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INTRODUCTION

Corporate social responsibility (CSR) refers 
to the duty that organizations take on toward others, 
not only on customers and their shareholders 
(Holloway, 2004). Especially in the service industry, 
such as hospitality companies, CSR has become an 
essential construct, (Martínez & Del Bosque, 2013) 
because it is a significant attribute of company 
image and could mechanically attract potential 
consumers, even promote their loyalty (Han et al., 
2011; Cha et al., 2016). Companies, especially those 
involved in uncertainty and risk, are inclined to 
focus more on their CSR, since CSR has been 
presented as an effective approach to generate the 
‘reputational capital’, enhance firm value (Muller 
& Kräussl, 2011), avoid uncertainty, and fend off 
risks (Smith, 2003). Nowadays, the COVID-19 
pandemic has given a significant impact on nearly 
every stratum of society. The hospitality industry 
is among the hardest hit by it (Shin et al., 2021). 
To make up for the losses and promote the 
reputation, several hotel companies have engaged 
more in CSR activities, such as donating rooms and 
assisting frontline workers. But how do customers 
think of the companies’ CSR activities under 
COVID-19? Are they willing to pay in the future 
for their prosocial work? Such questions remain 
equivocal. There is even no suitable scale to measure 
customers’ perspectives on companies’ CSR, 
especially under the crisis.

Empirical studies that attempt to measure 
CSR on a firm-level began in the 1970s (Ko et 
al., 2019). The perspectives concentrated on by prior 

studies include stakeholders, employees, and 
customers, while most of the measures focus on 
stakeholders, only a little concerned about 
employees and customers. Ko et al. (2019) proposed 
a hotel CSR scale from employees’ perceptions, 
which contributes to the conceptual specification of 
a new construct, EMPCSR, to gauge and measure 
employees’ CSR perceptions and expectations of 
their employers. Fatma et al. (2016) studied a 
measurement scale on consumer perception of CSR 
in the tourism industry, which enables consumer 
evaluation of hotel services concerning CSR. But 
it only included three basic dimensions (i.e., 
economics, society, and environment), which could 
not provide a comprehensive picture (e.g., under 
COVID-19) to customers. Moreover, it was 
conducted in a metropolitan city of India and could 
not reflect consumers in other regions.   

Therefore, this research aims to develop an 
advanced hotel CSR scale from the customers’ 
perspective. This will be the first hotel CSR scale 
measuring customers’ perception under the 
COVID-19 pandemic.

METHOD

This process of scale is based on that of the 
scale development of service quality (Parasuraman 
et al., 1988). In particular, we extract the common 
practices of CSR among hotel corporations from 
a well-developed business sustainability index 
(CUHK, n.d), adapt these practices as measurement 
items, and ask experienced hotel guests the extent 
to which they value each item. The business 
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sustainability index covers three main areas under 
CSR values, CSR management, and CSR practices, 
as well as the hotel company’s contributions to 
economic, social, and environmental sustainability 
(CUHK, n.d). It could clarify each sub-dimension 
(see Table 1) and track the process of CSR. In this 
way, customers can judge the companies’ work.

A pilot study among 300 hotel customers will 

be used to conduct an exploratory factor analysis 
and determine the underlying factors that hotel 
guests value on the hotel sustainability index. A 
sample of 1000 hotel guests worldwide will be 
further conducted for confirmatory factor analysis 
to assess the latent structure and test the validity 
of the scale.

Table 1. Dimensions of the advanced hotel CSR scale from customers’ perspective

L1 L2 L3
Value Nature /

Orientation
Crisis Response

/
/

Process Management     /
Practice Community Practice

Customer Practice
Employee Practice
Environmental Practice 
Government Practice
Investor Practice
Supplier Practice
Crisis Practice

Impact Activities

 

Community Impact
Customer Impact
Employee Impact
Environmental Impact
Government Impact
Investor Impact
Supplier Impact
Crisis Response Impact
Change in Financial Performance

FINDINGS

We predict that the scale will reveal robust 
psychometric properties based on the findings from 
reliability and validity tests. Hence, the new 
three-dimensional scale will be well developed to 
measure customers’ perception of hotel CSR. The 
current advanced scale applies a broad-range model 
for the hotel companies consisting of community, 
customer, employee, environment, government, 
investor, supplier, and crisis response.

In addition, we expect that among value, 
process, and impact, consumers give higher weight 
to the process dimension and give a higher score 
for crisis practice under COVID-19 condition. 
Furthermore, among the eight stakeholder 
dimensions (i.e., community, customer, employee, 
environment, government, investor, supplier), 

customers will be more likely to think highly of 
environment and employee sections.

IMPLICATIONS 

The advanced scale covers a wider range of 
CSR practices than the research in 2016 (Fatma et 
al., 2016). And it will help organizational behavior 
researchers to examine the causal relationship 
between an organization’s CSR activities and 
customers’ outcomes, thereby enhancing further 
development of predictive and prescriptive studies 
that provide a prescription to hotel managers with 
instrumental reason to pursue CSR in an 
organizational setting.

This study is one of the scales developing 
studies of customers’ perceptions in the context of 
the hotel industry. But it’s the first study to include 
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a broader range of factors and to take the crisis 
factor into consideration, which could be well used 
during the COVID-19 context, thereby providing 
hotel companies with the answers about what 
customers concern most for their CSR activities.
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INTRODUCTION

Negative events occurred in a destination, 
such as fraudulent selling of souvenir and false 
propaganda of scenic spots, not only influences 
visitors' destination choices (Jalilvand & Samiei, 
2012), but also impact a destination’s image and 
sustainable development (Ayoun et al., 2015; Fuchs 
& Reichel, 2011). As the well-documented 
negativity bias suggested, people tend to process 
negative information in greater detail and to weight 
negative events more than positive events (Rozin 
& Royzman, 2001). Therefore, the impacts of 
negative events occurred in tourism destinations are 
critically important for destination marketing 
(Kumar, 2016).

Drawing on accessibility–diagnosticity 
theory, psychological contract theory and construal 
level theory, this study presents and tests a 
conceptual model that examines how types of 
negative events occurred in a tourism destination 
affect tourists’ evaluations of destination brand 
extension. In particular, the moderating role of 
tourists-destination relationship quality is examined 
in the proposed model. This study contributes to 
the body of knowledge in several ways. First, this 
research distinguished two types of destination 
negative events (competence negative events vs. 
moral negative events) and investigated their 
relationships with tourists’ perception of betrayal 
and destination brand extension evaluation. Second, 
this study contributes to the literature by examining 
the mediation effect of perceived betrayal between 
destination negative events and tourists’ evaluations 
of brand extension. Third, drawing on the construal 
level theory and expectation violation effect, this 

study revealed the interaction effect of destination 
brand relationship quality and destination negative 
events (i.e., competence/moral negative events) on 
tourists’ perceived betrayal and destination brand 
extension evaluation. The findings of this study 
provide theoretical and practical implications for 
destinations’ marketing responses to negative 
events.

THEORETICAL BACKGROUND AND HYPOTHESES

Types of destination negative events 
This study applied Votolato and Unnava 

(2006)’s classification to study two types of 
destination negative events: competence-based and 
moral-based negative events. Competence-based 
negative events refer to the incidents or problems 
caused by the tourism destination’s incompetence 
in offering the functional benefits of a tourism 
product, such as a run-down infrastructure 
condition, shabby dining facility, lack sufficient 
reception capacity. Moral-based negative events 
referred to the occurrence that conflicts with the 
moral standards and value orientation established 
in the society, such as false propaganda, arbitrary 
price increase, and fraudulent selling. It should be 
noted that his study does not examined the crisis 
events caused by force majeure such as natural 
disasters and the COVID-19 pandemic, because 
these crises are unpredictable and beyond the control 
of destination marketers. 

Perceived betrayal
Perceived betrayal refers to a cognitive 

emotion triggered by a customer's subjective 
determination that the company has violated some 
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of the important norms or standards necessary to 
maintain customer relationships (Grégoire & Fisher, 
2008). Given different types of negative events have 
different effects on consumer attitudes and behavior 
(Smith, 2003), we proposed that, 
• H1: Compared with competence-based negative 

events, moral-based negative events have a 
stronger negative impact on perceived betrayal.

Destination brand extension evaluation
In line with the brand extension literature, we 

consider that destination brand extension evaluation 
is tourists’ judgement of new tourism products 
introduced by a tourism destination based on their 
knowledge of the destination’s existing tourism 
products. We proposed, 
• H2: Compared with competence-based negative 

events, moral-based negative events have a 
stronger negative impact on destination brand 
extension evaluation.

The mediating role of perceived betrayal 
According to the self-regulating attitude 

theory, emotion is an important factor to influence 
behavior. Perceived betrayal will further undermine 
tourists’ trust on a destination (Morrison & 
Robinson, 1997) which produces a strong negative 
rating, affects the tourists’ perceived quality of 
tourism products. Therefore, we proposed,
• H3: The relationship between types of destination 

negative events and destination brand extension 
evaluation is mediated by perceived betrayal. 

The moderating role of destination brand 
relationship quality 

Based on the existing literature, we consider 
that the brand relationship quality between tourist 
and destination reflected the strength and 
development ability of the continuous relationship 
between tourists and destinations. According to the 
construal level theory, individuals are more 
concerned with information that matches their 
construal level in their perception, judgment, and 
decision-making, and different social distances 
result in differences in construal level that cause 
differences in processing information (Maglio, 
Trope, & Liberman, 2013). Hence, we proposed, 
• H4: The brand relationship quality between 

tourists and destination moderates the relationship 

between the types of destination negative events 
and destination brand extension evaluation.

• H5: The tourists-destination brand relationship 
quality moderates the relationship between the 
types of destination negative events and tourists’ 
evaluation of perceived betrayal.

METHODOLOGY

To test the above hypotheses, a mixed-method 
approach with three studies were adopted. In Study 
1, using the Weibo microblogging platform data, 
we tested whether different types of negative 
destination events have different effects on tourists’ 
evaluations of destination brand extension (H2). In 
Study 2, we conducted an experimental study to 
investigate the relationships among the types of 
negative destination events, tourists’ perceptions of 
betrayal, and evaluations of destination brand 
extension, testing H1, H2, and H3. In Study 3, an 
additional experimental study was conducted to 
verify the moderating role of tourists-destination 
relationship quality between the types of destination 
negative events and tourists’ responses (H4 and H5). 
Study 1

A web-based survey was conducted and 
subjects were randomly assigned to one of two 
groups based on experimental conditions of 
different types of destination negative events 
(competence-based vs. moral-based). First, 
participants read this lead-in: “Imagine that you are 
now looking for a suitable tourism destination for 
the upcoming weekend. At this time, you happen 
to see a report about a negative event occurred in 
the destination A.” Next, participants were presented 
a scenario of a destination negative event, as well 
as a news on destination A’s upcoming new tourism 
product——a stage show called “The Memory of 
Impression. Then, respondents were asked to answer 
questions related to key constructs, which were 
adapted from previous studies (Votolato & Unnava, 
2006; Aaker & Keller, 1990).

Eighty participants (35males and 45 females) 
completed the survey. A two-way ANOVA was 
conducted to test hypotheses H1 and H2. The results 
showed that participants in the moral-based negative 
event condition had greater impact on destination 
brand extension evaluation (M moral = 2.3917, S.D. 
= 1.161) than those in the competence-based 
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negative event condition (M extrinsic motives = 3.7375, 
S.D. = 1.071). Further, there was a significant diff
erence between the two groups in the destination 
brand extension evaluation (F (1,74) = 24.154, 
p<0.001, partial η2 = 0.246). As expected, there was 
a significant difference in perceived betrayal 
between the groups exposed to the different types 
of destination negative events (F (1,74) = 63.377, p 
< 0.001, partial η2 = 0.461). Particularly, in the 
moral negative event group, participants really felt 
more betrayal on tourism destination (M moral = 
5.8500, S.D.=1.055) than those in the 
competence-based negative group (Mcompetence = 
3.7950, S.D. = 1.186). These results confirmed H1 
and H2. SPSS PROCESS macro Model 4 by Hayes 
(2013) was used to test the perceived betrayal 
construct regarding its mediating role in the 
conceptual model. The results supported H3 that 
perceived betrayal plays a completely mediating role 
between types of destination negative events and 
destination brand extension evaluation. 

Study 2
In Study 2, the procedure was to random 

assign participants to one of the four conditions in 
a 2 (types of negative event of destination: 
competence-based vs. moral-based) × 2 
(tourist-destination brand relationship quality: high 
vs. low) between-subjects design. The process was 
the same as Study 1. Two hundred participants 
completed the online survey. A two-way ANOVA 
was used to assess the interaction effect of types 
of negative event of destination and relationship 
quality on destination brand extension evaluation. 

The results showed significant interaction 
effects on perceived betrayal (F (1,192) = 160.467, 
p < 0.001, partial η2 = 0.455) and destination brand 
extension evaluation (F (1,192) = 7.216, p<0.01, partial 
η2 = 0.036). We found that competence-based and 
moral-based destination negative events would have 
similar impacts on tourists’ perceived betrayal and 
brand extension evaluation when the 
tourists-destination brand relationship quality is low. 
However, when the tourists-destination brand 
relationship quality is high, moral-based 
(competence-based) negative events will elicit a 
stronger perception of betrayal and a great negative 
impact on tourists’ evaluation of brand extension. 
These findings confirmed H4 and H5. 

CONCLUSION AND IMPLICATIONS

This study proposed a conceptual model to 
investigate how types of destination negative events 
affect tourists’ perceived betrayal and destination 
brand extension evaluation. The findings of this 
study supported that, moral-based (vs. 
competence-based) destination negative events 
would elicit a stronger perception of being betrayed 
and have stronger negative impacts on tourists’ 
brand extension evaluation. In addition, we found 
that perceived betrayal fully mediates the 
relationship between the types of destination 
negative events and the tourists’ evaluation of 
destination brand extension. Moreover, we revealed 
the moderating role of the brand relationship quality 
among the relationship between destination negative 
event, tourists’ perceived betrayal, and destination 
brand extension evaluation. 

This study offers useful managerial 
implications for dealing with destination negative 
events. Most importantly, tourism destination 
management organizations (DMOs) and tourism 
service providers should constantly monitor 
negative events. Once a negative event occurred at 
the destination, we should effectively classify the 
type of the negative event and apply different 
communication strategies with tourist segments 
based on their relationship quality. Even though it 
is difficult to avoid the occurrence of negative 
events, DMO managers should respond to the 
negative events in a timely manner and mitigate 
tourists’ perception of being betrayed. When facing 
moral-based negative events, tourism service 
providers should realize that it is not appropriate 
to promote all kinds of new products and projects 
in tourist destinations at this time, especially 
extended products, but it takes more effort to recover 
the crisis brought about by negative events.
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INTRODUCTION 

Popular culture (hereafter pop culture) such 
as drama, music, movies, and popstars has been 
recognized as an important vehicle to promote 
tourist destinations (Beeton, 2001). In recent years, 
pop culture from South Korea (hereafter Korea) has 
assisted in generating an interest in the country, 
created a desire for traveling there, and eventually 
led fans to visit. Accordingly, the Korean Tourism 
Organization (KTO) has used many celebrity 
endorsers (e.g., Rain, Psy, EXO, BTS) in their 
marketing campaigns to promote Korea as a tourism 
destination. Indeed, previous research has evidenced 
that celebrity endorsement plays a critical role in 
increasing awareness, image, and selection of the 
particular destination where the celebrity resides 
(Ambroise et al., 2014; Glover, 2009; Magnini, 
Honeycutt, Cross, 2008). 

Celebrity endorsement has been proved to be 
one of the key influential destination promotion 
approaches.  A recent study on the impact of 
connectedness to celebrity found that the more one 
feels connected to the celebrity, the better one is 
receptive to the massage endorsed by the celebrity, 
which in turn increases purchase intention (Tran, 
Yazdanparast, & Strutton, 2019). Celebrity 
connectedness describes the strength and nature of 
relationships between consumers and their favorite 
celebrity who populate a theme (Russell & Puto, 
1999). In the tourism context, the perceived intensity 
of the relationships can be a vital antecedent to form 
perceived image toward a destination. In addition, 
when consumers find strong connectedness between 
celebrity’s work and a celebrity-endorsed 
advertisement (ad), they may show positive and 
favorite perception toward the message and 
eventually the product or destination. Thus, 

celebrity-endorsed advertisement that reflects their 
characteristic and work can play an important role 
in helping consumers forming positive image about 
a destination. 

A recent study identified an important 
psychological characteristic of pop star fans, which 
is called self-expansion (Lee, Bai, & Busser, 2019). 
Self-expansion is defined as a desire to enhance 
an individual’s potential efficacy and it is 
individuals’ inherent motivation to broaden 
themselves by including others into one’s self (Aron 
& Aron, 1986).  The study found that fans possess 
self-expansion, a strong motivation to establish 
positive relationships with their favorite pop star 
and the country, exhibiting higher travel 
satisfaction, and greater destination loyalty.  Given 
the importance of self-expansion in fan behaviors, 
fans who feel connected to a celebrity may better 
recognize the connectedness between the celebrity 
work and the destination in a promotional ad and 
further show positive image toward the destination. 

The purpose of the study was to investigate 
how fans develop destination image, by employing 
the concept of connectedness and self-expansion 
theory. This study chose fans of a Korean pop-star 
group, Bangtan Sonyeondan (BTS). For the purpose, 
a proposed model was developed to examine three 
specific objectives: 1) examine the influence of 
consumer connectedness to celebrity (hereafter BTS 
connectedness) on their perceived ad connectedness 
to celebrity (hereafter AD connectedness) on 
destination image; 2) to investigate the impact of 
AD connectedness on destination image; and 3) 
examine the moderating role of self-expansion in 
the destination image formation process. As this 
study was conducted during the COVID-19 
pandemic, this study added as a control variable 
of COVID-19 to the proposed model.
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METHOD

A scenario-based online survey questionnaire 
method was employed. Respondents were asked to 
imagine that they were planning for an international 
trip for pleasure and searching for a destination via 
online travel websites. In one travel website, they 
see an advertisement of a celebrity (BTS) promoting 
South Korea. The advertisement consisted of two 
main components: Title/tagline of the poster and 
a picture of the celebrity and destination. The title 
was created to correspond with an advertised South 
Korea and BTS. Based on the BTS’s series album 
title, the tagline of the advertisement was created 
as “Love yourself, Love your next step to South 
Korea”. A picture of BTS members with the 
background of a Korean traditional architecture was 
embedded. After reviewing the advertisement, 
respondents were asked to complete the survey 
including six sections; (1) self-expansion (six items 
- Lee, Bai, Busser, 2019), (2) BTS connectedness 
(eight items - Tran et al.,2019), (3) AD 
connectedness (four items – Tran et al.,2019), (4) 
affective destination image (three items – Russel, 
Ward, & Pratt, 1981), (5) perceived impact of the 
COVID-19 on their responses (control variable), and 
(6) demographics and fan profiles. All items for 
four main constructs were assessed on a 7-point 
Likert scale, ranging from 1 (strongly disagree) to 
7 (strongly agree). A total of 433 responses collected 
by Amazon Mechanical Turk were used for the data 

analysis. A confirmatory factor analysis (CFA) was 
conducted to check the measurement model. Then, 
a structural model was assessed using a robust 
maximum likelihood estimation method (MLR) 
(Anderson & Gerbing, 1988). Lastly, a latent 
moderated structural (LMS) equation analysis was 
conducted to examine the moderating role of 
self-expansion (Maslowsky, Jager, & Hemken, 
2015).

FINDINGS

The measurement model showed a good fit:2 

= 299.679, df = 113, χ2/df = 2.652, p < .0005, 
CFI = .960, TLI = .952, RMSEA =.062 (90% C.I.: 
.054, .071), and SRMR =.033 (Hair et al., 2018). 
Convergent validity (Bagozzi & Yim, 1991), 
internal consistency (Nunnally, 1978), and 
discriminant validity (Hair et al., 1998) were tested 
and confirmed prior to analysis of structural model. 
The structural model displayed a good model fit: 
2= 162.163, df = 131, χ2/df = 3.180 p < .001, CFI 
=. 961, TLI = .950, RMSEA =.072 (90% C.I.: .060, 
.084), and SRMR =.093 (Hair et al., 1998). BTS 
Connectedness had a significant impact on AD 
connectedness ( = .268, p < .0005) and on Affective 
image ( = .234 p < .0005). AD connectedness in 
turn influenced affective image ( = .351 p < .0005). 
Lastly, COVID-19 as a control variable had a 
significant effect on Affective image ( = -.179, p 
< .001).

Notes: *: p< 0.05, **: p < .001; *** p < 0.001; N.S.: not significant
Figure 1. The final model with path coefficients level of 3.84 (df = 1, p < .001).

The results of latent moderated structural 
equation (LMS) analysis revealed that self-expansion 

had a significant positive interaction effect ( = .138, 
p < .001) with AD connectedness on affective image. 
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Furthermore, difference in the log-likelihood ratio 
(-2DLog = 19.000) surpassed the cut-off significance 
level and the effect size (f2=.059) of the interaction 

effect represented a medium effect size (Cohen, 
1988). 

 Table 1. Main effect, interaction effect, and test statistic for log-likelihood ratio test and R2

Path
β Log-likelihood ratio R2 (%)

M0 M1 M0 M 1 -2ΔLog M0 M1 ΔR2 f2
SE*BC→AC .439 .130 (p=.071) -6958.051 -6964.795 13.488 .327 .339 .012 .018
SE*BC →AI .367 .129 (p=.061) -6960.987 -6957.738 6.498 .610 .622 .012 .031
SE*AC→ AI .367 .183*** -6960.987 -6951.487 19.000 .610 .633 .023 .059

Notes. M0: Main Model; M1: Interaction Model; SE = Self Expansion; BC: BTS Connectedness;  AC=Advertisement 
and BTS Connectedness; AI: Affective Image; β: standardized path coefficient for the impact of SE; Ratio: 
difference (Δ) in the log-likelihood ratio between M0 and M1: -2 [(log-likelihood for Model 0) – (log-likelihood 
for Model 1)] with the cut-off value of 3.84 for 1 df; Δ R2: difference (Δ) between M0 and M1 in R2; 
Effect size (f2) = (R2 of M1 – R2 of M0)/(1 – R2 of M1); * p < .05, ** p < .01, *** p < .001.

A simple slope analysis confirmed the 
significant positive interaction effects of 
Self-Expansion (SE) with AD connectedness on 
Affective image by comparing the slope of High 
SE (one standard deviation above the mean) and 
the of Low SE (one standard deviation below the 
mean) (Edwards & Lambert, 2007). (Figure 2). As 

individuals' self-expansion increases (from Low SE 
to High SE), the impact of AD connectedness on 
destination image would increase.  Overall, this 
study revealed that self-expansion had a significant 
positive moderating effect on the relationship 
between AD connectedness and affective image.

Note. SE; Low: 1 standard deviation below the mean; High: 1 standard deviation above the mean.
Figure 2. Simple slope analysis

CONCLUSION

Grounded in the concept of connectedness and 
self-expansion theory, this study revealed that how 
consumer’s perceived connectedness to the celebrity 
(BTS) and AD connectedness influenced destination 
image while self-expansion had a significant 
moderating role of in the relationships – particularly 
between AD advertisement and affective image. The 

findings imply the importance of fans’ 
connectedness to the celebrity and their perceived 
degree of ad reflectiveness regarding celebrity in 
terms of developing a positive destination image. 
That is, the more fans feel connected to the BTS, 
the more they perceive the ad relatedness with 
celebrity and the more they form positive destination 
image. Furthermore, findings indicate that when 
people have higher self-expansion, fans’ perceived 

High SE

Low SE
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connectedness between AD and BTS has a stronger 
impact on destination image. That is, self-expansion 
played a significant moderating role in 
strengthening destination image, when people have 
stronger self-expansion. 

The findings of this study make several 
theoretical implications.  By applying the concept 
of connectedness and self-expansion theory, this 
research provides new theoretical insights on 
understanding fans’ destination image. In particular, 
by employing the concept of connectedness from 
the advertisement literature, this study offers an 
important insight of celebrity endorsement within 
the tourism context. Lastly, by evaluating the 
interaction effect of self-expansion in the model, 
this study expands the role of self-expansion as a 
significant moderator in the destination image 
formation within the pop-culture tourism context.

The findings also provide practical 
implications and guidelines for destinations to 
develop destination marketing strategies grounded 
in celebrity endorsement. By highlighting the 
importance of connectedness, destination marketing 
organizers should develop promotional messages 
that reflect the connection between celebrity’s work 
and the destination. In addition, as highly 
self-expanded fans were found to often influence 
stronger impact of advertisement connectedness on 
affective image, destination markers should 
recognize a group of fans as potential market 
segment and develop travel products and services 
that motivate fans’ self-expansion, which will foster 
fans to form perceived image toward the destination. 
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INTRODUCTION

Food delivery apps (FDAs) as an emerging 
online-to-offline mobile technology, has been 
widely adopted by restaurant industry world-wide. 
For instance, FDA market in the United States is 
very popular, as it is associated with convenience. 
Several factors including hectic working schedules 
and increase of single-person household are driving 
force to this market. In addition, FDA market has 
even grown tremendously since COVID-19 
outbreak because more and more consumers have 
rather chosen dining at home using food delivery 
over dining at a traditional restaurant setting in order 
to minimize social contacts. The Online Food 
Delivery segment is expected to show a revenue 
growth of 5.8% ($30 billion) in 2022, and the 
number of FDA users in the U.S. is expected to 
amount to 128.3 million by 2024. 

However, research in the context of FDA has 
received less attention in the literature compared 
to the traditional restaurant business. Because 
ordering food delivery and dining at home is clearly 
different behavior compared to dining at a 
traditional restaurant, it is necessary to investigate 
consumers’ various responses including purchase 
behavior in the context of FDA. In addition, FDA 
market has been very competitive now a days. In 
order to survive from the fierce competition, it is 
important to explore effective marketing strategies 
including menu promoting strategies especially 
suitable for FDAs. 

The restaurant menu is a critical tool to 
influence customer expectation and buying behavior 
(Lee & Cranage, 2007). Well-designed menus in 
the FDA can have a huge influence on consumers` 
behavior and purchase intention. As with other 

purchases, consumers believe their food purchase 
decisions are the result of rational evaluations, 
preferences, and personal values. However, 
purchase decisions can be influenced by cognitive 
limitations that lead to the use of mental shortcuts 
or heuristics (Svenson & Maule, 1993). Whereas 
systematic processing entails careful and 
deliberative processing of a message, heuristic 
processing entails the use of simplifying decision 
rules or ‘heuristics’ to quickly assess the message 
content. Food-related decisions, specifically, tend to 
be more heuristically cued than other behaviors 
(Cohen & Babey, 2012). 

There are several cues that are inherent in 
the purchase environment. One of these cues can 
be scarcity and popularity messages are two 
pervasively used promotional strategies in 
marketing. While some promotions emphasize 
scarcity (e.g., limited edition), others highlight 
popularity (e.g., best seller). Both types of 
promotional messages are highly powerful and it 
is vital to know which type of message has more 
effect on perceived product value as well as 
consumer`s purchase intention. 

According to commodity theory, the 
individual evaluates a product as more attractive 
when it is scarce rather than abundant. Thus, a scarce 
product is viewed as having high value and is 
considered to be more desirable (Verhallen & 
Robben, 1994). Therefore, the question arises as 
to whether or not a perceived scarcity message in 
restaurants influences customers’ perceived value 
estimation of the restaurants’ offerings. Popularity 
cues can be defined as “promotional cues that 
indicate pervasive consumer interest in a product” 
(Wu & Lee, 2016, p. 487). For example, a popularity 
cue can be “a best-seller label” or “a large number 
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of online reviews.” Many researchers examine the 
effects of popularity cues used in advertising (e.g., 
Dean, 1999; Song, 2015) and e-commerce (e.g., 
Steinhart et al., 2014; Wu & Lee, 2016).  There 
is a plethora of studies have examined how 
consumers react to scarcity and popularity cues 
(e.g., Gierl, Plantsch, & Schweidler,2008; Wu & 
Lee, 2016), but the research is sparse on the 
effectiveness of different selling cues on hedonic 
versus utilitarian products and fulfillment of 
consumer goals. Utilitarian consumption value is 
related to rationally-oriented benefit, practical 
functionality, and instrumentality. In contrast, 
hedonic consumption value is related to affective 
and sensory gratification, fun, and entertainment 
(e.g., Babin, Darden, & Griffin, 1994; Batra & 
Ahtola, 1990; Drolet & Williams, 2007; Lim & Ang, 
2008; Okada, 2005; Voss, Spangenber, & 
Grohmann, 2003). 

To address this gap, this research examines 
the impact of consumption nature (Hedonic vs. 
Utilitarian) on the relationship between scarcity vs. 
popularity cue on the menu and consumers’ 
purchase intention. The previous research has 
highlighted that hedonic and utilitarian products 
satisfy fundamentally different consumer goals 
(Chitturi, Raghunathan, and Mahajan 2008; 
Halamish et al.2008; Khajehzadeh, Oppewal, and 
Tojib 2014). Therefore, understanding whether 
product types moderate the effect of selling cues 
on consumer’s goals fulfillment and purchase 
intentions are particularly relevant from both 
theoretical and managerial standpoints.

Past literature (Chitturi, Raghunathan, and 
Mahajan 2008) has highlighted that utilitarian and 
hedonic product align well with a prevention and 
a promotion focuses, respectively. Hence, we argue 
that for hedonic products, a limited-edition cue will 
result in positive responses from consumers. On the 
other hand, for utilitarian products, a best seller cue 
will result in positive responses from consumers. 
This implies that consumption nature of the product 
moderates the effect of selling cues on purchase 
intention. Furthermore, it is necessary to compare 
the effectiveness of these two types of promotion 
messages as well as consumers` goal and understand 
the contexts in which one message type may 
outperform the other in driving consumers’ buying 
behaviors. A better understanding of why and when 
one promotional message is more effective than the 

other can help to make a guidance for restaurant 
managers also increase restaurants` revenue 
management and finally online retailers such as 
FDAs develop more successful targeted promotions. 
Overall, our findings have implications for 
marketing communication strategies that relate to 
selling cues and customers’ consumption goals. Our 
research contributes to the revenue management and 
marketing literature by proposing consumption 
goals (i.e., hedonic vs. utilitarian) as an important 
contextual variable that determines the relative 
effectiveness of scarcity versus popularity cues. We 
propose that the consumption target (Hedonic versus 
Utilitarian) moderates the relative effectiveness of 
scarcity versus popularity cues in marketing 
promotions. Specifically, we predict that for hedonic 
consumption, scarcity cues outperform popularity 
cues in eliciting buyers’ purchase intentions. 
Conversely, for utilitarian consumption purchases, 
we predict that popularity cues are more effective 
in triggering buying intentions. Finally, we propose 
the mediation effect of perceived product value to 
explain the positive impact of scarcity (vs. 
popularity) cues on consumers` goals and purchase 
intentions.

METHOD

We conducted a 2 (Message cue: scarcity vs. 
popularity) x 2 (consumption nature: hedonic vs. 
utilitarian) between-subject experimental design. 
First of all, participants were randomly assigned to 
one of four scenarios that demonstrates food 
delivery situation and menu stimulus. For scarcity 
experimental condition, we used ‘limited edition’ 
message cue (“Only 10 orders per day available 
for this menu”). For popularity experimental 
condition, we used ‘best-seller’ message cue (“the 
most popular menu”). For hedonic condition, 
participants were asked to imagine that they order 
food from a quick and fast restaurant through FDA 
in order to tease their hunger quickly. For utilitarian 
condition, participants were asked to imagine that 
they order food from a fancy restaurant through 
FDA in order to give a reward for their hard work 
during the weekday. The manipulation for 
consumption nature – hedonic vs. utilitarian – is 
based on the previous research that demonstrating 
that a fancy restaurant and a quick and fast food 
restaurant offer highest hedonic and highest 
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utilitarian experience, respectively (Parsa, Shuster 
and Bujisic 2020). 

After reading a scenario, participants were 
asked to complete manipulation checks and 
measures for each variable – perceived value and 
willingness to purchase. Perceived value was 
measured by a three item 7-point Likert scale 
(Sweeney, 1999). A three-item, 7- point Likert scale 
were used to measure purchase intention (Maxwell, 
2002). Total 200 participants were recruited from 
an online survey platform.

FINDINGS

To test our moderated mediation hypotheses 
model, we conducted Haye’s Process macro for the 
SPSS (Hayes, 2017). We adopted PROCESS model 
7, which applied an ordinary least squares 
regression-based path analytic model to predict 
conditional indirect effects of the moderated 
mediation model we proposed. The results indicate 
that the indirect effect of message cue – scarcity 
vs. popularity – via perceived value on purchase 
intention is moderated by the consumption nature 
of food order (index=0.72; 95% CI=0.27, 1.21). 
More specifically, when the consumption nature of 
food delivery order is hedonic in nature, scarcity 
message has more significant positive impact on 
perceived value (F=6.23; p < 0.05). In contrast, 
when the consumption nature of food order is 
utilitarian in nature, popularity message has more 
significant positive impact on perceived value 
(F=7.39; p < 0.01). 

IMPLICATIONS

This research has several salient theoretical 
implications related literature. First, although 
scarcity and popularity cues were studied by many 
researchers (e.g., Castro, Morales, and Nowlis 2013; 
Parker and Lehmann 2001), prior research has not 
examined the moderating effects of hedonic and 
utilitarian values on the relationship between selling 
cues (limited edition vs popularity) and purchase 
intention in the FDA context. Secondly, this 
research has explored consumer responses to 
message cues in the context of FDA.

This study explores the psychological 
mechanisms behind the interactive effects of selling 

cues and consumers` values on purchase intention. 
The findings show that perceived product value 
mediates the effects of selling cues on purchase 
intention. Our findings provide several key 
managerial insights that are likely to be useful for 
marketers, manufacturers, and brand managers. 
Accordingly, retailers may promote a limited edition 
to promotion-focused consumers and a best seller 
to prevention-focused consumers. Based on the 
findings, retailers will benefit from using a best 
seller cue for utilitarian products (e.g.,salad). On 
the other hand, purchase intention for hedonic 
products (e.g., pizza) will be higher if the products 
are promoted with a limited-edition cue. When the 
selling cues are properly aligned with product types 
it leads to better goal fulfillment of the consumers. 
Finally, we find while promoting a hedonic product, 
FDA managers need to convey its benefits via a 
limited-edition cue, as it will lead to fulfillment of 
promotion goals, which in turn leads to higher 
purchase intention. Similarly, a retailer needs to 
emphasize a best seller cue while promoting a 
utilitarian product for fulfillment of prevention 
goals, which in turn leads to higher purchase 
intention. These results help inform marketers and 
restaurant and FDA managers on how to design 
effective product benefit messages for various 
products.
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