
COVID-19 has devastated the 
g l o b a l  r e s t a u r a n t  i n d u s t r y . 
Developing effective strategies to 
recover from this major blow will 
be crucial in the coming months 
and years. One such strategy, 
according to the SHTM’s Professor 
Brian King and co-researchers, 
may be media coverage. Public 
confidence in eating out can only 
be regained if and when restaurants 
and diners cooperate to reduce 
the spread of COVID-19, such as 
through sanitation- and hygiene-
related measures. However, the 
precise influence of the media 
on the emotions, thoughts, and 
behaviours of diners has not 
been properly characterised. With 
crucial implications for the global 
restaurant industry, this timely 
study explores the potential of 
media messages to encourage 
COVID-19 preventive behaviours 
among restaurant-goers in Taiwan.

Reopening Restaurant 
Doors

Restaurants have had a rough 
ride during the past couple of 
years, with grievous losses in both 
sales and jobs. “Consumers have 
shown extreme reluctance to dine 
out”, note the researchers, “due 
to lockdowns, social distancing 
measures, and general caution 
towards places where people 
congregate”. In Taiwan, food and 
beverage sales saw the steepest 
drop ever  recorded in 2020. 
Clearly, restaurants in Taiwan 
and beyond must now regain lost 
ground and salvage what remains 
following the crisis.

Improvements are anticipated 
as restaurants finally begin to 
resume operations. “Strong, pent-
up consumer demand has been 
forecast as dining room doors start 
re-opening”, the authors report. 
Yet public confidence in dining 

out can only be restored if and 
when measures for preventing the 
spread of COVID-19, such as hand-
washing and social distancing, 
are fully implemented. This will 
require effort from diners as well as 
restaurants.

“ H o w e v e r ,  c u s t o m e r s  a r e 
reluctant to change their habits”, 
the researchers warn, “thereby 
challenging the effectiveness of 
restaurant efforts to communicate 
t h e i r  C O V I D - 1 9  p r e v e n t i v e 
measures”. I f  communication 
is key, the media may offer a 
useful channel. By making people 
more aware of the risk posed 
by COVID-19, the researchers 
hypothesise, media coverage may 
encourage restaurant-goers to 
behave prudently to reduce that 
risk.

So far, however, this topic has 
received surprisingly little attention 
in the literature. To fill this gap, the 
researchers set out to determine 
whether the preventive behaviours 
of restaurant-goers in Taiwan 
were influenced by exposure and 
attention to media coverage of 
COVID-19. “Understanding public 
perceptions of COVID-19 risks 
that have been acquired through 
media is critical for shaping future 
behavioural changes”, say the 
authors. Their findings enhance our 
understanding of “the deployment 
of media by and about hospitality 
in managing crises”.

Media Messages

In  the  absence o f  f i r s t -hand 
k n o w l e d g e  o f  C O V I D - 1 9 , 
individuals usually turn to the 
media for advice. Restaurant-goers 
are no exception. Many people 
in Taiwan, for example, have 
encountered guidance on dining 
out that has been released to the 
media by the Taiwan Centers for 

Disease Control. This public health 
body recommends “choosing 
restaurants that enact prevention 
and safety measures”, report the 
researchers.

Other than fulfilling their duty to 
disseminate practical public health 
information, media outlets can 
magnify “the importance of what 
the public sees and/or hears in the 
news”. This, explain the authors, 
can bring about intense emotional 
reactions, such as fear. Reports that 
emphasise certain components of 
an issue can also stimulate public 
interest in and attention to those 
components.

Attent ion to media is dist inct 
from simple media “exposure”. 
These two dimensions of media 
engagement could play completely 
different roles in shaping risk 
percept ions and preventat ive 
behaviours. It is thus essential 
to scrutinise the effects of both. 
“ M e d i a  e x p o s u r e  m e a s u r e s 
whether individuals have come 
into contact  wi th some form 
of media”, assert the authors, 
“whereas media attention provides 
a more deliberate measurement 
of content”. Yet few studies have 
compared the effects of media 
attention and exposure, usually 
opting to examine one or the other.

Noting the lack of research on the 
impact of media communications 
on the hospitality industry, the 
researchers sought to determine 
how media exposure and media 
attention, respectively, affected the 
preventive behaviours of restaurant 
customers during the COVID-19 
pandemic. To gain more detailed 
insights, they also probed the roles 
of risk perception and fear in these 
relationships. Using the established 
Stimulus–Organism–Response 
model, the researchers predicted 
that exposure and attention to 
media coverage of COVID-19 

Dining Out During a Pandemicindustry representatives such as 
the Hong Kong Hotels Association 
could help to set up “carbon 
footprint certificates” and lead 
the development of methods to 
“quantify carbon footprint inputs 
and outputs”.

Another important industry barrier 
was the lack of a strong mediator 
in the hotel industry to “help drive 
and promote carbon footprint 
reduction”. This barrier could be 
reduced by identifying a strong 
mediator, such as an association of 
hotel owners, to promote carbon 
reduction and provide appropriate 
training.

Changes  to  ho te l  amen i t i e s 
and services to reduce carbon 
emissions may af fect  guests ’ 
hotel experiences. Therefore, 
balancing the interests of different 
stakeholders is also important for 
the successful implementation of 
a reduction programme. “Hotel 
manage r s  need  t o  p romo te 
the advantages of reducing the 
carbon footprint to their target 
stakeholders”,  says Dr Chan, 
“perhaps by developing a green 
hotel marketing programme”. It is 
important to communicate “reliable 
and user-friendly” information on 
the benefits of carbon reduction 
to encourage both internal and 
external stakeholders to participate 
in the implementation process.

The hotel managers interviewed 
generally agreed that a carbon 
reduction programme represents 
a risky investment because it is 
unlikely to lead to cost savings. 
Hotel managers must consider 
the return on investment for the 
business, which can make them 
reluctant to invest in a programme 
with no immediate return. Given 
the costs of retrofitting existing 
hotels, Dr Chan proposes that 
more effort should be put into 
designing “green hotels” with all 
of the “necessary facilities and 
technologies” from the outset.

Organisational 
Barriers

Some informants identified a lack 
of understanding about carbon 
emissions and carbon reduction 
as a significant organisational 
barrier to implementing reduction 
programmes.  One in formant 
n o t e d ,  “ I f  t h e  c o n c e p t  w a s 
simplified and more people learnt 
about it, I think it would then 
be widely applied”. According 
to  Dr  Chan,  more  educat ion 
may be needed to help industry 
professionals understand the 
various ways they can reduce their 
carbon footprint. One informant 
sugges ted  tha t  in te rna t iona l 
ho te l  b rands  cou ld  take  the 
lead by developing a “model 
and carbon footprint manual or 
audit”. Hotels associations should 
also be encouraged to “organise 
more relevant activities” such as 
workshops and sharing activities.

The lack of initiative from hotel 
owners due to the extra resources 
a n d  i n v e s t m e n t  n e e d e d  t o 
implement a reduction programme 
represents  a  fur ther  bar r ie r . 
Although guests might appreciate 
such a programme, it is unlikely to 
be their main concern, so investing 
in new equipment and technology 
is not seen as a priority. The 
informants also expressed the view 
that more government support is 
needed to help owners implement 
new initiatives.

The third organisational barrier to 
be identified through the interviews 
was  the  l ack  o f  s takeho lder 
coordination and support, which is 
necessary for the implementation 
of carbon reduction programmes 
involving “many different areas, 
items and delivery processes”. 
Dr Chan suggests that managers 
need to consider the characteristics 
of external stakeholders such 
as suppliers and hotel guests to 
develop engagement programmes. 
T h e y  s h o u l d  a l s o  c o n s i d e r 
promoting shared responsibility for 
carbon reduction among hotel staff. 

Furthermore, notes Dr Chan, senior 
executives “could demonstrate 
their commitment by act ively 
participating in the programme to 
model the behaviour required and 
influence their subordinates”.

A Step towards 
Sustainability

Reducing the hotel industry’s 
carbon footprint is no easy task: 
the  i s sues  a re  complex  and 
numerous barriers need to be 
overcome.  Never the less ,  Dr 
Chan’s study is an important 
step towards understanding the 
specific challenges facing hotels 
and identifying ways to overcome 
them. The recommendations of 
the study will hopefully encourage 
hotel executives to consider how 
they can develop and implement 
more comprehens ive carbon 
footprint reduction programmes 
by “improving their understanding 
of the main barriers and possible 
strategies to reduce them”.

Chan, Eric, S.W. (2021). Why Do 
Hotels Find Reducing their 
Carbon Footprint Diff icult? 
I n t e r n a t i o n a l  J o u r n a l  o f 
Contemporary  Hosp i ta l i ty 
Management,  Vol. 33 No. 5, 
pp. 1646-1667.

POINTS TO NOTE

• The hotel sector needs to make 
more effort to reduce its carbon 
footprint.

• To  do  so ,  t he  i ndus t r y  mus t 
overcome numerous challenges at 
both the industry and organisational 
levels.

• Internal and external stakeholders 
need to be engaged to support 
and implement carbon reduction 
programmes.

• Hotel managers and staff need more 
education about how to assess and 
reduce hotels’ carbon footprint.

VIII IX

Research Horizons    |    Volume 16 Issue 1  |  February 2022
Research Horizons    |    Volume 16 Issue 1  |  February 2022



When Nothing Is Normal: Managing 
Hotel Revenue during COVID-19

For hotels worldwide, the last year 
has been marked by countless 
e m p t y  b e d s  a n d  c a n c e l l e d 
b o o k i n g s .  T h e  p l u m m e t  i n 
demand for hotel stays caused 
by COVID-19 has sent standard 
revenue management practices 
into a tailspin. Faced with this 
unprecedented scenario, hotels 
can no longer rely on past patterns 
to forecast demand. They must 
find entirely new ways to manage 
revenue. In the first study of its 
kind, the SHTM’s Professor Basak 
Denizci Guillet and Ms Angela 
Mai Chi Chu comprehensively 
evaluate the relative importance of 
various core processes that feed 
into revenue management. Their 
study offers data-driven guidance 
for hotel executives in the post-
pandemic world.

Hotels in Crisis

The COVID-19 pandemic has been 
disastrous for the hospitality and 
tourism industry. Demand for hotel 
stays has plunged worldwide, 
with a huge increase in room 
cancellations and financial losses, 
as well as massive uncertainty in 
the short- and long-term demand 
for hotel rooms. “As of March 21, 
2020, occupancy has decreased 
by 96% in Italy, 68% in China, 
67% in the UK, and 59% in the 
US compared to 2019,” report the 
researchers. Crucially, this slump 
in demand has also disrupted 
demand-based pricing, which 
includes the standard practice of 
setting higher room prices when 
the expected demand is high or 
exceeds a hotel’s capacity.

D e m a n d - b a s e d  p r i c i n g  i s  a 
fundamental element of revenue 
management (RM), which is a 
powerful  forecast ing method 

used by hotels and many other 
businesses to maximise revenue. 
Revenue managers  in  hote ls 
carefully analyse historical data 
to predict  room demand and 
availability and make long-term 
strategic decisions on pricing. Given 
that RM strategies rely heavily on 
demand, how can hotels optimise 
their future pricing when little or no 
demand exists, such as during the 
COVID-19 pandemic?

When disaster strikes, it is clearly 
vital to formulate strategic action 
plans that minimise disruption 
and help businesses to recover. 
Yet there have been few studies 
of the capacity for RM in times of 
crisis. Amidst the unprecedented 
circumstances of COVID-19, this 
is unknown territory. To meet 
the urgent need for ef fect ive 
RM st ra teg ies  in  an indust ry 
ravaged by the pandemic, the 
researchers carefully examined 
the current importance of various 
RM processes. They sought to 
determine “how and to what extent 
RM can be implemented in the 
hotel industry during low-demand 
periods, particularly during the 
COVID-19 crisis”.

A Revenue 
Management Cycle

To identify the most important 
elements of RM for hotels facing 
low and highly uncertain demand, 
the  r esea r che r s  adop ted  an 
established framework for RM 
in the hospitality industry. This 
cyclical framework involves seven 
core RM processes, beginning 
with business analysis. “Business 
analysis is the most crucial activity”, 
say the researchers. Analysing data 
on business operations enables 

the hotel to set the right pricing 
strategy, such as demand-based 
pricing or discounting.

T h e  k e y  s t a g e  o f  d e m a n d 
modelling and forecasting often 
relies on historical data, which is 
a challenge when there are no 
prior reference points, as in the 
present crisis. “RM systems learn 
the trends about 8–15 weeks after 
there is some demand for them 
to learn from”, write the authors. 
Following forecasting in the cyclical 
RM process is  inventory and 
price optimisation. These steps 
are optimised through booking 
controls and channel management. 
The cycle then returns to business 
analysis via performance analysis 
and evaluation. “This is an ongoing 
process that requires up-to-date 
information for optimal results”, 
say the researchers.

By considering the seven core 
p r o c e s s e s  o n e  b y  o n e ,  t h e 
researchers set out to determine 
their relative importance to hotels 
during the pandemic. They also 
considered eight external factors 
that influence the RM cycle, ranging 
from competition to legal factors 
and employees.

Interviews with 
Experts

To gain up-to-date insights from 
industry insiders, the researchers 
chose a qualitative approach – in-
depth interviews. “The participants 
had to be experienced revenue 
executives who made daily RM 
decisions and were involved in 
developing RM strategies for their 
hotels”, the authors report. Holding 
interviews during the pandemic, 
between January and March 2020, 

would affect customers’ preventive 
behaviours through affective and 
cognit ive pathways (fear and 
perceived risk).

An Online Survey

In May 2020, the researchers 
administered a survey in Taiwan. 
Given the pandemic situation, 
the survey was completed online 
to limit face-to-face contact. The 
participants were 366 adults living 
in Taiwan. Most dined out one to 
three times per month (48.1%), 
followed by four to six times per 
month (23.3%).

In the 32-question survey, the 
respondents were quizzed about 
their fear of COVID-19 and their 
perceptions of the risks associated 
with the virus. Their views on 
r isk-prevention behaviours in 
restaurants were also recorded. For 
example, the diners were asked 
to indicate the extent to which 
they agreed with the following 
statements: “While dining out in a 
restaurant, I try to wash my hands 
or use hand sanitizer more often 
to prevent the risk of COVID-19 
infection” and “I am willing to 
choose restaurants that follow 
preventative measures”. Finally, to 
assess the respondents’ COVID-19 
media exposure, they were asked 
to indicate the frequency with 
which they engaged with traditional 
media, including newspapers, radio 
and TV, as well as new media, 
such as social networking sites. 
Media attention was measured by 
asking the respondents to describe 
their interest in and attention to 
media reports on COVID-19.

Stimulating Safe 
Restaurant Behaviours

As expected, greater exposure 
to COVID-19 media coverage 
increased customers’ fear of the 
disease and their perception of 
the associated risks. This was also 
true for media attention, such 

that consumers who paid more 
attention to COVID-19 content 
reported more fear and perceived 
risk. These findings suggest that 
media coverage of the pandemic 
not only e l ic i ts  an emotional 
response, fear, but also has the 
power to shape more rational or 
logic-based responses, such as risk 
perception.

R i sk  pe rcep t ion  was  fu r the r 
magni f ied by fear  of  COVID. 
“Because  f ea r  i s  one  o f  the 
s t r o n g e s t  e m o t i o n s ,  i t  i s 
unsurprising that the perceived 
seriousness of COVID-19 risks 
is magnified when it is present”, 
say the authors. In turn, this fear-
induced increase in perceived 
risk boosted customers’ adoption 
o f  p reven t i ve  behav iours  in 
restaurants.

Interestingly, only customers’ 
perceptions of the risks posed 
by COVID-19 – not their fear of 
COVID-19 – directly contributed to 
their preventive actions. Therefore, 
“the management of health crises 
should take into account the 
cognitive responses of restaurant 
consumers”, say the researchers.

A key difference between media 
attention and media exposure 
was identified. Paying attention 
to COVID-19-related information 
resulted in more fear and perceived 
risk than simply being exposed to 
such information. This shows that 
these constructs should indeed be 
treated separately by researchers 
and practitioners investigating 
the role of media engagement in 
managing crises in the hospitality 
industry.

More generally, this work could 
help restaurants to develop media 
communication strategies that 
ensure appropriate preventive 
behav iours ,  us ing  both  new 
and traditional media channels. 
R e s t a u r a n t  b u s i n e s s e s  w i l l 
benefit greatly from this, as “the 
incidence of restaurant closures 
may fa l l  when governments, 
health authorities, and consumers 

are assured about careful and 
deliberate operations”, add the 
authors.

Helping the Industry 
to Recover

In examining both exposure and 
attention to media coverage of 
COVID-19 risk, this study affords 
timely and actionable guidance for 
both restaurants and policy makers 
on developing communication 
strategies to ensure customers’ 
c o m p l i a n c e  w i t h  C O V I D - 1 9 
preventive measures. Effective 
and targeted media coverage is 
especially valuable today, as the 
restaurant industry takes its first 
steps on the path to recovery, 
because its success will rely heavily 
on publ ic conf idence. Taking 
a wider perspective, strategies 
for encouraging customers to 
proactively safeguard themselves 
and others against COVID-19 
will aid not only restaurants but 
every sector of the tourism and 
hospitality industry.

POINTS TO NOTE
• I n  t he  COV ID -19  e r a ,  pub l i c 

confidence in dining out can only be 
restored if guests and restaurants 
cooperate on preventive measures.

• Media reports on COVID-19 can 
increase customers’ awareness of 
risk and thus encourage them to 
comply with restaurants’ preventive 
measures.

• Attention to media and exposure to 
media play different roles in helping 
restaurants to handle crises.

• Restaurants should work with the 
government and health authorities 
t o  d e v e l o p  e f f e c t i v e  m e d i a 
communication strategies.

Sung, Yung-Kun, Hu, Hsin-Hui 
Sunny, and King, Brian (2021). 
Restaurant Preventive Behaviors 
and the Role of Media during a 
Pandemic. International Journal 
of Hospitality Management, Vol. 
95, 102906.
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