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Abstract 

The COVID-19 Pandemic which began in late December 2019 is still rapidly spreading in our 
society resulting in millions of businesses worldwide being affected and the operation has been 
suppressed because of fear of contamination. Hospitality Industry was not spared from this global 
health crisis and has suffered so much and has been consciously experiencing its effect in the lives 
of every individual. Moreover, this study was conducted to assess the pandemic health and safety 
protocols of selected hotels in Pasay City.  This study used a descriptive method employing 
quantitative and qualitative approaches.  There are a total of 200 participants in the study which 
will be those employees from Belmont and Savoy Hotels. The instruments used in gathering the 
data were survey questionnaires and interviews. Based on the results of the study, it was revealed 
that the employees of Savoy and Belmont Hotel Manila have a high assessment of the risk 
management of their hotels, their compliance with the legal obligations set by the government, and 
with the star rating given to them. With this, the researchers have proposed recommendations 
directed towards the hotel, the customers, and the future researchers.  

Keywords: Covid-19, Hotel Industry, Protocols, Star Classification 
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I. INTRODUCTION

When choosing a hotel there are different things that we take into consideration. Amidst this 
pandemic, we are facing the only right that we should take extra cautions to protect ourselves 
from this infectious disease. Service, security, and safety are some of the reasons that affect the 
decision-making of customers in choosing which hotel to stay. The accommodation industry has 
evolved. From being a place where travelers can spend their night to rest it evolves into becoming 
a place where people can experience different amenities and at the same time relax. The operation 
of the accommodation industry has been affected because of the coronavirus. To make sure that 
every guest is safe, hotels implemented safety protocols to ensure the safety of guests.  

The COVID-19 Pandemic which began in late December 2019 is still rapidly spreading towards 
the world resulting in millions of businesses worldwide being affected and the operation has been 
suppressed because of fear of contamination. Hospitality Industry was not spared from this global 
health crisis and has suffered so much and has been consciously experiencing its effect in the lives 
of every individual.  

The current coronavirus has put the world to a stop and has spread at an alarming speed with over 
26 million confirmed cases and over 800 thousand deaths as of September 3, 2020. COVID-19 is 
both a crisis and a threat. Businesses and other industries that were carried out and administered 
to stop their operations all over the world to stop the virus from spreading have produced a broad 
range of challenges for employees and employers (Kiniffin K. et al., 2020). Because of that, it has 
caused a serious effect on employees and workplaces. Travel and tourism are the sectors impacted 
the most with the destinations being closed, businesses stopped operating, and also implemented 
local and international restrictions to travel. To stop the spread of the virus especially the COVID-
19, Inter-Agency Task Force (IATF), Department of Health (DOH), and Office of the President 
suggest rules and regulations, and guidelines such as social distancing, wearing of face mask and 
face shields, making use of alcohols and hand sanitizers, report of travel history, self-quarantine 
and others.  
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As the hospitality industry will continue to retrieve slowly, this COVID-19 Pandemic crisis also 
has an impact on the operations of hospitality businesses. The businesses now are
expected to have big changes when it comes to their operations in consideration of this COVID-
19 Pandemic that every country is experiencing to ensure the health and safety of the employees 
and customers.  

One of the important factors that affect the selection of guests for a hotel is safety and security. 
Thus, there are local regulations that hotel employees usually follow when planning the hotel’s 
security and safety system. The main aim of the research is to analyze the health and 
safety protocols of selected hotels in Pasay City during the pandemic 

1.1. Background of the Study 

Coronavirus disease (COVID-19) has spread to over 140 countries. It is important to note that 
COVID-19 is not the first crisis that the world experienced.  There is the Severe Acute Respiratory 
Syndrome (SARS) outbreak, Middle East Respiratory Syndrome (MERS) outbreak, and other 
diseases. However, these diseases can’t rival the current COVID-19 impact and devastating 
effects on business operations, employees, and customers. Globally, many hotels are experiencing 
temporary closure and receiving low occupancy rates due to COVID-19. In the statistics done by 
Statista (2020) the hotel accommodation on 21st of March 2019 was compared to the same week 
of 2020 wherein other countries’ hotel occupancy declined by 50% or more as compared to 2019 
due to the worldwide impact of COVID-19.  

With this global health crisis phenomenon, IATF had strictly implemented health protocols to 
control the spread of the diseases aiming to flatten the curve, these minimum health protocols are 
social distancing, prohibiting mass gatherings, community lockdowns, travel restrictions, and 
staying at home which resulted for businesses to temporarily close their operations and 
experiences decreased in demands in the hospitality industry (Bartik, 2020).  

According to IATF guidelines as of June 3, 2020, for areas placed under ECQ and MECQ, 
accommodation establishments are not permitted to continue their operations except hotels that 
are accommodating guests that have already bookings for foreign nationals, guests that have long-
term bookings, stranded OFWs and foreigners, repatriated OFW, and non-OFWs who have to go 
through quarantine. Hotels under ECQ can accommodate the healthcare workers and other 
employees exempted from this guideline and for MECQ areas, healthcare workers and other 
employees, from private or public exempted from this guideline can be accommodated. For areas 
under GCQ, no accommodation establishments are not permitted to continue their operations 
except hotels that are accommodating guests that have already bookings for foreign nationals, 
guests that have long-term bookings, stranded OFWs and foreigners, repatriated OFW, non-
OFWs who have to go through quarantine, and healthcare workers and other employees exempted 
from this guideline. Lastly, for areas under MGCQ, only hotel establishments that are accredited 
by DOT and DILG can operate.  

As of October 15, 2020, under the IATF-EID’s approval of Resolution No. 79, hotels in GCQ 
areas are only permitted to operate with a skeleton workforce and must be governed by the 
issuance of DOT and other relevant national agencies. While for hotels in MGCQ, DOT must 
identify their allowable operational capacity from the last provision to a 50 percent running 
capacity. 
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According to the World Health Organization (WHO) (2020), they are teaming up with the 
different Ministries of Health around the world with the agenda to prepare and respond to the 
global pandemic that is happening. In the Philippines, the Department of Health and subnational 
authorities are joining forces with WHO to respond and counter the COVID-19 pandemic. The 
country was placed under quarantine to contain the spread of the disease. Under these 
quarantines’, accommodation establishments were not allowed to accept visitors unless they have 
the DOT Certificate of Authority to Operate. Even having this certificate, they can only 
accommodate guests with existing bookings, foreign guests, and long-staying guests. According 
to the data by Santos Knight Frank Research, the operations of hotels in Metro Manila is only 
43% during ECQ and MECQ periods from March 16 to May 21 and had increased to 60% during 
GCQ from June 1 up to the present.  

The Republic Act (RA) No. 11469 or also known as the Bayanihan To Heal As One Act, the 
operation under the sector of accommodation to fulfill the nationwide policy being implemented 
to reduce the COVID-19 transmission. The guidelines under the better normal for the health and 
safety of the accommodation sector is a supplement to the Administrative Order 2020-002 
whereas, the guidelines for the operations of hotels should be regulated under the new normal. 
The operations in regards to the new normal include how to properly handle guest policy, front 
office, rooms and housekeeping, food and beverage working area sanitation and disinfection, 
public areas, and different transportation that is provided by hotels and others.  

As stated by Chas (2019), one of the quickest sectors to develop within the tourism industry are 
hotels. He also said that is accommodation an important part of the growth and expansion of the 
tourism industry in the country or the region. The industry of hotels and tourism is continuously 
closely associated and the existence of these hotels also adds up to the amount and component 
which hits the region’s economy. The different hotel’s existence is insufficient enough to improve 
the region’s tourism on its own but also let out an indication of health tourism. The Hotel industry 
has evolved over the years. It is a place where travelers stay to take a rest during their visit to 
different places. The purpose of hotels is to provide temporary shelter, meals, and other guest 
services for travelers or tourists. It is also the means of entertainment for a tourist once they visited 
a place. The hotel industry helps the economy of a country to boost because the jobs created by 
the hotel and also local economies generate income in hotels when tourists spend money. 

Moreover, according to Ynze Houten (2012), we need to identify the risks at the workplace and 
enforce safety by regulating the environment where people are working to avoid dangerous 
situations. A hotel is under the hospitality industry which provides services to people and there 
are a lot of potential risks it may face.  

Thus, it is essential to have proper risk management to identify and analyze what are these risk 
factors that may affect the operations of a business. The health and safety in the workplace for the 
well-being of the employees and guests is the primordial concern of the Hotel industry.  
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1.2. Theoretical Framework 

Figure 1. Emergency Preparedness Framework for Hotels. Sources: Adapted from Faulkner 
(2001) and Ritchie (2004). 

The Emergency Preparedness Framework shows that disaster readiness has six phases: pre-event 

phase, the act of planning to mitigate the effects of the disaster; prodromal phase, the stage where 
the planning is activated and where the hospitality industry has no choice but face the risks; 
emergency phase, the stage where the risk starts doing destruction; intermediate phase, it is where 
all the planning is applied to help the people that are affected; recovery phase, the stage where 
the long term plans are adopted and the affected are reconstructed; lastly the resolution phase, the 
emergency planning is assessed and improved to be more ready when the next disaster comes. 

1.3. Statement of the Problem 

The study will assess the pandemic health and safety protocols of selected hotels in Pasay City. 

Specifically, it answers to the following questions: 
1. What is the profile of the respondents in terms of:
1.1 Age 
1.2 Hotel Department 
1.3 Years of Service 
1.4 Gender 

2. What is the assessment level of pandemic health and safety protocols of selected hotels in
Pasay City based on:

2.1 Risk Management
2.2 Legislation Compliance
2.3 Hotel Star Rating System
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3. What made their hotel different from other hotels?

4. Based on the results of the study, what are the possible recommendations that can
be formulated?

1.4. Significance of the Study 

The result of  this study is significant and beneficial to the following sector and entities: 

1. Local Government of Pasay City. The result of this study will help the local government of
Pasay City in determining the improvements needed for the protocols implemented for the
hospitality industry.

2. Savoy Hotel Manila and Belmont Hotel Manila. This study will be beneficial to hotel
management and their employees in employing effective health and safety protocols in the hotel
setting. This will also serve as a basis for improving those protocols.

3. Hotel Customers. The result of this study can be a help to hotel customers in fully
understanding the pandemic health and safety protocols that they expect from hotels. It will also
help them develop preventive behavior.

4. Future Researchers. Data produced from this study will provide information to future
researchers as it can be their guide in researching the pandemic health and safety protocols on
hotels. Furthermore, it is hoped that this study will be an ongoing body of research aimed at
improving pandemic protocols to foster strong relationships between hotel management and their
customers.

1.5. Scope and Delimitation 

This study focuses on the analysis of pandemic health and safety protocols of selected hotels in 
Pasay City. The people involved in this study are employees of Savoy Manila Hotel and Belmont 
Manila Hotel. 

This study is conducted within Pasay City only, in which all of the hotel employees are chosen 
through a stratified random sampling technique. 

The researchers have foreseen that the available time of the respondents and researchers may 
conflict due to the COVID situation. Thus, during data gathering, this may hinder the efficiency 
of researchers in gathering the necessary data for the success of this study whereas, to finish data 
collection, the contradicting time may prolong the process. However, the researchers should 
adjust to their available time and explain in a very understandable way how their answers can 
contribute to the success of this study. 

Other limitations will be the limited number of published local literature and studies to support 
the study wherein there are more foreign literature and studies found. The researchers are making 
more use of literature that was published online because researchers are unable to go to libraries 
due to the COVID-19 outbreak. 
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1.6. Definition of Terms 
Pandemic. It is an outbreak of a disease that is known to spread around the world. 

Coronavirus (COVID-19). It is a virus that is rampant around the world and the reason why 
many sectors in the tourism industry are declining and closing down around the world. 

Hotel Industry. It helps the economy of the country to boost up by providing and delivering 
services such as guest accommodation, food and beverages, and lodging. 

Risk Management. It is the process of identifying the risks that are immanent in the organization 
and analyzing how these risks will affect the business to take precautionary actions. 

Legislation Compliance. It is conforming to the requirements set by the law that governs a 
business. 

Hotel Star Rating System. It is used as a measurement for the quality of service and facilities in 
the accommodation establishments. 

Safety and Security. It is a regulation of a hotel which they follow to reduce natural disasters 
and from any man-made hazards. 

Health Protocols. A set of instructions that regulate the world to prevent the spread of disease. 

II. REVIEW OF RELATED LITERATURE

The literature review in this chapter narrates the 3 variables that the researchers have in SOP such 
as Risk management, Legislation compliance, and Hotel star rating system that is related to this 
study up to the present and that will guide the researchers through this research paper, these will 
help them to familiarize such information relevant to the present study. Through the study review, 
the student researchers can generate and obtain necessary information about available techniques, 
instruments, and even data analysis methods that have been used in previous research. The 
researchers also presented the synthesis of the literature to further understand the study. 

2.1. Risk Management 

Hotel industry businesses are cyclical thus, it has become important for organizations under the 
hospitality industry to be aware of the risks that are immanent in the business to gain competitive 
advantage and develop resilience in business. It is becoming significant for hospitality 
organizations to proactively analyze and assess the risks rather than just respond and react to 
crises and emergencies (Bharwani & Matthews, 2012). 

COVID-19 was first hit China and it was now scattered all over the world. Hao et al. (2020) 
mainly focus on how the hotel industry may resist and cope up with this pandemic. Hotels will be 
able to cope up by using the COVID-19 management framework they originally developed. This 
framework is composed of anti-pandemic phases, principles, strategies, and can be adopted for 
managing health-related disasters. This will serve as knowledge not just in hotel industries but 
also in all other industries around the world. Lai & Wong (2020) mentioned that the outbreak has 
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rapidly spread and affected the hotel industry. They elaborated on the crisis management practices 
which support the changing needs, wants, and trends as this pandemic continues. Their purpose 
is for the study to differentiate the ways that the hotels deal with the first and the last stage of the 
pandemic. As stated by McCool, B. N. (2012), there are many threats in the hospitality industry 
and one of those is disasters and those unpredicted phenomena. Disaster management helps 
industries to cope up with those threats. Developing and planning disaster management with an 
effective output might serve as an advantage to their competitors as they have planned it well and 
have efficient outcomes.  

Kabayadi (2020) stated that the COVID-19 pandemic has caused the hospitality industry to 
encounter a new real-world which is also not anticipated by many. To know the effect of this 
pandemic, a new plan should be developed and the promotional strategies should be explored 
from a different point of view. Nazneen (2020), also stated that the effects of COVID-19 on the 
pandemic in tourists' travel behavior are their perception of safety and hygiene. It is shown that 
the COVID-19 pandemic created international anxiety among the public. Furthermore, Kaushal 
& Srivastava (2020) consider this pandemic as an eye-opener so that people would prepare for its 
aftermath. If the illness SARS-CoV-2 is not successfully controlled, cannot catch the attention, 
and however big the establishments are, the succeeding crucial point that is likely to control the 
survival would be the implementation of effective management and the existence of sanitation 
practices that could be seen in every aspect of hospitality operations. Similarly, Lo et al. (2006) 
stated that during the outbreak of SARS, measures were implemented by hotels to counter the 
difficult situation such as increased health and sanitation, cost control measures, developed 
contingency plans, and formed special teams to devise procedures to deal with the crisis.  

It is stated by Passetti et al. (2020) that different health and safety issues present in the hotel 
environment. The management needs to respond to that risk to enable the safety of the employees 
and at the same time its guests. Also, according to Ritchie (2008), there are ways on how we can 
manage the risk that is present so that the impacts that it can cause will be lower.  In order to 
mitigate the risks and improve safety performance in the workplace, risk management is used as 
a preventive measure for health and safety in the hotel industry. Similarly, based on the study of 
Shin & Kang, (2020) hotels must have strategies to know how they can achieve or do things. The 
study focuses on strategies of hotel establishments to reduce the health risk to help hotels recover 
from the coronavirus crisis through the use of technological innovations such as the kiosk check-
in system and mobile check-in system. These technologies will help reduce face-to-face 
encounters during the check-in of the guest. For cleaning purposes, hotels will use a robot cleaning 
system and add ultraviolet (UV) to ensure the cleanliness of every room that will be used by the 
guest and the facilities of the hotel. It will be an adaptation of technology as a way of reducing 
health risks not just for the guest but also for the employees. Similarly, as claimed by Jiang (2020), 
It is expected that the COVID-19 pandemic will speed up the process of making a way for AI and 
robotics technology. To avoid human to human transmission and to provide contactless services 
to the guests. 

Moreover, according to Evans & Elphick (2005), the tourism industry is susceptible to 
uncertainties that need to be addressed by considering the crisis management processes. They 
perceive crisis management as a key strategic issue that should be viewed by the management as 
a primary concern. This crisis management entails the ‘4 Rs’or the reduction which serves as a 
message for awareness, the readiness which is the stage for being prepared, the response which 
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indicates the actions being taken, and the recovery which involves the action to go back to normal. 
They asserted that it is important for organizations to make use of the model properly to make 
sure that companies can guarantee that the crisis management process is in place. Also, they stated 
that to effectively deal with the crisis, it needs to be precisely planned by the management. 
Similarly, as claimed by Mitroff et al. (1987), there are also steps and stages in the process of 
crisis management that establishments must know. The first phase is the "detection" which serves 
as a warning for an upcoming crisis. The next phase is the recovery which includes emergency 
plans and crisis management teams. And the last phase is the assessment of the effectiveness of 
the strategies utilized. According to them, crisis management requires formulating a blueprint as 
support when unexpected events occur to minimize the threat. Clayton (2014), mentioned that 
some kinds of perspectives of risk were disapproved and it can lead to a real disaster. In this time 
of the pandemic, all the people who are making policies must understand the consequences and 
must know the importance of making management risk plans. 

Moreover, Malhotra, R. et al. (2009) noted that the crisis management plan should be 
implemented and should be well planned. To be able to cope up with the crises that the hotel 
industry may encounter. According to them, analyzing issues related to the readiness of tourism 
and hospitality in terms of effective contingency plans will have a significant impact on the 
industry and economy of a country. It was stated by Ferreira (2017), that there are factors that 
customers look at when paying for a hotel. As a result of the study, it shows that customers are 
willing to pay a higher price in return for convenience, facilities available, and the cleanliness of 
the hotel. Rajini et al. (2012) said that if there is a health and safety problem in a certain 
organization this will lead to various causes such as sick employees, high employee turnover, loss 
of production, re-training for employees, and increase in compensation thus, will result in an 
organization to have poor working conditions. Also, Njagi (2016) stated that managing the risks 
guides in making sure that the obedience with the rules and regulations and also guides the 
organizations to avoid damage that may occur. Organizations with an effective management 
structure of risk outperform their peers as they are already well prepared for a long time before 
different risks occur. 

Moreover, Vij, M. (2019) noted that risk management and enterprise risk strategies should be 
connected to each other. It is important to have an awareness of planning risk management and 
consider the business decisions. This study helps the tourism and hospitality industry to 
understand the importance of risk management and enterprise risk strategies. 

2.2. Legislation Compliance 

As defined by Maravilla (2017), the policy can be interpreted as a principle. It is a set of guidelines 
or principles which govern decisions. Most companies adhere to certain rules and regulations. 
The policy can also be defined as a commitment for the reason that it makes everyone including 
organizations held responsibly. 

Administrative Order 2020-001-A or the Amended Rules and Regulations implemented for the 
Operations of Accommodation Establishments During Enhanced Community Quarantine was 
issued on March 18, 2020, and applies to all Covered Accommodation Establishments in Luzon. 
It addresses the concerns on accommodation of stranded foreign tourists and Overseas Filipino 
Workers (OFWs) and reports from Covered Accommodation Establishments due to opportunistic 
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pricing during the Enhanced Community Quarantine period. On the other hand, Administrative 
Order 2020-001-B was issued on the 25th of March 2020 to address matters and widen the 
coverage of the implemented rules and regulations to the passengers who are stranded, and 
provisions for room occupancy during ECQ.  

As stated in the Republic Act No. 7160 (1991) of the Local Government Code (section 17), one 
of the responsibilities of the local government units in the tourism industry includes regulation 
and supervision of different businesses and the security of its facilities. Moreover, as specified by 
the Republic Act No. 9593 (2009) otherwise known as the Tourism Act of 2009, (section 6) one 
of the functions of the local government units is to monitor tourism enterprises including hotels 
in compliance with national standards, undergo inspection to problems regarding these enterprises 
and execute actions in accordance with the provisions of this act. (Section 17) Its office 
implements laws, policies, rules, and regulations specifically with the compliance and 
accreditation of these tourism enterprises enforced by the department. 

DOT (2020) stated that the health and safety guidelines are implemented in order to make sure 
that there is a low chance of spreading the virus to the people inside the hotel to protect not just 
the employees but as well as the guest. It is also added by DOT (2020) that businesses should get 
a certificate in order to operate to make sure that the establishments are complying with 
regulations that are mandated by the government. According to WHO (2020) employees and the 
management should be aware of the practices and trained to avoid the spread of the virus. 

2.3. Hotel Star Rating System 

In this time of pandemic many industries are affected, most of it is the tourism and hospitality 
industry. Hotel establishments that don’t have the same star ratings have also different standards 
in dealing with the pandemic. Hotel ratings serve as the ranking that uses stars or diamonds. Hotels 
that have the lowest star imply having only the standard facilities while hotels that belong to 5-
star hotels implies having luxurious amenities. Its purpose is to give guests a heads up about what 
to expect in the hotel (UNWTO, 2015).  

According to Sufi, T., & Shojaie, N. (2018), hotel classification is determined by the service 
quality and facilities that a hotel has. There are different classifications of a hotel with the star 
rating it will help the guest to manage their expectation with the hotel depending on the star rating 
that it has. Through hotel star rating guests will be aware of what are the services to expect and 
what facilities can be found on different hotels with star rating. Cezar (2015) also stated that there 
are two main dimensions when it comes to customer impact. The first dimension is measured by 
the performance of hotel-like star rating and call it service rating. The second dimension 
designates the average customer rating for a hotel’s location and they call it a location rating. This 
will summarize the good services of hotel staff, cleanliness, and comfort. As claimed by Hensens 
(2015) hotel star rating influences the customers in choosing the hotels since customers will be 
basing their perceived quality of the hotel on it. Soifer et al. (2020) also mentioned that hotel star 
ratings act as creditable common information. It affects the decision-making of the customers and 
their behavior in choosing a hotel. Also, they have stated that customers have different perceptions 
and expectations depending on the hotel star ratings and that customers have higher expectations 
with hotels on higher-class. As Radojevic et al. (2017) have stated, hotels with higher star 
classifications are recognized by customers with their luxury rooms, cleanliness, and quality of 
service.  
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Furthermore, Lu et al. (2013) stated that the star rating in the hotel industry is very essential 
information in determining the product diversity of hotels. It can be dependable information in 
identifying the quality of the establishments' infrastructure, facilities, and services.  Nunkoo et al. 
(2019) stated that the attributes of service quality that influence customer satisfaction differ 
between the different hotels’ star ratings. Hotels with higher star ratings are expected to provide 
quality service.  People that are paying a higher price for their accommodation expect higher 
service quality, on the other hand, people that pay cheaper accommodation have lower 
expectations in terms of service and facilities.  The study discovered that star ratings have a 
decreased effect on the satisfaction of the guests and the quality of the services that the hotels 
offer. However, based on the study of Saleem, H. et al. (2014), he noted that customer satisfaction 
depends on the star rating of the hotel they will purchase as it is included in the brand image of 
the hotel. By this, they said that building customer loyalty through a star rating system will have 
a big impact on their satisfaction. Similarly, Miremadi et al. (2012) stated that customer loyalty 
and customer satisfaction may depend on the Hotel Rating. They depend on their purchases on 
what services a rated hotel can offer and that hotel star rating affects customer satisfaction. Also, 
as stated by Keshavarz et al. (2019), customers consider a lot of factors on why they stay loyal to 
a hotel. Some of those are service quality, value for the price, and facilities that can be found in 
the hotel. Customers are more likely to be loyal to hotels that offer good service and at the same 
time not costly.  In addition, as noted by Sepula et al. (2018), customer satisfaction can rely on 
the Hotel Rating System as their study results as it contributes an array of features that hotels may 
use to enhance the satisfaction of the customers. This study established a relationship between the 
hotel rating system and customer satisfaction that would help other hotels to follow a set of 
standards that would affect customer satisfaction. It is also useful in today's phenomenon as 
COVID-19 is still present, the grading system of the hotel industry may add to the value of how 
customers will choose a hotel in which they assure that their safety is the priority.  

Moreover, Narangajavana & Hu (2008) stated that one of the functions of the hotel star system is 
to categorize, verify, and consider the quality of the amenities and services that every hotel offers. 
That is why the hotel rating system is essential in hotel promotions. The changes in the operations 
of hotels are interconnected with the development of the service quality as an outcome of the star 
rating system in hotel involvement. Also, star classification in the hotels is one of the ways that 
are used as a guideline to meet the expected quality level of services. Furthermore, Jeong, M., & 
Jeon, M. (2008) described that hotel star ratings balance the relationship between hotel attributes 
and guest satisfaction and that most of the recognized hotels generally belong to at least 3 stars 
while those hotels that are not popular belong to 1 or 2-star hotels. Specifically, they identified 
that the most popular and luxury hotels perform better than hotels that are rated low stars. It is 
easier for hotels that have lower star ratings to meet customer needs compared to hotels with 
higher star ratings (Tsao, 2018). As stated by Israeli (2000), the star rating of the Israeli hotel 
industry is a significant prediction of room prices. However, the results about the corporate 
associates are unquestionable. The attributes of the customers might affect their capability to 
utilize the hotel’s corporate associates to ask for a premium.  

Furthermore, as stated by Wu et al. (2020), the hotel star rating system affects the revenue of the 
hotel in regards to health and safety protocols amidst this pandemic. Many of the hotels around 
the world have to decrease the room rate to have more guests. They also indicated that hotels with 
5-stars are less affected, while hotels with 3-5-stars are moderately affected and hotels with 4-5-
stars are the most affected. As stated by Callan (1995), the study has discovered that those who
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are staying at 3-5 star hotels tend to make use of the star rating more frequently than those 
customers who stay at accommodations with 1-2 star ratings. Additionally, according to Martin-
Fuentes, E. (2016), with a selected number of over 14,000 hotels in a hundred cities across the 
world, they made sure that hotel star ratings, cost of the rooms, and the size of the hotel go with 
the perspective of past users regarding customer satisfaction. As stated by Wouter (2015), with 
the growing use of social media platforms for customer evaluation, the scope of hotel ratings is 
fast-changing. Even the hotel industry and hotel staff are doubtful about review platforms like 
TripAdvisor, it will change rapidly.  

2.4. Synthesis 
The presented related literature and studies helped the researchers in having the relevant and 
competent body of supporting materials for the study. It also contributes to the collection of data 
and ideas that can guide the researchers on their study regarding health and safety protocols. 
Having Risk Management in hotels is important especially in this time of the pandemic. Through 
this study, it will help the Local Government of Pasay City, guests, other hotels, and future 
researchers as they will use this as their basis and knowledge on how to be safe in times of 
pandemic. Hotel star rating influences customers in choosing a hotel as it is one of the reliable 
factors that determine their expectation and satisfaction. Through it, guests will have an idea of 
what are the services and facilities that the hotels offer. And since COVID-19 is still present in 
the current society, it will add to the factors of how the customers choose a hotel to ensure their 
safety. There are different guidelines that government agencies implement in order for the 
accommodation establishments to adhere to. These rules and regulations were made for the 
accommodation industry to contain and avoid the spread of viruses in order to protect not just the 
guest but as well as its employees. 

2.5. Conceptual Framework 

Figure 2. Framework for pandemic Health and Safety protocols 

The figure above describes the conceptual framework wherein the independent variables of the 
study will be the demographic characteristics such as the age, hotel department, and the year of 
service of the employees of the selected hotels in Pasay City and what made their hotel different 
from other hotels. The dependent variables will be the risk management of hotels, legislation 
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compliance, and the hotel star rating system. Lastly, the output of the study will be the 
recommended health and safety protocols for the selected hotels in Pasay City.  

III. METHODOLOGY

This chapter contains discussions on the methods and procedures that were used in conducting 
the study. It describes the respondents’ profile, the population, and sampling techniques, the data 
gathering procedure was employed, and the statistical treatment used in treating the data gathered. 

3.1. Research Design 

This study used a descriptive method employing quantitative and qualitative approaches. The 
quantitative approach was used to answer the questions concerning the pandemic health and safety 
protocols of the selected hotels in Pasay City and hypothesized the significant differences based 
on the variables identified in the study such as risk management in hotels, legislation compliance, 
and hotel star rating system. 

In addition, the answers given by the employees of the selected hotels in Pasay City in the 
qualitative questionnaires of the study described their experiences in dealing with the COVID-19 
pandemic. This was done through interviews using guide questions formulated prior to the 
conduct of the interview.  

3.2. Participants of the Study 

The participants of this study are selected hotels in Pasay City with 4-star ratings. The employees 
in the hotels are the respondents of the study. There were 200 employees that represented the 
hotel employees in Pasay City and served as the respondents of the quantitative part of the study. 
For the qualitative part of the study, there were 4 employees interviewed. 

Formula: nh = (Nh/N) * n 
Where: nh = Sample Size 
Nh = Population 
N = Total Population Size 
n = Total Sample Size 

3.3. Sampling Type and Techniques 

This study used the stratified sampling technique for the quantitative part of the study and the 
purposive sampling technique for the qualitative part of the study. The researchers selected the 
employees of the selected hotels in Pasay City to act as respondents of the study. Each of them 
was given a survey questionnaire and some were interviewed. The researchers decided to use this 
technique because it can produce results that are available in real-time thus strengthen the 
reliability of the study.  

3.4. Research Instrument 

This study used survey questionnaires and interviews that were made by the researchers to know 
the Pandemic Health and Safety Protocols of Selected Hotels in Pasay City based on the following 
variables such as risk management in hotels, legislation compliance, and hotel star rating. 

14



The qualitative data generated by the experiences narrated in the research interview was measured 
based on the questions in each variable. 

3.5. Data Gathering Procedure 

To gather the information that is needed for the study, the researchers created a list of questions 
that would be used for the survey and interview of the selected hotels in Pasay City. After that, 
the researchers asked for the approval of the hotels to be part of the study. Upon the approval of 
the hotels to participate in the study, the researchers distributed the survey questionnaires to the 
participants online using Google Form while the interviews were conducted through a web-based 
video conferencing tool.  

The gathered data are consulted and combined for statistical data analysis. After that, the 
researchers have analyzed and interpreted the data.  

For the validation of the questionnaires, the researchers presented the questionnaires to their 
course chairperson, Prof. John Ericson A. Policarpio. The comments and suggestions of their 
chairperson were considered in the revision of the questionnaire.   

3.6. Statistical Treatment of Data 

The statistical treatment used in this study was varied depending on the nature of the problems of 
the study and the data that was gathered. 

Frequency and Percentage. Was used to describe the profile of the respondents in this study. 

Formula: % = (F/N) * 100 
Where: % = Percent 

F = Frequency 
N = Number of Respondents 

Mean. The mean was used to determine the standard responses of the subjects of the study on 
different components of the questionnaire. 

Formula: 𝑥=ΣX/N 
Where: x = Mean 
ΣX = Summation of Frequency 
n = Number of Population 

3.7. Data Analysis Procedure 
1) To determine the profile of the respondents, frequency and percentage were used.
2) To assess the pandemic health and safety protocols of selected hotels in Pasay City, the mean
was used. The obtained mean values were interpreted using the four-point scale shown below:

Scale Range of Means Interpretation 

4 3.51-4.00 Strongly Agree (SA) 

3 2.51-3.50 Agree (A) 
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2 1.51-2.50 Disagree (D) 

1 1.00-1.50 Strongly Disagree (SD) 

legend: SA - Strongly Agree, A - Agree, D – Disagree, SD - Strongly Disagree 

Table 3.1. Interpretation and the corresponding scale and range of weighted means 

3) Thematic Analysis was used to analyze the qualitative data coming from the interviews to
assess the pandemic health and safety protocols of selected hotels in Pasay City.

IV. PRESENTATION, ANALYSIS, AND INTERPRETATION OF DATA

The chapter presents the analysis, presentation, and interpretation of the findings resulting from 
this study. The data analysis and findings from 200 questionnaires were completed by the 
employees of Belmont and Savoy Hotel Manila who were informed online. The analysis and 
interpretation of data are presented out in two phases. The first part, which is based on the 
outcomes of the questionnaire, deals with a quantitative analysis of data. The second, which is 
based on the results of the interview, is a qualitative interpretation. 

1. What is the profile of the respondents?

Age Frequency Percentage 

20 and below 0 0% 

21 to 30 129 64.5% 

31 to 45 62 31% 

46 and above 9 4.5% 

Total 200 100% 

Table 4.1. Frequency and Percentage Distribution of Respondents Based on Age 

Table 4.1 shows the demographic profile of the respondents based on their age, in which most of 
the respondents are within the age bracket of 21 to 30 years old (129 respondents) because most 
of them are fresh graduates or are new in the industry. As stated in the study of Terjesen & 
Salomon (2015), the main reason why younger applicants are hired is that they have the capability 
to work longer and because there is an assumption that older workers are less capable of working 
long hours. 

It shows that there are more younger workers who work in the hotel industry because they are 
more healthier and stronger. Moreover, they are capable of doing difficult jobs compared to older 
employees. 
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Table 4.2. Frequency and Percentage Distribution of Respondents Based on Hotel Department 

Table 4.2 shows the demographic profile of the respondents based on the hotel department, in 
which most are from the food and beverage department. According to Hospitality Insights (2021), 
the employees in the F & B department have more employees as compared to the other 
departments in the hotel industry for the reason that it is the best choice for people who perform 
better in practical work. In addition, there are more opportunities that the F&B department has to 
offer because there are more paths and positions available. 

This indicates that the Food and Beverage department has the most number of respondents namely 
because of the multitude of job titles in the Food and Beverage department ranging from the Food 
and Beverage services (waiters, servers, bartenders, receptionist) and as well as kitchen operations 
(chef, chef de partie, pastry chef, cook, commis, line cook). 

Table 4.3. Frequency and Percentage Distribution of Respondents Based on Years of Service 

Hotel Department Frequency Percentage 

Front Desk 46 23% 

Food and Beverage 72 36% 

Housekeeping 31 15.5% 

Finance 17 8.5% 

Sales & Marketing 12 6% 

Engineering 8 4% 

HR 8 4% 

Security 4 2% 

IT 2 1% 

Total 200 100% 

Years of Service Frequency Percentage 

1 Year and Below 5 2.5% 

1-2 Years 94 47% 

3-5 Years 87 43.5% 

6 Years and Above 14 7% 

Total 200 100% 
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Table 4.3 shows the demographic profile of the respondents based on their years of service, in 
which most are serving 1-2 years because according to Brown (2011), there is a high turnover 
rate in the hospitality industry since once an employee goes, there is always a replacement. It is 
also stated by Kusluvan and Kusluvan (2000), that there is a high turnover because the hotel 
industry has a stressful environment which makes the job  also stressful. Aside from that there are 
also different factors that  are also present such as lack of family life, long hours, seasonal jobs, 
low social status and low pay.   

It shows that there are a lot of employees who transfer from one company to another because the 
job is very stressful and has a toxic work culture in which some of the employees experience 
sexual harassment on the job and bullying from their co-employees. That is why most of the 
respondents are just new to the company or have short years of service. 

Table 4.4. Frequency and Percentage Distribution of Respondents Based on Gender 

Table 4.4 shows the demographic profile of the respondents based on their gender in which most 
of them are male because according to a study conducted by Ng & Pine (2003) hotels mostly hire 
men employees more than women mainly because there is an assumption that women who are 
married are more on giving non-paid support to their husband's work.  

It presents that the management sees male employees that would be more focused on their job 
compared to females who are more likely to attend to their family. This is why companies think 
that male employees can work a more flexible schedule and work for a longer time.  

2. What is the assessment level of the pandemic health and safety protocols of selected hotels
in Pasay City based on:

legend:  3.51-4.00 - Strongly Agree (SA), 2.51-3.50 - Agree (A), 1.51-2.50 - Disagree (D), 
1.00-1.50 - Strongly Disagree (SD) 

Gender Frequency Percentage 

Female 87 43.5% 

Male 113 56.5% 

Total 200 100% 

Statement Mean Interpretation 

1.1 Our hotel has an emergency operations plan for all hazards including a 
fire, a terrorist attack, and earthquakes or natural disasters. 

3.94 Strongly Agree 

1.2 Employees undergo risk management and security training. 3.90 Strongly Agree 

1.3 Our hotel has invested in security and it is one of our top priorities. 3.97 Strongly Agree 

1.4 Contingency plans are developed and are exercised regularly. 3.86 Strongly Agree 

1.5 Our hotel is prepared in dealing with risks such as the COVID-19 
pandemic. 

3.85 Strongly Agree 

Overall 3.85 Strongly Agree 
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Table 4.5. The Pandemic Health and Safety Protocols of Selected Hotels in Pasay City Based 
on the Risk Management in Hotels 

Table 4.5 shows that the overall mean is 3.85 with the interpretation of Strongly Agree. This 
indicates that employees of Savoy Manila and Belmont Manila strongly agree that there is risk 
management in their hotels. As seen from the obtained data, all of the statements under this 
variable have interpretations of strongly agreed. Because of the current COVID 19 situation, 
everyone's safety has never been more important than it is today.  

The third statement ranked the highest with a mean value of 3.97. As stated by Randstand (2020), 
making health and safety their top priority during this pandemic makes sure that employees keep 
a high level of productivity and keeps them away from a disorder caused by health issues in the 
workplace. These health and safety management are not only carried out to abide by the rules but 
also to focus on prevention and continuous improvement.  

While for the 5th statement, hotels are prepared in dealing with risks because according to Lo et 
al. (2006), there should be measures implemented by hotels to counter the difficult situation such 
as increased health and sanitation, cost control measures, developed contingency plans, and 
formed special teams to devise procedures to deal with the crisis.  

It shows that safety measures that are being implemented by Savoy and Belmont Hotel Manila 
are focused in ensuring the welfare of its guests and employees. It is possible through creating 
plans and actions that would address the situation that the hotel is experiencing.  

legend:  3.51-4.00 - Strongly Agree (SA), 2.51-3.50 - Agree (A), 1.51-2.50 - Disagree (D), 
1.00-1.50 - Strongly Disagree (SD) 

Table 4.6. The Pandemic Health and Safety Protocols of Selected Hotels in Pasay City Based 
on Legislation Compliance 

Table 4.6 shows that the overall mean is 3.86 with the interpretation of Strongly Agree. This 
indicates that employees of Savoy Manila and Belmont Manila strongly agree that their hotels 
comply with the legal obligations set by the government. As seen from the obtained data, all of 
the statements under this variable have interpretations of strongly agreed. That is because these 

Statement Mean Interpretation 

2.1 There are COVID 19 related policies implemented in hotels or 
accommodation establishments in Pasay City. 

3.89 Strongly Agree 

2.2 The protocols being implemented by the government are met by our 
hotel. 

3.95 Strongly Agree 

2.3 There are protocols the government has put in place to assist our 
hotel to overcome the pandemic. 

3.74 Strongly Agree 

2.4 The COVID-19 related policies (e.g DOT guidelines) are enforced 
properly in our hotel. 

3.81 Strongly Agree 

2.5 There are big changes in the protocols implemented now by the 
government than before the pandemic. 

3.90 Strongly Agree 

Overall 3.86 Strongly Agree 
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hotels want to make sure that they are responsible to comply to ensure their staff and customers’ 
safety. 

The second statement ranked the highest because according to the law, Republic Act No. 9593 
(2009) otherwise known as the Tourism Act of 2009, (section 6) one of the functions of the local 
government units is to monitor tourism enterprises including hotels in compliance with national 
standards, undergo inspection to problems regarding these enterprises and execute actions by the 
provisions of this act. The third statement ranked the least because as stated in the study of 
UNICEF (2020), their respondents felt that that the government had not done enough with the 
guidelines they have imposed. They mentioned that the government had done a poor job 
communicating its strategy and that they are too confusing since they change their guidelines from 
time to time. 

The results and study indicate that Savoy Manila and Belmont Manila follow the rules, 
regulations, and health protocols that the government implies before they operate in this time of 
the pandemic. These protocols help the mentioned hotels to operate and be safe to the employees 
as well as to the customers. However, it is evident that some employees are not satisfied with the 
protocols that the government has put in place.  

Legend:  3.51-4.00 - Strongly Agree (SA), 2.51-3.50 - Agree (A), 1.51-2.50 - Disagree (D), 
1.00-1.50 - Strongly Disagree (SD) 

Table 4.7. The Pandemic Health and Safety Protocols of Selected Hotels in Pasay City Based 
on the Hotel Star Rating System 

Table 4.7 shows that the overall mean is 3.60 with the interpretation of Strongly Agree. This 
indicates that employees of Savoy Manila and Belmont Manila strongly agree that their hotel 
protocols match up with the star rating given to them. As seen from the obtained data, most of the 
statements under this variable have interpretations of strongly agree because the protocols that 
they will imply are dependent on what star rating they have. 

The first statement has ranked the highest with a mean value of 3.92 because as stated by the 
study of Sepula et al. (2018), protocols and the Hotel Rating System match as it contributes an 
array of features that hotels may use to enhance the satisfaction of the customers. This study shows 
that following a set of standards affects customer satisfaction. Also, as COVID-19 is still present, 

Statement Mean Interpretation 

3.1 The Health and safety protocols being implemented in our hotel 
match up with the star rating given to our hotel. 

3.92 Strongly Agree 

3.2 Our hotel has the proper resources to operate during the COVID-19 
pandemic. 

3.86 Strongly Agree 

3.3 Hotels with higher star ratings don't have stricter rules compared to 
hotels with lower star ratings. 

3.28 Agree 

3.4 Hotel star rating is not one of the reasons why I chose to work here. 3.33 Agree 

3.5 The protocol does not depend on what kind of guest stays in our hotel. 3.61 Strongly Agree 

Overall 3.60 Strongly Agree 
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the grading system of the hotel industry may add to the value of how customers will choose a 
hotel in which they assure that their safety is the priority. While the third statement ranked the 
least with a mean value of 3.28 because according to Nunkoo et al. (2019), the attributes of service 
quality that influence customer satisfaction differ between the different hotels’ star ratings. Hotels 
with higher star ratings are expected to provide quality service than hotels with lower star ratings. 
The study discovered that star ratings have a decreased effect on the satisfaction of the guests and 
the quality of the services that the hotels offer. 

This explains that the health and safety protocols in Savoy hotel are being implemented by star 
rating hotels. They implement safety protocols that would also make their customers feel that the 
hotel is providing the best service that they can to ensure the safety of the guest. 

1.What made their hotel different from other hotels?

Main Theme: “Advantage of hotel as a main factor when considering a hotel.” 

Subordinate Theme 1: Implemented Safety Measures 

Informant 1:  “...caters the guests and it only allows one person each room.” 
(...malawak, yung space ng savoy since marami kaming ma cacater na mga guest, one person 
each room lang din ngayon eh.) 

Informant 1: “...we also have the diversey certificates so that the customers, it will be an edge 
since, you know, they won’t have to be scared to go there…” 
(...then meron kaming certificate para yung mga tao edge din yun na alam mo yun hindi sila 
matakot na pumunta doon...) 

Informant 3: “...we were allowed to operate because we have strict policies in battling COVID-
19...” 
(...we were allowed to operate because we have strict policies in battling COVID-19...) 

Informant 4: ... we specifically design our safe stay we care campaign. So basically that separates 
us from other hotels… 
(....we specifically design our safe stay we care campaign. So basically that separates us from 
other hotels…) 

Informant 4:  “Covid-19 testing on site…” 

Table 4.8. Main Themes and Subordinate Themes 

(Covid-19 testing on site…) 

Themes Sub-Themes 

Advantage of hotel as a main factor when considering a hotel. Implemented Safety Measures 

Quarantine Hotel 

Location 
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According to Mahtani et al. (2020), one of the ways to lessen the transmission and to stop the 
spread of the virus is by promoting and following social distancing. It is also assumed that the 
growing administering of these methods are proved to be the most effective.  

This shows that the implemented health and safety guidelines in hotels has a great impact in 
reducing the risks. Moreover, it is now the basis of guests in choosing a hotel to stay at especially 
in this time of pandemic. 

Subordinate Theme 2: Quarantine Hotel 

Informant 1: “Because we are a quarantine hotel we have OFWs as guests from OWWA.” 
(Kasi ano kami uhm quarantine hotel so we have OFWs uhm from mga guest.) 

Informant 2: “...Belmont Hotel Manila is a quarantine hotel. So we work closely with the LGU of 
Pasay…” 
(Belmont Hotel Manila is a quarantine hotel. So we work closely with the LGU of Pasay) 

Informant 3: “...to be updated most of the time for the new policies that the government issues 
about COVID-19..) 
(to be updated most of the time for the new policies that the government issues about COVID-19.) 

Informant 3: for quarantine hotels, we were allowed to operate because we have strict policies in 
battling COVID-19 
(for quarantine hotels, we were allowed to operate because we have strict policies in battling 

COVID-19) 

According to Puyat (2020), a quarantine hotel is a method of bringing back the business, job and 
livelihood opportunities for people to gain benefit. 

This reveals that one of the advantages of being a quarantine hotel is that their hotels are still able 
to operate, gain revenue, and help their people to retain from their jobs. Moreover, being a 
quarantine hotel means that the hotel has met the standards set by the Bureau of Quarantine which 
leads them to an advantage since this shows that their hotel is safe enough to accommodate their 
guests.  

Main Theme 4: Advantage of hotel as a main factor when considering a hotel. 

Subordinate Theme 3: Location 

Informant 1: “...our advantage is that we are near the airport...” 
(...advantage namin is malapit kami sa airport….) 

Informant 2: “The edge of our hotel is we are located at the heart of resorts world manila, so our 
hotel is just 5 minutes walk from Ninoy Aquino International Airport…) 
(...yung hotel namin is just 5 minutes walk from Ninoy Aquino International Airport so this 
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attracts tourist ...) 

Informant 3: “Belmont hotel is located in the airport…” 
(Belmont hotel is located in the airport…) 

Rivers et al. (1991) showed that the location of a hotel is an important factor that strongly 
influences the decision of tourists when it comes to selecting a hotel. 

This shows that location is a factor that guests consider when choosing a hotel that they want to 
stay in. If a hotel is located in a good place it will be more convenient for guests who are going 
or coming from different places.  

V. SUMMARY, CONCLUSION, AND RECOMMENDATION

This chapter presents the summary of the study conducted by the researchers. This also contains 
the conclusion and recommendations based on the findings of the study. 

5.1 Summary of the findings 

● The researchers have assessed the demographic profile of the respondents based on their age,
in which most of the respondents are within the age bracket of 21 to 30 years old (129
respondents). It shows that there are more younger workers who work in the hotel industry
because they are more healthier and stronger. Moreover, they are capable of doing difficult
jobs compared to older employees.

● For the hotel department, most of them are from the food and beverage department. It shows
that this department has the most number of respondents namely because of the multitude of
job titles in the Food and Beverage department ranging from the Food and Beverage services
(waiters, servers, bartenders, receptionist) and as well as kitchen operations (chef, chef de
partie, pastry chef, cook, commis, line cook).

● While the demographic profile of the respondents is based on their years of service, in which
most are also serving 1-2 years. This shows that there are a lot of employees who transfer from
one company to another because the job is very stressful and has a toxic work culture in which
some of the employees experience sexual harassment on the job and bullying from their co-
employees. That is why most of the respondents are just new to the company or have short
years of service.

● Lastly, for the gender, most of the respondents are from the male category. It presents that the
management sees male employees that would be more focused on their job compared to
females who are more likely to attend to their family. This is why companies think that male
employees can work a more flexible schedule and work for a longer time.

● As for the variables of the study, the first variable of this study which is risk management in
hotels has an overall mean of 3.85 with the interpretation of Strongly Agree. This indicates
that employees of Savoy Manila and Belmont Manila strongly agree that there is risk
management in their hotels. As seen from the obtained data, all of the statements under this
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variable have interpretations of strongly agree. Because of the current COVID 19 situation, 
everyone's safety has never been more important than it is today. It shows that safety measures 
that are being implemented by Savoy and Belmont Hotel Manila are focused in ensuring the 
welfare of its guests and employees. It is possible through creating plans and actions that would 
address the situation that the hotel is experiencing.  

● For the second variable which is legislation compliance, has an overall mean of 3.86 with the
interpretation of Strongly Agree. This indicates that employees of Savoy Manila and Belmont
Manila strongly agree that their hotels comply with the legal obligations set by the government.
As seen from the obtained data, all of the statements under this variable have interpretations
of strongly agree. That is because these hotels want to make sure that they are responsible to
comply to ensure their staff and customers’ safety. The results and study indicate that Savoy
Manila and Belmont Manila follow the rules, regulations, and health protocols that the
government implies before they operate in this time of the pandemic. These protocols help the
mentioned hotels to operate and be safe to the employees as well as to the customers. However,
some employees are not satisfied with the protocols that the government has put in place.

● Lastly, for the third variable of this study which is the hotel star rating system, its overall mean
is 3.60 with the interpretation of Strongly Agree. This indicates that employees of Savoy
Manila and Belmont Manila strongly agree that their hotel protocols match up with the star
rating given to them. As seen from the obtained data, most of the statements under this variable
have interpretations of strongly agree because the protocols that they will imply are dependent
on what star rating they have. It shows that the health and safety protocols in Savoy hotel are
being implemented by star rating hotels. They implement safety protocols that would also
make their customers feel that the hotel is providing the best service that they can to ensure the
safety of the guest.

5.2 Conclusion 
The researchers have concluded that Belmont and Savoy Hotel Manila are ready for the new 
norm. The policies that they implemented are coordinated and carefully planned in order to 
mitigate the spread of the virus. In line with that, since everyone is in the middle of a pandemic 
some of their facilities are on hold in order to abide by the rules that were set by the government 
regarding hotel operations. 

Both hotels have a high assessment since they are hiring a quality safety officer to oversee the 
standard protocols to make sure that quarantine guests and the employees are safe especially in 
this time of pandemic. Which is through their partnership with Diversey Hygiene Academy to 
make sure that they provide utmost safety and to improve the environment of the hotel. These 
quality safety officers are also in charge in working hand and hand with the different government 
agencies such as IATF, DOH and the local government of Pasay City to get the latest updates for 
the health and safety guidelines being implemented in order to apply it in their hotels immediately. 
Lastly, guests do not rely on the star rating of hotels since they are now relying on the safety 
precautions that are implemented by the different hotels. 

As everybody knows every hotel must have well-planned strategies to show what makes their 
hotel different from others and why guests must choose to stay with them. As for Savoy and 
Belmont Hotel Manila, they partnered up with Overseas Workers Welfare Association during this 
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pandemic to be a quarantined hotel that would cater to OFW who will undergo 14 days isolation 
which is only offered to hotels selected hotels that meet the standards of being a quarantine hotel. 
Aside from that what makes Savoy and Belmont Hotel Manila different from other hotels is that 
they take pride in their safe stay campaign. 

5.3 Recommendations 

Based on the results of the study, the following can be recommended: 

Local Government of Pasay City 

• Identify the quarantine hotel from the leisure hotel for the people to know what their
differences are.

• Strictly enforce the requirements for operators and managers to attend seminars about COVID-
19 related health and safety.

• Strengthen relationship between the government and hotel establishments by having their
operations monitored monthly.

Savoy Hotel Manila and Belmont Hotel Manila 

• The researchers recommend that they should have an assessment for their monthly disaster
preparedness plan  to know if there are improvements.

• Consider and learn from the suggestions and comments given by the guests.
• They should have a weekly evaluation intended for the customers to assess how the protocols

are being implemented.

Hotel Customer 

• The researchers recommend that the customers should be keen in choosing a hotel as their
safety is at stake.

• Customers should constantly be updated and informed of the latest government policies
implemented that address the COVID-19 pandemic.

• Customers should always practice the policies implemented even though there is no one telling
them to do so.

Future Researchers 

• Since this study focuses only on the 4-star hotels, the researchers recommend that they use
different approaches.

• Add more respondents and informants to provide more accurate data, to provide a smaller
margin of error, and

• Make sure that all the information gathered is true.
• Use other variables that were not included in the research.
• Make sure to gather a Review of Related Literatures that are more related to the research.
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• Make this research study a basis for further research.

Future Researchers 

• Since this study focuses only on the 4-star hotels, the researchers recommend that they use
different approaches.

• Add more respondents and informants to provide more accurate data, to provide a smaller
margin of error, and

• Make sure that all the information gathered is true.
• Use other variables that were not included in the research.
• Make sure to gather a Review of Related Literatures that are more related to the research.
• Make this research study a basis for further research.

Key Result 
Area 

Objectives Strategies Persons 
Involved 

Outcome 

Risk 
Management 

To help the 
Hotel Industry 
to improve 
their 
operations. 
To ensure that 
the 
management 
are meeting the 
plans that they 
have set.  

The researchers 
recommend that they 
should have an 
assessment for their 
monthly disaster 
preparedness plan  to 
know if there are 
improvements. 
Consider and learn 
from the suggestions 
and comments given by 
the guests. 
They should have a 
weekly evaluation 
intended for the 
customers to assess 
how the protocols are 
being implemented. 

- Quality
Safety
Officer

- Employees
of the hotels

They will be able to 
prevent problems 
from happening and 
their plans will be 
more intensified. 

Legislation 
Compliance 

To make sure 
that the admin 
of the hotels 
work hand in 
hand with the 
government 
bodies. 

Strengthen relationship 
between the 
government and hotel 
establishments by 
having their operations 
monitored monthly. 

- Quality
Safety
Officer

- Local
Government
Officials of
Pasay.

- Head of
IATF

The management 
will be more updated 
regarding the 
implemented 
protocols by the 
government bodies. 
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Hotel Star 
Rating 

To make sure 
that the hotels 
are providing 
the services in 
accordance 
with their hotel 
star rating. 

Enhance the products 
and services that they 
are offering 

- Department
of Tourism

- Hotel admins

The guests will be 
satisfied with the 
services that they are 
receiving 
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APPENDICES 

Cronbach’s Alpha 

Subject Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q9 Q10 Q11 Q12 Q13 Q14 Q15 Total 
1 4 4 4 4 4 4 4 4 4 4 4 4 4 4 2 58 
2 4 3 4 4 3 3 4 3 3 4 3 3 4 4 4 53 
3 4 4 4 4 4 4 4 4 4 4 4 4 2 2 4 56 
4 3 3 4 4 3 4 3 3 3 3 3 3 3 2 3 47 
5 4 3 4 4 4 3 4 3 3 4 4 3 3 3 3 52 
6 4 4 4 4 4 3 4 4 4 4 4 4 4 3 4 58 
7 4 4 3 3 4 3 3 3 3 3 3 3 3 3 3 48 
8 4 4 4 4 4 4 4 4 4 4 4 3 3 3 3 56 
9 4 4 4 4 4 4 4 4 4 4 4 4 3 3 3 57 
10 4 4 4 4 4 4 4 4 4 4 4 4 3 3 3 57 
11 4 4 4 4 4 4 4 4 4 4 4 4 3 3 3 57 
12 4 4 4 4 4 4 4 4 4 4 4 3 3 4 4 58 
13 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 
14 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 
15 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 
16 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 
17 4 4 4 4 4 4 3 4 3 4 3 3 3 3 3 53 
18 4 3 4 4 4 4 4 4 4 4 3 4 2 3 4 55 

19 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

20 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 59 
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Tabulation of Data 

Subject Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q9 Q10 Q11 Q12 Q13 Q14 Q15 

1 4 4 3 4 4 4 4 4 4 4 4 4 4 4 4 

2 4 4 4 4 4 4 4 4 4 4 4 3 2 4 4 

3 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

5 4 4 4 4 4 4 4 4 4 4 4 4 1 3 4 

6 4 4 4 4 4 4 4 4 4 4 4 4 2 3 3 

7 4 4 3 3 4 4 4 3 4 3 4 4 1 2 4 

8 4 3 4 4 4 4 4 4 4 4 2 4 3 3 4 

9 4 4 4 4 4 4 4 4 4 4 4 4 3 3 3 

10 4 3 3 3 4 4 4 4 4 4 4 4 2 2 2 

11 4 4 4 3 4 4 4 4 4 4 4 4 3 2 3 

12 3 3 4 4 4 4 4 4 4 3 4 3 4 2 3 

13 4 3 4 4 4 4 4 4 4 4 4 4 4 4 3 

14 4 4 4 4 4 4 4 4 4 4 4 4 3 3 4 

15 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

16 4 3 4 4 4 4 4 4 4 3 4 4 1 3 4 

17 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 

18 4 3 4 4 3 4 4 4 4 4 4 4 4 4 4 

19 4 4 4 4 4 4 4 4 4 4 4 4 3 4 3 

20 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

21 4 4 4 4 4 4 4 4 4 3 4 4 4 4 4 

22 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

23 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 

24 4 4 4 4 4 4 4 3 4 4 4 4 4 4 4 

25 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

26 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

27 4 4 4 4 4 4 4 4 4 4 3 3 4 3 4 

28 4 4 4 3 4 4 4 4 4 4 4 4 4 3 4 
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29 4 4 4 4 4 4 4 4 4 4 4 4 4 2 3 

30 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

31 4 4 4 4 4 4 4 4 4 4 3 4 4 4 4 

32 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

33 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

34 4 4 4 3 3 4 4 4 4 4 3 4 2 2 1 

35 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

36 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

37 4 4 4 4 4 4 4 4 4 4 4 3 2 4 4 

38 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

39 4 4 4 4 4 4 4 4 4 4 4 4 3 3 3 

40 4 4 4 4 4 4 4 4 4 4 4 4 3 3 4 

41 4 4 4 4 4 4 4 4 4 4 4 4 3 3 3 

42 4 4 4 4 4 4 4 4 4 4 4 4 2 3 3 

43 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

44 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

45 4 3 4 4 3 4 3 4 3 4 4 2 2 1 3 

46 4 3 4 4 3 3 4 3 3 4 4 3 2 1 3 

47 4 4 4 4 4 4 4 4 4 4 4 4 2 3 4 

48 4 4 4 4 3 3 4 2 3 4 4 3 1 1 2 

49 4 4 4 3 3 4 4 3 2 4 4 4 3 1 2 

50 3 4 4 3 4 3 4 3 3 4 4 2 1 2 2 

51 3 4 4 4 3 3 4 2 3 4 4 2 2 1 2 

52 4 4 4 3 3 3 4 4 4 4 4 3 3 2 1 

53 4 4 4 3 3 4 4 3 3 4 4 4 2 1 4 

54 4 4 4 4 4 4 4 3 3 4 4 4 2 1 4 

55 4 4 4 4 3 4 4 3 3 4 4 4 2 2 3 

56 3 4 4 4 3 4 4 2 3 4 4 4 2 1 2 

57 3 4 4 3 4 3 4 2 3 3 4 3 4 1 1 

58 4 4 4 4 4 4 4 4 3 4 4 4 4 4 4 

59 4 4 4 3 3 4 4 3 3 4 4 4 2 1 4 
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60 4 4 3 3 4 3 4 2 3 3 3 3 1 2 4 

61 4 4 4 3 3 4 3 2 2 3 3 3 2 1 3 

62 4 4 4 4 4 4 4 3 3 4 4 4 2 1 3 

63 4 4 4 4 3 4 4 3 2 3 4 4 2 1 3 

64 3 4 4 4 3 4 4 2 3 4 4 4 1 2 2 

65 4 4 4 3 3 4 4 2 3 3 4 4 2 2 3 

66 4 4 4 4 3 4 4 4 4 4 4 4 4 4 4 

67 4 4 4 4 4 4 4 4 4 4 4 4 4 1 4 

68 3 4 4 3 3 3 4 3 3 3 3 4 3 2 1 

69 4 4 4 2 2 2 3 1 2 3 3 4 1 1 4 

70 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

71 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

72 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

73 4 4 4 4 4 4 4 4 4 4 4 3 4 4 4 

74 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

75 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

76 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

77 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

78 4 4 4 4 4 4 4 4 4 4 4 4 2 3 4 

79 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

80 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

81 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

82 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

83 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

84 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

85 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 

86 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

87 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

88 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

89 4 4 4 4 4 4 4 4 4 4 3 4 4 4 4 

90 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 
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91 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

92 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

93 4 4 4 3 4 4 4 4 4 4 4 4 4 4 4 

94 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

95 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

96 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

97 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

98 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

99 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

100 4 4 4 4 4 4 4 4 4 4 4 4 2 4 4 

101 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

102 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 

103 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

104 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

105 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

106 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

107 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

108 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

109 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 

110 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

111 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

112 4 4 4 3 4 4 4 4 4 4 4 4 4 4 4 

113 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

114 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

115 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

116 4 3 4 4 4 4 4 4 4 4 4 4 4 4 4 

117 4 3 4 4 4 4 4 4 4 4 4 4 4 4 4 

118 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

119 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

120 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

121 4 4 4 4 4 4 4 4 4 4 4 4 2 3 3 
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122 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

123 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

124 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

125 4 4 4 4 4 4 3 4 4 4 3 4 3 3 3 

126 4 3 4 4 4 4 4 4 4 4 4 4 4 4 4 

127 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

128 4 4 4 4 3 3 3 3 3 3 4 4 4 4 4 

129 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 

130 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

131 4 4 4 4 4 4 4 4 4 4 4 4 3 3 4 

132 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

133 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

134 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

135 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

136 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

137 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

138 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

139 4 4 4 4 4 4 4 4 3 4 4 3 2 1 3 

140 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

141 3 3 4 4 3 3 3 4 4 4 3 4 3 3 3 

142 4 4 4 4 4 3 4 2 3 4 4 3 2 2 4 

143 4 4 4 4 4 3 4 2 2 4 4 4 2 2 4 

144 4 4 4 4 3 4 4 4 4 4 4 4 2 2 3 

145 4 4 4 4 4 4 4 4 4 4 4 4 2 3 2 

146 4 3 4 4 4 4 4 4 4 4 4 4 4 4 4 

147 4 4 4 4 4 3 4 2 4 4 4 3 2 2 4 

148 3 3 3 3 3 3 3 3 3 3 3 3 1 1 3 

149 4 4 4 4 4 4 4 4 4 4 4 4 2 4 3 

150 3 2 4 4 3 4 4 2 3 4 4 4 2 3 4 

151 4 4 4 4 4 4 3 4 4 4 4 4 3 4 3 

152 4 4 4 4 4 4 4 3 4 3 4 4 4 3 3 
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153 4 3 4 3 3 4 4 4 4 4 4 4 4 4 4 

154 3 3 4 3 3 3 3 3 3 3 3 3 3 3 3 

155 4 4 4 4 4 3 4 2 2 4 4 3 2 1 3 

156 4 4 4 4 4 3 4 3 3 4 4 4 4 4 4 

157 4 3 4 4 3 3 4 2 3 4 4 4 2 1 3 

158 4 4 4 3 4 4 4 4 4 3 4 4 3 4 3 

159 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 

160 4 4 4 4 4 4 4 3 4 2 4 4 4 4 4 

161 3 3 4 3 3 3 3 3 3 3 3 3 2 3 3 

162 4 4 4 3 4 4 4 4 4 4 4 4 3 4 3 

163 4 4 4 3 4 4 4 4 4 4 4 4 3 4 3 

164 4 4 4 4 4 4 4 3 4 4 4 3 4 3 4 

165 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 

166 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

167 4 4 4 3 4 4 4 4 4 4 4 4 4 3 3 

168 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

169 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

170 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 

171 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

172 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

173 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

174 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

175 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

176 4 4 4 4 4 4 4 4 4 4 4 4 3 3 3 

177 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

178 4 4 4 4 4 4 4 4 4 4 4 3 4 4 4 

179 4 4 4 4 4 4 4 4 4 4 4 4 3 3 3 

180 4 4 4 4 4 4 4 4 4 4 4 4 3 4 3 

181 4 4 4 4 4 4 4 4 4 4 4 3 4 3 4 

182 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 

183 4 4 4 4 4 4 4 3 4 4 4 4 3 4 4 
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184 4 4 4 4 4 4 4 4 4 4 4 4 3 3 4 

185 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 

186 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

187 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

188 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

189 4 4 4 4 4 4 4 4 4 3 4 4 3 4 4 

190 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

191 4 4 4 4 4 4 4 4 4 4 4 4 3 3 4 

192 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

193 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

194 4 4 4 4 4 4 4 4 4 4 4 4 3 3 4 

195 4 4 4 4 4 4 4 4 4 4 4 4 4 3 3 

196 4 4 4 4 4 4 4 4 4 4 4 4 3 3 4 

197 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 

198 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

199 4 4 4 4 4 4 4 4 4 4 4 4 3 4 4 

200 4 4 4 4 4 4 4 4 4 4 3 4 4 4 4 

Total 787 779 794 772 770 778 789 747 761 779 783 772 656 665 721 

Mean 3.94 3.90 3.97 3.86 3.85 3.89 3.95 3.74 3.81 3.90 3.92 3.86 3.28 3.33 3.61 

Thematic Analysis 

Advantage of hotel as a main factor when considering a 
hotel 

Implemented Safety Measures 

Quarantine Hotel 

Location 
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Sample Survey and Interview Questionnaires 

SURVEY QUESTIONNAIRE 

Dear Respondents: 

We are 3rd year students taking up Bachelor of Science in Tourism Management at PATTS 
College of Aeronautics. As part of the requirement of the said subject, we will conduct a survey 
about our thesis entitled “Empirical Analysis on Post-pandemic Health and Safety Protocols on 
Selected Hotels in Pasay City”. We kindly ask for your time and patience to answer our survey 
that will surely help us in completing our thesis. 

We will make sure that your answers and opinions in this survey will be treated with utmost 
confidentiality. 

Respectfully, 

Keisha A. De Guzman Chardonnay Y.  Ecleo Elgin Janmil P. Ferrer 

Jeanne Kate T. Pineda Eloiza G. Remoroza 
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1.Personal Information

Direction: Answer the following questions and put a check (✓) for questions that correspond to 
your answer. 

Name  (Optional): _____________________________________ 

Age:  
20 and below 

21 to 30 

31 to 45 

46 and above 

Hotel Department: 
Front Office 

Food and Beverage 

Housekeeping 

Others:_____  

Years of Service:  
1 Year and Below 

1-2 Years

3-5 Years

6 Years and Above 

Gender: 
Female

Male 

Direction: Please read carefully and check (√) the corresponding boxes for your answer. 
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Scale Interpretation 

4 Strongly Agree (SA) 

3 Agree (A) 

2 Disagree (D) 

1 Strongly Disagree (SD) 

Statements 4 
(SA) 

3 
(A) 

2 
(D) 

1 
(SD) 

1.Risk Management in Hotels

1.1 Our hotel has an emergency operations plan for all hazards 
including a fire, a terrorist attack, and earthquakes or natural 
disasters. 

1.2 Employees undergo risk management and security 
training. 

1.3 Our hotel has invested in security and it is one of our top 
priorities. 

1.4 Contingency plans are developed and are exercised 
regularly. 

1.5 Our hotel is prepared in dealing with risks such as the 
COVID-19 pandemic. 

2.Legislation Compliance

2.1 There are COVID 19 related policies implemented in 
hotels or accommodation establishments in Pasay City. 

2.2 The protocols being implemented by the government are 
met by our hotel. 

2.3 There are protocols the government has put in place to 
assist our hotel to overcome the pandemic. 

2.4 The COVID-19 related policies (e.g DOT guidelines) are 
enforced properly in our hotel. 

2.5 There are big changes in the protocols implemented now 
by the government than before the pandemic. 
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3.Hotel Star Rating System

3.1 The Health and safety protocols being implemented in our 
hotel match up with the star rating given to our hotel. 

3.2 Our hotel has the proper resources to operate during the 
COVID-19 pandemic. 

3.3 Hotels with higher star ratings don't have stricter rules 
compared to hotels with lower star ratings. 

3.4 Hotel star rating is not one of the reasons why I chose to 
work here. 

3.5 The protocol does not depend on what kind of guest stays 
in our hotel. 

INTERVIEW QUESTIONNAIRE 

1. What are the COVID- 19 policies that are just implemented for hotel or accommodation
business in Pasay City?

2. How does your hotel manage this pandemic? What are the strategies you do to mitigate the
risks?

3. Are the COVID-19 related protocols implemented by the government met by your hotel?

4. What do you think are the advantages of having your star classification in attracting
potential customers now that the pandemic is still present in our society?

5. What made their hotel different from other hotels?

6. What are the services that are offered by their hotel that are not offered by other hotels?

7. What are the recommendations you can give to improve the effectiveness of the post-
pandemic health and safety protocols in your hotel?
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Interview Transcript 

FIRST INFORMANT 

Researcher: So Goodmorning po ma’am. We are the third year BS Tourism students from PATTS 
College of Aeronautics and this interview is for the qualitative part of our study which is entitled 
pandemic health and safety protocols of selected hotels in Pasay City and I am Keisha De Guzman 
we also have here Eloiza, Elgin, Kate and Chardonnay and we have prepared few questions for 
you. So start na po maam. 

Informant 1: Should I introduce myself? 

(Introduce ko ba self ko?) 

Researcher: Yes ma'am. 
(Uh yes po maam yes po maam.) 

Informant 1: Good Morning again. I’m from Savoy Hotel Manila Bank of Sale Account Executive, 
however right now we’re assigned at Marketing Department since there are no events now. I work 
for Savoy for almost two years now, I took up BS Tourism Management and graduated from 
Central Philippine University in Iloilo City. I worked in Iloilo before I transferred to Manila in 
2019. That's all Thank you. 
(So goodmorning again so i’m from savoy hotel manila bank of sale account executive, however 

right now we're assigned at marketing department so yun since walang event. so i work in savoy 

for almost two years but before that, i’m also a Bs Tourism student  in central philippine university 

in Iloilo city then my first work is in, was in Iloilo then i transferred last 2019 here in Manila. So 

basically that's all. Thank you.) 

Researcher:  Thank you ma'am. So for our first question regarding the study, what are the Covid-
19 policies implemented by the local government of Pasay City to the hotels located in the area? 
(Thank you po maam. so maam for our first question po about the uhm the study. Uh first is what 

are the Covid-19 policies implemented by the local government of Pasay city to the hotels located 

in the area po. ) 

Informant 1: When the Covid started the Local Government implemented basic policies such as 
wearing a face shield, face mask, and having a quarantine pass. Before I was living in Barangay 
183 however before the lockdown I went home, I mean in Angono not in Iloilo. That's for the 
quarantine passes, but for policies that are connected to the hotel all our employees were in the 
house when the pandemic started. During the ECQ employees are not allowed to go outside so we 
are all quarantined inside the hotel since Savoy is providing for the food and shelter of the 
employees. We are also following the basic policies such as wearing PPE's, having signages, 
alcohols and aside from that we also applied for diversey. It is a hygiene expert company in which 
we need to comply to be able to accommodate guests like OFWs. That is one of the things that we 
comply with from the policies of Pasay or the Local Government of the Philippines. Just like what 
i’ve said for the basics we have signages, alcohol, face mask, face shield and that's mandatory to 
the employees. During the start employees are required to wear an overall PPE, however it is very 
hot and eventually wearing overall PPE are not required for all the employees and they can wear 
gloves instead. The employees that are only required now to wear overall PPE are the ones who 
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go upstairs to serve the food to the guest under quarantine. But before all employees are required 
to wear overall PPE.  
(For the covid. Nung nag start uh covid 19 local government policies like uh first basic yung 

wearing your face shield, face mask tapos quarantine pass. Yung mga before I was living in 

Barangay 183 however before mag lock down umuwi na ako, then i mean in angono ah hindi 
iloilo. So quarantine passes yun yung ano pero yung connected sa hotel all our employees are in 

house, lahat ng mag duduty naka in house so nung nag start yung pandemic, ECQ ano kami 

walang lalabas ng hotel parang lahat naka quarantine sa hotel, since provided naman yung food 

and food and shelter ng savoy. Then ano pa so yung basic PPE’s, tapos signages, alcohols, yung 
mga basic and yun mag comply din sa uhm ano nga to clean. Kasi meron kaming inapplyan kami 

na diversey yun yung parang hygiene expert company so nag comply kami sa ganon para makapag 

accommodate kami ng mga guest like yung mga OFWs. Yun yung isa sa mga ano namin sa Pasay 

or local government ng Philippines, ah Philippines. Yun lang din mga basic, basic and yun 
signages, alcohol, face mask, face shield and mandatory sa employees. Nung start dapat may PPE 

ka, overall PPE kaso sobrang init that time, eventually naging ano na siya like gloves. Tapos yung 

PPE’s yun lang sa mga employees na umaakyat ng rooms na nag seserve sa mga naka quarantine 

yun lang yung naka PPE ngayon. Pero before lahat sila naka PPE.) 

Researcher: How about now ma’am is there any changes in the policies of the hotel? 
(So maam how about po ngayon, is there any changes po ba sa policies in the hotel?) 

Informant 1: None. 
(Wala.) 

Researcher: Okay ma’am. 
(Ahh okay po ) 

Informant 1: It’s still the same. 
(Ganun pa din.) 

Researcher: Okay ma’am 
(Sige po maam.) 

Informant 1: Because we are a quarantine hotel we have OFWs as guests from OWWA. And those 
OWWA guests are waiting for their swab results so the hotel is not allowed to stay at ease and to 
accept leisure guests. The Hotel is still strict to not allow leisure guests to stay in their hotel if it is 
not under OWWA or for quarantine purposes.  
(Kasi ano kami uhm quarantine hotel so we have OFWs uhm from mga guest. OWWA, OWWA 

guest so lahat sila under waiting for their swab results so hindi siya, hindi pwede mag at ease yung 
hotel or mag accept ng leisure. Strict pa din na no leisure other guest na mag stay in dun na hindi 

under OWWA or hindi under quarantine yun lang. ) 

Researcher: Thank you ma'am. Do you think that the hotel meets the implemented policies by the 
government? 
(Thank you po. maam uhm for you po, na memeet po ba ng uhm hotels yung policies po na 

inimpliment nung government?) 
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Informant 3: uhum yes, they were able to meet the policies because we have this safety, quality 
safety officer who was hired during the pandemic to oversee the employees, standards, protocols, 
are not just ignored. So Savoy really hires a staff to oversee everything. So everyday, every month 
there is an audit that is being conducted. So there. 
(Uhum yes, namemeet nila kasi meron pala kaming ano safety, quality safety officer na hinare 

during the pandemic to oversee na yung mga employees or yung mga standards, protocols hindi 

siya ma ano lang, mahayaan mga ganon. So talagang nag ano si Savoy na mag hire ng isang ano, 

isa staff yun yung oversee niya lahat. So everyday, every month yun may audit yan na kina conduct. 

So yun.) 

Researcher: For our next question ma’am, How does your hotel manage this pandemic? What are 
the strategies do you mitigate the risk. 
(Sa next question po maam. How does your hotel manage this pandemic? What are the strategies 

do you mitigate the risk?) 

Informant 1: Okay so at first, since we are covering leisure stays and since we also cater OWWA 
even before the pandemic, our sales have already a contact. Actually, basically the sales are the 
one that boosted up our hotel since all the hotels closed their operation and for other hotels there 
was an employee lay off. However, for us working in Savoy, only the agency staff are the ones 
who were not able to work. Savoy prioritized their direct employees and they were the ones who 
worked in the ECQ phase. Their strategies in order for the hotel to not stop the operation is that 
they partnered with OWWA because OWWA needs a quarantine stay so the hotel was converted 
into a quarantine hotel. The business of the hotel now is better because the quarantine stay of 
OWWA was covered and catered so that occupancy is always high. That's the first thing they did, 
they get the booking of OWWA and others also like the employees of PAL and then the tourists 
who are going home, the ones who will be quarantined for fourteen days, this is for the rooms but 
for the F&B it was terribly affected so the marketing strategies that we are doing is offering on the 
go foods, more on the deliveries or online deliveries so the operation in the hotel changed into a 
more modern way using technology since it is not allowed to have close contact with the people 
so the strategy of hotel is using net so it is more public since we are using social media. It can also 
be delivered at your homes or business meeting that is offering food. Those are the strategies that 
were done for the F&B restaurant department in order for the hotels income to not go down. For 
the event, we do not have any. The hotel's income recovered more due to the checked-in OFWs of 
OWWA. We have 684 rooms in Savoy, that's our latest, this March we are almost fully booked so 
it kind of covered everything for a few days. 
(Okay so at first, since uhm leisure stays yung kono cover namin. Yung naging ano, since we also 

ano naman cater OWWA nung wala pang pandemic before. May contact na din yung sales namin, 

actually basically sales talaga yung nag boost up kasi yung hotel talaga, lahat ng hotel for sure 

nag close, tapos kami at nag ano sila ng lay off sila ng mga employees, however sa part namin sa 

savoy yung mga agencies lang agency staff lang yung usually hindi nakapag work. Mas 

prinaoritize ni savoy yung direct employee niya. Yun yung mag work on that ECQ phase, yung 

strategies nila para di mamatay yung business nag ano sila sa OWWA na kasi kailangan ng 

OWWA ng uhm parang quarantine stay so naconvert yung hotel to be a quarantine hotel. So yun 

mas maganda yung business ng hotel ngayon kasi yung mga quarantine stays ng OWWA yung 

kinover, ah kinicater so palaging mataas yung occupancy. Yun yung, kasi yun yung pinaka una 

nilang ginawa,kunin yung bookings ng OWWA, and other also like ganun. So, then when it comes 
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to yun sa rooms yun. Pero when it comes to F&B naapektuhan masyado din, so ang strategies na 

ginagawa namin ng marketing sa F&B ngayon is offering mga food on the go. More on deliveries 

na siya, online deliveries so mas naging high tech yung ah yung ginagamit sa hotel kasi hindi nga 

pwede mag, kasi hindi nga pwede mag close contact so more on net so yun strategy ng hotel is 

more on public ano siya using social media. Tapos pwede siyang deliver nalang sa bahay kahit 

ganito ganyan or mga business meeting mag ooffer ng food. Yun yung strategies na ginawa para 

hindi mag down yung uhm ano to income ng F&B restaurant department. So with the event naman 

so wala kaming event yun din. Mas nabawi naman ng income ng hotel dahil sa mga naka check in 

na OFW ng OWWA. We have ano pala 684 rooms sa savoy, so yun yung pinaka latest namin this 

march naka 600 plus, almost fully booked yung savoy. So mejo cover niya na din lahat for ilang 

days ganun.) 

Researcher: Uhm okay ma'am for next question. What do you think are the advantages of your star 
classification in attracting potential customers now that the pandemic is still present in our society? 

Informant 1: Our advantage is that, since our potential customers now are more related to the 
government like quarantine guests, our advantage is that we are near the airport, in front of terminal 
3, spacious, it caters the guests and it only allows one person each room. So if there is 600 plus 
rooms, we can prioritize a lot in Savoy. Our edge is that we have a lot of rooms. Actually, I’ll just 
want to share that before the pandemic, the company let us choose if we want to become a 
quarantine hotel or leisure hotel. So we did choose the quarantine hotel since it could gain more 
income rather than a leisure hotel. That is why Savoy has a high occupancy rate. Also, their 
advantage is that in location. This also, our advantage is that we are exposed since we are active 
in social media, the steps that Savoy does, the safety protocols, the safety -what do you call it- 
advertisements being shown. You’ll see it if you follow the accounts, Savoy posts a lot in order 
for others to know that the hotel is operational but for quarantine. The hotel also follows safety 
standards, we also have the diversey certificates so that the customers, it will be an edge since, you 
know, they won’t have to be scared to go there to like buy food and take out, like that. And then 
the COVID patie- the tourist guests who are quarantined, they won’t be questioned when checking 
in because they know that we have passed the test in order for the hotel to be safe and always 
sanitized. What else, what else our potentials? Basically, there is none actually, more on being 
like, and then the location, the price wise, we are not that expensive since there is a pandemic, that 
too. Next question.  
(Advantage namin is ano ba, since yung potential customers namin ngayon is more on ano lang 

eh government. Mga quarantine guest so since ah advantage namin is malapit kami sa airport, 

harap ng terminal 3. Malawak, yung space ng savoy since marami kaming ma cacater na mga 
guest, one person each room lang din ngayon eh. So kung 600 plus marami kaming, mas 

napaprioritize ni Savoy. Yung edge namin is marami kaming rooms tapos uh yun talaga yung, 

actually share ko lang yung before that ano parang pinapili yung company kung ano pipiliin niyo. 

Maging quarantine hotel ba kayo o maging leisure hotel. So dun talaga kami nag pick sa 
quarantine hotel since yun yung maraming ano ngayon papasok na income sa hotel kesa mag 

leisure ka kaya we, every month mataas yung occupancy ng savoy. Yung advantage pa din na iba 

aside sa location, kumusta naman manok niyo dyan? Uh yun lang din. Advantage namin is um 

exposed na parang nag iingay kami sa social media, yung mga steps na ginagawa ni Savoy, yung 
safety protocols, yung mga safety, basta mga safety tawag dun, mga advertisements na pinapakita. 

Makikita niyo naman pag nakalike kayo, marami namang pinopost ang Savoy, para maknown sa 

iba na operational siya pero for quarantine. Then nagfafollow siya ng safety standards, then 
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meron kaming certificate para yung mga tao edge din yun na alam mo yun hindi sila matakot na 
pumunta doon for ano lang ha, bibili ng food tas take out doon, mga ganun. Tapos yung, yung 

mga COVID patie- yung mga ano din yung mga guest na magquaquarantine na mga tourist, yun 

hindi sila mag masisita to check in kasi alam nila na anong tawag dun, nakapasa kami sa test 

parang maging safe yung hotel, sanitize parati parang ganun. So ano pa? Ano pang potential 
namin? Basically wala naman, more on pagiging ano lang talaga, tapos yung location, then 

pricewise lang talaga, hindi ganun kamahal ngayon syempre pandemic, yun lang din. Next 

question na.) 

Researcher: Uh ma’am so our next question would be what made your hotel different from other 
hotels especially now that we are in pandemic po? 

Informant 1: Because we cater quarantine guests, that’s what made us different from leisure hotels. 
Then, I am also proud because when it comes to employees, our company does not totally lay off, 
so we are so proud to be part of Megaworld Hotels and they take care of their employees, either 
Savoy or Belmont. They take care of them, the financial help is continuous and the HR does 
everything to reach the management. That is the difference I can tell from other hotels. The hotel 
did not give up during the pandemic and that we really work as one. Eventually, Savoy and 
Belmont will have to stand alone but still under Megaworld Hotels, they only won’t become sister 
company, sister hotel rather. That’s it.  
(Ano, cause we cater quarantine guests, yun pinagkaiba namin sa kanilang mga leisure hotels. 

Then, ah, alam ko na, proud din ako yung kaibahan sa iba is when it comes to employees hindi 

nag lay- hindi totally nag lay off yung company namin so we are so proud na maging part ng 

Megaworld Hotels tas hindi pinabayaan yung employees nila, ng Savoy o ng Belmont man. Hindi 
nila pinabayaan, continuous yung mga paayuda tapos yung paraan na ginagawa ng HR na 

mareach management namin. So ganun. Yun yung masasabi kong difference from other hotels. 

HIndi nag give up yung hotel during the pandemic then yun we work as one talaga. Eventually 

yung Savoy and Belmont mag stand alone na din pero under Megaworld Hotels pa din siya, hindi 
lang siya magsisister company. Sister hotel pala I mean.  So yun.) 

Researcher: Okay, ma’am for our next question po, what are the services offered by your hotel that 
you think other hotels do not have po?  

Informant 1: Right now? They don’t also offer quarantine hotels that’s why their occupancy rate 
is not that high. Then we have e-concierge. The online platform when you book at Savoy, there is 
an email link that directs you to a mobile site where you can check in online. Not all hotels have 
this kind of feature. They check in online and present it to an FO as you enter, get the keycard, you 
do not have to sign there since you have put details on your phone already, payment is also allowed, 
food orders as well. Anyway, we have e-concierge which was implemented during this pandemic 
so there would be less contact with the employees and check in and check out would be less hassle. 
Express check out is also allowed and you won’t have to pay any amount. You can pay them 
through card, cash or credit card I mean, so that's one of the services that Savoy is offering, for the 
services not really, for the hospitality, the employees of Savoy are accommodating like that, that's 
all. 
(Right now? They don’t also offer quarantine hotels that’s why hindi ganun kataas yung occupancy 

nila, then we have e-concierge din. Yung online na platform pag nagbook ka sa Savoy, there is an 

email link na idirect ka don sa parang mobile site na pwede ka dun mag check in online, hindi 
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naman kasi lahat may ganun so pwede ka magcheck in online tapos present mo lang yun sa FO 

pagpasok mo so wala kang contact sa FO or anyone, kunin mo lang yung keycard mo, hindi ka na 

magsasign sign dun, kasi dun ka na sa phone mo magsasign, magput ng details, mag bayad pwede 

na din dun, magorder din ng food, pwede din dun. Anyway so yun we have an e-concierge na ano, 

ahh, inimplement  during this pandemic para less contact sa employees at easy na yung pag check 

in check-out nila. Pwede rin yung express check out dun, kaso wala ka nang babayaran. You can 

pay them through card, cash or credit card I mean so that's one of the services na offered ni Savoy 

other pa ah services no hindi naman services, hospitality yung pagiging accommodating ng tao 

ng mga employees ng savoy hospitality ganon that's all.) 

Researcher: Next question. 

Interviewee 1: So that's it, are you taking down notes? 
(So yun nga, okay lang nag nonote ba kayo?) 

Researcher: Yes maam. 
(Yes po ma'am) 

Informant 1: Okay, what are the recommendations you can give? like that? 
(Okay, what are the recommendations you can give ganon?) 

Researcher: What are the recommendations you can give to improve the effectiveness of the 
pandemic health and safety protocols in your hotel 

Informant 1: What recommendations, recommendations ko ba sa hotel or sa other sa mga iba? 
(What recommendations, my recommendation on the hotel or from the other hotels.) 

Researcher: Ma’am for example what do you think are the ones that can be improve or like.  
(Ma’am, for example po uhm ano po sa tingin niyo yung mga pwede pang iimprove or like.) 

Informant 1: In the hotel itself right? 
(Sa hotel mismo no?I) 

Researcher: Yes. 

Informant 1: So far, there is none since the hotel became strict and it is still continuous because 
our HR always check so all the employees in Savoy are always wearing mask inside, then if you 
are going outside the office you need face shield like in the lobby, all the frontliners that are outside 
have face mask and face shield and then for the recommendation, so far none because they are 
always very keen to implement and follow the rules because if ever they don’t follow they will fall 
on audit so actually like us employees and the guests if they enter the hotel they will spray the bags 
with disinfectant, the chemical used is strong, the cleaning materials like floor mats is there and 
there is a surprise inspection that is happening so far any recommendation is none. 
(Ah so far, wala parang wala ano na eh parang wala naman masyado kasi ito, kasi naging strict 

na din sila parang continuous pa rin kasi yung HR namin nag aano yun parati umiikot so lahat ng 

employees doon sa Savoy always wearing mask inside, okay yung mask sa inside yun then youre 
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going outside the office face shield kailangan like sa lobby lahat ng mga frontliners nasa labas 

ano siya may face and face shield and then recommendation siguro hmm so far none kasi parang 

theyre very ano theyre very keen na mag ano mag implement mag follow the rules always kasi if 

ever they dont ano babagsak din sila sa audit so yun pag actually yung mga kami mga employees 

pag nagiging pag nagentry tapos mga guest pag nagentry sa hotel iniisprayhan yung mga bag ng 

disinfectant, malakas pa yung ano ang chemical basta pang clean tapos mga floor mats andoon 

din tapos yung parang so so far wala tapos mga surprise inspection nangyayari so so far any 

recommendation parang none guys sorry.) 

Researcher: Thank you maam for answering our questions, that will be all our questions and for 
the answers it will be kept in private and will not be disclosed to anyone, thank you again for 
participating and for letting us interview you. 
(Okay lang po maam so thank you maam for uhm uhm for answering all our questions uhm so yun 

lang po lahat yung katanungan namin uhm the questions will uh the answer maam will be kept in 

private naman and will not be disclosed to anyone thank you po again for uhm uhm participating, 

letting us to interview you maam. ) 

Informant 1: Okay okay sure. 

Researchers: Thank you ma'am. 
(Thank you po maam.) 
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SECOND INFORMANT 

Researcher: So good afternoon po. I’m from PATTS College of Aeronautics and I’m a 3rd year 
student under BS Tourism Management. First of all uhh I wanna say thank you po for allowing us 
to interview you. Uhhh our study is about the assessment of health and safety protocols of selected 
hotels in Pasay City. Before we begin po can I ask if you can introduce yourself? 

Informant 2: I'm a concierge in Belmont Hotel in Pasay.  
(Uhh isa po akong concierge sa Belmont Hotel sa Pasay.) 

Researcher: Okay po sir thank you po. Uhh for our first question po uhmm is about what are the 
COVID-19 policies implemented by the Local Government of Pasay City to the hotels located in 
the area po? 

Informant 2: Pasay City has implemented stricter measures due to the new strain of coronavirus 
and it was implemented last March 3. As per the Mayor, since there are new covid-19 cases there 
is a need to be more careful regarding the social distancing and the sanitation protocols of the 
hotels. 
(Uh so syempre po yung Pasay City kasi is nag implement po sila ng mga uh stricter measures po 

uh due to the new strain of coronavirus uh eto po ay naimplement noung lately lang po, nung 

march 3 and yung, si mayor po kasi is kaya nga po may mga bagong cases po dito so kailangan 

po natin mas maging maingat po regarding the uh social distancing, and yung mga sanitation 

protocols po natin. ) 

Researcher: uh okay sir for our- 

Informant 2: and- 

Researcher: anything else sir? 

Informant 2: And of course the employees who have interactions with people or the guests need 
to be on their PPE, that's all. 
(And syempre po kailangan po yung mga nakaka interact po ng tao or mga guest po natin is 

kailangan naka PPE. yun lang p) 

Researcher: okay, for our second question po uhmmm How does your hotel manage this 
pandemic? What are the strategies you do to mitigate the risks? 

Informant 2: Since I am a concierge, before the covid-19 happened the concierge is working face 
to face but now since we are in the pandemic era we have e-concierge, this is a program that allows 
the guests to interact with the hotel staff and they can also book services in the hotel prior to their 
arrival. They can also book like the room services and reservations or their dinners, depending on 
what they would prefer. Since we are in pandemic we have limited shuttle services and room 
service, we do not really cater that much since we are a quarantine hotel maybe after pandemic but 
now we can fully immerse ourselves with the e-concierge. We can use this with its full potential 
so that you guests can use it to reserve for the different amenities such as spa, gym and others. 
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(U kasi po ako po isa po akong concierge so yung before po, before the covid 19 happened uhh 

mga face to face po yu7ng concierge natin, pero with uh ngayon po sa pandemic era natin uhh 

nakagawa po kami ng e-concierge so ito po is isang program po na nag aallow po sa mga guests 

po natin to interact with the hotel staff. Uh pwede rin po dito mag book ng services dito sa hotel 

uhh prior to their arrival po. Katulad po ng mga room service and yung mga reservations po  or 

yung mga dinner po nila, kung ano po yung prefere po nila. And pero po ngayong pandemic is 

limited po yung shuttle services po natin and room service natin. Hindi po tayo mashado nag 

cacater ng mga ganon, since quarantine hotel rin po tayo eh. Siguro po pagkatapos na ng 

pandemic ngayon is pwede na po nating mafully immerse yung sarili natin sa e-concierge, pero 

magagamit na po natin to with its full potential po para po magamit na dito yung pag reserve po 

ng mga amenities katulad ng spa, gym, and others po. ) 

Researcher: Thank you sir, for our third question, are the COVID-19 related protocols 
implemented by the government is met by your hotels? 
(Thank you po sir. For our third question po. Are the COVID-19 related protocols implemented 

by the government is met by your hotels ba?) 

Informant 2: For me, yes, it is being implemented. Just like what I have said a while ago, with the 
recent rise of the new strain of coronavirus and since not all of us are vaccinated yet we need to be 
extra careful. Another is since we have partnered with OWWA which is a branch of the 
government, we cater to those OFW that are going home. Just like what I have said we need to put 
more effort on being careful because we are the ones who are fetching them from the airports and 
our hotel is the first place they arrive before they go home to their families. We seem or act like a 
barrier or a gate before they are released. Moreover, it looks like we are the ones who need to 
check them before they go home to their provinces. 
(Uhh sa tingin ko po opo, naiimplement naman po siya. Kagaya nga po ng sinabi ko kanina is 

katulad po ngayon with the recent rise po of the new strain of coronavirus and hindi pa naman po 

lahat nababakunahan, uhh kailangan po natin mag doble ingat. And isa pa po since nakipag 

partner po kami sa OWWA uh which is the uhh branch po ng government natin na nag cacater po 

dun sa mga umuuwi po dito na mga OFW uh kailangan po natin, katulad ng nasabi ko kanina na 

mag doble ingat po kasi tayo po yung ah sumusundo po, and tayo po yung sumusundo sakanila 

galing po sa mga airports, and sa atin po sila unang dumadating bago po sila makauwi sa mga 

pamilya nila. And tayo rin po yung parang  nagiging unang barrier, gate po para sa release po 

nila. And sa atin po sila na, parang sa atin sila kailangan ma check para maging safe sila pag uwi 

sa mga probinsya nila. ) 

Researcher: Thank you sir. For the fourth question po uhm What do you think are the advantages 
of having your star classification in attracting potential customers now that the pandemic is still 
present in our society? 

Informant 2: Can you please repeat the question? 
(Hmmm pwede paki ulit nung question) 

Researcher: Uhmm what do you think are the advantages of having your star classification in 
attracting potential customers now that the pandemic is still present in our society? 
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Informant 2: Having a star classification is somehow considered a great advantage before the 
pandemic but I think, since now that we are in pandemic I think what’s more important is our 
safety when following safety protocols so personally it is not that important in this time. 
(Uhh having a star classification ehem sorry, is somehow considered as a great advantage naman 

talaga uh before the pandemic. Pero sa tingin ko ngayon uh with ngayon ngang pandemic sa tingin 

ko ha mas importante yung pagiging safe natin when following safety protocols so hindi, tingin ko 

lang personally hindi siya ganun kaimportante ngayong time. ) 

 

Researcher: Okay sir, for our fifth question What made your hotel different from other hotels?  
 
Informant 2: The edge of our hotel before the pandemic is we are located at the heart of resorts 
world manila, so our hotel is just 5 minutes walk from Ninoy Aquino International Airport so this 
attracts tourists especially visiting from other countries. Also our rooms are all good because it is 
well appointed and well equipped with flat screen tv’s and mini bars, and a safety deposit box. 
Their stay in the hotel is very comfortable and we have an inhouse restaurant and cafe or the cafe 
belmont which serves local and international cuisine. For the other facilities, we have rooftop and 
outdoor pool, hot tub, sauna and spa. We also have state of the art fitness center. So that's it and 
Belmont hotel is just a 15 minute drive from Makati and Taguig to BGC.  
(Uhm so yung hotel namin is uh before the pandemic shempre yung edge namin is we are located 

at the heart of resorts world manila. So yung belmont hotel, yung hotel namin is just 5 minutes 

walk from Ninoy Aquino International Airport so this attracts tourist especially visiting from other 

countries. And uhm yung rooms naman natin is magaganda rin kasi all rooms are well appointed 

and well equipped with flat screen tv’s and mini bars, and a safety deposit box. So yung 

aircondition uhh, bale yung stay nila sa hotel is very comfortable and yung uhh hotel natin is we 

have  an inhouse restaurant and cafe which is cafe belmont which serve local and international 

cuisine. So yung ibang facilities natin is meron tayong uhh rooftop and outdoor pool meron din 

tong hot tub, uh sauna and spa. And we also have state of the art fitness center. So yun specially 

can I add na yung belmont hotel din natin is 15 minute drive lang from Makati and Taguig pa 

BGC so yun.) 

 

Researcher: Okay po sir. For our sixth question po What are the services offered by your hotel that 
you think other hotels do not have?  
 
Informant 2: With the pandemic now, we help in minimizing the transmission of coronavirus. 
How? Since we are the first line of defense for the OFWs who are going home, they spend their 
quarantine time in our hotel so we are the people who take care of them before they go home to 
their loved ones in their provinces. So the resources are limited for foods and drinks. We cannot 
show them the full potential of the hotel so we cannot serve them international cuisines everyday 
because we do not have enough manpower like we had before. So now, these are the situations of 
our hotel, we strive to provide the guest with the best possible service that they can receive with 
our limited resources, that's it. 
(Uh so with the pandemic na ngayon. Tumutulong kami mag minimize ng transmission of 

Coronavirus. So papano? Syempre sa amin, kami yung first line of defense ng mga uuwing OFW. 

so samin sila nag quaquarantine, so kami yung nag aalaga sa kanila before sila makapunta sa 

mga loved ones nila sa mga probinsya nila. Or kung saan man sila nakatira. Uhmm  so dito even 

though limited yun resources for food and drinks natin, hindi natin sila ahh mapapakitaan nung 
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fool potential ng hotel natin before the pandemic, so we cant serve them everyday ng international 

cuisines kasi hindi natin makukuha yung mga manpower natin na we had before. So even though 

ngayon nga, eto yung uhm situation natin ngayon, we strive to provide the guest with the best 

possible service that they can receive while with our limited resources. So yun.) 

Researcher: Okay po sir. Uhh for our last question po What are the recommendations you can give 
to improve the effectiveness of the pandemic health and safety protocols in your hotel? 

Informant 2: We need to follow the local government guidelines that were provided by Pasay City 
to minimize the transmission of Covid-19. Our hotel can only accept bookings or reservations from 
essential workers and permitted travelers who have complete travel documents. So if this is not 
provided we can’t provide the service or the booking will be automatically cancelled upon arrival. 
As for the food and beverages services, just like what I said a while ago about the cafe of Belmont, 
the services offered are limited since we have less manpower and we have to implement stricter 
social distancing also since we cannot feed them together at once. Also for our shuttle services or 
transportation services it is not operating now since it is the government who will bring the guests 
directly to us, they will be the one who will fetch the OFWs from the airport. The e-concierge is 
also implemented, we implemented this to limit the face to face contact and this is also a good 
safety precaution. As for the amenities of the hotel we are sad to say that it is not offered like the 
cafe belmont, spa, sauna and the fitness gym. They are not yet operating since we have to limit 
physical contact regarding the guest and the staff. Since we know that covid-19 can transfer to 
anything or anywhere we need to be extra careful. Lastly, we can suggest a mandatory wearing of 
face mask and face shield, that's it. 
(Uh so syempre kailangan lang natin sumunod dun sa mga local, uh government guidelines na 

prinovide ng Pasay City to minimize the transmission of Covid-19. So shempre uhh yung hotel 

natin can only accept bookings or reservations from essential workers and permitted travelers dun 

sa travel documents, and complete travel documents natin. So if this is not provided uh we can’t 

provide the service or the booking will be automatically cancelled upon arrival. And as for the 

food and beverages services naman, kagaya nung sinabi ko kanina dun sa cafe belmont namin 

uhmm magiging limited siguro yung uhmm service na maiooffer nito since uh konti nga yung 

manpower and shempre we have to implement uh stricter social distancing. Shempre hindi naman 

natin sila mapapakain ng sama sama. So also yung ano natin shuttle services natin or 

transportation services natin is hindi siya mag oopperate ngayon since ang mag dadala samin ng 

mga guest is yung from the government directly. So sila yung susundo sa mga OFW’s natin na 

uuwi galing airport. Also uhh naimpl- kagaya nung sinabi ko sayo kanina is na implement din 

namin yung uh e-concierge so kaya namin to naimplement para it limits face to face contact din. 

And this is also a good safety precaution. And as for the amenities naman ng hotel namin uhh we 

are sad to say na hindi nagiimplement ngayon yung uhh una cafe belmont uhmm yung spa namin, 

yung sauna and fitness gym namin. So hindi sila ngayon pinapa operate kasi we have to limit 

physical contact regarding the guest and the staff. And also since alam natin na covid 19 can 

transfer uhmm to anything, or anywhere. Kailangan nalang natin mag doble ingat. And lastly we 

can suggest naman talaga na we have to implement a mandatory wearing of face mask and face 

shield. So yun.) 

Researcher: Thank you sir for answering all our questions. That would be all and all the answers 
will be kept confidential and within the researchers only. Thank you again sir 

55



(Thank you po sir for answering all our questions. That would be all lang po uhmm all the answers 

po will be kept confidential and within the researchers lang po. Thank you po again sir for uhmm) 

Informant 2: Thank you, thank you for having me. 
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THIRD INFORMANT 
 

Researcher: Good afternoon po sir. We are tourism students from patts college of aeronautics and 
this interview is for the qualitative part of our study which is entitled assessment on pandemic 
health and safety protocols of selected hotels in pasay city. I am Keisha de Guzman and my co-
researcher Chardonnay Ecleo. So before we ask our few questions, Can you please introduce 
yourself po sir? 
 
Informant 3: Alright. So I am Andrew Guantero, that is my full name. I am a Quality Assurance 
Officer. We take a lead in the development, implementation, monitoring and review of QA 
procedures. We are also responsible for ensuring the administration to have accurate and 
appropriate recording and storage of QA records and associated documentation. We also make 
sure that we provide good service, and especially, I need to make sure, we need to make sure that 
our SOPs are being implemented and followed by the employees so that’s one of many roles by 
the way. Yeah, that’s it. 
(Alright. So I am Andrew Guantero, that is my full name. I am a Quality Assurance Officer. We 

take a lead in the development, implementation, monitoring and review of QA procedures. We are 

also responsible for ensuring the administration and accurate and appropriate recording and 

storage of QA records and associated documentation. We uhm also make sure that we provide 

good service, and especially, I need to make sure, we need to make sure that uhm our SOPs are 

being implemented and followed by the employees so that’s one of many roles by the way. Yeah, 

that’s it.) 
 
Researcher: Okay sir. We will now proceed with the questions. So for our first question po, what 
are the COVID-19 policies implemented by the Local Government of Pasay City to the hotels 
located in the area? 
 
Informant 3: Okay, so for the COVID-19 policies, just to give you an idea first, Belmont Hotel 
Manila is a quarantine hotel. So we work closely with the LGU of Pasay and most of their COVID-
19 policies aim directly from IATF and DOH. And of course, as part of the accredited quarantine 
hotel, we need to make sure that those policies are implemented by our hotel. And just to give you 
an idea, some of the obvious ones or the obvious policies that are being implemented are wearing 
face shields, face masks, and protective gloves at all times. Health declaration forms are placed at 
the entrance and exit of the facilities, that’s in the form of QR codes or the manual. Aside from 
that, we also place hand sanitizers, so that the guests and employees can sanitize their hands most 
of the time. Moving forward to the much stricter policies implemented by the government for a 
quarantine hotel, particularly in the laundry area, so I’d like to point this out since we are a 
quarantine hotel, the government implemented that the employees handling the laundries 
particularly the linens should wear the full PPE suites and also we have disinfect the linens or we 
put it in the dryer and the washer-- washing machine. Because as you all know COVID-19 can 
transfer from or can stay on the linens. So yeah. Aside from that, our employees particularly 
housekeepers, should wear the full PPE suit in cleaning the rules particularly the non-positive 
rooms or the positive rooms meaning we have guests who are positive. We have stricter protocols 
on how to clean especially the rooms that accommodate positive people. First we disinfect the 
rooms, then after that, we do not touch it, we leave it for like 3 days then after 3 days, that’s the 
time we clean the room. And then a stricter checking is implemented before we release it again so 
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that it will be available again for our guest. And lastly, guest who are under strict quarantine should 
not leave hotel premises since we have guests from OWWA, particularly OFW's they are mandated 
by the government to not leave the hotel premises since they came from other countries, and 
especially they have they have more exposure from the COVID-19 from the other countries. Yes, 
so those are some of the policies implemented by the government that we adopted in the hotel. 
(Okay, so for the COVID-19 policies, just to give you an idea first, Belmont Hotel Manila is a 

quarantine hotel. So we work closely with the LGU of Pasay and most of their COVID-19 policies 

aim directly form IATF and uhm DOH. And of course, as part of the accredited quarantine hotel, 

we need to make sure that those policies naman are implemented by our hotel. And just to give you 

an idea, some of the obvious ones or the obvious policies that is being implemented are wearing 

of face shields, face masks, and protective gloves at all times. Uhm health declaration forms are 

placed at the entrance and exit of the facilities, that’s in the form of QR codes or the manual. Aside 

from that, we also place hand sanitizers, so that the guests and employees can sanitize their hands 

most of the time. Moving forward to the much stricter policies implemented by the government for 

a quarantine hotel, particularly in the laundry area, so I’d like to point this out since we are a 

quarantine hotel, we are uhm, the government implemented the employees handling the laundries 

particularly the linens should wear the full PPE suites ahh and also we have disinfect the linens 

or we put it in the uhm dryer and the washer-- wahsing machine. Because as you all know COVID-

19 can transfer from, can stay ahh, sa mga linens natin diba. So yeah. Aside from that, ahh yung 

mga employees natin particularly housekeepers, should wear the full PPE suit in cleaning the 

rules particularly the non-positive rooms or the positive rooms meaning we have guests na 

nagpopositive dito samen to be honest and ahh may mga stricter protocols kami on how to clean 

especially yung mga nagpopositive na rooms. Ahh talaga, first we disinfect the rooms, then after 

that, hindi namin siya tinatouch, we leave it for like 3 days then after 3 days, that’s the time we 

clean the room. And then a stricter checking is implemented before we release it to again to the, 

so that it will be available again for the, for our guest. And lastly, uhmm, guest who are under 

strict quarantine should not leave hotel premises since uhm we have guests from OWWA, 

particularly ofw's ahh they are mandated by the government to leave the hotel premises since they 

came from other countries, and especially they have ahh, what do you call this, they have more 

exposure sa, from the COVID-19 from the other countries. Yes, so those are some of the policies 

implemented by the government that we adopted in the hotel.) 

Researcher: Okay sir. For the next question po, how does your hotel manage this pandemic? What 
are the strategies you do to mitigate the risks? 

Informant 3: Alright, thanks. As mentioned earlier Belmont Hotel Manila is a quarantine hotel so 
we need to make sure that our hotel needs to be updated most of the time for the new policies that 
the government issues about COVID-19 since we need to adapt those policies this led to the 
creation of our safe stay manual. Our stay -safe stay manual is based from the government 
mandated guidelines in handling and preventing covid-19 plus the new reality SOPs that we 
created. So what do I mean by new reality SOP is, these are the SOPs aligned from the government 
guidelines about COVID-19 so we just wait for it, for us to adhere to the guidelines of the 
government for the COVID-19. So it is the combination of those policies and then that we are still 
operational since we are accredited by the government because we have such guidelines, we have 
such a manual to present to them and to apply to our hotel. So yeah, that’s it basically. 
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(Alright, thanks. As mentioned earlier Belmont Hotel Manila is a quarantine hotel ahh, so we need 

to make sure that our hotel needs to be updated most of the time for the new policies that the 

government issues about COVID-19 since we need to adapt those policies this led to the creation 

of our safe stay manual. Our stay -safe stay manual is based from the government mandated 

guidelines in handling and preventing covid-19 plus the new reality SOPs that we created. So what 

do I mean by new reality SOP is, this are the SOPs from the ahh, or aligned from the government 

guidelines about COVID-19 so we just wait some of the guidelines that so that we adhere to the 

guidelines of the government for the COVID-19. So it is the combinations of those ahh, policies 

and then that’s we are still operational since we are accredited by the government because we 

have such as guidelines, we have such a manual to present to them and to ahm, apply to our hotel. 

So yeah, that’s it basically.) 

Researcher: Ah sir for the third question, are the COVID-19 related protocols implemented by the 
government met by your hotel? 

Informant 3: Ahh yes definitely. We are constantly working with the government of Pasay, local 
government city of Pasay, so everytime we receive drafts from IATF, designed draft, we 
immediately update our safe stay manual. It is actually a living manual to be exact because if there 
are updates from the government, we also update our manual and then at the same time, we cascade 
it immediately to the rest of the hotel employees so that everyone is aware of the said guidelines. 
Lastly, we also work closely with the Bureau of Quarantine, DOH, the LGU since as I have 
mentioned earlier we had guests from OWWA so most of the time we work with OWWA and the 
Bureau of Quarantine. And at the same time if we are not accredited then definitely, if we did not 
follow the protocols, then definitely  we won’t be accredited by the government so yeah. The 
COVID-19 protocols set by the government are being implemented by our hotel.  
(Ahh yes definitely. Uhm our, we are constantly working with the government of Pasay, local 

government city of Pasay, so uhm, the, everytime we receive drafts from IATF, designed draft, we 

immediately update our safe stay manual. It is actually a living manual to be exact because if there 

are updates from the government, we also update our manual and then at the same time, we 

cascade it immediately to the uhm, to the rest of the hotel employees so that everyone is aware of 

the said guidelines. And also, lastly, we also work closely with Bureau of Quarantine, DOH, yeah 

the LGU since as I have mentioned earlier we have, uhh we have, we had guests from OWWA so 

most of the time we work with OWWA and the Bureau of Quarantine. And at the same time yeah, 

if hindi kami accredited then definitely, if hindi namin sinusunod yung uhm protocols, then 

definitely mas papasa na kami ng government so yeah. The government, the COVID-19 protocols 

are being implemented by our hotel.) 

Researcher: So for the fourth question po sir, what do you think are the advantages of having your 
star classification in attracting potential customers now that the pandemic is still present in our 
society? 

Informant 3: Well to be honest based on our research, star classification for hotels is not the basis 
anymore for attracting potential guests nowadays. What attracts the customers or guests now are 
the hotel policies implemented by the hotel in battling COVID-19. So if I were the guest, I would 
look first if the hotel implemented health and safety guidelines before I check-in. It doesn’t matter 
if it's a 5-star, 4-star or 3-star hotel as long as there is a health and safety protocol, then that would 
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be one of my major basis aside from the star classification. And also, since our hotel, Belmont 
hotel is located in the airport, they also check if the hotel is located near the clinics or hospitals 
just in case they tested positive or they encountered symptoms from COVID-19 so, yeah. 
(Uhm well to be honest based on our research, star classification for hotels is not the basis 

anymore for attracting potential guests nowadays. Uhm what attracts the customers or guests now 

are the hotel policies implemented by the uhh by the hotel about, in battling COVID-19. So if, if I 

were the guest, I will look first if they are if the hotel, I will check first if the hotel implement a 

health and safety guidelines before I check-in. It doesn’t matter it it’s a 5-star, 4-star or 3-star 

hotel as long as there are a health and safety protocol, then that’s then that would be one of my 

major basis aside from the star uhm classification. And also, since our hotel, Belmont hotel located 

in the hote- in the airport, so, they also check if the hotel is located in a near the clinics or hospitals 

just in case they tested positive or they encountered symptoms from COVID-19 so, yeah. ) 

Researcher: Okay po sir. Uhmm for the fifth question, what made your hotel different from other 
hotels or what are the services offered by your hotel that you think other hotels do not have? 

Informant 3: Okay, so this might be a little bit of a question in a business perspective, since we are 
still considered as government accredited hotels, for quarantine hotels, we were allowed to operate 
because we have strict policies in battling COVID-19 so most of our facilities not most, the 
restaurant is still open for walk in, compared to other hotels, they closed their restaurants especially 
the leisure hotels. So the leisure hotels, most of their facilities are closed. As for Belmont Hotel 
Manila, our gym and spa are also closed, the pool as well is closed except for the restaurant. So I 
think one of the advantages is we get most of our revenue from OWWA, yes. Because of such 
facilities like the restaurants, especially the rooms. And since leisure hotels are not allowed to 
accept quarantine guests, then that’s one of our advantages, the whole hotel is our advantage as a 
quarantine hotel since we cater OWWA employees, OFWs basically. So that’s just for the business 
perspective, other than that other facilities are in a pre-pandemic, we have the same facilities with 
other hotels, the common facilities. So Yeah. 
(Okay, so this might be a little bit of a question, ahh, in a business perspective, since we are still 

considered as one, ahh, we are considered as government accredited guide-ahh hotels, for 

quarantine hotels, we were allowed to operate because we have strict policies in battling COVID-

19 so most of our uhm facilities not most, uh the restaurant is still open for walk in, compared to 

other hotels, they closed their restaurants especially the leisure hotels. So the leisure hotels, most 

of their facilities are closed. As for Belmont Hotel Manila, our gym and spa are also closed, the 

pool as well is closed except for the restaurant. So I think one of the advantage is we get most of 

our revenue from OWWA, yes. Because of such facilities like the restaurants, especially the rooms. 

And since leisure hotels are not allowed to accept uhh quarantine hotels-- quarantine guests, then 

that’s one of our advantage, I mean the whole hotel is our advantage as a quarantine hotel since 

we cater OWWA uhh employees, OFWs basically. So that’s just for the business perspective, other 

than that other facilities are ahh in a pre-pandemic their facilities actually we have the same 

facilities with other hotels, the common facilities. So Yeah.) 

Researcher: So for the last question po sir, what are the recommendations you can give to improve 
the effectiveness of the pandemic health and safety protocols in your hotel? 
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Informant 3: Just a minor recommendation. Well basically we just need to be updated to the latest 
government policies especially now, the new variant of the COVID-19 is present in the 
Philippines, means we need to constantly be updated with this and as one of the quality assurance 
officers, we always update our manual and share it with everyone. So we encourage them to follow 
our SOPs, read the safe stay manual, be updated, we urge them to watch the news, check the social 
media, follow the social media page of DOH, IATF, and the government because everyone should 
be aware of what is happening now in our country, not in our country but in the whole world as 
well since we are still in the middle of this pandemic. Basically just arming yourself with 
awareness, be aware of the COVID-19. So those are just my recommendations. 
(Uhh, just a minor recommendation. Well basically we just need to be updated to the latest 

government policies especially now, the new variant of the COVID-19 is present in the Philippines, 

means we need to constantly be updated with this, and uhh, as one of the quality assurance officer, 

we always update our manual and share it with everyone. So we encourage them to follow our 

SOPs, read the safe stay manual, be updated, uhm we urge them to watch the news, uhh check 

the social media, follow the social media page of DOH, IATF, and the government because we 

need to, everyone should be aware of what is happening now in our country, not in our country 

but in the whole world as well since we are still in the middle of this pandemic. Yeah basically 

just arming yourself with ah awareness, be aware of the COVID-19. So those are just my, 

uh recommendations. ) 

Researcher: So ahm sir that's the end of our interview po sir. We will make sure that all information 
you have given us will remain confidential po. Thank you so much po sir taking the time answering 
our questions. 

Informant 3: Thank you as well. I enjoyed the interview, I’m happy to share with you the things 
we do in the hotel, so I hope this will help your research so yeah. 
(Thank you as well. Naenjoy ko din naman ang interview, I’m happy to share with you mga 

ginagawa namin sa hotel, so I hope, this will help your research so yeah.) 
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FOURTH INFORMANT 

Researcher: Uhm sir so i will introduce our uhm groups po. Good Afternoon we are the 3rd year 
BSTM, tourism students from PATTS College of Aero nautics. And this interview is for qualitative 
part of our study. Which is entitled pandemic health and safety protocols of selected hotels in 
Pasay City. And I'm Elgin Ferrer and we have also here Kate Pineda and uhm we have prepared a 
few questions for you po. Uhmm our first question po is, uhm What are the COVID-19 policies 
implemented by the Local Government of Pasay City to the hotels located in the area? 

Informant 4: For that question to be honest about Covid-19 policies we follow directly through the 
upper part of the government for example on IATF,  DOT so every policy that they give, they also 
give it to the local government. Okay, for example for the restriction of hotel, so it’s either you 
choose a quarantine hotel or a leisure hotel. So for us Savoy hotel we are a quarantine hotel. So by 
that we are already following the policy which is brought up by the local government and then as 
the whole government. Those are our main Covid-19 policies when it comes to hotels right now. 
It is the most important in choosing what type of hotel are you going to operate in this pandemic. 
(Okay so for that question uhm to be honest uhh the, about Covid-19 policies uh we follow directly 

through the upper part of the government for example sa IATF, sa DOT. so every uhm policies na 

binababa nila is binababa din nila sa local government. Okay, for example sa restriction ng hotel, 

so it’s either you choose a quarantine hotel or a leisure hotel. So for us Savoy hotel we are a 

quarantine hotel. So by that we are already following the policy which is brought up by the local 

government and then as the whole government. So yun lang ang parang main na Covid-19 policy 

when it comes to hotel right now. So yun yung pinaka important. Choosing what type of hotel are 

you going to operate in this pandemic.) 

Researcher: So for the second question po What are the strategies you do to mitigate the risks po? 

Informant 4: So mitigating the risk, everyone should be aware of what Covid-19 is, it’s symptoms, 
how we prevent it and as a hotel so we want to make it an advance per say to mitigate the risk. So 
we specifically design a safety campaign, so in that safety campaign it includes our health and 
safety protocols for our guests and for our employees. That's it. 
(So mitigating the risk uhmm everyone should be aware what is Covid-19, it’s symptoms, how we 

prevent it and as a hotel so we want to uhm make it an advance per say to mitigate the risk. So we 

specifically design a safety campaign, so in that safety campaign it includes our uhmmm health 

and safety protocols for our guest and for our employees. So yun. ) 

Researcher: Uhmm for our third question po Are the COVID-19 related protocols implemented by 
the government met by your hotel? 

Informant 4: Yes of course, so before you operate let’s say we have a checklist to comply with the 
government, because the government especially the DOT, they do random checks if your hotel fits 
in this pandemic. So for me as the quality assurance and safety hygiene officer of savoy hotel 
manila I work side by side as well with the government to have us informed with the hotel with 
the latest policies and guidelines on the pandemic. That's it. 
(Yes of course uhh so before you operate let’s say the- we have a checklist to comply to the 

government, because the government especially the DOT, they do a random checks if your hotels 

62



fits in this uhm pandemic. So for me uhmm as the quality assurance and safety hygiene officer of 

savoy hotel manila so I work side by side as well with the government to uhm have as informed 

with the hotel. With the latest uhm policies and guidelines on the pandemic. Okay so yah thats it.) 

Researcher: For the next question sir What do you think are the advantages of having your star 
classification in attracting potential customers now that the pandemic is still present in our society? 

Informant 4: Okay, so regardless of the pandemic the star classification will always be there. If 
you're a five star you will always be a five star, for four star you will always be a four star but right 
now star doesn't matter cause if you're a quarantine hotel and you're a five star hotel, you cannot 
accept leisure guests. You can only accept leisure (quarantine) guests. So in my opinion star is not 
a thing nowadays, but guests or our consumers tend to lean more on the safety and the sanitation 
of the hotel. So basically they look more on the peace of mind state rather than the classification 
of the hotel. 
(Okay, so uhmm regardless of the pandemic the star classification will always be there. If you're 

a five star you will always be a five star, for four star you will always be a four star okay. But right 

now uhm star doesn't matter cause if you're a quarantine hotel and you're a five star hotel, five 

star classified you cannot accept leisure guests. You can only accept leisure guests okay. So in my 

opinion star is not a thing nowadays, but uhm guests or our consumers tend to lean more on the 

safety and the sanitation of the hotel. So basically they look more on the uhm peace of mind state 

rather than the classification of the hotel.) 

Researcher: So uhm since we are in the pandemic po uhm What made your hotel different from 
other hotels? 

Informant 4: Okay so just like what I’ve said earlier,  we specifically design our safe stay we care 
campaign. So basically that separates us from other hotels because that is designed for megaworld 
hotels, which we are under Savoy hotel and Belmont hotel. So many hotels have their health and 
safety campaigns but us, we take pride in it so I think that is our edge. 
(Okay so just like what i’ve said earlier uh we specifically design our safe stay we care campaign. 

So basically that separates us from other hotels because that is designed for megaworld hotels, 

which is under kami savoy hotel and belmont hotel. So many hotels have their health and safety 

campaign but us, we take pride on it so I think that is our edge.) 

Researcher: Uhhm sir for next question What are the services offered by your hotel that you think 
other hotels do not have? 
Informant 4: I cannot say that the hotel doesn’t have this kind of service but for us right now our 
most unique service is the Covid-19 testing on site, so we have it here for our quarantine guest and 
then also for our employees as well. Okay so maybe that’s our unique, the most cynic service that 
we have right now. 
(Uhmm i cannot say that the hotels doesn’t have this kind of service but uhm for us right now our 

most unique service is the uhm Covid-19 testing on sight, so we have it here for our quarantine 

guest and then also for our employees as well. Okay so maybe that’s our unique, the most cynic 

service that we have right now.) 

63



Researcher: So uhm, what do you think uhm are the recommendations you can give to hotels to 
improve its effectivity in providing the pandemic health and safety protocols po? 

Informan 4: Okay, since we already established, or we already have safety protocols, so the 
important thing for it to be applied for people to be aware about health and safety protocols. So 
my recommendation is first of all train your people, train your staff, train your employees. So it 
starts with training, and then, application. And then after application, that’s where we incorporate 
ourselves that this pandemic will last long and we don’t know when it will go back to normal or 
this will be the normal. So it starts within ourselves first. 
(Okay, since we already established, or we already have a safety protocols, so ang mahalaga na 

parang  maapply siya  for people to be aware about the health and safety protocols. So ang 

recommendation ko is first of all train your people, train your staff, train your employees. So it 

starts with training, and then, application. And then after application, that’s where we incorporate 

ourselves that this pandemic will last long and we don’t know when it will go back to normal or 

this will be the normal. So it starts within ourselves first. ) 

Researcher: Ahm, thank you po sir, that would be our last question po.The answers naman po will 
be kept in private and will not be disclosed to anyone po. Uhm sir so i will introduce our uhm 
groups po. Good Afternoon we are the 3rd year BSTM, tourism students from PATTS College of 
Aero nautics. And this interview is for qualitative part of our study. Which is entitled pandemic 
health and safety protocols of selected hotels in Pasay City. And I'm Elgin Ferrer and we have also 
here Kate Pineda and uhm we have prepared a few questions for you po. Uhmm our first question 
po is, uhm What are the COVID-19 policies implemented by the Local Government of Pasay City 
to the hotels located in the area? 

Informant 4: For that question to be honest about Covid-19 policies we follow directly through the 
upper part of the government for example on IATF,  DOT so every policy that they give, they also 
give it to the local government. Okay, for example for the restriction of hotel, so it’s either you 
choose a quarantine hotel or a leisure hotel. So for us Savoy hotel we are a quarantine hotel. So by 
that we are already following the policy which is brought up by the local government and then as 
the whole government. Those are our main Covid-19 policies when it comes to hotels right now. 
It is the most important in choosing what type of hotel are you going to operate in this pandemic. 
(Okay so for that question uhm to be honest uhh the, about Covid-19 policies uh we follow directly 

through the upper part of the government for example sa IATF, sa DOT. so every uhm policies na 

binababa nila is binababa din nila sa local government. Okay, for example sa restriction ng hotel, 

so it’s either you choose a quarantine hotel or a leisure hotel. So for us Savoy hotel we are a 

quarantine hotel. So by that we are already following the policy which is brought up by the local 

government and then as the whole government. So yun lang ang parang main na Covid-19 policy 

when it comes to hotel right now. So yun yung pinaka important. Choosing what type of hotel are 

you going to operate in this pandemic.) 

Researcher: So for the second question po What are the strategies you do to mitigate the risks po? 

Informant 4: So mitigating the risk, everyone should be aware of what Covid-19 is, it’s symptoms, 
how we prevent it and as a hotel so we want to make it an advance per say to mitigate the risk. So 
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we specifically design a safety campaign, so in that safety campaign it includes our health and 
safety protocols for our guests and for our employees. That's it. 
(So mitigating the risk uhmm everyone should be aware what is Covid-19, it’s symptoms, how we 

prevent it and as a hotel so we want to uhm make it an advance per say to mitigate the risk. So we 

specifically design a safety campaign, so in that safety campaign it includes our uhmmm health 

and safety protocols for our guest and for our employees. So yun. ) 

Researcher: Uhmm for our third question po Are the COVID-19 related protocols implemented by 
the government met by your hotel? 

Informant 4: Yes of course, so before you operate let’s say we have a checklist to comply with the 
government, because the government especially the DOT, they do random checks if your hotel fits 
in this pandemic. So for me as the quality assurance and safety hygiene officer of savoy hotel 
manila I work side by side as well with the government to have us informed with the hotel with 
the latest policies and guidelines on the pandemic. That's it. 
(Yes of course uhh so before you operate let’s say the- we have a checklist to comply to the 

government, because the government especially the DOT, they do a random checks if your hotels 

fits in this uhm pandemic. So for me uhmm as the quality assurance and safety hygiene officer of 

savoy hotel manila so I work side by side as well with the government to uhm have as informed 

with the hotel. With the latest uhm policies and guidelines on the pandemic. Okay so yah thats it.) 

Researcher: For the next question sir What do you think are the advantages of having your star 
classification in attracting potential customers now that the pandemic is still present in our society? 

Informant 4: Okay, so regardless of the pandemic the star classification will always be there. If 
you're a five star you will always be a five star, for four star you will always be a four star but right 
now star doesn't matter cause if you're a quarantine hotel and you're a five star hotel, you cannot 
accept leisure guests. You can only accept leisure (quarantine) guests. So in my opinion star is not 
a thing nowadays, but guests or our consumers tend to lean more on the safety and the sanitation 
of the hotel. So basically they look more on the peace of mind state rather than the classification 
of the hotel. 
(Okay, so uhmm regardless of the pandemic the star classification will always be there. If you're 

a five star you will always be a five star, for four star you will always be a four star okay. But right 

now uhm star doesn't matter cause if you're a quarantine hotel and you're a five star hotel, five 

star classified you cannot accept leisure guests. You can only accept leisure guests okay. So in my 

opinion star is not a thing nowadays, but uhm guests or our consumers tend to lean more on the 

safety and the sanitation of the hotel. So basically they look more on the uhm peace of mind state 

rather than the classification of the hotel.) 

Researcher: So uhm since we are in the pandemic po uhm What made your hotel different from 
other hotels? 

Informant 4: Okay so just like what I’ve said earlier,  we specifically design our safe stay we care 
campaign. So basically that separates us from other hotels because that is designed for megaworld 
hotels, which we are under Savoy hotel and Belmont hotel. So many hotels have their health and 
safety campaigns but us, we take pride in it so I think that is our edge. 
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(Okay so just like what i’ve said earlier uh we specifically design our safe stay we care campaign. 

So basically that separates us from other hotels because that is designed for megaworld hotels, 

which is under kami savoy hotel and belmont hotel. So many hotels have their health and safety 

campaign but us, we take pride on it so I think that is our edge.) 

Researcher: Uhhm sir for next question What are the services offered by your hotel that you think 
other hotels do not have? 

Informant 4: I cannot say that the hotel doesn’t have this kind of service but for us right now our 
most unique service is the Covid-19 testing on site, so we have it here for our quarantine guest and 
then also for our employees as well. Okay so maybe that’s our unique, the most cynic service that 
we have right now. 
(Uhmm i cannot say that the hotels doesn’t have this kind of service but uhm for us right now our 

most unique service is the uhm Covid-19 testing on sight, so we have it here for our quarantine 

guest and then also for our employees as well. Okay so maybe that’s our unique, the most cynic 

service that we have right now.) 

Researcher: So uhm, what do you think uhm are the recommendations you can give to hotels to 
improve its effectivity in providing the pandemic health and safety protocols po? 

Informant 4: Okay, since we already established, or we already have safety protocols, so the 
important thing for it to be applied for people to be aware about health and safety protocols. So 
my recommendation is first of all train your people, train your staff, train your employees. So it 
starts with training, and then, application. And then after application, that’s where we incorporate 
ourselves that this pandemic will last long and we don’t know when it will go back to normal or 
this will be the normal. So it starts within ourselves first. 
(Okay, since we already established, or we already have a safety protocols, so ang mahalaga na 

parang  maapply siya  for people to be aware about the health and safety protocols. So ang 

recommendation ko is first of all train your people, train your staff, train your employees. So it 

starts with training, and then, application. And then after application, that’s where we incorporate 

ourselves that this pandemic will last long and we don’t know when it will go back to normal or 

this will be the normal. So it starts within ourselves first. ) 

Researcher: Ahm, thank you po sir, that would be our last question po.The answers naman po will 
be kept in private and will not be disclosed to anyone po. 
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1. INTRODUCTION

Resilience to overcome Adversity 

Throughout evolution, humans have displayed astonishing abilities for adaptation and 

recovery, even in adverse times entailing wars, pandemics, and other crises (Riley and Masten, 

n.d.). It is not possible to outperform adversity; As Darwin (1861) prospers: “it is not the most intellectual of

the species that survives, nor the strongest that survives, but the species that survives is the one that is able best to adapt and

adjust to the changing environment in which it finds itself”. Various psychological research is performed on success

(Stoltz, 2003; Song, 2012). The results indicate that one must bear a high Intelligence Quotient

(IQ), Emotional Quotient (EQ), and Adversity Quotient (AQ) to obtain the highest potential to

experience success (Bingquan et al., 2019). The outcome of the study was: 100%S (success)

=20%IQ

+30%EQ +50%AQ.

Fascinating is that the AQ takes up the largest part of this formula to success. Previously, IQ 

was seen as the absolute measure of intelligence and indicator of success (Kiss et al., 2014). 

Then EQ began to grow as an increasingly important skillset one could bear (Ibid). Now since 

two decennia, AQ is on the rise, which focuses on characteristics as adaptability, flexibility, and 

resilience. A crucial quotient, as dynamic technology-fuelled movements as extremely 

competitive environments, remote working, and agile practices start to dominate the workplace 

(Vogus and Sutcliffe, 2007; Schwaber, 2014; Felstead and Henseke, 2017). To examine the 

importance, a UK-based insurance company measured AQ in comparison to wellbeing factors 

(Peak Learning, 2008). What they found was surprising, the degree of AQ one exhibits had a 

significant effect on all factors. 

Furthermore, Stoltz (1997), states that AQ is the most widely used way of measuring and 

strengthening human resilience and the ability to cope with change. AQ can predict who will 

overcome adversity and prevail and who will fall short and/or give up (Ibid). 

Mindset matters 

The mind, with its paradigm of thoughts, assumptions and beliefs bears a significant impact on 

one’s approach to overcome challenges (Mangels et al., 2006). According to empirical research 

performed by psychologist Dweck et al. (2006; 2016), the beliefs you exhibit play a vital role in 

determining achievement and success. Dweck is known for her exploration of human motivation 

and the development of an implicit theory around mindset; the distinction between a growth 

and fixed one. The growth mindset entails that persons see their capabilities as a continuous 

work in progress with opportunities for growth. If one invests effort and embraces challenges, 

they can cultivate and change their behaviour and obtain new skills. The other side of the 

spectrum is the fixed mindset, where individuals believe that intelligence and talent is 

something you are born with, interchangeably, and that effort is fruitless (Ibid). 

After the publication of Dweck’s book, the theory received generous attention in the media 

news (BBC, 2018; NYTimes, 2008); world-leading entrepreneur Bill Gates (2005) embraced 

growth mindset practices in his business and when NASA selected potential Engineers, they 

incorporated growth mindset criteria (Williams and Derro, 2008). In addition, several schools 

fully operate by the theory (Woodlands Primary School, 2016; University of Arizona, 2020). 

Exhibiting a growth mindset includes understanding that facing challenges can lead to failure. 

When enduring adversity, the ability to rebound is by showing resilience and grit (Duckworth, 

2013). Thus, the assumption is created that to develop resilience, one must build and retain a 
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growth mindset. Nonetheless, these theories have not yet been scientifically tested for relations. 

AQ and mindset in the HTH curriculum 
HTH is committed to delivering skilful students that are qualified for the dynamic hospitality 

industry by integrating theory, practice, and research to develop three quotients, IQ, EQ, AQ 
(HTH, 2019). In the Educational Framework Bachelor Programme Policy (2020), it is stated 
that HTH seeks to distinguish themselves from their competition by emphasizing EQ and AQ, 

besides the knowledge and cognitive skills; "Students need to learn how to deal with constant 
change and unexpected challenges" (Ibid). 

Previous research on AQ at HTH 

Various studies have been executed by lecturers, researchers, and students, with the objective 
to remodel the curriculum and to gain insight into how HTH can flourish in all directions. 
Student Potharst (2020) performed a lengthy study on AQ in comparison to peer pressure. He 

concluded that resilience could be defined as “a pattern of hardwired responses that enable individuals to 
comprehend, signify, and positively accommodate adversities.” ((Luthar, Cicchetti, & Baker, 2000; Joseph & Linley, 
2005; Stoltz & Weihenmayer, 2019). He states that, in the interest of HTH, it would be wise to 
explore other instruments that measure resilience. 

Reason for research 
HTH (2019) is continuously revising its curriculum to deliver state-of-the-art students who will 

sway the hospitality industry. Currently, HTH does not have scientifically-based information to 
determine which conditions and decisions affect students' readiness to deal with constant 
change and unexpected challenges. 

As previously stated, AQ can contribute to obtaining the highest potential for success, and the 
degree of growth mindset could predict academic achievement. Therefore, it would be of great 
interest for HTH and for future research to increase understanding of whether the following 

theories are scientifically linked to one another: 

1. Mindset theory (Dweck, 2006)

2. Resilience through AQ (Stoltz, 2003)
3. Other reliable and valid measurements of resilience

Goal of the research 
The researcher aims to provide the client and those interested in meaningful information and 
underpinned assumptions and definitions based on previous studies. It would be interesting to 
find out whether there is a relation between AQ and mindset, and to measure how AQ scores 

relate to another instrument that measures resilience amongst individuals. By bridging the 
information gap at HTH, gathering sufficient data to make precise analyses, interpretations, and 
conclusions, the researcher seeks to deliver valuable key insights to create hospitality leaders. 

Main Research Question 

“What are the relationships between mindset, AQ and level of resilience among hospitality students?” 

2. Literature review
This literature review's fundamental objective is to provide an overview of all the previously

examined concepts and research. All studies will be critically reviewed and different views
from other researchers will be provided. This literature review is built up in the following way,
first the theory of Dweck (2006) concerning mindset is explained and assessed. Thereafter, the

69



AQ theory of Stoltz (2003) is examined. Following, a broader investigation concerning the 
validity and reliability of another resilience test is carried out. Finally, research questions are 

established in order to answer the MRQ. 

Mindset Theory 

In 1995, Dweck et al. (1995) began exploring why certain students saw challenges as an 

opportunity and recovered quickly from disappointments, whilst others displayed less resilience 

towards challenges and adversity. Therefore, they created the DMI to measure whether a person 

leans towards a fixed or growth mindset. Besides, the methodology provides an elaborate 

explanation of the DMI. After extensive research, it became clear that the kind of mindset 

individuals embrace could significantly influence how individuals experience learning and 

develop personal qualities (Ibid; Dweck, 2006; Dweck and Leggett, 1988; Molden and Dweck, 

2006). 

This is of paramount importance, as neuroscience found that the neural comparison of these 

mindsets previews an individual's current perspective (OECD, 2007). This implies that a person 

with a fixed mindset can foster a growth mindset by nurturing the correct neural links. By doing 

so, it can be concluded that the concept of the fixed mindset is inaccurate, as this research shows 

that the brain ceaselessly adjusts. Therefore, exhibiting a growth mindset is scientifically proven 

(Bunge et al., 2007; Beilock, 2011). 

Accordingly, what researchers today understand around brain plasticity has genuine 

ramifications for educating and ability grouping in education systems. This tendency depends 

on thoughts of fixed ability and restricted student potential (Boaler, 2010). 

Geographically wired 

Currently, different education systems contribute or withdraw from growth mindset practices. 

Education systems in the Western culture often communicate to students that ability is fixed 

and that some are talented and pose a high degree of intelligence, whilst others are not (Boaler, 

2005; Dweck, 2006). This shines through in ability grouping practices used in Western 

societies' education systems where, inadvertently, students are guided towards a fixed mindset. 

Furthermore, the current system is more accessible to discharge ability grouping practices in 

primary schools than in secondary schools. Therefore, on a higher educational level, universities 

like Stanford and Arizona encourage students to adopt growth mindsets by integrating practice 

and feedback. Moreover, these schools welcome imperfection, as “expertise” comes through 

practice (Cole, 2020; University of Arizona, 2020). Nonetheless, there is no Western university 

present fully immersed in the growth mindset concept. 

However, many Asian countries distribute education systems based upon the belief that 

learning is a continuous process determined by effort rather than the perception that the ability 

to learn is fixed (Stigler and Hiebert, 1999). Separating students at different levels is 

unthinkable; in Japan, teachers and parents see the practice of ability grouping as unequal. 

There is a strong notion that it would harm children’s self-image, socialization patterns, and 

academic competition (Bracey, 2003). 

Mindset in relation to academic success 

Consequently, questions arise from comparing these systems. Paunesky et al. (2015) analysed 

fixed capacity messages in groups with different demographics, by looking at the relationship 

between mindset and academic achievement. Stimulated by small-scale research, they carried 

out a growth mindset intervention over 1.500 students. The subgroups of academically high-
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risk students and socioeconomically disadvantaged students could profit from mindset 

interventions, as they demonstrated the most fixed capacity messages (Ibid; Raizada and 

Kishiyama, 2010). Therefore, these interventions testify that growth mindset interventions 

could be beneficial in groups where many fixed mindset messages are visible. 

Alternatively, not all studies support a significant relationship between academic success and 

Dweck's Mindset theory. A large-scale study concluded that growth mindset fostering 

interventions for students show little to no effect in better test scores and grades (Sisk et al., 

2018). This examination included two meta-analyses, in which scientists collected and 

evaluated the aftereffects of previously performed mindset studies. The first meta-analysis 

inspected whether students' mindsets (n=365.915, r=0.1, p<0.05) were identified with academic 

success; there was a statistically significant weak correlation found, where the relationship 

between mindset and academic success was stronger for adolescents than for adults (Ibid). The 

second meta-analysis investigated whether growth mindset interventions expanded academic 

success, yet the result was non-significant for adolescents (N=57.155, p>0.05) (Ibid). 

In conclusion, it has been proven that there is a weak yet positive relation between a student's 

mindset and academic success. Additionally, it can be stated that growth mindset interventions 

portray potential under socioeconomically disadvantaged students, as they exhibit the largest 

belief in a fixed mindset. 

Mindset in relation to other demographics Another distinction is visible when comparing 

mindset to age. Zenger and Folkman (2016) studied the proving and improving mindset and 

concluded that their theory closely relates to the mindset theory of Dweck (2006). They found 

that, as humans age, there is progressive development of a proving mindset (fixed mindset) into 

an improving mindset (growth mindset). The accompanying figure 1 displays change over time. 

An explanation for this result could be that humans become more self-aware while aging. 

Interestingly, figure 1 shows that females shift to an improving/growth mindset as they age, 

compared to their counterparts.  

their counterparts.

Figure 1. Percentage of individuals identifying with an improving mindset (Zenger and 

Folkman, 2016) 

Other studies examining the gender difference directly through Dweck's Mindset theory found 

opposite results. Females were more intrinsically motivated, integrated, and less focused on 

external influences than their male associates (Valerand and Bissonette, 1992). A meta-analysis 

states that it can be linked to females' self-determined profile, yet also because of unknown 

psychological factors related to gender (Ibid). Another study found that math skills differences 
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existed only among fixed mindset individuals (Dweck et al., 2006). However, some studies show 

that especially female students are harmed by fixed capacity messages that infer that “guys are 

better in mathematics than girls” (Degol et al., 2017). This can be classified as one of the reasons 

why there is a low number of females proceeding in mathematics and science (Ibid). 

Defining mindset 

As this research focusses explicitly on the mindset theory of Dweck (2006; 2012), it was chosen 

to adopt her definition for mindset, a self-perception or believe that humans hold about 

themselves. Furthermore, she does not set a specific definition. Instead, she describes the 

growth and fixed mindset in multiple ways. Thus, for convenience purposes, growth mindset 

will be defined as the belief that abilities and understanding are malleable and can be developed 

through time, effort, and energy (Ibid). In addition, fixed mindset will be defined as: the belief 

that abilities and understanding are predetermined and, therefore, relatively fixed and thus 

cannot be changed (Ibid). 

Adversity Quotient 

Students face numerous college challenges, for instance, a new environment or a lack of 

support, which makes it difficult to persist. Nevertheless, in an academic environment where a 

growth mindset is fostered, and resilience is taught, students can prevail (Hochanadel and 

Finamore 2015). Beyond scholarly, the skill to adapt to unexpected challenges is vital, 

considering the current era where risk and instability are striking unmerciful (Reeves and 

Deimler, 2011). According to Fratto (2019), IQ is the minimum required to get a job and 

compete in the market. However, AQ is how you will be successful and achieve a competitive 

advantage. Thus, it can be concluded that education institutes should not only focus on 

cultivating a high IQ among students, however, challenge students to pursue resilience, foster 

AQ, and learn creative problem-solving. 

Evolution and components of the AQ 

The American Psychological Association characterizes resilience as adapting when adversity 

strikes (Palmiter et al., 2020). Individuals who have endured significant adversity in their lives 

commonly experience agony and stress. Being resilient does not imply that an individual won't 

experience adversity. Therefore, resilience is interdependent from adversity; to exhibit 

resilience, one must first encounter adversity (Coleman and Ganong, 2002). 

The AQ is a measurement first created by Stoltz (1997). He states that AQ has three 

components: first, AQ is a conceptual framework for comprehension and improving all success 

features. It expands upon a significant base of recognizable research, which offers practical yet 

essential knowledge which redefines what it takes to succeed. Secondly, AQ is a proportion to 

measure the reaction to adversity. By mapping AQ, calculations, interpretations, and 

conclusions can be drawn. Thirdly, AQ is a scientifically based set of tools to improve an 

individual's response to adversity; awareness provides insights on how behaviour can be altered. 

Dimensions and Adversity Quotient Test 

According to Stoltz (1997), AQ incorporates four measurements that precisely gauge the AQ of 

a person: control, ownership, reach, and endurance. These are epitomized as “CORE”. 

C represents control over an unfavourable situation. Individuals who score high on this facet 

visualize that adversity is transitory and an external force, even in overwhelming situations, 

learned helplessness and tenacity are the most common way of addressing adversity. The more 

control an individual owns, the greater the possibility one has to act positively. 
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O from ownership alludes to the degree to which one holds him/herself accountable for 

improving current circumstances. This answers the level of owning the outcome of adversity, 

whether fortunate or unfortunate. High scores on this feature suggest that a person will 

acknowledge obligation with their activities and gain from adversity, while a person with a low 

score tends to disown the problem, point-fingers, and fails to act. 

R means reach, assessing how far adversity invades into one’s life. A person with a low AQ 

permits adversity to influence several parts of life, leading to restlessness, harshness, separating 

themselves from others, financial stress, and weak decision-making. Besides, individuals with a 

high R-score may restrict the influence of adversity on their life. They feel the discomfort but do 

not become the discomfort. 

E implies endurance, reacting to the time difficulties last. The attribution hypothesis of 

Peterson et al. (1993) showed that there is a significant distinction between individuals who 

credit difficulty to something impermanent as opposed to individuals who see adversity as 

constant or enduring. Connecting the theories; Individuals who consider their capabilities as 

the reason for disappointment (a fixed reason) are less likely to proceed than individuals who 

credit inability to their effort (a temporary reason). 

Stoltz (1997) developed an instrument to evaluate AQ that includes 20 items, where a 5-point 

scale can answer each question. It is quantitatively estimated through the AQ Profile Score 

(AQP), reflecting how individuals naturally react to difficulties in their condition. When 

individuals finish the AQ questionnaire, they can investigate the four CORE scores and a 

composite AQ score. Scores on the AQP subscales can run from 10 to 50 per dimension. The 

absolute composite AQ score can go from 40 to 200. The result of the AQP falls into three 

groups, which are normally distributed and shown in table 1 below.
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AQ score distribution Low AQ Moderate AQ  High AQ 
(40-100 points) (100-136 points) (136-200 points) 

AQ Level Quitter level Camper level Climber level 

Characteristics Low degree of 

- motivation 

- energy 

- endurance 

Inclined to 
'catastrophize' events 

Under usage of potential 

Issues take more than needed 
 resources 

Comprehending weakness 
and despondency emerges 
once in a while 

Ready to withstand adversity 

Continue when others drop 
out = show resilience 

Table 1. Interpretation of AQP score (Stoltz, 1997). 

Aprilia (2018) found that the largest portion of students was at Camper level. Campers would 
generally stop halfway, as they faced great difficulty while confronting adversity, while 
Climbers showed resilience till the end. The study concluded that, to possess the ability to 
confront adversity throughout life, resilience should be thought from a young age (Ibid). 

AQ literature emphasizes that the AQ score is "simply a preview" of the reactions that one 
probably goes through in the face of adversity. As described earlier, brain plasticity is genuine 
in existence, making one's AQ score dynamic; it can be altered through training and continuous 
learning to increase the validation and reliability of the AQP, multiple independent researchers 
examined the AQP instrument and found empirical evidence among the effectiveness of the 
measurement instrument (Venkatesh and Shivaranjani, 2016; Bingquan et al., 2019). 
Therefore, it is realistic to state that the AQ test is a reliable test that can be utilized for future 
research. 

AQ in relation to Gender 
Previous studies on gender differences showed that males hold influential and dominant 
characteristics, for instance, leadership, critical thinking, and dynamic language articulation 
(Madelin, 2001). Notwithstanding, females pose expressive or sharing qualities such as 
kindness, support, and caring for others. Ultimately, masculine gender characters seek to control 
adversity and take ownership, as they exhibit analytical solid qualities, whereas feminine gender 
characters can lower the reach of the implication and the endurance of an adverse event (Shen, 
2014). 

AQ founder Stoltz describes a gender difference in the dimension Ownership, as females tend 
to take on more destructive self-blame (Stoltz, 1997). However, when testing these differences, 
several studies concluded that there were no interactions between AQP score and Gender (Shen, 
2014; Sigit et al., 2019; Huijan, 2009). However, Aprillia (2018) found that female respondents 
dominated the Climber level, while male respondents dominated the Quitter level. As results 
are inconclusive, it could be interesting to further examine the difference in gender for specific 
sub-groups. 

AQ in relation to (academic) success 
First, Parvathy and Praseeda (2014) analysed the relationship between AQ and academic 
achievement issues among student educators. By surveying a sample of 300 student educators, 
it became clear that AQ can assist with assessing students' academic achievement issues, as they 
face a great deal of adversity. 
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Furthermore, achievement objectives can influence how an individual carries out a task and 

determines success (Verma et al., 2017). The study concluded that individuals with a high AQ 

level have a high level of achievement objectives and interpersonal strengths. Besides, age and 

gender did not influence academic objectives (Ibid). Nonetheless, undergraduate student 

Huijuan (2009) did found a significant difference between first- and fourth- year students with 

regards to AQP score (N=280, p<0.05). As this was the only study that looked at differences in 

student years, it would be interesting to reproduce this research to increase validity. 

In addition, an explanatory phenomenological study explored the relationship that adversity 

had on forming and becoming outstanding successful leaders (Haller, 2005; Daradal and 

Canivel, 2010). It became apparent that, before becoming outstanding leaders, all chosen 

respondents encountered different degrees of adversity in their childhood and grown-up lives. 

The study uncovered that adversity in the respondents' early existence was not the most 

significant factor in forming a leader, but how they viewed adversity in grown-up lives; as 

opportunities masked as challenges. 

To illustrate the previous point, Peak Learning, the enterprise behind the AQP, consulted many 

companies, such as Deloitte and Touche LLP (Peak Learning, 2018). Management of these 

organizations pursued further strengthening their position and investigated how AQ may assist 

in predicting achievement and promotability of their newly hired managers. After two years of 

research, they discovered that their top leaders' AQ heightened significantly by 17 points. 

Likewise, the leaders who received promotions throughout the years possessed the highest AQ. 

To conclude, confidence is vital since positive self-esteem can prompt high academic self-

efficacy, and academic confidence identifies with academic accomplishments (Matore et al., 

2012; Parvathy and Preseeda, 2014). Generally, the study of Matore et al. (2012) prescribes 

that AQ should be integrated at university programs to prepare students, not for academic 

achievement, but especially the future working field. 

Other measurements of resilience 

HTH seeks to increase student’s adaptability to deal with constant change and unexpected 

challenges to ultimately create outstanding hospitality leaders (HTH, 2019). Therefore, it would 

be possible to see if other tools measure a students’ adversity above the AQP from Stoltz (1997). 

Executive neuroscientist Davidson (1988) led a crucial study of cerebrum imaging analysis. He 

examined two focus groups: one with individuals who recognize themselves as profoundly strong 

in resilience towards life’s challenges, while the other group was quickly discouraged by it. 

Davidson (1988) followed their brain response as they performed unpleasant tasks. For 

instance, journaling about the most upsetting encounters in their lives or performing 

complicated math issues under time pressure (Goleman, 1997). Additionally, Davidson (1988) 

concluded that individuals exhibiting a high degree of resilience possess the ability to 

recuperate from adversity quickly. Furthermore, Davidson (2005) stated that resilient 

individuals had already begun to anticipate and reduce stress before commencing a challenging 

experience. This implies that resilient people are working towards continuous progression. 

Reliability and validity of measuring resilience 

A methodological review directed by Windle et al. (2011) surveyed seventeen resilience 

measures. Nevertheless, out of seventeen instruments, three were justified as predominant 

psychometric appraisals. 
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One of the three qualified skills was the Connor-Davidson Resilience scale (CD-RISC). This 

scale was initially created by Connor and Davidson (2003) to measure resilience within Post 

Traumatic Stress Disorder in their clinical network. It is an approved and broadly perceived 

scale where the original scale entails 25 components. Numerous studies have utilized this scale 

within a broad scope of populations (Kathryn, 2003). Therefore, the CD-RISC is viewed as one 

of the higher scoring scales in the psychometric assessment of resilience (Windle et al., 2011). 

Furthermore, Windle et al. (2011) conclude that the Resilience Scale for Adults (RSA) by 

Friborg et al. (2003) was also a suitable tool to measure resilience amongst grown-ups (Ibid). 

Designed primarily for clinical brain research, this scale contains five items that analyse the 

intrapersonal and relational protective factors that focus on adaptation to adversity. 

A later report performed by Friborg et al. (2005) utilized the RSA to quantify the relationship 

between character, intelligence, and resilience. They discovered numerous connections among 

character and resilience components—for instance, the relation between higher individual 

ability and emotional steadiness. 

Another study concluded the reliability and validity of the RSA to tests that measure coherence 

and depression (Hjemdal et al., 2011). This is in accordance with Windle et al. (2011), who 

inferred that the RSA is profoundly helpful for evaluating the protective components, which 

restrain or give support against cognitive disorders. 

The third and last resilience tool noted by Windle et al. (2011) is the Brief Resilience Scale 

(BRS), which assesses an individual's capacity to bounce back from stress (Ackerman, 2019). 

This instrument, created by Smith et al. (2008), does not report being utilized in the clinical 

populace; Yet, it could provide valuable insights into stress related to wellbeing (Ibid). Amat 

et al. (2014) clarified that the BRS instrument consists of six components, including three 

positive and three negative worded components. All are related to a person's capacity to show 

resilience when adversity strikes. Notwithstanding, Windle et al. (2011) conclude that this scale 

is a potent and dependable measurement tool for resilience; however, it lacks the scientific 

evidence to support the validity. As the RSA is primarily used in clinical science to cognitive 

disorders, and the BRS misses out on yet to be obtained scientific evidence for validity, the 

CD-RISC is seen as the most profound test to utilize for further studies; it has been proven to

poses excellent reproducible reliability and validity (Ibid; Gras et al., 2019).

Connecting the theories 

A person's mindset is firmly associated with the theory one acquires about intelligence (Dweck, 

2006). Students with a fixed mindset will generally accept that intelligence is subject to intrinsic 

capacity set by genetic inheritance instead of hard work (Ibid). Furthermore, fixed mindset 

people see failure as proof of their unchanging capacity and therefore withdraw from tasks 

when facing adversity (Robin and Pals, 2002). Conversely, growth-minded students will 

generally comprehend that knowledge and academic abilities are alterable and that 

achievement depends mainly on hard work commitment, thus not simply being gifted or 

talented (Ibid). Students exhibiting a growth mindset see disappointments as possibilities for 

informative input and subsequently are bound to improve from their failure (Dweck, 2006). 

How students view intelligence can affect their studying approach, especially regarding facing 

adversity (Stoltz, 2013). This is of significant importance since, as to any educator's awareness, 

the best opportunities to develop oneself will include a certain level of challenges together with 
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occasional failure (Kaufman, 2013). 

To confirm the statement above, Mangels et al. (2006) examined how people's mindsets 

influence their data processing abilities during an adverse test (Wellington College, 2014). The 

result indicated that, in contrast to fixed mindset people, those exhibiting a growth mindset 

showed significant levels of understanding when receiving negative feedback. Moreover, they 

were more inclined to correct their mistakes on the retest and demonstrated a larger gain in 

information than their counterparts. Curiously, when scientists brought up the mistakes to fixed 

mindset students, they demonstrated reactions in frontal brain districts related to elevated 

heights of concentration (Ibid). However, the responses related to the territories of data 

processing and memory storage moderately decreased. This study's outcome is that fixed 

mindset students consistently focus on their mistakes, and therefore they display less 

engagement in processing the input to learn (Ibid). 

These studies may clarify why individuals with a growth mindset have an easier time showing 

resilience and bouncing back from academic challenges and disappointment than their fixed-

mindset peers. Thus, research points out that showing resilience is one characteristic displayed 

by a growth mindset rather than a fixed mindset. Nonetheless, the DMI, the test measuring an 

individual's mindset, is never officially tested by a resilience scale to draw statistically 

underpinned inferences; therefore, it would be of great interest to further investigate this. 

Research questions and hypotheses 

The literature review was conducted to gather necessary background information to answer the 

MRQ. To answer the question, a set of multiple research questions was established, combined 

with hypotheses derived from the literature review. 

The main focus of this study is to find answers on the following research questions: 

1. What is the profile of the respondents with regards to the following variables:

1.1  Age 

1.2  Gender 

2. What is the average score of the respondents on the DMI in terms of:

2.1  DMI Intelligence 

2.2  DMI Talent 

2.3  Total DMI score 

3. What is the average score of the respondents on the AQP in terms of:

3.1  Control 

3.2  Ownership 

3.3  Reach 

3.4  Endurance 

3.5  Total AQP 

4. What is the average score of the respondents on the CD-RISC-10?

5. To what extent is there a difference between demographic groups with regard to

their DMI score?
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Hypothesis: The expectation is that there will be a difference between the demographic groups, with 

regard to their DMI scores. 

 

Assumption: The hypothesis is based on the following assumptions: 
A difference in mindset is expected to be present when grouping females and males; Valerand 

& Bissonette (1992) found a significant difference and stated that the self- determined profile 
of female next to other unknown psychological factors could be one of the factors making the 
difference. 
 

Moreover, Dweck (2006) found a difference in mindset between adolescents and the elderly. She 

states that individuals become more self-aware and obtain a growth mindset when ageing. 

However, the significant difference was only seen among a wide age range. This study 

primarily focusses on students and therefore, the significant difference will most likely not be 

present due to age difference. 

 

Implication: The implication is that based on the above assumptions: there is a significant difference in 
CD-RISC-10 scores when grouping the population in gender and nationality. 

 

6.  To what extent is there a difference between demographic groups with regard to their 

AQP score?  

 
Hypothesis: The expectation is that there will be a difference between the demographic groups, with 

regard to their AQP scores. 

 

Assumption: The hypothesis is based on the following assumptions: 
females tend to score lower than males in terms of their ownership towards adversity, because they 

tend to be self-critic (Stoltz, 1997; 2000). However, this difference was not visible in all other 
performed studies; Huijan (2009), Shen (2014) and Sigit et al. (2019), did not find a difference 

between the genders with regards to their AQP score. 
 

Furthermore, the difference between demographic groups will most likely not be present within 

the grouping of age; when testing, several studies concluded that there were no interactions 

between AQP score and age (Verma et al., 2017; Shen, 2014; Sigit et al., 2019). 

Only the study of Huijuan (2009) suggests that ageing could increase AQ, but not how large   
the dispersion must be to obtain a significant difference between age groups. 

 
Implication: The implication is that based on the above assumptions: there is a significant difference in 

AQP scores when grouping the population in phase and nationality. 

 
7. To what extent is there a difference between demographic groups with regard to their 

CD-RISC-10 score? 

 
Hypothesis: The expectation is that there will be a difference between the demographic groups, with 

regard to their CD-RISC-10 scores. 

 

Assumption: The hypothesis is based on the following assumptions: 
Extensive studies as Campbell-Sills et al. (2009), Gras et al. (2019) Schmitt et al, (2008) and 

Sing et al, (2010), found that when grouping their sample by females and males, male score 
significantly higher than female. They conclude that the gender difference could be present as 
men are social desirability bias since they seek to portray more resilient (Ibid). Another 
assumption is that neuroticism relates negatively to resilience which can be more present 

among females (Ibid). For this hypothesis, the conclusion of these major studies is taken into 
account. Nonetheless, the results obtained by the founders of the instrument are thought of as 
well; they did not find a significant difference (Connor and Davidson, 2003). 
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Furthermore, the difference between demographic groups will most likely not be present within 
the grouping of age; multiple studies do not find a relation between age and CD- RISC-10 among 
a narrow age range (Ristevska-Dimitrovska et al, 2015; Ziaian et al, 2012). The same applies 
when dividing groups based on phase. 

Implication: The implication is that based on the above assumptions: there is a significant difference in 

CD-RISC-10 scores when grouping the population in gender and nationality.

8. To what extent is there a relationship between the AQP and the DMI score of the

respondents?

Hypothesis: The expectation is that there will be a positive relationship between the DMI and the AQP 

scores of the respondents. 

Assumption: The relationship has not been tested previously. However, Hochanadel and Finamore (2015), 

Stoltz (2003) and Dweck (2006) all agree that the way an individual perceives adversity is 
based on mindset. 

Furthermore, Mangels et al. (2006) states that individuals who lean towards a growth 
mindset have an easier time to withstand adversity and therefore, exhibit a higher AQ. In 
addition, Robin and Pals (2002) state that the opposite is also true; individuals with a low 
growth mindset (the individuals that show fixed mindset traits) have a difficult time when facing 
adversity, because they see failure as proof of their own unchanging capacity. 

Implication: This implies that, based on previous literature findings: The higher the AQP score, the 
higher the score on the DMI. 

9. To what extent is there a relationship between the AQP and the CD-RISC-10 score of the

respondents?

Hypothesis: The expectation is that there will be a positive relationship between the AQP and the CD- 

RISC-10 scores of the respondents. 

Assumption: The relationship has not been tested previously and there is little literature available that 

compares these scales. However, both instruments measure an individual’s degree of resilience 
(Connor and Davidson, 2003; Stoltz, 1997). Therefore, the assumption is based on logical 

reasoning. 

Implication: Based on the assumption above it can be implied that: The higher the AQP score, the higher the 
score on the CD-RISC-10. 

10. To what extent is there a relationship between the DMI and the CD-RISC-10 score of the

respondents?

Hypothesis: The expectation is that there will be a positive relationship between the DMI and the CD- 

RISC-10 scores of the respondents. 

Assumption: The idea behind this hypothesis is based on the fact that both instruments are expected to relate 

to the AQP instrument. Furthermore, Dweck (2006) points out that showing resilience is one 
characteristic displayed by a growth mindset, rather than a fixed mindset. Besides, Mangels et 

al. (2006) state that individuals who lean towards a growth mindset have an easier time showing 
understanding when facing a difficult task and therefore, exhibit a higher level of resilience. 

Implication: This implies that based on the previous assumption: The higher the DMI score, the higher the 
score on the CD-RISC-10. 
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3. Method

The following section elaborates on the chosen research method. This section elaborates on the 

used population, the design of the study, the measuring instruments and the data collection 

method. 

Population 

The population is suitable for the study since it encompasses students with extensive experience 

from various phases in the hospitality bachelor. To answer a research question effectively, 

researchers abstain from gathering information from the entire population but instead focus on 

a reduced sample (Saunders et al., 2016). Therefore, the theories were tested on a sample of 

students from HTH. 

Research Nature, Approach, Design and strategy 

The first part of the research is descriptive since it adopts well-defined theories and tests them 

in hospitality students' areas to describe characteristics (Saunders et al., 2016). Furthermore, 

the research's nature aims to be explanatory, as there is no presence of research that tested the 

relations between the theories. A deductive research approach provides the ability to utilize 

theories by testing them in the field by gathering actual data (Ibid). Thus, the theories can be 

evaluated by assessing whether they match the gathered data. Based on these results, the 

theories will be approved or disapproved. Quantitative research was carried out to testify 

whether the set hypotheses were valid systematically (Ibid). For this study, mostly primary data 

was utilized since the interest is in how a singular sample scores among the different tests. Thus, 

as the study inquires to identify patterns and make generalizations concerning the population's 

psychological and demographic 'features', surveys were conducted (Ibid). Due to the Covid-19 

limitation, it is crucial to analyse any difference in data outcomes. Fortunately, Potharst (2020) 

measured AQ among HTH students, and therefore, both outcomes were compared. Thus, also 

secondary data was utilized. 

Measuring instrument 

The questionnaire compromises of a set of general questions and three valid measurements. As 

derived from the literature study, all three instruments have proven to be reliable and valid. See 

appendix 1 for a detailed description of the tested instruments. 

Data collection procedure and sampling method 

In the data collection procedure, self-selection sampling and snowball sampling, both part of 

convenience sampling, are utilized (Saunders et al., 2013). The aim was to receive at least 30 

respondents from each phase, meaning at least 120 respondents in total. Accordingly, the 

sample students hail from four phases, inferring that a wide scope of institutional contexts was 

covered. In the end, data from 175 respondents was collected. 

4. Result

This section briefly describes the descriptive statistics, the means and provides answers 

to several research questions. 

Descriptive statistics 

RQ1. The profile of the respondents with regards to the following variables: 
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Sample n=175 

Gender 25.7% (n=45) Male 

72.6% (n=127) Female 1.7% (n=3) Prefer not to say 

Age Mean= 21.33 years old 

Majority with 18.9% = 21 years old 

Phase 30.9% (n=54) Phase 1 

28.0% (n=49) Phase 2 

18.3% (n=32) Phase 3 

22.9% (n=40) LYCar Phase 

Nationality Majority with 45,1% = Dutch 

Table 2. Profile of the respondents (n=175). 

Population means of the dependent variables 

RQ2/3/4. What is the average score of the respondents on the DMI/AQP/CD-RISC? 

Instrument Mean  

(M) 

Std. 

Deviation (s) 

95% μ between  

Lower-Upper 

Mindset DMI Total 4.32 .80 4.20 - 4.44 

AQ AQP Total 144.39 15.25 142.13 - 146.65 

CD-RISC Total 26.9 .37 26.85 - 26.96 

Table 3. Mean distribution of respondents (n=175). 

Research Questions concerning demographics 

Thirdly, the researcher tested all hypotheses acquired from research questions 6, 7 and 8 

concerning the significant differences and relationships between the demographic’s groups 

and the DMI, AQP and CD-RISC-10 scores. 

RQ5. To what extent is there a difference between demographic groups with regards to their 

DMI score? 

For this research question, H0 was selected: The expectation is that there will be no 

difference between the demographic groups, with regards their DMI scores. 

 Gender Instrument Levene’s P-value Decision 

Mindset DMI Total Equal (.399) .043 Reject H0: There is difference: p=0.05 

DMI Intelligence Equal (.073) .161 Fail to reject H0: No difference at p=0.05 

DMI Talent Equal (.796) .048 Reject H0: There is difference: p=0.05 

Table 4. Outcome of gender with regards to DMI (female:n=127, male:n=45) 

81



After performing an Independent Sample T-test with a Levene’s Test for Equality of Variances, 

it became evident that both for the DMI Total (F=.716, p=.073) and for the DMI Talent (F=.067, 

p=.796) equal variances can be assumed. The top row shows that female with M=4.42 (n=127) 

score higher than males with M=4.14 (n=45) on DMI Total (F=-2.040, p=.043). This implies 

that, based on the sample results, females lean more towards a growth mindset then male. 

Besides, the dimension DMI Talent also demonstrates that female score higher with M=4. 

(n=127) than their male counterparts who scored M=4.00 (n=45, F=3.159 p=.048). This 

suggests that female HTH students see talent more towards growth mindset beliefs then 

male HTH students do. 

 Age Relationship P-value Pearson Decision 

Mindset DMI Total .062 Fail to reject H0: No relationship at p=0.05 

DMI Intelligence .546 Fail to reject H0: No relationship at p=0.05 

DMI Talent .014 -.186 Reject H0: There is relationship: p=0.05 

Table 5. Outcome of age to DMI (n=175) 

A Pearson correlation was carried out to determine the relationship between age and DMI score 

of the respondents. there were no significant relationships detected between DMI Total scores 

and age. Nonetheless, when performing the test including the dimensions, a significant 

correlation was found; there is a weak negative correlation between age of respondents and 

their score on DMI Talent (r=-.186, p=.014). Based on this sample, it can be said that, the older 

an HTH students becomes, the more likely one sees talent as a fixed treat rather than malleable. 

RQ6. To what extent is there a difference between demographic groups with regards to their 

AQP score? 

 Gender Instrument Levene’s P-value Decision 

AQ AQP Total Equal (.559) .796 Fail to reject H0: No difference at p=0.05 

AQP Control Equal (.587) .696 Fail to reject H0: No difference at p=0.05 

AQP Ownership Equal (.353) .329 Fail to reject H0: No difference at p=0.05 

AQP Reach Equal (.169) .541 Fail to reject H0: No difference at p=0.05 

AQP Endurance Equal (.728) .582 Fail to reject H0: No difference at p=0.05 

Table 6. Outcome of gender with regards to AQP (female:n=127, male:n=45) 

After performing an Independent Sample T-test, it became clear that gender did not show any 

difference with regards to AQP scores as all p-values were significantly greater than 0.05. 

Therefore, based on this sample, female and male HTH students do not bear different AQ levels. 

 Age Relationship P-value Pearson Decision 

AQ AQP Total .104 Fail to reject H0: No relationship at p=0.05 

AQP Control .038  .157 Reject H0: There is relationship: p=0.05 

AQP Ownership .473 Fail to reject H0: No relationship at p=0.05 

AQP Reach .264 Fail to reject H0: No relationship at p=0.05 

AQP Endurance .077 Fail to reject H0: No relationship at p=0.05 

Table 7. Outcome of age to AQP (n=175) 
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A Pearson correlation was carried out to determine the relationship between age and instrument 

scores of the respondents. There were no significant relationships detected between the Total 

AQP scores. Notwithstanding, there is a weak positive correlation between the age of 

respondents and their score on AQP Control (r=.157 p=.038). Thus, it can be derived from this 
sample that there is no relationship between age and AQ levels of HTH students. However, one 

dimension, AQP Control, does show that there is a weak positive relationship in terms of 

students’ age. This would imply that the older an HTH student becomes, the greater one’s control 

over an adverse event becomes. 

RQ7. To what extent is there a difference between demographic groups with regards to their 

CD-RISC-10 score?

 Gender Instrument Levene’s P-value Decision 

Resilience CD-RISC Total Equal (.262) .002 Reject H0: There is difference: p=0.05 

Table 8. Outcome of gender with regards to CD-RISC-10 (female:n=127, male:n=45) 

Furthermore, the Levene’s Test for Equality of Variances shows that the CD-RISC Total means 

are equal (F=1.268, p=.262). Accordingly, the top row displays that males with M=28.82 (n=45) 

do score higher compared to females with M=26.21 (n=127) on the CD-RISC instrument 

(F=3.159, p=.002). This suggests that females and males HTH students do not possess a 

different degree of resilience. 

 Age Relationship P-value Pearson Decision 

Resilience CD-RISC .991 Fail to reject H0: No relationship at p=0.05 

Table 9. Outcome of age to CD-RISC-10 (n=175) 

A Pearson correlation was carried out to determine the relationship between age and CD-

RISC scores. There were no significant relationships detected and therefore it can be stated 

that, based on this sample, age of an HTH student does not influence their degree of 

resilience. 

Research questions concerning relation between theories 

Following, the research pursued to draw inferences on relations between the earlier mentioned 

theories. The results of the total instruments are listed below. See appendix 2 for the results of 

the dimension relationships between instruments. 

RQ8. To what extent is there a relationship between the DMI and the AQP score of the 

respondents?  

& 

RQ9. To what extent is there a relationship between the AQP and the CD-RISC-10 score of 

the respondents?  

& 

RQ10. To what extent is there a relationship between the DMI and the CD-RISC-10 score of 

the respondents? 

83



Relationship P-value Pearson Decision 

DMI Total AQP Total .000 .328 Reject H0: There is relationship: p=0.05 

CD-RISC AQP Total .991 .413 Reject H0: There is relationship: p=0.05 
Total

CD-RISC DMI Total .317 Fail to reject H0: No relationship at p=0.05 
Total

Table 10. Outcome of relations between instruments (n=175). 

Relation DMI to AQP 

A Pearson correlation was carried out to determine the relationship between respondents’ DMI 

Total score and their AQP score. Comprehensively, a statistically significant positive 

relationship was shown between the two variables (r=.328, p=.000). A scatterplot compiles the 

results, shown in figure 2. The Pearson Correlation indicates that the correlation is average. 

Therefore, increases in AQP scores were correlated with increases in DMI Total scores. 

Figure 2. Scatterplot with line of AQP Score by DMI Total Score. 

Relation CD-RISC to AQP 

A Pearson correlation coefficient was computed to assess the relationship between 

respondents’ AQP score and their CD-RISC-10 scores. Overall, there was a positive correlation 

between the two variables (r=.413, p=.000). A scatterplot summarizes the results (figure 3). The 

Pearson Correlation indicates that the correlation is average. Therefore, increases in AQP 

scores were correlated with increases in CD-RISC-10 scores. 
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Figure 3. Scatterplot with line of AQP Score by CD-RISC-10 Total. 

Relation CD-RISC to DMI 

Finally, the DMI scores were compared with the CD-RISC-10 scores of the respondents, to 

find out if these theories had a relation. The Pearson correlation test showed no statistically 

significant relationship between respondents’ DMI score, including dimensions, and their CD-

RISC-10 score (DMI Total p=.317). This clarifies that if one of the scores increases, there is no 

scientific logic that the other one will show a likewise increase. 
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5. Discussion

This section describes the significance the results of the several research questions.

Discussion of Research questions 

In this research study, the majority of respondents (n=175) were aged 21 (18.9%), and almost 

three-quarters of the respondents considered themselves female (72.6%). All phases were 

representative as each phase contained at least 30 respondents, with a maximum of 54 

respondents in phase 1 (30.9%). Furthermore, the largest sample portion followed or is 

following the IMP course (77.7%). Respondents from both campuses participated, with the 

majority attending studies at campus The Hague (n=89). 

Looking at the average score of the respondents on the DMI instrument, the data suggest that 

HTH students see intelligence and talent as malleable features that can be altered by themselves; 

3.5% lies within the category “Fixed Mindset”, 31.4% exhibits a “Mixed Mindset” and the 

majority with 65.1% exhibits a “Growth Mindset” (Dweck, 2010). Thus, most HTH students 

lean towards a growth mindset rather than a fixed mindset. This could be because students 

actively choose to continue studying by applying for a selection day and when chosen a bachelor, 

which comes with challenges. Besides, the last phase is seen as another form of continuous 

growth in the area an HTH student aspires, which aligns with the growth mindset theory that 

learning is infinity. In this assumption, the level of mindset is already exhibited when entering 

HTH. Furthermore, HTH students are privileged to follow education that is considered as one 

of the top-rated bachelor programs available in the Netherlands (Educational Framework 

Bachelor Programme Policy, 2020). Based on previous statements, it can be assumed that there 

are few socioeconomically disadvantaged students present at HTH. According to Paunesky et 

al. (2015) and Raizada and Kishiyama (2010), growth mindset interventions are most effective 

within these disadvantaged groups, as they exhibit a larger portion of fixed mindset individuals. 

HTH students score on average, with 95% confidence, between 142.13 and 146.65 on the AQP 

instrument. According to the original interpretation from the book “Adversity Quotient” by 

Stoltz (1997), HTH students pose a high AQ. This suggests that HTH students are on average at 

“climber level” and are ready to withstand adversity and continue when others give up. A 

likewise study found a lower AQP mean of 135.19 among 36 Business Administration students 

(Huijan, 2009). Hence, it could be that, as HTH has a demanding selection process, only 

committed students to sign up for the selection/bachelor. Potharst (2020) obtained a mean closer 

of 138.96, which is closer to the previously mentioned study. However, current research results 

contain a larger level of reliability and validity since the sample is larger, combined with a 

smaller SD. An explanation for this could be that both studies were conducted during different 

time frames, which could have caused a different response rate. Furthermore, HTH students 

possess an outstanding amount of control, even during unfavourable situations. This 

characteristic is highly favourable within HTH, as one of the core values is being “Yes-Minded” 

(HTH, 2020). 

This study acquired a CD-RISC-10 average of 26.9 (SD=.37), suggesting that, according to the 

test score's original interpretation, the average HTH students exhibit low resilience. Therefore, 

according to this interpretation, the average HTH students have great difficulty when facing 

adversity. Nevertheless, the original interpretation is benchmarked on adults. Crucial is that, 

whether HTH students hail a Dutch nationality or not, no differences came to light when 

comparing CD-RISC-10 scores. Hence, a more suitable picture can be drawn when 

comparing current study results to other research performed on students with different 

nationalities. It was found that Farkas and Orosz (2014) obtained a mean of 28.0 amongst 
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Hungary students (SD=.60, N=465), whereas Lee et al. (2016) acquired a mean of 25.8 amongst 

1094 Korean students (SD=8.0). Nonetheless, the highest obtained average is from the study of 

Hartley (2012), where American students hailed a mean of 30.1 (SD=5.3, N=605). When 

interpreting these results with the original benchmark scale, most averages fall in the low 

resilience category, and only a few just hit the low-medium resilience category. When 

comparing the Dutch students in this study who obtained a mean of 26,7 (SD=4.7) to other 

Dutch students (N=254), Markovitz et al. (2014) obtained a similar mean of 25.7 (SD=6.8, 

N=254). Therefore, the conclusion can be drawn that the obtained mean of 26.9 is not 

remarkably low compared to other students samples taken; It is simply not justified with the 

original benchmark scale. 

Following the demographic variables gender and age where studied. A factor that did not 

influence the degree of mindset a student exhibits is age; These findings contradict the findings 

of the research of Dweck (2006), which states that ageing fortunate self-awareness and a 

growth mindset. However, the age dispersion in the study of Dweck is far larger; In this study, 

the age difference between the youngest and oldest students participating is more defined as it 

only covers bachelor students. Notwithstanding, the dimension Talent hailed a weak negative 

relation to age. This can be interpreted as that, as individuals ages during their bachelor, they 

are more inclined to obtain the belief that some are more gifted than others. 

Looking at other factors such as gender, the results indicate that female score significantly 

higher on the DMI Total and the dimension Talent than their male counterparts. This means 

that female HTH students are more leaning towards a growth mindset then male HTH students. 

This result corresponds to the meta-analysis performed by Valerand & Bissonette (1992), 

which states that the self-determined profile of female next to other unknown psychological 

factors could be one of the factors making the difference. This study did not go into depth on 

factors within the variable gender and can therefore not acknowledge that females their self-

determined profile is indeed one of the reasons that they score higher. 

Subsequently, the AQP score was tested with regards to differences in gender and age. As HTH 

students are still relatively young (the majority of the respondents was 21 years old at the time 

the data was gathered), the level of AQ could perhaps increase with ageing as the study of 

Huijan (2009) expresses. However, in this study, age did not show a relation to students total 

AQP score, resembling the results of the study of Verma et al. (2017). Only the dimension 

Control hailed a weak positive relation, which could be due to the increase of responsibility 

one receives when maturing. 

Furthermore, gender did not showcase any difference with regards to the AQP score and its 

dimensions. This supports the findings of Shen (2014) and Sigit et al. (2019), but contradicts 

Stoltz (1997; 2000), who claimed that female usually score lower on the dimension Ownership 

then male, as females tend to be more self-critic. 

Peculiarly, AQP Ownership was significantly higher at campus The Hague compared to 

campus Amsterdam. Both campuses offer the same education, yet the one factor they differ 

from is geographical location. The results do not tell why there is a difference, only that the 

ownership of students at campus The Hague is already higher from the start. Moreover, AQP 

total and the other dimensions did not show any difference per campus. 

When assessing the CD-RICS-10 results obtained from the variable gender, it was found that 
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male score significantly higher than female on the CD-RISC-10 instrument, which is an 

agreement with previous research. For instance, Gras et al. (2019), obtained the exact same 

results when testing the CD-RISC-10 students. Furthermore, Campbell-Sills et al. (2009) also 

found that males score significantly higher than female. This research suggest that the gender 

difference could be because of social desirability bias, as male are more concerned than females 

to appear strong in coping with adversity. Another clarification found in previous studies is the 

discovery that resilience bears a negative relationship with various character features, for 

example, neuroticism, which is more present among females (Campbell-Sills et al., 2006; 

Schmitt et al, 2008; Sing et al, 2010). Nonetheless, the founders of the CD-RISC-10 instrument, 

Connor and Davidson (2003) did not found a significant difference by gender. 

Interestingly, both the AQP and CD-RISC-10 claim to be testing resilience. When comparing 

the independent demographics of HTH students to the instrument test, this is the only variable 

that had a different result in both tests (e.g. significant difference in CD-RISC-10 score, but not 

in AQP score). 

Another aim of the research was to compare the age of the HTH students by their instrument 

score. As multiple research with a narrow age range concluded, it came as no coincidence that 

there was no relationship between age and CD-RISC-10 score (Ristevska-Dimitrovska et al, 

2015; Ziaian et al, 2012). 

In addition, it became evident that there is a positive relationship between the AQ theory and 

the Mindset theory of Dweck (2002). The regression analysis findings can underpin this 

statement; the DMI score increases by 0.017 points for each point gained on the AQP instrument 

and can be interpreted by 10.2% by the AQP. The relationship has not been tested previously 

to the researcher’s knowledge. Only some speculations were created that students can prevail 

in an academic environment where a growth mindset is fostered, and resilience is taught 

(Hochanadel and Finamore 2015). Nonetheless, some literature did obtain similar results, for 

instance, the study of Mangels et al. (2006); they clarified that individuals with a growth 

mindset have an easier time showing resilience and bouncing back from academic challenges 

and disappointment than their fixed-mindset peers. Nonetheless, the current study provides new 

insight into the relationship between the AQP and the DMI since the two have not been tested 

together. 

The relationship between AQP and CD-RISC-10 has not been tested previously to the 

researcher’s knowledge. However, the current study demonstrated a positive average 

relationship between the Resilience theory of Connor and Davidson (2003) and the AQ theory 

of Stoltz (2003). The regression analysis findings can support this statement; the CD-RISC-10 

score increases by 0.132 points for each point gained on the AQP instrument and can be 

interpreted by 16.6% by the AQP. Besides, all dimensions show a relation to the CD-RISC-10, 

ranging from weak (Control and Ownership) to average (Reach and Endurance). This overall 

relation was expected, as both instruments measure an individual’s degree of resilience. 

However, they do not relate more than average, indicating that they gauge resilience differently   

to some extent. Firstly, they are made for different populations; the CD-RISC-10 is created for 

clinical purposes, whereas the AQP instrument is created for commercial purposes (Connor and 

Davidson, 2003; Stoltz, 1997). Secondly, the AQP tests resilience via forced-choice questions 

that include a broad range of adverse situations, inasmuch that the CD-RISC-10 tests resilience 

via statements where the respondent is asked to which extent the statement feels true to them. 

Thirdly, the AQ theory focuses on the degree of control, ownership, reach, and endurance 

during an adverse event, forasmuch as the theory of resilience does not hail dimensions; it 
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simply measures resilience only. Aside from the reasons for differences between the 

instruments, this study demonstrates that the tests are related. Therefore, it can be stated that 

both tests are reliable measurements to gauge resilience among HTH students.  

Finally, no significant relation was found between the DMI and the CD-RISC-10. This is 

remarkable, as it was expected that these instruments would have a relation, as they both relate 

to the AQP instrument. It could be that one of the differences between the resilience 

measurements mentioned in the discussion of RQ10 is of exceptional magnitude, as that it 

explains the lack of a relationship between DMI and CD-RISC-10. Nonetheless, the performed 

literature does not show an explanation for this result. To conclude, it was interesting to find no 

relation between these theories as this outcome can be taken into account for future research. 

Additionally, further research could look if there is a difference with a sample that obtains a 

larger dispersion of DMI scores. The current study obtained a relatively small dispersion as the 

largest percentage (65.1%) within the sample hailed a growth mindset, compared to a small 

percentage (3.5%) that hailed a fixed mindset. 

Answering the MRQ 

Combining all obtained results based on the performed quantitative analysis, this research 

aimed to answer the following MRQ: 

“What are the relationships between mindset, AQ and level of resilience among hospitality students?” 

This study demonstrated that there is not only a relation between the resilience theory of 

Connor and Davidson (2003) and the AQ theory of Stoltz (2003) but also a relation between 

the AQ theory and the Mindset theory of Dweck (2002). Within the researcher’s knowledge, 

both these theories have not been studied previously with the theory of AQ. Therefore, it can 

be concluded that mindset beliefs and degree of resilience are important factors to consider 

when revising the curriculum of HTH, as these concepts do relate to AQ. The current research 

is scientifically underpinned and can be utilized when making decisions to improve the current 

education at HTH. 

Further research 

Some suggestions for further research were explained in the discussion part, as they naturally 

derive from assumptions when answering the research questions. Additional subjects which 

can be of great interest for HTH and beyond are listed below. 

Sample bias 

Within the researcher’s knowledge, this is the first time that the Mindset theory of Dweck 

(2013) is tested to the AQ theory of Stoltz (1997). The results are exclusively performed with 

a sample of HTH students, which makes the sample representative for HTH. However, to see 

whether this is applicable and can be used for multiple purposes, further research should 

broaden the sample and include people from outside HTH. If this is done, results are less biased 

and can be used by different purposes (Sanders et al., 2016). 

Other Mindset theories 

This study looked at the mindset theory of Dweck (1997) in relation to resilience. To increase 

reliability, it would be of great interest to examine AQ with other mindset instruments. For 

instance, the mindset theory of Downing  (2017) taught in the PRD_IMP course at HTH. 

CD-RISC-10 interpretation scale for students
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Based on various research including this one, the original CD-RISC-10 interpretation scale 

cannot be justified when interpreting resilience levels among students. Thus, it would be of 

great interest for users of the CD-RISC- 10, to research and determine a scientifically 

underpinned interpretation scale primarily for students. 

Predication of achievements 

Academic institutions have relied on intelligence tests and scores to predict achievement, but 

inborn abilities are not the only factors that account for learning and success. The focus on grades 

in many universities can undermine both creativity and AQ (Stoltz, 1997). When teachers teach 

students how to persist, a growth mindset develops, thus improving resilience to overcome any 

challenges. It would be interesting to measure the Mindset theory of Dweck (2013) and the AQ 

theory of Stoltz (1997) to academic success. 

Accomplishment objectives 

Ames and Archer (1988) propose that students' mindsets could be partly because of their 

scholarly accomplishment objectives. They distinguished two classes of accomplishment 

objectives: performance and mastery. Dweck (1986) showed that fixed mindsets are connected 

with performance objectives, whilst growth mindset relates to mastery objectives. Currently, 

SMART objectives are a widely used goal-setting framework within HTH (O’Neill and 

Conzemius, 2006). Future studies at HTH could investigate the relation and eventually the 

implication between mindset and type of goal setting of HTH students. 

AQ in relation to culture 

This study only touches upon the differences between nationalities. Notwithstanding, many 

works of literature show significant differences among cultures when it comes to facing adversity 

(Campbell-Sills et al., 2016; Boaler, 2006). As the HTH student community hails many 

nationalities and therefore cultures, it would be engaging to relate AQ and its dimensions to the 

dimensions of the Hofstede model or to the Lewis Cultural Model (Hofstede, 2011; Lewis, 

1996). 

Up-to-date gender division 

Making the traditional physiological gender division no longer serves to explain the difference 

in CD-RISC. Thus, it would be interesting to see the actual difference based on the idea of 

gender roles from a from masculine or feminine characteristics perspective. This could be a 

helpful component in future attempts to overcome social desirability bias. 

Limitations 

This section shows the limitations of this research and the actions made by the researcher to 

minimize them. See appendix 3 for the present biases. 

General limitations 

First, the sample used for this study consists entirely of bachelor students from one university, 

which constrains the variety of education and age. The obtained results may not generalize to 

individuals in middle or older age or those achieving a different educational achievement level. 

Besides, this study did not examine the presence of outliers and if they significantly affect the 

regression equation. A data distribution containing extreme outliers results in a skewed 

distribution towards the outlier(s), making it difficult to analyse. If the data set will be used for 

further research, it is advised to look at outliers. For now, the researcher downsized the effect 

of possible outliers by gathering an extensive data set. 
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Furthermore, HTH is situated in The Netherlands, resulting in the largest percentage of students 

careering a Dutch nationality. This resulted in overrepresenting of the Dutch nationality and 

underrepresenting of others. The result's reliability would have been steadier if there had been 

more representatives of other nationalities than the Dutch, especially from outside of Europe. 

Still, the differences were tested between nationalities bearing five or more respondents but 

without significant differences. It was decided that the main conclusion can be drawn on Dutch 

students compared to Non-Dutch students, as they are most representative. 

As the question was asked openly, respondents could fill in multiple nationalities. This resulted 

in implications when analysing the data. Due to this study's scope, it was decided to focus on 

the first nationality provided by the respondent. Notwithstanding, the assumption can be made 

that students choose to report two nationalities for a reason; They feel affiliated with both. 

What also needs to be taken into account is that current research was carried out when the 

Covid-19 pandemic stroke. The situation of Covid-19 influenced this study as the gathering 

data method had to be adjusted; The researcher could only reach people via outlook and on 

social media platforms but not approach HTH students in person. This resulted in more 

convenience sampling, as more readily accessible individuals were approached than planned. 

Nonetheless, the researcher ensured that not more than 25% was addressed directly, assuring 

that selection bias is limited. 

Moreover, the survey setup was created informally and entertaining, as the gross of students 

endures less focus due to Covid-19 (HTH, 2020). Nonetheless, the test questions derived from 

the theories were utilized in the original format. Besides, distrusting the survey started in week 

ten during exams, instead of in week eight. This could have resulted in that students could be 

fully busy with exams or free and do not consider their mail till week one of the next block. On 

the other hand, it could also be that students have more time to fill in a survey. Therefore, it was 

chosen to enlarge the gathering data time frame by three weeks in total. Finally, it could be that 

students score differently than they would do if corona was not present and physical schooling 

continued. Thus, this study compared the obtained AQP mean to the mean acquired from 

previous studies performed at HTH. 

Implications 

Despite the limitations, the current research expands comprehension of an understudied 

phenomenon: the relationship between mindset, AQ, and resilience. Therefore, the expertise 

gained by the current study can be insightful for education institutes teaching in the hospitality 

domain. 

In this research study, the sample of students (n=175) displayed outstanding levels of mindset 

(M=4.32, SD=.80), a healthy level of AQ (M=144.39, SD=15.25), and resilience (M=26.9, 

SD=.37). To underpin these statements, the following points can be said on hospitality 

students; The mindset exhibited by most students is a growth mindset (with 65.1%). 

Primarily fixed mindset students are hardly seen (3.5%). Instead, a combination of both 

mindsets is present to some extent (31.4%). Furthermore, average AQ is perceived as high, 

according to the original interpretation scale (Stoltz, 1997). Besides, according to the 

benchmarked studies that hailed a sample of students, HTH students' resilience score is seen 

as average (Farkas and Orosz, 2014; Lee et al.,2016; Hartley, 2012; Markovitz et al., 2014). 

In light of all foregoing findings, the following implications can be drawn for the hospitality 

education domain: First of all, to foster resilience amongst hospitality students, education 
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institutes could use mindset altering interventions. Yet, the highest results are found when 

students showcase levels of fixed mindset. Something that was not present in this study, which 

could be a limitation as the instrument is a self-assessment instrument. Therefore, what student 

coaches should tell students who are struggling is that they can alter how they perceive certain 

subjects if they prefer. For instance, if a student endures difficulty with finance courses, they 

need to be aware that no one is born with a lack of mathematical abilities. Everyone can learn 

if they keep practicing; the brain can be perceived as an extraordinary muscle that grows by 

exertion. 

 

Likewise, this study advises hospitality education institutes to keep confronting students with 

different degrees of adversity for academic achievement and in the future working field (Matore 

et al., 2012). By also raising awareness on their own resilience levels and reflecting on felt 

adversity with a growth mindset perspective, these hospitality students will foster resilience and 

ultimately higher their AQ (Haller, 2005; Daradal and Canivel, 2010). However, something that 

requires attention is that hospitality students also understand the necessity of adversity: that it is 

an opportunity masked as a challenge. Otherwise, a hospitality students’ mindset could 

undermine their control and ownership on adversity and the reach and time it takes to withstand 

adversity. 

 

To conclude, measuring the degree of resilience among hospitality students, this study 

demonstrates that the AQP and the CD-RISC-10 are related. Therefore, both tests can be seen 

as reliable measurements to gauge resilience among hospitality students. However, for 

interpretation purposes, the AQ measurement is chosen as a more valid instrument, considering 

that the CD-RISC-10 first requires an accurate interpretation scale primarily for young adults. 

 

Conclusion 

This study demonstrated that there is not only a relation between the resilience concept of 

Connor and Davidson (2003) and the AQ concept of Stoltz (2003), but also a relation between 

the AQ concept and the Mindset concept of Dweck (2002). The researcher believes that future 

investigations will benefit from enclosing resilience as a significant partner to mindset, meriting 

equivalent scientific scrutiny. Furthermore, AQ is a rising star and should be incorporated in 

more studies, especially as brain plasticity is scientifically proven to be genuine in existence. 
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Appendix 

Appendix 1. The three utilized instruments 

1) The Dweck Mindset Instrument

The DMI is a self-completion questionnaire, testing whether the respondent exhibits more of a

growth or a fixed mindset (Dweck, 2008). The DMI incorporate descriptions regarding

individuals’ view around their intelligence and talent, and whether it would be recognized as a

"growth” or a “fixed" feature. The questionnaire comprises of 16 items, divided in eight

questions regarding opinion on intelligent (question 1 up to including 8) and eight regarding

opinion on talent (question 9 up to including 16). These two divisions are calculated and then

averaged individually, as they are two separate characteristics.

Figure 3. DMI (2020) 

The fixed items are included in question 1, 2, 4, 6, 9, 10, 12, and 14, whereas the growth items 

are interweaved in question 3, 5, 7, 8, 11, 13, 15, and 16. Example of a fixed question is “I 

don’t think I personally can do much to increase my intelligence”, inasmuch as that “With 

enough time and effort I think I could significantly improve my intelligence level” is seen as a 

growth item. The DMI utilizes a 6-point scale (1= strongly agree; 6=strongly disagree). 

Respondents obtaining a score ranging between 1 and 3 are considered exhibiting a fixed theory 

and perceive intelligence and talent as qualities incapable to change (P’Pool, 2012). 

Respondents scoring between 4 and 6 are considered exhibiting a growth theory and view 

intelligence and talent as malleable qualities. Lastly, respondents receiving a score between 3 

and 4 indicates that the respondent does not see a specify theory on intelligence and talent to 

be leading. 

Dweck mindset instrument statements 

1) You have a certain amount of intelligence, and you really can’t do much to change it.

2) Your intelligence is something about you that you can’t change very much.

3) No matter who you are, you can significantly change your intelligence level.

4) To be honest, you can’t really change how intelligent you are.

5) You can always substantially change how intelligent you are.

6) You can learn new things, but you can’t really change your basic intelligence.

7) No matter how much intelligence you have, you can always change it quite a bit.

8) You can change even your basic intelligence level.

9) You have a certain amount of talent, and you can’t really do much to change it.

10) Your talent in an area is something about you that you can’t change very much.

11) No matter who you are, you can significantly change your level of talent.

12) To be honest, you can’t really change how much talent you have.

8 intelligent 
items 

4 growth 

4 fixed 

16 items 

8 talent 
items 

4 growth 

4 fixed 
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13) You can always substantially change how much talent you have.

14) You can learn new things, but you can’t really change your basic level of talent.

15) No matter how much talent you have, you can always change it quite a bit.

16) You can change even your basic level of talent considerably.

2) The AQ Profile® score

The AQP designed by Stoltz (2019), is currently the most robust measurement instrument that

gauges an individual’s level of resilience (Venkatesh and Shivaranjani, 2016). This self-

completion questionnaire elicits the hardwired response pattern trough 20 forced-choice

questions that include a broad range of adverse situations (Ibid). Furthermore, the questions are

divided into four dimensions and need to be answered utilizing a 5-point Likert scale (Stoltz,

2019). Following a regular distribution, the outcome range between 40-200. Since 2019, Stoltz

encompasses individual scores per dimension, ranging from 10-50. The dimensions Control,

Ownership, Reach and Endurance are throughout explained in the literature review.

Figure 4. AQP (2020) 

5 items Control 

5 items 
Ownership 

20 items 

5 items Reach 

5 items 
Endurance 
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AQ Profile® score statements 
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3) Connor-Davidson Resilience Scale

The ability to cope with adversity was also measured by the CD-RISC, designed by Connor and

Davidson (2003). The original CD-RISC-25 ranges from 0-100. Yet for this study, the CD-

RISC-10 version was elected, based on scientifically proven high reliability and validity

(Campbell-Sills et al., 2009; Kuiper et al., 2019). The CD-RISC- 10 ranges from 0-40, were 40

is the maximum obtainable score, and uses the items 1, 4, 6, 7, 8, 11, 14, 16, 17, and 19 from

the original scale. The instrument entails statements regarding hardiness and persistence and

the respondents are asked to respond to which extent the statement feels true to them. Scoring

of the 5-point Likert scale is based on summing the total of all items, extending from 0 (not true

at all) to 4 (true nearly all of the time).

CD-RISC-10 statements

1. Able to adapt to change

2. Can deal with whatever comes

3. See the humorous side of things

4. Coping with stress can strengthen me

5. Tend to bounce back after illness or hardship

6. You can achieve your goals

7. Under pressure, focus and think clearly

8. Not easily discouraged by failure

9. Think of self as strong person

10. Can handle unpleasant feelings

LOW MED HIGH 

Mindset 1-2,99 points

Fixed mindset

3-3,99 points

Fixed & Growth 

4-6 points

Growth mindset 

AQ 40-100 points

Quitters

100-136 points  

Campers 

136-200 points 

Climbers 

Resilience 0-29 points

Low resilience 

30-32
33-36 points

Low-medium 
Medium-high 

resilience 
resilience 

37-40 points

High resilience

Table 11. Interpretation of test scores (Dweck 2006; Stoltz, 1997; Connor and Davidson, 

2003). 
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Appendix 2. Results of the relationships between instruments including 

dimensions 

RQ8. To what extent is there a relationship between the DMI and the AQP score of the 
respondents? 

Relationship P-value Pearson Decision 

DMI Total AQP Total .000 .328 Reject H0: There is relationship: p=0.05 
AQP Control .000 .294 Reject H0: There is relationship: p=0.05 
AQP Ownership .191 Fail to reject H0: No relationship at p=0.05 
AQP Reach .000 .269 Reject H0: There is relationship: p=0.05 
AQP Endurance .013 .188 Reject H0: There is relationship: p=0.05 

DMI AQP Total .000 .363 Reject H0: There is relationship: p=0.05 
Intelligence AQP Control .000 .352 Reject H0: There is relationship: p=0.05 

AQP Ownership .015 .184 Reject H0: There is relationship: p=0.05 
AQP Reach .001 .253 Reject H0: There is relationship: p=0.05 
AQP Endurance .026 .168 Reject H0: There is relationship: p=0.05 

DMI AQP Total .991 Fail to reject H0: No relationship at p=0.05 
Talent AQP Control .032 .201 Reject H0: There is relationship: p=0.05 

AQP Ownership .969 Fail to reject H0: No relationship at p=0.05 
AQP Reach .006 .209 Reject H0: There is relationship: p=0.05 
AQP Endurance .043 .153 Reject H0: There is relationship: p=0.05 

Table 12. Outcome of DMI to AQP scores (n=175) 

A Pearson correlation was carried out to determine the relationship between respondents’ DMI 
Total score and their AQP score. Comprehensively, a statistically significant positive 

relationship was shown between the two variables (r= .328, p= .000). A scatterplot compiles 
the results (Figure 5). The Pearson Correlation indicates that the correlation is average. 
Therefore, increases in AQP scores were correlated with increases in DMI Total scores. 

Figure 5. Scatter with line of AQP Score by DMI Total Score (SPSS, 2020) 

Secondly, the research looked if there were correlations between the variables DMI Total and 
AQP’s dimensions. Again, the results showed a significant positive relationship for all 
dimensions except AQP Ownership (p= .191) (AQP Control r=.294, p=.000; AQP Reach 
r=.269, p=.000; AQP Endurance r=.188, p=.013). The Pearson Correlation affirms that the 

dimensions Control, Reach and Endurance bear a weak positive relationship with the DMI 
scores. Thus, an increase in the scoring of the DMI Total score equalizes an increase in the AQP 
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dimensions Control, Reach and Endurance. 

Then the researcher tested via a Pearson correlation if there were correlations between the DMI 

dimension Intelligence and the AQP score, including its dimensions. A significant positive 

relationship was found between the two Total variables (r= .363, p=.000). Following, a Pearson 

Correlation reveals that all AQP dimensions are correlated with DMI Intelligence (AQP 

Control r=.352, p=.000; AQP Ownership r.352, p=.000; AQP Reach r=.253, p=.001; AQP 

Endurance r=.168, p=.026). 

Lastly, the researcher tested via a Pearson correlation if there were correlations between DMI 

dimension Talent and the AQP score, including its dimensions. Surprisingly, there was no 

correlation present between the two Total variables (p=.991). Yet, the results showed a 

significant positive relationship for all dimensions except AQP Ownership (p= .969) (AQP 

Control r=.201, p=.032; AQP Reach r=.209, p=.006; AQP Endurance r=.153, p=.043). The 

Pearson Correlation affirms that the dimensions Control, Reach and Endurance bear a weak 

positive relationship with the DMI Talent scores. Thus, an increase in the DMI Talent score 

results in an increase in the AQP Total score, including the dimensions Control, Reach and 

Endurance. 

RQ9. To what extent is there a relationship between the AQP and the CD-RISC-10 score of 

the respondents? 

Relationship P-value Pearson Decision 

CD-RISC AQP Total .000 

.001 

.037 

.000 

.000 

.413 

.240 

.158 

.315 

.339 

Reject H0: There is relationship: p=0.05  

Reject H0: There is relationship: p=0.05  

Reject H0: There is relationship: p=0.05  
Reject H0: There is relationship: p=0.05  

Reject H0: There is relationship: p=0.05 

AQP Control 

AQP Ownership 

AQP Reach 

AQP Endurance 

Table 13. Outcome of AQP to CD-RISC-10 scores (n=175) 

A Pearson correlation coefficient was computed to assess the relationship between 

respondents’ their AQP score and their CD-RISC-10 score. Overall, there was a positive 

correlation between the two variables (r=.413, p=.000). A scatterplot summarizes the results 

(Figure 6). The Pearson Correlation indicates that the correlation is average. Therefore, 

increases in AQP scores were correlated with increases in CD-RISC-10 scores. 

Figure 6. Scatter with line of AQP Score by CD-RISC-10 Total 
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In addition, the AQP dimensions were correlated with respondents’ CD-RISC-10 score via a 

Pearson correlation. Again, the results showed a significant positive relationship for all 

dimensions (AQP Control r=.240, p=.001; AQP Ownership r.158, p=.037; AQP Reach r=.315, 

p=.000; AQP Endurance r=339, p=.000). The Pearson Correlation states that AQP Control 

and AQP Ownership dimension have a weak positive relationship with the CD-RISC-10 

outcomes. Moreover, the AQP Reach and Endurance dimension show an average positive 

relationship with the CD-RISC-10 outcomes. Thus, increases in a dimension from the AQP test 

are correlated with increases in CD-RISC-10 scores. 

RQ10. To what extent is there a relationship between the DMI score and the CD-RISC-10 

score of the respondents? 

Finally, the DMI scores were compared with the CD-RISC-10 scores of the respondents, to 

find out if these theories had a relation. As the CD-RISC-10 states to measure resilience and 

literatures shows that this can be related to the degree of DMI, H1 was selected; The 

expectation is that there is a relation between respondents’ DMI score and their CD-RISC-10 

score. 

Relationship P-value Pearson Decision 

CD-RISC DMI Total .317 Fail to reject H0: No relationship at p=0.05 

DMI Intelligent .262 Fail to reject H0: No relationship at p=0.05 

DMI Talent .537 Fail to reject H0: No relationship at p=0.05 

Table 14. Outcome of DMI to CD-RISC-10 scores (n=175) 

The Pearson correlation test showed that there is no statistically significance relationship 

between respondents’ DMI score, including dimensions, and their CD-RISC-10 score. (DMI 

Total p=.317; DMI Intelligent p=.262; DMI Talent p=.537). This clarifies that the expectations 

are inaccurate; If one of the scores increases, there is no scientific reason that the other one will 

show a likewise increase. 
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Appendix 3. Present biases in this study 

Self-selection bias 

The potential research subjects volunteer to take part in the survey. Therefore, individuals who 

take the time to respond could have stronger opinions compared to the rest of the population, 

resulting in a self-selection bias (Saunders et al., 2016). This could result in a sample that is 

not representative of the population or it could result in misrepresenting of some particular 

research findings. If the Covid-19 limitation was not present, the researcher could have 

decreased this bias by handing out questionnaires during HTH courses. To minimize the bias 

to a degree, the concepts were not named in the header of the survey distribution mail. 

Selection bias 

A disadvantage of snowball sampling is acquiring a large number of individuals with 

comparable characteristics or perspectives to the initial person asked (Saunders et al., 2016). This 

was however diminished by the researcher’s decision to use this technique only on a small scale, 

by asking two subjects if they could distribute the questionnaire within their fraternity/sorority. 

This resulted in a limited number of five extra respondents in total. 

Social desirability bias 

It could be that, because respondents are aware of the concept, they answer questions hoping 

to achieve a higher score and to be meeting the society norms, resulting in social desirability 

bias (Saunders et al., 2016). By distributing the questionnaire online, providing the option to 

respond anonymously, without information about the tested concepts, the bias was reduced to 

a minimum. 
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Abstract 

Hospitality has been one of the most affected sectors during the global pandemic COVID-19. 

While China was the first country affected by this severe disease, China’s hotel industry made 

a faster rebound than other parts of the world. Several scholars were interested in the impact of 

disasters, but many existing studies have discussed the impact of disasters on the tourism 

industry. The limited studies on disasters with hotel industry mainly focused on either the 

impact of disasters on hotel demand or performance or how hotels could be better prepared for 

unexpected events and recover faster from them. Hotels with different characteristics have 

different disaster resilience and capacity to recover. Moreover, the changes in consumers’ 

consumption behaviours due to disasters could also lead to the difference in recovery 

performance of hotels in different segments. Therefore, this study explored how different 

classes of hotels in China differ in their recovery performance and how hotels located in 

different tiers of Chinese cities differ in their recovery from COVID-19. Results indicated that 

hotels from different classes or city tiers had a significant difference in their performance 

decline from 2019. Besides, hotel classes and city tiers interacted in affecting the recovery 

performance of hotels in mainland China. The findings of this study will help hoteliers to 

forecast their possible recovery after encountering future pandemics based on their hotel 

classes and locations. 

Keywords: COVID-19, China, hotel industry, hospitality, hotel classes, city tiers 
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ONLINE REVIEW ON BYSTANDERS’ PERCEIVED JUSTICE 

AND PURCHASE INTENTION  

Tan, Sin Hwee & Boo, Huey Chern 
Design and Specialised Business 
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Abstract: 

This study examines the effect of hotel managerial responses (MR) towards online reviews on 

the bystander’s perceived justice and purchase intention. Service failure in the dimension of 

outcome and process were also explored. Drawing upon the Triple A typology, three types of 

MR were constructed. A 2 (type of service failure: process vs outcome failure) x 3 (MR: 

acknowledgement, acknowledgement and account, acknowledgement and action) scenario-

based experimental design was conducted. Results indicated that MR that includes an element 

of accountability or action, in addition to acknowledgement can positively influence the 

bystanders’ perceived justice but not purchase intention. However, perceived justice and 

purchase intention were found to have a positive relationship. 

Keywords: Bystanders, Managerial Response, Online Reviews, Perceived Justice 

1. Introduction

The growth in technological advancements has led to the rise in word of mouth (WOM) 

transmitted through online platforms, where communication takes place among strangers on a 

worldwide scale (Ratchford et al., 2014; Wu et al., 2014). This has led to the expansion of 

individual’s communication networks, providing reviewers with an online environment to 

interact and share insightful information with others (Granitz & Ward, 1996) and contributing 

to the prominent eWOM communication (Kreis & Gottschalk, 2015; Shin et al., 2014; Weitzl 

& Hutzinger, 2017). 

Reviewers often publishes their complaints in social media, the platform that has been widely 

adopted as a communication channel (Leung et al., 2013). TripAdvisor remains the most 

widely used site for hotel reviews with more than 20 million people reading on other travellers’ 

reviews every month (Yoo et al., 2007). According to the World Travel Market 2011 Industry 

Report, more than one-third of the United Kingdom travel market relied heavily on 

TripAdvisor to determine their hotel selection (Leung et al., 2013). The Nielsen Company 

(2012) also reported that nearly 70% of bystanders trust reviewers’ recommendations from 

platforms such as TripAdvisor. Additionally, it was found that 75% of travellers would refer 

to TripAdvisor for the review before booking a hotel (Matos-Rodríguez, 2014). 

Hence, it is evident that managing negative online reviews (NOR) is crucial, especially for 

luxury hotels. Managerial responses are an indication of the organization’s attempt to 

emphasize on their service promise and restore the potential lost trust through fairness 

treatment. According to the deontic perspective of fairness theory, people react to perceived 

wrongdoings not because of their own self-interest, but due to an inclination to be sensitized to 
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unfair treatments and a need to do the right thing, regardless of their involvement and 

relationship with the victim (Cropanzano et al., 2003). Thus, the bystanders’ perception of 

justice would influence their purchase intention. 

The Triple A typology developed by Sparks and Bradley (2017) has categorized 19 specific 

forms of managerial responses into three major groups, namely acknowledgement, account, 

and action. Although past studies have examined the various forms of managerial responses, 

they are lacking in one way or another. For instance, Dauxert (2019) only documented the 

components of Triple A typology and other managerial response strategies used in the French 

hotel market without measuring the effectiveness. Although Ho (2017) and Sparks et al. (2016) 

investigated the effectiveness of the typology, they focused on the acknowledgement aspect 

and action component, respectively. This study would be the first to examine the effectiveness 

of the three groups in Triple A typology. In addition, the current research aims to study the 

effectiveness for two types of service failure. 

As Singapore is moving towards smart nation, increasing number of hotels adopting self-

check-in system is observed. The online reviews regarding dissatisfactory self-check-in 

experience are expected to grow in tandem. Thus, this study attempts to be in the forefront by 

analyzing the managerial responses for technology failure. 

2. Literature Review

Service failure has been classified into outcome failure and process failure (Bitner et al., 1990; 

Smith et al., 1999). In the hospitality industry, instances of outcome failure include unavailable 

service, service’s core characteristics are not well delivered and the inability to fulfil the basic 

service need (Li et al., 2016). Process failure, on the other hand, refers to the problem or flaw 

arises during the performance of any process which involves how the service was received and 

the manner the service it has been delivered in (Gronroos 1988; Parasuraman et al., 1985). 

These failures would greatly impact the guest experience, resulting in NORs. 

2.1 Responding to Online Complaints 

Chen et al. (2016) revealed that among the three common ways (i.e., no-response, contact 

privately, and address publicly) of hotels responding to NORs, publicly addressing was 

preferred by majority of the hotel managers. Not only does it allow managers to justify the 

problem or clarify the entire situation, but it also offers an opportunity to manage the future 

guests’ or bystanders’ expectations and purchase intention (King et al., 2014). 

Past research has documented that the managerial response could influence the bystanders’ 

opinions (Xie et al., 2016), affect their perceived justice (Lii et al., 2018), and purchase 

intention, which can impact the overall hotel performance (Kim et al., 2009; Purnawirawan et 

al., 2012). PhoCusWright (2013) reported on the insights of the purchase intention of 

bystanders after reading the managerial responses towards NOR. Out of 12,225 respondents, 

80% were found to have their opinions of a hotel improved after reading a satisfying managerial 

response to a NOR. In addition, up to 62% of the bystanders indicating that the response to the 

reviews would positively influence their purchase intention. This reinforces that managerial 

response would have an effect on bystanders’ purchase intention (Barnes et al., 2014; Maxham, 

2001; Mittal & Kamakura, 2001). 
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However, the effect of managerial response on purchase intention may be mediated by its 

perceived justice. Past research in service failure and recovery context has profusely 

demonstrated the customers rely on the perception of fairness when assessing a service 

recovery (e.g., Chen et al., 2019; Smith et al., 1999; Tax & Brown, 1998; Tax et al., 1998). 

Skarlicki et al. (1998) reported that bystanders who witnessed other customers being treated 

unfairly would form a negative evaluation of justice. Spencer and Rupp (2009) defined this 

perception of how fairly others are treated as third-party justice perceptions, and reactions to 

such perceptions as third-party justice effects. These third-party justice effects include 

emotions, behaviors, and attitudes. Mattila et al. (2014) found that when bystanders witnessed 

other customers being treated unfairly, negative emotions were elevated, leading to lower 

fairness scores, and lower levels of re-patronage intentions. The researchers argued that 

bystanders might experience strong emotions and revenge intentions even in situations when 

they are not closely identified with the victims or are unharmed by the wrongdoings. Weitzl 

and Hutzinger (2017) also reported that genuine managerial response can lead to the likelihood 

of positive emotions being evoked, resulting in an increase in perceived justice of bystander 

and subsequently impact their purchase intention. 

 

2.2 Triple A Typology 

 

To construct an effective managerial response, Sparks and Bradley (2017) proposed the Triple 

A typology (Figure 1). Acknowledgement is conceptualized as the organization’s effort to 

inform reviewers that the organization had been notified of the service failure. The organization 

might also indicate if they accept or dismiss the service failure. Acknowledgement is 

ubiquitous in managerial responses. Sorensen (2012) discovered that out of 250 managerial 

responses from five hotels, 68% of the managerial responses included an apology and another 

68% included a thank you statement to the reviewer for submitting the review.  

  

Figure 1  

Triple A Typology  

 

Account, which is also widely utilized in managerial responses, refers to an explanation of the 

service failure. Managers who account for the service failure are providing an explanation to 

curtail the negative perception of the organization (Sparks & Fredline, 2007). Sorensen (2012) 

showed that out of 250 managerial responses, 4% responded with excuses while 52% would 

justify. Liu et al. (2015) further documented that 25.6% of the 583 managerial responses to 

service failure on TripAdvisor had included a penitential account. 

 

Lastly, action in the Triple A typology summarizes the organization’s plans to amend the 

respective service failure. Actions may be in different approaches. Some organizations might 

111



use the policies they have in place, others might train their staff, or even contact the reviewer 

directly and compensate them. 

2.3 Hypotheses Development 

The above sections have delineated the potential effect of the managerial responses on the 

bystander’s perceived justice and purchase intention. The effectiveness of managerial 

responses is expected to be dependent on the use of acknowledgement, account, and action. 

Consistent with the literature in service recovery, the authors argue that the type of service 

failure would moderate the effectiveness of managerial response on perceived justice and 

purchase intention. Taken together, the following hypotheses are put forth: 

H1: There is a positive relationship between perceived justice and purchase intention 

H2: There is a significant different in the effect of managerial response on (a) perceived justice 

and (b) purchase intention 

H3: There is a significant interaction effect of service failure type and managerial response on 

(a) perceived justice and (b) purchase intention

3. Methodology

This study employed a 2 (service failure type: process vs outcome failure) x 3 (managerial 

responses: acknowledgement, acknowledgement and account, acknowledgement and action) 

scenario-based experimental design to evaluate the bystanders’ behavioral intention upon 

reading a NOR and managerial response. The outcome service failure was described as 

breakdown in self-check-in system, while the poor staff services was process failure. 

The six managerial responses were constructed following the triple A typology with respective 

to the two different types of service failure. The “acknowledgement” response consists of 

appreciation, where the hotel General Manager appreciated the guest for the feedback along 

with an apology.  The “acknowledgement and account” response had additional elements such 

as justification, accounting to the service failure. Lastly, the “acknowledgement and action” 

managerial response included a referral on top of acknowledgement, whereby the review was 

being referred. 

The scenarios of the service failure and managerial responses were crafted through the 

adaptation of TripAdvisor reviews. A sample of 200 negative online reviews of various 

Singapore luxury hotels consisting of less than three-star review ratings were examined to 

formulate them. The constructed scenarios on the type of service failure and type of managerial 

responses can be identified in Appendix A. 

3.1 Instruments and Measurements 

An online survey questionnaire comprising four sections was developed. The first section 

consisted of three screening questions (i.e., participation consent, age, and tendency to read 

online reviews prior booking a hotel). The second section described the scenario that the 

respondents were considering booking a 4-5-star hotel for a vacation with friends. They were 

then randomly shown one of the two NORs and were asked to assess the prevalence of review 

and service failure seriousness. 
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The third section focused on evaluating the managerial responses. Respondents were randomly 

presented with one of the three managerial responses with respect to the service failure and 

were asked to assess its commonness. Items related to acknowledgement, accountability, and 

action of the managerial response were adapted from Sparks and Bradley (2017). The fourth 

section comprised questions measuring behavioral intention of the bystanders’ perceived 

justice and purchase intention. Perceived justice was measured with 11 items adapted from 

McCollough et al. (2000), Del Río-Lanza et al. (2009), and Karatepe (2006). Finally, four 

questions on purchase intention were derived from Abubakar et al. (2016) and Kim and Cha 

(2002). All items were measured using a 7-point Likert scale. 

The last section included four social demographic questions, namely gender, education level, 

marital status, monthly personal income. Additionally, respondents were also asked to indicate 

if they have any prior work experience in a hotel. 

4. Results

The questionnaire was disseminated digitally through messaging applications and social media 

platforms. A total of 308 responses were collected but 30 were removed for final analysis due 

to incomplete data. 

4.1 Respondent Profile 

Table 1 presents the respondent profile. Majority of the respondents were young (59.1% 

between 18 and 24), single (92.2%), females (63.9%), holding post-secondary degree (98.3%), 

and have no prior work experience in hotel (70.9%). The chi-square analysis revealed no 

significant differences among the six scenarios with gender (2 = 7.51, df = 5, p = .185), age 

(2 = 7.89, df = 10, p = .639), education level (2 = 17.26, df = 20, p = .636), marital status (2

= 6.08, df = 10, p = .809), and prior work experience in a hotel (2 = 2.75, df = 5, p = .739).

4.2 Manipulation Checks 

Prior to the manipulation checks, the scale reliability test revealed that both acknowledge (4 

items) and accountable (2 items) have a good degree of internal consistency, Cronbach’s  

of .831 and .820 respectively. Results of a series of analysis of variance (ANOVA) (Table 2) 

revealed that the scenarios of service failure were both serious and common with no statistical 

significance (p > .05). Likewise, the commonness of managerial responses was found 

insignificantly different (p = .335). Pertaining to the three elements of managerial response, 

the ANOVA tests showed no significant differences for acknowledgement (p = .317). However, 

accountability and action were significantly different among the three types of managerial 

responses (p < .001). Specially, S3 and S6 (M = 4.64) were rated significantly the highest on 

accountability, followed by S2 and S5 (M = 3.63), and S1 and S4 (M = 2.93). Similarly, S1 

and S4 (M = 3.23) were rated significantly the lowest on action. Although S3 and S6 (M = 

4.63) have higher action rating than S2 and S5 (M = 4.25), the difference was insignificant (p 

= .259). One possible explanation may be that respondents regarded explanation as one form 

of actions.  Overall, the manipulations of all scenarios worked as intended. 
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Table 1  

Respondents Characteristics (N=230)  

 

 Frequency Percentage 

Gender   

Male  83 36.1% 

Female 147 63.9% 

Marital Status    

Single  212 92.2% 

Married 17 7.4% 

Separated/Widowed 1 0.4% 

Education Level   

O level and below 4 1.7% 

Diploma or A-levels 117 50.9% 

Professional or Associate Degree 4 1.7% 

Bachelor’s Degree 104 45.3% 

Post-graduate Degree 1 0.4% 

Prior Work Experience in a Hotel   

No  163 70.9% 

Yes 67 29.1% 

Age   

18 - 24 136 59.1% 

25 - 34 84 36.6% 

35 and above 10 4.3% 

 

4.3 Hypotheses Testing 

 

Hypothesis H1 postulated a positive relationship between perceived justice and purchase 

intention. The scale reliability was first established for perceived justice ( = .934) and 

purchase intention ( = .835), indicating both variables have good level of internal consistency. 

Result of the regression analysis showed that relationship was indeed positive and significant 

(b = 0.54, t = 10.48, p < .001), hence supporting of H1. 

 

Prior to testing H2 and H3, the Box’s test indicated that the covariance matrix was equal (F = 

0.49, p = .949). The Levene’s test further substantiated the results (p = .969 for purchase 

intention, p = .964 for perceived justice).  
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Table 2 
Means, Standard Deviations, and ANOVA in Manipulation Checks, Perceived Justice, and Purchase Intention 

Measure Outcome Failure Process Failure F(5,224) p-

value 
Acknowledge, 

S1 

(n = 39) 

Acknowledge & 

Accountable, S3 

(n = 39) 

Acknowledge 

& Action, S5 

(n = 37) 

Acknowledge, 

S2 

(n = 39) 

Acknowledge & 

Accountable, S4 

(n = 38) 

Acknowledge 

& Action, S6 

(n = 38) 

Manipulation Checks 
Online Review: 

Review commonness 4.15±1.31 4.08±1.42 4.16±1.28 4.59±1.53 4.05±1.36 3.92±1.48 1.03 .401 

Failure seriousness 5.18±1.28 5.36±1.39 5.43±1.41 5.23±1.42 5.24±1.20 5.53±1.22 0.40 .850 

Managerial Response: 

Response commonness 3.82±0.91 3.87±1.15 3.81±1.18 3.51±1.28 3.50±1.08 3.95±0.96 1.15 .335 

Acknowledgment 4.91±1.06 5.26±1.01 5.01±1.06 4.80±1.17 5.06±1.01 5.26±0.97 1.19 .317 

Accountability 3.03±1.31 4.88±1.19 3.45±1.19 2.83±1.39 4.39±1.45 3.82±1.36 14.12 < .001 

Action 3.05±1.52 4.26±1.43 4.41±1.52 3.41±1.82 4.24±1.44 4.84±1.10 7.80 < .001 

Dependent Variables: 
Perceived Justice 3.95±1.03 4.53±1.07 4.30±1.07 3.87±1.14 4.56±1.08 4.75±0.96 4.33 .001 

Purchase Intention 3.59±1.02 3.29±1.09 3.45±1.05 3.30±0.97 3.76±0.97 3.71±1.12 1.46 .204 
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The Multivariate ANOVA results indicated insignificant interaction effect between service 

failure type and managerial response (Wilk's Λ = .96, F(4,446) = 2.30, p = .058). Hence, H3a 

and H3b were not supported. However, the main effect of managerial response was significant 

(Wilk's Λ = .91, F(4,446) = 5.59, p < .001). Thus, univariate ANOVA was performed separate 

for perceived justice and purchase intention (Table 2).  

 

Results showed that the main effect of managerial response was not significant on purchase 

intention (F(2,224) = 3.16, p = .729), rejecting H2b. The main effect of managerial response 

was, nonetheless, found significant on perceived justice (F(2,224) = 9.06, p < .001), supporting 

H2a. Specifically, the managerial responses with only acknowledgement (S1 and S4) were 

rated significantly the lowest in perceived justice (M = 3.91), compared to those included 

accountability (S2 and S5, M = 4.54, p = .001) or action (S3 and S6, M = 4.53, p = .001). The 

latter two were not significantly different in their perceived justice rating (p = .995). 

 

 

5. Discussion and Conclusion 

 

Overall, based on the findings two out of the five hypotheses were supported. The moderation 

effect of failure type could not be validated. The experimental results indicated that managerial 

response has a significant effect on perceived justice and not on purchase intention even though 

there was a positive relationship found. Potential reason contributing to the results includes the 

single scenario provided was insufficient to influence the bystanders’ purchase intention as 

may also be affected by factors such as the bystanders’ commitment, attitude, and past 

experience (Agag & El-Masry, 2016).  

 

The current research offers two major contributions. First, although neither the managerial 

response nor the type of service failure was found to be influential on bystanders’ purchase 

intention, we must be cautious that the current study did not include a control whereby no 

managerial response was offered. Furthermore, we only operationalized accountability with 

explanation to the occurrence of service failure and action with reverting the issue to the 

relevant department. Other types of accountability and action as suggested in the Triple A 

typology (Sparks & Bradley, 2017) warrant future research attention. The overall low values 

of purchase intention across all six scenarios further support the unappealing managerial 

responses operationalized in this study. Most importantly, the finding should be interpreted 

considering the effect of perceived justice. 

 

Second, despite the lack of managerial responses on purchase intention, bystanders’ perceived 

justice was affected. More precisely, managerial responses incorporating the accountability or 

action elements are perceived as higher in justice than those with only acknowledgement across 

two types of service failure. This finding has two important managerial applications. First, 

managers could respond the same way to negative online complaint, be it outcome or process 

failure. Second, merely acknowledging the service problem is inadequate. Bystanders expect 

some action or accountability. This is evident with the below average perceived justice values 

of S1 and S4. The indifferent effect between accountability and action on perceived justice 

may be attributed to the concept of action. Result in the manipulation check showed that 

bystanders considered both explanation and reverting to relevant department as a form of action. 

As such, justice has been served. 

 

Lastly, the current research is limited in several aspects. Besides the abovementioned 

operationalization of the managerial responses, this study only focused on critical service 
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failure, used fictitious brand, and displayed one negative review. Future study could examine 

the role of service failure criticality and a mixed of positive and negative reviews. The effect 

of actual brand deserves academic attention. The effect of managerial responses on perceived 

trust is another avenue as bystanders were reported to use online reviews and responses by the 

organization as a way to reduce risk and assess the reliability of an organization before making 

purchase decision (Chen, 2008). 
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Appendix A 

Outcome Failure Scenario 

Title: “Great location but horrible check in experience” 

Name: Alice Tan  

My family and I arrived at the Hotel ABC at 2pm after a long night flight from the UK.There 

was no personal touch that I would expect from a 5-star branded hotel. We had to wait in a 

long queue to self-check-in via a computer.  

Almost every other guest requested assistance from the staff despite it being a self-check-in 

service. When it was our turn, we attempted several times to check-in but failed. We called 

for assistance. The staff tried to check us in via the kiosk but failed too. After numerous 

attempts, the staff said to us "give me a minute" and left. After a while, the staff appeared 

again and did a manual check-in for us. We spent 30 minutes on the poor self-check-in 

system! 

Even though we were given a decent clean room, the experience was terrible and we will not 

book this hotel again. 

Process Failure Scenario 

Title: “Great location but horrible check in experience” 

Name: Alice Tan  

My family and I arrived at the Hotel ABC at 2pm after a long night flight from the UK.There 

was no personal touch that I would expect from a 5-star branded hotel. We had to wait in a 

long queue to check-in.  

When it was our turn, the front desk employee seemed to have problem in retrieving our 

reservation. The staff then said to us "give me a minute" and disappeared.  We were standing 

in the lobby for 30 minutes! The staff finally appeared again and issued us our room keys.  

 Even though we were given a decent clean room, the experience was terrible and we will 

not book this hotel again. 
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Managerial response for outcome failure and process failure [Acknowledgement] 

Dear Alice Tan, 

I would like to thank you for taking the time to share your feedback with us. Please accept 

our sincere apology for your less than positive experience. 

The problem you encountered during your check-in is not acceptable. We value your 

patronage and hope you will give us the opportunity to welcome you back for a more 

satisfying experience in the future. 

Sincerely, 

Ronald Ng  

General Manager of Hotel ABC 

Managerial response for outcome failure [Acknowledgement + Account] 

Dear Alice Tan, 

I would like to thank you for taking the time to share your feedback with us. Please accept 

our sincere apology for your less than positive experience.  

The problem you encountered during your self-check-in is not acceptable. The reason of 

your dissatisfying experience was because of the technical problems with our newly 

implemented self-check-in system. I have also spoken to the staff on duty.  

We value your patronage and hope you will give us the opportunity to welcome you back 

for a more satisfying experience in the future. 

Sincerely, 

Ronald Ng  

General Manager of Hotel ABC 

Managerial response for process failure [Acknowledgement + Account] 

Dear Alice Tan, 

I would like to thank you for taking the time to share your feedback with us. Please accept 

our sincere apology for your less than positive experience.  

The problem you encountered during your self-check-in is not acceptable. Please rest assured 

that I have reverted this issue to the relevant departments to correct the problem on our end. 

I have also spoken to the staff on duty.  

We value your patronage and hope you will give us the opportunity to welcome you back 

for a more satisfying experience in the future. 

Sincerely, 

Ronald Ng  

General Manager of Hotel ABC 
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Managerial response for outcome failure [Acknowledgement + Action] 

Dear Alice Tan, 

I would like to thank you for taking the time to share your feedback with us. Please accept 

our sincere apology for your less than positive experience. 

The problem you encountered during your check-in is not acceptable. The reason of your 

dissatisfying experience was because of some error in the reservation information leading to 

our team unable to retrieve your reservation. I have also spoken to the staff on duty.    

We value your patronage and hope you will give us the opportunity to welcome you back 

for a more satisfying experience in the future. 

 Sincerely, 

 Ronald Ng 

 General Manager of Hotel ABC 

Managerial response for process failure [Acknowledgement + Action] 

Dear Alice Tan, 

I would like to thank you for taking the time to share your feedback with us. Please accept 

our sincere apology for your less than positive experience. 

The problem you encountered during your check-in is not acceptable. Please rest assured 

that I have reverted this issue to the relevant departments to correct the problem on our end. 

I have also spoken to the staff on duty.  t 

We value your patronage and hope you will give us the opportunity to welcome you back 

for a more satisfying experience in the future. 

 Sincerely, 

 Ronald Ng 

 General Manager of Hotel ABC 
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CONTENT ANALYSIS OF MANAGERIAL 

RESPONSES TO NEGATIVE REVIEWS AMONG 

LUXURY HOTELS IN SINGAPORE  

Yew, Lee Feng & Boo, Huey Chern 
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Abstract: 

The effect of negative online reviews and the correspondent managerial responses on hotels 

have been recognized. As the tourism industry has been an important sector contributing to the 

Singapore economy, understanding how the luxury hotel managers in Singapore respond to the 

negative online reviews is critical in developing appropriate training to reinstate the perceived 

trust and service quality. Based on 1394 English-written negative online reviews retrieved from 

TripAdvisor, our study improvised the Triple A typology framework and proposed some 

response strategies to be developed. 

Keywords: Managerial Response, Online Reviews, Luxury Hotels, Content Analysis 

1. Introduction

According to PhoCusWright, 53% of travellers would not commit to a hotel reservation until 

they have read online reviews, while 77% said they would usually or always refer to online 

reviews before choosing a hotel (Prabu, 2014). Among the various review platforms, 

TripAdvisor remains the most widely used site for hotel reviews with more than 20 million 

people reading on other travellers’ reviews every month (Yoo et al., 2007). World Travel 

Market 2011 Industry Report has documented that more than one-third of the United Kingdom 

travel market relied heavily on TripAdvisor to determine their hotel selection (Leung et al., 

2013). The Nielsen Company (2012) has also reported that nearly 70% of bystanders trust 

reviewers’ recommendations from platforms such as TripAdvisor. Additionally, it was found 

that 75% of travellers would refer to TripAdvisor for the review before booking a hotel (Matos-

Rodríguez, 2014) 

The profuse findings implied that service failure is not only affecting the reviewers (i.e., 

complaining customers) but also the observers (i.e., potential customers reading online reviews) 

(Noone & McGuire, 2014; Wan et al. 2011).  The detrimental impact is even stronger as the 

negative online reviews (NORs) remain on sites for an extended period (Browning et al., 2013; 

Cantallops & Salvi, 2014). Thus, effective managerial response (MR) is paramount to mitigate 

the damaging impact of NORs on hotels’ reputation and performance, as well as consumers’ 

future attitudes towards the hotels (Vermeulen & Seegers, 2009). 

The 62% decline in revenue for Singapore’s hotels due to the COVID-19 pandemic shows that 

Singapore is heavily reliant on international tourists (Lee, 2021). To remain competitive, the 

hotel industry in Singapore should constantly uphold high service quality, including effectively 

managing NORs. Hence, this study was undertaken with two major objectives. First, it aims to 

gain insights into how the luxury hotel managers in Singapore respond to the negative online 

reviews so that appropriate training to reinstate the perceived trust and service quality could be 
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developed. Second, it attempts to contribute to the Triple A typology framework by eliciting 

the unique practices associated with Asian culture. 

2. Literature Review

According to Davison’s (1983) third-person effect (TPE) theory, individuals are inclined to 

expect a greater effect of media contents on others than on themselves. However, in the absence 

of first-hand experience, potential customers tend to perceive online reviews to be more up-to-

date, reliable, and trustworthy than content supplied by hospitality marketers (Gretzel & Yoo, 

2008; Metzger & Flanagin, 2013). Indeed, past research has demonstrated that a consumer who 

observes a service failure happened to another customer would attribute blames to the service 

provider to protect themselves from possible future harm (Chan et al. 2009; Wan et al. 2011; 

Wan & Wyer, 2019). Chan et al (2009) explained that such a self-protective mechanism was 

triggered by the sense of vulnerability one felt towards the chance that the same failure would 

befall them. Hence, managing NORs through effective MR is pivotal. 

2.1 Triple A Typology 

Sparks and Bradley (2017) have developed the Triple A typology based on 75 MRs each from 

the top and bottom-ranking hotels in Sydney. They classified 19 items into three broad 

categories, namely Acknowledgement, Accounts, and Actions (Figure 1). 

Figure 1.  

“Triple A” for Typology of Responding (Sparks & Bradley, 2017) 

In the Acknowledgement category, managers would recognize the occurrence of an issue 

during the service delivery process, accept the potential correlation of the issue with the adverse 

outcomes that followed suit, and take responsibility for the consequences of the occurrence. 

Thus, thanking customers for their feedback or appreciating for sharing their comments, 

offering an apology for the incident that occurred, and recognizing or admitting the incidents 

had contributed to the unpleasant experience of the guests are ubiquitous in MR. 

According to the typology, ‘Accounts’ requires managers to reveal the reason for, or the cause 

of, the unpleasant event. The items include Excuse, Justify, Reframe, Penitential, and Denial. 

An excuse is where the hotel alleviates the circumstances to exonerate the hotel's responsibility 

from the adverse outcomes. Justifying, on the other hand, involves admitting the responsibility 

of the organization but asserting the actions rendered were consistent with the organisation's 

goals. The extreme item of Account may be denial, which refers to the complete refutation of 
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the occurrence of any wrongdoings or unfavourable outcomes resulting from the service failure 

(Bies, 1986; Folger & Cropanzano, 1998; Shaw et al., 2003). Some more subtle accountability 

responses are framing and penitential. The former refers to the act of minimizing a perceived 

failure by drawing from much less favourable comparisons. Penitential accounts involve 

organizations expressing intense apology and regret for the actions contributing to the 

occurrence of the incident.  

Action is defined as the initiatives taken in response to the complaints expressed by the 

consumer. In an online setting, the MR may state that the corrective actions have already been 

taken or are in the process of being fulfilled or arranged for the future. It was suggested that 

offering compensation or expressing that an organizational change that has already been 

implemented would be the most effective in satisfying a consumer (Lee & Song, 2010). 

3. Methodology

This study examines the MRs of luxury hotels in Singapore to NORs posted on TripAdvisor 

dated between January 2017 and December 2019. Raffles Hotel was excluded because the hotel 

was undergoing major renovations during the three years. Using the 5-point scale (1=terrible, 

2=poor, 3=average, 4=good, 5=excellent) rating in TripAdvisor, only MRs to the NORs rated 

1 and 2 were analysed. Furthermore, only English-written responses were included since 

English is the common language primarily used among the authors. Among the 1536 NORs, 

1394 English-written MRs from 33 luxury hotels were analysed at the end. 

MRs were manually coded using content analysis of classifying data into the best matched 

defined categories. To ensure high consistency in data interpretation and item categorization, 

a codebook following Triple A typology was established to guide the data coding by at least 

two judges. Any discrepancies in classification or differing opinions were resolved through 

discussion. A total of 278 sets of text data were clarified and resolved through discussion. 

4. Results and Discussion

The content analysis of this study revealed that hotel managers were more likely to (a) 

acknowledge feedback (1241 out of 1394) and (b) mention the action that the hotel is 

undertaking or plans to take (1240 out of 1394). They are less likely to explain the reasons for, 

or cause of, the negative experiences encountered by the guests (1137 out of 1394).  

Although responding to a review suggests some form of acknowledgment to the complainant, 

we found that expressing appreciation to customers’ reviews is different from acknowledging 

the occurrence of an incident. Furthermore, our analysis elicited some new items. Hence, the 

ensuing framework (Table 1) has expanded the Triple A typology.  
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Table 1 

Proposed Typology of Managerial Responses 

Appreciate (New) Acknowledge Account Action 

Express gratitude for 
review 

Apology Excuse Investigate matter with 
no action 

Value feedback Recognize event(s) 

occurred 

Justification Report intended action 

Special wishes (new) Admit the implications Referential/reframing Refer to the relevant 

department 

Value patronage (new) Accept responsibility 

for what happened 

Penitential (not in the 

current study) 

Rectify 

Dismiss— 

nonacceptance and/ or 

dismissal of what 

happened 

Denial/refusal Policy or process 

change 

Implement or change 
staff training 

Direct hotel contact 

Invite a return visit 

Assuring quality (new) 

Compensation (not in 

the current study) 

4.1 Appreciation 

The new category named Appreciation was created to differentiate from Acknowledgement. 

Appreciation refers to the gratitude expressed not only for the customer’s effort in reporting 

the incident, but also to value their stay with the hotel. Acknowledgement, on the other hand, 

focuses on recognizing the occurrence of an issue during the service delivery process. 

Phrases such as ‘thank you’ or ‘we appreciate your valuable feedback’ were typically 

mentioned in the opening statement of the MR to initiate a positive note. Our study has reported 

that about 410 MRs have expressed gratitude for the NOR by thanking guests for their review, 

which was lower than the reported two-thirds responses by Sparks and Bradley (2017).  

“Thank you for taking the time to share with us your feedback.” 

“Thank you for sharing your review as your valuable feedback is essential 

in our continuous efforts to improve our service and offerings.” 

The analysis also uncovered that some hotel managers had extended their wishes for special 

occasions, such as anniversaries or birthdays, or thank the guest for staying, or for their loyalty 

and support, at a minimum: 

“First and foremost, I would like to wish you a very happy belated birthday.” 

“We truly value your business to the hotel.” 
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Although the number was low (nine for special wishes; 303 for valuing patronage), the 

statements reflect positively on the hotel brand’s image. It shows that the hotel recognizes the 

guests’ special occasions and values their patronage. The personalized messages make 

customers feel valued and foster a closer relationship with the hotel. 

 

4.2 Acknowledgement 

 

Hotel offering an apology is considered to have demonstrated a caring attitude and compassion 

for the negative experience encountered by the guests (Mate et al., 2019). In our findings, 

approximately 58.8% of the responses had offered an apology to the NORs. Apart from just 

stating ‘my apology’ or ‘I am sorry’, an apology can be in the form of Recognizing the events 

that occurred (26.0%), Admitting the implications (7.1%), or Accepting responsibility (21.0%). 

 

“Please accept my sincere apologies for the discomfort and inconvenience 

you had experienced.” 

 

“I acknowledge we could have handled the situation in a better manner 

than what you experienced and am in the midst of having Booking.com 

amend the error.” 

 

Nonetheless, less than 1% of the responses Dismissed the review by not addressing the 

complaint.  

 

“As part of our check-in procedure, our front desk associates will always 

take the time to explain the resort's terms and conditions to our guests to 

ensure transparency. If at any point, you feel that you need them to slow 

down or explain further, please feel free to raise your concerns.” 

 

Drawing from the justice theory, past research has demonstrated that interactional justice can 

also be improved through social resources such as human interactions during the recovery 

process (McColl-Kennedy & Sparks, 2003; Smith et al. 1999; Sparks & McColl-Kennedy, 

1998). One aspect of human interaction is providing an apology (Smith et al., 1999; Mattila, 

2001). Thus, managers in the Singapore luxury hotels should be warned of the adverse 

consequences on both reviewers and observers’ perceived justice when apology or 

acknowledging the occurrence of an issue during the service delivery process is not offered. 

 

4.3 Accounts 

 

Contrary to Acknowledgment, the current study shows that most responses (81.6%) did not 

include any form of Account, compared to approximately one-third reported by Levy et al. 

(2012) and Sparks and Bradley (2017). Among the various items, Justification was the most 

common (209 MRs).  

 

“Indeed, during your stay, it's one of our busiest time of the year where 

families are travelling to enjoy their holiday with us, as we cater and host 

all clientele from around the world staying with us.” 

 

Past research (Bobocel et al., 1998) showed that in conditions in which the manager offered a 

justification for the service failure, there were positive effects on respondents' perceptions of 

procedural, interactional, and distributive fairness. In contrast, minimizing responsibility had 
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adverse trade-off effects, as it reduced participants' perceptions of the manager's power and 

leadership ability. 

The least common types of Account were Excuse (22 MRs) and Denial (22 MRs). Excuse 

refers to managers who may admit the unfavourable or inappropriate experience but deny full 

responsibility. Drawing from the past research (Bobocel et al., 1998; Boshoff & Leong, 1998), 

shifting the negative event to situational circumstances may be able to alleviate the hotel’s 

responsibility. However, managers should be aware of the cultural difference in consumers’ 

perception of service recovery efforts (Mattila & Patterson, 2004). 

“I sincerely wish we could have exceeded all your high expectations, but 

due to our boutique size & heritage building, we could not add extended 

amenities to the property.”  

Unlike Excuse which managers attribute the problems to some external factors, Denial is not 

accepting the full responsibility of the negative event experienced by the complaint. 

“Upon receiving her feedback, an immediate review with our Pest Control 

Partner was carried out followed by a thorough inspection of the room but 

the findings were negative.” 

Apart from providing excuses, justifying the occurrence of negative events, or denying the 

problems entirely, some managers (30 MRs) adopted the Reframing approach by shifting the 

attention to other aspects. For example, a manager responded to a reviewer commented on the 

hotel breakfast selection as below: 

“Naumi says, "have a healthy start to your day", which is the philosophy 

behind the thoughtful choices of breakfast dishes in our adequate but 

premium quality buffet spread. We would encourage you to try the vitamin 

supplements and collagen shots - they will keep you energised for the day 

ahead!” 

4.4 Actions 

Our findings have reported that 89.0% of the MRs have Actions mentioned, compared to only 

one-third reported by Sparks and Bradley (2017). While most responses indicated intended 

action (422 MRs), referral to the relevant department (273 MRs), or further investigation (90 

MRs), only 2.6% of total MRs reported the specific action that had been taken to rectify the 

problem, such as changing the product/refurbishment/repairment or changes to the policy 

and/or process. 

“At the same time, we have also since rectified the challenges that were 

faced on TV signals, with the local network authorities to ensure that these 

incidents do not recur in future.” 

“We are pleased to share that Short Messaging Service (SMS) is now 

available to ease the waiting time; guests like yourself may relax and enjoy 

the hotel or the surrounding area of Orchard Road before being alerted the 

room is ready; improvements have been made thanks to feedback like yours.” 

129



  

 

Soliciting direct contact with the reviewers or requesting reviewers to contact the hotels were 

found in 410 MRs, the third common type of Actions. Direct contact is a form of follow-up 

with the reviewer, which industry practitioners have been criticized for greatly lacking (Levy 

et al., 2012). It is ironic when hotels do not invest enough effort to follow-up with the reviewer 

but asking them for a return visit (906 MRs), the largest reported type of Action.  

 

Finally, this study added Assurance as a new item within Actions. Our analysis shows that 50.2% 

of the responses assured the brand quality by mentioning the effort taken by the hotel to achieve 

what it aims and/or re-assuring the hotel’s standard despite the negative review received. 

Thumvichit and Gampper (2018) documented that 58.3% of the responses reaffirmed the 

hotel’s brand positioning. When hotels assure the brand quality, they reinstate their 

commitments to uphold their standard and minimizes the third-person effect (Davison, 1983).  

 

“Customer service is our top priority and we strive to deliver the warmest 

hospitality to every guest that walks through our doors.” 

 

 

5. Conclusion 

 

The current research offers three major findings. First, the current work revealed that a 

substantial amount of NORs was either not responded to (9.2%), not acknowledged (10.1%), 

or not informed action taken/intended (10.9%) by the luxury hotel managers in Singapore. 

Most of the MRs did not offer accountability (81.6%). Past research has shown that 

appropriately responding to NORs will not only improve the customer’s and observer’s opinion 

of the property but also differentiate it from others (Deng et al., 2019; Xie et al., 2014). 

Therefore, hotels may be faced with the need to invest more time and resources, incorporating 

the management of online reviews in their customer relationship and brand reputation 

management strategies.  

 

Second, the study uncovered a few items not found in the Triple A typology and expanded the 

framework with the additional Appreciation category. Specifically, we distinguished 

appreciation for the feedback from acknowledging the problems raised in the reviews. Within 

the Appreciation category, managers may consider a more personalized message. The new 

items (i.e., valuing patronage, special wishes, assurance of quality) although were elicited in 

the Singapore context, they were observed in other studies (Thumvichit & Gampper, 2018). 

Effects of the new items on reviewers and observers warrant future research attention. 

 

Finally, the current research highlighted the lack of effort among luxury hotel managers in 

Singapore to follow up with the reviewers. One possible reason may be that managers 

considered their online responses are a form of follow-up action. Future studies may examine 

if the managers’ online responses are perceived as adequate action. 
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Abstract: 

This study would like to explain the practices of confronting the crisis of COVID – 19 in the 

context of  5 Stars Hotel in Bangkok, Thailand. Because of Bangkok as the best destination in 

the world, and hotel and tourism sectors as the main sectors to generate income to all people 

and country. However, when this sector confronted the result or COVID-19, using the human 

resource management (HRM) practices and corporate social responsibility (CSR) are the 

important concept to confront and reduce the impact of COVID – 19 
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1. Opening Statement

Coronavirus disease (COVID-19) is the spread around the world, this virus produces by the 

animal then transfer to the people with the Symptom of the virus are getting fever, can’t get 

any taste or smell and getting cough. (World Health Organization, 2020). And the people who 

get this virus it will not show on the first date it might be about 14 days and the symptom will 

show up. In 2020 Covid-19 is spread around the world and everyone need to wear a mask and 

always use alcohol gel because the number of people who sick is very high and easy to get 

from other people (World Health Organization, 2020). In the global hotel industry after Covid-

19 crisis, so the profit is decrease rapidly because have less guest and must quarantine in the 

house. And nowadays, travelling is decreasing every day and make the profit in the hotel 

decrease too. So, it’s a big challenge to the hotel industry to make the hotel can move forward 

because some hotel must close because no guest go to their hotel and avoid the virus spread in 

their hotel (World Health Organization, 2020). 

Thailand before the Covid-19 crisis is the famous country that have a lot of traveler and also 

the foreigner and some of them live and work In Thailand because they love the culture, the 

weather and the nature. In Thailand there are many travel place to show up the culture and how 

to present the style and how it’s unique such as the temple or TukTuk car and the festival like 
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SongKraan is the one that make Foreigner come to travel (Forbes, 2018). So, all of these can 

make a lot of money and profit in Thailand and when they come the most of them will use the 

hotel to live in Thailand and the hotel can gain the profit by the foreigners. But when the Covid-

19 is coming, the hotel industry in Thailand, and nowadays some countries are close to protect 

and avoid the virus spread in their country. That’s mean the number of travelers in lower in 

every year. So, it’s effect to hotel industry in the bad way. For example, some hotel is close, 

no guest, 

So, the businesses and employees in the hotel sectors directly received impact of Covid-

19, using and applying the concept of human resource (HR) practices and corporate social 

responsibility (CSR) can help the confronting the crisis of COVID – 19 among the business 

2. Approach

2.1 Human resource management (HRM) practices 

Otoo (2019) studied the role of human resource management practices in the hotel context and 

presented the components of human resource management includes recruitment and selection, 

Training and development and employee competencies, career planning and employee 

competencies, employee participation and employee competencies, performance appraisal and 

employee competencies, employee competencies and organizational performance (Otoo & 

Mishra, 2018) 

2.2 Corporate Social Responsibility (CSR) 

Ko, Chan and Wong (2019) presented the aspects of corporate social responsibility from 

employee’s perception includes hotel employees, hotel guests, local community, natural 

environment, and owners/investors (Otoo & Mishra, 2018). 

So, this study used these concept to apply and suggest the practices of confronting the crisis of 

COVID – 19 based on the 5 Stars Hotel in Bangkok where the place of internship. 

3. Reflection

After we do this project, I would be know how to manger the staff who work in the hotel and 

know about how to deal with the Covid-19 crisis by using managing people, know the CSR of 

the hotel and can bring to make and create the good image of the hotel in the Covid-19 crisis 

and study of core value to know how to use the core value to control everything in the hotel 

under the concept that can make the hotel move forward. So these result could be use in the 

real life in the future and also can tell the younger gender to know and solve the problem or 

encounter the bad situation. In this term I go to internship at this hotel as a kitchen trainee. So 

the Coronavirus is effect to me too such as I can’t training about kitchen management but must 

do a Senior Project. And as I said early that the guests are lower so some menu, some dish or 

all event are cancel. That’s mean I lost my opportunity to learn and get the experience so much. 

This hotel in lush surroundings between Suvarnabhumi International Airport and the city 

center, From Bangkok's intoxicating nightlife to its ancient temples and palaces, the area invites 

full cultural immersion. Sensory experiences can be found throughout our 5-star luxury resort, 

from visionary meeting rooms that encourage innovation to restaurants that delight the palate. 

Since I was train in this hotel it’s in the Covid-19 crisis. So, they unemployed the staff in the 
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hotel including the server, chef, front office and all the departments but employ a casual staff. 

And then trainee is coming so they unemployed a casual staff because they want to save a cost. 

Also, in the kitchen when they order the food, ingredient or the thing that use in the kitchen 

they will not order much. The food they will order and use week by week. For example, they 

order on Sunday to use between Tuesday to Thursday and order on Thursday to use between 

Saturday to Monday because the guest in a holiday is more than Monday to Friday.  The way 

to deal with the Covid-19, We must always wear a mask and wash hands. And If we must face 

with a guest, we must wear a glove also. And the guest who come this hotel they were checked 

the temperature by security staff and always wear a mask. And in the are of the hotel there are 

alcohol gels everywhere. And if we have a buffet the guest will choose the food and staff will 

get the food to the guest to avoid the guests touching the scoop. Kitchen management is a 

department in the hotel that controls everything about the food including control the cost when 

chef want to order the ingredients someplace use the POS or technology to calculate the 

ingredients in a week or month to avoid too much ingredient that did not use or the ingredient 

is not enough. And this apartment can check the quality of the food that they want to order and 

choose the best supplier. HR practices are the means through which your human resources 

personnel can develop the leadership of your staff. This occurs through the practice of 

developing extensive training courses and motivational programs, such as devising systems to 

direct and assist management in performing ongoing performance appraisals. Corporate social 

responsibility (CSR) is a self-regulating business model that helps a company be socially 

accountable—to itself, its stakeholders, and the public. By practicing corporate social 

responsibility, also called corporate citizenship, companies can be conscious of the kind of 

impact they are having on all aspects of society, including economic, social, and 

environmental. So, the Marriott hotel have many CRS that can help other and can create a good 

image for the hotel, so I work as a trainee in Le meridian Thailand. The CSR of Marriott in 

Thailand is the hotel has signed a collaborative project to preserve the environment and 

improve the quality of life of local communities since 2013 under the mission of "Volunteer 

for Conservation" by restoring mangrove forests. The consumption of seafood from sustainable 

fishing and the selection of handicrafts from local communities is an ongoing project 

throughout Thailand. The project has restored more than 105 rai of mangrove forest and 

generated over 5.5 million baht in community income. From the purchase of sustainable 

seafood and handicrafts. This is an example of CSR of Marriott in Thailand. Core values are 

the fundamental beliefs of a person or organization. These guiding principles dictate behavior 

and can help people understand the difference between right and wrong. Core values also help 

companies to determine if they are on the right path and fulfilling their goals by creating an 

unwavering guide. There are many different examples of core values in the world, depending 

upon the context. Since I work as a trainee in this hotel, the core value of this hotel are Put 

People First, Pursue Excellence, Act with Integrity, Embrace Change and Serve our World. 

That’s mean this hotel take care of the employee because they think if our employee is happy 

so they will take a good care to the customer. 

4. Benefits

4.1 To know how to develop business by using Kitchen management system and Human 

resource management. 

4.2  To know how to manger the staff who work in the hotel and know about how to deal with 

the Covid-19 crisis by using managing people. 

4.3  To know the CSR of the hotel and can bring to make and create the good image of the 

hotel in the Covid-19 crisis. 
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4.4  To know how to use the core value to control everything in the hotel under the concept 

that can make the hotel move forward. 

5. Finds/Date Presentation

This hotel that I intern to. After I finished so I work as a casual and I have an opportunity to 

talk with HR in the hotel. Before I work as a trainee, they show their own CSR or core value 

by power point. So, it makes me easier to know a little bit about this hotel history. The tools 

that I use for interview are pen and paper. So, I wrote a key word and remember the main point 

to write in my language and make me easier to understand. I have an opportunity to interview 

because I work as a trainee for 3 months and HR room is near the kitchen that I worked. So, 

when I take a break or lunch, I use this time to interview. It’s not a serious interview because 

we talk like a senior and junior, It’s make me pleasure to talk to.  The result of the document 

can make me know how to gain a people and train them to work in the hotel and since I work 

as a trainee to now I know more about how to control everything in the kitchen and also people 

who come to this hotel including staff and the customer. For example for control the kitchen, 

they manage the cost and quantity of the food week by week to avoid the waste of the food and 

out of this they have a bin to separate the food to make for a pig’s food, recycle trash to reduce 

the trash and decrease the Global warming and the last thing is the trash that cannot recycle. 

So this project can make me know that Kitchen Management is not just only order the food but 

must concern about cost, quality and quantity to make sure that be worthwhile and can gain the 

profit. 

According to the objectives this document makes me know about the global problem such as 

Covid-19 and know how effect to the hospitality industry especially hotel industry in Thailand. 

And I go to internship at This hotel under the kitchen department as a trainee. It makes me 

know how to manage and control the food, cost or the people to gain a profit in this situation. 

And then I do a research about Human resource management which are the HR function, HR 

practice, CSR and core value and know how to deal with the virus in this situation and know 

how they work in this department. And Since I am training at This hotel I get many experience 

in the kitchen as a Thai kitchen trainee and know how to control and manage food to use week 

by week but sometimes there are too many guest and must go to buy the ingredient at Makro 

food service because my executive chef reduce a cost to order the foods. And I think the word 

“If you take care of an employee well, the employee will take care of a customer well to” can 

use in the real life. Because when I was happy, I will work it better and also have a good mood 

and want to work. 

6. Conclusion

My suggestion about how to manage the kitchen when I was training at this hotel. The first 

thing is managing the staff who work in the hotel. For example, in the hotel now they have 

only two shifts which are the morning shift and afternoon shift. In the morning is busy more 

than the afternoon shift but staffs and trainees in the afternoon are more than morning shift. 

That’s mean the morning shift have to work more than afternoon shift. On the contrary, in the 

afternoon shift is too free and must try to find a work to do because the staff and trainee are 

over the work. And the second thing is always checking the food in the stock. Because some 

food is too much and must keep in the longer time and some food are out of the stock and must 

leave the hotel to buy it. This problem always happens every week. The third thing is about a 

standard. This hotel is a five-star hotel but no standard. Such as the recipe, Chef should create 

a standard of the food but since I was a trainee, they use tasting a food instead a standard. I 
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think this is a big problem is the kitchen because the food every same dish must be the same 

taste. For example, you go to some restaurant in a second times or more and the food in the 

same dish that you always order the taste is not the same. So, this problem can make the hotel 

have a chance to getting complain by the customers. And the last thing that I think it’s a big 

problem is Executive chef. This chef can’t do anything well. For example, Five-star hotel 

should give a good food to the customers but when Executive chef do most of the food that he  

makes would be burn or black. And he is not a person who accept his mistake and he will blame 

everything that’s not him. He always right and also no standard includes his habit and attitude. 

He uses his mood to control the kitchen and always abuse the staff to show trainees that he has 

a power. 
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Abstract 

Employee training program has been found a significant-and- progressive relationship between 

employee satisfaction and job retention. The purpose of this research was to 1) examine the 

satisfaction level of an employee training program from the hotel employee perspective by 

years of working and age, and  2) analyse the influence of the employee training program on 

employee satisfaction and job retention. The study was used the One-way Analysis of Variance 

(ANOVA) and Multiple Regression on SPSS to analyse the survey’s data. Also, it suggested 

implications for improving employee training program, employee satisfaction and job retention 

in Hong Kong hotel industry. 

Keywords: Training program, Employee satisfaction, Job retention, Hotel industry, Hong 

Kong 

1. Introduction

The hospitality employees are representing the hotel's image. Their performance will determine 

the guests' perspective on the hotel. As stated by the restaurant-and-accommodations turnover 

rate (i.e., hospitality), 2018’s record (74.9%) was higher than in 2017 (72.5%) (National 

Restaurant Association, 2019). It showed the turnover rate increased in recent years; plus, other 

external factors significantly influence the industry; the Hong Kong's turnover rate similarly 

continued higher.  

The primary reason is high-imperfect employee happiness in Hong Kong workforces' markets; 

the 2019 Happy Employee Index Survey data showed that Hong Kong and Macau workplace 

happiness ranked 3.69 out of 7-points (Happitude Asia, 2019). Compared with 2018's data (6.7 

out of 10-points) (Fok, 2018) which reduced by 1.2%, implying the average employees' 

happiness decreased continuously. Hong Kong ranked the second lowest on the chart for 

happiness countries in the region through the year 2016 (4.56) and 2017 (4.45), also projected 

to drop 4.18 in the following six months (SEEK Asia, 2018). Shallower employee satisfaction 

is existing in Hong Kong various industries leading around 25% of employees wanted to quit 

and find new jobs. The primary cause is training & development opportunities, ranked as the 

highest (3.24) (SEEK Asia, 2018). Suppose organisations provided limited T&D opportunities, 

which affected employee's career development and leadership skill, leading lower employee 

satisfaction and job retention. So, the result showed that training, employees’ satisfaction and  

job retention are intercorrelating and belong to the progressive relationship. 
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Although various literature has written about training, employee satisfaction, and job retention 

in the hotel industry, there has been relatively little discussion about their progressive 

relationship. Most discussed their cause-and-effect relationship separately: (1) service quality 

and satisfaction or (2) satisfaction and intention. Genuinely speaking, service quality and 

satisfaction are two significant influences in intention (Taylor & Baker, 1994). Furthermore, 

the Hong Kong hospitality industry employee turnover-related studies little, but Lam et al. 

(2001) stated that employee satisfaction also plays a significant role in influencing job 

retention. Suppose that adding this concept into employees training programmers, the result is 

its quality will significantly influence employee satisfaction and affect other feedback actions 

later, such as intention to stay or leave the job. Throughout various literature, such a possible 

relationship and Hong Kong situation were not explored in the study. Therefore, the purposes 

of this study are to: 1) examine the satisfaction level of an employee training program from the 

hotel employee perspective by years of working and age, and  2) analyze the influence of the 

employee training program toward employee satisfaction and job retention. 

This research can help hotel executives and human resource departments recognize the 

discrepancy between employee expectation and actual perception concerning training 

programs and develop the appropriate programs that are advantageous to match the employees’ 

interests and the hotel’s goals. 

2. Literature Review

Employee Training Program (ETP) 

Ameeq et al. (2013) stated that ETP is one continuous learning process that relies on acquiring 

knowledge, skills, concepts, rules, or attitudes changing which determines a long-run learning 

process. Since the hotel industry is labour-intensive, employees are one significant component 

in that high-service-oriented business. ETP is indispensable benefit them to remember the 

existing knowledge and learn the up-to-date matter, like the problem-solving; customer-

relationship skill, personal development, etc. (Aksu, 2005). Likewise, employees perceived 

effective training have a positive impact on job satisfaction, commitment and motivation 

(Ameeq et al., 2013).  

Employee Satisfaction (ES) 

Saleem and Raja (2014) specified that satisfaction as “the resultant of the distinction between 

expected and supposed performance”. When the actual performance is excellent than expected, 

the satisfaction level will be higher while it will be opposed. ES can be different by individual 

characteristics. Lam et al. (2002) also stated ES comes from organizational commitment. If 

companies will provide more appropriately trainings, then ES will improve. Additionally, 

Locke (1976) stated that ES comes from one individual's subjective experience with his/her 

job; including people like their job; employees perceived and expected from their job (Cranny 

et al., 1992).  

Job Retention (JR) 

By definition, retention is “the company procedure to confirm that its employees don't quit 

their job”. Also, it can measure by the number of employees that left every quarter and year 

(BasuMallick, 2020). More employees who left the company represented their job satisfaction 

is reducing which related to poor compensation system, job security, training and development, 

etc. The Bureau of Labour Statistics in U.S. estimated the annual hotel employee-turnover rate 

reached 73.8 percent (Wells, 2018), causing the major managerial problem in the hotel industry 

such as increasing the cost; reduce productivity and affecting financial performance.  
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Satisfaction level of ETP with age and years of working 

Older employees have less reason in participating in the ETP because of the lower (e.g. 

financial, rewards, etc.) incentives than the young employee or have less attractive (Zwick, 

2011). Different age groups are pursuing various obligations for organisations. Young 

employees strive for gains, promotion, and experience. In contrast, the olders strive for steady, 

prevent the loss, and maintain (Stamov-Robnagel and & Hertel, 2010) that the primary reason 

young employees have higher adaption on ETP. Most young employees are freshmen or fresh 

graduates without solid working experience and knowledge; they seek opportunities to learn 

something new to benefit them in the workplace and future development, supporting 

employees who under 25 years ago have a greater satisfaction level (Hunt & Saul, 1975). 

Suppose the organisation provide many ETP to improve its employees' creativity and enhance 

individual growth. In that case, young employees much pursue those favourable opportunities. 

Biologically, training motivation will vary with age because of the reduction in fluid cognitive 

ability, which slows the learning speed (Kanfer & Ackerman, 2004). Referring to one study, 

the expectation of training needs decreased with age growth (Zwick, 2011). All in all, age 

increasing would greatly influence the participating and satisfaction level of ETP.  

The length of working years will influence ES; shorter tenure's employees will have higher ES 

than long-term employees. Hunt & Saul (1975) found people who have less than 12 months 

will have greater satisfaction with their work, and Smith et al. (1996) also stated the employees 

with less than six months of employment would hold higher satisfaction on their job and job-

related matters such as ETP because those employees have passion, feel pleasure and optimism 

on the new career. Oppositely, if employees with more than six months of work, the ES will 

drop accordingly. Sarker (2003) also revealed ES would start reducing after ten years of 

working. Employees who employ for a more extended period in one organisation feel 

disappointed and unwilling to work fully-and-deeply. Those employees might not involve 

many in-house activities such as training, employee engagement or benefit activities, etc. So, 

the year of work (i.e. tenure) also influence the participation and satisfaction level of ETP.  

H1: There are mean difference of employee training program satisfaction by age groups of 

employees. 

H2: There are mean differences of employee training program satisfaction by years of working 

experience. 

The relationship between ETP, ES and JR 

Many researchers accepted that ETP could improve employees satisfaction and length of 

employment (Chiang et al.,2005; Dhar, 2014; Schmidt, n.d.). Training is a significant 

component of internal service quality (Burke, 1995), enhancing higher performance, 

competitive advantage, organisational commitment (Bharthavajan et al., 2018); employee 

satisfaction (Chaudhary & Bhaskar, 2016; Schmidt, n.d.); and job retention (Chiang et al., 2005; 

SEEK Asia, 2018).  

Most study were discussed the Furthermore, Shelton (2001) found that training and 

development enhance ES and influence the intention to stay. He also stated that if organisations 

do not support such training activities, that will harm training's outcome (i.e. lower ES and JR). 

Considering the ES level depends on what the organisation provides to them, such as the benefit 

and compensation, the career-promotion opportunities or ETP, etc. The amount and the support 

of those factors are relatively significant, so, the amount of ETP also one essential element that 

influences the level of ES. Following Lam et al. (2002) also stated that the turnover intentions 
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were significantly related to training; they supported that if without any training support, 

employees do not understand how to finish their tasks effectively. Gradually, their frustration 

level will increase and finally causes them to leave. So, ETP is an essential element in the 

workplace to retain talent.  

Chiang et al. (2005) suggested that ES is a mediator between ETP and JR. It implied that ETP 

creates employee training satisfaction, which influenced ES together. In contrast, ETP also 

influenced JR, but employee training satisfaction did not strike JR directly. Nevertheless, ETP 

and employee training satisfaction become less critical during ES also decrease. Eventually, 

ES affects JR directly. When employees have poor ES, then the JR level will lower too; if not, 

the result will be positive. Thus, ETP, ES, and JR exists an intercorrelating and belong to the 

progressive relationship. 

H3: Employee training program positively influences employee satisfaction. 

H4: Employee satisfaction positively influences their job retention. 

Theoretical Framework 

Figure 1: A conceptual model of research (Chiang et al., 2005; Dhar, 2015; Chaudhary. and 

Bhaskar, 2016, P.44) 

3. Methodology

Research design and sampling approach 

The research design of this study was descriptive and quantitative to conduct and evaluate this 

research topic of the hotel industry in Hong Kong. The study targeted the hotel employees from 

various departments. A convenience sampling approach was applied to recruit the samples for 

various hotel organizations. Participation was voluntary, and respondents' answers kept 

anonymous and confidential and only for the academic use. Of 168 surveys collected, 4 

responses were deleted; those respondents were disqualified (n = 4) as non-hotel employees. 

For further data analysis, 164 responses were used. 

Survey instrument development 
The survey instrument was composed of six sections. The scales of the study were adopted 

from the prior literature and published studies. For the detail of the survey design, the first 

section was scanning questions for preventing the unsuitable respondents (i.e., non-hotel 

employees). Following the second section consisted of seven questions for investigating 

employee satisfaction on their company's ETP; the last six question in this section measured 

by the 5-point Likert scale: from Very Dissatisfied (1) to Very Satisfied (5). Furthermore, the 

third and fourth section consisted of ten questions each, comparing employee expectation and 

employee perception on ideal ETP and company's ETP. Moreover, the fifth section consisted 
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of three questions for measuring employee's job retention. The above three-section measured 

by the 5-point Likert scale: from Strongly Disagree (1) to Strongly Agree (5). Finally, the 

respondents' demographic data collected in the final section. 

Since the major respondents were Chinese and targeted on Hong Kong hotel industry, so both 

English and Chinese versions of the questionnaire were made available to the respondents. 

Data collection procedure and data analysis 

The survey was designed in Google Form as an online questionnaire and randomly distributed 

via social media (i.e., Facebook and Instagram) for easier distribution and collection. The 

survey started from Mach 18, 2021, and the data collection duration was about two weeks and 

ended on April 1, 2021. Self-administrated questionnaires were given to respondents, and 164 

unstable questionnaires were returned.  

This study was used the Statistical Package for the social sciences (SPSS) to analyze the data. 

The survey question was labeled with simplify term (Table 1). The author has computed an 

absolute frequency (N) and an adjusted frequency (%) for the demographic items by descriptive 

frequency techniques. One-way Analysis of Variance (ANOVA) was used to find out the 

outstanding group who have a higher level of satisfaction level of ETP within a year of working 

and age. Furthermore, Multiple Regression were used to analyze the relationship between ETP, 

ES and JR.  

Table 1: List of Labeled Questions 

Section One:  Scanning Question Labels 

1) Are you work in the hotel industry? S1 

Section Two:  Your company employee training program 

2) How many employee trainings programs the hotel provided to you in the last three months? SQ1 

3) How many trainings programs have you attended in the last three months? SQ2 

4) (a)The number of training programs is sufficient. SQ3a 

(b) Relevant contents with my work SQ3b 

(c) Relevant contents with my personal growth and development. SQ3c 

(d) Reasonable duration of training time. SQ3d 

(e) Trainers with professional knowledge. SQ3e 

(f) Mode of training is flexible (i.e., classroom training, off-the-job training, on-the-job

training).

SQ3f 

Section Three:  Employee’s expectation of training program 

5) The hotel will contribute extensive training programs for its employees.

(e.g., job-related and personal development-related)

E1 

6) The hotel will contribute formal training programs for new joiners to teach the skills they

need to perform their jobs.

E2 

7) The hotel will contribute training programs for existing employees to increase their

promotability.

E3 

8) The hotel will invite trainers who are professional and knowledgeable. E4 

9) Trainers will understand employees’ needs during the training program. E5 

10) The hotel will prepare visually appealing training materials. E6 

11) The hotel will prepare training material and methods that are up to date. E7 

12) The hotel will evaluate employee performance fairly after the training programs. E8 

13) Managers or department heads will encourage the employee to enroll in training programs. E9 

14) The hotel will schedule training programs conveniently for employees. E10 

144



Section Four:  Employee’s perception of training program 

15) My hotel contributes extensive training programs for its employees.

(e.g., job-related and personal development-related)

P1 

16) My hotel contributes training programs for new joiners to teach the skills they need to

perform their jobs.

P2 

17) My hotel contributes training programs for existing employees to increase their
promotability.

P3 

18) My hotel invites trainers who are professional, knowledgeable. P4 

19) My trainers understand employees’ needs during the training program. P5 

20) My hotel prepares visually appealing training materials. P6 

21) My hotel prepares training material and methods that are up to date. P7 

22) My hotel evaluates employee performance fairly after the training programs. P8 

23) My managers or department heads encourages the employee to enrol in training programs. P9 

24) My hotel schedules training programs conveniently for employees. P10 

Section Five: Job Retention 

25) I would like to be working for this company still in the next five years. JR1 

26) I feel that I have an opportunity for career development in this company. JR2 

27) I feel committed to this company. JR3 

Section Six:  Demographic Question 

28) What is your gender? D1 

29) Which category below includes your age? D2 

30) Which category below includes the department you work for? D3 

31) Which category below includes your job position? D4 

32) How many years have you been working for the hotel industry? D5 

4. Results

Demographic Characteristics 

The demographic profile of respondents is shown in Table 2. Among the 164 respondents, over 

one-half were male (54.2%), and 43.5% were female. Secondly, most of the respondents were 

between the age of 18 to 29 (45.8%), following by age 30 to 49 (33.3%) and age 50 to more 

than 60 (18.5%). Thirdly, the majority of respondents were work in Food and Beverage 

Department (31.5%), following by Front Office Department (19%) and Housekeeping 

Department (11.3%). Furthermore, over one-half of respondents was an entry-level employee 

(53%), following by Supervisory level (33.3%), Managerial level (10.1%) and Other (1.2%)—

lastly, the year of working. Near one-half of respondents were working for 1 to 6 years (48.8%), 

following by 7 to more than 10 years (27.4%) and less than 1 year (21.4%).
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Table 2: Demographic Characteristics of Respondents (n=164) 

Characteristics Frequency Percentage (%) 

Gender (D1): 

Female 73 43.5 

Male 91 54.2 

Age (D2): 

18-29 77 45.8 

30-49 56 33.3 

50-more 60 31 18.5 

Department (D3): 

Account Department 7 4.2 

Banquet Department 2 1.2 

Dishwashing Department  2 1.2 

Engineering Department  11 6.5 

Food and Beverage Department 53 31.5 

Front Office Department  32 19.0 

Guest relation Department 1 0.6 

Housekeeping Department 19 11.3 

Human Resources Department 8 4.8 

Recreation Department  1 0.6 

Purchase Department  2 1.2 

Sales and Marketing Department 11 6.5 

Security Department 13 7.7 

SPA Department 1 0.6 

Telephone Department 1 0.6 

Job Position (D4):  

Entry level 89 53.0 

Supervisory level  56 33.3 

Managerial level 17 10.1 

Other  2 1.2 

Year of Working (D5): 

Less than 1 year 36 21.4 

1-6 years 82 48.8 

7-more than 10 years 46 27.4 

146



Employee training program by age groups of employees 

Table 3 explains the mean difference in satisfaction level of the employee training program by 

employees' age groups. There is a mean difference in all categories exclude SQ3a; and SQ3c 

and SQ3d would explain in detail while SQ3b, SQ3e and SQ3f would not explain. There is a 

mean difference in ES and SQ3c of ETP (F value= 12.123, p<0.01), plus SQ3d of ETP (F 

value= 10.324, p<0.05).  

The employee aged 18 to 29 (mean=4.06) perceive more positive on SQ3c than an employee 

aged 30 to 49 (mean=3.02). The group aged 30 to 49 (mean=3.02) perceive more positive on 

SQ3c than an employee aged 50 to more than 60 (mean=2.87). Furthermore, employees aged 

18 to 29 (mean=3.94) perceive more positive on SQ3d than employees aged 30 to 49 

(mean=3.17). The group aged 30 to 49 (mean=3.17) perceive more positive on SQ3d than 

employees aged 50 to more than 60 (mean=2.78). In contrast, there is no mean difference SQ3a 

by employee's age. Therefore, H1 is supported. 

Employee training program by year of working of employees 

*p < 0.05, **p < 0.01

Table 4 explains the mean difference in satisfaction level of the employee training program by 

employees' years of working experience. There is a mean difference in in all categories, while 

this study would discuss the top two in detail; SQ3e (F value= 11.745, p<0.01), plus SQ3f (F 

value= 15.773, p<0.01). 

The employee work less than 1 year (mean=3.44) perceives more positive on SQ3e than an 

employee work 1 to 6 years (mean=3.34). The group who works 1 to 6 years (mean=3.34) 

perceive more positive on SQ3e than an employee work 7 or more than 10 years (mean=2.29). 

Secondly, the employee who works less than 1 year (mean=3.56) perceive more positive on 

Table 3: ANOVA Tests of employee training program satisfaction by employees’ age groups 

Categories Means by Age 

F-ratio ANOVA 

(Sig. value) 

Comparison 
18 - 29 

(1) 

30 - 49 

(2) 

50 - 

more 

60 

(3) 

SQ3a 3.58 3.23 3.13 1.596 0.206 (1) > (3)

SQ3b 4.11 3.23 3.35 7.545 0.001** (1) > (3);

(3) >(2)

SQ3c 4.06 3.02 2.87 12.123 0.000** (1) > (3)

SQ3d 3.94 3.17 2.78 10.324 0.000** (1) > (2);

(1) > (3);

(2) > (3)

SQ3e 3.69 3.11 2.93 4.393 0.014** (1) > (3);

(2) >(3)

SQ3f 3.94 3.12 2.8 9.756 0.000** (1) > (3);

(2) >(3)
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SQ3f than an employee who works 1 to 6 years (mean=3.30). The group who works 1 to 6 

years (mean=3.30) perceive more positive on SQ3f than the employee work 7 or more 10 years 

(mean=2.19). In contrast, there are mean difference between the other categories (SQ3a, SQ3b, 

SQ3c, SQ3d) by employee's year of working. Thus, H2 is supported. 

Table 4: ANOVA Tests of employee training program satisfaction by years of working 

experience 

Categories Means by Year of working 

F-ratio ANOVA 

(Sig. 

value) 

Comparison Less than 

1 year 

(1) 

1 - 6 years 

(2) 

7 - more 

than 10 

years 

(3) 

SQ3a 3.43 3.38 2.74 4.055 0.019* (1) > (2);

(1) > (3)

SQ3b 3.69 3.50 2.81 6.423 0.002** (1) > (2);

(1) > (3)

SQ3c 3.51 3.18 2.52 7.381 0.001** (1) > (2);

(1) > (3)

SQ3d 3.65 3.09 2.45 12.709 0.000** (1) > (2);

(1) > (3)

SQ3e 3.44 3.34 2.29 11.745 0.000** (1) > (3)

SQ3f 3.56 3.30 2.19 15.773 0.000** (1) > (2);

(1) > (3)

*p < 0.05, **p < 0.01

The relationship between ETP and ES 

Effect of employee training program on employee satisfaction The multiple regression result 

of employee satisfaction on employee training program is explained in Table 5. Ten variables 

of employee training program indicate the regression value on employee satisfaction (R2 

=0.563 adjusted R2= 0.534, F-value =19.680, p < 0.01). The factor of P1 influences employee 

satisfaction (understandardized β = 0.395, p < 0.01). Moreover, the factor of P8 influences 

employee satisfaction (understandardized β = 0.227, p < 0.01). Other attributes (P2, P3, P4, 

P5, P6, P7, P9 and P10) have no impact on employee satisfaction (p > 0.05). Hence, H3 is 

partially supported.  

Table 5: Regression analysis for employee training program affecting employee 

satisfaction 

Variable Unstandardized coefficients t-value p value 

β Standard 

error 

(Constant) 0.770 0.196 3.922 0.000 

P1 0.395 0.120 3.297 0.001** 

P2 0.143 0.095 1.514 0.132 
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P3 0.152 0.131 1.161 0.247 

P4 -0.097 0.114 -0.852 0.396 

P5 -0.054 0.133 -0.403 0.687 

P6 -0.095 0.106 -0.900 0.369 

P7 0.037 0.110 0.333 0.740 

P8 0.227 0.113 2.002 0.047* 

P9 0.037 0.093 0.394 0.694 

P10 0.054 0.113 0.482 0.630 

*p < 0.05, **p < 0.01

Adjusted R2 = 0.534 , F = 0.563 , significance F = 19.680

The relationship between ES and JR 
The multiple regression result of job satisfaction on job retention is explained in Table 6. Six 

variables of employee satisfaction indicate the regression value on job retention (R2 = 0.409, 

adjusted R2 = 0.386, F-value = 18.113, p < 0.01). The factor of SQ3c. (understandardized β = 

0.203, p < 0.05). Other attributes (SQ3a, SQ3b, SQ3d, SQ3e and SQ3f) have no impact on job 

retention (p > 0.05). Therefore, H4 is partially supported.  

Table 6: Regression analysis for employee satisfaction affecting job retention 

Variable Unstandardized coefficients t-value p value 

β Standard 

error 

(Constant) 0.924 0.215 4.305 0.000 

SQ3a 0.025 0.086 0.294 0.769 

SQ3b 0.018 0.110 0.164 0.870 

SQ3c 0.203 0.093 2.197 0.029* 

SQ3d 0.161 0.088 1.835 0.068 

SQ3e 0.024 0.098 0.244 0.808 

SQ3f 0.185 0.099 1.866 0.064 

*p < 0.05, **p < 0.01

Adjusted R2 = 0.386 , F = 0.409, significance F = 18.113
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5. Discussion and Conclusion

The finding indicates that older employees are dissatisfied with employee training program 

over six categories, all also ranked at the lowest. A significant difference existed between SQ3c 

and SQ3d. Perhaps given older employees worked at the supervisory and managerial levels or 

plan to retire, which doesn't aim to pursue another level or upper level within organizations. 

So, the ETP related to personal growth and development is not essential for them. 

Furthermore, the older employees usually have more experience seniority (Hunt & Saul, 1975). 

They think the duration of training time as most ETP will hold after their normal shift, extra 

working time might need “OT”, older employees are not welcome and happy about this. So, 

they are much unwilling to participant in ETP. The implication is supported by the study of 

Zwick (2011). Older employees' willingness and requirements of ETP are reducing with age 

growth. There are no apparent causes on the current situation of more senior employees, which 

might be related to the reduction in fluid cognitive ability such as personal behaviour and 

consciousness and boredom at work (Kanfer & Ackerman, 2004).  

Six satisfaction categories varied significantly with the length of employment. Employees who 

had 7 or more than 10 years at hotels scored lower satisfaction for SQ3a-SQ3f. Perhaps given 

employees who have more seniority think the ETP is not related to themselves, as the bias of 

ETP existed is only for those unfamiliar with the job duties and flow. Employees who have 

more seniority might think of themselves as the "experts" of the industry. Also, the hotel 

industry is more concerned about the hands-on experience rather than new knowledge, so 

employees with more extended employment are defined as ETP is unnecessary and unusual. 

Furthermore, that group of people might fear the company's new ETP will significantly 

influence the daily operation it is accustomed to, so they refuse to participate. This supported 

the study of Sarker (2003) stated the ES would start reducing after ten years of working. 

Moreover, an employee with shortening years of working experience (i.e., less than 1 year) 

scored the highest over six categories of ETP that supported Hunt & Saul (1975) and Smith et 

al. (1996) 's study, employees will less than 12- and 6-month employment would satisfy on 

company's ETP. Hotel new joiners seek basic knowledge, including the company's 

background, standard, typical workflow, as they are unfamiliar with the new place, so they are 

much willing to patriciate the ETP.  

The finding further indicates the significant difference in P1 and P8 with ES on ETP. 

Employees obtained high dissatisfaction about training content and after-training evaluation. 

Perhaps employees have high expectation on training content related to the job and personal 

development. They hope ETP offers more KSAs like hands-on experience, daily operational 

technics, individual skill (i.e., language, communication, hardware-and-software skill, etc.). It 

benefits performance, career development and promotion opportunity. (Chaudhary & Bhaskar, 

2016). Secondly, the employee also dissatisfied with the feedback action after ETP. They might 

think there are no opportunity to apply; as hotel organizations have not empowered and get 

more opportunity for their employees to utilize; hence, hotel employees think EPT is 

unnecessary.  
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The further result showed a substantial difference in SQ3c between ES and JR. Employees feel 

much dissatisfied with the training contents related to "my personal growth and development", 

causing higher intention of quitting. Simply because, as mentioned in the previous part, the 

current ETP offered by hotel organization are not fulfilled expectation on training content. 

They cannot explore any advantages on performance, career development and promotion 

opportunity, so that discrepancy significantly affect employee's JR.  

According to Burke (1995) stated that ETP act as the internal service quality, which enhances 

JR by increasing ES; ETP's component would determine the level of ES. The result showed 

ETP with poor quality (i.e., training content) negatively influenced ES (i.e., satisfaction on 

training content), and lower ES also determine lower JR (i.e., intention to stay) in the hotel 

organization. Accordingly, this result also supported Shelton (2001) and Chiang et al. (2005) 

study; ES become the medium between ETP and JR, so ETP is indirectly influenced JR (H5). 

The positive and progressive relationship between ETP, ES, and JR in the hotel industry has 

existed.  

Conclusion and managerial implications 

First, employees aged 50 to more 60 years and those with 7 to more than 10 years of service 

were particularly dissatisfied with ETP. It seems that the prevailing bias of ETP may influence 

the people mindset. Hotel management and HRD should adjust training methods, reducing the 

general inclination of ETP. Reducing the formal-cautious training activities, hotel organization 

can use more informal-and -flexible forms of training such as team-building activities or invite 

the rich-experienced employee as trainers to share the experience as peer-to-peer 

communication. Hotel organization should not force their employee to participate in ETP while 

volunteering to select their interest ETP, reducing the anxiety and unwillingness of 

participating. 

Secondly, the hotel management and HRD should also improve the ETP quality to ensure ES 

and JR consistently. Employee’s concern is significant. Hence, HRD can launch effective 

employee suggestion programs, including an anonymous suggestion box, per-department 

suggestion conference, e-formal suggestions box (i.e. email) ("10 Employee...", 2021), 

collecting the employee’s concerns and requirement about ETP. Different method benefits for 

various age group employees for more responding. Various platforms will be held anonymous 

to reduce employee's hesitation and embarrassment. 

Furthermore, the annual employee appraisal also ask opinions about ETP for better adjustment. 

If some employees have taken certain ETP, the department head can empower those employees 

to handle related duties such as guest demands and complaints, increasing employee's 

autonomy. All in all, it can increase ETP quality that fulfils employees' perceptive; and ES plus 

JR will improve accordingly.  

In conclusion, the study findings show that there are significant relationship and difference 

between ETP, ES and JR. It is important that hotel management understands the impact of the 

ETP on ES and JR. This study may have provided the relevant information for hotel 

management and HRD to consider. 
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Limitations and future research 

Several limitations of this study should be considered together with the conclusion drawn 

above. Firstly, the small sample size may limit the generalization of this study. Secondly, the 

global is facing a COVID-19 pandemic when the survey was conducted, and hotel 

organizations might not offer regular-and-adequate ETP as various reasons. Hong Kong hotel 

industry significantly hit, influencing hotel occupancy rate and P&R, which less recruitment 

and training budget. Therefore, ETP at this period might not be accurate-and-measurable. It is 

suggested that any future study should conduct when resumes normal by the pandemic end in 

the statistical analysis 
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In the hospitality industry, services used to be provided by human staff in a traditional way 

(Harkison, 2017). Unquestionably, this type of traditional human service could affect guest 

experiences of consuming hospitality services (Bharwani & Jauhari, 2013). However, today’s 

hospitality services, alongside the rapid development of technology, have gradually migrated 

from merely relying on traditional human services to selectively adopting robot services 

simultaneously (Park, 2018). 

Robot services have played an integral role in the contemporary development of the hospitality 

industry (Koutroumanis, 2011). It has been defined as using machines or robots to complete 

the predetermined tasks in the process of service delivery (Saravanakumar & Narayanan, 

2018). Fisher and Beatson (2002) argued that these technologies can enable service providers 

to meet or exceed customer expectations. Customer expectation used to be defined as what 

customers expect about the various attributes of products and services to be offered (Hamza 

& Zakkariya, 2014). It is a significant factor to predict customers’ behaviours but has not been 

fully studied yet (Hu et al., 2019). 

Despite its importance, few studies have focused on comparing customer expectations of robot 

services and traditional human services adopted in the hospitality industry. Thus, this study 

attempts to fill the gaps by comparing the customer expectations about the various attributes 

of the two captioned types of services, with examples of hotels and restaurants. This research 

is expected to provide new insights for the hospitality industry in adopting robot services and 

human service strategies in a more effective way. 

Quota sampling will be used to achieve sample representativeness (Gschwend, 2005). Both 

genders are set half and half. The age quota will be set according to the population statistics in 

Hong Kong (Census and Statistics Department, 2021). Questionnaires will be distributed to the 

Hong Kong residents who are aged 18 or above at online platforms such as SurveyCake and 

All Counted. Alamolhoda et al. (2017) revealed that the error rates can be effectively controlled 

with a sample size of 200 or more. Therefore, the sample size is expected to be 200 for this 

study. 

The research instruments will be developed based on the literature on robotic services and 

traditional human services in the hospitality industry (Park, 2018; Jang & Lee, 2020). The 
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questionnaire contains a total of 20 questions about demographics and customer expectations 

of the two types of services in the hotel and restaurant sectors. All the major questions in the 

questionnaire will be anchored in a 7-point scale from "strongly disagree” (1) 

to “strongly agree” (7).  

 

Concerning data analysis, paired sample T-Test will be used to figure out the differences in 

customer expectations between traditional human services and robot 

services. Furthermore, based on the mean scores, customer expectations for each service 

attribute will be displayed in the diagrams with two criteria: expectation about traditional 

human service vs. expectation about robot service. Two diagrams will be displayed in the hotel 

and restaurant sectors, respectively. Figure 1 and Figure 2 present two samples of expected 

results of customer expectations in the two sectors.  

 

 
 

Figure 1: Sample expected results of customer expectations in hotels  
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Figure 2: Sample expected results of customer expectations in restaurants 
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Abstract 

The continuous growth of the number of COVID-19 cases immensely affected the economy in 

the Philippines. Since then, the government’s response and preventive measures strictly imposed 

wearing of  face shields and face masks everywhere, most importantly in public places such as 

the public transport terminals like PITX. As assistance to the pandemic situation, the presence of 

dispensing machines, known to offer different products, fulfilling the needs and wants of 

everyone, will be helpful in several ways. These machines are deemed to be relied upon by people 

of their certain needs in certain situations which gives potential to a new study of dispensing 

machines. The usual dispensing machines dispense products like food and beverage, but in this 

concept, the dispensing machine instead dispenses PPE products such as alcohol, face masks and 

face shields. The purpose of this study was to determine the feasibility of adopting the concept 

of PPE dispensing machines to promote safety to the  public, especially to the commuters and 

people in general during this time of health crisis. Mass transportation terminals like PITX are 

significant as a way of transporting for the commuters going to their destinations and in this 

health crisis, it is important for the mass transportation terminal itself to integrate their pandemic 

precautionary measures to support the needs of transporting their own commuters. With regards 

to the demographic variable specifically the gender of the commuters, the researchers considered 

the guidelines given by the Inter-Agency Task Force or IATF on Emerging Infectious Diseases 

in the Philippines, the basis of age for the demographics who are only allowed to go outside of 

their homes are from 18 years old to 64 years old, which is why age was not considered as one 

of the demographic variables for the survey questionnaires as for the commuters. The 

methodology for this study that was used are both quantitative and qualitative methods. The 

researchers conducted a structured interview to the 5 commercial establishments inside PITX and 

both survey questionnaires to the 11 selected commercial establishments and 300 commuters. 

The researchers collected online surveys from the commuters of Metro Manila in PITX. The level 

of perceptions from commuters and the level of acceptability from selected establishments 
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representatives were measured in the survey questionnaires and analyzed to answer the following 

questions of the study. Also, the researchers make use of the  content analysis as a research tool 

to support the data. As for the results and conclusion of this study, the assessment of adopting 

the concept of PPE dispensing machines to the establishment representatives in the PITX are 

considerable and acceptable in terms of marketing, financial and economical, as well as with the 

commuter’s perception in which they agree to the said concept in terms of their interest, ease of 

accessibility and convenience. Also, regardless of the gender, commuter’s perception will not be 

affected, however, for the establishments representatives when grouped based on gender will 

vary in consideration of different factors when it comes to decision making. 

 

Keywords: COVID-19, Vending Machines, Mass Transportation, PITX, Precautionary Measure 
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I. INTRODUCTION

In the present, the COVID-19 pandemic is prevalent and has brought numerous businesses 

worldwide to a total standstill. Another fact is that people are not sure when the ordinary and 

normal life of everyone can go back to the way it was. In the Philippines, the in-and-out mass 

transportation in Metro Manila is put into a halt, which visibly affects the operations of local 

businesses. After a series of community quarantines, also referred to as lockdowns, the National 

Capital Region or NCR, and some parts of Metro Manila was ordered by President Rodrigo 

Duterte to be placed under the category of General Community Quarantine or GCQ last August 

19, 2020. On the other hand, the public transportation will continue its operation in some areas 

which includes provinces such as Bulacan, Rizal, Cavite, Laguna, and Batangas. 

There are numerous people from different provinces who work in Metro Manila that use public 

mode of transportations to go from one place to another. The PITX is one of the considered mass 

transportations terminals in Metro Manila. It offers transportations such as UV Express, Jeeps, 

PUJs, PUVs, shuttles and provincial buses as well. The PITX can accommodate up to 200,000 

people, but this number of people is not a good idea in these days of a pandemic crisis. The PITX 

can accommodate up to an average of 100,000 commuters per day before the pandemic crisis 

happens. 

It is commonly known by the public that the coronavirus is considered as a highly contagious 

virus that can be spread through close contact and respiratory droplets, that is why high 

prioritization of safety protocol should be implemented at all times. One of the safety protocols 

implemented inside the PITX landport is the proper wearing of PPE or Personal Protective 

Equipment such as face masks and face shields as per instruction and public announcement made 

by the Department of Health (Montemayor, 2020). In addition, this current generation, the 

people's mindset are slowly being opened about gender equality and awareness. That's why in 
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this study, it will include gender as a factor that will or will not affect the perception of the 

commuters and/or the establishment representatives to the concept of PPE dispensing machine.   

 

This study is a feasibility assessment whereas it differs from a feasibility study. A feasibility 

study is mostly associated with  starting up a certain business and defines the different factors 

which might make the business profitable. While a feasibility assessment is therefore an analysis 

of a certain existing business whereas in this study, the researchers will assess only the viability 

of a certain existing concept which originated from the other countries and this study will be the 

basis of the PITX whether they will put up a PPE dispensing machine. This study aims to 

determine the feasibility of adopting the concept of PPE dispensing machines to promote safety 

to the  public, especially to the commuters. How can the PPE dispensing machine help the 

operational procedures in PITX in coping up with the Pandemic? What is the perception of the 

commuters with regards to the PPE dispensing machine adoption? Is there a factor with regards 

to gender that might affect the perception of the commuters and the establishment representatives 

in adopting the concept of PPE dispensing machines? These are the questions that the researchers 

aim to identify and answer.  

 

1.1 Background of the Study  
 

As the COVID-19 Pandemic is still being fought by several countries all over the world today, 

so are the Government and Frontliners that are doing their best in helping to decrease the number 

of cases and increase the results of recoveries. In the Philippines, in consideration of the abrupt 

rising of cases, the Duterte Government announced a lockdown for Metro Manila last March 15, 

2020. It was an Enhanced Community Quarantine (ECQ) that was implemented in order to avoid 

more chances of people being infected by the virus. In Parañaque City, General Community 

Quarantine (GCQ) was implemented last August 19. Providing several guidelines, Parañaque 

City Mayor Edwin Olivarez also considered the implementation of quarantine passes to control 

the volume of people going outside their houses. 

 

In addition to the Pandemic Precautionary Measures, different countries are trying and innovating 

to cope up with the new normal. The following are existing PPE vending machines in different 

countries in the present: The Clean and Safe travels vending machine by Prepango in California, 

the Le Distrib Protect of Ledistrib in France, the U Select It (USI) in the United States built the 

Sani-Center PPE Vending Machine, the PPE Vending Machine of Necta in Italy, the SavePro of 

International Vending Machine (IVM) in Hungary, and the MyPPE Vending of My PPE 

Distributor in Florida. The PPE Vending Machines offer necessary PPE products needed for the 

people who are travelling to public places. 

 

The particular PPE vending machines vary depending on the structure or model of it. It can be 

the usual type of vending machine that needs cash or coins before operating, a card produced by 

the manufacturer of the machine built particularly for a certain company, and a touchless or smart 

vending machine that operates through a hand sensor. These PPE vending machines contain 

vended products such as alcohol, hand sanitizer, wipes, tissue, face mask and face shields. Some 

PPE vending machines can be personalized depending on the manufacturer of the said machines. 
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Tourism is one of the industries greatly affected by the Pandemic. Included in this are the 

transportations, hotels, travel destinations and many more. One of the affected public mass 

transportation in Metro Manila is the PITX. The terminal operations were also suspended due to 

ECQ. After a few months of being closed, last June 8, 2020, the PITX reopened and adopted the 

new normal. The busses that are being used for transportation only caters 25 passengers for the 

new setting. A 5-minute interval was also applied to avoid mass numbers of passengers. On the 

other side, the regular operations would still be unavailable until the government allows all other 

public transportations to operate such as the jeepneys and public utility busses. 

 

The importance of this research in relation to the precautionary measures for the COVID-19 

Pandemic is to educate and encourage the public, specifically the PITX Management and the 

commuters for an innovation that can be a help during this time of Pandemic. Existence of PPE 

dispensing machines in public places like PITX can provide protection through easy access and 

contactless payment experience brought by the machines.  

 

1.2 Statement of the Problem  
 

The study aims to show the likelihood in adopting PPE dispensing machines in PITX as a 

safety precautionary measure of the commuters during health crises such as the COVID-19 

pandemic. Hence, it seeks to find answers to the following questions: 

 

1. In the perspective of establishment representative in the Parañaque Integrated Terminal 

Exchange (PITX), what is the level of acceptability of     adopting the concept of PPE 

dispensing machine in terms of: 

1.1 Marketing 

1.2 Financial 

1.3 Economical 

 

2.  What is the level of perception of the commuters to the concept of Personal Protective 

Equipment (PPE) Dispensing Machine in terms of: 

2.1 Interest of the commuters to the PPE dispensing machine 

2.2 Ease of accessibility  

2.3 Convenience in using PPE dispensing machine 

 

3. Is there a significant difference in the level of acceptability of the establishment 

representatives when grouped based on their gender in terms of adopting the concept of 

PPE dispensing machine? 

 

4. Is there a significant difference in the level of perception of the commuters when grouped 

based on their gender in terms of adopting the concept of PPE dispensing machine?  

 

1.3 Theoretical Framework 

 

The first theory is the Technology Acceptance Model. The Technology Acceptance Model 

(TAM) by Davis in 1985 is an information systems theory that declares that it is in particular the 

mindset and aspirations of the possible adopter of the new idea that influence the chances of its 
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adoption. According to Davis (1985), the ease of use has an influence on the perceived usefulness 

wherein the uncomplicated an adopter uses a technology, the higher the chances they will use it, 

thus making it useful to the potential user.  

 

The relevance of the Technology Acceptance Model in this study is since it is all about the 

proposal of adopting the new idea with regards to PPE dispensing machines that originated in 

certain countries in Europe’s mass transport terminals and here in the Philippines such as PITX. 

It will be then useful for the approach that the researchers are going to use in this study since it 

said that it is through the attitude and expectations of the potential adopters that is where the 

chances of adoption is based and most of the commuters that utilizes PITX, are either employees 

or students.  

 

Another theory that is grounded on our study will be Higuchi’s Theory on the  Convenience of 

Vending Machines. Vending machines, which are still very popular today, had already started 

since the 215 B.C. by an engineer named Alexandria. This means that even before, this machine 

is commercially accepted. It is then improved and analyzed in every country. There are different 

purposes the vending machine serves as, such as cigarette dispensing machines in pubs, for books 

and post stamps as well. But commercially wise, vending machines are not practical. Until gum 

dispensers and juice vending machines were invented. With the long history of this machine, this 

concludes that the success of this technology is through acquisition of customer’s trust. And with 

that trust, Japanese people put patronage on these machines. More vending machines pop up in 

every place in Japan especially in Tokyo and it’s transportation system.   

 

According to Higuchi (2007), one of the reasons why this machine becomes widespread in Japan 

is because the people behind the operations of this machine build a high level of trust to its 

customers by giving a high quality service. “Consumers know that they can safely use these 

machines, that they can put their money into them with confidence, that the product they receive 

from the machine will be fresh and at the appropriate temperature and that any issues will be 

resolved. If you cannot gain consumer trust, you cannot gain their business.” The relevance of 

this theory to the study is that this can conclude if the PPE dispensing machine concept was 

applied to the transportation terminals such as PITX, it can give the people a feeling of safety 

and well protected from the pandemic. It might take some time for the people to adapt to the 

changes but as time goes by, it will gain the people’s trust.  

 

1.4 Significance of the Study 

 

The significance of the study aims to benefit the following group of persons with regards to the 

adoption of PPE dispensing machines in PITX.  

 

1. Commuters of PITX. This study will be helpful for the commuters in PITX as the PPE 

dispensing machine will serve as a safety measure for them while travelling to their designated 

destinations. Through the PPE dispensing machine, the commuters will not worry in case they 

need replacements or in need of personal protective equipment such as face masks, sanitizers, 

and alcohol.  
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2. Employees of PITX. The employees of PITX will benefit from this study since they will not

have to interact or have direct contact with the commuters in providing the personal protective

equipment. The proposed PPE dispensing machine will now serve the commuters in providing

the said necessary equipment for their travel safety.

3. Management of PITX. This study is beneficial for the management of PITX since the PPE

dispensing machine serves as a safety measure during this pandemic which is COVID-19. There

would still be commuters who will be traveling even in this pandemic because of certain

necessities that is why the authorities will provide preventive measures that will make their

commuters safe as well as make them feel convenient. The concept of PPE dispensing machines

may be considered as an additional safety measure and applied as well in other mass transport

terminals in Metro Manila.

4. Establishments in PITX. This study is beneficial to the establishments in PITX as this paper

talks about the  concept of PPE dispensing machine and is related to the establishment’s

economical, marketing and financial aspect. The PPE dispensing machine, if adopted, will

increase the revenue of the establishments while at the same time promoting safety and

securedness from the effects of the pandemic such as COVID-19.

5. Future Researchers. This study could be used by future researchers who will be conducting a

study related to the PPE dispensing machines. This could be used as a reference only if

appropriate citations and acknowledgement to the researchers who conducted the study are given

to them and the study itself.

1.5 Scope and Delimitations 

This study covers the adoption of the concept of PPE Dispensing Machine in PITX. The PITX 

management and commuters will be the respondents and the primary beneficiary of the study. 

The purpose of the study is to determine if the concept of adopting a PPE dispensing machine is 

feasible. Also, to identify the variables when it comes to application of PPE dispensing machines 

as one of the safety precautionary measures during health crises such as COVID-19.  

This study is only limited to the commuters regardless of their origin and utilizes PITX as their 

landport and to establishments’ representatives in PITX. Non commuters are not included in this 

study as respondents. The researchers will not focus on the age, origin, profession, civil status 

and purpose of travel of the commuters in choosing which respondents will participate in the 

study because these variables will have no effect on the result of the study as well as the profit 

level, or other sources of income with regards to establishment’s owners or representatives of 

PITX. Though, these excluded variables may be used by the future researchers in conducting a 

study related to PPE dispensing machines. 

1.7 Definitions of Terms 

The key terms in the study are given the following operational definitions. 
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Commuters - This refers to the set of people who use public transportation to move from one 

place to another. 

COVID-19 - A virus that is derived from the word Coronavirus Disease. This virus can be 

transmitted through physical contact and respiratory droplets. Last December 19, the first 

identified case was located in Wuhan, China and caused the pandemic in the whole world. 

Enhanced Community Quarantine (ECQ) - Is the government imposed order on certain locations 

to stay at home or to avoid going outside. Going to other cities and barangays are restricted so a 

quarantine pass is issued on each household in order for each individual to buy essential goods. 

Establishment Representative - Or also known as the “spokesperson” of a business firm. The 

representatives are the living embodiment of the business organization they work on. 

Feasibility study - According to the dictionary’s  definition of feasibility, it is the level or 

condition of being achieved easily. An analysis of the viability of a proposed project or system 

is called a feasibility study. 

Feasibility Assessment - An analysis done to a certain existing business to evaluate it’s viability 

and rate of success. 

Frontliners - Frontliners are the people who are at risk of exposure to the COVID-19 virus and 

still work for the sake of continuous operation in the country. Frontliners include medical 

workers, local government officials, grocery attendants etc. 

General Community Quarantine (GCQ) - Is a state of a certain place that still implements certain 

protocols but is lighter and has less restrictions compared to ECQ. This includes permission of 

public transportations to operate but has reduced capacity, selected establishments are allowed to 

operate, going out from city to city in Metro Manila is also permitted. 

Moderated Enhance Community Quarantine (MECQ) - Same implementations with ECQ, but is 

modified and some protocols are strictly imposed. Transportation is allowed but only for essential 

workers and allowed industries, and people going out for the purpose of obtaining essential goods 

are allowed as well. 

New Normal - The final phase of the precautionary measure protocol of the Government. This is 

achieved through the transition of ECQ, MECQ, GCQ, and MGCQ. In this phase, certain 

protocols still need to be followed and some restrictions are lifted. The normal operations of 

establishments are back but certain rules to operate should still be followed by everyone. 

Pandemic - When a disease occurs in a certain geographical area, affects a certain population and 

spreads out from country to country, it is called a pandemic. Since the COVID-19 outbreak 

started in China and spread to almost every country in the world, it is classified as Pandemic. 

Parañaque Integrated Terminal Exchange (PITX) - It is a landport located in Parañaque City and 

was opened to the public on November 5, 2018. This is where the adoption of PPE dispensing 

machines will take place. 
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Personal Protective Equipment (PPE) Dispensing Machine - A machine stuffed with protective 

objects such as facemask, face shield, alcohol, tissue and wet tissues designed to be worn and 

used in order to minimize one’s exposure from the virus. Just like any dispensing machine, where 

it works by inserting a coin or touching its screen. 

Public transportation - A different kind of mode of transportation that allows the public to travel 

together to several designated places. Common types of these are taxis, busses and trains. 

Safety protocol - Also known as “standard operating procedure”, a set of standard rules and 

regulations made to prevent and lessen the chances of being infected by the virus. 

Terminal - A place where public transportations such as UV Express, Jeeps, PUJs, PUVs, shuttles 

and provincial buses that loads and unloads passengers coming from and going to different 

locations. 

Travel - Also referred to as “transporting”, the process of moving from one place to another. 

Vending machine - A coin and bill automated machine located in public and private areas that 

offers easy access to different types of goods to  consumers. 

II. Review of Related Literature

This section shows the review of the literature. It discusses and presents the related information 

and studies with regards to the vending machines. In this section, definitions, comparisons, 

evaluations and findings are being presented and finally relating to the research being conducted. 

2.1 The Vending Machine and Its Industry 

The vending machine industry is a sector where it is convenient to obtain different drinks and 

snacks. Relative to the study of Gvillo (2014), access to easily available vending machines 

potentially generates questions that 'unhealthy' options are the items with the largest revenue for 

vending machines. Vending machines are excellent and convenient inventions that can supply all 

kinds of products as mentioned by Mohamad et al. (2006). In the past, they were mainly used to 

market items such as beverages and sweets but somehow it seems like the items being sold today 

are getting older. As the need for vending machines is rising, manufacturers are searching for 

segments where demand can be produced. During such times as pandemic, vending or dispensing 

machines could be used as safety measures in certain areas such as mass transportation terminals, 

airports, etc. New ideas have aroused where vending machines are now used to market personal 

protective equipment where it could be possibly adopted in PITX as well. 

As specified by the focus on the research study by Mihret, Mulugeta, Samuel, and  Taye (2009), 

entrepreneurs are looking for alternative suitable models, including  the installment of vending 

machines that will dispense different products and determine the acceptability of the study in 

terms of convenience and efficiency. There are many types of vending machines available from 
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several manufacturers, and have different settings and different targets.  It has a large scope due 

to its different type of products distribution line and installation of different types of product 

dispenses vending machines around different cities in different places. And also, the market has 

a variety of choices for the buyer to satisfy their needs. Within the past, distributing or vending 

machines were introduced in places seen as huge catchment ranges (captive environment). Most 

machines are found in busy locations such as transport hubs such as railway stations, airports and 

terminals etc. In connection with this study, it could be related to one of the problems that the 

researchers are seeking to answer is if vending machines are feasible to be put up in PITX. This 

study could help establishments like the PITX  for the safety precautions that could be efficient 

and convenient in terms of putting up the vending machine in a certain place.  

 

Vending machines grew rapidly throughout the years. As claimed by Yokouchi (2010), the large 

volume of vending machines became a culture in Japan that people referred to as “convenient 

unmanned shops”. Different varieties of vending machines were innovated in Japan such as 

machines that dispense e-money cards to pay for tickets, meals, and beverages. Another is the 

usual beverage vending machine but equipped with a camera to monitor crimes in an area. Lastly, 

a vending machine that when a disaster occurs, it serves as an emergency provider. It provides 

messages from the local government, drinks are dispensed without needing any money etc. In 

relation to the study of the researchers, in a time where crisis is occurring, such as CoronaVirus 

Disease-19, innovating a machine where it dispenses Personal Protective Equipment  (PPE) can 

be adopted as an idea. 

 

Over the years, vending machines have been continuously adapting to the changes of technology. 

In the study of Heinkele and Pousttchi (2004), the operating vending machines in Germany have 

been using telemetry via wireless technologies. With these advantages, vending machines have 

greatly analyzed and optimized the wide variety of products and its profitability. However, not 

all machines can cope up with this kind of development. This concern can be applicable to the 

possible adoption at the PITX. Some manufacturers of vending machines cannot cope up with 

the same advancement while other manufacturers can. 

 

Older designs of vending machines with illuminated front design spend a high amount of 

electricity consumption. The study report by Deru, Torcellini, Bottom and Ault (2003) shows 

that vending machines with the said front design consumes 7 to 11kw/hr a day. The authors 

proposed a technique that can be applied in vending machines that are delamping and load 

manager techniques. Delamping technique turns off the light of the machine if it senses that no 

customers can be detected and will only turn on if there is. In addition, load managing is wherein 

the temperature of the environment matches with the inside of the machine. The machine will 

turn off when it’s infrared recorded no sign of people in the environment. In application to the 

PPE dispensing machine, the design can remain as simple as the usual vending machines. As 

long as it matches the room temperature, the quality of the goods dispensed by the machine will 

be in good condition and the energy consumption will be in  constant minimum. 

 

The usual designs of a vending machine are simple and user friendly but contrary to the study of 

Amutharaj et al. (2020), vending machines that are smart-type are more reliable than the usual 

ones. Smart vending machines have functions that send notification to the nearest pharmacy to 

refill its inventory and has radio-frequency identification (RFID) that identifies drug prescription. 
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In relation to the researcher’s study, the most efficient PPE dispensing machine to be applied in 

PITX are those that are considered technologically advanced and suitable to the needs of the user. 

In the study of Rehmat and Ishfaq (2010), automatic vending machines are used by the general 

public. Part of the study was the participation of visually impaired people as a user of vending 

machines. The ticket machine system served as the equipment that will be evaluated through 

several factors. After a systematic study, authors concluded that usability, actability and user-

centered aspects must be part of designing and lay out of ticketing vending machines. 

Considering that the general public are the main market of vending machines which varies to 

demographic profiles, maximizing a vending machine and catering mostly to the general public, 

it  will drive the manufacturers to consider user-friendly machines for all types of possible users. 

Park & Yoo (2012) stated that it is expected for smart vending machines to overcome the 

challenges such as stock run-outs and system disruptions. Relating to the study being conducted, 

this can be related to the management perspective, PITX, considering the type of vending 

machines that should be adopted. It could be contactless (smart) or not. Each type of vending 

machines have their own strengths and weaknesses and are just essential to be analysed 

thoroughly. Considering the Pandemic, it is right to have evaluation of both machines and 

products that will be vended. 

This study of Longzhang, Changxing and Liangbin (2019), was about creating a mobile 

functioned vending machine of the researchers where they stated that the customers can use their 

smartphones to access the nearest vending machine available and could browse its products and 

to meet the customer’s satisfaction. The design will allow the vending machine to move from its 

original place to meet the customer and give the products they want. As impossible as it may 

seem, we may never know how the researchers' study will contribute to the future generation 

when it comes to accessibility of PPE dispensing machine where a lot of things need to be 

considered in this designing a vending machine and upon basing it on the available resources is 

the main obstacle whereas this will help improve market competitiveness of the vending 

machines under the accessibility of the vending machine itself. 

Innovating technological advancements in business establishments are a good way to be ahead 

among other competitors. Vending machines were invented long long ago and yet its relevance 

to commercial industry is still present. Only different specifications and features added or applied 

to vending machines still meets the needs of the market. One study conducted by Smits (2017), 

states that “telemetry solutions open doors to new business opportunities”. If business firms keep 

in mind the primary purpose of a product such as a PPE dispensing machine will only be for a 

short term since CoronaVirus Disease-19 will end and is not forever, but taking from a long term 

perspective, PPE dispensing machine can serve as a dual purpose. Dispensing Personal Protective 

Equipment (PPE) as well as having a feature of placing advertising on its design would benefit 

the organization.  

On the basis of the study by Topping, Perron, Boynton, and Spofford (2013), medical equipment 

placed in the vending machines proved to be helpful in reducing contaminants, enhancing 

sanitation, and caring for patients are at high quality. And it's only constraint is that vending 

machines need to be further enhanced to fit in an ambulance. But in the case of adoption of a 
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dispensing machine to the PITX, the size of the machine will not be an issue, as long as it is 

electrically powered and fits on the design the transport terminal has. 

 

Nowadays, vending machines come with different concepts and models. Relative to the study of 

Kobayashi, Nishi, and Tamura (2003), in order for the market of vending machine’s to grow and 

mature, the presence of novel concepts must be desired and adopted. Multi-purpose vending 

machines are being developed and perceived to provide convenience-store-like experience. At 

times like pandemic, distributing or dispensing machines with Personal Protective Equipment 

(PPE) items will be an advantage to such open places like PITX. Aside from PPE products, the 

concept of a multi-purpose machine can provide more percent to the profit if adopted and used 

correctly. 

 

The research of Spangler (2006) found out that the most considered factor by the customers in 

using vending machines is their taste, convenience comes after it and last factor is the price of 

the vended products. In relation to the study, the adoption of the concept of the PPE dispensing 

machine to PITX, the aspects of considerations of the commuters are mostly of taste, convenience 

and price. These factors should be prioritized when adopting the concept of PPE dispensing 

machine. 

 

In line with the study of French et. al (2011), lowering the price of nutritious snacks in vending 

machines and placing it besides snacks with prices not comparatively high will make the 

consumers prefer the nutritious snacks more. In application to the researcher’s study, it will 

determine the price of Personal Protective Equipment (PPE) in the vending machine when the 

price is low, increasing sales is possible. The product variety in the vending machine where the 

researchers need to conduct the study are examples of surgical masks or n95 masks, alcohol, 

tissues, wet wipes, etc. that promote safety from the pandemic.  

 

It says that the most common vending machines that the products were vended from are foods 

according to Nollen et al. (2009) and O'Toole et al. (2007). In application to the study that is 

being conducted by the researchers, it is going to assess if the products that will be vended by a 

vending machine is a Personal Protective Equipment (PPE). It will be determined if having and 

adopting the PPE vending machine in PITX will at least have the same level of customers buying 

when it is compared to the vending machine that vended foods.  

 

In the research of Saeed et al. (2016), the Vendi vending machine company have created certain 

marketing strategies to be able to achieve major objectives. These are creating brand affinity and 

promotion such as experiential marketing, and developing a base of repurchase customers. With 

regards to the PITX, creating efficient marketing strategies that would catch the attention of the 

commuters into buying Personal Protective Equipment (PPE) in the terminal’s dispensing 

machines is a must. With an efficient marketing strategy, it would be beneficial as well to the 

management to gain revenue even in this pandemic situation.  

 

The case study of the company Pemko (2020), expanded the services that vending machines can 

offer. IMC Supply which leads to the introduction of the vending solutions. Since the company 

(Pemko) are good at handling vending machines, despite the struggles they encountered, they 

found a solution with the help of their distributor sales representative. Pemko started with three 
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machines in Memphis. These machines can dispense  different types of products including the 

office supplies, tools, &  drill bits even the equipment for safety use of the Personal Protective 

Equipment (PPE) items. The study also shows how flexible IMC supply is when it comes to 

vending different equipment where it can apply to the researchers study on how convenient and 

helpful vending machines would be in providing Personal Protective Equipment (PPE) in the 

commuters of PITX where vending machines are slowly becoming more convenient in which it 

becomes better when it comes to providing services to everyone. 

 

The usual Personal Protective Equipment (PPE) that are used by the people are industry quality 

face masks and face shields. On the other hand, there are already other alternative solutions 

created such as protective gowns made of thin plastic, goggles from transparent stationery and 

helmets from elastic apparel material, and are the best solutions in answering the shortage 

problem according to Rajak (2020). This solution can be applicable to the researcher’s study 

wherein the goods that will be dispensed in the PPE dispensing machine can be from recycled 

raw materials but should be sanitized and is still in highest quality. 

 

Throughout history, different innovations are made to cope up with the changing trends in the 

industry.  Vending machines are included in such innovation and smart vending machines are in 

trend today. Based on the study by Hilty, Lohmann and  Huang (2011), smart vending machines 

claims that with its recent features such as the vending machine will only light up with its motion 

sensor detecting possible customers, detecting environment temperature to cope up with its 

temperature inside and etc. will reduce the energy consumption needed in the vending machine. 

But this claim is contrary and it actually needs more energy to be consumed for the said vending 

machine to operate. With this finding, the PITX needs to adopt a vending machine that is self-

sufficient but still delivers quality goods to the customers. 

 

As stated by the variables in methodology reviewed by Mathews (2014), it assessed the  

accessibility of machines, tool type and the perception of the availability of vended products and 

vending environments. However the proposed vending machine was considered a major problem 

that can affect the standards guideline for all food and beverage items sold in schools. As vending 

machines are becoming more prevalent, it is a must to assess and evaluate the value and quality 

of vended products. In relation to the researchers' study, the accessibility and availability of 

products within the vending machines, are the real vending products that have safety for all those 

who can use those vending machines including childrens and adolescents. Relating to the 

research being conducted,  the vended products that will be provided by the manufacturers of the 

vending machine must be utilized and guaranteed high quality items. 

 

The feasibility research conducted by Viana et al. (2017),  aimed to identify the needs and distinct 

of vended products and also analyze the data of vending machines that contributes to growing 

evidence that healthy policies can support the sales of vending machines placed in universities. 

The adoption of a PPE dispensing machine in the PITX for health precautionary measure can 

adopt this kind of policies to the proposed PPE dispensing machine in order to meet the safety 

precautionary measures at the PITX.  

 

As claimed by the study of the abstract by Skrivanek (2020), a vending machine should have one 

objective that can be suitable for innovation for having and possibly attract potential consumers. 
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Since industrial vending machines are one of the machines that is used by most of the business 

where they attract most of their customers. It is important to know and to conduct marketing 

research in PITX for adopting the concept of PPE dispensing machine also, to know if it's feasible 

or possible to have a PPE dispensing machine in PITX when it comes to attracting customers.  

One strategy that can be considered to make a product profitable is the marketing strategy. 

Corresponding to the study of Merlo et. al (2014), part of their research findings was that most 

vending machines are covered with labels and design of the products. It was believed to be helpful 

in the marketing strategy of vending machines. The students were influenced by the layout and 

graphics featuring the vended products. Even today, graphics and designs are attracting more 

customers to purchase a certain product. Due to the fact that it is an effective strategy to attract 

customers, manufacturers of vending machines can consider this strategy to entice and invite 

possible consumers. Aside from schools, vending machines can now be found in malls, offices 

and other public areas like PITX where this study concentrates the proposal for adoption of PPE 

dispensing machines. 

Corresponding to the study of Estores, Roa and Santoyo (2006), their business proposal would 

contribute to the investor's awareness of the implementation of vending machines. It will also be 

simpler to comprehend the particular interests of the target group for the investor. The presence 

of a customer service agent who helps ensure proper inventory standards of vending machines 

must be available. Managing all billing, as well as fee terms, distribution and order location 

queries.  Machine security is mentioned as well whereas vending machines could be at threat of 

damage and/or other destruction. Securing such machines with hutches and other safety 

precautions, like safety mechanisms and protective hoods, may be beneficial. When considering 

putting up dispensing machines, it is important to consider as well the safety precautions. These 

dispensing machines are vulnerable to delinquents, just like in PITX  considering the fact that it 

is a mass transportation terminal that is why it is essential to place it accordingly in a certain area 

or location. 

As mentioned in the feasibility study of Estores, Roa and Santoyo (2006), for efficiency, 

consistency of operation is necessary and frequent input on the state of a vending machine is 

needed for this to be accomplished, and the machine needs to be protected from vandalism. These 

vending machines have certain specifications that need to be looked into, that is why when 

considering the placement of PPE dispensing machines, it essential to analyse thoroughly where 

is the desirable placement of these machines that is safe from certain dangers.  

2.2 Accessibility of Vending Machines 

One of the common things available in public areas are vending machines. As response to the 

advancement of vending machines, built in control systems are being developed to offer more 

vended products to the public. With the study conducted by Murena, Sibanda, Sibanda and Mpofu 

(2020), availability of vending machines are important as several people depend on accessing 

such products conveniently. With the existence of these machines, it is not required anymore to 

have the presence of assistance from any person. In addition, the advancement of this generation 

has positive effects that are also suitable for the vending machines. Relating to the study that the 

researchers are conducting, vending machines with Personal Protective Equipment (PPE) could 
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provide convenience and safety as a response to the Pandemic. Contactless transactions are much 

acknowledged these days and with the presence of vending machine’s advanced technology like 

LCD/touchscreen displays, image sensing, cashless (mobile and card systems) payment etc., 

user-friendly machines like this could be possibly adopted to an open zone just like the PITX 

which is a public transportation terminal. 

In Japan, the numbers of vending machines and automatic service equipment installed were 

growing products. If the management will consider the proposal for adopting PPE dispensing 

machine at the terminal, providing convenience to the commuters anytime and anywhere in terms 

of safety preventive measures as response to the Pandemic; having and learning the knowledge 

of various social responsibilities and environmental awareness will assist the PITX Management 

to be stable and grow positively through the years. 

It was believed that the vended products being sold in terms of its quality are one of the reasons 

for an obesogenic environment. To support this, Matthews and Horacek (2015) performed 

thorough research with the current methodologies and available tools for vending machines. 

Several factors have been evaluated and assessed in order to complete a thorough research 

including the accessibility of the vending machine. As it is an important factor, commuters of the 

PITX will also assess their perception regarding the ease of accessibility of a PPE dispensing 

machine. Since this study will be a proposal and considered as a pioneer research, knowing and 

identifying the comprehension of future possible users, which are the PITX commuters, will be 

able to consider and evaluate through surveys. 

Vending machines provide three opportunities in a library as stated in the article of Monley, 

(2011). These are access to stocks 24/7 at minimum staffing expenses, the opportunity to put a 

library outlet (book vending machines) in areas with heavy traffic and accessibility when it comes 

to finding library resources. Same goes with the concept of adopting PPE dispensing machines, 

it could give certain opportunities as well not just for the commuters in PITX but also for the 

management. There would be accessible personal protective equipment in case the commuters 

forgot or may need replacements.  

The researchers which are Buber, Gadner, Gruber and Ruso (2005) stated in their study that 

purchasing from a vending machine can be seen as a particular buying situation whereas it relates 

to the researcher’s study, the accessibility of Personal Protective Equipment (PPE) within ,the 

dispensing machine. It'll decide whether having a PPE dispensing machine in PITX will be as 

available and helpful to the travelers as possible anytime. 

According to the study of Caporusso et al. (2019), which is about the accessibility of vending 

machines on the disabled person such as people that are blind where it presents an experimental 

study that aimed at increasing mindfulness on the effect of poor availability in eVending. The 

said statement above can relate to the ease of accessibility of the Personal Protective Equipment 

where the researchers will able to find if having or adopting the concept of PPE dispensing 

machine is applicable to the PITX when it comes to the dispensing of Personal Protective 

Equipment (PPE) where  PITX has a variety of commuters such as seniors through the survey of 

commuters perceptions in accordance to the ease of accessibility of the study. 
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Some of the benefits of having vending machines in a certain area is the convenience and ease of 

accessibility to the vended products. In the study of Mengarelli and Palacios (2019), student’s 

prefer vending machines due to its convenience and ease of access in times of hunger. Aside from 

food and beverages, vending machines also offer a wide range of products. The presence of 

vending machines can be useful during this Pandemic to provide easy access of personal 

protective equipment at public areas. In consideration of social distancing and less contact with 

people to prevent more cases of CoronaVirus Disease-19 arising, PPE dispensing machines are 

up for proposal to a public area like the terminal, PITX. 

In the study of Mason et al. (2014), with relation to control the disease, it recommends prevention 

through the availability and convenience of healthful alternatives of food and beverage choices 

in locale venues, providing better access through vending machine-snack. The success is 

completed by the strategy demonstrated in schools and worksites. The adoption of PPE 

dispensing machines in the PITX can be possible in terms of the ease of accessibility. Allowing 

consumers to use and choose products that are available in the dispensing machine in PITX. 

The presence of industrial vending machines are not just for customers but also to the employees. 

Hill (2020) stated in one of his articles that vending machines are an effective way to record and 

dispense inventory items at the point of use. This pandemic became an opportunity to develop 

software associated with vending solutions. With this progress, distributors are able to track the 

compliance of employees towards safety measures through the vending machines. Relating to 

the study being conducted, accessibility of vending machines shares the same importance not just 

for the customers but also to the management. Adopting this concept to the PITX can provide a 

higher accessibility for both consumers and record of vended products.  

2.3 Users’ Interest and their Perception 

It is believed by Abdallah (2017) that commuters are categorized into four and one of it's 

categorization is that commuter's reason to commute is because public transportation is plentiful, 

available and reliable. If public transportation is perceived by the commuters as reliable, therefore 

PPE dispensing machines adoption in public transit terminals will drive the interest of the 

commuters to use transit terminals such as PITX. Rather than commuting elsewhere, a transit 

terminal that offers transportation at the same time offers a PPE dispensing machine as well will 

push the commuters to decide on such an option.  

The amenities that are sought by passengers on transport terminals includes comfort room, police 

or security personnel and seats, according to the results of the study by Koh (2020). It was further 

proved by her study that convenience is what passengers or transport terminal users seek when 

using transport terminals. In relation to the researchers' study, the adoption of the concept of PPE 

dispensing machines will include the interest of the passengers and the management. However, 

there are certain restraints in the financial aspect and space allotment for the management to add 

amenities such as PPE dispensing machines. 

According to Eastman-Mueller et al. (2016), availability of vending machines are beneficial in 

identifying outlook of development and presents data and results of interaction between 

consumer and machine. In relation to the study, the researchers will be conducting, if it is 

176



 

 

applicable to the situation today where CoronaVirus Disease-19 continues to surpass the 

Philippines. It will be able to find out the interests of certain passengers in PITX with regards to 

the use and by having a PPE dispensing machines to PITX.   

 

As stated in the research study of Ling, Li, Sun and Temple (2012) in Solbridge, the customers' 

consideration in using vending machines are its features such as being smart, the proper 

placement, the goods the machine is offering and lastly the good’s price should be reasonable. 

The authors have concluded that the vending machine is effective, if all the said considerations 

are given to the users and the users are wowed and not just pleased. In relation to the feasibility 

of adopting PPE dispensing machines, the machine’s overall features are considered by a lot of 

users and not just limited to a single feature. This means that the machine will not only be product 

wise or money wise but should be both. The customers’ perception of the overall features of the 

Personal Protective Equipment (PPE) is very important to consider.  

 

The results of the research by Bodhale and Kulkurni (2017) concluded that the users of the 

vending machine are different to each other in terms of behaviour and attitude. User’s attitudes 

vary depending on the machine’s feature whether it will be accessed through coin inserted or 

cashless feature. In relation to the researcher’s study, the design of the PPE dispensing machine 

in terms of how it will receive payment should be considered as well and not be disregarded. Not 

all the time the users of the dispensing machine prefer coins and not all the time prefer cashless 

transactions.  

 

In the study stated by the findings of Brown (2012) which recommended “time convenient” is 

one of the primary reasons that makes the users purchase goods via a vending machine. The said 

factor above is related to the study the researchers are conducting. Specifically in perceptions of 

the commuters that it is convenient to use a PPE dispensing machine. The statement above shows 

that the convenience of having a vending machine in an area which is relatable to the study where 

the PPE dispensing machine will have a possibility to be placed in the PITX as it caters to the 

perception of the commuters that the said vending machine is time convenient.  

 

In accordance with the study by Abad (2017), the conceptual framework of their study stated that 

when having a certain commodity that is going to be sold in a vending machine, they should 

consider customers on how tiring it will be if there will be many customers queuing to buy certain 

needs. With that being said, the statement will go and will be fit by the variable of accessibility 

of the PPE dispensing machine. It includes asking how the concept of adopting will at least or 

somehow help the people who need some Personal Protective Equipment (PPE) such as masks, 

alcohol, tissues, wet wipes, etc. in PITX through the perception of the commuters with this 

specific variable that the researchers will be conducting.   

 

A machine that dispenses tickets is one of the revolutionary ideas of vending machines that were 

innovated to meet the growing demand of the growing commuters in urban cities. As stated by 

Muhammad, Faradilla, Muslim and Animia (2017), “Cognitive ergonomics is a reaction of a 

human to an element of a certain system”.  Users react differently to a machine depending on the 

nature of its design. If the machine is ergonomically functional, users will take into consideration 

that the machine transacts faster and better compared to the manual ones. In connection to the 

researcher’s study, the PPE dispensing machine, if designed ergonomically, will be perceived by 

177



the customer as user-friendly and not complicated to use. 

Soegoto (n.d) mentioned that when creativity and innovation is manifested by people that work 

in producing products and services, it creates business opportunities that produce products or 

services demanded by consumers. In relation to the study that is being conducted by the 

researchers, the knowledge of the commuters that the goods dispensed on the machine are made 

possible through the help of laborers who have creativity and innovation will be the driving 

interest of the commuters to the PPE dispensing machine to PITX. 

In accordance with the study of Mulyani and Hartono (2019), the concept of having a vending 

machine would certainly be accepted by individuals who want products that are effective and 

functional. The decline of vending machines is induced by the ignorance of people in Indonesia 

of the unfamiliarity of how to operate the said machine whereas, the vending machines are still 

too uncommon for Indonesians. Compared to Japan, vending machines are everywhere, from 

towns to distant areas as well as the mountains. While in the Philippines, commuters really vary 

in terms of their perceptions and ability to cope up with innovations, it is essential for the PITX 

to analyse what would be the insights of the Filipino commuters to the (PPE dispensing machine 

that will be proposed.  

As specified by the focus on the research study by Tilley and Houston (2016),  the demands of 

women and men have differences in terms of transport and experiences. Women tend to have 

multiple roles such as workers/employees and carers for children as well as performance of 

numerous trips and active walking and riding of buses. The study also stated that men travel in 

cars more often as men have higher earnings and rates of employability, compared to women. In 

relation to the study that is being conducted by the researchers, the factors that affect the 

differences between the female and male commuters can also as well be the basis of the 

commuters at the PITX Terminal.  

Based on the article written by Page (2019), recruiting women will boost your company’s bottom 

line which connotes stronger business and economy results, more job satisfaction for all and also, 

women make more supportive bosses in which they are more committed to their career 

development, compared to those with a male boss. Lastly, women aid creativity and improve a 

company’s status in which businesses with women in senior management roles had a higher level 

of innovation intensity, producing 20% more inventions than teams headed by men. 

In the study conducted by Sanz de Acedo Lizarraga, Sanz de Acedo Baquedano and Cardelle-

Ellawar (2007),  there are significant differences in the process of decision making of the 

participants of the study. It was mentioned that women are concerned with several factors such 

as uncertainty, doubts, and the dynamism in terms of making a decision. Also,  they value time, 

money and the consequences that may come up after their choices while men on the other hand 

are more considerate in carrying out decisions and more motivated when pressured to make one. 

In support for the results presented above, the significant differences in accepting the concept of 

PPE dispensing machines can be affected with these reasons that are influencing the decision 

making of men and women.  

According to the hypothesis of Hyde (2005) wherein she concluded that there are similarities 
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which embody men and women in terms of most psychological variables or the way they think. 

One example of psychological variables is the perspective on a certain aspect. Relevant to the 

table shown, the perceptions of the commuters have a resemblance in each other's answers on the 

survey when it comes to the variables that are presented to the perspective of having the adoption 

of the concept of PPE dispensing machine in PITX. 

2.4 Feasibility and Its Nature 

Not all countries can adapt to the fast changes of technology and innovation like vending 

machines. It was stated in the study of Jasmin, Beulah Hemalatha, and Udayakumar, (2016), that 

such machines are not common in the researcher’s country, which is in India. As a response to 

this fact, the authors aimed to develop a prototype model of a vending machine that can provide 

several advantages and help the fellow citizens. Considering the candy machines and relying on 

how it works, the authors were able to produce and create a prototype model of a vending 

machine. Also, the authors concluded that upon implementation of these kinds of vending 

machines will help schools and colleges to take specific items at their own convenience with easy 

access. In relation to the research being conducted, if the commuters of PITX will acquire and be 

knowledgeable with the right amount of perception and advantages of a PPE dispensing machine, 

there is a possibility of putting the proposal to real life. With the increasing PPE dispensing 

machines being innovated today, there is a wide variety of choices that can be suitable for the 

terminal. Having personal protective equipment in this time of Pandemic can be considered as an 

advantage for everyone. These include ease of accessibility of Personal Protective Equipment 

(PPE), convenience of having a contactless transaction, and having a variety of PPE needed 

anytime of the day. 

In France, as a response to the concern for public health issues, AIDS, one of the approaches was 

the usage of syringe vending machines for injection-drug users. A study was conducted by 

Obadia, Feroni, Perrin, Vlahov, and Moatti (1999), that evaluates the usefulness and accessibility 

of syringe vending machines.  As a result, vending machines were successful in terms of 

attracting a population that was hardly reached by their other approaches and programs. The 

existence of syringe vending machines were considered to be feasible. Relating to the research 

being conducted during this pandemic, the concept of  PPE dispensing machine in terms of the 

level of feasibility can be acknowledged. As response to the precautionary measures, public 

places like PITX can be able to stretch out such measures to a wide variety of people travelling 

to different places. This factor can be considered in terms of assessing the feasibility of PPE 

dispensing machines at the PITX. 

2.5 Synthesis 

The collection of the foreign and local studies in the review of related literature provides relevant 

information to the adoption of the concept of PPE dispensing machine in a mass transportation 

terminal in the Philippines which is the PITX.  The sources all discuss the applicability and nature 

of these vending machines wherein one author from the studies, Smits (2009), argued that 

innovative technological developments in corporate organizations are a beneficial move. The 

studies and articles gathered under the vending machine and its industry topic has presented 

significant results and information with the goods or products that are being vended, its benefits, 
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its downside, as well as the marketing strategies being used by vending machine companies and 

the placement of these vending machines. The authors have concluded that the vending machine 

sector grew rapidly and became part of culture in certain countries and where assorted beverages 

and snacks are easy to purchase. The provision of a wide range of goods and its profitability have 

been greatly optimized by the vending machines. Also, there are several placements or locations 

that could be considered when setting up a vending machine. These could be in busy areas, such 

as transit hubs such as train stations, airports and terminals, etc. Certain marketing strategies are 

being implemented such as putting pictures or text together on the vending machines. These 

gathered information are linked to the adoption of PPE dispensing machines in PITX as to give 

background on the certain aspects with regards to vending machines. For the compilation of 

foreign studies in line with the accessibility of vending machines, provides essential information 

concerning the accessibility of existing vending machines. According to the studies, vending 

machines have been providing ease of accessibility and convenience to the consumers such as 

students, employees and the general public. Since its creation until the present, there has been 

continuous development of concepts to provide user-friendly machines, easier accessibility and 

convenient transactions at all times. Results of collected studies on accessibility are the product 

of thorough research, surveys, and studied cases over the years. With the data and information 

gathered, researchers can perceive that the study for feasibility of adopting the concept of PPE 

dispensing machine in PITX can be approved due to positive outcomes and discussions of studies 

that were conducted years ago and even at the current year, 2020.  

The related information gathered on the users’ perception on vending machines correlates with 

the research of the proponents, necessities, places, environment, prices, and products being 

offered and other mentioned factors above significantly impacts the consumer and participants’ 

perception. Wherein, it is highly encouraged to keenly review the appropriateness of these factors 

on feasibility studies. Surveys or interviews regarding the topic of the study may be applied in 

gathering data with respect to the thoughts and insights of the commuters and management. And 

as the country is still in the midst of the pandemic, it guarantees that the availability of PPE 

dispensing machines on the said location PITX  will be beneficial in preventing the spread of 

Coronavirus Disease-19 infection. The collection of foreign studies in feasibility and its nature 

states the common problem in the studies of other researchers is the non-existent of vending 

machines in an area which will make the adoption of Personal Protective Equipment (PPE) 

dispensing machines feasible. As stated, vending machines that are not commonly found or not 

available in a place or in an area have an increased chance to be adopted especially if the machine 

meets the needs of certain users. The surveys and interviews collected by previous researchers 

will support the feasibility assessment of PPE Dispensing Machine in the PITX.  To conclude the 

review of the related literature, the gathered information are related and essential to the current 

research proposal. Vending machines back then and up until now have been always in constant 

innovation and concept development to continuously provide high quality products and services 

that meet the needs of every person, with convenience and accessibility as being considered a 

priority to develop such vending machines. And with that reason it can tell that there are still 

rooms that need to be improved as vending machines are not beyond comparison. 
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2.6 Conceptual Framework 

 
Figure 1. A Conceptual Framework for the Level of Acceptability in Adopting the Concept of 

PPE Dispensing Machine in PITX. 

 

As shown above, the two major groups identified by the researchers as independent variables are 

the establishment’s representatives of PITX level of acceptability with variables: (1) marketing, 

(2) financial, (3) economical and the PITX commuters’ level of perception with variables: (1) 

interest to the PPE dispensing machine, (2) ease of accessibility, (3) convenience in using PPE 

dispensing machine. The intervening variables on the other hand are the significant difference of  

the level of acceptability of the establishment representatives when grouped based on their gender 

and the significant difference in the level of acceptability of the commuters when grouped based 

on their gender. As the dependent variable is the level of acceptability of adopting the concept of 

PPE dispensing machine in PITX. This study as a feasibility assessment allows the researchers 

to conduct a study of the PPE dispensing machine concept to analyze and evaluate the chances 

of adopting such in the PITX. The conceptual framework shows that the process of providing a 

PPE dispensing machine is complicated as it was also mentioned in a study of Eastman-Mueller 

et al. (2016). It was stated that an attitude or behaviour of everyone towards implementation of a 

vending machine can provide insight into the unique consumer experiences. The study will 

present the level of perception of the commuters and the level of acceptability in the perspective 

of the establishment’s representatives at PITX by conducting surveys to the commuters with 

regards to their opinions, thoughts and feelings in relation to the adoption of the concept of PPE 

Dispensing Machine as well as the significant differences that will based on the gender of the 

commuters and selected establishment representatives. 

 

III. Methodology 

 

3.1 Research Design  

 

The study used a Descriptive - Mixed Methodology Research Design which is a Mixed Method 

Research. The researchers conducted a structured interview with the establishment’s 

representatives and the researchers collected online surveys from the commuters of Metro Manila 

in PITX. The process of gathering data of the researchers with accordance to the respondents was 

sequential. In order to determine the validity of the questionnaires, the researchers first conducted 
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a pilot survey to certain commuters and after that, the researchers conducted the validity of the 

questionnaires by performing Cronbach’s Alpha from 30 respondents. After successfully 

validating the questionnaires, the researchers continued the actual data gathering to the 

commuters. 

With regards to the establishment’s representatives, the researchers gave  printed questionnaires 

beforehand in order for respondents to review the questionnaire that they would be able to 

answer. Afterwards, the establishment representatives answered the second part of the survey, 

which is answerable through a 4-point likert scale. From that, researchers collected and analyzed 

the results from the structured interview and surveys. The researchers wanted to know if it’s 

possible to adopt the concept of PPE Dispensing Machine in PITX from the perception of the 

commuters in terms of interest, ease of accessibility and convenience of using it and also from 

the level of acceptability of the establishment’s representatives in PITX in terms of marketing, 

financial and economical. 

3.2 Research Participants 

The researchers conducted the study at PITX. The researchers gathered responses from the 

commuters from Metro Manila. While responses from establishment representatives were 

gathered inside the vicinity of PITX. Both are qualified and suitable as the respondents of the 

study.  

3.3 Sample Size and Sample Technique 

The approved research topic for the researcher’s group is titled “A Feasibility Assessment for 

Pandemic Precautionary Measures: Adopting the Concept of Personal Protective Equipment 

(PPE) Dispensing Machine in Parañaque Integrated Terminal Exchange (PITX)”.  In view with 

the fact that the research aims to identify the feasibility of adopting a PPE Dispensing Machine 

at PITX, which is not existing as of the moment nationwide, the researchers believed that the 

sampling techniques that shall be used for this research were both non probability sampling. Since 

the researchers conducted a survey to identify the perception coming from the commuters and 

structured interviews through written questionnaires for the establishment representatives of the 

PITX with regards to the PPE Dispensing Machine adoption proposal, it was necessary to apply 

non probability sampling for the establishment representatives. For the sample size of the 

commuters, the researchers came up with a sample size of 300,  confidence level of 95%, 

confidence interval of 5.64, and a population of 50,000 as the average daily commuters. The 

researchers came up with this number of population by referring to the information that the PITX 

can accommodate up to 100,000 commuters every day.  

Considering that this study is a pilot research, a convenience sampling approach was used 

wherein the commuters are surveyed based on the  amount of time the commuters are free since 

the PITX is one of the busiest terminals in Metro Manila. On the other hand, the best approach 

for the establishment representatives of PITX will be the non-probability convenience sampling. 

As this research aims to propose adopting a PPE dispensing machine that might help both the 

commuters and personnels in the future, it was necessary conducting a survey for the commuters 

of PITX.  
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3.4 Research Instrument 

This study made use of the survey questionnaire which were made by the researchers and covers 

the level of perception of the commuters on the concept of adopting the PPE Dispensing Machine 

in PITX. For the quantitative data gathering, the survey questionnaire was a 4-point Likert Scale 

to get specific responses with scales Strongly Agree (4), Agree (3), Disagree (2), Strongly 

Disagree (1). The first five statements in the questionnaire covered the interest variable, the next 

five covered the ease of accessibility variable, and the last five covered the convenience variable. 

All of these were associated  with the concept of using PPE Dispensing Machines once placed in 

the said terminal, the PITX. 

For the quantitative data as well of  the establishment representatives, the  4-point likert scale 

survey with scales Fully Acceptable (4), Acceptable (3), Slightly Acceptable (2), and 

Unacceptable (1) with five questions each variable. For the qualitative data gathering, the  written 

questionnaires and structured interview was utilized in gathering the data with regards to the 

establishment representatives of  PITX covering the level of acceptability in adopting the PPE 

dispensing machine with regards to marketing, financial and economical aspects of PITX. 

3.5 Research Procedure 

First and foremost, the questionnaires were validated by the research adviser. The questions that 

were used consist of the variables from the researcher’s statement of the problem. The researchers 

then constructed a letter of consent for a structured interview and was delivered to the 

representatives of the selected establishments located inside the PITX. The letter of consent 

contains information such as the purpose of the study being conducted, the target respondents of 

the research study and the other necessary details for the structured interview. 

Upon the approval of the establishment’s representatives, the researchers were able to gather 

contact information that was used for the purpose of sending reminders through email and sms 

messages. The questions produced in survey and interview questionnaires for the establishment’s 

representatives were made in printed paper. Also, the survey forms for the PITX commuters were 

made in  Google forms.  

After a few weeks, the researchers constructed a letter for approval to conduct a written interview 

at the PITX Terminal. Afterwards of being approved by the Research Adviser, the researchers 

proceeded with the written interview. At the same time, the survey forms in Google forms are 

distributed as well to the commuters in the vicinity of the PITX. The researchers also considered 

distributing Google forms through social media platforms such as Facebook, Twitter and 

Instagram for the researchers to complete the 300 respondents from the commuters. The analysis 

follows. 

3.6 Statistical Treatment of Data 

The statistical tools used in collecting the data, which is the descriptive statistics, specifically the 

weighted mean and standard deviation and one-way ANOVA (Analysis of Variance). The 

researchers used convenience sampling as a method in choosing respondents from a whole 
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population from Metro Manila. In addition, the researchers used frequency and percentage to 

determine the profile of the commuters or respondents. Also, the researchers used weighted 

means to compute the final average of each question and to know if the respondents agreed or 

disagreed on the questions in statement of the problem. The obtained mean values for the 

quantitative data were interpreted using the four-point scale below: 

Numerical 

Data 

Range Verbal Interpretation 

4 3.26-4.00 Fully Acceptable 

3 2.51-3.25 Acceptable 

2 1.76-2.50 Slightly Acceptable 

1 1.00-1.75 Unacceptable 

Numerical 

Data 

Range Verbal Interpretation 

4 3.50-4.00 Fully Acceptable 

3 2.51-3.50 Acceptable 

2 1.51-2.50 Slightly Acceptable 

1 1.00-1.50 Unacceptable 

The one-way ANOVA was utilized in determining if there was a significant difference to the 

gathered mean and standard deviation with regards to the independent groups. In choosing 

establishment representatives, the researchers used the method of convenience sampling since 

the study takes place during the times of pandemic wherein establishments that are operating are 

limited while others are permanently closed. The researchers have collected 11 responses from 

different establishments namely Bench, Macao Imperial, Miniso, World Balance, Red Ribbon, 

Mang Inasal, Chowking, Konzert, Photo to Go, Lawson, and Subway. In analyzing the data 

gathered from the qualitative method, content analysis was used, specifically the conceptual 

analysis. Meaning units, condensed meaning units, codes and categories were indicated in a 

tabular form to facilitate the analysis of the data. 

IV. Presentation, Analysis, and Interpretation of Data

This chapter presents the results obtained from data gathering of the study, analysis and 

interpretation. The instrument that the researchers used in gathering data is a 4-point likert scale 

survey questionnaire for the respondents of the study. The total number of respondents from the 

commuters were 300. For the establishment representatives, the researchers approach used both 

quantitative and qualitative to measure the response. The statistical treatments of the study for 

the quantitative method are Weighted Mean, Standard Deviation and One-Way ANOVA 

(Analysis of Variance), while for the qualitative method the researchers used a structured 

interview in gathering the data and content analysis in treating the qualitative data. The findings 
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are presented in tabular and textual form after being analyzed by the statistician to facilitate 

analysis and interpretation.   

Table 4.1 

For the commuters, Table 4.1 shows the Frequency and Percentage Distribution of Commuters 

Based on Gender in which most of the respondents are Female that has a percentage of 67% 

which has 202 responses and the least respondents are Male that has a percentage of 33% which 

has 98 responses.  

As specified by the focus on the research study by Tilley and Houston (2016),  the demands of 

women and men have differences in terms of transport and experiences. Women tend to have 

multiple roles such as workers/employees and carers for children as well as performance of 

numerous trips and active walking and riding of buses. The study also stated that men travel in 

cars more often as men have higher earnings and rates of employability, compared to women. 

The specific statements above shows and supports the reason as to why Female respondents are 

greater than the number of the Male respondents.   

In connection to the data presentation and analysis, there are more responses gathered from 

females compared to male as females travel more often in PITX because of numerous reasons 

such as productivity, roles, performance and activity. It showed that women tend to use the 

terminal more often which made them perceptive to the concept of the PPE dispensing machine. 

Table 4.2 

Table 4.2 shows  Frequency and Percentage Distribution of Establishment Representatives Based 

on Gender in which most of the respondents are Female that has a percentage of 55% and has 6 

responses and the least respondents are Male that has a percentage of 45% which has 5 responses. 

Based on the article written by Page (2019), recruiting women will boost your company’s bottom 

line which connotes stronger business and economy results, more job satisfaction for all and also, 

women make more supportive bosses in which they are more committed to their career 

development, compared to those with a male boss. Lastly, women aid creativity and improve a 

company’s status in which businesses with women in senior management roles had a higher level 

of innovation intensity, producing 20% more inventions than teams headed by men. 
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With the connection of the data presented and analysis, this shows wherein most establishments 

had more female employees because of the positive effect in terms of having a stronger 

relationship to the job that they are positioned in. It showed that women tend to have more 

dedication and longer patience to a certain field of work than men, especially in the services field 

of work where they are facing customers.  

1. In the perspective of establishment representatives in the Parañaque Integrated Terminal

Exchange (PITX), what is the level of acceptability of adopting the concept of PPE dispensing

machine?

Table 4.3 

Legend: 3.26  -  4.00 Fully Acceptable, 2.51 - 3.25 Acceptable, 1.76 - 2.50 Slightly Acceptable, 

1.00 - 1.75 Unacceptable 

Table 4.3 shows the Level of Acceptability of Adopting the Concept of Personal Protective 

Equipment (PPE) Dispensing Machine in the Perspective of Establishment Representatives in 

Terms of Marketing. The table presents statement 4 with a mean of 3.36 followed by the 

statement 1 with a mean of 3.27, statement 2 with a mean of 3.18, statement 3 with a mean of 

3.09 and the lowest mean, 2.55 from statement 5. As seen above, the standard deviation of 0.302 

is equivalent to the verbal interpretation of Acceptable. 

Relative to the study of Kobayashi, Nishi, and Tamura (2003), in order for the market of vending 

machine’s to grow and mature, the presence of novel concepts must be desired and adopted. 

Multi-purpose vending machines are being developed and perceived to provide convenience-

store-like experience. The statement above supports and shows that the presence of PPE 
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dispensing machines in terms of marketing is acceptable and is marketable during this time of 

pandemic as per the Establishment Representatives' response.  

With the connection of the data presented and analysis to the research topic, this indicated that in 

the perspective of establishment representatives in PITX, adopting the concept of PPE dispensing 

machines is acceptable in terms of marketing and they have a close viewpoint.  It can be 

interpreted that the selected establishment representatives considered having PPE dispensing 

machines at their stores as the said dispensing machine will have the capability of marketing 

solutions.. 

Table 4.4 

Legend: 3.26  -  4.00 Fully Acceptable, 2.51 - 3.25 Acceptable, 1.76 - 2.50 Slightly Acceptable, 

1.00 - 1.75 Unacceptable 

Table 4.4  shows the Level of Acceptability of Adopting the Concept of Personal Protective 

Equipment (PPE) Dispensing Machine in the Perspective of Establishment Representatives in 

Terms of Financial. The table above presents the weighted mean which is 3.02, equivalent to the 

verbal interpretation of Acceptable. The table presents statement 6 with a mean of 3.18 followed 

by the statement 9 with a mean of 3.09, statements 8 and 9 with a mean of 3.00 and the lowest 

mean which is 2.82 from statement 7. It shows as well the standard deviation of 0.510 with the 

verbal interpretation of Acceptable. 

In accordance with the study of Mulyani and Hartono (2019), the concept of having a vending 

machine would certainly be accepted by individuals who want products that are effective and 

functional. The decline of vending machines is induced by the ignorance of people in Indonesia 

of the unfamiliarity of how to operate the said machine whereas, the vending machines are still 

too uncommon for Indonesians. Compared to Japan, vending machines are everywhere, from 

towns to distant areas as well as the mountains. Making it obvious that Japan's vending machine 

industry is profitable as countless machines pop up in every street of the country. The concept of 

PPE dispensing machine application to the Parañaque Integrated Terminal Exchange (PITX) is 

going to be profitable and financially wise.  
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With the connection of the data presented and analysis to the research topic, this indicated that in 

the perspective of selected establishment representatives in PITX, adopting the concept of PPE 

dispensing machines is acceptable in terms of financial benefits for the stores in the PITX as well 

as they had a close viewpoint with regards to the topic. 

Table 4.5 

Legend: 3.26  -  4.00 Fully Acceptable, 2.51 - 3.25 Acceptable, 1.76 - 2.50 Slightly Acceptable, 

1.00 - 1.75 Unacceptable 

Table 4.5 shows Level of Acceptability of Adopting the Concept of Personal Protective 

Equipment (PPE) Dispensing Machine in the Perspective of Establishment Representatives in 

Terms of Economical. The table presents a weighted average mean of 3.31. The statement 11 is 

the highest mean with a mean of 3.91 followed by the statement 12 with a mean of 3.36, statement 

15 with a mean of 3.18, statement 14 with a mean of 3.09 and the lowest mean, 3.00 from 

statement 13. As seen above, the standard deviation is equal to 0.459 with a verbal interpretation 

of Fully Acceptable. 

With the study conducted by Murena, Sibanda S. Sibanda V. and Mpofu (2020), availability of 

vending machines are important as several people depend on accessing such products 

conveniently. With the existence of these machines, it is not required anymore to have the 

presence of assistance from any person. In relation to the Establishment Representatives’ 

response, the PPE dispensing machine is fully acceptable and necessary in this time of pandemic. 

With the connection of the data presented and analysis to the research topic, this indicated that in 

the perspective of establishment representatives in PITX, adopting the concept of PPE dispensing 

machines at their stores in PITX is very likely and they had a close viewpoint in terms of 

economical. 
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Table 4.6 

Legend: 3.26  -  4.00 Strongly Agree, 2.51 - 3.25 Agree, 1.76 - 2.50  Disagree, 1.00 - 1.75 

Strongly Disagree 

Table 4.6 shows Level of Perception in Adopting the Concept of Personal Protective Equipment 

(PPE) Dispensing Machine in the Perspective of Commuters in Terms of Interest. The table above 

presents the weighted average mean which is 3.38. The table presents statement 1 with a mean 

of 3.51 followed by the statement 2 with a mean of 3.44, statement 3 with a mean of 3.38, 

statement 5 and the lowest mean which is 3.24 from statement 4. It shows as well the standard 

deviation of 0.475 equivalent to the verbal interpretation of Strongly Agree. 

It is believed by Abdallah (2017) that commuter’s one of it's categorization is that commuter's 

reason to commute is because public transportation is reliable. If public transportation is 

perceived by the commuters as reliable, therefore PPE Dispensing Machines adoption in public 

transit terminals will drive the interest of the commuters to use transit terminals such as 

Parañaque Integrated Terminal Exchange (PITX). Availability, presence of dispensing machines 

in the terminal, fascinating, and technology advanced PPE dispensing machines are the drivers 

of their interest.  

With the connection of the data presented and analysis to the research topic, this indicated that in 

the perception of commuters in PITX, adopting the concept of PPE dispensing machines at their 

stores in PITX is very likely and they had a close viewpoint in terms of their interest as a 

commuter. It showed that the respondents had high interest with regards to using the PPE 

dispensing machine in the future. 
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Table 4.7 

Legend: 3.26  -  4.00 Strongly Agree, 2.51 - 3.25 Agree, 1.76 - 2.50  Disagree, 1.00 - 1.75 

Strongly Disagree 

Table 4.7 shows the level of perception of the Commuters to the Concept of Personal Protective 

Equipment (PPE) Dispensing Machine in Terms of Ease of Accessibility. The table presents 

statement 10 as the highest with a mean of 3.55 and is followed by statement 6 with a mean of 

3.52, next is statement 3 with a mean of 3.45, statement 9 with a mean of 3.42 and last is statement 

7 with a mean of 3.41. As seen above, the standard deviation of 0.488 has the verbal interpretation 

of Strongly Agree.  

In connection to the study of Buber, Gadner, Gruber and Ruso (2005) where they stated in their 

study that purchasing from a vending machine can be seen as a particular buying situation 

whereas it relates to the researcher’s study, the accessibility of Personal Protective Equipment 

(PPE) within dispensing machine. Having the accessibility of Personal Protective Equipment 

(PPE) in a dispensing machine can make the way of accessing Personal Protective Equipment 

(PPE) dispensing machines more easier for the commuters since there will be an available 

Personal Protective Equipment (PPE) Dispensing Machine.  

With the connection of the data presented and analysis to the research topic, this indicated that in 

the perception of commuters strongly agrees to adopt the concept of PPE dispensing machines 

and had a close viewpoint in terms of ease of accessibility in PITX. This meant that the 

commuters perceived that using the PPE dispensing machine will be easily accessed by the 

commuters.  
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Legend: 3.26  -  4.00 Strongly Agree, 2.51 - 3.25 Agree, 1.76 - 2.50  Disagree, 1.00 - 1.75 

Strongly Disagree 

 

 

Table 4.8 shows Level of Perception of the Commuters to the Concept of Personal Protective 

Equipment (PPE) Dispensing Machine in Terms of Convenience. The table shows the weighted 

average mean of 3.34. This indicates that the commuters in PITX have a high level of perception 

with regards to using the PPE dispensing machine if the concept of PPE dispensing machines is 

adopted. The table presents the means of the following statements. The highest mean is the 

statement number 13 which has a mean of 3.50 followed by statement number 11 which has a 

mean of 3.49, statement number 12 has 3.37, statement number 14 has 3.33 and followed by the 

lowest mean of 2.93 in statement number 15. It has a total standard deviation of 0.516 which is 

equivalent to the verbal interpretation of Strongly Agree. 

 

It was stated in the study of Kajimura, Kametani and Miyagishi (1998), the transition of Fuji 

Electric’s product development and future prospects. The said company was producing vending 

machines, and were submitting to the social responsibilities and environmental awareness, the 

company kept on developing vending machines as what was expected. “Convenience anytime 

and anywhere” was the concept that was leading the Fuji Electric’s and at the same time, pursuing 

imperatively environment-friendly and human friendly products. The response of the commuters 

was the same towards their perception of the PPE dispensing machine, strongly agree, that it will 

provide convenience during this time of pandemic.  
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With the connection of the data presented and analysis to the research topic, this indicated that 

the perspective of commuters strongly agrees to adopting the concept of PPE dispensing 

machines and had a close viewpoint in terms of convenience. The commuters perceived that the 

dispensing machine is  convenient to use.  

 

3. Is there a significant difference in the level of acceptability of the establishment representatives 

when grouped based on their gender in terms of adopting the concept of PPE dispensing machine? 

 

Table 4.9 

 

 
 *Significant at alpha level 0.05 

 

In the study conducted by Sanz de Acedo Lizarraga, Sanz de Acedo Baquedano and Cardelle-

Ellawar (2007),  there are significant differences in the process of decision making of the 

participants of the study. It was mentioned that women are concerned with several factors such 

as uncertainty, doubts, and the dynamism in terms of making a decision. Also,  they value time, 

money and the consequences that may come up after their choices while men on the other hand 

are more considerate in carrying out decisions and more motivated when pressured to make one. 

In support for the results presented above, the significant differences in accepting the concept of 

PPE dispensing machines can be affected with these reasons that are influencing the decision 

making of men and women.  

 

With the connection of the data presented and analysis to the research topic, this indicated that 

gender of establishment representatives plays an important role as there are significant 

differences when it comes to the level of acceptability of the PPE dispensing machine. Women 

considered the different factors and reasoning in considering the adoption of the PPE dispensing 

machine than men.  
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4. Is there a significant difference in the level of perception of the commuters when grouped 

based on their gender in terms of adopting the concept of PPE dispensing machine?  

 

Table 4.10 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

*Significant at alpha level 0.05 

 

 

Table 4.9 shows the difference of the perception of the male and female commuters in PITX. The 

table shows the overall significance of 0.276. This indicates that there is no significant difference 

in the perception of male and female commuters in terms of their interest, ease of accessibility of 

the PPE dispensing machine, and convenience. The table presents the differences of interest, ease 

of accessibility and convenience based on gender and variables. The variable that has a highest 

p-value is the interest that has 0.510. Next, convenience which has a p-value of 0.362 and the last 

is the ease of accessibility which has a p-value of 0.183. 

 

According to the hypothesis of Hyde (2005) wherein she concluded that there are similarities 

which embody men and women in terms of most psychological variables or the way they think. 

One example of psychological variables is the perspective on a certain aspect. Relevant to the 

table shown, the perceptions of the commuters have a resemblance in each other's answers on the 

survey when it comes to the variables that are presented to the perspective of having the adoption 

of the concept of PPE dispensing machine in PITX. 

 

With the connection of the data presented and analysis to the research topic, this indicated that 

the perspective of  male and female commuters are most likely to consider the adoption of the 

concept of the PPE dispensing machine. Both male and female commuters perceived the ease of 

accessibility and captured their interest as well as the benefits of it when it comes to the adoption 

of PPE dispensing machines.  
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Content Analysis 

In the perspective of establishment representative in the Parañaque Integrated Terminal Exchange 

(PITX), what is the level of acceptability of adopting the concept of PPE dispensing machine in 

terms of Marketing: 

Table 4.11 

The knowledge and understanding of the selected establishment representative’s for the PPE 

dispensing machine are subjective. As per the representatives, these machines can be accessed 

easily and can provide essential items especially in this time of pandemic, the Personal Protective 

Equipment (PPE) materials for safety/hygiene purposes. 

Table 4.12 

For the selected establishment representatives, the marketing capability of the PPE dispensing 

machines varies to a wide range. For some, these machines would bring safeness and security to 

the customers and should be placed in a public place, visible for many people. However, some 
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don't entirely consider their establishment’s as capable since it’s not related to their business and 

must only be sold by the like.  

 

Table 4.13 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The current marketing strategies in the businesses of the selected establishment representatives 

includes distributions, promotions and recommendations. These strategies particularly included 

posting of advertisements in different social media platforms, usage of discounts/bundles, 

placement of products in a crowded spot and mentioning of recommendations to the customers.  

 

Table 4.14 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In consideration of marketing professionals for adaptation of PPE dispensing machines, 

establishment representatives mentioned particular criterias that they acknowledge. These people 
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should be knowledgeable with regards to the product he/she was marketing, good in selling or 

promotion of the products and acquired analyzation and strategic skills.  

Table 4.15 

The certain marketing strategies that selected establishment representatives mentioned with 

regards to the promotion of PPE dispensing machines to the target markets were the following: 

advertisement through social media, paging and giving marketing materials within the vicinity 

of PITX, using discounts and promotions and through word of mouth.  

The current marketing strategies in the businesses of the selected establishment representatives 

includes distributions, promotions and recommendations. These strategies particularly include 

posting of advertisements in different social media platforms, usage of discounts/bundles, 

placement of products in a crowded spot and mentioning of recommendations to the customers. 

In consideration of marketing professionals for adaptation of PPE dispensing machines, 

establishment representatives mentioned particular criterias that they acknowledge. These people 

should be knowledgeable with regards to the product he/she is marketing, is good in selling or 

promoting the products and acquires analyzation and strategic skills. The certain marketing 

strategies that selected establishment representatives mentioned with regards to the promotion of 

PPE dispensing machines to the target markets are the following: advertisement through social 

media, paging and giving marketing materials within the vicinity of PITX, using discounts and 

promotions and through word of mouth. 

In the research of Saeed et al. (2016) with regards to the Vendi vending machine company, they 

have created certain marketing strategies to be able to achieve major objectives. These are 

creating brand affinity and promotion such as experiential marketing, and developing a base of 

repurchase customers. Also, in the study of Mengarelli and Palacios (2019), student’s prefer 
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vending machines due to its convenience and ease of access in times of hunger. Aside from food 

and beverages, vending machines also offer a wide range of products.  

With the connection of the results gathered from the establishment representatives to the analysis, 

creating efficient marketing strategies that would catch the attention of the commuters into 

buying Personal Protective Equipment (PPE) in the terminal’s dispensing machines is a must. 

With an efficient marketing strategy, it would be beneficial as well to the management to gain 

revenue even in this pandemic situation. It can be also interpreted that the presence of vending 

machines can be useful during this pandemic to provide easy access of Personal Protective 

Equipment (PPE) at public areas as per establishment representatives’ response. 

In the perspective of establishment representative in the Parañaque Integrated Terminal Exchange 

(PITX), what is the level of acceptability of adopting the concept of PPE dispensing machine in 

terms of Financial: 

Table 4.16 

The certain financial basis the establishment representatives considered in terms of operating a 

PPE dispensing machine are its franchising contract, expenses that come with it,  and cost of the 

products that it will sell. The respondents all agree that factors are not limited to one and there 

are a lot of financial considerations in order to adopt the PPE dispensing machine to the PITX.  
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Table 4.17 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

It is beyond doubt that in terms of financial capability, certain establishments are financially 

competent as they have budget allocations on such certain innovations and responses to crises 

such as pandemic but other establishments did consider that they still have to rethink since 

product competition might be present.  

 

Table 4.18 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The probability of the establishment representatives to adopt the PPE dispensing machine are 

high. The respondents are thinking about the concept as positive and will be beneficial so chances 

in the future adoption is possible as long as the product the machine dispenses is different and 

not the same to those that are in establishments the PPE dispensing machine will be placed.  
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Table 4.19 

In terms of financing for the PPE dispensing machines, selected establishment representatives 

stated different ideas. Some perceived that even if the concept is adopted, proper procedures of 

sanitation must still be observed as well as allocating time and budget for such procedures while 

others said that there is no significant effect to their establishments. 

Table 4.20 
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In terms of financial stability of establishments in PITX during the time of pandemic, its 

corresponding benefits and relevance to the establishment is being considered. Most 

establishment representatives stated that they are financially stable as they deemed the concept 

of PPE dispensing machines a potential investment and will help the financing of the 

establishments be steady and secured. 

 

The certain financial basis the establishment representatives considered in terms of operating a 

PPE dispensing machine are its franchising contract, expenses that come with it, and cost of the 

products that it will sell. The respondents all agree that factors are not limited to one and there 

are a lot of financial considerations in order to adopt the PPE dispensing machine to the PITX. It 

is beyond doubt that in terms of financial capability, certain establishments are financially 

competent as they have budget allocations on such certain innovations and responses to crises 

such as pandemic but other establishments consider that they still have to rethink since product 

competition might be present. The probability of the establishment representatives to adopt the 

PPE dispensing machine are high. The respondents are thinking about the concept as positive and 

will be beneficial so chances in the future adoption is possible as long as the product the machine 

dispenses is different and not the same to those that are in establishments the PPE dispensing 

machine will be placed. 

 

In terms of financial stability of establishments in PITX during the time of pandemic, its 

corresponding benefits and relevance to the establishment is being considered. Most 

establishment representatives state that they are financially stable as they deemed the concept of 

PPE dispensing machines a potential investment and will help the finance of the establishments 

be steady and secured.  In terms of financing for the PPE dispensing machines, selected 

establishment representatives stated different ideas. Some perceive that even if the concept is 

adopted, proper procedures of sanitation must still be observed as well as allocating time and 

budget for such procedures while others said that there is no significant effect to their 

establishments.   

  

In reference to the study conducted by Ling, Li, Sun and Temple (2012), one of the commuter’s 

considerations in purchasing in a dispensing machine is what is the product it dispenses and is 

the price reasonable. Which is related to the statement said by the representatives that they will 

consider adopting the concept of PPE dispensing machine if the cost of the products is reasonable 

and the product is necessary.  

 

In the research study conducted by Estores, Roa and Santoyo (2006), it is deemed that in order 

for the vending machines to be successful, there must be an available person who focuses on the 

vending machine so that the vending machine will be useful and still be effective. In association 

with the representatives, there still must be a person that focuses on sanitation procedures and 

must not rely on the presence of the PPE dispensing machine.    

 

The connection of the statements of representatives to the analysis shows that the establishment 

representatives are financially capable to adopt the concept of PPE dispensing machine and is 

only limited to certain factors such as its potential benefits, the products it dispenses and its 

necessity. All in all, the concept of a PPE dispensing machine is financially beneficial to the 

establishment representatives and its cost to adopt is considered not that high.  
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Table 4.21 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

As per the selected establishments representatives, there are factors aiding the adoption of PPE 

dispensing machines as well as its relevance mainly for the commuters and people’s need at the 

public terminal. Existence of these machines are being considered for the reason that it can 

provide assistance and convenience at this time of crisis. 
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Table 4.22 

Considering the adoption of PPE dispensing machines, the selected establishment 

representatives' most stated benefit for the establishment, commuters and PITX as a whole was 

the safety since PPE dispensing machines provide contactless transactions and will be made 

accessible for the public 24/7.  
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Table 4.23 

The relevance of the PPE dispensing machines after the end of pandemic for the selected 

establishment representatives relied on the anticipation of health and economy status. It would 

still be considered for people would still be cautious of the health situation and PPE dispensing 

machines are capable of providing such necessities.  

 

Table 4.24 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Upon possible adoption of the concept of PPE dispensing machines to the establishment stores 

of the selected representatives, negative effects or downsides that could surface to their business 

were mostly related to the sales and possible competition with other sellers of the like. Since PPE 

is on demand, there are other establishments that were already selling as well. This could also 

affect the sales of both the PPE dispensing machines and the establishment itself.  

 

203



Table 4.25 

With the possible existence of PPE dispensing machines to the selected establishments, the 

representatives saw positive effects to the livelihood of other businesses within the PITX. With 

other businesses adopting the PPE dispensing machines, commuters and people in PITX would 

have more options where to buy PPE with provided convenience and ease of accessibility.  

The results of the structured survey provided data about the perception of establishment 

representatives of the adoption of the concept of PPE dispensing machine economically. In 

consideration of the PPE dispensing machines, survey findings suggested  that there will be 

benefits upon having the PPE dispensing machines at the establishments stores inside the PITX. 

Providing assistance, convenience, and contactless transactions are the main reasons as to why 

the establishment's representatives find the PPE dispensing machines economical. 

In support to the findings above, in the study of Yokouchi (2010), the large volume of vending 

machines became a culture in Japan that people referred to as “convenient unmanned shops”. 

There are different varieties of vending machines innovated but most importantly is the vending 

machine that when a disaster occurs, it serves as an emergency provider. Similar to the pandemic 

situation in the Philippines today, the existence of PPE dispensing machines to public places like 

PITX can and would serve as convenient unmanned shops providing the needs of the passengers 

every now and then if made available.  

Also, the study conducted by Murena, Sibanda, Sibanda and Mpofu (2020), also supported that 

the availability of vending machines are important as several people depend on accessing such 

products conveniently. With the existence of PPE dispensing machines, it will not be required 

anymore to have the presence of assistance from any person which is helpful to the situation of 

COVID-19 going on. Vending machines with Personal Protective Equipment (PPE) certainly 

provide convenience and safety as a response to the Pandemic.  
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V. Summary of Findings, Conclusions, and Recommendations

In this chapter, a summary of the research is presented and the findings of this study. This chapter 

provides the conclusion and the recommendations or suggestions for the people involved in the 

significance of the study. 

5.1 Summary of Findings 

The findings of this research with regards to the level of perception of the commuters and the 

level of acceptability of the establishment representatives in PITX are as follows: 

 The respondents for the commuters and establishment representatives in PITX were mostly

Females. There are more responses gathered from females compared to male as females travel

more often in PITX because of numerous reasons such as productivity, roles, performance

and activity. It shows that women tend to use the terminal more often which makes them

perceptive to the concept of the PPE dispensing machine.  This also shows that  most

establishments have more female employees because of the positive effect in terms of having

a stronger relationship to the job that they are positioned in. It shows that women tend to have

more dedication and longer patience to a certain field of work than men, especially in the

services field of work where they are facing customers.

 The results for the level of acceptability of adopting the concept of Personal Protective

Equipment (PPE) dispensing machine in the perspective of establishment representatives in

the PITX  in Terms of Marketing shows that adopting the concept of PPE dispensing

machines is acceptable and they have a close viewpoint.  It can be interpreted as well that the

selected establishment representatives consider having PPE dispensing machines as the said

dispensing machine will have the capability of marketing solutions.

 The results for the level of acceptability of adopting the concept of Personal Protective

Equipment (PPE) dispensing machine in the perspective of establishment representatives in

terms of financial shows that adopting the concept of PPE dispensing machines is acceptable

in terms of financial in which it benefits for the stores in the PITX as well as they have a close

viewpoint with regards to the topic.

 The results level of acceptability of adopting the concept of Personal Protective Equipment

(PPE) dispensing machine in the perspective of establishment representatives in terms of

economical shows that it is fully acceptable and adopting the concept of PPE dispensing

machines at their stores in PITX is very likely and they have a close viewpoint.

 The result of the level of perception of adopting the concept of Personal Protective Equipment

(PPE) dispensing machine in the perception of the PITX commuters in terms of their interest

shows that they strongly agree on the adoption of the concept in the landport and they have a

close viewpoint. This indicates that the respondents have high interest with regards to using

the PPE dispensing machine in the future.
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 The result of the level of perception of adopting the concept of Personal Protective Equipment

(PPE) dispensing machine in the perception of the PITX commuters in terms of ease of

accessibility shows that they strongly agree in adopting the concept of PPE dispensing

machine in the landport. This means that the commuters will perceive that using the PPE

dispensing machine will be easily accessed by them.

 The result of the level of perception of adopting the concept of Personal Protective Equipment

(PPE) dispensing machine in the perception of the PITX commuters in terms of convenience

shows that they strongly agree and they have a close viewpoint. This indicates that the

commuters perceive that the dispensing machine will be convenient to use.

 For the establishment representatives, there is a significant difference in the level of

acceptability of establishment representatives in terms of marketing, financial and

economical. This indicates that gender of establishment representatives plays an important

role as there are significant differences when it comes to the level of acceptability of the PPE

dispensing machine. Women will consider different factors and reasoning in considering the

adoption of the PPE dispensing machine than men.

 There is no significant difference in the perception of male and female commuters in terms

of their interest, ease of accessibility of the PPE dispensing machine, and convenience. This

indicates that the perspective of  male and female commuters are the same and most likely to

consider the adoption of the concept of the PPE dispensing machine.

5.2 Conclusion 

The researchers therefore concluded that in the perspective of the commuters and establishment 

representatives in PITX, both respondents have a close viewpoint with regards to adopting the 

concept of PPE dispensing machine, in which both respondents agree that if there is a presence 

of PPE dispensing machines in public places such as the PITX, it will be easily accessible to the 

commuters as well as for the establishment representative in PITX, wherein it helps their 

customers to access nearest and safe PPE products. It can also be concluded that the both 

respondents have caught their interest pertaining to the concept of PPE being in the PITX that 

can help the operation of the place. On the other hand, male and female commuters are most 

likely to consider the adoption of the concept of the PPE dispensing machine despite their 

genders, while the female establishment representatives will consider different factors and 

reasoning in considering the adoption of the PPE dispensing machine than men.  

5.3 Recommendations 

Based on the findings of the study,  the following can be recommended: 

To the Commuters of PITX: 

 Commuters can utilize the PPE dispensing machine when PITX adopts the concept of PPE

dispensing machine, if there are stores that are run out of stocks in safety products.

 Commuters can make use of the study that the concept of PPE dispensing machines is

available inside the PITX.
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 The commuters can also tell other fellow commuters that when PITX adopts the concept of a

PPE dispensing machine, they can be ensured that safety is a priority by the terminal.

To the Employees of PITX: 

 Establishments may create an appeal using this study to the higher management of the PITX.

 Conduct a training session or seminars on how to operate the PPE dispensing machine and

assist the commuters in PITX.

 Utilization of inventory from time to time for the purpose of checking the quantity of PPE

products inside the machines once the concept is adopted.

 Employees should be able to disinfect the machines regularly for further safeness when the

PPE dispensing machine is adopted.

To the Management of PITX: 

 Create a memorandum that the establishments within the scope of PITX are allowed to adopt

the concept of PPE dispensing machine as it will benefit the establishment as well as the PITX

as a whole.

 The management should help in financing the concept of PPE dispensing machines as the

concept will lessen the risk of transmission and urges the commuters to practice safety and

hygiene.

 The management may use this research to assess the situation of their response to the

pandemic situation.

 The management of PITX can utilize the response of the establishments to assess whether the

management should also have a concept of a PPE dispensing machine in the vicinity or not.

To the Establishments in PITX: 

 Establishments should study and contemplate first the marketing, financing, and economical

capabilities of the stores itself.

 Establishments can consider the following marketing strategies: placement of machines in

public places, use of promotional materials both in social media and within the vicinity of the

PITX, as well as usage of discounts and bundles.

 Budget allocation for the betterment of service and products being produced by the

establishment store.

 Investments with outlook for a long term usability.

To the Future Researchers: 

 Allocate in depth research and time upon conducting the research. Since PPE dispensing

machine is still a new concept, sourcing out information will be challenging and time

consuming.

 Involve the PITX Management as part of the respondents.

 Keep in mind to correlate the questionnaires to the respondents of future research.
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 Future researchers may opt to use a different set of variables in connection with this research 

study. 

 This research will be made as a basis for similar or related future research. 
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CORRESPONDENCES AND OTHER APPENDICES 

 

PATTS COLLEGE OF AERONAUTICS 

Lombos Avenue, Barangay San Isidro, Paranaque City 

 

TOURISM AND HOSPITALITY MANAGEMENT DEPARTMENT 

 

January, 2020 

 

Mr./Ms.. _______ 

Establishment Owner (specify the establishment) 

 

Dear Mr./Ms. _______, 

 

We are a group of students in Third Year - Bachelor of Science in Tourism Management from 

PATTS College of Aeronautics currently enrolled in subjects TMEL 313 & TMEL 313L - 

Methods of Tourism Research I, are conducting a research study entitled: “A Feasibility 

Assessment for Pandemic Precautionary Measures: Adopting the Concept of  Personal 

Protective Equipment (PPE) Dispensing Machine in Parañaque Integrated Terminal Exchange 

(PITX)”.  

 

We would like to ask for your permission to conduct a research study to you as an owner in your 

well-respected establishment. In accordance with that, we can also assure you that the 

information and identity to be collected will be treated with utmost confidentiality and will be 

utilized as a partial fulfillment of our research study only. 

 

We are hoping for your response and the authorization to conduct our research study will be 

highly appreciated and a big help for us. We would be glad to answer any questions with regards 

to our research study. Thank you. 

 

Respectfully yours, 

 
Balsamo, Ella Mae D.     Capistrano, Ma. Millen S.      Masalunga, Marvic B.Pagsinuhin, Charlyn A. 

 

Noted by: 

 

 

______________________________ 

Mr. John Ericson A. Policarpio, MBA 

Program Chairperson, THM Department 

Research Adviser 
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Date Signed  MR. JOHN ERICSON A. POLICARPIO, MBA 
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ENDORSEMENT NOTICE TO METRES II 

 

PATTS COLLEGE OF AERONAUTICS 

 

Tourism & Hospitality Management Department 

TMEL 313 and TMEL 313L 

Methods of Tourism Research I (Lecture and Laboratory) 

 

 

FORMAL ENDORSEMENT TO METHODS OF TOURISM RESEARCH II 

 

 

Date: Dec. 16, 2020 

 

 

Engr. Lorenzo DL. Naval Jr. 

Vice President for Academic Affairs 

 

 

Dear Engr. Naval: 

 

 

Greetings! 

 

This is to formally endorse the undergraduate research paper entitled, “A Feasibility Assessment 

for Pandemic Precautionary Measures: Adopting the Concept of Personal Protective 

Equipment (PPE) Dispensing Machine in Parañaque Integrated Terminal Exchange (PITX)” 
authored by Balsamo, Ella Mae D., Capistrano, Ma. Millen S., Masalunga, Marvic B., and 

Pagsinuhin, Charlyn A. to proceed and enroll TOUR 325 and TOUR 325L (Methods of 
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The research paper has successfully passed and been accepted according to the decision of the 
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Presentation. 

 

Thank you very much! 

 

 

Respectfully yours, 
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APPENDIX C: REQUEST LETTERS 

`PATTS COLLEGE OF AERONAUTICS 

Lombos Avenue, Barangay San Isidro, Parañaque, 1700 

Metro Manila  

TOURISM AND HOSPITALITY MANAGEMENT DEPARTMENT 

INFORMED CONSENT 
Dear Respondents: 

We, a group of students in Third Year - Bachelor of Science in Tourism Management from 

PATTS College of Aeronautics currently enrolled in the subject TOUR 325 & TOUR 325L - 

Methods of Tourism Research II Lecture & Laboratory, are conducting a research study entitled: 

“A Feasibility Assessment for Pandemic Precautionary Measures: Adopting the Concept of 

Personal Protective Equipment (PPE) Dispensing Machine in Parañaque Integrated Terminal 

Exchange (PITX)”. We would like to ask for a few minutes of your time to answer our survey 

questions. Your participation will be a big help for us and in accordance with that, we can assure 

that the information that will be collected as well as your identity will be treated with utmost 

confidentiality and will be utilized as a partial fulfillment of our research study only. We are 

looking forward to your cooperation and approval. Thank you very much. 

Respectfully yours, 

Balsamo, Ella Mae D.     Capistrano, Ma. Millen S.     Masalunga, Marvic B.  Pagsinuhin, Charlyn A. 

Noted by: 

______________________________ 

Mr. John Ericson A. Policarpio, MBA 

Program Chairperson, THM Department 

Research Adviser 
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Transitory Documents 
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Revised Research 

Manuscript 
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Final Literature Matrix 

Signed Approval Sheet 

Signed Endorsement 

Letter to enroll for 

TOUR 325 and 325L 

(Methods of Tourism 

Research II) 

Submitted by: 

Balsamo, Ella Mae D.  Capistrano, Ma. Millen S.     Masalunga, Marvic B.  Pagsinuhin, Charlyn A. 

Approved by: 
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PILOT TESTING APPROVAL LETTER 

 

PATTS COLLEGE OF AERONAUTICS 

Lombos Avenue, Barangay San Isidro, 

Parañaque, 1700 Metro Manila  

 

TOURISM AND HOSPITALITY MANAGEMENT DEPARTMENT 

 

 

February 4, 2021 

Mr. John Ericson A. Policarpio 

BSTM Chairperson 

PATTS College of Aeronautics  

 

 

Dear Mr. Policarpio, 

 

Greetings! 

 

      We, a group of students in Third Year - Bachelor of Science in Tourism Management from 

PATTS College of Aeronautics currently enrolled in the subject TOUR 325 & TOUR 325L - 

Methods of Tourism Research II Lecture & Laboratory, are conducting a research study entitled: 

“A Feasibility Assessment for Pandemic Precautionary Measures: Adopting the Concept of 

Personal Protective Equipment (PPE) Dispensing Machine in Parañaque Integrated Terminal 

Exchange (PITX)”. 

  

In this matter, we would like to earnestly request your permission to allow us to conduct pilot 

testing of our research made questionnaires in Research of the Tourism and Hospitality 

Management department for us to establish reliability and validity of our questionnaires which is 

important in the accomplishment of our undergraduate thesis. 

 

We are hoping for your kind consideration for this request. Thank you very much. 

Respectfully yours, 

 

 
Balsamo, Ella Mae D.      Capistrano, Ma. Millen S.      Masalunga, Marvic B.     Pagsinuhin, Charlyn A. 
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LETTER FOR QUANTITATIVE SURVEY VIA 

GOOGLE FORMS 

PATTS COLLEGE OF AERONAUTICS 

Lombos Avenue, Barangay San Isidro, Parañaque, 1700  

Metro Manila  

 

TOURISM AND HOSPITALITY MANAGEMENT DEPARTMENT 

 

February 8, 2021 

Mr./Ms. 

Representative 

Establishment Store 

 

 

Dear Mr./Ms. 

 

Greetings! 

 

      We are the 3rd year students from PATTS College of Aeronautics conducting a research 

study entitled “A Feasibility Assessment for Pandemic Precautionary Measures: Adopting the 

Concept of Personal Protective Equipment (PPE) Dispensing Machine in Parañaque Integrated 

Terminal Exchange (PITX)”. We all respect, we need your participation in answering the survey 

questionnaire that is interconnected with the interview that we will be asking you. 

 

We got your email address on January 20, 2021 (Wednesday). We are Balsamo, Ella Mae, 

Capistrano, Ma. Millen and Pagsinuhin, Charlyn students from PATTS College of Aeronautics.  

 

Below is the link that is directly to the survey that you will be answering. Thank you for your 

kind and consideration in taking this survey. Thank you very much! 

 

https://docs.google.com/forms/d/e/1FAIpQLSe3t7FRsEM1a21ZMApHkQumfTjlH0IZlamI9q_

jj8CV3iEQ1Q/viewform 

 

Respectfully yours, 

 
Balsamo, Ella Mae D.     Capistrano, Ma. Millen S.      Masalunga, Marvic B.    Pagsinuhin, Charlyn A. 
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LETTER OF INVITATION FOR RESPONDENTS 

PATTS COLLEGE OF AERONAUTICS 

Lombos Avenue, Barangay San Isidro, Parañaque, 1700 

Metro Manila  

TOURISM AND HOSPITALITY MANAGEMENT DEPARTMENT 

February , 2021 

Greetings! 

Good day Mr. Dan Temporal of the Subway team in PITX. 

We obtained your email address last January 20, 2021, Wednesday, when we visited the said 

terminal.  We are 3rd year Tourism students from PATTS College of Aeronautics namely, Ella 

Mae D. Balsamo, Ma. Millen S. Capistrano and Charlyn A. Pagsinuhin. 

We are currently taking the course subject of Methods of Tourism Research 2 and are conducting 

a research understudy entitled, “A Feasibility Assessment for Pandemic Precautionary 

Measures: Adopting the Concept of Personal Protective Equipment (PPE) Dispensing 

Machine in Parañaque Integrated Terminal Exchange (PITX)”. Your participation in 

answering both interview and survey questionnaires will be very much appreciated. 

This letter is to inform you that we, the researchers, will visit the PITX this February 20, 2021, 

Saturday, to conduct the said activity. Your availability matters to us and your response through 

replying to this invitation letter, will also be appreciated. Please don’t hesitate to inform us your 

preferred date in case that you’ll not be available on the said date for we know that you also have 

other errands; we prepared beforehand a small token of appreciation for the respondents of our 

survey. 

We are all looking forward to meeting you. Thank you very much and God Bless! 

espectfully yours, 

Balsamo, Ella Mae D.     Capistrano, Ma. Millen S.     Masalunga, Marvic B.  Pagsinuhin, Charlyn A. 
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LETTER OF CONSENT FOR VISITATION TO 

RESPONDENTS 

PATTS COLLEGE OF AERONAUTICS 

Lombos Avenue, Barangay San Isidro, Parañaque, 1700 

Metro Manila  

TOURISM AND HOSPITALITY MANAGEMENT DEPARTMENT 

LETTER OF CONSENT 

February 24, 2021 

Mr. John Ericson A. Policarpio 

BS TM Chairperson 

PATTS College of Aeronautics 

Dear Mr. Policarpio, 

Greetings! 

     We, the group of Third year students in Bachelor of Science in Tourism Management from 

PATTS College of Aeronautics, currently enrolled in the subject TOUR 325 & TOUR 325L - 

Methods of Tourism Research II Lecture & Laboratory, are conducting a research study entitled: 

“A Feasibility Assessment for Pandemic Precautionary Measures: Adopting the Concept of 

Personal Protective Equipment (PPE) Dispensing Machine in Parañaque Integrated Terminal 

Exchange (PITX)”.  

In this matter, we would like to earnestly request for your permission to allow us to conduct a 

visitation and handing out of hard copies of our survey in google forms for the following 

establishments: Bench, Macao Imperial, Miniso, New Balance, Photogo, Red Ribbon and three 

more establishments that are to be followed. 

Ever since the last consultation, these specific establishments weren’t able to respond from our 

emails, leaving us to make a decision to directly visit these particular stores at PITX. As per the 

interview, the qualitative and quantitative questionnaires for the establishment's representatives 

will be printed out instead of a face to face interview for the convenience of both the researchers 

and the representatives, aiming for less contact and observation of health and safety protocols 

such as social distancing. 

We are hoping for your kindest consideration for this request. Thank you very much. 

Respectfully yours, 

Balsamo, Ella Mae D.     Capistrano, Ma. Millen S.     Masalunga, Marvic B.    Pagsinuhin, Charlyn A. 
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APPENDIX D: RESEARCH INSTRUMENTS 

SURVEY QUESTIONNAIRE FOR COMMUTERS 

Demographic Profile: 

Name (Optional):____________________________ 

Gender:  _ Male  _ Female 

Age: ___ 18 - 28 years old 

 ___ 29 - 39 years old 

 ___ 40 - 50 years old  

 ___ 51 years old and above 

Origin (please check) 

Paranaque____, Pasay____, Manila____, Others (please specify)_____________ 

Below are items indicating the perception of the commuters to the concept of PPE dispensing 

machine in terms of; interest, ease of accessibility and convenience in using the PPE dispensing 

machine if adopted in Paranaque Integrated Terminal Exchange (PITX). Please check what you 

think is your preferred answer. Kindly refer to the references below. 

4 - Strongly Agree (SA) 2 - Disagree (D) 

3 - Agree (A)  1 - Strongly Disagree (SD) 

2.1 Interest of the commuters to the PPE 

dispensing machine 
4 

(SA) 

3 

(A) 

2 

(D) 

1 

(SD) 

1. I would highly use a PPE vending

machine if made available in the terminal.

2. I would highly choose a transportation

terminal that has a PPE vending machine

compared to a terminal that doesn’t have

one.

3. I will find it fascinating to use a PPE

vending machine.

4. I would be curious to use a PPE vending

machine because of the social media

promotions made.
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5. I would prefer buying my PPE from a

vending machine that uses smart technology

within the terminal rather than traditional

purchasing.

2.2 Ease of Accessibility 4 

(SA) 

3 

(A) 

2 

(D) 

1 

(SD) 

6. I find the needs of PPE’s accessibility is a

must especially on crowded places such as

the terminals.

7. I find the accessibility of PPE dispensing

machines is time saving.

8. I find the location of the PPE dispensing

machine in terminals more likely to be

accessible to the potential customers.

9. I think that the PPE dispensing machines

will be easier to use if its design is digital

rather than the usual manual design.

10. I find the location of the PPE dispensing

machine is reasonable in terms of having a

health crisis such as Covid 19.

2.3 Convenience in using PPE dispensing 

machine 

4 

(SA) 

3 

(A) 

2 

(D) 

1 

(SD) 

11. I think that the PPE dispensing machine

will be more convenient if it is placed in

every corner of PITX.

12. I think that the use of a PPE dispensing

machine will be convenient during certain

emergencies.

13. I think that the PPE dispensing machine

will provide me a safer way to avail

personal protective equipment.

14. Personal protective equipment from the

dispensing machine is more convenient to
get compared to drugstores.

15. I believe I will not encounter any

technical difficulties in using the PPE

dispensing machines.

225



PILOT TESTING SAMPLE 

226



 

 

 
 

227



228



 

 

 
 

 

 

 

 

229



 

 

 

230



231



 

 

 

 

SURVEY QUESTIONNAIRES FOR ESTABLISHMENT 

REPRESENTATIVES 

 

PATTS COLLEGE OF AERONAUTICS 

Lombos Avenue, Barangay San Isidro, Parañaque, 1700, 

Metro Manila  

 

TOURISM AND HOSPITALITY MANAGEMENT 

 

INFORMED CONSENT 

 

Dear (Mr/Ms) : 

 

Greetings! 

 

We are a group of students in Third Year - Bachelor of Science in Tourism Management from 

PATTS College of Aeronautics, currently enrolled in the subject TOUR 325 & TOUR 325L - 

Methods of Tourism Research II Lecture & Laboratory, are conducting a research study entitled: 

“A Feasibility Assessment for Pandemic Precautionary Measures: Adopting the Concept of 

Personal Protective Equipment (PPE) Dispensing Machine in Parañaque Integrated Terminal 

Exchange (PITX)”. Thank you for giving us your time to conduct this interview with you. This 

interview will be recorded and transcribed for the purpose of formality. We can assure you that 

the information collected in this interview will be treated with utmost confidentiality and will be 

utilized as a partial fulfillment of our research study only. Thank you very much. 

 

Respectfully yours, 

 

 
Balsamo, Ella Mae D.     Capistrano, Ma. Millen S.      Masalunga, Marvic B.      Pagsinuhin, Charlyn A. 

 

 

 

Noted by: 

 

 

 

______________________________ 

Mr. John Ericson A. Policarpio, MBA 

Program Chairperson, THM Department 

Research Adviser 
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Interviewee profile: 

Name (Optional):____________________________ 

Establishment name: 

Gender:  _ Male _ Female 

Below are items indicating the acceptability of the establishment owners to the concept of PPE 

dispensing machine in terms of; marketing, financial, and economical if adopted in Paranaque 

Integrated Terminal Exchange (PITX). Please check what you think is your preferred answer. 

Kindly refer to the references below. 

4 - Fully Acceptable (FA)  3 - Acceptable (A) 

2 - Slightly Acceptable (SL) 1 - Unacceptable (U) 

1.1 Marketing 

4 

(FA) 

3 

(A) 

2 

(SL) 

1 

(U) 

1. The PPE Dispensing Machine will be easy to market.

2. PPE Dispensing Machines will be most likely to be

recommended to other establishment owners.

3. All marketing strategies will be applicable to the PPE

dispensing machine.

4. PPE Dispensing Machines will be marketable through

marketing professionals.

5. PPE Dispensing Machines doesn’t need marketing

strategies.

1.2 Financial 

4 
(FA) 

3 
(A) 

2 
(SL) 

1 
(U) 
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6. PPE Dispensing Machines will be profitable.

7. Establishment owners will be capable of purchasing a

PPE Dispensing Machine.

8. Financial advisors will be interested in this kind of

concept, the PPE dispensing machine.

9. PPE Dispensing Machines will be cost-effective.

10. PPE Dispensing Machines will not be that expensive.

1.3 Economical 

4 
(FA) 

3 
(A) 

2 
(SL) 

1 
(U) 

11. PPE Dispensing Machines will be necessary in this time

of pandemic.

12. PPE Dispensing Machines will be a win-win situation

in PITX in its overall scope.

13. PPE Dispensing Machines will be operable and will

lasts for many years.

14. PPE Dispensing Machines will not have any negative

effects with regards to the PITX as a whole.

15. PPE Dispensing Machines will set the standards high

among other businesses that sell similar products.
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a. Structured Interview Questionnaires

In terms of Marketing: 

1. As an establishment representative, what knowledge do you have  with regards to the concept

of PPE dispensing machine?

2. Do you think that the concept of a PPE dispensing machine covers the marketing capability

of your establishment? Why or why not?

3. In consideration of adopting a PPE Dispensing Machine, what are your current marketing

strategies in your business which can be possibly applied as well in PPE Dispensing

Machine?

4. What are your set criterias in consideration of hiring a marketing professional upon adopting

a PPE dispensing machine?

5. In your opinion, what do you think would be the certain marketing strategies that could entice

the target markets into purchasing at the PPE dispensing machines once placed into the

terminal? Mention at least three best marketing strategies, if possible.

In terms of Financial: 

1. What is your basis regarding the expenses of operating a PPE dispensing machine?

2. In terms of Finance, how capable do you think your establishment is for possible adoption of

the PPE Dispensing Machine?

3. In terms of your financial capability, is there any chance that your establishment is going to

accept the concept of a PPE dispensing machine? Why?

4. In handling disinfecting protocols, where you clean and sanitize your establishment every

hour, do you think that it will cost you less if the PPE dispensing machine exists?

5. Given this time of pandemic, how financially stable is your establishment with regards  to

consideration upon adopting the concept of PPE dispensing machine?

In terms of Economical: 

1. Is the existence of a PPE Dispensing Machine necessary for a public terminal at this time of

crisis? Why or why not.

2. If the concept of a dispensing machine was adopted, do you think it will benefit your

establishment, the commuters and the PITX as a whole? Why do you think so?

3. In your opinion, does a PPE dispensing machine still be considered a necessity even after the

end of pandemic?

4. What do you think will be the downside to your business if the PPE dispensing machine will

be adopted?

5. Aside from your business, what do you think will be the effect of the PPE dispensing machine

concept on the livelihood of other businesses selling PPE as well around the PITX?
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APPENDIX F: TRANSCRIPTIONS 

Establishment Representative’s Results (Qualitative Data) 

INFORMANT 1 

In terms of Marketing: 

1. As an establishment representative, what knowledge do you have with regards to the concept

of PPE dispensing machine?

- I don’t have a particular knowledge, but I think it is a machine where people can easily avail

PPE without any physical contact to others.

2. Do you think that the concept of a PPE dispensing machine covers the marketing capability

of your establishment? Why or why not?

- Yes, since PITX is a terminal and many will be present in here and most of them might need

PPE in the terminal.

3. In consideration of adopting a PPE Dispensing Machine, what are your current marketing

strategies in your business which can be possibly applied as well in PPE Dispensing

Machine?

- PPE dispensing machines should be in a place where most people will walk pass it.

4. What are your set criterias in consideration of hiring a marketing professional upon adopting

a PPE dispensing machine?

- One who can analyze the foot traffic of an area. He/she should know strategic position for

the machine.

5. In your opinion, what do you think would be the certain marketing strategies that could entice

the target markets into purchasing at the PPE dispensing machines once placed into the

terminal? Mention at least three best marketing strategies, if possible.

- Use social media for advertisement. Proper tutorial with mall manager for inside

advertisement.

In terms of Financial: 

6. What is your basis regarding the expenses of operating a PPE dispensing machine?

- Machine cost or rent, product cost, mall rent, maintenance cost.

7. In terms of Finance, how capable do you think your establishment is for possible adoption

of the PPE Dispensing Machine?

- PITX will be able to adopt the PPE dispensing machine since travelers arrive and depart,

foot traffic is always ensured.

8. In terms of your financial capability, is there any chance that your establishment is going to

accept the concept of a PPE dispensing machine? Why?

- Yes, even with other establishments selling PPE stocks and convenience will not be enough.
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9. In handling disinfecting protocols, where you clean and sanitize your establishment every

hour, do you think that it will cost you less if the PPE dispensing machine exists?

- I don’t think it will directly affect the cost of sanitation.

10. Given this time of pandemic, how financially stable is your establishment with regards  to

consideration upon adopting the concept of PPE dispensing machine?

- PPE dispensing machine could be an investment specially in these times where people

become more wary of their health.

In terms of Economical: 

11. Is the existence of a PPE Dispensing Machine necessary for a public terminal at this time of

crisis? Why or why not.

- Yes, since this is a public terminal, many people arrive here from different place with

different destinations in mind.

12. If the concept of a dispensing machine was adopted, do you think it will benefit your

establishment, the commuters and the PITX as a whole? Why do you think so?

- Yes, since the machine will give more option to buy PPE too and the terminal will also profit.

13. In your opinion, does a PPE dispensing machine still be considered a necessity even after

the end of pandemic?

- Even if the pandemic ends, many will still be conscious about their surroundings and will

still look for a PPE.

14. What do you think will be the downside to your business if the PPE dispensing machine will

be adopted?

- The sales for PPE between competitors might be divided together with PPE dispensing

machines.

15. Aside from your business, what do you think will be the effect of the PPE dispensing

machine concept on the livelihood of other businesses selling PPE as well around the PITX?

- Sales might see a little change but as more people will need PPE, it won't be affected for too

long.

INFORMANT 2 

In terms of Marketing: 

1. As an establishment representative, what knowledge do you have with regards to the concept

of PPE dispensing machine?

- As far as I know, PPE dispensing machine is like a vending machine but PPE dispensing

machine is for safety/hygiene purposes.
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2. Do you think that the concept of a PPE dispensing machine covers the marketing capability

of your establishment? Why or why not?

- I think so, for safety purposes.

3. In consideration of adopting a PPE Dispensing Machine, what are your current marketing

strategies in your business which can be possibly applied as well in PPE Dispensing

Machine?

- We can do discounts, bundles etc. or promotion on social media.

4. What are your set criterias in consideration of hiring a marketing professional upon adopting

a PPE dispensing machine?

- He/she must be good in selling or promoting products.

5. In your opinion, what do you think would be the certain marketing strategies that could entice

the target markets into purchasing at the PPE dispensing machines once placed into the

terminal? Mention at least three best marketing strategies, if possible.

- Discounts, promotions, Buy 1 get 1 etc. Buy 1 and get free etc.

In terms of Financial: 

1. What is your basis regarding the expenses of operating a PPE dispensing machine?

- I base on our cash sale.

2. In terms of Finance, how capable do you think your establishment is for possible adoption

of the PPE Dispensing Machine?

- Highly capable to establish for safety purposes.

3. In terms of your financial capability, is there any chance that your establishment is going to

accept the concept of a PPE dispensing machine? Why?

- Yes I think so because wehn regards for safety, we should establish PPE dispensing machine

not only for the customers but also for the employees/workers.

4. In handling disinfecting protocols, where you clean and sanitize your establishment every

hour, do you think that it will cost you less if the PPE dispensing machine exists?

- No, we should continue to disinfect our store even we have PPE dispensing machines.

5. Given this time of pandemic, how financially stable is your establishment with regards  to

consideration upon adopting the concept of PPE dispensing machine?

- For this time of pandemic, every person/people are more sensitive now because of the

pandemic, I think we should consider it.

In terms of Economical: 

1. Is the existence of a PPE Dispensing Machine necessary for a public terminal at this time of

crisis? Why or why not.

- Yes, because public terminals are more dangerous or where the virus will spread evenly.
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2. If the concept of a dispensing machine was adopted, do you think it will benefit your

establishment, the commuters and the PITX as a whole? Why do you think so?

- Yes, not only for the establishment but also the person/people.

3. In your opinion, does a PPE dispensing machine still be considered a necessity even after

the end of pandemic?

- Yes, because we should be more protected and surface because we don’t know when will

the pandemic end. There's a lot of virus still out there.

4. What do you think will be the downside to your business if the PPE dispensing machine will

be adopted?

- I don’t think there will be downside in our business, it can help also.

5. Aside from your business, what do you think will be the effect of the PPE dispensing

machine concept on the livelihood of other businesses selling PPE as well around the PITX?

- This helps to improve the livelihood of other business.

INFORMANT 3 

In terms of Marketing: 

1. As an establishment representative, what knowledge do you have with regards to the concept

of PPE dispensing machine?

- It create or can generate addition volume of customers in our establishment. It can provide

convenience and safety purchase of PPE’s in anytime.

2. Do you think that the concept of a PPE dispensing machine covers the marketing capability

of your establishment? Why or why not?

- Might cover but in a long run because this pandemic will hopefully end soon.

3. In consideration of adopting a PPE Dispensing Machine, what are your current marketing

strategies in your business which can be possibly applied as well in PPE Dispensing

Machine?

- Will hold people by providing their needs through this concept will entice them by

introducing convenient and safety purchase of PPE.

4. What are your set criterias in consideration of hiring a marketing professional upon adopting

a PPE dispensing machine?

- Can think out of the box after or when pandemic ends that can help utilize the use of this

dispensing machine.

5. In your opinion, what do you think would be the certain marketing strategies that could entice

the target markets into purchasing at the PPE dispensing machines once placed into the

terminal? Mention at least three best marketing strategies, if possible.

- By means of introducing the safety way of purchasing PPE’s.
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In terms of Financial: 

 

1. What is your basis regarding the expenses of operating a PPE dispensing machine? 

- Funds from various account. 

 

2. In terms of Finance, how capable do you think your establishment is for possible adoption 

of the PPE Dispensing Machine? 

- Very capable. 

 

3. In terms of your financial capability, is there any chance that your establishment is going to 

accept the concept of a PPE dispensing machine? Why? 

- Yes since PPE’s are necessary at this time where we are still facing this pandemic, we have 

sufficient fund to provide those needs. 

 

4. In handling disinfecting protocols, where you clean and sanitize your establishment every 

hour, do you think that it will cost you less if the PPE dispensing machine exists? 

- Might cut the cost. 

 

5. Given this time of pandemic, how financially stable is your establishment with regards  to 

consideration upon adopting the concept of PPE dispensing machine?  

- Unstable but have sufficient fund to allocate this kind of concept. 

 

In terms of Economical: 

 

1. Is the existence of a PPE Dispensing Machine necessary for a public terminal at this time of 

crisis? Why or why not. 

- Yes since we are practicing the safest way of purchasing our needs. 

 

2. If the concept of a dispensing machine was adopted, do you think it will benefit your 

establishment, the commuters and the PITX as a whole? Why do you think so? 

- Yes, because they cannot go anywhere else to find PPE’s. 

3. In your opinion, does a PPE dispensing machine still be considered a necessity even after 

the end of pandemic? 

- Necessary but not that priority in a long run. 

 

4. What do you think will be the downside to your business if the PPE dispensing machine will 

be adopted?  

- After pandemic ends or if all people already vaccinated, people would no longer use this 

concept. 

 

5. Aside from your business, what do you think will be the effect of the PPE dispensing 

machine concept on the livelihood of other businesses selling PPE as well around the PITX? 

- Fastly can provide easy market from people. 

 

 

 

241



 

 

INFORMANT 4 

 

In terms of Marketing: 

 

1. As an establishment representative, what knowledge do you have with regards to the concept 

of PPE dispensing machine? 

- It is a vendo machine ready to dispense,ready to use/ essential items needed for pandemic 

eg. mask, face shield, PPE, gloves, etc. 

 

2. Do you think that the concept of a PPE dispensing machine covers the marketing capability 

of your establishment? Why or why not? 

- Establishments can market PPE dispensing machine but it is somewhat not too related to 

what the store is offering/ trying to cater to customers. 

 

3. In consideration of adopting a PPE Dispensing Machine, what are your current marketing 

strategies in your business which can be possibly applied as well in PPE Dispensing 

Machine? 

- Post ads in PITX Facebook Account; add the PPE dispensing machine to establishments 

banners, signages. 

 

4. What are your set criterias in consideration of hiring a marketing professional upon adopting 

a PPE dispensing machine? 

- Person should be knowledgeable to market items being sell. 

 

5.  In your opinion, what do you think would be the certain marketing strategies that could 

entice the target markets into purchasing at the PPE dispensing machines once placed into 

the terminal? Mention at least three best marketing strategies, if possible. 

- Post in PITX Facebook account, announce via the paging booth so everyone can hear the 

existence of the machine and have marketing materials around PITX- visible to passengers. 

 

In terms of Financial: 

 

6. What is your basis regarding the expenses of operating a PPE dispensing machine? 

- It may be costly to have one  - to consider space, electricity , manpower. 

 

7. In terms of Finance, how capable do you think your establishment is for possible adoption 

of the PPE Dispensing Machine? 

- PTG-wise, the store can’t afford it given the financial condition we are experiencing due to 

pandemic. It will also be costly to maintain one.  

 

8. In terms of your financial capability, is there any chance that your establishment is going to 

accept the concept of a PPE dispensing machine? Why? 

- Not immediately - to consider machine cost, item to sell, manpower, electricity also space to 

have it.  
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9. In handling disinfecting protocols, where you clean and sanitize your establishment every

hour, do you think that it will cost you less if the PPE dispensing machine exists?

- No, if the dispensing machine will contain cleaning, disinfectants, sprays.

10. Given this time of pandemic, how financially stable is your establishment with regards  to

consideration upon adopting the concept of PPE dispensing machine?

- Not stable since the market has disease.

In terms of Economical: 

11. Is the existence of a PPE Dispensing Machine necessary for a public terminal at this time of

crisis? Why or why not.

- It is not necessary but it is good to have so people would know where to get items it has.

12. If the concept of a dispensing machine was adopted, do you think it will benefit your

establishment, the commuters and the PITX as a whole? Why do you think so?

- It will be good to have it 24 hours.

1. In your opinion, does a PPE dispensing machine still be considered a necessity even after

the end of pandemic?

- Yes, as people will be using it for other purposes eg. ash falls from Taal Volcano, those who

has health conditions, etc.

2. What do you think will be the downside to your business if the PPE dispensing machine will

be adopted?

- Not much impact as the store is offering other services.

3. Aside from your business, what do you think will be the effect of the PPE dispensing

machine concept on the livelihood of other businesses selling PPE as well around the PITX?

- PPE dispensing machine should be offered in malls, public areas. It will be good if the prices

of the items will be made affordable to commuters and the quality of items are good.
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INFORMANT 5 

In terms of Marketing: 

1. As an establishment representative, what knowledge do you have with regards to the concept

of PPE dispensing machine?

- As I understand, PPE dispensing machine is where you store protective equipment and

should you need to use one, it can be easily accessed and used because of its vending machine

style mechanism.

2. Do you think that the concept of a PPE dispensing machine covers the marketing capability

of your establishment? Why or why not?

- Yes because having PPE dispenser in store and ready to use will make our customer feel

more safe and secure to shop our aisles and purchase goods from us especially that we’re

still in a pandemic.

3. In consideration of adopting a PPE Dispensing Machine, what are your current marketing

strategies in your business which can be possibly applied as well in PPE Dispensing

Machine?

- As it stands now, we are taking extra precaution and going to great length in making sure

our store is always clean and sanitize. From our store shelves to the eating tables, counter

tops and anywhere people might come in contact with and frequently use. Having a PPE

dispensing machine in store will help use tremendously in fighting the COVID virus and

preventing it from spreading all over our store.

4. What are your set criterias in consideration of hiring a marketing professional upon adopting

a PPE dispensing machine?

- Said marketing professional should be atleast knowledgeable about the product he/she is

selling and said knowledge should help attract  more customer by making them feel safe to

shop in our store.

5. In your opinion, what do you think would be the certain marketing strategies that could entice

the target markets into purchasing at the PPE dispensing machines once placed into the

terminal? Mention at least three best marketing strategies, if possible.

- Promotion, affordable price, easy to operate, quality of product, assurance that the product

is safe.

In terms of Financial: 

6. What is your basis regarding the expenses of operating a PPE dispensing machine?

- Rent, product to sell, and the machine it depends how much the rent the machine and the

product cost.

7. In terms of Finance, how capable do you think your establishment is for possible adoption

of the PPE Dispensing Machine?

- I don’t think so, why? As a owner of convenience store it will be competitive to my product.
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8. In terms of your financial capability, is there any chance that your establishment is going to 

accept the concept of a PPE dispensing machine? Why? 

- It depends on what to sell of PPE dispensing machine because I have a product to sell same 

of other product PPE dispensing machine have. 

 

9. In handling disinfecting protocols, where you clean and sanitize your establishment every 

hour, do you think that it will cost you less if the PPE dispensing machine exists? 

- In the long run, yes. Not just in manpower because it will make our cleaning/disinfecting 

process much easier but financially as well as it should help us with regards to the safety of 

our customer. The more they have peace of mind, the more likely they become loyal 

customer. 

 

10. Given this time of pandemic, how financially stable is your establishment with regards  to 

consideration upon adopting the concept of PPE dispensing machine?  

- We are financially stable enough that we can entertain this idea of adopting these PPE 

dispensing machine as I believe these should help us become successful and financially 

profitable in the long run. 

 

In terms of Economical: 

 

11. Is the existence of a PPE Dispensing Machine necessary for a public terminal at this time of 

crisis? Why or why not. 

- Yes and especially because our store is located in a public terminal, where thousands and 

thousands of people travel to and from our area and use our store and service everyday. It is 

all the more important to be extra vigilant and mindful about the safety of the passenger and 

our customer to help curb that spread of COVID virus. 

 

12. If the concept of a dispensing machine was adopted, do you think it will benefit your 

establishment, the commuters and the PITX as a whole? Why do you think so? 

- Yes because like I said previously, having these PPE dispensing machine should help prevent 

the disease from spreading any further. If more and more people use it and it will help make 

our establishment, the commuters, and PITX as a whole safe and secure. 

 

13. In your opinion, does a PPE dispensing machine still be considered a necessity even after 

the end of pandemic? 

- Yes but in other place like terminal of bus, airport and seaport. 

 

14. What do you think will be the downside to your business if the PPE dispensing machine will 

be adopted?  

- It will cost lost sale to my product because they have product like mine. 

 

15. Aside from your business, what do you think will be the effect of the PPE dispensing 

machine concept on the livelihood of other businesses selling PPE as well around the PITX? 

- It will be convenient to other people. 
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APPENDIX G: TABLES 

Commuters: 

AGE 

Age Frequency Percentage 

18-28 years old 275 92% 

29-39 years old 11 4% 

40-50 years old 10 3% 

51 years old and above 4 1% 

Total 300 100% 

ORIGIN 

Origin Frequency Computation Percentage 

Parañaque 114 37.67 38% 

Cavite 57 19.00 19% 

Manila 41 13.67 13.67% 

Pasay 20 6.67 7% 

Makati 14 4.67 5% 

Others 54 18.00 18% 

Total 300 100 100% 
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Coliving at its core is a cooperative living agreement where spaces are shared between its 

residents (Osbourne, 2018). The coliving concept has been gaining traction in the hospitality, 

residential and commercial real estate industry (Grozdanic, 2016; Solomon, 2018). This has 

led to an increase in research papers exploring and discussing the coliving concept in recent 

years (Pepper & Manji, 2019). Millennials have been deemed the driving force behind the 

demand for coliving (Tjarksen et al., 2020). This is due to correlations between their behaviours 

and the offerings of coliving. Changes in lifestyle leading to more people moving to urban 

areas, coupled with the lower cost factor of coliving apartments in these areas were key factors 

in the rise of coliving.  

Multiple operators have hopped onto this trend upon realising the space and cost efficiencies 

that coliving provides. By minimizing the room size and moving in-room facilities to a 

common area, developers are able to increase the number of rooms in their properties while 

reducing the cost required for the installation and maintenance of in-room facilities. On the 

other hand, users are able to save on rental rates associated with room sizes, resulting in a win-

win situation for both parties. This has led to the creation of coliving brands such as Hmlet and 

Cove, which provides an option for people seeking accommodation for a minimum of one 

month.  

Hospitality operator Ascott has adopted the coliving concept with the creation of their own 

coliving brand – lyf. Their flagship property, lyf Funan Singapore (LFS), consists of a unique 

operation model through the aid of a hotel licence. With a hotel licence, LFS is no longer 

restricted to the minimum length of stay regulations which affects other coliving properties in 

Singapore. Therefore, the adaptation of a hybrid coliving model has enabled lyf to cater to a 

larger market, providing the coliving experience for all guests, regardless of stay duration. 

Whilst there have been studies showing the feasibility of coliving in the hospitality industry, 

research into the operating models similar to LFS have been scarce (CBRE, 2020; Tay & Tee, 

2020; Medyasepti, 2020; Pepper & Manji, 2019). Furthermore, studies did not allude to the 
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challenges that hospitality operators may face. Data regarding the challenges faced by coliving 

operators are also unavailable due to the recency of coliving within the hospitality industry.  

Therefore, this study aims to explore the challenges of coliving faced by hospitality operators 

adopting an operational model which allows short term rental. A participation observation 

approach was used to study LFS, with one of the authors documenting their findings during 

their employment with the company. The findings were analysed and categorized into two 

different categories: insufficient awareness of the coliving concept and the lack of community 

engagement. Solutions were then proposed which may be used to mitigate the discussed 

challenges. Lastly, the findings of this research may serve as a guideline for current and 

potential coliving adopters in the development of their coliving properties.  
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Abstract 

Literature examining beer tourism as potential destination marketing tool is limited.   This 

researchaims to examine the opportunitiesfor promoting local craft beer brewerytours for 

enriching the context of gastronomy tourism.  Methodologically, questionnaires are distributed 

for collecting interviewees’psychological and motivation factors, level of supportiveness and 

behavior intentions on local beer consumption and tour.  Recommendations are drawn towards 

the promotion of craft beer brewery tours and how it could be integrated into the revitalization 
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1. Opening Statement

Beer tourism (Kraftchick, Byrd, Canziani, & Gladwell, 2013) is a potential form of niche 

tourism that may create a desire of travel.  Literature examining the promotion of beer tourism 

as a special interest tour for destination marketing is limited, especially for those non-

traditionally beer production destination.   Devoted to generating some alternative favour of 

newcraft beer, local craft beer breweriesin Hong Kong have combined different local 

ingredients to brew beer and create some new brands of local craft breweries. Seeing the needs 

of strengthening local tourism because of the international travel restriction induced by 

COVID, Hong Kong Tourism Board has introduced a “Holiday at Home” package (HKTB, 

2020) to encourage local people to explore in-depth discovery tours of Hong Kong. For this 

promotional campaign, there is an element which is “Insiders’ Guide”, including 6 themes 

based on different purposes, which are local culture, leisure activities, entertainments, 

shopping, gastronomy tourism and skyline sightseeing in harbor view which are involved. 

Amongst those core promotional themes, gastronomy and leisure activities are the key aspect 

that the tourism authority intends to create some fresh experience to tour participants. 

Therefore, this research aims to explore the potential features of local craft beer brewery tours 

vigorously for promoting beer tourism as well as the local Tourism in Hong Kong. 

Hong Kong’s foremost local brewers are forcefully pursuing into export markets like Asia, it 

also has potential abilities to get into foreign countries (Swift, 2019). There are more than 30 

local craft breweries now in the market past few years (Brew852, 2016). By now, it is 

increasing up to more than 50 local craft breweries in the market (RateBeer, 2021). There are 

increasing new brands of local craft breweries in the past 5 years in Hong Kong. It provides a 

challenge of saturation for local craft breweries. However, it implicates the local craft beer 

market is growing and having potential expansion into the international market. There is 

potential development of beer tourism in Hong Kong because of outstanding brew technique 

and skills in making of craft beers. By the trend of rising more new craft brands into the market, 

this research wants to explore what important features relate to local craft beer breweries to 

promote in order to get support from the government, industry and public. Moreover, try to 

find out the tourists’ perspectives on local craft beers breweries and brands could it promote as 

Beer Tourism in Hong Kong.  Promoting beer tourism belongs to wine and dine tourism, 

hospitality service, retail and tour service market. Therefore, it is a combination of different 

partnerships within the tourism industry.  Not only an alcohol beverage business, but also a 

spirit of brewery making local craft beer as a signature “Made in Hong Kong”. Acting local 

culture elements to developing local craft beers represent Hong Kong image and become one 

of local attractions for tourists to visit and experience a tour of local craft breweries. 

Ramasut, and Saranpattranon (2009) studied several demographic features that influence 

consumer’s attitudes towards craft beer in Bangkok, Thailand. Rogerson and Collins (2015) 

argued that beer tourism in South Africa currently focused on leading to expanding network of 

craft beer by micro-brewery groups and related well thought-out beer festivals to promoting 

beer tourism. However, there is no relevant previous study about the Hong Kong local craft 

beer market yet. It is significant to put effort on studying tourists’ perceptions on development 

and promotion of craft beer tours as tourism products and supporting the local alcoholic 

beverage industry in Hong Kong. Studying bases on Hong Kong due to fulfilment of 

consumer’s needs for drinking craft beer in the local market. Therefore, the research studies 

feature of demographic characteristics to explore factors focused on local peoples’ planned 

behavior, motivational and psychological factors influenced by local people perspectives on 

craft beer brewery tour and awareness of breweries’ brands. Therefore, the objectives of the 

study are: 
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1. To analyze the influence of motivational factors toward participation in local craft beer

tours.

2. To analyze the influence of psychological factors toward participation in local craft beer

tours.

3. To analyze the relationship between motivational and psychological factors toward

tourists’ perspectives on local craft beer tours.

4. To examine the major factors affect local peoples’ perception of planned behavior

components toward the consciousness of local craft beers breweries and brands.

This research aims to understand the perceptions of craft beer producers and local people on 

beer tourism development in Hong Kong.   This study examines the potential opportunities and 

challenges for promoting the local craft beer brewery tours for enriching the context of 

gastronomy tourism (Rogerson, 2014) of Hong Kong, as well as the potential expansion to a 

wider geographical span such as the Greater Bay Area in China. 

2. Approach

The conceptual framework model 

Refer to the conceptual framework mind map shown in Figure 1. This research explores why 

craft beer is resonantly increasing in the marketplace related to motivational and psychological 

factors influenced by tourists and local people’s behavior intentions.  

Figure 1 shows the relationship of the hypothesis. 

Figure 1. Conceptual Framework 

Motivational factors and psychological factors 

Motivational of several factors criteria which are interpersonal, cultural and learning 

knowledge might be focused on this research. Getz and Brown (2006) core product of beer 

tour, the core cultural product, a variety of learning knowledge and the core attractiveness of 

landscape in particular craft beer breweries attract tourists to visit. Lastly, tourists-oriented 

driving is a major factor to join a tour. Those factors might influence tourist’s beverage 

preference towards local craft beer products. Therefore, the questionnaire asks for responders 

to give feedback based on both factors which are influenced by tourists’ inspiration and 

psychosomatic. 
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For psychology related to five factors criteria which are escape from routine, togetherness and 

exciting experiences, needs for relaxation by an attractive landscape (Dann, 1977, 1981).  It 

needs to focus on exploring tourists’ psychological factors that influence on tourist’s 

motivation towards participating in a local craft beer tour. Using multiple regressions to 

examine there are any cause-and-effect relationship on those factors. While collectingthe level 

of agreement from responders, peoples’ perspective on craft beer tour would be measured by 

using Likert scale and that data analysis technique. 

Theory of Planned Behavior 

Based on the planned behavior model, it examines on the level of importance on four 

dimensions which are peoples’ attitude, subjective norm, perceived behavioral control and 

behavioral intention measured by using Likert scale. Moreover, whether local craft beer 

breweries adopt marketing mix strategies 4Ps of promoting the brands and brewery tours 

efficiently in existing marketing aim to attract more tourists to join the tour or purchase their 

craft beer. Meanwhile, explore factors which are affecting peoples’ behavior intentions based 

on their consumption and awareness of local craft beer. 

Sampling Size 

An online questionnaire conducted in English version was designed to get the required data for 

this research from tourists and local people. It used the quantitative method to measure the data 

collected by 100 sample sizes for distribution to tourists, local people, local craft breweries 

owners and craft beer retailers which are well knowledgeable in craft beers and experiences. 

Online questionnaire was distributed for three weeks long which took place from 1stApril, 2021 

to 24thApril, 2021. 

Data Collection 

Those respondents might help to understand various perceptions in the market as primary 

research in using quantitative methods. This research is distributed by online survey on an 

online questionnaire platform. Secondary data collection is based on previous research studies 

finding results to understand and get more further knowledge from different data analysis and 

approach of research data. 

In this research, we aim to find out the differences and relationships between the demographics 

factors which are age, gender and education. Also, there is a relationship between motivational 

factors and psychological factors towards tourists’ beverage preference. Moreover, it used 

planned behavior to analyze people’s perception on local craft beers and what major factors 

influence their behavior to join a craft beer tour. Collecting all questionnaire data and using 

SPSS to analyze and describe what result would be finding and answering those research 

objectives. 

Questionnaire Design 

Research questions divided into three parts which are people’s consuming preferences and 

awareness of craft beer brands, people’s perspectives on future development of local craft beer 

breweries in Hong Kong and participant in questionnaire responders’ demographics 

Information. It would base on various dimensions of tourists’ and local peoples’ perception to 

measure with two five points of Likert Scale method which are level of agreement and level of 

importance shown as Table 1 and 2. The survey is providing Multiple Choice questions which 

are respondents with answers of five to eleven options for them to choose one and Dichotomous 

questions which offer respondents two alternatives to choose. Types of question have applied 
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to consuming preferences and awareness of craft beer brand and demographic characteristics 

(Ramasut & Saranpattranon, 2009). Also, the questionnaire design ideas are from demographic 

characteristics which are occupation and range of income reference from Census and Statistics 

Department statistics document.  

Table 1. Likert Scale level of agreement 

Strongly Disagree Disagree Neutral Agree Strongly Agree 

1 2 3 4 5 

 

Source: Developed by Fisher (2007) 

Table 2. Likert Scale level of importance 

Not Important Low Important Neutral Very 

Important 

Extremely 

Important 

1 2 3 4 5 

 

Data Analysis 

Our data showed that more details about the structure of questionnaire design belong with 

different types of measure data analysis technique. The data analysis was used Independent-

Samples T-Test to compare mean differences of 2 groups which are interested or not interested 

in joining a local craft beer tour, and gender by following used Multiple Regression to analysis 

the cause-and-effect relationship in between psychological and motivational factors, One-way 

ANOVA to compare mean differences age and education.  

Table 3. Hypothesis examine on data analysis 

Hypothesis 1:  

 

There are positive motivational factors towards tourists’ visiting and 

joining craft beer tour preference. 

Hypothesis 2: There arepositive psychological factors towards tourists’ visiting and 

joining craft beer tour preference. 

Hypothesis 3: There is a positiverelationship between psychological factors (cause) 

and motivational factors (effect) towards tourists’ visiting and joining 

craft beer tour preference. 

Hypothesis 4: Male perceives more positive than female in behavioral Intention on craft 

beer consumption.  

Objective 4: To compare the behavior intention by gender.  

Hypothesis 5: There is a positive difference between attitude and age that influences 

people’s perspective on craft beer brewery brand and products.  

Objective 5: To compare the attitude towards craft beer by age. 

Hypothesis 6: There is a positive difference between subjective norm and education 

towards tourists’ knowledge about craft beer brands and products. 
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Objective 6: To compare the subjective norm on craft beer drinking by 

level of education. 

Hypothesis 7: Male perceives more positive than female in perceived behavioral control 

on craft beer purchasing. 

Objective 7: To compare the perceived behavioral control on craft beer 

purchasing by gender. 

3. Reflection

Limitations on the study 

There are limitations on this study. Firstly, the primary research provided more focus on local 

peoples’ attitude on perception on craft beer, weakness incompletely involving study about 

international tourist’s perception on travel in the local craft beer tour. Secondly, during the 

pandemic situation, it is hard to find people to interview because of health concerns. Recently, 

people might not have their experience of craft beer tours in Hong Kong and facing those 

difficulties about the laws and regulations due to not operating normally in pubs and bars for 

people to gather. Therefore, the qualitative research method might not show such results and 

rely on the quantitative research method that would be conducted. Also, the sample size in this 

research was nearly 60% of male and 40% of female; it might create some prejudice on male’s 

perception of their comments. Questionnaire design issue received some comments about 

classifying brand categories incorrectly and Chinese version of the survey had been requested 

by some responders. 

4. Benefits

70% of respondents do not experience of the service by the local craft beer tour. Therefore, in 

the future research study could find out several factors affecting people not having experiences 

the tour might lead to understanding reasons. In this research not mainly, direction focuses on 

the discussion of negative impacts. Therefore, for future research study should be more 

completely on different aspects, such as international tourist’s perception on travel in the local 

craft beer tour. 

5. Finds/Date Presentation (If Applicable)

There were 110 questionnaires returned and all of respondents over 18 years old.  All 

respondents signed an online agreement of contract stated. 

Demographic characteristics of respondents 

Table 4 describes the demographic characteristics of respondents. From the total of 110 

respondents, same of 44.5% (n=49) were 18 to 29 years old and 30 to 41 years old, 10% (n=11) 

were 42 to 53 years old and 0.9% (n=1) were 54 to 65 while no respondent is under 18 years 

old or older than 66 years old above. In terms of gender, 59.1% (n=65) of the respondents were 

male, and 40.9% (n=45) were female. For the highest education level attained, 17.3% have 

received a post-graduate or above doctorate, by following graduated (35.5%), undergraduate 

(25.5%), association degree (8.2%) and graduated in high school (13.6%). For the monthly 

income, the most respondents earn in the range of $15,000 to $19,999 were 19.1% (n=21), 

income earn below $14,999 were 30% (n=33) and earn $20,000 above were 51.1% (n=56). For 

the occupation, most respondents are professionals and student, they are same of 19.1% (n=21), 
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following by self-employment (9.1%), managers and administrators (13.6%), association 

professionals (0.9%), clerical support workers (10.9%), service and sales workers (12.7%), 

craft and related workers (2.7%), plant, machine operators and assemblers (0.9%), elementary 

occupations (1.8%), retired (0.9%) and others (8.2%) while no respondent is skilled agricultural 

and fishery workers. 

Table 4. Demographic Characteristics of Respondents 

Characteristics Frequency Percentage (%) 

Age: 

18-29 49 44.5 

30-41 49 44.5 

42-53 11 10.0 

54-65 1 0.9 

66 and above - - 

Gender: 

Male 65 59.1 

Female 45 40.9 

Education: 

High School  15 13.6 

Association Degree 9 8.2 

Undergraduate 28 25.5 

Graduated 39 35.5 

Post-graduate or above Doctorate 19 17.3 

Occupation: 

Student 21 19.1 

Self-employment 10 9.1 

Managers and administrators 15 13.6 

Professionals 21 19.1 

Association professionals 1 0.9 

Clerical support workers 12 10.9 

Service and sales workers 14 12.7 

Craft and related workers 3 2.7 

Plant and machine operators and assemblers 1 0.9 

Elementary occupations 2 1.8 

Skilled agricultural and fishery workers - - 
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Retired 1 0.9 

Others (2 of Teacher, Housewife, Camp Instructor, Civil servant, 9 8.2 

2 of Engineering Assistant, Unemployed, F & B service) 

Monthly Income (HK$): 

Less than $2,000 11 10.0 

$2,000 - $3,999   6 5.5 

$4,000 - $5,999 3 2.7 

$6,000 - $7,999 2 1.8 

$8,000 - $9,999 - - 

$10,000 - $14,999 11 10.0 

$15,000 - $19,999 21 19.1 

$20,000 - $24,999 7 6.4 

$25,000 - $29,999 13 11.8 

$30,000 - $39,999 18 16.4 

$40,000 - $59,999 8 7.3 

$60,000 or above 10 9.1 

Comparison of means for motivational factors by tourists’ visiting and joining craft 

beer tour preference (Independent-Samples T-Test) 

The mean difference of motivational factors by tourists’ visiting and joining craft beer tour 

preference is presented in Table 5. There are mean differences of tourists’ perceptions on core 

product of beer tour and core cultural product by their preference (t-value = 2.886, 2.857, p < 

0.05). People interest in joining the tour (mean=3.98, 3.97, SD=0.66, 0.64) perceive more 

positive on core product of beer tour and core cultural product factors compared to people do 

not interest in joining the tour (mean =3.50, 3.54, SD =0.85, 0.59). In contrast, there are no mean 

differences of other motivational factors by tourists’ visiting and joining craft beer tour 

preference. 

Table 5. Comparison of means for motivational factors by tourists’ visiting and joining craft 

beer tour preference 

Dimensions/ Factors 

People Interest 

 (YES) 

People not 

Interest 

(No) 

t-value p Comparison 

Mean SD Mean SD 

Core product of beer tour  3.98 0.66 3.50 0.85 2.886 0.005* 
Interest > 

Not Interest 
Core cultural product 3.97 0.64 3.54 0.59 2.857 0.005* 

Variety of learning knowledge 3.98 0.78 3.50 0.80 2.613 0.100 - 

Core attractive of landscape 3.76 0.75 3.40 0.66 1.795 0.760 - 
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Tourist-oriented drive to join a 

tour 
3.67 0.79 3.40 0.95 1.318 0.190 - 

*p<0.05, **p<0.01

Comparison of means for psychological factors by tourists’ visiting and joining craft beer tour 

preference (Independent-Samples T-Test) 

The mean difference of psychological factors by tourists’ visiting and joining craft beer tour 

preference is presented in Table 6. In contrast, there are no mean differences of all psychological 

factors by tourists’ visiting and joining craft beer tour preference. 

Table 6. Comparison of means for psychological factors by tourists’ visiting and joining craft beer 

tour preference 

Dimensions/ Factors 

People Interest 

 (YES) 

People not 

Interest 

(No) 

t-value p Comparison 

Mean SD Mean SD 

Escape from busy lifestyle 

in everyday environment 
3.84 0.85 4.59 6.39 -1.076 0.284 - 

Needs for relaxation 3.95 0.75 3.59 0.79 1.995 0.490 - 

Social aspect on togetherness 
 with friends and families 

4.01 0.78 3.50 0.91 2.655 0.090 - 

Gain excitement of tour 

experiences 
3.85 0.71 3.45 0.85 2.229 0.280 - 

Craft beer tour is an attractive  

packaging with quality services  

provided by craft beer breweries 

3.82 0.74 3.40 0.79 2.333 0.220 - 

*p<0.05, **p<0.01

Regression analysis for psychological factors affecting tourists’ motivational factors to 

tourists’ perspectives on awareness of craft beer tour (Multiple Regression) 

The multiple regression results of psychological factors affecting tourists’ motivational factors 

to tourists’ perspectives on awareness of craft beer tour is explained in Table 7. Five 

psychological factors indicate the regression values on motivational factors (R2 = 0.27, 

Adjusted R2 =   0.23, F-value =7.75, p<0.01). The factor of gain excitement of tour experiences 

is positively significant on tourists’ motivational factors (unstandizedB = 0.24, p<0.01). 

Moreover, the factor of needs for relaxation influences tourists’ motivational factors 

(unstandized B = 0.15, p<0.05). Other psychological factors (escape from busy lifestyle in 

everyday environment, social aspect on togetherness with friends and families, Craft beer tour 

is an attractive packaging with quality services provided by craft beer breweries) have no 

impact on tourists’ motivational factors to tourists’ perspectives on awareness of craft beer 

tour. 
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Table 7. Regression analysis for psychological factors affecting motivational factors 

Dimensions/ Factors 

Unstandardized coefficients t-value p value 

B Standard error 

(Constant) 2.14 0.31 6.90 0.000 

Escape from busy lifestyle 

in everyday environment -0.17 0.16 -1.07 0.286 

Needs for relaxation 0.15 0.68 2.20 0.030* 

Social aspect on togetherness 

 with friends and families -0.30 0.69 -0.43 0.664 

Gain excitement of tour 

experiences 0.24 0.75 3.23 0.002** 

Craft beer tour is an attractive  

packaging with quality services  

provided by craft beer breweries 
0.90 0.77 1.16 0.246 

*p<0.05, **p<0.01

Adjusted R2 =   0.23, F = 7.75, significance F = 0.000 

Comparison of means for behavioral intention on craft beer consumption by gender 

(Independent-Samples T-Test) 

The mean differences of behavioral Intention on craft beer consumption by gender is presented 

in Table 8. There are mean differences of tourists’ perceptions on professional of brewing skills 

by gender (t-value = 3.13, p<0.01). Male tourists (mean=4.26, SD=0.83) perceive more 

positive on professional brewing skills compared to female tourists (mean=3.75, SD=0.82). In 

contrast, there are no mean differences of other factors behavioral Intention on craft beer 

consumption factors by gender. 

Table 8. Comparison of means for behavioral Intention on craft beer consumption by gender 

Dimensions/ Factors 

Male Female t-value p Comparison 

Mean SD Mean SD 

Taste of craft beer 4.47 0.75 4.17 0.93 1.854 0.670 

Special favor of craft beer 

products and promotion 
3.84 0.87 3.82 0.88 0.141 0.888 

Brand reputation 3.69 0.80 3.73 0.96 -0.242 0.809 

Reasonable Price 3.69 0.84 3.71 1.03 -0.104 0.917 

Professional of brewing skills 4.26 0.83 3.75 0.82 3.134 0.002** M >F 

*p<0.05, **p<0.01

ANOVA Tests on attitude towards craft beer by age (One-way ANOVA) 
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Table 9 explains the mean difference of attitude towards craft beer by age. In contrast, there 

are no mean differences of all attitudes towards craft beer by age. 

Table 9. ANOVA Tests on attitude towards craft beer by age 

Dimensions/ Factors 

Means by Age 

18-29 30-41 42-53 54-65 F-ratio

ANOVA 

(Sig. 

value) 

Comparison 

(1) (2) (3) (4)

Craft beer products are 

variety and novel  
3.93 3.85 3.72 4.00 0.20 0.894 - 

Easy to purchase craft beer products 3.53 3.53 3.81 4.00 0.44 0.721 - 

Good concept of craft beer brewing 4.00 3.87 3.90 5.00 0.82 0.483 - 

Provides varieties of services  

(e.g., Brewery Tour, online-delivery 

and many retail purchasing 
channels) 

3.36 3.40 3.18 3.00 0.22 0.878 - 

*p<0.05, **p<0.01

ANOVA Tests on subjective norm on craft beer drinking by level of education 

(One-way ANOVA) 

Table 10 explains the mean difference of subjective norm on craft beer drinking by level of 

education. In contrast, there are no mean differences of all attitudes towards craft beer by level 

of education. 

Table 10. ANOVA Tests on subjective norm on craft beer drinking by level of education 

Dimensions/ 

Factors 

Means by Education 

High 

School 

Association 

Degree 

Under- 

graduate 
Graduated 

Post- 

graduate 

 or 

 above 

Doctorate 

F-ratio

ANOVA 

(Sig. 

value) 

Comparison 

(1) (2) (3) (4) (5) 

People who 

influence you 

to drink craft 

beer (friends 
and families) 

3.20 3.77 3.67 3.71 3.36 1.46 0.217 - 

Influenced by 

social media 
2.86 3.33 3.50 3.28 3.05 1.23 0.299 - 

Many people 

already taste 

that brand 

3.06 4.00 3.53 3.56 3.26 1.72 0.150 - 
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A new trend of 

social 

activities/events 

2.93 3.11 3.50 3.41 3.26 0.92 0.456 - 

*p<0.05, **p<0.01        

Comparison of means for perceived behavioral control on craft beer purchasing by 

gender (Independent-Samples T-Test) 

The mean difference of perceived behavioral control on craft beer purchasing by genderis 

presented in Table 11. There are mean differences of tourists’ perceptions on professional of 

brewing skills by gender (t-value = 2.13, p<0.05). Male tourists (mean=3.89, SD=0.81) 

perceive more positive on enough knowledge and skills of brewing craft beer compared to 

female tourists (mean=3.53, SD=0.94). In contrast, there are no mean differences of other 

factors perceived behavioral control on craft beer purchasing by gender. 

Descriptive analysis on other variables 

Table 12 to 14 shows the other variables of descriptive analysis on frequency and percentage 

in particular questions collected by 110 respondents via online questionnaires. 

Table 12. Descriptive analysis on people’s consuming preferences and awareness of craft 

beer brand 

 Frequency Percentage (%) 

Tried Hong Kong local craft beer (No. 1 Questions)     

Yes 82 74.5 

No 28 25.5 

Total 110 100 

Brand of Breweries category developed by (No. 3 Questions)   

Hong Kong local people 22 20 

Non-Local natives in HK 44 40 

Table 11. Comparison of means for perceived behavioral control on craft beer purchasing by 

gender 

Dimensions/ Factors 

Male Female 

t-value p Comparison 

Mean SD Mean SD 

Trustworthiness of craft beer  

brewery brand  
3.81  0.84  3.91 0.94 -0.555 0.580   

Affordable purchasing power  3.44  0.82  3.53 1.05 0.484 0.630   

Sensible of marketing mix strategies 

for promotion craft beer  
3.60  0.91  3.55 0.89 0.253 0.801   

Enough knowledge and skills of  

brewing craft beer 
3.89  0.81  3.53 0.94 2.132 0.035* M >F 

    *p<0.05, **p<0.01        
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Others 16 14.5 

Missing data 28 25.5 

Total 110 100 

Where can consumer reach local craft beer products (No. 4 Questions) 

Local craft beer breweries website  34 30.9 

Pubs & Bars  42 38.2 

Restaurants  22 20 

Convenient store  13 11.8 

Online shop platform 28 25.5 

Supermarket 20 18.2 

Others (Bottle shop, Social media: Facebook & Instagram, 22 20 

Local Craft Beer Community & store, friends, referral) 

Missing data 25 22.7 

Total 110 100 

Table 13. Descriptive analysis on people’s consumption of local 

craft beer brewery in Hong Kong 

Frequencies of drink beer Frequency Percentage (%) 

Everyday 17 15.5 

Three times above per week 15 13.6 

Once to twice times per week 27 24.5 

Once to twice times per month  26 23.6 

Never drink alcohol beverages 1 0.9 

Total 110 100 

Range of expenditure 

50-99(HK$) 21 19.1 

100-299(HK$) 20 18.2 

300-499(HK$) 15 13.6 

500- 699(HK$) 5 4.5 

700 (HK$) or above 24 21.8 

Missing data 25 22.7 

Total 110 100 
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Table 14. Descriptive analysis on people’s perception of future development of local craft 

beer brewery tour in Hong Kong 

Know about the craft beer tour service (No. 9 Questions) Frequency Percentage (%) 

Yes 66 60 

No 44 40 

Total 110 100 

Had experienced of a local craft beers brewery tour (No. 10 Questions) 

Yes 32 29.1 

No 78 70.9 

Total 110 100 

Interested in joining craft beer breweries tour (No. 11 Questions) 

Yes 88 80 

No 22 20 

Total 110 100 

Recommendations for improvement services of craft beer breweries tour 

(No. 14 Questions) 

Information of brewing knowledge 47 42.7 

Promotion though advertisement 43 39.1 

Free beer product for taste  54 49.1 

Organizes festival events belong to local craft beer in HK 68 61.8 

Others (Exclusive beer for tasting & purchasing, 

price of tour) 
4 3.6 

Missing data 3 2.7 

Total 110 100 

Discussion 

Overall, the result has shown a positive attitude of local craft beer brewery tour and brand 

image in Hong Kong collected by peoples’ perceptions towards promoting craft beer brewery 

tours in the industry. 

Perception on local craft beer brewery tour 

There are 110 respondents who are local people, local craft beer breweries owners and 

professional breweries, craft beers retailers. They are rich in knowledge of craft beers and 

experiences, in particular the term of a group “local craft beer community” they had mentioned 

in the questionnaire. There are80% respondents perceive a positives attitude on joining craft 

beer breweries tour and 66% respondents are known about the craft beer tour service by the 

local craft breweries operators. That means peoples’ awareness of local craft beer is significant 

and perceives more positives attitude on joining new experience of beer brewery tour. 

Therefore, if it tries to create an in-depth local craft beer brewery tour as products to promote 
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Hong Kong tourism might have a significant impact on that idea causing benefits on both 

international and domestic industry. 

From the result, there is nearly 75% of respondents had tried the Hong Kong local craft beer 

and where they could reach those craft beer products by 3 top places (Table12) are the most 

percentage of 38.2% in pubs and bars, 30.9% from local craft beer breweries website and 25.5% 

from online shop platform to purchase those local craft beer products. It implies that local craft 

beer breweries mostly rely on online platforms to promote, such as they would like to promote 

new beer products and hold events or activities through social media disturbing channels and 

cooperation with pubs and bars as suppliers to make their business and provide beverages in 

the marketplace. However, only near 30% of respondents had experienced the tour. It implies 

not attracting some people to join the existing local beer tour service experiences due to around 

70% of respondents do not experience of tour service.  

On the other hand, some feedbacks from responders which are 68% of respondents recommend 

the organized festival events belonging to local craft beer in Hong Kong should have 

improvement. Since covid-19 situation, there are some events causing end up and hold off 

projects, it might affect the promotion of the beer beverage industry. It is because one of the 

famous Hong Kong Wine and Dine Festival moved to hold an online platform by the Hong 

Kong Tourism Board (HKTB). According to HKTB (2020), there was a wine and spirits talk 

on the website, one of local craft beer breweries, Young Master Brewery participated in the 

online event. It means some influenced by their promotion and quality of service and products 

to access in the marketplace. 

Differences in perception by motivational factors and psychological factors 

From the data analysis on significant mean difference of motivational factors by tourists’ 

visiting and joining craft beer tour preference had been presented. Peoples’ perceptions on the 

core product of beer tour and core cultural product affected tourists’ preferences. Respondents 

perceive more positive on both of factors compared to people who are not interested in the tour. 

The term of core product of beer tour which is about brewery tour as promote craft beer 

products and present their brew skills. Core cultural product which means the favor of taste 

craft beer made featured by local food from the region. Take an example, one of products 

named “Cha Chaan Teng Sour” which made salted lime as an ingredient to brew craft beer 

produced by Young Master Brewery (Young Master Brewery, 2021). Therefore, responders’ 

perception on motivational factors examined that affecting their behavior by those factors.  

Furthermore, there is no significant mean difference in psychological factors towards tourists’ 

visiting and joining craft beer tour preference. Therefore, Hypothesis 2 has not been recurred. 

Moreover, results find out that a positive relationship between psychological factors as (cause) 

which is needed for relaxation and gain excitement of tour experiences motivational factors 

(effect) towards tourists’ visiting and joining craft beer tour preference. Referring to the 

regression analysis for psychological factors affecting motivational factors in this research has 

shown such results. In this regards, objective 1 to 3 has been responded. Also, Hypothesis 1 

and Hypothesis 3 has been recurred. 

Differences in perception by Gender, Age and Education 

In this study, there is significant finding that respondents had differences in perceived 

behavioral control on craft beer purchasing and behavioral intention on craft beer consumption 

by gender. As the result shows in Table 8 and 11, male tourists perceive more positive on 

brewing craft beer of knowledge and professional brewing skills factors compared to female 

tourists. It implicates male more interested in exploring knowledge and professional brewing 

skills to select the consumption of local craft beer. Therefore, it reflected that gender is a factor 
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in view of impact on perceived behavioral control and behavioral intention. Therefore, 

Hypothesis 4 and Hypothesis 7 has been responded to tenable. 

 

By age and education, there is no significant mean difference in attitude towards craft beer and 

subjective norm on craft beer drinking. It reflected that both two demographic characteristics 

are not a determining factor for taking into consideration impact on attitude and subjective 

norm. Therefore, Hypothesis 5 and Hypothesis 6 has not been recurred. 

 

6. Conclusion 

 

To sum up, beer is one of consumable alcoholic beverages in many countries and citywide that 

is why leading people desire to drink more different characteristics of structure, taste and aroma 

for enjoying more quality beer and special products, therefore craft beers appear widely in the 

market from different countries or cities. Different regions have different characteristics of 

craft beers, brewing skills and techniques to make local craft beer by their own version.  

 

In terms of beer tourism Hong Kong is conventionally associated with wine and dines tourism. 

Hong Kong is appealing and experiencing the increase of beer tourism via many local craft 

beer breweries developing their own feature of craft beers and organizing breweries tours for 

target customers who are beer lovers and seek for special favor of craft beer, they would be 

willing to try new products and support the beverage industry in increasing consumption of 

craft beers.  

 

Local craft beer brewery tours have the potential image to present an outstanding brew 

technique and skills in making craft beer to the public and tourists. While there is acting more 

promotions and giving more support to this niche market by increasing awareness of local craft 

beer breweries. This is a new trend of rising in different kinds of experiences in-depth, 

discovering some rarely known about the local craft beer brewery culture developing in Hong 

Kong through these several years. In this study an overall result shows that features in local 

craft beer brewery tours are dynamic for promoting beer tourism in order to enhance 

development of Hong Kong Tourism. It implies the potential of craft beer brewery tours would 

be sustainable in the future. 

 

Recommendations 

From the analysis results of the primary research that local craft beer brewery tours would 

convey positive impacts on human behavior intention and perception towards promoting brand 

consciousness and awareness of craft beer tour. 

 

Promotion though tangible products advertise to increase brand awareness 

Since responders gave comments by a part of recommending for further improvement in 

service of local craft beer breweries tour. Nearly 50% of responders are looking forward to 

taste free beer products and that would more directly impact brand awareness instead of relying 

on social media to post an advertisement about the local craft beer products or events. It is 

hinting people perceive more tangible products for recognizing the brand awareness by the 

public. In this research, also found out that 42.7% of responders more positively perceive the 

information of brewing knowledge. It was not enough for promoting widely in this beginning 

stage. However, a basic group which is termed “Local craft beer community” as a niche market 

of target segments, pushed ahead with concentrated development of the brewing industry and 

expansion into worldwide. 

 

Subsidies support by the government to promoting local craft beer culture 
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In view of subsidies or funding which organizes festivals and events belong to local craft beer 

in Hong Kong. An example of Hong Kong Wine and Dine Festival is one of successful cases 

in the past several years. From 2019 to 2020 some of the projects had been cancelled and kept 

on hold the event but moved to an online platform due to social movement and the pandemic 

situation. In 2021, it is until at unpredictable condition; therefore, if the situation turns to being 

more favorably, it hopes the government to supporting and pushing ahead with promoting local 

craft beer culture, offering subsidies or funding would encourage local enterprises put more 

effort to operation and promotion in more channels, such as local craft beer festival events to 

offer large platform for increasing the awareness of special local culture. Attracting more 

people to joining a new craft beer tour by local craft beer breweries products and services 

experiences in the operating and brewing process. Get more awareness of local culture and 

professional knowledge brewing skills provide subsidies for future development of beer 

tourism. Also, it is leading the local craft beer brewery products and services distributed into 

the international market. 
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Executive Summary 

Business Travel, Meetings, Incentives, Conventions and Exhibitions (BTMICE) is a strategic 

sector within the tourism industry (Wee, 2020). In 2018, the BTMICE sector in Singapore 

generated close to SGD 3.8 billion, or 0.8% of Singapore’s GDP (Chee, 2020). The onset of 

the Covid-19 pandemic has impacted BTMICE severely where events are cancelled, postponed 

and organisers had to pivot their approach to hosting events (Tay & Heng, 2020). Planned 

activities are creatively converted to virtual versions (Gov.sg, 2020). With the gradual 

resumption of face-to-face events, digital components remain essential in the new norm post 

Covid and hence, virtual and hybrid events are here to stay (Anisin, 2020; Wagner, 2020). 

This study aims to gather findings on emerging trends for virtual/hybrid events and revenue 

generators for Association Conventions (ACs) in the new post-Covid landscape. A mix of 

quantitative and qualitative research methods is adopted. Surveys with Association Convention 

organisers and event attendees are conducted as well. The three main findings pointed to an 

increasing need for effective networking for virtual formats, to provide more value to engage 

sponsors as well as to provide engaging content to attract foreign attendees.  

Satisfaction levels, actions to improve overall experience, reasons for not attending events and 

technological preferences of event attendees are critically analysed and discussed. Top 

priorities and considerations, revenue and financial support as well as how the future landscape 

looks are discussed based on insights gathered from Association Convention organisers. 

This report proposes three recommendations: business matching platform, gamified interval 

display pages and engaging content for attendees during quarantine that organisers may include 

in their new business models to grow, attract and further develop the Association Conventions 

sector for Singapore. 

270



Abstract 
The Covid-19 pandemic has impacted BTMICE severely where events are cancelled, 

postponed and organisers had to pivot their approach to hosting events (Tay & Heng, 2020). 

This study aims to gather findings on emerging trends of virtual/hybrid events and revenue 

generators for Association Conventions (ACs) in the new post-Covid landscape. The three 

main findings pointed to an increasing need for effective networking for virtual formats, to 

provide more value to engage sponsors as well as to provide engaging content to attract foreign 

attendees. 

Keywords: BTMICE, Association Conventions, Virtual and Hybrid events, Emerging Event 

Trends, Sponsorships, Event Technology  
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1. Opening Statement 

 

Business Travel, Meetings, Incentives, Conventions and Exhibitions (BTMICE) is a strategic 

sector within the tourism industry (Wee, 2020). In 2018, the BTMICE sector in Singapore 

generated close to SGD 3.8 billion, or 0.8% of Singapore’s GDP (Chee, 2020). Due to the 

outbreak of Covid-19, planned activities have been creatively converted to virtual versions 

(Gov.sg, 2020). With the gradual resumption of face-to-face events, digital components remain 

essential in the new norm post Covid and hence, virtual and hybrid events are here to stay 

(Anisin, 2020; Wagner, 2020). This has prompted the Singapore Tourism Board (STB) and 

event organisers to adopt and implement new business strategies in order to continue bringing 

value to their businesses.  

 

2. Approach 

 

To strengthen the mindshare of Singapore as a trusted, safe and innovative business destination, 

the team was tasked by STB to undertake a research study on the Association Conventions 

sector in BTMICE. This research aims to identify new and innovative business models for 

Association Conventions organisers to deliver greater business value for their audiences in the 

new tourism landscape. 

 

Apart from just conducting research on event organisers, the team believed that the opinions 

of event attendees should also be taken into consideration. As such, a separate research was 

also carried out on event attendees to understand their perceptions of the changing BTMICE 

landscape. 

 

For this research study, both quantitative and qualitative research methods were used to collect 

in-depth results. Two sets of questionnaires were sent out in the form of electronic surveys, 

one each for the event attendees and event organisers, consisting of both close and open-ended 

questions. Secondary research was also conducted in this report to further support the data 

collected. 

 

3. Reflection  

 

To fulfil the objectives of this research study, a formal questionnaire survey was designed with 

critical questions, probing into specific issues of the research problem. Upon the successful 

collection of responses, data analysis and secondary research were carried out to support key 

findings for a substantial practical paper. Recommendations were then formulated to address 

the pain points raised. 

 

Through this research project, the team applied research skills and knowledge acquired in 

school. In terms of research design, logical sequence and development were incorporated to 

better shape the thinking of our respondents. Research ethics were also observed and 

maintained, adhering to ethical guidelines throughout this study.  

 

This research project enhanced our learning as our research skills were applied to an industry-

level project and effective time management became paramount as we juggled various projects 

simultaneously. During the research designing process, critical thinking skills were developed 

while crafting a meaningful set of questions. The team also learnt to synthesize our research 

findings to propose significant recommendations.  
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More than anything, this research study has given the team a wider outlook on the BTMICE 

industry and AC sector as well as recognising the trends or threats that could impact it. 

4. Benefits

As the tourism landscape evolves, this study offers insights into the changing needs and 

preferences of event attendees and organisers. This research provides valuable inputs obtained 

from both target audiences, gaining a better perspective and understanding the new market 

demands. With this information, event organisers in the Association Convention sector can 

path-find fresh perspectives on innovative strategies and business models for the future of this 

industry. By reimagining their business strategies and conceptualising new business models, 

organisations can then continue to generate value for themselves and their audiences. 

5. Findings of The Event Attendees Survey

Figure 5.0 (a) 
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5.1 Setting of Event Attended 

Figure 5.1 (a) 

Survey results showed that physical events are the most attended among our target population. 

71.4% of respondents have attended virtual events before, likely due to the virtualisation of 

physical events as a result of Covid-19. Hybrid events, however, seem to be still relatively new 

in the market as only a minority of our respondents have attended one. 

5.2 Satisfaction Level of Physical and Virtual Events 

Figure 5.2 (a) 

From the six aspects identified, most respondents were satisfied with the technologies used and 

least satisfied with entrance fees. 
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Figure 5.2 (b) 

 

Amongst the same six aspects, most respondents were satisfied with programme content and 

entrance fees, while least satisfied with the interaction levels.  

 

Based on findings, virtual events can generate satisfactory program content. However, they are 

unable to satisfy the need for interaction amongst attendees. An article by Eventify further 

supports this, where the lack of two-way communication is among the top 12 challenges of 

planning virtual events (Eventify, 2020).  

 

5.3 Actions to Improve Overall Virtual Event Experience  

 

Respondents were asked to identify what could have been done better for them before events. 

Results found that 76.7% of virtual event attendees hoped to receive programme agendas 

before an event as a way to improve their event experience. This shows the importance of 

communicating programme agendas to attendees. Further supported by Cvent, communicating 

information effectively will increase attendance and extend the overall event’s life cycle 

(Lavras, 2015). 

 

During the event, more interesting and interactive activities should be planned, as stated by 

75.0% of the respondents. Meanwhile, 57.1% of virtual event respondents indicated the need 

for event organisers to improve personalisation opportunities, clarity of instructions and event 

updates.  

 

Additionally, 76.7% of virtual event respondents would like to have access to post-event 

materials. Following this, the provision of souvenir packs, as responded by 70.0% of virtual 

event respondents, can improve the overall post-event experience. 

 

 

275



 

 
 

5.4 Reasons for Not Attending Virtual Events 

 
Figure 5.4 (a) 

 

With virtual events becoming the new norm after Covid-19 hits, it is important to find out the 

possible reasons why the public is not attending them. Based on findings, it is evident that the 

lengthy duration and the lack of interesting programmes are the main causes. 

 

5.5 Ability of Virtual Events to Deliver Same the Experience as Physical Events 

 

87.5% of the respondents implied that virtual events are not capable of providing the same 

experience as physical events. Out of this, the most common reason provided is the lack of 

physical interaction and communication, as stated by 48.5% of the respondents.  

 

Only 9.1% of the responses implied that virtual events are capable of replicating the experience 

of a physical event. The reason provided was that the current technologies are adequate to 

provide a similar experience. 

 

5.6 The Future Landscape of BTMICE 

 

5.6.1 Desired Technological Trends 

 
Figure 5.6.1 (a) 

 

The top three desired technological trends were augmented reality (AR), virtual reality (VR) 

and mobile applications. An article by Cvent supports this, stating that AR and VR are the 
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biggest buzzwords in the technology industry right now with potential impact on the event 

industry (Huston, 2019).  

 

5.6.2 Preferred Event Format in the Future 

 
Figure 5.6.2 (a) 

 

As physical and hybrid settings rank above virtual settings, it shows that most respondents still 

favour the physical interaction component. As stated by 99 City Road (2020), physical events 

provide meaningful networking, which virtual and hybrid events are unable to fully provide. 

 

5.6.3 Measures to Restore Event Attendees’ Confidence 

 

 
Figure 5.6.3 (a) 

 

Given that the Covid-19 pandemic has affected the confidence level of the public in attending 

an event, some measures need to be put in place to help the public regain confidence in 

attending an event despite the rising focus on hygiene and health. 
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The top 3 measures selected by respondents were related to achieving a safer and cleaner 

environment. This shows the importance for event organisers to overcome the sensitive issue 

of health and hygiene. 

6.0 Findings of The Event Organisers Survey 

The team collected 9 responses from event organisers from the professional services sector 

based on a list of contacts provided by STB. 

6.1 Background Information 

6.1.1 Cancellation of Events After Covid-19 

Figure 6.1.1 (a) 

Due to Covid-19, event organisers have cancelled or postponed their events. The three main 

reasons for this included travel restrictions, government restrictions and prevention of Covid-

19 clusters.  
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6.1.2 Top Priorities and Considerations when Hosting A Convention 

 
Figure 6.1.2 (a) 

 
Figure 6.1.2 (b) 

 

Based on our findings, it appeared that knowledge transfer was the top priority in hosting a 

convention, followed by the need to increase brand awareness as well as member retention. 

Two-thirds of our respondents responded that event venue accessibility, along with the 

relevance of the content during the convention, are also the two most important considerations 

when planning and hosting a convention.   

 

Based on a study conducted by the Fraunhofer Institute for Industrial Engineering, the 

satisfaction of events is greatly influenced by 2 factors, one of which being knowledge transfer 
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(Rokou, 2019). When attendees realise that they have learned something which they can apply 

in their life, they will be more satisfied. The role of knowledge transfer will benefit destinations 

in providing memorable experiences for both participants and event organisers (Ex-Link 

Events Blog, 2012).  

 

6.2 Challenges of Virtual Conventions 

 
Figure 6.2 (a) 

 

Event organisers who have held a virtual convention faced the lack of interaction and 

engagement. This shows that the lack of interaction is a prominent challenge of virtual events. 

Similarly, the inability to find sufficient sponsorships, the difference in time zone and webinar 

fatigue were also notable challenges faced. 

 

According to Copans (2020), the lack of engagement at virtual events was seen to be the biggest 

challenge for virtual event organisers. With the sudden shift to virtual events, event organisers 

found themselves in a fix when engaging remote audiences. Common engagement tools 

adopted by virtual events including live polls and chats still lack ways in sustaining genuine 

engagement (Conferences io, n.d.). 
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6.3 Ability of Virtual Events to Deliver the Same Experience as Physical Events 

Figure 6.3 (a) 

Results showed that 77.8% of the respondents agreed that virtual events were not able deliver 

the same experience as physical events as it lacked networking opportunities. One respondent 

mentioned that the value such interaction brings “cannot be underestimated”. Other 

respondents elaborated that their members and delegates wished to build relationships with one 

another.  

6.4 Revenue Breakdown 

Figure 6.4 (a) 
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During the collection of data, most respondents were unable to disclose their   revenue-

generating sources. For the physical conventions’ revenue breakdown, the two main sources 

mentioned were registration fees and sponsors. However, it seems that the revenue-generating 

model differs according to different associations. 

In general, the key revenue generating sources for physical events are registration fees, 

sponsorships, merchandising, advertising, and renting of exhibition space. As event organisers 

move towards virtual events, renting of exhibition spaces and commissions from hotel 

bookings will no longer be possible. Instead, event organisers can only leverage on other 

existing revenue streams to maximise monetisation such as providing on-demand paid content 

and exclusive networking opportunities (Miles, 2020).  

6.5 Difference in Registration Fees for Physical and Virtual Attendees 

With the shift from physical to virtual conventions, a question was posed to find out if there 

were any changes to registration fees. Three respondents mentioned that the virtual events they 

hosted were free-of-charge, while two respondents stated that attendees were charged lower 

fees, with one marking a drop of at least 50% and the other charging 88% cheaper. 

6.6 The Future Landscape of BTMICE 

6.6.1 Forms of Assistance Required 

Figure 6.6.1 (a) 

The most important form of assistance event organisers would like to receive is marketing for 

conventions. This may be due to them opening up the conventions to the public during the 

pandemic. In addition, respondents also mentioned that sourcing for suitable platforms to hold 

their events would be another form of assistance they would like to receive. 

Important features available should include the ease of use, room for customisation, support 

for online networking and finally, the ability to engage sponsors (Eventsforce, n.d.). As event 

organisers pivot to virtual formats, finding the correct online platform to host the virtual event 

is vital in delivering the best experience to attendees. 

6.6.2 Technologies Keen to Adopt in the Future 
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Figure 6.6.2 (a) 

The top three technologies event organisers would like to adopt were live streaming, AR and 

mobile applications. 

One interesting finding is the difference in emphasis on live streaming and translation between 

event attendees and organisers. Although it was ranked as the technological trend that event 

organisers are most keen to adopt, this should not be their main priority currently as event 

attendees do not seem to share the same consensus. 

6.6.3 Preferred Event Format in the Future 

Figure 6.6.3 (a) 

Due to current travel restrictions, hybrid events are highly preferred moving forward. 

Contrastingly, the results from the event attendees survey shows otherwise, with 61.9% 

preferring physical events. Hence, there may be a gap between the perceptions of both event 

organisers and attendees on future events. 

Despite such differences, it is important to note that hybrid events will likely be the most 

preferred format for the next few years, as the world slowly recovers from the pandemic.  

6.6.4 Attractiveness of Singapore as a Destination 

Most respondents believed that the convention venues and accessibility in Singapore can be 

improved to increase the attractiveness of Singapore as an events destination. As one of the top 

MICE destinations in the world, these findings come as a surprise. It was later discovered that 

the event organisers had the Covid-19 pandemic in consideration.  
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The respondents mentioned that the main purpose of conventions is to be physically present. 

However, with the pandemic, venue accessibility has become a concern for international 

attendees, making it harder for event organisers to carry out their business plans. One 

respondent had agreed that while borders are open for some business travellers, they are not 

willing to endure the 14-days quarantine notice just for a physical event. Travelling abroad, 

even for business purposes, has appeared to become a hassle, and social distancing measures 

are also restricting accessibility to events.  

 

As shown in earlier findings, the prime reason for attending physical events is to network 

effectively and have informal conversations, which also portrays why virtual and hybrid events 

are a poor substitute to some. While precautions against the disease is important, some ways 

of easing the accessibility for international business travellers can be looked into. 

 

6.6.5 Preferred Financial Support  

  
Figure 6.6.5 (a) 

 

Event organisers were asked to select a form of financial support they would like to receive. 

However, due to the seemingly equal responses for both options, it is unfair to rule out a highly 

preferred one.  

 

Research suggests that when event organisers receive monetary support from sponsors, they 

are able to improve and enhance the scale of their event (Dudani, 2017). Furthermore, sponsors 

provide value in marketing which helps organisers to achieve their marketing objectives. By 

partnering with sponsors, organisations can expect to enhance business relationships, generate 

more leads, increase brand awareness and media exposure (Friedman, 2021). 

Likewise, government schemes and grants are also helpful. Research by Cambridge Policy 

Consultants (2019) suggests that financial support from the government has provided event 

organisers with a competitive advantage, allowing them to win event bids. 

 
7.0 Recommendations 
 

7.1 The Business Matching Platform (BMP) 

 

From the primary research findings, the majority of organisers mentioned the lack of 

networking opportunities and the inability to build relationships as reasons why virtual events 

are unable to deliver the same experience as physical events. Attendees have expressed similar 

desires for more networking opportunities, so that virtual and hybrid events can provide similar 

experiences as physical events.  

 

As such, the first recommendation aims to introduce a one-stop mobile application that 

integrates event management software with social networking communication functions in the 

form of a Business Matching Platform (BMP). Through this platform, attendees will be 

matched up based on an exhaustive list after selecting the top 3 interests for networking. Should 
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attendees successfully manage to network with each other during the session, they can make 

use of a private chat function on the platform to continue interacting with each other thereafter. 

 

 
 

Figure 7.1 (a) 

 
Figure 7.1 (b) 

 

Attendees will enjoy flexibility as they are now able to network on the BMP at any point of 

time during their virtual events, thereby steering away from the structured traditional design of 

breakout rooms.  
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Additionally, the platform will provide added convenience to both event attendees and 

organisers as it will be made accessible to all business events in Singapore, increasing the 

country’s attractiveness as a destination for Association Conventions. 

 

7.2 Gamified Interval Display Page for Sponsors 

 

Based on our primary findings, sponsorships and registration fees are the 2 main revenue-

generating sources. With tickets being free of charge or sold at a lower price, there is a need to 

obtain more sponsors to sustain their revenue sources. Sponsorships are expected to become 

the major revenue-generating source in virtual and hybrid formats but it is also noted that event 

organisers have faced difficulty in engaging sponsors.  

 

To provide more value to sponsors and amplify this emerging source of revenue, a gamified 

interval display page can be used. Instead of having a “filler” slide during intervals, an 

interactive interval display with a sure-win roulette game will be made available where 

attendees can click and spin to win prizes. 

 

 
Figure 7.2 (a) 

 

Upon spinning the wheel, videos or information of sponsor shoutouts will be screened before 

event participants can view and claim their rewards. Afterwhich, videos or shoutouts from all 

sponsors will also be played until the event resumes.  
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Figure 7.2 (b) 

With an increased interactive approach, events sponsors may see more conversion as attendees 

are better exposed to their brands. It also increases attendee engagement and improves their 

proactivity (Byvalkevych, 2019). This interactive content can prevent webinar fatigue as it 

allows attendees to have a quick break or game during the intervals. From the sponsors point 

of view, it could also possibly further enhance the value of providing such sponsorships as 

there is an increased engagement and conversion. As such, it poses a win-win situation for both 

event organisers and sponsors. 

7.3 Quarantine Content and Engagement 

Event organisers view venue and accessibility as crucial factors that make Singapore an 

attractive BTMICE destination. While 73% of event organisers expect hybrid events to become 

common (ITCM, 2021), they may face a new challenge in attracting international attendees to 

participate in physical and hybrid events. 

This recommendation comprises how event organisers should provide interesting content and 

activities for attendees during their quarantine. Event organisers could deliver welfare packs to 

their accommodation and the contents could be sourced from local businesses in the form of 

sponsorships. A good example would be following how the National Day Fun Packs would 

usually include products from local brands like YEO’s beverages. Similarly, potential suppliers 

may have their corporate logos imprinted on the welfare packs. 

To generate hype leading up to the event and establish pre-event engagement, event organisers 

may include teaser content, such as video snippets introducing speakers as well as event 

agendas and guides. By doing so, foreign attendees may pass the quarantine process 

emotionally, and motivate themselves to actively participate in the upcoming event. 
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8.0 Research Limitations  

 

Overall, two main limitations were faced during the study. Firstly, the team had no direct access 

to the network of experts and only managed to obtain 16 contacts through STB. A lack of 

responses was also experienced as only nine respondents participated in the survey, limiting 

the team to a small set of data. However, insights remained valuable as they were credible 

inputs obtained from industry leaders.   

 

The other limitation is the lack of data with regards to the revenue-generating sources of an 

Association Convention. As it concerns the organisations’ confidentiality issue, the 

respondents were not in liability to disclose this information. Although secondary research was 

conducted to obtain general revenue generating sources, detailed findings and analysis on 

revenue could not be carried out. 

 

9. Conclusion 

 

As the Covid-19 pandemic changes the way businesses are being conducted today, it is crucial 

for businesses to pivot their business strategies. Our findings have shown that virtual events 

are unable to replicate the experience delivered by physical events, partly due to the lack of 

effective ways to network and interact among virtual attendees.  

 

Moving forward, digital components of events will remain essential and business models will 

shift to be more sponsorships-focused due to the reduction in registration fees. To address some 

of the challenges, the proposed recommendations will assist the event organisers in remaining 

viable and to preserve business continuity during this unprecedented time.  
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Abstract 

Due to the rise of the Internet and general networking websites, electronic word-of-mouth can 

attract more people and is considered more significant. eWOM is the online reviews of 

travellers on hotel services and travel destinations. It has been an essential source of 

information for other travellers and influences booking hotel rooms. This paper examines the 

relationship between eWOM and young customer purchasing intention and the difference in 

purchasing intention between young males and females. 50 samples were selected from the 

young male customers, and 50 were from the young female customers. Questionnaires were 

used for the collection of data, and SPSS were used for analysis. Two methods were used linear 

regression and independent sample t-test. The results show that the relationship between 

eWOM and young customer is significantly appropriate, and young female customers are more 

susceptible to eWOM than young male customers. 

Keywords: Gender, purchasing intention, eWOM, young customers, hotel industry 
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1. Introduction

1.1 Problem statement & contribution 

In an information society with developed networks, consumers can use non-traditional methods 

such as Agoda to provide an alternative for booking accommodation apart from using the 

hotel's official website. These online booking platforms enable guests to share their different 

accommodation experiences and generate Electronic Word-of-Mouth (eWOM) (Filieri & 

McLeay, 2013). Consumers are increasingly using the Internet to search and compare various 

products and services to make purchasing decisions (Sparks et al., 2016). The positive eWOM 

will positively influence consumers higher willingness to book hotel rooms (Ye et al., 2009). 

On the contrary, the negative eWOM will make the hotel's reputation poor and reduce 

consumers' purchase intention (Sparks et al., 2016). Therefore, whether positive or negative 

eWOM is both opportunities and challenges for hotel operators, and these comments will affect 

potential customers' decision-making and affect hotel revenue. 

Potential young customers may often rely on eWOM to make booking decisions in the hotel 

industry. However, there is still a lack of exploration of hotel booking intentions explicitly 

aimed at young people in Hong Kong through eWOM. Therefore, this research can enable 

hotel managers to understand better the influence of eWOM on young customers' purchasing 

intention. Furthermore, it provides practitioners with more comprehensive suggestions to help 

them using eWOM as a marketing tool more effectively and encourage customers to spread 

valuable and credible online reviews to improve purchase intentions. 

1.2 Objectives 

The purpose of this study is to examine the effect of the information obtained from the Internet 

on their purchasing decisions from young consumers' perspective to provide a reference for the 

hotel industry to develop marketing strategies. Research on eWOM in the past has mostly 

focused on issues such as eWOM influencing factors and the importance of eWOM to purchase 

behaviour (Filieri et al., 2018). However, little study has been conducted on the influence of 

eWOM on purchase behaviour and interference variables. In addition to the influence of 

eWOM, other variables will also interfere with consumers' purchasing intention to book a room, 

such as a gender, since Male consumers and female consumers have different thinking patterns 

in making purchase decisions (Mehta, 2020). According to research in the related literature, 

female customers are more likely to buy household products and visit physical shops. They 

also care about whether they can buy affordable goods. However, male consumers purchase 

goods to satisfy their desires and do not care about product prices (Seock & Bailey, 2008). 

Therefore, this study adds gender as an interference variable to detect the degree of interference 

with eWOM. This research has two main objectives based on the above background are 

following:  

1) To examine the relationship between eWOM and young customers' purchasing intentions

2) To investigate the differences in purchasing intention between male and female young

customers after evaluating the hotel's comments.

1.3 Research gap 

Scholars have paid enough attention to the relationship between eWOM and purchasing 

intentions in the European hotel industry, such as Germany (Chan et al., 2017). However, 
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academic researches on the impact of eWOM on Hong Kong customers are scarce. 

Furthermore, although academic studies have pointed out the relationship between eWOM and 

hotel purchase intention among young customers, there is a lack of in-depth research on male 

and female young customers (Mauri & Minazzi, 2013). Therefore, to address the above 

research gaps, this paper investigates the impact of eWOM on young customers' purchasing 

intentions in the Hong Kong hotel industry. 

2. Literature Review

2.1 eWOM 

eWOM is defined as the process of actual, former or potential consumers exchanging 

information about products and services through the Internet (Ismagilova et al., 2017). eWOM 

is considered a valuable source of information to affect consumer behaviour (Nam et al., 2018) 

and a method that significantly affects consumers' decision-making (Lee et al., 2015). In one 

study, 93% of consumers stated that online reviews significantly influence their purchasing 

decisions (Ruiz-Mafe et al., 2018). Some scholars also clearly classify eWOM into three types 

of evaluation levels: positive, neutral and negative. Scholars believe that eWOM is positive 

and negative, but neutral reviews should be added to understand consumers' thoughts better. 

Therefore, this study will divide eWOM into three types of evaluation levels. 

2.2 Young customers 

Young customers are actually "millennials' or ''generation Y", born 1980 and 2000. Millennials 

are largely influenced by real-time information online and peer comments, such as searching 

on Google or Expedia (Kurillová & Marciánová, 2020). Due to the popularity and convenience 

of social communication networks, eWOM is reliable for young customers. eWOM may 

become an important insight to young customers and affect their purchase intention to book 

hotel rooms (Suwandee et al., 2019). Therefore, young people's purchase behaviour indicates 

that eWOM may significantly affect their decision-making and purchase intentions to book 

hotels. 

2.3 Influence of eWOM on young customers’ purchase intention 

According to research, young people are a huge potential customer base in the hotel industry, 

and the global travel expenditure of millennials was between US$200 and $300 billion per year 

(Kressmann & Team, 2016). They are often referred to as "Net-Generation" and "travel agents" 

because they review an average of ten pieces of user-generated content before making any 

travel decisions, such as online booking platforms (Lee, 2013). Potential consumers believe 

that eWOM is an essential reference for purchasing decisions (Cheung et al., 2009). Also, 

consumers are more willing to think that the Internet's information is valuable. In terms of 

eWOM, consumers will choose the evaluation given by consumers with previous experience 

to choose whether the product is worth buying (Cheung et al., 2009). It is speculated that when 

purchase intention is affected by positive, neutral or negative eWOM, the above mentioned 

will increase or decrease purchase intention, and there is no mention of whether neutral eWOM 

will affect the purchase intention of young customers. Therefore, this research hypothesis 1: 

Young customers have higher purchase intention with positive eWOM. 

Furthermore, past studies have found that male consumers' perceived risk is relatively lower 

than that of female consumers. The impact of eWOM on male and female consumers is also 
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different (Lin et al., 2018). Studies have found that female consumers accept friends' comments 

on products or services to a higher degree than male consumers in the online shopping 

environment. The reason is that female consumer believes that they can reduce the potential 

risks of online shopping based on the opinions of others before purchasing products or services. 

Male customers are less likely to consider online information correctness when making 

purchase decisions (Bae & Lee, 2010). It can be found that male consumers and female 

consumers have different attitudes towards positive WOM and negative WOM from the 

relevant literature. Among them, it is found that female consumers have a greater level of 

recognition of both positive and negative eWOM than male consumers (Lee et al., 2015). 

Therefore, female consumers have a high degree of trust in online evaluations, and hypothesis 

2: Purchasing intentions of young female customers are more susceptible to eWOM than young 

male customers. 

2.4 The Hong Kong hotel industry 

The ranking of hotels in Hong Kong is not based on the five-star rating system but on the hotel 

classification system designed by Hong Kong Tourism Board. Five key indicators evaluate the 

hotel level: location, facilities, average achieved room rates, staff of room ratio and business 

mix, and High tariff A hotels, High tariff B hotels and Medium tariff hotels are divided into 

three levels (Walker, 2017). 

3. Methodology

The quantitative method was used in this study to quantify the data and summarize the target 

population sample results. It is guided by positivism methodology, and data analysis is more 

effective in verifying hypotheses and exploring correlations between phenomena (Mihas, 

2019). This study's primary data collection method was through structured questionnaires 

(Filieri & McLeay, 2013). It consists of four parts: the habit of using an online booking 

platform, the credibility of eWOM, factors affecting purchasing intention and basic personal 

information. There are 24 questions in all, with 9 multiple-choice questions and 15 questions 

graded on a 5-point Likert scale ranging from strongly disagree (1) to strongly agree (5) (See 

Appendix). Stratified sampling was used in this study to ensure that there was no sampling bias 

and higher research results. The target sample size was 100 local young respondents who born 

from 1980 to 2000. Online surveys created through Google Form was collected data from 50 

male and 50 female respondents. The survey was conducted from March 29 to April 11, 

2021and used statistical software SPSS for data analysis. Linear regression was adopted to 

examine whether there is a correlation between young customers' purchase intentions and 

eWOM for answering hypothesis 1. The independent sample t-test was used to investigate the 

significant difference in purchasing intentions between male and female young customers for 

answering hypothesis 2. 

4. Results and Discussion

Demographic profile of respondents 

The demographic profile of young customers is seen in Table 1. From the total of 100 

respondents 67% (n=67) were 21- 30 years old and 33% (n=32) were 31- 40 years old. In terms 

of gender, 50% of the respondents were female and 50% were male. In terms of education level 

attained 55% had received a bachelor's degree. 9% of people have secondary level education, 
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28% have tertiary education, and 8% are postgraduate. It also concluded that data collected 

from those with 52 % who are students, 43 % are full-time employed, 3 % are part-time jobs, 

and 2 % are unemployed. 

 

Table 1. Characteristics of respondents 

(N=100) 

 
Characteristics Frequency Percentage (%) 

Age:   

   21-30 67 67 

   31-40 33 33 

Gender:   

   Female 50 50 

   Male 50 50 

Education:   

   Secondary 9 9 

   Tertiary    28 28 

   University 55 55 

   Postgraduate 17 17 

Employment Status:   

   Student 52 52 

   Unemployed    3 3 

   Full-Time                                                                                           43 43 

   Part-Time                                                                                           

 

3 3 

 

Table 2 stretches the information statistics of the variables further down the research. All four 

variables of this learning were restrained in values from 1 to 5. The mean of the independent 

variable eWOM is 3.40, with a standard deviation (SD) of 0.94. Whereas the other independent 

variable of the research, young customers have these values as 3.21 and 1.49. The dependent 

variable purchase intentions show a mean and SD value of 3.76 and 0.61 consistently. Finally, 

the young female customers turned up a mean of 3.58 and an SD of 1.31. 

 

        Table 2. Descriptive statistics 

 
Variable Sample size Minimum Maximum Mean SD 

eWOM 100 1.87 4.40 3.40 0.94 

Young customers 100 1.00 5.00 3.21 1.49 

Purchase intentions 100 2.20 4.40 3.76 0.61 

Young female customers 100 1.00 5.00 3.58 1.31 

 

Correlation analysis 

 

Table 3 displays the correlation among the variables of this study. eWOM is highly and 

meaningly correlated with purchase intentions (r=.756, p= .013), and eWOM is moderately and 

significantly correlated with young female customers with (r=-.456, p=.000), while young 

customers have higher purchase intention with positive eWOM are significantly correlated 

with (r=.635, p= .003). Thus, purchasing intentions of young female customers are more 

susceptible to eWOM than young male customers. 
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Table 3. Means, SD & correlations 

Variables Mean SD 1 2 3 4 5 6 7 8 

1. Gender - 

2. Age 2.13 .938 .024 - 

3. Qualification 2.90 1.05 .166* -.049 - 

4. Experience 1.28 .501 .102 .508** -.107 - 
5. eWOM 3.40 0.94 .033 .214 .076 .107 - 

6. Young customers 3.21 1.49 .112 .031 .088 -.082 .516** - 

7. Purchase

intentions
3.76 0.61 .068 .006 -.068 -.131 .756** .695** 

- 

8. Young female

customers
3.58 1.31 .031 .048 -.049 -.043 .635** .754** .721** 

- 

*. Correlation is important at the 0.05 level (2-tailed)  

**. Correlation is noteworthy at the 0.01 level (2-tailed) 

Analysis of relationship among young customers with eWOM 

Table 4 indicates the linear regression results of eWOM on young customers' purchase 

intentions. Five variables of eWOM show the regression values on purchase intentions (R2 = 

0.17, adjusted R2 = 0.12, F-value = 3.81, p<0.01). The variable of eWOM understandability is 

positively significant on young customer's purchase intention (unstandardized β = 0.23, 

p<0.05). Also, this table reveals that the variable of eWOM value-added is positively correlated 

with purchasing intentions (unstandardized β = -0.35, p <0.05). Moreover, the variable of 

eWOM adoption influences young customer's purchasing intention (unstandardized β = -0.34, 

p<0.05). Other variables, eWOM timeliness and eWOM accuracy have no impact on young 

customers' purchase intention (p>0.05). Thus, a significant relationship between young 

customers has higher purchase intention with positive eWOM, which shows hypothesis 1 is 

accepted. 

When analyzing the effect of eWOM on young customers' hotel room purchasing intention, it 

is found that positive online reviews can increase customers' purchase intention compared with 

negative online reviews, which is compatible with the argument put forward by Ye et al. (2009). 

The spread of eWOM has become more active and has become a vital force influencing 

consumers' purchase decisions (Chevalier & Mayzlin, 2006). The results related to customer 

demographic background revealed that more respondents were between 21-30 and on 

education level most of the university degrees. Many respondents preferred the online booking 

of a hotel room and like online reviews, which are easy to read and understand. In addition, the 

majority of the respondents have a positive brand or product perception if the review has 

positive comments. The most important thing is that respondents feel relax to book the hotel 

room when the review has many positive comments. It means that young customers feel the 

more substantial the intensity of eWOM and the more positively they will affect their decision 

to book a hotel room. It also achieves the objective that eWOM has a significant relationship 

with young customers' purchasing intentions. 
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Table 4. Regression analysis for eWOM affecting young customers' purchase intention 

 

(N=100) 

 
Variable Unstandardized coefficients t-value p value 

B Standard error 

(Constant)     

eWOM 

understandability 

 

.23 .12 2.09 .04* 

eWOM 

accuracy 

 

.21 .23 .95 .34 

eWOM 

adoption 

 

-.34 .12 -2.77 .01* 

eWOM 

timeliness 

 

.13 .12 1.05 .30 

eWOM  

value-added 

-.35 .14 -2.50 .01* 

   *p<0.05, **p<0.01 

    Adjusted R2 =0.12,  F =  3.81,  significance F = .00 

 

Analysis of significant difference in the influence of eWOM on purchasing intention 

between male and female  

 

According to Table 5, the results show a significant difference in eWOM perceptions between 

gender. According to the P-value of young male customers and young female customers, it 

shows that they have significantly different opinions on eWOM accuracy and adoption (p < 

0.01), and opinions on eWOM value-added are also significantly different (p <0.05). The mean 

difference of eWOM perception by gender. In term of eWOM accuracy, female's P scores 

(Mean = 4.86, SD = 0.35) and male's P scores (Mean = 4.32, SD= 1.07). Research points out 

that young female customers are more than young male customers think that the information 

obtained from online reviews are reliable and correct. In addition, from the perspective of 

eWOM adoption, female's P scores (Mean = 4.20, SD= 0.78) and male's P scores (Mean = 3.14, 

SD= 1.09). It shows that female customers agree more consider booking a hotel room after 

reading a positive review. They closely followed the recommendations in online reviews and 

went to the suggested hotels. Furthermore, there are mean differences in young customer' 

perceptions of eWOM adoption by gender (t-value = -2.33). Young female customers (mean = 

4.62, SD = 0.67) perceive more positive on eWOM value-added factors compared to young 

male customers (mean = 3.88, SD = 0.96). It shows that female customers agree more than 

male customers that the information they obtained from online reviews helps them understand 

both the positive and the negative implications of a given accommodation. In contrast, the 

purchase intention of young female customers is more likely to be affected by eWOM than 

young male customers, which is hypothesis 2 was accepted and showed a positive. Therefore, 

it achieved the objective of significant differences in purchasing intention between male and 

female young customers after evaluating the hotel's comments. 
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Table 5. Comparison of means (t-test) for purchasing intentions by male and female 

(N=100) 

Perceptions factors Female Male t-value p 

Mean SD Mean SD 

eWOM 

understandability 

4.46 .79 4.62 .68 .97 .28 

eWOM 

accuracy 

4.86 .35 4.32 1.07 3.37 .00** 

eWOM 

adoption 

4.20 .78 3.14 1.09 -5.59 .00** 

eWOM 

timeliness 

4.62 .67 4.46 .79  1.10 .28 

eWOM 

value-added 

4.30  .84 3.88 .96 -2.33 .02* 

*p<0.05, **p<0.01

5. Recommendations and Conclusion

The objective of this study is to investigate the impact of eWOM in Hong Kong hotels on 

young customers purchasing intention. When discussing the influence of eWOM on purchase 

intentions, it was found that positive eWOM can improve young customers' purchase intentions. 

In addition, the information in online reviews greatly motivates female customers to book 

recommended accommodations compared to male customers because the information obtained 

through online reviews is suitable to meet their needs. Nowadays, online booking websites and 

social media enable hotel customers to share eWOM about hotel products and service 

experiences with other guests while still communicating with hotel management. It assists 

potential customers to make purchasing decisions and helps hotel managers modify 

management strategies (Senecal & Nantel, 2004). Therefore, with the development of 

technology, eWOM has the potential to play an increasingly significant part in the hotel 

industry. To increase customer trust, satisfaction and loyalty, the hotel managers should 

continue to enhance the quality of its products and services. It will inspire more consumers to 

take the initiative to deliver better eWOM to hotel products or brands, and eWOM effects can 

spread to different spaces. It is the fundamental way for hotel operators to use eWOM 

marketing. In addition, various communication channels should be provided to allow 

customers to communicate their unpleasant experiences with the hotel directly and for the hotel 

to act promptly and address these complaints. This kind of online care may lead to changes in 

consumer attitudes towards products and services. It is recommended that hotels track 

consumer review sites such as TripAdvisor, Expedia and social media to recognize and respond 

to negative feedback.  

About the limitations of this research, future studies will focus on comparing the eWOM of 

customers between properties that are different in gender and age but are part of the same hotel 

chain. Also, it could include using more than one online booking website to gather more online 

feedback to be rational analysis within time. Moreover, it is suggested that the follow-up 
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research can explore some other variables, such as price awareness and brand loyalty, to 

provide more suggestions in the hotel industry.  

Furthermore, the primary goal of this study is to examine the impact of Hong Kong hotel 

eWOM on the purchasing intention of local young customers to book rooms. Therefore, it is 

suggested that the follow-up studies can explore whether there is a significant variation in 

purchase intentions between Hong Kong and foreign hotels. Besides, it may include comparing 

more than three cities to obtain more information about differences or similarities to explore 

eWOM and customers' purchase intentions more rigorously.  

Finally, due to the short data collection time, the sample size is relatively small, with only 100 

valid respondents. In order to conduct a more comprehensive analysis, consider using a larger 

data collection sample size. 
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Abstract 

 

The COVID-19 pandemic has affected a massive number of businesses in the tourism and 

hospitality industry. The abrupt implementation of lockdown, community quarantine, and 

travel restrictions had left most hotel companies in shock and some devastated. This paper was 

conducted to know the impact of COVID-19 pandemic on the resilience of hotels in Newport 

City Pasay, and come up with inputs for employee resilience-building initiative programs. A 

combination of qualitative and quantitative data gathering procedure had been used where the 

data gathered from the qualitative phase shows that organization’s in Newport City were able 

to survive and continue their operation even with the adverse changes in the environment while 

making sure that their employees are well taken care of. On the other hand, the survey has 

rendered a positive result from the employees stating that they have been adaptive, proficient, 

proactive, and resistant even with the ongoing health crisis. Hotel companies have also shared 

programs that they have done to keep their employees engaged and confident while working 

in this time of pandemic. 

 

 

Keywords: COVID-19 Pandemic, Resilience, Organization, Employees  
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I. INTRODUCTION

Getting through our everyday lives and just keeping afloat has been a battle for most of us in 

these tough times as we face a global health crisis. The COVID-19 Pandemic did not just take 

away many people's lives but also greatly contributed to our economy's fluctuation. Our 

country's hotel sector has been experiencing drastic changes in all its aspects. As the tourism 

and hospitality industry continuously thrived alongside other industries in the global economy 

prior to this crisis, the hotel sector became affluent. Given that it plays a vital role in our tourism 

industry as it significantly affects the competitiveness of tourism and general development of 

regions, it has forced businesses to shut down and end their operations for various reasons -- 

commonly bankruptcy. Although some managed to remain operating, some did not see this 

pandemic coming and had no choice but to close its business. As most companies experience 

such distress, the hotel sector comes extremely affected by this and gives them diverse causes, 

which result in negative impacts that would be resolved with appropriate and effectual hotel 

resilience.  

Hotel resilience is commonly known as a hotel's ability to recover from the difficulties that 

their company has been facing. In the sight of it being one of the most accurate resolutions, the 

researchers need to understand the different impacts of the COVID-19 pandemic to the 

organization’s resilience on selected hotels in Newport City. This study also aims to understand 

the development of the initiatives programs for the purpose of magnifying employee resiliency 

having the impacts brought about by this global health crisis as its basis for inputs. 

1.1 Background of the Study 

It is without a doubt that the COVID-19 pandemic has dramatically affected the world's 

economy. The travel restrictions, social distancing, community quarantine, and mobility 

restrictions were some of the government's policies that aim to flatten the curve. However, 

these protocols caused businesses to shut down and stop their operation for a while. The 

tourism and hospitality industry is one of the most affected industries since its primary purpose 

is to encourage people to travel, explore, and experience new things. 

As a result of the economic downturn, many hotel businesses had experienced difficulties in 

terms of handling the situation. Unfortunately, other hotels that were not ready for this crisis 

had chosen to cut-off their number of employees and just opted on closing the business.  

While this may be true, being in the tourism and hospitality industry, it is expected for hotel 

companies and its employees to show resilience during these trying times. According to Kim, 

Y. (2020), employee resilience (adaptivity, proactivity, and proficiency) during a crisis has

shown a positive impact on business organizations. On the other hand, a study conducted shows

that resiliency-building initiatives are one of the strategies that organizations must consider

because these kinds of programs positively contribute to organizational resilience, which in

turn affects the resilience of their employees (Teng-Calleja et al., 2020). It goes to show that

both the organization and employees' resilience affect one another.

Moreover, Carnevale, Joel, Hatak,  & Isabella, (2020) found out that organizations 

nowadays are expected to become adaptive and proactive, especially to counter unfavorable 

events that may cause uncertainty among the workforce and threat to the performance of the 

organization. However, with the recent COVID-19 pandemic, there is a need for organizations 
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to find and develop new solutions to uncertainties across many areas of their operations. In line 

with that, Bob McKercher (2020) mentioned that present information regarding the pandemic 

shows that tourism industry emergencies must be taken seriously. To survive and recover from 

this crisis, forming new thoughts, activities, and procedures within this industry must be 

considered. 

With this, we can assert that the COVID-19 pandemic has affected an organization’s resiliency 

specifically its economic aspect, and in order for them to stay in the industry, there is a need to 

come up with strategic plans and coping mechanisms that could save the company from 

drowning. Through this study, the researchers aim to determine how the COVID-19 pandemic 

impacts the organization’s resilience on selected hotels in Newport city specifically the 

Belmont Hotel Manila, Savoy Hotel Manila, Sheraton Manila Hotel, and Manila Marriott Hotel 

as well as to know how these hotels handled the crisis and discover if there are any resilience-

building initiative programs that other companies can utilize to support their employees and 

the organization itself during these trying times.  

1.2 Statement of the Problem 

This study aimed to examine the impact of COVID-19 pandemic to the organization’s 

resiliency and the initiative programs  that can be developed for its employees 

Specifically, the study sought to answer to the following problems: 

1.What is the demographic profile of the employees in terms of:

1.1 Age;

1.2 Gender;

1.3 Marital Status;

1.4 Educational Attainment;

1.5 Years in Service; and

1.6 Employee Level?

2.What are the impact of COVID-19 Pandemic to the organization’s resilience in terms of;

2.1 Decision-Making;

2.2 Revenue Monitoring;

2.3 Planning; and

2.4 Coping Mechanism?

3.What are the impact of organization’s resilience towards employee resilience in terms of;

4.1 Adaptivity;

4.2 Proactivity;

4.3 Proficiency; and

4.4 Resistance?

4.What are the possible hotel resilience initiative programs that can be implemented by the

organization for its employees?
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1.3 Theoretical Framework 

According to the Organizational Theory of Xiao and Cao (2017), it is inevitable for an 

organization to resist changes in an ever-changing and uncertain environment. The 

management and organizations are always prone and at huge risk for disasters such as natural 

disasters, pandemics, terrorist attacks, and other unfortunate events due to its unpredictability. 

Xiao and Cao (2017) defined resilience as an organization's ability to withstand problems and 

crises as well as plan and develop a new set of skills to enhance the organization's capability 

to deal with disruptive conditions. This theory emphasizes the organization's ability to provide 

solutions to a specific problem caused by natural disasters, giving our research study a 

guideline and path to identify our variables and framework that is in line with our research, 

employee's resiliency towards a pandemic crisis. The way the organization handles its internal 

function is crucial to the resiliency of the employees, and a good organization with high 

resilience skills will improve the people involved in it. Organizational resilience theory is 

essential to support our paper to develop different approaches towards the employees as it deals 

with the organizational structure in terms of resiliency. The management and organization can 

affect the employees' level of resilience. With that, the proponents choose this theory as it best 

fits the framework needed to guide the researchers throughout the study.  

1.4 Significance of the Study 

The study hinges on the premise that the organization’s resilience in the face of the COVID-

19 pandemic has an impact on the employees’ resilience which will serve as inputs for 

resiliency initiatives programs. 

This research will be of help to the following: 

1. Hotel Employees.  The study will increase their awareness on how to work together with

the organization and how to be resilient during a pandemic or any crisis.

2. Hotel Owners. This study would help the hotel owners to know how the resiliency of

their employees impacts the resilience of their business amidst the crisis.

3. Tourism Professionals. The study can be utilized by tourism professionals as a source

of reference if unfortunate events like the pandemic happen again in the future.

4. Tourism Officials. This paper could benefit the tourism officials in a sense that they

would be aware of the impact of the resilience of hotel employees to the hotel industry and

how this pandemic affects the industry.

5. The Local Government Unit of Pasay. This study can aid the LGU of Pasay to

understand the significance of hotel’s resilience to their local economy thus giving them ideas

to create policies that will help these hotels get through tough times.

6. Future researchers. This paper will serve as a source of information and future

researchers can use it as a reference for their future studies.
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1.5 Scope and Delimitation 

As the study aims to understand the organization’s resilience, it also seeks to find out the 

resilience-initiative programs done by hotels to support the organization and its employees 

during this time of the pandemic. The respondents are only limited to the age bracket of 21 

years old and above and should be a hotel employee in  Newport City, Pasay. As the title 

suggests, the study only limits its scope to Newport City as the research locale since the area 

is home for well-known hotels such as the Sheraton Manila, Manila Marriott, Belmont, Savoy, 

and Hilton Hotel. For the data gathering, the study will be using both an online survey and 

online interview, in which the researchers will be sending out questionnaires and interviews 

HR personnel, and this would be further discussed through the methodology part of the study. 

1.6 Definition of Terms 

Adaptivity - The ability of an employee to adapt to any given situation and circumstances. 

COVID-19 - The disease that is commonly known as coronavirus has spread worldwide and 

affects the world’s health and economy.  

Employee - A person working in an organization or company. 

Employee Resilience - The capability of an employee to deal and cope with sudden and 

unexpected changes in an organization.  

Natural Disasters - Nature’s unfavorable events causing severe damage to animals, people, 

and the earth’s structure. 

Organization - A group of people who work together to fulfill the same goals. In this paper, 

the organization is the Hotel businesses. 

Organizational Resilience - The capability of an organization to respond to and handle a 

certain situation in order to survive and recover.  

Pandemic - An international health emergency that affects both the health and economy of 

every infected country.  

Proactivity - The ability of an employee to anticipate a certain situation and plan ahead to 

control a situation. 

Proficiency - The state of being highly competent of an employee even amidst the crisis. 

Recovery - The state of returning to normal work shift and business processes 

Resistance - The ability to resist and not be affected by adverse events and situations. 

Managerial Employee - Individuals who have the power to manage, give orders, and 

discipline employees. 

Supervisory Employee - Individuals who are secondary to managerial employees which are 

the ones who monitor the performance of the employees. 
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Rank and File Employee - Individuals who are non-executive and non-managerial 

employees of a company. 

II. REVIEW OF RELATED LITERATURE

This section discusses the review of related literature gathered from different reliable sources 

such as journals, news articles, and undergraduate research. 

2.1 Pandemic and Natural Disasters 

Hapless situations could every so often be seen as a threat to the tourism and hospitality 

industry. Living in these trying times, without assurance as to when and how these challenges 

might come to a stop, could result in a budget decrease or, in the worst case, winding down of 

the business.  

In line with this, Mihoko Sakurai & Hameed Chughtai (2020), mentioned that Pandemic and 

Natural Disasters disrupt social and organizational practices and call for resilience in society. 

However, the rebuilding of society’s order can be attained by helping the local people, the 

organizations, and the communities enhance their resiliency during unfavorable times and 

reinforce their ability to face challenges and calamities. In a similar study, the findings stated 

that COVID-19, which had caused vast challenges for individuals and communities, had 

resulted in many casualties and the economic downfall of a community thus promoting the 

resiliency towards a community while the locals is vital with regards to handling the pandemic, 

since a person’s resiliency affects the community’s resiliency; also it can be improved with the 

right support and allocation of resources. These studies show that everyone’s resilience is 

significant to society’s resilience, as well (Entress, Tyler, & Sadiq, 2020) 

Moreover, an article by USA Today Magazine (2020), affirmed that companies are doing their 

best to counter the effect of the pandemic, and Robert Half, Menlo Park, Calif’s research from 

global staffing firm affirms that, the organizations of today are quickly responding to the 

changes that have been happening due to the coronavirus pandemic and are calibrating new 

cycles and strategies that would help their staffs, clients, network, and representatives adjust 

and value the organization. Contrarily, with the help of the government’s stabilization 

programs, businesses and households have been temporarily saved from the grave impact of 

the pandemic. On the other hand, turning the economy into its stable state will rely on the 

global recovery which covers the recuperation of government finances, buying behavior of 

consumers, and business behavior as well (Strand, 2020).The tourism industry had become 

resistant and resilient to changes brought about by any environmental and economic challenges 

as stated by Sigala (2020). Its vulnerability to any crisis has resulted in its adaptivity and 

resiliency to any problems that it may face. However, the COVID-19 pandemic exhibits severe 

impacts in the industry, which shows to have a long-term effect, which seeks structural and 

transformational changes to tourism as a socio-economic activity. Besides, Bob McKercher 

(2020) mentioned that present information regarding the pandemic shows that tourism industry 

emergencies must be taken seriously. To survive and recover from this crisis, forming new 

thoughts, activities, and procedures within this industry must be considered. The document 

focuses on tourism issues only, even though it is recognized that the crisis affects all aspects 

of a community and society. In line with this, the study conducted shows that this crisis had 

caused a negative impact on the tourism and hotel industry. According to the findings, 

cancellations to bookings and reservations have caused revenue loss and unemployment since 

companies do not gain incomes. It has also caused a rise in poverty due to the unfavorable 
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situation. Thus, businesses must be prepared and resilient in crisis times because most 

employees rely on their work to feed their families (Solomon, 2020).  

 

COVID-19 pandemic has indeed drastically affected the world’s economy. Shutdowns of 

businesses and lockdowns of communities were the reasons for the downfall of the economy. 

The pandemic's dramatic economic change also has negatively impacted the livelihood of 

almost all industry workers around the world, businesses started to drown, and employees 

started to lose their jobs. Nevertheless, despite the negative impact of the crisis on the economy, 

Nenonen (2020) argued that this crisis could be a golden opportunity for businesses to thrive 

or cause a sudden-death if businesses are unable to survive. In the case of the hotel and tourism 

industry, the organization must be able to come up with feasible solutions that can save them 

from totally drowning. Dobie et al. (2018) stated that calamity readiness, reaction, and 

recuperation are key points that hotels and lodging companies must develop to recover from 

such unfortunate events.  

2.2 Employee Resilience 

 

The resilience of hotel employees is not usually recognized in the tourism and hotel industry. 

However, during the pandemic, it poses a significant contribution to the resilience of a hotel 

company. 

 

Resilience is also known as the provider of effective feedback conversant with stress, Paul, 

Bamel, & Garg (2016) "It succors to the workforce member in a specific organization to lodge 

the immunity towards the unfortunate consequences of stress and other botched situations." 

The study also shows that career durability is one of the critical factors associated with 

perceptual career development and liability. They also emphasize that a person's tenacity has 

positive impacts or benefits to career and organizational fidelity. Concerning that, Kim (2020) 

found out that a good relationship between the organization and its employees positively 

impacts the organization's resilience. In order for an employee to develop competence, and be 

more efficient to their assigned tasks, they must first establish trust in their employer, be 

committed to their work, share one goal with the company, and be satisfied with their jobs. 

With this, it is concluded that employees have a high chance of staying and supporting their 

organizations even in the midst of a crisis. 

 

While it was proven that employee resilience has significant impacts on organizational 

adaptivity during unfavorable times, it also makes them the source of strength during these 

challenging times, a study suggests that "Authoritative pioneers ought to make a culture that 

will establish strength and prosperity of their representatives in order for them to be able to 

adjust, skip back, and flourish despite difficulties" . It is noteworthy that there is a correlation 

between employees' resilience and an organization's resilience. Besides, the employees' 

resilience is crucial in adapting to the business's uncertain and dynamic events; the employees' 

well-being can significantly affect their resiliency level personally and professionally; the 

better the lifestyle and how employees handle stress, the higher their resiliency. It only proves 

that employee resilience is essential for the organizations' capacity to adapt to uncertainty 

(Tonkin, Malinen, Näswall, & Kuntz, 2018, p. 14). 

 

Meanwhile,  the level of resiliency of a person might depend on their cultural perspective. The 

demands from different cultures presented in the study are significantly different from each 

other. The culture tends to affect the resiliency of a person in terms of psychological and 

environmental. Society and community also influence a person on how they react to a certain 
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situation in crisis times, affecting their level of resilience (Paton, Jang, Kitagawa, Mamula, & 

Sun, 2017). Subsequently, in the study of Ha, Ip, Lin & Zhuo (2018), most hotels prefer hiring 

single employees as they think of money’s ability to be traded off their work and family balance 

and only want career fulfillments wherein they claim to achieve “win-win” outcomes when 

they stay keenly focused on their careers above anything else. 

However, Barton, T. (2015) has brought up that an employee's resilience is not something that 

he or she is born with; instead, it is something that is taught and learned by having formal 

training. He added that most of the time, employers wanted to make their employees feel that 

even though they are strict with all their rules, policies, and regulations, they too can be 

thoughtful at times. Employers are just balancing things out in order to have a good but 

professional relationship with their employees.  This is why they do not want their employees 

to think that they are interfering too much. Instead, they want to appear as thoughtful employers 

but with limitations. 

Furthermore, an article by Kennedy, B. (2019) discussed that self-awareness encloses purpose, 

mindset and has multiple benefits for both the individual and the organization. When an 

employee has the ability to define their purpose, they are more likely to be proactive in putting 

shape into their careers. Individuals who have matured thinking are the ones who can often 

endure struggles and can handle each of their problems well enough without being 

overpowered by their emotions. In this case, they tend to focus less on the negative aspects of 

change, such as when a major reconstruction occurs. Recognition and taking up personality 

tests provide a basis for flexibility in interactions with other people whose styles are opposed 

to theirs. 

"Fostering employee resilience is an important topic because resilience tends to help officers 

to recoup following common difficulties at the workplace." Resilience is often connected to 

grasp and to reconcile towards changing occurrence (Caniëls & Baaten, 2019). On the other 

hand, resilience at the workplace conveys an individual's ability to continually reconcile to 

counter the situation and utilize labor assets to make certain of continuing the progress. It is 

also worth noting that today's crisis does not imply hoteliers are shutting doors, and they are 

simply trusting that this period will end. It is a perfect time to catch up and improve in aspects 

such as time management. Taylor's Scientific Management Approach studies time extensively, 

which, in a sense, connects to the proficiency of employees in the hospitality industry. 

Employees, such as the housekeeping staff, were given a specific time to clean and sanitize a 

room. Employees who work fasters than others can be seen as the more proficient employees 

and proficient employees tend to be more resilient during times of crisis (Mehrez, A., Israeli, 

A. A., & Hadad, Y., 2000).

Meanwhile, raising awareness regarding resilience demonstrates a more pronounced admission 

amidst individuals related to the study, specifically the instructor and employers, toward the 

enlargement of resilience. On the other hand, according to Britt, T. W., Shen, W., Sinclair, R. 

R., Grossman, M. R., & Klieger, D. M. (2016), "Condemn resilience correlated complication 

can demoralize employees that pursuing support identical to an organizational ambiance that 

can discourage employees from reporting injuries or vulgar treatment." With that being stated, 

this can also lead to the encouragement of other employees to additionally abuse such people 

with health problems. Subsequently, Al-hawari, Bani-Melhem, and Quratulain (2002) argued 

that "Associations ought to grow better occupation plans and improve authority rehearses that 

can help limit the effect of relational stressors on bleeding edge workers' production." 
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Managers play a significant role in improving employees' resilience by reducing internal 

stressors as they deal with external stressors from the customers.  

In line with that, the Hotel and Accommodations sector requires both human capital and 

physical labor. Internal and external stressors may greatly affect the productivity of employees 

thus, will have a chain reaction towards treating the guests and performing their assigned task. 

One of the most important impacts of employee resilience is the revenue growth of the hotel. 

According to Pramanik et al., (2020) if the employee resilience is higher then it would result 

in a higher engagement also. Pramanik et al., (2020) also have stated that an employee who has 

high resilience would show positive attitude such as enthusiasm, dedication, and work 

appreciation. With this being said, a positive attitude towards your work would result in 

satisfied guests that would result in a higher income.  

2.3 Organizational Resilience 

In the tourism and hotel industry, organizational resilience is something that one company must 

possess--uncertainties and constant changes in the environment pose significant challenges that 

can either make or break the company. Organizations must take action to boost their 

organizational resilience through training and programs. 

Organizational resilience is the ability to react swiftly and decisively to unexpected transition 

or transformation. It may include disorganized disturbance to working methods and the 

capability to revitalize and get back on track to move forward with pace, dedication, accuracy, 

and, most importantly, with more relevant support. In addition to that, In order for an 

organization to be more resilient, it should foresee, draw up, acknowledge, and adjust to 

gradual change and unanticipated interference in order for it to make strides (Ikpe, Edwinah & 

Amah, 2013). Subsequently, a research study by Kahn et al., (2018) also defined organizational 

resilience as an organization’s ability to maintain and improve its working conditions even 

amid uncertainties. With this in mind, Pramanik et al., (2020) states that resilience as a whole 

in the hotel could lead into a higher revenue growth for the reason that if both employees and 

organization has one goal, one foundation, and has a strong resilience against any disasters, 

pandemic, or crisis, it would result to a strong strategy of coping up with the said challenges. 

Attitude of employees has always been a big factor towards their service to the guests, thus, 

the higher resiliency that they have, the higher the return of sales that they would be receiving 

from their guests. Contrarily, it is true that the economic crisis is inevitable in any business, 

and during these periods, most companies experience sales and revenue contractions, which 

results in budget cuts, organizational restructuring, downsizing, and lay-offs. According to 

Israeli, A. A., Mohsin, A., & Kumar, B. (2011), in recent years, publications relating to the 

hospitality industry’s crisis management have gone through a lot of changes and developments. 

This was done due to the unfortunate events that countries from all over the globe have 

experienced with different crises. 

Meanwhile, an article by Jones (2020) concluded that organizations must face and survive 

some unexpected challenges that would ruin most companies to know if a business will last. 

Winter, one of the business owners, stated that there should be a balance in terms of the 

connection, reasoning, and the execution of the plan so that the organization can move forward. 

Therefore, companies must show proactivity so that they would already know what to do for 

any circumstances that the business may face. Additionally, Sharma et al., (2020) stated that 

management uncertainty is also one of the results of the COVID 19 pandemic, and in order for 

organizations to survive this crisis, they suggest that organizations must establish new 
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management strategies and coping strategies such as management and staff preparedness 

training which was mentioned in the study of Brown (2018), “the potential for the spread of 

disease requires utilization of both human and social capital as components to resilience.” The 

management and staff’s preparedness in terms of training and safety measures is essential in 

handling a natural disaster such as a pandemic. For that reason, employees with advanced skills 

and knowledge in handling a disaster tend to be more resilient, which results in a more positive 

outcome for both components. 

 

On another note, the resilience of the hotels will identify their preparedness in facing calamities 

and crises. The hotel’s ability and efficiency in handling natural disasters and crises are crucial 

for both the employees and their clients.  Therefore, developing standards that will help hotel 

companies to reduce business risks significantly (Tostovrsnik, 2015). In line with that, 

associations need to utilize flexible procedures to cope with the fast-changing environment. 

However, these changes might impact the association, but mostly it can be for its betterment. 

The association must possess the quality of being able to adapt to any challenges that may 

come (Brown et al., 2017). Hence, the need for development in ways of learning of the 

organizations plays a vital role in its success, and it was proven in the study of Paton,& 

Johnston,  (2017) which states that “Organizations need to develop ways of learning and 

consolidating lessons learned within the organizational culture and practices (e.g., training) in 

ways that facilitate the development of sustained resilience and adaptive capacity”. The 

resiliency of the organization’s staff and protective services officers is likely to improve with 

organization intervention strategies such as training, team relationships, and support 

guidelines. It poses a significant factor in developing resilience. 

 

Ivkov et al., (2019) stated that resilient organizations are more likely to withstand the changes 

in the environment and the industry. Additionally, Sharma, Rangarajan, & Paesbrugghe (2020) 

from Haimes (2009) characterizes versatility as “the capacity of the framework to withstand a 

significant interruption inside satisfactory debasement boundaries and to recoup inside an 

adequate time and composite expenses and dangers.” Thus, the organization’s resilience 

pertains to the context of its characteristics to be able to respond more quickly and recover 

faster. Aside from that, the organization’s resilience can be influenced by the organization’s 

flexibility towards its members. The more flexible the organization is, the more their ability to 

adapt will increase. The authors also noted that the relationship between the organization’s 

members shapes the organization’s resilience fundamentally (Haase & Eberl, 2019). 

Contrarily, “A typical conviction about flexibility is that it exudes from an idealistic nature. 

That, sooner or later, is genuine, however, just as long as such confidence doesn’t misshape 

one’s feeling of the real world. In incredibly unfriendly circumstances, rose-shaded reasoning 

can really spell calamity.”, has been analyzed in a study by Coutu, D. (2002). This just means 

that companies must be able to discern their true capabilities in handling difficult situations as 

having the thought of a company being flexible does not imply that the company can withstand 

all the challenges that come their way. It is vital that they know how to counter problems with 

realistic solutions. 

 

Nevertheless, several human resource practices improve resilience that would help 

organizations and the employees overcome and get back to order after a crisis. In addition, 

According to Ali, M., Ghani, M.U., & Raza, B. (2019) “resilience can make use to minimize 

the pressure that can result from stress and as well as tension that originates from the changes 

in an organization to keep employees committed. Resilience is a distinctive attribute that could 

progress effectively in such a way by employing suitable human resource practices”. With that 

being said, human resource practices play an important role that can contribute to the 
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employee’s and organization’s resilience. Moreover, companies that are unwilling to adapt and 

change often end up not surviving global events or crises like the pandemic (Sheth, 2020). On 

the other hand, Sisodia, Wolfe, and Sheth (2007) pointed out the importance of good 

relationships between the employers, employees, suppliers, community, and customers to the 

growth and survival of a business, especially during tough times.  They found out that 

companies who value and take care of all the people involved in their business outperform 

other competitors that are only shareholder driven (as cited in Sheth, 2020, p. 263). 

In an organizational contingency plan conducted by Leão José Fernandes & Francisco 

Saldanha da Gama (2014), Action Plan and Level of Accountability of the Organization to the 

employees and other staff is a must. People expect to envision and deal with the effect of the 

current situation, the hotel is ready and the staff to deal with the danger of disease and be set 

up to manage conceivable affirmed cases, with the perspective on limiting its transmission rate 

and the ensuing effect on the movement of the facilities. 

Meanwhile, in the study of Rashid Saeed et al., (2014) Performance of representatives is 

influenced by various components at the workplace. It is characterized as the best approach to 

play out the work undertakings as per the endorsed expected set of responsibilities. 

Performance is the craftsmanship to finish the assignment inside the characterized limits. There 

are heaps of elements that influence the exhibition of workers. The principal topic of the 

examination spins around those factors. The problem statement is about factors affecting the 

performance of employees at the workplace in the scenario or Pakistan. It also focuses on the 

banking sector to know more about the employees performance and factors affecting them.  

In an article conducted by Loree (2020), it was discussed that one important aspect of resilience 

is to find meaning in one’s situation. Consequently, there is no doubt that strong and flexible 

corporations and individuals carry such strong worthy structure. Well built practicality soaks a 

specific state of affairs with a more clear sense; therefore, they provide ways to expound and 

form specific events that would benefit the corporation. In another perception, useful structures 

at strong and flexible companies serve as scaffolds in measure of difficulty. 

Meanwhile, on a study of Caroline Orchiston et al., (2016) Resilience generally refers to the 

capacity of a framework to keep up its character and adjust its fundamental construction and 

capacity notwithstanding unsettling influence. The term authoritative versatility has arisen as 

a significant idea in a debacle the executives writing, the result of this study provide an 

opportunity to think about the authoritative strength of the tourism industry area with the study 

of organizational resilience and to feature driving markers of flexibility for the tourism industry 

Lastly, According to Tourism Secretary Bernadette Romulo-Puyat "The Philippine tourism 

industry's continued impressive performance dramatizes the dedication, hard work and 

resilience of its stakeholders through a most challenging year. We count on the same enduring 

qualities to get us through the challenges this year,". Aside from that DOT (Department of 

Tourism) stated that More than 7,200 hotels, resorts, and other accommodation establishments 

have been authorized by the Department of Tourism (DOT) to operate under different 

quarantine classifications and cater to different types of travelers, depending on their location 

and purpose. Through a progression of conferences held everywhere in the nation, DOT leads 

the Regional Tourism Crisis Management, to guarantee that the degree of readiness for 

emergency occasions is intensified in all districts. “To manage these challenges adequately, 

tourism industries must adapt, equipped and be more resilient in addressing these challenges 

in a flexible manner with a clear understanding of the special needs and concerns in 
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emergency/disaster management of  the tourism sector”. Lastly, Meanwhile, a study of the 

United Nations Office for Disaster and Risk Reduction - Regional Office for Asia and pacific 

have found out the significance of government agencies in the management practices of the 

hotels whereas they have been actively  supporting improved risk management practices among 

hotels through the development of minimum and regulated standards.. 

2.4 Resilience-Initiative Program 

 

Subsequently, the Coronavirus Disease 2019 (COVID-19) crisis is widely seen as a truly global 

problem. Regardless of what individuals may think, shifting from centering their focus on 

performance strategies regarding maintainability to advanced versatility doesn’t mean 

accepting the unfortunate turn of events. Concerning that, Carnevale, Joel, Hatak,  & Isabella, 

(2020) found out that organizations nowadays are expected to become adaptive and proactive, 

especially to counter unfavorable events that may cause uncertainty among the workforce and 

threat to the performance of the organization. However, with the recent COVID-19 pandemic, 

there is a need for organizations to find and develop new solutions to uncertainties across many 

areas of their operations. In this sense, Sokol (2020) addressed that we do not know how and 

when a severe virus recurrence will be; nonetheless, we must always be prepared for any 

possibilities. Business progression management programs that quickly ramped up do not just 

get put back on a shelf in a snap. Every company needs to conduct an aftermath review, 

bringing to light what went well and what they could improve if called upon again. 

Organizations of all disciplines ought to practice resilience, most notably in this pandemic, in 

pursuance of surviving any unforeseen crises in the future.  

 

Additionally, a research article by Khan, Soundararajan, Wood, & Ahammad (2017), states 

that "providing workers with enough capacity to work on their accolade has the tendency to 

pave the way to a more adaptive individual that can result into a more eager workforce.". 

Rewards such as financial and non-financial show great improvement in employee resilience 

in times of stress and isolation. Contrarily, the economy's resilience is the capability to reduce 

direct and indirect crisis-related economic losses. Economic resilience can also be evaluated 

through macro and micro perspectives. Therefore, the indicators are related to the community's 

dependence on natural resources, economic stability, and compensation equality. For this 

reason, Comprehensive resilience and Natural Environment resilience, Economic resilience, 

and Social resilience are considerable contributors to how one community or person reacts to 

a particular situation. Thus, location also contributes to the level of resilience of a company 

and a person (Yang, Guo, Chen, Liu, Gu, & Pan, 2020). 

 

In the process of achieving the goals of an organization, value for collaboration and incentives 

given are seen as an avenue to success. National Academies Press (2011) has seen that in an 

organization, important incentives are those of the return of investments, as well as the potential 

to build trusted networks that are of good connection, the access of information for which 

enables the accurate risk analysis and the continuous plan for efficacy of the business. The 

organization’s participation within the community results in a great and built recognition and 

the capacity of the said communities in creating a good disaster resilience is integrated with 

how each members--individuals and the organization itself--engage and collaborate with one 

another. In this sense, Albattat & Som (2019) stated that in order for the hotels to assure being 

well manages and prepared for unforeseen events, the totality of stakeholders ought to unite in 

reducing all setbacks and hurdles as it sets aside the efficacy of emergency management and 

planning awareness, sufficient training, financial funding, etc. as they attempt to alleviate 

disasters in all aspects. While these are to be considered, proactive approaches could be adapted 
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by the organization’s stakeholders for them to be able to properly plan well, handle, and 

overcome such disasters. These could be done by reshaping the integrated disasters and 

emergency models. Ichinosawa (2006). 

Lastly, an article by the Philippine News Agency (2020) stated that workers in provinces and 

in the rural areas would be given one million jobs by the Department of Labor and Employment 

(DOLE) as part of its post-coronavirus disease 2019 (COVID-19) pandemic recovery plan. 

Labor Secretary Silvestre Bello III said that they are coordinating with other government 

agencies in creating plans of action to provide work opportunities for Filipinos affected by this 

global health crisis. “Also, we are deep into the details of a recovery plan post-Covid for the 

generation of a fresh one million jobs in the provinces for our workers in the coming months,” 

Labor Secretary Bello uttered in a virtual press conference with other labor officials.  

2.5 Synthesis 

The world has faced unforeseen events and challenges during this year 2020. The COVID-19 

pandemic had become a global problem that disrupted social and organizational practices. The 

pandemic's impact caused uncertainty and threat to organizational structures and resulted in 

revenue losses and unemployment situations. Due to these happenings, it is without a doubt 

that the country experienced an economic crisis or recession that affected many businesses and 

organizations, especially those who have poorly handled and managed the pandemic. The 

tourism and hospitality industry is one of the most affected industries since its operation had 

been stopped since community lockdown and travel ban had been imposed, but on a positive 

note, Calleja et al. (2020) stated that companies with resilience-building initiatives are more 

likely to survive and get through this crisis since these programs aim to develop companies' 

recovery plans. Moreover, studies revealed that employees' resiliency impacts an organization's 

resilience, specifically its adaptability during unfavorable times, and organizations' resiliency 

impacts the economic resiliency of employees since employees will not be subjected to losing 

their job. This shows that there is a positive relationship between the organizational resilience 

and resilience of an employee. Moreover, resilient employees and organizations are more likely 

to withstand environmental and economic changes brought about by the pandemic. 
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2.6 Conceptual Framework 

Figure 1: Conceptual Paradigm on the Impact of the COVID-19 Pandemic on the 

Organizational Resiliency: Inputs for Employee Resiliency Initiative Program  
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The conceptual paradigm shows the connection between the COVID-19 pandemic to the 

organizational resilience and it’s attachment to the profile of employees as well as the employee 

resilience. As presented in the figure the COVID-19 pandemic has a direct relationship with 

the organizational resilience with the variables; decision-making, revenue monitoring, 

planning, and coping mechanisms, it is also attached to the type of analysis used by the 

researchers. On the other hand, organizational resilience is the determining factor for the 

organization’s resilience initiative program in which the aim of these initiatives is to enhance 

the resilience of employees specially during uncertain times. The profile of the employees such 

as the age, sex, marital status, educational attainment, years in service, employee level are also 

interconnected with the employee resilience in which it can impact employee proactivity, 

adaptivity, proficiency, and resistance. The analysis used by the proponents are also attached 

below the variables. 

 

III. METHODOLOGY 

This chapter presented the research methodologies applied in the study. It includes the research 

design, population and sampling, respondents, research instrument, data-gathering procedure 

and statistical treatment of data.  

3.1 Research Design 

 

Intending to determine the factors that affect the hotel employees' economic resilience and the 

impact of the hotels' initiatives to support their employees especially in this trying time, we, 

the research proponents, have used a Combined Quantitative/Qualitative Research Design in 

line with our research being a Descriptive Mixed Method type. According to a study by 

Creswell and Plano Clark (2017), mixed methods provide the best comprehension of research 

problems and compound phenomena than qualitative or quantitative approaches alone. This 

particular research design has been applied to best explain the research problem since we have 

utilized two types of data gathering procedures. Having this research design in use was the 

appropriate approach in obtaining accurate results in our research problems. 

3.2 Participants 

 

The respondents of the study were the hotel employees from the research locale, specifically, 

Belmont Hotel Manila, Savoy Hotel Manila, Sheraton Manila Hotel, and Manila Marriott 

Hotel. Common descriptor on the participants of the study - hotelier employees who can be a 

graduate of any of the following: (a) Highschool Graduate; (b) Tertiary Level Undergraduate; 

(c) Tertiary Level Graduate; (d) Vocational; (e) Master’s Degree Holder;  (f) Doctorate/PhD 

Holder. The survey was distributed to front of the house departments such as: Front Desk, 

Restaurant, Concierge, and Bell services. 

3.3 Sample size & Sample technique 

 

The sampling technique used for this research paper is the non probabilistic purposive sampling 

and probabilistic stratified sampling in order to determine the number of samples in the 

population. The research methodology is both quantitative and qualitative, as a result of which 

the stratified sampling for quantitative aspect and purposive sampling for qualitative aspect of 

the paper. Stratified sampling for quantitative aspects of the paper used to create a strata that 

will help determine the number of respondents per hotel while the purposive sampling 

technique was used to conduct the interviewees per hotel. These sampling techniques have 

helped the researchers choose the representatives of the population through their own judgment 
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with regards to the limitations brought by the current COVID-19 pandemic and as well as to 

balance the sample from different hotels.  

The formula that was used for the stratified sampling is the stratified sample size formula 

of𝒏ℎ = (
𝑁ℎ

𝑁
) ∗ 𝑛. Where𝒏𝒉 is the  sample size for stratum h, 𝑵𝒉 is the population size for

stratum h, N is total population size, and n is total sample size. The stratum created will divide 

the population according to their status as an employee such as managerial employee, 

supervising employee and rank-and-file employee to determine their resiliency.  

3.4 Research instrument 

This research made use of a researcher-made survey questionnaire for the quantitative phase 

in order to utilize the questionnaire to allow the researchers to gather information from the 

respondents. Selfmade structured interview questionnaires were used for the qualitative phase. 

The questionnaire was in google forms for the respondents to be able to answer the questions 

without risking and violating safety protocols amidst the pandemic. The google form survey 

questionnaire  has been used as the main data gathering tool or instrument for this research. 

Since the research is both qualitative and quantitative in nature, the questionnaire had a mixed 

method in which for the sections 1 to 3 of the google form, the researchers had used close-

ended questions. For the qualitative phase, the researchers have also utilized structured 

interview questions. 

3.5 Data gathering procedure 

The proponents made a letter for the approval to conduct the research called “A Study on 

Economic Resilience of Hotel Employees in Newport City in Response to COVID-19 

Pandemic”. They have secured a written permit to the hotels where they are going to conduct 

the survey through sending a letter of invitation endorsed by the chairperson. Upon approval, 

the proponents retrieved the request letter. On the other hand the chairperson and the other 

panelists were selected in the administration of PATTS College of Aeronautics and asked 

permission to validate the questionnaire. 

The proponents asked permission from the employee to get their personal information that 

includes their age, sex, marital status, educational attainment, years in service and employee 

classification. Thus, they collected data by means of a survey questionnaire that comprises 

different parts such as the demographic profile of the respondents, determining employee’s 

attitude towards work amidst the pandemic, determining employee’s resiliency. Aside from 

that, we have also collected data from the structured interview that comprises questions about 

the hotel’s organization attitude and the hotel’s organization resiliency. In gathering the 

required information the proponents developed a questionnaire with rating scales. The 

questionnaire was the main instrument used in gathering data. Aside from the questionnaire, 

documentary analysis and observation were used to gather the information needed in this study. 

The proponents have adopted the mentioned instrument and techniques which were most 

appropriate for gaining insights on economic resilience of hotel employees.  

The questionnaire has 3 parts: the first part is the demographic profile, second part is the 

attitude of employees towards work, and the third and last part is the employee’s resiliency.  
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3.6 Statistical Treatment of Data / Data Analysis Procedure 

The researchers made use of basic statistical treatment such as follows: a) frequency 

distribution; b) percentage; c) weighted mean; d. standard deviation. Frequency distribution 

and percentage presented the demographic profile of the respondents in terms of 1) Age; 2) 

Gender; 3) Years in Service; 4) Educational Attainment; and, 5) Marital Status. The percentage 

was used to know the proportion of the given number of the sample means to the total 

population mean. Weighted mean and standard deviation presents the average of the data 

gathered from the respondents. These were used to determine the resilience of the employees 

amidst pandemic in terms of 1) Adaptivity; 2) Proactivity; 3) Proficiency; 4) Resistance. The 

formula for weighted mean and standard deviation as well as the likert scale table that shows 

the numerical value, range, and verbal interpretation is attached below. Meanwhile, for the 

qualitative phase, the proponents made use of the thematic analysis using the repertory grid. 

This type of analysis is a qualitative research method that is used for a wide range of research 

questions and epistemologies. It is a method that identifies, analyzes, organizes, describes, and 

reports themes that is usually found within a set of data (Braun & Clarke, 2006, as cited in 

Nowell et al., 2017). 

Figure 2: Weighted Mean Formula 

W = Weighted Average 

n = number of terms to be averaged 

พ¡ = weights applied to x values 

X¡ = data values to be averaged 

Figure 3: Standard Deviation Formula 

S = Standard Deviation of a Sample 

 ∑ = means “Sum of” 

 X = Each value in the data set 

𝑋= Mean of all the values in the data set 

N = Number of values in the data set 

324

https://journals.sagepub.com/doi/full/10.1177/1609406917733847


Table 1: Likert Scale Interpretation 

Point Range Verbal Interpretation 

4 3.50  - 4.00 Strongly Agree 

3 2.51 - 3.50 Agree 

2 1.51 - 2.50 Disagree 

1 1.00 - 1.50 Strongly Disagree 

The table shows the legends for the likert scale whereas it has the 4 points system in which the 

number 4 is the highest while 1 is the lowest. For each number it has a corresponding range 

which is also shown above as well as its verbal interpretation.  

IV. PRESENTATION, ANALYSIS, AND INTERPRETATION OF DATA

This chapter presents the primary or major data of this study as well as the interpretation and 

analysis adapting a descriptive quantitative treatment with simple application of basic statistics. 

Statement of the Problem 1: What is the demographic profile of the employees in terms of; 

1.1) Age, 1.2) Sex, 1.3) Marital Status, 1.4) Educational Attainment, 1.5) Year’s in Service, 

1.6) Employee Classification 

TABLE 4.1: Profile of the respondents in accordance to their age 

Age Frequency Percentage 

21 - 30 y/o 154 77% 

31 - 40 y/o 40 20% 

41 - 50 y/o 6 3% 

51 - 60 y/o 0 0 

61 y/o and above 0 0 

Total 200 100% 

The table shows the profile of the respondents according to their age. Data gathered shows that 

most of the respondents belong to the age group of 21 - 30 y/o with 154 (77%) respondents out 

of 200, followed by those in ages 31 - 40 y/o with 40 (20%) respondents. On the other hand, 6 

(3%) of the respondents belong to the age group 41 - 50 y/o. However, none of the respondents 

were in the age ranging from 51 y/o and above. According to the Philippine Statistics Authority 

(PSA) in the month of November, 2020 the age dominant workers in the services sector are 

those in the age group of 25 - 34 years old which accounts to 27.6% of the total employment 

rate. This shows that during the pandemic most employees who are working in the hotel 

industry are in their early adulthood, while only a small portion are of the late middle ages (45 

- 64 y/o) and none from the late adulthood (65 and older). This can be due to the age protocol
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imposed by the government during the peak of the pandemic, whereas employees who are 

prone and vulnerable to the virus were laid off for the purpose of their safety, while those that 

have strong and healthy immunity  remained in their work to keep the hotel operation going. 

Moreover, the data shows that employees in the age range of 20 - 30 y/o manifest resiliency in 

the course of the crisis. 

TABLE 4.2: Profile of respondents in accordance to their sex 

Sex Frequency Percentage 

Female 112 56% 

Male 88 44% 

Total 200 100% 

The above table shows the frequency and percentage of the respondents in accordance to their 

sex. Most of the respondents are female with 113 (56.50%) responses, while only 87 (43.50%) 

are male. In line with that, based from the findings of the Hospitality Industry Pipeline (HIP) 

Coalition in 2015, 70% of the hospitality industry workforce are women, in which they have 

also found out that the majority of the workers in the tourism sectors are women. The results 

above clearly contradicts the notion amongst women, that they are weak and vulnerable and 

that even with the existing health crisis women continued to work and show resilience amidst 

this challenge. Furthermore, this can also be attributed to the fact that female employees have 

long enough been making up the workforce of the tourism and hospitality industry, meaning 

that even in times of the crisis female employees continued to strive and show resilience which 

is most needed for them and the organization to survive the crisis. 

TABLE 4.3: Profile of respondents in accordance to their marital status 

Marital Status Frequency Percentage 

Single 164 82% 

Married 33 16.50% 

Separated 3 1.50% 

Widowed 0 0 

Total 200 100% 

Table 4.3 shows the percentage of the respondents’ answers and their frequency in terms of 

their marital status. Majority of the respondents, which is 164 of them, are single with a 

percentage of 82%, followed by 33 respondents (16.50%) being married, only 3 (1.50%) of the 

respondents are separated from their spouses, and lastly, none of the 200 respondents is 

widowed. The data implied that resiliency of employees during the pandemic can also be seen 

through the lens of their marital status whereas in this case most of the respondents are single 

and shows resiliency in terms of coping with the adverse changes caused by the pandemic. In 

the study of Ha, Ip, Lin & Zhuo (2018), most hotels prefer hiring single employees as they 

think of money’s ability to be traded off their work and family balance and only want career 

fulfillments wherein they claim to achieve “win-win” outcomes when they stay keenly focused 

on their careers above anything else.  This denotes that hotel companies in Newport City Pasay, 
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prefers to hire single employees since they are more focused on their careers rather than those 

married ones. Additionally, the fact that single employees have all their time to themselves and 

does not have their own family to think about, gave them time and the opportunity to adapt 

quickly and remain in the organization, meanwhile the married ones or those that have a family 

chose to focus not just with their work as hotel employees but also they had to have different 

sources of income to support the needs of their family since this pandemic has caused 

uncertainty not just in terms of the salary reduction but employee retention as well.  

TABLE 4.4: Profile of the respondents in accordance to their educational attainment 

Educational Attainment Frequency Percentage 

Junior High School Graduate 3 1.50% 

Senior High School Graduate 15 7.50% 

Tertiary Level Undergraduate 42 21% 

Tertiary Level Graduate 106 53% 

Vocational 15 7.50% 

Master’s Degree Holder 19 9.50% 

Doctorate/PhD Holder 0 0 

Total 200 100% 

Presented above is the profile of the respondents according to their educational attainment. The 

generality of the data gathered from the respondents shows 106 (53%) for the Tertiary Level 

Graduate of the total population, followed by the Tertiary Level Undergraduate with 42 (21%) 

respondents. The  Master’s Degree Holder have 19 (9.50%) respondents, Two educational 

attainment both have 15 (7.50%) respondents which is the Vocational and Senior High School 

Graduate, Junior High School graduate is the lowest frequency from the educational 

attainment. A research study conducted by Michelle Jackson in 2013 associated the difference 

between the educational class and performance to class inequalities, explaining the difference 

in educational opportunities in the modern society whereas the students with more 

opportunities go with higher levels of education while the students with less opportunity go 

with the latter. There were no Doctorate/PHD holders from the total population. The industry 

benefits experienced employees over those with a higher degree, which is in difference with 

the general assumption that employees with higher degrees offer an advantage in their chosen 

area of work.  Having a higher level of education seems to ensure an opening into the industry 

at the Managerial level or Supervisory level whereas those with lower levels of education 

begins at the Rank-and-file level. This is where education is beneficial. However, it does not 

really imply that higher education level means higher resilience as well, as the data suggests 

that most of the employees who have obtained tertiary level education are as resilient as those 

who are master degree holders. In this situation, it demonstrates that the level of resilience of 

employees cannot only be based on their educational attainment but experience, mindset, and 

attitude as well that is learned not only in the classroom but most importantly in our day to day 

life. 
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TABLE 4.5: Profile of the respondents in accordance to their year’s in service 

Years in Service Frequency Percentage 

Below 1 year 41 20.50% 

1 - 3 years 96 48% 

4 year - 6 years 50 25% 

7 years - 9 years 5 2.50% 

9 years - 12 years 6 3% 

12 years - 15 years 1 0.50% 

16 years above 1 0.50% 

Total 200 100% 

The table represents the profile of the respondents according to their years in service. The top 

result is from 1 - 3 years in service which includes 96 respondents, which represents 48% of 

the total, whereas the least is 12 - 15 years in service, and 16 years above which both garnered 

0.50%` of the 100% population of the respondents. As noticed on the level of frequency and 

percentage, the top 3 results are from the 1-3 years in service, 4-5 years in service, and below 

1 year in service. According to the Bureau of Labor Statistics, there is a high turnover rate 

annually in the hotel and accommodation industry. In fact, in the year 2018, the hotel and 

accommodations industry garnered a 74.9 percent rate of turnover, increasing from a 72.5 

percent rate from the previous year, 2017. In the year 2020, where Pandemic is present, 

Philippine Statistics Authority reports a -8.3% decline of service in the accommodations 

industry due to the reduction of employees. Harver also reported that the reason for high 

turnover of hotel employees was because of unclear job expectations where 61% of hotel 

employees stated that they didn’t expect to work in a hotel and lastly, was because of minimal 

growth opportunities. The data and the related studies showed that even with the high turnover 

rate in the hotel industry and short years in service, the employees stayed resilient and they 

were able to cope with the sudden changes in their working environment. Furthermore, an 

article by Kennedy, B. (2019) discussed that self-awareness encloses purpose, mindset and has 

multiple benefits for both the individual and the organization. When an employee has the 

ability to define their purpose, they are more likely to be proactive in putting shape into their 

careers. Individuals who have matured thinking are the ones who can often endure struggles 

and can handle each of their problems well enough without being overpowered by their 

emotions. In this case, they tend to focus less on the negative aspects of change, such as when 

a major reconstruction occurs. However, the result shows that the number of years in service 

did not directly correlate with the resilience that an employee possesses, and since the hotel 

industry has high turnover rates it makes the employees accustomed to the changes in their 

working environment. The data also presents that resilience is not measured through the years 

of service but more of the mindset and attitude set by the employees in facing the unfortunate 

challenges.  
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TABLE 4.6: Profile of the respondents in accordance to the employee level 

Employee Level Frequency Percentage 

Managerial 41 20.50% 

Supervisory 39 19.50% 

Rank-and-file 120 60.00% 

Total 200 100% 

Presented above is the profile of the respondents in accordance to the employee level.  The data 

gathered shows that most of the respondents are on the Rank-and-file position with a total 

frequency of 120 and a total percentage of 60%, followed by Managerial position with a total 

frequency of 41 and a total percentage of 20.50%, and lastly, the Supervisory position with a 

total frequency of 39 and a total percentage of 19.50%, having an overall total of 200 frequency 

and a percentage of 100%. The data presents that employees, whatever level or classification 

that they are in, shows resiliency in handling the pandemic. However, in any business it is 

expected for employees with high positions in the companies to be much more proactive, 

adaptive, and proficient even in the midst of the international health crisis. In the study of Al-

hawari, Bani-Melhem, and Quratulain (2002) "Associations ought to grow better occupation 

plans and improve authority rehearses that can help limit the effect of relational stressors on 

bleeding edge workers' production." The study implies the importance of having the role of 

managers in improving employees' resilience by reducing internal stressors as they deal with 

external stressors from the customers and what is happening at the moment. Those at the 

managerial and supervisory levels are the one to overlook the relationship between the 

employees and the organization so their resilience is a great factor that has an impact on the 

survival of the organization. 

Statement of the problem 2: What are the impacts of COVID-19 Pandemic to the 

organization’s resilience in terms of: 2.1 Decision-Making; 2.2 Revenue Monitoring; 2.3 

Planning; and 2.4 Coping Mechanism? 

TABLE 4.7: Main Themes and Superordinate Themes 

Main Themes Superordinate Themes 

Hotel’s Compliance to the Government’s Health 

Measures and Protocol. 

Compliance to the Health and Safety Protocols 

imposed by the Government 

Implementation of Organizational Safety 

Guidelines 

Coping Mechanisms of the Hotel in the Course of the Pandemic. Enabling Organization’s Price 

Flexibility and Innovation of products and services. 

Newport Hotels’ Revenue Stream amidst the 

Pandemic 

Revenue Management 

Implementation of Cost-Cutting Measures 
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Main Theme 1. Hotel’s Compliance to the Government’s Health Measures and Protocol.  

 

Superordinate Theme 1.1: Compliance to the Health and Safety Protocols imposed by the 

Government 

 

Informant 2: (“the way we handle a pandemic, number one is we have to follow the statutory 

of the local guidelines provided by the government, so the first thing we have to look for is 

what does the IATF says or what does the government says to ensure compliance”) 

 

After the nationwide lockdown, the Department of Tourism (DOT) immediately imposed 

guidelines and health measures that Hotel’s in the country must follow, DOT Secretary 

Bernadette Romulo Puyat - signed the Memorandum Circular 2020-002 which implements the 

‘New Normal and Safety Guidelines for Accommodation Establishment’.  

 

Data gathered shows that hotels in the Newport City Pasay, strictly followed all the 

requirements and policies that the government had imposed, and these also affected the way 

they came up with decisions and plans whereas they had to align all of it to what the 

government, specifically the Inter-Agency Task Force is implementing. Meanwhile, a study of 

the United Nations Office for Disaster and Risk Reduction - Regional Office for Asia and 

pacific have found out the significance of government agencies in the management practices 

of the hotels whereas they have been actively  supporting improved risk management practices 

among hotels through the development of minimum and regulated standards. In this sense, the 

government agencies play a vital role in terms of the implementation of standard regulations 

and guidelines that hotel companies must follow, especially now that there is still an ongoing 

health crisis. It goes to show, that the government also impacts the resilience of a company 

since the decisions and plans that companies are formulating should be in line with the 

government’s health and safety protocols, which means that hotels alone cannot decide on their 

own in terms of the changes that they need to make because all of these changes must first be 

coordinated with the government as they would have to make sure that it will not violate any 

of the implemented policies. Moreover, even with the existing government protocols hotel 

companies have shown resilience in terms of decision making since they were successful in 

coming up with sound solutions that benefited both the organization, employees, and the 

government. 

 

Superordinate Theme 1.2: Implementation of Organizational Safety Guidelines 

 

Informant 3: (“our international mother company, our global mother global company as well 

would have a, uhm you know, commitment to clean guidelines that we needed to make sure 

was in place because it [was to make sure that the] confidence of our market was felt across 

the entire world”.) 

 

Informant 1: (“The standing of the hotel is always based on the employees because, for me, if 

you will not take care of your employees then the hotel or the company might not be as 

successful as you want [it] to be because, of course, if you do not take care of your employees, 

the hotel [business] won’t run as well. Correct? So that’s what I see, we really need to focus 

on the employees first and once we did a good job on that, we focus more on the revenues and 

on other things that need to be done, we have to get done.) 

 

Alongside the implementation of the government protocol’s, each organization had also 

implemented their own safety protocols to ensure their guests of their safety and security while 
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staying in the hotel. The hotel companies do not only rely on what the government is 

implementing, they also did their part not only to comply with the government regulations but 

also to gain the trust of their guests. In line with that, to gain the trust of the guests they have 

to feel safe around the environment that they are in and who else can make them feel safe but 

the employees whom they have close interaction with. In this matter, there is the significance 

of keeping the employees safe, healthy, and feel valued in the organization. Conclusively, a 

study shows that if the employee resilience is higher then it would result in a higher 

engagement. Also  employees who have high resilience would show positive attitudes such as 

enthusiasm, dedication, and work appreciation (Pramanik et al., 2020). With this being said, 

good decision making of the top management impacts the way the employees handle their job. 

Having the right and centralized guidelines to follow it would be easier for the company and 

its employees to be on the same page of achieving their goal as an organization. Moreover, 

management and employee good relationships build a positive attitude of employees towards 

work that leads in satisfied guests that would then result in a higher income which is also a 

factor for organizational resiliency.  

Main Theme 2: Coping Mechanisms of the Hotel in the Course of the Pandemic. Enabling 

Organization’s Price Flexibility and Innovation of products and services. 

Informant 2: (“flexibility also means adjusting your rates with your packages even giving lower 

packages, lower prizes to take advantage of the opportunity to have the same business”. ) 

Informant 1: (“We are still unable to have one-hundred percent capacity but we are able to 

cater to as much as we want, and the key obviously is to make sure to continue to make offerings 

compelling”.) 

Informant 3: (“we had a team obviously would immediately adapt to you know, whatever 

demands the client would have, clients would say, you know we want to have something like 

this -- okay create”) 

The accommodation sector is one of the sectors of the Tourism Industry that was hardly hit by 

the COVID-19, and without clients coming in for business and leisure purposes, the hotel won’t 

be able to survive. The organization must be able to cope up with the situation and the 

organization must have the ability to be flexible and in order to adapt to the current situation 

as well as to overcome the adversity and plan for a solution. As emphasized by one of our 

interviewees, In this time of crisis, organizations has to be flexible and  one way of being 

flexible is by meeting the current demand of the market and since we are in the middle of the 

pandemic, one way to continue earning is to adjust the prices of your products depending on 

the capability of the market to avail it. The other interviewee also had the same opinion in terms 

of flexibility and innovation. Organizations around Newport City have been flexible and were 

able to come up with new ways of targeting their target market. A related study by Ikpe, 

Edwinnah & Amah (2013) stated that “in order for an organization to be more resilient, it 

should foresee, draw up, acknowledge, and adjust to gradual change and unanticipated 

interference in order for it to make strides.  In line with that, associations need to utilize flexible 

procedures to cope with the fast-changing environment. However, these changes might impact 

the association, but mostly it can be for its betterment. The association must possess the quality 

of being able to adapt to any challenges that may come (Brown et al., 2017). Aside from being 

flexible, innovation of products is also a way for the organization to survive and continue 

earning revenue, as one of the interviewee had stated. Acceptance of the changing environment 

and adapting to these is the real challenge of the organization, however hotels in Newport City 
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had shown these traits and were able to meet the needs and demands of both of their clients 

and employees. Although the process of coping is not yet done since there are still sudden 

changes, the flexibility of prices and innovative products and services that hotel companies had 

offered did help them cope with this global health crisis. 

 

Main Theme 3: Newport Hotels’ Revenue Stream amidst the Pandemic 

 

Superordinate 3.1  Revenue Management 

 

Informant 1: (“We are just fortunate that the government guidelines were to support the OFWs-

-those who are flying home from different countries and most of our revenue comes from that 

sector--we are a DOT accredited quarantine hotel.”) 

 

Informant 3: (“the government mandated that hotels immediately adjust to the service and 

product protocols, meaning to say, you know we are unable to provide hotel services similar 

to what hotels services were in the past.”) 

 

Informant 3: (“and our takeaway business as actually uhm surpassed the -- the numbers before 

because we did not have that in the past. So it basically lessens the gap in terms of revenue ah  

from restaurants because if you did not have that then it would not have been very 

sustainable.”) 

 

Garnered from the data appears the different sources of revenue of the hotels apart from their 

main product. These hotels were adept enough to alter to different services considering the 

uncertainties that this global pandemic has brought. Nonetheless, they were able to make the 

most out of this challenge and have still remained profitable amid the situation. As these were 

said, while the old and past data does not anymore offer the assistance it once did, having them 

evaluated and assessed will always be of importance. However, today, revenue managers ought 

to be more focused on the current and later data to foresee the demands while trying to adjust 

pricing (if needed) at the same time, the same way they are expected to reframe their techniques 

and procedures to squeeze off every bit of their available data and carry through the highest 

profit possible. (Fjallman, 2020). Aside from that, hotels in Newport City has came up with 

this new innovative product which has also brought revenue to their organization, as stated by 

the interviewee they had created a new revenue stream which is the takeaway business This 

only shows that aside from just trying to survive the adverse impact of the pandemic, hotel 

companies must also be creative and innovative in order to continue generating revenue that 

would be needed for the continuous operation of the business.  

 

Superordinate 3.4: Implementation of Cost-Cutting Measures 

 

Informant 1: (“We are on a skeletal manning for us to balance the revenue that we are getting 

and the manpower that we are trying to meet.”) 

 

This COVID-19 crisis continues to impact the hotel industry devastatingly and one of which is 

their resort to execute cost-cutting measures in order to keep the organization afloat. The data 

gathered presents the hotels within Newport City being at this level of adjustment to get through 

this pandemic while still being profitable all at the same time. It’s a usual thing for people or 

in this case, organizations, to reduce their selective spending especially in these times of 

difficulty, as said by Deloitte (2020). On the other hand, it is noteworthy that some hotels in 

Newport City had their wage cut contingency planning that only affects the managers but not 
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the rank-and-file position.  This global health crisis had consumers and as well the companies 

do a re-evaluation of their overall spending priorities considering one big variable, this 

COVID-19 disease, which caused them to see then must-haves as nice-to haves. Hotels were 

not only able to manifest on remaining profitable by having a new way of generating revenue 

even with this pandemic happening, they have also adapted a manner where they could balance 

out the revenue that are coming in their organization in order to suffice the costs within the 

company.  

Statement of the Problem 4: What are the impacts of employee resilience towards the 

organization’s resilience in terms of; 4.1) adaptivity, 4.2) Proactivity, 4.3) Proficiency, 4.4) 

Resistance 

Legend: 

Point Range Verbal Interpretation 

4 3.50  - 4.00 Strongly Agree 

3 2.51 - 3.50 Agree 

2 1.51 - 2.50 Disagree 

1 1.00 - 1.50 Strongly Disagree 

TABLE 4.8: Impacts of employee resilience towards the organization’s resilience in terms of 

adaptivity. 

ADAPTIVITY MEAN STD. DEVIATION VERBAL INTERPRETATION 

1.1 I easily adjust to the changes 

in work schedule caused by the 
pandemic. 

3 0.723 AGREE 

1.2 I am able to adjust quickly to 

new working conditions. 

2.97 0.675 AGREE 

1.3 I encounter no problems in 

terms of following the protocols. 

2.98 0.736 AGREE 

1.4 I am able to cater to my 

personal needs despite the 

changes in terms of shifting 

schedules. 

3.05 0.675 AGREE 

1.5 It only takes a few days for me 
to adjust in a new normal setting. 

2.82 0.762 AGREE 

WEIGHTED MEAN 

RESPONSE 
2.96 0.714 AGREE 

The table above provides the impact of employee resilience towards the organization’s 

resilience in terms of adaptivity. The data gathered presents that the majority of the respondents 

agreed that they are adaptive in terms of the changes brought about by the pandemic with the 

mean of 2.96, standard deviation of 0.714 and verbal interpretation of agree. Besides, the 

employees' resilience is crucial in adapting to the business's uncertain and dynamic events; the 
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employees' well-being can significantly affect their resiliency level personally and 

professionally; the better the lifestyle and how employees handle stress, the higher their 

resiliency. It only proves that employee resilience is essential for the organizations' capacity to 

adapt to uncertainty (Tonkin, Malinen, Näswall, & Kuntz, 2018, p. 14). The results signify the 

adaptivity of the employees in terms of adjusting with the new situation, it stands as a 

foundation for the employees to quickly adapt to the situation that they are in, enabling them 

to support their personal needs while working. Moreover, adaptivity of employees can also 

impact the resilience of the organizations in the course of the pandemic since they will be able 

to work well and perform their duties even with the changes that are happening. 

TABLE 4.9: Impacts of employee resilience towards the organization’s resilience in terms of 

proactivity. 

PROACTIVITY MEAN STD. DEVIATION VERBAL 

INTERPRETATION 

2.1 As part of my work, I observed 
proper health protocols even before 

the lockdown. 

3.4 0.687 STRONGLY AGREE 

2.2 I was able to prepare myself for 

instances like this pandemic by 

having my own contingency plan. 

2.94 0.815 AGREE 

2.3 Aside from my work as a 
hotelier, I already have extra-paying 

jobs that helped me get through the 

crisis. 

2.7 0.88 AGREE 

2.4 I have secured a health and 

emergency fund for cases like this 

pandemic. 

2.99 0.743 AGREE 

2.5 The pandemic happened so 
suddenly that I was not able to 

prepare or plan ahead regarding the 

new normal life it created. 

3.07 0.764 AGREE 

WEIGHTED MEAN RESPONSE 3.02 0.778 AGREE 

The table above presents the impacts of employee resilience towards the organization’s 

resilience with regards to their proactivity. Data gathered shows that most of the respondents 

agree that they have managed to remain proactive even in the midst of the pandemic having 

the mean of 3.02, standard deviation of 0.778, and a verbal interpretation of agree. Since the 

majority of the respondents agreed, the weighted average fell into the agreed parameter. In line 

with this, Brown (2018), stated that the management and staff’s preparedness in terms of 

training and safety measures is essential in handling a natural disaster such as a pandemic. 

Moreover, employees with advanced skills and knowledge in handling a disaster tend to be 

resilient, which results in a positive outcome for both components. Proactivity is essential in 

dealing with sudden changes, although the pandemic happened so abruptly, the employees 

were able to attend to their needs and show resilience in the duration of the crisis whilst 

continuously working and giving their best to the organization that they are in. 
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TABLE 4.10: Impacts of employee resilience towards the organization’s resilience in terms of 

proficiency. 

 

PROFICIENCY MEAN STD. DEVIATION VERBAL 

INTERPRETATION 

3.1 I am able to remain competent and 

contribute to the company even with 

the challenge of this pandemic. 

3.48 0.549 STRONGLY AGREE 

3.2 I develop strategies to get me back 

on track 

3.42 0.561 STRONGLY AGREE 

3.3 The shifting of schedules did not 

impact my capability at work. 

3.24 0.694 AGREE 

3.4 My performance at work is not 

affected by pay cuts. 

3.25 0.698 AGREE 

3.5 I upkeep professionalism despite 

my personal issues and manage to 

work in quality. 

3.5 0.567 STRONGLY AGREE 

WEIGHTED MEAN RESPONSE 3.38 0.614 STRONGLY AGREE 

 

The data gathered from the table above shows the impact of employee resilience towards the 

organization’s resilience in terms of proficiency. The weighted mean of the data gathered is 

3.38 with a standard deviation of 0.614 resulting in verbal interpretation of strongly agreed. 

This explains how employee’s resilience can influence or impact  the proficiency of the 

organization towards facing the crisis caused by the pandemic. Majority of the respondents 

agreed with the questions presented. In a study of Kim (2020), employees that are proficient 

are more likely to support the organization to deal and cope with changes, as well as initiate 

improvements and adjustments after a crisis situation. The results from the data gathered assert 

that employees have only seen the challenge of this pandemic as a manner of being more 

competitive and contributive to the organization instead of hindering them to slack off. 

Furthermore, the proficiency of employees have helped the organization to also work well since 

proficient employees are more likely to be open with their thoughts and ideas as well as more 

cooperative when it comes to the implementation of policies and rules of an organization. 

  

TABLE 4.11: Impacts of employee resilience towards the organization’s resilience in terms of 

resistance. 

 

RESISTANCE MEAN STD. DEVIATION VERBAL 

INTERPRETATION 

4.1 The pandemic has no effect on my 

working conditions. 

2.34 0.871 DISAGREE 

4.2 The impact of the pandemic did not 

affect my day to day life. 

2.19 0.833 DISAGREE 

4.3 I am dependent on my job as a 

hotelier and opt not to find another 

source of income. 

2.63 0.858 AGREE 

4.4 I am doing well accepting the 

changes brought about by the 

pandemic. 

3.09 0.651 AGREE 
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4.5 The new normal set-up did not 

affect my effectiveness as an employee 

in terms of maintaining the quality 

standards of my work as a hotelier. 

3.22 0.738 AGREE 

WEIGHTED MEAN RESPONSE 2.69 0.79 AGREE 

The table above indicates the impact of employee resilience towards the organization’s 

resilience in terms of resistance. The data gathered presents that a portion of the respondents 

disagreed that they have been resistant with the changes brought about by the pandemic while 

majority agreed that they are indeed resistant with the mean of 2.69, standard deviation of 0.79 

and verbal interpretation, agree. The weighted mean is under the parameter of agree and 

according to Sigala (2020), the tourism and hospitality industry has become resistant and 

resilient to changes caused by any environmental and economic challenges. In that sense, 

employees under the tourism and hospitality industry are also expected to become resilient and 

resistant towards the unexpected changes in their work environment and this corresponds to 

the result of the data gathered whereas the majority of the respondents shows resistance in 

terms of the changes in the course of the pandemic. 

Statement of the problem 4: What are the possible hotel resilience initiative programs that 

can be implemented by the organization for its employees? 

TABLE 4.12: Main Themes and Superordinate Themes 

Main Themes Superordinate Themes 

Valuing the well-being and the resilience of employees amidst the 

Health Crisis 

Initiative program for employees 

Mental Health 

 Financial Assistance 

Main Theme 2: Valuing the well-being and resilience of employees amidst the Health 

Crisis. 

Superordinate Theme 2.1: Initiative program for employees 

Informant 1: ( “We were working on stuff for our employees, we also boost their [immune] 

system by giving them Vitamin Cs, medicines, supplements”) 

Informant 3: (“while we focus on the guests we needed to make sure that our associates are 

confident about working and providing service to our guests”) 

Informant 3: (“so we have discovered, you know uhm associates that are able to cross-train in 

other departments like a concierge for example work with kitchen, or loss prevention, or 

somebody from events actually ended up working in an in room dining. So instead of getting 

casuals, we made use of the associates that uhm whose areas are affected by the change in set 

up, so that basically helped us survive you know on the crisis during this time.) 
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Healthy and happy employees have a better quality of life, workplace conditions can affect 

employees at the physical, mental, or emotional level and enhance or harm their well-being. 

Work environment can also influence employees’ mental health and stress levels. According 

to Adams J. (2019), Work-related factors that affect worker well-being include job demands 

and pressures, degree of autonomy and flexibility, quality of interactions with supervisors and 

coworkers, frequency of shift work, and length of the workday. 

During this time of pandemic, it is expected for organization to take action and come up with 

different plans and programs that would increase productivity and resilience of the employees, 

One example of a successful adoption of these approaches is the Health Improvement Through 

Employee Control (HITEC) program, which found that health improvement initiatives that 

were designed by employees had higher participation rates and better health outcomes than that 

are initiatives designed by the administration. (Adams J. 2019). In relation to that, one of the 

interviewee stated how they have focused on improving the health of their employees to be 

resilient and resistant to fight the virus,  another stated that for them to improve employee 

engagement they had to come up with several strategies such fitness activities, interactive 

games, open-line of communication where employees can express their feelings, thoughts, and 

ideas with the management, as well as a marketplace where employees can post and share what 

they are selling.  a study conducted shows that resiliency-building initiatives are one of the 

strategies that organizations must consider because these kinds of programs positively 

contribute to organizational resilience, which in turn affects the resilience of their employees 

(Teng-Calleja et al., 2020). Accordingly, the hotel companies in Newport City valued their 

employees in a way of making programs that would benefit them, also it is noteworthy that 

these companies acknowledge the need to boost their employees immunity, health engagement, 

and resilience because employees are the one to  provide the service to the guests, it is vital to 

improve their confidence in their working environment and the programs stated are their way 

of making their employees feel safe, belong and connected to the organization.  Aside from 

that, some of the hotels also made use of the cross-training programs. In line with that, Paton 

& Johnston, (2017) stated that “Organizations need to develop ways of learning and 

consolidating lessons learned within the organizational culture and practices (e.g., training) in 

ways that facilitate the development of sustained resilience and adaptive capacity”. The 

resiliency of the organization’s staff and protective services officers is likely to improve with 

organization intervention strategies such as training, team relationships, and support 

guidelines. This cross-training program had opened new doors for those employees whose job 

was severely affected by the pandemic, in that case, instead of losing their job they have been 

placed in other departments that are lacking the human workforce.  

Superordinate Theme 2.2:  Mental Health 

Informant 2: (“I think one of the strongest coping mechanisms as a company that we can offer 

to our employees is we really reached out to them and offer or make those wellness, mental 

wellness programs available today, because almost all of the people are scared, unsure and 

always insecure, there is really a lot of things needed, we really needed mental awareness for 

our key member wellness”) 

Informant 3: (“And ahm we- we have rough sessions for example where we have people online 

ah I personally talk to all our associates you know on a regular basis and listen to anything 

and everything. It doesn’t have to be a problem all the time, it doesn’t have to be bad news all 

the time, and I think you know that platform has created a venue form to be able to air out 

anything and that has helped us during this pandemic.”) 
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Mental illness affects each person differently one of the HR Managers that we interviewed 

discusses raising awareness and the importance of mental health and safety. In this way it can 

also foster team member engagement and improve performance. Companies that want to 

improve the state of mental health at work, especially for younger diverse demographic groups, 

need to adjust their strategies (Greenwood K., et al., 2019). Mental Health means that the HR 

department needs to look up on their employees, that mental health is the next wave of 

inclusion, but that it won’t be accomplished until all employees feel comfortable being honest 

and open about their mental health conditions without fear of consequences. One way of 

dealing with this as stated by one of the general managers is that they made an open line 

communication where employees can get to share their thoughts, ideas, and feelings towards 

the organization or anything that comes to their mind. This often results in positive engagement 

and connection of the employees with the organization, which in turn have helped them cope 

with the prevailing health crisis. 

 

Superordinate Theme 2.3: Financial Assistance 

 

Informant 1:  (“We also opened up the cash advance so we had loaning something, loaning--

loaning uhm, more like a process, or loaning program wherein they can loan for a certain 

amount. Not a big amount but a certain amount that can help them.”) 

 

Informant 1: (“So normally, the computation of the service incentive is based on the 

attendance. So, if in the event that your attendance is low, then your service incentive is also 

low. However in our case, we didn’t do that. We give 100% regardless of the attendance. “) 

 

Employers are facing unique challenges as they work to understand and implement policies 

and practices to support employees in this current crisis. Employers in industries most severely 

impacted by closing of segments of the global economy face a dual challenge. They must 

balance their need for financial support by giving them financial assistance by the management 

like one of the HR Managers we interviewed said, opening a loaning program. According to 

Miller B. (2020) This type of benefit can show employees the employer cares about their well-

being. This can help with recruitment, as it is a benefit potential employees may value. If all 

goes to plan, offering this benefit can be a great way to improve employee retention and loyalty 

to the organization. Helping employees get through difficult financial situations may ease their 

overall stress levels, which can help the employer by increasing overall productivity. It can 

also lead to a reduction in absences for those dealing with financial situations. Additionally, 

one of the interviewee had also shared how they provide 100% service incentives to their 

employees regardless of their performance and attendance during the peak of the pandemic, 

this is a way for them to keep the head of their employees high, as well as to support them with 

their finances in this trying times. In relation to that, a research article by Khan, Soundararajan, 

Wood, & Ahammad (2017), states that "providing workers with enough capacity to work on 

their accolade has the tendency to pave the way to a more adaptive individual that can result 

into a more eager workforce.". Rewards such as financial and non-financial show great 

improvement to the workforce since it inspires them to work harder and strive for excellence 

which is beneficial to both the employees but most importantly to the organization where they 

belong. 
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V. SUMMARY OF FINDINGS, CONCLUSION, AND RECOMMENDATIONS

5.1 Summary of Findings 

 The following data presented in this section sums up the findings that have been collected

from the data gathering.

 Most of the employees working in the hotels within Newport City, Pasay during the

pandemic were of ages 21 - 30 y/o. This has shown that those who are in the hotel industry

are in their early adulthood and only a portion are from the late middle ages which could

possibly be due to the age protocol amended by the government during the course of the

pandemic, since most of the people that are prone and vulnerable to the virus are those in

their late middle ages and late adulthood, while those of their early adulthood manifest

resiliency in handling the changes brought about by the pandemic.

 Women comprise the majority of the  workforce in the Hotel industry and during this trying

time data gathered shows that they have been resilient and were able to face the changes

head on, despite the threat of the COVID-19 virus.

 The generality of our respondents were single accumulating 82% of the data which is 164

of them. This was said to be because singlehood equates to showing stronger resiliency

since these employees have less commitments and are more focused on their career as

opposed to those who have their own families to prioritize above all.

 Tertiary level graduates comprise the majority of our respondents equating to 106 of them.

Candidates for employment who have a higher level of education seem to capture the

interest of the employers since they see this as their potential edge among other companies;

competitive and efficient employees.  However, it does not really imply that higher

education level means higher resilience as well, as the data suggests that most of the

employees who have obtained tertiary level education are as resilient as those who are

master degree holders. In this situation, it demonstrates that the level of resilience of

employees cannot only be based on their educational attainment but through experience,

mindset, and attitude that is learned not only in the classroom but most importantly in our

day to day life.

 The results show that 96 out of 200 respondents are on their 1-3 years in service which

represents 48% of the total. Employees have remained resilient even with the high turnover

rates within their organization and unexpected changes in their working environment and

were able to cope up. The result shows that the number of years in service did not directly

correlate with the resilience that an employee possesses, and since the hotel industry has

high turnover rates it makes the employees accustomed to the changes in their working

environment.

 Most of the respondents are belonging to the rank-and-file position with a total of 120

employees. Those in the rank-and-file position have also shown resilience in terms of the

different variables such as adaptivity, proactivity, proficiency, and resistance. It is also

expected for employees with high positions in the companies to be much more proactive,

adaptive, and proficient even in the midst of the international health crisis. Those at the

managerial and supervisory levels are the one to overlook the relationship between the

employees and the organization so their resilience is a great factor that has an impact on

the survival of the organization.

 Majority of the employees have agreed that they are indeed adaptive during the pandemic.

They were able to adjust and adapt to the situation in order to support their personal needs

while working during this uncertain time.
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 Employees in Newport City have agreed that they have been proactive in terms of dealing

with the changes caused by the pandemic. They were able to plan ahead and sustain their

needs by having other extra-paying jobs during the lockdown period.

 Hotel companies in Newport City have proficient employees in which based from the

survey they have agreed that they indeed show proficiency in the midst COVID-19

pandemic. Moreover, the proficiency of employees have helped the organization to also

work well since proficient employees are more likely to be open with their thoughts and

ideas as well as more cooperative when it comes to the implementation of policies and rules

of an organization.

 Hotel companies around Newport City are in strict compliance with all the government

protocols and regulations that have been implemented since the beginning of the

nationwide effort to fight the COVID-19 Pandemic. The government played a significant

role in terms of the decision making process of the company since all of their decisions and

plans have been aligned to what the government has implemented. Aside from the rules

and regulations from the government, the companies also made their own to ensure that all

their guests, stakeholders, and employees are well taken care of and safe in the midst of

this global health crisis.

 Flexibility and innovation was one of the coping mechanisms done by the hotels in Newport

City to counter the adverse impact of the pandemic to their organization. Prices had been

adjusted to meet the demands of the market while maintaining the revenue source, new

products and services had been launched to attract new market, and the organization created

their own safety manual and stay-safe app tracker in order for them to be updated to the

latest information about the COVID-19 virus.

 Along with the innovation was the formulation of a new target market and revenue stream.

With the government repatriation program or hotels being turned into a quarantine facility

for the incoming OFW’s, hotels in Newport had been able to generate enough revenue in

order for them to continue their operation. Aside from that, since staycation had been

stopped due to the government protocols, the hotel companies in Newport City have

focused mostly on their restaurants whereas they came up with bubble pod and takeaway

business. The bubble pod enables the guests to dine it at the restaurant while conforming

to the health and safety protocol since the guests will be inside a bubble like area to avoid

close contact with other guests while the takeaway business is when customers has a direct

access to the menu of the restaurants and they can order through their website or food

delivery applications. These new revenue streams had made the survival of the hotel

possible and helped the employees keep their job.

 Employees played a significant role in the survival of the Hotel Businesses in Newport

City, since they are the one to provide the products and services the management has

ensured that throughout the course of the pandemic and even before, employees has been

well-taken care of, and initiative programs to build the resilience and engagement of the

employees had been implemented. Moreover, it is also noteworthy that the management

considers the mental health condition of its employees that is why they have also come up

with different ways to help their employees who are feeling insecure and uncertain about

their job this time of pandemic.

5.2 Conclusion 

From the study that has been conducted, the researchers have concluded that the organizations’ 

in Newport City, Pasay have been resilient in facing the COVID-19 pandemic. All of the 

decisions and plans made by these organizations have been aligned with the government 

guidelines and protocols and have been implemented well, resulting in the sustained operation 
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of the business as well as employees keeping their job. While some hotels in the industry have 

permanently closed and shut down, the hotels within Newport City have managed to survive 

this challenging time and the threat brought by this health crisis. They were able to come up 

with programs that are beneficial to increase the level of resiliency of the employees in which 

their interconnectedness; organizations’ and employees’ resiliency come in. Moreover, 

employees have been adaptive to changes with the support of the organizations in which 

programs such as cross-training programs have been implemented wherein staff from different 

departments are trained to work under another department apart from where they are employed. 

Conclusively, the COVID-19 pandemic has indeed affected the hotels in Newport City, 

however in the aspect of organizational resilience the hotels remained strong and resilient with 

the right implementation of strategies to cope with the pandemic, cost-cutting measures plan, 

and positive relationship between the management and its employees. 

 

5.3 Recommendations 

 

1. To maintain the resiliency of the hotel employees amidst any crisis, organizations must be 

able to assess the needs of their employees, in terms of their mental and financial needs. 

An initiative plan or program such as creating an interactive website where employees can 

assess their stress level and check the status of their mental health as well as where they 

can reach out to other employees and the management is recommended. For this will create 

an open line communication for both the employees and the management where they can 

share different ideas that can be beneficial for both parties. On the other hand, as stated by 

one of the informants, the organization can also create a marketplace where the employees 

can promote their small businesses, this is a way for them to support their employees 

financially even through this small act. 

2. As for the organizations, they can create or conduct risk management training for their 

employees and the management to better prepare them for unfortunate situations and events 

like this pandemic. 

3. As the study suggests, in times of pandemic both the organization and employees must be 

adaptive, proactive, proficient, and resistant in terms of dealing with the changes that is 

happening, in light of this, the proponents recommend that aside from the training programs 

that the organization implements, employees should also take initiative to improve their 

resilience by keeping themselves updated with the information, joining seminars about 

developing resilience in times of pandemic, and constantly sharing their insights that can 

help the management formulate strategies to cope with the changing environment. 

4. This research will give an effective approach for the local government unit of Pasay City 

by giving them information on how they can inspect the hotels within the city and as this 

study has been conducted, the researchers recommend the LGUs to ensure that 

organizations strictly follow the minimum health standards that they have amended. The 

LGU’s and the management should coordinate operations during this crisis including 

appointing coordinators and creating new (or repurposing existing) administrative 

structure. This way, they would be in control and monitor problems and concerns and 

immediately formulate solutions for it. It also gives them the opportunities to upgrade their 

skill set and to adapt to the new norm. 

5. Since the study has been conducted in an online platform, there has been a gap when it 

comes to the reach of the study which only focuses on the research locale in Newport City 

Pasay, with that the proponents would like to recommend the future researchers to study 

the resilience of other hotels in the Philippines in order to assess if the hotel organizations 

here in the country are indeed resilient in times of crisis and also to know what are the 
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resilience initiative programs that they are implementing to support their employees, as this 

information is beneficial to help other organizations be resilient as well.  

Aside from what is written above, here is a list of proposed programs that can be implemented 

by the organization to support their employees in times of crisis: 

a. Manager Level Programs

ACTION PLAN 

Activity Objective/s Person 
Involved 

Success Indicator 

Crisis 

Management 

- To train the managers or

management to be proactive

in any crisis that the

organization may face.

- To lessen the impact of

unfortunate events by training

the managers how to handle

such situation/s.

- To train the managers on how

to effectively manage their

resources during a crisis

- To control the flow and

accuracy of information

Managers - Managers are able to make

effective decisions that benefit

both the organization and its

employees

- Managers are proactive and

have already formulated future

plans in any case that

unfortunate events happen

- The managers have successfully

applied all the learnings they

have gained during their crisis

management training

Mental Health 

Awareness 

Program 

- To break the stigma of mental

health problems in the

workplace

- To help managers deal with

their own mental health

problems caused by stress in

the workplace or any personal

problems that they are facing

- To educate managers on

handling mental health issues

of their own as well as their

associates

Managers - Managers can openly make

mental health a part of their

conversation

- There is no feeling of shame

when talking about a person’s

mental health problems/issues

- The managers acknowledge the

importance of taking care of

their own mental health as well

as their employees in dealing

with their everyday work,

especially during trying times
by also creating the same

mental health programs for

their associates.
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b. Supervisory Level Programs

ACTION PLAN 

Activity Objective/s Person 

Involved 

Success Indicator 

Virtual Team 

Building 

- to strengthen the bond

between the management

and the employees that

would enable them to have a

much open communication

while maintaining authority

and professionalism.

Supervisors - Increased teamwork and unity

in the workplace, especially in

dealing with big projects or

unfortunate events.

- Increased loyalty to the

organization of the employees

c. Rank and File Level Programs

ACTION PLAN 

Activity Objective/s Person 

Involved 

Success Indicator 

Financial 

Management 

Webinars 

- to help the employees

handle their finances,

especially that the skeletal

manning and wage cut has

been implemented on some
hotel companies.

Associates/ 

Rank and File 

Employees 

- Employees are able to show

effectivity in handling their

finances by not being too

dependent on the

organization, especially
during trying times

- Employees are able to start or

to have their own emergency

fund which they can use in

any unfortunate events in the

future

- Employees shows proficiency

in work even with the wage

cut and skeletal manning that
has been implemented or will

be implemented in the future

Workplace Ethics 

Awareness 

- to help employees acquire a

basic training course on

workplace ethics. If a

company’s culture makes

every employee feel safe,

there’s a higher chance of
the workplace being

friendlier, which means

more opportunities of

knowledge sharing, hence a

higher productivity of the

employees is ensured.

Associates/ 

Rank and File 

Employees 

- The employees embodies the

culture and responsibility of

being a member of the

organization

- The employees respect
everyone in the workplace

and are reliable in the work

they are assigned to do
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Transcription 

 

INTERVIEWERS: (R1) Antoneth B. Chavez                      DATE: March 17, 2021 

 (R2) Nathalie Faith M. Ramos TIME: 4:30PM  

 (R3) Zhaira Shayne O. De Ocampo 

                                    (R4) Kyle M. Valencia 

                                    (R5) Rav Mathew Magpantay 

 

INTERVIEWEE: Informant 3                         PLACE: Google Meet 

 

TRANSCRIBER: Kyle Valencia 

 

R1: [0:01] On Selected Hotels in Newport City: Inputs for Employee Resiliency Initiative 

Program, and rest assured po, that all the personal information that you will be sharing with us 

are protected by the data privacy act of 2012 which protects the fundamental human rights of 

privacy. So, that’s it po for the consent and, so, today po we will be having the structured 

interview, and if you may po ma’am you can ah introduce din po yourself po for -- the ah 

recording purposes po. (On selected Hotels in Newport City: Inputs for Employee Resilience 

Initiative Program and rest assured Ma’am that all the personal information that you will 

be sharing with us are protected by the data privacy act of 2012 which protects the 

fundamental human rights of privacy. So that's it for the consent and so today we will be 

having the structured interview, and if you may, Ma’am, you can introduce yourself for 

our recording purposes.) 

 

Informant 3: [0:42] Okay, okay you want me to start? (Okay, okay you want me to start?)  

  

R1: [0:46] Yes po. Like -- simple ano lang po short introduction lang po. (Yes Ma’am,  

just a simple or short introduction will do) 

 

Informant 3: [0:49] Yes. So I’m Anna Aves Vergara, I’m the General Manager of Sheraton            

Manila Hotel here in Resorts World. (Yes. So I’m Anna Aves Vergara, I’m the General 

Manager of Sheraton  Manila Hotel here in Resorts World) 

 

R1: [0:58] Okay, thank you ma’am. So, here are the questions po for our interview. So for 

section 1 we have the Impact of COVID-19 Pandemic to the organization's resiliency. So this 

question will be asked by me po, and the first question is under the decision making, and the 

first question is. What are the things that your organization considers in making decisions on 

day-to-day operations in a normal working situation? (Okay, thank you ma’am. So here are 

the questions for our interview. For section 1, we have the impact of COVID-19 pandemic 

to the organization’s resiliency, this question will be asked by me. And the first question is 

under the decision making. What are the things that your organization considers in making 

decisions on day-to-day operations in a normal working situation). 

  

Informant 3: [1:25] Okay. So for that question, we obviously have our stakeholders in the hotel. 

Ah, stakeholders meaning we have our guests, we have our owners, we have uhm our 

associates, and ah basically we have our above property leaders as well who we are all 

accountable for. So as part of a bigger organization which is Marriott International. We 

obviously have to make sure that we are aligned with you know, all the guidelines, all the 

requirements of all these stakeholders. So say for example for guest you know uhm during the 

pandemic, while it is that we have been dictated of things that we needed to set up, and 
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everything we needed to make sure of course that the guest that we had in house during that 

time uhm are also taking cared of, right? Because you know ah some of them were obviously 

uhm affected by the lockdown so we obviously had to make sure that uhm we take care of -- 

of uhm what’s gonna happen to them, second would be our owners, right. When business levels 

change and especially if it goes down obviously we have -- we have to make sure that we are 

accountable to the owners, so what are we gonna do, you know. You cannot just watch business 

levels going down. So we have to be able to innovate, we have to be uhm, able to tell them 

what’s the plan, right. So we obviously had a lot of conversations uhm that was geared toward 

that, and uhm in the end of the day, our goal was to have a win-win situation, something that 

will make the uhm owners confident about you know the decisions that we have made, and of 

course our associates, you know uhm while all establishments we’re focus on making sure that 

we have enough money to spend, we have enough money to earn, we obviously had to take 

care of our associates so ultimately are the service providers they are the front liners eh of the 

hotel industry, right. So we had to make sure that a part of taking care of our associates that 

their family -- that their families are actually also taken cared of to make sure that emotionally 

that you know, they are also in -- in a stable condition because ah it’s not just our hotel that is 

feeling the -- the risk, right or the impact of the pandemic but also the families of all our 

associates. So all that are taking into consideration, and  uhm the ideal situation is for us to 

come up with a decision that will benefit all the stakeholders.  ( Okay. So for that question, we 

obviously have our stakeholders in the hotel. Ah, stakeholders meaning we have our guests, 

we have our owners, we have uhm our associates, and ah basically we have our above 

property leaders as well who we are all accountable for. So as part of a bigger organization 

which is Marriott International. We obviously have to make sure that we are aligned with 

you know, all the guidelines, all the requirements of all these stakeholders. So say for 

example for guest you know uhm during the pandemic, while it is that we have been dictated 

of things that we needed to set up, and everything we needed to make sure of course that the 

guest that we had in house during that time uhm are also taking cared of, right? Because 

you know ah some of them were obviously uhm affected by the lockdown so we obviously 

had to make sure that uhm we take care of -- of uhm what’s gonna happen to them, second 

would be our owners, right. When business levels change and especially if it goes down 

obviously we have -- we have to make sure that we are accountable to the owners, so what 

are we gonna do, you know. You cannot just watch business levels going down. So we have 

to be able to innovate, we have to be uhm, able to tell them what’s the plan, right. So we 

obviously had a lot of conversations uhm that was geared toward that, and uhm in the end 

of the day, our goal was to have a win-win situation, something that will make the uhm 

owners confident about you know the decisions that we have made, and of course our 

associates, you know uhm while all establishments we’re focus on making sure that we have 

enough money to spend, we have enough money to earn, we obviously had to take care of 

our associates so ultimately are the service providers they are the front liners eh of the hotel 

industry, right. So we had to make sure that a part of taking care of our associates that their 

family -- that their families are actually also taken cared of to make sure that emotionally 

that you know, they are also in -- in a stable condition because ah it’s not just our hotel that 

is feeling the -- the risk, right or the impact of the pandemic but also the families of all our 

associates. So all that are taking into consideration, and  uhm the ideal situation is for us to 

come up with a decision that will benefit all the stakeholders.)    

R1: [4:14] Ah, I forgot to tell you po pala ma’am ah this uhm interview will be recorded po for 

the tran… yun po. (Ah, I forgot to tell you about that this interview is being recorded) 
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Informant 3: [4:19] Yup. Okay. (Yes, sure.) 

R1: [4:23] So for the next question, po ah we have here how does the hotel handle the pandemic 

and what are the changes your organizations make brought about by the pandemic? (So for the 

next question we have here, how does the hotel handle the pandemic and what are the 

changes your organizations make brought about by the pandemic?) 

Informant 3: [4:36] Uhm.Yeah, so in terms of handling the pandemic, obviously there are also 

a lot of inputs noh. Both from our mother company, our global company which is Marriott 

International, there also have been a lot of uhm guidelines mandated by our government ah so 

we had to make sure that, you know we are immediately executing and setting it up in the hotel. 

Ah, so your question is uhm, you know. It's -- It’s basically coping with you know, the 

demands, the requirements of what the pandemic dictated upon us. So when we initially were 

told about the lockdown. Uhm initially we were like underestimating the impact of the 

lockdown, and we did not realize that, you know, a supposedly 2 week quarantine would turn 

out to be 1 year. Diba we celebrated na, the 1 year anniversary of our lockdown. So, uhm, the 

- the hotel obviously during that time had to make sure that we adjust based on the

requirements, otherwise you know. We will obviously be in a challenging situation, so for

example uhm - the government mandated that hotels immediately adjust to ah the service and

product protocols, meaning to say, you know we, uhm are unable to provide hotel services

similar to what hotels services were in the past. So like for example, buffet - buffet ah restaurant

would obviously have to cease, we couldn’t accommodate uhm hundred percent capacity in

the restaurants, in room dining is not in room dining anymore which was like served on platters

and all that, but had to be on vendo boxes or pack meals. You know, and a lot of things, plus

of course the sanitation protocols, right. So, ah we can actually be uhm penalize for not

following protocols. And then our uhm, international mother company, our global mother

global company as well would have a, uhm you know, commitment to clean guidelines that we

needed to make sure was in place because it wasn’t (weak connection) [7:04] confidence of

our market was felt across the entire world. So uhm all marriott hotels had to adhere to all these

requirements and made sure that is not just lip service, that when they visit the hotel or any

hotel for that matter, they would actually feel and see that the commitment to clean guidelines

of our company is in place. So uhm, what are the changes? Madami kasi eh uhm, I don’t know

what you want to focus on but I kinda mentioned the sanitation protocols, and I’m sure you’ve

heard a lot about, you know set up of sanitation uhm -- stations where people can see alcohol

all over the place, we have our uhm sanitation chambers where we check everybody’s

temperature. Now, we have the stay safe act where people would have to uhm, log in every

time they enter an establishment for contact tracing purposes. For buffet restaurants, we had to

put uhm, ah what do you call that, like uhm board up acrylic dividers to ensure proper

distancing between people who are eating. Buffet restaurants as mentioned we had to adjust

you know gone are the days where people fall in line in buffets, and get their own food, right.

Because that’s the fastest source of the virus spread, and then you know uhm yun nga we had

to do a lot of pack meals because we cannot serve food exposed, plus you know, an emerging

ah what we have discovered during the pandemic was an emerging new revenue stream which

was the take away business. People kasi couldn't go out, and visit the hotels, right? So what we

did was to create offers that would allow us to bring the brand -- the Sheraton brand to the

homes of people. So yon yung, you know some of the changes that we needed to do, uhm for

our associate front, we also had to do a lot of adjustments, you know we normally would have

associate gatherings where you know we go face-to-face to establish you know, connection

with our associates which unfortunately could not be done so we had to shift to a platform

similar to this, which is microsoft themes. So all our meetings now are on ah virtual platforms,
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we only see face-to-face when we have to sign documents or whatever but we limit it to less 

than 15 minutes because its - you know it’s not allowed. Any meeting that would go beyond 

15 minutes would have to go virtual, and so on and so forth, right. So, you know this are just 

to name a few of the adjustments that we had to do during the pandemic. (Uhm.Yeah, so in 

terms of handling the pandemic, obviously there are also a lot of inputs. Both from our 

mother company, our global company which is Marriott International, there also have been 

a lot of uhm guidelines mandated by our government ah so we had to make sure that, you 

know we are immediately executing and setting it up in the hotel. Ah, so your question is 

uhm, you know. It's -- It’s basically coping with you know, the demands, the requirements 

of what the pandemic dictated upon us. So when we initially were told about the lockdown. 

Uhm initially we were like underestimating the impact of the lockdown, and we did not 

realize that, you know, a supposedly 2 week quarantine would turn out to be 1 year. We 

celebrated already the 1 year anniversary of our lockdown. So, uhm, the -- the hotel 

obviously during that time had to make sure that we adjust based on the requirements, 

otherwise you know. We will obviously be in a challenging situation, so for example uhm -- 

the government mandated that hotels immediately adjust to ah the service and product 

protocols, meaning to say, you know we, uhm are unable to provide hotel services similar to 

what hotels services were in the past. So like for example, buffet -- buffet ah restaurant would 

obviously have to cease, we couldn’t accommodate uhm hundred percent capacity in the 

restaurants, in room dining is not in room dining anymore which was like served on platters 

and all that, but had to be on vendo boxes or pack meals. You know, and a lot of things, plus 

of course the sanitation protocols, right. So, ah we can actually be uhm penalize for not 

following protocols. And then our uhm, international mother company, our global mother 

global company as well would have a, uhm you know, commitment to clean guidelines that 

we needed to make sure was in place because it wasn’t (weak connection) [7:04] confidence 

of our market was felt across the entire world. So uhm all marriott hotels had to adhere to 

all these requirements and made sure that is not just lip service, that when they visit the hotel 

or any hotel for that matter, they would actually feel and see that the commitment to clean 

guidelines of our company is in place. So uhm, what are the changes? There are a lot uhm, 

I don’t know what you want to focus on but I kinda mentioned the sanitation protocols, and 

I’m sure you’ve heard a lot about, you know set up of sanitation uhm -- stations where people 

can see alcohol all over the place, we have our uhm sanitation chambers where we check 

everybody’s temperature. Now, we have the stay safe act where people would have to uhm, 

log in every time they enter an establishment for contact tracing purposes. For buffet 

restaurants, we had to put uhm, ah what do you call that, like uhm board up acrylic dividers 

to ensure proper distancing between people who are eating. Buffet restaurants as mentioned 

we had to adjust you know gone are the days where people fall in line in buffets, and get 

their own food, right. Because that’s the fastest source of the virus spread, and then you 

know uhm there, we had to do a lot of pack meals because we cannot serve food exposed, 

plus you know, an emerging ah what we have discovered during the pandemic was an 

emerging new revenue stream which  was the take away business. People couldn't go out, 

and visit the hotels, right? So what we did was to create offers that would allow us to bring 

the brand -- the Sheraton brand to the homes of people. So that’s the, you know some of the 

changes that we needed to do, uhm for our associate front, we also had to do a lot of 

adjustments, you know we normally would have associate gatherings where you know we go 

face-to-face to establish you know, connection with our associates which unfortunately 

could not be done so we had to shift to a platform similar to this, which is microsoft themes. 

So all our meetings now are on ah virtual platforms, we only see face-to-face when we have 

to sign documents or whatever but we limit it to less than 15 minutes because its -- you know 

it’s not allowed. Any meeting that would go beyond 15 minutes would have to go virtual, and 
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so on and so forth, right. So, you know this are just to name a few of the adjustments that 

we had to do during the pandemic.)  

R1: [9:49] Thank you for that, ma’am. And for the last question po under the decision making. 

So, Can you share how your organization comes up with a decision whenever an unfortunate 

event happens such as what we experience now?  (Thank you for that, ma’am. And for the 

last question under the decision making. So, Can you share how your organization comes 

up with a decision whenever an unfortunate event happens such as what we experience 

now?) 

Informant 3: [10:03] Ah -  yeah I kinda touch on that already, you know. When an unfortunate 

incident such as this happens, I mean we are lucky that we are part of a big organization, and 

a very structured one at that. We were not left on our own, right so we had uhm our corporate 

offices who immediately came up with you know, a group, or created a group that would uhm 

come up with some guidelines that all hotels across the globe can, uhm immediately execute 

to address the  present situation. So given that plus of course the guidelines that we’re given 

by the government, we all had to marry, all that requirements and what we needed to do in - in 

the hotel was to ensure that on site, we are able to execute, we are able to set it up. So uhm - 

we were left with having to deal with day-to-day operations. Meaning to say, you know if it's 

- if we have to deal for example with a positive case or if we have to deal with an associate

who has an issue with having to work, you know. All these things obviously we would uhm

take into consideration on a case to case basis. But uhm we have uhm, while I am the general

manager of the hotel I am not tasked to do and decide on everything and anything that I need

to decide upon. We have the leadership team, we have everybody who's basically helping out

in coming up with the most sound decisions that would again bring a supposedly a win-win

situation for everybody. (Ah - yeah I kinda touch on that already, you know? When an

unfortunate incident such as this happens, I mean we are lucky that we are part of a big

organization, and a very structured one at that. We were not left on our own, right so we had

uhm our corporate offices who immediately came up with you know, a group, or created a

group that would uhm come up with some guidelines that all hotels across the globe can,

uhm immediately execute to address the  present situation. So given that plus of course the

guidelines that we’re given by the government, we all had to marry, all that requirements

and what we needed to do in - in the hotel was to ensure that on site, we are able to execute,

we are able to set it up. So uhm - we were left with having to deal with day-to-day operations.

Meaning to say, you know if it's - if we have to deal for example with a positive case or if we

have to deal with an associate who has an issue with having to work, you know. All these

things obviously we would uhm take into consideration on a case to case basis. But uhm we

have uhm, while I am the general manager of the hotel I am not tasked to do and decide on

everything and anything that I need to decide upon. We have the leadership team, we have

everybody who's basically helping out in coming up with the most sound decisions that would

again bring a supposedly a win-win situation for everybody).

R1: [11:43] Okay po, ma’am. So for the next question po it will be asked by Ms. Nathalie Faith 

Ramos. (Okay ma’am, so for the next question, it will be asked by Ms. Nathalie Faith 

Ramos.)  

R2: [11:50] Hi ma’am. So now we proceed to the second variable which is revenue monitoring, 

consisting of 3 questions po. So, the first one is. What are the development plans if there are 

any that you have accomplished in order to make sure that your hotel remains profitable?  (Hi 

ma’am. So now we proceed to the second variable which is revenue monitoring, consisting 
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of 3 questions. So the first one is, what are the development plans if there are any that you 

have accomplished in order to make sure that your hotel remains profitable?)  

Informant 3: [12:08] Okay, so I mentioned that earlier you know we needed to immediately 

adapt you know, and pick up on cues. So if we were, during the time very uhm - ah adamant 

in ensuring that we stick to what hotels are supposed to do, we would have failed you know at 

this point in time because again, as mentioned the business ah right now that is available in the 

industry is not similar to what we had or what we have enjoyed in the past. People obviously, 

not into leisure business now, everybody is just really - very uhm you know very cautious about 

having to go out so we needed to adjust. So uhm at one point in time our hotel had to 

accommodate for example repatriated uhm OFWs you know our uhm - our ah fellow filipinos 

who had to be brought back to the Philippines, and we had to closely work with the government. 

Uhm the - the again, the service that was required for that particular segment wasn’t similar to 

uhm, what we were used to offer to our leisure business so we adjusted immediately. Same 

with the food, the restaurants has to be close at one point in time during I think ECQ, and 

MECQ restaurants were not allowed to open so uhm we obviously could not just sit down, and 

just wait for the government to say okay you know you guys can open, and all that but uhm 

given that we received a lot of request for hotel food kasi people - at one point in time diba 

parang during the start of the uhm quarantine they were okay with home-cooked food kasi you 

know they obviously did not uhm enjoy that when it was normal right it was still normal 

because a lot of us did not have time to cook but up until a certain point in time they actually 

got tired, and wanted to you know go back, and try something different that’s why you know 

the takeaway business boomed because people just wanted to try something else and this is 

obviously where we saw the opportunity, and we immediately grabbed it. And our takeaway 

business as actually uhm surpassed the - the numbers before because we did not have that in 

the past. So it basically lessens the gap in terms of revenue ah  from restaurants because if you 

did not have that then it would not you know, had been very sustainable. So yun yung ano - 

those are some of the things  that we kinda did, and we had a team obviously would 

immediately adapt to you know, whatever demands the client would have, clients would say, 

you know we want to have something like this - okay create. We want to have something 

different, and then you know the team was just like on it because our goal was like speed to 

the market, we have to make sure that we are able to give  the market that we are dealing with 

what they are asking for so that they don’t chop around you know? And I - I think we have 

been very successful on that. (Okay, so I mentioned that earlier you know we needed to 

immediately adapt you know, and pick up on cues. So if we were, during the time very uhm 

- ah adamant in ensuring that we stick to what hotels are supposed to do, we would have

failed you know at this point in time because again, as mentioned the business ah right now

that is available in the industry is not similar to what we had or what we have enjoyed in the

past. People obviously, not into leisure business now, everybody is just really - very uhm

you know very cautious about having to go out so we needed to adjust. So uhm at one

point in time our hotel had to accommodate for example repatriated uhm OFWs you

know our uhm - our ah fellow filipinos who had to be brought back to the Philippines,

and we had to closely work with the government. Uhm the - the again, the service that was

required for that particular segment wasn’t similar to uhm, what we were used to offer to

our leisure business so we adjusted immediately. Same with the food, the restaurants has to

be close at one point in time during I think ECQ, and MECQ restaurants were not allowed

to open so uhm we obviously could not just sit down, and just wait for the government to say

okay you know you guys can open, and all that but uhm given that we received a lot of

request for hotel food because people --  there was one point at in time where during the start

of the quarantine some people were okay with home-cooked foods because you know? They
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obviously did not uhm enjoy that when it was normal right? It was still normal because a lot 

of us did not have time to cook but up until a certain point in time, they actually got tired 

and wanted to know? Go back and try something different that's why you know? The take 

away business boomed because people just wanted to try something else and this is obviously 

where we saw the opportunity, and we immediately grabbed it. And our takeaway business 

as actually uhm surpassed the - the numbers before because we did not have that in the past. 

So it basically lessens the gap in terms of revenue ah  from restaurants because if you did 

not have that then it would not have been very sustainable. So that's one of the things we 

kinda did, and we have a team obviously would immediately adapt to you know? Whatever 

the demands like the client would have,clients would say, you know we want to have 

something like this - okay create. We want to have something different, and then you know 

the team was just like on it because our goal was like speed to the market, we have to make 

sure that we are able to give  the market that we are dealing with what they are asking for so 

that they don’t chop around you know? And I - I think we have been very successful at that.) 

R2: [15:14] Alright ma’am, thank you po for that. So the next ah -- question is was there any 

wage cuts in the course of the pandemic po? (Alright ma’am, thank you for that. So the next 

ah - question is was there any wage cuts in the course of the pandemic?) 

Informant 3: [15:23] Uhm. Yes of course ah - again going back to stakeholders noh, decisions 

that we had to make. Uhm I told you about making sure that we are responsible to all our 

stakeholders, and one of which as mentioned would be the owners, the other would be the uhm 

- the above property leaders so yes we had to do some contingencies on that, but what were

tried to do is actually try to create contingencies that will not - that will minimize if not totally

eliminate the impact to our associate. So contingency on wage cut for example just affected

the managers but not our rank-and-files. Uhm, and then of course you know, we had to

unfortunately let go of contract workers because we had to make sure that we are able to just

sustain ourselves  with whatever business level we uhm - we were faced with. So, and then of

course in the hotel all the controllable expenses that we can afford - utilities, and you know all

the controllable expenses are managed really well. And it brought a lot of efficiency, so we

have discovered, you know uhm associates that are able to cross-train in other departments like

a concierge for example work with kitchen, or loss prevention, or somebody from events

actually ended up working in an in room dining. So instead of getting casuals, we made use of

the associates that uhm whose areas are affected by the change in set up, so that basically

helped us survive you know on the crisis during this time. (Uhm. Yes of course ah - again

going back to stakeholders noh, decisions that we had to make. Uhm I told you about making

sure that we are responsible to all our stakeholders, and one of which as mentioned would

be the owners, the other would be the uhm - the above property leaders so yes we had to do

some contingencies on that, but what were tried to do is actually try to create contingencies

that will not - that will minimize if not totally eliminate the impact to our associate. So

contingency on the wage cut for example just affected the managers but not our rank-and-

files. Uhm, and then of course you know, we had to unfortunately let go of contract workers

because we had to make sure that we are able to just sustain ourselves  with whatever

business level we uhm - we were faced with. So, and then of course in the hotel all the

controllable expenses that we can afford - utilities, and you know all the controllable

expenses are managed really well. And it brought a lot of efficiency, so we have discovered,

you know uhm associates that are able to cross-train in other departments like a concierge

for example work with kitchen, or loss prevention, or somebody from events actually ended

up working in an in room dining. So instead of getting casuals, we made use of the associates
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that uhm whose areas are affected by the change in set up, so that basically helped us survive 

you know on the crisis during this time) 

R2: [17:05] Alright. Thank you po, ma’am. Now for the last question under this variable. How 

did the hotel manage to generate revenue amidst this health crisis? (Alright, Thank you 

Ma’am. Now for the last question under this variable. How did the hotel manage to generate 

revenue amidst this health crisis?) 

Informant 3: [17:14] Yeah. I answered that already. So we basically adjusted uhm, the rooms 

for example we had to offer to our clients ah - to the government as rooms for repatriated 

filipinos. Uhm, we're back to staycation which is good ah we are unable to accommodate 

quarantine business because the government did not just allow that we mixed up both markets. 

So we’re obviously coming up with strategies to bring back our staycation business, and 

basically covering transient, and some corporate clients, and then for restaurants uhm we were 

able to open the restaurants already. We are still unable to have one-hundred percent capacity 

but we are able to cater to as much as we want, and the key obviously is to make sure to 

continue to make offerings compelling, you know - to make sure that there’s always something 

interesting to offer. So we have created offers that are, you know very irresistible you know, 

even if you don’t like to order it you just ended up ordering because it’s very cheap, so it brings 

food traffic,it brings attention to the hotel, and once they are focus on the hotel then we’re able 

to offer other stuff. So those are you know all the things that we uhm created, and adopted to 

during this pandemic. (Yeah. I answered that already. So we basically adjusted uhm, the 

rooms for example we had to offer to our clients ah - to the government as rooms for 

repatriated filipinos. Uhm, we're back to staycation which is good ah we are unable to 

accommodate quarantine business because the government did not just allow that we mixed 

up both markets. So we’re obviously coming up with strategies to bring back our staycation 

business, and basically covering transient, and some corporate clients, and then for 

restaurants uhm we were able to open the restaurants already. We are still unable to have 

one-hundred percent capacity but we are able to cater to as much as we want, and the key 

obviously is to make sure to continue to make offerings compelling, you know - to make sure 

that there’s always something interesting to offer. So we have created offers that are, you 

know very irresistible you know, even if you don’t like to order it you just ended up ordering 

because it’s very cheap, so it brings food traffic,it brings attention to the hotel, and once they 

are focus on the hotel then we’re able to offer other stuff. So those are you know all the 

things that we uhm created, and adopted to during this pandemic.) 

R2: [18:39] Thank you very much, ma’am. Now for the ah, third variable, this will be asked 

by Zhaira Shayne De Ocampo. (Thank you very much, Ma’am. Now for the ah, third variable, 

this will be asked by Zhaira Shayne De Ocampo). 

Informant 3: [18:47] Okay. (Okay). 

R3: [18:48] Hi ma’am. For ah - our third variable po which is planning. First question po is 

uhm -- What are the factors that you have considered in planning your strategies to deal with 

the pandemic issue? (Hi Ma’am. For ah - our third variable which is planning, the first 

question is, what are the factors that you have considered in planning our strategies to deal 

with the pandemic issue?) 

Informant 3: [19:01] Uhm. Yeah, there were a lot of factors. First of course would be the safety 

of both our associates and guests, right? While uhm we needed to make sure that we’re able to 
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uhm keep the business going, and to make us sustainable. We made sure that whatever the set 

up we get into - that uhm our associates feels safe in working with uhm - in this set up, right? 

And then of course uhm after that ah, guests would obviously would have to feel that when 

they are staying in the hotel, they are really being taken care of. Uhm, so I guess that was the 

most important thing, and then just making sure that we take into consideration their overall 

well being. So we had to make sure that we are able to offer proper food and beverage, you 

know proper accommodation, and uhm - I guess that’s basically about it. I think all the others 

I have kinda mentioned uhm in terms of planning, in terms of decision making. (Uhm. Yeah, 

there were a lot of factors. First of course would be the safety of both our associates and 

guests, right? While uhm we needed to make sure that we’re able to uhm keep the business 

going, and to make us sustainable. We made sure that whatever the set up we get into - that 

uhm our associates feels safe in working with uhm - in this set up, right? And then of course 

uhm after that ah, guests would obviously would have to feel that when they are staying in 

the hotel, they are really being taken care of. Uhm, so I guess that was the most important 

thing, and then just making sure that we take into consideration their overall well being. So 

we had to make sure that we are able to offer proper food and beverage, you know proper 

accommodation, and uhm - I guess that’s basically about it. I think all the others I have 

kinda mentioned uhm in terms of planning, in terms of decision making.) 

  

R3: [20:07] Additional ahh question lang po maam. Do you have any program for the 

employees po ahh ahm to deal with the pandemic po? (Additional question Ma’am. Do you 

have any programs for the employees ahh… ahm.. To detail with the pandemic?) 

 

Informant 3: [20:18] Ah yeah, we had we had to create a lot of things you know online, fitness 

fitness activities, we had you know interactive games, uhm using our virtual platforms, we had 

uhm in our company as well, there was a website created where you know uhm people can 

actually assess their stress levels and when they assess their stress levels, it would give you 

suggestions on how to improve on you know certain aspect of your stress. So these are very 

helpful tools uhm that were provided to the associates. Plus the fact that we have given them 

venues to ahm you know step up something personal for themselves meaning to say uhm you 

know some of us obviously were affected financially because either a family member probably 

lost their job or here you know they are not able to work 100% of the time ah so we created a 

marketplace for them you know in the past we would not encourage it because you know we 

want people to focus on a business but you know we we encourage it so that we help each other 

and then, ahm another thing that we had was ahm we allow them to create videos like do it 

yourself videos where they can engage they can showcase their expertise and be able to you 

know, ahm have a limelight for themselves so ah that was our way of keeping the connect to 

ahm the rest of us here in the in the hotel. (Ah yeah, we had we had to create a lot of things 

you know online, fitness fitness activities, we had you know interactive games, uhm using 

our virtual platforms, we had uhm in our company as well, there was a website created where 

you know uhm people can actually assess their stress levels and when they assess their stress 

levels, it would give you suggestions on how to improve on you know certain aspect of your 

stress. So these are very helpful tools uhm that were provided to the associates. Plus the fact 

that we have given them venues to ahm you know step up something personal for themselves 

meaning to say uhm you know some of us obviously were affected financially because either 

a family member probably lost their job or here you know they are not able to work 100% of 

the time ah so we created a marketplace for them you know in the past we would not 

encourage it because you know we want people to focus on a business but you know we we 

encourage it so that we help each other and then, ahm another thing that we had was ahm 

we allow them to create videos like do it yourself videos where they can engage they can 
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showcase their expertise and be able to you know, ahm have a limelight for themselves so ah 

that was our way of keeping the connect to ahm the rest of us here in the in the hotel) 

R3: [21:53] ahm my second question po, is in the duration of the pandemic what ah can you 

consider your biggest challenge that needs an or an urgent solution po? (Ahm my second 

question is, is in the duration of the pandemic what ah can you consider your biggest 

challenge that needs an or an urgent solution?) 

Informant 3: [22:04] ahm I don't think there’s just one particular problem noh again as 

mentioned I am responsible in ensuring that my stakeholders are covered. Ahh so that would 

be the guests, uhm the owners, our above property leaders and of course our associates. So ahm 

you know while - while we focus on the guests we needed to make sure that our associates are 

confident about working and providing service to our guests and while doing that we have to 

make sure that it’s - it was still ahm profitable for the owners now that you know we keep 

spending and it’s not profitable to the owners and of course above property leaders as well 

because at the end of the day you know we have metrics to achieve to ensure that you know 

ahm all their requirements as well are covered. So ahm I think iba iba lang yung focus maybe 

today because there’s siguro a pressing challenge on guest’s issues then we have to address 

that, tomorrow is another challenge or later this afternoon there is another but all together 

there’s just uhm there’s no articular factor that I take in consideration because otherwise it will 

not give me the balance if I focus so much on guests and not think about associates then you 

know  it will create an imbalance or just focus on owners and not think of the guests etc. so I 

guess it has to be like an equal uhm on equal footing maybe at different ahm times only. (ahm 

I don't think there’s just one particular problem noh again as mentioned I am responsible 

in ensuring that my stakeholders are covered. Ahh so that would be the guests, uhm the 

owners, our above property leaders and of course our associates. So ahm you know while - 

while we focus on the guests we needed to make sure that our associates are confident about 

working and providing service to our guests and while doing that we have to make sure that 

it’s - it was still ahm profitable for the owners now that you know we keep spending and it’s 

not profitable to the owners and of course above property leaders as well because at the end 

of the day you know we have metrics to achieve to ensure that you know ahm all their 

requirements as well are covered. I think it only has difference with focus in terms of 

pressing challenge on guest issues, then we have to address that, tomorrow is another 

challenge or later this afternoon there is another but all together there's' no articular factor 

that I take in consideration because otherwise it will not give me the balance if I focus so 

much on guests and not think about associates then you know  it will create an imbalance 

or just focus on owners and not think of the guests etc. so I guess it has to be like an equal 

uhm on equal footing maybe at different ahm times only.) 

R3: [23:34] Thank you po. For the last question po is ah in what ways do you think your hotel 

can survive this pandemic po? (Thank you, for the last question, in what ways do you think 

the hotel can survive this pandemic?) 

Informant 3: [23:43] ahm as shared you know we ahm created a mindset where we said first 

uhm speed to the market is a key you know all other hotels uhm and a lot of establishments for 

that matter are after the same piece of the pie. We don't have international businesses 

unfortunately because of you know the lockdown and uhm the the only opportunity that we all 

have was to really deal with the, with the domestic market. So we made sure that ahm you 

know we are able to stay connected with our domestic network to ensure that you know they 

choose us over other brands, that they prioritize us atleast or they try us or make sure that you 
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know whatever it is that- that they look for that we are able to provide. Ah second is flexibility 

you know we ahm again could not have survived this pandemic if stuck to the price ranges that 

we were used to offering, if we were uhm if we were stuck to the idea of just you know uhm 

ah providing food based on you know how it used to be. So you know all this taken into 

consideration we had to be innovative. I don't know if you've heard about our bubble pods for 

example you know if  you follow and ah I would highly encourage you that you follow ah 

Sheraton Manila on your social media accounts so that you get to see the promotions of the 

hotels but we have created a lot of innovative ideas in order for us to be able to ahm survive 

the pandemic so ahm you’ll - you’ll see it all on our social media. (ahm as shared you know 

we ahm created a mindset where we said first uhm speed to the market is a key you know all 

other hotels uhm and a lot of establishments for that matter are after the same piece of the 

pie. We don't have international businesses unfortunately because of you know the lockdown 

and uhm the the only opportunity that we all have was to really deal with the, with the 

domestic market. So we made sure that ahm you know we are able to stay connected with 

our domestic network to ensure that you know they choose us over other brands, that they 

prioritize us atleast or they try us or make sure that you know whatever it is that- that they 

look for that we are able to provide. Ah second is flexibility, you know we again could not 

have survived this pandemic if stuck to the price ranges that we were used to offering, if we 

were uhm if we were stuck to the idea of just you know uhm ah providing food based on you 

know how it used to be. So you know all this taken into consideration we had to be innovative. 

I don't know if you've heard about our bubble pods for example you know if  you follow and 

ah I would highly encourage you that you follow ah Sheraton Manila on your social media 

accounts so that you get to see the promotions of the hotels but we have created a lot of 

innovative ideas in order for us to be able to ahm survive the pandemic so ahm you’ll - you’ll 

see it all on our social media.) 

R4: [25:49] Okay ma'am ah for the fourth and last ah variable po we have coping mechanisms. 

So first question po, what were the main challenges faced by the hotel due to the pandemic and 

how did the management react to these challenges po? (Okay ma’am for the fourth and last 

variable, we have coping mechanisms. So first question is what were the main challenges 

faced by the hotel due to the pandemic and how did the management react to these 

challenges?) 

Informant 3: [26:04] Yeah ah I guess the challenge was really on how we could immediately 

set up the hotel for success right? Because we wanted to make sure that uhm despite the 

challenges that we kept ourselves at float. So uhm the ah you know I- I remember the 

challenges during that time were resources because it - everybody just shutdown. So even if 

we needed or we wanted to create for example new offerings and all that it was kinda difficult 

to get supplies uhm suppliers couldn’t travel, suppliers couldn’t just you know uhm go out and- 

and deliver to us. So uhm you know all that took awhile for them to be able set up also 

themselves but ahm luckily we were able to bank on you know the existing set up that we had 

ah not- not in a bigger scale but at least you know ahm enough to help us survive and just 

moving forward of ah of course after the ahm the protocols were soften a bit then everything 

was just slowly going back to normal. (Yeah ah I guess the challenge was really on how we 

could immediately set up the hotel for success right? Because we wanted to make sure that 

uhm despite the challenges that we kept ourselves at float. So uhm the ah you know I- I 

remember the challenges during that time were resources because it - everybody just shut 

down. So even if we needed or we wanted to create for example new offerings and all that it 

was kinda difficult to get supplies uhm suppliers couldn’t travel, suppliers couldn’t just you 

know uhm go out and- and deliver to us. So uhm you know all that took awhile for them to 
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be able set up also themselves but ahm luckily we were able to bank on you know the existing 

set up that we had ah not- not in a bigger scale but at least you know ahm enough to help us 

survive and just moving forward of ah of course after the ahm the protocols were soften a 

bit then everything was just slowly going back to normal. ) 

R4: [27:22] Alright ma'am. Ah for the next question po, ah what do you think are the coping 

mechanisms done by the organization in response to the COVID19 pandemic?  (Alright maam 

for the next question is, ah what do you think are the coping mechanisms done by the 

organization in response to the COVID19 pandemic?) 

Informant 3: [27:32] ah uhm I - I kinda mentioned for the associates noh we- we have that uhm 

even though we shifted to virtual meetings and all that we made sure that we are uhm able to 

establish you know a communication platform where they that the management team s still 

uhm looking after them. And ahm we - we have rough sessions for example where we have 

people online ah I personally talk to all our associates you know on a regular basis and listen 

to anything and everything. It doesn’t have to be a problem all the time, it doesn’t have to be 

bad news all the time, uhm and I think you know that platform has uhm created a venue form 

to be able to air out anything and that has helped us during this pandemic. Uhm I guess at the 

end of the day, when associates think that you know the leadership team is with them ah during 

this crisis and not just thinking about the business but their overall wellbeing. I think, this were 

uhm really appreciated by our associates with ahm and basically made them just move on and 

go on and just focus on things that really needed to do. ( ah uhm I - I kinda mentioned for the 

associates noh we- we have that uhm even though we shifted to virtual meetings and all that 

we made sure that we are uhm able to establish you know a communication platform where 

they that the management team s still uhm looking after them. And ahm we- we have rough 

sessions for example where we have people online ah I personally talk to all our associates 

you know on a regular basis and listen to anything and everything. It doesn’t have to be a 

problem all the time, it doesn’t have to be bad news all the time, uhm and I think you know 

that platform has uhm created a venue form to be able to air out anything and that has 

helped us during this pandemic. Uhm I guess at the end of the day, when associates think 

that you know the leadership team is with them ah during this crisis and not just thinking 

about the business but their overall wellbeing. I think, this were uhm really appreciated by 

our associates with ahm and basically made them just move on and go on and just focus on 

things that really needed to do) 

R4: [29:01] Okay ma'am. Ah for the last question po, ahm aside from what you’ve mentioned 

a while a go po, is there any initiative plans or programs that you have ano po? (Okay Maám, 

for the last question, ahm aside from what you’ve mentioned a while ago, is there any 

initiative plans or programs that you have?) 

Informant 3: [29:13] On the Associates? (On the associates?) 

R4: [29:17] Yes po. (Yes) 

Informant 3: [29:18] Okay. Ahm yeah but ahm yeah madami eh as in ah you know we 

obviously want to bring back associate activities this year. Ah we kinda had to stop all that last 

year because the focus obviously was different ahm although we brought a little bit ahm just 

on a different platform. We made sure that for this year we are able to plan properly, adjust it 

a bit again because again, we are still discouraging face to face celebrations ahm but you know 

he objective that making sure they stay engage, that they are still proud and confident to work 
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with the company ahm are ah focus on, are continue right so, ahm ah whatelse, recognition 

programs, we have birthday celebrations, we have you know a lot of things. So just to make 

sure that our associates get to know you, get connected. (Okay. Ahm yeah but ahm yeah 

madami eh as in ah you know we obviously want to bring back associate activities this year. 

Ah we kinda had to stop all that last year because the focus obviously was different ahm 

although we brought a little bit ahm just on a different platform. We made sure that for this 

year we are able to plan properly, adjust it a bit again because again, we are still discouraging 

face to face celebrations ahm but you know he objective that making sure they stay engage, 

that they are still proud and confident to work with the company ahm are ah focus on, are 

continue right so, ahm ah whatelse, recognition programs, we have birthday celebrations, 

we have you know a lot of things. So just to make sure that our associates get to know you, 

get connected.) 

 

Informant 3: [30:31] Okay, I’m actually looking at your questionnaire.There are no other 

questions tama ba? Or is there any other question? (Okay, I’m actually looking at your 

questionnaire.There are no other questions right? or is there any other question?) 

 

R1: [30:36] Yes po maam. Ah we don’t have anymore question po. Ahm we would like to 

thank you lang po for your time to ah nabigay nyo po saamin para po mainterview po namin 

kayo and we really appreciate po and ah *smiled* we really thank you po for this maam, for 

this opportunity po na mainterview po namin kayo. (Yes maám, we don't have questions 

anymore, we would like to thank you for your effort and for giving us your time for this 

interview. We really appreciate you, we really thank you for this Ma’am. For this opportunity 

to interview you.) 

 

Informant 3: [30:59] Okay. Thank you as well for sending that invite you know I try as much 

as possible to make myself available. I was a product of you know something like that when I 

was a lot younger right so ahm i’d always wanted to assess as much as I can. So hopefully my 

answers would help you with your thesis. (Okay. Thank you as well for sending that invite 

you know I try as much as possible to make myself available. I was a product of you know 

something like that when I was a lot younger right so ahm i’d always wanted to assess as 

much as I can. So hopefully my answers would help you with your thesis) 

 

R1: [31:17] Yes po. It would really help po. (Yes, it would really help us ma’am!) 

 

R3: [31:19] Thank you very much ma'am, we really appreciate you po for acknowledging our 

invite ma'am thank you very much po. (Thank you very much ma'am, we really appreciate 

you po for acknowledging our invite ma'am thank you very much po) 

 

Informant 3: [31:27] Alright. Thank you and goodluck! (Alright. Thank you and goodluck!) 

 

 R1 - R4: [31:32] Thank you ma'am! Thank you po! (Alright. Thank you and goodluck!) 

 

R1: [31:33] Stay safe po! (Stay safe, Miss!) 

 

Informant 3: [31:36] Yeah you guys also! (Yeah, you guys also!) 

 

 

[31: 42] - Interview Ended - 

 

370



Adapting 3D Food Printing as emerging trend in 

Restaurant and Hotel Industry in the Philippines 

Catubig, Patrick Allen 
School of Culinary Management, Treston International College 

Abstract 

This study aims to determine the perceptions of chefs in adapting 3D Food Printing as an 

emerging trend based on the ease of use and usefulness of the said technology and 

itsmarketability to customers. After thorough analysis and interpretation of data, the researcher 

concluded the following: not all chefs are aware and able to use and experience 3D Food 

Printing; however, they are open in adapting 3D Food Printing which is marketable based on 

Generation Z customers’ perception. 

Keywords: 3D Food Printing, marketability, adapting, 
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1. Introduction

Food’s natural resources are finite and therefore has an increased chance that people will starve 

in the future, due to the lack of resources and the continuous increase in population. These 

natural resources include agricultural crops, livestock, and marine life. Because of continuous 

depletion, food manufacturing companies and industries may not adequately cater to the needs 

of the people. 3D food printing is seen as a rising new trend in food technology which aims to 

revolutionize the kitchen industry. One of its goals according to Sher and Tuto (2014) is to 

“bring animal suffering, environmental pollution, starvation and health risks to an end by 

ceasing to use billions of domestic animals as meat, milk and egg machines, replacing these 

products with other healthier products obtained thanks to more environmentally-friendly and 

ethical means”. With all the factors combined, it is undeniable that 3D food printing will be 

accepted into the Hotel and Restaurant industry as a new trend that promotes alternative, 

sustainable ingredients in certain dish creation. 

Additionally, Schwaar (2021) stated that 3D Food Printing can be the next step in promoting 

food sustainability by reducing carbon footprints, creating less waste, and reducing energy 

consumption, as it is more compact when it comes to manufacturing compared with traditional 

methods; however it still depends on the use of technology and the materials, since  3D Food 

printing  requires very high temperature and use of lasers to produce food. It also stated that 

3D Food Printing uses fewer raw materials.  It covers a whole sustainable lifecycle from raw 

materials – recycling minimizing the impact on the depletion of natural resources. Also, 3D 

Food Printing lessen food lost especially on food producers and farmers to use the 

supermarket’s rejected fruits and vegetables by converting them into food paste to maximize 

uses. Food pasting or pureeing can also be done with other vegetables such as legumes, nuts, 

beans,  or any leftover part of the fish, dairy, and meat. 

Despite the evident positive implications of 3D food printing technology, it is rarely seen in 

restaurants, business establishments, for it still has many gray areas and unanswered questions 

such as the acquisition of ingredients, the process, the texture, the taste, and if it is truly safe 

for human consumption. Overall, 3D food printing is still an unclear concept, anc debatable if 

it can be integrated into the global supply chain. A future where 3D printed food is viable for 

economic purposes and made socially acceptable is within the horizon. 

Statement of the Problem: 

1. What factors of 3D food printing technology can be adapted as an emerging trend in the

Philippine Hotel and Restaurant Industry?

2. What are the perceptions of chefs, restaurant and hotel owners  toward 3D Food Printing

technology?

3. What are the perceptions of customers toward 3D Food Printing technology?

2. Literature Review

2.1. Food Printing and Its Applications 

Rubio and Hurtado (2019) proposed that 3D Food Printing must be applied in the food industry 

today, particularly in domestic applications. It allows the consumer to personalize control over 

self-nutrition since it is used as a mini food manufacturing plant at home, and must be adapted 
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to specific user demands. They also stated that using 3D Food printing can contribute to causes 

such as zero food waste as user of 3D Food Printing can control the usage of raw ingredients 

that will be manufactured and created using 3D food printer into the desired dish of the user, 

chefs, or customer. It was also stated that leftover or overstock foods can be examples (banana, 

and carrots) or any other food that can be pureed to reduce food waste. Also, if 3D Food 

Printing becomes the next trend in the modern food industry, then homemade food recipes can 

be made with well-adapted nutrition preparations and be easily printed which lessens the need 

for industrial processing. The reason that 3D Food printing must be the next trend in the food 

industry is because of the increase in population segments that requires special nutrition, and 

the unquestionable environmental damage that the food industry is causing. 3D Food Printing 

can also promote sustainable energy because it reduces fuel consumption and greenhouse gas 

emissions to produce such food. 

 

Sun et al. (2015) conceptualized and introduced the first generation of food printers. The main 

goal of their study was to revolutionize customized food fabrication through Three-

Dimensional Food Printing. 3D food printing differs from robotics-based food manufacturing 

machines that are designed to automate manual processing of food mass production. According 

to Sun, J et.al (2015) 3D food printing is designed for digital gastronomy techniques to which 

food products are manufactured with self-customization when it comes to shape, color, flavor, 

texture, and even nutrition. They also added that 3D food printing can reach the standard of 

fine dining, and it might extend further to the industrial culinary sector. They concluded in their 

study that 3Dfood printing may eventually have an impact on domestic applications or catering 

services and that has the potential to reconfigure the food supply chain. 

 

2.2. Molecular Gastronomy Meets 3D Food Printing 

Angelo, Hartsen, and Hart (2016) stated that both molecular gastronomy and 3D food printing 

use technology and cooking together. They both commonly make use of technology in creating 

food. However, 3D food printing makes use of additive manufacturing, otherwise known as 

AM, in the construction of three-dimensional objects through a CAD – Computer-Aided 

Design – or a digital 3D model to make food. Angelo, Hansen, and Hart also experimented on 

the possible combination of different flavors and creating complex, multilayer, and multi-

flavored objects using the 3D Food Printer. They concluded that 3D Food Printing can bridge 

the gap between culinary arts and AM technology and may introduce new capabilities in fine 

dining restaurants or eventually revolutionize modern cooking. 3D Food Printing, however, is 

much more complicated than molecular gastronomy. 

 

Similarly, Mire (2014) studied that it is possible to combine the science behind molecular 

gastronomy and the technology brought by 3D food printing. In order to combine the two, the 

3D food printer will be responsible for making and extracting edible pastes while molecular 

gastronomy will be responsible for complex chemical reactions.  

 

2.3 Acceptance of Food Trends 

Eat drink sleep (2019) reviewed that in the preceding years the consumer’s desire for 

transparency and fairness throughout the supply chain of their produce has remained strong as 

they want food that is both tasty and healthy from 2010 beyond. People are becoming health-

conscious and certain diets are made depending on the preference of an individual. These diets 

include vegan, vegetarian, pescatarian diet, among others. This showcases one of the 

advantages of 3D food printing since one of the goals and benefits of using 3D food printing 

is the customization of the nutritional content of food. 
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Jonathan (2019) did a study on the efficiency of 3D food printing in printing food with a high 

degree of control and accuracy in order to control the speed and temperature of the lasers where 

it will depend on the software of the technology. Moreover, he stated that the ultimate goal of 

3D food printing technology is to combine food and technology in order to satisfy consumer. 

At the end of his research, he concluded that both the technology available and the people are 

not yet ready to adapt and patronize 3D food printing in a commercial setting, particularly in 

the restaurant and hotel industry. He added that “any project that implies a behavioral change, 

especially in relation to food, takes a lot of time to be accepted and implemented”. 

 

The Technology Headlines (2020) reviewed that one of the primary reasons why 3D food 

printing can revolutionize and be a new trend in the culinary industry is that it will help 

restaurants and hotels operate more efficiently with better quality control on their food.  

  

2.4. 3D Food Printing in  Asia 

Neo (2019) clarififed that many advocates of 3D Food Printing believe that Asia’s Food Future 

will be 3D Food Printing because it has several opportunities for food personalization and 

environmental sustainability. 3D Food Printing, later on, will be marketable in some countries 

in Asia because it brings personalization of food. They also added that 3D Food Printing will 

be marketable not only for the sake of the consumers but also in the Food and Beverage 

Industry in Asia. Nowadays, 3D Printing machines are used in Beijing China which amplifies 

the belief to the market potential, adaptability, and growth of 3D Food Printing.  

 

Gangana (2019) added that 3D Food printing may somewhat positively affect food and 

beverage manufacturing companies as it uses plant-based and cell-based meat which can help 

cater people who live in remote areas. Furthermore, building 3D printing machines would cost 

a fortune and the resources needed to build such machines are hard to find meaning that the 

production of 3D printing machines would be very limited. 

  

2.5. 3D Food Printing in Europe 

Rogers (2019) researched that 3D Food Printing also brings interest to the business world. 

Several entrepreneurs and businessmen invested their attention to what 3D Food Printing is. 

He also added that in Europe, 3D Food Printing is commercially available in the market, but 

most of the buyers are not entrepreneurs but consumers who use 3D Food Printing in niche 

applications. He then concluded that 3D Food Printing is currently not perceived as something 

usable on a day-to-day basis. Over 50% of the respondents who responded in the research were 

unsure of how they perceived 3D Food Printing. They said that it can be used in decorating 

cakes and for those who have special nutritional needs. The road for 3D Food Printing is rough. 

It needs to identify and clarify its usage in the market. 3D Food Printing brings a complex way 

of manufacturing food which makes it hard to demonstrate its ease of use and usefulness to 

attract potential buyers such as consumers, chefs, entrepreneurs, business persons, etc. 

  

2.6. 3D Food Printing in Southeast Asia 

Neal (2016) studied that 3D Food Printing can help lessen hunger and malnourishment rates in 

Southeast Asian countries. Since 3D Food Printing promotes sustainability in meal preparation, 

it can aid in resolving hunger and nutrition issues, not only in Southeast Asian countries but 

also in other parts of the globe. Hence, the issue of food shortages and food wastages may be 

eradicated since 3D Food Printing offers more environment-friendly alternatives, which in turn 

make food more affordable once it is normalized and accepted into the global market. 
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2.7. Generation Z Preference 

According to businessinsider.com (n.d) Gen Zers, or what we call the Generation Z population, 

is the most pivotal generation. Gen Zers are much more different from older generations. They 

are the first consumers to have fully witnessed the growth of the digital era. Gen Zers are tech-

oriented; they spend so much time dealing with their smartphones, gadgets, or any device that 

involves the current trends in technology. The purchasing power of Generation Z is high. Gen 

Zers are also easily influenced by the environment especially by the current trends on social 

media. 

3. Methodology

3.1. Research Design 

The researcher chose the mixed method which integrates the two methods in conducting 

research: the Quantitative and Qualitative Methods. The Qualitative data include open-ended 

information that are gathered from in-depth interviews. The researcher used the 

phenomenological approach to determine the commonality of the perception of chefs to the 

adaptation of 3D food printing as an emerging trend in the hotel and restaurant industry in the 

Philippines. Under the quantitative method, the researcher used a descriptive approach to 

describe the perceptions and attitude of respondents towards the phenomena of 3D food 

printing. 

3.2 Sample and Sampling Technique 

The researcher used purposive sampling in the form of a non-probability sampling technique. 

Purposive sampling is a subjective sampling method where the researcher relies on their 

subjectivity in choosing the members of the population to respond and answer interviews and 

online survey questionnaires. Under the descriptive method, the researcher used Slovin’s 

formula for the sample size on the population size. 

In the Philippines, there is roughly 40 million population of Generation Z Filipinos based on 

the census (Philippine Statistical Authority, 2015).  The study will make use of a 95% 

confidence level and a 5% margin of error. After thorough computation, the researcher 

determined the sample size of the study which is 385.  

3.3. Data Gathering procedure 

After the questionnaire was all set and validated, the researcher started conducting both in-

depth interviews and survey questionnaires. However, due to the COVID-19 pandemic, the 

researcher omitted face-face interviews and surveys with the selected participants and 

respondents and instead used social media platforms. In gathering quantitative data, the 

researcher posted the questionnaire on social media platforms. The survey questionnaire 

includes information about the researcher, objectives of the study, and brief information about 

3D food printing so that respondents will have an idea on the topic. In gathering qualitative 

data, the researcher asked the participants directly using social media platforms. The process 

of interviewing restaurant owners and chefs was done either through audio interview via call, 

chat interview or video interview via video call based on the preference of the participant. The 

collection and gathering of data were done within 10-15 days. 

3.4 Data analysis 

The researcher used thematic analysis in analyzing the data gathered from in-depth interviews 

while central tendency statistical analysis in analyzing the data gathered from online survey 

questionnaires.  
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3.5 Evaluation and Scoring 

The following is the system of evaluation and scoring used by the researcher for quantitative 

data: 

 
Assigned Points Range Categorical Responses 

4 3.26-4.00 Strongly Agree 

3 2.51-3.25 Agree 

2 1.76-2.50 Disagree 

1 1.00-1.75 Strongly Disagree 

 

4. Results  

 

4.1.Thematic Analysis 

 

Theme 1: Knowledge about 3D Food Printing 

 

To support the theme, here are some critical points the researcher analyzed from the transcript 

of interview: 

 All established chefs were not aware of the trend 3D Food Printing; 

 Some of them have never heard, experienced nor tried 3D Food Printing; 

 The chefs howed great interest in knowing more about 3D Food Printing; 

 Some of the chefs have already tried and experienced 3D Food Printing; and 

 Most of the chefs under this category were those who were working in big  hotels and 

restaurants   

  

Furthermore here are some significant statements chefs have shared:  

“Actually, I’ve never heard, nor see 3D Food Printing, I only knew it when you introduced that 

to me and I must say it’s interesting”, Yes, I  was able to try 3D Food Printing many times 

especially for cakes”, We have 3D food printer in Solaire since 2018 I can say I am experienced 

but not an expert” 

 

Theme 2: Marketing and Branding of the Hotels and Restaurants brought by 3D Food 

Printing 

 

The researcher analyzed that 3D Printed Food can be used for marketing and branding 

effectively because it brings forth a new way of presenting food that guests would love to eat. 

To support the theme, here are some critical points the researcher analyzed from the transcript 

of interview: 

 3D printing can be used for the marketing and branding of restaurants and hotels  

 It brings forth a new way of presenting food that guests would love to eat.  

 If the sole purpose of a restaurant or hotel in adapting 3D food printing is purely for 

marketing or branding purposes only, it will not last long 

 

Furthermore here are some significant statements chefs have shared: 
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“As of now, knowing 3D Food Printing I can see that it will be a great use in terms of 

marketing, however, if the sole purpose of 3D Food Printing is for marketing and shown no 

practicality of use it might not last for long”, “It will have a significance on the branding and 

marketing”, “the end product of 3D food printer is cute, instagrammable” 

Theme 3: Reasons Adapting on 3D Food Printing 

The researcher analyzed that 3D Food Printing can be adapted in the Philippines if it is cost-

efficient, shows great practicality, reliable, consistent, and that the overall process of 3D Food 

Printing is not complicated. To support the theme, here are some critical points the researcher 

analyzed from the transcript of interview: 

 Cost Efficient, shows great practicality of use

 Reliable, consistent

 Overall process is not complicated

Furthermore here are some significant statements chefs have shared: 

“It can be accepted by many chefs if it shows great practicality of use and of course it must 

cost-efficient”, It has simply a lot of works, making simpler and faster to obtain plus the 

output of a 3D printer is very reliable and consistent, shortening the time for food 

preparations” 

Theme 4: Revolutionize Modern Cooking 

The researcher analyzed that 3D Food Printing has a chance of revolutionizing modern cooking 

for it is a combination of technology and cooking.To support the theme, here are some critical 

points the researcher analyzed from the transcript of interview: 

 Has a chance of revolutionizing modern cooking

 Combination of technology and cooking

 Brings new cooking and dining experience

Furthermore here some significant statements chefs have shared: 

“Modern cooking, of course just like molecular gastronomy, it will be a great experience”, 

“Yes, there is a chance 3D Food Printing may revolutionize modern cooking”, “Definitely 

will have a huge impact in time, it is still expensive tool but I think will find its way in time” 

Theme 5: Small Restaurants and Hotels may not benefit from adapting 3D Food Printing 

The researcher analyzed that 3D Food Printing may not be adapted to small restaurants and 

hotels because 3D Food Printing, as of now, can only be used for niche applications. Since it 

is a new technology, it will include expensive equipment which could incur additional costs 

for the small restaurant and hotels, and in turn, may not be profitable enough to sustain 

financially. To support the theme, here are some critical points  the researcher analyzed from 

the transcript of interview: 

 May not be adapted to small restaurants and hotels

 Niche Applications

 Expensive equipment

 Additional cost

 Unnecessary
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Furthermore here are some significant statements chefs have shared: 

“I can see 3D Food Printing more on niche applications”, Maybe for big hotels and 

restaurants it is feasible but for small establishments, it might not”,  

 It is an additional cost, unnecessary for now”, “Too expensive” 

 

4.2 Profile of the respondents 

 

Age F P

13 1 0.60%

14 1 0.60%

15 5 3%

16 3 2%

17 6 2%

18 13 2%

19 20 2%

20 63 2%

21 42 2%

22 6 2%

23 4 2%

164 2%
 

 

Table 4.2. shows the 164 respondents who answered the survey questionnaire belong to the 

age bracket of Generation Z population 

 

4.3 Central Tendency 

 

Table 4.3.1 Perceived knowledge about 3D Food Printing 

 

The overall mean of perceived knowledge about 3D Food Printing of possible Generation Z 

customers was 2.56 which means that respondents agree that they have at least a background 

of what 3D Food Printing is. Respondents are aware of what 3D Food Printing is, they are 

knowledgeable of how 3D printed food is printed using a 3D printer, however, despite being 

Perceived Knowledge 4 3 2 1 Mean Interpretation 

Awareness about the trend 3D Food 

Printing 

30 81 35 18 2.75 Agree 

Knowledgeable about 3D Food being 

printed in a 3D Printer 

30 54 60 20 2.57 Agree 

Knowledgeable  of 3D Food printing from 

its materials and applications 

18 51 70 25 2.37 Disagree 

Overall Mean     2.56 Agree 
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knowledgeable about the trend of 3D Food Printing, respondents are not knowledgeable 

enough with the applications and the material used in 3D Food Printing.  

 

Table 4.3.2 Serving of 3D Printed Food in Restaurants and Hotels in the Philippines 

 

 

This result supports eat drink sleep (2019) which pointed out that in the succeeding years the 

consumer’s desire for transparency and fairness throughout the supply chain of their produce 

has remained strong as they want food that is both tasty and healthy from 2010 beyond. This 

proves that 3D food printing can be marketable since one of the goals and benefits of using 3D 

food printing is the customization of the nutritional content of the food, appearance, and taste. 

As mentioned, 3D food printing will be accepted if it meets the expectations of possible 

Generation Z customers. 

 

Table 4.3.3 Marketability of 3D Food Printing 

 

Serving of 3D Printed Food 4 3 2 1 Mean Interpretation 

Delightfulness of the customer if the 

restaurant or hotel serves 3D Printed Food 

57 80 1 6 3.14 Agree 

Excitement of the customer whenever they 

get the chance to try 3D Printed Food 

84 65 11 4 3.39 Strongly Agree 

Appearance of 3D Printed Food 112 46 5 1 3.64 Strongly Agree 

Texture of 3D Printed Food   113 45 5 1 3.64 Strongly Agree 

Process of 3D Printed Food 107 45 10 2 3.56 Strongly Agree 

Support of 3D Printed Food 97 48 17 2 3.46 Strongly Agree 

Overall Mean     3.47 Strongly Agree 

Marketability of 3D Printed Food 4 3 2 1 Mean Interpretation 

Look for a restaurant that offers 3D Printed 

Food 

29 82 46 7 2.81 Agree 

Willingness to dine 51 92 19 2 3.17 Agree 

Willing to pay for a reasonable price 61 78 20 5 3.18 Agree 

Willing to pay for an expensive price 22 55 62 25 2.45 Disagree 
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The overall mean is 2.89 which indicates that 3D food printing is marketable in the Philippines 

based on the perceptions of possible Generation Z customers. Based on the Likert score, the 

overall response of the respondents falls under the agree category which means it is marketable 

and that customers are willing to patronize and support those restaurants and hotels that offer 

3D printed food. 

5. Discussion and Conclusion

5.1. Discussion and implications 

Through this research, the adaptability of 3D food printing in the restaurant and hotel industry 

in the Philippines based on the perceptions of restaurant owners and chefs is determined. The 

marketability of 3D Food printing was also determined making Generation Z customers as the 

respondents with the practical implications; customers can patronize and support restaurants 

who will offer, or are already offering, 3D printed food for it will be help restaurants, hotel 

owners and chefs to increase popularity and marketability of it. Professional chefs can associate 

and coordinate with other chefs who also use 3D Food Printing to strengthen the foundation in 

adapting 3D Food printing. They can also partner with restaurant and hotel owners and propose 

the inclusion of 3D printed food on the menu. Restaurant and hotel owners may consider 

acknowledging professional chefs’ proposals regarding the inclusion of 3D printed food on the 

menu to increase the marketing and branding of business. 

5.1.1 Integration of Mixed Method 

The researcher used two different terminologies in describing the individuals viable to answer 

the in-depth interview and survey questionnaire. Since the study used mixed method under the 

qualitative approach in data gathering, restaurant owners and chefs were categorized as 

participants while possible Generation Z customers were categorized as respondents since the 

data gathering was done through a quantitative approach. Madduma (2016) stated that under 

the qualitative study, the sample individuals are often called participants whereas, under the 

quantitative study, the sample individuals are often called respondents. However, they can be 

used interchangeably (Okaka, 2020).  

5.1.2 Interpretation of Mixed Method 

The researcher differentiated participants as chefs and restaurant owners to Generation Z 

customers as respondents to answer in-depth interview questions to easily interpret the 

information in creating concise themes that discuss the commonality of the response of the 

participants toward the phenomena. On the other hand, Generation Z customers are clustered 

to answer survey questionnaires that have close-ended statements which limit the response of 

the respondents to the phenomena given that the researcher has clear descriptive answers 

towards the phenomena. 

5.2. Conclusion 

Upon thorough investigation, the researcher, concluded that some of the chefs were aware and 

were able to use and experience 3D Food Printing, while some chefs have not heard, 

experienced, nor tried 3D Food Printing. This was noticeable on the theme “Knowledge about 

Patronization of 3d Printed Food 32 85 41 6 2.87 Agree 

Overall Mean 2.89 Agree 
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3D Food Printing” which represents the perceived knowledge of professional chefs on the trend 

about 3D Food Printing. 

The researcher also concluded that chefs are open to adapting 3D Food Printing as a new trend 

in the Restaurant and Hotel Industry in the Philippines if it has ease of use and ease of 

usefulness. This was noticeable on the theme “Reasons on Adapting 3D Food Printing” which 

states the reasons on adapting 3D Food Printing as an emerging trend. The researcher added 

that 3D Food Printing can be adapted in the Philippines if it is cost-efficient, shows great 

practicality of use, reliable, consistent, and that the overall process of 3D Food Printing is not 

complicated. Other conclusions include that professional chefs see 3D Food Printing as 

something to be used for “marketing and branding purposes”, and there is a possibility that it 

will not last for long. Some significant statements that prove this conclusion include: “It will 

have a significance on the branding and marketing.3D Food Printing as of the moment is “not 

feasible for small restaurants and hotels” for it is quite expensive. 

Meanwhile, the researcher also concluded that Generation Z customers are aware and have a 

basic knowledge about the trend of 3D Food Printing. However, they are not knowledgeable 

enough about the applications and the materials used in 3D Food Printing. In addition, as 

analyzed Generation Z customers strongly agreed that they are willing to dine into restaurants 

and hotels that offer 3D printed food also they are willing to support and patronize 3D printed 

food. Lastly, the researcher analyzed and concluded that 3D Food Printing is marketable based 

on the perception of Generation Z customers. Generation Z customers agreed they are willing 

to be catered to by restaurants and hotels that offer 3D printed food especially if it is being 

offered at a reasonable price. 

5.3. Limitations of this study and suggestions for future studies 

The study was held during the COVID-19 Pandemic and the gathering of data was done 

through an online survey and questionnaire; an online in-depth interview was also done. The 

target sample size of participants and respondents were not met due to time restriction and the 

availability of resources. This study was conducted with a given time frame of 2-3 months. 

Since this study is bounded by its scope and limitation it contains a limited amount of 

information. Future researchers must aim to deepen the scope of the present study and advance 

for a wider and more suitable understanding they can include “Millenials” as additional 

respondents or they can increase the sample size of the study making this study more valid and 

informative. This topic is undeniably new and only a few studies are being conducted. Future 

researchers can also use this as the basis of their study 
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THE MEDIATING EFFECT OF TECHNOLOGICAL 
INNOVATIONS ON THE RELATIONSHIP BETWEEN 

WORK-LIFE BALANCE AND EMPLOYEE ENGAGEMENT 
OF HOTEL FRONT-LINERS 

RAYMART I. FELICILDA 
STILO FLOYD SCHNEIDER, PhD., DBA, CGSP 

I. Introduction

a. Problem Statement

Many people consider our generation to be the most innovative ever because of the rapid pace 
of technological change today (Polimenov et al., 2015). Despite the undeniable benefits of 
technological advancements, the human factor remains a critical and irreplaceable component 
of the hospitality service process. Despite massive investments in information technology by 
hoteliers, evidence of increased productivity is scarce, leading to speculation about a 
"productivity paradox". We are in the midst of a technology revolution, according to 
Brynjolfsson et al (2020). Despite the emergence of these new technologies, which have 
enormous industrial potential, productivity growth has been disappointingly slow in recent 
years. This research will be carried within this framework to determine the effect of 
technological developments on hotel employees' work-life balance and engagement. Because 
of the Covid-19 pandemic, technological advancements were used more than ever before. 

In light of the fact that companies are keen on leveraging improved individual and 
organizational success through high levels of employee engagement, engagement has become 
one of the most important concepts in the field of management (Bailey et al., 2017). It has also 
been repeatedly recorded that levels of involvement are at an all-time low. Gallup (2015), a 
pioneering organization that has been monitoring employee engagement in various countries 
since 2000, found that only 13% of the working population worldwide is engaged (Mann et al., 
2016). In reality, over the last decade, levels of interaction have barely increased. According 
to Mann et al. (2016), the current employee engagement crisis is having severe and long-term 
consequences for the global economy. 

Research has been conducted in various parts of the world on the impact of technological 
innovations on work-life balance and employee engagement. The researcher, on the other hand, 
has not come across any studies on the impact of technological advances on work-life balance 
and employee engagement in a local setting. The hospitality industry acts as a valuable human 
resource in providing service and achieving long-term goals, so if these goals and expectations 
are achieved, it will have a positive impact on society. Thus, this research is urgently required. 

b. Research Justification

Many emerging and developed economies in South and East Asia have experienced rapid 
economic growth in recent decades (Budhwar et al., 2016). According to Ollier-Malaterre et 
al. (2017), the degree of industrialization has an impact on the nature of work-family needs 
because it affects both employee demands and resources. For hotel companies to maintain a 
competitive edge, they must recognize the importance of retaining frontline workers, who 
provide high-quality services to customers and have a stronger customer orientation (Afsar et 
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al., 2018; Lombardi et al., 2019). As a result, managing employee satisfaction is an important 
aspect of hotel management. 

A low level of employee participation has been reported in a number of studies around the 
world. According to Gallup (2017), only 33% of American workers are engaged in their jobs, 
while 17% identify themselves as "actively disengaged." As a result, most employers have a 
long way to go to realize their workforce's full potential. It is critical to understand the factors 
that impact job satisfaction in order to improve it (Cheung et al, 2019; Ferreira, et al, 2017). 
Despite an increase in empirical work on work-life research in the West, little attention has 
been paid to the Asian workforce in this field. In light of evidence that suggests that the 
pressures of rapid economic growth over a relatively short period of time, social change, and 
growing global competition in the Asian region have increased work–life demands on workers, 
a closer examination of the work–life balance in Asia is important (Choi et al., 2017; Ren et 
al., 2016). 

As a result, executives from all over the world agree that improving employee engagement can 
have a huge impact on employee retention, productivity, and loyalty. It's also a key link to 
customer satisfaction, company credibility, and overall stakeholder value (Lee, 2017). 
Furthermore, it has been discovered that work engagement is positively linked to significant 
work outcomes, such as job satisfaction (Karatepe, 2016; Karatepe et al, 2020; Lee & Ok, 
2016). It's worth noting that any improvement at the individual level contributes to 
transformations at the organizational and community levels as well (Moccia, 2016). 

c. Purposes of study

This study will attempt to determine the mediating effect of Technological Innovations on the 
relationship between Work-Life Balance and Employee Engagement of Hotel Front-Liners. 
Furthermore, the main goals of this study will be the following: 

1. To measure the level of technological innovations in terms of: 
1.1. Data Management; 
1.2. Performance Targets and Achievement; 
1.3. Accountability; and 
1.4. Quality of Service. 

2. To describe the level of Employee’s Work-Life Balance in terms of: 
2.1. Job Stress; 
2.2. Role Overload; 
2.3. Long Working Hours; and 
2.4. Work Family Conflict. 

3. To ascertain the level of Employee Engagement in terms of: 
3.1. Leadership; 
3.2. Communication; 
3.3. Commitment; and 
3.4. Employee Involvement. 

4. To establish the significant interrelationship between the three variables. 
4.1 Technological innovations and Work-Life Balance 
4.2 Technological innovations and Employee Engagement 
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4.3 Work-Life Balance and Employee Engagemen 

5. To determine the mediating effects of Technological Innovations on the relationship 
between Work-Life Balance and Employee Engagement. 

II. Literature Review

d. Theoretical background

This study is anchored on the theory of reasoned action (TRA) (Ajzen et al., 1980; Fishbein et 
al., 1975) which states that an individual's intention to perform a particular act or behavioral 
intention with respect to a given stimulus object, in a given situation, is a function of the 
individual's attitude toward the behavior and his or her subjective norm. As a result, people are 
more likely to perform an act if they believe there is more social pressure from important 
referents to do so (Fishbein et al., 1975). Managers are likely to put social pressure on operative 
workers in hotels. That is, the experiences of hotel managers have a significant impact on the 
adoption and application of technology in the industry. 

The independent variable is supported by Technology Acceptance Model (TAM) is a model 
that adapts the TRA theory of belief, attitude, purpose, and action into an IT acceptance model. 
TAM was created to illustrate and predict how people use technologies. In an organizational 
environment, such as a hotel, where users may feel social pressure to use the IT, subjective 
norms may be more important for TAM (Taylor and Todd, 1995). Moreover, according to 
social exchange theory (Homans, 1958), if an organization has family-friendly work policies 
and practices, workers will feel supported by the organization and will respond by being more 
committed to the organization and exerting more effort (Baral & Bhargava, 2011).  

Employee engagement, on the other hand, is the dependent variable, which is reinforced by 
Herzberg's Motivation Theory model, or Two Factor Theory, which identifies two factors that 
influence motivation in the workplace. Managers must pay attention to all sets of job 
considerations to ensure a happy and efficient workforce (Hertzberg, 1959). In addition, 
according to Social Exchange Theory (Homans, 1958), people's attitudes are the product of 
cost-benefit calculations when they try to engage with society and the environment. If a person 
believes that they will benefit more from an action than they lose by engaging in it, they will 
engage in it. In comparison, if an individual assumes the cost will outweigh the benefit, the 
conduct will be prevented (Jonason et al.,2015).  Although Homans focused on how social 
exchange theory relates to group or organizational action, the theory can also be applied to 
interpersonal relationships. Social exchanges, according to Blau (1964), are "voluntary acts of 
individuals inspired by the returns they are supposed to bring and usually do bring from others." 

e. Conceptual development

The study's conceptual framework is shown in Figure 1. It displayed three study variables and 
their corresponding indicators that centered on the mediating impact of technological 
developments on the relationship between work-life balance and employee engagement among 
hotel front-line employees.  
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f. Research model

Independent Variable Dependent Variable 

 

Mediating Variable 

Figure 1: Conceptual Framework 

III. Proposed methodology

This study will employ a causal-effect methodology in a quantitative, non-experimental 
research design. It is a quantitative research design in that the researcher will use measurement 
and observation to test the hypothesis by collecting data through surveys, which will result in 
statistical data (Labare, 2009).  

This research will be conducted primarily in Davao City. The map of Davao City is shown in 
Figure 2. It is a densely populated city in the Philippines' southern region. Davao City, as the 
capital of the Davao region, serves as a gateway to the entire island of Mindanao.  

Employees of hotel establishments in Davao City accredited by the Department of Tourism 
Area XI (September, 2020) are the respondents, who contribute to the activity of the 
establishments while also allowing researchers to easily receive and gather information and 
perform these research studies. These locations were chosen in order to make the research more 
effective. 

WORK-LIFE BALANCE 

1. Job Stress
2. Role Overload
3. Long Working Hours
4. Work Family Conflict

TECHNOLOGICAL INNOVATIONS 

1. Data Management
2. Performance Targets and

Achievements
3. Accountability
4. Quality of Service

EMPLOYEE ENGAGEMENT 

1. Leadership
2. Communication
3. Commitment
4. Employee Involvement
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IV. Theoretical and practical implications

In 2019, the direct contribution of travel and tourism to global GDP was projected to be about 
2.9 trillion US dollars (Statista, 2020). The Philippines' tourism and hospitality industries are a 
thriving source of revenue for the Southeast Asian nation. According to Statista (2020), the 
gross value added from this field was 627.5 billion Philippine pesos in 2018. These statistics 
account for a significant portion of the country's economy. Furthermore, the study's results will 
be useful to the following individuals: 

For workers in the hospitality and tourism sectors who want to keep their employees. The 
findings of this study may also be used as a reference for important management decisions and 
policy implementation. This may be a good starting point for hotel managers when it comes to 
choosing information technology and delegating tasks to eligible employees. This will also act 
as a base for performing employee trainings. This will enable them to make the most of the 
technical advances they had implemented in order to boost company and employee 
productivity. This will also support hotel workers by providing opportunities for them to 
explain and discuss their areas for change. 
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EFFICIENCY EVALUATION OF SERVICE RECOVERY 

STRATEGIES OF CASUAL DINING RESTAURANTS IN 

LOS BAÑOS, LAGUNA 

Arnel b. Castañeda JR 

Adrel d. Galut 

Joanna Marie d. Pagne 

ABSTRACT 

This study on Evaluating the Efficiency of Service Recovery Strategies in Casual Dining 

Restaurants in Los Baños, Laguna, used a quantitative type of research. The research 

instruments used in gathering data were a survey questionnaire composed of: demographic 

profile of respondents (customer and employees) and the evaluation of three variables of 

service recovery strategies, namely: process, customer, and employee recovery, using a four-

point Likert scale. The questionnaire was reproduced and distributed to 51 casual dining 

restaurant customers and 49 casual dining restaurant employees/owners in Los Banos, Laguna. 

The study revealed that most customers and restaurant employees are satisfied with the 

efficiency of the recovery actions taken in casual dining restaurants in Los Banos, Laguna, 

leading to customers’ loyalty and commitment toward the firm by spreading positive word of 

mouth and repurchase intentions. 

Keywords: Employee Recovery, Customer Recovery, Process Recovery, Service Recovery 
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THE PROBLEM AND ITS BACKGROUND 

Introduction 

The service sector is one of the most critical sectors in the Philippines in terms of the economic 

value it creates. Organizations face more intense customer service pressures than ever before 

because the competition is high in the service industry. Keeping the quality of service at a 

certain level provides customers with continuous quality, one of the most significant risks. It 

isn't easy to protect and maintain the service standard. Even the best service providers produce 

errors in service delivery. Thus, the customer has many options to choose from. This is most 

applicable to the restaurant industry, where the number of restaurants outstrips the demand. 

One way of creating experience which exceeds expectations is by an appropriate recovery from 

service failures according to Hart, Heskett, and Sasser (1990) as cited by Silber et al., (2009) 

coined the phrase “service recovery paradox” suggesting that customers who experienced 

service failure which was followed by a satisfactory recovery were more satisfied and more 

likely to produce loyalty and favorable word of mouth than customers who have not 

experienced service failure at all. (Silber et al.,2009) 

Background of the Study 

Service delivery failures can put restaurants out of business if attention is not paid to the 

problem. Knowing that failures will always occur, restaurants must make provisions to recover 

these unfavorable instances. If customers are pleased with the service recovery, they may 

intend to revisit or refer services to family and friends. (Othman, Z., Salehuddin, M., 

Zahari, M., & Radzi, S. M. 2013). 

As service industries continue to grow in importance in the Philippine economy, service quality 

is an integral part of the business. The customer is the sole judge of it (Berry et al.  1990, as 

cited in Tan, 2012).  The customers assess the service's performance by comparing what they 

receive from what they have desired or expected (Berry et al. 1990; Zeithaml, Bitner and 

Gremler 2006 as cited in Tan, 2012). 

A customer who is not satisfied with a service has two options, he either complains – to the 

service provider, to his friends, or a third party – or stays quiet about his discontentment. 

Whatever action he takes following a service failure, the result is either the customer switches 

or stays with the service provider. Since it is more costly to replace a customer than it does to 

retain one, restaurant owners should aim to have service recovery programs that would result 

in the customer’s satisfaction. Service recoveries are actions that service firms take to resolve 

the failure, and studies have shown that service recovery programs significantly affect 

customer satisfaction. 

This study's primary objective was to evaluate the efficiency of casual dining restaurants' 

efficiency of service recovery strategies, specifically in Los Banos, Laguna. The study 

examined the influence of the three elements of recovery on the customer’s level of satisfaction. 
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Figure 1. Service Recovery Elements 

 

In a study by Johnston & Clark (2008), they indicated that service recovery not only involves 

solving complaints but is a strategy consisting of three separate elements including:   Customer 

recovery: A strategy used to regain customers' trust by following a set of procedures and 

activities in line with the customer's perceived justice. This may involve explanations, 

acknowledgments, apologizing, quick actions, and compensation.  Process recovery: A 

strategy using service recovery experience to overcome challenges and enhance the service 

provided. Employee recovery: A crucial strategy for employees who are blamed for service 

failures. They must be empowered to deal with customer complaints to have the confidence to 

tackle these issues and reduce stress. 

 

Conceptual Framework 
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Figure 2. Research Paradigm 

 

Figure 2 illustrates the research paradigm of the study. There are independent variables which 

consists of customer recovery, process recovery and employee recovery and the dependent 

variable is the service recovery strategies. This study aims to evaluate the efficiency of service 

recovery strategies in terms of customer recovery, process recovery and employee recovery. 
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Figure 3. Research Paradigm 

 

Figure 3 is the IPO Model of the study. The input contains Service Recovery Actions, the 

respondents' demographic profile, and elements of recovery and the significant difference 

between the two groups of respondents to the Efficiency Evaluation of the three Elements of 

Service Recovery Strategies of Casual Dining Restaurants in Los Baños. The process is 

preparing data collection and statistical analysis, data gathering distribution, survey 

questionnaires, and statistical treatment of data. The output is the proposed Action Plan. 

 

Statement of the Problem 

 

This Study aims to determine the Efficiency of Service Recovery Strategies of selected Casual 

Dining Restaurants in Los Baños.  

Specifically, it sought to answer the following questions: 

 

1. What is the demographic profile of the respondents in terms of: 
1.1. Sex; 

1.2. Civil Status; 

1.3. Age; 

1.4. Years in service of restaurant employee; 

2. What is the assessment of the respondents on the Efficiency Evaluation of the Service Recovery 

Strategies of Casual Dining Restaurant in Los Baños in terms of: 

2.1 Customer recovery; 

2.2 Process recovery; 

2.3 Employee recovery; 

3. Is there any significant difference between customers and restaurant employees to the Efficiency 

Evaluation of the three Elements of Service Recovery Strategies of Casual Dining Restaurants in 

Los Baños?  

4. Based on the findings of the Study, what Action Plan can be proposed?  

1. Demographic Profile of the 

respondents: 

1.1 Sex 

1.2 Civil Status 

1.3 Age 

1.4 Years in Service 

 

2. Assessment of the respondents on 

the Efficiency Evaluation of the 

Service Recovery Strategies of 

Casual Dining Restaurant in Los 

Baños in terms of: 
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2.2 Process Recovery 

2.3 Employee Recovery 
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Null Hypothesis 

There is no significant difference between the two groups of respondents to the Efficiency 

Evaluation of the three Elements of Service Recovery Strategies of Casual Dining Restaurants 

in Los Banos in terms of Customer Recovery, Process Recovery, and Employee Recovery. 

Significance of the Study 

This Study is identified to be beneficial to the following: 

For Industry Practitioners, The Study may guide them in improving their Service Recovery 

Strategies from service failures. 

For Future Entrepreneurs, The Study's findings may help them understand the possible 

consequence and factors in Service Recovery.  

For HRM Students, The Study may help HRM Students because it may allow them to learn 

and review the different Service Recovery Strategies in the industry that may guide them in 

their competencies. 

For the College of Hospitality Management and Tourism Faculty, the Study may help them 

get a link and ideas for service recovery-related research.  

To the Researchers/ Future Researchers. The Study may help the researchers and future 

researchers use this manuscript as a reference for their research. 

Scope and Limitation of the Study. 

This Study entitled "Efficiency Evaluation of Service Recovery Strategies of Restaurants in 

Los Baños” focuses on evaluating Service Recovery Strategies of restaurants in Los Baños, 

Laguna. 

This Study aims to evaluate the efficiency of Service Recovery practices of restaurants in Los 

Baños in response to service failure. This creates to assess whether repeated service failure 

affects customer loyalty and retention. 

Definition of Terms 

For clarity in understanding this Study, the following terms are defined as operationally and 

conceptually. 

Assessment – It refers to the wide variety of methods or tools that educators use to evaluate, 

measure, and document students' academic readiness, learning progress, skill acquisition, or 

educational needs of the study. 

Analysis – It refers to the process of breaking a complex topic or substance into smaller parts 

to gain a better understanding of the study. 

Consumer Advocacy – It refers to individuals or groups' actions to promote and protect the 

buying public's interests. 

Customer Loyalty – It pertains to a measure of a customer's likeliness to repeat business with 

a company or brand. It results from customer satisfaction, positive customer experiences, and 

the overall value of a customer's goods or services from a business of the study. 

Efficiency – It refers to the ability to brand in a way that makes it definitively stand out among 

other competing restaurants in the study. 

Perceived Justice – It pertains to a perception that reflects the employees' feelings about 

decisions, decision-makers, and managers in organizational settings in this study. 
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Retention – It refers to the measure of how well you create loyal repeat customers for your 

business in the study. 

Service Recovery – It refers to the actions taken by an organization in response to a service 

failure. 

Service Failures – It refers to a service performance that fails to meet a customer's 

expectations. 

 

REVIEW OF RELATED LITERATURE AND STUDY 

 

The Study of service failure and service recovery has been developed quickly in the past 

decade. Nowadays, many companies aspire to provide a zero-defect program but are still 

plagued by program failures that are inevitable and unforeseen. Service recovery refers to the 

steps taken to: rectify service loss, and turn the negative attitudes of unhappy customers into 

positive attitudes with a view to customer retention. Service recovery is an inseparable part of 

service failure. (Ennew and Schoefer, 2003) identified three service failures: service delivery 

failures, failure to respond to customer needs and requests, and unprompted and unsolicited 

employee actions.  

 

A service failure is described as' a faulty result which reflects a breakdown in reliability. Some 

researchers contend that service failure occurs when service efficiency does not meet the needs 

of a customer. Service recovery is described as' a service provider's efforts to mitigate and 

remedy the damage to a customer resulting from the provider's failure to provide a service as 

intended. Service providers respond to service faults or deficiencies and undertake measures 

to return "aggrieved customers" to a state of satisfaction. 

 

Service failure involves activities that occur due to customer perceptions of initial service 

delivery behaviors falling below the customer's expectations or "zone of tolerance" According 

to Zeithaml et al. (1993) as cited by Aksoz (2017). Academic research on service failure and 

service recovery relatively recent and still evolving. It has focused on conceptual and 

theoretical considerations, incorporated varying research methodologies, and has been 

conducted in a diversity of industries. Service failure is commonly defined as a mistake, 

problem, or error in the delivery of the service (According to Bitner et al., (1990); Hoffman et 

al., (1995) as cited by Aksoz (2017). The service sector is one of the most critical sectors in 

terms of the economic value it creates. Organizations face more intense customer service 

pressures than ever before because competition is high in the service industry. Keeping the 

quality of service at a certain level provides customers with continuous quality, which is one 

of the most significant risks. It isn't easy to protect and maintain the service standard. Even the 

best service providers produce errors in service delivery.  Thus, the customer has many options 

to choose from. This is most applicable to the restaurant industry, where the number of 

restaurants outstrips the demand. Earlier research has shown that dissatisfaction with service-

encounters is particularly relevant in restaurants, According to Bitner, Booms, and Tetreault, 

(1990) as cited by Aksoz (2017). While many studies have started to describe and build a better 

understanding of the service failure process from a customer viewpoint, little has been done to 

investigate how service organizations understand the recovery process. Managers of service 

organizations are a critical source of information about the likes and dislikes of customers. This 

knowledge can be used to enhance service delivery and to shape strategic decision making. 

Indeed, it has been reported by Schneider (1980) as cited by Aksoz (2017) that service 

employees look for cues on how their customers are receiving their service and use this to 

adjust their service delivery. Therefore, this research discusses the topic of service failure and 

recovery from the restaurant manager's perspective. Specifically, the Study outlines the 
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importance of recovery from the restaurant manager's perspective and how complaints and 

subsequent follow-up to these complaints should be made. The key aim of this research was to 

investigate what restaurant managers themselves thought about service failure and recovery 

strategies. Literature review service Failure and Classification of Service Failures Service 

failure involves activities that occur due to customer perceptions of initial service delivery 

behaviors falling below the customer's expectations or "zone of tolerance" according to 

Zeithaml, Berry, and Parasuraman (1993) as cited by Aksoz (2017). Academic research on 

service failure and service recovery relatively recent and still evolving. It has focused on 

conceptual and theoretical considerations, incorporated varying research methodologies, and 

has been conducted in a diversity of industries. Service failure is commonly defined as a 

mistake, problem, or error that occurs in the delivery of the service according to Aksoz (2017 

cited for Bitner et al., 1990); Hoffman et al., (1995) as cited by Aksoz (2017) 

 

In a study by Lin (2006) as cited by Azemi (2015), one appropriate method to increase customer 

satisfaction after service failure occurs is to provide recovery strategies suitable for each failure 

situation. Placing primary emphasis on service failure can help firms improve service quality, 

leading to long-term retention of customers, according to Azemi (2015 as cited for Mack et al., 

2000). As a term, service failure can easily be conceptualized, and the definitions in the 

literature reflect a trajectory of meaning from common ground. Traced back to its early 

elucidation, Bell and Zemke (1987, p. 32) stated that service failure "happens every time our 

experience of service falls painfully short of expectations" and that mismanaging the "design 

and deployment of service with a laser-like focus on the details" shapes the fluctuating of 

expectations, that is, service breakdown, which can be identified with two distinct labels. First 

is "annoyance" embodied by irritated customers facing a slight shortage of what they have 

expected (i.e., a minor service failure) according to Bell & Zemke (1987) as cited by Azemi, 

(2015) 

 

Service failure arises if customers' expectations are not met, whereas recovery strategy is the 

provider's activity to overcome the incident (Bell &Zemke, 1987). In the last decade, the need  

to  understand the  online  failure/recovery  strategy  experience  has  been  well recognized by  

a  stream  of  services  marketing  researchers  (Azemi &Ozuem,  2016, as cited in Lindridge 

et al., 2019) 

 

Service failure is a service encounter that results in a negative experience from the customer's 

point of view. Service recovery refers to the acts performed in the reaction to a service failure 

by an organization. Service recovery is the act of reaching out to clients with a poor service 

experience to rectify the situation. Successful service recovery is a huge driver of customer 

retention. Studies have shown that customers who have had a service failure resolved quickly 

and adequately are more loyal to a company than are customers who have never had a service 

failure. Service recovery practices are a means to be done—a customer's latent value for a 

business by cultivating an ongoing positive relationship. Service recovery has secondary 

importance. This generates positive word-of-mouth about your business and minimizes the 

company's lousy spin that a lack of service recovery practices can make. Service recovery aims 

to identify customers with issues and then address customer satisfaction issues to promote 

customer retention. 

 

Psychologists (Tugend, 2012 as cited in Hamana, 2018) stated that people often remember 

negative experiences more than positive ones and are more likely to share this with others. 

Thus, customers' responses to service failures have become of high importance to many 

scholars around the globe, such as according to Zeithaml et al., (2006); Augusto de Matos et 
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al., (2009); Wang et al., (2011) as cited by Hamana, (2018), exploring both emotional and 

behavioral responses to service failures. 

According to Zeithaml et al. (2006) as cited by Hamana (2018) presented a map simplifying 

the types of responses provided by consumers towards service failure. 

In a study by (Hamana, 2018) One of the most discussed theories in correlation to service 

recovery is the justice theory, which has been considered substantially throughout previous 

literature. Numerous scholars (Ok, et al., (2005); McCollough et al., (2000); Clark et al., (2009) 

as cited by Hamana (2018) have linked successful service recovery to fairness – the process by 

which customer demands are fulfilled by understanding their perceived justice, leading to a 

positive and satisfactory outcome according to McCollough et al., (2000) as cited by Hamana, 

(2018). 

Figure 4. Map of customer reactions to service breakdowns from research published by 

Zeithaml et al. (2006) as cited by Hamana, (2018). 

The concept of perceived justice was originated from equity theory, which refers to that 

customers must perceive the exchange to be fair by comparing their inputs and outcomes 

according to Adams, (1965) as cited by Chen, (2017). Oliver & Swan, (1989); Chang, (2008) 

as cited by Chen (2017) were the first to model the joint influence of disconfirmation and 

perceived justice on customer satisfaction, but they addressed only one aspect of perceived 

justice: the distributive element. Their findings indicated that perceived fairness is positively 

related to happiness.  

The most widely used concept in service recovery literature is Justice Theory according to 

Maxham and Netemeyer (2002) as cited in Gitihiri, 2020). A three-dimensional view of justice 

(or fairness) concept has evolved from equity theory: distributional justice, procedural justice, 

and interactional justice. Distributive justice is the perceived fairness customer feels about the 

tangible outcome of service recovery efforts, including compensation, discount, coupon or free 

exchange, etc. Distributive justice is usually the preferred outcome for clients who find it 

satisfactory and is described as a fair-fix for service failure accordin to Fu et al., (2015) as cited 

by Hamana (2018). 
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Interactional justice is the fairness customer feels about being treated by service providers 

during the service recovery interaction process. Customers could appreciate the interactional 

justice by observing the honesty, courtesy, attentiveness, and respect by service providers 

during the service recovery. This is how an organization reacts and responds to customers after 

a service failure according to Clark et al., (2009) as cited by Hamana (2018). When substantial 

compensation is offered, an apology and an opportunity for the consumer to express the 

problem and feelings increase the perception of fairness and satisfaction. When no tangible 

offering is made, an apology and the opportunity for the customer to present information and 

express feelings have a reduced effect on the perception of fairness and satisfaction. 

Procedural justice is perceived fairness customer feels about the service recovery procedure 

and standard. Interactional justice is the fairness customer thinks about being treated by service 

providers during the service recovery interaction process. In other words, this term is based on 

how quickly an organization responds to a customer's claims according to McColl-Kennedy & 

Sparks (2003) as cited by Hamana (2018). According to Del Rio-Lanza et al. (2009) as cited 

by Chen (2017), there is a significant relationship between consumers' perception of procedural 

justice and negative emotion, so the authors suggested that service firm managers consider the 

presence of negative emotions as a signal for the need to improve perceptions of procedural 

justice. Considering the above literature, it appears that service recovery can thus be regarded 

as a set of strategies consisting of actions and elements that overcome service failures and the 

negative impact and consequences of service, such as anger, disappointment, dissatisfaction, 

complaints, and help to readdress the situation and in turn, prevents a firm from losing 

customers to other market competitors according to Miller et al., (2000) (Ok, et al., (2005) as 

cited by Hamana (2018).   

Service failure happens, but as studies have shown, the frontline employees' recovery efforts 

can turn these negative experiences into satisfying ones. This empirical Study investigated how 

these recovery efforts affect customer satisfaction. The primary objective of the Study was to 

determine how justice theory affects recovery satisfaction. Using confirmatory factor analysis, 

results showed that distributive and interactional justices have significant effects on recovery 

satisfaction, while results provided weak support for procedural fairness. The impact of 

distributive justice on recovery satisfaction was more substantial than interactional justice. 

Results also showed that satisfaction with the recovery efforts positively and significantly 

affects the customer's behavioral intentions of repurchase and word-of-mouth communications. 

(Tan, T. G. 2014) 

Nonetheless, despite the efforts made by firms across the globe that aim to provide an excellent 

service, many companies are subject to service-related failures affecting customers' 

satisfaction, loyalty and, in turn, put an end to the relationship between both parties. For this 

reason; the following paper has explored the effectiveness of service recovery in responding to 

service failures and achieving customer loyalty. (Hamana, 2018) 

Three Perspectives on Service Recovery Management 

A study by (Michel 2008) their research on service recovery has revealed three different, 

function-based, discipline-grounded perspectives. The marketing literature focuses on the 

customer experience and satisfying the customer after a service failure According to Smith et 

al., (1999); Tax, Brown, & Chandrashekaran, (1998) as cited by Michel (2008), which we call 

customer recovery. Operations literature centers more on the processes and how to learn from 

failures to prevent them in the future according to Johnston & Clark, (2005); Stauss, (1993) as 
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cited by Michel (2008) which we refer to as process recovery. Management literature focuses 

on employees and how to prepare them to recover from service failures according to Bowen & 

Johnston (1999) as cited by Michel (2008), which we term an employee recovery perspective.  

 

Customer Recovery  

 

The many insights offered on "customer recovery" cluster around two summary fundamentals. 

First, perceived fairness is a strong driver of customer satisfaction with the recovery effort. 

Second, though companies may recover customers after one failure, it is tough to recover from 

multiple failures. 

 

Process Recovery 

 

A study by Michel (2008) One acid test, failed by many organizations according to Gross et 

al., (2007) as cited by Michel (2008), can take problem data from customers or staff and turn 

it into real improvements. Learning from failures may be more critical than merely recovering 

individual customers because process improvements that influence customer satisfaction 

represent the most important means of creating bottom-line impacts through recovery 

according to Hart et al., (1990); Johnston & Clark (2005); Reichheld & Sasser (1990); 

Schlesinger & Heskett, (1991); Stauss (1993) as cited by Michel (2008). What seems to annoy, 

or even anger, customers after a failed service recovery is not that they were not satisfied but 

rather their belief that the system remains unchanged, making it likely the problem will arise 

again according to Johnston & Clark (2005) as cited by Michel (2008). 

 

Employee Recovery 

 

According to Michel (2008) We use the term "employee recovery" to refer to management 

practices that help employees succeed in their attempts to recover customers or recover 

themselves from the negative feelings they may experience in recovery situations. The 

strongest correlate of frontline service employee job satisfaction believes that they can produce 

the results customers expect according to Heskett et al., (1997) as cited by Michel (2008). 

Research shows that effective service recovery leads to higher employee job satisfaction and 

lower intentions to quit according to Boshoff & Allen (2000) as cited by Michel (2008); 

furthermore, "linkage" research reveals that employee attitudes "spillover" on to customers. 

According to Pugh et al., (2002); Schneider et al., (2004) as cited by Michel (2008). 

 

In a study by (Ayertey, 2018) Service failure has been defined in several ways in the service 

literature. In its most basic form, service failure can be defined as a situation where a customer's 

expectations are not met by the standard of service delivery perceived by the 24customer 

according to Kelley et al., (1993) as cited by Ayertyey (2018). The following outlines various 

other service failure definitions: Service failure occurs when the quality of service does not 

meet the customers' expectations (Chahal &Devi, 2015). Service failure is defined as situations 

in which customer perceptions of the service they receive fail to meet their expectations 

(Chuang et al.,2012). Service failure is defined as a condition in which a business, i.e., a service 

provider, fails to meet the customer's expectations regarding its products or finds the service 

mode unacceptable according to Lin (2006) as cited by Ayertey (2018). According to McColl-

Kennedy and Sparks (2003) as cited by Ayertey (2018) given that service failures are common 

in the service industry and that customers may experience dissatisfaction following such loss, 

firms must attempt to recover dissatisfied customers through an appropriate set of actions. 
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According to (Petzer, 2012) Successful service recovery is essential since service failures lead 

to customer dissatisfaction and eventually result in a loss of profit according to Robinson et al. 

(2011) as cited by Petzer (2012). When a service failure is experienced during any stage of the 

consumption process, customers typically expect an explanation of what went wrong together 

with the assurance that such a service failure will not occur again (Casado et al., 2011). 

In a study by (Gotsis 2016), service recovery is implemented to solve the occurring problems 

and adjust the negative attitudes of dissatisfied customers with the scope; however, to maintain 

these customers according to Miller et al., (2000) as cited by Gotsis (2016).  According to 

Smith et al., (1999) as cited by Gotsis (2016), it involves situations where service failures occur, 

but no complaint is reported by the customers. Further, according to Johnston (1994) as cited 

by Gotsis (2016), the term service recovery can be interpreted as an order to seek out and deal 

with service failure stating at the same time that the term "seeking out" differentiates recovery 

from complaint handling as many dissatisfied customers have the tendency not to complain 

directly. Successful service recovery has essential benefits, such as improving customer's 

perceptions regarding the quality of the service offered, which eventually can lead to positive 

word-of-mouth according to Lewis and McCann (2004) as cited by Gotsis (2016). It can also 

enhance customer satisfaction, create stronger bonds on customer relationships and loyalty, 

and impact profits according to Bitner et al., (1990); Hart et al., (1990); Spreng et al., (1995); 

Michel, (2001) as cited by Gotsis (2016). However, the extent of success may well depend on 

the type of service according to Mattila (2001) as cited by Gotsis (2016) or the type of failure 

according to McDougall and Levesque, (1999) as cited by Gotsis (2016) and the speed of 

response according to Boshoff (1997) as cited by Gostis (2016). 

In a study by Gotsis (2016) To acquire a more effective service recovery, the usage of justice 

theory has been engaged as the leading concept to examine service recovery procedures 

according McColl-Kennedy and Sparks, (2003) as cited by Gotsis (2016). This is because 

consumers receive –according to their judgment –unfair in-service failure reactions from the 

service providers according to Maxham(2001) as cited by Gotsis (2016). According to 

Konovsky (2000) as cited by Gotsis (2016), the notion of perceived justice is critical when 

studying consumer's behavior and reaction in a conflict situation. Justice theory draws much 

attention in the academic circles as a theoretical concept for service recovery according to 

Smith et al., (1999); Sparks and McColl-Kennedy, (1998); Tax et al., (1998) as cited by Gotsis 

(2016). This practice that customer's perception for the fairness or not of the service recovery 

process influences customer's satisfaction and future behavioral objectives. Their behavioral 

intention will endorse or not future purchases of the same service based on their level of 

satisfaction according to McColl-Kennedy and Sparks (2003) as cited by Gotsis (2016). 

Therefore for a company to implement competent service recovery action, it is essential to 

understand the three dimensions of justice as seen below:  distributive, procedural, and 

interactional according to Blodgett et al., (1997); Smith, Bolton, & Wagner, (1999); McColl-

Kennedy and Sparks, (2003) as cited by Gotsis (2016). 

Repeated Service failure and Service Recovery Effectiveness 

According to (Hamana, 2018) In a recent study, it was identified that despite repeated service 

failure, service recovery has impacted customer satisfaction and has led to more customers 

continuing business-related relationships; proposing that service recovery effectiveness is not 

affected by repeated service failure (Radzi et al., 2014). From a different perspective, even with 

a high service recovery effort in response to a repeated service failure, it will not lead to similar 

satisfaction results as shown beforehand According to Maxham & Netemeyer (2002) as cited 
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by Hamana (2018). This was also demonstrated by Hui (2007) as cited by Hamana (2018), who 

stated that repeated service failure only mitigates the positive effects of service recovery but 

does not impact SRP or perceived justice. The repeated service failure literature has shown 

remarkable limitations due to a lack of/few studies that considered repeated service failure's 

impact on service recovery effectiveness. 

 

Consumer satisfaction is more critical than ever in today's highly competitive restaurant 

industries. Patrons have more options than ever before when it comes to restaurants and cafes 

to give their company. They will visit locations where they are most relaxed and provide 

excellent customer service. Even if you aspire to have excellent customer service, a time will 

finally come when a customer encounters a disappointing one.  

 

The Study of Emre Ozan Aksoz (2017) “Service Failure and Recovery Strategies in 

Restaurants: The Restaurant Managers’ Perspective in Eskisehir, Turkey” is similar to this 

Study in understanding service failure and strategies.  

 

Moreover, the Study of Estrella Díaz, Mar Gómez, David Martín-Consuegra, Arturo Molina 

(2017) “The Effects of Perceived Satisfaction with Service Recovery Efforts: A Study in a 

Hotel Setting” is also similar this Study in terms of analyzing service recovery strategies. 

This Study is focused on evaluating the effectiveness of Service Recovery Strategies in 

response to a service failure. 

 

 

RESEARCH METHODOLOGY 

 

This chapter presents the research design, respondents of the Study, research locale, 

instrument used, data gathering procedure, sampling procedure, and statistical treatment of 

data used in the Study. 

 

Research Design 

 

This study utilized quantitative research, which distributes questionnaires via Social media, 

Email, and paper to a random sampling group as a data collection process tool. This research 

design aims to evaluate service recovery elements' efficiency that impacts customer retention 

and loyalty in selected casual dining restaurants. According to Churchill (2016), quantitative 

research could provide an accurate relation between the hypothesis's variables. 

 

Sampling Technique 

 

The research population is Food Service Workers and guests who have experienced casual 

dining restaurants in the past three months. The entire sample group, which is 100 respondents, 

was divided into customers and Foodservice employees from 15 casual dining restaurants in 

the Los Baños area. Stratified random sampling was used in selecting the respondents. 

 

Instrumentation and Procedure 

 

The researchers prepared a request letter that were signed by the adviser and college dean 

(CHMT) and submitted to the municipality of Los Baños, to ask them a list of registered casual 

dining restaurants within the area, After the approval from the municipality and after the 

researchers identify the casual dining restaurants they prepared another request letter submitted 
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to the owners and managers to seek permission to allow them to conduct a survey. The 

researchers utilize a survey questionnaire to be answered by one hundred (100) respondents. 

The questionnaire was self-developed. It passed the validation process of five validators. The 

first part is the respondents’ profile, part two is the psychological input, and the last part is the 

analysis of service recovery. 

 Likert Scale was used to measure the respondents’ evaluation of Service Recovery practices. 

The results of the response were interpreted using the scale below. 

Data Collection 

To conduct an interview and administer the survey questionnaire, the researchers prepared and 

submitted a request letter noted by their adviser and College Associate Dean of Hospitality 

Management and Tourism addressed to the Municipality of Los Banos, Laguna. 

Statistical Tools  

The data gathered were treated using a formula for mean, percentage, and frequency. 
1. Frequency and percentage were used to describe the distribution of the respondent.

2. Mean and standard deviation were used to determine the efficiency evaluation of the service

recovery strategies of casual dining restaurant in Los Banos.

3. Unequal Variance T-test was employed to determine the significant difference between customers

and restaurant employees in terms of customer recovery, process recovery, and employee recovery.

PRESENTATION, ANALYSIS, AND INTERPRETATION OF DATA 

1. Profile of the Respondents

Table 1.1 

Distribution of the Respondents in terms of Age 

AGE 

Customers Employees 

f % f (%) 

18 - 25 14 27.46 14 28.57 

26 - 33 19 37.25 21 42.86 

34 – 42 15 29.41 12 24.49 

43 - above 3 5.88 2 4.08 

Total 51 100% 49 100% 

Table 1.1 shows the distribution of respondents in terms of age. Out of 51 respondents, 19 or 

37.25% are 26-33 years old. On the other hand, out of 49 employees 21 or 42.86% are still on 

the same age bracket of 26-33 years old respectively. 

Present the Four-Point Likert Scale 

 Rating Scale  Intervals  Verbal Interpretation 

 4  4.00-3.51    Strongly Agree 

 3  3.50-2.51      Agree 

 2  2.50-1.51      Disagree 

 1  1.50-1.00  Strongly Disagree 
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This implies that the age range of 26 to 33 years old or Millennial eats more often than Gen X 

or Baby Boomers. 

In the study Hensley (2000), both Generation X and Y customers are adventurous and not 

intimidated to try something new and different while dining out. They tend to frequent a variety 

of restaurants regularly. 

Table 1.2 

Distribution of the Respondents in terms of Sex 

Table 1.2 shows the distribution of respondents in terms of Sex. Out of 51 respondents, 28 or 

55% are males. On the other hand, out of 49 employees, 28 or 57% are females respectively. 

This implies that a large percentage of men in Los Banos, Laguna, prefer to dine out than 

women. In a study by Driskell (2006) a significantly higher rate of men than women were 

reported typically eating fast foods for lunch at least once weekly. 

Table 1.3 

Distribution of the Respondents in terms of Civil Status 

CIVIL 

STATUS 

Customers Employees 

f % f (%) 

Single 30 59% 36 73% 

Married 21 41% 13 27% 

Total 51 100% 49 100% 

The results show that in customers: out of 51 respondents, 30 or 59% are singles. On the other 

hand, out of 49 employees, 36 or 73% are married respectively. 

According to Wickey (2013) among household types, single’s devote the largest share of their 

dining-out spending to quick-service restaurants (49%). In contrast, married couples without 

children at home (most empty-nesters) spend only 30% of their restaurant dollars at fast-food 

establishments. 

SEX 

Customers Employees 

F % f (%) 

Male 28 55% 28 57% 

Female 23 45% 21 43% 

Total 51 100% 49 100% 
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Table 1.4 

Distribution of the respondents in terms of years of service 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 1.4 Shows the distribution of respondents in terms of years of service. Out of 51 

employees, 28 or 57% are 4-1 year in service respectively.  

 

According to Kaymakç and Babacan (2014), more extended employment is associated with a 

positive performance. The higher the working period of someone, the higher the psychological 

empowerment. 

 

2. Assessment of the respondents on the Efficiency Evaluation of the Service 

Recovery Strategies of Casual Dining Restaurants in Los Banos, Laguna 

 

The second problem of this Study dealt with evaluating the efficiency of service recovery 

strategies of casual dining restaurants in Los Banos, Laguna as perceived by the respondents 

in terms of: process recovery, customer recovery, and employee recovery.  

 

Table 2.1 

Respondents' perception on the Efficiency of Service Recovery Strategies of restaurants in 

Los Banos, Laguna in terms of Process Recovery 

 

Efficiency in Process Recovery        Mean SD Interpretation 

1.     The restaurant welcome and acknowledge 

complaints         
3.61 0.49 Strongly Agree 

2.     The restaurant treats customers fairly 3.63 0.49 Strongly Agree 

3.     The restaurant  easily identify service failure 3.31 0.68 Agree 

4.     The Restaurant Management addresses the problem 

immediately and correctly. 
3.63 0.53 Strongly Agree 

5.     The Restaurant Management has an answer/action 

center to manage customer relationships. 
3.67 0.52 Strongly Agree 

General Weighted Mean 3.57 0.54 Strongly Agree 

 

Legend: 1.00-1.51 Strongly Disagree 1.51-2.50 Disagree 2.51-3.50 Agree 3.51-4.00 Strongly Agree  

 

Table 2.1 presents the respondents' perception of the Efficiency of Service Recovery Strategies 

of restaurants in Los Banos, Laguna. 

 

 

Years in 

Service 

Employees 

f (%) 

Ten years and above 4 8 

9 - 5 years  11 22 

4 – 1 year 28 57 

below one year 6 12 

Total 49 100% 
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It can be gleaned in the table that the respondents perceived the Level of Efficiency of Service 

Recovery on casual dining restaurants in Los Banos. Laguna in terms of process recovery has 

an overall average weighted mean of 3.57 reflected and interpreted as strongly agree. 

This implies that customers and guests of casual dining restaurants of Los Banos, Laguna 

strongly agrees with the establishment's recovery actions in terms of process recovery. 

According to Ok (2004) The type of service failure (outcome versus process failure) affects 

customers’ perceptions of the recovery evaluation. Customers who experienced a process 

failure were less satisfied after service recovery than those who experienced an outcome 

failure. According to Smith et al. (1999) as cited by Ok (2004) also found that compensation 

and quick action improved customers’ evaluation of perceived fairness when encountering an 

outcome failure. On the other hand, customers perceived that an apology or a proactive 

response was more effective when process failure occurred. 

Table 2.2 presents the respondents' perception of the Efficiency of Service Recovery Strategies 

of restaurants in Los Banos, Laguna, in customer recovery.  

Table 2. 

 Respondents' perception on the Efficiency of Service Recovery Strategies of restaurants in 

Los Banos, Laguna in terms of Customer Recovery. 

Efficiency in Customer Recovery Mean SD Interpretation 

1. The restaurant has a lot of quality food being offered.
3.53 0.76 Strongly Agree 

2. The restaurant has precision/exactness of orders.
3.63 0.63 Strongly Agree 

3. The restaurant has a Promptness in service.
3.59 0.61 Strongly Agree 

4. The crew in the restaurant possesses the right attitude.
3.63 0.60 Strongly Agree 

5. The crew in the restaurant is friendly.
3.51 0.64 Strongly Agree 

6. The overall cleanliness of the restaurant is evident.
3.73 0.49 Strongly Agree 

7. The overall ambiance of the restaurant is evident.
3.69 0.58 Strongly Agree 

General Weighted Mean 3.62 0.62 Strongly Agree 

Legend: 1.00-1.51 Strongly Disagree 1.51-2.50 Disagree 2.51-3.50 Agree 3.51-4.00 Strongly Agree 

As shown in the table that the respondents perceived the Level of Efficiency of Service 

Recovery in casual dining restaurants in Los Banos, Laguna, in terms of process recovery, has 

an overall average weighted mean of 3.61 reflected and interpreted as strongly agree. This 

implies that customers and guests of casual dining restaurants of Los Banos, Laguna strongly 

agrees with the establishment's recovery actions in terms of customer recovery. 

Customers’ rating of stability causation had significant adverse effects on overall satisfaction, 

revisit intention, and word-of-mouth intention. Positive recovery efforts could reinstate 

customers’ satisfaction and behavioral purposes up to those of pre-failure. (Ok,2004) 
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Table 2.3 

Respondents' perception on the Efficiency of Service Recovery Strategies of restaurants in 

Los Banos, Laguna in terms of Employee Recovery. 

 

Efficiency in Employee Recovery        Mean SD Interpretation 

1. The restaurant focuses on helping employees succeed 

in attempting to recover customers. 
3.73 0.45 Strongly Agree 

2. The restaurant focuses on helping employees succeed 

in recovering themselves from negatives feelings from 

service failure situations. 

3.51 0.62 Strongly Agree 

3. The restaurant have an orientation regarding the 

Internal and personal factors. 
3.57 0.50 Strongly Agree 

4. The restaurant’s dominates HRM approach to 

recovery; emphasizing in the management and 

organizational behavior. 

3.57 0.50 Strongly Agree 

5. The restaurant have the ability and autonomy of 

frontline employees to conduct service recovery. 
3.49 0.54 Agree 

6. The restaurant have the ability to identify the cause of 

failure, planning corrective actions and implementation. 
3.63 0.49 Strongly Agree 

7. The restaurant have the ability to establish 

communication with guests which informs actions and 

procedures to be adopted in relation to recovery. 

3.51 0.54 Strongly Agree 

8. The restaurant have the ability to maintain contact with 

guests during the recovery process and afterward to 

reinforce their trust, loyalty and retention. 

3.59 0.50 Strongly Agree 

9. The restaurant have the ability to contain the problem 

quickly. 
3.57 0.61 Strongly Agree 

10. The restaurant have the ability to recognize the failure 

and its origin 
3.55 0.58 Strongly Agree 

General Weighted Mean 3.57 0.53 Strongly Agree 

 
Legend: 1.00-1.51 Strongly Disagree 1.51-2.50 Disagree 2.51-3.50 Agree 3.51-4.00 Strongly Agree  

 

Table 2.3 presents the respondents' perception of the Efficiency of Service Recovery Strategies 

of restaurants in Los Banos, Laguna, in terms of employee recovery. The type of respondents 

in this variable are frontline employees, managers, and restaurant owners. 

 

As shown in the table that the respondents perceived the Level of Efficiency of Service 

Recovery in casual dining restaurants in Los Banos, Laguna, in terms of employee recovery, 

has an overall average weighted mean of 3.57 reflected and interpreted as strongly agree. 

 

Restaurant managers and their employees need to provide extra efforts to restore the customers’ 

perceived losses in serious failure situations. Service providers should reduce frequent 

occurrences of service failure so the customer will not develop stability perception. (Ok,2004) 
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3. Significant difference between customers and restaurant employees to the

Efficiency Evaluation of the three elements of Service Recovery Strategies of Casual

Dining restaurants in Los Banos, Laguna.

The third problem of this study is dealt on between the two groups of respondents to the 

Efficiency Evaluation of the three Elements of Service Recovery Strategies of Casual Dining 

Restaurants in Los Baños. 

As shown on Table 3.1 below, it can be inferred in the table that the computed t value of -0.28 

is outside the critical region of 1.98; therefore, the null hypothesis states that “there is no 

significant difference between customers and restaurant employees to the Efficiency 

Evaluation of the three Elements of Service Recovery Strategies of Casual Dining Restaurants 

in Los Baños in terms of Process Recovery” is accepted, meaning, the perceptions of the two 

groups do not significantly differ. 

Furthermore, while many organizations appear to be concerned with service recovery, few 

seem to be good at it or gaining the benefits of recovered customers, improved processes, or 

recovered employees. 

Table 3.1  

Comparison of Service Recovery Strategies in terms of Process Recovery 

5% LEVEL OF SIGNIFICANCE 

However, it can be inferred in table 3.2 that the computed t value of -0.28 is outside the critical 

region of 1.98, therefore, the null hypothesis which states that “there is no significant difference 

between the two groups of respondents to the Efficiency Evaluation of the three Elements of 

Service Recovery Strategies of Casual Dining Restaurants in Los Baños in terms of Customer 

Recovery” is accepted, meaning, the perceptions of the two groups do not significantly differ.  

This implies that most customers and restaurant employees are satisfied with the service 

recovery practices in terms of customer recovery. 

In a study by Johnston et al., (2008), There appear to be four main themes in the extensive 

service recovery literature concerned with recovering the customer; how to satisfy the customer 

following a failure, the impact of recovery on loyalty, the impact of recovery on delight and 

the effect of recovery on profit. It is also recognized that recovering the customer will impact 

customer loyalty and their re-purchase intentions. Further, it has been found/suggested that 

recovery can lead to higher satisfaction levels than is achieved through standard (right) service 

delivery. Tax and Brown (1998) as cited by Johnston (2008) argued that “the relationship 

between service recovery and profit can be seen by examining the service profit chain.” They 

argued that profit is affected by customer loyalty, which results from customer satisfaction 

generated from adequate service recovery procedures. 

Process Recovery Mean df Computed T-Value 
Critical 

Value 
Remarks 

Customer 3.56 
98 -0.28 1.98 Not Significant 

Employee 3.58 
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Table 3.2 

Comparison of Service Recovery Strategies in terms of Customer Recovery 

 

Customer Recovery Mean df Computed T-Value 
Critical 

Value 
Remarks 

Customer  3.60 
98 -0.28 1.98 Not Significant 

Employee 3.62 

 

5% LEVEL OF SIGNIFICANCE 

 

It can be noted in table 3.3 on the next page that the computed t value of 1.00 is outside the 

critical region of 1.98; therefore, the null hypothesis which states that “there is no significant 

difference between the two groups of respondents to the Efficiency Evaluation of the three 

Elements of Service Recovery Strategies of Casual Dining Restaurants in Los Baños in terms 

of Employee Recovery” is accepted, meaning, the perceptions of the two groups do not 

significantly differ. 

 

Table 3.3 

Comparison of Service Recovery Strategies in terms of Employee Recovery 

 

Employee Recovery Mean df Computed T-Value 
Critical 

Value 
Remarks 

Customer  3.58 
98 1.00 1.98 Not Significant 

Employee 3.00 

 

5% LEVEL OF SIGNIFICANCE 

 

Therefore, there is no significant difference between the two groups of respondents to the 

Efficiency Evaluation of the three Elements of Service Recovery Strategies of Casual Dining 

Restaurants in Los Banos in Customer Recovery, Process, and Employee Recovery. This 

implies that the customers do not differ from the employees’ perception. 

 

In a study by Johnston et al. (2008), a critical component in service recovery procedures is the 

frontline employee who has to deal with complaints and aggrieved, and sometimes highly 

emotional, customers. They often find themselves sandwiched between understandable 

customer grievances and intransigent management or unchangeable organizational policies and 

procedures, giving rise to high employee stress levels. Much of the employee literature 

associated with recovery has concerned the role of the employee, such as their ability to adapt 

(Boshoff and Leong, 1998), their need to be proactive (Iacobucci, 1998), and the role of self-

managing teams (de Jong and de Ruyter, 2004). However, employee behavior was a more 

critical factor in the recovery process. Frequency analysis indicated that customers described 

1,380 different recovery activities following the 2,520 service failures. Of those, 336 (24.3 

percent) were employee-related, whereby 171 incidents (50.8 percent) were perceived as 

unfavorable and dissatisfactory, and 165 incidents (49.2 percent) were perceived as positive 

and satisfactory. 
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4. Proposed Action Plan

Table 4 is a proposed action plan tackling areas of improvement in Customer Recovery, 

Process Recovery, and Employee Recovery, shown in the next page. 

Keeping service recovery logs can help to identify opportunities for improvement. Be sure to 

record the date, time, department, nature of the complaint, and parties involved. Be sure to 

record contact information from customers who made the complaint. This will allow you to 

contact them and delve further into the situation if needed. Gather the data from service 

recovery logs from all the departments. Summarize and find the common denominators and 

use the information to set goals and make changes. 
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In today's overly competitive restaurant industry, customer retention is more critical than ever. 

Patrons have more options than ever before when it comes to restaurants and cafes to give their 

business to, and they're going to visit the places where they feel most comfortable - and places 

offering exceptional customer service. 

Maximize technology in this digital age to make it easier to reach out for customer complaints 

and suggestions. Again, every restaurant and retail store is different, so your procedure may 
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differ from the steps above. The important thing is to have something in place to act swiftly 

whenever a negative customer experience arises. The quicker you act, the better the results will 

be, and the more valuable and satisfied the customer will feel. 

Table 4.3 

Proposed Action Plan in terms of Employee Recovery 

Table 4.3 presents steps to be undertaken in terms of employee recovery. How you hold staff 

meetings for your restaurant staff can determine the success of your team and business. It’s 

essential to consider times that work for all staff and issues that may interest them. Strive to 

ensure everyone feels included; the time you spend in the meeting should add value to your 

life and the lives of your employees. 

It’s obvious to see that a restaurant benefits when its employees are working together 

synergistically. Good teamwork helps to build morale in the workplace, making workers more 

productive and ultimately improve profits. For restaurants that have excellent cooperation, 

problem-solving is more manageable — since people with different skills and knowledge will 

work together to produce a creative solution. Without good teamwork in the workplace, it’s 

difficult to progress as a business, resulting in poor service and customer loss. 86% of 

employees and executives state that workplace failures directly result from a lack of 

collaboration or ineffective communication. 

SUMMARY, FINDINGS, RECOMMENDATIONS AND CONCLUSIONS 

Findings 

The findings of the study were specified as follows: 

1. For the profile of Respondents:

There were 100 respondents, 51 were customers, and 49 were restaurant employees and 

owners. 

1.1. Among the respondents, in terms of gender, males obtained the highest number while 

females obtained the lowest number. 

1.2. It shows that majority of the respondents are single, with a percentage of 66 percent. 

1.3. Age group 26 to 33 obtained the largest percentage among customers and employees. 

Areas of Improvement Objectives Activities Individuals involved Time Frame

Encourage Effective 

Communication 

Between Staff 

Members 

Staff Training 

Refreshes 

employees in 

dealing With 

Customers 

Complaints and 

Concerns

Regular Cycle 

meetings

MonthlyEmployeesEmployee Recovery
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2. Assessment of the respondents on the Efficiency Evaluation of the Service Recovery

Strategies of Casual Dining Restaurant in Los Baños in terms of:

2.1. Process Recovery

The results show that most customers strongly agree with the efficiency of service recovery

strategies in process recovery. Most customers surveyed are satisfied with the services they

are getting from these casual dining establishments. These will lead to consistent customer

patronage in the near future.

2.2 Customer Recovery

It shows that most of the respondents strongly agree with the efficiency of service recovery

strategies in customer recovery. Their service recovery strategies helped these casual dining

establishments to maintain their clientele and ensure consistent growth year after year of

business operation.

2.2. Employee Recovery

In terms of Employee recovery, most frontline employees strongly agree with their

efficiency in their service recovery practices. The established employee recovery strategies

ensured consistent quality service and employee satisfaction for the majority of the

respondents.

3. Significant difference between the two groups of respondents to the Efficiency Evaluation

of the three Elements of Service Recovery Strategies:

3.1. Process recovery

The perceptions of the two groups do not significantly differ. Surveyed respondents showed

awareness of their process recovery strategies.

3.2. Customer Recovery

The perceptions of the two groups do not significantly differ and are accepted. Surveyed

customers are generally satisfied with the customer recovery strategies of the casual dining

establishments.

3.3 Employee Recovery
In terms of employee recovery, the perceptions do not significantly differ and are accepted.

Employees know when and how to act, and they are also aware of the exact employee recovery
strategy should various types of scenario arises.

Conclusions 

Based on the findings of the study, the following conclusions are drawn: 
1. The researchers concluded that in terms process recovery, the null hypothesis “there is no

significant difference between customers and restaurant employees to the Efficiency Evaluation

of the three Elements of Service Recovery Strategies of Casual Dining Restaurants in Los Banos

in terms of process recovery” is accepted, meaning the perception of the two groups do not

significantly differ. The recovery strategies in casual dining restaurants are highly efficient, with a

general weighted mean of 3.54 and interpreted as Strongly Agree.

2. The researchers concluded that in terms customer recovery, the null hypothesis “there is no

significant difference between customers and restaurant employees to the Efficiency Evaluation

of the three Elements of Service Recovery Strategies of Casual Dining Restaurants in Los Banos

in terms of customer recovery” is accepted, meaning the perception of the two groups do not
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significantly differ. The recovery strategies in casual dining restaurants are highly efficient, with a 

general weighted mean of 3.62 and interpreted as Strongly Agree.  

3. The researchers concluded that in terms employee recovery, the null hypothesis “there is no

significant difference between customers and restaurant employees to the Efficiency Evaluation

of the three Elements of Service Recovery Strategies of Casual Dining Restaurants in Los Banos

in terms of employee recovery” is accepted, meaning the perception of the two groups do not

significantly differ. The recovery strategies in casual dining restaurants are highly efficient, with a

general weighted mean of 3.57 and interpreted as Strongly Agree.

Recommendations 

Based on the findings and conclusions presented, the following recommendations are 

suggested: 
1. The researchers recommend that the restaurants help more employees improve and practice their

service skills to avoid repeated service failure.

2. The researchers recommend that the restaurants document and regularly update their recovery

strategies, taking into account new scenarios as the need arises.

3. The researchers recommend that the employee be well-oriented and approachable when the

customers came to the restaurant.

4. The researchers recommend that the employees be refreshed on their knowledge about the

restaurant’s recovery strategy regularly.

5. The researchers recommended that the service of the employees should be standardized.

Continuous improvement should be undertaken regularly to align with the local trends and

customer demand.

6. The researchers recommend that the employees maintain the service's quality every day to be a

habit for all personnel. This practice will also ensure compliance with the restaurant’s established

recovery process regardless of employee resignation or transition.

7. Based on the Proposed Action Plan, it was determined some areas of improvement involving

customers and restaurant employees in terms of process, customer, employee recovery. These will

maintain the efficiency of recovery practices in Casual Dining Restaurants in Los Baños, Laguna.

And also will increase the level of awareness of restaurants employees in handling service failures

and converting them into customer loyalty and retention.
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Abstract: 

The research contributes to investigate would technology applications influence guests' 

attitudes, to determine the relationship between guests' satisfaction and technologies applied at 

the hotel, and to examine guest's preferences towards smart technologies adopted in hotels. One 

hundred sixty respondents were invited for the data collection, the findings of this study can 

benefit smart technologies’ adoption in hospitality operations and help Hong Kong hotels to 

transform or adjust to the rapid technological era changes and build a great hospitality industry 

image. 

Keywords: Guests’ satisfaction, smart hotel, perceptions 

1. Introduction

Smart hotel is a practical business model and adapts new information and communication 

technologies in the hospitality business. For instance, guests receive iPod touch at check-in, 

mobile phone as room keys or cards, and guests greeted by a virtual receptionist (Jaremen, 

Jędrasiak and Rapacz, 2016). A smart hotel was described as a hotel that embraces various 

state-of-the-art technologies to provide customers with unconventional and more technology-

oriented experiences (Dalgic &Birdir, 2020). There is no definition about the smart hotel; Smart 

hotel includes new technology and creates a technology experience. Technologies are no longer 

functional devices in daily life; they create experience by develop integral tools (Gretzel & 

Jamal, 2009). The COVID-19 further highlights the importance of technology to hospitality 

industries. The majority of hotel customers (70.42%) reckon it is necessary to use various 

technologies to reduce human-to-human contacts, such as self-service kiosks, keyless entry/ 

digital room key, contactless payment, touchless elevators. (Gursoy, Chi and Chi, 2020) 

Three research questions were developed as follows: 

(1) Does smart technology services influence guests' attitudes?

(2) Does it have a relationship between guests' satisfaction and smart technology services

in a hotel?

(3) Do guests' preferences affect smart technology services?

This study examines guests' perceptions of smart technology adoption in Hong Kong hotels 

and the outcomes can contribute to the hospitality industry. Understanding how technologies 

application will affect guests' satisfaction and experience in a hotel so that Hong Kong hotels 

can make a transform to fit the new consumers' and societies' needs.  

In order to address the research questions, this paper first reviews the literature on smart 

services, self-service technology, and customer satisfaction and presents the two hypotheses. 

H1: There are significant differences on hotel guests' satisfaction with smart services among 
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demographic groups with different age and education levels. H2: Customers satisfaction is 

positively related to the future intention to use smart service. Section two reports the research 

methodology, and section three reports the data analysis and findings. The final section four 

presents a discussion and conclusion, which highlights the expected contribution of the study. 

This study will be meaningful to the hotel industry and hotel practitioners. 

2. Literature Review

Smart services 

Smart services are core services for smart hotels (Xu, 2018). Chun, Wen and Chia (2019) 

studied four technological innovation factors: internet and app usage, smartphone for room key 

or payment, E-housekeeping, and self-service systems. Also, it studied the essential attributes 

of the hotel. The study found out the Internet and Wi-Fi categorized as a must-have attribute. 

E-housekeeping is the second attractive attribute, such as through smartphone, iPad to control

the light, temperature, or room's electrical devices. From the hotel perspective, smart services

can lower the hotel's operational costs, higher productivity, and enhance service quality (Ivanov

& Webster, 2017). Smart services’ primary function can predict customers' future needs and

wants and provide services or products that customers never considered; it mentioned the

challenges with smart service (Kabadayi, Ali, Choi, Joosten and Lu, 2019). If the hotel

introduces a smart technology service, the hotel staff can get ready in 24 hours and

simultaneously help a customer group. Also, it can provide high-quality service and efficiency

to customers. The hotel can allocate heavy workload (such as meal or luggage delivery) and

data analysis jobs to smart technology service, such as the robot and AI service.

Self-service technology (SST) 

Through self-service technologies, customers can produce service independently without direct 

employee service (Meuter, Ostrom, Roundtree and Bitner, 2000). There is no doubt that 

technology-oriented is in this era. Different industries introduce self-service technologies, such 

as self-checkout kiosks in the supermarket, self-check-in and check-out counter and automated 

order services in the hotels or restaurants. Kucukusta, Heung and Hui (2014) pointed out SST's 

popularity in hotels is increasing, which is affected by eight aspects: (1) relative advantage, (2) 

ease of use, (3) communicability, (4) product efficiency and (5) risks, and (6) psychological 

risk, (7) first trial, and (8) product veracity. Lema (2009) mentioned the hospitality industry is 

changing fast by SST. The employee needs to adapt to the changes and transform of the 

industry. Langeared, Bateson, Lovelock and Eiglier (1981) study of self-service found that 

most people who choose self-service are younger and contain a higher educational level. 

Weijters, Rangarajan and Falk (2007) found that customers' educational level has a significant 

effect on SST attitudes. Higher educated people have a positive and respectful attitude on SST 

while lower educated people have a negative attitude and avoid to use. Another study of self-

service pointed out that aged 20-49 years with higher education of business travellers reckon a 

positive perception of SST while aged 60 years or above with lower education of travellers feel 

lower satisfied of SST (Kucukusta et al., 2014).  

Customers satisfaction 

Meyer and Schwager (2007) define customers experience are the internal and subjective 

response to a company's products. Teng (2011) mentioned that the hotel's importance 

constantly increases; customers’ satisfaction can be enhanced by creating high quality and 

truthy hotel experience. Also, it can improve business performance. The level of guest 

satisfaction depends on what factors are valuable (Line & Runyan, 2012), such as, an 

environment, service quality, intangible and tangible service. Wu and Cheng (2018), through 
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technology dependence, identity, affection, and social bonding factors, showed that satisfaction 

positively influences “Trust” which is based on satisfaction. The hotel should base on guests' 

experience to make them feel satisfied and maintain their loyalty. The study from Khan, Garg 

and Rahman (2015) showed that four customer experience qualities positively influence 

consumer behavioral outcomes. The Peace-of-mind is the most influential dimension which 

impacts the guest's satisfaction. It has a significant impact on loyalty and word-of-mouth. Thus, 

a good experience can satisfy guests and gain their loyalty, driving them back and company 

reputation. Hong and Slevitch (2018) found that customers willing to use kiosk service again 

when they feel satisfied, and customers have a subsequent impact on willingness to use self-

service kiosk (SSKs). Moreover, the study from Wu, Tsai, Chen and Wu (2006) showed a 

positive relationship with continued use and satisfaction. If users think the new technology is 

helpful, their satisfaction increases, their intention of using the technology will be possible.  

Therefore, the following hypothesis are proposed: 

H1: There are significant differences on hotel guests' satisfaction with smart services among 

demographic groups with different age and education levels. 

H2: Customers satisfaction is positively related to the future intention to use smart service. 

3. Methodology

This report employed a quantitative survey approach with an online survey comprising a total 

of 21 questions. It examines how smart technology impact guest’s satisfaction, preferences and 

attitude. SPSS software was used to analyze the data which includes frequencies, descriptive 

statistics, crosstabulation, ANOVA and linear regression. Data was analyzed to measure 

guests’ attitude, satisfaction and preferences of smart technology services in hotels to predict 

if Hong Kong hotels can adopt more smart technology in hotel operations. 

Besides, a pilot study was conducted to ensure the questionnaire was logical and smooth. Five 

respondents aged 20-24 years old with high educational level were invited for the pilot study. 

All of them understood the questionnaire's objectives, and there were no changes on the 

wordings, sequence, and flow of the questions. Nevertheless, they suggest defining smart hotel 

and suggest providing chinese translation for the questions to cater to respondents at different 

ages. Therefore, examples and definition of smart hotel as well as chinese translation of the 

questions were added to the questionnaire. Their responses in the pilot test were included in the 

main data set. 

Sampling and Data Collection 

One hundred and sixty respondents were invited for the data collection, with 69.4% of them 

had the experience of staying at smart hotels. The survey was distributed on Facebook, 

Instagram, WhatsApp, or Signal via a survey link from 5 April 2021 to 16 April 2021. The 

online survey received good responses and allowed to collect the data quickly. Online surveys 

can access various populations in distant locations and break through the distance limitation 

(Wright, 2017). Also, it is convenient for auto data collection, which reduces the times for 

researchers to complete other works simultaneously (Wright, 2017). Evans and Mathur (2005) 

also highlighted the flexibility, speed and timeliness, convenience, the diversity of questions, 

and the ease of data collection and analysis are the strengths of the online survey. With all these 

advantageous, an online survey was adopted in this study. 
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Measures and Questionnaires Design 

The survey includes single-focused questions, YES/NO questions, and questions on a five-

point Likert scale anchored by 1 representing "strongly disagree" and 5 representing "strongly 

agree". Likert scale was used to examine how smart technology services influence guests' 

attitudes. An ordinal rating scale was also used to measure guests' satisfaction level.  

The questionnaire comprises of four sections. The first section of the questionnaire concerns 

the respondents' experience and feeling about smart technology services in the hotel. (Question 

6) Six measure items (such as self-check-in (mobile or face ID), robot service, VR video room

type, hotel app for guiding, ordering, E-housekeeping service, smartphone/ iPad to control all

room amenities and mobile app instead of room key) about smart technology application were

adopted from Chun et al., (2019) and Kabadayi et al. (2019). The second section of the

questionnaire measures respondents’ preferences of different smart technology service in

hotels. (Q9) The five measure items (such as convenient, personalized, time-saving and relax)

about the perception of smart technology service were adopted from Kim and Han (2020). The

third section asks about respondents' attitude (Q10-13) and satisfaction (Q14-18) with smart

technology services in the hotel. Questions were derived from Chou, Horng, Liu and Lin

(2020); Wu and Cheung (2018). The questions about satisfaction with smart technology

services were adopted from the study of Dagger Sweeney and Johnson (2007); Khan et al.

(2015) and Li, Lu, Hou, Cui and Darbandi (2021). The final section (Q19-21) collects the

respondents' basic demographic information, including gender, age and educational level.

4. Results

Profile of Respondents 

In a total of 160 respondents, 91 (56.9%) were men, 66 (41.3) were women, and 3 (1.9) 

respondents prefer not to say. The majority of respondents (43.8% and 26.3% were between 

20-24 and 25-29 years old, while 5.6% were 35-39 and 40-44 years old; 7.5% were 30- 34

years old; 5% were 45-49 and 55-59 years old. Only 2.5% were 55-59 years old, and 1.9% were

60-64 years old.

The result of respondents’ education level showed that 51 (31.9%) of them had bachelor degree 

qualification, 45 (28.1%) had associate degree/diploma/higher diploma qualification, 39 (24.4 

%) had high school qualification, 12 (7.5%) had a primary school qualification and 7 (4.4%) 

had master degree qualification. (As shown in Table 1) 
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Crosstabulation was conducted to analyse the relationship between the understanding of smart 
hotel and the educational level of respondents. In Table 2, a positive relationship between the 
understanding of smart hotel and the educational level of respondents can be found. 
Respondents are higher education level, such as associate degree, bachelor degree and the 
master degree, the higher understanding of the smart hotel. The lower education level of 
respondents, such as high school, primary school and did not attend school, the lower 
understanding of the smart hotel  

Most respondents rating question four about the performance of the smart technology service 
in a hotel. The mean is between a neutral (3 scores) and very good (4 scores). The lower mean 
of the score is 3.6, and the highest is 4. The mean of respondents of master’s degree’ is 4; the 
second group is bachelor’s degree is 3.94. Respondents with primary school educational level 
rates performance of the smart technology service less favorably which is a 3.6 (as shown in 
Table 3).  
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Crosstabulation and Chi-square were also used to analyse the preferences of self-service 

/personal service with educational level respondents. Respondents with a higher educational 

level (96%) prefer self-service in the hotel, whereas respondents with a lower educational 

level (16%) prefer personal service. That means there is a significant difference between self-

service /personal service preferences with educational level and the p-value (.017) <.05 (as 

shown in Table 4). 

 

 
 

In terms of smart technology application, the six measurable items (e.g.  self-check-in (mobile 

or face ID), robot service, VR video room type, hotel app for guiding, ordering, E-housekeeping 

service, smartphone/ iPad to control all room amenities and mobile app instead of room key) 

and frequency table analyse respondents’ three preferred technology applications. The three 

popular technology were self-check-in (mobile or face ID) (42.5%), robot service (21.3%), and 

smartphone/ iPad to control all room mentalities (19.4%) (as shown in Table 5). 
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In terms of the challenges encountered by respondents when using technology services at 

hotels, the most selected challenges were service failures issues (65.6%), privacy issues 

(56.9%), many options or setting (31.9%), hard to achieve individual and collective preferences 

at the same time (22.5%) and fewer interactions with staff (21.3%) (as show in Table 6).  

 

 
 

By using Linear Regression, there is a significant difference between smart service failure and 

guest's satisfaction. The factor of smart service failure’s p-value (.040) <.05 (as shown in Table 

7). 
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About the guests’ attitudes on the benefits of smart technology application (such as convenient, 

personalized, time-saving and relax), the majority of respondents agree smart technology 

application are convenience, personalization, save time (all three factors are 43.1%) and 

relaxation (38.1%). In terms of safety from the smart technology application, 35% of 

respondents disagree which can be delivered by smart technology (as shown in Table 8).  
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By using the linear regression analysis, there is a significant difference between guests’ attitude 

and smart technology application benefits. The factors of convenience and safety is a 

significant difference and p-value (.001 and .000) < .05. (as shown in Table 9). Besides, about 

the difference between educational level and guests’ attitudes. There is a significant difference 

and p-value (.000) < .05. (as shown in Table 10).  
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Satisfaction towards Smart Services between Different Education Groups 

 

ANOVA with Scheffe Post Hoc Test was used to compare the mean differences between guests’ 

satisfaction and different educational level. Table 11 and 12 shows that there is a significant 

difference (i.e., p-value=.000 < .05) between guests ‘satisfaction and higher, lower education 

level respondents. Respondents graduated from high school, associate degree/diploma/higher 

diploma, bachelor degree and master degree satisfaction level of smart technology have a 

significantly higher satisfaction (i.e. mean= 3.69, 4.00, 3.86, 4.29 respectively) towards 

comparing to respondent with lower educational level (i.e. mean=2.75). 
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Satisfaction towards Smart Services between Different Age Groups 

 

In order to determine the significant differences between different ages group of respondents, 

one way-ANOVA were conducted. No significant difference (p-value >.05) between guests’ 

satisfaction and different age groups were found. 

 

The Relationship between Satisfaction towards Smart Service and Future Intention to 

Use Smart Service at Hotels  

 

By using the linear regression analysis, significant difference between customers satisfaction 

and their future intention to use smart service was found with the standardized coefficients Beta 

of satisfaction on the future use of smart service is positive (.418) and the p-value <.05 (as 

shown in Table 13). It shows that the guests’ satisfaction level towards smart services in a hotel 

is positively related to their future intention to use smart service. 

 

 
 

 
5. Discussion and Conclusion 

 

Discussion 

When comparing to lower educated respondents, higher educationed respondents understand 

the smart hotel better; much more satisfied with the smart service in the hotel and prefer self-

service rather than personal service. The lower educationed respondents (i.e., primary school 

and part of high school level) do not understand smart hotel; less satisfied with smart service 

and prefer personal service more than self-service. The result was consistent with the study 

from Langeared et al., 1981 that younger and higher educationed guests prefer self-service. The 

younger guests were grown up in the internet and portable digital technology world; they 

affected by the internet, smartphone, computers. Also, they have an interest in smart products 

and service. The higher educated guests have cognition of smart products and easy to use those 

new smart service; they are open and willing to try new things. Therefore, the younger and 

higher educated guests prefer self-service.  

 

There is no doubt that the rapid development of smart technology can reduce time of service, 

increase the speed of service and reduce the labour cost. As shown in Table 1, higher satisfied 

respondents were influenced by the speed of the smart service. Besides, respondents reckon 

smart technology was convenient, personalized, time-saving, relax. However, safety is an issue 

for concern. The privacy and service failures issues are the challenges when respondents using 

technology services at hotels.  

 

Guests’ attitude and the benefits of smart technology which is consistent with the findings from 

Weijters et al. (2007) where higher educationed respondents had a significant effect on SST 

attitudes. A higher educationed respondents reckon the faster speed of service, the more 

convenient, personalized the smart technology can achieve their needs and wants. The higher 

the respondents' attitude will be because they are confident and learn how to use it. A 
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personalized smart technology can provide supreme service to guests and change their views 

on smart technology and recognize its development. Therefore, they are confident and willing 

to revisit and advise others next time. It concludes that smart technology advantages influenced 

guests' attitudes. 

 

The result shows that there is a significant difference between smart service failure and guest's 

satisfaction. It is consistent with the study from Kabadayi et al. (2019) that challenges (such as 

data privacy issues, smart service failure, hard to achieve individual and collective preferences 

at the same time, too many options and less interaction with staff) reckoned by respondents. 

The smart service failure will affect guests' satisfaction and experience in a hotel. It concluded 

that there has a relationship between guests' satisfaction and smart technology services in a 

hotel. Every touchpoint will influence guests' first impression and feeling about the hotel, so 

when there is a problem with the smart technology, guests' satisfaction will be affected. As a 

result, guests desire for the hotel's image and their intention of revisit will also be reduced. The 

hotel should maintain the smart technology regularly and provide a standard guideline to reduce 

smart service failure. 

 

The finding found out respondents preferred self-check-in (mobile or face ID), robot service, 

and smartphone/ iPad to control all room amenities. The result is not consistent with the study 

from Chun et al. (2019) that respondents reckon the attractive attribute includes E-

housekeeping and smartphone/ iPad to control all room amenities. The indifferent attributes 

include a smartphone as room key usage, self-service, robot service and VR video room type. 

Under the current situation “COVID-19”, online or self-check-in and robot service can decline 

the social distance and reduce the risk of interacting with staff to infect COVID-19. There is 

the reason why respondents prefer self-service and technology rather than E-housekeeping and 

VR video room type services. 

 

The pandemic influences guests' awareness of safety and crucial social distance and prefers to 

use self-service rather than smartphones/ iPad to control all room amenities. It is an important 

factor for a smart hotel to concern about in the future. It concluded that smart technology 

service can affect guests’ preferences; the multi-functions of smart technology can enhance 

their attractiveness and degree of preferences. 

 

Satisfaction Level and Demographic Variables 

Higher educationed respondents are significantly different from lower educationed respondents 

in terms of their satisfaction towards smart services in hotels. It is consistent with the result 

from Kucukusta et al., 2014, that higher education peoples have a positive perception and 

satisfaction with SST. Therefore, educational level was a factor influencing guests’ satisfaction 

with smart service. According to guests’ needs, the hotels should provide high-quality service 

and proactively enhance their satisfaction.  

 

In terms of age and satisfaction level towards smart service, no relationship can be established. 

Which is not consistent with the findings from Kucukusta et al., 2014. They found out older 

people have a lower SST satisfaction. Possibly this research only covers small sample size from 

elderly group which affects the significance of the test.  

 

Satisfaction Level and The Future Intention of Use Smart Service 

The higher satisfaction level was a factor influencing guests’ future intention to use smart 

service and stay in a smart hotel, consistent with the study from Wu and Tsai et al. (2006). 

Satisfaction can deliver by tangible and intangible products and service. Also, the high quality, 
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truthy and “WOW” hotel experience can enhance guest’s satisfaction (Teng, 2011). The higher 

satisfaction of guests, the higher loyalty will be because they enjoy the best experience in the 

hotel.  The hotel also provides a good image and word-of-mouth to guests. Therefore, they 

willing to revisit the high-quality service. Customers are willing to use kiosk service again if 

they feel satisfied (Hong and Slevitch, 2018). The study from Wu, Tsai, Chen and Wu (2006) 

shows a positive relationship between continued use and satisfaction. Therefore, the 

satisfaction level is related to the intention of using smart technology. 

Conclusion 

Smart technology applications have become popular and essential for the tourism industry. The 

study strongly suggests that technology integration and adoption into hospitality operations will 

likely be integral soon (Gursoy and Chi, 2020). Day by day, guests rely on the internet and 

smartphones. There is no doubt that the hotel should introduce innovative technology 

continuously (Chun et al., 2019). Respondents with higher education level understand better 

about what smart hotel is. They tend to be more positive towards smart technology service, and 

higher intention to choose a smart hotel in the future. 

Smart technology services can influence guests’ attitudes, such as the useful and strong smart 

technology service can influence guests to recommend their friends and family. There was a 

positive relationship between guests’ satisfaction and smart technology services in the hotel. 

Also, the guests’ preferences can be affected by smart technology services. 

The findings of this study are essential to bring a new format to the industry and find out guests’ 

perceptions towards adoption of smart technology in Hong Kong hotels, such as guests’ 

attitude, satisfaction level and preferences for smart technology service. The hospitality 

industry can, according to the guests’ needs and wants, provide a suitable, supreme service, 

products and experience to them. The study result how that Hong Kong hotels have the 

possibility and potential to adopt more technology applications. Besides, the study finding can 

boost and help Hong Kong hotels transform or adjust to the rapid technological era changes. 

Limitation 

This study does have limitations. The overall sample size of 160 and the sample size of some 

demographic groups are small limit the generalization of this study results. In this study, the 

simple majority size is 20-24,24-29 ages of the group, and 35 above’s respondents are less than 

ten people. However, under the COVID-19 situation, it is rather difficult to find business 

travellers for the interviews. Nevertheless, the COVID-19 brings out a new trend of staycation 

in the hometown which explains the dominant portion of sample is from generation Y and Z. 

In view of this, the research could cover more respondents from middle-age and elderly guests 

after the COVID-19 so as to provide a holistic view for the local hospitality industry. 

Appendix 

Section I: Guests’ Profile 

This section asks about your experience to the smart hotel 

1. Do you know what is smart hotel?  YES, NO

Smart Hotel is a practical business model and adapt new information and

communication technologies in the hospitality business, such as guests 
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receive iPod touch at check-in, mobile phone as room keys or cards, guests 

are greeted by virtual receptionist (Jaremen et al., 2016) 

A smart hotel was described as hotel which embraces the various state-of-

the-art technologies to provide customers with unconventional and more 

technology-oriented experiences (Dalgic &Birdir, 2020) 

2. In the last 5 years, have you stayed in any smart hotels (Hong Kong or other countries)?

If yes, how many times have you stayed in smart hotels?

 Yes, 1-3times, (If yes, please move to question 3)

 Yes, 4-6 Times

 Yes, 7 times or above

 No, (If no, please skip to question 5)



3. If yes, how satisfied were you with the smart technology services experiences at the

hotels you have stayed? Or you just want to refer to the ‘latest service experiences’?

Extremely dissatisfied 1 2 3 4 5 6 7 8 9 10 extremely Satisfied 

4. Considering you experience, how would you rate the smart technology services at the

hotel?  (“1” = extremely terrible and “5” = extremely good)

Extremely terrible 1 2 3 4 5 Extremely good 

5. In between ‘self-services’ and staff services’, which one would you prefer when staying

in a hotel?

 self-services

 staff services

6. Imagine you will stay in a hotel soon, please choose THREE most preferred technology

application where 1 represents ‘the most preferred’.

 Self-check-in& out (mobile app/Face)

 Robot service (luggage delivery, etc.)

 VR video room type choosing

 Hotel app (guiding, ordering, searching, etc.)

 E-housekeeping service,

 Though smart phone/iPad to control all room amenities (lights, TV, curtain,

temperature, etc.)

 Mobile app instead of room key

7. How likely will you use smart technology services, e.g., self- check-in counter, robot

service at the hotel in the future where 1 represents “absolutely impossible” and

5 represents “very likely”

Absolutely impossible 1 2 3 4 5 Very likely 
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8. Please tell us any challenges you think will happen when you used the smart  

            technologies in the hotels 

 

1. Concerns about privacy issues (the data share with service providers)  

2. Smart services failures (face recognition problem, the data on service may lost) 

3. Hard to achieve individual and collective preferences in the same times 

4. Too many options or setting (feel confusing/ annoying)  

5. Less interactions with staff 

6. Others: 

 

Section II: Guests’ perception 

 

This section asks about your perception of smart technology service in following benefits 

 

Please rate your level of agreement towards the following benefits of using smart 

technology applications in a hotel 

 
9. I perceive smart technology application has the following 

benefits: 
Strongly Disagree--------------------Strongly Agree 

a) Convenience 1 2 3 4 5 

b) Personalization  1 2 3 4 5 

c) Safety 1 2 3 4 5 

d) Save time 1 2 3 4 5 

e) relaxation 1 2 3 4 5 

 

Section III:  Guest’s attitude and satisfaction 

 

This section asks about your attitude and satisfaction to smart technology service in 

hotel 

 
Guest’s attitude Strongly Disagree--------------------Strongly Agree 

10. I think the smart technology services in the hotel is useful. 1 2 3 4 5 

11. I identify strongly with the smart technology provided by 

smart hotel.  

1 2 3 4 5 

12. I will recommend my friends to choose the hotel with 

smart technology services   

1 2 3 4 5 

13. If possible, I will prefer to stay in smart hotels in the 
future 

     

 
Guest’s satisfaction Strongly Disagree--------------------Strongly Agree 

14. I am satisfied with smart hotel. 1 2 3 4 5 

15. I feel good about coming to smart hotel for my staycation 

experiences 

1 2 3 4 5 

16. I feel satisfied that smart hotel produces the best smart 

service that can be achieved for me 

1 2 3 4 5 

17. The speed of service delivery in smart hotel is 

satisfactory. 

1 2 3 4 5 

18. Smart technology service is easy to use, and users 

friendly. 

1 2 3 4 5 
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Section IV: Guests’ demographic information 

 

This section asks about your demographic and educational level of respondents   
 
19. What is your age?   

15-19  20-24 
25-29  30-34 
35-39  40-44 
45-49  50-54 
55-59  60-64 
65 above 
 

20. What is your gender?   
Male   Female 
 

21. What is the highest level of education you have completed? 
 
 Did not attend school 
 Primary school 
 High school 
 Associate Degree/Diploma/ Higher Diploma,  
 Bachelor’s degree,  
 Master’s degree 
 Prefer not to say 

Thank you for your time 
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This paper explores the lived experiences of five (5) F&B workers who continued to work in 

Los Baños, Laguna and faced the challenges posed by the COVID-19 pandemic. They observed 

health and safety measures and performed day-to-day operations, marketing, human resources, 

and cost-saving strategies after the announcement of Enhanced Community Quarantine 

throughout Luzon. This study contributes to the literature on hospitality crisis and disaster 

resilience on food and beverage establishment workers by providing micro-level adaptation 

strategies. 

In-depth interviews and Facebook conversations were used to gather data from the five 

participants (three males and two females). Following coding and transcription, the interview 

data were organized and structured in a thematically manually. Narratives were analyzed 

utilizing of interpretative phenomenological analysis. 

The results of this study indicated that F&B workers are facing challenges and has impacted 

their daily lives. These are initial reaction (uncomfortable, fear and sad), personal problem (a 

worry for the family and on family income), announcement (transportation, survival), and 

restaurant problem (sales, revenue, expenses and supplies). While the result also showed how 

F&B workers are coping with new working conditions as a result of the COVID-19 pandemic 

in terms of adjustments/learnings (work condition, policy, protocols and general adjustment), 

realization (self-improvement, safety and health consciousness) and inspiration/motivation 

(family). Finally, based on the major challenges addressed and the impact of the findings, 

recommendations were proposed. 
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Abstract: 

This paper explores the lived experiences of five (5) food and beverage workers who continued 

to work in Los Baños, Laguna and faced the challenges posed by the COVID-19 pandemic. 

They observed health and safety measures and performed day-to-day operations, marketing, 

human resources, and cost-saving strategies after the announcement of Enhanced Community 

Quarantine all throughout Luzon. This study contributes to the literature on hospitality crisis 

and disaster resilience on food and beverage establishment workers by providing micro-level 

adaptation strategies. 

Keywords: COVID-19, Challenges, Experience, Learnings, Phenomenological 

1. Introduction

There is no doubt that the hospitality industry was among the hardest hit by COVID-19, as part 

of the desperate attempt to curb the spread of the virus, with the company shrieking to a stop 

in mid-March. Restaurants are the country's fourth-largest employer, offering more than 2.3 

million workers, accounting for 9% of the Filipino workforce. It was predicted that one in five 

restaurants may close because of the pandemic. While independent restaurants have been hit 

much harder, chains are not immune. Restaurant chains often rely on independent owner-

operators to run restaurants, and these franchises often do not have the same strong financial 

resources of the brands they represent. Some chains have already filed for bankruptcy 

protection or closed all restaurants (Kaufman, Goldberg & Avery 2020). Equally relevant, 

restaurants are the core of everyday life's fabric, a meeting place to celebrate and/or 

communicate. The purpose of this phenomenological study is to describe the experience of 

workers food and establishments amidst the COVID-19 pandemic in Los Baños Laguna. 

Moreover, this study will help understand the significant effect of the COVID-19 pandemic on 

the restaurant industry according to the perception of the food and beverage restaurant 

managers and crew focusing on the challenges and strategies employed. 

2. Literature Review

COVID-19 Situation 
Before the COVID-19 pandemic, food and beverage services have been all about dining and 
drinking experiences combined with the soothing, relaxing service setting provided by the 
establishment. But upon the lockdown and other limitation on mobility set by the government, 
industries together with the food and beverage establishments closed down. After running for 
almost 3 months, Ben Hassen et.al., (2020) enumerated the effects it brought in the industry. 
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This includes logistics interruption, disruptions in supply chains and limited access to markets 
for selling products.  
 
Economically, the bar and restaurant sector witnessed a 58% drop in revenue from March to 
May 2020 (De Freitas & Stedefeldt, 2020). For the economy to rebound business owners will 
have to deal with recovering customers and paying new debts. By May 28, the labelled as one 
of the strictest and longest lockdowns enforced in Southeast Asia was lifted (Dancel, 2020). 
This gives way for most establishments to slowly go back into running their businesses and 
start from scratch in welcoming the new normal, this is the same with the food and beverage 
industry.  

 

Challenges Encountered during the COVID-19 Pandemic 
COVID-19 generated a major crisis for hospitality businesses, such as hotels, restaurants, or 
bars. The restaurant industry has faced severe challenges during the pandemic, including sharp 
declines in revenue and tremendous labour losses as well as some permanent closures while 
Telukdarie et al., (2020) mentioned operations, safety, supply chain, training, emergency 
responses, awareness, incident management, recreating business models, digitalization and 
other unanticipated impacts. This has indirectly affected and compromised the ability of 
agricultural companies, traders, food manufacturers, distributors and retailers in the food chains 
to develop their businesses within the normal range, threatening the survival of these companies 
and putting at risk the maintenance of food systems (FAO, 2020a). The forecast of the future 
of restaurants is catastrophic, in that experts estimated that over half of restaurants could not 
survive (Severson & Yaffe-Bellany, 2020). Therefore, a strategic move to maintain consumer 
demand in the crisis is critically important (Sigala, 2020). 
 
Even before the pandemic, the restaurant sector deals with known and unknown hazards on 
daily basis in terms of the risk posed by foodborne diseases (FBD), but with the pandemic 
outbreak, this risk has doubled. In addition to this, the three-month duration of the whole 
lockdown period resulted in more people being comfortable in eating home-cooked meals, one, 
due to financial crisis, and two, due to preventive health measures. Grocery shopping also 
observed a surge of up to five times higher in demands compared to the past year (Oliveri, 
2020). Concerned with the opening of the establishments, the customers and employees are 
both optimistic and pessimistic (Madeira et.al., 2020).  

 

Coping Strategies during the COVID-19 Pandemic 
The recovery stage is occurring alongside the absorption stage and also will be extended as the 
next one. The pandemic provokes a shock to 'the commercial restaurant system', thereby 
triggering a chain reaction of negative events in other systems and subsystems that make up 
the path from farm to table. Uncertainty is inherent to this stage of resilience.  
 
To retain the high quality of service employed from the before normal, they still try to showcase 
it even in the difficult time of the pandemic. One of them employed the strategies of writing 
encouraging messages to their guest and putting them in the delivery bags. Some rolled out 
food kit delivery services where customers can prepare the restaurant menus at the comforts of 
their own home (Choo, 2020). Another restaurant planned to launch a cloud kitchen while the 
other decided to have a strong social media presence (Chai, 2020). Collaboration with other 
restaurants and even third-party service partners are also considered by some of the resulting 
wider coverage of customers. Some restaurants have pivoted to takeout and delivery, but for 
many, that’s not a strategy that can sustain them. To continue their operation, one of the restaurants 
from the study by (Talyor, 2020) mentioned how they continued to offer takeaway and delivery 
only.  
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On the other hand, in terms of operations, restaurant owners and employees had to adopt safe 
practices that they previously believed were impossible to implement. Moreover, employees 

who were not usually included in food safety training began to learn about hygiene and 
sanitation and had to put that knowledge into practice. A necessary behavioural change is taking 
place. Pertinent adjustments of training to social context determine the process of learning and 
implementing safe practices. 

3. Methodology

The research utilized a qualitative design, specifically phenomenological analysis which was 
described as a strategy of inquiry in which the researcher identifies the essence of human 
experiences about a phenomenon as described by participants (Creswell, 2013), to collect 

descriptive data from the people’s own words and behaviour (Taylor, Bogdan, & DeVault, 
2015). The qualitative analysis paradigm that has been followed is nature, using, as described 
later in the chapter, semi-structured interviews. It would have been impossible to make a 
quantitative evaluation of this study because it is based on the perception of people and cannot 

be scientifically measured. Phenomenology is a qualitative research approach that is uniquely 
positioned to support this study. However, as an approach for engaging in hospitality industry 
research, phenomenology does not have a strong following. 

4. Results

A total of 5 participants were asked to participate in an interview that was conducted through 
phone and video call. A structured interview questionnaire was designed to achieve the 
different objectives of the study. Figure 1 presents the major themes that emerged from the 
responses of the participants. This shows how participants, who worked during the lockdown 

period in the province, adjusted from their initial reaction to the difficulties they encountered 
both personal and work-related, to the strategies they adopted, their realization and self-
learnings and to what motivates them to keep ongoing. 

Figure 1. Themes Emerged from Responses 

5. Discussion and Conclusion

The results of the study presented that most of the participants were afraid to stop working and 
wonder how they are going to provide for their family. Siddiqi (2020) explained how most 
restaurant employees are working on hourly paycheck become one of the most vulnerable 

workforce affected by the pandemic. Moreover, since most of this workforce are living pay 
check to paycheck, they have little to no savings at all. This is the common fear that the workers 
of food and beverage establishments had experience as soon as the lockdown was implemented 

in the province. 
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However, those that were not laid off were also having problems on their own. Esmael (2020) 

mentioned how the national government decided to impose a total ban on all forms of public 

transportation starting March 17 resulting in transportation difficulties. One of them stated, “the 

most challenging [is] the transportation.” Another one stated, “It is very difficult since there 

is no public transportation. There are no fares provided for the crews, no transportation, we 

are the one to take care of that.” It is unlike other front-liners that the government aided with 

assistance for travel, workers of the food and beverage establishments have to take it in their 

own hands-on how to their job.  

The challenges encountered by food and beverage establishment workers does not only stop 

there. Because aside from their problems, they also experienced struggles in the workplace. 

After the 2 months imposed lockdown and the establishments were allowed to start their 

operations, they find difficulties in meeting their target revenue. Ben Hassen et.al., (2020) 

mentioned the anxiety and fear of people to the virus led to these changes in food behaviour 

and consumption. But aside from this, the people’s purchasing power impacts these as well, as 

some suffered from unemployment and some low income. In addition to this is the high 

expenses in running the business.  One stated, “And since there are no dine-in and events, there 

is only a small amount of sales coming into our company, then the cost of the establishment to 

operate every single day is higher due to expenses like salary and electricity that might result 

in bankruptcy if we continue with that strategy.” Since people were still scared to dine in, they 

were below their daily targets. However, these restaurants cannot continue their operation while 

running on red. That’s why most of the restaurants had to lay off managers and crews.  

To continue their operation, the restaurant management and its employees had to adjust many 

of their practices. One of the great adjustments is the decreased number of employees inside 

the restaurant. Lund et.al., (2020) explained that this was caused by reduced customer influx 

and the restrictions implemented by the government to control the spread of the virus. 

According to the responses of the participants, it was done by adjusting their schedule so that 

no one will be unemployed from their workforce. For some restaurants, they would work for 

three days a week while other restaurant managers asked their employees who are willing to 

work and get them scheduled in their shifts. This is similar to the case of Moo Creamery 

mentioned in the study by Norris et.al., (2021) where it shifted its operating schedule to 

minimize the number of employees in the restaurant at one time. On the other hand, in terms 

of their operations, they adjusted on menu and health protocols. Aside from the usual food 

safety practices, they also had to implement health protocols on constant temperature check, 

wearing masks, and face shields. Moreover, if they want to start accepting diners, there’s the 

need to apply social distancing protocols for diners. Some restaurants had to re-think and adjust 

their menu. In a study conducted by Kaufman et.al., (2020) their respondents expressed how 

restaurants that are mainly reliant on dine-in customers, are not prepared for the sudden change. 

If they are going to consider delivery, some of their menus are not delivery friendly. For some, 

the problem lies with the third-party delivery services that would take at least 30% of their 

revenue. While Norris et.al., (2021) mentioned few restaurants that would drop menu items 

that would not go well when delivered. An example of this is the French fries as a side of burger 

meals. Since fries would easily lose their crispiness, they opted to remove it from the package 

meal. This is to ensure that the food experience would still meet the customer expectations 

(Waxman, 2020). On the responses of the participants, one of them mentioned how they had to 

change everything in their menu from their appetizers up to the main course. Learning that they 

can’t receive the same amount of orders as before, they cut down menu offerings to avoid food 

spoilage and at the same time control inventory and stocks. 
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Despite these difficulties encountered, the participants still gained knowledge and learnings 

during the pandemic. They realized the importance of being prepared and adherence to safety 

procedures. As they experienced 3 months of no income, they have to rely upon the supplies 

coming from the government. One of their important realizations was the importance of savings 

and moderation on spending. Others also realized that relying on one job is not enough. One 

stated that “You need to have another source of your income. If you can get a side-line (extra 

job) online, do it.”  

Lastly, due to the Filipino values of resilience and religiosity, they tend to resort to optimism, 

motivation and dependence on divine intervention. This is a fact that Filipinos are resilient and 

tends to gain optimism regardless of the COVID-19 situation. In the article written by Calleja 

(2020), two factors that served as anchors of strength for Filipinos during these hard times are 

music and faith. Music serves as their comfort, and their distraction to sadness, loss of a loved 

one and unemployment while faith helps in washing away their tears of grief and anxiety. The 

results of the interview with the participants present this. One of them mentioned one of the 

famous quotes during these times, “Pandemic ka lang, Filipino ako” (You are just a pandemic, 

I am a Filipino). This implies that Filipinos are strong. Their mentality and drive to continue 

living are strong whatever adversities they encounter in life. They believed in the guidance of 

God in their work, their safety, and their family. “… the pandemic will not stop whatever we 

dream in life. So don’t lose hope because there is a God who is watching and guiding us.” 

Conclusion 

Through this study, it allows the researchers to further understand the experiences of workers 

of food and beverage establishments during the COVID-19 Pandemic. Both employees and 

restaurant management experienced different problems amidst the pandemic. For employees, 

they experience problems identifying how to provide food and needs for the family, how to go 

to work and how to stay safe. During the operation, they encountered problems on how to 

increase sales, how to dispose of their supplies, and how to get their supplies. Moreover, they 

reported the coping strategies that the employees and restaurants have to implement. This 

includes the enhancement of menu, scheduling, operations, and adjustments on health and 

safety protocols during service. Despite this, Filipinos remain resilient and strong-minded. 

They believed that they can overcome the challenge posed by the COVID-19 pandemic and are 

motivated to build back a better new normal for safer, fairer and more sustainable life. 
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Abstract: 

The Pierre Herme Lounge, with the title “the Picasso of the dessert world”, provides 

artistically gorgeous desserts to customers, winning over millions of people’s stomachs all over 

the world. Using the mystery shopper methodology, the study aims to measure the service 

quality and the customer satisfaction and how to improve them in accordance to the future 

trend. The study is finished simply by a qualitative methodology, the further research like more 

accurate quantitative analysis can be conducted. 

Key words: Customer, Customer satisfaction, Customer expectation, Mystery shopper 

Literature review 

1. Customer

Regarding the definition of customers, ISO (International Standards Organization) considers

customers to be organizations or individuals that receive products (or services). Philip Kotler,

the father of modern marketing, believes that customers refer to those who have specific needs

or desires and are willing to meet such needs or desires through exchange (Philip Kotler, 1999).

This is currently the most widely used definition, but to some extent, there are other

understandings of the consumer definition. From the perspective of usage, consumers are

defined as people who use and pay for products or services (Ted Johns, 2000). Consumers

include external consumers and internal consumers. Internal customers are generally composed

of the company's internal employees. In other words, internal customers are actually customer

groups with special identities, including employees, shareholders, and managers (Yao, 2002).

Among them, the relationship between internal customers also includes the broad and narrow

sense. In a narrow sense, internal customers include functional customers, process customers

and conditional customers (Li, 1998). In a broad sense, employees should provide necessary

support from the perspective of providing benefits to the end customer. External customers are

the final consumers, users, beneficiaries or purchasers of the organization. According to the

definition of customers, in this study, customers refer to consumers who obtain products (or

services) outside of the mass catering industry.

2.Customer Satisfaction

Customer Satisfaction is an evaluation formed in the mind of a customer about a product or

service. Customer satisfaction reflects to what extent the company's products or services match

the expectations of customers.

The definition of customer satisfaction has continuously evolved over the past decades. 

Cardozo (1965) introduced "satisfaction" into the field of marketing and specified the scope of 

research as "customer satisfaction,” suggesting that customer satisfaction can effectively 

promote customer buying behavior. Customer satisfaction is a perceived outcome based on 
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experience and evaluation (Hunt, 1977). Customer satisfaction is a psychological state that 

results from the buyer's comparison of the cost of input with the return on the expected outcome, 

and is the result of purchasing and using the product (Churchill & Surprenant, 1982).  

Oliver (1997), a marketing expert, considers satisfaction as a pleasant feeling of customers, 

which includes three different levels of feelings: dissatisfied, satisfied and delighted. He 

proposed the "expectation-performance" model of satisfaction explaining the formation 

process of customer satisfaction, which mainly shows that customers will assess the actual 

performance of the product (or service) based on the actual feeling of the whole consumption 

process, compared with their initial expectations.  

There are 3 stages: 

(1) Before consumption, customers will expect the service based on past experiences.

(2) In the subsequent consumption, customers will perceive the service in person.

(3) After consumption, they will compare the perception with the original expectation. If the

actual performance meets or exceeds the customer's expectation, the customer will be satisfied,

otherwise he/she will be dissatisfied. Many scholars have conducted a lot of empirical tests on

the "expectation-performance model", and most of the research results support this model.

Within the service delivery in the consumption, customer satisfaction can also be affected by

the Peak–End rule, which means the most satisfied or dissatisfied service (the “peaks”) and the

final part of the service provided (the “end”) will heavily affect the satisfaction of the customer.

3.Customer Expectation

Any product has objectivity. As for product quality, there will always be a set of mature

indicators that can be evaluated, and the same is true for service quality. Generally speaking,

customer expectations refer to the level at which customers expect the products or services

provided by the company to meet their needs. The American service management research

portfolio PZB divides customer expectations into appropriate services and desired services

(Parasuraman, A., Berry, LL, & Zeithaml). They believe that the desired service is the highest

service standard expected by customers, but this standard is difficult to achieve because the

psychological needs of consumers will continue to be updated as service standards change,

which is endless. However, in reality, consumers cannot obtain the so-called ideal service, so

they must lower their standards to accept low-level service expectations. This is called proper

service. Oliver (1980) believes that customer expectation is a personal expectation of a

company's products or services before a customer plans to purchase a certain item. Gronroos

(1982) also believes that the quality of service experienced by customers is actually the gap

between customer expectations and reality. These are all subjective characteristics. Customer

expectations are mainly manifested in three aspects: customers' overall expectations of

products or services; customers' expectations of the extent to which products or services meet

their needs; and customers' expectations of product or service reliability. In addition, customer

expectations will also be affected by three types of factors: factors affecting ideal expectations,

factors affecting qualified expectations; factors affecting ideal expectations and qualified

expectations at the same time (Liu, 2018). As there’s always a gap between the expectation and

reality, having a lowest psychological expectation before physically experiencing the reality as

a customer, may also be a stimulus to the satisfaction.
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4.Mystery shopper 

The concept of mystery shopping comes from the United States and first appeared in the 

banking and retail industries to prevent employee theft. Mystery shopping is a form of 

participant observation that uses researchers as customers or potential customers to monitor the 

processes and procedures used in service delivery (Wilson, 1998). In addition, he also proposed 

that mystery shoppers can promote the improvement of service performance in a short period 

of time. A mystery shopper can be defined as a process in which an individual receives training 

or guidance on how to experience and evaluate any customer service process, as a potential or 

real consumer, and then provide detailed and objective feedback in some way (Their consumer 

experience). 

 

Methodology  

 

We will use the mystery customer survey method to investigate the quality of service of a 

product by imitating the behavior and language of consumers, including service environment, 

service personnel's manners and service performance, professional qualities and emergency 

response capabilities, etc. Of course, mystery shopper needs professional training. In order to 

better understand the scope of service quality, we will use the standard scale of the 

SERVQUAL model (Table 1) to display the evaluation criteria, which is convenient for us to 

evaluate the service level during dining. In addition, the use of the gap model (Table 2) can 

better reflect the gap and comparison between customer expectations and actual services in the 

summary. 

 

Currently, mystery shoppers are most often used in restaurants, hotels, and retail businesses, to 

understand the sales or service environment, service attitude, business quality and skills of 

service personnel in various types of industries. This method is considered an effective means 

of assessing service quality and is recognized by managers, and is often used to test their own 

terms of service, to understand the communication skills of employees, and to improve the 

performance of employees and organizations. Mystery shopper method was not introduced in 

China until the end of the 20th century, and was first used by some multinational chain 

companies. In recent years, the method has been developed rapidly, and some domestic 

researchers have carried out research from different perspectives on the application of the 

method in different industries, such as medical institutions, airports, chain stores, bank outlets, 

catering companies, and star hotels. 

 

Compared with ordinary users, mystery users have the following characteristics:  

 

(1) Mystery: mystery users are like the eyes of managers, recording the real moment of 

service and observing carefully according to the set content;  

(2) Objectivity: mystery users have a neutral attitude, treating the evaluation object 

impartially and recording the service history objectively;  

(3) Standardization: mystery users are strictly trained and use uniform standards to record and 

evaluate the assessment subjects (Lin, 2014). 

 

Compared with traditional surveys, mystery user testing has the following advantages:  

 

(1) objectivity: while traditional surveys evaluate services based on subjective indicators such 

as overall user satisfaction, mystery user testing is an objective evaluation based on real service 

moments and service details; (2) specificity: in traditional surveys, users can only make a 

447



general assessment of services based on their memories afterwards, while in mystery user 

testing, the investigator can make a general assessment of services after receiving the services. 

(3) Professionalism: In traditional surveys, users are limited by their own observation ability

and professional knowledge, so it is difficult to make a detailed, objective and comprehensive

evaluation of the service process, while in mystery user testing, as the investigators are strictly

trained and selected, the implementation of the survey with a high sense of mission and

responsibility, they can accurately grasp the details of the service and feelings from a

professional perspective, so as to make a more professional and effective assessment and

testing (Lin,2014). In this study, we prefer to adopt this method in a simplified way to assess

and evaluate the service quality of Pierre Herme Lounge.

Findings 

Wonderful Experiences During Selection and Waiting Time 

3 identical pieces of menu were delivered separately to 3 of us, as well as an iPad that displayed 

the star products’ pictures. Then, waitress went back to the front desk, providing us a private 

space when selecting our preference rather than continuously promoting and selling products 

to us, which might cause tense and dissatisfied of customers, on the contrary, customers can 

relieve themselves in a quite short period of time and get used to the new environment by 

enjoying the maximum freedom offered by the service suppliers, which can make customers 

feel at home and be well disposed to the brand. 

We had ordered 2 desserts and three drinks after 20 minutes selection, the waitress didn’t show 

any displeasure as opposed to some ordinary restaurant when customers occupying seats for a 

long time without ordering anything.  

Within the 10-minute waiting time, another waitress laid the table for us one by one, as well as 

disinfecting wipes supply, which plays quite an important role especially in the epidemic period. 

Also, it seemed that there was a series of standard procedures when providing the tableware 

for customer, truly showing the professionalism of staffs, such as always standing at the right-

hand side when offering, making sure the regulated distance between folk and spoon, etc. 

What’s more, a group of staffs were preparing food us, like 7-8 people, all wearing standard 

uniform and delicate make-up, managing communicating with customers in different 

languages, such as Mandarin, Cantonese, and English based on customers’ preference. Every 

person had their specific job responsibilities and duties, it seemed that each of them were the 

master in their own field, providing the prestige and high-quality service, which truly conveys 

a sense of humanity, making people feel at home. 

The considerate and thorough service made the 10-minute waiting time full of expectation. 

The artistic-like dessert 

The well-designed desserts and drinks completely grabbed our attention when brought to the 

table, they were quite delicate and mouthwatering, we can’t help opening camera to record this 

gorgeous “artwork”, although the taste wasn’t as incredible as what it looked like, the stunning 

appearance and the whole exclusive service I received let me feel that it’s worth it! 

Considerate service provided by the cashier 

It’s not the end of story, what surprised me most was the service provided on cashier. When 

checking out, three of us decided to pay separately based on our personal ordering, although 

the waitress misunderstood our intention at first, he relied patiently and politely “it might take 
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some time, if you’re not in a hurry, could you please have a seat and wait for a second?” after 

precisely knowing our request. The check bills were printed twice, totally 6 pieces of paper, 

while the staffs didn’t show any dissatisfaction or lack of patience. Staff also clearly explained 

the reason why there is an extra fee (5% tax and 10% service fee). All of us were greatly 

impressed by the fantastic attitude and professional service they delivered then, although it 

truly cost us, we’re all satisfied and appreciated this service experience and the Apollo-style 

service culture!  

Disadvantages and Suggestions 

When we entered the restaurant, we noticed that there was only one waiter at the front desk, 

and she did not show a very warm attitude. This means that unless you specifically plan to go 

to this restaurant, you may be ignored. We believe that a warm reception is necessary. 

There’s also problem on the menu. When searching on the official website on the Pierre Herme 

Lounge, what’s great is the comprehensive menu had been provided, but the bad part is that 

there’s no corresponding price, which might cause some customer with limited budget hesitate 

whether to go or not. Therefore, it is recommended that optimizing the portal website design 

or construction, which can be an opportunity growth for Pierre Herme.  

In addition, we feel that there is an imbalance between the quality of the dishes and the price. 

Although the appearance of desserts attracted us like works of art, as food, the main taste did 

not meet our initial expectations. 

Finally, as a mystery customer, we use the service quality gap model to analyze, so as to guide 

managers to find the root cause of quality problems and find appropriate measures to eliminate 

the gap. Table 2 is an illustration of the service quality gap model. From the figure, we can see 

that the relevant person in the upper half of the model is the customer, and the lower half is the 

service provider. We will discuss the gaps that appear in this experience. 

Gap1: Management's perceived gap in customer service expectations 

This refers to the gap between the management's understanding of customer expectations and 

the customer's service expectations, that is, it is unable to guide customers exactly what they 

want. For customers, the most important thing about desserts is deliciousness, followed by 

appearance and price. We believe that the management should learn more about the needs of 

consumers and focus more on the quality of the dishes in order to meet the expectations of the 

customers. 

Gap 2: Standard Gap 

Standard gap refers to the gap between managers‘ expectations of customers and their 

customized service standards, that is, no suitable service design has been developed. For 

example, Pierre Herme’s menu design does not take into account the feelings of customers, as 

customers have different budgets, not showing the pricing will puzzle the customer whether to 

go or not. 

Gap 3: The service delivery gap 
This gap refers to the gap between the service quality and standards set by the restaurant and 

the actual service that customers receive. That is, the service reception staff of the restaurant 
did not meet the established service standards when providing services. The reasons for this 
phenomenon can be summarized as insufficient staff ability, weak restaurant supervision, or 
the staff believes that the established service standards are unrealistic based on the actual 
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operating conditions of the restaurant. Therefore, restaurants need to reformulate and revise 
service quality standards based on actual conditions. For example, during the low peak period 

of passenger flow, it is allowed to reduce the number of front desk staff and invest more 
manpower for customer service. In addition, restaurants need to strengthen the training of 
employees and increase their awareness of active service. 
 

Gap 5: Perceived the gap 
Perceived gap refers to the gap between customer perception and service quality and 
expectations. It is generally believed that the gap is related to personal preference, and word-

of-mouth communication is related to past experience. At the beginning, we thought that Pierre 
Herme was a very high-end dessert shop, both in terms of taste and appearance, which would 
meet our expectations, but in fact we thought that the taste of desserts was very general and did 

not meet our expectations. 
 

Reflection  
What impressed customer most is not only the quality of the product itself, but also the service 

delivery process as well. People will focus more and more on the quality of service provided 
in the future. The definition for a good restaurant, coffee shop or bar in the future will only be 
stricter, as people demand more than just a delicious meal or a comfortable living experience, 

what they want will be something far beyond their expectation, like a surprise. How to create 
such surprise, one of the best ways is the application of smart technology, like robots, digital 
technology, virtual reality and artificial intelligence, which is also related to the latest 

technology that create exclusive experience that more people will pursue with a higher revenue 
and broader view.  
 
Among the four types of typical smart technology, artificial intelligence seems to be the most 

attractive one, not like robot and digital technology that people originally may be familiar with, 
nor the low possibility of applying virtual technology in the hospitality, especially in the 
restaurant. Therefore, there might be a chance for restaurant to enter into the AI market. 

 
There are several benefits for using AI: 
 

1. Improve efficiency 
The restaurant can monitor customer data and consumption habit, which is beneficial to alter 
the strategic plan of the company in time, as well as the efficiency if properly used.  
 

2．Raise prestige  

Artificial intelligence is a novel thing to the public, the creative application of it can attract 
customers’ attention, if operation well, the reputation of the restaurant will increase in a short 

period of time. 
 
However, there are some problems occurred  

 
1. Customer experiences might be impacted 
 
With the consumption upgrading, the purpose for going to a restaurant will no longer be a place 

merely for eating, what’s more, it builds a bridge for conducting business, as well as the 
emotional communication and exchange between human beings. Therefore, restaurants need 
to alter its role to become an initiator of active interaction, providing communication channels 

and environment. However, customers will face AI which lacks emotional feelings when 
entering restaurants, which might decrease their enthusiasm and satisfaction. 
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2. Limited choice of restaurant enterprises

The advantage of artificial intelligence is strong replication, fast production, this model is more 

suitable for popular dishes, high traffic, and high labor costs of the choice of food enterprises. 

In this way, the restaurant's choice is more limited, and when the novelty has passed or 

intelligent "high technology" restaurants become more commonplace, there will be new 

challenge for the restaurant's operation. 

Recommendations / Suggestions for advancing Smart Technologies   
Let smart restaurants give customers "human touch" experiences. Although robotics can 

provide service accurate and efficient, as well as hygiene can be guaranteed, it lacks the “human 

touch” for customers who are familiar with conventional, human waiters who provide 

considerate service immediately when they obtain the signals of customers’ requirement. 

Nowadays, eating at restaurants is not only aiming to being full, but also a paid experience that 

adds to quality of life. Although the existing technology innovated novel experiences, if more 

considerate and human-friendly services can be provided by artificial intelligence, there will 

be more customers be attracted  
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Abstract: 

The study aims to explore the customer perceptions of service quality, and examine the 

relationships among service quality, customer satisfaction, and behavioural intention in 

staycation. An online questionnaire was designed and the total of 110 local hotel customers 

participated the study. By using the SERVQUAL model, empathy was rated the weakness part 

in service quality from hotel customers’ perspective. Furthermore, only tangible, assurance and 

responsiveness attributes influenced customer satisfaction. Later hotel customers’ satisfaction 

had positively influenced their behavioural intention in staycation. 

Keywords: Staycation, Service quality, Customer satisfaction, Behavioral intention, Local 

hotel customer 

1. Introduction

Due to the Coronavirus disease 2019, the disease deals a heavy blow to the world travel 

industry. In February 2020, the hotel occupancy rate in Hong Kong dropped to 29%, but in the 

coming month the occupancy rate kept increasing, in December 2020, the hotel occupancy rate 

reached 58% (Hong Kong Tourism Board, 2021). In these several months, the new product of 

hotel ‘staycation’ developed, so hotel ‘staycation’ helps Hong Kong hotels industry to survive 

in this tough period (Guo, 2020; The Business Times, 2021).  

‘Staycation’ combines as people stay in their own countries for vacation with at least one 

overnight stay (Duman, et al., 2020). Alexandra et al., (2017, p.389) defined the location of 

staycation accommodation needs “within a 50-mile drive radius of home” so ‘staycation’ is to 

attract local residents. Most of the staycation packages in Hong Kong hotels contain some 

leisure activities (for example meal and spa) and one overnight stay (Sun, 2020), so that hotel 

guests can spend the whole day in the hotel. Based on the definition, Hong Kong people who 

join hotel staycation are having ‘staycation’. 

Recently, hotel guests complained about the service in staycation (Dai deng 4 xiaoshi check in, 

fangjian you chongwu niao zi, zhiyuan bu youshan duidai!, 2020; Gotrip, 2020). Since 

‘staycation’ existed near one year, no study was conducted to find out the hotel guests’ 

perceived service quality. Moreover, during the COVID-19 disease, maintaining the 

satisfactory hotel occupancy and competitiveness is a challenge in the hotel industry. It is 

important to know how the hotel ‘staycation’ gains customer satisfaction and customer 

intention to maintain the customer loyalty as well as the hotel occupancy. 

454



 

Therefore, this study aims to: 1) explore the hotel guests’ perception of service quality in hotel 

‘staycation’, and (2) examine the relationships among service quality, customer satisfaction, 

and behavioral intention.  

 

This study is useful for the hoteliers or managers to know about customer service quality of 

staycation, which part of the service quality needs to pay more attention. Also, this study can 

help students know more about staycation, for example hotel guest’ perceived service quality. 

 

2. Literature Review 

 

2.1 Hotel guests’ perception of the service quality at hotel (staycation) 

Service quality is not a new term, previous studies point out that the service quality is customer 

orientated, the service quality can be examined by the overall guests’ perception (Banki et al., 

2016; Gil et al., 2006; Gilmore & McMullan, 2009). It is more important to know about the 

perceived service quality in hotel staycation. The SEQVAL mode will be used to test the 

perceived service quality in this study, since previous study used the same model to test 

different areas of hotel service quality (Ali et al., 2017; Najafi et al., 2013). 

 

The SERVQUAL model was developed by Parasuraman et al. (1988). This model used five 

dimensions (assurance, reliability, responsiveness, tangibles and empathy) to examine the 

company service quality. Chan (2008), confirmed and agreed with several research 

(Athanassopoulos, 1995; Hussey, 1999; Lam, 1995) that the SERVQUAL model is reliable to 

test the hotel service quality. Najafi et al., (2013) found out that in Fick and Ritchie (1991) 

research, people were more concerned with the service's reliability and assurance in the hotel 

industry. Tsaur et al., (2005) used SERVQUAL model to find out that guests with different 

cultural backgrounds had different focus on the service quality, for example guests with English 

Heritage cultural background were more focused on tangible to evaluate the service quality, 

also individualistic tourists were more focused on the assurance. Grobelna and Marciszewska 

(2013), used the SERVQUAL model, found out that the Hotel in Northern Poland needed to 

improve the employee behaviour first, since hotels were weak in reliability, responsiveness, 

and empathy. 

 

SERVQUAL mode has been adopted to test service quality over a decade, previous study had 

investigated international travelers, however hotel ‘staycation’ is focused on the local people, 

it is interesting to know about do local people focus more on other service quality items. 

 

2.2 The impact of hotel guests’ perception of service quality, customer satisfaction and 

behavioral intention from their perspective 

Customer satisfaction can be defined as a result after the guest interacts with the organization, 

when the customer receives the quality matches with the guest's expectation, the customer will 

be satisfied (Luo & Qu, 2016; Zaibaf et al., 2013). Previous studies in the hospitality industry 

had shown that there was a positive relationship between the service quality and customer 

satisfaction (Kuo et al., 2012; Lee et al., 2018; Luo & Qu, 2016; Marković & Janković, 2013; 

Zaibaf et al., 2013). Padlee et al., (2019) conducted a survey in Malaysia, in 275 surveys, all 

service quality dimensions (employee behaviour, room amenities, physical evidence, food 

quality) affected the customer satisfaction. Also, studies from Kumar and Soni (2020), pointed 

out that compared to tangible, other four dimensions empathy, reliability, responsiveness, and 

assurance had more influence on customer satisfaction in Indian resorts. Studies from Marković 

and Janković (2013), made an interesting finding, reliability, accessibility and tangibles 

influenced more on customer satisfaction, compared to empathy and competence of staff in 
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Croatian hotel industry. Studies from Ali (2015), Kuo et al., (2012), and Padeel et al., (2019) 

also found out that good customer satisfaction created a positive result in behavioural intention. 

Tavitiyaman and Qu (2013, p. 172), defined behavioral intention as “revisit intention and 

recommendation.” Kuo et al., (2012) mentioned that the mediating variable between service 

quality and behavioral intention is customer satisfaction. Padlee et al., (2019) agreed that good 

quality of service can attract customers, because when customers receive a good service, 

customers will be satisfied and create a positive behavior intention. Also, when customers are 

satisfied, they will spread the good things of the hotel to other people, it can also develop a 

positive word of mouth (Ali, 2015). 

So, this study is aims to find out will hotel staycation create the same results and provide 

recommendations on which part of the service quality needs to improve first to maintain the 

customer retention and the occupancy rate. 

3. Methodology

3.1 Research design and sampling method 

Hotel staycation is a new product in the Hong Kong hotel industry and provides a special 

accommodation experience. The target market of hotel ‘staycation’ was the local residents, so 

the target sample of this study was the Hong Kong residents and experienced any hotel 

staycation before. Respondents only chose a hotel as their accommodation, not joining the hotel 

staycation package was not the target sample. Quantitative research used in this study and the 

questionnaire was designed. 112 staycation customers responded to this online survey, and 110 

of the responses were valid. Purposive sampling and snowball sampling used for the data 

collection. 

3.2 Survey instrument development 

The survey was divided into six sections, with a total of 37 questions items. The first section 

contained 1 question asked the respondent did they join any hotel staycation to define the target 

sample. The second section contained 3 questions asked respondents which type of hotel they 

chose for staycation and the amount of money to buy the hotel staycation package and paid for 

extra hotel service. Close-ended questions were created in section one and two. The third 

section contained 22 questions and to ask about respondent perception of service quality during 

the staycation, cited from previous studies (Banki et al., 2016; Parasuraman et al., 1988; Tsuar 

et al., 2005). The fourth section contained 2 questions asked on respondent’s satisfaction on 

hotel staycation, adopted from Kuo et al., (2012) In the fifth section contained 3 questions asked 

the respondent's satisfaction behavioural intention after joining the hotel staycation. These 

items were cited from Banki et al., (2016) and Kuo et al., (2012). From the third to six section, 

used a 5-point Likert scale (from 1= strongly disagree to 5= strongly agree) to ask respondent’s 

perception of service quality, customer satisfaction, and behavioural intention after hotel 

staycation. The last section contained 5 close-ended questions asked on the respondent’s 

demographic characteristics. 

The target sample are Hong Kong people, Chinese question, and English question both 

appeared in this questionnaire. Each language was translated forward and back to ensure the 

meaning was consistency. 
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3.3 Data collection procedure and data analysis 
This study used google questionnaires to design the survey, an online survey was conducted. 

The data collection started on March 19, 2021. The online questionnaire linked had posts on 
social media. Several qualified respondents had been asked to do this online questionnaire first 
and shared to other people who were also the target population. On April 05, 2021, a total 112 
of completed questionnaires were received, 110 sample were valid. This study used SPSS 26 

to analyze the data. Various statistical techniques were applied such as descriptive and multiple 
regression. 

4. Results

4.1 Demographic characteristic of respondents 

Table 1 shows the demographic characteristics of respondents. From the total 110 respondents, 
49% (n=54) were female and 51% (n=56) were male. In terms of age, 5.5% (n=6) were 18 - 20 
years old, 57.3% (n=63) were 21-29 years old, 23.6% (n=26) were 20-26 years old, 12.7% 
(n=14) were 40-49 years old, and 0.9% were over or equal to 60 years old. In terms of highest 

educational level attained, 0.9 % (n=1) had received a Doctor degree, 9.1% (n=10) had received 
a master’s degree, 80.9% (n=89) had received a bachelor’s degree, 8.2% (n=9) had received a 
HD or AD, and 0.9% (n=1) had received a High school diploma. In terms of employment status, 

52.7% (n=58) were full-time employment, 1.8% (n=2) were part-time employment, 0.9% (n=1) 
were home-maker, 43.6% (n=48) were student, and 0.9% (n=1) were retried. In terms of 
monthly income level, 43.6% (n=48) were less than $10,000 monthly income, 30.6% (n=34) 

were $10,000-$30,000 monthly income, and 25.5% (n=28) were higher than $30,000 monthly 
income 

Table 1: Demographic Characteristic 

Characteristics Frequency % 

Gender: Female 54 49 

 Male 56 51 

Age: 18-20 6 5.5 

21-29 63 57.3 

30-39 26 23.6 

40-49 14 12.7 

50-59 0 0 

 ≥ 60 1 0.9 

Education: High school diploma 1 0.9 

 HD/AD 9 8.2 

 Bachelor 89 80.9 

 Master 10 9.1 

 Doctor 1 0.9 

Employment: Full-time 58 52.7 

 Part-time 2 1.8 

 Homemaker 1 0.9 

 Student 48 43.6 

 Retired 1 0.9 

Income (HKD): < $10,000 48 43.6 

 $10,000-$30,000 34 30.6 

> $30,000 28 25.5 
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4.2 Perception of Service quality 

Table 2 presents the importance of service quality in hotel staycation from a hotel guest 

viewpoint. The highest service quality performance in staycation was tangible (Mean = 4.220), 

second is reliability (Mean = 4.178), third is assurance (Mean = 4.113), fourth is responsiveness 

(Mean = 4.111), last is empathy (Mean = 4.023). In tangible, the best performance is about 

neat-appearing staff dress (Ta2, Mean = 4.30), worst performance is clear labeled on the service 

item (Ta4, Mean = 4.09). In reliability, the best performance is about the reservation system is 

easy to use (Ri5, Mean = 4.27), worst performance is in a certain time, the hotel promises to 

do something, it does do (Ri6, Mean = 4.10). In responsiveness, the best performance is about 

hotel staff being polite (Rs10, Mean = 4.27), worst performance is hotel strive for prompt 

service (Rs13, Mean = 4.04). In assurance, the best performance is about hotel guests feeling 

safe in the hotel (As17, Mean = 4.24), worst performance is hotel staff have sufficient 

knowledge to answer customer questions (As15, Mean = 4.05). In empathy, the best 

performance is about hotel staff who will think from the customer's standpoint (Em20, Mean = 

4.24), worst performance is hotel staff can give customers individual attention (Em22, Mean = 

4.10) 

Table 2: Service Quality Perception in staycation 

Service Quality item Grand mean Mean 

Tangible  4.220 

Ta1: Hotel has modern-looking equipment. 4.13 

Ta2: Hotel always keeps clean. 4.30 

Ta3: The dress of the staff is neat appearing. 4.36 

Ta4: During hotel "staycation", every item of the service 
is labeled clearly. 

 4.09 

Reliability  4.178 

Ri5: The reservation system (e.g. telephone, internet, app) 

is easy to use. 

 4.27 

Ri6: When the hotel promises to do something by a certain 

time, it does do. 

 4.10 

Ri7: Hotel provided its services in the staycation package 

is matched with its advertising. 

 4.21 

Ri8: The hotel staff are always willing to help you. 4.19 

Ri9: When you have a problem, the hotel shows a sincere 

interest in solving it. 

 4.12 

Responsiveness  4.111 

Rs10: The hotel staff is polite. 4.27 

Rs11: The hotel staff can tell you exactly when service 

will be delivery. 

 4.05 

Rs12: The hotel staff can solve yours’s problems well and 
rapidly. 

 4.09 

Rs13: Hotel strives for perfect service for you. 4.04 

Assurance  4.113 

As14: The hotel staff give you prompt service. 4.06 

As15: The hotel staff are equipped with adequate 

professional information to answer your question. 

 4.05 

As16: The hotel staff behavioral is professional, they can 

instill confidence in you. 

 4.11 

As17: You feel safe in the hotel. 4.24 

Empathy  4.023 
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Em18: The operating hour of hotel facilities is convenient 

to all its customers. 

 4.06 

Em19: When you have a complaint or feel dissatisfied, the 

hotel staff solve the problems patiently. 

 4.02 

Em20: The hotel staff will think on the customer's 

standpoint. 

 4.12 

Em21: The hotel staff understand your specific needs. 4.08 

Em22: The hotel staff can give individual attention to you.  3.84 

4.3 Service quality on customer satisfaction 

The multiple regression results of service quality on customer satisfaction about respondents 

choose this hotel as the wise choice explained in Table 3. Five variables of service quality 

indicated the regression values on customer satisfaction about respondents chose this hotel as 

the wise choice (R2 = 0.89, Adjusted R2 = 0.88, F-value = 167.80, p < 0.01). The factor of 

tangible was positively significant on the customer satisfaction about the respondent choosing 

this hotel as a wise choice (unstandardized β = 0.27, t-value = 2.55, p < 0.05). Moreover, the 

factor of assurance was also positively significant on the customer satisfaction about the 

respondent choosing this hotel as a wise choice. (unstandardized β = 0.52, t-value = 2.02, p < 

0.05). Other attributes (Reliability, Responsiveness, Empathy) had no impact on customer 

satisfaction.  

Table 3: Regression analysis for service quality affecting customer satisfaction (Wise choice 

to choose this hotel) 

Variable Unstandardized coefficients t-value p-value

B Standard error 

(Constant) -0.23 0.19 -1.16 0.24 

Tangible 0.27 0.10 2.55 0.01* 

Reliability -0.19 0.21 0.87 0.38 

Responsiveness 0.18 0.23 0.75 0.45 

Assurance 0.52 0.25 2.02 0.04* 

Empathy 0.27 0.16 1.70 0.09 

*p<0.05

R2=0.89, Adjusted R2= 0.88, F-value = 167.80, significance = 0.00

The multiple regression results of service quality on customer satisfaction about hotel guests 

have an enjoyable experience explained in Table 4. Five variables of service quality indicated 

the regression values on customer satisfaction about hotel guests have an enjoyable experience 

explained (R2 = 0.91, Adjusted R2 = 0.90, F-value = 212.40, p < 0.01). Only one factor, 

responsiveness was positively significant on the customer satisfaction about the respondent had 

an enjoyable experience in the hotel staycation (unstandardized β = 0.40, t-value = 1.98, p < 

0.05). Other four attributes (Tangible, Reliability, Assurance, Empathy) had no impact on 

customer satisfaction. 
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Table 4: Regression analysis for service quality affecting customer satisfaction (Enjoyable 

experience) 

Variable Unstandardized coefficients t-value p-value

B Standard error 

(Constant) -0.31 0.17 -0.18 0.85 

Tangible 0.01 0.93 0.14 0.86 

Reliability 0.14 0.18 0.74 0.46 

Responsiveness 0.40 0.20 1.98 0.05* 

Assurance 0.36 0.22 1.63 0.10 

Empathy 0.10 0.14 0.71 0.47 

*p<0.05

R2=0.89, Adjusted R2= 0.88, F-value = 167.80, significance = 0.00

4.4 Customer satisfaction on behavioural intention 

The multiple regression results of customer satisfaction on behavioural intention explained in 

Table 5. Two variables of customer satisfaction indicated the regression values on behavioural 

intention (R2 = 0.91, Adjusted R2 = 0.91, F-value = 604.18, p < 0.01). The factor of wise choice 

to choose this hotel was positively significant on behavioural intention (unstandardized β = 

0.52, t-value = 6.36, p < 0.01). Moreover, the factor of enjoyable experience positively 

influenced on behavioural intention (unstandardized β = 0.43, t-value = 5.07, p < 0.01). So, 

there was a positive relationship between customer satisfaction and behavioural intention. 

Table 5: Regression analysis for customer satisfaction affecting behavioural intention. 

Variable Unstandardized coefficients t-value p-value

B Standard error 

(Constant) -0.05 0.12 -4.14 0.68 

CS1: Wise choice to choose this hotel 0.52 0.08 6.36 0.00* 

CS2: Enjoyable experience 0.43 0.08 5.07 0.00* 

*p < 0.01

R2 = 0.91, Adjusted R2 = 0.91, F-value = 604.18, significance = 0.00 

5. Discussion and Conclusion

This study aims to explore the hotel customers’ perception on service quality, and examine the 

relationships among service quality, customer satisfaction, and behavioural intention in 

staycation. The present study shows that empathy and responsiveness are the lowest scores 

from the customer perception of the service quality. This finding is similar to the study of 

Grobelna and Marciszewska (2013), that one of the weaknesses of dimension of Hotel in 

Northern Poland is empathy. To improve the overall service quality, hotels need to improve 

empathy. Study from Shahvali et al., (2016) examined the staff empathy in the hotel and pointed 

out that employees did not have enough empathy skills or when they worked with a negative 

emotion, they will wear a ‘service mask’ (staff only provide service, not an empathic behaviour 

with customers). Training programs can improve those skills, but organization is also an 
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important factor to motivate the staff gain empathy skills.  Studies show that organizations can 

develop a culture of caring, for example, the management team needs to show that they 

understand employee thinking and support them, reduce their negative emotion, employees can 

know customer feelings more accurately, to be more sensitive and pay more attention to the 

customer (Shahvali et al., 2016). 

Next, the result shows that tangible and assurance have a positive relationship with the 

customer satisfaction (wise choice to choose this hotel), which is similar to the study Marković 

and Janković (2013). Tangible is one of the factors influence more on the customer satisfaction. 

However, this contradicted from the Kumar and Soni (2020) study, the intangible factor 

(empathy, reliability, responsiveness, and assurance) has more influence on the customer 

satisfaction. It can be explained due to COVID-19, people are more focused on the hygiene 

factor, so the hotel guests are more concerned about the tangible dimension. Hotels should keep 

their room and environment clean. By doing so, hotels can establish a leaflet to inform hotel 

guests about what cleaning or hygiene work has conducted and build up the customer 

confidence. For the assurance, regular training can be provided to the staff, the staycation 

package in Hong Kong keeps changing, staff may not adapt the changes and are not equipped 

with professional knowledge on the staycation product and service. The hotel Human 

Resources department can develop the performance management frequently. It can make sure 

staff know the detail of the new staycation product, adapt the changes, and maintain the service 

quality. 

Also, the present result shows that responsiveness positively influence to the customer 

satisfaction on having an enjoyable experience. Study from Chand (2010) pointed out that 

Human Resources management practice can improve the employee responsiveness and 

increase customer satisfaction. Studies from Midor and Kučera (2018), pointed out that 

improved the attitude and skills of problem solving can enhance the performance of 

responsiveness. So, Human Resources can provide training to improve employee customer 

service skills. Moreover, people trend to join staycation in holidays. They need to wait a long 

time to check in, so, people will think that the hotel cannot provide a quick and prompt service. 

Hotel can divide the check in time in different section and provide discount for late check in. 

A good customer flow management is to ensure the front-line staff can handle the high capacity 

of customer, so that each customer can enjoy the promote service. 

The finding further indicates that, there is a positive relationship between customer satisfaction 

and behavioural intention, which contains the same result from the previous studies (Lee et al., 

2018; Luo & Qu, 2016; Marković & Raspor, 2013; Zaibaf et al., 2013). Thus, it is important to 

increase the customer satisfaction in the hotel staycation to create a positive behavioral 

intention. The positive behavioural intention influences the hotel guest to revisit their intention 

and recommend to other people. During COVID-19 it is much more important to increase the 

behavioural intention because hotels focused on the local market, not board and international 

market. To maintain the satisfactory of occupancy rate, it is important to increase the customer 

retention rate. Xu et al., (2019) found out that from Ng et al., (2017) and Cantallops and Salvi 

(2014) studies, electronic word of mouth (e-WOM) can influence people's intention to book 

the hotel and affect the hotel financial performance. Hence, positive customer satisfaction can 

influence people to recommend other potential customers and develop a good word of mouth. 

Moreover, the results shows that service quality can influence the customer satisfaction, the 

customer satisfaction also influence behavioural intention which similar to the previous study 

(Ali, 2015; Kuo et al., 2012; Padeel et al., 2019). However only tangible, assurance, 

461



responsiveness influences the customer satisfaction in hotel staycation. Hotels should put more 

resources on the tangible and assurance to enhance the customer satisfaction to let customer 

think this hotel is a wise choice. Also, involve more resources on responsiveness to create a 

more enjoyable experience during staycation and increase customer satisfaction. When the 

customer satisfaction improves, a good behavioural intention will be created. 

To conclude due to the COVID-19, hotels face a very tough time in these two years, it is 

important to increase the service quality, customer satisfaction and create a good behavioural 

intention in hotel guests to survive in this situation. This study employed a SERVQUAL model 

to find out the hotel guests’ perception of the service quality in hotel staycation, empathy is the 

lowest score. Moreover, during the COVID-19 and the new product of hotel staycation, hotel 

guests focus on different service quality dimensions, they are more focused on the tangible 

rather than intangible service quality. 

Limitations and future research 

This study limitations and future research will be suggested. This study is just based on a 

limited sample, it is recommended the future studies can conduct a larger sample and to see 

whether the finding is same or not. Second, Hong Kong hotels are divided into three levels of 

tariff, which is High Tariff A, High Tariff B and medium tariff, people staying in different 

levels of hotel may have different perceptions. Future research can focus on each type of hotel 

tariff to get the insights of each hotel guest segment. 
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Abstract 

Against the background of culture–tourism integration, the protection of culture through 

tourism has become a direction of and guidance for the tourism activation of cultural heritage 

in the new era. This study takes Taierzhuang Ancient City as its research object, collects data 

for 19 evaluation indices reflecting the effects of activation, utilizes the Importance and 

Performance Analysis method to analyze the importance and performance perception of 

tourists, and conducts strength, weakness, opportunity, threat analysis to discuss advantages 

and existing problems to present feasible measures. 

Keywords: Cultural Heritage, IPA Analysis, SWOT Analysis,Tourism Activation 

1. Introduction

1.1 Research meaning 

With a top-level design, the government established the Ministry of Culture and Tourism of 

the People’s Republic of China, which provides an excellent institutional foundation for the 

integration of culture and tourism. The huge tourism market likewise provides a solid social 

and economic foundation for the integration of culture and tourism. How to follow the path of 

cultural tourism integration in the new era, activate cultural heritage through tourism, and 

realize coordinated and sustainable development among the interests of society, the economy, 

and the environment have become important topics. 

With its long history, China has numerous ancient cities. However, only a few such cities 

formed a relatively complete and reasonable tourism activation system, and most are currently 

seeking their own means of tourism activation. Therefore, clarifying the problems in the 

protection of the cultural heritage of ancient cities to evaluate conditions for activation and 

explore cultural resources and activation strategies is essential. Taierzhuang Ancient City is 

located in South Shandong Province, China, and includes 3 kilometers of ancient canals, 15 

kilometers of water streets and lanes, and 10 themed blocks. This ancient city is known as a 

“living fossil of canal culture” and “museum of Chinese residential architecture” and a typical 

representative of an ancient Chinese city. Taking Taierzhuang Ancient City as an example, this 

study discusses the ways and effects of the tourism activation of cultural heritage, identifies 

existing problems, and presents constructive suggestions. 

1.2 Activation mode of Taierzhuang 

With regard to the activation of cultural heritage tourism, Taierzhuang Ancient City established 

a systematic and multilevel activation mode that promotes the development and inheritance of 

467



cultural heritage. This study summarizes the cultural heritage tourism activation methods of 

the ancient city. The cultural heritage activation modes of Taierzhuang Ancient City are 

divided into five types, which are discussed below. 

 
Activation Mode Activation Ideology and Examples 

Immersive Activation Taierzhuang Ancient City protects and restored the ancient city walls, houses, 

wharves, and temples in the scenic areas and completely preserved and 

presents the eight architectural styles of the northern courtyard, Huizhou 

architecture, South Fujian architecture, Lingnan architecture, South 

Shandong folk houses, water town architecture, European architecture, and 

religious architecture, thereby allowing tourists to experience the strong 

historical flavor of the ancient city. 

Protective Activation Taierzhuang Ancient City integrates historical resources, such as ancient 
books, antiques, images, and so on, with scientific and technological methods 

to present such artifacts via static displays in the venue. 

Experience Activation Taierzhuang pays attention to the interaction of tourists with cultural heritage 

in its scenic area planning and tourism product design. A cultural heritage 

theme park, festival activities, and rich, high-quality cultural tourism 

activities were designed for tourists to experience, such as the Luban lock 

and Chinese traditional architectural culture and skills experience hall, Tianqi 

Temple stage, and so on. 

Creative Activation Taierzhuang Ancient City excavates, utilizes, and updates the cultural 

connotation of cultural heritage and creates high-quality cultural tourism 

products to satisfy individualized and diversified aesthetic needs. 

Taierzhuang Ancient City designed five major theme routes and launched a 

series of culture creativity tourism products called “dream gifts.” 

Extended Activation Through industrial and regional expansion, Taierzhuang Ancient City 
promotes cultural heritage activation to create a regional agglomeration 

effect and industrial-scale benefits, prolongs the industrial chain of cultural 

tourism products, vigorously develops "tourism plus", and combines 

education, sports, ecology, and tourism to achieve improved development. 

 

 

2. Literature review 

 

2.1 Cultural heritage tourism 

Theoretical research on cultural heritage tourism had an early beginning and attained 

considerable achievements in foreign academic studies. Moreover, this research stream formed 

a research system including basic theory research, cultural heritage tourism destination 

development status and management experience, authenticity, tourists, and guide interpretation. 

Domestic scholars examined cultural heritage tourism mainly from the perspective of cultural 

heritage tourism destinations, tourism resource value, tourism development management, 

index evaluation, and sustainable development. Most researchers employed the authenticity 

and commercialization of intangible cultural heritage as research objects and rarely included 

material cultural heritage and intangible cultural heritage in their research or investigated their 

combination and coordination. This shortcoming is one of the reasons for the selection of 

cultural heritage activation as the topic of the present research. 

 

Foreign studies on cultural heritage tourism are comprehensive and conducted mature 

empirical research, combining qualitative and quantitative methods. However, owing to 

countries’ different social and cultural environments, the directions of “ancient cities” also 

differ in different contexts. Thus, the tourism development of “ancient city” cultural heritage 

in foreign contexts cannot be applied directly to ancient cities in China. Therefore, based on 

the domestic research situation and international experiences, this study examines the tourism 
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activation mode of the cultural heritage of Taierzhuang Ancient City, which is a typical 

representative of an ancient Chinese city. 

2.2 Tourism activation 

In the foreign literature, two types of tourism activation expressions were identified, namely, 

adaptive reuse and tourism activation, which share a common definition, that is, the 

redevelopment of cultural heritage. Foreign research on cultural heritage activation mainly 

focused on cultural heritage interpretation, protection, and development. Meanwhile, domestic 

tourism studies examined the definition of tourist perceptions and evaluated tourist perception 

attitudes toward tourist destinations (Liu, Huang, & Jin, 2017), focusing on the tourism 

activation of traditional villages and traditional techniques. The term “activation” was first 

introduced to the field of cultural heritage protection by Taiwanese scholars in a study on 

heritage protection and proper solutions to livelihood problems. Activation emphasizes 

protection by injecting new vitality into cultural heritage, thereby transforming cultural 

heritage from a static, inactive state into an active state (Su, 2018). Heritage activation includes 

two levels of meaning. For tangible cultural heritage, activation is a process from static 

protection to renewal and utilization. For intangible cultural heritage, activation is a tangible 

and visual process (Xie, Guo, & Zhang, 2015). Wu (2018) summed up three basic paradigms 

of activation, that is, the activation modes of objectivism (static museum mode), constructivism 

(real scene reproduction), and behaviorism (stage expression mode) (Wu, 2018). Long (2013) 

believed that the activation of heritage means to enliven static heritage with the help of cultural 

products with “sound, spirit and rhyme” to present the traditional cultural characteristics 

contained in the heritage (Long, 2013). Tourism development can promote the activation 

process of cultural heritage, can make culture experiential, and is beneficial for the inheritance 

and dissemination of traditional culture (Xu, Zhao, & Gao, 2020). 

3. Methodology

Importance–performance analysis (IPA) is a method that considers consumer satisfaction as a 

function reflecting product expectations and product performance and determines customer 

satisfaction by comparing importance and performance (Cheng, & Su, 2012). This method is 

commonly employed in tourist destination studies, as it can objectively evaluate the importance 

and expressiveness of factors affecting tourist satisfaction. Moreover, numerous Chinese 

studies employed IPA to evaluate tourist satisfaction. In the present study, data are obtained 

through field investigation and a questionnaire survey, and IPA is conducted to obtain the 

measured values of the attribute importance and tourist satisfaction. The research conclusion 

is scientific and reasonable and has important reference value. 

This study references the indices of Wu (2018); Li (2018); Cai (2011); Rebecca (2009); 

Richards and Wilson (2005); and other scholars and combines them with the actual situation 

of Taierzhuang; designs, adds, and abridges the measurement indices; and summarizes them as 

9 main factors and 19 indices. However, items 18 and 19 are not included in the IPA. 

Authenticity 1. The ancient buildings preserved or restored in the scenic areas conform to their original

historical appearance and retained their original style well.

2. The scenic spots present a real, harmonious, and rich historical and cultural atmosphere.

Activeness 3. The ancient ruins in the scenic spots have new historical and cultural significance to me.

Interactivity 4. The tour shows are interactive, and I enjoyed them.

5. My experience and interaction with the tourist attractions brought me closer to and

deepened my understanding of cultural heritage.

Experience 6. The combination of static displays and dynamic experiences is rich and lively.
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7. During the tour, I can participate in numerous activities.

8. The tourism performances have high-quality designs and content, which are immersive

and impressive.

9. Intelligent digital technology is utilized to enhance tourism experience.

Cultural 

connotation 

10. The tourism commodities have profound cultural connotations and incorporate many

cultural elements.

11. The song and dance performances and traditional activities have rich cultural

connotations; thus, I can fully feel the local customs.
12. The culture creativity products are innovative and not commercial or identical.

Regional 

characteristics 

13. The hotel in the scenic area has regional characteristics, and I prefer living in a themed

residence over a standardized hotel.

14. The food in the scenic spots has local characteristics, and most of the choices are local

foods.

Interest 15. My interactive experiences with the tourist attractions are interesting and make me want

to stay longer.

Publicity and 

tourist awareness 

16. The tour guide’s explanations gave me a deeper understanding of the cultural heritage.

17. I can obtain quality information about the Taierzhuang Ancient City tour from various

media channels.

Revisit intention 18. I have a greater interest in and understanding of the cultural heritage of the ancient city.

19. If I have a chance, I will visit Taierzhuang again.

The questionnaire is divided into two parts. The first part gathers information on the tourists’ 
feelings toward the importance of the 19 indices of Taierzhuang Ancient City, and the second 
part is the satisfaction survey for the 19 indices of Taierzhuang Ancient City. A five-point 
Likert scale is used in both parts of the questionnaire, and the options are “very important,” 
“important,” “neutral,” “not important,” and “very unimportant” and “very satisfied,” 
“satisfied,” “neutral,” “dissatisfied,” and “very dissatisfied.” 

4. Results

A total of 110 questionnaires were collected, and 105 valid questionnaires were selected. To 
analyze the reliability of the final questionnaire, the Cronbach’s coefficient for reliability 
testing was used to test whether the measurements in each dimension measured the same or 
similar characteristics. After the internal consistency reliability of the questionnaire was tested, 
the Cronbach’s coefficient of each dimension was between 0.955 and 1.098, and the total 
reliability of the questionnaire was 0.959, which is higher than 0.9., thereby indicating the 
satisfactory measurement reliability of the formal questionnaire. 

The 19 service attributes were summarized into two aspects, namely, tourist attention and 
performance.  

The five service attributes that the tourists attached considerable importance to were 

harmonious and rich historical and cultural atmosphere (4.35), innovation in product design 

(4.25), ancient buildings that retained their original style well (4.24), heritage with a constantly 

updated historical and cultural significance (4.22), and food with local characteristics (4.19). 

The five best performing attributes were interactive experiences that bring me closer to and 

deepen my understanding of cultural heritage (4.15), cultural heritage publicity methods that 

are diverse and have strong publicity (3.71), combination of static displays and dynamic 

experiences that is rich and lively (3.7), ancient buildings that retained their original features 

Cronbach’s alpha 

Cronbach’s alpha based on 

standardization terms Number of terms 

0.959 0.959 36 
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well (3.67), and professional tour guide explanations (3.65). 

Influenci

ng factor 

Ord

er 

num

ber 

 Evaluating indicator 
Mean 

value 

Importance 

ranking 

Performance 

average 

Performance 

ranking 
I-P

Authentic

ity 

1 

Ancient buildings that 

retained their original 

features well 

4.24 3 3.67 4 0.57 

2 

Harmonious and rich 

historical and cultural 

atmosphere 

4.35 1 3.6 7 0.75 

Activenes

s 
3 

Heritage with an 
updated historical and 

cultural significance 

4.22 4 3.59 8 0.63 

Interactiv

ity 

4 
Interactive tourism 

performances 
4.06 14 3.55 9 0.51 

5 

Interactive 

experiences that bring 

me closer to and 

deepen my 

understanding of 

cultural heritage 

4.15 9 3.73 1 0.42 

Experienc

e 

6 

Combination of static 

displays and dynamic 

experiences that is 
rich and lively 

4.17 7 3.7 3 0.47 

7 
Participation in 

experiential activities  
4.09 10 3.47 13 0.62 

8 

Tour shows that are 

high quality and 

immersive 

4.08 11 3.5 12 0.58 

9 

Use of intelligent 

digital technology to 

enhance tourism 

experience 

3.88 17 3.37 16 0.51 

Cultural 

connotati

on 

10 
Cultural connotation 

of tourism commodity 
4.06 15 3.4 15 0.66 

11 
Performances with 

cultural connotations 
4.08 12 3.62 6 0.46 

12 
Innovation in product 

design 
4.25 2 3.31 17 0.94 

Regional 

characteri

stics 

13 

Residential 

accommodations with 

regional 

characteristics 

4.18 6 3.45 14 0.73 

14 
Food with local 
characteristics 

4.19 5 3.53 10 0.66 

 Interest 15 
Interesting cultural 

heritage experiences 
4.08 13 3.53 11 0.55 

Publicity 

and 

tourist 

awarenes

s 

16 
Professional tour 

guide explanations 
4.01 16 3.65 5 0.36 

17 

Cultural heritage 

publicity methods that 

are diverse and have 

strong publicity 

4.17 8 3.71 2 0.46 

With an IPA tool, taking the degree of importance as the horizontal coordinate and performance 
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as the vertical coordinate, the 17 service attributes were drawn on a scatter plot, and the mean 

value of the two indices (3.55, 4.13) was used as the standard line to create the importance 

degree and performance quadrant map. 

 

IPA Chart 

(Horizontal axis: level of importance; vertical axis: performance) 

 

 
 

The items that fell in the upper right quadrant included (1) ancient buildings that retained their 

original features well, (2) harmonious and rich historical and cultural atmosphere, (3) heritage 

with an updated historical and cultural significance, (5) interactive experiences that bring me 

closer to and deepen my understanding of cultural heritage, (6) the combination of static 

displays and dynamic experiences that is rich and lively, and (17) cultural heritage publicity 

methods that are diverse and have strong publicity. These service attributes not only attracted 

increased attention from the tourists but also performed well in the scenic spots. Moreover, 

these attributes are the advantages of Taierzhuang Ancient City and should be emphasized in 

the publicity of foreign tourism. However, though the performance of the above attributes was 

better than average, it remained lower than their corresponding importance performance, 

thereby indicating that the performance of the above service attributes remained lower than the 

tourists’ psychological expectations and leaves considerable room for development. In follow-

up works, the local tourism bureau should continue to develop and identify the service 

attributes in this quadrant. Among them, (2) harmonious and rich historical and cultural 

atmosphere was the most expected by tourists, but its performance was the lowest among the 

advantageous attributes; thus, priority should be given to the development of this attribute. 

 

The items that fell in the lower right quadrant included (12) innovation in product design, (13) 

residential accommodations with regional characteristics, and (14) food with local 

characteristics. The attributes in this quadrant were the short board of the Taierzhuang Ancient 

City scenic destination. The tourists had high expectations of the above three indices, but their 

performance in the scenic spot was poor. In subsequent developments, the local tourism bureau 

should focus on optimizing these service attributes until they present a satisfactory 

development impetus. Among the three attributes, (12) innovation in product design was the 

most expected by the tourists, but its performance in the scenic spot was the poorest. Thus, 

Taierzhuang should prioritize the development of this attribute to achieve a win-win situation 

in publicity and the economy. 
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The items that fell in the lower left quadrant included (7) participation in experiential activities, 

(8) tour shows that are high quality and immersive, (9) use of intelligent digital technology to 

enhance tourism experience, (10) the cultural connotation of tourism commodity, and (15) 

interesting cultural heritage experiences. The tourists paid minimal attention to these projects, 

and their degree of performance was relatively inadequate. Therefore, in the event of limited 

resources, the development of these service attributes can be suspended. The local government 

can regard these attributes as sub-key optimization objects and choose to develop them 

according to the local economic situation after the lower right quadrant reaches a satisfactory 

development situation. In addition, this quadrant indicates the opportunity areas of the scenic 

spot. The scenic spot should deeply examine the attributes in this quadrant to determine 

breakthrough points for improving tourist satisfaction. 

The items that fell in the upper left quadrant included (4) interactive tourism performances, (11) 

performances with cultural connotations, and (16) professional tour guide explanations. 

Although the tourists did not attach considerable importance to these attributes, their 

performance in the scenic area was unexpectedly high. Maintaining and using these attributes 

can add value and complement the superior attributes in the right upper quadrant and bring 

extra joy to tourists. 

 

5. Discussion and Conclusion 

 

5.1 Strength, weakness, opportunity, threat analysis 

 

5.1.1 Strengths 

The strengths include its rich and high-quality cultural heritage resource variety and improved 

internal and external tourism development conditions. While actively examining the 

development experiences of other scenic destinations, the ancient city of Taierzhuang adopted 

innovative management means and design concept models and promoted festival activities and 

heritage attractions on mainstream media platforms. Thus, Taierzhuan’s popularity and 

influence improved significantly. The Zaozhuang municipal government also provided 

considerable support to the policy, financial, and technology and intelligence development of 

Taierzhuang tourism. 

 

5.1.2 Weaknesses 

The homogenization phenomenon exists in tourism products. The tourists expected the ancient 

city’s unique regional cultural features to be rich; thus, a large development space exists for 

creativity design research. 

 

The homogenization phenomenon exists in ancient city cultural heritage tourism products, and 

some tourist souvenirs lack unique characteristics. Taierzhuang street shops sell tourist goods, 

such as pottery, bamboo products, postcards, Han clothes, toys, and so on, which increases 

tourists’ intuitiveness, as many ancient towns sell the same items, and wholesale arts and crafts 

products from the small commodities market are increasing. In other words, creative cultural 

tourism products based on the regional cultural characteristics of ancient cities that reflect 

unique differences are seldom produced. Moreover, products considered as intangible cultural 

heritage should be introduced and sold in shops. 

 

Regional cultural characteristics and cultural connotations are expected to be strengthened 

further, and display methods require continuous innovation. In terms of diet characteristics, 

Taierzhuang’s unique geographical location, ethnic composition, and historical origin as well 

as other factors influence one another, thereby forming the unique local food culture of the 
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ancient city. However, according to the results of the questionnaires, tourist interviews, and 

research team’s personal experiences, the tourists pay considerable attention to the food 

offerings of Taierzhuang Ancient City, but satisfaction is low. Many tourists expressed the lack 

of local characteristics of and high prices in the scenic area. Numerous restaurants in 

Taierzhuang Ancient City only offer dishes for tourists or only briefly introduce the history and 

culture of the dishes on the menu. Furthermore, the ancient city lacks venues that can provide 

tourists with food production and related experiences. The experience hall is an excellent place 

for tourists to gain a deep understanding of and experience Taierzhuang food and cultural 

resources. Thus, scenic spots should enhance their development of food culture inheritance, 

which is included in cultural heritage. 

Taierzhuang Ancient City attaches considerable importance to the inheritance of cultural 

heritage classics and thus actively explores innovative tourism performance methods, thereby 

creating numerous successful models and experiences. However, the fragmented reading habits 

and fashionable aesthetics of young tourists entail high requirements for the development of 

ancient city cultural heritage. The traditional performance mode enjoyed by tourists in the past 

is gradually being replaced by contemporary and modern forms, and the attraction of single-

content and unified performance forms is declining. In the scenic area, the performance of 

traditional operas, such as South Shandong shadow plays and Shandong drums, is mainly in 

the form of stage exhibitions, and interactions between performers and audiences are lacking. 

Moreover, performances mainly comprise classical repertoire and book interpretations, which 

are long and tedious. Success can be attained by combining traditional culture with modern 

elements based on classical repertoire and innovating new models to balance the needs of 

tourists of different ages and identities. 

5.1.3 Opportunities 

Against the background of cultural tourism integration, ancient city cultural heritage tourism 

activation is increasing, and its prospects are broad. With the continuous development of 

surrounding scenic spots (e.g., Weishan Lake), Taierzhuang Ancient City can be connected to 

other high-quality tourist routes and play an irreplaceable role among historical and cultural 

scenic destinations. Domestic research on cultural heritage tourism activation can provide 

additional program and intellectual support to Taierzhuang Ancient City. 

5.1.4 Threats 

In terms of threats, external competition is substantial, and similar tourism products exist in 

other ancient city scenic spots.  

For example, Qufu City relies on its status as the hometown of Confucius and three-Kong 

scenic spots and promotes the tourism development of Qilu Ancient City. Owing to the strong 

influence of Confucius in China and abroad, his hometown is among the essential cultural 

tourism destinations in Shandong Province. Compared with Qilu Ancient City, the influence of 

Taierzhuang Ancient City is less prominent, and its characteristics are less outstanding, thereby 

making it an easy destination to ignore among similar types of tourist destination choices.  

Presently, numerous studies exist on the development of cultural heritage at home and abroad; 

however, pioneering research is lacking. 

Domestic ancient cities exhibit “the same look of thousands of cities” characteristics, because 

ancient cities in China typically copy the experiences of previous modes without discrimination, 

thereby leading to “routine” and aesthetic fatigue among tourists. However, academic research 
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on tourism activation remains in the saturation stage, and presenting a novel and pioneering 

advanced model, which requires the joint efforts of the academe and tourism industry, is 

difficult. 

5.2 Strategies 

For the tourism activation of ancient city cultural heritage, this study proposes attention to be 

paid to two aspects, namely, recognition and interactivity. 

Recognition means that tourists can gain a deep understanding of and strong interest in cultural 

heritage through tourism activation. Meanwhile, interactivity refers to the transformation of 

cultural heritage from static displays into dynamic experiences by combining it with tourism 

activities, improving interactions between tourists and cultural heritage, and making cultural 

heritage truly “live,” the essence of which can also improve recognition. Only by achieving the 

above two objectives can the tourism activation of cultural heritage succeed. 

In view of the above problems, the study starts with the following aspects: 

Enhance the experiential nature of cultural heritage. In terms of performance interaction, 

immersive performance can be developed. Immersive performance relies on the use of 

scientific and technological methods, such as multimedia and virtual reality technology, to blur 

the boundaries between the stage and audience to enable tourists to participate in the 

performance. The relationship between audiences and actors has changed dramatically. 

Taierzhuang Ancient City can learn from successful cases, use cruise and painting boats as 

mobile stages, and display the cultural heritage of the ancient city gradually. For the food 

culture items that the tourists expect to change, traditional food culture exhibits can be 

presented in the experience hall, and tourists can watch or experience the cooking of traditional 

dishes to understand the food culture. Including traditional dishes rich in form and cultural 

value is essential. 

Enhance innovation in cultural heritage. By combining traditional elements with popular 

culture, key cultural elements that match the taste and fashion of young people, can realize the 

organic integration of traditional technology with modern life, and increase modern society’s 

interest in and understanding of history and culture can be created. Taierzhuang Ancient City 

can innovate the content of traditional opera performances and pay attention to the combination 

of form and meaning. For example, the content of Liuqin operas can be designed to make them 

interesting and contemporary. In terms of performances, modern elements should be included 

in dances, songs, and music. 

Enhance the professionalism of cultural heritage tourism management. Homogenization is a 

serious phenomenon, and the opening of new paths requires experts to conduct omnidirectional 

planning and design. Improving the professional planning of scenic spots can also help improve 

differentiation and enhance competitiveness to meet tourists’ demands. 

Create a unique Taierzhuang Ancient City intellectual property (IP) culture, design culture and 

creativity products by heart, and avoid the direct purchase of small commodities as local 

products. Taierzhuang is located in Southern Shandong and surrounded by Confucius’ 

hometown, Qufu, in Shandong Province, which is a very competitive cultural city. Relying on 

Confucius, who is a world-famous IP, Qufu created a number of high-quality cultural products 

and activities. To stand out from other cultural ancient cities, Taierzhuang must develop a 

cultural IP comparable to Confucius to attract tourists and highlight its characteristics. 

Taierzhuang can take its Grand Canal as its IP and create animations to broadcast on major 

media channels to promote the story of the ancient city to the entire country and the world. 
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Separate the business district from core scenic areas and retain the community residents. The 

shops in the ancient city should be transformed from selling first, experience second to 

experience first, selling second, and an independent tourist business district should be 

constructed outside core scenic spots. Based on different tourist attractions, to provide 

coordinated cultural product experience services, the “small commodities market in a scenic 

spot" phenomenon should be avoided. Moreover, community residents should be retained to 

reduce commercialization and enhance the residential atmosphere of the area.  

Improve the layout of scenic spots targeted for the introduction of the unique culture heritage 

and do not seek perfection in excess. Ancient cities have large areas and abundant cultural 

resources. If every aspect is pursued, highlighting key points would be difficult, and tourists 

may perceive tours as inharmonious, which could affect tourist experiences. Cultural heritage 

scenic spots should be arranged reasonably, and repeated, messy, and scattered dot distributions 

should be avoided. Moreover, dots should be connected by lines to form a rich cultural 

atmosphere and avoid a “hodgepodge” or “putting every food in a pot” situation for each area. 

5.3 Conclusion 

With the deep integration of culture and tourism, the activation of cultural heritage tourism in 

ancient cities still has a long way to go. Only through the creation of a multilevel, holistic, and 

novel-perspective tourism activation model can tourists’ needs of constantly updated aesthetic 

cultures be met and the protection, development, and inheritance of cultural heritage be 

promoted. 
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Abstract 

The aims of this study are to compare Hong Kong tourists’ perception of hotels’ green 

applications by their willingness to pay and to assess the impact of Hong Kong tourists’ 

perception of hotels’ green applications on their revisit intention. Convenience sampling 

approach was used to collect 101 samples to participate the self-administered survey. The 

findings showed that tourists value energy conservation application, but they were not willing 

to pay more for staying in green hotels. Furthermore, tourists who value water conservat ion 

were more likely to revisit green hotels. 

Keywords: Green applications, Willingness to pay, Revisit intention, Hotel, Hong Kong 

1. Introduction

Awareness of environmental protection in the hospitality and tourism industry has raised from 

hardly being discussed to a significant level (Gustin & Weaver, 1996). Both individual hotels 

and large hotel chains are putting efforts into environmental protection and taking sustainability 

as their corporate social responsibility over the years. ‘Green hotel’ enters the market and has 

become more and more common among consumers. Implementing green practices can improve 

hotels’ business performance (Gustin & Weaver, 1996). Moreover, consumers’ environmental 

attitudes are essential in forecasting green consumer behaviour which will affect hotels’ 

business performance (Barber, 2012).  

Meanwhile, local customers became significantly important to the Hong Kong hotel industry. 

Due to the widespread of COVID-19 pandemic, demand for hotels reduces significantly as 

various travel restrictions and temporary lockdowns have been imposed to ease the pandemic 

(Bartik et al., 2020).  Hong Kong hotels shift their focus to the local market by developing 

long-term stay and staycation packages to attract local customers (No Offeror, 2020). It is 

predicted that the hotel industry needs to keep on targeting the local market with staycation and 

long-stay packages to maintain the business until full recovery of the industry and economy 

and the number of inbound visitors increase (Lam, 2020). Moreover, about 30% of workers in 

the tourism sector believed that it is hard to estimate the recovery time of the hospitality and 

tourism industry (Au Yeung, 2021). Besides, local customers are important as they are the 

steady stream of revenue and create positive word-of-mouth which also attracts foreign 

customers to the hotel (Lowenstein, 2018). With the rising trend of “going green” Hong Kong 

hoteliers can use the green measures to attract the local market under the COVID-19 situation. 

Therefore, Hong Kong tourists’ attitudes towards green applications in hotels are essential for 

Hong Kong hotels to further develop their green applications and sustainability. 
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The concept of green applications has been explored by many scholars. However, most of the 

literature are generally discussed tourists perception of hotels’ green applications and the 

applications have an influence on revisit intention, little insight on which type of applications 

has the greatest impact on revisit intention has been presented. Also, it is worthy to investigate 

the Hong Kong tourists’ willingness to pay for hotels’ green applications since there are 

contrast conclusions on the willingness to pay for hotels’ green applications in the past research. 

Therefore, this study aims to: 1) explore the Hong Kong tourists’ perception of hotels’ gree 

applications, 2)  compare Hong Kong tourists’ perception of hotels’ green applications by their 

willingness to pay and 3) investigate the influence of Hong Kong tourists’ perception of hotels’ 

green applications towards their revisit intention. The contributions are to provide key findings 

for hoteliers, especially Hong Kong hoteliers, a direction to formulate green strategies to have 

further improvement to accommodate Hong Kong tourists with more precise green measures. 

2. Literature Review

2.1. Tourist perception on hotels’ green applications 

Green applications refer to "internal efforts or activities of a hotel to implement 

environmentally-friendly practices towards the goal of becoming a green facility" (Kim, 2005, 

p.5). According to Green Hotel Association (2021), green hotel refers to environmentally

friendly properties that management levels are willing to formulate environmental protection

practices, such as energy-saving, water-saving and solid waste reduction, while thrift financial

resources. Although the adverse impact on the environment brought by the hotel industry is

smaller than chemical or oil industries, it still consumes a large amount of energy and resources

and creates contamination, which brings a heavy burden to the environment (Han & Chan, as

cited in Rada, 2013). According to UNWTO (2021), the lodging industry is one of the most

energy-consuming industries in the world as 2% of global CO2 is emitted by the hotel industry.

The concept of “going green” has become a rising trend in the hotel industry (Gustin & Weaver,

1996). Ogbeide (2012) mentioned that 89.6% of respondents perceived energy conservation as

the most important conservation in green hotels, followed by waste reduction and water

conservation. Moreover, several research pointed out some green applications are favorable by

hotel guests, such as turning off lights in vacant guestrooms, adopting energy-saving lighting,

reflective roofing system and stormwater management system, changing linen only when

requested, setting up recycling bins and guest training (Watkins, 1994; Yi et al., 2018).

2.2. Tourist perception on hotels’ green applications and willingness to pay 

Generally, hotel guests prefer staying in green hotels when choosing accommodations. 

According to Yesawich (2008), 40% of leisure travelers in the United States preferred to stay 

in a green hotel. However, guests’ willingness to pay for green hotels is discussable. Manaktola 

and Jauhari (2007) stated that attitudes and behaviors of who is the responsible person to pay 

for green applications in hotels vary among different customers. Also, the commitment level 

on environmental protection, age and income are the critical factors affecting customers’ 

willingness to pay extra for staying in a boutique hotel with green applications (Fuentes-

Moraleda et al., 2019). 

Several research pointed out that guests preferred to stay in green hotels but they are unwilling 

to pay more for it (Watkins, 1994; Manaktola & Jauhari, 2007). Manaktola and Jauhari (2007) 

research on Indian hotel guests showed only 15% of guests are willing to pay extra for green 

applications while 85% of guests thought the costs of green applications should be paid by the 

hotel or shared. Moreover, various research stated that most guests believed that green hotels’ 

room rates ought to be the same or less than non-green hotels (Millar & Baloglu, 2011; 
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Ogbeide,2012). Furthermore, Chan (2013) mentioned both hotel managers and customers least 

agreed that customers are willing to pay more for green facilities. On the other hand, Han and 

Chan (2013) pointed out there are 23 out of 30 interviewees were willing to pay more for 

staying in green hotels and five interviewees express that they would pay more for staying in 

green hotels even they did not realize the reason of green hotel having a higher pricing level. 

Meanwhile, several authors made different conclusions that most guests are willing to pay more 

for green hotels (Masau & Prideaux, 2003; Kuminoff, et al., 2010). Therefore, there are contrast 

conclusions. 

2.3. Tourist perception on hotels’ green applications and revisit intention 

Revisit intention, same as recommendation, is a concept that derives from behavioral intention. 

Oliver (1997) defined behavioral intentions as “a stated likelihood to engage in a behavior” (p. 

28). Chien (2016) mentioned revisit intention is customers’ willingness to return to a place for 

well-pleasing experiences and recommend the place to others to develop loyalty. According to 

a study on revisit intention to theme parks, the revisit intention of respondents is affected by 

their experience at the destination, marketing measures and news of new attractions (Aziz et 

al., 2012). Moreover, revisit intention is an extension of customer satisfaction which is a 

subjective judgement that can be measured during and after consumption of products and 

services (Um, et al., 2006). Meanwhile, a research on restaurant customers stated customer 

satisfaction has an affirmative effect on revisit intention while revisit intention is positively 

correlated to customer loyalty (Cakici et al., 2019). Additionally, hotels’ green applications 

have an essential influence on customer satisfaction and loyalty (Yusof et al., 2017). Hence, 

hotels’ green applications have influences on revisit intention. 

3. Methodology

3.1. Research design and sampling approach 

The target population of this study was the Hong Kong tourists who had experience staying in 

the green hotels or hotels that implemented green applications. Due to time, financial and health 

concern brought by the COVID-19 pandemic, convenience sampling approach was adopted. 

The questionnaire with bilingual versions (English and Chinese) was uploaded to the social 

media platforms and 101 samples were collected. 

3.2. Survey instrument development 

The questionnaire was created with two sections. Section 1 included 11 questions, asking the 

concept of perceived hotel green applications, wiliness to pay, and revisit intention. The 

instrument of this research was cited from the review of literature. Questions about perceived 

hotel green applications and revisit intention was cited by Ogbeide (2012). Three main 

conservation method, water conservation, energy conservation and waste reduction, were 

adopted for respondents to evaluate the importance to find out the conservation that respondents 

most valued. Questions about willingness to pay are cited by Millar and Baloglu (2011), and 

Ogbeide (2012). Respondents’ perception of green hotels’ room rate and percentage of 

willingness to pay less and more for staying at green hotels were asked. The 5-point Likert 

scale is used with measured from 1 represented strongly disagree to 5 represented strongly 

agree of questions about perceived hotel green applications and revisit intention. Checklist is 

being used to measure respondents’ willingness to pay for staying in green hotels. The 

demographic profiles of the respondents with close-ended questions were developed in Section 

II. 
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3.3. Data collection procedure and data analysis 

Data were collected from 101 convenience samples in Hong Kong between 20 March, 2021 

and 4 April, 2021. Statistical Package for Social Sciences (SPSS) was being used to analyze 

the data. Descriptive statistic (means and frequencies), ANOVA and multiple regression were 

used to analyze respondents perceived hotel green applications, willingness to pay and revisit 

intention respectively. 

4. Results

Table 1 shows the demographic characteristics of respondents. From the total of 101 

respondents, 29.7% were male and 70.3% were female. In terms of gender, 6.9% (n = 7) were 

aged below 20, 56.4% (n = 57) were aged 20-29, 15.8% (n = 16) were aged 30-39, 14.9% (n = 

15) were aged 40-49 and 5.9% (n = 6) were aged 50 or above. In terms of highest education

level attained, , 61.4% has received a bachelor’s degree, 18.8% has received an associate degree

or higher diploma, and 18.8% received a high school educational level.  In terms of income,

61.4% were below $10,000, 18.8% were $10,000-$19,999, 10.9% were $20,000-$29,999 and

8.9% were $30,000 or above. In terms of employment status, 33.7% were full-time

employment, 12.9% were part-time employment and 52.5% were student.

Table 1 Demographic Characteristics of Respondents 

Characteristics Frequency Percentage (%) 

Gender: 

Male 30 29.7 

Female 71 70.3 

Age: 

Below 20 7 6.9 

20-29 57 56.4 

30-39

40-49

16 

15 

15.8 

14.9 

50 or above 6 5.9 

Educational level:

High school

Associates Degree/Higher Diploma
Bachelor’s degree

Doctorate Degree

Monthly income:

< $10,000

$10,000-$19,999

$20,000-$29,999

≥$30,000

Employment status:

Full-time employment

Part-time employment

Unemployment
Student

19 

19 
19 

1 

62 

19 

11 

9 

34 

13 

1 
53 

18.8 

18.8 
61.4 

1 

61.4 

18.8 

10.9 

8.9 

33.7 

12.9 

1 
52.5 

Table 2 presents Hong Kong tourist perception of hotels’ green applications. Among the three 

main conservation in green hotels. Energy conservation is the most important conservation 

applications from Hong Kong tourists’ perspective (mean = 4.54, SD = 0.60). Waste reduction 

is the second important conservation applications from Hong Kong tourists’ perspective (mean 

= 4.48, SD = 0.71). Water conservation is the third important conservation applications from 

Hong Kong tourists’ perspective (mean = 4.45, SD = 0.68). 
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Table 2 Hong Kong Tourists perception of conservation in green hotel 
 

 Mean Standard Deviation 

(SD) Water conservation is important: 4.45 0.68 
Energy conservation is important: 4.54 0.60 
Waste reduction is important: 4.48 0.71 

 
Table 3 shows the Hong Kong tourists perceptions of green hotels’ pricing. From the total of 
101 respondents, 80.2% (n = 81) respondents perceived hotel owners are responsible for the 
cost of applying green applications, and 19.8% (n = 20) perceived hotel owners are not 
responsible for the cost of applying green applications. For compensation (e.g. reward points 
and discounts), 64.4% (n = 65) respondents perceived green hotels should provide 
compensation for guests who participated in green practices, and 35.6% (n = 36) respondents 
perceived green hotels should not provide compensation. For room rate, 29.7% (n = 30) 
respondents perceived green hotels’ room rate should be lower than non-green hotels’; 51.5% 
(n = 52) respondents perceived green hotels’ room rate should be the same as non-green hotels’; 
and 18.8% respondents perceived green hotels’ room rate should be higher than non-green 
hotels. 
 

Table 3 Hong Kong tourists perceptions of green hotels’ pricing 
 

 Frequency  % 

Hotel owners are responsible for the cost of applying green applications:   

Yes 81 80.2 

No 20 19.8 

Hotels should provide compensation (e.g. rewards points, discounts) for 

guests who participated in green practices: 

  

Yes 65 64.4 

No 36 35.6 
Green hotels’ room rate should be ____ non-green hotels’.   

Lower 30 29.7 

Same 52 51.5 

Higher 19 18.8 

 
Table 4 explains the mean difference of the Hong Kong tourists’ perceptions by the willingness 
to pay less for staying at green hotels. There was a mean difference on “energy conservation is 
important” by the willingness to pay less (F-value = 4.07, p < 0.05). Tourists with the 
willingness to pay 6-10% less (mean = 4.69) perceived more positive on energy conservation 
of perception attributes compared to Hong Kong tourists with the willingness to pay 11-15% 
less (mean = 4.33). In contrast, there were no mean differences of other perception attributes 
by the willingness to pay less for staying at green hotels. 
 

Table 4 ANOVA Tests on Hong Kong tourists’ perception of hotels’ green applications on 

their willingness to pay less 
 

Attributes 

Means by willingness to 

pay less 

F-ratio 
ANOVA 

(Sig. value) 
Comparison 

0-5% 

(1) 

6-

10% 

(2) 

11-

15% 

(3) 

Water conservation is important 4.53 4.59 4.26 2.55 0.83 - 

Energy conservation is important 4.67 4.69 4.33 4.07 0.02* 2 > 3 

Waste reduction is important 4.57 4.59 4.33 1.45 0.23 - 

In general, green hotel practice is 

important 
4.57 4.50 4.31 1.43 0.24 - 

*p<0.05 
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The multiple regression results of Hong Kong tourists’ perception of hotels’ green applications 

on their revisit intention is explained in Table 5. Four variables of Hong Kong tourists’ 

perception attributes indicate the regression values on behavioral intention (R2 = 0.22 Adjusted 

R2 = 0.19, F = 6.99, p < 0.05). The factor of water conservation is positively significant on 

Hong Kong tourists’ behavioral intention (unstandardized β = 0.37, t-value = 2.18 p =0.03). 

Other attributes had no impact on tourists’ behavioral intention (p = 0.05). 

Table 5 The influence of Hong Kong tourists’ perception of hotels’ green applications 

towards revisit intention 

Variable 
Unstandardized coefficients 

t-value p value 
B Standard error 

(Constant) 

Water conservation is important 

1.81 

0.37 

0.55 

0.17 

3.30 

2.18 

0.00 

 0.03* 

Energy conservation is important -0.18 0.18 -1.01 0.31 

Waste reduction is important 0.20 0.16 1.20 0.23 

In general, green hotel practice is important 0.14 0.19 0.74 0.45 

*p<0.05,

Adjusted R2 = .19, F = 6.99, significance F = 0.00

5. Discussion and Conclusion

The result shows Hong Kong tourists are interested in hotel’s green applications. Among their 

perception, energy conservation ranked first, waste reduction ranked second, and water 

conservation ranked third, which is consistent with the result of past research (Ogbeide,2012). 

However, there is no disagreement with the statements of three conservations are important 

which is different from the result of past research (Ogbeide,2012). The means of three 

statements: “water conservation is important”, “energy conservation is important” and “waste 

reduction is important” are all above 4. This represented Hong Kong tourists have a higher 

consensus and perceptions on hotels going green and value conservations. Therefore, hoteliers 

can develop strategies for implementing more green measures in these three main aspects with 

energy conservation has the priority to attract Hong Kong tourists while adopting the green 

trend, thus capturing the market. 

For the objective of assessing the impact of Hong Kong tourists’ perception of hotels’ green 

applications on their willingness to pay, the result showed most tourists (80.2%) prefered hotel 

owners to bear the cost of green applications and a large proportion of tourists  (81.2%) believed 

green hotels’ room rate should be the same or lower than non-green hotels reflected tourists are 

not willing to pay more for green hotels. Moreover, the result indicated more than half of 

tourists (64.4.%) perceived compensation is needed when participating in hotels’ green 

practices. The above result consists with the result from the past research of Chan (2013), 

Manaktola and Jauhari (2007), Millar and Baloglu (2011), Ogbeide (2012) and Watkins (1994); 

but contrast with Han and Chan (2013), Masau and Prideaux (2003), and Kuminoff, et al. 

(2010). Such result provides a direction for hoteliers to capture the green market. Hoteliers 

should not increase the price when implementing the green applications as tourists are not 

willing to pay more for staying in green hotels. If hoteliers want to obtain the market which 

tourists prefer compensation when participating in green hotels applications, they should 

consider developing promotion strategies to provide motivation, such as providing coupons, 

free room upgrades, reward points and discounts, for the segment to increase their intention to 

cooperate in hotels’ green measures. For the price range for such motivation, the result showed 

Hong Kong tourists with the willingness to pay 6-10% less perceive more positive on energy 
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conservation of perception attributes when compared to Hong Kong tourists with willing to pay 

11-15% less. Therefore, hotels can adopt strategies, such as providing 6 to 10% discount for

guests who participate in energy conservation and develop reward systems to provide reward

points for guests who participated in energy conservation. Such measures can help green hotels

to capture the market segments and maximize their revenue while using green applications to

lower their cost; meanwhile compensating guests while establishing relationships with them,

which can also increase guests’ loyalty and retention.

Another objective is investigating the influence of Hong Kong tourists’ perception of hotels’ 

green applications towards their revisit intention. Regarding the behavioral intention, Hong 

Kong tourists who perceived water conservation is important is positively significant on Hong 

Kong tourists’ behavioral intention was indicated in this research. The result shows Hong Kong 

tourists who perceived water conservation is important in green hotels are more likely to revisit 

a green hotel. Also, based on the review of literature about the relationship of customer 

satisfaction, customer loyalty and revisit intention, it is able to interpret the performance of 

water conservation in hotels has influence on guests’ behavioral intention, hence the water 

conservation has an influence on guests’ satisfaction, customer loyalty and revisit intention 

(Aziz et al., 2012; Cakici et al., 2019; Chien, 2016; Um, et al., 2006; Yusof et al., 2017). For 

hoteliers who want to increase customer retention, they can focus on developing green 

application for water conservations, such as adopting towel reuse policy, linen reuse policy, 

low flow showerheads, low flow faucets and low flow toilets. However, hoteliers should pay 

attention to lower the negative effect of the green applications on customers experience as 

negative customer experience low revisit intention. A good performance on water conservation 

while maintaining good service quality is able to increase guests’ revisit intention, thus achieve 

retention. 

To conclude, this research shows Hong Kong tourists values conservations in green hotels and 

are willing to stay in green hotels. Among the three main conservations, Hong Kong tourists 

value energy conservation most and those who value energy conservation are willing to pay 6 

to 10% less for staying in green hotels. Most of the Hong Kong tourists perceived the cost of 

green applications should be afforded by hotel owners and hotels need to provide 

compensations for guests who participated in green practices. Moreover, Hong Kong tourists 

who perceived water conservation is important are more likely to revisit green hotels. This 

points out a direction for hoteliers to retain guests when developing green applications. When 

hoteliers implementing green applications to capture the market, hoteliers should provide 

compensation as an incentive to attract customers and the price tier for the compensation should 

be 6 to 10%. With the data of the impact of Hong Kong tourists’ perceptions of hotels green 

applications on their willingness to pay and the influence of Hong Kong tourists’ perception of 

hotels’ green applications towards their revisit intention, hoteliers can retrieve a direction to 

formulate green strategies according to their objectives.  

There are some limitations in this study. Respondents of this study were mainly aged 20-29 

and respondents’ employment status was student. Moreover, the sample size was only 101 

samples. Therefore, the extention of sample demographics and dsmple size can be consider for 

future research. Since the reason for the difference in willingness to pay less is unclear, future 

research can explore further investigation on the reasons of purchase behavior. 
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A ‘Ritz’ to Remember 

Sim Yue Yang, Nicholas 
SHATEC 

Abstract 

The next few paragraphs will summarise my six month’s industrial attachment with the Ritz-
Carlton Millenia Singapore (RCMS) as a partial requirement of my Diploma in Hotel 
Management programme at SHATEC. Industrial attachments are the beginnings of one’s 
professional development; so working at a company with strong professional development is 
beneficial. I chose RCMS because it received positive reviews of their professional 
development. RCMS is a luxury five-star hotel located in the heart of Singapore’s Central 
Business District (CBD). As a hospitality student turned professional, this rare opportunity to 
undergo a rotational internship within the Food and Beverage (F&B) and Rooms Division at 
RCMS had allowed me to become holistically versatile and effective in my work. 
Throughout this learning journey, RCMS brand standard and legendary hospitality, had 
allowed me to adapt and create trust within my colleagues and gain loyal guest turned 
friends. 

SHATEC had greatly contributed to my learning experience as well. The strong foundation 
acquired at SHATEC had moulded me to be a more efficient hospitality individual and 
enabled me to deliver exceptional services to my guests. The rigorous training programme 
and course modules offered were both theoretically and practically challenging. My learning 
curve was reduced and I was able to quickly assimilate into the environment and apply those 
skills learnt professionally during my industrial attachment. The experience of being a poster 
boy and the MICE Event Chairman at SHATEC had also developed my self-confidence 
which is the best and most versatile skill I have acquired. A part of being confident in my 
skills is the ability to voice my skills and created the trust among the management and 
colleagues and also in handling all my guest needs.  

The first three months of my industrial attachment at the guest relations department 
reinforced the confidence in me as I interacted with VIPs, business and holiday travellers. 
Keeping up with the demands and expectations of these guests was challenging; but it was 
through these encounters that sharpened my interpersonal skills in managing their 
expectations proactively. During my stint as a Guest Relations Officer, I looked after two 
families of Indian guests who stayed for one week at the hotel. This was during the peak 
season of winter travels, so the hotel was running at full occupancy. My initial encounter with 
them was when they were not happy with the rooms assignment and wanted to have a room 
change. I resolved the issue without hassle and acceded to their request. From then on, I made 
a point to avail myself and converse with them daily at the lobby to ask about their stay and 
dining experiences, recommended and planned their day-to-day activities in the hopes to 
create a more positive experience for them. Through showing genuine care and concern I was 
able to create a lasting impression. On their checkout day, as I placed their last luggage in the 
minivan, they shook my hand and gave me a hug of gratitude. One of the guests passed me 
his name card and said, “Please come to Delhi with your family, I have a hotel there. I will 
make sure to take care of everything just as you did for us, reach me at my email! See you 
and stay safe.” That was one of the simplest yet unforgettable memories, it authenticated that 
consistent and genuine service do pay off.  
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The lateral service exposure across the housekeeping and bell services department had also 
given me new insights. The subsequent three months’ stint at the Food and Beverage (F&B) 
department had also uncovered the importance of teamwork and working as a cohesive unit 
among colleagues and management. The F&B department is like a well-oiled machine that 
runs like clockwork. Being able to anticipate, coordinate and execute perfect service 
procedures is essential in creating a consistent and exceptional hospitality service. 

With Ritz-Carlton’s empowerment scheme, taking ownership, exceeding expectations, and 
desires confidently to my guests has simultaneously given me great satisfaction in creating 
guests for life. Under the guidance of my immediate management, the comprehensive 
training and tools made available to me have allowed me to perform my duties and 
responsibilities at the highest possible standards. Through these six months of cultivating 
meaningful relationships and producing unforgettable memories have been nothing short of 
challenging and fulfilling. I am proud to say that I have cobalt blue blood flowing in me. 

Keywords: industrial attachment, empowerment, hospitality 
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My Learning Journey with Resorts World Sentosa 

Khoo Han Lin 
SHATEC 

Keywords: Role-Assimilation, Industrial Attachment, Hospitality Skills, Communication 

My chosen place for internship in my six-month job attachment stint was in Resorts World 

Sentosa (RWS). RWS as an integrated resort boasting a wide array of attractions and 

accommodations comprising seven hotels and 12 restaurants of different themes and concepts, 

is widely touted as the go-to hotel for enthusiasts who wish to experience the tropical and sunny 

side of Singapore. I was compelled to choose RWS for my internship as I was drawn to the 

different restaurants and hotels I could experience working. The prospects of being attached to 

a new place or department every one month which would augment the breath and width of my 

exposure to the burgeoning hotel industry back in 2019 was also a push factor for me.  

Before I could embark on my internship stint in RWS, I had to go through routine job interviews 

with the establishment. What struck me as refreshing and novel were that the interviewers 

sought to be acquainted with my interests and expertise in hospitality and my service skills 

rather than simply asking me a slew of conventional interview questions. I was pleasantly 

surprised to know that my interest and intrigue in the areas of fine dining and wine skills would 

be taken into consideration should I be offered an internship position with the establishment. 

The repertoire of culinary experiences and skills I have gained from my Diploma in Culinary 

Skills with Shatec meant that I was primed in the know-hows of food preparation and kitchen 

operations when I was attached to the Italian pizzeria, Fratelli located in RWS, which serves 

breakfast for hotel guests and operates as a casual dining restaurant for lunch and dinner. 

Memorising the menus and food descriptions of the various menu items and waiting skills came 

as a breeze for me thanks to the rigorous training I have undergone in Shatec.  

My first breakthrough in my internship stint came two weeks after when I was tasked to take 

on the incumbent role of Station In-charge for dinner service. Notwithstanding my inexperience 

in stewarding and supervising the ebb and flow in dinner services and the pressure to perform 
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to expectations, I was able to assimilate into my role with relative ease and execute my duties 

with finesse. The experience was also particularly edifying and memorable as I picked up the 

ropes in customer crowd management, team communications and acquired a good grasp of fine 

dining etiquette the Italian way. 

The 2nd month saw me embarking on another chapter in my internship experience in Osia 

Seafood Steak and Grill, an Australian semi-fine dining celebrity chef restaurant. It was a level 

up for me from my time in Fratelli, particularly in the area of table set up and wine service 

which my training provided in SHATEC on restaurant services fortuitously equipped me with. 

I was also taught how to upsell and forge relationships with customers by my RWS mentors 

and which allowed me to progressively gain and hone my confidence and guest service skills. 

A highlight in this chapter of my internship stint was my meeting of Scott Webster, a prolific 

celebrity chef, who visited the restaurant and seeing that I was new to the service etiquettes in 

the restaurant guided and encouraged me along and which left a deep impression with me. 

The third month spent at Hard Rock Hotel’s Session Restaurant was my most physically 

gruelling chapter in my internship stint as there were often big turnouts in customers for both 

breakfast and dinner buffets and often times, I had to double up as a banquet staff and host. An 

untimely and hapless injury incurred during my stint here also meant that I missed out on a 

two-week attachment at the bar in the restaurant, one, in which I was revved up in anticipation 

for. While less eventful then my earlier two months during my internship, my time in Hard 

Rock Hotel’s Session Restaurant taught me that working in a hotel has its ups and downs in 

equal measure and instilled me with discipline and grit, which are invaluable attributes essential 

in the toil and moil of vocational life. 

After a two-week convalescence, I was attached to the Housekeeping department for two weeks 

where I was trained and delegated duties required to be performed by supervisors and managers 

including managing and supervising room attendants in their room cleaning tasks. After the 

two-week whirlwind in the Housekeeping Department, I was transferred to the concierge at 

Festive Hotel for a week in which I was exposed to the Opera system in the hotel and which I 

became a RWS whiz of sorts as I became well-versed in the map of Sentosa and could 

effectively handle the myriad of enquiries and requests from guests. 
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One week flew by and I found myself at the Front Office Department at the same hotel. The 

inopportune Covid-19 situation hit the industry badly and occupancy dropped significantly 

when the Singapore government had to close the borders to Chinese citizens. The situation 

though dismal, actually facilitated a better learning environment for me as I was able to cull 

the skills in Front Office at my own pace. RWS, however started receiving an influx of guests 

again with a new promotional programme rolled out for its members and the busyness kicked 

in for front office staff like me. My key takeaways being attached at the department was in the 

handling of guest complaints, check-in check-out procedures, do-not disturb processes, 

telephone etiquette and room assignments which was enhanced by my learning experiences in 

Shatec. One experience that stood out for me in my time at the front office would be when I 

had to handle a guest’s complaint by myself in the absence of my manager on duty. The episode 

lasted for 20 minutes with me on the phone asking my manager for approval for service 

recovery actions while trying to maintain my composure while interfacing with a very 

challenging guest at the end of my shift. 

My internship stint was in short, a most fulfilling and memorable one as I was exposed to a 

kaleidoscope of vocational experiences in the hotel. The enriching skills and traits I have 

gleaned in my time there, imbued me with a stronger passion for the hotel industry and 

essentially poised me in my career as hotelier and contribute to the future of the hotel industry. 
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My Journey to Becoming a Raffles Butler 

Chang Don Chuan Javier 
SHATEC 

Keywords: butler, meticulous details, intuitive, mentorship programe 

My industrial attachment took place in Raffles Hotel Singapore as an intern in the Butler 

Department. It started on the 11th of August 2020 till the 31st of January 2021. One of my key 

roles as a butler was to be always attentive and intuitive to the guest’s needs and wants 

throughout their stay. My job comprised setting of arrival rooms according to the individual 

guest’s preferences, making sure that the best standards of service was rendered in accordance 

to the Raffles Hotel’s standard operating procedures. These included ensuring celebrations of 

birthday, anniversary, honeymoon and as simple as a relaxing staycation is delivered in a 

sophisticated yet genuine manner. 

What was different about my internship experience during the Covid-19 pandemic was the 

need to wear a mask at all times. In the beginning, I had to learn how to ‘show’ a smile behind 

my mask despite the guests might not see my full facial expression. I learnt that not only was 

my obscured smile still discernible; it also helped me find the energy for the nod, wave or hello 

that sealed the sentiment.  

I had the privilege to be guided by the Assistant Head Butler, Jeremy and supervised by the 

Head Butler, Grace on how to set up an arrival suite and to do departure clearing when a guest 

checked out. After going through two months of setting and clearing of suites, I concluded that 

the meticulous details and works behind the scene are the key contributors to the smooth guest 

experience. Subsequently, I was assigned to run simple guest requests such as ice buckets and 

suite orientations in addition to the daily operations under the supervision of my senior butlers. 

I was grateful to have a mentor, Mr. Chadi, who encouraged and guided me to have a positive 

mindset especially when dealing with difficult or challenging situations. He often updated me 

on the trends of the hotel and tourism industry so that I could stay focused and current in my 

endeavours. 
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The soft and technical skills that I learnt at SHATEC were applicable in my industrial 

attachment. Following are some examples: I could attest to the ‘butler service’ was not about 

being in the centre of attention but being in the background while delivering the service 

demanded by the guests. The fundamental of an efficient butler is being intuitive to the guest 

needs and wants while curating personalised service. The application of the ‘turndown service’ 

learnt at SHATEC allowed the guests to wind down comfortably. The knowledge of different 

kinds of hangers acquired was useful especially when I needed to do unpacking for the guest 

and hang the clothes neatly in the closet. 

 

In conclusion, my industrial attachment at Raffles Hotel Singapore had strengthen the skills I 

learnt at SHATEC by gaining first-hand experience of the workplace. I also strongly 

recommend newcomers to take up a mentorship programme. I have learnt that it is important 

to have mentors as I navigate what I was looking to do professionally. Not only will this 

increase the exposure one gets within the organisation, but will learn from people who have 

been working in the industry with an expert-level understanding. I was very fortunate to have 

Mr. Chadi Chemaly, former Hotel Manager of Raffles Hotel Singapore as my mentor for a 

year. He is an experienced and trusted adviser, motivator and guided me towards achieving my 

goals. My learning curve improved tremendously under his guidance and above all, we had 

developed a special relationship.  
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Assessing Laid Off Filipino Tourism and Hospitality Workers 

Amidst the Covid-19 Pandemic 

San Juan, Aerielle Pauline B. 
School of Hospitality Management, 

Treston International College 

Abstract 

Covid-19 created a negative impact on the tourism and hospitality industry, resulting in massive 
layoffs on its workforce, including many Filipinos. This study aims to determine the current 
situation of laid off Filipino Tourism and Hospitality Workers due to Covid-19. A qualitative 

research design along with the phenomenology method was used, while 10 Laid Off Filipino 
Tourism and Hospitality Workers – working locally and abroad were chosen as the respondents 
of this study. The financial, relationship, and career-related challenges, financial status, career 

and business opportunities, and coping strategies of laid off Filipino tourism and Hospitality 
workers were identified in this study. 

Keywords: Covid-19, Laid off, Retrenchment, Unemployment, Filipino 

1. Introduction
Tourism and Hospitality is an extremely labor-intensive Industry that provides a substantial

amount of employment to people worldwide. It is among the world’s top creators of jobs
requiring varying degrees of skills and allows for quick entry into the workforce for youth,
women and migrant workers (Aynalem et al., 2016). In the Philippines alone, the number of
persons employed in the tourism industry amounts to approximately 41.2 million in 2018

(Sanchez, 2020). This shows the importance of the Tourism and Hospitality Industry not only
in generating revenue for local economies, but also as a source of employment to many people
all over the globe.

Now, with the global stop on travel and tourism due to the continuous spread of Covid-19 and 
also the measures that governments all over the world have taken in response, millions of 

workers with previously stable incomes are at risk of falling into poverty (ILO, 2020). As the 
establishments under the Tourism and Hospitality Industry become affected by the global 
impact of the Covid-19 crisis, retrenchment and layoffs become an inevitable situation. 

With many tourism and hospitality workers including many Filipinos lose income and 
employment, problems like financial, relationship, and career-related challenges come to the 
picture. These refer to the challenges or problems faced by laid off Filipino Tourism and 

Hospitality workers financially, career-wise, and relationship with informal support. 

At the end of the study, the researcher aims to Identify the financial, relationship, and career-

related challenges faced by laid off Filipino tourism and hospitality workers due to the Covid-
19 pandemic; Determine the present financial status of laid off Filipino tourism and hospitality 
workers due to the Covid-19 pandemic; Identify the coping strategies of laid off Filipino 
tourism and hospitality workers due to Covid-19 in relation to the Covid-19 pandemic, 

unemployment, and uncertainty, as well as financial, relationship, and career-related 
challenges; Identify career and business opportunities for laid off Filipino tourism and 
hospitality workers due to Covid-19; and suggest coping and professional strategies to laid off 

Filipino tourism and hospitality workers due to Covid-19. 
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The researcher will gather information that is concerned with the current financial, relationship, 
and career situation of laid off Filipino workers from the Tourism and Hospitality Industry due 

to Covid-19, along with their coping and professional strategies.  
 
This study hopes to establish an understanding on the current situation of laid off Filipino 
Tourism and Hospitality workers due to Covid-19. Furthermore, this study could be of 

importance to Laid off Filipino Tourism and Hospitality workers as the contents of this study 
can be utilized as suggestions on coping and professional strategies, as well as possible career 
and business opportunities. This study could also be of importance to the Tourism and 

Hospitality Industry as its results will provide documentation on the current situation of laid 
off Filipino Tourism and Hospitality workers due to Covid-19. Not to mention, the standpoint 
of the laid off Filipino Tourism and Hospitality workers due to Covid-19 can be used by the 

government of the Philippines to update them on the respondents’ current situation as well as 
suggest/create strategies and/or projects to help aid the aforementioned group of people. Last 
but not the least, this study may act as reference for future studies relating to laid off Filipino 
Tourism and Hospitality workers. 

 

2. Literature Review 
 

2.1 Employment 
Having work is an inseparable part of human lives. Homo sapiens have evolved from the animal 
world, thanks to work. Through work, humans are able to fulfill a major part of their needs. It 

is also necessary for development and reaching self-actualization (Gorny, 2018). It has been 
highlighted that today human work is a value in itself, because in addition to personal 
development, it provides satisfaction and professional fulfillment in philosophical and ethical 
terms, however, it can also be a source of frustration and dissatisfaction (Hajder, 2012, p. 21). 

Gorny further tries to encapsulate work and employment in a definition, saying that human 
work is free, however necessary, human activity resulting from the sense of duty, combined 
with effort and joy, is intended to create socially relevant spiritual and tangible values. Stevens 

(n.d.) believes that employment plays in improving life for communities in a developing world 
as jobs provide much more than just income. Employment allows families better access to basic 
needs, which in turn creates a sense of security in life. 

 
Employment in the Tourism and Hospitality Industry: Speaking of employment, the Tourism 
and Hospitality Industry is a dynamic engine of economic development and job creation 
throughout the world. These two are part of the world’s biggest sectors and economic drivers. 

In addition to this, the Tourism and Hospitality Industry also creates diversified employment 
opportunities in different business establishments such as accommodation, food and beverage, 
travel & transportation services, tour operation companies, natural and cultural attractions sites 

(Aynalem et al., 2016). 
 
2.2 The Tourism and Hospitality Industry  

The Hospitality Industry (HI) is an overarching label for businesses whose primary purpose is 
to offer food, beverage and accommodation for sale on a commercial basis. The main activities 
or sub-sectors in the International Standard Industrial Classification of all Economic Activities 
(ISIC) Division 55 (Hotels and restaurants) are hotels, restaurants, bars (including pubs and 

clubs) and (contract) catering (International Labor Organization, 2001, p. 5–6). Ganesh (2014) 
mentioned that the Hospitality Industry is one of the important sectors of the service industry 
as it operates as a provider of accommodation, catering, and various additional services to 

citizens of locals and foreigners. 
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2.3 Covid-19 Pandemic  

The Novel Coronavirus disease, commonly known as Covid-19 (previously called the 2019-

nCoV), is an outbreak that originated from Wuhan, Hubei province, China, in December 2019. 

The World Health Organization (WHO) declared it as a public health emergency of 

international concern on Jan 30, 2020 (WHO, 2020). Zhou et al. (2020) notes, “after virus 

identification and isolation, the pathogen for this pneumonia was originally called 2019 novel 

coronavirus (2019-nCoV) but has subsequently been officially named severe acute respiratory 

syndrome coronavirus 2 (SARS-CoV-2) by the WHO”. Huang C. et al. mentioned that the rapid 

increase in confirmed cases makes the prevention and control of Covid-19 immensely urgent. 

Even though the clinical manifestations of Covid-19 are known through respiratory symptoms, 

some patients also get to have severe cardiovascular damage (2020). Furthermore, an increased 

risk of death might be possible for some patients with underlying cardiovascular diseases 

(CVDs). 

 

The effect of Covid-19 to global industries: As the spread of Covid-19 through areas of China 

before spreading to other countries in the Asia and the Pacific region and ultimately reaching 

global scale was quick and ruthless, its global impact on the tourism sector was devastating and 

influenced the downfall of many establishments along with the employment of millions of its 

workers (ILO, 2020). According to International Labor Organization’s (ILO) thematic brief 

entitled: “Covid-19 and employment in the tourism sector: Impact and response in Asia and the 

Pacific”, Covid-19 has caused an adverse shock on the tourism sector which has hit regions 

hard, considering the fact that tourism and hospitality owns a high level of importance as it is 

both a contributor to GDP and also a major source of incomes and jobs. A dramatic reduction 

in business activity of the tourism sector was noticed, as essentially all jobs in that sector were 

affected, and a large number of workers has become redundant for an extended period of time. 

Furthermore, ILO mentions that “millions of workers with previously stable incomes are hence 

at risk of sliding into poverty” (2020). 

 

2.4 Unemployment  

According to the standard International Labor Organization (ILO) definition, a person is 

unemployed if he/she meets the following three conditions: (a) did not work in the reference 

period, (b) is available for work, and (c) is looking for work. However, a broader definition is 

used in the Philippines whereby a person is considered unemployed when he/she meets the first 

two conditions, but not necessarily the third one (Garcia et al., 2004). 

 

Effects of unemployment to individuals: Garcia, et al. (2004) mentioned that individual well-

being or happiness can be based and measured through various aspects, including income, labor 

market status, job characteristics, health, leisure, family, social relationships, security, liberty, 

moral values and many more, but unemployment is found to be one of the most damaging 

individual experiences. Furthermore, the authors stated that an individual’s satisfaction level is 

substantially reduced by unemployment along with the individual’s vocational activity and 

finance. On the other hand, unemployment has a small negative effect on health. While a small, 

negative impact on individual well-being is also found which suggests that unemployment has 

a lasting and aggravating effect throughout the duration of being unemployed (2004). 

 

3. Methodology 

 

3.1 The Research Design and method  
To be able to assess laid off Filipino Tourism and Hospitality workers due to Covid-19, the 
researcher used the qualitative research design along with the phenomenology method for this 
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study. The qualitative research design is a scientific method that uses non-numerical data to 
collect and establish answers to the “whys” and “hows” of the phenomenon being discussed. 
On the other hand, phenomenology is a method of qualitative research which is focused on the 
commonality of a lived experience within a specific group or subject. 

This makes the qualitative research design and phenomenology method appropriate for this 
study, considering the fact that the researcher must pursue and understand the lived experience 
of Filipino workers from the Tourism and Hospitality Industry that were laid off due to the 
global pandemic, Covid-19. Furthermore, it allows the researcher to discern the insights, 
perspectives, and outlook of the aforementioned group of people who have first-hand account 
and/or experience on the phenomenon. For data collection, an in-depth interview was utilized 
by the researcher. The purpose of this type of data collection is to understand the intrinsic 
motivations, beliefs, attitudes, and feelings of the participants regarding the topic/phenomenon 
at hand. 

3.2 Operational Framework 

Figure 5. Operational Framework 

Figure 5 shows the Input, process and output of this study. The input shows the insights and 
current situation of laid off Filipino Tourism and Hospitality workers amidst Covid-19. The 
process shows how the input will be collected through the use of related literature, in-depth 
interview and thematic analysis. The output of this study shows the result of the data gathered 
during the in-depth interview wherein the current situation of the aforementioned group of 
people will be determined. 

3.3 Respondents of the Study and Sampling Procedures 
Filipino workers from the Tourism and Hospitality Industry (both local and abroad) who were 
laid off due to Covid-19 were chosen by the researcher as the respondents of this study. Due to 
the 2-month time restriction of conducting this study, only 10 laid off Filipino Tourism and 
Hospitality workers were interviewed by the researcher and thus, these people became the 
chosen participants for the study. The researcher believes that the participants of this study are 
capable and knowledgeable of contributing their insights and experiences on how it is like 
being a currently laid off Filipino worker from the Tourism and Hospitality Industry due to 
Covid-19. Purposive sampling was the method used by the researcher to gather all the 
information and data needed for this study. The purposive sampling method is a type of non-
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probability sampling with its main objective to construct a sample that can be reasonably 
assumed as the representative of the population 
 

3.4 The Research Instrument  

An interview guide was created by the researcher as a data collection instrument. The interview 

guide consists of 7 introductory questions made to collect information regarding the history 

and background of the respondents, followed by 9 primary questions and 5 sub-questions that 

will provide the findings of this study.  

 

3.5 Procedures for Data Collection  

The respondents were contacted by the researcher through their social media accounts and e-

mail addresses to schedule their respective interviews, present the consent form, and the set of 

questions to be used in the interview. Due to the current Covid-19 situation, the researcher was 

only able to conduct one (1) personal face-to-face in-depth interview while the rest of the 

respondents were interviewed through online video conferencing platforms. The interview with 

the respondents were recorded to help the researcher accurately capture the respondents’ 

insights in their own words.  

 

3.6 Procedures for Data Analysis  

The collection of all gathered data and information from the respondents of this study were 

analyzed and interpreted through thematic analysis. According to the SAGE Encyclopedia of 

Qualitative Research Methods (2011), thematic analysis allows the development of themes 

where there is expression of meaningful patterns, viewpoints of the participants, and concerns. 

Owing to the fact that the researcher interviewed the respondents individually, the researcher 

ought to indicate a commonality or theme among the feedback of the respondents to properly 

assess them. 
 

4. Results 

 

4.1. Profile of the respondents 

The respondents are a mix of Filipino laid off workers from the tourism and hospitality industry. 

The respondents are workers from hotels, resorts, cruise lines, F&B establishments, travel 

agencies, and airline companies who have been in the tourism and hospitality industry for an 

average of 10 years and 7 months. Also, the respondents have been working in their respective 

job positions for an average of 6 years and 5 months during the time they got laid off. 

 

Due to the Covid-19 pandemic, the respondents have been unemployed for an average of 6 

months and 1 week. While most of the respondents experienced immediately being laid off by 

their respective companies and employers right after being affected by the Covid-19 pandemic, 

some have been required to go on forced leave by their company at first, which means to say 

they were still employed but they won’t receive salary – they were furloughed as their services 

were temporarily not needed. After being furloughed for a few weeks, they were officially laid 

off by their company. 

 

4.2. Financial Stability 

Many of the respondents believe that having a stable job, being debt-free, a roof above your 

head, having savings, eating at least three times a day, being able to buy your wants, and having 

a passive income is what it takes to be considered as someone who has a “financially stable” 

life. When asked about their idea of having a financially-stable life, a respondent said,  
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“you can say you are financially stable if you have enough savings that can 

cover your personal necessity and are also debt free. Having your own house 

and your own business that can provide your needs even without working, as 

well as being able to provide to your family even when you’re not around 

anymore is also a good indicator that you’re financially stable.” 

With this idea of financial stability in mind, most of the respondents believe that as of now, 

they are not financially stable. Berkman and Glass mentioned a similar situation where an 

unemployed individual’s satisfaction level with the financial situation depends positively on 

other sources of income, such as income-yielding assets, savings, and unemployment benefits 

(2000). Being laid off had a huge negative impact on the respondents’ financial situation. 

4.3. Relationship with Informal Support 

The term informal support came from one of the anchor theories used for this study: The Socio-

Emotional Adaptation Theory. As relationship with Formal Support refers to an individual’s 

relationship with people who provide paid material and spiritual assistance/support (e.g. 

professional individuals such as counselors and psychologists), relationship with Informal 

Support refers to the relationship of an individual with people who provide support and many 

forms of helpfulness and assistance for free (e.g. the parents, siblings, other family members, 

friends, acquaintances, colleagues, and other people in an individual’s community). 

Most of the respondents have positive experiences with informal support. The respondents 

described them as very supportive, understanding, and helpful towards them. 

Most of the respondents believe that positive reinforcement from their informal support is very 

important because being laid off affects a person’s well-being, both mentally and physically. 

A respondent even mentioned that they experienced having a mental breakdown after being 

laid off from their job of almost 13 years. This proves that unemployment is one of the most 

damaging individual experiences as it directly affects an individual’s satisfaction level, 

vocational activity, and finance (Garcia et al., 2004). Also, Berkman and Glass (2000) 

mentioned that family and social relationships also mitigate the stress and anxiety of 

unemployment. This is also the same with the concept of the Interdependence mode from Roy’s 

Adaptation Theory where it says that the close relationships of people and their purpose helps 

with how individuals rely on one another (Willis, 2011). 

4.4. Career-Related Challenges 

Most of the respondents are struggling to look for a job due to the current situation of the Covid-

19 pandemic, especially those related to their past work, or those in the same Industry as their 

past work before the storm of the Covid-19 pandemic took their employment away. 

The respondents have shown their eagerness to go back to their respective work and industry. 

Most of them didn’t want to work in another industry, firmly believing that they can go back 

to their previous careers when everything goes back to normal. Considering the current 

situation of the respondents, as well as the difficulty of looking for a job in the Tourism and 

Hospitality Industry in today’s time, many of the respondents are willing to be hired even if it’s 

not in line with their previous careers. On the other hand, respondents who found a job 

opportunity in a different industry and are currently working there said, 
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“So far, the only [career-related] challenge I’m currently facing Is the 

adjustment to a new environment… to my new workplace. Because my new 

work doesn’t belong to the tourism industry anymore, I have to learn different 

skills and another new set of capabilities. So again, we’re back to zero.” 

All of these show the capacity of people to adjust and cope with their current surroundings 

and/or environment. This was mentioned in Roy’s Adaptation Theory – the physiologic-

physical mode where “human systems manifest adaptation to basic operating resources” Willis 

(2011). Also, many of the respondents have mentioned that they still haven’t got any career-

related goals in mind as they are still occupied with their current problems such as coping with 

the pandemic, unemployment, and most especially some financial struggles when asked 

whether they’ve created a set of career-related goals that they felt like they needed to 

accomplish. As for the respondents’ future career plans, many of the respondents mentioned 

going back to their respective careers, or something similar in the Tourism and Hospitality 

Industry. 

4.5. Adaptive Coping Strategies 

The respondents have shown positive efforts to manage stress. When asked about their coping 

strategies with the Covid-19 pandemic, unemployment, and uncertainty, as well as relationship, 

financial, and career-related challenges, all of the respondents’ feedback involve facing 

problems directly, thinking reasonably and rationally, recognizing and changing unhealthy 

emotional reactions, as well as doing everything they can to prevent adverse mental, emotional, 

and physical effects on themselves. As there are two types of coping strategies – adaptive and 

maladaptive, all of the information and data gathered from the respondents show that their 

coping strategies are on the side of the former – adaptive coping. 

4.6. Locus of Control 

According to the adaptive coping strategies of the respondents, it is prevalent that they have an 

internal locus of control as they have shown their strong will to dominate their own outcomes, 

rather than letting their current situation, luck, fate, injustice, or bias decide their future. Most 

of the respondents have mentioned the importance of taking action in order to alleviate their 

current situation instead of just “going with the flow” and “crying over spilled milk”, as stated 

by one respondent. 

4.7. Career and Business Opportunities 

When asked about any career or business opportunities that they know of, all of the respondents 

have mentioned online selling as a business opportunity while most of the respondents stated 

that the BPO (Business Process Outsourcing) Industry has always been open for hiring, even 

with the onslaught of the Covid-19 pandemic. 

4.8. Suggested Options 

The respondents have mentioned many important tips and recommendations to other Filipino 

workers who are in the same situation as them – those who were laid off from the Tourism and 

Hospitality Industry. Many of the respondents mentioned the importance of having enough 

savings as it serves as the “lifeline” for many people without other sources of income during 

times like this; a sudden event of a global pandemic. 

On the other hand, a respondent told the researcher about a strategy she does which kept her 

financially afloat during these trying times. The respondent calls this strategy the “6-month 

plan” where an individual must set aside an emergency fund that is the equivalent amount of 
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his/her salary for at least 6 months. This will ensure the survival of the individual – making 

their life comfortable for at least a year, worry-free. After a disruptive event in an individual’s 

life such as job loss, “pivoting” yourself was another recommended action mentioned by a 

respondent. Pivoting yourself means to say reinvent yourself. Try something new, don’t be 

scared. The respondent even quoted Jack Ma, a Chinese business magnate who mentioned that 

this year, 2020, is all about surviving. Don’t think about making profit. Think about how to 

survive. 

5. Discussion and Conclusion

5.1. Discussion and Conclusion 

This study aimed to assess laid off Filipino workers from the Tourism and Hospitality Industry 

due to Covid-19 and identify the current situation and challenges they are currently facing. Its 

purpose is to also identify how the mentioned group of people are coping with the Covid-19 

pandemic, unemployment, uncertainty, as well as with financial, relationship, and career-

related challenges. 

Due to suddenly being laid off which resulted in receiving no income for months, most of the 

respondents are currently facing many financial difficulties. For many of the respondents, one 

of their primary financial concerns is knowing where to get money for their daily necessities. 

This is a very common situation between respondents who have a family to raise and feed, and 

those who are a sole provider or a single parent. While most of the respondents have positive 

relationship experiences with their informal support, two respondents claimed that they have 

experienced otherwise, saying that relationship adversities with friends, family, and colleagues 

can’t be helped, that it only happens at the beginning and it gets better as time passes. On the 

other hand, the respondents who claim to have received positive relationship experiences with 

their informal support said that it has helped with coping, as well as being mentally and 

emotionally stable. Most of the respondents who were interviewed by the researcher also 

mentioned the difficulty and struggle to look for a job after being laid off, and that the current 

Covid-19 situation also doesn’t help at all. Nonetheless, the respondents have shown their 

eagerness to go back to work, after all, a job is a primary source of their basic needs. While 

most of the respondents want to go back to their respective industries – Tourism and 

Hospitality, they don’t deny the fact that it is easier to look for temporary jobs from other 

industries such as call center agencies in the BPO Industry where they are continuously open 

for hiring. 

Being laid off had a huge impact on the financial status of the respondents, especially those 

without any business or other sources of passive income. 

The coping strategies of the respondents – the laid off Filipino workers from the Tourism and 

Hospitality Industry due to Covid-19 are seen as Adaptive by the researcher due to the fact that 

most of the respondents mentioned acceptance, religion, positive reframing for their current 

situation, instrumental support, and emotional support, and not using forms of maladaptive 

coping strategies such as denial, self-blame, and venting as a way of coping with the current 

Covid-19 pandemic, unemployment, uncertainty, as well as financial, relationship, and career-

related challenges. 

As for the career and/or business opportunities the respondents are aware of, call centre 

agencies or the BPO Industry was mentioned by most of the respondents as a career 
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opportunity, saying that they’ve noticed that it is always open for hiring, seemingly not even 

affected by the pandemic. Also, one of the respondents immediately grabbed the job 

opportunity in a call centre agency after being laid off, saying that it was currently the only job 

option that was available for them. On the other hand, Online business or online selling, as well 

as using Social Media to create, share, and market products as well as content has been 

mentioned by most of the respondents as a business opportunity that they are aware of. Some 

of the respondents are also currently engaging in online businesses, saying that it is another 

source of income that helps with their daily expenditures. 

5.2. Recommendations 

Studying the data gathered and analysed by the researcher through assessing laid off Filipino 

workers from the Tourism and Hospitality Industry due to Covid-19 has formulated a set of 

recommendations and strategies which is beneficial to the respondents of this study and other 

laid off Filipino workers from the Tourism and Hospitality Industry due to Covid-19 as these 

will provide them with fresh, new insights and suggestions accumulated throughout the course 

of conducting this study. With the said benefits, the researcher recommends that the future 

researcher/(s) conduct the same study on a wider scale, with a larger number of participants to 

deepen the study more by assessing more variables. 

Based on the gathered data from all the interviews of the respondents – the laid off Filipino 

workers from the Tourism and Hospitality Industry due to Covid-19, the strategies proposed 

by the researcher are as follows: 

Coping Strategies 

 Religion – Try to look and seek comfort through religion and/or spiritual belief

 Planning – Try to create a strategy and think about steps to take in order to alleviate your

current situation; Make a plan for action.

 Positive Reframing – Try to see your current situation in a different light; make it more

positive. Look for something good in what is currently happening to you, and your

environment.

 Active Coping – Try to concentrate your efforts to do something about your current

situation; don’t be stagnant, take action to make your situation better.

 Acceptance – Accept the fact and reality that what has happened took place already.

Learn to live with your present reality.

 Emotional Support – Seek for comfort and understanding from your informal support, or

those around you.

 Instrumental Support – Seek help and advice from your informal support or those around

you.

Professional Strategies 

 The “6-month plan’ – When given the chance to have a job again, or if the opportunity

to earn income appears, create an emergency fund that is the equivalent of your salary

for at least 6 months. This will ensure your survival for at least a year, when a situation

like Covid-19 takes place again.

 Pivot yourself – Reinvent yourself; Try something new and shift to a new strategy.
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 Seek for Opportunities – In every crisis, there’s an opportunity. Look what is needed

around you and if you have the capability to provide it, take the opportunity.

 Use your expertise – Make use of your skills, experience, talent, and expertise –

everything you know as a tool to alleviate your current situation. (e.g. You may build a

business according to your expertise/ what you’re good at.)

 Make use of the power of Social media; whether it’s for creating and sharing content

online, or simply putting up an online business, many people use and are into social media

which enables a wider access and reach to people all over the globe.

Career and Business Opportunities 

 BPO Industry/ Call Centre Agencies – Despite the Covid-19 pandemic, demand for BPO

services is still high which makes this industry a good temporary job option for laid off

Filipino workers. The BPO industry is still continuously hiring and offers job

opportunities that are open to everyone.

 Online Business/ Ecommerce – With Covid-19 still lingering all over the globe, many

consumers resort more to online shopping amid pandemic restrictions. This creates

opportunities to open online businesses such as online retail stores, food delivery

services, online tutorial services, and many more.

The researcher recommends the following policy responses to the Government of the 

Philippines in support to the Laid off Filipino Tourism and Hospitality workers amidst the 

Covid-19 pandemic: 

Government Support 

 Implement Employment Retention Measures.

 Strengthen Occupational Safety and Health (OSH) Measures.

 Provide lending and/or financial support to Laid off Filipino workers due to Covid-19.

 Organize income support, tax credits, etc. in direct support of laid off Filipino workers

and their households who have temporarily or permanently lost their means of livelihood

as a result of the pandemic.

 Strengthen the resilience and capacity of Filipino workers’ organizations.

5.3. Limitations of the study 

This study aims to assess the current situation of laid off Filipinos from the Tourism and 

Hospitality Industry due to Covid-19. The researcher conducts an in-depth interview with the 

chosen laid off Filipino Tourism and Hospitality workers. Due to the 2-month time restriction 

of conducting the research, only 10 laid off Filipino Tourism and Hospitality workers were 

interviewed. Furthermore, because of the current Covid-19 situation, travelling was not an 

option due to area restrictions and also for the safety of both the researcher and the respondents. 

As personal face-to-face interviews were not possible, the in-depth interviews were done 

virtually through online video conferencing platforms like zoom and skype. 
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Appendix 

ASSESSING LAID OFF FILIPINO TOURISM AND  

HOSPITALITY WORKERS AMIDST THE COVID-19 PANDEMIC 

Interview Questions 

Question 1  

What was your job before you got laid off? 

Sub-Questions for Question 1 

 Which company/organization?

 From what Industry?

 How many months have you been unemployed? (for respondent profile)

Question 2  

How many years have you been working as a [JOB TITLE] 

Sub-Questions for Question 2 

 How many years have you been working in [COMPANY NAME]

 How many years have you been part of the [INDUSTRY]

Question 3  

After being laid off, what are the financial challenges you are currently facing? 

Sub-Question for Question 3 

 How do you deal with it?

Question 4 

What are the relationship challenges you are currently facing due to being laid off? 

Sub-Question for Question 4 

 How do you deal with it?

Question 5 

What are the career-related challenges you are currently facing due to being laid off? 

Sub-Question for Question 5 

 How do you deal with it?

Question 6 

In your opinion, what qualifies as having a financially-stable life? 

Question 7 

What was the impact of unemployment to your financial status? 

Sub-Question for Question 7 

 Are you financially stable?

 How different is your current lifestyle compared to your past lifestyle when you were

still employed?
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Question 8 
How do you cope with the covid-19 pandemic, unemployment, and uncertainty? 

Question 9 

What are your future career plans? 

Sub-Question for Question 9 

 As of now, have you created a set of career-related goals you need to accomplish?

Question 10 

Are you aware of any career or business-related opportunities that you think can help with your 

current situation?  

Sub-Question for Question 10 

 Do you know any career/business opportunities that you think can help alleviate the

situation of other laid off Filipino workers from the Tourism and Hospitality Industry?

Question 11 

What are your suggestions to other laid off Filipino workers from the Tourism and Hospitality 

Industry?  
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Mak, Man-Wai 

Peng, Kang-Lin 
Bachelor of Arts (Honours) in Hospitality Management 

School of Professional Education and Executive Development 

The Hong Kong Polytechnic University 

Abstract 

Food in travelling is always a critical factor in tourism. It is a trend for Generation Z looking 
for local food when traveling. To find out locals’ attitude on food tourism, a research model is 
constructed and tested with regression analysis for the development of food tourism in HK. 
The result shows that the local attitude positively affects the development of food tourism. 
The practical implication is that the travel agency and Hong Kong Tourism Board can 
develop food tourism strategies to expand HK tourism market. 

Keywords: Food tourism, Tourism Development, HK Image, Travel Intention 

1. Introduction

Hong Kong is a place that most food-obsessed and with a fame of food paradise. Food is a 
common language for every tourist when travel as ‘where to eat’ is a significant consideration 
in every trip (Mariano, 2018).  To taste the history and culture of that destination instantly and 
go deep, take a bite of the local food and join different food tours. 

Food and Road (2018) defined that food tourism as an activity that provides experiences on the 
consumption of food and beverages with appreciation of history and culture. Although food 
tourism is relatively green, it becomes a trend as travelers prefer authentic culinary experiences 
(Culinary Arts Academy, 2020).  

Hong Kong, it has a reputation as a ‘food paradise’. However, it did not grab many 
opportunities on promotions to keep it more attractive. On the other side, food tourism may 
affect locals’ social life as it will push up the local cost of goods and services (Yang et al., 2017) 
and long queues and waiting time always outside restaurants (Piuchan et al., 2018).  

Therefore, this study is to examine the attitude of locals towards food tourism in Hong Kong. 
Despite food tourism being a trend globally, locals may not be willing to make the local food 
popular.  

To make the study more succinct and give directions for collecting data, two objectives have 
been set: to find out locals’ acceptance on food tourism and to explore the effectiveness of 
promoting local food culture to tourists.  

2. Literature Review

2.1 Locals’ attitude 
Local attitude is a critical point when deciding to promote tourism. Some studies have pointed 
out this vital point, such as Peters et al. (2018). They mentioned that local attitude is a learned 
tendency to evaluate objects, people, or issues in a particular way. It can include a person’s 
directional (positive, negative, or mixed) evaluation of others. Attitude is a psychological 
perspective from a cognitive evaluation for opinion to feeling segment and, finally, an intention 
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to behave in certain ways (Peters et al., 2018). Moreover, several studies have revealed 
that local positive and negative attitudes toward tourism predict their support for tourism 
development (Yu et al., 2017).  

2.2 Food Tourism 

There are different definitions of food tourism in studies. Wang (2015) stated that when tourists 

travel to unfamiliar destinations, they are worried about food for basic human needs. This 

explains how the importance of the connection between food and tourism cannot be ignored. 

There are few conceptual ideas of food tourism from Ellis et al (2018) which are motivation, 

culture, authenticity, management and marketing, and destination orientation. They also 

indicated that food tourism is a presentation of history and place which needs to be sustainable. 

2.3 Locals’ attitude towards Food Tourism 

Shah and Shende (2017) have a study about residents’ impact on career opportunities to food 

tourism in Pune city. From their findings, Pune residents believe that food tourism can create 

many opportunities for careers. They deem that better exposure to tourists and more 

advertisement can assist the growth of food tourism in the city. However, apart from the local 

attitude toward food tourism, Hong Kong residents are not that positive. Regarding Piuchan 

et al. (2018), Hong Kong locals are concerned about economic and social-cultural impacts 

and tend to be negative. 

3. Methodology

3.1 Research Framework and Hypothesis 

Figure 1. Research Framework 

H1: Locals’ attitude is positively influencing the food tourism. 

The study from Shah and Shende (2017) found out that residents believe food tourism can 

creates many job opportunities. Besides, Hong Kong is based on a tertiary industry that relied 

on tourism. Yet, from the study of Piuchan et al (2017), Hong Kong residents are not that 

welcome to tourists especially Mainland as they think tourists have ruined their everyday social 

life. Therefore, the first hypothesis is framed as locals are having positive attitude towards food 

tourism. 

3.2 Measure of focal variable 

The measures of the focal variable are using existing studies for references. It is written in 

English and the Traditional Chinese version. There are 24 statements that will divide into three 

parts: acceptance of tourism, acceptance of food tourism and demographic information. 

There are 10 statements to test local attitude mentioned in Figure 1 proposed by few researchers 

(Bagri & Kala, 2016; Piuchan & Chan, 2018; Li & Wan, 2013; Meimand & Khalifah, 2017). 

It includes respondents’ own perception of career, community, destination, and promotion in 

tourism. In the last item, there will be a short conclusion on supporting future development on 

tourism. For the second part, to test local perception of food tourism, which is mentioned in 
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Figure 1, there are also 10 items with references by Bagri & Kala (2016), Li & Wan (2013) and 

Siu et al. (2013). The questions include the impact on food tourism in conservation of the 

environment, local values, price and quality of food, problems on garbage and traffic. There is 

a short ending of perception on the negative impact of food tourism on quality life in the last 

item. There are 4 statements in the last part, and there are all based on Yang et al. (2017). It 

includes basic background information, which are gender, age, education level, and industry 

 

The statements from first and second part were modified according to situation and culture of 

food tourism in Hong Kong. All statements are used in Likert-scale where ‘1’ indicates strongly 

disagree, ‘3’ indicates neutral, and ‘5’ indicates strongly agree. 

 

3.3 Sampling 

The questionnaire will be conducted through online using Google Forms with a snowball 

sampling method. It will send through different social media and instant messengers apps. 

During the current situation of COVID-19, this is the easiest way to collect data as it is a chain 

referral to reach populations (Explorable.com, 2009). The selected locals are from the initial 

group of friends and families, and they need to identify other locals to do the questionnaire. A 

total 110 respondents will be selected. Respondents had to be aged above 18 to presumably 

mature enough to provide fair opinions on the issues concerned (Li & Wan, 2013). The 

questionnaires would be conducted within a week (3rd April to 9th April 2021) (Appendix I).  

 

3.4 Data analysis method 

SPSS system will be adopted to analyze and collate all the data. Simple linear regression 

analysis will be used to estimate how a dependent variable change as the independent variable 

change (Bevans, 2020). It is used to test how strong the relationship of the variables is. SPSS 

statistic will then generate few tables: model summary, ANOVA and coefficient. P-value 

should be noted to know whether the causality of the two variables is significant. 

 

4. Results 

 

4.1 Data Analysis  

To analyze the data, SPSS version 26.0 was adopted. 105 questionnaires were collected out of 

110 distributions in which there is a 95.5% respondents’ rate. From table 1, there are 45.7% 

male and 54.3% female. In age group, the majority is 18-29 (45.7%) followed by 30-39 

(30.5%), 50 or above (13.3%) and 40-49 (10.5%). The respondents are mostly well-educated 

as there are 60% having a bachelor’s degree, 20% having an associate degree or high diploma, 

14.3% having high school, and 5.7% having postgraduate or doctor’s degrees. Students are the 

major career for the respondents (34.3%). Hospitality and tourism industry and others are 

having same frequency (15.2%) followed by accounting and financing (9.5%), servicing and 

self-employed are having same frequency (7.6%), no formal job (4.8%), retailing (3.8%) and 

manufacturing (1.9%). 
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Table 1: Profile of respondents in survey 

Regression analysis was conducted to test the causality between local attitude and food 

tourism development. The independent variable is the local attitude, while the dependent 

variable is the food tourism development. Use this analysis can understand how local attitude 

affects the development of HK food Tourism. 

The correlation analysis checks whether there is a linear correlation relationship the variables 

of local attitude and food tourism development. In table 2, the Pearson's Bivariate Correlation 

shows that variables are strongly correlated (r = .865 with p < 0.001).   

Table 2: Correlation Result 
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From the output of linear regression analysis, the R value is .865, which indicates a high degree 

of correlation as the nearer to 1. The R2 value indicates how much of the total variation in the 

dependent variable, Food tourism, can be explained by the independent variable, Local attitude. 

The Durbin-Watson d =1.824 is between the two critical values of   1.5< d < 2.5. Therefore, 

there is no first-order linear autocorrelation in the data. 

Table 3: Model Summary 

In table 4, the p-value is .000, which indicates that the regression model significantly predicts 

the outcome variable. 

Table 4: The Result of Regression Analysis  

In the Coefficients table 5, it provides the necessary information to predict Food Tourism from 

Locals’ Attitude and determine whether Locals’ Attitude contributes statistically significantly 

to the model. It can be estimated that the linear regression function to be y = -0.8 + 1.255* x. 

Table 5: Coefficients 
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5. Discussion and Conclusion 

 

5.1 Discussions 

The finding of the study demonstrates a correlation between locals’ attitudes and food tourism 

in Hong Kong. It has a positive attitude towards promoting food tourism. In this study, most of 

the respondents would be happy to see tourists and like to work in the tourism industry, 

resulting in a significant positive correlation. Moreover, they are all unanimous believe that 

tourism would not affect food quality and positively impact traditional food. This study reflects 

that locals feel welcome toward tourists, which has supported and met the objective and 

hypothesis. Locals’ support is essential when implementing food tourism. From the results of 

this study, it can be shown that the importance of attitude to tourism. The more the acceptance 

of food tourism, the greater the attitude locals would make, and this contextualizing to the study 

of Stylidis et al. (2014). This previous research has investigated the role of residents' place 

image in shaping their perception of impacts and support for tourism development. If there is 

no local support, tourists cannot feel and learn the history and culture of Hong Kong. When 

locals perform unprofessional services to tourists, this will cause a bad image and affect the 

future development of Hong Kong. To be successful when developing and operating food 

tourism, few impacts can gain locals’ support: government can release positive benefit by 

creating more job opportunities and providing funding support to restaurants and tours can 

boost support from locals. Yang et al (2017), they mentioned that tourism will contribute to a 

significant revenue source by increasing employment, government income, and the local 

economy. Fortunately, from the findings, most locals are perceiving in encouraging further 

development of tourism and believe food tourism has the potential to strengthen and rejuvenate 

local values. Therefore, these measures can gain support and agree to the claims of Stylidis et 

al. (2014) that when perceived positive impacts outweigh the potential negative consequences, 

residents are likely to support tourism development. 

 

However, tourism will bring attention to traffic congestion and the environment. This finding 

also has the same ideas as the study on Yang et al. (2017). This previous research has indicated 

that pollution, traffic congestion, overcrowding, safety concern, and tension between residents 

and tourists based on which residents judge their satisfaction with life quality. Similarly, in this 

study, major respondents believe that food tourism will increase garbage disposal and lead to 

traffic congestion and pollution. Therefore, considerate measures are needed to solve and 

reduce environmental problems and overcrowding problems, to minimize conflicts between 

locals and tourists and gain support from locals. 

 

Based on this study's objectives, the findings reflect that there is a high acceptance of locals’ 

attitude to food tourism. In Hong Kong, being a food paradise, there is a strong effectiveness 

to promote food tourism. Hong Kong has owned many different cuisines from traditional tea 

houses selling pineapple bun and milk-tea to local street food selling egg tart and egg puff to 

Michelin restaurant ‘Lin Heung Kui’ and to the world such as Japanese, Italian and fusion food. 

Moreover, Hong Kong has many historical food factories such as ‘Yuet Wo Soy Factory’ and 

craft beer. The factories will offer local tours sometimes. Thus, promoting food tourism is 

effective as to extend its honorable histories to extend its honorable history and culture support 

from locals on offering food tours to extend its honorable history and culture, and value to the 

world. 

 

 

 

 

514



5.2 Conclusions 

As tourism is one of the major tertiary industry in Hong Kong, it is crucial to develop more 

types of tourism as to enhance its status in the international. This study has identified the locals’ 

perception of tourism by using regression analysis to determine whether there is a significant 

coefficient between locals’ attitude and food tourism. From the above study and finding, there 

is a strong positive correlation. This study contributes to scholars devoted to deeply researching 

tourism development with locals’ perception. It also showed that importance of locals’ 

positively supports to tourism. Therefore, food tourism can be developed for few reasons: 

enhance traditional food value, local support, boosting economy, and reputation of being food 

paradise. As many researchers claimed food tourism consists of different types (e.g., Going 

local food tours, cooking classes and visiting wineries and food market etc.)  More 

sophisticated research can be done to allow tourism planners to alleviate concerns as to have 

comprehensive development. The most important is that locals’ attitude is regarded as a 

stimulator of further tourism development. 

5.3 Recommendations 

This study can help in planning authorities and the government for the development of food 

tourism. Based on findings, locals’ support is very important when executing. Hence, as the 

previous studies and this research proved that locals concern the pollution and over-crowding 

problems from tourists, economic incentives and environmental protection policies should be 

included in local development to raise the level of acceptance and support from residents. 

Moreover, as mentioned above, there are many types of food tourism. This study can aid local 

tour companies and travel agencies decide and consider the potential of holding food tours to 

let tourists know more about the unique and historical culture of Hong Kong. As Yu et al (2017) 

mentioned in the previous study, this study contributes to building a stronger knowledge in 

residents’ attitudes study. It can help future scholars study the relationship between locals’ 

attitude and tourism rather than only the perspective from tourists towards tourism. 

This research is distributed and collected through Google Form, which requires the respondents 

to respond to the answers via phone or computer. Therefore, the descriptive range lacks a group 

that is aged 65 years old or above as they are tending not to own a smartphone or computer. 

This caused the limitation of locals’ attitude as it does not cover all groups of ages that their 

responses are equally important to the study. As a result, for further research path, a thorough 

study of locals’ perspective on food tourism by using the face-to-face interview with different 

stakeholders with every group of age level is needed to have in-depth research.   
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Appendix I 

Locals’ Attitude Towards Promoting Food Tourism in Hong Kong 

Dear Sir/Madam,  

I appreciate it very much that you’ve spared your time to complete this survey. This research 

intends to examine the attitude of locals towards food tourism in Hong Kong. I value your 

honest and detailed responses. 

The questionnaire should take approximately 10 minutes to complete. Your responses are 

completely anonymous and will only be used for survey purposes.  

Thank you very much for your time and suggestions.  

I. Questions

1. Please indicate your level of agreement or disagreement with each of these statements

regarding “locals’ attitude”, with 1 (strongly disagree)- 5 (strongly agree) representing the level

of agreement. Place an “√” mark in the box of your answer.

Items 
S

tr
o

n
g

ly
 D

is
a

g
r
ee

 

D
is

a
g
r
ee
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S
tr
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n

g
ly
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1. I would be happy to see more tourists in Hong Kong. 1 2 3 4 5 

2. I would be happy to work in Hospitality and Tourism industry. 1 2 3 4 5 

3. I think tourism can create more job opportunities. 1 2 3 4 5 

4. I think tourism can help to promote cultural exchange. 1 2 3 4 5 

5. I would be happy to meet tourists from all over the world. 1 2 3 4 5 

6. I think tourism has Disturbed my social order. 1 2 3 4 5 

7. I believe Hong Kong should become more of a tourist’s

destination.
1 2 3 4 5 

8. I think construction of hotels and other tourists’ facilities has

Destroyed natural environment. 
1 2 3 4 5 

9. I perceive tourism/ planning authorities should encourage

further tourism development. 
1 2 3 4 5 

10. Overall, I fully support additional future development of
tourism in Hong Kong. 

1 2 3 4 5 
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2. Please indicate your level of agreement or disagreement with each of these statements

regarding “Food Tourism”, with 1 (strongly disagree)- 5 (strongly agree) representing the level

of agreement. Place an “√” mark in the box of your answer.

II. Demographic data

Place an “√” mark of your answer.

Items 
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1. Food tourism can encourage heritage and environmental

conservation (e.g., hawker stalls)
1 2 3 4 5 

2. Food tourism has potential to strengthen and rejuvenate local

values. 
1 2 3 4 5 

3. Food tourism will increase price (e.g., food, other goods and

services). 
1 2 3 4 5 

4. Food tourism will NOT affect quality of food in Hong Kong. 1 2 3 4 5 

5. Tourists have improper manner that affecting image of locals. 1 2 3 4 5 

6. Food tourism will have Positive impact on local tradition of food. 1 2 3 4 5 

7. Food tourism will increase problem of garbage disposal 1 2 3 4 5 

8. Food tourism will lead traffic congestion and pollution (e.g., noise). 1 2 3 4 5 

9. Food tourism will Gain cultural character and reputation of Hong

Kong.
1 2 3 4 5 

10. Overall, food tourism will cause Positive effect on quality of life. 1 2 3 4 5 

1. Gender:

□Male □Female

2. Gender:

□ 18-29 □ 30-39 □40-49 □50 or above

3. Education level:

□ High School or less

□Postgraduate or Doctor’s Degree

□ Associate/High Diploma’s degree □Bachelor’s Degree

4. Your career is:

□ Student □ Hospitality and Tourism □ Retail □ Servicing

□ Account and Finance □ Manufacturing □ Self-Employed   □ Others

□ No formal job (retired, housewife/husband, unemployed)
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Appendix I 

探討本地人對香港推廣美食旅遊的看法 

問卷調查 

尊敬的先生/女士： 

 您好!感谢您在百忙之中完成此調查問卷。本次調查旨在研究探討本地人對香港推廣

美食旅遊的看法。調查結果將僅用於學術研究,您的回答完全是匿名的,問卷中設計的個

人資訊將予以保密,您的答案並無對錯之分,請您放心的根據真實想法作答。 

 完成問卷大約需要 10分鐘。非常感謝您支持和配合! 

I. 問題：

1. 請指出您對關於“本地人的看法”的陳述同意或不同意程度，1(極其不同意)- 5(極

其同意)。請在您的答案方框内打勾“√” 。 

題項 

非
常
不
同
意

 

不
同
意

 

一
般

 

同
意

 

非
常
同
意

 

1. 我很高興看到香港有更多遊客。 1 2 3 4 5 

2. 我很樂意從事酒店和旅遊業。 1 2 3 4 5 

3. 我認為旅遊業可以創造更多的就業機會。 1 2 3 4 5 

4. 我認為旅遊業可以幫助促進文化交流。 1 2 3 4 5 

5. 我很高興認識來自世界各地的遊客。 1 2 3 4 5 

6. 我認為旅遊業騷擾了我的社會秩序。 1 2 3 4 5 

7. 我相信香港應該成為更多遊客的旅遊的目的地。 1 2 3 4 5 

8. 我認為建造酒店和其他遊客設施破壞了自然環境。 1 2 3 4 5 

9. 我認為旅遊/規劃部門應進一步發展旅遊業。 1 2 3 4 5 

10. 總括而言，我完全支持香港旅遊業的未來發展。 1 2 3 4 5 
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2. 請指出您對關於“美食旅遊”的陳述的同意或不同意程度，1(極其不同意)- 5(極其

同意)。請在您的答案方框内打勾“√” 。 

II. 人口統計資料

請在您的答案方框内打勾“√” 。 

題項 

非
常
不
同
意

 

不
同
意

 

一
般

 

同
意

 

非
常
同
意

 

1. 美食旅遊可以鼓勵傳承和環境的保護 (例如：大牌檔的傳承)。 1 2 3 4 5 

2. 美食旅遊有潛力加強本地的價值。 1 2 3 4 5 

3. 美食旅遊會提高價格（例如：食物，其他商品和服務）。 1 2 3 4 5 

4. 美食旅遊不會影響香港的食物質素。 1 2 3 4 5 

5. 遊客的不文明行為影響香港的形象。 1 2 3 4 5 

6. 美食旅遊對本地的美食傳統產生了正面的影響。 1 2 3 4 5 

7. 美食旅遊會增加處理垃圾的問題。 1 2 3 4 5 

8. 美食旅遊會導致交通擠塞和污染（例如，噪音）。 1 2 3 4 5 

9. 美食旅遊會提升香港的文化特色和聲譽。 1 2 3 4 5 

10. 總括而言，美食旅遊對生活質素造成正面影響。 1 2 3 4 5 

1. 性別：

□ 男 □ 女

2. 年齡：

□ 18-29 □ 30-39 □40-49 □50 或以上

3. 教育水平：

□ 高中或以下

□ 研究生或博士學位

□ 副學士學位/高級文憑 □ 學士學位

4. 您的職業是：

□ 學生 □ 酒店及旅遊業 □ 零售業 □ 服務業

□ 會計與金融業 □ 製造業 □ 自僱人士 □ 其他

□ 沒有正式工作(退休、家庭主婦/丈夫、失業)
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Abstract 

Taking 16 cities in Shandong Province as a case study, this research selects the tourism slogan 

of each city for classification and coding and tourist online travel notes for textual analysis and 

uses the slogan conformity degree to measure the difference between the destination image 

constructed by the tourism slogans and the destination image perceived by the tourists. This 

study analyzes tourists’ perceived deviation of tourism slogans in destination image 

construction based on two aspects, namely, slogan conformity and emotional value 

comparisons. Results show that the slogan conformity degree can measure perceived deviation 

of a destination image and provide a reference for the design of tourism slogans for different 

cities. Moreover, different cities’ destination image emphasizes geographic information, 

content orientation, value proposition, and emotional orientation. Specifically, an excellent 

tourism slogan can reduce tourists’ perceived deviation. Furthermore, tourists’ emotional value 

perception of a destination image can change from a neutral emotion to a positive emotion. 

Keywords: Tourism slogan, Tourist perception, Degree of slogan conformity, Textual analysis, 

Shandong Province 

1. Introduction

Tourism slogans, as short words conveying descriptive and persuasive information about a 

destination brand to tourists, play an important role in constructing the destination image for 

potential tourists. However, a large difference between the destination image constructed by a 

tourism slogan and the destination image perceived by tourists may cause tourists to encounter 

a psychological gap, which may affect their satisfaction and loyalty. How to measure the 

difference between the two factors is the research question of this study. 

Tourism slogans are closely related to destination image construction research. Slogans depend 

on tourists’ perceptions, which have an effect on a destination and destination image. Before a 

tour, tourism slogans can affect tourists’ motivation to travel. However, after a tour, tourism 

slogans can affect tourists’ memory points and revisit intention. Regarding the question of how 

to measure the difference between the destination image constructed by a tourism slogan and 

the destination image perceived by tourists, Tian Li et al. (2015) used a questionnaire survey 

and cluster analysis to measure the match–acceptance degree of tourism slogans. However, the 

study was limited by the scale of the questionnaire, and distinguishing the survey subjects was 

impossible. Previous research examined tourists’ perceived deviation of tourism slogans in the 

construction of a destination image using a main body of tourists; thus, in the present study, 

tourists’ travel notes are selected as the research data for tourists’ perceptions.  
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In the selection of the research objects, the tourism development of Shandong Province presents 

a unique pattern of different tourist areas, such as coastal tourism, sightseeing tourism, and 

leisure vacation tourism. In 2008, “Friendly Shandong” was launched as the overall tourism 

brand of the province. “Joint promotion and bundled marketing” with “Friendly Shandong” 

further promoted the development of the personalized regional brand. Shandong Province 

established a series of regional brands, such as “Spring City Jinan,” “Canal Ancient City,” and 

“Jiangbei Water City.” Shandong’s brand strategy is also reflected in its various tourism 

slogans. Therefore, choosing the tourism slogans of different cities in Shandong Province has 

a horizontal comparison significance. 

Based on this discussion, the present research focuses on the tourism slogans of 16 cities in 

Shandong Province and uses textual analysis to evaluate the tourism slogans from four 

dimensions, namely, geographic information, content orientation, value proposition, and 

emotional orientation. Moreover, this research defines slogan conformity degree and quantifies 

the slogans. The evaluation index compares the degree of tourists’ perceived deviation of the 

tourism slogans of various cities in the construction of a destination image from two aspects, 

namely, dimensional slogan conformity degree and city slogan conformity degree, which can 

supplement research ideas on the comparison of tourism slogans and destination images. 

2. Literature Review

According to Keller (2003), tourism slogans are short words conveying descriptive and 

persuasive information about destination brands to tourists. A tourism slogan is an incisive 

expression of the core concept of a tourist destination and the focus and essence of a tourism 

image. Tourism slogans are committed to condensing a destination’s diversity into several key 

concepts (Wu, 2004; Bai, 2008; Galí, 2016). 

In previous domestic research on tourism slogans, problems in confusing and inconsistent 

words names on tourism slogans were observed, resulting in different connotations and 

expression extension, which complicated the formulation of tourism slogans and the 

classification of different types (Xu, Tang, & Liu, 2014). At the same time, Bi Jian (2014) 

pointed out that many scholars do not pay attention to the basic concepts of various tourism 

slogans. Owing to the inaccurate use of various tourism slogans, the development of related 

research on tourism slogans is slow and disorderly. 

Tourism slogans are closely related to the image construction of tourist destinations. Tourism 

slogans are refined language expressions of the image of a tourist destination, which are 

conducive to shaping the tourist destination brand (Li & Wang, 2006). Through tourism slogans, 

tourists can recognize, recall, and effectively associate tourist destinations; thus, slogans can 

strengthen brand awareness and brand image. An effective tourism slogan is an action plan for 

the overall packaging and branding of a tourist destination (Ma, 2011; Zhan, 2019). Li Yanqin 

and Wu Bihu (2004) argued that resource-oriented tourism slogans can promote the 

characteristic resources, refine the overall image, and expand the popularity and influence of 

tourist destinations. Pan (2019) used the emotional level of words to investigate the emotional 

level of tourism slogans in 134 countries and found that the tourism destination image and 

formation of tourism slogans may affect each other through emotional components. 
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Tourism slogans are inseparable from travel consumers’ perception and travel activity secrets. 

Tourism slogans can stimulate tourism motivation and be perceived by tourists through tourism 

destination marketing information and tourism decisions (Zhan, 2019; Steve, 2019). Zhang Hu 

et al. (2016) found that the specificity and relevance of associative tourism slogans have a 

positive impact on tourists’ attitudes and tourism intentions. Specific tourism slogans can help 

tourists reduce the risks involved in tourism decision making. Ying Wang et al. (2019) 

introduced the concept of psychological imagery to the field of tourism promotion and used the 

unique sales proposition (USP) standard to analyze the tourism slogans of Chinese 5A-level 

resorts quantitatively. The study found that the USP level of the tourism slogans matches 

psychological imagery. Willingness to travel has a significant positive effect, and this 

relationship is regulated by fantasy tendencies. 

In a study on the perception bias of tourism slogans, Tian Li et al. (2015) used a questionnaire 

survey and cluster analysis to measure the conformity–acceptance degree of tourism slogans in 

16 cities in Yunnan Province and evaluate the tourism slogans. In the study, only 182 valid 

questionnaires were collected; thus, the scale of the questionnaire was relatively small. 

Moreover, the survey objects were a wide range of foreign tourists, students, and tourism-

related personnel. The present research focuses on tourists’ perceived deviation of tourism 

slogans and thus selects tourists’ travel notes as the research data and adopts text analysis as 

the research method. 

3. Methodology

3.1 Research area 

Shandong Province has a long history, profound cultural heritage, beautiful sceneries, and rich 

tourism resources and thus is a major tourism province in China. The province has four World 

Heritage sites, including Mount Tai; eight World Intangible Cultural Heritage elements, such 

as Yantai paper-cuts; and 1,227 A-level scenic spots, 12 of which are 5A-level scenic spots. 

The province has six major tourist areas, that is, the Confucian cultural tourism area of Jinan, 

Tai'an, and Qufu; the seaside tourism area of Qingdao, Yantai, and Weihai; the folk tourism 

area, with Weifang kites and Yangjiabu wooden New Year paintings as the main attractions; 

the Qi cultural tourism area with the ancient cities of Zibo and Yimakeng; the Dongying Yellow 

River Estuary tourist area characterized by the wonders of the Yellow River flowing into the 

sea; and the “Water Margin” tourist area, with the stories of Liangshan and Yanggu as the main 

attraction. Each tourist area has its own characteristics, and considerable differences in terms 

of tourism can be observed among the cities; thus, 16 cities in Shandong Province were taken 

as a representative sample. 

3.2 Data source 

The data were divided into two parts, that is, the tourism slogans of the different cities and the 

city travel notes of tourists. The tourism slogans of the cities were compiled from local culture 

and tourism bureaus. Moreover, as tourism slogans are streamlined, to avoid misinterpretations, 

excerpts of interpretations from the official WeChat account of each city’s culture and tourism 

bureau were used to assist in understanding meaning. As some cities were currently in the 

process of changing their tourism slogans, such as Dongying, the popularity of new slogans 

may be low; thus, the previous slogans were used to match the tourists’ travel notes. 

The tourists’ city travel notes were obtained from OTA (Online Travel Agency) websites, such 

as Baidu Travel, Qunar, Ctrip, MaFengWo, Tripadvisor, and so on. Tourists’ travel notes were 

searched using the city names as keywords, the section from September 2018 to September 
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2020 was selected. To ensure the validity of the data, similar travel notes published by the same 

author on multiple platforms were excluded, and comments, popular science introductions 

unrelated to the image of a city, pictures, emoticons, and text content with no semantic meaning 

were deleted. Moreover, each city was checked to ensure that it had no less than 20 tourist 

travel notes, with no less than 500 words each. Finally, 403 tourist travel notes with a total of 

840,106 words were obtained. 

3.3 Research methods 

First, the elements of the tourism slogans were extracted via group coding. To ensure the 

accuracy of the coding results, the researchers were divided into two independent groups to 

extract and classify the elements of the slogans according to the tourism slogans and their 

meaning in each city. After the two sets of coding results were merged, to avoid omissions, the 

independent coding results of another researcher were selected as the saturation test material. 

After the saturation test was conducted, the coding table of the tourism slogan of each city was 

obtained. 

Second, the text content of the tourists’ travel notes was analyzed using ROSTCM 6.0. After 

the travel notes were transformed into a .txt format, blank lines and English characters were 

deleted, and the notes were divided into dependent parts, with one sentence per line. The travel 

notes were scanned in advance, and place names, aliases, people’s names, festival activities, 

and other proper nouns were singled out and added to the word segmentation vocabulary to 

undergo the word segmentation operation. Next, the results of the word segmentation were 

checked, synonyms were added to the merged word list, nonsense words were included in the 

filtered word list, and the modified word segmentation was conducted. Finally, word frequency 

analysis, emotion analysis, and so on were performed, and the word frequency table of each 

city and emotion analysis results were obtained. 

4. Results

4.1 Analysis of slogan conformity degree 

The slogan coding and high-frequency word coding were classified according to a unified 

standard and divided into four dimensions, namely, geographical information, content 

orientation, value proposition, and emotion orientation. The classification referred to the three-

level coding model of tourism slogans proposed by Cao Limei et al. (2019). Among the four 

dimensions, geographic information refers to entities in the text with specific geographical 

meaning, including place names, aliases, scenic spot names, location words, and so on. Content 

orientation refers to certain characteristics or the uniqueness of a destination attracting tourists’ 

action. Value proposition refers to the status and ranking of an attraction or destination, while 

emotional orientation refers to the feelings or emotions of tourists. Subsequently, the classified 

coding table of the tourism slogans and classified summary table of the high-frequency words 

for the 16 cities (taking Jinan as an example) were obtained. 
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Table 1. Classified coding table of tourism slogans 

Table 2. Classified summary table of high-frequency words for Jinan 
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The slogan conformity degree is defined as the degree of conformity between the destination 

image constructed by a tourism slogan and the destination image perceived by tourists, which 

was divided into dimensional degree and city degree. The dimensional slogan conformity 

degree was calculated according to the following formula: “(word frequency of slogan 

elements/total word frequency of tourists’ travel notes)/4.” The city slogan conformity degree 

was calculated according to the sum of the slogan for each dimension. The result of the slogan 

conformity degree was expressed as a percentage, and the higher the percentage, the more 

consistent the destination image constructed by the tourism slogan with the destination image 

perceived by the tourists. For example, a 25% dimensional slogan conformity degree means 

that the destination image constructed by the tourism slogan for a certain dimension is 

completely consistent with the destination image perceived by the tourists. A 100% city slogan 

conformity degree indicates that the destination image constructed by the city tourism slogan 

is completely consistent with the destination image perceived by the tourists. The dimensional 

and city slogan conformity degrees of each city were calculated and presented in the following 

table and figure. 

Table 3. Dimensional and city slogan conformity degrees 
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Figure 1. Dimensional and city slogan conformity degrees 

 

 
 

The results showed that the city slogan conformity degree of each city was all less than 

60%. This result is due to the limited length of the slogans and easy-to-remember publicity 

characteristics. Therefore, the concise expression of the content must be pursued, as it cannot 

cover the numerous aspects of the cognition of the destination image in tourists’ 

travels. However, the city slogan conformity degree has significance in a horizontal 

comparison. 

 

Based on the extrema of the city slogan conformity degree, common reasons may exist for the 

cities with a high or low value. Cities such as Tai’an and Qufu, which exhibited high values, 

have unique tourism attractions, harmonious and unified urban cultures, and obvious 

destination characteristics; thus, their tourism slogans also reflected these concepts and 

emotions. Therefore, the destination image constructed by the tourism slogans was highly 

consistent with the destination image perceived by the tourists. Qingdao, which demonstrated 

a low value, has a variety of tourism attractions and urban cultures. However, Qingdao’s 

tourism slogan is very abstract, focusing on the beauty of artistic conception and emotional 

resonance. Therefore, though the value and emotional dimensions of the slogan were included 

in the calculation of the slogan conformity degree, Qingdao’s tourism slogan score was low. 

Thus, the destination image constructed by the tourism slogan was not in line with the 

destination image perceived by the tourists. Moreover, Qingdao’s tourism slogan does not 

specifically refer to Qingdao. The tourism slogan is also applicable to other seaside cities, such 

as Xiamen or Shanghai. 

 

From the distribution of the dimensional slogan degree, it can be seen that most of the cities 

adopted a tourism slogan that included the four dimensions. In a slogan of limited length, the 

more the dimensions included, the more the information that can be conveyed, which is 

conducive to city image building and tourism promotion. However, some tourism slogans, such 

as those of Qingdao, Dongying, and Texas, involve few dimensions. The city slogan conformity 

degrees of the cities belonged to the lower range. Owing to the propaganda function of tourism 

slogans, they have a certain impact on the psychological expectations of tourists before they 
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visit the destination. When the city slogan conformity degree is low, tourists may feel worse 

than expected upon arriving at the destination and encounter a large psychological gap, which 

will affect their satisfaction. Therefore, the city slogan conformity degree can be used as a 

criterion for testing the effect of tourism slogans, together with the publicity effect, 

memorization effect, and so on. 

The value of the dimensional slogan conformity degree reflects indirectly whether a city’s 

tourism slogan or tourism promotion highlights some of the destination image dimensions. For 

example, Rizhao lacks a unique ranking and famous tourist attractions and does not include the 

value proposition dimension in its tourism slogan. However, by focusing on the other tourism 

resources of a destination as the prominent content of a tourism slogan, the unique 

characteristics of the destination image can align with the destination image perceived by 

tourists, which can improve their satisfaction from the perspective of information truthfulness. 

Therefore, cities lacking certain dimensions should focus on other unique characteristics and 

dimensions to increase the dimensional slogan conformity degree. 

In summary, by measuring and analyzing the slogan conformity degree in each city, the city 

slogan conformity degree can determine the degree of conformity between the destination 

image constructed by the tourism slogan and the destination image perceived by the tourists 

and be used as a criterion for drawing up tourism slogans beforehand and evaluating tourism 

slogans afterwards. At the same time, it can be concluded that several aspects should be 

highlighted in the formulation of tourism slogans, such as realistic content, concrete 

expressions, comprehensive information, uniform dimensions, unfolding strengths, and hidden 

weaknesses. 

4.2 Analysis of emotion and value 

For the emotion and value analyses, we used ROSTCM 6.0 to analyze the emotions in the 

tourists’ travel notes for each city and summarized the tourists’ emotion classification and 

comparison map for each city. As a slogan is a publicity material, value proposition and 

emotional orientation are both positive; thus, we can roughly judge the destination image 

differences between the cities perceived by the tourists by comparing the proportion of positive 

emotions and analyzing the prominent cities among the sample. In addition, positive emotions 

contain different feelings, which can reflect various urban characteristics, such as the majestic 

momentum of Dongying, the comfort and pleasantness of Weihai, and so on. Therefore, we 

compared the specific content of the value proposition and emotion-oriented dimensions in the 

tourism slogan coding table with the positive emotion-related words selected by ROSTCM 6.0 

and analyzed the prominent cities among the sample. 
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Figure 2. Tourists’ emotion classification and comparison chart 

According to the tourists’ emotion classification and comparison, the difference in the 

proportion of negative emotions was not large, and the main influence on the proportion of 

positive emotions was the proportion of neutral emotions. Qufu, which had the highest 

proportion of positive emotions, had the lowest proportion of neutral emotions, thereby 

indicating that the city can mobilize tourists’ strong emotional responses. Correspondingly, 

Yantai had the lowest proportion of positive emotions and the highest proportion of neutral 

emotions, thereby indicating that Yantai as a destination contained few attractions that 

stimulated the tourists’ perception, or the lack of scenic explanation system settings made it 

difficult for the tourists to empathize with the attractions. However, neutral emotions have the 

potential to become positive emotions. If Yantai sets out to improve potential problems, then 

the emotional anchor point can become a unique memory point of the destination image, 

thereby improving the city’s tourism image. 

Based on the comparison of different positive emotions, it can be seen that the tourists’ 

emotional perception of Qingdao differed considerably. According to the coding of Qingdao’s 

tourism slogan, the emotions and feelings it produced in the tourists were “comfortable,” “cozy,” 

and “beautiful.” The text analysis of the tourist travel notes revealed other positive emotions, 

such as “crazy,” “romantic,” “delicious,” “enthusiastic,” and so on. Therefore, from the 

previous analysis of the slogan conformity degree, it can also be seen that Qingdao’s emotional 

orientation dimension score was low. Qingdao is a prominent city with obvious differences in 

terms of emotional perception. The reason for this finding may be because in recent years, 

Qingdao’s tourist attractions were diversified, internationalized, and geared toward younger 

travelers, which enhanced tourists’ emotional perception. The city’s destination image 

constructed by its tourism slogan appears weak and traditional in comparison. Travel slogans, 

which change with the images of attractions and destinations, should be updated after a certain 

period to avoid poor publicity effects from obsolescence. 

In summary, the emotion and value analyses showed that tourists’ positive emotions toward a 

destination image can change from neutral emotions to positive emotions. Thus, Yantai must 

improve tourists’ emotional perception of the destination, whereas Qingdao, which 

demonstrated a large emotional perception difference, can try to update its tourism slogan. 
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5. Discussion and Conclusion

5.1 Discussion 
This research obtains tourists’ perception of a destination image by analyzing tourist travel 

notes and compares the destination image perceived by the tourists with the destination image 

constructed by the tourism slogan, emphasizing that the tourism slogan should match the reality. 

However, in some tourism planning and designs, tourism slogans are first spread as propaganda 

materials, and forming a perception of a destination image, tourists are attracted to a destination 

but discover upon arrival that their perception exceeds the image promised by the tourism 

slogan. This type of situation typically occurs in the early stage of urban tourism promotion. 

With the development of urban tourism and increase in tourist arrivals, tourism market behavior 

can uncover increased tourist attractions, and the destination image perceived by tourists will 

become highly extensive and may differ from the destination image constructed by tourism 

slogans. In terms of the application of this research, the slogan conformity degree can be 

employed for dynamic evaluation. 

In addition, this study compares the difference between the destination image constructed by 

tourism slogans and the destination image perceived by tourists but finds that some cities, such 

as Liaocheng and Zaozhuang, have very similar tourism slogans and destination images, that 

is, the differences between certain cities are insufficient, which have yet to be investigated. 

5.2 Conclusion 

This research presents three main findings. 

(1) The city slogan conformity degree can measure the degree of conformity between the

destination image constructed by tourism slogans and the destination image perceived by

tourists. Cities with a high or low slogan conformity degree have common reasons for such an

outcome. Cities with a high slogan conformity degree follow a certain tourism slogan

formulation model that is concrete, comprehensive, and so on, which can be used as a reference

for tourism slogan designers. Therefore, slogan correspondence can be used as a reference

standard for the formulation and evaluation of tourism slogans.

(2) A destination image can be divided into four dimensions, namely, geographical information,

content orientation, value proposition, and emotional orientation. The destination image of a

city places certain emphasis on the four dimensions, and cities with a high city slogan

conformity degree fully understand their characteristics, pay attention to reality, enhance their

strengths, and circumvent their weaknesses to increase the consistency between the image

constructed by the tourism slogan and the image perceived by the tourists.

(3) Tourists’ emotional perception of a destination image can change from a neutral emotion

to a positive emotion. Yantai lacks stimuli to mobilize tourists’ strong positive emotions; thus,

differences in emotional value exist between the destination image constructed by slogans and

the destination image perceived by tourists as well as considerable room for improvement. The

renewal of Qingdao’s tourism attractions and thinness of its tourism slogan can increase the

differences in tourists’ emotional perception.
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With regard to the findings, this study presents two recommendations. 

(1) In the formulation of tourism slogans, the slogan conformity degree should be

considered. As publicity materials, tourism slogans should be able to succinctly and truly

reflect a destination’s tourism attractions and image, create reasonable psychological

expectations for potential tourists, meet tourists’ expectations, and maintain tourists’

satisfaction and loyalty to a destination. Tourism slogans that match reality, are eloquent, and

are easy to remember can become a memory point for tourists to revisit a destination or engage

in word-of-mouth promotion. As a measurement tool, the slogan conformity degree can

dynamically monitor whether a considerable difference will emerge between tourism slogans

and destination images over time. If so, tourism slogans should be updated within a certain

period to ensure their publicity effect.

(2) In terms of the formation of tourist perception, the emotional anchor point of a destination

should be supplemented from the perspective of tourists’ emotional perception in the planning

and design of a destination image. For cities such as Yantai, the construction of the urban

tourism brand should begin emotional planning from a global perspective; highlight emotional

elements in promotional materials, such as tourism slogans and tourism videos; and stimulate

strong emotions in tourists through emotional channels, such as travel agency tour guides and

guide explanation systems, to avoid “ordinary” emotional impressions through designs.
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ABSTRACT 

The COVID 19 pandemic has affected all the major economic sectors including the tourism 

industry. Many hospitality-related establishments are forced to close down because of this global 

pandemic. However, the tourism and hospitality industry is indeed no stranger to epidemics. 

(Jamal & Budke, 2020; Farmaki et al., 2020) The hotels have found ways to keep their business 

running- from sheltering healthcare personnel to shifting into quarantine facilities. Both leisure 

and business visitors see hotels as their second home, and the hotel's duty is to ensure its guests 

are protected. During these times of pandemic, guests have different perceptions of safety, security, 

and hygiene when it comes to hotels. Because of the pandemic, they are more worried about safety 

concerns on hotel grounds. Most likely as it caters to visitors who are subject to strict and 

mandatory quarantine. This study was conducted to provide tourism stakeholders and hoteliers 

with information on guest perceptions of hotels used as quarantine facilities as they strive for a 

better and new normal. The method of collecting the data of the study was done through survey 

questionnaires and an interview guide for the structured interview. The findings of the study 

indicate that due to the strict implementation of security ,safety and sanitation measures of hotels, 

the guests were satisfied during their stay and were assured of their safety. Hotels adaptation to 

new normal and the implementation and compliance to guests health standards affect the guest 

perception resulting in their level of satisfaction and loyalty to the hotel. 

Keywords: Risk Perception, COVID-19, Safety, Sanitation and Security 
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I. INTRODUCTION 

 

The COVID-19 pandemic has shut down the world’s economy overnight and the tourism industry 

has been the worst affected of all of the major economic sectors. New orders were implemented 

such as lockdown of facilities, staying at home, and restricting traveling, this is to help prevent 

and/or delay the number of the cases, however, most hospitality-related establishments were still 

temporarily closed amidst these strategies. (Bartik et al., 2020). In response to this, hotels have 

found ways to keep their business running- from sheltering healthcare personnel to shifting into 

quarantine facilities.  

 

In the Philippines, hotels are allowed to operate under the Republic Act (RA) No. 11469 or the 

Bayanihan to Heal as one Act. The Department of Health and The Department of Tourism is 

ordered to issue instructions for the purpose of enforcing the authority of the President to control 

the process or take over privately operated facilities to act as quarantine areas. Accredited lodging 

establishments are presented with a certificate from the DOT to formally acknowledge that they 

have met the minimum requirements for the management of tourism facilities and services. 

 

Due to their close proximity to the airport, hotels within the area of Manila and Pasay are strategic 

locations to use as mandatory and stringent quarantine facilities- controlling the spread of the virus 

within the metro. These hotels have been catering services and accommodation to local and 

international guests for a very long time. Until now, these hotels are proving their safety and 

stability in assuring that they remain to be a safe facility. Despite that, people’s perception of these 

hotels used as quarantine facilities varies according to their perception of risk. 

 

Hotels are considered as the second home for both leisure and business tourists and it is the hotel’s 

responsibility to ensure guests their safety (Singh, 2015). During this unstable time, tourists have 

different perceptions of safety, security, and hygiene when it comes to hotels. They became more 

suspicious of safety issues inside the hotel premises as a result of the pandemic. More likely when 

it caters to guests that are under stringent and mandatory quarantine. The purpose of this study is 

to provide the hotel owners and tourism stakeholders the hotel guests' perception of hotels that 

were used as quarantine facilities as they strain toward the better and new normal. 
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1.1. Background of the Study 

Travel and Tourism Industry is associated with a wider area that covers and relates to tourism not 

just in traveling but from the activities, transportation, services, and operations itself. It is 

undeniably the most affected industry during this pandemic, causing entire countries to restrict 

traveling. Filipinos working overseas or some who traveled overseas, and stuck tourists, struggle 

to come home. According to the Department of Foreign Affairs, despite the travel restrictions 

“only a small number of foreigners are allowed to enter the country.” Since this is a big issue we 

are facing today, quarantine facilities are being occupied increasingly, making hotels offer to 

become a quarantine  site for the suspected travelers. The researchers have gathered hotels within 

Manila and Pasay City that are both suitable for stringent and mandatory quarantine. 

Manila and Pasay City are part of 16 cities located in Metro Manila, which is known as the nation's 

capital city. Manila City is known for its hotels, restaurants and commercial buildings. The Pasig 

River divides the city into north and south parts as it passes through the heart of the city.  Binondo, 

Ermita, Intramuros, Malate, Paco, Pandacan, Port Sector, Quiapo, Sampaloc, San Andres, San 

Miguel, San Nicolas, Santa Ana, Santa Cruz, Santa Mesa, and Tondo are among the city's 16 

administrative districts. Pasay City which also lies on the eastern part of Manila Bay is located on 

the south of Manila City. It is the major residential area of Manila and  popular for the nightclubs 

along Roxas Boulevard. Manila and Pasay City have numerous hotels and are closest to the airport. 

Hotels at the city of Manila and Pasay were accredited to be a quarantine facility namely: Armada 

Hotel, Manila Hotel, Hotel Jen, TRYP by Wyndham Mall of Asia, Bayview Park Hotel, Citystate 

Tower Hotel, Eurotel Pedro Gil, Hotel H20, The Heritage Hotel Manila, Tropicana Hotel, 

Adriatico Suites, Sofitel, Winford Hotel, Ramada Hotel, Diamond Hotel, 88 Courtyard Hotel, 

Belmont, SOGO, Amelie Hotel, Copacabana, Heritage Hotel, Nichols Hotel, Selah Pods Hotel, 

Conrad Hotel, Holiday Inn Express Manila Newport City, Kabayan Hotel, Savoy Hotel, and Rizal 

Park Hotel. 

1.2. Statement of the problem  

Now that hotels are used as quarantine facilities, different perceptions among the hotel guests come 

into view. In response to this, the researchers seek to answer the following questions: 

1. What is the perception level of hotel guests on the selected hotels in terms of:

2.1 Safety

2.2 Hygiene

2.3 Sanitation

2. What is the level of attitude of hotel guests towards hotels used as quarantine facilities in

terms of:

3.1 Guest satisfaction

3.2 Guest loyalty

3. Is there a significant relationship between the level of attitude of hotel guests to the hotels

used as quarantine facilities when group according to their perception level?
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4. What post-pandemic framework can be designed in assessing hotel guests for the selected 

hotels?  

 

1.3. Theoretical Framework  

The theories used in this study are the Risk Perception Model, Maslow’s Hierarchy of Needs, and 

the Protection Motivation Theory. Maslow’s hierarchy of needs deals with human needs-

physiological, safety, love & belonging, esteem, and self-actualization. Since the hospitality 

industry deals with customers, it is therefore imperative that they consider the psychological needs 

of every human being in order for the guests or customers to enjoy their place of service and the 

service itself.  The need for safety plays an important part in the decision making of hotel guests. 

Due to the pandemic, people are more careful about their health and safety. Everywhere they go, 

they must feel secured. It is the hotel’s responsibility to ensure the guest’s safety and well-being.  

 

 

 

Figure1. Maslow’s Hierarchy of Needs 

 

Van der Linden's (2015) risk perception model recommends the incorporation of different 

variables such as the cognitive tradition (people’s knowledge and understanding about risks), the 

emotional and experiential tradition (personal experience), the social-cultural paradigm (social 

amplification of risk, cultural theory, trust, and values), and individual differences (gender, 

education, ideology). This model was originally applied to the context of climate change but can 

also be used in the study about people’s perception of hotels used as quarantine facilities. Allowing 

the researchers to cover all of the said dimensions that affect the perception of risk among the 

target respondents.   
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Figure 2. Risk Perception Model 

According to the Protection Motivation Theory, individuals are more likely to protect themselves 

if they expect harmful effects. Some may acknowledge that PMT has parallels to the health 

perception paradigm (Becker & Maiman, 1975), which claims that individuals are considering 

factors such as the nature of the hazard, their personal insecurity, and the potential advantages of 

preventive action when deciding whether or not to take a chance. This theory shows that there is a 

relationship between risk perception and the behavior of a person towards safety. This model 

would help identify the reasons behind their responses. Whether or not they choose to stay in that 

facility, it is because they are trying to protect themselves and avoid negative consequences. 

Figure 3. Protection Motivation Theory 

The three theories mentioned above will serve as the foundation of the study as it clarifies that 

people’s perception of the severity of a certain health threat determines their risk perception. Since 

risk perception is a subjective build influenced by different social, emotional, cognitive, and 

cultural variations, people’s perception of hotels used as quarantine facilities may vary. 

Furthermore, when an individual feels that one out of the five physiological needs will be 

compromised their emotional response to a threat influences their perception and behavior. 
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1.4. Significance of the Study 

This research will benefit the following stakeholders: 

1. Hoteliers- The results of this study will be of help in providing hoteliers insights and

understanding about how their guests perceive hotels used as quarantine facilities and the

risks that come along with it. With this knowledge, hoteliers would be able to take action in

ensuring their guests that they still remain to be a safe facility for leisure and business

purposes.

2. Hotel guest- The results of this study will help in the fight against COVID-19 through

improving their awareness towards hotels used as quarantine facilities.

3. Local government- The results of this study may help the local government which plays an

important role in the success of its local industry. This way that they would have knowledge

of the perception of different individuals or coming in and out of the province or city. This

will help them to facilitate effective communication and distribution of information to the

public to reduce their perceived risk.

4. Safety - It is the condition of being protected from any risks and threats of an individual.

5. Pandemic- COVID-19 that has spread from all over the world.

1.5.   Scope and Delimitation 

This study only focuses on the perspective of hotel guests on the hotels in Manila and Pasay that 

are used as quarantine facilities. This study will not tackle the other quarantine facilities used 

during the pandemic and anything related to the use of isolation facilities. Hotels and facilities far 

outside the area of Manila and Pasay will not be included as well as the use of home quarantine. 

Although, it would be a great research study to work on in the future for other researchers.  

Definition of Terms 

1. Quarantine Facilities - It is an area used to isolate individuals who are undergoing stringent

and mandatory quarantine to prevent the spread of disease.

2. Perception- It is the hotel guests' awareness of the hotels used as quarantine facilities that

may result in different opinions and attitudes.

3. Risk - Exposure to threats brought by the COVID-19 Pandemic

4. Behavior - The way in which people respond to a situation.

5. Safety - It is the condition of being protected from any risks and threats of an individual.

6. Pandemic- COVID-19 that has spread from all over the world.
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II. REVIEW OF RELATED LITERATURE

This chapter details out the reviews of various researches and journals related to infection and 

public health, risk research, tourism, and hospitality research. The researchers divided this 

chapter into seven sections. 

COVID-19 and the Hospitality Industry 

As a result of its deadly nature, the COVID-19 pandemic led to global panic. (Samina & Ahmed, 

2020). Not long ago the people already experienced SARS and lately MERS, the tourism and 

hospitality industry is indeed no stranger to epidemics. (Jamal & Budke, 2020; Farmaki et al., 

2020). 

According to WHO (World Health Organization), people should be up-to-date to any news about 

countries or areas where COVID-19 is spreading. In the event of a reported case of COVID-19, 

receptionists should be acquainted with the room occupancy policy for associated individuals. 

They should know the emergency numbers they could contact for any assistance. Having the 

necessary equipment to maintain cleanliness and a well sanitized facility would help everyone, as 

well as proper monitoring of the conditions of guests and employees. All contacts of COVID-19 

patients should be quarantined for 14 days from the last time they were exposed to the patient, 

according to WHO. If a person shows symptoms, the person should wear a medical mask and be 

treated as a potential case. 

In the Philippines, the Department of Tourism together with the IATF have created health and 

safety guidelines in governing the operations of accommodation establishments under the new 

normal. According to the Republic Act (RA) No. 11469 or the Bayanihan To Heal as One Act, 

"Minimum Public Health Standards" refers to guidelines set by the Department of Health (DOH), 

which refer to public health measures which individuals and communities can carry out in order 

to reduce transmission rates. "New Normal" on the other hand, refers to the emerging behaviors, 

situations, and minimum public health standards that will be institutionalized in common or routine 

practices and remain even after the pandemic while the disease is not totally eradicated. 

Establishments must wear “Personal Protective Equipment” such as protective clothing, face 

masks and goggles to minimize the exposure to health risks. Physical distancing must also be 

observed within at least one meter radius and must observe “single occupancy” wherein only one 

person shall be accommodated in each room.  

A study on SARS in 2003 and 2009 H1N1 swine flu epidemic in Hong Kong provided evidence 

on how the tourism and hospitality industry can accelerate the spread of viruses. Hotels have an 

important role; they can serve as an assistant to the public during an outbreak. (Hung et al., 2018). 

The Hotel industry is essential to maintaining a stable economy as it serves as an important core 

in the industry (Feiran et al., 2020).  As a matter of fact, during this time, many employees lost 

their jobs and their homes, proving that there is a significant influence of the COVID-19 pandemic 

on hotel staff, tax income, and occupancy rates. (Soehardi & Untari, 2020). The pandemic added 

significant stress on everyone in the Hospitality Industry. In line with that, The World Tourism 

Organization (UNWTO) has provided technical assistance for tourism recovery that provides 

guidelines to individual countries in response to COVID-19, encompassing three main areas-
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marketing and promotion, economic recovery, and institutional resilience (Soehardi & Untari, 

2020). A study on small and medium hotel enterprises stated that Small and medium-sized 

enterprises are viewed as an important part of the industry, significantly contributing to 

employment, competitiveness, advancement, and economic growth rate (Eggers, 2020). However, 

some of these hotels had to close down their businesses during this Global Pandemic since the said 

businesses cannot shoulder anymore the losses that have been made due to closure of the operation 

that has been promulgated by the national government and local authorities of a certain country, 

this is for the prevention of the widespread of COVID-19. Another research stated that small hotels 

are easier to control than big enterprises however it did not state that major hotels cannot survive 

the COVID-19 Pandemic. A study on the performance of Polish hotels suggested that it is essential 

for hotels to have proper management, smooth planning, and cooperation to prevent them from 

closing down. (Napierala et al., 2020).  Similarly, a study on known luxury hotels in Bangladesh 

examined the recovery of the hotel industry in the changing world of post-COVID-19. Using hotel 

rooms as a quarantine facility helps the hotel industry and the people behind it. Adapting and 

recovering to the situation is most likely the plan of many in the business industry. Not a country 

was spared by the global pandemic, it has caused damage to society, human health, and the 

economy. (Fareed et al., 2020; Shehzad et al., 2020; Teng et al., 2020).  

Risk Perception in the context of Tourism 

As deaths continue to rise around the world, it is essential to understand how the public perceives 

risk. This way, the literature gap on public risk perception associated with infectious diseases can 

be filled. A pioneer research on risk perception in the middle of the COVID-19 pandemic has 

concluded that there are a number of predictors of how the public perceives risk such as personal 

knowledge, experience, social knowledge, faith in the government, in healthcare experts, and in 

scientific knowledge (Dryhurst et al., 2020). Furthermore, it stated that people's risk perception of 

COVID-19 correlates with a number of experiential and cross-cultural variations between different 

countries.  

A recent study proved that a large portion of the population is still not willing to stay in hotels 

right away (Gursoy & Chi, 2020). It suggested that people are not yet ready to travel and visit 

hotels and restaurants due to fear caused by the pandemic. However, they are more than willing to 

pay extra fees for the added safety measure. Research says that there is a relationship between 

perception and behavioral change of the community with regards to the COVID-19 pandemic. As 

per the Health Belief Model Approach, the increased vulnerability to health issues would allow 

people to engage in practices to minimize their chance of getting one (Jose et al., 2020). The study 

concluded that risk perceptions influence individual protective behaviors. However, how people 

perceive risk is not necessarily correlated with the actual risk. This occurred during a 2009 flu 

pandemic, people were confused and overreacted that eventually led to such actions (Jose et al., 

2020). The study shows that the lack of information about the COVID-19 pandemic and the rapid 

growth of cases has caused anxiety and a certain level of disorders to the public (Leung Kin Hang 

Paul, 2020). The general population is likely to experience a great deal of anxiety and worry over 

a public health event, particularly if the situation is what they're not familiar with. Although, The 

community lockdown has increased awareness of how serious the issue is which has helped control 

the pandemic (Deng et al., 2020). In the same way, (Hang, 2020) stated that shared emotions can 

establish emotional attachment meaning to say if each individual shares the same thoughts with 

543



 

 

 

what’s happening during these rough times particularly the COVID-19 it will be much easier for 

each individual to survive this Global Pandemic.  

 

Previous studies have shown health-protective activities arising from individual perceptions of the 

danger in the middle of a pandemic. It continues to affect every individual in numerous aspects 

(So & Chang, 2020). It caused a remarkable financial change in societies worldwide (Davies, 

2020). Guided by The Protection Motivation Theory, self-assurance study, presumed that both 

danger and adapting assessments improve travelers' protection motivation, which results in a 

change of their action. (Wang et al., 2019). It suggested that future measures should be taken to 

improve the perception of tourists. On the other hand, a recent study examining the beliefs and 

attitudes of Australians towards the COVID-19 pandemic concluded that there are factors that 

affect people's level of risk perception. First is that people may be unaware of true risk.  Second, 

people may be subject to optimism-where they downplay their own risk of an outcome. Third, 

some people assess their risk as low due to a change towards protective behavior (Sealle et. al, 

2020).  

 

Research says that people have differing estimates of danger hazard, as people's perception of 

increased risk impacts their travel decision-making (Garg, 2015). In this study, the effects of risk 

perception on the decision-making of visitors on their destination choice were analyzed and 

evaluated. A recent study indicated that the COVID-19 pandemic affected the risk perception of 

travelers and their travel behavior over time (Neuburger & Egger, 2020). The findings of the 

research lead to a novel viewpoint on the creation of risk tolerance and travel activity during a 

health crisis by defining profiles of potential visitors during a pandemic crisis at two separate levels 

of its spread. In line with this, there was a study that investigated the relationships between risk 

perceptions and the different types of knowledge of tourists. The study revealed that subjective 

knowledge has the strongest influence on tourist perception compared to objective knowledge 

while traveling to the Middle East. (Sharifpour et al., 2013).  

 

Safety 

 

Safety, health, and well-being are important topics in tourism studies (Wang et al.,2019). It is 

important for tourism stakeholders to understand people’s perceptions, attitudes, and what 

motivates them to protect themselves. According to a study, infectious disease like Ebola 

negatively impacts the health of the travelers, the tourism industry, and the destination during its 

time. With that, tourist operators are expected to take responsibility for protecting the safety and 

security of travelers. If considered, it would benefit their turnover, prevent litigations, and yield 

customer satisfaction and loyalty. The study concluded that both coping and treat appraisals 

encourage travelers’ protection motivation, which affects their behaviors. Hotels can be defined as 

the “home away from home” (Chauhan et al., 2018). Safety and security aspects have a very 

important role to play in the hospitality industry. If a guest experiences any kind of security 

problems during the length of their stay, it would automatically lead to failure to customer's 

satisfaction. Ghazi (2016) agrees that factors such as safety and security are important to tourists 

when choosing a hotel or a destination. He concluded that the initial feature that tourists consider 

is protection from risks. Threats may be natural disasters, health, and human-made hazards, and 

crimes. In order to manage these hazards, hotel managers must prepare and put efforts to minimize 

the impacts of these threats. (Shin & Kang, 2020) stated that hotels can reduce customers’ 
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perceived health risks via technology innovation. The study shows how technology innovations 

and applying a risk-reduction strategy plays an important role in the recovery of the hotel industry. 

The result indicates that reducing health risks is a crucial competitive point for attracting hotel 

guests. In order to do so, hotels must improve their safety protocols and implement risk-reduction 

strategies in order to lessen the anxiety level of their guest. The use of new technology to minimize 

contact with workers and visitors is an important technique to reduce the harm to the wellbeing of 

the visitor. 

Hygiene 

The hotel industry during an epidemic is a community effort, the preparedness and response work 

hand in hand and it won't be successful if there's no proper action done by the other party. Failure 

to act fast in these situations can result in an outbreak. The SARS and H1N1 epidemic already 

served as a warning for hotels to respond to possible outbreaks in the future. It allowed researchers 

and stakeholders to come up with detailed information on how to enforce preventive measures, in 

particular ensuring good hygiene on the premises of hotels (Hung et al., 2018). Studies show that 

room cleanliness is important to hotel guests (Zemke et al, 2015). They are willing to pay extra for 

rooms that have been cleaned using advanced disinfection methods above the standard room 

cleaning process. On the contrary, a study on safety issues and hygiene perceptions of hotels in 

Aqaba, Jordan indicated that guests’ stress on the importance of privacy, followed by the safety 

and security and hygiene comes last (Alananzeh, 2017). Bharwani et. al (2012) stated that hygiene 

has been recognized as the main risk in the hotel industry. Training procedures for sanitation in 

hotel rooms are a big help to the industry. Sanitation measures become super detailed and 

important. In the study of American Hotel and Lodging Assistance (AHLA), they focused on 

improved cleaning standards in hotels. The British Hospitality Association (BHA) launched a 

'Pathway to Recovery' and an urgent investigation into the steps required to successfully reopen 

and recover after the coronavirus crisis.  

Sanitation 

The term 'cleanliness theater' was used by Pelletier (2020) whereby hotels will be visible on delays 

in cleaning the rooms, and that guests should seriously participate in hotel cleanliness to make sure 

they are safe and comfortable. Hotels should display certificates or credentials validating cleaning 

and sanitation methods, explain the use of cleaning and sanitation practices, equipment and 

technologies such as air filtration, etc., ensure that all workers are involved in washing and cleaning 

walls, floors, door handles, lift keys, countertops, etc. A recent study suggested that in order to 

kick start business and get rooms occupied during this pandemic, hotels will have to adopt a radical 

approach (Jain, 2020). Moreover, ensure people that the facility is virus-free. Tussyadiah (2020) 

suggested that the tourism and hospitality industry should consider the utilization of service robots 

as it reduces physical interactions, thus reducing the perceived risk of transmission of viruses.The 

hospitality industry will need to apply strict sanitation and hygiene measures to create trust and 

restore consumer confidence (Kirkwood, 2020). However, guests are not the only ones who should 

be protected but the whole management and staff as well. Employees are not only exposed to 

chemical and physical hazards but also to psychological stress. Particularly those who are exposed 

like hoteliers, housekeepers, concierge, etc. (Rosemberg, M.A.S., 2020) 
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Guest Satisfaction and Guest Loyalty 

Customer experience is considered in today's competitive era as a way to stand out among rivals 

in the industry. Today, the challenge is to create and transform the consumer experience in the 

middle of the COVID-19 pandemic. (Ahn & Back, 2018a, Shamim, 2016b).  The pandemic has 

affected how people think, behave, and travel. It is, therefore, necessary for the hotel industry to 

recognize the changing norms and behaviors of tourists and to address their changing needs 

appropriately. Moreover, the pandemic has resulted in huge changes in consumer preferences and 

consumption patterns (Hao, Xiao, & Chon, 2020). As far as their health and safety are concerned, 

people would look into every decision they would make. Everything just made people more aware 

of their decisions about their surroundings (Smrutirekha, Sahoo, P.R., and Mangaraj J.K., 2020). 

A study on the effects of SARS in the hotel industry of Korea in 2003 suggested that hotels should 

take on a more realistic approach and stress the importance of crisis management in order to 

overcome a situation or crisis. The only way to turn a crisis into an advantage is to recognize the 

problem and start to specify plans to prevent it. (Kim & Lee, 2005). Due to travel restrictions, the 

COVID-19 pandemic brought devastation to the hotel industry which also brought adjustments to 

the practices of crisis management which supports the needs of the industry (Lai & Wong, 2020). 

This research adds to the knowledge of strategic preparation and disaster management over a span 

of time. The bed and breakfast industry also faced challenges during this pandemic. A recent study 

on tourist satisfaction with bed and breakfast in China concluded that psychological factors have 

a direct impact on the satisfaction of the Covid-19 guests. (Hong et al. 2020). The study suggested 

that hotel managers must focus on providing a safe experience to its guests. Understanding the 

concerns of the guest and employees make the hotels improve their strategy. Several important 

things will be seriously and permanently affected by the pandemic but hotel industries need to 

recover from the situation. Although using hotel rooms as a quarantine facility has its own 

advantages, risks are still visible, the occupancy rates still collapse not just to existing hotels who 

are currently opening and operating but especially to those who are not. 

Customer satisfaction is an essential aspect of the industry- as services have a direct impact on 

consumers. The satisfaction of customers after the pandemic can be affected by different factors 

such as their attitudes, beliefs, perception, and motivation. Determinants of tourist satisfaction 

include the location, room quality, service quality, specialties, surrounding environment, 

consumption emotion, expectation fulfillment, perceived value, etc. (Hong 2020). Customer 

satisfaction is one of the major factors for measuring the productive capacity of industries and the 

effectiveness of corporations. A study concluded that there is a connection between satisfaction 

and loyalty. It was necessary for hotel managers to realize that having happy guests doesn't mean 

that they are satisfied. The results of the study revealed that a slight improvement in customers’ 

satisfaction greatly improved guest loyalty. (Carev, 2008). Customer satisfaction is indeed one of 

the most important factors in determining whether or not the needs of the customers are met. It 

enables hoteliers to engage in their pricing strategy and to classify their priorities. Room occupancy 

can affect the cost of the room and the satisfaction of the guest. Hotels may want to consider a plan 

for their hotel pricing strategy especially if it can affect guest satisfaction, its effect will continue 

to change especially that there is now a bigger challenge in winning the customer's trust. It will 

depend on what approach the hotels will offer to the public and how they can prove that they are 

perfect for the publics’ expected standards.  
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Synthesis 

 
Pandemics and health risks are no stranger to the hotel industry. Studies show how the industry 
was affected before and how it fought its way back up. At present, the COVID-19 pandemic 
continues to challenge the hotel industry but it manages to thrive; limiting the impact of the risks 
and surviving for future growth. People nowadays avoid visiting hotels, restaurants, or even travel 
because of their perception of unfamiliar health risks. Their knowledge, experiences, and 
sociocultural differences are predictors of their risk perception which affect and influence their 
decision-making. For the reason that people are likely to protect themselves against the potential 
danger, they may have to face it. People’s perception of safety motivates them to protect 
themselves. Safety, hygiene, and sanitation play an important role in the hotel industry because it 
is one of the features to consider in choosing a hotel or a destination which is the protection from 
all kinds of risk. Thus, the level of perception of guests regarding safety, hygiene, and sanitation 
is important to understand because it can influence their overall satisfaction.

Conceptual Framework 
  

 
Figure 4. Conceptual Framework of the study 

 
The first box in the diagram is the perception of the hotel guest which is the independent variable 
that is correlated with the intervening variables which are the marketing, prior knowledge, and 
past experience. Same as with the intervening variables and the perception level of the guest. The 
customer loyalty and satisfaction is correlated with the perception level of guests. The result would 
be a post-pandemic framework for assessing the hotel guest. This framework would be beneficial 
to the hotels to assess their guests and also, on which area they would focus on especially on 
security and hygiene in order to increase satisfaction. 
 
III. METHODOLOGY  
 
3. 1 Research Design  
This research used the mixed-method sequential explanatory design, which started with analyzing 
quantitative data and then followed by qualitative data. Both data— quantitative and qualitative 
was used to gather information about the perception level of hotel guests to hotel quarantines. For 
the quantitative part, survey questionnaires were distributed which consisted of 4 questions per 
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section. The first section contains questions on guests’ perception on Safety. Next section covered 
the perception of the guests regarding hygiene. The third section covered their perception on 
sanitation. The fourth covered the variable regarding guest satisfaction and the last section 
contained questions regarding guest loyalty. These are all rated using a 4-point Likert scale. For 
the qualitative part, there are 10 questions that also covered every variable in the study for the 
structured interview. The interview helped the researchers understand the perception of hotel 
guests.  

3.2. Participants of the Study 

The participants of this study are the hotel guests ranging from 17 years old and above, both male 

and female who have stayed in the quarantine hotels in Manila and Pasay City namely:  Armada 

Hotel, Manila Hotel, Hotel Jen, TRYP by Wyndham Mall of Asia, Bayview Park Hotel, Citystate 

Tower hotel, Eurotel Pedro Gil, Hotel H20, The Heritage Hotel Manila, Tropicana Hotel, Savoy 

Hotel, Rizal Park Hotel and Manila Hotel which are used as quarantine facilities during the 

COVID-19 pandemic in the city of Manila and Pasay.  

3.3. Sampling Size & Sampling Technique 

As assumed, there are at least 50 guests per day on the hotels we have included in our study as per 

data of Armada. The sample size of is taken from the sample size calculator with a confidence 

interval of 6. The participants of the study are hotel guests who have stayed at quarantine hotel 

sites in Manila and Pasay City during the COVID-19 Pandemic. The researchers used quota 

sampling technique under the non-probabilistic sampling for the Quantitative part and purposive 

sampling for the Qualitative part. There was a total of 267 respondents who took part in the 20-

question survey questionnaire through answering an online google from.  The respondents came 

from different accredited hotels in Manila and Pasay City.  The hotels that are Armada Hotel, 

Manila Hotel, Hotel Jen, TRYP by Wyndham Mall of Asia, Bayview Park Hotel, Citystate Tower 

Hotel, Eurotel Pedro Gil, Hotel H20, The Heritage Hotel Manila, Tropicana Hotel, Adriatico 

Suites, Sofitel, Winford Hotel, Ramada Hotel, Diamond Hotel, 88 Courtyard Hotel, Belmont, 

SOGO, Amelie Hotel, Copacabana, Heritage Hotel, Nichols Hotel, Selah Pods Hotel, Conrad 

Hotel, Holiday Inn Express Manila Newport City, Kabayan Hotel, Savoy Hotel, and Rizal Park 

Hotel. For the qualitative part, 5 interviewees took part in the structured interview who answered 

10 questions. The criteria set for the interviewees of structured interview were: (a) A guest from 

the hotel; (b) either for business, quarantine or leisure purposes; (c) stayed in the hotel for one or 

more than one night; (d) agreed to be interviewed. Close-ended questions were used for the survey 

questionnaires while open-ended survey questions were used for the structured interview. 

3.4. Research Instrument 

The method of collecting the data was done through self-made questionnaires and an interview 

guide for the structured interview.  For the qualitative data, the questionnaires were distributed to 

Armada Hotel and in order to reach guests who have stayed from other hotels, the survey 

questionnaires were distributed online. There are demographic factors that they have to answer 

such as age, gender, socio-economic class, length of stay, educational attainment, and purpose of 

the stay followed by questionnaires consisting of five parts. The first, second, and third section 

includes 4 questions per section to identify the perception of guests on safety, hygiene and 

sanitation rated from 1 (Needs Improvement) to 4 (Excellent). The fourth also contains 4 questions 

per section to measure the satisfaction of the guests’ experiencing safety, hygiene, and sanitation 

in hotels in Manila and Pasay City ranging from 1 (Very Dissatisfied) to 4 (Very Satisfied). The 
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last section which also contains 4 questions to know if the perception of the guests with regards to 

safety, security and sanitation will encourage them to patronize the hotel. Whereas, the interview 

guide was used to gather qualitative data. The interview guide  consisted of 10 open-ended 

questions which aided the researchers to further understand the perception of the guests. All the 

information gathered was analyzed through thematic analysis. 

 
3.5. Data Gathering Procedure  
The researchers conducted a pilot test to determine the validity of the questionnaire. Upon 
receiving the approval from the Program Chairperson, the researchers disseminated the papers to 
the Armada Hotel. The researchers also distributed online survey forms to reach the guests who 
have stayed in quarantine hotels around Manila and Pasay City. In administering the 
questionnaires, the researcher used their time allotted to avoid distractions from other activities.  
For the qualitative data, the researchers formulated an interview guide which was used as a tool 
for gathering data and was then submitted to their thesis adviser for necessary corrections. The 
qualitative data was collected through interviewing 5 respondents who were fit to answer the 
structured interview. For accuracy of the results, a mobile phone was used to record the interview. 
The recorded audio recording was then transcribed and used for analysis and interpretation of data. 
 
3.6. Statistical Treatment of Data   
After the necessary quantitative data was taken, it was analyzed and assessed statistically; 
presented through tables and graphs. The data that emerged from the questionnaires was analyzed 
in a statistical program called SPSS or the Statistical Package for Social Science by a statistician. 
The researchers used the basic statistical treatment as follows a) weighted mean and b) pearson 
correlation. The researchers used the weighted mean as a measure for the responses of the guests. 
This was used to determine their perception in terms of 1) Safety; 2) Hygiene; 3) Sanitation and 
their relationship to 1) Guest Satisfaction; 2) Guest Loyalty. The researchers used the Pearson’s 
Correlation Coefficient to assess the relationship between the level of perception of the guests 
towards safety, security and sanitation to guest satisfaction and loyalty as stated in the hypothesis. 
 
On the other hand, the qualitative data gathered was analyzed as well. Audio recordings are 
transcribed to become a field text.  Through looking for similarities and differences between the 
responses, themes were subsequently developed. 
 
 
 
 
 
 
 W= weighted average 
 n = number of terms to be averaged 
 wi= weights applied to x values 
 Xi  = data values to be average 

 
Figure 5. Weighted Mean Formula 

 
 
  
 
 
 N = the number of pairs of scores 
 Σxy = the sum of the products of paired scores 
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Σx = the sum of x scores 
Σy = the sum of y scores 
Σx2 = the sum of squared x scores 
Σy2 = the sum of squared y scores 

Figure 6. Pearson’s Correlation Coefficient  Formula 

IV. PRESENTATION, ANALYSIS AND INTERPRETATION OF DATA

A total of 267 respondents were able to participate in the study. 70 survey questionnaires were 
distributed to Armada hotel and were returned completely. While 197 respondents who have 
stayed at different hotels in Manila and Pasay City have answered the online google form during 
the study period.  

Table 1 Range and Interpretation of the Guest Perception on Safety, Hygiene and Sanitation 

Range Interpretation 

1.00 1.75 Needs Improvement 

1.76 2.50 Below Expectation 

2.51 3.25 Very Good 

3.26 4.00 Excellent 

Table 2 Mean and Interpretation of Guest Perception Safety 

Guest Perception on 
Safety 

Mean Interpretation 

The hotel provided 
signs and directives 

that care for my safety 
3.54 Excellent 

The hotel is strict in 
accepting and we are 
to comply with the 

requirements 

3.49 Excellent 

The hotel is careful in 
protecting our 

belongings 
3.55 Excellent 

Contactless check-in 
is encouraged which 
makes me feel more 

safe 

3.41 Excellent 

RESULT 3.50 Excellent 

The weighted mean result of Guest Perception on Safety is 3.50 interpreted as Excellent. The data 
gathered showed that the item 3 in the table above “the hotel is careful in protecting our 
belongings” received the highest mean with 3.55 interpreted as excellent and the lowest garnered 
3.41 “the hotel is strict in accepting and we are to comply with the requirements” interpreted as 
excellent.  Safety and security aspects have a very important role to play in the hospitality industry. 
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If a guest experiences any kind of security problems during the length of their stay, it would 
automatically lead to failure to customer's satisfaction Ghazi (2016). The result indicates that the 
guests who come to the hotels come with an understanding that they are safe and secured in the 
hotel during their stay in the hotel. Furthermore, the hotels were careful when it came to accepting 
guests that came into the facility because they were strict with the guidelines and there were 
marshals to guard the facility. 
 

Table 3 Mean and Interpretation of Guest Perception Hygiene 

 

Guest Perception on 

Hygiene 
Mean Interpretation 

The hotel was strict in 
implementing practices 

in order to maintain the 

cleanliness 

3.57 Excellent 

Physical distancing, 

wearing of masks and 

hand sanitizing was 

greatly emphasized 

3.55 Excellent 

Hand-sanitizers, alcohol 

are seen on entrances, 
contact spots such as 

lobbies and reception. 

3.52 Excellent 

Wash hand easily 3.45 Excellent 

RESULT 3.52 Excellent 

 

The weighted mean result of Guest Perception on Hygiene is 3.52 interpreted as Excellent. In the 

table above, we noticed that the first item “The hotel was strict in implementing practices in order 

to maintain the cleanliness” achieved the highest mean reaching 3.57 interpreted as excellent and 

item number four “washing of hands” received 3.45 and was interpreted as excellent. Bharwani et. 

al (2012) stated that hygiene has been recognized as the main risk in the hotel industry.  

 

Table 4 Mean and Interpretation of Guest Perception Sanitation 

 

Guest Perception on 

Sanitation Mean Interpretation 

Elevators, check-in 

stations, and public 

bathrooms are cleaned 

frequently. 

3.45 

Excellent 

Disinfection in the 

guestroom is done 

frequently 

3.35 

Excellent 
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Increased frequency of 

cleaning with hospital-

grade disinfectants on 
all high-touch surfaces 

guestrooms and shared 

spaces 

3.38 

Excellent 

Disposing of PPE and 

other waste 

3.32 

Excellent 

RESULT 3.37 
Excellent 

The weighted mean result of Guest Perception on Sanitation is 3.37 interpreted as Excellent. The 

item number 1 “Elevators, check-in stations, and public bathrooms are cleaned frequently” 

achieved the highest mean of 3.45 and “Disposing of PPE and other waste” came last in the rank 

with 3.32 interpreted as excellent. The hospitality industry will need to apply strict sanitation and 

hygiene measures to create trust and restore consumer confidence (Kirkwood, 2020). 

Table 5 Range and Interpretation of the Guest Perception on Satisfaction 

Range Interpretation 

1.00 1.75 Very Dissatisfied 

1.76 2.50 Dissatisfied 

2.51 3.25 Satisfied 

3.26 4.00 Very Satisfied 

Table 6 Mean and Interpretation of the Guest Perception on Satisfaction 

Guest Satisfaction Mean Interpretation 

Getting booked in a 

room with well 

sanitized amenities 

3.53 Very Satisfied 

Using PPEs of the Hotel 

Employees for the 

Customer's Safety. 

3.32 Very Satisfied 

Are you satisfied with 

service offered by the 

Hotels in terms of 

Safety, Hygiene, and 

Sanitation? 

3.41 Very Satisfied 

Tight security of the 

hotel (personal 
information, personal 

data and other) 

3.37 Very Satisfied 

RESULT 3.41 Very Satisfied 

The weighted mean result of Guest Perception on Satisfaction is 3.41 interpreted as Excellent. In 

terms of the Satisfaction perception of the guests. Based on the data collected, the first item 
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“Getting booked in a room with well sanitized amenities” achieved the highest mean reaching 3.53 

interpreted as very satisfied and the item number two which is “using PPEs of hotel employees for 

customer’s safety” received the lowest with 3.32 interpreted as very satisfied. With this, 

determinants of tourist satisfaction include the location, room quality, service quality, specialties, 

surrounding environment, consumption emotion, expectation fulfillment, perceived value, etc. 

(Hong 2020).  

Table 7 Range and Interpretation of the Guest Perception on Loyalty 

Ranges: Interpretation 

1.00 1.75 Poor 

1.76 2.50 Fair 

2.51 3.25 Very Good 

3.26 4.00 Excellent 

Guest Loyalty Mean Interpretation 

How likely are you to 

recommend the hotel 

to a friend or relative? 

Would you say the 
chances are... 

3.39 Excellent 

How likely are you to 
book your stay again 

in this hotel? Would 

you say the chances 

are.. 

3.24 Very Good 

How likely do you 

trust this hotel in terms 

of Safety, Hygiene, 

and Sanitation 

3.33 Excellent 

Trusting level of 

information provided 

by the hotel about 

their products and 

services towards 

COVID-19 

3.37 Excellent 

RESULT 3.33 Excellent 

The weighted mean result of Guest Perception on Loyalty is 3.33 interpreted as Excellent. The 

item number 1 received the highest mean of 3.39 interpreted as excellent “How likely are you to 

recommend the hotel to a friend or relative?” while item number 2 gained the lowest with a 

weighted mean of 3.24 interpreted as excellent “How likely are you to book your stay again in this 

hotel? Would you say the chances are”? The pandemic has affected how people think, behave, 

and travel. It is, therefore, necessary for the hotel industry to recognize the changing norms and 

behaviors of tourists and to address their changing needs appropriately. Moreover, the pandemic 

has resulted in huge changes in consumer preferences and consumption patterns (Hao, Xiao, & 
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Chon, 2020). As far as their health and safety are concerned, people would look into every decision 

they would make.  

Table 8 Pearson’s correlation 

Correlations (Pearsons) 
Guest 

Satisfaction 

Guest 

Loyalty 

Guest 

Perception on 
Safety 

Pearson 

Correlation 
.659** .671** 

Significance 0.000 0.000 

N 267 267 

Guest 

Perception on 

Hygiene 

Pearson 

Correlation 
.692** .688** 

Significance 0.000 0.000 

N 267 267 

Guest 

Perception on 

Sanitation 

Pearson 

Correlation 
.734** .731** 

Significance 0.000 0.000 

N 267 267 

**. Correlation is significant at the 0.01 level (2-

tailed). 

The significance value is below .01 the correlation is at .01 level therefore it is highly significantly 

higher than .05, which is the number we put in our hypothesis. The findings of this study shows 

that the variables of the study are highly significant to one another. The perceptions of the guest 

towards safety, hygiene and sanitation impact their satisfaction and therefore increases customer 

loyalty.  

As for safety, the results affirm that the guest’s perception on safety is correlated to the level of 

satisfaction and loyalty with a value of (r =.659) and (r =.671), and a significance value of (p < 

0.000) making it highly significant. If guests encounter any security issue during their stay, it leads 

to dissatisfaction of the guests resulting in guests seeking other hotels. On the other hand, if the 

guests face no security and safety issue during their stay in the hotel, it leads to guest satisfaction 

resulting in improvement of rapport of the hotel thereby achieving its main objectives of guest 

satisfaction (Chauhan, A. et al. 2018).  

The results of the study showed that the guest’s perception on hygiene is correlated to guest 

satisfaction and loyalty with a value of (r =.692) and (r =.688), and a significance value of (p < 

0.000). Studies show that room cleanliness is important to hotel guests (Zemke et al, 2015). 

Therefore, their satisfaction is based on the provision of hygienic elements- alcohols, sanitizers 

and soap. As well as the washing of hands and wearing of masks.  
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The results of the study showed that the guest’s perception on sanitation is correlated to guest 

satisfaction and loyalty with a value of (r =.734) and (r =.731), and a significance value of (p < 

0.000). Determinants of guest satisfaction include the location, room quality, service quality, 

specialties, surrounding environment, expectation fulfillment, perceived value, etc. (Hong 2020). 

In this area, the hotels were able to sanitize and disinfect the facility in which were evident to the 

guests. With that, they were satisfied with the measures made by the hotel. The hospitality industry 

will need to apply strict sanitation and hygiene measures to create trust and restore consumer 

confidence (Kirkwood, 2020).  

 

Thematic Analysis  

With the data gathered by the researchers, they were able to come up with three main themes that 

emerged from or have been found during the qualitative part of data gathering:  

 

Table 9 Master Themes and Related Superordinate Themes 

 

Master Themes Superordinate Themes 

Implementation 

and Compliance of 

Hotels to Minimum 

Health Standards 

 

- Strict Observance of 
Social Distancing 

Measures 

 

- Strict “No Face 

Mask, No Entry” 

 

- Strict Observance of 

Sanitation and 

Disinfection 

Measures 

Adaptability of Hotels 

in the New Normal 

 

- Difference of Hotels 

According to Star 

Rating 

 

- Service Limitations 

Risk Perception of 

Guests 
- Protective Behaviors 

 -  

 

Master Theme 1: Implementation and Compliance of Hotels to Minimum Health Standards 

 

Superordinate Theme 1.1:  Strict Observance of Social Distancing Measures  

 

Informant 4: “Guards and marshals, we are all there. They are the ones who observe the social 

distancing measures and they have designated marshals on every floor.” 

 

Safety and security aspects have a very important role to play in the hospitality industry. If a guest 

experiences any kind of security problems during the length of their stay, it would automatically 
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lead to failure to customer's satisfaction (Ghazi, 2016). With that, we can see that the respondents 

felt safe because there were strict observances of social distancing and there were marshals to 

oversee whether the guests were really observing such measures.  This way the guests felt that they 

would be less likely to come in contact with the virus because the hotel makes an effort to provide 

them the feeling of security. If one feels safe within a facility, they would make them feel that they 

are being cared for and secured.  

Superordinate Theme 1.2: Strict “No Face Mask, No Entry” 

Informant 1: “The health protocol among the 4, si TRYP lang yung slightly sumunod na dapat 

nakaPPE and etc., sa Sofitel kasi it is strictly implemented that you are not allowed to leave your 

room without wearing your mask and your ID at sobrang higpit ng social distancing.” 

At present, there is no other act that a person can do to protect themselves but to wear a face mask. 

This gives everyone the feeling that they are protected and in exchange protecting the people 

around them as well. These measures were implemented and followed by hotels but some were 

not. According to one respondent the staff of the hotel where he stayed was not wearing PPE and, 

in his end, he felt that that certain facility lacked in this area compared to the other hotel who 

followed the policy. 

Superordinate Theme 1.3: Strict Observance of Sanitation and Disinfection Measures 

Informant 1: “Okay, for all of the hotels they have at least maybe 3 or 4 housekeeping staff so they 

have to maintain the cleanliness and they have to sanitize the lobby, first of all, the lobby so every 

admission so they will clean it after every admission and after every discharge of the guest or the 

patient. They will also sanitize the elevator buttons and then the stairs, the hallways at the same 

time, and then the doors or the doorknobs in each of the room, and then they’re going to fumigate 

the hallways twice or thrice a week as well and then they use a lot of disinfectants like spray, 

liquids and sometimes I guess it smells like soap at the same time as well and then alcohol, they 

put a lot of alcohol in different corners of every building like every part of the building. They’re 

really doing their job very well.” 

According to a study, the hospitality industry will need to apply strict sanitation and hygiene 

measures to create trust and restore consumer confidence (Kirkwood, 2020). The results showed 

that hotels followed sanitation measures at all times in different areas of the hotel. The hotel shows 

the guests the importance of having good sanitation measures and it was evident. The measures 

seen and felt by the guests that they were satisfied with how the hotels complied. It is important 

that as a quarantine facility hotel are making an extreme effort to protect the guests within their 

facility because some of them are in mandatory and stringent quarantine. 

Master Theme 2: Adaptability of Hotels in the New Normal 

Superordinate Theme 2.1: Difference of Hotels According to Star Rating in Terms of Facilities, 

Service and Cleanliness  
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Informant 3: “Hotels that are like 3-star or 4-star hotels, they have better facilities and amenities… 

Of course, I’m going to recommend it because the virus will not stay there forever and then they’re 

doing their best to sanitize and keep it clean so of course, I would recommend them as well to try 

the other services and amenities.” 

Informant 1: “Definitely yes because before the pandemic I already went to Sofitel so in terms of 

the service, food, housekeeping they’re very polite and accommodating to their guests so I think 

Sofitel is one of the five-star hotels. So, I think Sofitel is worth recommending.” 

Informant 5: “First of all, inside the hotel, there are a lot of cockroaches so you can’t leave for 

example your glass there.”  

The interviews revealed that the respondents were satisfied with the hotels’ strict compliance to 

the measures set by the Department of Tourism (DOT) and World Health Organization (WHO). 

The hotels’ response to these measures were evident which were appreciated by the respondents. 

However, there were hotels that slightly failed in maintaining such measures as observed on the 

responses given by the respondents.  

Customer experience is considered in today's competitive era as a way to stand out among rivals 

in the industry. Today, the challenge is to create and transform the consumer experience in the 

middle of the COVID-19 pandemic. (Ahn & Back, 2018a, Shamim, 2016b). We are all aware that 

all tourism stakeholders must adapt to the change caused by the pandemic. The results were able 

to prove this given that hotels were able to provide services despite the challenges they are faced 

with.  

The researchers were able to observe the difference between the responses of those who were able 

to stay in different hotels with different ratings. Customer Experience is one of the pillars of the 

hospitality industry. 2 of our respondents have stayed in different hotels and with that they were 

able to compare the difference between these hotels.  Those hotels within the 5-4-star rating were 

able to provide such services that satisfied the guests. The respondents have stated that the staff 

are polite and accommodating to their guests and in terms of their service provided by hotels that 

are beyond expectation that triggered the customer loyalty to the hotel. However, one respondent 

shared his experience regarding the cleanliness of one hotel. The respondent stated that upon 

entering the hotel there are a lot of cockroaches even in the room where they have stayed. With 

that, he never wanted to book his stay with the hotel. A slight improvement in customers’ 

satisfaction greatly improved guest loyalty. (Carev, 2008).  

Superordinate Theme 2.3: Service Limitations 

Informant 1: “It’s not that satisfying because we are the one who’s cleaning the room. We are the 

who’s vacuuming and cleaning the and room and everything also we are the one changing the 

bedsheets.” 

A recent study suggested that in order to kick start business and get rooms occupied during this 

pandemic, hotels will have to adopt a radical approach (Jain, 2020). The pandemic has limited the 

hotel industry in different ways. Before, services were brought to the guests. Now, the guests are 
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tasked to change their bedsheets. Although it was an inconvenience to the guests it was a measure 

that lessens the chance of them contacting the virus. 

Master Theme 3: Risk Perception of Guests  

Superordinate Theme 3.1: Protective Behaviors 

Informant 2: “Yes, it affects my decision to stay in the hotel because it’s not just a normal virus. 

Of course, you are thinking about the safety of your family who doesn’t have a travel history.” 

Informant 1: “I’m really strict when it comes to the satination of the hotel since I have asthma 

whether it’s a 3-star hotel or a 5-star hotel it has to be clean.” 

 At present, people are now looking into every decision they would make because of the pandemic. 

According to the Protection Motivation Theory, individuals are more likely to protect themselves 

if they expect harmful effects. Parallel to the health perception paradigm, individuals are 

considering factors such as the nature of the hazard, their personal insecurity, and the potential 

advantages of preventive action when deciding whether or not to take a chance (Becker & Maiman, 

1975). 

Nowadays hotels not only just serve as a home away from home but a quarantine facility to our 

beloved OFWs. The respondents have stated different scenarios when it comes to safety measures 

of the hotels in Manila and Pasay. Some of them were worried since they think that the measures 

taken by the management are not enough to make them feel secure. The results showed that the 

guests have shown protective behaviors prior to and during the whole duration of the stay. 

However, for them staying in the hotel was an act to protect themselves and their families. They 

weren’t able to choose the hotel according to their preferences but they were expecting that the 

hotels would provide the services they need and expect due to their perception of the virus as well 

as their present health condition.  

V. SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATION

5.1 Summary of Findings 

The findings of this research answer the perception level of hotel guests on the selected hotels in 

terms of: Safety, Hygiene, and Sanitation together with the level of attitude of hotel guests towards 

hotels used as quarantine facilities in terms of: Guest satisfaction & Guest loyalty. 

● Guests were assured during their stay indicating an excellent result in terms of the Safety

and Security of the hotel.

● Guests highly agree that hotels were strict in implementing practices in terms of Hygiene.

● Guests admit that hotels apply strict sanitation measures to their facility. Interpreted the

overall results to be excellent.

● In terms of Safety, Hygiene, and Sanitation offered by the hotel, results indicated that they

are all highly correlated to the guest's level of attitude to satisfaction and loyalty.

● Hotels adaptation to new normal and the implementation and compliance to guest’s health

standards, affects the guest perception resulting in their level of satisfaction and loyalty to

the hotel.
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5.3 Conclusion 

The pandemic has affected how people think, behave, and travel (Smrutirekha, Sahoo, P.R., and 

Mangaraj J.K., 2020). Same goes for staying in different tourism establishments. The satisfaction 

of the guest is important for the continuous operation and prosperity of the hotel sector. Despite 

the pandemic, guests always expect high levels of satisfaction with regards to their needs and 

wants.  

 

The results of this study showed that the guest’s perception on safety, hygiene and sanitation is 

correlated with their satisfaction. Thus, encouraging customer loyalty. The most noticeable point 

in this study is that the hotels in Manila and Pasay area were able to provide excellent service in 

the area of safety, security and sanitation in the middle of a pandemic. In terms of safety, the hotels 

were able to provide the guests the assurance that they remain to be a safe facility through the 

provision and compliance with the health protocols set by the government. With that, the guests 

were satisfied because of the assurance of safety. For hygiene, the hotels were able to provide 

alcohol, soaps and sanitizers that were appreciated by the guests leaving them again, satisfied. 

Also, the staff were also able to observe hygienic practices. In the area of sanitation, the guests 

were satisfied with the hotels’ provision and action in maintaining the area clean through 

disinfecting the whole facility. With that, the guests were satisfied during their stay and they are 

expecting that once the pandemic is over, they would be able to come back to the hotel and enjoy 

without the limitations caused by the pandemic.  

 

As a result of the qualitative part of the study, the researchers have conducted a Post-Pandemic 

Framework in Assessing Hotel Guests. With that being said, the researchers have come up with 

two variables to support this framework. First is the Service, to support this rapport according to 

(Hong 2020) Customer satisfaction is an essential aspect of the industry- as services have a direct 

impact on guests. In this context, the stability of the services that are being provided or offered 

before, during, and after the pandemic should be considered to reach Guest Satisfaction and Guest 

Loyalty. And the other variable is assurance, supporting this is a statement by (Singh, 2015) that 

Hotels are considered as the second home for both leisure and business tourists and it is the hotel’s 

responsibility to ensure guests their safety. As hotels are considered as a home away from home 

the assurance that must be given to the Hotel Guests must be certain for the guests must feel that 

their home is a safe haven.  
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Figure 7. Post-Pandemic Framework in Assessing Hotel Guests 

5.2 Recommendations 

1. Hotels should look more into guests' feedback to attain guest satisfaction. during the

pandemic and after. They should maintain the proper cleaning process. Providing soaps,

alcohol, hand sanitizers to their premises during and even after the pandemic. This would

help them face other challenges in the future, because they mainly offer a service that

requires a well sanitized facility. Furthermore, informative posters and leaflets promoting

hand-washing, respiratory hygiene and basic hygiene practice can be useful information

tools.

2. The WHO suggested that the management of a tourism establishment should adopt an action

plan developed in collaboration with local health authorities and  national public health

authorities with the aim of communicating the action plan to  the guests and other

stakeholders to ensure alignment  consistency.

3. Government should continue to give guidelines and protocols that would push hotels to

maintain their facilities clean and orderly. They should also know how and where to update

important news that would reach everyone including OFW’s, locals, and business

establishments. Effectively communicating with the public and properly disseminating

information will minimize the perceived risk.

4. Hotels should consider other factors that contribute to the satisfaction of their guests. Such

as food and beverage and other services offered to the guests during their stay. This way,

hotels could improve in such areas and encourage customer loyalty.

5. Future researchers should conduct more research on other quarantine or isolation facilities

outside the Manila and Pasay areas, to assist the local government and other hotel facilities

in better understanding the perspective of  the guests. They could study the difference of

home quarantine to hotel quarantine and look more into the ratings of the hotels and how

their services differ from one another and its effects on their guests. They can also focus on

the adaptation of the quarantine hotels in different countries on how they handle the COVID-

19 Pandemic situation.

6. Hotels should improve their protocols and precautions in accordance with both international

and local guidelines. They can also broaden their expertise in terms of hotel guest and

employee protection by incorporating international best practices alongside local

regulations.
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Appendix 

Demographic Profile 

Gender Frequency Percentage 

Female 140 52.43% 

Male 127 47.57% 

TOTAL 267 100.00% 

Age Frequency Percentage 

17 and below 1 0.37% 

18 years old to 25 years old 75 28.09% 

26 years old to 30 years old 65 24.34% 

31 years old to 35 years old 32 11.99% 

36 years old to 40 years old 49 18.35% 

41 years and above 45 16.85% 

TOTAL 267 99.99% 

Socio-Economic Status Frequency Percentage 

Employed 194 72.66% 

Unemployed 46 17.23% 

Student 27 10.11% 

TOTAL 267 100.00% 

Educational Attainment Frequency Percentage 

High School 17 6.37% 

Senior High School Graduate 34 12.73% 

Bachelor's Degree 216 80.90% 

TOTAL 267 100.00% 

Length of Stay Frequency Percentage 

1-2 Night / Nights 68 25.47% 

3-4 Nights 82 30.71% 

More Than 4 Nights 117 43.82% 

TOTAL 267 100.00% 
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Purpose of Stay Frequency Percentage 

Leisure 40 14.98% 

Business 37 13.86% 

For Quarantine Purposes 190 71.16% 

TOTAL 267 100.00% 

Cronbach’s Alpha 
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Transcription 

RESPONDENT 1 

1. What is the purpose of your stay in the hotel?

It was an accommodation provided by our company from March 2020 until August 2020

2. Was it a tough decision to decide which hotel to stay in?

The company was the one who provided the hotel. We are separated by batch and at the same time,

due to unexpected happenings, nagkaroon ng transfer hotel kaya nakacollect ako ng 4 na hotel

which are: Bayview Park Hotel (2-3 weeks stay), Sofitel (2 months), Armada (2 weeks), and TRYP

(stayed until August) The company provided all the expenses including the food.

(The company was the one who provided the hotel. We are separated by the batch and at the same

time, due to unexpected happenings, we need to transfer to different hotels which are: Bayview

Park Hotel for two to three weeks of stay, Sofitel for two months, Armada for two weeks and TRYP

that I stayed until August. The company provided all the expenses including the food.)

3. Did your initial knowledge of the virus affect your decision to stay in a hotel?

Yes because I have 1 week to decide whether to go to work because we don’t have work from

home also, I was a fresh graduate at that time and it was my first time to be separated from my

family and it’s really risky because I have an underlying illness I have severe asthma that’s why

I’m vulnerable to COVID. Of course, I was scared.

4. Do you think that the hotel did an excellent job in maintaining the facility clean?

This is an honest review, so in Bayview the first few days of stay was okay but then after a week

of stay, naghigpit sila at nag provide ng quarantine pass kasi pwede naman kaming lumabas hotel

however yung pinupuntahan namin lugar ay kailangan ng quarantine pass tapos next thing is hindi

lahat ng employees duon or wala akong nakikitang naka PPE sakanila which is part of health

protocol that time that is a way back March. Second, naglagay sila ng mga nakaquarantine na

Seaman sa ibang floor. Okay lang naman yun pero diba, taking consideration nakaquarantine so

ibig sabihin they’re not allowed to go outside unless dumating na yung resulta ng swab test nila.

Kasi dalawa yun eh, magswab sila bago bumbaba ng barko tapos sila ilalagay sa quarantine hotel.

Tapos pag dating sa hygiene or sa pag disinfect wala. They have this policy na no make up room

policy. So pag gusto mong magpalinis ng kwarto mo, iiwan lang nila sa labas ng room yung

vacuum at pang linis ng cr so ikaw ang maglilinis. Wala talagang thoroughly na disinfection ang

nangyayari. Tapos, naman yung pagcheck ng temperature at foot bath yun lang kaso

nakaksalamuha namin yung mga seaman at kahit may facemask kasi anduon pa din sila.

Considering din na meron tayong tinatawag na asymptomatic case so walang assurance kung sino

sa atin ang meron. Tapos among the 4 hotels na napuntahan ko, Sofitel is very strict so nuong

nagtransfer kami kay Sofitel kailangan upon entering you have to show your company ID tapos

kailangan alam mo din kung anong room mo at kung sino ang kasama mo kasi pipirma ka. After

that, iscan nila gamit mo, alcohol, temperature check. Pag pasok mo sa loob, upon checking in,

pupunta ng front desk bibigyan ka ng heath declaration form tas isa pang form kasi icheck up ka

pa ng doctor nila. After check up tsaka mo lang makukuha key card ng room mo. Ang sanitation

duon is everyday sa hallway, elevator and all. Hindi naka PPE staff nila dahil siguro konti sila pero

naka facemask sila at gloves. In terms of sanitation at disinfecting the room naman, twice a week
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ang pag disinfect. Nasa room lang ako the whole time. Tas paano namin na assure na dinisinfect 

yung hallway is naamoy namin yung clorox. nahaluan din kami ng nakaquarantine na OFW sa 

Sofitel but ang sistema duon kung anong room mo, yun lang ang access mo sa keycard wala kang 

access sa ibang floor. Tapos na overheard namin na kapag may kailangan yung mga 

nakaquarantine na OFW, magbibigay sila ng pera o listahan sa staff ng hotel then sila yung bibili. 

Sa Aramada naman, nuong dumating kami duon hindi sila naka PPE nakamask sila pero hindi sila 

naka PPE. Second, yung sanitation ng rooms strict kasi ako sa sanitation kasi may asthma ako 

tsaka syempre hotel yun mapa 3 star man yan o 5 star kailangan malinis. Naglilinis naman sila ng 

kwarto everyday kasi mapapansin mo naman na naayos yung kama however, nakakatawa lang kasi 

nuong ginawa na siyang quarantine facility that time nagsalpak sila ng seaman so from that time 

na yun duon lang sila nagkabit ng barrier sa reception, duon lang sila nag PPE, duon lang sila 

naging ready. Okay naman yung facility nila so far. Then pagdating sa mga luggage ikaw bahala 

ikaw magdadala sa kwarto mo. sa TRYP bago ka pumasok sa hotel nila may listahan to check 

kung nakacheck-in ka ba talaga duon. Tapos temperature check then may lababo sa labas hindi ka 

nila papapasukin hanggat hindi ka naghuhugas duon sa lababo nila tas may alcohol pa. Then 

pagpasok mo, maayos naman. May mga barriers yung counter nila sa reception. Ang naka PPE sa 

TRYP hotel ay yung mga housekeeping. The room is cleaned every day. nagpapalit sila ng 

bedsheet twice a week. Unlike sa Bayview Hotel ikaw mismo magpapalit lahat. Parang 

naiintindihan din namin yun pero syempre ang bibigat ng comforter. Siguro sa apat na hotel, si 

Bayview lang talaga yung medyo tagilid in terms of services. Considering the health protocol 

among the 4, si TRYP lang yung slightly sumunod na dapat naka PPE and etc., sa Sofitel kasi it is 

strictly implemented that you are not allowed to out of your room without wearing your mask  and 

your ID at sobrang higpit ng social distancing. Like nasa poolside ka lang example may ipapakita 

lang yung friend mo sa phone niya, naka mega phone na yung mga guard nagsasabi ng social 

distancing po.nakakalabas naman kami ng room namin pero yung mga facilities nila like gym and 

pool is sarado.  

This is an honest review, so in Bayview the first few days of stay was okay but then after a week of 

stay, they become strict and also they provide us a quarantine pass because we can go outside 

however the places are requiring us to present our quarantine passes. And then, next thing is that 

all the employees there are not wearing a PPE which is part of the health protocol that time that 

is way back March 2020. Second, they put all the quarantined seamen to the different floors. It is 

okay but you know, taking consideration of quarantine meaning they're not allowed to go outside 

unless they already received the results of their swab test. It is two swab tests, first is before they 

disembark the ship then they will be quarantined in the hotel. When it comes to hygiene or 

disinfecting the place, I saw nothing. They have this policy called "no make up policy". So, if you 

want them to clean your room, they will leave the vacuum outside then you're the one who will 

clean your room. There is no thoroughly disinfecting the place. Then, when it comes to checking 

the temperature at foot bath but we always encounter the seaman even though they are wearing a 

facemask, the thought of mixing with us considering that we have this kind of "Asymptomatic case" 

so no assurance if we have it or not. 

Among the four hotels I went to, Sofitel is very strict on the time we transfer to their vicinity. Upon 

entering, you have to show your company ID, also ahead of time we should already know what 

our room number is and who is with you because you will be signing it. After that, they scanned 

your things and checked our temperature. When you go inside, upon checking in, we went to the 
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front desk and they gave us a health declaration form and another form because we need to 

undergo check up with the doctor. You will get your key card for your room after check up.  

 

Everyday, they sanitize the hallway, elevator and all. The staff are not wearing PPE maybe 

because they are few but they wear facemask and gloves. In terms of sanitation and disinfecting 

the rooms, they do it twice a week. I was in my room all time, and we are sure that the hotel was 

disinfecting the hotel because of the smell of Clorox. Also we were mixed with the quarantined 

OFW in Sofitel but the system there  was that you can only access your room floor. We overheard 

that the quarantined OFWs need something , they will just give some money or list to staff of the 

hotel then they will buy it for you.  

 

In Armada, upon our arrival, they are not wearing PPEs, just facemasks only. In terms of 

sanitation, they are strict. I have asthma that is why I am also strict in sanitation and even if it is 

a 3 star or 5 star hotel it should be cleaned. They cleaned the room everyday and also you will 

notice because the beds are well arranged however, the funny thing was the time that the hotel 

became a quarantine facility and they also accepted seaman, that was the time they put barriers 

in the reception area and all the staff wear PPEs. The facility was okay so far. When it comes in 

luggage, you're the one who will bring it to your room.  

 

In TRYP before checking in, they checked if your name is on the list, temperature check and there 

was a sink that you need to wash your hands with alcohol beside it before entering the vicinity. 

When we went inside, they had barriers on the counter of the reception, and the housekeepers are 

the one who only wear PPEs. The room was cleaned everyday, they changed the bedsheet twice a 

week. Unlike in Bayview Hotel, you are the one who will change the bedsheets. We understand 

that but the comforters are heavy. Among the 4 hotels, Bayview was the one I didn't like. 

Considering the health protocol in 4 hotels,  TRYP was slightly next to the need to wear PPEs and 

etcSofitel was strictly implemented that you are not allowed to leave your room without wearing 

the mask and your ID also social distancing was mandatory. Like, you're just in the pool side with 

your friend and you extend your hands to your friend in order for her to see it, the guard will use 

the megaphone and announce the social distancing. We can go outside of our room but the other 

facilities such as the gym and pool are closed. 

 

5. Are you satisfied with the services they delivered? If yes, can you give some of the services?  

I’m very much satisfied with Sofitel and TRYP to be honest. Pero sa Bayview at Armada is medyo 

medyo.  

 

I’m very much satisfied with Sofitel and TRYP to be honest. But Bayview and Armada are less 

satisfied. 

 

6. How will you recommend this hotel to your peers and relatives?  

Yes, I recommend it.  

 

7. Are you going to book your stay in this hotel again? 

Yes, but I would prefer to stay in TRYP. 
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RESPONDENT 2 

1. What is the purpose of your stay in the hotel?

I was in the hotel for 14 days quarantine.

2. Was it a tough decision to decide which hotel to stay in?

No, we don’t decide ourselves to choose a hotel where we can stay in our company set and book

for it.

3. Did your initial knowledge of the virus affect your decision to stay in a hotel?

Yes, it affects my decision to stay in the hotel because it’s not just a normal virus it's disturbing

for everyone if you don’t stay for 14 days quarantine in the hotel. Of course, you are thinking about

the safeness of your family who doesn’t have a travel history.

4. Do you think that the hotel did an excellent job in maintaining the facility clean?

They tried their best. We know that all the hotels have stopped their operation so they don’t have

enough staff to monitor everything but they tried their best.

5. What are your thoughts regarding the sanitation measures done during your stay?

It’s not that satisfying because we are the one who’s cleaning the room. We are the who’s

vacuuming and cleaning the and room and everything also we are the one changing the bedsheets.

Just because they don’t have enough staff.

6. Are you satisfied with the services they delivered? If yes, can you give some of the services?

Yes regarding the services, yes quite happy because if you need something you’ll just ask the front

desk and they’ll gonna send it to your room.

7. How will you recommend this hotel to your peers and relatives?

Maybe by telling them a good story or a good experience. By sharing a nice and good experience

in that hotel of course you’re gonna encourage them to book or to stay in that hotel also.

8. Are you going to book your stay in this hotel again?

As for me, I’d rather choose another hotel. We all know that the Manila hotel is a little bit old. For

me it’s old so I’d rather choose and book on things like new generation, new facility, and new

ambiance because Manila hotel is too old for me.
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RESPONDENT 3 

1. What is the purpose of your stay in the hotel?

That is like a quarantine facility for returning overseas Filipino and at the same time for the local

residents here in Manila and another one is for the nurses or health care workers. The first one I

stayed at Nice Hotel North Edsa so I handled Police Officers from the NCRPO. Second is I stayed

at Tenten Hotel in Alabang so I handled Directors and Supervisors of all the National Government

Agencies and then the third one, I was in Davao City so I was assigned at the surveillance unit of

SPMC it's not a hotel its a hospital base. Fourth, Nice Hotel Arayat Cubao in Quezon City so I

handled returning overseas Filipino so they are dual citizens already so immigrants at the same

time. The fifth one, I moved to Bayview Park Hotel in Manila. It's just across the US Embassy and

I also see the dolomite sand. I can also see the beautiful sunset at Manila Bay and then next is I

stayed in Luxent Hotel the 4-star hotel I think it's the most expensive hotels that I have been to

next is Bayview but I prefer Bayview because of the view of you know the sunset and then also

the dolomite it’s different from what I can see like because we're living in the city that there are so

many buildings but there I can see the nature especially the sunset. Currently, right now I’m here

at El Rancho Hotel in Tunasan Muntinlupa so I am the head nurse now here and then after 14 days

also I will be quarantined here so I am going to have a swab test another swab test for the 12th

time already so ever 14 days of duty so we should have a swab test so when its negative that’s the

time I can go back home in Las Piñas. I started working for DOH in July 2020 so last year. My

purpose is for business and quarantine because we like to stay there after our work. We should

have quarantine to make sure that when we go back home to our families we’re negative and then

all of us will be safe.

2. Was it a tough decision to decide which hotel to stay in?

We were given choices and then most of the time they assign me to maybe the most challenging

hotels to handle because I’m not sure if they know that I have a lot of experiences as an OFW. I

was a Hospital Coordinator as well in Thailand before. So when they give options so I’m going to

choose the toughest one to handle like you know the number of peoples, the bigger the hotel is,

you are going to take care of a lot as well at the same time with different kinds of personalities and

usually, Filipinos are difficult to be handled they complain a lot and then they are sometimes not,

not sometimes but most of the time they are undisciplined as well. So they want to make sure that

they want to move early, move out of the hotels early, or to be discharged early but of course, we

have to be tough and to be firm that they should follow the protocol.

3. Did your initial knowledge of the virus affect your decision to stay in a hotel?

I’m not really scared of the virus because what I know is if your immune system is like really

good, you like the optimum state of your health and you don’t have any bad habit because I’m a

Seventh-day Adventist so I don’t smoke I don’t drink alcoholic beverages as well and then if you

know that you are like very healthy when you’re doing a lot of exercises and when you sleep early

at the same time or if you have like enough time or number of hours of sleep so you don’t need to

be afraid of the virus because the virus attacks people who are like weak or you know people who

already have different kinds of illnesses like heart disease or asthma, hypertension and other

underlying conditions that they have. So for me, because I don’t have those kinds of diseases and

you know I don’t have any bad habits or vices so I know that I can fight the virus and I will not be

affected plus I’m going to wear also PPE so we have given like a lot of supplies we can wear the
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shoe cover, head cover, cover all like a bodysuit and then surgical glove, face masks and then face 

shield and then goggles at the same time. So you know the PPE is like one whole set and it’s really 

complete so your immune system plus PPE, I think it’s like more than one hundred percent of 

protection so there’s no need to be afraid of the virus. 

4. Do you think that the hotel did an excellent job in maintaining the facility clean?

I think the best hotel so far that I’ve been to is that they’re really following the protocols, it’s really

hard to decide actually. Those who are you know in 3-stars or 4-stars hotels like the Bayview Park

Hotel and also the Luxent Hotel. For those hotels that are they are not really hotels, they’re like

motels like you know the Nice Hotel and then the El Rancho even though this one looks like a

motel, but it good but I’m not saying that all of the Motels are like not following the protocols it’s

just like a little bit of I think there is a little bit of difficulty in maintaining the cleanliness and the

protocol at the same time because of the facilities and amenities of the whole building so some of

the hotels or the motels they don’t have windows at all. But for the hotels that are like 3-star or 4-

star hotels, they have better facilities and amenities.

5. What are your thoughts regarding the sanitation measures done during your stay?

Okay, for all of the hotels they have at least maybe 3 or 4 housekeeping staff so they have to

maintain the cleanliness and they have to sanitize the lobby, first of all, the lobby so every

admission so they will clean it after every admission and after every discharge of the guest or the

patient. They will also sanitize the elevator buttons and then the stairs, the hallways at the same

time, and then the doors or the doorknobs in each of the room, and then they’re going to fumigate

the hallways twice or thrice a week as well and then they use a lot of disinfectants like spray,

liquids and sometimes I guess it smells like soap at the same time as well and then alcohol, they

put a lot of alcohol in different corners of every building like every part of the building. They’re

really doing their job very well.

6. What are your thoughts regarding the safety measures during your stay? Are the measures

visible?

All of the hotels that I’ve been to have they called as in house security and then at the same time

there are also safety officers coming from the PNP because it’s a government project it’s called

like “Oplan Kalinga” so they have like they are well-coordinated with different kinds of agencies

including the PNP so for every hotel there are like 2 police officers to guard the entire hotel for

every shift so there are 3 shifts per day so one in the morning, afternoon and evening or graveyard

shift.

7. Are you satisfied with the services they delivered? If yes, can you give some of the services?

Of course, I’m really satisfied because until now I’m okay. I’m satisfied with the food they serve

delicious food like breakfast, lunch and dinner they give you one to two bottles of water per meal

and then everything’s for free because you there’s a budget coming from the government and then

another one, you are protected because they’re giving you free sanitation kit including mask,

disinfectant alcohol, and Faceshield sometimes they provide you as well for free and the next one

is the hospitality of all the staff you know there’s no discrimination if you’re going inside you’re

treated like a normal guest. You are not discriminated like maybe you are positive of COVID so

they have to avoid you, no you’re not going to feel that way and then the next one is the cleanliness

and also the safety and security while you’re inside the building of the hotel.
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8. How will you recommend this hotel to your peers and relatives?  

Of course, I’m going to recommend it because the virus will not stay there forever and then they’re 

doing their best to sanitize and keep it clean so of course, I would recommend them as well to try 

the other services and amenities because some of the hotels yes there is like leisure but you know 

the gym or the fitness center, bar and then the pools are still close because of the pandemic or 

situation that we have. We are like under the GCQ so once everything is open already, I want to 

try the swimming pool in other hotels like the infinity pool that I saw in one of the hotels that I’ve 

been to but it’s closed right now so maybe in the future I’ll try and take a picture as well because 

it’s nice you can see a lot of view of the city at the same time. I’m going to invite my friend and 

my family to join me. 

 

9. Are you going to book your stay in this hotel again?  

Of course Bayview Park Hotel Manila I’d rather prefer to be quarantined in a hotel or Bayview 

Park where I can see the beautiful sunset every night and then also the dolomite sand and the 

peacefulness of the entire place. 
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RESPONDENT 4 

1. What is the purpose of your stay in the hotel?

For quarantine. I stayed in Sofitel for seven days.

2. Was it a tough decision to decide which hotel to stay in?

It was given by the OWWA. I am an OFW so when I registered upon I arrived OWWA was the

one who gave the designated facility for the quarantine.

3. Did your initial knowledge of the virus affect your decision to stay in a hotel?

No. I wasn’t scared because it a protocol so you really need to undergo quarantine

4. Do you think that the hotel did an excellent job in maintaining the facility clean?

Yes. in food and when you have requests. Despite the pandemic, we all know that the hotel has

skeletal forces but despite that, they can still accommodate our request when we call at reception

or concierge.

5. What are your thoughts regarding the sanitation measures done during your stay?

Actually, maybe they have sanitized the room before my stay because during the quarantine we

are not allowed to entertain other people inside. So I guess the sanitation was made before I enter

the room and there is no housekeeping so they have given us all that we need in the room like

alcohol or when you need something you just have to call the reception.

6. What are your thoughts regarding the safety measures during your stay? Are the measures

visible?

Well they have guards and marshals since we are all there for quarantine. They are the ones who

observe the social distancing measures and they have designated marshals on every floor.

7. Are you satisfied with the services they delivered? If yes, can you give some of the services?

Yes of course

8. How will you recommend this hotel to your peers and relatives?

Definitely yes because before the pandemic I already went to Sofitel so in terms of the service,

food, housekeeping they’re very polite and accommodating to their guests so I think Sofitel is one

of the five-star hotels. So I think Sofitel is worth recommending.

9. Are you going to book your stay in this hotel again?

If it was my own expenses? Yes of course but like what happened to me, it was already designated

by our government agency. So if for me in my own opinion, yes I would consider.
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RESPONDENT 5 

1. What is the purpose of your stay in the hotel?

I stayed at Kabayan Hotel in Pasay. I came from the U.S then I needed to do the swab test so I

waited for the result so while waiting you have to quarantine yourself.

2. Was it a tough decision to decide which hotel to stay in?

Actually not because I was thinking maybe later in 14 days we can’t say so I chose an affordable

hotel and also near the airport. But I also looked for the reviews of the hotel and it was okay. I was

thinking if I will be staying for 2 days and if the room was nasty it’ll be fine and if I’ll be staying

for 14 days at an expensive hotel, I can’t afford it. Because you can’t say what will be the result

of the swab test. I was the one who chose the hotel to stay in.

3. Did your initial knowledge of the virus affect your decision to stay in a hotel?

No, I needed to stay because that is the protocol you really need to stay at the hotel even if you

don’t want to even if you could do home quarantine but they are also after the health of those

people waiting for you at home.

4. Do you think that the hotel did an excellent job in maintaining the facility clean?

No. First of all, inside the hotel, there are a lot of cockroaches so you can’t leave for example your

glass there. It was just like a place where you could just sleep in. That is just what I’m thinking

but I really didn’t see anything in the reviews because there are cockroaches. But I was with

someone who said that they will transfer to another hotel because there are a lot of cockroaches

and they will be staying long because they are OFW so will stay longer. I just waited for my swab

test result and I didn’t really stay there for more than 24 hrs.

5. What are your thoughts regarding the sanitation measures done during your stay?

I don’t think I will endorse this hotel.

6. What are your thoughts regarding the safety measures during your stay? Are the

measures visible?

The room where I have stayed has cockroaches. The other guest also said that there are also

cockroaches in the room that is why they are transferring to another hotel. But I don’t know if the

other rooms are also like that. But a building with cockroaches has cockroaches.

7. Are you going to book your stay in this hotel again?

No. but if it was just me, I could take it but if I’m with my husband no. A foreigner who is

meticulous can’t bear to stay there. It is possible for me, a simple person to stay there but it’s

irritating if there are cockroaches even if it is small.
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Abstract 

Tourism industry is very vital in the economy of a country. Tourism enterprises and other tourism 

related businesses help in generating income and offer jobs to the local people. In the year 2020, 

COVID 19 struck the whole world and affected many businesses including the tourism industry 

and this greatly affects the economies of each country. This study focuses on how promotion of 

sustainable tourism can help in rehabilitating the tourism industry in Baler, Aurora after the 

COVID 19 pandemic. The study includes how family tourists’ age, gender, marital status, attitude, 

norms, behavior, and preferences are related and significant in the rehabilitation in Baler, Aurora 

through sustainable tourism. The researchers gathered 301 family tourist representatives to answer 

the survey questionnaires. The statistical treatment used in this study were mean, chi-square, and 

Pearson’s r correlation to know if the variables are significant and related to each other. This will 

then determine if such variables affect the rehabilitation of the tourism industry in Baler, Aurora 

through promotion of sustainable tourism. The respondents had a difficulty in distinguishing the 

principles and concept of sustainable tourism to the new normal protocols and guidelines on 

traveling to the new normal. Variables in this study are significant but there is a minimal to none 

impact on the promotion of sustainable tourism in rehabilitating the tourism industry in Baler, 

Aurora on post pandemic. 

Keywords: Baler Aurora Philippines, COVID-19 Pandemic, Family tourist, Rehabilitation, 

Sustainable Tourism 
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I. INTRODUCTION

In the year 2020, COVID 19 pandemic greatly affects the lives of many including their way of 
living, their jobs, their environment and many more. A lot of industries were affected and one of 
these is the tourism industry. Countless tourist destinations were closed due to this pandemic. The 
question is how will the tourism industry cope up after the pandemic? Is it enough to re-open all 
the destinations without proper solutions? 

Promoting sustainable tourism may be one of the possible ways to rehabilitate the tourism industry 
after a pandemic. Sustaining the resources of a destination can prevent over exploitation, crowding 
and avoid damaging the environment. Sustainable tourism is another way of preventing the 
negative impacts in a destination. It is where the tourists visit a place or a destination and promote 
on giving positive impact and avoid exploitation of resources. By this, the destination will not be 
compromised in the future generations. It is a type of tourism that gives awareness to the tourists 
and makes them responsible for what they are doing while they are exploring and enjoying the 
destination. During this pandemic, we became closer to our family since we are not allowed to go 
to other places. Some of us want to explore and travel to different places after being locked down 
this pandemic. By doing so, we can start promoting sustainable tourism to mainstream family 
tourists. 

Mainstream family tourists might help in rehabilitating the tourism industry through sustainable 
tourism. This is because families spend more time and money while traveling because they want 
to have the best experience they can have with their loved ones. Through this, they can help the 
local community, increase the economic status of the destination, avoid overcrowding and 
exploitation of resources in a destination. That is why it is one way of coping up and revitalizing 
the tourism industry after the pandemic. This research aims to assess how sustainable tourism helps 
in rehabilitating the tourism industry and how mainstream family tourists affect the process in 
revitalizing Baler, Aurora. This research will provide additional information to the existing 
knowledge about sustainable tourism as an alternative way in preserving and protecting a tourist 
destination. This research also aims to provide future studies to researchers in this area of study, 
help tourism professionals, and the local community. 
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1.1 Background of the Study 
COVID-19 pandemic affects all aspects like the global economic, political, socio-cultural systems. 
Health communication strategies and measures such as social distancing, travel and mobility bans, 
lockdowns, stay at home campaigns, self- or mandatory-quarantine, and etc greatly affect the 
tourism destination and activities. Being a highly vulnerable industry to numerous environmental, 
political, socio-economic risks, tourism is very flexible and adaptable from different crises such 
as natural calamities, typhoons, earthquakes and outbreaks and continues to strive back in order to 
revitalize the industry. This new normal to Filipinos  is now steadily improving their lifestyle and 
everyday lives. Most cities and provinces are now transitioning to General Community Quarantine 
(GCQ) and Modified General Community Quarantine (MGCCQ), where travel agencies and 
tourism activities would continue their operation sooner or later. 

Baler, Aurora being known primarily as a surfing spot in the Philippines for its big waves has 
gained popularity and attraction as a tourist destination from locals to foreigners alike. However 
due to the global pandemic that affected the once vibrant province for surfers or tourists in general 
wanting to experience the beauty of the province, Baler has now been deserted and livelihoods 
have been greatly affected. 

Following MICE protocols is must for the establishments to operate not just for the operation but 

the safety of their employees and consumers, Companies will need to take a holistic approach to 

restarting, in a connection with the pandemic COVID 19, the clients will be more conservative and 

mindful for their health. Business and companies most specially related to the tourism and 

hospitality industry must provide or even create a new set of products and services that will stick 

to the precautionary measures needed related to the concern of the clients which are the health 

and safety. In the Philippines,the tourism and hospitality  industry  have  introduced a new product 

for  both clients/ passengers but also for the rest of the employees and workers of the industry. 

Such as the airlines, wherein they started using the so called “thermal scanner” before entering the 

airport and also before boarding to the aircraft to detect if there are infected passengers and to 

prevent the infections to other passengers. They also conducted a policy wherein the traveler must 

always wear a face mask as part of the precautionary measures of the airlines. Same goes with the 

rest of the tourism industry, who have applied all the safety and hygiene since the industry was 

greatly impacted into the pandemic that we are experiencing today. According to the research about 

the current analysis, it shows that demand constraints were responsible for 85 percent of the weekly 

GDP loss recorded at the beginning of April in the Philippines and more than 70 percent in 

Provinces. This was linked to the availability and productivity of labor or raw materials and 

components. 

The promotion of Sustainable Tourism can help in revitalizing the tourism industry in the 

Philippines. A lot of people after the pandemic will want to go out, travel, explore new places or 

revisit their favorite getaways. However, tourism destinations can only accommodate certain 

capacity to avoid congestion, maintain, and ensure proper protocols are still strictly observed 

within the destination. Hotels and other accommodation facilities will only be allowed to operate 

and continue their business if they have Certificate of Authority to Operate and follow all the 

necessary documents and restrictions in accepting clients or customers for the purpose of limiting 

the contact and securing the safety of every client or customer. Implementation of good hygiene 

and proper disinfection practices should be in place. 

Even with certain restrictions, the reopening of the destination can positively affect the livelihood 

of the local people while reducing potential risks and further damages by the current pandemic. 
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1.2 Statement of the problem 

Listed below are the following problems that the researchers need to investigate. In order for the 

study to be assessed and ensure if the study to be conducted will help the researchers to find out if 

or how sustainable tourism can help in rehabilitating the tourism industry in Baler, Aurora after 

the pandemic. 

 

A. What are the consideration factors of mainstream family tourists on new normal that can 

affect the promotion of sustainable tourism? 

 

A.1 Financial Capability 

A.2 Age Restrictions 

A.3 Destination Choice 

 

B. What are the factors that affect the promotion of sustainable tourism through family tourist 

representatives in terms of their demographic profile? 
B.1 Age 
B.2 Gender 
B.3 Marital Status 
 
C. What psychological traits of family tourist representatives that can affect the promotion of 

sustainable tourism? 
 
C.1 Attitude 
C.2 Norms 
C.3 Behaviour 
C.4 Preferences 
 
D. What is the relationship of promoting sustainable tourism in rehabilitating the tourism 

industry  in Baler, Aurora? 
 
E. Based on the results, what measure may be proposed? 
 
1.3 Theoretical Framework 
The theory of (Fishbein & Ajzen, 1975) reasoned action, is a theory that focuses on the behavioral 
patterns of an individual in a certain way and intended to study or explain the behavior of a person 
which has the capability to apply self-discipline. The theory of reasoned action’s key components 
is behavioral intentions, wherein it can be influenced by the attitude of a certain person based on 
how he/she behaves in a particular way in any situation. The TRA stated that the two factors that 
mainly influence an intention are attitude and norms, in which it is also the main motivator of the 
behavior. Attitudes are based on different factors such  as your experiences from the past, etc. 
According to the TRA, attitudes are the impact of the beliefs on the outcome of the behavior and 
the evaluation of the potential outcome. On the other hand, norms are influenced based on the 
perception or beliefs of the people around a certain person (e.g: parents, family, relatives, friends, 
partners, etc.). According to TRA,  “a person has a sense about whether these individuals will 
approve or disapprove of a certain behavior” which means that an individual has the capability to 
decide whether they will approve or disapprove a certain behavior . And also has the factor of how 
to comply with their views. Moreover, the theory of reasoned actions is to value these reasons - 
being able to understand norms and attitudes that influence behavior may result more accurately 
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to the desired connection, and in contrast, ignoring these factors unintentionally may result into 
intervention to the motivation and the behavior of oneself. 

The correlation of this theory in our study is by knowing what will be the behaviour of the 
mainstream family tourists in implementing the sustainable tourism in Aurora Baler due to the 
impact of the infectious disease that we are experiencing today - the CoronaVirus or so called 
COVID 19. 

1.4 Significance of the study 
The significance of this study is to help the tourism industry in coping up after the COVID 19 
pandemic. And to assess how sustainable tourism can rehabilitate the tourism industry. This 
research will help not just the industry but also the tourism economy in Baler, Aurora since we are 
having problems on how to manage destinations after this pandemic. This research will help in 
boosting the tourism economy of Baler, Aurora and at the same time it will help them on how to 
manage a sustainable tourism in that area. And this research should prove that having sustainable 
tourism in Baler, Aurora is possible 

1.5 Scope and Limitations 
The study focuses on revitalizing Baler, Aurora after a pandemic using a sustainable tourism 
program. This will indicate the importance of sustainable tourism in a tourism industry specially 
in Baler, Aurora. Researchers choose mainstream family tourists as the participants for this study. 
Choosing a sustainable tourism program will help the local people and the tourist to gain 
knowledge about sustainable tourism, and to help minimize the number of tourists in Baler, Aurora 
for the safety of the tourist since this study will operate after a pandemic. This will also provide 
new knowledge to future researchers, tourism professionals, and other people who wish to study 
this research area. At the time of writing this study, the previous guidelines imposed by the 
Department of Health (DOH) and Department of Tourism (DOT) were included in the study. 

1.6 Definition of Terms 
Congestion- It means overcrowding of the area. 
Exploitation- Making use of something or taking advantage of something. 
Mainstream tourist - it is a type of tourist in a certain destination in which they are most of the 
time and/or always visits that destination and is accommodated by its locals 
Rehabilitation - it is the action or process of restoring something that has been damaged to regain 
its condition or quality. 
Revitalizing - it means to rebirth and revive. 
Sustainable Tourism - a type of tourism in which tourists are limited to do tourism activities in 
order to sustain and preserve the resources of the destination. 
Tourism- It is the activity of an individual going out to a certain place or destination for the purpose 
of leisure, business travel, visiting a friend and relative, and other purposes. 

II. Review of Related Literature

This section focuses on the Review of Related Literature of the study in order to assess if promotion 
of sustainable tourism to mainstream family tourists can help in rehabilitating the tourism industry 
in Baler, Aurora. The impact of COVID 19 Pandemic to the tourism industry is very evident in the 
Philippines in which it caused damage and loss in the industry and to the economy. Sustainable 
tourism is one good way of preserving the resources and the destination as it also avoids 
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exploitation and congested places. The Reason Action Theory states that intention guides 
behavior, but it does not guarantee that certain actions will be done. Factors affecting the behavior 
of mainstream family tourists also affect how they are going to act and decide on certain things. 
This study will bring into focus on the impact of promoting sustainable tourism after the global 
pandemic to help in rehabilitating the tourism industry. 

2.1 COVID 19 Pandemic 
The alarming widespread of the Coronavirus continued to tear down the economies and health 
boundaries of countries. Not only does this affect one nation, but it is globally felt. The attributes 
of novel Covid infection (COVID-19) have been recognized to comprehend what factors, 
including super-spreading functions, encourage auxiliary transmission. A portion of the conditions 
add to COVID-19 and optional transmission encourage super spreading functions, frequently 
steady with huge scope COVID-19 transmission functions, for example, the group related with the 
ski chalet in France and the bunches related with the congregation and medical clinic in South 
Korea. Decreases of superfluous close contact in shut conditions may help forestall enormous case 
bunches and super spreading functions (Nishiura, H., Oshitani, H., Kobayashi, T. et al., 2020). 

A global pandemic is not a new occurrence to the world as there is a long list of deadly infections 

in history. Coronavirus disease 2019 (COVID-19) is the third of its kind, in a span of two decades 

that was originally traced in Asia after SARS and MERS. Aligned with this, healthcare 

professionals and healthcare establishments are now in a tight situation again. Statistics show that 

there is a large decrease in the healthcare professional population as thousands of patients continue 

to decease. (Phua J., Weng L., Egi M. et al., 2020). 

As investigated by Edrada, E.M., Lopez, E.B., Villarama, J.B. et al, the first suspected case in the 

Philippines were Chinese nationals on vacation during January 2020. The Philippines started their 

investigation last January 22, 2020 and as of March 1, 2020, the infected person was raised to 633 

individuals. Due to the increasing number of suspected cases, President Rodrigo Duterte 

announced and implemented enhanced community quarantine in the entire Luzon Archipelago on 

March 16, 2020. (Official Gazette, 2020) 

Among many researchers, Wang, C.,  Pan, R., Wan X., et al., (2020) conducted an online survey 

to collect demographic data and traced information regarding COVID-19 to come up with 

additional key findings and precautionary measures with respect to COVID-19. The study reported 

and identified factors correlated with psychological impacts and enhanced mental health status to 

devise psychological strategies during the pandemic. 

Aside from the impacts on the economical level, some studies revealed the psychological impact 

imposed by the pandemic in the Philippines (Tee M., Tee C., Ancalan J., et al., 2020). The collected 

data included the demographic profile, COVID-19 knowledge and precautionary measures ratings. 

Baker et al., (2020) revealed that COVID-19 triggered uncertainties and no historical parallels are 

evident. Thus, the researchers suggested a need to utilize uncertainty measures to ascertain its 

economical impact. 

Meanwhile, Coibion et al. (2020) assessed the macroeconomic expectations of households in the 

US through online surveys from which they found out that it is lockdowns that resulted in decrease 
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in consumption, lay-offs, and lower mortgage payments. 

The spread of COVID-19 is required to bring about a significant stoppage of monetary exercises. 

The constriction is relied upon to be of far more noteworthy greatness that that of the 2008-2009 

Global Financial Crisis. Recently, the International Monetary Fund updated the negative financial 

impacts by the rigidity of the social distancing measures and its level of consistency. Also, the 

pandemic and the administration intercession may prompt psychological wellness trouble, 

expanded financial disparity, and influence some socio-segment bunches especially 

antagonistically. 

According to Miles and Shipway (2020), as a result of global immobility, most industries halted 

and business transactions were compromised. Irwin (2020) pointed out that this pandemic might 

be a key changing path to radically transform global travel patterns. But the resilience of the 

Tourism Industry has been evident in the past whereas tourist sectors always find a way to bounce 

back. (Novelli et al., 2018; Papatheodorou et al., 2010). 

Countries who have poor health systems with respect to technical and technological aspects have 

very limited resources to mitigate the infectious disease and to survive the economical impacts and 

social problems. However, after many cases were reported, the World Health Organization and 

other sectors participated in making measurements, policies and protocols to answer the 

consequences imposed by the pandemic. The most common health measurement is the regular 

washing of hands, social distance, personal protective equipment (PPE), and self-quarantines. 

Travel ban is also implemented that’s why the Tourism Industry mostly suffered from the 

consequences of this pandemic. That’s why it is important to reallocate resources to further cater 

the demands of the country temporarily. 

While most industries need to be revived too, it is important to look into the Tourism sector for it 

will be a good investment in building the economy after this pandemic ends. With the available 

technologies and medical advancement, it is expected to overcome this pandemic in a short period 

of time hence; all sectors will be bouncing back soon, bridging the gap between the economy and 

health care sectors. 

As numerous researchers are trying to establish the effectiveness of health protocols, Abouk and 

Heydari (2020), however, showed that reductions in social interactions in the US are driven by a 

combination of policy and voluntary decisions. Ferguson et al., (2020) stated that virus 

transmissions can be of many ways and the level of infection can be identified based on the 

frequency level of interaction. Hence, the most effective health measurement as reported is case 

isolation, home quarantine, and social distancing of those considered in the high risk population 

whose age is over 70, to limit and decrease the number of deaths and active cases per country. 

According to Marianna Sigala (2020), conducted research has a great impact on the Tourism 

Industry as it can provide key findings that will strengthen the strategies adopted amidst the 

pandemic. It can also provide solutions on what to impose to restart the industry. Escobar, Lopez 

et al., (2020) argued that travel bans and social distancing should be the top priority among the 
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current health guidelines in order to mitigate virus transmissions because as stated in previous 

studies, the virus is most active in the transmission process. As such, industries which promote 

mostly interaction-type of service are greatly affected by this pandemic. 

 

Furthermore, the recovery strategies of businesses, governments and institutions have been 

shaping and also guiding the COVID-19. As it is expected to continue and reinforce contemporary 

paradigms or this “new normal” setting, the Department of Tourism promotes – more than ever, 

local tourism to start building up a new platform for the new era of tourism. The Philippine 

Department of Tourism ensures to implement safety protocols set by the World Health 

Organization (WHO) as it starts to adapt to the new normal era of Tourism Industry. 

 

Reinventing capitalism after the COVID 19 pandemic is one good way in coping up with the losses 
in the tourism industry. This opens opportunities to businesses and to the tourism industry because 
we can now promote sustainable tourism after the pandemic. This pandemic helps us in rebuilding 
the tourism industry especially those destinations that were exploited and resources were overused. 
Through this, we can generate new solutions in transforming tourist destinations into a sustainable 
destination. Redesigning and reconstructing policies in order to sustain the destination and its 
resources is one way of coping up with the present crisis that we are facing right now (Harvey, 
2020). Through the logic or thinking of capitalists, we will be able to grab the opportunities given 
by this pandemic and transform it into a solution that will give long term benefit to the tourism 
industry. In order for us to attain this, students, tourism professionals, policy makers, local 
community, and the local government shall come up with a plan and train the stakeholders in 
obtaining skills in complexity-thinking, knowledge about the post-capitalist economy, and other 
business models that will help in sustaining the destination and its resources.  

 

2.2 Sustainable Tourism 

The study of De Vera, M. (2019) was able to localize and refine Tourism Carrying Capacity (TCC) 

method using four requirements - the tourist area zoning, required area per tourist, rotation factor 

and corrective factors all corresponding to each activity. The present number of tourists using the 

area has already surpassed the capacity obtained using the supposed limits but still lower compared 

to the capacity using the required area per tourist. It stated that “there are essential areas per tourist 

with the guide of tourist proxemics joining the sightseers' fulfillment and experience (Social 

Component) and ultimately, remedial elements coordinate different contemplations that were 

excluded from the first TCC requirements.” 

 

Alvaro, N. L., Gonzales, J. L., Layug, M. C et al., (2015) the study tackles the risk reduction plan 

in the tourism industry of Baler. The study uses four data gathering methods: the key informant 

interviews (KIIs), focus group discussion (FGD), direct observation and document analysis. The 

outcome of the study presents that the risk reduction procedures in the establishments or facilities 

engaged in still not affect the tourism in Baler, Aurora. And deos they encourage LGUs and 

establishments to always be prepared at times of crisis. The researchers found out that women in 

Baler are not capable in changing the policies and norms in implementing risk reduction policies 

and methods. The research also presents that women in Baler, Aurora can be as the marginalized 

group whereas the women in Baler,Aurora have no control of the dominating group of men. The 

effect of this gender marginalization of women shows how there are still duties that women are 

not liberally accepting of even in this day of age wherein feminism has been a huge counter-
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ideology in confronting the inequality between the opportunities that both men and women 

encounter. 

Orencio, P. M., Fujii, M. (2013) Shows that the outcome of this investigation should not be treated 

as a result yet rather a condition, wherein changes in social values, asset dispersion and access, 

openings in human security, occupation designs, and institutional administration structures this 

have affected the conditions that make networks defenseless to any potential danger impacts.Kittel, 

I., Watts., P., Pajaro,  M. (2020) highlighted that since the pandemic, concerns about the 

environment and its importance has been raised and that the ecosystem plays a major role on 

tourism and our health. Proof that people are leaning towards nature and that they want to be more 

involved in helping the environment survive. 

Vide, R. K. (2013 ) this talks about Considering a few present troubles of social travel industry 

improvement, for instance the move in the cultural vacationer' interest, serious weights for 

European the travel industry from new creating business areas, the calls for higher sustainability 

of the tourism industry improvement and the idea of various good conditions of the creative 

tourism advancement, there is no uncertainty that innovative tourism is an enlarged type of cultural 

tourism in the 21st century. 

The study of Sigala, M. (2020), The study is to basically analyze past and developing literature to 

support experts and analysts to more readily comprehend, to lead and give value to both tourism 

impacts and transformational affordance of COVID-19. The paper examines how this COVID-19 

can be an opportunity by talking about the conditions and the inquiries raised by the pandemic. In 

conclusion, the paper gives a review on what type and scale of the COVID-19 tourism effects and 

suggestions for the tourism research.. 

Zolfani, S. H. (2015) This review is to make an opportunity to support researchers and 
professionals' endeavors and furthermore to meet their necessities for simple access to sustainable 
tourism publications. The hopes of giving further study and knowledge to researchers and other 
professionals in order to expand the knowledge in this area. And also provide its definitions and 
applications, and also presents future research opportunities for the researcher who wants to study 
this area. 

Buckley, R. (2012) This study proves that sustainability is as important in tourism as in any other 
sector of the human economy, and equally difficult to achieve (Casagrandi & Rinaldi, 2002). As 
for Sharpley (2009), there is "restricted proof of its usage in practice". Therefore it says that the 
terms of sustainability, just as the items of common sense of social and natural management, will 
in any case be significant in the tourism examination and reality. This examination recognizes 
some quick needs for academic exploration that has planned to improve the sustainability of the 
travel industry. 

Qian, J., Shen, H., & Law, R. (2018) This study talks about hotel literature that has been shown to 
generate less influence on sustainable tourism research. The scholars from the major destinations 
worldwide have made significant impact to assess the finding and issue. The findings from these 
examinations are goals from both hypothetical commitments and administrative implications for 
sustainable tourism. The basis of practical tourism research, while the information from normal 
sciences doesn't take the focal position. The present study surveys the present state of sustainable 
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research as far as bibliometric and topical examinations. Coordinated effort investigation affirms 
the insightful interest of worldwide destination and identifies that the geological factor empowers 
more noteworthy participation among researchers from close by places and distances. 
 
The study of Hwan, S., Choi, C., & Sirakaya, E. (2005) made and approved an exhaustive size of 
occupant perspectives towards sustainable tourism (SUS-TAS) that join the complex dimensions 
of the contrast. The SUS-TAS things are split and formed into two different ways: from things 
selected from an extensive writing analysis and from things recommended by the tourism 
specialists.. The outcome indicated that the accuracy of the SUS-TAS was adequate and sufficient. 
The effect of the travel industry scales have been utilized to quantify the occupants' perspectives 
and observations however were restricted in their extension. Therefore, this examination or study 
enhancements and improves the information on sustainable tourism management. 
 
The study of Lu, J, & Sanjay, N. K. (2009), January 14) indicates an evolutionary trend in views 
about Sustainable Tourism. It is currently acknowledged that ST isn't a specific sort of tourism 
product however an objective to be accomplished. Research on ST has consequently been directed 
into pragmatic methods of helping all types of the travel industry to advance toward sustainability. 
The findings of this study show a few shortcomings in need of attention. First, research in 
developing countries; Second, it did not detect significant changes in the application of research 
methods; Third, There is still room for improvement in integrating social sciences with other 
disciplines as well as integrating across social science disciplines. 
 
The study of Eslami, Khalifah, Mardani et al., ( 2019) tackles the support of the residents for 
sustainable tourism development in line with the theory they have used. It explains the results that 
the contentment of life affects the support for sustainable tourism development. They have 
discussed the material life domain and non-material life domains are the two important. That these 
two have an economic impact. 
 

The research of Turker & Dincyurek. (2007) talks about the impact of tourism in the less developed 

countries can be very destructive in terms of environment that is also an attraction point for tourists. 

It tackles that the tourism development in Bafra region in Cyprus are facing a challenge to balance 

the impacts of tourism in the resources they have because Bafro's coastline has become a center of 

mass  tourism because of its increasing number of hotels, holiday villages, recreation areas, etc. It 

also tackles planning a sustainable tourism for Bafra village which is located to the vicinity of this 

heart of tourism to minimize the potential threats of increasing demand. 

 

The research study of Dodds, R. (n.d.) tackles that the travel industry strategy is intricate in view 

of its unavoidable connections with different points. Leaders in charge of the travel industry and 

vacationer locations need to talk convincingly in making strategy as well as to make a move by 

executing their approaches so as to accomplish feasible travel industry objectives and the proof 

proposes that this may get more earnestly however it is a fundamental errand. 
 

This study of Aall, C. (2014) talks that the absence of an effective environmental policy is the 

main reason for the limited effect so far in making tourism more sustainable. The study also 

expressed that Sustainable improvement is essentially on how to adjust the preservation of nature 

from human attacks and the utilization of normal assets to help human needs. 
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This study of Ford, A., & Carr, A. (2019) stated that the cultural heritage resources could provide 

a tourism opportunity for local communities for sustainable development. There is an 

extraordinary potential in Madang for the local to be associated with cultural heritage tourism, yet 

there should be an organized and unique strategy for the tourism improvement at both 

commonplace and public government levels for this to be sustainable. 

The study of Yusuff, F., & Zahar, N. tackles about promoting sustainable tourism in Alor Gajah it 

stated that to promote sustainable tourism the industry should focus on and strengthen rural areas 

in which it is one of the reasons that people or tourists will know the place. The finding of this 

study is that through the development and innovation it will help to strengthen and improve the 

local economy in rural areas that is the alor gajah where in the sustainable development in rural 

areas will help improve to quickly recover within the local community. 

This study talks about the challenges to sustainable tourism in the tourism academy after the 

pandemic, the study also stated that to improve tourism to be more ethical, responsible and 

sustainable. The struggle concerns both the correct function of the travel industry and the tourism 

academics. The results from this debate have consequences  for the development of the discipline, 

the education of tourism students and the future of tourism practices. 

The study evaluates the covid-19 impact on tourism and future tourism it also discusses the impact 

of this pandemic to socio economic as well as the restrictions of travel due to this pandemic. At 

the end this study also recommended solutions for future international and a developing country 

and discussed if mass tourism will return its flow or not. 

As the year passes by, the tourism industry becomes one of the prominent industry fields in the 

world. With this, the industry becomes the easiest access of every individual to travel from one 

place to another that helped boost the different tour providers and tour service suppliers. But as 

the pandemic arises in different countries in the world, sustainable tourism and sustainable 

development started to be known in the industry and gained attention from the 

travellers/customers. With this the researchers Streimikiene, S., Svagzdiene, B., Jasinskas, E., et 

al., (2020) stated that both different organizations, consumers and as well as different interested 

groups or parties have to be educated enough towards the true meaning and value of sustainable 

tourism and sustainable development before it turns out to be a social norm. Consumers have to 

include the different instructions as well as precautionary measures of the tourism destination when 

they are implementing sustainable tourism. Moreover, in this time as we are experiencing the 

COVID 19 Pandemic, the tourism industry is greatly affected by this. But it is also a chance for 

the industry to cope up to make their companies and products more flexible to future unexpected 

scenarios and to adopt the changes in different aspects in the industry such as the changes of 

consumer interests. Through this, the tourism and travel industry will be guided by a combination 

of consumer choice, destination availability and regulatory change. 

2.3 Theoretical Framework 

The theory of (Fishbein & Ajzen, 1975) aims to define the relationship of attitudes and behaviour 

of an individual. According to the TRA, an individual's behaviour is controlled by its intention to 

do a certain behaviour and attitude towards the effect of their beliefs and subjective norms. 

Moreover, this theory is used to foresee how an individual will behave to a certain destination or 
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scenario through their behavioral intentions and attitudes. 

 

2.4 Statement of the Problem: 

 

2.4.1 Behavior of the tourist 

Behavior is an act of someone towards somebody or something. In this research they conducted 

on how the behavior will affect the decisions of the tourist towards its destination. It says that the 

environment background can be one of the reasons for the decisions, and how these places will be 

what they want. If the place can attract these people then this place affects the behavior of the 

tourist. furthermore, tourism activities are made for tourist participation for them as they need to 

relax, gain knowledge, escape from reality, and for them to develop social relationships (Charters 

& Ali-Knight, 2002). 

 

The study of Hosseini, Z., Gharghani, Z. G., Mansoori, A., et al. (2015 November 11) shows that 

applying the theory of reasoned action will help the researchers gather information about their 

respondents or population. Their research study focuses on the school children in Bandar Abbas, 

Iran towards the increasing of their breakfast consumption. They used the theory of reasoned action 

to gather information and every individuals’ insights or point of view. With the help of the TRA, 

they have gathered data about the reasons of the students why they skip their breakfast meals. 

Through this, the researchers have concluded what are the recommendations and solutions for the 

problem of the breakfast consumption of the school children in Bandar, Iran. In connection with 

our research, it shows that their research will be relevant to our study and can be our reference 

pertaining to the involvement of TRA in our study. Since it shows that TRA is efficient when it 

comes to the gathering of point of view of an individual. In our study, the members of the family 

tourist also have their own point of view regarding the implementation of sustainable tourism as 

well as their behavior towards the impact of the pandemic in terms of traveling. 

 
The study of Dippel, E.A., Hanson, J.D., McMahon, T.R., Griese, E.R., Kenyon, D.B., (2017 July 
1) used the theory of reasoned action to better understand the behavior and decision making of the 
American Indian Youth towards their sexual desires and find a solution on how the youth of the 
American Indian prevent or minimize this risky behavior. The researchers conducted this study to 
know the point of view of every youth both non-parent and parent youths, of American Indian 
native. The results of their study using the theory of reasoned action shows that the non-parent 
youth have split/different attitudes towards the teenage pregnancy, while on the other hand to the 
youth parents specifically to the teenage mothers shows that most of their answers are on the 
negative side such as “it is sad being a teenage mother”, “gross and disappointing”. Their study 
shows that conducting the research with the theory of reasoned action makes their research easier 
especially towards collecting information to the respondents - both youth non-parent and parent of 
the native American Indian. As per their research, it shows that even if the theory of reasoned 
action wasn't used toward that type of research it was still effectively used in their topic. It only 
shows that the TRA is flexible enough as long as the respondents have their own point of view 
and/or basing their beliefs and attitudes towards their surroundings. With regard to our research 
paper, we can relate on how they use the TRA toward their research respondents, it is by collecting 
their point of view individually - the members of the family tourist. 
 
In the article of Alzahrani, K., Hall-Phillip, A., Zeng, A.Z. (2019) they have stated that the TRA 
or the Theory of Reasoned Action turns out to be the most accurate theory to describe the an 
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individual's intention to adopt the development of the HEV’s (Hybrid Electric Vehicles), also it 
helps to identify the attitude and norms that define the intention or the behaviour of a consumers. 
This study focuses on how to know the factors that could help convey the Saudi citizens and 
consumers to adopt the new technology named Hybrid Electric Vehicles or HEV’s. In this research, 
the research turned out that younger Saudis from small households tend to approve with the 
development and adaptation with the technology than the larger households due to the reason that 
they are more conscious in spending than the older because of the limited income. Whereas on the 
other hand, both older people from bigger households and smaller households tend to be not 
interested in adopting HEV’s due to the cost-consciousness. Through the help of TRA, it shows 
the intention of the Saudi Arabian consumers to adopt the HEV’s in the households. With this 
research, it demonstrates the effectiveness of the reasoned action theory when it comes to decision 
making of an individual and as well as when analyzing the reasons behind their both behavior and 
attitude towards their decision. One risk determined by Matiza., T. (2020) is related to the 
possibility of looking at a person’s preference and social judgement during travel. Other social 
group’s opinions will affect the tourist’s travel decisions. It can help us tackle issues surrounding 
the concerns of tourists and their psychological behavior in decision making. 

The paper by Christodoulou, A.D., Abakoumkin, G., Tseliou, E. (2019) States that the Theory of 
Reasoned Action (TRA) and Theory of Planned Behavior (TPB) are useful theories within the 
context of reporting Children Maltreatment (CM). TRA are better to use in predicting the teachers 
intentions towards the reports of low severity CM Cases. Child Maltreatment is one of the serious 
societal problems that needs to be reported and dealt with, but even the teachers somehow can’t 
and weren't able to report it. In this study, they have used both TRA and TPB to be able to know 
the behavior and intention of the teachers to report the CM. They have concluded that TRA and 
TPB are both useful theories in this article of Children Maltreatment and also with the help of 
Child Abuse Report Intention Scale (CARIS). Moreover, the theories used helped to know what 
are the reasons behind the teacher’s actions and attitude towards their decision making which is 
why some teachers don't report this kind of situation. 

The paper of Sulak, T.N., Saxon, T.F., Fearon, D., (2014 January) entitled “Applying the Theory 

of Reasoned Action to Domestic Violence Reporting Behavior: The Role of Sex and 

Victimization” states that the the Theory of Reasoned Action supports the findings of their study 

towards theirs participants. Their ponder centers on how states of mind and social standards 

influence the announcing behavior of a person which will not be a casualty but might be supportive 

for different agencies serving the people that have been influenced by residential savagery. With 

the assistance of the TRA, the analysts may offer a demonstration that will offer assistance to them 

with respect to the detailing behaviors in youths and youthful grown-ups.Domestic Violence has 

been one of the biggest issues in different countries and affects an individual in all aspects. In 

everyday life there are chances that there is an individual that can be abused, but may or may not 

be reported. With this, the researchers have conducted a survey and used six item questions from 

Young People’s Survey on Violence (Crime Research Center; University of Western Australia, & 

Donovan Research, 2001) that are related to the Theory of Reasoned Action. Through this, the 

results were divided into 5 different models and all of it was resulted fit towards the TRA. TRA 

shows that models from females, individuals experiencing DV, and individuals with no experience 

of DV have their similar values that indicates sample experience may play a smaller role in 

reporting behavior when compared to sex. Therefore, their research shows that intentions may not 

always explain behavior in DV situations and also shows that the victims of domestic violence 
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tend to behave similarly to individuals without experience with DV in regards to the relationship 

between intention and behavior. 

 

The study of Hassan, L.M., Shiu, E., Shaw, D., (2014) stated that both TRA and TPB (Theory of 

Reasoned Action and Theory of Planned Behavior) basically changed the view in which the 

individuals attitude can directly shift into its behaviour through its intentions. The research focuses 

on adding and contributing ideas together with other researchers towards the topic of higher 

understanding on how consumers form and or create their intentions to act ethically through the 

utilization of both Theory of Reasoned Action and Theory of Planned Behavior, in which these 

both theories have assessed both intention and behavior in ethical contexts. The researchers then 

have regulated a review that will assess the area to which the evidence can measure the intention 

to behaviour gap of the tourists/traveler. Furthermore, the researchers then conducted another goal 

of their study in which it focuses on assessing also the intention–behaviour gap but through a case 

study that is related with human rights. As a result, their research agrees with prior evidence from 

the qualitative studies that are related and suggests an outsized gap between the intentions and 

actions. 

 

The literature findings is to research the tourist information about their behavior in travelling this 

includes the information on how these tourists are behaving on choosing what destination they will 

go. The research also uses various strategies to find more information sources to help the research. 

The findings of this research make several contributions to the literature. These include (a) an 

expanded discussion of a broad range of tourist information search behaviors Fodness, Dale., 

Murray, B. (1999). 

 

2.4.2 Mainstream Tourist 

The research aims to conduct 3 possibilities on what are the motives of family tourists in a 

destination, and one of the motivations of this research is to analyze what are the reasons behind 

these family tourists. One of the best motivations stated on the research is that the people need to 

leave their daily routine. Mostly vacation is used by the tourist as a stress reliever, by joining in a 

tourism activity they can vent out the stress. The researchers show that family tourists use vacations 

for stress relievers during weekends and on holidays for recreational sports and other family tourist 

activities (R Ingkadijaya, 2018). In the beginning, nature-based tourism is used as a kind of 

tourism, alternative to mass tourism (Lindberg, cited in Tangeland and Aas, 2011). Nature based 

tourism that is used as the family tourist destination is known for its own kind of mass tourism as 

stated by lindberg (2011). This nature based tourism includes outdoor activities that we know as 

hiking, rafting, trekking, and climbing (Tangeland & Aas, 2011). The  research discusses that 

family tourist motive in tourism is to take themselves away from their daily routine, and their 

preferred destination is something that can help them relax and the best example of it is sustainable 

tourism as stated below. 
 

2.4.3 Mainstream Family 

The FLC concept is used to further explain and describe the consumer behavior. Concisely, The 

concept of FLC is designed from the beginning of marriage to the death of its partner. In addition 

FLC takes place when someone is married. the family passes through other phases of relative want 

and plenty (Lawson, R., 1991). The studies concluded that this behavior from the family life cycle 

is based on the maturity of the family, the perception of each member on the destination, and the 
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financial capacity of it. The activities that can be enjoyed by these families researchers discovered 

that the stages found in a family life cycle is reflected on the different types of vacations those 

families have and the financial expenditures that have been made. Lawson, R. (1991). 

This studies show how a family shares their thoughts about choosing the right destination for them 

in the market, they build conclusions on whose the one who can be a bigger influence on a family. 

They choose the wife and the husband as the main influencer to the family while the wife is a 

dominant, that can choose where to go because the studies also show that wives are better at 

decision making than the husband the wife once more specializes in these decisions. In addition, 

the frequency of vacation travel usually diminishes at this stage, resulting in a decreased salience 

for this decision (Wells and Gubar 1966). This study helps our research to gain knowledge about 

our mainstream tourists who will have a great pact in choosing the Baler, aurora as a tourist 

destination for sustainable tourism. 

2.4.4 Financial Capability 

The research discusses how the family decisions are made before deciding on a trip, and one of 

the decisions that they need to consider is financial, in the research the ones who got the financial 

are the people who are more likely to make plans. acting as autonomic individuals, provided they 

have their own money. It can be surmised that they do not make decisions themselves as far as the 

tourist trip is concerned, yet they certainly do make such decisions when on holiday travel 

regarding various purchasing decisions; (Niemczyk, 1999) This statement talks about how 

financial planning is really considered on travelling, they base on what is suitable for their pack. 

tourist decisions are dominated by the family member with the highest income – in case of the 

people who are less educated, whose financial situation is not favourable and provide for 

themselves from not-remunerated sources (such profile gives an indication of other family 

members dominance in decision making process in question rather than the respondents 

themselves); (Niemczyk, 2015) 

Family tourism is anticipated to develop more than different types of recreation travel since it 

speaks to an approach to rejoin the family and for relatives to invest quality energy with one 

another, away from the requests of regular daily existence (Schänzel, Yeoman, 2014). The zones 

of  tourist choices were perceived indicating that choices made by families with dependent children 

were from one perspective comparable while on the other not quite the same as those made by 

childless families. It is normally realized that the essential component of marketing is buyer based 

thinking with the accentuation on shopper needs. This is the beginning stage for any activities of 

various enterprises or businesses and sellers available in the market. It is simply the understanding 

into consumer behavior alone is fundamental when creating marketing programs, and furthermore 

in utilizing promoting devices successfully.  Families are continuously changing, so is the role of 

every member in the family. And thus, it affects their behavior while they are traveling as other 

factors also affect their decision making. 

2.4.5 Local Development 

This study seeks to analyze how the local development will help the local people in a destination, 

the research has managed to ask for the local opinion about this development and the research 

discusses how this local development will give impacts to the local people. It was pointed out by 

Reyes., C. Vargas., A. R., Arboneda., A. (2020) that in promoting mainstream planning, its 
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effectiveness will depend on the uniformity of the plan’s implementation and process proposed 

and set by the local government unit and its people. It can cover short, medium and long-term 

plans of the community. Participation of Baler’s community is the most important in executing 

this idea. Their openness to change and ability to adapt will be a learning process. When the local 

people were questioned about this research one of the downside of the local opinions is the poor 

labor conditions of workers, the government must not force the workers to work for such a huge 

amount of time. Next is how this development will affect the resources of the local people, it was 

stated in the student as an example the local people might not get much resources of water because 

of the development, it can limit the sources of water in the research. In conclusion the local voted 

positively for the development of their local because of the economic income that will increasingly 

develop in their place. 

 

The purpose of the research is to develop sustainable tourism in the local area, the study indicates 

the possible impacts of the sustainable tourism in a local community. There are measurements and 

evaluations that are being used to sustain information about the research. Rumbines, D. A., Solis, 

S. L., (2014) stated in their study that 100% of their respondents are more comfortable when a 

place has a DRRM or disaster risk reduction management plan set with standards and rules to 

abide. It is one factor that they consider on, before or during a disastrous happenstance. This shows 

us that precautionary measures from the local authorities will help secure the tourists and help 

them create a more comfortable and safe experience. The implementation of participatory 

processes of environmental governance is recognized as useful to address complex sustainable 

development issues and for planning local strategies of development (White, McCrum, 

Blackstock, & Scott, 2006) 

 

The research indicates the problems of sustainable tourism and it’s prospect of the development of 

Okavango Delta, Botswana. The study shows that developing sustainable tourism in Okavango 

Delta, Botswana doesn’t take into consideration the country's economic, environmental needs of 

the host economy and sociocultural. The studies argue that even the places that have more conflicts 

can still contribute to the sustainable tourism of its place. Relating to our study we are also 

connecting this topic on how Baler, Aurora will manage if the economy will grow a sustainable 

tourism in the place. If the local development will manage the sustainability of the place. This 

planning process can satisfy tourist and tour operators while being educated about the 

sociocultural, environmental needs of a certain country, economy and the destinations. 

 

2.4.6 Preferences of a Tourist 

The studies define how a tourist is influenced by the destination, and what their preference is in 

finding a destination. Dellaert, Etterma, and Lindh (1998),The researchers found that there are 

numbers of psychological and non-psychological influence in decision making. and these numbers 

consist of different stages that can occur in different actions. as mentioned by pearce (1988) 

travelers preferences in travelling are more specific than their motivations and where they wanted 

to go or what they wanted to do. In conclusion the studies identified that the motivations and 

preferences of the tourist comes from the knowledge of them from those destinations, the more 

knowledgeable they are, it can affect the audience of the destination. 

 

2.4.7 Vacation Lifestyle and Travel Behaviors 

Choosing a lifestyle is significant in the travel behaviors of the tourists. This shows how tourists 
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live  or show their way of life and how they react to certain things. Study shows that the lifestyle 

of a tourist also affects their behavior while they are traveling. Vacation lifestyle was utilized as 

the base to identify leisure travel. In marketing research, it uses market segmentation for scientific 

literature in order to group heterogeneous individuals to create a fragment and divide them with 

those who have similarities and are different among other groups (Schewe & Calantone, 1978). 

This study shows that the variety of characteristics of travel are the recurrence of domestic travel 

and worldwide travel, the accommodation disposition, and the normal use of establishments and 

facilities. The varieties in segment attributes identify with age, family life cycle, educational 

attainment, and family unit salary. 

Land use and transportation are one of the most important needs and must have of both travellers 

and the destination itself. In this study, it focuses on the behavior of the travellers towards the 

effects of regional and local accessibility in the local travel among the local households to provide 

different opportunities such as for the locals to be able to work, live and socialize. Through this 

research, the researchers are able to know the impacts of the same day multiple trip purposes 

towards the households, local people and as well as the characteristics and behavior of the 

passengers/travellers during the trip. With this, it shows the level of both regional and local 

accessibility with the help of LTI or the Local Travel Index. Through this measure, the research 

was able to prove that the most effective way to measure to extent which travel is localized for 

both regional and local accessibility. Moreover, the LTI also shows the insights of both car-less 

and with car individuals of the local destination. The research stated that the effort in encouraging 

the local travel behavior will only depend on the both attitude and preferences of an individual and 

the households towards the variation of localization of travel that would implicate the 

policymakers when it comes to deciding possible land-use solutions to prevent the long distance 

trips of the travelers.  

Transportation researchers in the past years have conducted different studies regarding the 
involvement of modeling and understanding of an individual towards their human mobility 
analysis and travel behavior. These researchers are mostly divided into two sectors: the 
transportation or travel researchers and the computer scientists and physicists, where they have 
used different methodologies, datasets and travel surveys. The research of Chen, C., Ma, J., Susilo, 
Y., et al., (2017) focuses on the what is in between of both fields. Wherein they have introduced 
different methods in which they raise cross-discipline ideas that may be used for the collaborations 
of the two fields such as the datasets, concepts and theories. Through this, the researchers viewed 
that both of the fields can be connected to each other as long as both of the fields have enough 
communication and understanding to one another. Collaborating both big data (computer scientists 
and physicists) and small data (travel behavior researchers) are beneficial to one another. 

The study of tourism marketing research emphasized the structure demand, examining both 
tourists travel behavior as well as the traveler's choice of destination (Zins, 1998). With this, the 
study of Chen, J. S., Huang, Y. C., & Cheng, J. S., (2009) used the Taiwanese travellers to be able 
to use the variable to understand their vacation lifestyle as well as their characteristics of the 
desired destination or trip. They have created a three group cluster analysis labeled as the: Family 
Oriented Travelers; Social Oriented Travelers; Stylish Travelers. Through this, their study shows 
that the traveler’s preferred trip characteristics are based on the following: both domestic and 
international travel; the tourists preferences towards their desired or average stay in an 
accommodation and the hotel itself. With this, their research results have gathered five lifestyle 
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areas of a traveller which are relaxation, both family & social orientation, first class and also 
outdoor leisure activities. Wherein it explains that the Family Oriented Travelers resulted to have 
the lowest income compared to the two groups since most of the individuals in this group are 
married and ten to have children; Stylish Travelers tend to have higher both income and 
educational background than the two groups and these are the individuals who are youngest above 
all individuals in other groups; while the Social Travelers, tends to be in the mid or balance 
between the two. These are the individuals who prefer to spend less money in accommodations 
unlike stylish travelers who want more luxurious accommodations. Through this comparison, it 
helps the tourism marketers in predicting the travelers both preferences and behavior. 
 
2.4.8 Youth / Young People Trends 
Nuraeni, S., Arru, A. P., & Novani, S., (2014) stated that youth people are the one who are said to 
be the opinion starters towards the trends and movements of the global economy in the tourism 
industry. In this research, they focus on how young people decide and or choose a destination as 
their itinerary to visit. As studied by Tibon, M. V. P. (2012) they are influenced by four main factors 
such as education, socialization, wellness and relaxation. These factors are not all acceptable 
because of social distancing protocols yet not impossible to implement in an inter-municipal 
travel. Their research stated that tourists are pushed by their needs and wants, then are influenced 
by destinations’ attributes to make a decision of where they will go on vacation (Dan 1981). 
Therefore, (Zhou, 2005) stated that destination attributes are very important for a destination to be 
successful in attracting more tourists . Through the help of conjoint analysis, the researchers have 
analyzed that the reason and factors that affect the youth traveller to choose a certain destination 
is based on entertainment, beauty of the scenery, cultural attraction, warm and friendly local 
people, local specificity and relaxing ambiance. Moreover, youth travellers also include factors 
such as their income to choose their recreational destination, domestic trip or international trip. 
Young travellers focus more on the destination itself on how welcoming it is for them rather than 
the lodging and facilities, or even the customer service. 
2.4.9 Family Trends 

Other than other forms of leisure travel, family travel is anticipated to expand faster in the future. 

This is due to changes in demography and social structure. As a result of these changes, the idea 

of a family structure is to be discussed (Schanzel et al., 2012). These factors are as follows; gender, 

immigration, multi-generational travel, experiential family holidays, children as sophisticated 

consumers, social capital and creating memories, new family markets, and changing family 

structures. Trends in the family market will be important and significant in the future as these 

factors will dictate on how family travelers act or behave on their purchasing pattern during their 

travel. This only proves that families play a vital role in the tourism industry even though there is 

an absence of existing family models. This implies that the travel industry needs to all the more 

likely take into account this expanding variety of the family market later on. The travel industry 

additionally requires better understanding of the perplexing buying choices as families are getting 

more just and objective decisions and occasion exercises are talked about among all relatives, 

including children. 

2.5 Travelling on New Normal 

The tourism industry in the Philippines was greatly affected by the global pandemic. Tourism 

activities, businesses, accommodation, and local residents were forced to fully stop their operation 

during the Enhanced Community Quarantine (ECQ). With that said, many businesses, tourism 

destinations and establishments lost income and were permanently closed caused by the pandemic. 

This also affects the economic status of the country, and is expected for recovery after the global 
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pandemic. On the news published by the Philippine News Agency, it was reported that domestic 

travel can help in the recovery of the tourism industry. Filipinos are expected to travel closer to 

their home or residence due to limited income and budget of travelers. It was also recommended 

that all stakeholders should collaborate with the authorities in order to cope up with the losses, 

innovate new plans and adapt to the new normal. Aside from that, tourists are encouraged to use 

digital payment and business establishments shall impose self service processing and contactless 

check-ins in order to minimize contact with employees. Health and safety is the utmost priority in 

traveling after the pandemic. 

In line with that, the Department of Tourism (DOT) together with Guide to the Philippines and Dr. 

Andrew L. Tan of AIM, conducted a survey across the 81 provinces of the Philippines that tracks 

down the behavior of Filipino travelers, their expectations, and their sentiments on traveling after 

pandemic. Most of the Filipino travelers who answered the survey are willing to travel 

domestically instead of traveling outside the country because of the threat of the infectious virus 

and caused by the reduced travel budget and low income of the tourists. Filipino travelers are ready 

to comply with the health and safety protocols needed before traveling such as rapid testing, 

medical certificate, and self-quarantine. 

Baler, Aurora is under Modified General Community Quarantine (MGCQ), and is expected to 

operate and open for tourism activities, business establishments, dine-in restaurants as well as mass 

gatherings provided that it is limited to fifty percent (50%) operating or venue capacity and observe 

minimum health standards in the tourist destination or establishment. For the hotels and other types 

of accommodation, they can only be allowed to operate if they have been accredited in accordance 

with the law, DOT and Department of the Interior and Local Government (DILG) and upon 

issuance of Certificate of Authority to Operate by DOT. Transportation, whether public or private, 

shall be allowed subject to the guidelines issued by the Department of Transportation (DOTr). 

Persons below 21 years of age, 60 years old above, persons who have weak immune systems, 

pregnant women, and other health risks shall remain at home to avoid the transmission of the virus 

as they are the most vulnerable persons in this trying time. 

With the recent news published by the Philippine News Agency, hotels and accommodation 

establishments may soon open at full operating capacity. The Inter-Agency Task Force for the 

Management of Emerging Infectious Diseases (IATF-EID) gave authority to DOT to determine 

the allowed operating capacity in the hotel as stated in the IATF's Resolution No. 79. Bernadette 

Romulo-Puyat, Secretary of DOT, stated operating at full capacity will be based on the decision 

of the managers of the hotel as long as it is in compliance with the safety protocols and guidelines 

stated in order to allow them to start their operation. All tourism establishments, hotels and 

accommodation that are in the GCQ and MGCQ area must have their DOT Certificate of Authority 

to Operate for Staycations (DCAOS) before they accept and entertain guests or tourists. DOT will 

be releasing new guidelines in which they will amend the guidelines about the full operating 

capacity of hotels and accommodations which includes staycation hotels and accommodations. 

The Department of Health (DOH) also gave guidelines on handling guests amidst the threat of 

COVID 19. It stated that tourism enterprises such as hotels and accommodations must secure 

safety and precautionary measures in order to avoid the spread of the virus within the establishment 

or in the destination. The DOH has a Decision Table in which the guests must answer questions if 

for any reason that they have a recent contact with a person who is positive with the virus or visited 
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a country or place where there is an outbreak of coronavirus. The questions are as follows: A. Have 

you recently (14 days) travelled to China or a country or place on the WHO list with local 

transmission or outbreak of 2019-nCoV? B. Have you had recent contact with a person with a 

confirmed or suspected case of 2019-nCov?; and C. Do you have such symptoms as fever greater 

than 38 degrees Celsius and flu-like symptoms such as cough, difficulty of breathing or shortness 

of breath?. If any of the questions were answered “yes” by the guests, they will be regarded as 

“probable nCOV” and must stay in the nearest local health facility or hospital for isolation. And if 

the guests answered “no” to all of the questions, the guests will be regarded as “negative nCOV”. 

Strict compliance with sanitation in all corners of the facilities or establishments must be 

implemented. Among other tourism enterprises and other related activities and businesses 

expected and encouraged to follow and adopt guidelines in handling guests amidst pandemic. 

 

With the reopening of tourism establishments, hotels and accommodations, the tour operators and 

travel agencies are also allowed to operate on areas under GCQ. It was reported on Philippine 

News Agency that tourism related activities can operate at fifty percent (50%) capacity and must 

maintain the minimum health standards provided by the IATF. Department of Trade and Industry 

(DTI), Department of Labor and Employment (DOLE) Local Government Units (LGU’s) and 

DOT mentioned that tourism facilities, establishments, and activities will be monitored and 

checked at any time. This is to ensure that the safety and security of the tourists and employees are 

not compromised even on the reopening of tourism activities in the destination. Traveling to the 

new normal is a bit challenging as of the moment as it affects the economic status of the destination 

and other tourism-related activities as well as the health and safety of travelers and local 

community. With this, stakeholders must have a collaborative effort in order to recover the losses 

in the industry and must abide by the guidelines, health and safety protocols for the benefit of 

rehabilitating the tourism industry in the Philippines. 
According to pcoo (2021), IATF passed the resolution number 101 or uniform travel protocols 
which stated that travelers should no longer need the travel pass, RT-PCR tests are only required 
when the local government unit of LGU of destination requires it to the traveler. In addition, 
travelers are not obliged to undergo quarantine unless they exhibit symptoms of covid 19 upon 
arrival. Social distancing is required, implementation of minimum public health standards, wearing 
face mask and face shield are also included. This resolution was enacted by the help of the 
Department of Interior and Local Government (DILG) last February 26, 2021. 
 
2.6 Rehabilitation 
Rehabilitation is a process in which a certain place or destination can be beautified and be 
improved that catches new opportunities and investments in the specific area. According to the 
study of Werner G., & Panikkos C., (2020) about the Nicosia of Cyprus with the help of 
rehabilitation and regeneration process, the city of Nicosia have rediscovered its historical 
monuments and have been renovated to become a tourist attraction in the City. Through this, the 
city has been seeked the opportunity to expand and attract not just its facilities but also a wider 
range of tourists in which they have diverse ideas of leisure and tourism as part of their plan that 
resulted positively with the city and the tourists satisfaction and also the local community. With 
this, the rehabilitation program of the Nicosia city of Cyprus has contributed to the totality of the 
attractiveness in the so-called walled city in which they enhance both attractions/itineraries, 
accommodations and as well as their tourism products for their tourists and will be able to regain 
again the vibes and the history of tourism industry of the Nicosia. 
 
Natural disaster and crisis are risks that might affect the tourism destination and its marketability 
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to the tourists. Rehabilitating the destination after facing natural calamities or crises might seem 
difficult. It is not only rebuilding the facilities and other infrastructures but also you are restoring 
the image of the tourist destination. According to Tousi et al. (2012) restoring the tourist 
destination’s image after calamities and crises has a great impact on why tourists choose a certain 
destination to visit. Given the fact that the tourism industry helps the economy of a certain 
destination, stakeholders are responsible for maintaining the progress, image, and attractiveness of 
the tourist destination. This will enable them in attracting customers or tourists from visiting the 
destination even after a calamity or crises. Therefore, the stakeholders must come up with a 
rehabilitation and recovery plan in order to sustain the success and the economic growth of the 
destination. The preferences, behaviors, and intentions of the tourists depend and influence their 
perception about the tourist destination based on what is its current situation and image. This also 
determines the competitiveness and resiliency of the tourist destination depending on how the 
stakeholders will cope up with the losses after the calamity or crisis. 
 
Rehabilitation of the destination to improve it will have a great impact not just on the destination 
but also to the community it will not just help the tourism industry in certain destinations but also 
they help other accommodation companies to improve. In rehabilitation of a destination they have 
factors that need to be considered in the study of Rodríguez-Díaz, R, & Rodríguez-Díaz M. (2018) 
It tackles the aspects of recovery and modernization of developed destinations and how they can 
handle the proposed investment. To develop accommodation that will satisfy the tourist. 
 
Ecotourism has been use as a strategy to some private sector in some developing countries which 
is Costa Rica, Ecuador, Malaysia and South Africa they maintain it’s natural reserves to increase 
the economical growth of these country by protecting and rehabilitating the environment of the 
tourism industry this will contribute to the growth of it’s capital development by properly planning, 
managing and monitoring of the environment. 
The administration of the Philippine government who handles the rehabilitation of boracay in 2019 

was the “Duterte Administration Year III: 2019 Key Accomplishments where they provide work 

and training for the tourism frontliners who will handle the management of boracay. The DOT 

also manages to provide training and seminars for the staff. The administration shows a great 

dedication to show the support of sustainable tourism in boracay. 

 

2.7 Synthesis 

Traveling is part of our lives, we go to different places, visit destinations, do activities, visit a 

relative or friend and many more. But in the year 2020, a novel coronavirus was spread around the 

world and affects many industries including the tourism industry. According to Nishiura et al. 

(2020), extensive spread of coronavirus affects the economies and health of the country across the 

world. This does not affect only one country but, the spread of coronavirus affects different sectors 

of industry in a country around the world. Miles and Shipway (2020) also stated that due to this 

pandemic, many industries were forced to stop operation and business were at risk because of the 

global immobility. The survey that was conducted all throughout the Philippines by the Department 

of Tourism (DOT) with the Guide to the Philippines and Dr. Andrew L. Tan of AIM, results showed 

that many tourists are willing to travel near their point of residence after the pandemic and are 

willing to comply with the safety protocols and guidelines needed to travel. In this study, the 

researchers are going to find out how sustainable tourism can help in rehabilitating the tourism 

industry  in Baler, Auror after the pandemic. The promotion of sustainable tourism is one good 

way of revitalizing the tourism industry as this prevents humans from exploiting the natural 

resources of the destination and preserving its beauty. It also minimizes the number of tourists in 
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a destination or the Tourism Carrying Capacity (TCC) and avoids congested tourism activities in 

the destination (De Vera, 2019). But this pandemic also opens opportunities in preserving the 

tourist destinations and its resources through redesigning and reconstructing policies in promoting 

sustainable tourism to the tourists. This will generate more income to the local community and 

sustain and preserve the resources and the destination itself. The behavior of the tourists also 

affects the rehabilitation of the tourism industry; it affects how the tourists decide towards the 

destination (Charters & Ali-Knight, 2002).The Reasoned Action Theory states that variables can 

affect the decision making of the mainstream family tourists towards promotion of sustainable 

tourism (Fishbein & Ajzen, 1975). The intention guides the behaviour of an individual but does 

not guarantee action coming from the tourists. Through this, it will assess how the tourists are 

going to behave and react to the promotion of sustainable tourism after the pandemic and will play 

an important role in rehabilitating the tourism industry in Baler, Aurora. 

2.8 Conceptual Framework 

Figure 2.8.1. Conceptual Framework 

The illustration above is the conceptual framework for this study adapted to both the theoretical 

framework and statement of the problem. There is a causal relationship between the demographic 

profile and psychological traits of the family tourist representative that can affect the promotion of 

sustainable tourism within the tourism dimensions which are the economic, sociocultural and 

environmental. Considering that these variables can change and it can’t be predicted from time to 

time. The New Normal consideration factors for mainstream family tourists are correlational to 

the promotion of sustainable tourism and sustainable tourism rehabilitation program for Baler, 

Aurora as it affects both at the same time. The variables show how they affect each other towards 

the promotion of sustainable tourism in the rehabilitation of the tourism industry in Baler, Aurora. 

As per the theory of reasoned action (Fishbein & Ajzen, 1975), the decision making of an 

individual depends on the attitude, norms, behaviour and preferences of an individual. Wherein in 

the study, the variables can affect the decision making of the mainstream family tourist 

representative towards promotion of sustainable tourism. The intention guides the behaviour of an 

individual but doesn’t guarantee action coming from the tourists. In line with this, the demographic 
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profile of the mainstream family tourist representative also has its effect towards their decision 

making. Because of the financial capabilities of the individual wherein travellers don't have the 

same amount of budget for travelling and also the promotion of sustainable tourism increases 

demand for different fees for the destination itself. Also the destination choice, which can be also 

affected based on the capabilities of the representative to fulfill the needs and other requirements 

of the destination itself as well as the desired ambiance and or other activities of the family tourist 

itself. That is also connected to the age restriction for traveling of the tourists most specially in this 

time of global pandemic. According to the Department of Transportation (DOTr), persons below 

21 years of age, 60 years old above, persons who have weak immune systems, pregnant women, 

and others who have health risks are prohibited to go out to be able to prevent transmission of the 

disease and as part of the safety precautionary measures for both tourists and locals. Furthermore, 

as stated in the conducted survey of the Department of Tourism (DOT) together with Guide to the 

Philippines and Dr. Andrew L. Tan of AIM, most of the filipino travellers tend to agree more 

towards traveling in a less congested destination and are willing to comply with the health and 

safety protocols before going to and from different destinations and are near to their point of origin. 

Factors affecting the promotion of sustainable tourism will also affect the sustainable tourism 

rehabilitation program in Baler, Aurora as these factors will play a vital role in the assessment of 

how the family tourists will behave, react, and decide on their tour after the pandemic. 

III. Methodology

This section explains the various methodologies that were used in the data gathering that are 

relevant to the study. The methodologies included are the Research Design wherein it explains the 

used research method, followed by the target participants needed in the study. The third method is 

the Sample Size to further know the target size or population of respondents needed in the study. 

Sampling Technique will follow to be able to know what type of method that has been used in data 

gathering. Research Instrument is used to communicate to the respondents, in this study it will be 

survey questionnaires via Google Forms. Followed by the Data Gathering Procedure and lastly 

the Statistical  Treatment which include formulas that are used after the data gathering. 

3.1  Research Design 

The research design that is used in this study is non-experimental correlational research design. 

This is used in order to show the statistical relationship among and between the variables. Through 

this research design, the researchers had determined how the demographic profile and 

psychological traits of family tourist representatives and how did the new normal consideration 

affect the promotion of sustainable tourism in Baler, Aurora. The relationship between these 

variables are assessed on how the rehabilitation program can help the stakeholders and the 

destination itself on post pandemic. With this, it enabled the researchers to gather relevant data and 

information from the leisure family tourists about the impact of promotion of sustainable tourism 

in Baler, Aurora. 

3.2 Participants 

The target research population for this study includes the leisure family tourist representative who 

have travelled to Baler, Aurora in the years 2015 to 2020. In this study, the participants should be 

the representative of the family, have the ability to make decisions for the family and as well as 

can support the family travel financially. Moreover, the population willingly helped the researchers 
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and participated in the study to enable the researchers in gathering relevant data and information 

needed for the study. Through this, it gave accurate and non-bias data and information that 

answered the research questions of this study and solved and filled out the knowledge gap in this 

field of study. 

 

3.3 Sample Size 

In some research studies, a large population of samples lead and cause the researchers not to study 

all of their responses. With this, a smaller group of elements have represented which makes a 

definite approach from a convenient population which is the so-called sample. A sample is a 

portion or a subset of a certain research population that is selected to be able to participate in a 

specific study that represents the research population. 

 

The sample of the population of this study obtained a total of 301 respondents of leisure family 

tourist representatives who have travelled in Baler, Aurora for the years 2015 until 2020. 

3.4 Sampling Technique 

A quota sampling technique is used to select the participants in this research study. This quota 

sampling method chose the family tourist representative in answering the corresponding survey 

questionnaire in order to gather data and information that helped this study. This technique is 

utilized to ensure the equal and fair representation of every variable in this study. Through this 

type of sampling technique, the quota system did not affect or control the presence of bias and 

respondents were selected into a maximum number of 301 family tourist representatives. The 

balance amount of answers are based on the results of the survey questionnaires. 

 

3.5 Research Instrument 

This study is pure quantitative research and the researchers decided to use survey form as the 

instrument of this study. The survey form was designed to gather data about promoting sustainable 

tourism in Baler, Aurora after the pandemic. This research instrument allows the researchers to 

gather data from samples and have provided future data and determined their decisions in choosing 

a destination for their travel and also assessed how well they know about the promotion of 

sustainable tourism in a tourist spot. The responses are taken from the quota sampling technique. 

 

3.6 Data Gathering Procedure 

After the pilot testing and other necessary revisions have been conducted, the questionnaires are 

then transferred directly to the family tourist representative for this study by the researchers who 

personally sent the survey questionnaire links directly to the family tourist representative of Baler, 

Aurora via the different types of social media platforms. A total of three hundred and one copies 

of the survey questionnaires have been given out to the respondents through google forms and 

have been completed and returned to the researchers afterwards. 

 

3.7 Statistical Treatment of Data 

The data collected from the field were analyzed. The response options that are given in the survey 

questionnaires are as shown below: 

 
STRONGLY 

AGREE (SA) 

AGREE 

(A) 

DISAGREE 

(D) 

STRONGLY 

DISAGREE 
(SD) 
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Table 3.7.1 Likert Scale 

The Likert scale is defined as the tool that has tested the hypothesis and helped to know the point 

of view of the leisure family tourist representative that have visited Baler, Aurora in the years 

2015-2020. 

Through the Likert Scale, the researchers used multi formulas to determine the results of survey 

questionnaires, which are as follows: 

 Figure 3.7. Mean Formula 

After the target of respondents have reached, the researchers used the formula of mean that has 

determined the value of the population of their respondents that was needed in the other formulas 

as part of the statistical treatment of this study. 

 Figure 3.7.2 Chi-Square Formula 

Chi-Square is used to define and demonstrate the two variables whether they are correlated to each 

other. In this research, the Chi-Square is used to get the result of the demographic profile of the 

respondents which are their age, gender and marital status. 

Figure 3.7.3 Pearson’s Product Moment Correlation Formula 

Lastly, the researchers used the Pearson’s R formula. Pearson's Product Moment Correlation 

determines whether there is a significant relationship between two different variables. It is used in 

this study to see if the variables given in the statement of the problem and conceptual framework 

of the research paper will or will not affect the promotion of sustainable tourism in Baler Aurora. 

IV. Presentation, Analysis, and Interpretation of Data

This chapter includes the presentation of data gathered, results of statistical analysis used in the 

study and the interpretation of findings. These are presented based on the variables in the 

statement of the problem regarding the Promotion of Sustainable Tourism to Family Tourists: 

Rehabilitating the Tourism Industry in Baler, Aurora After COVID 19 Pandemic. 
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A total of 301 family tourist representatives were able to cooperate in our study. All of the 

responses were answered via google forms that were distributed from facebook and other social 

media platforms as part of the precautionary measures and safety of the researchers. The 

respondents were filtered by the researchers to assure that the respondents of this research paper 

have really traveled to Baler, Aurora with their family. 60.5% of the respondents are female and 

the remaining 39.5% are male. For the age, majority of the respondents are ranging from 20-25 

years of age which is at 54.5%. For the marital status, 81.4% of the respondents were single and 

16.3% are married while 2.3% are widowed. 

 

4.1 Frequency and Mean of Data 

 

Table 4.1.1 Total number of respondents based on age. 

 
Age Frequency Percentage 

19 years old 33 11% 

20 - 25 years old 164 54.5% 

26 - 30 years old 54 17.9% 

31 - 35 years old 24 8% 

36 - 40 years old 10 3.3% 

41 - 45 years old 6 2% 

46 - 50 years old 10 3.3% 

TOTAL 301 100% 

 

Table 4.1.1 The interpretation of this table shows the total number of respondents based on their 

age, and based on the percentage majority of the respondents are ages 20 to 25 years of age.  

 

 

Table 4.1.2 Mean result of the respondents under age restrictions 

 
AGE RESTRICTIONS 

 

 
 

Table 4.1.2 The interpretation of this table shows the result of the mean which is 1.68 under the 

age restrictions of the family tourist representative. 

 

 

Table 4.1.3 Range and interpretation of family tourist representatives on age restrictions. 

1.68 MEAN 
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On the question for the age restrictions, “Areas with modified age restriction and low to none 

active cases are ideal travel spots” the mean result is 1.68 and interpreted as slightly agreed based 

on table 4.1.3 verbal interpretation of the mean result. This means that the average of the family 

tourist representative slightly agrees with the question about age restriction. This suggests that the 

family tourist representatives slightly agree with modified age restrictions on areas with low to 

none active cases when they will visit Baler, Aurora on post-pandemic. Which is also stated by the 

DOT or the (Department of Tourism, 2020) that there are a set of age restrictions when traveling 

which specifically with the ages 21 years old below and 60 years of age above. They also restrict 

people who have weak immune systems, pregnant women, and other health risks should remain in 

their home to prevent the transmission of the virus. 

 

Table 4.1.4 Mean result of the respondents under financial capability 

 
FINANCIAL CAPABILITY 

MEAN 1.794019934 

 

Table 4.1.4 The interpretation of this table shows the result of this mean which is 1.79 under 

financial capability of the family tourist representative. 

 

 
 

Table 4.1.5 Range and interpretation of family tourist 

representatives on financial capability. 

 

The result of the question for financial capability; “Paying extra charges to assure quality and 

safety of tour is good expense” indicates that family tourist representatives slightly agree on this 

statement based on the verbal interpretation on table 4.1.5 This indicates that they slightly agree 

to paying extra charges for them to feel safe and secure during their tour and avoid risks while they 

visit Baler,  Aurora. Wherein, according to the Department of Tourism (DOT) together with Guide 

to the Philippines and Dr. Andrew L. Tan of AIM, based on the results of their conducted survey 

across 81 different provinces in the Philippines that Filipino’s are willing to comply and participate 

with the health and safety protocols needed before traveling such as rapid testing, medical 

certificate, and self-quarantine. Which also includes the increasement of the fees during their 

travels. 

 

4.1. Correlation of data 

 

A.  Psychological traits of family tourist in promotion of sustainable tourism 
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Table 4.2.1 Correlation of Psychological Traits to Financial Capability 

 
Table 4.2.1 Pearson's Product Moment Correlation Table for 

Financial Capability 

Factor 
Financial Capability 

Pearson's r p-value 

Preferences 0.479 <0.001* 

Attitude 0.208 <0.001* 

Norm 0.174 0.002* 

*Correlation is significant at α=0.05 

 

Table 4.2.1 The interpretation of pearsons in preferences to financial is a low positive correlation 

while the attitude and norms is not negligible correlation to the financial capability. 

 

Table 4.2.2 Size of Correlation and interpretation of family tourist representative on Financial 

Capability

 

Pearson's r value on the preference in financial capability on family tourists in Table 4.2.1 is 0.479 

this means that there’s a low positive correlation with preference and financial capability. While 

the Attitude and norm shows that there is a negligible correlation between the family tourist 

representative’s financial capability. This means that attitude and norms have a little to none effect 

on financial capability. If the tourist preference of Baler, Aurora increases there’s a possibility to 

have a low positive effect on financial capability. And when the attitude of tourists of Baler, Aurora 

increases there’s a small to none effect to financial capability. (Fodness, Dale, Murray, B. 1999) 

also stated that the behaviour or the attitude of the tourist depends on the destination that they 

choose to visit or go and not depends on their financial capability. 

 

B. Pearson’s product moment correlation For psychological traits 

 

Table 4.2.3 Correlation Table for Financial Capability 

 

Table 4.2.3 Pearson's Product Moment Correlation Table for 

Psychological Traits 

Factor Psychological Traits 

Pearson's r p-value 

Preferences 0.402 <0.001* 

624



  

 

Attitude 0.23 <0.001* 

Norm 0.319 <0.001* 

 

Table 4.2.3 The interpretation of pearsons in preferences and norm to psychological is a low 

positive correlation while the attitude is negligible to the physiological traits 

 

Table 4.2.4 Size of Correlation and interpretation of family tourist representatives on 

Psychological Traits. 

 

The Pearson’s r value on preference and norms in Psychological traits on family tourist 

representative in table 4.2.4 show that there’s a low positive correlation to their psychological 

traits, while the attitude on psychological traits shows the pearson's r value is 0.23 that being said 

that the attitude is negligible correlation to the psychological traits of family tourist and has a 

minimal effect on the psychological traits. As per (Schänzel, Yeoman, 2014) family tourists are 

continuously changing and so are the different roles in a certain family member. Thus, the behavior 

and attitude of the family tourist affects their decision making and not their financial capability 

because the decision of the group/family will be dominated and/or by the member who has the 

highest income and will secure the whole group. 

 

4.3 Age Restriction of family tourist in promotion of sustainable tourism 

 

Table 4.3.1 Pearson’s Correlation of Age Restriction to Sustainable Tourism 

 

Table 4.3.1 Pearson's Product Moment Correlation Table for 

Sustainable Tourism 

Factor 

Financial Capability Psychological Traits 

Pearson's 

r 
p-value 

Pearson's 

r 
p-value 

Age 

Restriction 
0.303 <.001* 0.244 <.001* 

*Correlation is significant at α=0.05 
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Table 4.3.1 The interpretation of pearsons in age restriction in financial capability is low positive 

correlation while the psychological traits is a negligible correlation. 

Table 4.3.2 Size of Correlation and interpretation of family tourist representatives on Sustainable 

tourism 

Pearson's r value on age restriction is 0.303 and it means that age restriction has a possible small 

effect on financial capability. In relation to the study of Fishbein & Ajzen (1975) the demographic 

profile has also a positive effect in making a decision. And one of their factors is the age restriction, 

wherein the travellers are conceive particularly in this pandemic. In line with this it indicates that 

financial capability of family tourist representatives has a small effect on the age restrictions when 

they will visit Baler, Aurora. The p-value on age restriction is 0.01. The table 4.3.1 shows that 

there is a significant relationship between age restriction and financial capability of family tourist 

representatives. It suggests that there’s a significant relationship between these two variables to 

family tourist representatives of Baler, Aurora. On the other hand, the psychological traits of family 

tourist representatives on age restriction result is 0.244 on table 4.3.1 as the Pearson correlation 

which means that there’s a negligible to none correlation. Its p-value 0.001 means that there’s a 

significant relationship between psychological traits on age restriction to family tourist 

representatives on post-pandemic. 

4.4 Relationship of demographic profile to Sustainable Tourism 

Table 4.4.1 Relationship of age group to Financial Capability 

Table 4.4.1 Cross tabulation Count of response per Age 

Group 

Age 

Group 

Financial Capability 

Total Strongly 

Disagree 
Disagree Agree 

Strongly 

Agree 

19 y/o 0 3 17 13 33 

20-25 y/o 4 24 83 53 164 

26-30 y/o 1 4 25 24 54 

31-35 y/o 0 2 13 9 24 

36-40 y/o 0 1 4 5 10 

41-45 y/o 0 2 3 1 6 
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46 y/o and 

above 
0 1 5 4 10 

TOTAL 5 37 150 109 301 

Table 4.4.1 Shows the cross tabulation count of response per age group to family tourists 

financial capability. 

Table 4.4.2 Chi-Square Association 

Value df p-value

Chi-Square 10.053a  18 0.93 

Table 4.4.2 Shows that the Chi-Square shows no significance between the age group of the 

respondents and the financial capability. 

Based on the cross tabulation of the relationship between age groups and financial capability it 

shows on Table 4.4.1 that the majority of the responses from the family tourist representatives 

falls under the bracket of Strongly agree and agree. This means that regardless of the age of the 

family tourist representative, the majority of the respondents strongly agree and agree that 

financial capability is not affected by their age group. In association with the Chi-square it shows 

on the table 4.4.2 that the p-value is 0.93. Since the result of the Chi-square is higher than the 

critical value, therefore it is not significant. Which shows on the tables above that regardless of 

the age of the representative of the family tourist would be, it will not affect their financial 

capability when traveling to Baler, Aurora. As per (Niemczyk, 2015), one of the factors that every 

traveler should consider before traveling is the financial. In which (Niemczyk, 2015) stated that 

the ones who got the financial help are the people who are more likely to make plans. Which 

further explains that regardless of how young/old that person would be, as long as he/she can 

provide financial support for the trip itself then he/she is considered as the representative of the 

family tourist. 

Table 4.4.3 Relationship of age group to Psychological Traits 

Table 4.4.3 Cross tabulation Count of response per Age 

Group 

Age Group 

Psychological Traits 

Total Strongly 

Disagree 
Disagree Agree 

Strongly 

Agree 

19 y/o 1 2 11 19 33 

20-25 y/o 0 6 59 99 164 

26-30 y/o 0 0 17 37 54 

31-35 y/o 0 0 8 16 24 

36-40 y/o 0 0 5 5 10 

41-45 y/o 0 0 3 3 6 
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46 y/o and 

above 
0 0 4 6 10 

TOTAL 1 8 107 185 301 

 

Table 4.4.3 Shows the cross tabulation of age groups in relation to psychological traits of family 

tourists 

 

Table 4.4.4 Chi-Square test of Association 

 
 Value df p-value 

Chi-Square 15.277a 18 0.64 

 

Table 4.4.4 Shows that the Chi-Square test result is no significant relationship between age 

group and psychological traits of family tourists. 

 

Based on the cross tabulation of age groups in relation to psychological traits shows that on table 

4.4.3 majority of the respondents from family tourist representatives 

 

Based on the cross tabulation of the relationship between age groups and financial capability it 

shows on Table 4.4.4 that the majority of the responses from the family tourist representatives falls 

under the bracket of Strongly agree and agree. This means that regardless of the age of the family 

tourist representative, the majority of the respondents strongly agree and agree that financial 

capability is not affected by their age group. In association with the Chi-square it shows on the 

table 4.4.2 that the p-value is 0.93. Since the result of the Chi-square is higher than the critical 

value, therefore it is not significant. Which shows on the tables above that regardless of the age of 

the representative of the family tourist would be, it will not affect their financial capability when 

traveling to Baler, Aurora. As per (Niemczyk, 2015), one of the factors that every traveler should 

consider before traveling is the financial. In which (Niemczyk, 2015) stated that the ones who 

answered strongly agree and agree. This shows that regardless of age of the respondents majority 

of them answer Strongly agree and Agree. The Chi-Square test of Association on table 4.4.4 shows 

that the p-value is 0.93 and if the result of the Chi-Square is higher than critical value therefore it 

is not significant. So regardless of age, the psychological traits of family tourists will not affect 

their financial capability when travelling to Baler, Aurora. In the study of Li, j. (2017) stated that 

Age cannot have moderating impacts on the connection between the destination image and 

behavioural intentions. In this manner, the relationship between the two develops is comparative 

in both groups, which cannot be influenced by age. 

 

Table 4.4.5 Total number of respondents based on gender. 

 

Gender Frequency Percentage 

Female 182 60.5% 

Male 119 39.5% 

TOTAL 301 100% 
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Table 4.4.5 The interpretation of this table is that the majority respondents based on gender are 

female which is 60.5 % while 39.5 % are male. 

Table 4.4.6 Relationship of Gender to Financial Capability 

Table 4.4.6 Cross Tabulation Count of response per 

Gender 

Gender 

Financial Capability 

Total Strongly 

Disagree 
Disagree Agree 

Strongly 

Agree 

Male 3 12 63 41 119 

Female 2 25 87 68 182 

Total 5 37 150 109 301 

Table 4.4.6 Shows the relationship between the gender to financial capability. In which, the 

response of both male and female respondents majority fall under strongly agree and agree and 

based on this table. 

Table 4.4.7 Chi-Square test of Association 

Value df p-value

Chi-Square 2.206a 3 0.531 

Table 4.4.7 Shows that the Chi-Square shows no significance between the gender of the 

respondents and the financial capability. Which means that regardless of the gender of the 

respondents the response to the financial capability of the tourist is not affected. 

The Chi-Square result of the relationship of gender to financial capability on table 4.4.7 is at p-

value 0.531. While based on table 4.4.6 it shows that the majority of the answers of both male and 

female family representative tourists falls under both agree and strongly agree. The results indicate 

with an understanding that the gender of the family tourist representatives is not significant to their 

financial capability when they travel to Baler, Aurora on post-pandemic.  The study has revealed 

that gender can be a variable for choosing a decision in decision making of a tourist, the research 

has shown the different perspective of both men and women on choosing their preferred 

destination, it also indicates that both have different insights on how to choose a high quality place 

in destination. Meng, Fang and Uysal, M. (2008) 

Table 4.4.8 Relationship of Gender to Psychological Traits 

Table 4.4.8 Cross Tabulation Count of response per 

Gender 

Gender 

Psychological Traits 

Total Strongly 

Disagree 
Disagree Agree 

Strongly 

Agree 
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Male 1 5 46 67 119 

Female 0 3 61 118 182 

Total 1 8 107 185 301 

Table 4.4.8 Shows the cross tabulation count in relation of gender to psychological traits of 

tourists. 

Table 4.4.9 Chi-Square test of Association 

Value df p-value

Chi-Square 4.681a 3 0.197 

Table 4.4.9 Shows that the Chi-Square shows no significance between the gender of the 

respondents and the psychological traits. 

The results on table 4.4.8 indicates that the majority of the respondents' answers fall under the both 

strongly agree and disagree respectively, regardless of the family tourist representative’s gender. 

This means that regardless of the gender of the respondents the response to the financial capability 

of the tourist is not affected at all. While on the other hand, on the Chi-square association indicated 

on table 4.4.9, it shows that the p-value is 0.19. In which, the p-value itself crossed beyond 0.5 

which is the critical value. Therefore, the results above shows that there is a significance between 

the gender of the family tourist representative and psychological traits. The study has revealed that 

gender can be a variable for choosing a decision in decision making of a tourist, the research has 

shown the different perspective of both men and women on choosing their preferred destination, 

it also indicates that both have different insights on how to choose a high quality place in 

destination. Meng, Fang and Uysal, M. (2008) 

Table 4.4.10 Relationship of Marital Status to Financial Capability 

Table 4.4.10 Shows the relationship between the marital status to financial capability. 

Table 4.4.11 Chi-Square test of Association 

Value df p-value

Chi-Square 7.267a 6 0.297 

Table 10 Cross Tabulation Count of response per Marital 

Status 

Marital Status 

Financial Capability 

Total 

Strongly 

Disagree Disagree Agree 

Strongly 

Agree 

Single 5 31 127 82 245 

Married 0 6 21 22 49 

Widowed 0 0 2 5 7 

TOTAL 5 37 150 109 301 
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Table 4.4.11 The Chi-Square shows no significance between the marital status of the respondents 

and the financial capability. Which means that regardless of the marital status of the respondents 

the response to the financial capability of the tourist is not affected. 

 

The P-value of marital status in the table 4.4.11 shows 0.297 as the p-value therefore indicates that 

the maritas status and financial capabilities are not significant at all. As per the study of (Schänzel, 

Yeoman, 2014) it states that the zones of tourist choices were perceived indicating that choices 

made by families with dependent children were from one perspective comparable while on the 

other not quite the same as those made by childless families. It furthermore explains that the marital 

status of the representative of the family tourist may possibly affect its decision making but not 

his/her financial capability. It suggests that there is no relationship between the marital status to 

financial capability of the family tourist representative in Baler, Aurora. This actively demonstrates 

that if the respondents is single, married, or widowed it won’t affect the financial capability of the 

respondent in this study. 

 

Table 4.4.12 Relationship of Marital Status to Psychological Traits 

 

Table 4.4.12 Cross Tabulation Count of response per 

Marital Status 

Marital Status 

Psychological Traits 

Total Strongly 

Disagree 
Disagree Agree 

Strongly 

Agree 

Single 1 8 87 149 245 

Married 0 0 17 32 49 

Widowed 0 0 3 4 7 

TOTAL 1 8 107 185 301 

 

Table 4.4.12 Shows the relationship between the marital status to psychological traits. 

 

Table 4.4.13 Chi-Square test of Association 

 
 Value df p-value 

Chi-Square 2.328a 6 0.887 

 

Table 4.4.13 Chi-Square shows no significance between the marital status of the respondents 

and the psychological traits. 

 

The P-value of marital status in table 4.4.13 shows 0.887 and the studies show that the relationship 

between marital status to psychological traits is not significant which means that even if the 

respondents is either single, married, or widowed it won’t affect the response for psychological 

traits. The marital status to psychological traits shows that whether the respondents are single, 

married, or widowed they will choose and strongly agree as a response for the significant 

psychological traits. It only means that there is no significant relationship between the marital 

status to psychological traits of the tourist. In line with this, (Lawson, R. 1991) stated that the 

behavior from every family life cycle is based on the maturity of the family. And the perception 

631



of each member on the destination, and the financial capacity of it. 

4.5 Proposed Plan 

This study proposed a plan for the province to be able to implement and promote sustainable 

tourism to its tourist destinations. The plan of this study focused on one beach destination of Baler 

Aurora which is the Sabang Beach to determine if this plan will be effective for the other tourist 

destinations in Baler, Aurora. The first part of the action plan of this study is the involvement of 

the LGU (1) to certify the destination as a legitimate sustainable tourist spot of the province. This 

certification acquires procedures and requirements for a certain destination to comply to be able 

for the destination to operate. Which leads to the second part of the proposed plan of this study, 

which is the implementation of protocols and guidelines for both tourists and locals (2), wherein 

the destination itself should implement strict protocols and guidelines such as having reservation 

slots per day for the tourist to be able to avoid mass tourism or congestion to the destination itself, 

practicing of segregation of garbages (R3), conducting seminars for local people and the 

employees of the destination itself so that they will have enough knowledge to share to the tourist, 

lastly conducting short/mini seminar for the tourist before entering the premises of the destination 

itself, for them to be well informed and aware of what are the rules and regulations and most 

importantly for them to know and be educated about the sustainable tourism itself and its purpose. 

Last part of the proposed plan would be the Usage of local goods and environment friendly 

products (3), wherein the  destination will promote their local products by using it as their main 

sources of basic needs such as the bamboo tree wherein they can use as utensils and tableware, 

furniture, scaffolding, and even for shelter. Usage of solar power energy for electricity and “e-

bike” for their transportation as a replacement for gasoline/diesel vehicles. And most importantly, 

build a sewer system to drain the sewage to help the beach itself to not be destroyed but to be 

conserved. Through this, it can help lessen the negative impact of tourism to the quality of sea in 

Sabang Beach. 

V. Summary of Findings, Conclusions, and Recommendations

This chapter presents the summary of findings, conclusion and recommendations of the research 

paper based on its previous chapter. Some of the limitations of this study have been identified. The 

summary and the findings of the paper are presented, discussed and interpreted. The scope of the 

conclusion is limited based on the outcome of the data gathering and as well as to the target 

respondents of this paper. Furthermore, the recommendations of this paper for the future 

researchers are stated at the end of this chapter. 

5.1. Summary of Findings 

The summary findings of this study are as follows: 

● What are the consideration factors of mainstream family tourists on new normal that can

affect the promotion of sustainable tourism? In terms of:

○ Financial Capability

The family tourist representative assessed the consideration factors on new normal that can affect 

the promotion of sustainable tourism in terms of Financial Capability with a weighted mean of 

1.79. Which shows that the family tourist representatives turn out to slightly agree when it comes 
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to paying extra charges during their travel as part of their safety and precautionary measures for 

their group. 

 

○ Age Restrictions 

 

The family tourist representative assessed the consideration factors on new normal that can affect 

the promotion of sustainable tourism in terms of Age Restrictions with a weighted mean of 1.68. 

Which means that the family tourist representative tends to be slightly agreeable when it comes to 

the implantation of age restrictions when traveling. 

 

○ Destination Choice 

 

The family tourist representative assessed the consideration factors on new normal that can affect 

the promotion of sustainable tourism in terms of Destination Choice is that it changes depending 

on the members of the family and as well as the tourist representative decision making. 

 

The consideration factors of mainstream family tourists on the new normal that affects the 
promotion of sustainable tourism are based on the variables written above are partially agreeable 

to the family tourist representative not just for themselves but also considering the factors of the 
group. 

 What are the factors that affect the promotion of sustainable tourism through family tourist 
representatives in terms of their demographic profile? In terms of: 

 
○ Age 
 

The factors that affect the promotion of sustainable tourism through family tourist representatives 
in terms of age shows the p-value of 0.93. Which means that there is no significant relationship of 
age to financial capability and psychological traits of tourists and that regardless of age most of 
the respondents' answers agree and strongly agree in promoting sustainable tourism in Baler, 

Aurora. 
 
○ Gender 

 
The factors that affect the promotion of sustainable tourism through family tourist representatives 
in terms of gender show that the p-value of 0.531 and 0.197 has no significance on the financial 

capability and psychological traits of family tourist representatives in promoting sustainable 
tourism in Baler, Aurora and does mean that regardless of their gender majority of them answer 
agree and strongly agree in promoting sustainable tourism in Baler, Aurora. 

 

○ Marital Status 
 

The factors that affect the promotion of sustainable tourism through family tourist representatives 

in terms of Marital status measure the p-value of 0.297 in relation to financial capability of family 
tourist representative and 0.887 in relation to the psychological traits of family tourist 
representative. This shows that there is no significant relationship between financial capability and 
psychological traits of family tourist representatives on promoting sustainable tourism in Baler, 
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Aurora. And that regardless of their marital status, the majority of them agree and strongly agree 
in promoting sustainable tourism in Baler, Aurora. 

● What psychological traits of family tourist representatives that can affect the promotion of
sustainable tourism? In terms of:

○ Attitude

The family tourist representative assessed the psychological trait that can affect the promotion of 

sustainable tourism in terms of attitude as negligible correlation between preference and financial 
capability with a p-value of 0.001. Which same goes to the correlation between preferences and 
norms to psychological traits with a Pearson’s r value of 0.23. Which shows that the attitude of the 

family tourist representative is at low positive correlated in promoting sustainable tourism in Baler, 
Aurora. 

○ Norms
The family tourist representative assessed the psychological trait that can affect the promotion of 
sustainable tourism in terms of norms as negligible correlation with a p-value of 0.002* between 
psychological traits and financial capability. Same goes to the correlation for psychological traits 
with a Pearson’s r value of 0.319 which is assessed as low positive correlation. Which shows that 
the norms of the family tourist representative is negligible correlated in promoting the sustainable 
tourism in Baler, Aurora. 

○ Behavior

The family tourist representative assessed the psychological trait that can affect the promotion of 
sustainable tourism in terms of behaviour is that the tourists are depending on the destination that 
they intend to visit. In contrast, the tourists did not depend on the financial capability of their own. 

○ Preference

The family tourist representative assessed the psychological trait that can affect the promotion of 
sustainable tourism in terms of preference as low positive correlation with a Pearson’s r of 0.479 
under the preference and financial capability. While the Pearson’s r value on preference and norms 
in psychological traits is at 0.402 which assessed as low positive correlation. Which means that 
the preference of the family tourist representative has a minimal effect towards the promotion of 
sustainable tourism in Baler, Aurora. 

● What is the relationship of promoting sustainable tourism in rehabilitating the tourism
industry in Baler, Aurora?

COVID 19 Pandemic greatly affects the tourism industry due to the lockdowns that have been 
conducted to prevent the virus transmission to individuals. With this, they implied new policies in 
visiting different tourist spots such as the Baler, Aurora in which the government provides 
restrictions and precautionary measures to keep everyone safe and healthy. 

Sustainable tourism has similar actions with the new normal platform that are proposed for 
precautionary measures such as the social distancing in which it is also part in conducting 
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sustainable tourism which is the carrying capacity that a certain destination can accommodate that 
cannot harm both humans and the destination itself. With this, promoting sustainable tourism can 
help in rehabilitating Baler Aurora when it comes to conserving the facilities, different destinations 
or tourist spots and also for the local people or community to lessen the destruction and 
transmission of virus. The result of this study is opposite to the hypothesis that the researchers had. 
This is because the idea of sustainable tourism is identical to the set of guidelines imposed by the 
local and national government to tourist destinations. Tourists lack information and understanding 
to the totality and significance of sustainable tourism. 
 
● Based on the results, what measure may be proposed? 
 
The Philippines is known as a country full of different tourist spots such as beaches. One of the 
provinces that is known for having this type of tourist destination is the Baler, Aurora. Tourists 
from different countries visit Baler Aurora because of its breathtaking and refreshing beaches, that 
is why, Baler Aurora Philippines becomes the haven for surfers and is a good destination for family 
outings. But due to the pandemic, Baler Aurora shutted it’s door and limited the number of visitors 
through implementing strict rules and regulations to prevent transmission which also results in the 
decrease of the economy of the province and its local people. 
With the reaction plan of this study, it is helpful for the tourist destinations of Baler Aurora, to 

promote easier sustainable tourism for the tourist. Also, this plan helps increase the income and 

the quality of life of the local people and the economy of the province itself. With this, it will not 

just help the tourist destination of Baler Aurora but also it can help to conserve and save the beauty 

of its island and our country. 

 

5.2. Conclusion 

The pandemic has led to a dramatic loss in our country that leads to challenges to our public health, 

food systems and tourism. A huge fall back in tourism happened during the early phase of the 

pandemic. As the world is still fighting with this pandemic, we must think of the great opportunity 

to develop the world of tourism industry again. The researchers assessed the concept of promoting 

sustainable tourism to family tourists: rehabilitating the tourism industry in Baler, Aurora after 

covid 19 pandemic. As the government has released different protocols, the study was designed to 

make the tourism industry of Baler, Aurora progressive and convenient for family tourists again 

for them to enjoy and unwind together with their family after the hard strike of Covid- 19. 

 

The researchers came up to have surveys which were answered via Google forms by their family 

tourist representatives. The result shows that the tourists are slightly agreeing about the age 

restrictions, some say that they still want to enjoy leisure even though it is risky. Family tourists 

believe that they can take care of their families in this kind of situation that’s why they don’t 

strongly agree with the protocols. 

 

The result of asking to pay extra charges to assure quality and safety in their tour was not able to 

rich the high correspondence. As the travellers are also affected by their wages, they came up with 

not agreeing strongly with the additional charges. Although the family tourists said that if they 

didn’t experience the effect on their wages and salaries they are willing to pay for the extra charges 

because they believed that health is wealth while enjoying their relaxing time. The study was 

conducted precisely and did not miss any procedure of the method. They concluded that the 

variables of the study are not able to meet their hypothesis and the results were nullifying the 
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objectives of this study. 

The researchers also concluded that tourists are not aware of the concept and significance of 

sustainable tourism to our society and environment. Through the action plan that we have proposed 

and recommended we can help the local people, local government, and the destination itself sustain 

the resources and the beauty of the province. 

However, future analysts need to have another set of variables and methodologies to use in their 

future analysis of this kind of topic. The study will not end in this phase as the pandemic is also 

not yet done spreading. Hence, this study will help the future investigators to have a better analysis 

of the situation. 

5.3 Recommendations 

Covid-19 pandemic has smacked the tourism industry hard. Due to different safety protocols of 

local and national government. The tourism industry should devise new plans on how to get up 

again. Tourism industry has to make the tourism spots stand again even though we are still having 

the crisis. Baler Aurora is known as the birthplace of Philippine’s surfing spots. So as the protocols 

need to be done in accordance with the safety of the tourists and citizens, the researchers propose 

to have an additional charge such as hazard pays for the employees and local people when visiting 

tourist spots for their safety 

This study proposed to rehabilitate Baler, Aurora into something more attractive after dealing with 

the widespread effect of pandemic and for the government to have a recovery plan of actions such 

as to rehabilitate destinations and encourage the tourism sector to re-evaluate the things that local 

tourist spots need in gaining the popularity again. This can also be done through effective 

marketing on social media platforms to encourage tourists in visiting Baler, Aurora without 

compromising their health and safety. As well as for the family tourists of Baler Aurora to help 

family tourists to destress and enjoy without violating the plans on new normal. Application of the 

proposed action plan can also help in rehabilitating the tourism industry in Baler, Aurora specially 

to Sabang Beach. Tourism enterprises and other establishments will be needing a certification from 

the local government to certify and prove that the tourism enterprises and establishments met the 

standards of being a sustainable tourism destination. In order to achieve this, stakeholders must 

coordinate with each other and approve the standards and guidelines. It is important for the 

stakeholders to agree on terms so that there will be no confusion and conflict on the application of 

the action plan proposed by the tourists. Once the action plan proposed is underway, other tourist 

destinations in the Philippines can also adapt to this for the betterment of the tourism industry in 

the country. This will also be a stepping stone and a coping mechanism for the tourism industry in 

the Philippines to rise above after the COVID 19 Pandemic and improve our tourist destinations 

all throughout the country. 

The researchers highly suggest having new strategies and techniques in overcoming the situation. 

As the researchers had null results with their hypothesis, they recommend to the future researchers 

to think of different strategies and methodologies to have a better result such as educating the 

tourists on the difference between traveling on new normal and the concept of sustainable tourism. 

Tourists tend to be mistaken about the new normal safety protocols and the implementation of 

social distancing to the concept of sustainable tourism and the carrying capacity allowed in the 
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destination which they cannot fully identify and understand the importance of sustainable tourism 

in sustaining the destination due to its similarity on the requirement on traveling even on this 

pandemic. The promotion of sustainable tourism has only a minimal impact in rehabilitating the 

tourism industry in Baler, Aurora due to its resemblance to the new normal protocols on traveling. 

With this, the researchers suggest educating tourists about the importance and significance of 

sustainable tourism in our lives through conducting educational seminars and conducting related 

research studies about it to improve the information and literature that we have right now. 

If the future researcher wants to study further about this the researchers suggest on identifying 

variables that are distinct from the new normal protocols and guidelines imposed this pandemic. 

This will help them identify which variables have a significant relationship and has an impact on 

the promotion of sustainable tourism in Baler, Aurora after the pandemic. 

This study will give more informative data about sustainable tourism. The data and information 

gathered in this study will be a helping guide to the future analysts to further study and device a 

new plan to easily cope up with the losses that the pandemic had caused in the tourism industry in 

the Philippines.
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Appendix 

APPENDIX A: SAMPLE SURVEY FORMAT 

Survey Questionnaires 

Promoting Sustainable Tourism to Family Tourists: Rehabilitating the Tourism Industry 

in Baler, Aurora After COVID 19 Pandemic 

Name: 

Date: 

Demographic Profile 

Age: 

19 y/o and below 

20-25 y/o

26-30 y/o

31-35 y/o

36/40 y/o 

41-45

46-50 y/o and above

Gender: 

Male 

Female 

Marital Status: 

Single 

Married 

Widowed 
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I. Directions: Please check the box below whether you strongly agree, agree, disagree, 

strongly disagree on the questions below. 

 
 Strongly Agree Agree Disagree Strongly 

Disagree 

The head of the household plays a big role in 

decision making when planning travels 

    

Most family travelers have children under 18     

Travel within the same region or domestic 

travel will have less likelihood of COVID-

19 transmission 

    

 

II. Directions: Please check the box below whether you strongly agree, agree, disagree, 

strongly disagree on the questions below. 

 
 Strongly Agree Agree Disagree Strongly 

Disagree 

Traveler’s psychological behavior affects 

their overview of the trip 

    

New normal lifestyle influences your 

“decision making” in terms of travel 

    

Tourist moderation in destination will help 

avoid transmission 

    

Family travelers are mostly precautious and 

disciplined when it comes to safety 

guidelines 

    

 

III. Directions: Please check the box below whether you strongly agree, agree, disagree, 

strongly disagree on the questions below. 

 
 Strongly Agree Agree Disagree Strongly 

Disagree 

Paying extra charges to assure quality and 

safety of tour is good expense 

    

Areas with modified age restriction and low 

to none active cases are ideal travel spots 

    

Travel for leisure is a necessity for mental 

health due to the severity of stress imposed 

by the pandemic 

Example: Job loss or a loved one’s passing 

    

Traveling to a destination that have been 

al19 so affected by the COVID Pandemic 
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IV. Directions: Please check the box below based on how likely you are going to help in 

rebooting the tourism industry in Baler, Aurora on the questions below. 

 
 Strongly Agree Agree Disagree Strongly 

Disagree 

Travel in a place that is with proper health 

and safety guidelines, no active cases and 
moderated tourist capacity is a safe choice 

    

Supporting local businesses will help the 
country’s economy survive 

    

Rules and regulations are placed to protect 
both visitor and natural resources 

    

Support the cultural and traditional aspects 
of the local community through promoting 

sustainable tourism 
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Appendix 

 

APPENDIX B: SAMPLE ANSWERED SURVEY (PILOT TESTING) 

 

Survey Questionnaires 

 

Promoting Sustainable Tourism to Family Tourists: Rehabilitating the Tourism Industry 

in Baler, Aurora After COVID 19 Pandemic 

 

Name: Angel 

Date: 02/11/2021 

 

Demographic Profile 

 

Age: 

 

 19 y/o and below 

 ✔ 20-25 y/o 

  26-30 y/o 

  31-35 y/o 

  36/40 y/o 

  41-45 

   46-50 y/o and above 

 

Gender: 

 

  Male 

 ✔ Female  

 

Marital Status: 

 ✔ Single 

  Married 

  Widowed 
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I. Directions: Please check the box below whether you strongly agree, agree, disagree,

strongly disagree on the questions below.

Strongly Agree Agree Disagree Strongly 

Disagree 

The head of the household plays a big role in 

decision making when planning travels 
✔ 

Most family travelers have children under 18 ✔ 

Travel within the same region or domestic 

travel will have less likelihood of COVID-

19 transmission 
✔ 

II. Directions: Please check the box below whether you strongly agree, agree, disagree,

strongly disagree on the questions below.

Strongly Agree Agree Disagree Strongly 

Disagree 

Traveler’s psychological behavior affects 

their overview of the trip 
✔ 

New normal lifestyle influences your 

“decision making” in terms of travel 
✔ 

Tourist moderation in destination will help 

avoid transmission 
✔ 

Family travelers are mostly precautious and 

disciplined when it comes to safety 
guidelines 

✔ 

III. Directions: Please check the box below whether you strongly agree, agree, disagree,

strongly disagree on the questions below.

Strongly Agree Agree Disagree Strongly 

Disagree 

Paying extra charges to assure quality and 

safety of tour is good expense 
✔ 

Areas with modified age restriction and low 

to none active cases are ideal travel spots 
✔ 

Travel for leisure is a necessity for mental 

health due to the severity of stress imposed 

by the pandemic 
Example: Job loss or a loved one’s passing 

✔ 

Traveling to a destination that have been 

al19 so affected by the COVID Pandemic ✔ 
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IV. Directions: Please check the box below based on how likely you are going to help in

rebooting the tourism industry in Baler, Aurora on the questions below.

Strongly Agree Agree Disagree Strongly 

Disagree 

Travel in a place that is with proper health 

and safety guidelines, no active cases and 
moderated tourist capacity is a safe choice 

✔ 

Supporting local businesses will help the 
country’s economy survive ✔ 

Rules and regulations are placed to protect 
both visitor and natural resources ✔ 

Support the cultural and traditional aspects 
of the local community through promoting 

sustainable tourism 
✔ 
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APPENDIX C: CRONBACH’S ALPHA RESULT 

 

#terms/questions/component 15 

sum of the item variance 9.759368836 

variance of the total score 50.30506246 

  

Cronbach Alpha 0.8635674517 
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APPENDIX D: SAMPLE ANSWERED SURVEY (DATA GATHERING/SURVEY 

QUESTIONNAIRES) 

 

Survey Questionnaires 

 

Promoting Sustainable Tourism to Family Tourists: Rehabilitating the Tourism Industry 

in Baler, Aurora After COVID 19 Pandemic 

 

 

 

 

Name: May Rosario T. Dula 

 

Date: 02/27/2021 

 

Demographic Profile 

 

Age: 

  19 y/o and below 

  20-25 y/o 

  26-30 y/o 

  31-35 y/o 

  36/40 y/o 

  41-45 

 ✔ 46-50 y/o and above 

 

Gender: 

  Male 

 ✔ Female 

 

 

Marital Status: 

  Single 

  Married 

 ✔ Widowed 
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I. Directions: Please check the box below whether you strongly agree, agree, disagree, 

strongly disagree on the questions below. 

 
 Strongly Agree Agree Disagree Strongly 

Disagree 

The head of the household plays a big role in 

decision making when planning travels 
✔    

Most family travelers have children under 18  ✔   

Travel within the same region or domestic 

travel will have less likelihood of COVID-

19 transmission 

 ✔   

 

II. Directions: Please check the box below whether you strongly agree, agree, disagree, 

strongly disagree on the questions below. 

 
 Strongly Agree Agree Disagree Strongly 

Disagree 

Traveler’s psychological behavior affects 

their overview of the trip ✔    

New normal lifestyle influences your 

“decision making” in terms of travel 
✔    

Tourist moderation in destination will help 

avoid transmission 
✔    

Family travelers are mostly precautious and 

disciplined when it comes to safety 

guidelines 
✔    

 

III. Directions: Please check the box below whether you strongly agree, agree, disagree, 

strongly disagree on the questions below. 

 
 Strongly Agree Agree Disagree Strongly 

Disagree 

Paying extra charges to assure quality and 

safety of tour is good expense ✔    

Areas with modified age restriction and low 

to none active cases are ideal travel spots 
 ✔   

Travel for leisure is a necessity for mental 

health due to the severity of stress imposed 

by the pandemic 

Example: Job loss or a loved one’s passing 

  ✔  

Traveling to a destination that have been 

al19 so affected by the COVID Pandemic 
 ✔   
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IV. Directions: Please check the box below based on how likely you are going to help in

rebooting the tourism industry in Baler, Aurora on the questions below.

Strongly Agree Agree Disagree Strongly 

Disagree 

Travel in a place that is with proper health 

and safety guidelines, no active cases and 
moderated tourist capacity is a safe choice 

✔ 

Supporting local businesses will help the 
country’s economy survive ✔ 

Rules and regulations are placed to protect 
both visitor and natural resources ✔ 

Support the cultural and traditional aspects 
of the local community through promoting 

sustainable tourism 
✔ 
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APPENDIX E: STATISTICAL TREATMENT (DATA AND OBJECTIVES) 

 

SUBJECT Age Gender 
Marital 

Status 
Demographic Demographic 

Psychological 

(Preference) 

Psychological 

(Preference) 

Psychological 

(Preference) 

1 
20-25 

y/o 
Female Single 3 1 1 1 2 

 

 

 

 

Psycho-Logical 

(Preference) 

Psycho- 

Logical 

(Preference) 

Psycho- 

Logical 

(Preference) 

Psycho- 

Logical 

(Attitude) 

Psycho- 

Logical 

(Norms) 

Psycho- 

Logical 

(Norms) 

Psycho- 

Logical 

(Norms) 

Age Res- 

trictions 

Financial 

Sustainability 

(Sustainable 

Tourism) 

Psycho- 

Logical 

(Sustainable 

Tourism) 

4 1 1 1 1 1 1 1 1 1 
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Abstract 

Virtual reality has been continually rising and making its way to the tourism industry. It was 

usually used as a marketing tool in order to attract audiences to visit a place, or used to enhance 

an individual’s experience. However, due to the COVID19 pandemic, lockdowns have limited 

people’s movement and the tourism industry has been badly affected. With this, the researchers 

studied the development of virtual reality as a new way of experiencing cultural heritage sites. 

Researchers have gathered information with regards to the driving factors of the developers in 

terms of innovation, production, and selection of featured sites, the extent of tourists’ reactions 

towards the said development, and the significant relationship of the tourists’ reactions when 

grouped according to their profile. Since the study is a mixed method research, the data gathered 

were all analyzed using thematic analysis, frequency and percentage distribution, mean and 

standard deviation, and Pearson-r correlation. However, the study has found out that virtual 

reality cannot be a substitute for an onsite visit but it can certainly be an alternative way of 

experiencing sites. Tourists reactions towards this development is relatively high which also an 

indication of their intention to use virtual reality tours. Nevertheless, the reactions of tourists 

have no significant relationship when grouped according to their age, gender, status and civil 

status.  

Keywords: Virtual Reality, Virtual Tourism, Cultural Heritage Tourism, COVID19, 

Development, Alternative Tourism Product 
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I. Introduction 

 

Advances in technology, in all of its many forms, absolutely have direct and lasting impacts on 

the tourism and hospitality industry. The progress and development of information and 

communication technologies (ICTs) have been evolving tourism in many ways. One example 

area of ICT is virtual reality (VR), which is very important and already used often in various 

areas including education and simulation training. As a matter of fact, virtual reality already 

has many uses within the tourism and hospitality sector and through this study discusses its use 

and application of virtual reality as a new way of experiencing cultural heritage. Virtual Reality 

is an online exhibit that virtually showcases historical arts of a cultural heritage. Utilizing virtual 

reality, tourists can be totally immersed as if they are actually in the destination itself. These 

breathtaking 360-degree panoramic imagery views let the tourists tour the historic intramuros 

while staying at home, along with the learning motivation of the tourists before and after 

experiencing the virtual reality.   

 

This study provides the use of virtual reality within cultural heritage and explores the main uses 

of virtual reality to provide alternative cultural heritage experiences. This study also analyzes 

the challenges that may be encountered while using virtual reality and suggests ideas for future 

research related to VR’s uses not only to cultural heritage but also within the tourism and 

hospitality industry. The purpose of this study was to evaluate and understand the use of virtual 

reality which becomes more accessible as it no longer requires expertise equipment and may 

simply be used on mobile devices. The fact that almost all people have now owned mobile 

devices means that there are greater chances for them to access and experience virtual reality. 

The study explains the memorable experiences of the tourists with regards to the usage of virtual 

reality in Intramuros, Manila.  

 

1.1 Background of the Study  

Intramuros is coined to a Latin word which means “within the walls” that determines its popular 

nickname known as the walled city located at the City of Manila, the capital of the Philippines. 
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The ancient city became the eyes of history of the Philippines for it witnessed many significant 

events and disasters happen in the country. Its walls were established in the 16th century where 

Spanish government ruled over the country, and built the walls of Intramuros to act as a 

fortification against foreign invasion. Intramuros became one of the greatest interest for 

colonization such as Spaniards, Americans and Japanese that made Intramuros witness the 

oppression of the country, world war II, and unforeseen events such as earthquakes that causes 

the damage of its walls and crumbles the city down whereas San Agustin Church (the oldest 

standing church in the Philippines) is the only structure that remains standing during those 

times.  

Intramuros is now one of the Philippines’ treasures in terms of being a cultural heritage site 

housing UNESCO World Heritage site - San Agustin Church, the historic Fort Santiago, and 

many sites that have been preserved from the Spanish colonial period. It was also declared as 

one of the National Cultural Treasure for its cultural and historical significance. Its gates are 

now open to the public attracting many local and foreign tourists for its touch of Hispanic era. 

It was now administered by Intramuros Administration which was established in the year 1979. 

The Intramuros Administration is responsible for maintaining the cultural heritage sites as well 

as preserving the city in line with Hispanic architecture, formulation and execution of policies, 

restoration, and marketing the Intramuros for tourism.  

However, the tourism and hospitality industry is currently being affected by the COVID-19 

pandemic. Many tourist spots in the Philippines have been greatly affected by the crisis and 

Intramuros is one of them. Due to a series of lock down, travel ban and community quarantine 

are being implemented to limit the movement of people and minimize the risk of spreading the 

virus. From this situation, Intramuros Administration in partnership with Google Arts and 

Culture have launched an online exhibit of art and artifacts from Intramuros museums as well 

as a virtual reality feature that takes tourists to the different parks and tourist spots in the walled 

city through an informative and immersive virtual tour. The virtual tour was launched last 

March 31, 2020 featuring 17 virtual tour destinations such as the Plaza Roma, Baluarte de San 

Diego, Puerta del Parian, Baluarte de San Andres, Puerta Real, Baluarte de San Gabriel, 

Reducto de San Pedro, Fort Santiago, Puerta de Santa Lucia, Baluarte de San Francisco de 

Dilao, Postigo del Palacio Deck, Baluarte de San Miguel, Baluartillo de San Eugenio, 

Baluartillo de San Jose, Plaza San Luis Complex, Baluarte Plano Luneta de Sta. Isabel, and 

Baluartillo de San Juan. In line with this, Intramuros Administration started a campaign for safe 

travel with a #travelfromhome concept on their facebook page. With this, the research aims to 

focus on the development of virtual reality tours in Intramuros, Manila for it can be seen as a 

potential alternative way to experience cultural heritage sites amidst the COVID19 pandemic, 

as well as the reactions of the tourists with regards to this development.  

1.2 Statement of the Problem 

The researchers are conducting an analysis on the development of virtual reality which aims to 

know the driving factors of the developers and the reactions of the tourists towards the said 

development.  

In line with this, the following are the problems that the study seeks to answer: 
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1. What are the driving factors of Intramuros Administration to develop a virtual experience

in touring Intramuros, Manila in terms of:

1.1 Innovation of virtuality reality;

1.2 Generating and producing the application; and

1.3 Selection of featured heritage sites?

2. What is the demographic profile of the respondents in terms of:

2.1 Age;

2.2 Sex;

2.3 Status; and

2.4 Career Status?

3. What is the extent of tourist reactions towards the development of virtual reality tour in

Intramuros, Manila in terms of:

3.1 Performance Expectancy;

3.2 Effort Expectancy; and

3.3 Behavioural intention to use?

4. What is the significant relationship of the reactions of tourists in the development of

Virtual Reality experience in Intramuros, Manila when grouped according to the

respondents’ profile?

1.3 Hypothesis 

This study entitled “An Analysis of the development of Virtual Reality as a New Way of 

Experiencing Cultural Heritage Amidst COVID19 Pandemic in Intramuros, Manila” has 

expected the following null hypothesis:  

H 01. There is no significant relationship between the extent of tourists’ reactions when grouped 

according to their age.  

H 02. There is no significant relationship between the extent of tourists’ reactions when grouped 

according to their sex.  

H 03. There is no significant relationship between the extent of tourists’ reactions when grouped 

according to their status.  

H 04. There is no significant relationship between the extent of tourists’ reactions when grouped 

according to their career status.  

1.4 Theoretical Framework 

In order to come up with a strategy in generating findings from this research paper, the 

researchers ought to utilize the theoretical framework of Venkatesh (2003) Unified Theory of 

Acceptance and Use of Technology (UTAUT) and modify it to the study’s conditions. 
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UTAUT aims to explain and elaborate the user intentions and usage behavior towards the use 

of technology. Much like the Technology Acceptance Model (TAM), the theory also tackles 

the fundamentals of adaptability and eagerness to learn new technology of its participants. 

UTAUT has 3 key variables that are said to be the direct determinants of usage intention and 

behavior; (1) Performance Expectancy, (2) Effort Expectancy, and (3) Behavioral Intention, 

with which, the researchers will implement in the modified theoretical structure, and lastly, an 

intervening variable to moderate the impact of the 3 construct usage intentions and behavior.  

UTAUT leans more on a behavioral research, however, the researchers aim to use the initial 

diagram as a basis for a reconstructed scheme of the theory. 

  

UTAUT will serve as a backbone of the study as the variables that are to be the construct usage 

of intention and behavior will come from the inputs of the qualitative research segment of the 

paper, while the intervening variables will be from the inputs of the quantitative research part. 

The researchers aim to utilize this reconstructed theory to gain findings regarding the analysis 

of the VR tours as an alternative tourism product for real life tourism. 

 

1.5 Significance of the Study 

The research will contribute to discuss more about the development of virtual reality as a new 

way of experiencing cultural heritage. Looking in a 360-degree environment makes the 

experience more natural and realistic. The research benefits and advantages as an alternative 

way for travelling to experience cultural heritage to following: 

 

Tourists and Potential Tourists 

This research will help potential users to learn whenever, wherever. Virtual reality provides 

ease of access to explore the cultural heritage at the comfort of their home.  

 

Tourism Marketing Managers 

In this research, virtual reality technology will be considered as an 'emerging market' in the 

Philippines that will be effective for marketing, because it creates an opportunity for businesses.  

 

Tourism Destinations 

This study, virtual reality will benefit the tourism destinations to promote and enhance the 

destination through virtual reality.  

 

Local Government Units 

In this study, local governments will know what they must develop and change and they will 

be prepared for the “new normal”.  

 

Future Researchers  

This study will provide background about virtual reality and this can serve as their reference.  

 

1.6 Scope and Delimitations 

The study will be focusing on the driving factors of the development of virtual tours from 

Intramuros Administration, as well as the tourists’ reactions towards the development of virtual 

reality tours in Intramuros, Manila. This study limits its coverage on selected two hundred fifty-

eight (258) local tourists who have visited Intramuros, Manila. The researchers will not conduct 
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face to face interviews hence it will be through structured online interviews for the developers, 

and for local tourists, the researchers will conduct online surveys through creating 

questionnaires via google forms. The age bracket for the local tourists will be from 15 years old 

and above.  

 

1.7 Definitions of Terms 

Virtual reality- The term means “internet and reality” which is a technology that allows people 

to experience reality through the use of virtual boxes.  

 

Augmented Reality -  is a kind of technology that features real-life scenarios in terms of visuals, 

and audios. 

 

Tourism - advantageous means of fulfilling relaxation and recreational needs such as travelling 

to specific destinations that involve cultural attraction, heritages, including historical sites and 

other cultural activities with the purpose of obtaining new knowledge and experiences that meet 

the individual intellect needs and growth of the traveler. 

 

Thematic analysis - is a process of identifying and analyzing qualitative research used to 

generate themes from interview data.  

 

Multisensory stimulation -  to achieve balance stability between sensory stimulus and form 

calming activities that could activate primary senses.  

 

Virtual tour - is a type of tour in which done virtually or through the use of technology. 

 

Performance expectancy - is a type of a determinant in which a person believes that a certain 

technology will be of help and gives a specific gain in terms of the reason for use.  

 

Effort Expectancy - is another type of a determinant in which  a person believes that a certain 

technology is seamless and easy to use.  

 

Behavioural intention - this determines the level of probability that a certain individual will 

most likely use a new technology. 

 

Innovation - is a new idea, device or method and can be viewed as the application of better 

solutions that meet new requirements, unarticulated needs, or existing market needs. 

 

II. Review of Related Literature 

 

This part of the paper discusses the different studies, journal articles, and undergraduate thesis 

which is affiliated with virtual reality and its relation to the tourism sector.   

 

2.1 Innovation of Virtual Reality          

The idea of virtual reality stems from the concepts of both 'internet' and 'reality.' "Virtual" is 

near and reality is what we human beings feel. Thus the words 'virtual reality' literally imply 

near reality. Usually, this applies to a specific type of reality. Technology has been improving 
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and changing as time passes. The founder of VPL research Jaron Lanier (1980) was the first to 

use the term '' virtual reality” mid-1980s. In the early years of practical imaging, the first 

stereoscope of 1838 was invented with the use of twin mirrors in order to display a single image 

according to the study of Franklin Institute (2020) Invention of augmented reality today builds 

on ideas that date back to the 1900s. The View-Master developed which was patented in 1939 

and is still being developed today. Sensorama was founded in 1956 by a technologist (Morton 

Heilig's) to construct simulated worlds. Sensorama's experience depicted a real city setting that 

operated through a motorcycle. They did not deter there, Heilig (1960) invented the head-

mounted projection machine, sometimes called the Telesphere Mask. A lot of investors will 

draw on the work of his foundation. Ivan Sutherland (1965) Another inventor introducing a 

"Ultimate Display" head-mounted gadget that he claimed would serve as a "virtual world 

portal" During the 1970s and 1980s, in parallel to ventures working on haptic technology and 

other instruments, optical developments were running that would enable you to travel through 

virtual space. (For example, the Interactive InfInterface Environment Workstation (VIEW) unit 

of the NASA Ames Research Center merged a head-mounted computer with gloves in the mid-

1980s to facilitate haptic contact. 

Since our world has evolved to an informational age its primary trend is the advent of the digital 

economy nowadays. Industries not affected by digital information have gone to decrease, the 

internet dependence of the tourism market is growing thus digitization processes are growing 

fast Voronkova, L. P.(2018). In the 20th century, a sociologist expert, Castellos (2000) 

described the “real virtual culture” as of today’s emerging to become the new powerful 

technology that impacts the human spheres of human society. It is important to consider the 

number of users of virtual reality is rapidly increasing. According to Ali (2015) over the years, 

VR has emerged and developed into a unique technology that could now impact many industries 

and sectors such as education, tourism, marketing, and can also be used for pleasure or human 

relaxation. However, according to Chigozie (2020) the adaptation and usage of virtual reality 

to the potential countries who’ll use it, should match with their realities.  

Virtual Reality (VR) and Augmented Reality (AR) are deemed to be the most advanced 

technology there is in this century, Nayyar (2018). Although AR is considered to be a type of 

VR, there are still prominent distinctions between the two. VR is more of immersing the user 

in a 3D environment while AR is incorporating 3D graphics to the real mundane world, Yung 

(2019). According to (Jung, Dieck, and Moorhouse, 2017; p. 2) the participants of their study 

have defined the VR tool as seamless and easy to use. The 360-degree view has allowed the 

tourists to be under control on their own experiences, and educate them about the destination’s 

location. The participants were all immersed and captivated with the idea of having a virtual 

tour of the destination with the hint of freedom, personal experience and control (Jung, Dieck, 

and Moorhouse, (2017); Wei et al. (2019). In today’s view, VR can mostly be seen in video 

games like it, by its features, can bring the player to the game world as well as give the user the 

freedom of control over the elements in the virtual world Guerra (2015). VR and AR have been 

slowly taking over the technology world however few researches and studies have been 

produced for its potential benefits in other aspects of livelihood other than in the game world, 

Muñoz-Saavedra (2020). Aside from the gaming world, many researchers and developers are 

now eyeing for the application of VR and AR in the tourism industry. Beck et al (2019) have 

given his synopsis about tourism travel could be a substitute for tourism travel, many have given 
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their suggestion since virtual reality is an emerging technology it can now be a temporary 

replacement of tourism products since it can be tricked and designed as a virtual tour 

experience. However, Wiltshier and Clarke (2015) argued that there has been an advantage and 

disadvantage in applying VR to tourism. The advantage of virtual reality is that virtual tours 

could help in sustaining and maintaining the destination site and provides tourists with a cheap 

price of traveling experience, even the most unrealistic site that the tourist could imagine is 

possible through this modernized augmented reality and virtual tours. Hobson and Williams, 

(1995); Sussmann and Vanhegan (2000); Egger (2016) However, the disadvantage on the other 

side, in relation to tourism and cost control can be a risk to the local sites and countries. 

2.2 Generating and Producing a Virtual Reality Application in Tourism 

Virtual Reality can most certainly be a new experience for tourists especially when presenting 

advertising or promoting destinations to potential tourists. Visiting reality efficiency in 

improving image formation is by creating base platforms that can be used as an attraction 

through the screens of either VR technology or plain computers McFee, Mayrhofer, Baratoya, 

Neuhofer, Rainoldi, & Egger  (2019). 

An article by Voronkova (2018) Focuses on the technologies that could give knowledge to the 

use of virtual reality in the tourism industry. With the use of global booking and reservation 

networks, both specialists and visitors have searched quickly for the hotels and transportation 

that they were comfortable with. Computer technologies have affected electronic and tourism 

management growth. It was implied to identify new changes in ways to show an aesthetic image 

destination that could attract more tourists.  Experts use virtual tours, in general, to draw 

potential customers to their desired destination which leads to positive economic growth. 

Findings VR has been checked to enable these destinations to attract more tourists; it would 

remain attractive in the tourism industry.  By the use of VR, presence is created and information 

is shown, which activates multiple senses interactively. 

Another study conducted by de Pinho and de Pinho (2019) showed the influence of technology 

in tourism. The increase in leisure time led to the choice of tourism practices.  Individuals who 

want to know more about these places, or who want to get their exact location or who want to 

visit them virtually, increasingly rely on the use of technologies. There are many reasons to 

travel; now with the use of Google Maps one can experience virtual reality in the tips of their 

fingers 

The application of these technologies in museums shows that easy transfer of works was evident 

since it drew interest and enthusiasm for tourists.While developing these VR applications He 

et al (2018) has seen that tourists were willing to pay more than visual indicators that have 

shown the positive effect of complex verbal signals on. Currently, online/mobile applications 

further improve the tourism experience have been developed Kourou et al., (2014); Safitri et 

al., 2017; Chiao et al. (2018). Their study suggested that the features being able to manipulate 

the feelings of satisfaction or enjoyment, resulting in improved purpose; resisting the use of 

practical components generating feelings of efficacy does not appear to have a significant effect 

on the decision to use it. The study suggested that the application can be used by the entire 

community, local tourists, and international travelers because of its technology which has a 

unique 3D object and 360 virtual tour features. That the mobile application Exploresia provided 
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a new way to get tourism information in Indonesia as a tourism interactive media. 

Having created the concept of VR application Kim et al. (2020) has then explored which factors 

will entice potential tourists to visit VR destinations based on the perspectives of authentic 

experience and attachment, which a theoretical framework was formed which practices, 

cognitive factors reactions, connections and intention to visit VR tourism through a stimulus-

organism response theory (SOR). The findings have revealed that consumers’ authentic 

experience had highly impacted their cognitive and affective responses to VR tourism 

experiences. It emphasises that VR can be successfully achieved and sustained when authentic 

experience is combined with tourism-related VR activities. Furthermore, results revealed that 

consumers’ emotional involvement in the VR tourism activities tend to make them more 

attached to the VR tourism content than to visiting the destination demonstrated in the VR 

tourism content.However Sarkady(2021) disagrees, arguing that by using VR applications, you 

cannot buy things or have continuous fun, which can cause tourists to avoid using Virtual 

Reality as a substitute for an actual tour. 

Knowing the effectiveness of this Virtual Reality application, Wei et al. (2019) have established 

a conceptual framework. They have adopted a presence of perspective and process theory that 

investigated the Visitors’ experience and behaviors on these theme parks, which aims to know 

the effectiveness of this technology. Findings have suggested that proposed VR systems have 

important functional qualities and analytic dimensions. Also, it indicated that indulgent drives 

are strengthened by experience in locations such as theme parks; in order to attain their sense 

of empowerment, enjoyment and away from routines, visitors will for sure turn to using VR 

Applications. This could help developers to enhance and include more innovative features in 

this VR application and make it more fun and exciting to use when this idea is still being 

generated until today.  

Virtual reality in the tourism industry as a new form of accessing and sharing information to 

the audience about the destination it showcases. The use of virtual reality and augmented reality 

technology impacts on the perception, interpretation and application of urban heritage Berrado 

- Timon & Hidalgo - Giralt (2019). The tourists mostly use smart mobile phones and are not

aware of the technology, but developing this kind of application is considered that smart mobile

phones are the medium for experiencing augment and reality, improvements and development

need to be done in order to produce efficient mobile software. However, planning and

developing such mobile applications with augmented reality features must always be critically

considered as it serves as a vital role in the whole tourist experience Yovcheva, Buhalis and

Gatzidis (2012). In relation to mere purposes of virtual reality in the tourism industry,

implementation and practices of virtual reality application have numerous factors in the tourism

sector; for constructing and development; business; entertainment; availability; and heritage

Guttentag (2009).In terms of popularity, users can have great fun during vacation travels

through an easy-to-use interface, integrating smartphone GPS function, a QR/Barcode reader

and easy access to a cloud database, to find all of the required web services all thanks to google.

Google is one of the popular providers of information on popular tourist attractions, but also as

a high performance GPS navigation device to guide users toward their desired destinations

(Yang and Hsu, 2016).
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VR presence affects the attitude and behavioral intentions of tourists. Such applications, in the 

tourism industry, all have access to location-based information that is beneficial to the tourists. 

The applications are also updated regularly and create a space that the tourist can experience 

various contents and has the features of delivering messages, pictures, and videos and gives 

interactive and immersive maps and of course, provides the idea of advertising and promotional 

potential to tourism businesses, Ilhan and Celtek (2019). 

 

According to Hendro Trieddiantro Putro (2015) Virtual reality has been identified as one of the 

most exciting technological developments in the future. In which, it can act as an economic 

resource to promote tourism and preserve culture. Using standard computing equipment and 

software increases the probability of accessing the application by the tourists. Most virtual tours 

in museums usually use the 360-degree view which provides a realistic and augmented 

environment. In order for virtual tools to be enhanced, interaction exhibits should be applied 

rather than test based information Kabassi, Amelio, Komianos and Oikonomou (2019).   

 

2.3 Selection of Featured Heritage Sites in Virtual Tours 

Cultural Heritage is the legacy of lifestyle, traditions, history, and artistry. Basically it 

represents the system of beliefs and culture as part of the everyday lives of the society that is 

passed on from generation to generation, Çizel (2018). Cultural tourism is considered to be one 

of the most important elements in the tourism sector, Chiao  (2018). It is a way of showcasing 

the historical aspects of a destination alongside with the lifestyle of the people. But there have 

been existing reports regarding the underlying situation of cultural heritage sites in the modern 

world; it is deteriorating from its presence and interest of the people of today, Chiao (2018).  

 

In the digital world, Virtual Reality (VR) has emerged in order to surpass the existing 

technology and encompass a new era of the industrial revolution. However, the development 

of VR has faced numerous limitations and challenges that deemed it to be difficult to 

understand, especially when it comes to user interaction Cavazza (2005). An expanding number 

of researchers perceive the capability of VR for the upgrade of the travel industry experience. 

VR has gone through consistent and fast advancement that rapidly delivers recently created 

technology old. Nonetheless, the utilization of such instruments involves hazards identified 

with the trivialization of the tourist’s experience including the detachment from cultural 

heritage, Barrado-Timón (2019). 

 

Cultural Heritage Sites are in, most cases, critical danger. Since the idea of cultural heritage is 

basically a maintenance of the notable geographical places that exhibit the historical value of 

the destination, a number of heritage sites have been deemed to be in censorious conditions due 

to either climate change or its years of existence. Heritage sites are starting to deteriorate and 

with the conditions of the environment where it stands on, it is collapsing much quicker than 

before. With the help of VR technology, such situations can be saved through the 

implementation of virtual preservation. Until now, not many examinations have effectively 

featured the capability of Virtual Preservation procedures as an answer to alleviate some of the 

expected material loss of a cultural heritage site because of the impacts of environmental 

change, Reaver (2019). Delivering such destinations and items as virtual 3D models can work 

as a significant apparatus for legacy protection in light of the fact that such virtual models can 

contain incredibly exact and precise informational indexes that hypothetically can put away 
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uncertainty, Guttentag (2010). A VR model can give exact data on its previous structure that 

can be utilized both to monitor and offer a diagram for rebuilding. VR, likewise, can help in 

rebuilding efforts by checking the restoration activities or imagining the impacts of expected 

remedial activities, Guttentag (2010). In addition, various analysts have recommended that VR 

can possibly be used in order to protect and preserve the legacy of the destination by being a 

medium of access to get to these threatened sites, Guttentag (2010). However, as of the moment, 

Virtual Preservation sets various impediments. One of the essential restrictions is that, generally 

speaking, the data gathered isn't sufficiently precise to reproduce a fully correct documentation 

of a heritage site, Reaver (2019). 

There have been a few studies that have chosen Cultural Heritage Sites as the object of 

experimentation of VR. According to Reaver (2019), an abandoned farmhouse in Raelingen, 

Norway was handpicked to serve as the experimentation basis due to its historical essence. The 

farmhouse holds significance as a Norwegian building that has served as a guesthouse and a 

shop and was abandoned before the war. The farmhouse was in poor condition due to its lack 

of proper conservation and was nearing its collapse state. Although the building did collapse a 

week after the Vr scan was completed, the results and conclusion of the study was that VR can 

help preserve the memoirs of the cultural site and can still be experienced through a VR tour. 

Another study has been conducted, also from Reaver (2019), an attempt of Virtual Preservation 

of the Nordic Pavilion in Giardini, Venice, Italy, a site with a significant cultural and historic 

value. Venice is an endangered place due to its lagoon problem wherein the city is slowly 

sinking. The building, Nordic Pavilion, has already sunken on one corner due to its foundation 

plan erosion. The main goal of the study is to virtually scan the site in high resolution and create 

a number of plans and ideas form the output in order to restore and properly preserve the site.  

In addition to that, there have been quite a number of museums that have generated their 

physical sites in a VR application for the viewers who wish to experience a tour around the 

museum without leaving the comforts of their homes. Museums are tourism establishments that 

store and display artworks, artifacts, and educational devices for the public to visit or participate 

in and are also considered as assets that hold a significant amount of cultural and historical 

backgrounds. Museums must be pressured to do all that they can in order to establish and 

maintain the connection with their tourists, through their exhibits, education and programs, and 

by being open to what their crowd wants. Museums all over the world these days face the test 

of heightening and keeping up the numbers of their museum goers, especially with more 

youthful crowds, Ilhan (2016). One of the prominent crowds targeted by VR applications are 

the youth and students and one of the main objectives of VR is to show the history of a museum 

in a memorable, artistic, and enjoyable way Ilhan (2016). 

2.4 Performance Expectancy 

Performance expectancy is one of the 4 key predictors of behavioural intention. According to 

Venkatesh et al. (2003) it assesses the beliefs of a certain individual whether a new technology 

would be useful to him/her. Being a part of the Unified Theory of Acceptance and Use of 

Technology, it is proved that performance expectancy has a big influence on a person’s reaction 

towards a new technology.  Moreover, the study of Jung, Dieck, and Moorhouse (2017) and 

Wei et al. (2019) states that the 360-degree view has allowed the tourists to be under control of 

their own experiences, and educate them about the destination’s location. The participants were 
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all immersed and captivated with the idea of having a virtual tour of the destination with the 

hint of freedom, personal experience and control. This significant result of the virtual reality to 

tourists, in performance expectancy’s perspective, means that the new technology has 

successfully fulfilled its significance because Venkatesh et al. (2003) stated that performance 

expectancy also determines the level of effectiveness of a new technology depending on its 

intended use. In line, Google's success came from its desire and ability to provide higher-quality 

results for each user. Google Maps is a great example, being able to provide people around the 

world a virtual experience any places exist on earth Google images, the efficacy of technology 

and other more google products is extraordinary. Being able to understand search intent and 

finding the most accurate and relevant websites that match each query have allowed Google to 

stand out from the competition (Shaw, 2015). 

2.5 Effort Expectancy 

According to Venkatesh et al. (2003), effort expectancy assesses an individual's belief that a 

certain technology would be easy to use. The study of Jung, Dieck, and Moorhouse (2017) 

found that the virtual reality tour is seamless and easy to use. Effort expectancy is also one of 

the key predictors of behavioural intentions in which according to Venkatesh et al. (2003) it is 

a highly significant predictor in influencing individuals to use a new technology. This is because 

technology that requires not much effort is more enticing than technologies that are complicated 

and not suitable for a wide range of users. 

2.6 Behavioural Intention to use 

According to Bundot et al., (2017) behavioural intention to use measures the intention of an 

individual to use a new technology. This is the final destination or the result when you combine 

all the key predictors that determine the intention to use an individual, specifically the 

performance and effort expectancy. Bundot et al., (2017) added that measuring the behavioral 

intention would also result in measuring the reactions and attitudes of an individual towards the 

usage of a new technology. In relation to this, the studies of Mcfee et al., (2019) and Han & 

Jung (2017) agree that there are growing demands of the use of Virtual reality because it offers 

a new experience for tourists, and aside from that, they are willing to use it again because of 

the its effectiveness in immersing themselves to the destination, and because of its easy 

navigation. 

2.6 Synthesis 

VR and AR takes a huge place in the technological world as it flourishes a new kind of 

immersive technology. In the tourism perspective, VR has been gaining recognition. The 

technologies can provide assistance as it can be a new form of accessing and disseminating 

information, and tourism companies have also begun implementing the technology due to its 

advanced capabilities. There are ample ways that VR can be implemented in the tourism sector; 

it can be a unique way of tour guiding, an alternative for tourist destinations, or even as an 

immersive lecture guide regarding the tourist site. As technology advances every decade, 

mobile phones have been the most common gadget to be owned by a person, as well as, it is a 

common ground for experiencing VR technology. However, this technology requires 

comprehensive studies and research in order to enhance and maintain a continuous development 

due to the fact that the world and the tourism industry are constantly evolving. VR technology 

is not only beneficial to the tourists and tourism professionals; they are also helpful to Cultural 

668



Heritage Sites. In this concept, VR can be a potential savior to heritage sites that are in critical 

danger. In a museum context, however, VR can be a new means of gaining tourist experience 

as the goal of the technology is to bring forth a rise in tourist visitor numbers of the museum. 

In addition to that, students who wish to learn about the cultural site can immerse themselves 

with a VR alternative in order to provide them information regarding the said topic. Studies 

have concluded that VR have elicit positive responses from tourists who have experienced them 

firsthand, as well as, for decision-making processes. This is due to the consensus of tourists and 

researchers that VR has the ability to connect the user to the digital world by its captivating and 

immersive features. However, the debate between VR’s potentiality in being a substitute for 

tourism products is still ongoing. A series of tourists’ concurrence in the positive side of VR 

technology have been concluded in some studies. According to the tourists, VR technology is 

seamless and user friendly, the technology allows the tourists to be in control, and are attractive 

and mesmerizing. Although positive notes have been established, there are also negative aspects 

about the technologies to tourists and the destination. VR technology has the nausea effect, also 

known as the simulation effect. Alongside with this, studies find VR as a threat to the 

destination’s revenue generation if it replaces the traditional onsite tour. It has also been 

mentioned that virtual tours can’t simply be a substitute, moreover, it can be a nice additional 

feature in experiencing the actual tour. Nevertheless, there are articles that pursue the idea of 

VR tours as a substitute for an actual tourism site especially in the midst of the pandemic and 

that it can aid with the provision of satisfaction and revenue increase to tourists and tourist 

destinations respectively. All of which will be considered and studied upon through three (3) 

key predictors which are the performance expectancy, effort expectancy, and behavioral 

intention to use, with which, will determine the effectiveness of the use of VR as a tourism 

product alternative.  

2.7 Conceptual Framework 

Figure 1. Conceptual Framework 

Figure 1 of the paper presents the conceptual framework of the study. The framework is both 

causal and correlational in which the independent variables are the: (1) Innovation of virtual 

tour; (2) Generating and producing the application; and (3) Selection of the featured heritage 

sites. These variables came from the factors of the development of virtual tour. According to 

Chen (2017) innovation is one of the key driving forces to upgrade and develop new technology. 
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After knowing these factors, the researchers will now gather the reactions of the tourists with 

regards to the development of virtual tour which concludes the dependent variables which are 

the: (1) Performance Expectancy; (2) Effort Expectancy; (3) Behavioural intention of use; 

which are the determinants according to the Unified Theory of Acceptance and Use of 

Technology. The framework’s intervening variables came from the demographic profile of the 

respondents such as age, sex, status, and employment which will be later on analyzed according 

to its significant relationship between the reactions of tourists towards the development of 

virtual tour when grouped according to the said profile. Combining all these variables into one, 

the researchers came to the output of the analysis of virtual reality as a new way to experience 

cultural heritage in the midst of the COVID19 pandemic. 

III. Methodology

3.1 Research Design 

This study is designed as both qualitative and quantitative research as the researchers will 

conduct a survey and gather the statistical data from Filipino tourists and insights from the local 

developers of Virtual Reality (VR) to know the driving factors of their decision to create a VR 

application dedicated to showcasing the heritage sites in Intramuros, Manila. This study will 

implement a mixed method research called Sequential Exploratory as a skeleton of strategy in 

conducting the research. According to Creswell (2003) sequential exploratory is used when 

qualitative data collection and analysis comes first followed by quantitative data collection and 

analysis. The purpose of this design is to analyze the development of new instruments in which 

in this case, is the development of virtual reality tours. 

3.2 Research Participants 

The researchers will focus on two groups namely (1) the interviewees, which came from 

Intramuros Administration who are the partners of Google Arts and Culture for the development 

of virtual reality tour in which the study aims to gain their insights with regards to their driving 

factors towards the said development; and (2) the respondents which are Filipino tourists who 

visited Intramuros, Manila with the age bracket of fifteen (15) years old and above, who will 

answer the survey questionnaire with regards to their reaction towards the said development. 

3.4 Sample Size and Sample Technique 

The study is composed of mixed methods of research in which the study will be using two 

sampling techniques. For qualitative, purposive sampling will be used as the criteria for the 

interviewees are already established; application developers of Google Arts and Culture from 

Intramuros Administration. As for the quantitative method, random sampling will be applied. 

The researchers will send an online survey to Filipino visitors of Intramuros online, targeting 

two hundred fifty-eight (258) numbers of responses as the core data to be analyzed. The 

researchers determined the number of online survey respondents through using Calmorin 

formula that is shown below: 

Figure 2. Calmorin’s Formula 
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Where: 

Ss (Sample size) = 257.98 

N (Total number of population) = 2,400,000 

V = Standard Value (2.58) of 1% level of probability with 0.99 reliability 

Se (Sampling Error) = 0.01 

p (Larger possible proportion) = 0.50 

3.5 Research Instrument 

The study will use survey questionnaires through google forms and through interviews. The 

type of survey the study will use is closed-ended questions in which the researchers would give 

a set of pre-selected choices, and would include likert scale questions. For the interview to the 

developers, the researchers will be using open-ended questions that would allow the developers 

to answer freely the questions and allow the researchers to get the target answer from the 

developers. All of the research instruments will be done online for ensuring the safety of both 

proponents and respondents amidst the Pandemic.  

3.6 Research Procedure 

The process starts by identifying the research problem. Once identified, the researchers will 

then formulate the research design that is composed of statement of the problem, theoretical 

frameworks, and conceptual framework. Through this, the researchers would be able to identify 

the approach of the study and what type of instrument the study will use for the paper. Third 

step would be gathering the case studies and existing researchers that would be of help to further 

analyze and formulate a theory as mentioned in the research design. Once data is gathered, the 

researchers would continue to identify the participants which are the tourists and virtual tour 

developers. Once the participants are known, the researchers will now then prepare the survey 

questionnaires for the tourists and interview questions for the developers. The survey 

questionnaire would be validated and would be thoroughly checked by the professors and 

research. 
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Figure 2. Research Procedure 

3.7 Statistical Treatment of Data 

The date gathered will be tabulated, analyzed and interpreted using the following statistical 

tools: (1) Thematic analysis through inductive approach will be used to treat the data analysis 

with regards to the driving factors of the application developers to develop a virtual tour 

application in terms of innovation of virtual tour, generating and producing the application, and 

the selection of featured heritage sites; (2) Frequency and percentage distribution will be used 

in the demographic profile of the study such as: age, gender, status, and career status.; (3) Mean 

and standard deviation will be used in order to analyze the reactions of tourists towards the 

development of virtual reality tour in terms of performance expectancy, effort expectancy, and 

behavioral intention to use.; Lastly (4) Pearson-r correlation is used as a statistical treatment in 

analyzing the significant relationship between  the  reactions of tourists in the development of 

Virtual Reality experience in Intramuros, Manila when grouped according to their demographic 

profile where the correlation coefficient, and the p-value will be presented and the strength of 

relationship will be determined through the value of correlation coefficient which is presented 

as r. The analysis will help researchers determine the common themes of the data gathered. 

Presented below are the formula for frequency and percentage: 

P = (n/N) * 100 

where: P = percentage; n = class frequency; and N = total population. 
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Presented below are the formula used for mean and standard deviation: 

Figure 3. Formula of weighted mean and standard deviation 

where: Mw = the weighted mean; ∑ = Summation; f = frequency; x = Weight; and n = Number 

of respondents. 

Where: s= sample standard deviation; X is the individual value; X̄ is the sample mean; and n is 

the sample size. 

The table below shows the interpretation of Likert Scale whereas the highest point system is 4 

and the lowest is 1. The points system also has its corresponding verbal interpretation.  

Parameters Numerical 

Value 

Verbal Interpretation 

3.26 - 4.00 4 Very Large Extent 

2.51 - 3.25 3 Large Extent 

1.76 -2.50 2 Moderate Extent 

1.00 - 1.75 1 Small Extent 

Table 1. Likert Scale Interpretation 

The table below shows the interpretation of the Pearson-r correlation whereas the value of r is 

presented together with its corresponding verbal interpretation.  

Value of r Strength of Relationship 

-1.0 to -0.5 or 1.0 to 0.5 Strong 

-0.5 to -0.3 or 0.5 to 0.3 Moderate 

-0.3 to -0.1 or 0.3 to 0.1 Weak 

-0.1 to 0.1 None or very week 

Table 2. Pearson-r correlation Interpretation 
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IV. Presentation, Analysis, and Interpretation of Data

This chapter presents the analysis and interpretation of data gathered from the local tourists of 

Intramuros Manila which aims to determine their reactions towards the development of virtual 

reality tour together with the significant relationship of their reactions when grouped according 

to their demographic profile. The present data were all analyzed and examined to answer the 

questions conveyed in the statement of the problem. The statistical analysis and procedures are 

arranged according to the sequence of each question and their variables. 

Statement of the problem 1: What are the driving factors of Intramuros Administration to 

develop a virtual experience in touring Intramuros, Manila in terms of innovation of virtuality 

reality, generating and producing the application and selection of featured heritage sites? 

Table 4.1: Main Themes and Superordinate Themes 

Main Theme 1: Achievement of Goals as a Driving Factor to Develop a Virtual Platform 

Superordinate Theme 1.1: Adapting to Trends 

Informant 1: “we followed yung mga ano lang mga existing trends in these kinds of tours and 

exhibitions. (So basically we followed the existing trends in these kinds of tours and 

exhibitions.)” 
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Adapting to trends encourages people to discover things out of their comfort zone. The Internet 

is one of the necessities especially in this era wherein it's used for productivity and 

advancement. Due to the current situation, people prefer to prioritize their health safety rather 

than spending their leisure time outdoors. According to Vonkova L.P. (2018), the rise of 

digitization processes has led the tourism market to be dependent on the internet. A study 

conducted by Professor Zheng Xiang (May 2014) also indicates that a substantial portion of 

today’s travelers have finally adapted to the Internet as there are significantly more travelers 

who are “somewhat satisfied” or “extremely satisfied” in their experience using the Internet. 

This suggests that today’s Internet offers information with higher quality, higher economic 

value, and richer experiences for travelers. Usability issues, which had been extensively 

documented at the earlier days of the Internet, appear to have been addressed (Buhalis & Law, 

2009; Law, Qi, & Buhalis, 2010; Morrison, Taylor, & Douglas, 2005). By means of the internet 

and other technologies, virtual tourism will be possible and accessible to everyone. It is justified 

by the increased demand by tourists to have a memorable experience in a destination as well as 

the growing offer on virtual reality and augmented reality technologies applied to the tourism 

sector. 

Superordinate Theme 1.2: Wide-reaching Tourism Product and Promotions 

Informant 1: “we did this, para mas wider yung reach ng museums and nung sites. (We did this 

for museums and sites to have a wider reach.)” 

Informant 1: “also ayun nga, again, yung reach nga nung tourism promotions namin, hindi kami 

limited to local tourists, syempre yung mga those people who cannot travel physically (Next 

one is again for wider reach of our tourism promotions whereas we are not limited to local 

tourists and of course to those people who cannot travel physically.)” 

Wide reaching tourism products and promotions is basically part of marketing strategy that will 

contribute to product and/or project development. Virtual reality can most certainly be a new 

experience for tourists especially when presenting advertisements or promoting to potential 

tourists. An article by Voronkova (2014), focuses on the technologies that could give 

knowledge to the use of virtual reality in the tourism industry. With the use of global booking 

and reservation networks, both specialists and visitors have searched quickly for the hotels and 

transportation that they were comfortable with. Computer technologies have affected electronic 

and tourism management growth. Therefore, the developers have chosen virtual reality as part 

of tourism marketing in order to promote and experience cultural heritage amidst Covid-19 

pandemic. The rapid development of virtual reality (VR) technology offers opportunities for a 

widespread consumption of VR tourism content. It also presents challenges to better understand 

the effectiveness of VR experience in inducing more favorable attitudes toward tourism 

destinations and shaping visitation intentions. 

Superordinate Theme 1.3: Enable Virtual Visit 

Informant 1: “ang goal kasi talaga namin before is  yung talagang di makakapunta dito, at 

least kahit papano, they can visit virtually noh, even yung mga exhibitions namin so kaya kami 
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nagkaroon ng ganitong virtual exhibits and virtual tours (We have virtual exhibits and virtual 

tours because our goal before was basically to enable people who can’t come to visit the sites.)” 

Enable virtual visit is essentially a concept of virtual reality and tourism. It facilitates tourism 

experience without actually having to travel anywhere which is the goal of this project. 

According to (Jung, Dieck, and Moorhouse, 2017; p.2) the participants of their study have 

defined the VR tool as seamless and easy to use. The 360-degree view has allowed the tourists 

to be under control of their own experiences, and educate them about the destination's location. 

The participants were all immersed and captivated with the idea of having a virtual tour of 

destination with the hint of freedom, personal experience and control. The recent Covid-19 

outbreak has resulted in the world largely coming to a halt, immobilizing the tourism industry 

almost completely. With many people confined to their homes and tourism businesses closed, 

people have turned to the next best alternative which is virtual tourism. 

Superordinate Theme 1.4: Virtual Tour as a form of Enticement 

Informant 1: “di mo maexperience yung place if you don't visit there so , parang to entice lang 

kung ano meron dito(...this was just to entice them with what the place has to offer.)” 

Virtual tour as a form of enticement facilitates interaction by means of technologies. Virtual 

reality and augmented reality are deemed to be the most advanced technology there is in this 

century Nayyar (2018). Although AR is considered to be a type of VR, there are still prominent 

distinctions between the two. VR is more immersing the user in a 3D environment while AR is 

incorporating 3D graphics to the real mundane world, Yung (2019). With this kind of 

technology, it will be a great opportunity to boost tourism despite the situation we're into. This 

is one way to promote without causing any harm to tourists while they enjoy travelling and 

discover new things through the use of virtual tours. 

Main Theme 2: Benefits of the Virtual Platform as a Driving Factor in Innovating a 

Virtual Experience 

Superordinate Theme 2.1: Effective Monitoring of Visitors 

Informant 1: “That can help and namomonitor din naman namin kung ilan yung nakakavist ng 

sites namin so may mga metrics rin kami nakikita kung talaga effective ba talaga yung ginagawa 

namin (That can help us monitor how many people visit our sites whereas we also have metrics 

to see if what we are doing is really effective.)” 

One of the benefits of integrating a virtual platform in enhancing the virtual experience is the 

effective monitoring of visitors. This was further supported by Vu (2018). As mentioned in 

their study, technology has become a significant component to tourism as it also swells the 

economic benefit. Tracking the visitor count and behaviour with the help of integrated 

technology to virtual platforms will provide significant information regarding the effectiveness 

of the projects. With this, going virtual has the perk of keeping track of the visitors of your site. 
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Superordinate Theme 2.2: Tourism Industry Opportunities amidst the COVID- 19 

Pandemic 

 

Informant 1: “ first yung, mga tinamaan na mga artist during the pandemic, yung mga 

developers, so kasi yan naman, per project basis yan madalas, hindi employed yan, so, isa yan 

sa matutulungan kasi syempre, merong trabaho na darating.” (First and foremost, it will help 

the artists who are affected during the pandemic because they are often per project basis which 

technically means that they are not employed so most likely this would help because there is a 

job that is coming.)” 

 

Informant 1: “So natulungan naman namin dun is yung tour guide na kinuha namin and as well 

as yung virtual tour na yun, its not only focused here in the museum, but also yung iba naming 

sites,(So we helped the tour guide we chose at the same time the virtual tour itself for it focuses 

not only in the museum but also our other sites.)” 

 

Informant 1: “Kumbaga, we focused on, during the pandemic, we focused more on those people 

who are badly hit by the pandemic. Yung umaasa sa turismo na mga tao (In other words, during 

the pandemic, we focused more on those people who were badly hit by the pandemic - those 

people who are relying on the tourism industry.)” 

 

Informant 1: “ lahat ng tao naka-lockdown, so, the audience, if they miss intramuros, at least, 

kahit papaano, makita naman nila virtually yung place. (of course it can help the audience 

during the lockdown where people have nowhere to go, if they miss Intramuros, they can at 

least see the place virtually)” 

 

The opportunities within the Tourism industry during the pandemic is also highlighted as a 

benefit. According to Li (2021), VR in the tourism industry provides opportunities to tourism 

industry workers such as marketeers as they are given the chance to market the destinations 

without the risk of COVID-19 as these are all done virtually. Consequently, VR applications 

and virtual tours provide opportunities within the tourism industry workers despite the 

pandemic.  

 

Superordinate Theme 2.3: Virtual Reality as a Promotional Material for Tourist 

Destinations 

 

Informant 1: “ if you want to visit a place, syempre, gusto mo muna alamin kung ano meron 

dun, kung ano ba siya, so, something like that, parang malalaman mo na initially ano ba yung 

meron diyan sa place na yan, mag eenjoy ba ako. (if you want to visit a place you may want to 

know first what’s in that place and if you will enjoy it.)” 

 

Informant 1: “syempre kasi di mo maexperience yung place if you don't visit there so parang 

eto lang noh, parang to entice lang kung ano meron dito (So basically, this was just to entice 

them with what the place has to offer.)” 

 

677



Another benefit of the virtual platform is that VR can be used as a form of tourism promotion. 
As stated by McFee, Mayrhofer, Baratoya, Neuhofer, Rainoldi, & Egger (2019), VR can be a 
new and unique experience for tourists as the tourism destinations are being advertised. 
Utilizing VR in drawing potential tourists attracts a higher chance of economic growth, 
Voronkova (2018). With this, the VR tours and applications have the ability to be prospective 
promotional projects.  

Superordinate Theme 2.4: Edge of Virtual Reality as a Tourism Platform 

Informant 1: “Yeah, it is an alternative way to visit or experience (it is an alternative way to 
visit or to experience)” 

Informant 1: “ ang goal kasi talaga namin before is  yung talagang di makakapunta dito, at least 
kahit papano, they can visit virtually noh,(...to enable people who can’t come to visit the sites 
and exhibitions physically.)” 

Informant 1: “syempre yung mga physically can not able to visit intramuros so kahit papano 
through computers (you may not be able to visit Intramuros physically so somehow they can 
still visit the place through the use of computers.)” 

VR is considered to be one of the advanced technologies as of today, Nayyar (2018) and this 
also reflects on VR as a Tourism Platform. Beck et. al. (2019) have mentioned that VR can be 
a substitute for tourism travel since it can be modified into a virtual tourism experience. Hobson 
and Williams (1995), supports the idea by stating that VR tours can be a lot cheaper compared 
to travelling physically, thus, VR has the ability to take tourists to places they never imagined 
to be possible to see, Egger (2016). According to Ilhan (2016), there are museums who have 
integrated their sites into VR applications in order to cater the tourists who wish to visit without 
leaving the comforts of their homes. This goes to show that VR tours can be useful and helpful 
to tourists and to destination sites. 

Main Theme 3: Driving Factors of the Developers when Choosing a Platform for Virtual 
Tour 

Superordinate Theme 3.1: User Friendly 

Informant 1: “kailangan yung audience mo,  madali nila nagagamit yung applications,(..the 
application needs to be used by your audience much more easily.”” 

The tool was described as smooth and easy to use by the creators of the VR even if the 
Philippines has slower internet connection.  This agrees with the study conducted by Jung, 
Dieck, and Moorhouse (2017), wherein the tool has given visitors more control over their own 
experiences while also educating them about the location of the destination. The thought of 
taking a virtual tour of the destination with a hint of freedom, personal experience, and 
controversy enthralled and captivated all of the attendees. Venkatesh et al. (2003) it is a 
powerful indicator of whether or not people can adopt emerging technologies. This is because 
technology that does not need much work is more attractive than complex technology that is 
not ideal for a large variety of consumers. Therefore, the app created by VR is more immersed 
that can accommodate people with a wide audience of Filipinos making it user friendly. 
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Superordinate Theme 3.2: Price 

 

Informant 1: “ so depende kung talagang full virtual tour talaga, yung talagang nilalapitan mo 

ang exhibits, yung nazo zoom in and out mo (...“It also depends if it is really a full virtual tour 

where you can come close to the exhibits like you can zoom in or zoom it out” 

 

The tool provides an up to date virtual world wherein one can zoom in and zoom out at an 

affordable price for the user's internet consumption. This aligns with the study of Egger in 

(2016) wherein virtual reality can upkeep of the destination site while also providing tourists 

with a low-cost internet consumption and a real-like  travel experience that also  has the 

advantage of assisting in the maintenance. Even the most unrealistic site that a tourist could 

imagine is possible with this modernized augmented reality and virtual tours. Therefore, the 

VR app is an efficient app for virtual experience at an affordable price point for the users.  

 

Superordinate Theme 3.3: Existing  

 

Informant 1: “ it is a partnership with google using existing platforms (it is a partnership with 

google using existing platforms” 

 

The partnership with existing big companies like google has given convenience not only to the 

users but the service providers. According to de Pinho and de Ponho (2020), as people have 

more free time, they have more options when it comes to tourism. Individuals who want to learn 

more about these locations, get their precise location, or practically visit them are increasingly 

reliant on the use of technology. There are many reasons to travel; now, with the help of Google 

Maps, one can immerse themselves in virtual reality at the tip of one's fingers. Thus, the app is 

made convenient for users because of its existing panthernship of the VR to google, which has 

similar features to the existing google maps. 

 

Superordinate Theme 3.4: Availability of the Platform to Cater Diverse Audience 

 

Informant 1: “madali siya gamitin, to all diverse audience (all the diverse audience can easily 

access it.)” 

 

The app developers of the VR made it part of their “a” game marketing strategy to make sure 

that the app is accessible to anyone. According to Voronkova (2018) virtual tours are used by 

experts to attract prospective customers to a preferred location, resulting in positive economic 

development. Results of research VR has been tested in order to help these destinations attract 

more visitors; it will continue to be appealing in the tourism industry. This signifies that the 

ability of the app to tend to the needs of their users is a great marketing strategy that makes the 

app more attractive to users. 

 

Superordinate Theme 3.5: Popularity 

 

Informant 1: “nakipag-partner kami sa google kasi,.. almost everyone is using google diba? 

(we choose Google because everyone of us uses it)” 
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Google is found to be a popular platform for being a readily available and convenient website. 

A study by Yang and Hsu, (2016) highlights that thanks to Google, users can have a lot of fun 

on their holiday trips thanks to an easy interface, a smartphone GPS function, and easy access 

to a cloud database to locate all of the necessary web services. Google is a well-known source 

of information on popular tourist attractions, as well as a high-performance GPS navigation 

device that directs users to their desired location. Shaw (2015) showed how popular google is 

as a general interface for the majority of people in the world. Google's popularity is due to the 

company's willingness and commitment to deliver higher-quality outcomes for each consumer. 

Google has been able to differentiate itself from the competition by identifying search intent 

and discovering the most reliable and appropriate websites that fit each question. Lastly, google 

can easily connect service providers to different costumes around the world. This supports that 

Google is a great business partner in terms of software companies because of the popularity of 

the masses or the popularity among the users, it helps promote small or beginning soft wares.   

Main Theme 4: Budget Security and Cost of Expenses as Key Considerations when 

Producing a Virtual Tour  

Informant 1: “they need to spend in making an application like that pero kasi kung yun nga, 

mag dedevelop ng applications, syempre may cost yan and museums are actually non-profit, 

especially kami, sa government kami noh, so, walang profit yan at the same time, syempre we 

have to secure budget (of course developing applications has costs and museums are actually 

non-profit Most especially us, we are under the government. So we have no profit and at the 

same time we have to secure a budget.)” 

Informant 1:“medyo mahal siya, may cost noh, actually, nagpa-quote na ako ng ganyan, yung 

parang isscan yung buong museum, i-33D, and medyo malaki yung figures (Actually I tried to 

quote the price for that, where the museum will be scanned and will be 3D-ized which the 

government can’t afford for its high figures)” 

Informant 1: “so depende kung talagang full virtual tour talaga, yung talagang nilalapitan mo 

ang exhibits, yung nazo zoom in and out mo, like that noh, medyo mahal siya, may cost (So first 

you need consider the costs - how much does it cost, it also depends if it is really a full virtual 

tour where you can come close to the exhibits like you can zoom in or zoom it out which is 

actually costly” 

Budget security and cost expenses have been included as factors to consider in creating a virtual 

tour. This statement is supported by Kulakoğlu-Dilek (2018) by mentioning in his paper that 

VR applications are quite costly to management that chooses to integrate their destination into 

a virtual tour as well as it will also be of high cost to tourists, which exemplifies that in 

producing virtual tours, budget and costing should be taken into account. 

Main Theme 5: Considerations of Data Consumption as an Important Factor in 

Developing and Producing a Virtual Tour  

Informant 1: “(The lower the data usage the better. Because of course, if you’re targeting third 

world countries the bandwidth used should not be that strong, it is not data consuming or 
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something like that. Like us in the present, we are all in the virtual world we needed to consider 
our internet consumption.)” 

The data gathered from the qualitative interview shows one of the themes that emerged with 
regards to the driving factor of the development of virtual tours is the data consumption. 
According to Sampera (2019) virtual reality has some concerns with regards to its data storage. 

A typical VR application can consume a large amount of file size. Aside from that, even having 
a low resolution 360 view reality can already consume 25MB. Knowing this, Google Arts and 
Culture has a file size of 121.MB which may not be compatible with other users who own lower 

units of phones. Sampera (2019) also stated that in order for the virtual tour to be effectively 
immersive and seamless as possible, a good Solid State Drive and Hard Disk Drives is required 
to avoid disconnection and lagging. A study of Venkatesh et al. (2003) showed that one of the 

determinants that an individual will potentially use a newly introduced technology will be its 
seamlessness and ease of use. Therefore, consumption of data and data storage is a very 
important factor in developing and producing a virtual reality tour.  

Main Theme 6: Factors that Led to the Selection of Featured Heritage Sites 

Superordinate Theme 6.1: Availability of Street Views 

Informant 1: “when we did that, ano na ba yung merong street view so pinili na lang namin 
siya at pinasok namin. (we chose sites who already had a street view.)” 

The availability of street views is perceived to be the driving force behind the selection of 
heritage sites in Intramuros in which Google is also known as one of the providers of Street 
Views and Satellite Views.  According to Bedard et. al., (2006) transforming a place into a 

virtual reality site requires a lot of effort to produce, and requires a tons of budget. Digital 
cameras, photo manipulation, web authoring tools, and editing platforms such as Adobe editing 
tools are one of the things that is needed to create a virtual tour which is quite costly and time 

consuming. Knowing this, the developers choose sites in terms of street views availability in 
order to save time, money, and resources.  

Superordinate Theme 6.2: Famous Attractions 

Informant 1: “yung selections kasi, ano ba yung talagang madalas puntahan at makita... (the 
selection was supposed to be what is the often visited and seen sites...)” 

The developers have chosen the featured sites in Intramuros based on their popularity among 
the tourists. Famous attractions are sites that are mostly visited by the tourists. In a cultural 

heritage context, Reaver (2019) states that famous cultural sites are most likely in critical 
danger. The idea of cultural heritage is basically a maintained geographical site that expressess 
and contains a significant value with regards to the history of the destination.  Knowing this, 

sites who attract most tourists may be prone to deterioration due to the numerous and countless 
visitors. According to Guttentag (2010), virtual preservation through the use of virtual 
technology can be a big help to save heritage sites. Applying virtual reality to these destinations 
can be a legacy protection, thus determining why famous attractions are the factors to consider 

when choosing featured sites. 
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Superordinate Theme 6.3: Enticement and Accessibility  

 

Informant 1: “siguro, if you are going to develop a virtual tour, what i can suggest is, ano ba 

yung madali, ano ba yung makaka-entice para mapuntahan so siguro, ano yung interesting? 

yung yung pipiliin niyo. (Maybe if you are going to develop a virtual tour, what can I suggest 

is choose what is the easiest, what is interesting, and what site is enticing so that people can go 

there.” 

 

The study has found that the developers chose the sites in terms of its ability to entice people. 

According to the study of Vengesayi et al. (2009) one of the characteristics that make the 

destination enticing is their geographical feature and environmental quality. This geographical 

feature contains the landforms that makes the destination pleasing to the eyes. Rainoldi et al. 

(2018) states that most experts use virtual technology to draw customers towards the 

destinations where in the study found out that virtual reality has a positive impact towards an 

individual’s decision making process. This determines why the ability of a destination to entice 

people is important when choosing a site.  

 

Statement of the problem 2: What is the demographic profile of the respondents in terms of 

age, sex, status, and career status? 

 

Table 4.2: Frequency and Percentage of Respondents according to Age. 

 
AGE FREQUENCY PERCENTAGE 

15 – 21 years old 191 74.0% 

22 – 27 years old 51 19.8% 

28 – 33 years old 9 3.5% 

34 – 39 years old 0 0.0% 

40 years old and 

above 

7 2.7% 

TOTAL 258 100% 

 

Table 3 presents the age-specific frequency and percentage. Results show that for a total of 258 

respondents, 74% were between 15 and 21 years of age. ages from 40 years old and above got 

the lowest frequency of 7 and 2.7%. According to the Philippine Statistics Authority in the year 

2016, the age of 15 years old and over garnered a 59% rate of domestic traveling wherein 99% 

of them engaged in independent trips. A total of 52% percent of the overall local travelers are 

within the range of 15 to 34 years’ old which falls under Generation Z. The Generation Z, as 

stated by Turismo & Ocio (2018), seek for unique and authentic sites where it is worth sharing 

their experiences across social networks. On the other hand, the ages 40 and above are from 

Generation X, the generation who are busy with their family and carriers, leaving them with no 

time to have leisure activities as mentioned by Mullis, M. (2018). Therefore, Cultural Heritage 

Sites can expect the majority of their visitors are mostly from the Generation Z. 
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Table 4.3: Frequency and Percentage of Respondents according to Sex. 

SEX FREQUENCY PERCENTAGE 

MALE 102 39.5% 

FEMALE 156 60.5% 

TOTAL 258 100% 

Table 4.2 conveys the distribution of the respondents according to sex. From the conducted 

survey, the majority of the respondents were females with a total of 156 (60.5%) over the total 

number of male respondents of 102 (39.5%). According to the Philippine Statistics Authority 

dated in 2016, the percentage of female domestic travelers was higher than of males with a 

93:100 ratio or 93%. Women are rising to the numbers of travelers for the reason of increase in 

mobility as stated in a Journal of Transport Geography by Tilley, S., & Houston, D. (2016). 

The study by Huh, J. (2002), mentioned that women mostly plan and are usually more satisfied 

than men when it comes to visiting cultural heritage sites, therefore, higher number of tourism 

arrivals by women in heritage sites are most likely to be anticipated.  

Table 4.4: Frequency and Percentage of Respondents according to Status. 

STATUS FREQUENCY PERCENTAGE 

SINGLE 254 98.4% 

MARRIED 4 1.6% 

SEPARATED 0 0.0% 

WIDOWED 0 0.0% 

TOTAL 258 100% 

The above table contains the frequency and percentage of the status of local tourists where most 

of them fall under the single category with a frequency of 254 out of 258 respondents. Comes 

in 2nd is the married category which has a frequency of 4 out of 258 respondents. According to 

the statistics of Solo Traveler, there is a continually increasing rate of solo travellers. In the year 

2019, there is a total 131% increase of Google search for solo travel which highlights the fact 

that many are now more inclined and intend to do solo traveling. In fact, 11% of the travel 

market are composed of solo travellers and 26% of them state that they like solo traveling for 

the reason that they are themselves and they will most likely explore new places alone. On the 

other hand, according to the study of McCreedy et al., (1992) married (early parent, middle 

parent, and older parent) travel decreased for the reason of parental purposes. 

Table 4.5: Frequency and Percentage of Respondents according to Career Status. 

CAREER 

STATUS 

FREQUENCY PERCENTAGE 

Employed 28 10.9% 

Home Based 1 0.4% 

Housewife 1 0.4% 

Online Seller 1 0.4% 

Retired 1 0.4% 

Self-Employed 1 0.4% 

Student 222 86.0% 

Unemployed 2 0.8% 

TOTAL 258 100% 
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The table above manifests the frequency and percentage of the career status of the respondents. 

Whereas, the majority of the respondents were students who accumulated 222 of frequency out 

of 258 respondents. The lowest in percentage are the home based, housewife, online seller, 

retired, and self-employed who obtained only 1 from each group. According to a study 

conducted by Bacero et al., (2018) most commuters and visitors in Intramuros consist of 

students ages from teens and twenties. Thus, predicts why most of the respondents are students 

and also highlights the fact that Intramuros was surrounded by large universities in the 

Philippines.  

 

Statement of the Problem 3: What is the extent of tourist reactions towards the development 

of virtual reality tour in Intramuros, Manila in terms of:  

 

Table 4.6: The Extent of Tourist Reactions Towards the Development of Virtual Reality Tour 

in Intramuros, Manila in terms of Performance Expectancy. 

 

 
 

The Performance Expectancy determines the level of effectiveness of a new technology 

depending on its intended use.  The highest mean resulted from the survey under Performance 

Expectancy is 3.50, which means that there is a very large extent that tourists think that virtual 

tours will help minimize the spread of the virus. The lowest mean resulted in 2.93, which means 

that there is a large extent that tourists think that the virtual reality tour will not be immersive 

and make them feel that they are on the actual site. The data show that the weighted mean 

response of 3.19 corresponds to the Performance Expectancy to a large extent. The 3.19 

indicates that the respondents find the virtual tour technology helpful in minimizing the virus 

spread while enabling them to enjoy sightseeing. The reason behind VR having a low chance 

of being a replacement for realistic travel as explained by Sarkady (2021). He argued that VR 

lacks spontaneous fun and the opportunity to purchase items. Hence, tourists may not consider 

VR as a replacement for real travel experiences. Moreover, in the same study, they have 

discussed that VR will give you the feeling of escapism where it allows you to travel virtually 

removes the connection between a contagious disease and travel. 
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Table 4.7: The Extent of Tourist Reactions Towards the Development of Virtual Reality Tour 

in Intramuros, Manila in terms of Effort Expectancy. 

The Effort Expectancy is defined to be a factor of behavioral intention in assessing an 

individual’s belief in recognizing that a particular technology is easy to use, as mentioned in 

the study of Venkatesh et al. (2003). The highest mean accumulated from the survey question 

under the Effort Expectancy is 3.17 which translates to having a large extent in having the 

narration for each virtual tourist site be understandable and clear. The lowest mean collected is 

3.00 with a verbal interpretation of having a large extent of having little effort in order to 

experience a virtual reality tour. The results of the survey conducted had garnered a total 

weighted mean response of 3.07 which is verbally interpreted as “large extent”, wherein, in 

general terms, the respondents find VR applications easy to use to a large extent. Jung, Dieck, 

and Moorhouse (2017) have mentioned in their paper that VR applications are smooth and user 

friendly. This can hold potential support to the idea of the findings from the survey conducted 

regarding effort expectancy.  

Table 4.8: The Extent of Tourist Reactions Towards the Development of Virtual Reality Tour 

in Intramuros, Manila in terms of Behavioural intention to use. 
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Based on Table VII shows above presents the weighted mean of responses on the assessment 

of tourist reactions towards the development of Virtual Reality tour in Intramuros, Manila in 

terms of Behavioural intention to use. It could be seen from the table that intention for learning 

how the application works garnered the highest mean and verbally interpreted to a very large 

extent by the weighted mean of 3.28. Making virtual reality as a basis of new travel experience 

in the future is to a large extent with a mean of 2.95 and said to be the lowest.  Overall, with a 

weighted average of 3.10, it is verbally interpreted that the tourist reaction towards development 

of virtual reality tour in behavioural intention is to a large extent in terms of evaluation. To 

support the idea of the findings, a study conducted by Huang and Liaw (2018) states that VR 

technologies have been wide development of applications but needed to create accessible 

learning to affect learners intention to use and experience the virtual reality environment. 

Statement of the Problem 4: What is the significant relationship of the reactions of tourists in 

the development of Virtual Reality experience in Intramuros, Manila when grouped according 

to the respondents’ profile?  

The statistical treatment used to determine the significant relationship of the reactions of tourists 

in the development of virtual reality experience in Intramuros, Manila when grouped according 

to their demographic profile is Pearson-r correlation. The tables below show the correlation 

coefficient and the p-value. The strength of the relationship can be determined by the value of 

the correlation coefficient presented as r. The significance level is at .05. Whereas, if the p-

value is less than or equal the significance level then we consider the relationship significant. 

If r is positive that means as one variable increases the other also increases. But if r is negative 

that means that as one variable increases the other decreases. 

Table 4.9: The Significant Relationship between the Reactions of Tourists in the 

Development of Virtual Reality Experience in Intramuros, Manila according to their 

Demographic Profile. 

Table VIII presents the correlation coefficient and the p-value between the reactions of tourists 

in terms of performance expectancy, effort expectancy, and behavioural intention to use when 
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grouped according to their demographic profile. Where in the p-value for age is 0.848, for sex 

is 0.873, for status is 0.547, and for career status is 0.415 which are all greater than 0.05. This 

shows that tourists’ reactions have no significance when grouped according to their profile. On 

the other hand, the r value for the age is -.012, for sex is .010, for status is .038, and for career 

status is -.051 which indicates that there is a very weak relationship between their reactions and 

their profile. According to Afarikumah et al. (2011) decision making of an individual with 

regards to the intention of use and usefulness of technology was regardless of their age. This is 

for the reason that the greater influence that they have will be based on social influence which 

in this studies’ case are not measured. According to Calvert et al. (2005) decisions with regards 

to the usefulness of an application, intention to use, and easiness of use have nothing to do with 

their age because studies have shown that both can have equal access to technology. Thus 

predicts why there is no significant relationship between the reactions of tourists in terms of 

their sex.  

 

V. Summary of Findings, Conclusions, and Recommendations  

 

This chapter presents and discusses the Summary of Findings, Conclusion, Recommendations 

based on the data that has been collected, presented, analyzed, and interpreted from Chapter IV.  

 

5.1 Summary of Findings 

The researchers have come up an outline of the following key points: 

 

● Cultural sites and museums have taken consideration in adapting to trends of VR 

technology to reach a diversified set of tourists and to heighten its tourist visitors. VR has 

the ability to bring the destination to the individual without the need of physically 

travelling to the place, thus, VR has the potential to let tourists visually experience a 

location without compromising the safety amidst the COVID- 19 threats or despite any 

physical boundaries.  

 

● The perks of having a virtual tour is being able to monitor the visitor count and tourist 

behaviour to monitor the effectiveness of the platform in practice of boosting economic 

growth. The planning and generating of the VR application and Virtual tours can also 

provide employment opportunities to pandemic affected tourism industry workers and 

artists.  

 

● When choosing a platform, the developers must consider the user interface of the 

application or virtual platform because tourists prefer interfaces that are easy to use and 

understand. Budget and costing should also be looked into as generating a VR application 

or virtual tour are expensive due to its need of professional programming and graphics 

coordination. Data consumption for the tourist experience must be noted as well since the 

majority of tourists prefer cheaper methods of experiencing new technology when it 

comes to travelling. Another note taken from the interview was to choose existing 

platforms in the industry and the popularity of that platform to the market. In this case, 

Intramuros Administration has considered collaborating with Google Culture and Arts. 

 

● Data consumption is also an important factor since virtual tours can be accessed with the 

help of the internet, data usage is an important element to consider in analyzing the tourist 
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experience from the virtual tour. 

● In the selection of heritage sites, the availability of street views of the destinations is

considered as well as the predetermined famous attractions and its accessibility and

enticement for decision making.

● Most of the travellers that go to heritage sites in Intramuros are in the age group of

Generation Z since the Gen Z are most likely to travel in order to seek unique and

authentic destinations where they can showcase their tourism experience in social media.

● Females are more likely to travel to cultural heritage sites due to the satisfaction the

destination brings them, more than men.

● Solo travellers prefer to travel on heritage sites to explore places and go on the road of

discovering themselves.

● Majority of the heritage site goers are students since most people that travel there are in

their teens or twenties.

● In terms of Performance Expectancy, the VR tours are expected to be effective tools in

promoting safety measures against the COVID- 19 outbreak.

● From the data gathered, in the matter of Effort Expectancy, VR applications should have

the features and interfaces that are easy to maneuver and comprehend.

● Regarding the Behavioural Intention, tourists are willing to learn how VR applications

work.

● There is nothing significant about the relationship between their demographic profile

(age, sex, status, and career status) and their reactions in developing a VR experience.

5.2 Conclusion 

This study is regarding the development of virtual reality as a new way to experience cultural 

heritage sites. Whereas it aims to know the driving factors of the developers of virtual reality, 

the extent of tourists' reactions towards the development of virtual reality as well as the 

significant relationship between the reactions of tourists towards the development when 

grouped according to their demographic profile. 

The conclusion of the study was arranged according to the variables of the statement of the 

problem. 

It is concluded that the driving factors behind the innovation of virtual reality are: (1) Adapting 

to trends as one of the major driving factor to address the changing needs of tourists and to keep 

up to the changes and development of the industry; (2) VR can be used as a marketing platform 

to secure a wider reach of audience. (3) Enabling virtual visit may give tourists convenience as 

VR takes them to places even at the comfort of their homes; (4) VR as a form of enticement 
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which gives tourists an idea on what to expect from the destination; and lastly (5) The virtual 

platform possesses certain benefits that may help the tourist, the destination and even the 

workers in the tourism industry. This is in accordance with the data gathered which shows that 

utilizing virtual platforms may help the destination to monitor their visitor arrival which also 

determines the effectiveness of the platform and other projects of the destination. The creation 

of VR will also help workers in the tourism industry in terms of giving them job opportunities 

most especially in the height of the pandemic. Lastly, one of the benefits of VR is to give an 

alternative way of travelling and provide new experience to tourists.  

 

When generating and producing the application, the developers have considered the ease of use 

and cost of expenses of the technology. When choosing a platform on the hand, existing 

platforms such as Google Arts and Culture may be of help to save time, effort, and money. 

Also, existing platforms already have gained popularity among users that may provide 

advantage to the virtual tour for it will be more accessible and known by a diverse set of 

audience.  Lastly, data consumption should be one of the factors to consider when producing 

and generating the virtual tour since it can be accessed with the help of the internet. 

 

Choosing a heritage site is very important as it is the one that may entice tourists to visit the 

place, and it is the reason why tourists will use the Virtual Tour. The driving factors of the 

developers when choosing a featured site are as follows: availability of street views, choose 

attractions that are mostly visited, and lastly will be the attractions that have the ability to be 

accessed by everyone. 

 

Based on the data gathered, the researchers have concluded that the reactions of tourists towards 

the development of virtual reality in terms of its usefulness, user friendliness, and their intention 

to use are relatively high. This will most likely determine their intention to use the virtual tour 

which may have a positive effect towards the said developemnt. However, when grouped 

according to their demographic profile, it is concluded that there is no significant relationship 

between their reactions in terms of the performance expectancy, effort expectancy, and 

behavioral intention to use. 

 

5.3 Recommendations 

Based on the conclusion of the study, the following are the formulated recommendations:  

 

Tourists and Potential Tourists 

● The tourists and potential tourists should consider the idea of VR as an alternative tourism 

product in order to experience travelling and going places in the comforts of their home.  

 

● Tourists should consider VR as a substitute for tourism experience amidst the COVID- 

19 pandemic wherein it is risky to travel.  

 

Tourism Marketing Managers 

● Tourism Marketing Managers are encouraged to consider VR as a platform for 

promotional activities in marketing destinations in order to have a wider range of 

audience. 
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● In generating and developing VR applications, marketing managers should consider 

utilizing existing platforms and collaborating with technology companies such as Google 

to save time and money.  

● For creating a VR Application, the Marketing managers should consider the budget for 

planning, programming, launching, and maintaining costs.  

 

● The features of the application should be enticing and user-friendly in order to attract a 

wide-range of users.  

 

● The VR application should be accessible by anyone and free to all in order to spread the 

existence of technological advancement proposed by the destinations.  

  

● The use of virtual tours draws potential customers to their chosen place, resulting in 

positive economic development. VR can help these attractions draw more visitors. 

 

Tourism Destinations 

● Tourism destinations are encouraged to utilize and integrate VR technology in their 

projects for promotional purposes.  

 

● VR can be an alternative way to travel to destinations that are inaccessible due to physical 

boundaries. 

 

● VR can be used as an alternative tourism product in the face of COVID pandemic to avoid 

the risk of spreading the COVID- 19 virus. 

 

● In developing VR applications, tourism destinations must prioritize famous and inviting 

tourist attractions. 

 

Local Government Units 

● Local Government Units (LGU’s) should consider integrating VR technology into the 

destination’s tourism industry for the efforts of economic growth. 

 

● Non- profit organizations under LGU’s should consider collaborating with existing 

technology companies such as Google since this is an existing, free digital platform that 

can cater to implementing VR projects planned for tourism activities.  

 

● When developing VR applications, LGU’s must secure a budget for creating and 

publishing a VR project that can offer tourists a pleasant experience even at home.  

 

 Future Researchers  

● Future researchers should use this study as a basis for future researches. 

 

● Future researchers should consider in developing and programming their own prototype 

of a VR tour and have selected tourists try for more accurate results. 
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● The researchers recommend studying and analyzing more on the topic of the significance 

of tourist reactions in terms of their demographic profile due to limited resources available 

to further prove any claims. 

 

● VR has slowly become a debated topic within the tourism industry, with this, the 

researchers recommend implementing the essence of VR in tourism perspectives to 

expound the subject matter.  

 

● VR as a good example of engaging content research 
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APPENDIX B: RESEARCH VALIDATION TOOL INSTRUMENT VALIDATION 
TOOL 

Direction: Put a check (/) mark on the most appropriate option. Please refer to the criteria 
provided below indicating the degree of validity based on the attached questionnaire where: 

4: VERY MUCH VALID (VMV) 
3: VERY VALID (VV) 
2: MODERATELY VALID (MV) 
1: NOT VALID (NV) 

INDICATOR NOT 
VALID 

(1) 

MODERATELY 
VALID  

(2) 

VERY 
VALID 

(3) 

VERY 
MUCH 
VALID 

 (4) 

1. The instruction of the questionnaire is
easy to understand by the respondent.

✔ 

2. The questionnaire is easy to administer ✔ 

3. The questionnaire has reasonable length
for the respondent to answer

✔ 

4. The questionnaire items are appropriate
for the level of understanding of the
respondent

✔ 

5. The contents are relevant to the study ✔ 

6. The contents are relevant to the program ✔ 

7. The questionnaire items are clearly stated ✔ 

8. The questionnaire items are focused on
that they intend to measure

✔ 

9. The instrument is not offensive to the
intended respondents and/or any member of
the community

✔ 

10. The questionnaire can be used for
program evaluation purposes

✔ 

Reference  :   Stephen Borgani, Principle of Questionnaire Construction, 1996 
Elizabeth Martin, Survey Questionnaire Construction, 2006 
Kit Howard, Validating Questionnaires Kestrel Consultation, 2006 

Reviewed and Validated by: 

Dr. Marianne Shalimar G. Del Rosario 
(Signature over Printed Name) 
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Reference  :   Stephen Borgani, Principle of Questionnaire Construction, 1996 
Elizabeth Martin, Survey Questionnaire Construction, 2006 
Kit Howard, Validating Questionnaires Kestrel Consultation, 2006 

Reviewed and Validated by: 

Meredith Remchie D. Oliveros, MAF 
(Signature over Printed Name) 
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Angelo Joseph Bautista 
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APPENDIX C: CRONBACH’S ALPHA PILOT TESTING 

701



APPENDIX D: SURVEY QUESTIONNAIRE 
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APPENDIX F: THEMATIC ANALYSIS 

Main Theme 

Goals in Developing a Virtual Tour 

Achievement of Goals as a Driving Factor to 

Develop a Virtual Platform 
Limitless Technology 

Virtual Reality as a Tourism Trend 

Advantages of the Google Arts and Culture 
Platform 

Benefits of the Virtual Platform as a Driving 
Factor in Innovating a Virtual Experience 

Virtual Reality as a Promotional Material for 
Tourist Destinations 

Advantages of Going Virtual 

opportunities of VR during COVID 

advantages of VR 

Virtual Reality as a Marketing Strategy 

Virtual Tour as an Alternative Way in Visting 

Sites 

Virtual Reality within the New Normal Setting 

VR as a New Way to Experience a Site 

Budget and Costs Considerations 

Budget Security and Cost of Expenses as Key 

Considerations when Producing a Virtual Tour 
Budget Considers 

Budget Considerations 

Factors to Consider in Choosing a Virtual 

Technology Platform 

Driving Factors of the Developers when 

Choosing a Platform for Virtual Tour 

Google as a Platform for Tourism 

Platform Considerations 

Virtual Platform 

Generation and Production Consideration 

Factors that Led to the Selection of Featured 

Heritage Sites 

Factors to Consider in Choosing a Featured 

Sites 

Potential Destinations for Virtual Reality Tour 

Applications 

Site Considerations 

Data Considerations Considerations of Data Consumption as an 
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Data Considerations 
Important Factor in Developing and Producing a 

Virtual Tour 

Developer's Perception on Virtual Reality as a 

Subtitute for an On-site Visit 

Pendiing 
Virtual Reality VS Actual Reality 

VR is not a replacement 

Achievement of Goals SUBTHEMES 

Adapting to trends 
Adapting to Trends 

trend following 

wide-reaching tourism product 
Wider-reaching tourism product and promotions 

Wider reach 

Provision of non-physical tourism product 

Enable Virtual Visit Virtual visit 

Technology Connection 

Enticing people Entice People 

Benefits of the Virtual Platform SUBTHEMES 

Monitor visits 

Effective Monitoring of Visitors 
Measures effectivity 

Visitor Monitoring 

Precised Monitoring 

Supporting people in the Tourism 

Industry during the Pandemic 

Tourism Industry Opportunities amidst the 

COVID- 19 Pandemic 

focused on severly affected by the 

pandemic 

Aiding desire to travel 

Job Opportunities to those affected by the 

pandemic 

Compassion during Pandemic 

Assistance to the Tourism Industry during 

Pandemic 
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Virtual Reality Marketing 

Virtual Reality as a Promotional Material for 

Tourist Destinations Informative marketing 

Enticement 

Uniqueness of VR Tours 

Edge of Virtual Reality as a Tourism Platform 
Provision of Alternative Tourism 

Platform 

No physical Boundaries 

Platform SUBTHEMES 

User - friendly 

USER FREINDLY 

User friendly 

Easy Accessibility of public 

Ease of use 

Ease of access 

Easy Access 

Free of charge 
Price 

Google's Benefits 

VR as a platform and not an Application 
Existing 

Google Collaboration 

Accessibility of diverse audience 

Availability of the Platform to Cater Diverse 

Audience 

Available for all 

Divirsity of audience must be considered 

Wider Market reach 

Widely used Popularity 

SITE SUB THEMES 

Existing street views 
Availability of Street Views 

Street views' availability 

Frequently visited and seen sites 

Famous Attractions 
Famous Attractions 
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Fascinating 

Enticement and Accesibility 

Interesting sites 

Enticing 

Enticing sites 

Easiest 
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Hong Kong Millennials’ Acceptance and Preferences 
on Hotel Adopting AI Robots 

Lee, Man Yi & Bruce Tsui 
Bachelor of Arts (Honours) in Convention and Event Management 

School of Professional Education and Executive Development, 
The Hong Kong Polytechnic University 

Abstract 

Artificial intelligence (AI) adoption is assumed to be the future of hospitality and tourism. It is 
assumed that the hoteliers are uncertain whether robotic services can strategically add values 
to customers, thus, this research is to investigate Hong Kong Millennials expectations on hotel 
AI robots by conducting quantitative analysis. Hotel robotic functions will be classified into 
five dimensions according to the SERVQUAL model, whereas the most two critical influence 
towards consumers’ SMART hotel booking intention will be identified.  

Keywords: AI robotic hotel, Attitude, Service quality, Hospitality 
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1. Introduction 
 
Robots, artificial intelligence (AI) and service automation (RAISA) is assumed to be the future 
economy and will be taken place in the hospitality and tourism industry (Ivanov, 2019; Webster 
& Ivanov, 2019).  It is assumed that the phenomenon of travel product cocreated by machines 
and AI software will rise by 2030 (Bowen & Morosan, 2018). Adopting AI robots can create 
value for the hotel by enhancing customer services, increasing employee efficiency and rising 
their brand image, resulting in high ROI (Leung, 2019). Various academic journals (Nam et al., 
2020; Ruel & Njoku, 2020; Shamim et al., 2017) justified the AI robot’s adoption benefits in 
hotel operations and employee effectiveness, however, only few investigated the consumers’ 
preferences towards this revolution in hotel service delivery. Hence, this research will 
investigate to what extent Hong Kong (HK) Millennials accept AI robot or prefer human 
services; and to identify consumers expectations on hotel AI robots. It aims to explore the 
feasibility of AI robot’s adoption in HK hotels by conducting a market research so as to further 
develop hotels’ attributes and enhance the competitiveness of HK hospitality industry. 
 

2. Literature review 
 
2.1 Millennials  
 
Adults born between 1980 to 2000 are called Generation Y or Millennials, who are highly 
engaged with digital, gamified applications and are comfortable in smart environments 
(Skinner, Sarpong & White, 2018; Veiga, et al., 2017). It is assumed that they will be the major 
potential customers of smart hotels with AI robot adoption, hence, they will be the interviewee 
in this research.  

2.2 Hotel Robot Butler 
 
A significant example of smart hotels, FlyZoo Hotel is a nearly contactless, robotized hotel, 
where customers reserve the hotel and check-out all by a mobile application and facial 
recognition seamlessly (Brennan, 2019). With Internet of Things (IoT), hotel robots provide 
three main solution, including voice-control interaction similar to Amazon Alexa as guests’ 
personal butler; performing repetitive tasks, such as deliver meals and luggage directly to hotel 
rooms; concierge services, fast check-in via mobile gadget; and instant translation services (Car, 
Stifanich & Šimunić, 2019; Kansakar, Munir & Shabani, 2019; Leung 2019). The purpose of 
adopting AI robots is to create value and enhance guest experiences, as customers can pay less 
effort to achieve personal needs. Travel convenience and cultural exchange can be intensified 
through AI robots (Leung, 2019). Customers’ data such as room preferences will also be 
recorded so as to provided more personalized services (Car, et al,. 2019). The reason why hotel 
robot will be the prospect of the hospitality industry, is that AI is constantly learning and 
systems are developing voluntarily and involuntarily, consequently creating a more engaged 
ambience and hotel experience (Slade, et al., 2015) 
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2.3 Millennials’ preferences on hotel robots 

Several factors may be the reason why Millennials prefer hotel robots over interacting with 
staffs, including anxiety caused by human contacts, convenience, curiosity, customized 
experiences, higher responsiveness, and privacy protection (Kim, et al., 2021; Kansakar, et al., 
2019; Leung, 2019; Zhong & Verma, 2019). Millennials prefer less human contacts and prefer 
user-friendly interface on mobile applications or robots, as it is more convenient and has higher 
efficiency Due to the automation of AI robots, it has higher responsiveness rate to perform 
tasks and convenience. Hence, with the ease of use, Millennials will prefer robot services. The 
hypothesis is that there is a positive relationship between responsiveness of hotel robots and 
HK millennials’ willingness on booking reservation at SMART hotel ; there is a positive 
relationship between assurance of hotel robots and HK millennials’ willingness on booking 
reservation at SMART hotel. 

However, some consumers still have negative attitude on robots and prefer human interactions, 
as they emphasize the perspective of empathy in service quality. According to the SERVQUAL 
model, empathy defined as services with high level of understanding the customers with 
accessibility (Berry & Parasuraman, 1997). Consumers think that only default, pre-
programmed responses will be received if AI robots completely replaced human staffs, which 
is not flexible enough. They believed that hotels are the symbol of hospitality that signifies  
value of human and human touch would determine the satisfaction of hotel experiences 
(Lashley & Morrison, 1997). Customers expectation on hotel robots will be divided into five 
criteria according to the SERQUAL model and discussed in the findings.  

3. Methodology

This study will adopt the quantitative method and statistical analysis will be performed with 
statistical package for the social science. A survey will be designed to investigate the 
relationship between Hong Kong millennials and Hotel AI Robots; and the relationship 
between Hotel AI Robots and HK millennials’ intention in staying in robotic hotels. The survey 
will be conducted as online surveys and distributed through college emails and hotel review 
pages on social media, so as to ensure the interviewees are at the range of 21 to 41 years old. 
The sample size will be 100 respondents. The survey will be carried out in March 2021.  

The design of questionnaire will initially ask the interviewees whether they were born between 
1980 to 2000. Then, question on general willingness of booking a reservation in a SMART 
hotel will be asked. Subsequently, the modified Likert scale will be adopted in the questions 
about the expected service performance of hotel robots according to five criteria of 
SERVQUAL model. Respondents are requested to choose a response on a scale 1 to 5. 1 
indicates an extremely low for expectations respondents and 6 meant the highest level of 
expectations. Demographic information including age, gender, educational level will be put in 
the last part of the survey. Three tests will be undergone after data-collection, which are 
descriptive data analysis, one-way NOVA test and linear regression analysis with 0.95 
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confidence interval by default. It is assumed that critical factors and preferred robotic functions 
influencing the millennials’ willingness to reserve SMART hotels can be found from those data 
analysis.  

Table. 1 Survey questions based on SERVQUAL model (Zhang & Qi, 2019) 

SERVQUAL 
dimensions 

Questions 

Tangibles 

1. It is expected hotel robots has eye-catching designs.
2. It is expected hotel robots can provide concierge services.
3. It is expected hotel robots will deliver luggage.
4. It is expected hotel robots will prepare my meals and deliver to my room.
5. It is expected hotel robots can provide in-room entertainment.
6. It is expected hotel robots is available in different payment options.

Responsiveness 
1. It is expected hotel robots communicate with you proactively.
2. It is expected hotel robots responses immediately.
3. It is expected to have high interaction level with hotel robots.

Reliability 

1. It is expected hotel robots’ speed is faster than human services.
2. It is expected hotel robots has higher service accuracy than human services.
3. It is expected hotel robots will not misunderstand my questions and orders.
4. I am willing to pay higher price to an smart hotel than a hotel with same ratings.

Assurance 

1. It is expected hotel robots is connected to the hotel mobile application.
2. It is expected hotel robots is voice-controlled.
3. It is expected hotel robots is highly confidential with customers’ information.
4. It is expected hotel robots is commanded in multi-language.

Empathy 

1. It is expected hotel robots can provide tailor-made services to different customers.
2. It is expected hotel robots can provide customized answers more than default answers.
3. It is expected hotel robots can identify my facial expression.
4. It is expected hotel robots can interpret human speech tones.
5. It is expected hotel robots are more polite than human staff.

4.Findings

The survey was distributed online through social media, and eventually reached a sample sixe 
of 105 in total by snowball sampling method.  

4.1 Descriptive data analysis 

Descriptive data analysis was undergone to interpret respondents’ demography and to calculate 
their general willingness towards reserving SMART hotels served by robots. Besides, the 
robotic functions were divided into five dimensions according to the SERVQUAL model and 
the most essential factor were identified.  
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The survey target population was adults aged 21 to 41 years old in HK. The proportion of the 
gender distribution was relatively balanced, which 54.3% of the respondents were male and 
45.7% were female. 71.5% of the respondents’ educational level is bachelor degree or above 
(Table 2). 

Table 2. Demographic profile of respondents 

Variable Frequency (N=105) Percent (N=105) 
Gender 
Male 57 54.3 
Female 48 45.7 
Education Level 
Secondary school or below 18 11.4 
Associate degree or Higher Diploma 12 17.1 
Bachelor degree 68 64.8 
Master degree or above 7 6.7 

According to Table 3, half of the respondents (54.3%) were interested in booking reservation 
at SMART hotel and the overall mean was 3.67 (Table 4). It indicated that respondents felt 
neutral towards the concepts of SMART hotels and did not have high intentions on booking 
reservations. Table 5 indicated respondents’ average expectation levels towards hotel robots 
function based on the five dimensions in the SERVQUAL model. The value of responsiveness 
and assurance earned the highest rate, which is 3.95 and 3.95 respectively (Table 5). The results 
showed that these two aspects were the most critical influence on SMART hotel reserving 
intentions. The overall expectation level was attached in Appendix A.  

Table 3. HK millennials’ general willingness on booking reservation at SMART hotel 

General willingness Frequency Percent 

Totally not interested in 4 3.8 

Not interested in 7 6.7 

Neutral 23 21.9 

Interested in 57 54.3 

Extremely interested in  14 13.3 

Table 4. HK millennials’ general willingness on booking reservation at SMART hotel 

N Mean Standard deviation 

General willingness to book 
a reservation at a SMART hotel 105 3.67 0.93 
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Table 5. Average value of SERVQUAL five dimension 

N Mean Standard deviation 
Tangible average 105 3.58 .17 
Responsiveness average 105 3.95 .56 
Reliability average 105 3.61 .45 
Assurance average 105 3.86 .48 
Empathy average 105 3.36 .10 

4.2 Mean test (One way ANOVA) 

One way ANOVA was conducted to determine the differences in the general willingness 
towards booking reservation between the demographic groups. In table 6, there is no 
statistically significant differences between female and male’s attitude towards SMART hotels 
(p-0.68). However, there is significant differences between groups with different educational 
level (p-0.00) (Table 7). Further test was conducted to calculate the mean among those groups, 
which the results indicated that respondents with bachelor degree has the highest rating (3.91) 
in willingness on booking reservation at SMART hotel (Table 8).  

Table 6. ANOVA: Gender 

General willingness 
Gender Sum of squares df Mean square F Sig. 

Between groups .15 1 .15 .18 .68 
Within groups 89.18 103 .87 
Total 89.33 104 

Table 7. ANOVA: Educational level 

General willingness 
Educational level Sum of squares df Mean square F Sig. 

Between groups 15.74 3 5.25 7.20 .00 
Within groups 73.59 101 .73 
Total 89.33 104 

Table 8. The general willingness on booking reservation at SMART hotel HK millennials in 
different educational level   

Frequency Mean Standard deviation 

Secondary school or below 12 2.89 1.41 

Associate degree or Higher Diploma 18 3.42 1.08 

Bachelor degree 68 3.91 0.59 

Master degree or above 7 3.71 0.76 
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4.3 Linear regression analysis 
 
In this research, it was hypothesised that “there is a positive relationship between 
responsiveness of hotel robots and HK millennials’ willingness on booking reservation at 
SMART hotel” and  “there is a positive relationship between assurance of hotel robots and HK 
millennials’ willingness on booking reservation at SMART hotel.”  The regression test was 
employed to test these hypothesis, which the results were presented in Table 9 and prove the 
hypothesis were positive. It indicated that there is statistically significant relationship between  
all functions in the dimension of responsiveness and HK millennials’ willingness on booking 
reservation at SMART hotel (p < 0.05, p=0.05; 0.01; 0.00). Table 9 prove the positive 
relationship between assurance of hotel robots and HK millennials’ willingness on booking 
reservation at SMART hotel (p < 0.05, p=0.03; 0.01; 0.00; 0.03). The overall p value of 
assurance functions is slightly lower than that of responsiveness functions, hence assurance has 
a stronger positive relationship.   
 
Besides, an unexpected result was found that two robotic functions in the aspect of reliability 
were positively related to HK millennials’ willingness on booking reservation at SMART hotel. 
The functions were that hotel robots were speedier and had higher accuracy than human staff 
(p , 0.05, p=0.02; 0.04). The details of robotic functions in terms of reliability would be further 
deliberated in the discussion.  
 
Table 9. Regression analysis for hotel robot functions affecting HK millennials’ willingness on 
booking reservation at SMART hotel 
 

Variable 
Unstandardized 

Coefficients t-value p-value 

  B 
Standard 

Error     

Tangible     
Eye-catching designs -.26 .38 -.69 .50 
Concierge services -.43 .04 -1.09 .28 
Luggage delivery .18 .04 .46 .65 
Preparing meals .19 .04 .47 .64 
In-room entertainment -.35 .03 -1.02 .31 
Different payment option .01 .04 .23 .82 

Responsiveness     
Proactive communication .13 .06 2.00 .05 
Immediate response .15 .05 2.66 .01 
High interaction level .27 .06 4.30 .00 

Reliability     
Speedier than human staff .16 .07 2.44 .02 
Higher accuracy than human staff .09 .04 2.06 .04 
Willingness to pay higher price -.01 .04 -.16 .87 
No misunderstandings with commands -.02 .05 -.41 .69 
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Assurance     
Connection with mobile app .12 .05 2.26 .03 
Voice-controlled .12 .05 2.53 .01 
Highly confidential .17 .06 3.10 .00 
In multi-language .13 .06 2.29 .03 

Empathy     
Tailor-made services -.01 .04 -.18 .86 
Customized answers over default answers .06 .03 1.89 .06 

Facial expression identification .05 .04 1.19 .24 
Speech tone interpretation -.01 .04 -.30 .77 
More polite than human  -.01 .04 -.05 .96 

 
Adjusted R square = .88, F = 36.84, significance F = 0.00 
 
 

5. Discussion and conclusion 
 
5.1 Discussion 
 
According to the descriptive test results, HK millennials were not highly willing to stay in 
SMART hotels and served by AI robots. The results signified that robotic hotels are still in the 
beginner stage, which has not receive high level of mainstream acceptance yet. The reason why 
AI robots adoption is not generally seen in the hotels may due to the uncertainties in terms of 
organization, technology and value to customers (Baker, 2012; Nam et al., 2020). These factors 
refer to financial justifications and staff resistance in the organization; technological 
complexity; and whether AI robot adoption is strategically value-adding to customers. 
Therefore, this research helped to classify a prospect market and identify their preferences on 
robotic functions for future use. 
 
From the perspective of market segmentation, millennials who were born between 1980 to 
2000, were advised to be the target market as they are technology experts and have high 
acceptance of new technologies, which mitigate the problem of consumers not understanding 
how to work with the AI robots (Sima, 2016). Age and gender are not influential factors. From 
Table 7, it showed that there are significant difference on willingness of booking SMART hotel 
between millennials from different educational background, which respondents with higher 
education level are more willing to stay in SMART hotels served with robots. It may due to 
higher educational level would obtain more technological knowledge on using the hotel robots. 
 
Besides, the main objective of the study is to identify HK millennials’ expectations and 
preferences on AI robots and to explore which function criteria are the most vital influence 
affecting their booking intention on AI robotic hotels. According to the research results, the 
responsiveness and assurance functions significantly affect their booking intention. 
Responsiveness defined as staff’s readiness to provide services; while assurance are the 
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combination of communication, competence, credibility and security (Zeithaml, Berry & 
Parasuraman, 1988). Apart from the proposed hypothesis, it is found that functions in terms of 
reliability also has a significant influence on HK millennials booking intention. Reliability 
refers to the performance accuracy and consistency (Zeithaml, Berry & Parasuraman, 1988). 
From Table 9, two expectations could be identified, which are the speed and accuracy of AI 
hotel robots. The results’ logic may indicate that HK millennials has major concern on services 
efficiency and effectiveness when they consider booking reservation at a hotel or during their 
hotel selection process. Millennials prefer AI robots over human staff as it response quicker 
and have higher accuracy with the ease of usage. From Table 9, the voice-controlled and multi-
language robotic function showed that millennials expected robots are simple to use and has 
high efficiency rate by involving norms and knowledge in various area that satisfy their needs. 
From the research result, millennials’ perception on hotel service quality can be determined. 
Despite SERVQUAL model can only help the hotel to identify their service gaps and to 
mitigate the gaps accordingly so as to enhance the service quality, but not directly raising 
customer satisfaction. The hoteliers can adopt SERVQUAL model as a blueprint to explore 
their prospect and target segments’ perceptions and needs. By recognizing which dimension is 
the most important determinant affect, the hoteliers can focus on developing the product in that 
particular aspect. From this research result, it is advised that hoteliers should provide highly 
responsive AI robot with simple and user-friendly interface which can provide services 
effectively and efficiently. Eventually, it may increase millennials’ willingness on booking 
reservation in SMART hotels. 

5.2 Limitations and future studies 

The major limitation of the research is the survey sample size. It is acknowledged that the 
research would be more trustworthy with a larger sample size, yet, due to the limited time, the 
survey sample size only reached 105. The research has only investigate the contrast between 
different gender group and education level group, a more thorough research can be undergone 
in the future, including investigating SMART hotel booking intention of consumers with 
travelling behaviour. Since business travellers and leisure travellers’ perceptions have 
significant contrast, further research can be conducted as market research and to identify which 
market segment would be a better prospect for the AI hospitality sector.  

The robotic functions may not be linear to the five dimensions of SERVQUAL model, as it is 
only the researchers own assumptions. Further research on the categories of hotel robotic 
functions should be done. Moreover, there might be research gaps, as researchers were not able 
to specify the robotic functions in details, which may cause misunderstandings between 
researchers and respondents. In the future, descriptions on robotic functions could be more 
comprehensive to minimize discretions and to conduct a more inclusive research on the public 
acceptance and attitude towards AI robots in SMART hotels.  
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5.2 Conclusion 

The research investigate HK millennials’ SMART hotel booking intention and their preference 
on hotel AI robotic functions, which indicated that the AI robots adoption in hotels is feasible. 
However, the current stage is just the beginning, whereas some of the uncertainty were not 
solved yet. Hence, robots are not the main trend and generally adopted in the hospitality 
industry.  
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7. Appendix 
 
Appendix A – HK millennials’ expectation on hotel robots functions 

 
Robotic Functions Mean Standard deviation 

Tangible   
Eye-catching designs 3.65 .99 
Concierge services 3.55 .89 
Luggage delivery 3.73 1.00 
Preparing meals 3.52 .99 
In-room entertainment 3.29 1.02 
Different payment option 3.75 .93 

Responsiveness   
Proactive communication 3.97 .77 
Immediate response 4.00 .82 
High interaction level 3.89 .85 

Reliability   
Speedier than human  3.92 .87 
Higher accuracy than human 3.95 .97 
Willingness to pay higher price 3.58 .90 
No misunderstandings with commands 2.97 1.11 

Assurance   
Connection with mobile app 3.90 .83 
Voice-controlled 3.85 .84 
Highly confidential 3.80 .89 
In multi-language 3.90 .78 
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Empathy 
Tailor-made services 3.50 1.01 
Customized answers over default answers 3.41 1.15 
Facial expression identification 3.23 1.13 
Speech tone interpretation 3.35 1.07 
More polite than human  3.30 1.08 
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Abstract 

Majority of the travellers are interested in visiting destinations under dark tourism. However, 

they are not aware of the concept itself which reflects the struggles in the promotion of these 

destinations. Based on the statistics the relationship of planned behaviour and motivation has a 

mixed result wherein in some components have a neutral response. This explains that Dark 

Tourism is undergoing the societal issue in our community. Therefore, the researcher 

recommends that establishments or authorities should make an effort in developing these 

destinations that are abundant in the country, thus they should create innovation marketing or 

promotional strategies to enhance the knowledge of the community because Dark Tourism has 

a potential of being a special interest tourism that can inflate the statistics of our tourism and 

hospitality industry. 

Keywords: Awareness, Dark Tourism, Interest, Marketing, Promotion 

1. Introduction

Welcome to the dark side! Did you know that every year, it is said that there is a huge 

percentage of tourists around the world that travel to some of the unhappiest places on earth 

such as places that experience accidents, natural disasters, historical tragedy, or infamous 

deaths? (Sampson, 2019). In the Tourism & Hospitality Industry, there are actually different 

types of tourism. However, the focus of this research is about one particular branch of tourism 

– the ‘Dark Tourism’. In present times, dark tourism is not a well-known term but it is a well-

recognized concept among the industry especially in the academic world, which became an

increasingly popular research topic in the tourism industry. There are various experts in this

phenomenon that stated and studied that this type of tourism is actually rooted from a long

history, existing in the old times when people would travel to witness public executions and is

still seen in the industry in present generations (Jahnke, 2003, p.6).

It is known that tourism is one of the major livelihoods of the people in the Philippines. The 

Philippine’s tourism industry has generated some 245 billion pesos from international visitors 

or foreigners that are travelling in the country and this data is collected during the first six 

months of the year 2019. (Department of Tourism, 2019) Even if there are many destinations 

in the philippines, showcasing a lot of different types of tourism. However, we also have many 

destinations falling under the category. Filipinos are actually unknowingly visiting dark places 

which Prof. Telig (n.d) pointed out that Filipinos have interest in things dark and creepy 

because we grew up having a culture of listening to stories about myths about mythological 

creatures, eerie stories about ghosts and more. Which gives possibilities that dark tourism has 

actually given that fact that it can be a new phenomenon in our industry, wherein it just needs 

correct awareness and ways to promote it. 
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Whereas, in this study the researcher aims to determine what is the level of awareness, interest 

of travellers regarding dark tourism destinations in the philippines. As well as to determine if 

the planned behavior and possible motivations of the travellers of metro manila that affects the 

decision in exploring dark tourism attractions in order to provide marketing strategies on Dark 

Tourism based on the response of the Travellers. While it is the aim of this research to provide 

awareness for the readers about dark tourism and share these dark destinations that are found 

in the Philippines. 

In this study the researcher seeks to answer the following: 

1. What is the level of awareness of the travelers regarding the Dark Tourism concept in

the Philippines?

2. What is the level of interest of the travelers in visiting places related to Dark Tourism?

3. What are some possible reasons or motivations that the travelers might want to visit

“dark tourism” sites?

2. Literature Review

2.1. Different Concepts of Dark Tourism 

The term thanatourism was first coined by A.V Seaton (1996).  In his paper, he defines dark 

tourism as a type of tourism that involves people who are motivated by their desire on actual 

or symbolically to encounter with death, distress, paranormal, and tragedy. The author notes 

that dark tourism is a travel dimension of ‘thanatopsis’ which is why it is called ‘thanatourism’ 

which this concept explains that it is something that people engage into when they have desire 

that motivates an individual to be interested to learn and experience some objects or place that 

has undergo tragedy and death because they are fascinated with death itself. 

However, in contrast to Seaton's concept, according to Lenon and Foley (2000) elements such 

as politics, sociology, and current technologies are important factors in creating dark tourism 

sites due to the events that occurred at the sites themselves. 

Dr. Philip Stone, in his book ‘The Darker Side of Travel: The Theory and Practice of Dark 

Tourism’, stated that there is a force or something essential in dark tourism that attracts people 

which produces varying levels of emotional intensity – that makes us interested in the social 

reality of their own life-world wherein we empathize with situation of the attraction. 

In simple concepts, Blom (2000) defined black tourism as a “morbid tourism” wherein “focuses 

on sudden violent death that quickly attracts large numbers of people” as well as “attraction-

focused artificial morbidity-related tourism” (p. 32). While in Rojek’s (1997) theory, he 

referred to dark tourism as “black spot tourism,” wherein it can be categorized as “nostalgic” 

sites such as national cemeteries and disaster sites that he defined as “analytically distinct from 

Black Spots as sensation sites” (p.63). 

2.2. Dark Tourism in the Philippines 

As we can see Dark Tourism is a large concept, and is actually very popular around the world. 

However, how is the situation of dark tourism in our country? It is not surprising that dark 

tourism is relatively present because the Philippines is already steeped in rich history. However, 

Dark tourism is still a developing industry or part of tourism, and we can actually see signs of 
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progress wherein a lot of dark tourism destinations are getting preserved and becoming famous 

like Intramuros. [13] (Uy, 2019) There are many projects arising in the development of dark 

tourism. For example, in 2017, the Housing and Urban Development Coordinating Council 

(HUDCC) announced that they were planning to preserve the ruins of the Marawi siege (an 

armed conflict in 2017 at Lanao del Sur) as a tourist spot. [14] (ABS-CBN News, 2017). 

 

Another plan of the government in terms of dark tourism, is the plan or blueprint of the Human 

Rights Violations Victims Memorial Commission to build the ‘Freedom Memorial Museum’. 

It is a building that commemorates the victims during the Martial Law era under the late dictator 

Ferdinand Marcos.  

 

There are a lot more of the dark tourism destinations in the Philippines and all of these tourist 

spots are circulating in five (5) types of dark tourism.  The Philippines is a country with a long 

history of colonization, and was strongly influenced for its culture and traditions. This impact 

can vary from our language and foods and into the many superstitions that some Filipinos take 

to heart. It is observed that many Filipinos still believe and apply traditional practices, beliefs 

and traditions. They are still strongly rooted to the superstitious beliefs that they believe could 

help them deal with day-to-day occurrences and events. (Daskeo, 2012) These beliefs can vary 

from superstitious such as mythical creatures, made the Filipinos be more aware of such things 

and it can be still observed until now. 

 

2.3. Marketing Status of Dark Tourism as Domestic Tourism 

There is a growth and development of special interest in dark tourism due to the articles and 

researches of many authors and researchers. And this reflects constantly in the growing 

diversity of different relaxation, recreation and new adventures in post-modern society (Genov, 

2008, p.13) 

 

There is a phenomenon in the tourism and hospitality industry, where tourists are actually 

looking for an emotional stimulus, wherein that want to personalize their destination with 

feeling rather than buying the product. And this phenomenon is called the ‘special interest 

tourism’ which appeared in the 80-ies. (Minic, 2012). This can relate to dark tourism because 

the dark destinations’ product is producing emotions for the tourist to actually feel the situation 

that happened as well as remembering the people that suffered. 

 

Recently, the rapid growth of new technologies such as the internet and social media has had a 

strong impact on tourism marketing. However, in the relation of dark tourism and the media, 

there are many issues and challenges. Such as the issue of how death is presented to mass 

audiences which made it actually complex and complicated. Especially in the times today, 

social media is an important factor in the industry due to the fact that it acts as a mediator 

between a destination and potential tourists. It builds and creates strategies to gain tourists in a 

destination, and to increase the demand and supply. Using the media authorities can provide 

the public with a general understanding of, and encourage an interest in, dark tourism sites. 

However, we should be cautious about what information we rely on due to the fact that it can 

result in more debates and issues about dark tourism in the community. (Seaton & Lennon, 

2004). 
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3. Methodology

3.1. Research Design 

A Descriptive Research Design was used in this paper, to gather more definite relevant possible 

answers from the respondents according to their opinion and to distinguish the level of 

awareness among travellers in the proximity of metro manila regarding dark tourism. 

Furthermore, the quantitative research method was also used where the research questions that 

were used in the questionnaire involve the application of Likert scale regarding their level of 

awareness & interests, motivation and possible opinion about the marketability of dark tourism 

destinations in the Philippines. 

3.2 Theoretical Framework 

Figure 6: Theory of Planned Behaviour Construct (Ajzen, 1975) 

The theory that is applied in this research is the ‘Theory of Planned Behaviour Model” by 

Azjen. This theory focuses on an individual’s attitude toward a topic or object which is affected 

by factors such as beliefs, attributes and other things that influence him/her. (Fishbein & Azjen, 

1975). This theory is applied in parts of the questionnaire to be able to identify the behavioural 

intentions of the respondents regarding dark tourism.  

3.3 Respondents of the Study & Sampling Procedures 

Convenience sampling method was utilized in choosing respondents. It is the most commonly 

used sampling technique as it is not complicated, and respondents are easily approached to be 

part of the sample especially since the situation at hand is hard due to the pandemic restrictions. 

The subjects of the study are mainly the travellers in metro manila. Simple random sampling 

is going to be used in determining the sample. The data to be used in this study will be gathered 

from the responses of the selected respondents. The research quote sample of (385) three 

hundred eighty-five respondents that are travellers residing in the proximity of Metro Manila. 

The sample quota was calculated with the total population of Metro Manila in 2020, which is 

approximately 12,000,000. With the confidence level of 95 percent and a margin of error of 5 

percent, the sample size result is 385 respondents. The researcher was only able to gather 160 

respondents. 
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3.4 Procedures for Data Collection 

The researcher distributed the survey questions online with the use of Google forms 

application. 

The researcher will use a structure/close-ended questionnaire where it provides relevant 

possible answers from which the respondents are asked to select the appropriate answers in the 

Likert scale according to their opinion. Once all the questionnaires are answered and gathered, 

the data collected in the online survey will be tallied and tabulated. 

3.5 Procedures for Data Analysis 

The collected answered questionnaires were sorted out. And the data that was gathered was 

tabulated, tallied, analysed and interpreted using frequency distribution, percentages and mean 

ranking to carry out the objectives of the study. Descriptive statistics such as the frequency, 

percentage was used to present the ranking of topics under the data. Those findings were put 

into tables for graphic presentation for easily accessible data. 

4. Results

4.1. Profile of the Respondents 

The data shows the breakdown of the respondents by sex of which eighty-four (52.5%) or 

majority of the respondents are male while the other seventy-six (47.5%) are female. Wherein 

ninety (56.25%) of the respondents are fifteen to twenty-five or known as the Gen-Z, followed 

by twenty-six to forty-three years old (31.25%) or known as the Millennials/Gen Y, while the 

forty-four to fifty-four years old (12.50%) or known as the Gen X is the lease frequency among 

all. As for the times of travelling the highest frequency is 7 or more time (42.2%) followed by 

3 to 5 times (31.87%) and last is 1 to 2 times (25.63) 

With a weighted mean of 2.55 of the respondents, they are familiar about the concept of Dark 

Tourism and 60% of them answered that they have visited these destinations found in the 

Philippines. While 40% said they have never. 

4.2. Types of Dark Tourism 

The respondents were asked for their interest for each category. Where the analysis of the level 

of interest to visit places that related to the given type of dark tourism, the following are the 

ranking of the variables: The indicator, ‘War’ yielded the highest weighted mean of 2.81. 

Followed by Dungeons with a weighted mean of 2.71. Followed by ‘Tragedy’ with a weighted 

mean of 2.69. Followed by ‘Dark Museums’ a weighted mean of 2.67. Followed by ‘Death’ 

with a weighted mean of 2.59 and lastly, the indicator that states ‘Paranormal/Horror’ got a 

weighted mean of 2.41. 

4.3. Marketability 
The analysis of the respondent’s choice the type of tourism that they want to experience in their 

tour, the following are the ranking of the variables: The indicator, ‘I would consider 
adding/have gone to historical war places on my tour itinerary’ yielded the highest weighted 
mean of 2.98, It is followed by the indicator, ‘I would consider going/have gone to 
cemeteries/memorials to visit loved ones or remember the dead’ with a weighted mean of 2.9, 

followed by ‘I would consider going/have gone to dark tourism festivals/events’ with a 
weighted mean of 2.79, followed by two indicators namely ‘I would consider going/have gone 
to paranormal places on my tour itinerary’ and ‘I would consider going/have gone to dark 
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tourism factories or scream events on my tour itinerary’ with a weighted mean of 2.62, followed 
by ‘I would consider going to places like the slums on my tour itinerary’ with a weighted mean 

of 2.54, and lastly, the indicator that states ‘I would consider adding/have gone to cemeteries 
on my tour itinerary’ with a weighted mean of 2.27. 

Behavioral Intentions 

The data analysis of the respondents’ choice of their behavioural intentions regarding dark 
tourism, the following are the ranking of the variables: The indicator, ‘I would want to visit a 
Dark Tourism site in the future’ yielded the highest weighted mean of 3.72, It is followed by 

the indicator, ‘I would want to visit a Dark Tourism site in the future’ with a weighted mean of 
3.57, followed by ‘I prefer having a self-guided tour when visiting dark tourism destinations’ 
with a weighted mean of 3.19, and lastly, the indicator that states ‘I prefer having a list of 

scheduled events (tour, etc) when visiting a dark tourism destination’ with a weighted mean of 
3.40. 

Subjective Norm 

The data analysis of the respondents’ choice of their subjective norm regarding Dark Tourism 
ranking of the variables: The indicator, ‘Most people I know would like to visit Dark Tourism 
locations’ yielded the highest weighted mean of 3.49, It is followed by the indicator, ‘People I 

know would think I should not visit Dark Tourism sites’ with a weighted mean of 3.46, and 
lastly, the indicator that states ‘People I know would disapprove of visitations of Dark Tourism 
sites.’ with a weighted mean of 2.55. 

Perceived Behavioural Control 
The tabulated analysis of the Respondents’ choice of their perceived behavioural control 
regarding Dark Tourism shows that the Analysis of the Respondents’ choice of their perceived 

behavioural control regarding Dark Tourism, the following are the ranking of the variables: 
The indicator, ‘If I wanted, I could easily afford to visit a Dark Tourism site’ yielded the highest 
weighted mean of 3.42, and lastly, the indicator that states ‘There are Dark Tourism location(s) 

within reasonable driving distance from my home’ with a weighted mean of 2.59. 

Attitude 

The tabulated analysis of the Respondents’ choice of their attitude regarding Dark Tourism.  
Wherein the following are the ranking of the variables: The indicator, ‘Educational’ yielded 
the highest weighted mean of 3.93, It is followed by the indicator, ‘Exciting’ with a weighted 
mean of 3.63, followed by two indicators namely ‘Fun’ and ‘Life-Changing’ with a weighted 

mean of 3.41, followed by two indicators namely ‘Pleasant’ with a weighted mean of 2.58, and 
lastly, the indicator that states ‘Unethical’ with a weighted mean of 1.75. 

4.4. Motivations 

Unique Learning Experience 
As for the analysis of the Respondents’ type of motivation regarding dark tourism based on 

unique learning experience, the following are the ranking of the variables: The indicator, 
‘Because I want to learn from the past’ yielded the highest weighted mean of 3.91, It is followed 
by the indicator, ‘Because I want to try something new’ with a weighted mean of 3.84, followed 
by two indicators namely ‘Because I want to something out of the ordinary’ with a weighted 

mean of 3.79, followed by ‘Because I want to experience place(s) many people have not been 
or visited’ with a weighted mean of 3.71, and lastly, the indicator that states ‘Because it is a 
known tourist attraction’ with a weighted mean of 3.44. 
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Casual Interest 

For the analysis of the Respondents’ type of motivation regarding dark tourism based on casual 

interest, the following are the ranking of the variables: The indicator, ‘Because I want to better 

understand what happened’ yielded the highest weighted mean of 3.98, It is followed by the 

indicator, ‘Because I find it interesting and intriguing’ with a weighted mean of 3.92, followed 

by two indicators namely ‘Because of curiosity’ with a weighted mean of 3.91, followed by 

‘Because I feel the rush of adrenaline’ with a weighted mean of 3.09, and lastly, the indicator 

that states ‘Because I like the feeling of danger’ with a weighted mean of 2.5. 

 

Engaging Entertainment 

The data shows motivation of the respondents based on engaging entertainment, the following 

are the ranking of the variables: The indicator, ‘Because I want to feel closer to my 

heritage/culture’ yielded the highest weighted mean of 3.74, It is followed by the indicator, 

‘Because I want to meet people with similar interests’ with a weighted mean of 3.42, followed 

by two indicators namely ‘Because It has been featured on television shows’ and ‘Because I 

want to see the improvement/ changes of the dark tourism location’ with a weighted mean of 

3.41, and lastly, the indicator that states ‘Because I find escape and relaxation’ with a weighted 

mean of 2.7. 

 

Dark Experience 

Last but not least is the motivation regarding Dark Tourism based on how respondent s are 

motivated to have a Dark Experience, the following are the ranking of the variables: The 

indicator, ‘Because I want to experience the paranormal activity’ yielded the highest weighted 

mean of 3.54, It is followed by the indicator, ‘Because I want to see the wreckage/debris of the 

dark tourism location’ with a weighted mean of 3.48, followed by namely ‘Because I want to 

“see it in order to believe it”’ with a weighted mean of 3.43, followed by three indicators 

namely ‘Because I want to honour the dead’, ‘Because I want to satisfy my fascination with 

abnormal and bizarre events’ and ‘Because I want to show empathy with the victims’ with a 

weighted mean of 3.41, and lastly, the indicator that states ‘Because I am interested in seeing 

sites linked to death and suffering’ with a weighted mean of 3.22. 

 

4.5. Promotion 

In this part of chapter, the tabulated analysis of the possible ways to Dark Tourism in the 

Philippines based on Dark Tourism. 

 

Ways To Advertise 

The data collected here shows the analysis of the possible ways to advertise dark tourism in the 

Philippines based on the respondents’ answer, the following are the ranking of the variables: 

The indicator, ‘I would consider going to a dark tourism site that is highly rated by influencers 

and other people online’ yielded the highest weighted mean of 3.57, It is followed by the 

indicator, ‘I would consider going to a dark tourism site if it was highly recommended by a 

close friend or relative’ with a weighted mean of 3.53, followed by namely ‘I would consider 

going to dark tourism sites because of its aesthetic vibe or to share in social media’ with a 

weighted mean of 3.44, followed by ‘I would consider going to dark tourism sites because of 

its aesthetic vibe or to share in social media’, with a weighted mean of 3.44, and lastly, the 

indicator that states ‘I would consider going to a dark tourism site that has a strong social media 

presence’ with a weighted mean of 3.2. 
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Reasons That Affect The Promotion 

The data collected about the analysis of the possible reasons that affects the promotion of Dark 

Tourism in the Philippines, the following are the ranking of the variables: The indicator, ‘I 

believe that dark tourism is not famous in the coussssssssntry because it isn't marketed well in 

the Philippines’ yielded the highest weighted mean of 3.52, It is followed by the indicator, ‘I 

believe that dark tourism is not famous in the country because people are not familiar with Dark 

Tourism’ with a weighted mean of 3.51, followed by ‘I believe that dark tourism is not famous 

in the country because people think it is unethical’, with a weighted mean of 3.46, and lastly, 

the indicator that states ‘I believe that dark tourism is not famous in the country because it is 

portrayed as a bad thing’ with a weighted mean of 3.44. 

5. Discussion and Conclusion

5.1. Discussion and Conclusion 

The Dark Tourism Concept 

From the start of the survey in the findings, the majority of the population of the travellers in 

Metro Manila which is represented by the respondents are ‘Familiar’ with the concept of Dark 

Tourism. This reflects that the participants have a little knowledge. Whereas, it is summarized 

that these travellers are also Interested in All Types of Dark Tourism especially War and 

Tragedy Tourism, which is currently the most abundant attraction found in the Philippines.  

Marketability Of Dark Tourism 

In the discussion of the marketability of dark tourism in the Philippines it is collected that more 

interested in putting historical war destinations, visitations of cemeteries to commemorate their 

dead loved ones or other important dead people as well as attending dark tourism 

factories/scream events on their itinerary. Which reflects that when defining a relationship 

between the frameworks, travellers are interested in acquiring or consuming an experience that 

is based or connected on their emotional stimuli rather than the physical product itself. That it 

is why the government should focus on this in the promotion of dark tourism by creating 

promotional strategies that catches the motivations of tourist that is driven by wanting to have 

a unique learning related to learning more about our history and being able to connect to the 

story of our ancestor or relatives. Furthermore, this is the essence of making them feel emotions 

like feeling closer to their heritage as well as engaging experience where they want to meet 

people with the same interest while seeing the improvement of the location where in some time, 

they have seen it featured in the television. Because over-all that’s the essence and goal of Dark 

Tourism, to be able to share emotions with other people as well as learn more about our history 

in that destination.  

Based on the theory of planned behavioural model wherein it analyses the possible intentions 

that influences the tourists’ intentions and their perception of their ability to perform a specific 

behaviour regarding Dark Tourism. With that in mind, for the behavioural intentions - 50% of 

the travellers prefer having a self-guided tour while the other 50% responded that they would 

like to have an organized schedule of their activities which they can book their trip using Travel 

Agencies or more. Even though most of these travellers have a positive attitude towards Dark 

Tourism – there are also various reasons that hinders their decision in visiting these 

destinations.  
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Majority of the people doesn’t disapprove visitations of Dark Tourism. However, they face 

judgement from people that thinks that should not visit these sites. Since of dark tourism has a 

reputation of being portrayed as a bad thing which causes a constant change and dilemmas of 

the advancement of Dark tourism in our country. However, cased on the statistics of the 

respondents’ answers, people don’t agree that Dark Tourism is unethical and wrong. This 

reflects that due to the familiarity of the concept, the respondents understand the purpose of 

Dark tourism and has a positive effect. Therefore, there is high chance of probability that the 

dark tourism will have the chance of inflation and opportunity of becoming famous tourist 

spots. That is why, the government should focus on strategies focusing on promoting more of 

Dark Tourism to the people so that they can learn about our history since dark tourism is history 

in some ways 

5.3. Recommendations 

Now, based on the summary of findings and conclusion from the study. The researcher offers 

the following recommendations and suggestions: 

a. For Other Future Researchers;

The researcher chose to do a questionnaire survey to obtain data. The survey contained open

ended questions and are limited to time-constraint and construct. The researcher suggests for

other researchers the use of other means of data gathering such as In-depth Interview in order

to attain a more detailed information from the participants or using a mixed method.

b. For The Local Government Or Dark Tourism Management;

Regarding the marketing mix of People - In the academic world, there is no constant study

about who are the demographics of consumers of the dark tourism destinations. That is why,

the researcher suggests that firms create analysis of the market in dark tourism destinations in

order to identify the data of who might be the possible consumers.

Regarding the marketing mix of Promotion - Advertising is important for spreading awareness 

of the sites and the concept. As the current study analysed, media influencers or videos 

uploaded in social media can slightly affect a traveller’s response in being interested in Dark 

Tourism. The researcher suggests that visitor institutions, museums, local government 

authorities, and industry associations continue to work with industry, government, and the 

media to create events such as giving seminars and conferences about Dark Tourism give 

opportunity to other people or travellers so that can they can enhance their knowledge on the 

concept and its contribution and understanding of dark tourism and heritage. As the current 

study analysed, media influencers or videos uploaded in social media can slightly affect a 

traveller’s response in being interested in Dark Tourism. 

Regarding the marketing mix of Price – It is observed that most of the sites are non-profit or 

funded by the local government, however it is suggested that these firms must still frequently 

charge a fee or asking on donations with a reasonable price in order to maintain the site and the 

employees. 

Regarding the marketing mix of Product – The consumers/audience seeks personalized 

experiences and physical representation is important in tourism. So, the researcher, suggests 

that the firms provide their visitors a comfortable way to remember their experience and process 

their emotions. 
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Last but not least, regarding the marketing mix of Place – These firms could as well offer 
authentic experience in order to capture the traveller’s attention, where this could be analysed 
by using the Unique selling proposition. Another strategy that could be helpful in relaying the 
message in dark tourism sites is having a destination guide so that the travellers can understand 
more the message relayed in the site itself. 
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Attachment, as an important emotion(Bowlby, 1969), originated from the research of 
interpersonal relationships in psychology, and then expanded to the research field of 
management, marketing, human geography, and so on. It is also considered as one of the 
important concepts to describe the emotion between tourists and destinations( Williams & 
Roggenbuck, 1989;  Moore & Graefe, 1994; Yuksel et al., 2010). 

Place attachment theory was initial put forward to explain the emotional connection between 
residents and residential places. Williams and Roggenbuck (1989) first applied it to the field of 
leisure to study the attachment between tourists and leisure places. Many scholars have used 
the concept and framework of residents' place attachment to explore the relationship between 
tourists and destinations (Kyle et al., 2005; Chubchuwong & Speece, 2016; Kim & Koo, 2020). 
Unlike place of residence , the destination is an unusual environment to tourists. unusual 
environment refers to the environment except for people's daily work, study, residence, and 
interpersonal communication, and has been regarded as the core concept of tourism research 
field (Govers et al., 2008; Zhang, 2008; 2009). The residential usual environment is a residents’ 
familiar environment to living for a long time, while destination unusual environment is an 
unfamiliar environment for tourists having a short stay and conduct tourism activities. 
Therefore, the place attachment theory between residents and residence may not give a 
sufficient and reasonable explanation for tourist destination attachment.  

In general, previous researches on destination attachment have the following problems:(1) It is 
open to discussion to use the theoretical framework of residents' place attachment to examine 
tourists' attachment to destinations. (2) Place attachment theory overlooks the importance of 
consumption attributes. (3) Consumption theories and measurement tools in the usual 
environment such as brand attachment and product attachment, which is used to analyze 
destination attachment haven't been theoretically adjusted for the special context factors of 
tourism destination such as the unusual environment and space consumption. Therefore, this 
paper argues that we should start from the essential attribute of tourism consumption, combined 
with the unusual environment of tourism destinations, to explore the concept and theoretical 
construction of tourist destination attachment from the perspective of consumption 
relationship. 

This paper uses the grounded theory methodology to make exploratory research, mainly based 
on the following considerations. Firstly, grounded theory research emphasizes and is suitable 
for analyzing and explaining the occurrence process and internal mechanism of phenomena in 
the real world(Strauss & Corbin, 1998). Secondly, compared with other qualitative research 
methods such as ethnography and word frequency analysis, grounded theory is a method of 
continuously summarizing, abstracting and conceptualizing descriptive texts, which is more 
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suitable for the definition of concepts and constructing theories. Finally, grounded theory 
methodology focuses on "discovery logic" rather than "validation logic". It is a bottom-up 
process of simulation and research aimed at understanding the nature of the phenomenon, by 
systematically collecting and analyzing data, new theories can be developed and 
constructed(Corbin & Strauss, 2008; 2015). These characteristics of grounded theory are very 
suitable for such exploratory research as this paper.  

This paper collects 23 in-depth interview samples through theoretical sampling. According to 
the paradigm of grounded theory, by analyzing the interview text we firstly giving the 
definition. The destination attachment is a positive emotion generated by tourists' direct travel 
experience at the destination or other information associations (such as destination 
advertisements, word of mouth, etc.). And based on the interaction between tourists and 
destinations during the tourism consumption process, we deconstruct the destination 
attachment into three dimensions: (1) Emotional connection caused by tourists’ consumption 
experience; (2) Emotional connection between tourists and destination consumption space; (3) 
Emotional connection between tourists and destination residents. 
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Celebrity Endorsement (CE) is an effective marketing instrument for destination organizations 
to overcome the problem of homogeneity among competitors (van der Veen, 2008). Destination 
endorsers could shift potential tourists’ attitude, image, awareness, and visit intention toward 
relevant destinations. In terms of the factors that generate these influences, most of previous 
studies explored the effect of endorsers’ attributes (e.g., Kim & Chen, 2020; McCartney & 
Pinto, 2014; Roy et al., 2021). However, little research has focused on the influence of the 
tourists’ para-social relationships with endorsers on destination marketing. The main aim of 
this study is to explore the role of para-social relationships on tourists’ destination attitude and 
visit intention. More specifically, we verify the relationships among attractiveness, 
trustworthiness, expertise, para-social relationships, destination attitude, and visit intention. To 
accomplish these objectives, a quantitative method was adopted. Each construct measured 
using measurement scale developed from previous studies. More than 498 valid samples were 
collected through questionnaires from the online community on the Weibo platform, one of 
China's most popular social media applications (China Internet Network Information Center, 
2020). The structural equation model (SEM) analysis was employed to verify the variables’ 
relationships. The findings revealed that the attractiveness, trustworthiness, expertise positively 
impact followers' para-social relationships, which, in turn, positively impact destination 
attitude and visit intention. The para-social relationship significantly mediates the relationship 
between credibility and destination attitude, as well as visit intention. This study combines 
theories from various fields, including uncertainty reduction theory, affect transfer theory, 
social exchange theory. The results provide how to build and strengthen the tourists’ attitude 
and visit intention toward destination through developing their para-social relationships with 
endorsers. 
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Abstract 

It is an essential social responsibility to provide convenience for everyone, including people 

with disabilities. However, due to the limited accessibility of various attractions and services, 

different types of people with disabilities have been restricted from traveling. Somehow, the 

disabled person still wants to explore the world, but at the same time, difficulties and challenges 

are hindering them. Therefore, accessible technology may be a possible solution to fulfill their 

wishes. Various types of accessible technology are available for daily use; what if these 

technologies merge into the tourism industry? This paper will focus on how AR/VR technology 

enhances traveling in the area of accessible tourism. It also shows the relationship between the 

level of acceptance of AR/VR and disabled persons. Data collected by survey questionnaire and 

SPSS analyzed the response. The result shows the acceptance level of disabled persons on using 

AR/VR technology to travel. It shows their thought on how AR/VR technology could optimize 

their travel experience. 

Keyword: Accessible tourism, Disabled person, Accessibility, Accessible technology, 

AR/VR technology 
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Introduction  

 

Technology is everywhere in our lives in modern society, such as smartphones, mobile apps, 

and QR codes. These kinds of technological applications would allow individuals to obtain 

knowledge and acquire skills from browsing the internet in terms of health; new technology 

like a smartwatch could help check the heart rate per minute to see whether there is some hidden 

heart problem on the user. In terms of communication, the newly invented instant 

communication applications like WhatsApp, Signal, Telegram have changed how people 

communicate with no doubt that technology impacts humans in every aspect.  

 

What is accessible tourism? According to the World Health Organization (WHO), 1 billion 

people live with different forms of disability. Disability allocates into several categories: 

visually impaired, hearing, physical, learning disability, speech, mental, and others. And 

according to the Convention on the Rights of Persons with Disabilities: "Persons with 

disabilities include those who have long-term physical, mental, intellectual or sensory 

impairments which in interaction with various barriers may hinder their full and effective 

participation in society on an equal basis with others." (United Nations Organization, 2006). 

And that is why all tourism facilities, products, and services need to become accessible. It is a 

central part of any responsible and sustainable tourism policy. Accessibility is about human 

rights and a great opportunity in business for the destinations and companies to embrace all 

visitors and enhance their revenues. Accessible tourism is a global trend. As of 2015, around 

578,600 people (i.e., 8% of the total population) live with different disabilities in Hong Kong. 

The latter need extra help from society to make their travel activities happen (Census Statistic 

Department, 2015). In the past, disabled persons are difficult to travel even with their family. 

With the growth of technological advancements in the tourism industry, disabled persons could 

travel like ordinary people with no hard feelings and not feel humiliated and discriminated.  

 

Hong Kong Tourism Board has published an access guide which lists out all the barrier-free 

attractions in Hong Kong for the disabled person. Meanwhile, the Hong Kong Federation of 

Handicap Youth has also established a rating system to rate barrier-free facilities in Hong Kong. 

However, is that all enough for the disabled person to make travel barrier-free? A disabled 

person is still facing different difficulties while traveling; could all this technology satisfy their 

desperation for travel? Is there anything to help enhance their travel experience? With the 

growth of technology, is there any new technology that could help with that? Importantly, for 

those who can barely move or could not leave the hospital, how could we fulfill their wish to 

travel?  

 

Accessible technology is the technology being designed to be accessible for all users 

(University of Wisconsin-Madison, 2021); this has matched up to the meaning of accessible 

tourism, accessible for all. It may also be any item or a piece of equipment or product system, 

whether acquired commercially, modified, or customized, to increase, maintain, or improve 

functional capabilities of individuals with disabilities (Mouldovan, 2016). There is a close 
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relationship between accessible technology and the experience of accessible tourism in which 

these technologies might help those with disabilities from traveling. Meanwhile, those who take 

care of them might benefit as well. Artificial Reality (AR)/Virtual Reality (VR) technology 

might be helpful to enhance their travel experience. In general, AR means to add up virtual 

objects in the natural environment (Han et al., 2013); it is perceived as a type of VR. This type 

of technology is applied mainly in mobile devices, such as the filter effect on our social media 

applications. VR means the natural environment immersed into a digitally created world 

(Guttentag, 2010). There is no time and location limited in this technology in which people 

could use it anytime and anywhere (Qualcomm Technologies, 2018). It is a technology with 

high flexibility (Qualcomm Technologies, 2018). Both technologies have been widely used in 

the hotel industry to train up their staff and virtual visit (Wei, 2019). What if the attraction 

makes use of the technology and makes it accessible to travel? Besides, what is the level of 

acceptance of the disabled person on using the AR/VR technology?  

 

This research aims to help disabled persons travel worldwide by using AR/VR technology to 

provide a travel experience for them without traveling. By that, it could make every step and 

procedure accurately, make sure the disabled person would not suffer any hurt while traveling, 

and exclude all the negative emotions while receiving lousy service and struggle by lack of 

accessible equipment.  

 

Therefore, the objectives of the research are as follows: 

1. to investigate how AR/VR technology could improve the accessibility of the attraction 

2. to examine how AR/VR technology could enhance the travel experience of the disabled 

persons 

3. to identify the level of acceptance of disabled persons by using AR/VR technology 

 

  

Literature review 

 

There has been limited research published in the 'accessible tourism' area. Over 25% of travel 

and leisure spending will come from people who have some form of disability, signifying a 

considerable market potential (Graham, 2013). Besides, accessible tourism also has a multiplier 

effect since those disabled persons will usually bring someone to travel to take care of 

them (Information Technology & Tourism, 2018). Unfortunately, the disabled person is still 

facing various types of difficulties while traveling, for example, the aspects in safety, 

convenience, attitude, transportation, etc. (Bauer,2018). Poor performance of accessible 

facilities will cause safety problems and inconvenience to the disabled person, such as an 

uneven and unpaved walkway and unexpected sand that appears on the path will create 

difficulties for the wheelchair user (Bauer,2018). They can get hurt by falling or any other 

factors that unfavorable for them to freely access. Meanwhile, ignorance of the needs of the 

disabled traveler often happens in the service provider, and they are insensitive and with a 

negative attitude, which is frustrated to the disabled person while traveling (Parker et al., 2007). 

Meanwhile, disabled persons usually decided by the society they "cannot do too much, which 
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has created a challenge for the disabled traveler, which contributes to the negative attitude 

happening while traveling (Bauer,2018).    

Previous research has focused on how technology could enhance the experience of disabled 

people while they are traveling by merging AR technology with a map to provide a clear path 

and location to those looking for accessible facilities (Fernando et al., 2018). Another research 

shows that AR/VR has been applied to hotels, theme parks, and museums (Huang et al., 2013a) 

for a better customer experience and used as an innovative marketing method to raise people's 

awareness (Chung et al., 2018; Han et al., 2018). Besides, hotel operators will use AR/VR 

technology as a way to train up their staff by setting different situations and environments in 

the AR/VR headset (Product Spotlight, 2018), as well as to combine mixed reality with data 

analytics to create an interactive environment for the staff training. A better understanding of 

the different situation will be provided to the staff, more detailed and realistic situation will 

help on improving the quality of customer service.  

 

Besides, previous research shows the industry has started using AR/VR technology in a 

different aspect. But still, there are problems in this area. It is a struggle that there is a lack of 

support and stakeholder involvement in this area (Fernando et al., 2018). The success of these 

innovations is closely related to all stakeholders' participation; all of them must work together 

to provide accessible tourism products and services, which will benefit everyone in the world. 

However, the success of each initiative heavily depend on the involvement of the stakeholders, 

examples like local government, disabled association, technology company, and attraction 

management company as well, they may involve by financial support, technology & operational 

support, and promotional support (Fernando et al., 2018). 

 

 Nevertheless, no previous research was conducted in terms of how AR/VR technology could 

improve the accessibility of the attraction and the acceptance of disabled people by using 

AR/VR technology to travel. Therefore, this research is trying to fill up this gap in finding out 

how AR/VR technology can further enhance the travel experience of the disabled person to 

suggest what and what the tourism service providers can do to cater to their needs and wants of 

these disabled travelers.  

 

Methodology  

 

The quantitative research approach was adopted because it will be easier to gather and compare 

the result by statistical analysis. A review of existing literature in the area of AR/VR technology 

applied in accessible tourism was conducted, it followed by a quantitative study in which 

questionnaires collected from 20 interviewees, who are disabled or the one who takes care of 

them, questions focusing on their travel experience and their thoughts of AR/VR technology 

were included. Using questionnaires is because it may keep them anonymous, they can feel free 

to answer the question independently without pressure. Secondly, it is less time-consuming. 

Meanwhile, it could cover a large geographical area, answering the questionnaire from any time 

anywhere. It is part of accessible as well.   
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This interview has used a simple random sampling approach; somehow, there are still 

restrictions and difficulties in collecting the data, such as the difficulties of finding interviewees. 

Since it is not a common topic, finding someone who is disabled and willing to answer the 

questionnaire is difficult and time-consuming. Fortunately, a group of people is eager to help 

on the topic. They are a group of disabled persons and caretakers from The Hong Kong Society 

for Rehabilitation. They are in different age groups and different types of disabilities. The 

research will be complete when more sectors among them to providing their thought on the 

idea.  

 

Data analysis  

 

Descriptive analysis and cross-tabulation are going to analyze the data. The research on this 

topic provides a better way for the disabled person to travel. With primary data collection, we 

can better understand their perspective, what difficulties they are facing while traveling, and 

their thoughts on AR/VR technology. Besides, it also provides a better understanding of the 

disabled person's opinion and the one who takes care of them on using AR/VR technology.  

  

Findings and Discussions 

 

Interviewees’ Profile 

 

There are 20 interviewees, 13 (65%) of them are respondents with a disability, and 7 (35%) of 

them are the caretaker. Among 13 of the disabled interviewees, 5 of them are with a physical 

disability, 3 of them are vision-impaired, 2 of them are deaf-mute, 1 of them are intellectually 

disabled, 1 of them are mentally disabled, and 1 of them are deaf-muted and mentally disabled. 

For the relative and caretaker, 6 of them take care of the physically disabled persons, and 1 

takes care of a vision-impaired person (see Table 1).  

 

Table 1. Profile of the Respondents 

 

Types of disability:  Numbers  

Physical disability  5  

Intellectual disability  1  

Blind or Vision Impaired  3  

Deaf-mute  2  

Mental health condition  1  

Deaf-mute & Mental health condition  1  

Total:  13  

Types of disability to take care of   

Physical disability  6  

Blind or Vision Impaired  1  
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Total:  7  

Total respondent 20 

 

Travel Profile 

 

The received data shows that 18 of them (90%) had travel experience in the past five years and 

the remaining 2 of them (10%) did not (see table 2). Fourteen respondents (i.e., 77.8%) are 

independent tourists, and the remaining four respondents (22.2%) travel with packaged tours. 

Their travel destination covers worldwide, but nine respondents have traveled to China in the 

last five years, followed by Berlin, Germany, with three respondents traveled there before. Two 

of them traveled to Japan, traveled to Taiwan, Tainan, and Bangkok, traveled to the Philippines, 

and 1 of them had a local trip in Hong Kong. To conclude, they are likely to travel by 

independent tour and usually do not travel to the destination somewhere too far from them.   

 

Table 2. Travel Profile of Respondents 

 

Have you ever traveled in the past 5 years?  Numbers  % 

Yes  18  77.8% 

No  2  22.2 

Total  20   

By Tour package or independent tour?  Numbers   

Tour package  4  22.2% 

Independent tour  14  77.8% 

Total  18   

 

Travel Experience 

 

The study focuses on how to improve a disabled person's travel experience. The next question 

is focusing on the level of satisfaction of the travel destination's accessible facilities. The 

comparison will between the question 'In what level of agreement that you satisfy with the 

accessible equipment in the destination' with the number of disabled persons by crosstabulation, 

the results shows from table 3 that in the disabled person sector, 4 of them (28.6%) satisfied 

with the facilities, followed by 3 of them (21.4%) dissatisfied with that, 2 of them (14.3%) 

strongly dissatisfied and 2of them (14.3%) strongly satisfied with the facilities. For those who 

take care of them, 3 of them (50%) were dissatisfied with the facilities, 2 of them (33.3%) 

satisfied, 1 of them (16.7%) strongly dissatisfied, and 1 of them strongly satisfied with the 

equipment. The result shows that the number and percentage of those who are satisfied and 

those who are not satisfied are equally distributed. This may cause by the difference in the travel 

destination. By reviewing the record of the interviewees, it found that those who are not 

satisfied are those who traveled towards China, Bangkok, Taipei, and Tainan. It may be due to 

the poor structure of the passenger's path. For example, Liberty Times Net from Taiwan once 
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quoted a vlogger's review on the difficulties for wheelchair users being accessible in Taiwan 

and pointed out that the current lack of barrier-free facilities stems from improper government 

planning (Liberty time net, 2020). It can show that there is still room for improvement to these 

listed destinations to improve their accessible facilities, to create a more accessible travel 

environment for the disabled person. 

 

Table 3. level of satisfaction on destination’s accessible equipment. 

 

Understanding about AR/VR 

 

 The primary purpose of the research is to study their knowledge of AR/VR technology and 

their level of acceptance. As shown in Table 4.1, the result shows that 16 out of all interviewees 

(80%) have heard what AR/VR technology is, and 4of them (20%) do not. It shows that many 

interviewees are well aware of AR/VR technology. It is observed that most of the people did 

know about AR/VR technology no matter they are disabled or not. Among those who have 

heard of AR/VR, 13 of them (81.25%) have used the technology and 3of them (18.75%) did 

not (see Table 4.2). Although there is a high percentage of interviewees who have ever heard 

of AR/VR technology, there are only 11 of all interviewees (55%) who thought that it could 

apply to the tourism industry, and 9 of them (45%) have never considered that (see Table 4.3). 

This result shows that AR/VR technology's promotion still has ample space for improvement 

In what level of agreement that you satisfy with the accessible equipment in the destination 

Are you a 

disabled 

person? 

  Strongly 

dissatisfy 

Dissatisfy Satisfy Strongly 

satisfy 

Total 

1.yes Count 2 3 4 2 11 

 % within Are you a 

disabled person? 

 

18.2% 27.3% 36.4% 18.2% 100% 

 % within In what level 

of agreement that you 

satisfy with the 

accessible equipment 

in that destination？ 

  

66.7% 50% 66.7% 66.7% 61% 

2.no Count 1 3 2 1 7 

 % within Are you a 

disabled person? 

14.3% 42.9% 28.6% 14.3% 100% 

 % within In what level 

of agreement that you 

satisfy with the 

accessible equipment 

in that destination？  

  

33.3% 50% 33.3% 33.3% 38.9% 

Total Count 3 6 6 3 18 

 % within Are you a 

disabled person? 

 

16.7% 33.3% 33.3% 16.7% 100 
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since not everyone has noticed this technology. The technology has not been widely used as an 

accessible technology for tourism usage.   

 

Table 4.1 Interviewees ever heard about AR/VR technology 

 

Table 4.2 Interviewees experience on using AR/VR technology 

   

Table 4.3 Interviewees’ thoughts on using AR/VR technology in tourism industry 

 

 

Have you ever heard AR/VR technology 

 Frequency % 

1.Yes 16 80% 

2.No 4 20% 

Total: 20 100% 

Have You ever heard AR/VR technology? 

Have you 

ever thought 

AR/VR 

could be 

used in 

tourism 

  Yes No Total 

1.Yes Count 11 0 11 

 % within Have you ever thought AR/VR could be 

used in tourism？ 

100% 0% 100% 

 % within Have you ever heard AR/VR technology 68.8% 0% 55% 

 % of Total 55% 0% 55% 

2. No Count 5 4 9 

 % within Have you ever thought AR/VR could be 

used in tourism 

55.6% 44.4% 100% 

 % within Have you ever heard AR/VR technology 31.3% 100% 45% 

 % of Total 25% 20% 45% 

Total Count 16 4 20 

 % of Total 80% 20% 100% 

Have You ever heard AR/VR technology? 

Have you 

ever used any 

product 

related to 

AR/VR 

technology? 

  Yes Total 

1. Yes Count  13 13 

 % within Have you ever use any product related to 

AR/VR technology? 

100% 100% 

 % within Have you ever heard AR/VR technology? 81.3% 81.3% 

2. No Count 3 3 

 % within Have you ever use any product related to 

AR/VR technology? 

100% 100% 

 % within Have you ever heard AR/VR technology? 18.8% 18.8% 

Total: Count 16 16 
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Application of AR/VR Technology in the Tourism Industry 

 

In terms of the interviewees' perceptions towards the current application of AR/VR technology 

in the tourism industry, their level of agreement towards the following statements was sought. 

The statements include 1. Can reduce the number of accidents while traveling, 2. Can reduce 

the cost of traveling, 3. Can reduce the time to travel, 4. Can reduce the negative emotions while 

having lousy service while traveling, 5. Could be an easier way to visit the world, 6. You will 

choose AR/VR as a way to visit the world, 7. It favors a disabled person to travel. All the 

responses answered after explaining the thoughts on how AR/VR technology could apply to the 

tourism industry, just like how hotels and theme parks used the technology in their business.  

 

Using the crosstabulation method shows no matter if they are disabled or not, most of them 

agreed that AR/VR could effectively enhance their travel experience by lowering lots of 

potential inconveniences (see Table 5). In general, there are no significant differences among 

these questions and the interviewees in terms of the percentage results. The results show that 

most of them are willing to travel by using AR/VR technology since the percentage mainly 

focuses on "Agree" and 'Strongly agree' among all the questions. That is the primary purpose 

of the research, all of their opinions are relatively important to the study since they are the 

potential users of the technology and they are the one who is facing the difficulties in their real 

life. 

 

Table 5 Level of agreement of AR/VR could help on accessible tourism 

Statement n Strongly 

disagree% 

Disagree% Neutral% Agree% Strongly 

Agree% 

Can reduce the 

number of the 

accidents while 

traveling 

Yes  No  

Total 

13    7   20 

Yes  No  

Total 

0    0    0 

Yes  No  

Total 

 0    0     0 

 

Yes  No  

Total 

23.1   0   15    

Yes  No  

Total 

46.2  42.9  

45 

Yes   No  

Total 

30.8  57.1  

40 

Can reduce the cost 

of traveling 

13    7   20 0    0    0 15.4  0   10   15.4   0   10 46.2  42.9  

45 

23.1  57.1  

35 

Can reduce the time 

to travel 

13    7   20 0    0    0 

  

7.7   0    5 15.4   0   10  46.2  28.6  

40 

30.8  71.4  

45 

Can reduce the 

negative emotions 

while having lousy 

service while 

traveling 

13    7   20 0    0    0     7.7   0    5 7.7   28.6  

15 

69.2  57.1  

65 

15.4  14.3  

15 

Could be an easier 

way to visit the 

world 

13    7   20   0    0    0 0    0     0 7.7   14.3  

10 

46.2  42.9  

45 

46.2  42.9  

45  
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You will choose 

AR/VR as a way to 

visit the world 

13    7   20 7.7   14.3  

10 

0    14.3   5 0     42.9  15 53.8  28.6  

45 

38.5   0   25 

It favors a disabled 

person to travel 

13    7   20 0    0    0 7.7    0   5 7.7    0    5 53.8  71.4  

60 

30.8  28.6  

30 

 

After the analysis, the results emphasized the relation between disabled person who knows 

about AR/VR technology and the level of acceptance of using AR/VR to travel. The paper 

concludes by suggesting a new method to travel or experience the world better by using AR/VR 

technology. 

 

Discussion 

 

This research points out the current situation of accessible tourism and the usage of AR/VR 

technology in the current market by reviewing different literature and finding out the difficulties 

of the disabled person while traveling. The 20 interviews provide a better understanding of the 

situation the disabled person faces and their thoughts of the new idea, which contributes to the 

later suggestions.  

 

The results show that most of them have a travel experience in the past five years, and they 

have traveled to destinations around the world, but most of them traveled to place near Asia or 

Southeast Asia. The shorter transporting time might be the reason for this result. As mentioned, 

the disabled person will face different difficulties while taking transportation, previous research 

list out examples like missing of Tactile Ground Surface Indicators (TGSI) for the blind person, 

access path and ramps for physically disabled person, etc., missing some of these facilities will 

cause a huge inconvenience to the disabled person while traveling or even possibly get hurt due 

to that (Gary, et al. 2009). That is why shorter transporting time will be their preference since 

it could reduce the chance they get hurt or getting bad emotions while traveling.  

 

Besides, the result reflects the current level of satisfaction on the interviewees' thought on the 

accessible facilities at the destination. It shows that half of them satisfied, and half of them are 

not satisfied with that. The difference in the destination also causes it. Different destination 

governments have additional involvement in creating society accessible. Berlin is one 

destination that the interviewees have been to. It is one example that the local government has 

involved and pays attention to accessibility in society. They have nine key elements that create 

fully accessible, examples like mobile application for a disabled person as a city tour with clear 

pointing out where are the accessible facilities around the city, free mobility assistance services 

for public transportation, AR wheelchair map, disabled parking, and wheelchair repairing 

services (Visit Berlin, 2021), due to the involvement of the Berlin government. As a result, 

Berlin could be a highly accessible city in the world.  
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The results reflect the knowledge of AR/VR technology among disabled person and their 

caretaker. It shows that most of them understand how AR/VR technology work, and among 

those 16 interviewees who have heard about AR/VR technology, 13 of them have an experience 

on using AR/VR device, which shows that they understand how it works, and the experience 

the technology will bring to them. Somehow, not all of them thought that AR/VR technology 

could apply to the tourism industry. It is no surprise with this outcome, the technology used for 

enhancing the experience of the tourist, as mentioned that it has applied on theme parks and 

hotels, usually for people without disability, example like the VR ride in Universal Studio Japan, 

they used the technology into a rollercoaster (Doraemon Ride) to enhance the customer 

experience. However, people with specific disabilities are prohibited from enjoying the rides in 

some particular rides. Although it is for a safety reason, the application of AR/VR technology 

here still could not be fully accessible in this case. It leads to the understanding of the disabled 

persons' failure to understand the application of AR/VR technology as an accessible technology 

in the travel industry as a lack of substantive examples. 

 

The last section of the result shows the level of acceptance of how AR/VR technology could 

help them travel in different aspects. The question set base on the everyday difficulties the 

disabled person will face while traveling. The results agree that AR/VR technology can 

effectively improve their problems when traveling and believe that they will take the chance to 

use AR/VR technology to travel. The result creates a big favor to further research since they 

are not opposing the technology. They understand the technology will bring positive effects to 

them and be willing to step up for the world of being fully accessible. Although some of them 

disagreed with traveling with AR/VR technology, the reason may cause by a lack of authenticity 

after using the AR/VR technology. However, the result shows the recognition and affirmation 

of AR/VR technology from the disabled person. 

 

Study Limitation 

 

Every response from the interviewees is relatively critical. However, the limited resource of 

interviewees restricted the sample size of the research, resulting in sampling bias, which may 

affect the result and further decision of the topic. Besides, AR/VR technology may not be 

suitable for all disabled people. For example, visually impaired or blind people might not favor 

that, limiting the technology from improving.  

 

The result and the solution only solve the surface of the problem. To create a fully accessible 

environment, further research on implementing and a more profound interview of the disabled 

person is needed. More in-depth primary data and user reviews of the AR/VR technology will 

help the research later on. 

 

Conclusion and suggestions  

 

To sum up, in a society that emphasizes equality, being accessible becomes more critical in 

every aspect of the community; everyone should equally treat, no one should suffer from a lack 

of accessibility. Besides, the market of accessible tourism is expanding in recent years; in any 
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perspective of the tourism industry, it is also a must to review the level of accessibility of their 

product or service, see if there is room for improvement.     

      

Back to the topic, how can the industry enhance the travel experience of the disabled person by 

using AR/VR technology? Here is the suggestion of how, where, and why we decided to use 

the AR/VR technology in this way. First of all, applying the AR/VR headset at the attractions. 

The attractions here mean the attractions are difficult to reach and visit. Attractions like the 

Petra in Jordan, Angkor wat in Cambodia, or any natural attractions like Niagara Falls in the 

United States are the attractions that are difficult to reach with limited accessibility due to the 

historical value and natural constrain. So, how can the disabled person travel smoothly and have 

the best experience of traveling? Using the same method as the theme park or at the hotel as 

mentioned earlier, virtual visit/tour is a way for that, and it excluded the potential accident while 

traveling to those attractions. The attraction's management company can prepare an area for the 

disabled person, and they can virtually visit that area and look at the attraction by their sight at 

the same time. This method provides a much safer environment for them. Meanwhile, the 

attraction management company could still gain revenue from that and gain accessibility 

simultaneously, which has benefited both sides of the stakeholder.   

 

Besides, this approach could also apply to those who can barely move or could not leave the 

hospital but still want to experience the world; exploring the world might be their wish. It is an 

equal society, and they should also have a chance to explore the world. Somehow, they are 

facing different difficulties that restricted them from traveling. Using AR/VR technology 

excluded the time and location restriction. The users could visit anywhere at any time, and they 

are allowed to explore the world without any constraints. They do not even have to leave the 

hospital or traveling for real.   

 

Although someone will raise out the problem that, without traveling, is that still tourism? The 

purpose of traveling is to explore new locations, experience their cultures, and bring economic 

effects to the destination. In the case of the suggestion, although they are not traveling on their 

own, they are still experiencing the destination, just in a different place. By reviewing the 

disabled person's situation, they face various difficulties; many restrictions happen due to lack 

of accessibility. By using AR/VR technology, it excluded all of the limitations which blocking 

them from traveling. So, this might be the best solution for the disabled person to travel and 

experience the world without difficulties and time/locational restrictions.  

 

It is the responsibility of every destination and attraction to become accessible to every person 

in the world. Somehow there are still lots of constraining to them to being fully accessible. To 

build a better world, the earlier suggestion might be a way for that, it is not a perfect solution, 

but it definitely will be the first step for them to being accessible for all. To achieve that, 

stakeholders in the market have to get more involvement in this area. That is the end of the 

research and suggestions.  
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