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INTRODUCTION

The outbreak of the COVID-19 pandemic has 
caused dramatic changes in business environments. 
For restaurant businesses, where the importance of 
face-to-face service is a crucial element of 
operations, the COVID-19 pandemic has created 
severe challenges for survival (Brizek et al., 2021). 
Therefore, an appropriate reaction to this pandemic 
is expected to produce a decisive effect on their 
future. Previous research has demonstrated that a 
major key in small businesses’ successful crisis 
management would be depending on how managers 
effectively evaluate the impact of the crisis (Ritchie 
& Wang, 2012). Ritchie (2004) argued that 
managers’ perceptions highlight important 
considerations when managing crises. Developing 
a crisis strategy should be based on managers first 
acknowledging that their companies are vulnerable 
to a crisis (Ritchie & Wang, 2012). Kash and 
Darling (1998) suggested that strategic forecasting, 
risk analysis, hazard mapping, and integrated 
planning are crucial components when responding 
to a crisis. In addition, effectively managing a crisis 
also requires the appropriate adjustment of 

operations over time (Lai & Wong, 2021). Because 
a crisis consists of multiple stages, managers 
respond differently to each situation (Ritchie, 2004). 
In longer crises like COVID-19, the importance of 
continuously scanning and evaluating the business 
environment increases.

Based on this background, this research 
empirically investigates how restaurant business 
managers’ evaluation has changed in light of the 
COVID-19 pandemic. By comparing the differences 
between the early stage (March 2020) and middle 
stage (December 2020) of the pandemic, this 
research seeks to understand how restaurant 
managers changed their crisis evaluation efforts 
during a long pandemic. In addition, the research 
targets two different places in Korea. Although these 
targeted cities are located in same country, the rate 
of infection differs significantly, as shown in Figure 
1. In fact, while Daegu was first city where the 
illness emerged during the early stage of the 
pandemic, the number of patients in Seoul increased 
dramatically at end of 2020. Therefore, the 
comparison of managers in these two cities can 
provide further information about changes based on 
the progress of events. 

Number of Patients in Daegu (Jan–Dec 2020) Number of Patients in Seoul (Jan–Dec 2020)

Figure 1. Regional differences in the spread of COVID-19 
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This empirical investigation will address the 
weaknesses of previous research, such as focusing 
on the development of a theoretical frame of crisis 
management process based on the literature or 
focusing on a single point in time. Understanding 
changes in managers’ evaluation of a crisis will 
provide further information for explaining crisis 
management by small restaurant managers in order 
to survive a rapidly changing business environment.  
 

LITERATURE REVIEW

The process of crisis management consists of 
different stages and contents. In the different parts 
of the process, most researchers have emphasized 
the pre-stage and forecasting. The significance of 
the first stage often represents preparedness or 
planning based on understating and analyzing the 
situation. The reason is that proactive management 
is most effective and is undoubtedly necessary to 
reduce negative impacts. Many researchers have 
argued that an accurate prediction increases the 
preparedness for crises, making it possible to handle 
them more efficiently (Wang and Ritchie, 2010). 
Finally, understanding the severity of events is a 
crucial point of the process.

From this point of view, leaders’ subjective 
factors, such as their attitude toward a crisis, their 
perception, and their ability to gather and utilize 
both internal and external resources to respond to 
a crisis, will be more significant in the crisis 
management of small businesses (Ritchie et al., 
2003). Therefore, for small businesses, a major key 
to successful crisis management is how managers 
properly evaluate the impact of crises and how they 
make creative short-term reactions to hold their 
position longer for better business platforms.

 
METHOD

To measure managers’ evaluation of the 
impact of COVID-19 on their business, this research 
applied 15 customized items based on Okumus and 
Karabustafa (2005), who developed 29 items 
categorized into four dimensions based on 
characteristics such as long versus short and positive 
versus negative. The current research simplified 

those items into 15 items for the consideration of 
research situation. The major target of the survey 
was the top managers of restaurants in Korea. The 
survey used the convenience sampling technique 
due to the difficulties in collecting information from 
small businesses as business managers tend to be 
uncomfortable with providing sensitive information 
regarding their difficulties. Well-trained researchers 
visited restaurants in downtown Seoul and Daegu, 
Korea, over approximately 20 days to collect data, 
from January 12 to 31, 2021. During this time, they 
collected 398 samples. To verify the validity of 
measurement, this research applied explanatory 
factor analysis and then analyzed the differences 
in evaluation between the two regions as well as 
between two times (i.e., March and December 
2020). Independent t-test and paired t-test were used 
to reveal any differences.

FINDINGS

The exploratory factor analysis for verifying 
the validity of measurement in relation to managers’ 
evaluation of the impact of COVID-19 produced 
two factors: threats and opportunities. The first 
factor, threats, represented the negative perception 
toward the impact and included items such as a 
long recession, postponed future investment, 
deepened difficulty in decision making, demand 
decrease, need for additional working funds, 
increase in uncertainty of forecasting, and stressful 
working environment. The second factor, 
opportunities, regards finding the chance of 
innovation and includes items such as need for 
promotion diversification, need for new product and 
R&D, need for new education, and need for new 
management techniques. 

The independent t-test showed a statistically 
significant difference in evaluation of threats 
between the two regions whereas differences 
between the two groups in relation to opportunities 
were partly accepted. Managers in Daegu, where 
the number of infected persons rapidly increased 
at the beginning of pandemic, showed a higher level 
of evaluation of threats at both time points. 
However, managers in Seoul had relatively more 
positive evaluation of opportunities at the latter time 
point. 
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Table 1. Differences in Evaluation between Two Regions

March December
Daegu Seoul t-value P Daegu Seoul t-value P

Threats 4.74 4.24 8.364 .000** 4.85 4.52 7.901 .000**
Opportunities 3.86 3.94 -.871 .385** 4.06 4.22 -2.027 .043**

** p < .01, * p < .05

Meanwhile, the comparison of differences 
between two time points created statistically 
significant results in both regions. However, the 
change in managers’ evaluation in Daegu showed 
interesting results. The negative evaluation of 
threats in the area continuously increased, although 
the number of newly infected individuals 
dramatically decreased at the end of 2020. This 
result might imply that the impact of the beginning 
of the pandemic had a greater influence on 
managers’ negative evaluation. In the case of Seoul, 
although the evaluation in relation to threats 
increased faster than in Daegu when the number 

of newly infected persons rapidly increased in the 
area, the level of negative evaluation was still lower 
than that in Daegu. In addition, the result from this 
paired t-test also showed that evaluation of 
opportunities increased in both areas over time, even 
though the amount of change in evaluation of 
opportunities was smaller than in negative 
evaluation of threats. Finally, it seems that restaurant 
managers’ willingness to find solutions to cope with 
the crisis led to increased effort to find better ways 
of operation even as the COVID-19 pandemic 
expanded.  

Table 2. Differences in Evaluation between Two Times

Daegu Seoul
March December t-value P March December t-value P

Threats 4.74 4.85 -5.53 .000** 4.24 4.52 -7.415 .000**
Opportunities 3.86 4.06 -7.01 .000** 3.94 4.22 -5.477 .000**

** p < .01, * p < .05

IMPLICATIONS

The empirical investigation indicated that a 
shock at the beginning of a pandemic has a greater 
influence on managers’ negative evaluation. 
Nevertheless, it also showed that, during times of 
crisis, managers in the restaurant industry have a 
greater willingness to find better ways to cope with 
the crisis by adapting to the environmental changes 
resulting from the crisis. Finally, the results suggest 
that business operation experience during a crisis 
would rapidly grow managers’ ability and change 
their attitudes toward business operations. 

Meanwhile, this result also implied that early 
supports such as governmental funds and tax cuts 
should be most important elements in order to 
increase the viability of small restaurant business. 
Support from governments will definitely lead 
managers to be more positive in regard to changes 
and to accelerate the implementation of proactive 
managerial behaviors in operations. One limitation 

of this explanatory study is the convenience 
samplings. However, the research still contributes 
to extending the understanding of managers’ 
subjective evaluations that could contribute to crisis 
management. This results from this empirical 
investigation offer clues for further research of 
related issues.  
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INTRODUCTION

The tourism industry has been one of the most 
affected sectors during the coronavirus disease 2019 
(COVID-19) pandemic outbreak. Consequently, 
corporations, nonprofit organizations (i.e., 
UNWTO), and academia have been exerting 
dynamic efforts to solve the effects of the 
COVID-19 crisis on the tourism sector. Given that 
COVID-19 can transmit from an individual to 
another through respiratory droplets from coughing, 
sneezing, or talking, the travel sector has adapted 
solutions focusing on social distancing and 
sanitation. Industry practitioners also considered 
strategies leveraging technology, such as digital key 
technology, service robots, and virtual reality 
technology, as alternative. Hotels and airline brands 
have altered their policies to offer customers with 
flexible booking options to change or cancel without 
any charge. Analogous to industry efforts, most 
research on COVID-19 in the hospitality and 
tourism literature has focused on travelers’ 
perceived risk and proposed operational measures 
to mitigate them (e.g., Jiménez-Barreto et al., 2021; 
Kim et al., 2021; Shin & Kang, 2020). 

However, these solutions only apply if people 
resume traveling activities and focus on eliminating 
or suppressing factors that can create anxiety for 
people while they travel. The most pressing issue 
to be addressed by the tourism industry is whether 
people will continue to travel as much as they did 
prior to the COVID-19 pandemic outbreak. The time 
the industry will take to recover to the pre-pandemic 
level is another concern. Nevertheless, relative to 
these radical changes in operational measures, 
marketing strategies to motivate travel has remained 
stagnant. Besides informing travelers on the above 
operational precautions taking place in their 
business (emphasizing keywords such as safety, 

cleanliness, and privacy, to relinquish travelers’ 
concern), advertising messages continue to reiterate 
positive emotional appeal related to travel, 
highlighting the concepts of fun, relaxation, and 
adventure. According to Herzberg’s motivation–
hygiene (two-factor) theory (1964), factors that 
bring satisfaction and motivation to work are 
completely distinct from those that lead to 
dissatisfaction and demotivation. Similarly, to 
motivate people to travel again, marketers should 
not solely focus on eliminating demotivating factors 
(operational measures to eliminate any potential 
health risks that demotivate people to travel) but 
simultaneously identify and address motivating 
factors. Nonetheless, extant research on COVID-19 
in the hospitality and tourism literature has primarily 
concentrated on factors that demotivate travelers 
(i.e., perceived risk) and rarely investigated 
approaches to motivate people to travel again 
proactively.   

To address this gap in the literature, the 
current research proposes unique travelers’ 
psychology related to the current crisis that can be 
harnessed as a motivator in driving post-pandemic 
travel demand, “inaction regret.” Specifically, this 
study proposes that stimulating people’s regret 
about missed travel opportunities during the 
pre-pandemic period (inaction regret) will heighten 
their future travel intention. This research also 
proposes two constructs, “anticipated loss of not 
traveling (ALNT)” and “change in perceived value 
of travel (CPVT),” as mediators in the relationship 
between inaction regret and future travel intention. 
On the basis of prospect theory (Kahneman & 
Tversky, 1979), which asserts that people associate 
greater psychological discomfort with losses than 
pleasure when making decisions under uncertainty, 
it is hypothesized that the anticipated loss of not 
traveling would assign value to the alternative of 
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travelers’ inaction (foregone travel opportunity) and 
increase people’s desire to undo their inaction. In 
addition, grounded on the commodity theory (Lynn, 
1991), which proposes that scarce products or 
opportunities are valued more highly than available 
products or opportunities, it is hypothesized that 
people would reappraise the value of travel more 
highly after experiencing travel restrictions during 
the COVID-19 pandemic that limited the availability 
of travel opportunities. Consequently, people’s 
change in perceived value of travel would encourage 
them to avail their next opportunity to travel. Hence, 
CPVT is proposed as another mediator in the 
relationship between inaction regret and future 
travel intention. 

METHOD

The hypotheses of this research were tested 
through two studies. Study 1 assessed whether 
COVID-19 has indeed induced regret among people 
regarding their forgone travel opportunities during 
the pre-COVID times and compared future travel 
intention between high and low inaction regret 
groups. An online survey questionnaire was 
developed on the basis of a thorough review of 
related literature. Three items from Patrick et al.’s 
(2009) study and four items from Lee et al.’s (2018) 
study were adopted to measure inaction regret and 
future travel intention. Two sets of scales were used 
for international and domestic travel. The procedure 
of the survey was as follows: First, the definitions 
of action regret and inaction regret were presented 
to the participants. Then, participants were asked 
which they regret more between things they did 
(action) or things they did not do (inaction) during 
pre-pandemic times and to describe their action or 
inaction regret in text. Next, the participants 
measured the items for future travel intention and 
inaction regret. The survey was distributed through 
an online panel data platform, Prolific, and a total 
of 100 responses were collected. 

Study 2 replicated the results from Study 1 
and tested the mediating effects of ALNT and 
CPVT. Data collection involved a survey 
questionnaire, which included the measurements of 
inaction regret, future travel intention, ALNT, and 
CPVT. Three items from Byun and Sternquist’s 
(2012) study and another three items from Gallarza 

and Gil Saura’s (2006) study were adapted to 
measure ALNT and CPVT, respectively. A total of 
300 participants were recruited among the Prolific 
panels for Study 2. To prevent any sampling bias, 
the panels who participated in Study 1 were 
prescreened to disable their participation in Study 
2. 

FINDINGS

Study 1. 
Two responses that did not pass the attention 

check questions were removed from the final data 
set. Accordingly, a final sample size of 98 was used 
for data analysis. Among the participants, 88.8% 
indicated that they regret things they did not do 
(inaction) during pre-pandemic era. The type of 
inaction regret with the second highest score was 
travel-related inaction regrets, comprising 23% of 
the responses. One participant mentioned “I regret 
not having gone out more before the COVID-19 
surge. I had plans to travel to Brussels with my 
partner; this would have been our first trip abroad 
on our own. However, we cancelled these plans as 
‘we could do this at any time, there was no rush 
to do it at this specific moment’. We have not had 
any travel experience since.” Hence, the proposition 
that COVID-19 has induced travel inaction regret 
among people was confirmed. A one-way analysis 
of variance with inaction regret index (low and high, 
median split) as the independent variable and the 
future travel intention index as the dependent 
variable revealed a significant effect for domestic 
travel (= 5.27 vs. = 5.93, F(1, 96)= 6.097, p <0.05), 
international travel (= 4.74 vs. = 5.86, F(1, 96)= 
10.51, p <0.01), and the two combined (= 4.95 vs. 
= 5.93, F(1, 96)= 15.08, p <0.01). These results 
supported Hypothesis 1. 

Study 2. 
Data analysis was conducted on the final data 

set of 274 responses, excluding 26 that did not pass 
attention check questions. Confirmatory factor 
analysis produced satisfactory model fit (/df =1.849, 
CFI = .982, TLI= .976, RMSEA = .056), and 
convergent and discriminatory validity were 
achieved. The model fit of the structural equation 
model (SEM) (/df = 2.715, CFI = .963, TLI= .951, 
RMSEA = .079) was also satisfactory. The 
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standardized total effect of inaction regret on future 
travel intention was positive and significant ( = .226, 
p < .01), supporting Hypothesis 1. Next, the direct 
and indirect effects were examined to test 
Hypotheses 2 and 3. The results indicated that the 
direct effect of inaction regret on future travel 
intention was insignificant ( = –.132, p > .05). The 
indirect effect of inaction regret on future travel 
intention via ALNT ( = .077, p < .01) and via CPVT 
( = .158, p < .01) were positive and significant. 
These results confirmed the complete mediation of 
ALNT and CPVT in the relationship between 
inaction regret and future travel intention, 
supporting Hypotheses 2 and 3. 

IMPLICATIONS

Theoretical Implications. 
Extant research in the hospitality and tourism 

literature has focused on identifying the negative 
effects of the COVID-19 pandemic outbreak. The 
current study is the first to switch gears to explore 
an opportunity, which the tourism industry can 
leverage amid the current crisis. Specifically, this 
study extends the spectrum of research on 
COVID-19 in the hospitality and tourism literature 
by identifying unique and novel traveler 
psychology, namely, inaction regret. The proposed 
construct can positively influence travelers’ future 
travel intention and, as a result, potentially serve 
as a trigger in reinvigorating post-pandemic travel 
demand. At the same time, by confirming the 
significant mediating effects of ALNT and CPVT 
in the relationship between inaction regret and future 
travel intention, this study demonstrates that people 
have come to reappraise the value and worth of 
travel with unprecedented travel restrictions and 
limited travel opportunities. Moreover, this study 
holds theoretical significance in a sense that it 
highlights inaction regret, different from preceding 
hospitality and tourism research focusing on action 
regret stemming from service failure. Lastly, this 
study further extends regret research in marketing 
literature by investigating inaction regret derived 
from environmental crisis rather than from forgone 
price discount or promotion deal opportunities.  

Practical Implications. 
The findings of this research can provide 

practitioners with novel insights on post-pandemic 
target marketing strategy. Given that people who 
have not traveled or traveled infrequently are more 
prone to inaction regret, the results of this study 
suggest that now may be the perfect time to reach 
out to these segments with promotion deals and 
motivate their travel purchases. Hence, this research 
identifies a peculiar post-pandemic target marketing 
opportunity. This research also derives managerial 
implications regarding post-pandemic advertising 
strategy. To date, travel firms’ advertising messages 
have extensively used positive emotional appeal to 
motivate people’s travel intention. However, the 
results of this study propose that advertising 
message involving inaction regret, which is a 
seemingly negative emotional appeal, could also 
evoke people’s appreciation for traveling and 
heighten their motivation to travel again. Although 
industry practitioners should prioritize measures 
guaranteeing people’s safety and health in restoring 
the tourism sector, proactive marketing efforts, 
which leverage traveler psychology pertinent to the 
current pandemic environment, would expedite the 
recovery process.   
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MORALIZATION OF TOURISM: 
COVID-19 AND TOURISM IN JAPAN
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The Japan’s first case of the Covid-19 was 
confirmed in January 16th, 2020, and the first 
confirmed death from the virus in the country was 
on February 13th. By the end of March, 2020, the 
number of confirmed cases increased by over 730, 
and in April 7th, a state of emergency was declared 
in the capital area (i.e. Tokyo, Kanagawa, Chiba, 
Osaka, Hyogo, and Fukuoka) and extend to the 
entire country in April 16. The Japanese citizens, 
like citizens in many other countries in the world, 
were discouraged to go beyond your residential 
district, and rather encouraged to quarantine. This, 
like many other parts of the world, seriously 
impacted the tourism industry in Japan. Indeed, 
Japanese domestic tourism consumption in March 
of 2020 decreased by 53.1% from the previous year 
of the same month, and the international tourists 
decreased 99.9 % in April of 2020. 

The state of emergency was lifted in May 
25th. As the number of new positive cases and death 
decreased, and people’s fear for the immediate 
threat became eased, the individual differences 
regarding mitigating practices came to the fore. As 
Prosser et al. (2020) argue, while some people 
continued to maintain the similar levels of measures, 
some others do not. In other words, social 
distancing, wearing masks, and avoiding 
unnecessary and unurgent outings became up to 
individuals’ underlying moral values. 
    Tourism may be one of the practices towards 
which individuals’ moral values are strongly 
reflected under the pandemic. Indeed, even during 
the state of emergency, some did travel, which 
caused much controversy (Compton 2020). Previous 
studies (Baker 2014; Walters et al. 2019) indicted 
tourists’ perception towards crisis (i.e., terrorism) 
greatly differ. In case of Japan, the “Go to Travel 
campaign,” a Japanese government subsidy to 

encourage domestic travel, was launched in July 
2020, which invited much criticism and approval. 
The aim of the subsidy is to bring business back 
to local tourism and hospitality operators (Furutani 
and Nagase, 2020). Travelers received a 35 percent 
discount on their travel expenses, and an extra 15 
percent discount was provided in the form of 
vouchers that can be used at the travel destination. 
This made a total 50 percent off the cost of their 
trip. 

The campaign was approved not only by the 
tourism industry but also by those individuals who 
were eager to go out after quarantining for a while. 
A survey conducted in October 2020 indicated that 
almost 52% of the survey participants had already 
traveled by using this campaign or were interested 
in using it (Ideation 2020). At the same time, it 
became a target of criticism mainly for two reasons. 
First, some people concerned that the traveling 
might spread the virus and increase a burden on 
health care providers (Reidy 2020). On the social 
media, some mocked the campaign as “Go to 
hospital” or “Go to heaven.” Second, some 
individuals expressed the doubt about whether the 
way to use the tax for such subsidy is “right,” and 
insisted that the tax should be used to support 
hospitals and heath care providers. The target of 
the criticism was not only the government but also 
those who take advantage of the campaign. Indeed, 
often on SNS, those who refused to travel criticized 
those who traveled as being selfish or ignorant while 
those who stayed home were labeled as “Corona 
brain,” who are unscientifically afraid of the virus. 
In other words, traveling seems to become 
“moralized” (Prosser et al., 2020). 

Moralization is described “the accretion of 
moral value to activities or substances that 
previously had no moral value” (Rozin and Singh, 
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1999, p.321). Rozin and Singh further pointed out 
problems of moralization. Firstly, moralization 
cause polarization between “do-gooders” and 
“moral rebels” (Monin et al., 2008). In addition, 
once a value or preference becomes internalized and 
moralized, it becomes hard to change. That is to 
say, if people moralize traveling, it may reduce 
temptations to go on a trip among a certain 
population even after the pandemic. 

 In the previous studies, Rozin, Markwith, and 
Stoess (1997) indicated that the difference between 
“moral vegetarians” who attach a value or an 
“ought” to avoid eating meat and “health 
vegetarians” who avoid eating meat for the health 
benefits. In addition, the research(Feinberg et al. 
2019; Kovacheff et al, 2018: Rozin and Singh 1999) 
regarding moralization of eating meat or smoking 
suggests that moral cognition and moral emotion 
predict people’s moralization of these behavior. On 
the other hand, social conformity pressure may 
function as a barrier to moralization. 

However, no research to date identify people’s 
reasons not to travel during the pandemic. The 
reasons may vary from a health reason to moral 
reason, although no research explores extent to 
which people have moralized, or not moralize, 
traveling during the current pandemic. In addition, 
there is no research that explains factors that push 
people to moralize traveling or pull them away from 
it. Therefore, the goal of this study is to examine 
whether and how tourism become moralized under 
the pandemic in Japan. The target population will 
be those who have not traveled after the pandemic 
began.

The travel campaign has been suspended since 
the end of December 2020 due to the third wave 
of the virus, and the new state of emergency was 
declared in January 2021. The statement was lifted 
March 21, while the campaign has not been resumed 
yet. Even without the campaign, some began to 
travel and the mocking between those who travel 
and those who do not can be found in SNS and 
in the real social interaction. 

As previous studies (Monin et al., 2008; Rozin 
et al., 1997) indicated, moralization of tourism may 
have significant impacts on the tourism industry as 
well as tourism destinations. If the moralization 
causes the polarization between those who travel 
and those who do not, it may become difficult to 

meet the principle of sustainable tourism that stress 
the importance of collaboration and cooperation 
(Graci 2013). In addition, once tourism is moralized 
and the decision of not to travel becomes 
internalized, it will require more time consuming, 
complicated approach to encourage people to start 
traveling again even after the pandemic is over. 
Therefore, it is important to explore the extent and 
process of moralization of tourism.
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• 2019年度3月研究奨励費で購入した文献を使って

執筆奨励費のテーマは移民の増加とインバウンド

観光だが、2020年2月からのコロナウイルス感染

症拡大に伴う海外旅行客減少や人々の考えの変化
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を追うため、また対面での調査が出来なくなった

ために、文献調査を追加した)。
• 2021年度APTA〈Asia Pacific Tourism Associatio

n〉conference に提出済み
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INTRODUCTION

Shortly after the COVID-19 pandemic first 
broke out in January, government-issued business 
restrictions were implemented in the globe, affecting 
more than 1.2 billion people and all types of 
businesses (Ozili & Arun, 2020). With social 
distancing mandates in full effect, the restaurant 
industry was forced to close dining rooms while 
pivoting to delivery services only (Kim et al., 2020). 
While the financial devastation caused by the 
pandemic and subsequent lockdowns has been 
well-documented, aspects of restaurant operation, 
as well as location, has not been referred to despite 
the turmoil. The main purpose of this paper is to 
fill this research gap. Specific objectives are (1) to 
reaffirm the importance of delivery sales during the 
COVID-19 pandemic, (2) to empirically test 
operational characteristics that affect delivery sales, 
and (3) empirically test the impacts of business 
lockdown and spatial dependencies on such 
operational aspects that affect delivery sales. 

LITERATURE REVIEW

The restaurant industry is vulnerable to 
external business environments and has a high 
business risk level (Singal, 2012). The COVID-19 
pandemic has drastically influenced the restaurant 
industry by fear of disease, partial or full lockdowns, 
travel and business restrictions, and social 
distancing (Song et al., 2021). Restricted mobility 
and extended stay at home have increased food 
delivery service demand (Lee et al., 2019). 

The current COVID-19 pandemic accelerates 

the increase of the US food delivery market, and 
the market is expected to continue to grow by 4 
percent in 2021 (Statista, 2021). Restaurant delivery 
market share is predicted to account for 21 percent 
of total restaurant revenue in 2025 (Statista, 2021). 
Although the importance of food delivery service 
has elevated amid pandemic risks, research on 
operational characteristics affecting delivery sales 
is insufficient. 

A restaurant is subject to government control, 
which differs depending on the federal and local 
policies (Kim et al., 2021). Restaurants are regulated 
by different combinations of restrictions (complete 
shutdown, dine-in prohibition, outdoor dining option, 
contactless service) depending on the location 
because the COVID-19 situation and governmental 
decisions are varied. Even in a same market under 
the restriction, spatial and socio-economic 
characteristics shared by neighboring restaurants 
affect how operational characteristics contribute to 
business performance (Kim et al., 2020). Therefore, 
it is vital to comprehensively analyze operational 
characteristics and geo-spatial characteristics under 
COVID-19 business restrictions.

METHOD

To test the influence of business restriction 
by the government, this study compared an area 
with no business restriction (group 0: Shanghai) and 
areas with full business restriction (group 1: 
Changsha, Hangzhou, and Xian). A total of 57,665 
restaurant properties from four cities were included 
in this study. Dependent variable (SALES) is average 
monthly sales per restaurant operation. Independent 



26th Asia Pacific Tourism Association Annual Conference 281

variables include RATE (average overall ratings of 
OCRs per restaurant operation), REVIEW (total 
number of OCRs per restaurant operation), PRICE 
(average RMB amount per order), DELIVERY 
(average delivery time per restaurant operation), FEE 
(average delivery fee per restaurant operation), 
MINIMUM (minimum RMB amount of order for 
delivery service per restaurant operation), and 
BRAND (0 for weak brands, 1 for strong brands). 
Hotspot analysis, a spatial cluster analysis, was first 
performed to identify areas of relatively high/low 
density (Prasannakumar et al., 2011). With 
coordinates of each property, ArcGIS Online 
software was used for mapping and grouping data. 
This study applied Geographically Weighted 
Regression (GWR) to control the spatial 
autocorrelation (Tang et al., 2019). The spatial 
autocorrelation issue was confirmed by using 
Moran’s I statistics, and the spatial Lag-model was 
used (Anselin et al., 2006). To compare the 
superiority of the spatial model, R square, 
Log-likelihood, and Akaike info criterion (AIC) was 
used. This study employs GeoDa software to perform 
GWR analysis.

FINDINGS

From a series of OLS and GWR analyses, 
spatial model was proven to be superior model than 
OLS model. So, spatial models from GWR approach 
were employed to control spatial autocorrelation in 
each hot spot and cold spot. 

Group 0 showed that average rating, review 

volume, and brand equity were positively significant 
and shipping fee was negatively significant across 
all area of the city. However, delivery time was 
significant only in cold spot. In group 1, review 
volume, delivery time, and brand equity were 
positively significant across hot and cold spots. 
However, average rating was significant only in cold 
spots while minimum ordering and shipping fee 
were negatively significant only in hot spot areas. 
When there are many options to compare, minimum 
ordering deters customers’ choice intention since 
there are many alternatives. Shipping fee can be 
extra sales for restaurants in a market with high 
competition under business restrictions, but no 
effect on sales of restaurants in a less competitive 
market. Interesting to note, average price is 
negatively significant in hot spot, but positively in 
cold spot. This finding indicates that low price can 
be a competitive advantage in a hot spot area when 
having a business restriction due to the pandemic, 
but high price could be a sustainable pricing strategy 
to secure higher sales in cold spots.

When comparing hot spots of two groups, 
average rating is significant only in group 0, but 
delivery time is significant only in group 1. 
Minimum ordering is negatively significant in group 
1 only. Lastly, shipping fee is negatively significant 
in group 0, but positively significant in group 1. 
On the other hand, when comparing cold spots of 
two groups, average price is negatively significant 
in group 0, but positively significant in group 1. 
In addition, shipping fee is negatively significant 
only in group 0.

Table 1. Results of GWR analysis

Group 0 (Shanghai) Group 1 (Changsha, Hangzhou, Xian)
Hot Spots Cold Spots Hot Spots Cold Spots

OLS Spatial Lag OLS Spatial Lag OLS Spatial Lag OLS Spatial Lag
observation 6,074 9,171 8,388 3,076
R-squared 0.2937 0.2991 0.3696 0.3794 0.3153 0.3387 0.2055 0.2694

Log likelihood -50736.6 -50720.4 -72145.1 -72092.5 -71272.7 -71169.6 -23699.3 -23607.2
AIC 101491 101461 144308 144205 142563 142359 47416.6 47234.5

Constant 283.043*** 7.402 -9.412 -132.733** 408.083 235.8*** 125.685 5.889
RATE 81.957*** 81.609*** 69.078*** 71.09*** -8.585 -5.51 8.788 15.385**

REVIEW 0.174*** 0.172*** 0.189*** 0.184*** 0.203*** 0.200*** 0.152*** 0.146***
PRICE -4.586*** -4.493*** -1.604*** -1.335** -4.903*** -4.210*** 1.626* 1.937**

DELIVERY 1.087 1.074 2.480*** 2.229*** 5.563*** 5.361*** 2.805*** 1.921***
MINIMUM -0.198 -0.163 -0.435 -0.414 -3.417*** -3.197*** -0.262 -0.118

FEE -9.111** -9.045*** -8.406*** -7.877*** 8.312** 7.687* 4.181 2.916
BRAND 110.85*** 107.223*** 123.712*** 115.465*** 163.908*** 159.764*** 72.324* 80.419***

W_SALES 0.322*** 0.249*** 0.211*** 0.395***
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IMPLICATIONS or CONCLUSION

Results indicate that operational 
characteristics are differently affecting delivery 
sales based on the location where restaurants are 
located and the business restriction imposed. So, 
when having unexpected business restriction and 
lockdown imposed by governments, it is important 
to reflect operational characteristics and geo-spatial 
characteristics comprehensively to minimize 
negative impacts of risk factors as well as maximize 
alternative sales generated by food delivery. 
Theoretically, this study strengthens the body of 
literature on restaurant business risk/crisis strategies 
by employing geographic classification (hot spot 
analysis) and spatial dependencies (GWR). This 
study is the first attempt that comprehends how to 
reflect geo-spatial characteristics and market 
environment when strategizing operational 
characteristics during the pandemic. So, 
restaurateurs need to differentiate risk strategies 
based on how customers perceive and how they try 
to avoid uncertainty risks amid COVID-19.  
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