19, the global online food delivery and takeaway market is expected to record the compound 
annual growth rate (CAGR) of 16.46% during 2019 – 2024, from USD 53,578.5 million in 2018 
(Kenneth Research, 2020). In the U.S., a food delivery service provider, DoorDash was able to raise its 
company value by USD 3 billion from the previous year (Lucas, 2020). Packaging of products is known 
to be extremely important in the aspect of marketing in various industries (Kunle & Ganiyu, 2013). 
Lindh et al., (2016) suggested that consumers choose food products based on various factors, such as 
labeling and packaging (Gelici-Zeko et al., 2013). The majority of literatures on this subject rather 
concentrated on certain qualities (i.e. materials or label information) of packaged food considered by 
customers when purchasing them at retail stores (Lindh et al., 2016; Mmari et al., 2015; Peters-Texeira 
& Badrie, 2005; Venter et al., 2011). However, no research was found regarding the effect of delivery or 
take-out food packaging quality on consumer satisfaction, loyalty, or intention to repurchase. This study 
intends to fill this research gap by investigating relationships among aforementioned factors, as shown 
in Figure 1. 
Methods  
The data will be collected through an online survey using Amazon Mechanical Turk (MTurk). The 
survey is targeted to U.S. residents who have had experiences in ordering food before and after the 
outbreak of COVID-19. The survey questionnaires are composed of different categories: demographics 
(i.e. age, income, gender, etc.), order habits (i.e. frequency, etc.), perceived quality of food packaging 
(i.e. food protection, hygiene, durability, convenience, and recyclability), satisfaction level, loyalty 
standard, and revisit intention. Each measurement variable will be developed in accordance with the 
previous studies, based on the seven-point Likert scale. Reliability and validity of the variables will be 
confirmed based on the PLS-SEM using SmartPLS 3, which has been found appropriate for testing 
theories (Kim et al., 2017). 
Results/Discussion/Implication (Expected Results for Poster Submission)  
This study will support the findings of previous studies suggesting that packaging positively affects 
customer satisfaction (Ahrholdt et al., 2017; Liat et al., 2014; Priporas et al., 2017; Rather & Sharma, 
2017). The findings will further confirm Kano’s theory that the quality attributes of packaging have 
positive relationships with customers’ behavioral intentions (Löfgren et al., 2011; Löfgren & Witell, 
2005). This study will verify the mediating role of customer satisfaction between the food packaging 
quality and customer loyalty, as well as its mediating role between the food packaging quality and 
customers’ repurchase intention (Latif et al., 2020; Liang et al., 2018; Park, 2019; Singh & 
Sirdeshmukh, 2000).  

The findings will offer empirical evidence that high-quality food packaging may boost customer 
satisfaction, thus resulting in increased loyalty and revisit intention. The findings can suggest that 
restaurant managers to consider high-quality materials and innovative structure for the packaging of 
food to enhance protection capacity, hygiene, durability, convenience, and recyclability. Moreover, the 
managers need to be careful in the way of packing food to provide cleaner visual to customers. 
References are available upon request 
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BLACK EXECUTIVE CHEFS, WHERE ARE THEY? IDENTIFYING THE CHALLENGES 
BLACK CULINARY PROFESSIONLS FACE WHILE OBTAINING LEADERSHI ROLES IN 

THE RESTAURANT INDUSTRY  
Andra Chisholm1, Dr. Eulanda Sanders2  

Iowa State University, Ames, Iowa, USA, chisholm@iastate.edu1; sanderse@iastate.edu2  

Introduction  
There is an increase of Blacks employed in the restaurant industry as cooks, as well as an increase in 
enrollment amongst culinary schools, but the number of Black executive chefs in the industry are low 
(Carufel, 2017). The restaurant industry lacks diversity in management level positions (Brown, 2019). 
An executive chef is the person in charge of all kitchen operations, both cooking and administration 
(Culinary Institute of America, 2012). In this study, executive chefs in fining dining style restaurants are 
the focus. A fine-dining restaurant can be defined as a restaurant that provides excellent service 
experience, creates a unique dining atmosphere, while offering high quality food and wine options for 
their guests (Mealey, 2019). In 2019, there were 148,700 chefs and head cook positions in the United 
States (Bureau of Labor Statistics, 2019). The percentage of Black chefs in the restaurant industry is 
around 14.3% (Bureau of Labor Statistics, 2019). So, the question is: Where are the Black chefs?  

Since the percentage of Black culinarians in the United States is low, it is imperative to identify 
the issues preventing Black cooks from elevating to executive chef positions. Discrimination and 
restricted upward mobility are some of the challenges Black culinarians face while trying to obtain 
executive chef positions (Rao, 2018). The researchers intend to identify potential challenges that may 
contribute to the low percentage of Black executive chefs.  
 
Methods  
A study using a mixed method approach will be employed when collecting data which will include the 
following stages. First, in-depth, semi-structured, face to face audio recorded interviews will be 
conducted with a convenient sample of 8-10 Black cooks and chefs in Memphis, Tennessee with a 
minimum of 10 years of industry experience. The data from the interviews will be analyzed using 
narrative analysis procedures including a second coder to ensure reliability. Second, the findings 
(themes) from the interview data along with data from previous studies will be used to develop an online 
survey with a 7-point Likert-type scale. Socio-demographics including age, gender, income, and 
education will also be collected. The data from the survey will be analyzed using exploratory factor 
analysis to test the hypothesized relationships with the Statistical Package for the Social Sciences 
(SPSS).  
 
Results/Discussion/Implication (Expected Results for Poster Submission)  
Anticipated findings and results from will facilitate an understanding of various barriers and 
opportunities for Blacks seeking executive chef positions. This information will be helpful to both 
educators and industry as the restaurant industry continues its diverse employment growth. Therefore, 
understanding the career trajectory of Black culinarians and executive chefs in the restaurant industry 
will provide information to help close the employment gap in this business sector.  
 
References are available upon request 
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BEYOND CONVENIENCE: CREATING “GAMIFIED” SELF-SERVICE EXPERIENCES BY 
DESIGN  

Wangoo Lee1, Lu Lu2  
Temple University, Philadelphia, Pennsylvania, USA, tun47670@temple.edu1; lu.lu0001@temple.edu2  

Introduction  
Restaurants have long leveraged self-service technologies (hereafter SSTs) to increase operational 
efficiency and reduce labor costs. Due to the COVID-19 pandemic, more restaurants desire to shift their 
operations to be more contactless. Despite the strategic advantages of using SSTs, however, they are 
limited in providing the experiential/hedonic value that consumers generally expect during their 
interactions with the business. In this regard, gamification can be a viable solution to address the 
limitations of SSTs. Gamification can be used not only in guiding consumers to make the best decision 
with their order but also in providing an enjoyable interaction (Högberg et al., 2019). However, although 
gamification and its usage in restaurant businesses have been discussed widely, how to design the 
gamified experience via technologies in service settings is still unknown. Seeking to bridge the gaps in 
existing literature, this study examines how gamification effect on perceived value, motivation, and 
usage intentions is conditioned by the size of rewards and game results. 
 
Methods  
We will conduct a 2 (rewards: large vs. small) × 2 (game results: win vs. loss) online experiment to 
simulate gamified SSTs. Participants will be randomly assigned either to large or small reward group. 
We use a quiz game to characterize a gamified experience. Participants will be randomly determined to 
“win” or “lose” the game. For the rewards treatments, customers can either earn 300 points ($30 value) 
for a large reward, or 30 points ($3 value) for a small reward if they win the game. After conducting 
manipulation/reality checks, ANCOVA will be conducted to examine the effects of reward size and 
game results on consumer outcomes Hayes PROCESS modeling will be conducted to gauge the 
mediating role of perceived value and motivation on continuous usage intentions. 
 
Results/Discussion/Implication (Expected Results for Poster Submission)  
We expect that the results will show that while participants who win rewards after interacting with 
gamified SSTs will likely to perceive greater utilitarian value upon earning a large (vs. small) regard. On 
the flip side, participants losing from the same game are likely to perceive greater hedonic value when 
the lost prize is small (vs. large). Further, our study will support the notion that restaurants could apply 
gamification in their SSTs to intrinsically (e.g., play for the fun) or extrinsically (e.g., play for the 
rewards) motivate the customers to use SSTs continuously.  

Our results will shed light on the notion that constructing gamified experience with SSTs does 
not automatically improve positive consumer outcomes but mainly depends on how such an experience 
is designed. Particularly, this study will extend our understanding of gamification in hospitality 
management by exploring the different consequences that resulted from the size of rewards and game 
results. Further, our findings will suggest restaurant managers consider gamification in their SSTs to 
transform customers’ dining experience. Also, the positive consumer outcomes associated with a 
gamified experience require managers' tactical steps of managing rewards and game outcomes. 
 
References are available upon request 
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USE OF FIG PASTE AS A FAT REPLACEMENT IN BAKED GOODS AND SAUCES  
Tameria Benjamin, Imran Ahmad, Ph.D.  

Florida International University, Miami Florida, USA, tbenj008@fiu.edu, iahmad@fiu.edu  

 
 
Introduction  
Fat replacer is an ingredient that provides some or all of the function of fat in a food matrix but yielding 
fewer calories than regular fat. With consumers' concerns of fat negatively influencing one's health, 
many "healthier" alternatives have surfaced, such as margarine, vegetable oil, applesauce, or mashed 
bananas are commonly known in vegan cooking as potential fat replacements.  

This research study, therefore, focuses on the potential use of fig paste as a fat replacer in baked 
goods and sauces and to evaluate consumer acceptance using Physico-chemical and sensorial properties. 
Using a standard BBQ sauce recipe (McGEE, 2004) and a baked good recipe (DiMuzio, 2010) as the 
positive control, fig paste was used as a fat substitute at 50-100% and its impact was studied as an 
independent variable while the other ingredients are controlled variables. 
 
Methods  
The BBQ sauce and muffins were prepared with 100%, 50%, and 0% fig paste to replace fat content in 
the standard recipes. The samples were analyzed for sensory acceptance and viscoelastic parameters. 

The viscosity of BBQ sauce was measured using Brookfield viscometer, and Texture Profile 
Analysis (TPA) was developed for muffins using Texture Analyzer (Stable microsystems). The data 
were analyzed using Analysis of Variance (ANOVA) at a 95% confidence level. 
 
Results/Discussion/Implication (Expected Results for Poster Submission)  
The results showed that fig paste could be used as a fat mimetic in the products under study. The 
addition of fig paste increased the viscosity of BBQ sauce. The viscosity (cP) of all 3 samples was 
significantly different. Panelists preferred samples added with 100% fig paste, followed by 50% and 0% 
fig paste. Sensory results showed the addition of fig does improve the flavor, texture, and create a richer 
taste commonly associated with fat.  

In baked goods, the sample was described as "rubbery" by panelists. This was unexpected and 
did not match the intended texture, color, or flavor. However, TPA data showed a clear difference 
between textural parameters (hardness, chewiness, elasticity, adhesiveness, and cohesiveness). Despite 
this shortcoming, samples with 50% fig had neutral to positive acceptance score overall, which divulges 
the fig paste contributing to more texture, flavor, emulsification, and increase in volume. 
 
References are available upon request 
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EXPLORING RESTAURANT MANAGERS’ ATTITUDES, MOTIVES, AND INVOLVEMENT 
TOWARDS PRACTICES FOR MITIGATING FOOD WASTE  

Sorcha O’Neill1, Mark Traynor2, Martin O’Neill3 
Auburn University, Auburn, Alabama, USA, sro0004@auburn.edu1; mtp0010@auburn.edu2; moneill@auburn.edu3 

Introduction  
There has been a growing awareness of the positive impacts of food waste reduction on the 
environment, economies, and land use across the globe (Quested et al., 2013. The motives, behaviors, 
and practices associated with reducing and preventing food waste in the restaurant industry are complex 
and multifaceted. According to the literature, this can be attributed to many reasons, including emerging 
business concepts, management approach, diner engagement, and growing environmental awareness. 
Further, the literature also points to issues with competition, product development, and procurement, 
professional skill levels, a lack of managerial awareness regarding the benefits of reducing food waste, 
and chefs prioritizing customer satisfaction over reducing food waste (Heikkilä et al., 2016; Charlebois 
et al., 2015; Principato et al., 2018).  

Prior research has investigated consumers' attitudes, motives, and practices towards food waste 
at home (Barone et al., 2019; Qi and Roe, 2016) and dining at restaurants (Filimonau et al., 2020; 
Stöckli et al., 2018). However, few studies have explored restaurant managers' perspectives and 
behaviors regarding food waste, nor are there any studies that compare the attitudes and behaviors of 
managers of chain and independently owned restaurants. This workin-progress aims to address this gap 
by qualitatively investigating and comparing restaurant managers' attitudes, motives, and involvement 
related to food waste reduction at chain and independent restaurants. The main objective is to explore 
whether differences exist between these types of operations and illustrate the reasons for such 
disparities. The findings will provide in-depth insight into the motives, behaviors, and challenges related 
to food waste reduction in restaurants.  

 
Methods  
A qualitative research approach is being used to address the central research questions that focus on 
identifying the attitudes, awareness, motivations, and practices of managers towards food waste in 
restaurants and the reduction of food waste. There will also be a focus on identifying the primary 
sources/causes and the main barriers and challenges preventing the implementation of food waste 
reduction practices. Data is currently being collected with a convenience sample of managers at chain 
and independent casual dine-in restaurants in the southeast of the United States. Participation involves 
45-minute semi-structured interviews conducted via video conference. The interview questionnaire was 
developed through a preliminary review of relevant literature on the topic of food waste. Data collection 
will cease once data saturation has been achieved. Each interview is being audio-recorded then 
transcribed verbatim. Each researcher (three in total) will independently read, analyze, and code the data 
using inductive thematic analysis (Braun and Clarke, 2006; Creswell, 2007). 
 
Expected Results  
A difference in findings between managers at chain and independent restaurants is expected. Several 
theories, such as Upper Echelon Theory, Corporate Social Responsibility, and Business Environmental 
Responsibility, may apply to this study based on the findings. This could inform the development of a 
more targeted educational product that can be utilized across the industry to encourage managers to 
adopt a series of best practices. 
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FEASIBILITY OF RURAL TOURISM DEVELOPMENT IN THE APPALACHIAN REGION 
OF OHIO  

Nikol Lopez1; Sandy Chen2 
Ohio University, Athens, Ohio, USA, nl958919@ohio.edu1; chens5@ohio.edu2  

Introduction  
The increasing popularity of Rural Tourism (RT) is due to a number of reasons, specially the possibility 
to achieve economic growth and increase employment (Luloff, et al 1994; Gartner, 2004). Moreover, 
more locals and tourist are interested in RT due to the reduced negative impact it has in communities, 
the changing in tourists profiles, the growing support of eco-tourism and sustainable practices and 
tourists need to receive a closer perspective on locals ways of life (Luloff et al, 1994; Ozcatalbas, et al., 
2010;).  

Rural development, specially related to tourism, is extremely important in this region since the 
Appalachian area has been traditionally characterized by resource dependency and extractive practices 
(Gartner, 2004). Unfortunately, workers did not benefit economically from those practices and the 
situation worsened during last decades, when oil replaced the use of coal in many industries, causing 
prices to fall and a reduction of employment in the area of Ohio (Ohio History Connection, 2020; 
Luloff, 1994; Garntner, 2005).  

Furthermore, there has been very limited research about RT development in United States 
(Gartner, 2005; Laloff, 1994) and information regarding the specific Appalachian area is scant. Most 
studies have been directed to marketing and economic impact but have failed to address the regional 
distribution of benefits, decision-making efficiency, policy creation challenges (Laloff, 1994) and the 
analysis of other aspects that contribute to strategy development are not addresed. For that reason, this 
study strives to fill this research gap by investigating the current state of RT development based on the 
experiences of business owners and policy makers.    
  
Methods  
This study will take a qualitative approach to collect primary data. This methodology was chosen since a 
qualitative inquiry “allows in-depth, multi-faceted explorations of complex issues in their real-life 
settings.” (Crowe et al, 2019 p.1). The study will use inductive template analysis to organize the data 
and labeling will be used to group similar answers and look for patterns and themes which will be 
categorized under a SWOT analysis.  

Data information will be mainly obtained from in 10 depth-interviews to local business owners 
and tourism policy-makers such as members of the CVB and the Athens Recreation Advisory Board. 
This instrument was used since it allows the researcher to understand better the perspectives of other 
people, along with their concerns, expectations or opinions (Patton, 2015).  

 
Results/Discussion/Implication (Expected Results for the poster submission) 
For the first result consist on a SWOT matrix and analysis of the core content of interviews to conclude 
what are the significant findings or themes that will conform the SWOT analysis. This study will 
analyze each theme and pattern to interpret the case thematically. Subsequently, the second outcome of 
the study will be different sets of strategies using the information provided. Those strategies will be 
categorized as Offensive/competitive (SO), Defensive (WT), Diversification (ST) and Overview 
strategies (WO)  
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ADOPTING GAMIFICATION IN HI-TECH HOTELS TO ACCESS GUEST’S 
ENVIRONMENTAL SUSTAINABILITY PERCEPTION  

 Aili Wu1, Dipendra Singh2  

The University of Central Florida, Orlando, Florida, USA, ailiwu121@kinghts.ucf.edu1; 
Dipendra.singh@ucf.edu2 

Introduction  
Gamification has not yet been examined with guests’ environmental sustainability perception in 
previous hospitality research. This study is based on the Self-Determined Theory (SDT) (Deci & Ryan, 
1985). It evaluates how two of the gamification elements (leader boards and points) can affect guests’ 
intrinsic motivation from a designed hotel energy-saving game, which can lead to guests’ energy-saving 
behaviors. And it assesses how energy-saving behaviors can lead to guest’ environmental sustainability 
perception.  

Hotels with robotic experiences, such as Aloft Cupertino and Residence Inn Marriott LAX Los 
Angeles, are often involved in Hi-Tech equipment, including robotic server and voicecontrolled tablets 
(Tung & Au, 2018). This study will use Hi-Tech hotels to represent hotels with advanced technology 
adoption that can connect the hotel facilities with the hotel app. The earlier study found that points, 
which evaluate game players’ progress and their accomplishments (Werbach & Hunter, 2012), and 
leaderboards, which rank people’s success (Costa et al., 2013), have an impact on intrinsic motivation 
from the competition in SDT (Francisco-Aparicio et al., 2013; Jung et al., 2010). Intrinsic motivation is 
associated with environmental behaviors. For instance, recycling, conserving, and consuming 
environmentally friendly products (Groot & Steg, 2010). Purposive behavior can control perception 
regarding Affect Control Theory along with Identity control theory (Powers, 2005). In this case, four 
hypotheses are developed as follows: By adopting an energy-saving game in hotel apps, 1) Leader 
boards negatively impact guests’ intrinsic motivation. 2) Points positively impact guests’ intrinsic 
motivation. 3) Intrinsic motivation positively impacts guests’ energy-saving behaviors. 4) Guests’ 
energy-saving behaviors positively impact their environmental sustainability perception.  
Methods  
This study will first provide a scenario design, which describes how leader boards and points work in the 
energy-saving game. Then the measurement scales will be adopted from previous research with 5 
Likert-scales on intrinsic motivation (Guay et al.,2000), energy-saving behaviors (Stragier et al., 2012; 
Linden et al., 2006), and environmental sustainability perception (Kim et al., 2015). Eventually, the 
survey will be sent to the U.S. residents beyond 18 years old with hotel stay experience. Multiple 
regression and path analysis will be used to analyze data.  
Expected Results  
The expected results are that the hypotheses are all supported. The theoretical implications will indicate 
that gamification adoption in the hotel positively impacts guests’ environmental sustainability 
perception. The empirical implications will suggest that under appropriate ways, Adopting gamification 
offers a novel strategy to help a Hi-Tech hotel stand out and boost revenue. For example, the Marriott 
hotel projected that 11% to 17% of water consumption and sewer expenses were saved from the 
program of towel reuses (Wang et al., 2017). Strategic implementation of the energy-saving games can 
improve the environmental perception of all hotel guests, leading to guest’s liking from a hotel’s green 
practice (Wang et al., 2017), and the improvement of guest’s engagement (Hamari, 2013) and guests’ 
loyalty (Zuo et al., 2017).    
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THE EVOLUTION OF CSR: PROGRESSION TO EVIRONMENTAL PHILANTHROPY OF 
COASTAL WATERWAY HOTELS 

Karyn Leverette1, Lisa Cain2 
Florida International University, North Miami, Florida, USA, kleve004@fiu.edu1; lcain@fiu.edu2 

Introduction  

The hotel and tourism industry is both a contributor to and victim of environmental destruction (Reid, 
Johnston, & Patiar, 2017). Previous studies show that sustainability in the coastal and waterway hotel 
industry, specifically, is popular among employees and the public in addition to being vital to the hotels’ 
survival (Reid, Johnston, & Patiar, 2017). This study will examine extant literature to provide a 
historical overview of sustainability in the hotel industry; its impact on business, people, and the natural 
world; and its need, in order to identify areas of improvement and opportunities for coastal and 
waterway properties along international coastlines.  

Methods  

This study will employ Hsieh and Shannon’s (2005) summative approach to qualitative content analysis. 
The content will be gathered using the SCOPUS database and using SSCI listed hospitality journals. The 
data will be collected using key search terms including “hotel industry”, “clean up technology”, 
“hospitality sustainability”, “corporate social responsibility”, “environmental impacts of tourism”, 
“pollution”, “beach erosion”, “ecosystem destruction”, “shifting market demographics”, and “clean up 
politics”. Once articles are collected, the content will be quantified frequencies of occurrences, which 
will facilitate pattern recognition (Hsieh & Shannon, 2005). Then the content will be evaluated for 
quality and contribution to new meaning or understanding. Hospitality and business databases will be 
used as well as internet for these sources. Searches will be filtered for results with more than 200 
abstracts to narrow the search to only articles fitting those parameters. Anticipated  

Results/Discussion/Implication  

It is anticipated that results will determine the progression of green initiatives into the arena of 
environmental philanthropy as a continuation of holistic CSR and determine how well these initiatives 
are being accepted—internally and externally-- and implemented in coastal and waterway hotels, based 
upon their particular issues and on precedents set by other global hotels exemplifying environmental 
philanthropy. Ultimately, this article seeks to analyze the evolution or sustainability among coastal and 
waterway hotels, the success and the returns hotels have seen because of their green implementations, 
and to examine the progression of this initiative into the arena of environmental philanthropy and 
whether or not this is being carried out successfully in coastal and waterway properties globally and to 
investigate gaps in knowledge of this emerging CSR trend.  

References are available upon request  
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PROMOTING TOURISTS’ RESPONSIBLE BEHAVIOUR: EXPLORING THE 
EFFECTIVENESS OF PLEDGE   

Shiyi Chen1, Mark Holmes, Hwan-Suk Chris Choi  
University of Guelph, Guelph, Ontario, Canada, schen51@uoguelph.ca1 

Introduction  
Tourism is criticized for negatively impacting destinations globally (Gössling, 2002; Hall et al., 2015; 
World Tourism Organization [UNWTO], 2018). To develop sustainable tourism and encourage 
responsible tourist behaviours, some destinations have introduced a responsible tourist pledge on their 
official travel websites. While the pledge has been found effective in promoting some pro-social 
behaviours (Al-Sheyab et al., 2016；Cotterill et al., 2013； Terrier & Marfaing, 2015), its application in 
this context is under-investigated. This research seeks to understand this intervention better. Four major 
questions are investigated: (1) Could the pledge influence tourists' sense of responsibility and intention 
to travel responsibly? (2) Is the pledge competent to promote behaviours in different domains? (3) 
Whether and which values influence tourists' response to the pledge? (4) Are those with the higher level 
of self-transcendence more likely to present a higher sense of responsibility and stronger intentions to 
travel responsibly after signed the pledge? 
Methods  
This research will conduct two online experiments. Participants will be Canadian citizens whose age is 
over 18 and who had at least one overnight travel in the past 24 months.  

Study 1 will answer the question (1), (2), and (4). Participants in control group (G1) and 
treatment group (G2) will receive information about different destinations. They will then be asked to 
imagine that they are about to travel. Participants in the G2 will be required to sign a hypothetical 
responsible travel pledge that encourages tourists to behave responsibly in environmental, sociocultural, 
and economic dimensions before their travel. All the participants will then receive a survey (explicit 
measurement) that measures Schwartz's basic values, sense of responsibility, and the intention to travel 
responsibly in three dimensions. Responsible tourist tips serve as the implicit measurement — the 
number of tips participants viewed and the average time spent on viewing each tip. Multiple regression 
will be used to examine the main effect of pledge and the interaction of pledge and values on explicit 
and implicit measurement.  

Study 2 will answer the question (3). At first, the survey that measures Schwartz's basic values 
will be sent to all the participants. Second, all participants will receive the introduction of destinations 
and a responsible tourist pledge. Participants are then asked to imagine that they are about to travel, and 
they can choose to sign the pledge or not based on their will. The logistic regression is applied for data 
analysis because the dependent variable is binomial.  
Expected Results  
No previous research has been conducted to explore the effect of pledge on tourist responsible travel 
behaviours, nor studies that tested the relationship between value and pledge response. This study looks 
to fill this gap in current research, making a unique contribution to existing literature. It is expected that 
the pledge will be effective in influencing tourist's sense of responsibility and encouraging diverse 
responsible travel behaviours. This research will also examine if Schwartz's basic values can provide 
insight into people's willingness to sign a pledge and be more likely to act upon what they pledged. 
Practically, this study's findings may have implications for destination policymakers who want to use 
pledge to promote tourist's responsible behaviours. 
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EXAMINATION OF FAIR TOURISM OPERATORS IN SOUTH KOREA – 
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Introduction  
The article aims to investigate Fair Tourism in Korea as one realm of sustainable tourism practice and how 
Fair Tourism companies use their sustainable supply chain management to achieve Fair Tourism goals. 
Based on lots of researchers, Fair Tourism can be defined as 1) Tourism, which is based on the fair 
transaction between residents and travelers 2) Tourism that aims to maximize the economic benefits of 
residents and minimize negative economic, social, cultural, and environmental impacts 3) Tourism that 
travelers respect for the history, environment, society, and culture of the region.  

The concept of Fair Tourism has been established and practiced only in Korea and studied focused 
on the tourist perspective. Thus, this study researched the perspective of suppliers, Fair Tour operators. To 
understand the supply chain of Fair Tour operators, the Supply Chain Operations Reference (SCOR) model 
has applied as a framework of interview questions. The unified model provides a diagnostic tool for 
business organization’s supply chain systems and practices to increase its effectiveness and support 
communication among stakeholders in the chain (Stewart, 1997; Ntabe et al., 2015). Given the fact that 
the SCOR model has developed for the manufacturing industry (Zhang et al., 2009b), the model has a limit 
to fully apply to the tourism industry (Service industry). Therefore, this study revised the model and 
applied it to conduct interviews.   

  
Methods  
As a methodology, we used a semi-structured interview as a qualitative case study. Expert referral 
sampling (Biernacki & Waldorf, 1981; Etikan, Musa & Alkassim, 2016) has been applied and 10 Fair 
Tour operators out of a total of 27 Fair Tour operators will be interviewed. To analyze the data, the back 
translation will be done to prepare valid transcripts (Brislin, 1970). In this exploratory study, the thematic 
analysis used, and themes were come out of the transcript(contents) that have been checked the validity 
through back-translation (Elo & Kyngäs, 2008). All themes were categorized manually. In the extraction 
stage, subcategories are grouped into main categories (Elo & Kyngäs, 2008).   
  
Results/Discussion/Implication (Expected Results for Poster Submission)  
This research provides several contributions to the literature. First, previous research published in Korea 
has mainly focused on the demand side of Fair Tourism and little attention has been paid to the supply 
side of it (Cho & Jeong, 2012; Jung, 2011; Lee, 2016; Oh, 2011; Park, 2014; Park, 2010). This research 
fills this gap, analyzing practices of current Fair Tour operators. Third, Second, by exploring more than 
10 practical examples of Fair Tour operators based on the strategical SCOR model, our research 
enriches a deeper understanding of the concept of fair tourism and how operators apply this concept to 
their business.  

For managerial implications, this study can encourage future social enterprises, which will grow 
as Fair Tour operators, and provide guidance to start their business. By increasing the number of Fair 
Tour operators, Fair Tourism can be spread all over Korea and let other countries be interested in, 
helping to promote discussion and research.  
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HOW CRUISE SHIPS AFFECT PORT CITIES’ ENVIRONMENTS  
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Introduction  
During the Outbreak of Covid-19 (COVID) the environment began to heal due to less traveling with 
carbon emissions in the air and water. For example, Venice, Italy was one of the first cruise ports to 
close down and the results were the immediate clarity of water and the return and greater visibility of 
local wildlife throughout Venice’s waterways. Accordingly, this case study aims to examine how cruise 
ships affect marine life in port cities as well as offer potential solutions with regard to stimulating the 
cruise line economy while preserving the port cities’ marine life. 
 
Methodology  
There are three major cruise ports identified for this qualitative case study: Venice, Italy; Anchorage, 
Alaska; and San Juan, Puerto Rico. Venice was chosen because they were the first major cruise ports to 
close due to COVID reasons. Anchorage was chosen because there is relatively low tourism in Alaska 
other than by boat, which may better provide insight as to how much cruise ships alone affect the water. 
San Juan, Puerto Rico was chosen because it is both a destination and a cruise departure city and it 
would provide insight as to how this traffic impacts marine like. Additionally, all three are in different 
oceanic climate, so part of the aim will be to identify idiosyncrasies among the three destinations. In all 
three cities, the researchers would examine images and marine life reports regarding the water in the 
actual port as well as 12 miles off shore in Alaskan and Puerto Rican ports and three miles off of the 
Venetian port. These distances were identified as important due to local dumping laws for cruise ships. 
 
Anticipated Result/Discussion/Implication  
The ban of cruise ships is not the goal as they are a part of hospitality that facilitates global tourism. 
However, identifying eco-friendly and responsible practices are warranted and needed. There are several 
different practices that cruise ships need to adapt in order to keep the growth of wildlife, water clarity, 
and overall toxicity of the ocean, moving in an environmentally friendly direction. The first is better 
laws concerning the dumping of any waste into the ocean. Current laws allow for cruise ships to dump 
waste into the ocean once the vessel has left twelve miles off of the US coast and territories. This is 
because the US cannot write law on international water. For most countries in the Mediterranean, Cruise 
ships cannot dump within three miles of the coast. There is no permit required for a cruise ship to dump 
solid waste outside of waters in US jurisdiction (EveryCRSReport, 2010).  

One suggestion is to create a union of cruise port cities that enact their own regulations that 
cruise lines must abide in order to port in their city/country. Forcing cruise lines to enact stricter 
regulations regarding solid waste, human waste, bilge water, and toxic chemicals is likely to keep the 
water moving in the right direction. It is also recommended that cruise ships dump their waste in the port 
cities and use the respective countries landfills as well as paying the costs associated with it. 
Implementing zero-tolerance policy for dumping waste into the ocean would result in penalties 
including less access to cruise ports. It is clear that the current laws in place are not helping to keep our 
oceans clean. 

 
References are available upon request  
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Introduction  
The National Park Service segments historically critical, cultural sites and areas into various categories 
in the United States. These national sites are managed by the NPS and are part of the National Heritage 
Areas Program, a designation that provides protection and support from the U.S. government. However, 
9,500 Historic Place Sites (HPS), a subset of the National Register of Historic Places, do not receive 
similar protections (National Park Service, 2020). Furthermore, the HPS face financial and operational 
difficulties due to a 30-year trend of decreased visitation (National Endowment for the Arts, 2018). In 
addition, no standard measurement system of financial sustainability exists for HPS (Rypkema & 
Cheong, 2011), which creates a challenge for site operators to measure their financial performances, 
both internally and externally.  

Community Capitals Framework (CCF) is a conceptual model that identifies significant 
community capitals including natural, cultural, social, human, political, financial, and built (Flora & 
Flora, 2004). The CCF has been used in various research settings (e.g. heritage tourism, state parks) to 
promote community growth and sustainability. A plausible application of the CCF to the HPS is a 
valuation method which can be used to measure the value of each capital in financial terms (Baxter, 
2014). The purpose of this study is to investigate how each of the HPS capitals influence their financial 
sustainability by employing the CCF. The seven capitals of the HPS will be evaluated using secondary 
data and financial sustainability will be measured in three perspectives: break-even point, asset ratio, and 
cost-benefit ratio.  
  
Methods  
This study will utilize the GuideStar search engine to obtain secondary financial data (e.g., revenue, 
expenses, assets) from Internal Revenue Service form 990 for non-profit, Historic Place Sites. A 
Common Size Income Statement approach will be used to perform break-even, asset ratio, and cost-
benefit ratio analyses using data from the past four years. A straight-line analysis will also be conducted 
to review annual fluctuations in revenues and expenses to determine if a pattern of increase or decrease 
can be determined. Statistical Package for Social Sciences (SPSS) software will be used to perform a 
regression analysis to determine how each capital influences financial performance. 
 
Expected Results  
This study's findings will provide new insights to heritage tourism research concerning financial 
practices. By applying the CCF approach, this study will offer a comprehensive view of identifying 
essential roles of capitals in sustaining their operations. Findings will help Historic Place Sites to 
recognize their current capitals and provide a directional guideline to maximize their sources. 
Furthermore, results will offer preliminary data for future studies that develop operational standards and 
measurements via a mixed-methods approach.   
 
References are available upon request  
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Introduction 
Small-scale events are becoming important. Gibson, Kaplanidou, and Kang (2012, p. 160) stated that “a 
small-scale sports event portfolio consistent with a community’s infrastructure and human and cultural 
capital may be a viable form of sustainable tourism development”. Particularly, small-scale sporting events 
tend to offer more benefits than mega-events by using existing infrastructure or resources (Gursoy et al., 
2004; Higham, 1999), requiring relatively less public investment or burden (Deron & Van Wynsberghe, 
2015; Higham, 1999), and avoiding congestion (Higham, 1999) that is frequently caused by mega-events.  

However, studies understanding overall structure of small-scale events have been insufficient so far 
(Bazzanella, Peters, & Schnitzer, 2019), whereas centering more on large events impacts (Taks, Chalip, & 
Green, 2015). Also, although recurrent events can be more impactful with less infrastructure investment each 
time, researches considering participants’ psychological process of revisit perspective is still limited in the 
event field. Besides, spatial consideration is still in the early stage in the field of an event (Getz, 2008). 

Thus, the present study will first attempt to uncover underlying attributes of small-scale event 
through qualitative and quantitative approaches. Second, this study will attempt to discover the relative 
importance of each dimension of perceived event factors in influencing its next variables (specific 
dimensions will be presented later). Subsequently, we will comprehensively test relationships between 
cognitive & affective constructs and conative domain (revisit and recommendation intentions) by adopting 
the model of loyalty formation (Oliver 1997, 1999). In addition, moderating role of relative construal level 
(in aspects of time, space, and social distance with community) will be tested based on Construal Level 
Theory.  
 
Methods 
To uncover the small-scale event attributes that visitors are likely to perceive, the scientific psycho-metric 
processes by Churchill (1979) and Gerbing and Anderson (1988) will be employed. To discover the 
attributes, a thorough review of the literature, person-to-person interview, and focus group discussion will be 
conducted based on Churchill’s (1979) process. After the creation of the dimensions, an initial survey will be 
conducted through online based on participants’ previous experiences. After the data collection, exploratory 
factor analytic and confirmatory factor analytic procedures will be carried out. Subsequently, measurement 
model evaluation and structural analysis will be conducted.  
 
Results/Discussion/Implication (Expected Results for the poster submission) 
As expected results, various attributes of small-scale events will positively associate with participants’ 
cognitive, affective, conative psychological stages. In addition, variables in cognitive and affective stages are 
more likely to have significant impact on participants’ revisit intention (conative stage). A moderating role of 
relative construal level of small-scale event between participants’ perceptions toward small-scale event and 
revisit intention will be revealed. More specifically, when participants have relatively lower construal level 
(more specific) of small-scale events, they are more likely to form positive intention to revisit the events.  


