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Drone Food Delivery is Taking Off
Food delivery sales are expected 
to reach a remarkable US$365 
billion worldwide by 2030. The 
growth of food delivery services has 
been accelerated by technological 
advances, including the emergence 
of drone technology. A major 
potential advantage of drone-based 
food delivery is that drones are eco-
friendly, in line with calls to promote 
sustainability in the food service 
industry. To commercialise drone 
food delivery, companies first need 
to know who is most likely to use 
these services, and why. Rising to 
this challenge, Professor Jin-Soo 
Lee of the SHTM and colleagues 
invest igated the inf luence of 
environmental responsibility and 
emotions on consumers’ intention 
to use drone food delivery services. 
Their novel findings offer guidance 
for the design of drone delivery 
marketing strategies to target four 
major groups: green consumers, 
activists, advocates and recyclers.

Buying into Drone 
Delivery

As drone food delivery services have 
yet to be widely commercialised, 
strategies for marketing these 
services currently rely on what we 
already know about consumer 
preferences. For example, the 
business-to-business drone delivery 
company Manna emphasises zero 
carbon emissions, a well-established 
customer preference, as a selling 
point for its electrically powered 
drones. As well as reducing the 
time, effort and cost of food delivery 
(reportedly halving the unit cost of 
traditional food delivery services), 
drone food delivery is indeed eco-
friendly. “Drones could play an 
initiating and central role in the 

advancement of sustainability in the 
context of food delivery services”, 
say the authors. Focusing on 
sustainability may help companies to 
target consumers who are most likely 
to use drone food delivery services.

A potential predictor of whether a 
consumer will use an eco-friendly 
service is the degree to which they 
believe that their individual behaviour 
directly affects the environment, 
or their perceived control over 
environmental outcomes. This is 
known as the “internal environmental 
locus of control” (INELOC). Research 
has shown that people with higher 
levels of INELOC tend to exhibit 
more environmentally responsible 
behaviour,  making INELOC a 
salient indicator of customers’ 
pro-environmental behavioural 
intentions. However, this relationship 
is underexplored – especially for 
emerging eco-friendly technologies 
such as drones. “Understanding 
how INELOC is linked to customer 
responses in an eco-friendly manner 
in drone food delivery services is 
a worthy undertaking”, say the 
researchers.

An Emotional Business
Emotions are a major driver of 
consumer behaviours. The intention 
to engage in eco-friendly behaviours, 
for instance, is shaped by one’s 
emotional state. A key role is played 
by “anticipated emotions” – the 
emotions that we expect upcoming 
decisions to evoke. “People generally 
predict the emotional consequences 
of their future decisions prior to 
making decisions”, say the authors. 
In general, they make decisions that 
are likely to make them feel good 
and avoid decisions that will make 
them feel bad.

We already know that anticipated 
emotions influence eco-friendly 
behav iours  and  behav ioura l 
intentions, such as consumer 
adoption of pro-environmental 
products, technology adoption 
and the intention to work with 
robots. However, the factors driving 
ant ic ipated emot ions remain 
unclear. The researchers explored 
the possibility that consumers’ 
perceived control over environmental 
outcomes, captured by INELOC, 
shapes their positive anticipated 
emotions (such as delight, happiness 
and pride) and negative anticipated 
emotions (such as disappointment, 
guilt and discomfort).

To more thoroughly explore the 
relationship between anticipated 
emotions and decision making, 
the researchers also examined the 
influence of anticipated emotions 
on “intention to use”, which is a 
strong predictor of actual behaviour 
in the context of sustainability and 
technology adoption. They built on 
previous research demonstrating 
“that anticipated regret affected 
customer adoption of innovative 
technology” and that positive and 
negative anticipated emotions 
affected consumers’ behavioural 
intention regarding green hotels. 
The researchers hypothesised that 
anticipated emotions influence 
consumers’ intention to use eco-
friendly drone food delivery services.

A Comprehensive 
Consumer Survey

The researchers designed and 
administered an innovative survey 
to explore the relationships between 
INELOC, anticipated emotions and 
intention to use eco-friendly drone 

impressed Mr Iven Yuen from Hong 
Kong. Mr Yuen is studying for the 
MSc in International Hospitality 
Management (IHM). “In-classroom 
lectures enable fruitful discussions”, 
he said. “Most enjoyable is studying 
with students f rom different 
countries and backgrounds”.

Such diversity is key to the 
postgraduate learning experience. 
Another MSc in IHM student, Ms 
Maria de Fatima Guinea Higueras 
from Peru, said that studying with 
peers from around the globe 
provides “different points of views 
that broaden my knowledge about 
different cultures and backgrounds”. 
This helps to develop “flexible ways 
of thinking”, she added.

The thirst to experience new 
cultures and places is common to 
most students and professionals 
in the hospitality and tourism 
industry. For international students, 
experiencing a new way of life can 
nurture essential soft skills, such 
as resilience and empathy, as well 
as professional connections. This 
is certainly true for Ms Katarina 
Holecova from Slovakia, an MSc in 
Global Hospitality Business student, 
who is pursuing her dream of one 
day managing a boutique hotel 
business. She explained how the 
“once-in-a-lifetime opportunity” 
a f f o rd e d  b y  t h e  S H T M  h a s 
allowed her “to build a strong 
communication network of friends 
and industry leaders”.

The SHTM is always overjoyed 
t o  w e l c o m e  b a c k  f o r m e r 
undergraduate students. After 
completing his bachelor’s degree 
at the SHTM, Mr Charlie Chung 
from Korea embarked on the 
MSc in International Tourism and 
Convention Management. “This 
is an exclusive, well-structured 
programme led by experienced 
faculty members from different 
cultural backgrounds,” he said, 
“which motivated me to come back 
to my alma mater”. 

Preparing for 
the Future

Many students, such as Ms 
Nico le  Yang f rom main land 
China, who is enrolled in the MSc 
in Global Hospitality Business 
programme, emphasised the value 
of postgraduate learning based on 
their own professional experience. 
“From working in a luxury chain 
hotel as a GM assistant,” said Ms 
Yang, “I realised the importance 
of pursuing a post-graduate 
level education to gain a deeper 
understanding of the hospitality and 
tourism industry”.

As well as in-depth theoretical 
insights, the School’s postgraduate 
programmes offer a wealth of 
industry experience. Ms Natalie Lee 
from Hong Kong, an MSc student 
in International Wine Management, 
was dazzled by the range of field 
trips, workshops, practical wine-
making activities and competitions 
available. “The course put what I 
have learned into actual practice”, 
she said. “I have never been so 
proud of myself”.

A n o t h e r  M S c  s t u d e n t  i n 
International Wine Management, 
Ms Yingying Dong from mainland 
China, has “immersed” herself in 
learning about the global wine 
business. “Combining theories 
with the real business in the 
Chinese market made learning and 
practising a better package”, she 
said. The programme has also given 
Ms Dong more confidence in her 
future career choices. “I’d love to 
pursue a Ph.D. and contribute to 
the wine industry”.

An MSc student in IHM, Mr 
Edward Kong from mainland 
China, recognised that his course is 
equipping him with “the specialised 
business knowledge to become 
a top leader in today’s complex 
business environment”. D.HTM 
student Mr Jason Kelly from 

Canada said that his “inspirational” 
learning experiences at the SHTM 
have massively propelled his career 
development. “Research, teaching, 
or even returning to the industry are 
all viable and realistic avenues”, he 
noted.

Expanding 
Our 

Postgraduate 
Offering

G i v e n  t h e  k e y  r o l e  o f 
postgraduate studies in helping 
hospitality professionals adapt 
to the ever-evolving industry, the 
SHTM is delighted to announce 
the launch of a new postgraduate 
programme in September 2022 
– the MSc in Hospitality Business 
Innovation. Led by Professor Basak 
Denizci Guillet, this 100% online 
programme has flexible 3-year 
and 1.5–2 year options, allowing 
students to learn while remaining 
in the workforce. The programme 
focuses on innovation, creativity 
and hospitality leadership, crucial 
attributes in the post-pandemic 
world, with a fast-track option 
for learners of the MicroMasters 
in  In te r na t iona l  Hosp i ta l i t y 
Management.

The SHTM never ceases to 
be amazed by the calibre of its 
students at every stage of their 
studies, from bachelor’s to Ph.D. 
level, and is committed to enlarging 
and enriching its offering to help 
more passionate graduates achieve 
their goals. As students themselves 
testify, the School’s postgraduate 
programmes provide an ideal 
foundation for those who want 
to make their mark in the local, 
regional and global hospitality 
industry. H
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Cancelled flights and complicated 
travel protocols have become all 
too common amidst the chaos of 
the COVID-19 pandemic, whose 
outbreak all but grounded the 
global airline industry. However, 
we still know little about how these 
new job stressors actually affect 
airline workers. Shedding light on 
this important issue, Professor Sam 
Kim of the SHTM and colleagues 
identified the major pandemic-
related stressors that have emerged 
for airline workers and explored 
their effects on workers’ mental 
health and job-related outcomes 
such as satisfaction, motivation and 
performance. The authors’ findings 
offer invaluable practical guidance 
for alleviating the worrying knock-
on effects of the pandemic on the 
well-being of airline employees and 
the growth of the airline industry as 
a whole.

New Stressors, 
New Stress

Irregular schedules, night shifts, 
p h y s i c a l  e x e r t i o n  a n d  t i m e 
zone changes are part  of l i fe 
for air l ine workers. Since the 
outbreak of COVID-19, however, 
employees have faced a horde 
of fresh difficulties. With planes 
grounded across the world, mass 
redundancies and restructuring 
have profoundly increased job 
insecurity. Safety-related stressors 
such as sanitisation and mask 
wear ing requirements,  a long 
with strict and time-consuming 
immigration procedures, hotel 
quarantine and fear of contracting 
the virus, are now also part of 
employees’ new routine. “The new 
types of stressors resulting from 
the pandemic, as well as traditional 
stressors, will have many job-
related consequences”, warn the 
researchers.

More  exposu re  to  s t r esso r s 
means more job-related stress. 
Studies have found that such 
stress explains the high prevalence 
of physical and mental health 
problems in flight attendants and 
triggers emotional exhaustion, 
burnout, depersonalisation and 
depression in hotel employees. 
Protecting employees’ mental 
health – which has been damaged 
by the COVID-19 pandemic – is 
not only a major public health 
issue but also critical to business 
success. Yet “studies that scrutinise 
the antecedents of mental health 
problems and their consequences 
in the hospitality and tourism 
industry are still limited”, say the 
authors. Recognising this, they set 
out to pinpoint what the major new 
stressors are for airline workers 
and how and to what extent they 
impact mental health and job 
outcomes.

Knock-On Effects for 
Job Outcomes?

The ef fec ts  of  menta l  hea l th 
on job outcomes – such as job 
satisfaction and job performance 
– in the hospitality and tourism 
i n d u s t r y  a r e  u n d e r s t u d i e d . 
Perhaps unsurprisingly, research 
in other  contexts  has shown 
t h a t  a n  u n h e a l t h y  w o r k i n g 
environment and work stress 
decrease job satisfaction. Poor 
mental health may also worsen 
job performance. This may in 
turn generate significant costs for 
employers, state the researchers, 
“such as increases in work-related 
injuries, reduced productivity, 
absenteeism, presenteeism, and 
employee compensation claims”. 
Mental health could also influence 
employees’ perception of company 
image, which reflects workplace 
morale, pride and motivation. 
People with poor mental health 

also tend to have “a reduced 
responsiveness to others’ needs”, 
which creates obvious problems in 
the service sector.

The researchers also examined the 
possibility that job satisfaction in 
turn influences job performance, 
company images and prosocial 
behaviour. Job satisfaction has 
been  f ound  to  enhance  j ob 
performance in flight attendants, 
and to predict  more posi t ive 
perceptions of company image in 
airline employees. More generally, 
job sat isfact ion is thought to 
increase an individual’s willingness 
to contribute to the community in 
the form of pro-social behaviours. 
But  how has job sat is fact ion 
affected these work outcomes 
in a i r l ine workers dur ing the 
COVID-19 pandemic?

Also of  interest  was whether 
soc i odemog raph i c  and  j ob -
related characteristics alter the 
relationships between job-related 
stress, mental health, and job 
outcomes. For example, during 
crises like the pandemic, “age may 
determine contract renewal, layoff, 
or fringe benefit provision”, say the 
researchers.

Airline Employee 
Questionnaire

The questionnaire used in this 
study was developed in several 
careful stages, the first being in-
depth interviews with 15 airline 
employees to bet ter  g l impse 
working conditions before and 
during the crisis. Insights were 
used for subsequent creation of 
the questionnaire. Its 40 items 
assessed job stressors—including 
traditional and new stressors—
job satisfaction, organisational 
commitment, perceived company 
image,  job per formance and 

food delivery services. They collected 
survey data from 405 restaurant 
customers in South Korea who had 
used food delivery services within the 
last 6 months. Before completing the 
online survey, the participants read 
a short newspaper article explaining 
the environmental advantages of 
drone-based food delivery services 
compared with currently available 
services.

The survey was composed of 
three multiple-item scales. The first 
distinguished between four groups 
of consumers: green consumers, 
activists, advocates and recyclers. 
The second measured anticipated 
negative and positive emotions 
in relation to drone food delivery 
services. The third scale assessed 
intention to use drone food delivery 
services. The participants indicated 
the level of their agreement with each 
item on a sliding 7-point scale. After 
the survey had been completed, 
the authors conducted a series 
of rigorous statistical analyses to 
examine the relationships between 
the three constructs.

The Power of Feeling 
Good

As predicted, both positive and 
negative anticipated emotions 
shaped the participants’ intention 
to use drone food delivery services. 
When the participants expected to 
experience positive emotions, such as 
excitement and delight, when using 
drone food delivery services, they 
expressed a greater intention to use 
these services. Anticipated negative 
emotions, in contrast, reduced their 
intention to use these services. The 
authors suggest that drone food 
service companies could capitalise 
on these insights by developing 
strategies to promote customers’ 
positive anticipated emotions in 
relation to drone delivery, such as 
“acquiring certifications to formalise 
the environmental roles of drones in 
food delivery services”.

The effects of anticipated emotions 
on intention to use drone delivery 
services were also influenced by the 
INELOC profile of the participants. 
Among the participants classified 

as green consumers, the prospect 
of using drone-based food delivery 
services increased positive anticipated 
emotions and decreased negative 
anticipated emotions. “Using an eco-
friendly delivery method, namely 
drone food del ivery services, 
should be the norm among green 
consumers”, say the researchers. 
This offers important insights for 
marketers. For instance, mobile 
applications could be designed with 
a default drone delivery option, with 
additional charges for using less eco-
friendly delivery modes.

The same influence of anticipated 
emotions on intention to use was 
found for advocates. To cater 
to advocates’ desire to inspire 
env i ronmenta l ly  respons ib le 
behaviours in others, practitioners 
could implement “a reward program 
for advocates who post influential 
stories or videos on their social 
networking sites”, propose the 
researchers.

Activist consumers reported only 
anticipated posit ive emotions 
regarding drone food delivery 
services; they did not anticipate 
experiencing negative emotions. 
This could be because activists are 
committed to influencing people at 
large, making them “insensitive to 
the direct negative consequences of 
relatively small actions”, speculate the 
authors. Organising campaigns likely 
to appeal to activists, such as raising 
awareness of the environmental 
advantages of drones as a food 
delivery service, could be an effective 
way to increase activists’ intention to 
use such services.

Similarly, recyclers reported only 
anticipated posit ive emotions 
regarding the use of drone food 
delivery services, perhaps because 
such services are not directly linked 
to recycling behaviours. Nonetheless, 
drone delivery companies could try 
to maximise recyclers’ anticipated 
positive emotions regarding and thus 
intention to use drone services by 
informing them that their “routine 
participation in drone food delivery 
services is part of the effort to protect 
the environment”, suggest the 
authors.

Tailor-made Marketing

Food delivery services have already 
changed the landscape of food 
consumption, and drones may 
represent the future of food delivery, 
especially given their potential to 
reduce CO2 emissions and ultimately 
alleviate global warming. Based on 
rigorous theoretical and empirical 
analysis, this forward-thinking study 
provides nuanced insights for drone 
delivery companies into creating 
strategies to engage consumers with 
different environment-related beliefs 
and values, especially by fostering 
their anticipated positive emotions. 
“Food service companies should 
understand the different propensities 
of consumers”, say the authors, “and 
establish differentiated marketing 
strategies depending on various 
segments”. These findings will help 
researchers and practitioners to take 
the next step towards a greener 
future through the widespread 
commercialisation of drone food 
delivery services.
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Environmental Locus of Control 
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Drone Food Delivery Services. 
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Vol. 29, Issue 7, pp. 1098-
1116.

POINTS TO NOTE

•	Drones are emerging as an eco-
friendly logistics option for the 
growing food delivery market.

•	Commercialising drone food delivery 
will depend on reaching consumers 
who believe that their choices make 
a difference.

•	Environmentally aware consumers 
and advocates  are  in f luenced 
by both posi t ive and negat ive 
anticipated emotions associated with 
drone food delivery use.

•	Segmented marketing strategies 
are needed to encourage different 
categories of consumer to use drone 
food delivery services.

Airline Industry in Crisis
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