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INTRODUCTION

Researchers have long studied and debated 
reasons and outcomes of firms agglomerating 
(co-locating) together (Ingram & Baum, 1997). The 
study of firms in agglomerated clusters represents 
an important subject in research as location is of 
fundamental importance for hospitality firms, and 
hotels in particular (McCann & Folta, 2008; Woo 
& Mun, 2020). Consequently, research has focused 
on advantages and disadvantages for firms 
agglomerating together. The scholarly literature 
mostly affirms that agglomeration constitutes an 
advantage for firms, connected to the probability 
that agglomerated clusters can increase common 
demand for players (Canina, Enz, & Harrison, 2005; 
Marshall, 1920).

Predicted benefits connected to agglomeration 
for hospitality firms are grounded in the notion of 
the possibility for agglomerated clusters to increase 
common demand by reducing search costs for 
customers (Marshall, 1920; McCann & Folta, 2008) 
and by adopting cooperative and coopetitive 
behaviors (Ryu, McCann, & Reuer, 2018). By 
reducing search costs, agglomerated clusters 
facilitate the evaluation of different options 
available to customers, especially when products or 
services require visual inspection (Marshall, 1920; 
Stahl, 1982).By adopting cooperative and 
coopetitive behaviors, firms in an agglomerated 
cluster can increase the common pool of demand 
to which firms can compete upon (Teller, 
Alexander, & Floh, 2016).

Previous research falls short in considering 
external factors, such as the level of technology 
adoption and economic life cycles, that affect 
agglomeration externalities independently from the 

composition of the cluster. This constitutes an 
important gap in current research as the 
non-consideration these external factors represent 
an incomplete picture of the phenomenon under 
investigation that has led research to imply a static 
effect of agglomeration, disregarding a possible 
differential effect of this phenomenon on firms over 
time. Moreover, disregard these factors forces 
current research to rely on old assumptions in order 
to explain new developing phenomena. 

This study focuses on this gap by analyzing 
the effect of technology adoption and economic 
cycles in moderating the effect of agglomeration 
on firm performance over time. Hence, we 
investigate the following research questions:
• RQ1: How technology adoption moderates the 

effect of agglomeration on firms’ performance?
• RQ2: How economic cycles moderate the effect 

of agglomeration on firms’ performance?

Using a panel database that includes all hotel 
firms operating in the state of Texas between 2000 
and 2020, this study contributes to research in 
different ways. First, this study is the first to 
investigate the effect of technology adoption on 
agglomeration and, by doing so, actively 
questioning the fundamental assumption of reduced 
searching costs as a demand-side benefit of 
agglomeration. Second, this study is the first to 
investigate the effect of economic cycles on 
agglomeration and to test the differential effect of 
agglomeration over a long period of time. Finally, 
this study has also important practical implications 
as owners and high-level decision makers can use 
results from this study to make more informed 
decisions about their locations and to include 
agglomeration effects in the evaluation of their 



76 APTA 2021

assets over time.

METHODOLOGY

In order to assess the moderating effects of 
the identified in the hypotheses, we firstly calculate 
the effect of agglomeration on firm performance 
on the identified sample. Following previous 
literature, we identify agglomerated clusters using 
concentric circles around each hotel establishment 
(Gan & Hernandez, 2013; Lee & Jang, 2015). We 
use concentric circles of 2,5, and 10 kilometers 
around each establishment in order to reflect 
different types of competitive markets depending 
on the size and type of touristic destinations they 
are part of.

The dependent variable is monthly Revenue 
Per Available room (RevPAR) that assess the 

amount of revenue generated per each available 
room and it is a commonly used measure to assess 
performance. The main independent variable, 
agglomeration, is time-variant as it changes over 
time depending upon whether hotels within the 
cluster got built or ceased to exist. A random effects 
model is thus the best to use in this case, given 
the possibility of dealing with time-variant 
regressors. Moreover, the Hausman test for 
correlation of the error term with regressors 
confirmed the major efficiency of the random effect 
model over a fixed-effect model. Different control 
variables on the hotel, cluster, and county level have 
been used according to previous studies (Balaguer 
& Pernías, 2013; Gan & Hernandez, 2013) (please 
refer to Appendix 1 for a full list of variables). 
Consequently, our panel data regression main model 
is as follow:

          
                           (1)

Where the dependent variable is a measure 
of the RevPAR for hotel i at year t, the main 
independent variable represents the agglomeration 
index for the cluster in which hotel i operates at 
time t and  represents the composite error term εit 
+ αi. This error term is composed by unobserved 

factors that vary across time and individuals(εit) and 
individual-level heterogeneity that varies across 
individuals but is constant over time(αi).

After the agglomeration effect has been 
calculated, we introduce the possible mediators in 
order to test our hypotheses. 

           
                    (2)

          
                   (3)

Expression 2 analyzes the introduction on the 
level of technology adoption (Tecit) at time t in a 
geographical segment of hotel i as a moderator of 
the effect of agglomeration on performance. 
Expression 3, on the other hand, evaluates the effect 
of economic cycles (ECit).

Data
The sample in this study consists of the whole 

population of hotels operating in the state of Texas 
between 2000 and 2020. Data consists of 1,604,716 
monthly observations concerning 17,461 hotels that 
were collected from the Texas Comptroller of public 

accounts. Every single hotel has been geo-localized 
using ARC geocoding and concentric circles have 
been calculated using haversine function.

To correctly measure the level of technology 
adoption, we adopted the amount of monthly google 
local search of the word “hotels near me” in the 
metropolitan statistical area in which each hotel 
resides. Local search is a service that allows 
customers to use their geo-localization to search for 
services in their proximity (Berger, Lehmann, & 
Lehner, 2002). We used this specific measure to 
assess the difference in search costs derived by the 
use of technology. This is because search costs are 
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sustained by customers that look for an 
accommodation in the direct proximity. In the case 
a customer plans a trip by booking the hotel in 
advance, searching costs would not be as different 
as before the use of internet, when guests would 
have consulted a guide and previously booked by 
phone. By using local search, we can have a true 
sense of how the use of technology have directly 
influenced search costs. Data on economic cycles 
have been downloaded from the National Bureau 
of Economic Research (NBER) which is the 
research organization that officially declares 
recessions.

Finally, information about the brand and tier 
of each hotel establishment has been collected from 
2020 Smith Travel Research chain scale report. 

RESULTS

Table 1 shows interactions results of 

technology advancement and economic cycles to the 
effect of agglomeration on firms’ performance for 
each of the three distance clusters investigated. As 
expected, agglomeration had a positive effect on 
firms’ performance and this effect diminishes as the 
radius of the cluster increases.

Combining the effect of agglomeration and 
technology advancement, results show the presence 
of a negative moderating effect of the overall 
influence of agglomeration on performance. This 
negative moderation is statistically significant and 
consistent throughout the different cluster sizes. 
Hence, we cannot reject hypothesis one.

Investigating the effect of economic cycles, 
results show how the presence of an upturn 
economic cycle has a negative moderating effect 
of the overall influence of agglomeration on firms’ 
performance. The moderating effect result to be 
statistically significant. Hence, we cannot reject 
hypotheses two.

Table 1. Moderating effects of Technology Advancement and Economic cycles

DISCUSSION

Results of the models show how both the 
advancement of technology and different economic 
cycles negatively and significantly moderate the 
effect of agglomeration on firms’ performance.

The negative moderation of the advancement 
of technology proves that the progressive use of 
technology as a mean to compare different hotels 
affects searching costs. With the progressive 
increasing in the use of technology, in fact, potential 
customers do not need to physically inspect single 
hotels as they can do it remotely using their phones. 
Consequently, the fundamental assumption of 
increased demand for industrial clusters as a 
consequence of reduced search costs finds 
counterfactual evidence. Moreover, since the 

adoption of technology for hotel comparison and 
booking is continuously increasing, this result also 
implies that agglomeration is not a phenomenon that 
is static, but one that is continuously changing over 
time.

The negative moderation of economic cycles 
on the effect of agglomeration on firms’ 
performances, shows how agglomeration is 
cyclically affected by the state of economy. This 
is because in periods of economic recession, 
clustered firms tend to form coopetitive alliances 
apt to increase common demand (Ryu et al., 2018), 
enhancing the advantages of being part of a cluster. 
During periods of economic expansion, on the other 
hand, firms are not in a difficult market situation 
and tend to compete more harshly and benefits 
deriving from agglomeration are lower. Hence, the 

2km 5km 10km
Agglomeration 18.287580*** 10.627930*** 4.133190***
Technology Adv 5.848810*** 6.325111*** 6.519882***
Agglomeration*Technology Adv -0.195454*** -0.118366*** -0.052028***
Agglomeration 19.5251*** 11.74479*** 4.49373***
Econ Cycles -49.3667*** 26.45679*** 4.06538***
Agglomeration*Econ Cycles -14.5556*** 26.45679*** -3.27739***
*= p-value <0.1 **= p-value <0.05 ***= p-value <0.01
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effect of agglomeration is cyclical, and it depends 
on economic cycles.

CONCLUSION

The current research investigated the implicit 
assumption in agglomeration research about the 
invariant effect of agglomeration on hotel firms’ 
performance over time. To do so, we tested the 
moderating effect of the advancement of technology 
and economic cycles on the over time effect of 
agglomeration on performance. We found that both 
of our independent variables negatively moderate 
the effect of agglomeration on performance as they 
affect two of the main factors of demand-side 
agglomeration: search costs and cooperative 
behavior of firms. The advancement of technology, 
in fact, drastically diminishes searching costs for 
customers and different stages in the economic 
cycles affect the need and the willingness for firms 
to cooperate.

This research offers different contributions: 
First, it demonstrates that agglomeration cannot be 
seen as static, but it actually changes over time. 
This contribution is of fundamental importance as 
it expands the dimension in which this phenomenon 
should be studied. Second, this research challenges 
the fundamental assumption in agglomeration 
research about the possibility for agglomerated 
clusters to increase demand by diminishing 
searching costs for customers. Finally, this paper 
contributes to practice as higher-level decision 
makers can use results from this research to make 
better-informed decisions about where to locate their 
hotel. By ruling out the presence of search costs 
for hotel establishments, in fact, higher level 
decision makers may decide to locate their hotel 
less close to a cluster, avoiding tensions derived 
by excessive competition while still being able to 
be located by customers. Moreover, owners and 
decision makers can use results from this research 
to better asses the effect of agglomeration on the 
evaluation of their hotel assets in a long period of 
time.
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APPENDIX 1
Table 1. Variables

Variables Type Description Source
RevPAR 

(Response) Continuous Location Monthly Sales / Room Number Texas Comptroller 
of Public Accounts

Agglomeration Count The number of competitors in the hotel cluster Texas Comptroller 
of Public Accounts

Technology 
Advancement Count Estimation of google search of “hotels near me” Google Trends

Economic Cycle Categorical Dummy with value of 1 if economic expansion, 0 if 
recession

National Bureau of 
Economic Research 

(NBER)

Month Categorical
Series of dummy variables captures variability 
connected to the single month (eg. seasonality, or 
events that take place every year)

Texas Comptroller 
of Public Accounts

Year Categorical Series of dummy variables captures variability 
connected to single years (eg. pandemic year)

Texas Comptroller 
of Public Accounts

Zip Categorical
Series of dummy variable capturing variability of the 
single ZipCode in which the hotel is situated (e.g. 
specific attractions in the city)

Texas Comptroller 
of Public Accounts

County Categorical
Series of dummy variable capturing variability of the 
single County in which the hotel is situated (e.g. laws 
or taxation)

Texas Comptroller 
of Public Accounts

Herfindhal_Index Continuous
Common measure of density. Obtained by dividing the 
number of rooms of the hotel by the number of all the 
rooms in the cluster

Texas Comptroller 
of Public Accounts

Size Count Number of rooms in the hotel Texas Comptroller 
of Public Accounts

Operation Categorical Dummy variable assuming the value of 1 if the hotel 
is operating in that specific month, 0 otherwise

Texas Comptroller 
of Public Accounts

Brand Categorical Name of the brand associated with the hotel if any STR chain scales 
report

Tier Categorical Tier of the brand associated with the hotel if any STR chain scales 
report
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INTRODUCTION

Homestays are a form of lodging for tourists 
where guests stay overnight in private homes along 
with their hosts (Shukor et al., 2014). 
Community-based homestays (CBHs) are managed 
by local communities or organizations that function 
to equitably distribute guests among members 
(Tavakoli et al., 2017). In 2020, Coronavirus disease 
(COVID-19) had severely disrupted different 
economic sectors, including travel and tourism 
(Carr, 2020). It has disrupted international travel 
in different tourism destinations due to 
country-specific travel restrictions. In the meantime, 
less crowded natural destinations, including 
homestays, might be the source of attraction for the 
tourists. As such, international travel restrictions due 
to the pandemic might encourage or force homestay 
operators to attract domestic tourists (Chan & King, 
2020). So, it seems increasingly necessary to attract 
these domestic tourists to run the homestays and 
maintain or improve the livelihood of indigenous 
communities (HT, 2020).

After COVID-19, there might be some issues 
or barriers in homestays that restrict them from 
attracting tourists and running them effectively 
(Zhihul, 2020). Travel restrictions and strict health 
and safety measures might have made them uneasy 
to run their business. Also, guests might be hesitant 
to travel in the homestays due to the risk of 
COVID-19. It is necessary to assess the potential 
of homestays during COVID-19 in attracting 
domestic and international tourists (Dewi, 2020). 
Therefore, the purpose of this study is to answer 
the following research questions:

1. What is the status of tourism inside Nepal 
during COVID-19?

2. What are the steps taken by the 
policymakers and tourism operators for reviving 
domestic tourism inside the country?

3. What is the potential for homestays to help 
expand Nepal's domestic tourism market in an era 
of COVID-19?

The overall paper follows the different aspects 
of the sustainable livelihood framework (SLF) 
related to CBHs, capturing the complexities of 
livelihood, constraints, and opportunities. The main 
theme of SLF is that it should adapt to the stresses 
and shocks and balance the long-term livelihood 
outcomes (De Haan, 2012). In SLF, vulnerability 
consists of shocks and seasonality in which shocks 
consider disasters (De Haan, 2012) and diseases 
such as COVID-19. Structures can be public/private 
institutions that form policies and legislations and 
provide services, while processes are policies, legal 
documents, norms, and practices (De Haan, 2012). 
In the context of tourism and livelihood, the 
sustainable livelihood framework (SLF) is a 
dynamic approach that helps in the in-depth analysis 
of tourism impacts on local livelihood. Homestay 
tourism is seasonal and uncertain, depending upon 
host-guest relation, and should be considered only 
as an alternative income in rural areas (Tao & Wall, 
2009).

METHOD

This is the initial finding of the Ph.D. 
dissertation research. Data in the initial phase was 
collected from the review of online news, reports, 
and articles published in different online mediums. 
In addition, eleven online interviews were 
completed to the date with homestay leaders, 
homestay operators, and homestay policymakers 
and experts. Online interviews were conducted in 
the Nepali language, and the voice recording of the 
interview was done. It was further transcribed and 
translated into the English language, and coding and 
thematic analysis were conducted.
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FINDINGS

Nepal saw a decrease in international tourist 
arrival from November 2019 compared to the 
previous year. There are certain ups and downs in 
international tourist numbers starting from 2015 till 
2020 (table 1). The government of Nepal had 

planned to increase the international tourist number 
to 2 million in 2020 from 1.2 million by declaring 
the year 2020 as Visit Nepal Year (VNY) (Prasain, 
2020). But there was a sudden downfall of the 
international tourist number in 2020 due to the 
COVID-19 pandemic.

Table 1. International tourist flow in Nepal from 2015-2020
Year Total International Tourist Growth Rate (%)
2015   538,970 -32
2016   753,002 40
2017   940,218 25
2018 1,173,072 25
2019 1,197,191 2.05
2020   230,085 -80.78

Source: MCTCA (2020) and DoI (2020)

Monthly international tourist arrival decreased 
significantly in 2020 compared to 2019 after the 
pandemic started hitting the entire world (table 2). 
COVID-19 fear had reduced the travel from the 
beginning of the year. Then, the Government of 

Nepal began to apply preventive measures to 
decrease the transmission of COVID-19, and the 
tourism operators followed the approaches 
recommended by the government, which causes 
tourism to a complete stop in the country.

Table 2. International tourist flow in 2019-2020 and COVID-19 cases in Nepal

Months/ Years
International tourist number COVID-19 cumulative total cases
2019 2020 2020

January 81,273 79,686 1 (Jan 23)
February 102,423 101,400 1
March 127,351 34,025* 5
April 109,399 13* 57
May 78,329 30*   1,572
June 74,883 100*  13,564
July 70,916 195*  19,771

August 94,749 268*  39,460
September 92,604 582*  77,817

October 134,096 1,874* 170,743
November 130,302 1,947* 233,452
December 100,866 9,965* 260,593

Total 1,197,191 230,085 260,593
*by air only                             Source: MCTCA (2020), DoI (2020) and MoHP (2021)

After the first positive case of COVID-19 was 
detected on January 23 in Nepal (table 2), the 
Government of Nepal (GoN) started becoming 
careful towards its prevention. After more than two 
months, the second positive case was detected on 

March 23, and then the COVID-19 cases started 
rising gradually. A total of 57 COVID-19 cases were 
detected till the end of April, which become 1,542 
till the end of May. Then the cases started increasing 
exponentially till the end of November. Till the end 
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of the year 2020, the total cumulative COVID-19 
cases reached 260,593.

Different online news had reported the 
increase in domestic tourists' flow across the country 
when the lockdown was eased and people were 
allowed to travel. Tourism entrepreneurs were 
hopeful of reviving tourism in the country by 
attracting domestic tourists (Mandal, 2020). The 
government had also brought different approaches 
to promote domestic tourism in Nepal. Different 
task forces were formed, and policy changes were 
also brought by the government. In the meantime, 
social media had played a significant role in the 
publicity of tourism destinations for attracting 
domestic tourists (Lama, 2020; Madai, 2020). 
During the lockdown, tourism infrastructural 
development was prioritized by the government and 
the tourism operators.

Homestay stakeholders have taken 
homestay as an important source of attraction in 
Nepal after COVID-19. It might be due to their 
location in less crowded areas and the interest of 
people to spend time outside as they were stuck 
in their home for few months due to the lockdown. 
Initially, people were hesitant to travel due to the 
risk of COVID-19 infection. But slowly, guests have 
started traveling to their nearest homestay location. 
They liked to enjoy a lot and spend time in nature 
after reaching the homestays. In the earlier days, 
wearing masks, using hand sanitizers, and following 
social distance was strictly carried out by the guests 
and the hosts. But, once the COVID-19 cases went 
down in the country, people started becoming 
careless in following health and safety measures. 
There were many political rallies been conducted 
throughout the country where use of masks and 
maintaining social distance was not carried out. At 
that time, occupancy of some homestays has reached 
up to the 60% of pre-COVID time. Later, the second 
wave of COVID-19 had affected the whole country 
in April 2021. Due to the medical emergency 
observed in the country, the government had again 
imposed lockdown throughout the country. This has 
affected the revival of tourism inside the country 
after it has started taking pick up.

Homestay stakeholders are hopeful of 
reviving the tourism industry soon. As most of the 
guests were domestic tourists from the past, they 
are confident again of reviving their homestay 

tourism with the support of these internal guests. 
They are expecting the government to implement 
a 2-days weekend holiday to promote domestic 
tourism inside the country. Governmental 
employees should be encouraged and provided an 
incentive to visit homestay. Also, homestay 
operators need adequate training and awareness 
related to health and hygiene in the era of 
COVID-19 to keep themselves and their guests safe. 
Homestay operators should publicize the health and 
safety measures they follow through social media 
and websites to convince them that they are safe 
to visit during COVID-19.

CONCLUSION

All the country's tourism sectors, including 
homestays, were adversely affected by the 
COVID-19, and homestay operators are hopeful of 
reviving the tourism soon in the country. Economic 
relief measures were focused on by the government 
for the tourism operators and the employees during 
the pandemic but were perceived as inadequate by 
these tourism stakeholders. To recover the tourism 
sector, domestic tourism needs to be focused more 
as there is international travel restriction. To keep 
guests and the hosts safe, hygiene and safety 
measures need to be followed strictly as people will 
become more careless once the COVID cases go 
down. But the second wave of COVID-19 has been 
life-threatening to the people impacting the overall 
tourism sector in the country. Appropriate policy 
measures should be implemented to revive tourism 
in the country. 
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DETERMINANTS OF TOURISTS' BEHAVIORAL INTENTION: THE 
MEDIATOR ROLE OF EMPATHY AS A POTENTIAL RESOLUTION 

Kuo Yang
Macau University of Science and Technology, Macau SAR, China

INTRODUCTION

Overtourism was one of the important issues 
in many famous international tourism destinations 
before COVID-19. Under the influence of 
overtourism, tourists and residents sometimes have 
tensions and conflicts (Gonzalez, Cromina & Gali, 
2018). Differences in their cultural and social 
backgrounds is another major reasons of 
tourists-hosts conflicts, which leads to 
misunderstandings and stereotypes between tourists 
and residents (Tsaur, Yen & Teng, 2018). Tourists 
are less welcomed by residents and they are 
disrespected and discriminated by residents, which 
results in low trip quality satisfaction and less revisit 
intentions. As tourists is an important stakeholder 
in developing sustainable tourism destinations, 
understanding how to increase tourists’ satisfaction 
and their future behavioral intentions is critical.

Empathy is an ability and attitude to sense 
others’ thoughts and feelings, to share others’ 
emotional experience, and to react to others’ 
observed experiences (Wieseke, Geigenmüller & 
Kraus, 2012). Empathy can enhance interactions and 
understanding with other people, improve mutual 
understanding and promote pro-social behavior 
(Batson & Ahmad, 2009). Therefore, empathy could 
be applied to tourism as a potential tool to reduce 
the potential risks of conflicts between tourists and 
residents, help tourists to understand the differences 
from residents, and increase their trip satisfaction 
and positive behavioral intentions (Tamborrel & 
Cheer, 2019, Tucker, 2016). However, limited 
studies have been done on empathy in tourism 
context.

The purpose of this study is to explore and 
investigate the role of tourists’ empathy toward local 
residents in determining future behavioural 
intentions. Three objectives are to (1) develop and 
identify underlying dimensions of tourists’ empathy, 

(2) investigate important indicators affecting 
tourists’ empathy, and (3) to examine outcomes of 
tourists’ empathy.

LITERATURE REVIEW

Theoretical Background
This study develops a conceptual model of 

tourists’ empathy to explore the antecedents and 
outcomes during their trips. As empathy is a concept 
developed from sociology and psychology studies, 
this study uses three antecedents of empathy, 
including social identity, cultural distance and place 
attachment, to measure how these factors influence 
tourists’ empathy based on social identity theory 
(Tajfel & Turner, 1979) and place attachment theory 
(Relph, 1976). People’s social and cultural 
backgrounds determines their perceived similarities 
and differences from others, which in turn influence 
their empathy toward others (Cheon, Mathur & 
Chiao, 2010; Tamborrel & Cheer, 2019). Tourists’ 
sense of place reflects their relationships and 
connections with destinations, which determines 
their level of empathy toward destinations (Brown 
et al., 2019). Destination trust, overall satisfaction 
and behavioral intentions are used as the outcomes 
of tourists’ empathy. Empathetic tourists tend to 
view a destination in a positive way and create 
harmonious relationship with residents, their 
satisfaction and positive behavioral intentions are 
enhanced (Bahadur, Usman, Khan & Ali, 2020; 
Batson & Ahmad, 2009; Wieseke et al., 2012).

Conceptual Development

Tourists’ Empathy
Empathy helps people to imagine about 

others’ experiences and think from others’ 
perspectives both cognitively and affectively 
(Hollan & Throop, 2011). This study developed 
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empathy from tourist aspects to explore tourists’ 
understanding of the differences between 
themselves and residents, and their attitudes toward 
residents and communities. Tourists’ empathy helps 
them to perceive residents’ experiences and feelings, 
which can influence tourists’ emotions toward a 
destination (Brown et al., 2019), evoke their 
engagement in local communities, and enhance their 
understanding of local society and culture 
(Tamborrel & Cheer, 2019; Tucker, 2016).

Social Identity
Social identity reflects an individual’s 

self-concept and their needs to belong to certain 
social groups (Zhang, Pearce & Chen, 2019). Social 
identity determines people’s attitudes and behaviors 
towards others. Similar identities enhance empathy 
as people are more likely to understand others, and 
share common experiences and emotions with 
others (Szanto & Krueger, 2019). Different 
identities between tourists and residents prevents 
promoting empathy as they find it difficult to 
understand each other (Tamborrel & Cheer, 2019). 
This study proposed that:
• Hypothesis 1: Tourists’ perceived social identity 

influences their empathy.

Cultural Distance
Cultural distance reflects the similarities and 

differences between tourists and host cultures 
(Shenkar, 2001). Similar cultures encourage people 
to share common experiences, which facilitates 
increasing empathy toward each other (Cheon, 
Mathur & Chiao, 2010). Cultural differences 
interfere with tourists’ interactions with and 
understanding of residents, which in turn reduces 
their empathy (Tamborrel & Cheer, 2019). The 
hypothesis is proposed:
• Hypothesis 2: Tourists’ perceived cultural distance 

influences their empathy.

Place Attachment
Place attachment refers to an emotional bond 

between individual and a particular place (Xu, 
2016). Tourists can feel attached to a destination 
through a cognitive process with the influence of 
memories, beliefs, awareness and knowledge 
associated with that destination (Hosany, Buzova 
& Sanz-Blas, 2020). Strong place attachment 

promotes tourists’ empathy toward a destination 
because they perceive more connections with the 
destination, they are more willing to understand 
more about that destination and local residents 
(Brown et al., 2019). Therefore, this study proposed 
that:
• Hypothesis 3: tourists’ place attachment positively 

influences their empathy.

Destination Trust
Destination trust is the reliability and 

credibility of the critical elements in destinations 
perceived by tourists (Marinao, Torre & Chasco, 
2012), and it plays an important role in developing 
long-lasting tourist-destination relationships 
(Kumar & Kaushik, 2017). This study uses 
destination trust to measure tourists’ evaluation of 
destination’s performances during their trip (Su, Hsu 
& Swanson, 2017). Tourists’ empathy enhance their 
destination trust as they have positive reflections 
about destination (Bahadur et al., 2020). This study 
proposed that:
• Hypothesis 4: Tourists’ empathy positively influence 

their destination trust.

Overall Satisfaction
Satisfaction is the post-choice cognitive 

judgment or emotional response about purchased 
and consumed products and is critical for successful 
and sustainable tourism management 
(Shaykh-Baygloo, 2021). This study uses an overall 
perspective of satisfaction to reflect tourists’ holistic 
evaluation of whether the destination fulfills their 
desires, expectations and needs after travelling (Su 
et al., 2017). Tourists’ empathy increase their 
satisfactions as tourists have a deep involvement 
and understanding about the destination. Destination 
trust reduces tourists’ perceived risk and enhance 
tourists’ beliefs that the destination fulfill their 
needs, which in turn results in satisfaction (Bahadur 
et al., 2020). The hypotheses are:
• Hypothesis 5: Tourists’ empathy positively influences 

their overall satisfaction.
• Hypothesis 6: Tourists’ destination trust positively 

influences their overall satisfaction.

Future Behavioral Intention
Understanding tourists’ behavioral intention 

is critical for destinations’ future tourism- 
developing strategies (Bayih & Singh, 2020). This 
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study uses revisit intention, recommendation 
intention and positive word-of-mouth to reflect 
tourists’ positive intentions after traveling and 
evaluating the overall experiences. Empathetic 
tourists show more positive behavioral intentions 
(Wieseke et al., 2012) and may have more pro-social 
behaviors such as caring about destination 
environments and local communities (Brown et al., 
2019). Destination Trust enhances tourists’ beliefs 
that the destination meets his/her expectations, 
which increase their revisit and recommend 

intentions (Su et al., 2017). Satisfaction is a strong 
driver of positive behavioral intentions (Su et al., 
2017). The hypotheses are presented:
• Hypothesis 7: Tourists’ empathy positively 

influences future behavioral intention.
• Hypothesis 8: Tourists’ destination trust positively 

influences future behavioral intention.
• Hypothesis 9: Tourists’ overall satisfaction 

positively influences future behavioral intention.
Based on literature review, the hypothesized 

model is proposed (see Figure 1):

Figure 1. Hypothesized Model

METHOD

The target population of this study is 
Mainland Chinese tourists who travel in Macau. 
This study uses a quantitative methodology and a 
self-administered questionnaire is developed as the 
survey instrument including nine sections with 65 
questions: (1) Six questions about Macau travel 
characteristics; (2) tourists’ perceived social identity 
of their own and Macau residents’, developed with 
five items derived from Palmer, Koenig-Lewis and 
Jones (2013) and Ellemers, Kortekaas and 
Ouwerkerk (1999); (3) tourists’ perceived cultural 
distance from Macau residents, including eight 
items from Yu, Li and Xiao (2020), and Lee, Chen, 
Liou, Tsai and Hsieh (2018); (4) tourists’ place 
attachment toward Macau, including nine items 
from Hosany et al. (2020) and Shaykh-Bagloo 
(2021); (5) tourists’ empathy toward Macau 
residents, developed with fourteen items from 
Batchelder, Brosman and Ashwin (2017), and 
Gerdes, Lietz and Segal (2011); (6) tourists’ 
destination trust about Macau, developed from nine 
items from Liu, Wang, Fang and Zhang (2019), 
Kumar and Kaushik (2017), and Boger, Ritter and 

Charmchian (2020); (7) tourists’ overall satisfaction 
of traveling in Macau, including three items from 
Su et al (2017), and Shaykh-Baygloo (2021); (8) 
tourists’ future behavioral intentions, developed 
from three items from Su et al. (2017); and (9) six 
questions about respondents’ socio-demographic 
information. A five-point Likert scale (from 
1=strongly disagree to 5=strongly agree) is used to 
measure constructs and items in the hypothesized 
model. The questionnaire is first developed in 
English and translated into simplified Chinese, a 
back-translation method is used to ensure the 
accurate translation of questionnaire (Brislin, 1970). 
Prior to data collection, a pilot test is conducted 
to refine the wording of questionnaire.

Data is collected from Mainland Chinese 
tourists with a convenience sampling method in 
famous tourism spots in Macau from January to 
June. The minimum sample size is 560. Structural 
Equation Modeling (SEM) will be used to examine 
the proposed model and test the hypotheses.

EXPECTED RESULTS

This study expects that social identity, cultural 
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distance and place attachment are important 
antecedents of tourists’ empathy. Tourists’ empathy 
can be an important factor to increase their 
destination trust, overall satisfactions and behavioral 
intention. Tourists’ empathy also plays a mediating 
role between determinants of empathy and Mainland 
Chinese tourists’ travel behavior in Macau.

IMPLICATIONS

This study provides new directions for 
destination managers to understand tourists’ 
attitudes and behaviors by adopting empathy into 
tourism studies. A new measurement for tourists’ 
empathy is developed. Macau governments and 
tourism planners can create relevant tourism 
products or programs for tourists to perceive similar 
culture and identities, which in turn increase their 
empathy. Destination managers can also provide 
activities for tourists to have more opportunities to 
interact with residents and engage in local 
community.
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DEVELOPMENT OF AN INTEGRATED RURAL TOURISM (IRT) 
MODEL FOR STAKEHOLDERS IN CHINA

Yixuan Cheng
Assumption University, Thailand

INTRODUCTION

Rural tourism has been developed in many 
rural areas in Europe and North America since the 
late nineteenth century (Lane, 1994; Lane & 
Kastenholz, 2015). Unlike countries in Europe and 
North America, China has started to develop rural 
tourism since the early 1980s (Gao, Huang & 
Huang, 2009). Although China is a relatively late 
player in this sector, rural tourism in China has 
showed different characteristics in terms of its 
unique social, cultural, and economic conditions. 
However, the development of rural tourism in China 
also meet a series of issues, including 
disempowerment of local residents and conflicts 
between multiple stakeholders. These problems 
hamper the further development of rural tourism 
in China. To effectively address the issues, an 
approach that can involve multiple stakeholders, 
integrate rural resources, and benefit local 
communities is urgently needed for China’s rural 
tourism. 

Integrated Rural Tourism (IRT) is defined as 
“tourism that is explicitly linked to the economic, 
social, cultural, natural and human resources of 
localities in which it takes place” (Saxena et al., 
2007). Therefore, it argues that China needs an 
integrated approach to further develop rural tourism. 
The previous experience in IRT development 
suggests that understanding the behaviors of 
multiple stakeholders will help to effectively 
develop IRT. However, little study has been 
conducted to investigate the logics explaining the 
behaviors of stakeholders in rural tourism 
development. Thus, the research applies the 
stakeholder theory and the institutional logic 
perspectives to explore the major logics guiding the 
behaviors of stakeholders in China’s rural tourism 
and develop an IRT framework for stakeholders in 
China. 

Therefore, the study includes four research 
objectives, they are:

1. To investigate the major logics guiding the 
behavior of stakeholders in China’s rural tourism;

2. To examine the level of IRT development 
in China;

3. To examine the effect of stakeholder logics 
on the IRT development in China;

4. To develop an IRT model for stakeholders 
in China 

LITERATURE REVIEW

IRT can be applied as a framework to analyze 
the values of rural tourism development through the 
assessment of its major dimensions and also can 
be a tool of managing stakeholders, resources, 
activities and networks involved in the fragmented 
rural tourism (Oliver & Jenkins, 2003; Saxena et 
al., 2007; Panyik, Costa & Ratz, 2011). It believes 
that an integrated approach to develop rural tourism 
will better address the issues of equity, rurality and 
stakeholder cooperation (Saxena & Ilbery, 2008). 
To conceptualize IRT, the previous studies identify 
five dimensions that potentially determine the IRT 
development, including networking, embeddedness, 
endogeneity, complementarity and empowerment 
(Saxena et al., 2007; Cawley & Gillmor, 2008; 
Navarro, Iglesias & Vinzon, 2017). 

The key tenet of IRT is the notion of networks. 
IRT emphasizes the establishment of networks in 
rural tourism (Oliver & Jenkins, 2003; Cawley & 
Gillmor, 2008). Such networks can be understood 
as the ties that connect a wide range of stakeholders 
and that have the capacity to unite these stakeholders 
with different interests (Oliver & Jenkins, 2003; 
Saxena et al., 2007). Additionally, the establishment 
of networks allows stakeholders to access 
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information, share resources, develop a collective 
vision, and mobilize resources to achieve common 
goals. 

Embeddedness refers that tourism resources 
and activities should directly link to the place where 
tourism takes place (Oliver & Jenkins, 2003; Saxena 
et al., 2007; Saxena & Ilbery, 2008). The unique 
sociocultural characteristics in specific localities 
will help to shape networks and create bonds 
between the individual and the place by providing 
shared cultures and traditions (Saxena & Ilbery, 
2008). Thus, embedded networks can form the basis 
for innovative tourism activities originating from 
locally unique traditions. 

Endogeneity emphasizes taking into the 
benefits, concerns, and values of local people into 
consideration when developing tourism (Saxena et 
al., 2007; Navarro, Iglesias & Vinzon, 2017). Since 
endogenous network is built around locally unique 
cultural, social and environmental resources, it thus 
will reinforce the strong attachment to place, 
promoting local ownership and participation of 
tourism development (Saxena & Ilbery, 2008; 
Navarro, Iglesias & Vinzon, 2017). 

Empowerment refers the manifestation of 
local control over tourism resources and activities 
(Oliver & Jenkins, 2003; Saxena & Ilbery, 2008). 
Local residents should actively participate in 
tourism development at the community where they 
live to ensure local resources are reasonably utilized 
(Navarro, Iglesias & Vinzon, 2017). 

Complementarity refers the degree to which 
tourism provides resources or facilities that benefit 
local residents (Oliver & Jenkins, 2003; Clark & 
Chabrel, 2007). This refers using local resources 
and activities to develop diverse tourism products, 
and not simply the tourism products that replace 
local resources and activities (Saxena et al., 2007). 

However, despite the proliferation of studies 
related to IRT, the concept was not measured 
quantitatively. To address the deficiency, 
Marzo-Navarro, Pedraja-lglesias and Vinzon (2013) 
develop and validate instruments to measure the five 
dimensions of IRT, namely networks, endogeneity, 
embeddedness, complementarity, and 
empowerment. 

The previous experience in developing IRT 
generates a series of suggestions for its further 
development. First, Embedded networks can 

facilitate the integration of tourism into local 
resources. However, overly embedded networks 
may trigger negative effects on the tourism 
development. Therefore, it also needs to build 
external networks to reach more markets and 
connect with exogenous resources in tourism 
development (Saxena & Ilbery, 2008). Second, it 
reveals that the disempowerment of local 
community results difficulties in establishing 
networks. Thus, it is necessary to understand 
interests and behaviors of local stakeholders and 
respond to their needs in tourism development 
(Oliver & Jenkins, 2003; Saxena & Ilbery, 2008). 
Overall, the previous studies indicate that most 
problems in IRT development are related to network 
building and stakeholder governance. Thus, it 
recommends that a better understanding of 
stakeholders’ behavior may help to address the 
problems and challenges in IRT development.

Within social science, institutional logics as 
an analytical framework emerged as part of 
institutional theory in the 1970s (Thornton & 
Ocasio, 2008). Thornton and Ocasio (2008) define 
an institutional logic as the socially constructed, 
historical patterns of cultural symbols and material 
practices, including assumptions, values, and 
beliefs, by which individuals and organizations 
provide meaning to their daily activity, organize 
time and space, and reproduce their lives and 
experiences. The institutional logics has been 
applied in tourism studies to understand and explain 
the behaviors of stakeholders. Based on the 
perspectives of institutional logics, it is reasonable 
to postulate that the behaviors of multiple 
stakeholders in tourism development are guided by 
multiple logics (Chen, Huang & Bao, 2016; Fong, 
Wong & Hong, 2018). 

Having an understanding of stakeholder 
behaviors and interactions will contribute to the 
effective governance of stakeholders (Chen, Huang 
& Bao, 2016). The logics guiding the behaviors of 
stakeholders in tourism development will co-evolve 
with the institutional environment (Chen, Huang & 
Bao, 2016; Fong, Wong & Hong, 2018). Thus, great 
efforts need to be made on the close exploration 
of multiple logics behind the practices of 
stakeholders. It suggests that decision-makers 
should closely monitor the changes of institutional 
logics of stakeholders and thus adjust their related 
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strategies accordingly (Chen, Huang & Bao, 2016; 
Fong, Wong & Hong, 2018). Thus, based on the 
challenges in IRT development, the research applies 
the institutional logic perspectives to explore the 
logics guiding the behaviors of stakeholders in 
China’s rural tourism development and examine its 
effect on IRT development. 

Rural tourism in China has been moving 
forward in a new stage of flouring development. 
There have been problems in China’s rural tourism 
development, namely homogeneity of tourism 
products, disempowerment of local residents, and 

conflicts between stakeholders. IRT will help to 
address the problems in rural tourism development 
in China. Additionally, rural tourism has been 
promoted to play an important role in facilitating 
rural development and revitalization, which requires 
the integration of multiple stakeholders and 
resources into rural tourism development (Chen, 
Huang & Bao, 2016). The development of IRT will 
promote industry integration, resource integration, 
community empowerment, and stakeholder 
cooperation.

CONCEPTUAL DEVELOPMENT

PROPOSED METHODOLOGY

The research will apply an exploratory 
sequential mixed method to investigate the research 
questions. In the qualitative part, the research will 
conduct the systematic literature review and 
interview with 10 experts to explore the logics 
guiding the practices of stakeholders in China’s rural 
tourism. The content analysis will be used to analyze 
the selected literature and the transcripts of 
interview. Subsequently, in the quantitative part, the 
research will apply survey to examine the level of 
IRT development and the effect of stakeholder 
logics on IRT development in China. The 400 
questionnaires will be randomly distributed at the 
five rural tourism destinations in Beijing, Shanghai, 
Chengdu, Guangzhou, and Hainan respectively. In 
terms of data analysis, the descriptive analysis will 
be applied to examine the level of IRT development 

in China and the multiple regression will be 
conducted to examine the effect of stakeholder 
logics on IRT development. Finally, based on the 
analysis of both qualitative and quantitative data, 
the research will develop an IRT model for 
stakeholders in China. 

THEORETICAL AND PRACTICAL IMPLICATIONS

The research applies the institutional logics 
perspective in tourism research to investigate the 
logics guiding the behaviors of stakeholders in rural 
tourism, which helps to understand the internal 
mechanism of stakeholder interactions in rural 
tourism. In terms of practical implications, the 
research will develop an IRT model, which will help 
stakeholders in China’s rural tourism to effectively 
develop IRT thereby realizing the important role 
of rural tourism in China.   
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INTRODUCTION

One-person households have become the most 
common household type in Canada (Statistics 
Canada, 2016), and the percentage of households 
that are one person in America is on the rise, 
reaching 28.4% in 2019 (U.S Census Bureau, 2019). 
The high percentage of one-person households 
contributes to a new trend of solo consumptive 
behaviors. Among the solo lifestyle trends, there 
is increased visibility of solo diners (Moon, Bonn 
& Choi, 2020). As solo dining becomes more 
socially acceptable in many cultures, this could 
contribute to an emerging trend in the restaurant 
industry (Hall, 2017). However, few studies focused 
on this phenomenon and interaction during solo 
dining is still poorly understood. Current study helps 
the industry to gain insights into the determinants 
of solo dining intentions. It is critical for 
practitioners to understand solo diners because the 
increasing popularity of solo dining can potentially 
increase restaurant profits. Thus, the objectives of 
this study are to test how non-verbal C2C interaction 
quality and customer-employee interaction quality 
indirectly influences visit intention through the 
effect of positive and negative emotions based on 
the Cognitive Appraisal Theory.

LITERATURE REVIEW

The interaction quality is recognized as one 
of the key components in the context of service 
(Ekinci & Dawes, 2009). Solo diners’ interaction 
quality might be crucial factor to understand their 
dining alone behaviours. Specifically, solo diners 
might interact with both restaurant employees and 

other customers while eating alone thus, 
customer-to-customer (C2C) interaction quality and 
employee-customer interaction quality are in 
question. 

C2C interaction quality is defined as 
perceived judgment of the superiority of focal 
customers’ interaction with other customers 
(Lemke, Clark & Wilson, 2020). Many studies have 
emphasised the importance of C2C interaction in 
the context of hospitality (e.g., Nicholls & Gad, 
2019; Choi & Kim, 2020). However, Non-verbal 
C2C interaction, which refers to “customers’ 
subjective perception of the extent of the 
appropriateness of other customers’ nonverbal 
behaviors" (Jung & Yoon, 2011), is still 
under-explored. As solo diners might observe other 
customers while dining (Choi, Yang & Tabari, 
2020), non-verbal C2C interaction such as smiling, 
eye contact, proximity and vocal (Hall, Coats & 
LeBeau, 2005) might influence solo diners’ dining 
experience. Following Lin, Zhang and Gursoy’s 
(2020) work, current study uses four dimensions 
of non-verbal C2C interaction: kinesics (indirect 
interactions through body movements such as 
eyesight, gestures, and postures), proxemics 
(appropriateness of space for communication), 
paralanguage (nonverbal aspects of communication 
that includes intensity, emotions, and non-lexical 
components), and physical appearance (physical 
attractiveness and clothes) (Jung & Young, 2011). 
It has been confirmed that non-verbal C2C 
interaction can significantly influence customer 
experiences and outcome of those experiences (Lin, 
Gursoy & Zhang, 2020). However, nonverbal C2C 
interaction in the context of solo dining still requires 
more research because it might have different 
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impacts on solo diners compared with customers 
eating with a companion. 

According to Gremler and Gwinner (2008), 
customer-employee interaction quality refers to 
“customers perceptions of the quality of interactions 
with employees are inferred on the basis of the 
momentary episodes that take place at the time of 
service delivery”. Customer-employee interaction is 
identified as a key element in a service exchange 
(Czepiel, 1990) and has strong influences on 
customer perceptions of the service delivery (Kim 
& Baker, 2019). For example, Choi, Yang and 
Tabari’s (2020) study indicated that staff’s 
friendliness, professional behavior and ability to 
make customers comfort are significant dining 
elements for solo diners. Thus, current study 
investigates three dimensions of interaction quality 
(attitude, behavior and expertise) following Brady 
and Cronin’s (2001) work.

Eating behavior is closely related to emotions 
(Chang, 2020), and eating alone seems to be more 
effective in raising emotional states (Edwards, 
Hartwell & Brown, 2013). Solo dining has been 
associated with negative emotions such as 
loneliness, discomfort, embarrassment, isolation, 
and shame (Her & Seo, 2018; Lahad & May 2017). 
Although several studies have identified positive 
emotions such as freedom, relaxation, pride, 
enjoyableness, and fulfillment (Choi, Yang & 
Tabari, 2020; Mckeown & Miller, 2020), positive 
emotions elicited during solo dining are still 
under-explored. Meanwhile, previous studies 
focused on the individual emotional state such as 
loneliness (e.g., Her & Seo, 2018; Chang, 2020) 
rather than the blended emotions. Current study 
examines blended emotions elicited during solo 
dining and classifies identified emotions into 
positive and negative emotions as suggested by Jang 
and Namkung (2009), in which positive emotions 
include freedom, enjoyableness, comfortableness, 
relaxation and pride, and negative emotions 
incorporate shame, embarrassment, discomfort, 
isolation boredom, sadness, and loneliness (Kim & 
Choi, 2019; Choi, Yang & Tabari, 2020; Richins, 
1997; Lahad & May 2017).

According to Cognitive Appraisal theory, 
people’s interpretation of an event “elicits emotions 

by appraising a stimulus and then behaviors occur 
in response to the induced emotions” (Scherer, 
Schorr & Johnstone, 2001, p.37-67; Kim, Song & 
Youn, 2020). Nonverbal C2C interaction quality and 
customer-employee quality might act as the 
interpretation/ evaluation of the dining experience, 
which would influence behaviors through emotions. 
For example, absence of desired interaction with 
others and social connections may elicit subjectively 
lonely feeling among solo diners, and the loneliness 
could negatively influence intention to eat alone in 
a restaurant (Chang, 2020). 

Emotions and affective factors have been 
receiving attention as important antecedents for 
decision-making processes in customer behavior 
literature (Bagozzi, Dholakia & Basuroy, 2003). 
Previous studies have confirmed that both negative 
and positive emotions can predict customer intention 
(Perugini & Bagozzi, 2001). Emotional variables 
to understand solo diners’ behaviors and especially 
on negative emotions have been investigated (e.g., 
Chang, 2020). However, previous focused on single 
emotional response. More research is required to 
examine the relationship between different emotions 
and behavioral intention.

Thus, the following hypotheses are proposed:

• H1a: Nonverbal Customer-to-customer interaction 
quality has significant positive influence on 
positive emotions.

• H1b: Nonverbal Customer-to-customer interaction 
quality has significant negative influence on 
negative emotions.

• H2a: Customer-employee interaction quality has 
significant positive influence on positive 
emotions.

• H2b: Customer-employee interaction quality has 
significant negative influence on negative 
emotions.

• H3a: Positive emotions have significant positive 
influence on future solo-dining intention.

• H3b: Negative emotions have significant nositive 
influence on future solo-dining intention.

The conceptual model is proposed as shown 
in Figure1.
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Figure 1. Conceptual Model

METHOD

Canadian or U.S. adults who have dined out 
alone in a public restaurant within the last six 
months will be selected as participants for the future 
study. An online questionnaire is developed using 
the Qualtrics. Data is collected through Amazon 
Mechanical Turk (MTurk), which has been used 
in various social science research (Moss, 
Rosenzweig, Robinson & Litman, 2020).

Scales from previous studies are adopted and 
all items are measured using a 7-point Likert-type 
scale. Nonverbal C2C Interaction quality is assessed 
using 15 items (e.g., The peer customers use proper 
eye contact) (Jung & Young, 2011; Moon, Bonn 
& Cho, 2020; Kim & Choi, 2016) and 
customers-employee interaction quality is measured 
using 11 items (e.g., This restaurants' 
waiters/waitresses respond quickly to my needs) 
(Brady & Cronin, 2001). Eleven items from 
previous studies are modified to measure positive 
and negative emotions (e.g., I would feel isolated 
during eating alone in a restaurant) (Choi, Yang 
& Tabari, 2020; Mckeown & Miller, 2020; Lahad 
& May 2017). The intention to eat alone in a 
restaurant is measured using three items from Her 
and Seo’s study (2018) (e.g., I want to eat alone 
in this restaurant).

All data will be analysed in IBM SPSS 27. 
A confirmatory factor analysis (CFA) with the 
maximum likelihood method is conducted using 
AMOS. The average variance extracted (AVE), 
correlations, and composite reliability for all 

constructs are tested to ensure the reliability and 
validity. Then, structural equation modelling (SEM) 
is performed to test the proposed to test proposed 
hypotheses.

IMPLICATIONS or CONCLUSION

As solo dining becomes more socially 
acceptable in many cultures (Hall, 2017), how 
nonverbal interaction quality and 
customer-employee interaction quality influence 
solo dining experience have not been examined. By 
applying the Cognitive Appraisal theory to 
investigate the role of interactions solo diners have 
with other patrons, restaurant environment, and 
employees in eliciting emotions, the study findings 
will add valuable new understandings of the 
underlying solo diners’ emotions and remedies to 
reduce hesitance of dining out alone. Practical 
suggestions might be possible for foodservice 
industry to expand their market segment by the 
increasing trend of solo dining. Research on 
nonverbal C2C interaction quality and the 
customer-employee interaction quality should 
provide some important ideas on how to better cater 
to solo diners. For example, if the nonverbal C2C 
interaction quality influences focal customers’ 
emotions, managers should encourage customers to 
perform kinesics movements such as nodding head 
and eye contact. Meanwhile, servers might be 
trained on initiating small conversations with solo 
diners to build positive customer-employee 
interaction. 
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