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Preface
On behalf of the Graduate Conference Organizing Committee at University of Houston and The Hong
Kong Polytechnic University, I am very pleased to introduce the proceedings of The 24th Annual
Graduate Education and Graduate Student Research Conference in Hospitality and Tourism held in
Houston, Texas, January 3-5, 2019.
This year we received 253 submissions. The abstracts were split equally between two presentation types.
129 papers made stand-up presentations, and 117 made poster presentations. Four panel sessions were
devoted to the development of young professionals. Titles of the panels sessions were 1) So you want to
publish: View from editors; 2) Grant writing and external funding: The new normal; 3) In-depth look at
tenure and promotion; and 4) A discussion with junior faculty: Finding your first job and early career
success. Each panel session was highly appreciated. We express our sincere thanks to the panels.
The success of this year’s conference is accredited to many individuals and organizations. First, we
would like to acknowledge the sponsoring schools and industry partners for their financial support. We
would also like to thank all of the authors, reviewers, and track chairs for making this massive project
possible. Special thanks to all 222 external reviewers for their precious time spent providing valuable
comments to the authors. The paper review process could not have been completed without the
dedication of reviewers. We also wish to acknowledge that all of the ten track chairs were extremely
supportive, and the review process was completed smoothly. This proceeding is the final result of the
quality work contributed by the authors, the reviewers, and the track chairs.
Our thanks also go to the Best Paper Selection Committee members: Professor Kaye Chon, Professor
Ki-Joon Back, and Professor Dennis Reynolds. They spent their valuable time evaluating papers
nominated for the best paper awards and provided recommendations for the four best conference paper
awards. And now, last but not least, a special thanks goes to the organizing committee. Thank you for
your hard work!
In conclusion, we would like to thank Dr. Kaye Chon for having the insight to initiate this meaningful
conference over 20 years ago. Without his great vision and tremendous efforts, we would not have such
a valuable platform for future talents in academia to share their cutting-edge research, develop new
research ideas, and network with fellow students and faculty members. The planning for the next
conference will be proceeded with the team at the University of Houston, USA. We expect another
great conference!
Dan Wang, PhD, Yoon Koh, PhD, & Juan Madera, PhD
Editors
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STUDY OF UNIVERSITY DONOR RECOGNITION EVENT
April Smith1, Sarah Sargent2, Gina Fe G. Causin3, Mary Olle4
Stephen F. Austin State University, Nacogdoches, Texas, USA, alsmith@sfasu.edu1; sargentsl@sfasu.edu2;
causingf@sfasu.edu3; ollemary@sfasu.edu4

Introduction
Festivals, fairs, conventions, ballgames, concerts and fundraising activities are types of special events
that individuals typically attend to participate in the festivities and enjoy with friends, family and
colleagues (Causin & McCarthy, 2017; Causin et. al, 2010). Fundraising in higher education has been
around for hundreds of years. In the early 1900’s, the driving motivator for fundraising was to provide
funds for students specifically for housing expenses, books and food (Cook & Lasher, 1996).
Research has shown that donors are more likely to give when their contributions are made known
to the public (Sheremeta & Samek, 2017). In an effort to create awareness and appreciation, many
institutions have incorporated events to honor donors. However, there is little research on how and what
type of donor recognition is most effective and will encourage donors to give. Determining what
motivates a donor to give large contributions and if publicly recognizing donors at a major event
motivates others to give is still to be determined. Although research has shown that donor recognition is
important in cultivating relationships, the type of recognition that is most effective is unknown
(Sheremeta & Samek, 2017).
Methods
This study utilized a quantitative survey research design. The sampling procedure was census. The data
collection technique was an online survey using Qualtrics. The questionnaire was sent to the sample
population of 214 past event attendees. There were 97 completed surveys returned for a 45% response
rate.
The data was analyzed using SPSS. Descriptive frequencies and percentages were used to
analyze demographic data, preferences of the attendees on the gala time and location, raising awareness
and impact of private giving and other variables.
Results/Discussion /Implication
Majority (91%) of the respondents were twenty years and above, male (56%) and 95% were from the
East Texas area. Of the respondents, 69% preferred to keep the gala during the holiday season; 75%
most likely to give and 84% will most likely promote the gala. Additionally, 64% of the respondents
confirmed that faculty recognition should occur during the gala and 77% wants to keep the black-tie
attire. Overall, the respondents were extremely satisfied with the food and beverage offerings and they
will also attend future events.
It is recommended that the annual gala continue to have black-tie dress code, remain during the
holiday season, and continue to honor both major donors and faculty
accomplishments. On the other hand, the investigators would like to reach out to those who were invited
to the gala but did not attend to find out a way to motivate them to attend the event. For individuals who
are working in the development and advancement fields, it is advised to determine the best way to
cultivate relationships and steward donors to increase customer satisfaction for philanthropy and
successful fundraising purposes.
References are available upon request
The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 2

THE IMPACT OF COMPASSION ON CUSTOMER COMPLAINTS IN ONLINE AND
OFFLINE ENVIRONMENTS
YooHee Hwang1, Anna S. Mattila2
The Pennsylvania State University, University Park, PA, USA, yoh5210@psu.edu1; asm6@psu.edu2

Introduction
Customer complaints play an important role in firm performance. In fact, most consumers experiencing
service failures do not complain (Markidan, 2017), and thus, it is important to understand what inhibits
complaining behaviors. However, there is scant research examining how customer emotions, and
prosocial emotions in particular, discourage complaining behaviors (see Chebat et al. (2005) and
Westbrook (1987) for notable exceptions). Thus, the purpose of this research is to demonstrate the
impact of felt compassion on complaining behaviors in an off-line (Study 1) and online context (Study
2).
Compassion is a prosocial emotion arising from observing others in distress or in need (Lazarus,
1991). Customer complaints typically have an adverse impact on the employee due to heightened
negative emotions (Mittal et al., 2008). Thus, after experiencing a service failure, customers’ felt
compassion should be negatively related to the likelihood of direct complaints. By contrast, compassion
may not influence consumers’ online complaining behaviors. Opinions on social media can be shared
anonymously, and thus, such behaviors don’t involve embarrassment or social confrontation (Dunn &
Dahl, 2012). Consequently, we predict that compassion is unlikely to have an impact on review posting
behaviors following a dissatisfying service experience.
Methods/Results
Across two studies, participants were recruited from Amazon Mechanical Turk and instructed to
complete two ostensibly unrelated tasks. The first task was compassion vs. neutral emotion prime task
(Lupoli et al., 2017) and the second task involved a service failure scenario. Using a casual dining
context, results of a one-way ANOVA from Study 1 showed that participants in the compassion (vs.
neutral emotion) condition exhibited a lower likelihood of direct complaints to the server about a wrong
order (Mcompassion=4.19, Mneutral=5.05, F(1, 79)=4.84, p<.05). Using a mid-scale hotel context, results of a
one-way ANOVA from Study 2 showed that the likelihood of posting a review about the employee’s
incorrect room assignment did not differ across compassion and neutral emotion conditions
(Mcompassion=3.90, Mneutral=4.24, F(1, 132)=1.02, p>.1).
Discussion
Findings from this research show that, although more compassionate customers tend to exhibit lower
levels of likelihood of direct complaints, they might turn to social media to voice their dissatisfaction.
Our findings are particularly relevant to service segments characterized by hightouch such as the
hospitality industry. It might be important for hospitality firms to capture customer complaints before
dissatisfied customers turn to social media. Specifically, firms might want to send out anonymous
follow-up survey links to their customers. Anonymous surveys do not confront front-line employees, so
customers compassionate toward the employee may not feel reluctant to voice their dissatisfaction.
References are available upon request
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LESS IS MORE? THE EFFECTS OF REPETITION OF VISUAL DESIGN ELEMENTS IN
FOOD ADVERTISING
Jinha Lee1, Heejin Lim2
University of Tennessee, Knoxville, Tennessee, USA, jlee194@vols.utk.edu1; hlim@utk.edu2

Introduction
“You eat with your eyes first” (Delwiche, 2012, p. 502). Although this aphorism has been on everyone’s
lips in the foodservice industry for centuries (Spence, Okajima, Cheok, Petit, & Michel, 2016), the
multisensory appeal in food advertising is currently more important than ever because today’s
consumers in the digital era are known to be visually stimulated (Michail, 2015).
This study aims to investigate the effect of a cross-modal correspondence between vision and
taste in food advertising. Particularly, our interest lies in how a visual arrangement— repetition—
depicted in food advertising influences a viewer’s perception of taste and purchase intention. Repetition
has frequently been used in the foodservice industry (Parks-Whitfield, 2012), but this topic has been
under-explored in academic research. Therefore, the findings of this study are expected to contribute to
academic research and food marketers by elucidating a psychological mechanism of how a visual
arrangement in food advertising influences consumers’ taste perception and purchase intention.
Methods
Participants (n = 215, 67.4% Caucasian, 57.2% female, 83.3% between 18 and 49) were recruited from
the Amazon Mechanical Turk and randomly assigned to one of two experimental conditions:
participants in a repetition condition (n = 105) viewed a stimulus that presents two pieces of mini
chocolate cake plated together with a headline reading “Mini Chocolate Cake”, while those in a norepetition condition (n = 110) viewed a stimulus that presents one piece of the mini chocolate cake.
After exposure to the experimental stimulus, participants answered to the measure of their assessment of
visual appeal (Cox & Cox, 2002), taste perception (Elder & Krishna, 2010; Raghunathan, Naylor, &
Hoyer, 2006), and purchase intention (Elder & Krishna, 2012; Petrova & Robert, 2005). Additionally,
we asked participants’ hunger level (Wansink, Painter, & North, 2005) as a covariate.
Results/Discussion/Implication
The results of covariate analysis demonstrated that participants who were exposed to a stimulus with
repeated food items perceived a higher level of visual appeal than those who were exposed to a stimulus
with a single food item (Mrepetition = 6.444, SD = 1.741 vs. Mno-repetition = 6.943, SD = 1.739; F (1, 212) =
4.446, p < .05). The results of Hayes’ PROCESS model 6 revealed that visual appeal increased viewers’
taste perception (β = .813, SE = .054, t (211) = 15.094, 95% CI = .707, .920), and purchase intention (β
= .230, SE = .096, t (211) = 2.398, 95% CI = .041, .419), and the level of taste perception enhanced
viewers’ purchase intentions (β = .904, SE = .085, t (210) = 10.630, 95% CI = .736, .1.071). More
importantly, the results demonstrated that the serial path from visual appeal to taste perception was
significant (95% Bootstrap CI = .041, .730). This indicates that participants who viewed repeated food
items in advertising evaluated visual appeal of the stimulus more highly than those who viewed a single
food item, which in turn enhanced their taste perception, and the taste perception increased purchase
intention.
References are available upon request
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THE IMPACT OF AVATAR PROFILE DESIGN ON
SOURCE CREDIBILITY AND ONLINE COMMUNITY ENGAGEMENT
Elizabeth A. Whalen, John T. Bowen
University of Houston, Houston, Texas, USA, eawhalen@uh.edu; jbowen@uh.edu

Introduction
Online communities strongly affect decision processes, however they remain an enigma and require
further investigation. Avatars are the personalized manifestations of users in digital spaces like online
communities. Since individuals must rely so heavily on avatars for forming expectations and
attributions to process information, the informational characteristics of the avatar become key sources of
perceptions due to the reduced time necessary for cognitive evaluation of comparable textual
information. This research examines the impact of information categories added to avatar profiles on
source credibility and community engagement through the lens of non-members.
Methods
The study used a 2 x 2 x 2 mixed factorial experimental design manipulating the length of membership
(present, not present), the number of posts (present, not present), and status label (present, not present)
as the independent variables and source credibility and community engagement as the dependent
variables. ANOVA was used to compare the experimental groups. This was followed by linear
regression to examine the relationship between source credibility and community engagement. The end
sample resulted in 403 usable surveys based on rejection for failed manipulation and/or attention checks.
Results/Discussion/Implication
The results indicate that non-users are not impacted by avatar profile design. Accordingly, community
organizers may focus on current members instead of prospective members as prospective members are
unlikely to devalue the information based on avatar profile design alone. This research provides a
starting point for online community engagement research. Online communities are highly complex
entities which need to be explored from many different directions to fully comprehend how they
function and to fully utilize these communities for the mutual benefit of the brand, the community, and
the consumer.
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RISK MITIGATION THROUGH SOURCE CREDIBILITY:
AN INVESTIGATION OF ONLINE COMMUNITY ENGAGEMENT
Elizabeth A. Whalen, John T. Bowen
University of Houston, Houston, Texas, USA, eawhalen@uh.edu; jbowen@uh.edu

Introduction
As experiential based goods and services are inherently risky, consumers must manage and mitigate the
perceived outcome uncertainty. Online communities provide a means to mitigate risk by offering
solutions to possible problems and answering queries. This study evaluates how risk perceptions
influence source credibility and community engagement through the avatar profile design. This research
deciphers an important element of community engagement by providing insight into the individual
consumer’s interaction with avatar profile design and set-up, something easily managed and arranged by
the community creators.
An avatar is an individual’s digital manifestation in online spaces. In managing the avatar
profile design, practitioners may facilitate engagement in the community, a characteristic of
sustainability and strength for the community itself. The voices of the online community are the voices
of the brand advocates and create a comprehensive and powerful champion for the benefit of the
organization and the brand. Through understanding how online consumer communities function and by
identifying how individuals engage within the community, practitioners will be able to better utilize this
valuable tool for gaining market share, cultivating brand identity and culture, and gleaning important
market information.
Methods
The experiment used a 2 x 3 x 2 mixed factorial experimental design manipulating the avatar name
(realistic, symbolic), the avatar image (realistic, symbolic, none), and the risk level (high, low) as the
independent variables while source credibility and community engagement were the dependent
variables. Linear regression was used to examine the relationships with the model. The end sample
resulted in 584 usable surveys based on rejection for failed manipulation and/or attention checks and
outliers.
Results/Discussion/Implication
Functionally, online communities are a source of knowledge that help alleviate concerns of uncertainty
and accordingly positively influence the perceptions of source credibility. Online communities serve a
role in answering concerns of whether certain experiences will perform as expected. Therefore, online
community members are seen as more credible when the receiver has greater perceptions of functional
risk. Online community organizers should encourage members to provide personal knowledge and
experience through open interaction with other users especially regarding the performance of the product
or service.
Conversely, higher perceived financial risks with an associated behavior are not alleviated
through online community mediation. The connection between the information provider and the
information receiver is not established along the financial dimension. Theoretically, this supports the
hypothesized interaction of perceived financial risk’s impact on source credibility. In this case, the
online community does not serve as a mitigation tool to lessen the uncertainty of the outcome. In return,
online community organizers should consider ways to lower the perceived financial risk inherent in the
good or service to enhance source credibility within the community.
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A CROSS- CULTURAL INVESTIGATION OF THE RELATIONSHIP BETWEEN
CUSTOMER DEMOGRAPHICS AND HOTEL ROOM PRICE PERCEPTION
Jinhua Hong1, Toni Repetti2
University of Nevada, Las Vegas, Nevada, USA, hongj13@unlv.nevada.edu1; toni.repetti@unlv.edu2;

Introduction
Understanding the complex factors involved in a customer’s selection of hotels helps hoteliers maximize
profitability, and price is undoubtedly the most important factor (Lockyer, 2005). Many previous studies
demonstrated that perceived value, perceived price fairness, and willingness to pay are three indicators
that contribute to a customer’s perception of hotel room price (Ashton, Scott, Solnet, & Breakey 2010;
El Haddad, Hallak, & Assaker, 2015; Masiero, Heo, & Pan, 2015; Škare & Gospic, 2015), and they can
be affected by certain demographics such as gender, age, marital status, and culture. However, there are
contradictory results regarding the relationship between these demographics and the dependent variables
of perceived value, perceived fairness, and willingness to pay (Balcombe, Fraser, & Harris, 2009;
Beldona & Namasivayam, 2006; Bolton, Keh, & Alba, 2010; Cacciolatti, Garcia, & Kalantzakis, 2015;
Choi & Mattila, 2006; Heo & Lee, 2011; Jamal & Sharifuddin, 2015; Kim & Kim, 2005; Rosa-Diaz,
2004; Sanghavi, 2005; Wong & Kim, 2012). In this study, these demographics are further explored to
discover if, and to what degree, they affect perceived value, perceived fairness, and willingness to pay
regarding hotel room rates.
Methods
A questionnaire was conducted online to hotel customers, who have stayed in a hotel in the last
24 months. Three dependent variables were adopted: perceived value (PV), perceived fairness (PF), and
willingness to pay (WTP). The independent variables include age, gender, marital status, and culture.
Respondents with a background of Anglo, Latin America, Confucian Asian, or Far East cultures were
included in the survey. Both univariate and multivariate statistical tests, MANOVA and ANOVA, were
applied to test the hypotheses. The cutoff point for rejecting or accepting the hypotheses was 0.05.
Results/Discussion/Implication
For leisure customers, age, gender, and marital status are significantly related to PV; for business
customers, only marital status is significantly related to PV. Age, gender, marital status, culture of
origin, and culture raised in have significant relationships with PF, for leisure customers; however, only
gender has a significant relationship with PF, for business customers. None of these demographics is
significantly related to WTP.
The current study supplements and validates previous results found in the hospitality industry
(Cacciolatti et al., 2015; Rosa-Diaz, 2004; Sanghavi, 2005), reconciles the contradictory results of
previous studies (Balcombe et al., 2009; Cacciolatti et al., 2015; Choi & Mattila, 2006; Jamal &
Sharifuddin, 2007; Sanghavi, 2005), and also improves prior research. Although hotel companies cannot
control demographics factors, it still makes sense to establish price information communications and
specific promotions tailored to different age groups, men and women, as well as to customers with
different marital status. Due to the result that a consumer’s price perceptions vary across different
cultures, it is suggested that when global hotel companies expand their market to other countries with
different cultural backgrounds, they should adjust pricing strategies and provide promotions in line with
local cultures.
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THE VALUE CO-CREATION PROCESS: THE EFFECT OF HOTEL RESPONSE TO ONLINE
REVIEWS AND THE MEDIATING ROLE OF CUSTOMER EMPOWERMENT
Hakseung Shin1, Richard R. Perdue2, Mario Pandelaere3
Virginia Tech, Blacksburg, Virginia, USA, hakseung@vt.edu1; perduerr@vt.edu2; mpand@vt.edu3

Introduction
The rapid development of IT infrastructure has fostered interactive online communications (i.e., online
hotel reviews and managerial hotel responses) between guests and hotels (Gustafsson et al., 2012).
Theoretically, when guests engage in interactive and personal communications, they feel greater selfdetermination and efficacy, resulting in a higher sense of empowerment (Grissemann and StokburgerSauer, 2012; Hoyer et al., 2010). Furthermore, highly empowered guests are more willing to engage in
value co-creation behaviors (Prahalad and Ramaswamy, 2004).
With the goal of assessing a value co-creation framework for online interactive communications,
the present research examined the mediating role of hotel guests’ sense of empowerment in explaining
the effect of personalized communications (i.e., personalized hotel response to online hotel review) on
intention to co-create value. A series of experimental studies were used to examine the effects of hotel
responses to both positive and negative reviews in the contexts of both previous and prospective guests.
Methods
Three experiments were conducted to simulate (1) a previous guest submitting a review, (2) a
prospective guests reading a review and (3) a prospective guests reading several reviews. In each
experiment, a 2 (online review valence: positive vs. negative) x 3 (hotel response personalization:
personal vs. impersonal vs. non-response) between-subject experimental design was employed. The
dependent variables were the guest’s sense of empowerment and intention to co-create value. Using
Amazon Mechanical Turk, 240 participants were recruited per each study.
Results/Discussion/Implication
The results of this study demonstrated that previous guests feel a higher sense of empowerment and a
higher intention to co-create value when they write a positive review or when they receive a
personalized response from the hotel; the effect of hotel response personalization is stronger in negative
review contexts. Empowerment mediates the effect of hotel response personalization on the intention to
co-create value. Similar results were found across all three experiments.
This research contributes to the theory of value co-creation by examining the process of guest
communications and empowerment. Practically, the study results confirmed that hotels need to have
personalized guests communications in online settings, especially when guests have a negative service
experience. Such communications foster both previous and prospective guests’ value co-creation
behaviors.
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NEW HORIZONS IN WINE CONSUMER INFORMATION SOURCES:
AN APPLICATION OF GENERATIONAL THEORY
Matthew J. Bauman1, Tim H. Dodd2, Natalia Velikova3
Texas Tech University, Lubbock, Texas, USA
matthew.j.bauman@ttu.edu1; tim.dodd@ttu.edu2; natalia.velikova@ttu.edu3

Introduction
Few products are as complex as wine is, and with thousands of brands, styles, and regions, there is often
considerable confusion. While consumers still rely heavily on traditional wine information sources, web
2.0 marketing elements, particularly the advents of the internet and social media, have drastically
changed how consumers obtain information. Previous literature has examined consumer adoption of web
2.0 tools, such as wine blogs (Zaifropoulos, 2012), social media platforms (Thach et al., 2016), and wine
applications (Higgins et al., 2014).
However, less attention has focused on consumer usage of web 2.0 tools when purchasing wine. Prior
research has classified different types of information sources into distinct categories: self, impersonal,
and personal (Dodd et al., 2005). However, the growth in information sources derived from web 2.0
necessitates investigating the possibility of a fourth category that exists between the personal and
impersonal information source categories. A generation is defined as an entire population of people
born within the same time span that share similar geographical and historical locations, thus sharing a
common identity (Strauss & Howe, 1997). Hence, this study used generational theory to ascertain the
differences in wine consumers’ utilization of information sources.
Methods
An online survey was designed in Qualtrics and distributed to a sample of wine consumers (N=276).
Respondents were presented two scenarios to simulate a real-life purchasing situation and asked to select
the information sources they used when purchasing wine for 1) casual consumption at home and 2)
when hosting a formal dinner party at home. A list of information sources was presented to respondents
for each purchasing situation and included traditional and web 2.0 information sources. Age was
collected at the ratio level and then computed into three generational cohorts: Gen Y (n=87), Gen X
(n=87), and Baby Boomers (n=102). Data were submitted to SPSS; exploratory factor analysis was
conducted on the information sources, and chi-square analyses were conducted between the generational
cohorts and the information sources selected for both the casual and formal purchasing situations.
Results/Discussion/Implication
Exploratory factor analysis separated the previously defined personal category into two distinct, new
categories: distant personal and close personal. The factoring of these two categories suggests that
personal information sources can exist either within or outside of a consumer’s personal network, which
suggests consumers foster different levels of trust depending on the type of personal source. Chi-square
analyses revealed Gen Y are more likely to use web 2.0 sources than Gen X or Baby Boomers.
However, the results also demonstrated that Gen X acts similarly to the other cohorts, suggesting they
behave as a bridge between the two. Ultimately, the findings add to the body of knowledge about wine
consumers’ use of information, particularly regarding web 2.0 sources, and further define generational
differences.
References are available upon request
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THE IMPACT OF FELLOW CUSTOMER ON COMPLAINING BEHAVIORS:
THE MODERATING ROLE OF GENDER
Sung Jun Joe1, Choongbeom Choi2
University of Nevada, Las Vegas, Nevada, USA, joe@unlv.nevada.edu; 2choongbeom.choi@unlv.edu
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Introduction
Understanding consumers’ complaining behavior has received increasing attention from academia and
practitioners since it provides valuable insight for service enhancements. Despite the topic’s managerial
importance, previous literature provides little guidance on understanding how customer complaint
behavior differs based on co-consuming fellow customers. This study examines whether the effect of a
focal customer’s gender on voice complaint behavior is moderated by a fellow customer’s gender.
According to agencycommunal theory (Bakan, 1966), due to their concern for others, females tend to be
influenced by others when making judgments. Also, females are more likely to manage their emotional
displays in front of males because of stereotypical gender role expectations (Rudman & Phelan, 2010).
However, less pressure in disconfirming gender stereotypes is expected when with females. Therefore,
we propose that the effect of a focal customer’s gender on their intent to complain is influenced by the
gender of a fellow customer. Specifically, we suggest that females dining with a female fellow customer
have higher complaint intention than when dining with a male fellow customer. In contrast, since males
are self-focused and less likely to be concerned for others’ approval (Fisher & Dube, 2005), we expect
their complaint behaviors are not affected by fellow customers’ gender. Furthermore, this research
demonstrates that voice complaint intentions mediate such hypothesized interaction on negative wordof-mouth (NWOM).
Methods
The research employed a 2 x 2 between-subjects quasi-experimental design. The fellow customer’s
gender was operationalized as either same or opposite gender by depicting a photograph of dining at a
restaurant with a fellow customer. We measured consumer’s intent to voice a complaint (mediator) and
NWOM intentions (dependent variable).
Results/Discussion/Implications
Results of the current study indicate that females’ voice complaint intentions were significantly higher in
the same-gender fellow customer condition than in the oppositegender fellow customer condition;
however, no significant differences were detected among male participants. We further revealed that
voice complaint intentions mediate the effect of a fellow customer’s gender on NWOM intentions only
among females. The research extends our theoretical understanding of agency-communal theory (Bakan,
1966) by examining the role of a fellow customer’s gender influencing the focal customer’s intentions to
voice complaints and to spread NWOM. In terms of managerial implications, the current research
provides guidance for a firm to encourage customer voice complaints. For example, when customers
dine in a mixed-gender situation, restaurant managers should pay extra attention to service delivery and
encourage female customers to voice their complaints or suggestions.
References are available upon request
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“CHEF RECOMMENDED” OR “MOST POPULAR”?
THE ROLE OF CULTURE ON CUSTOMER PREFERENCE FOR EXPERTISE-BASED
VERSUS POPULARITY-BASED RECOMMENDATION
Bi Yang1, Anna S. Mattila2
The Pennsylvania State University, University Park, Pennsylvania, USA, buy29@psu.edu1; asm6@psu.edu2

Introduction
Restaurant patrons tend to have default choices (Wansink & Love, 2014), making it hard to get them to
order new or more profitable menu items. Both expertise-based (e.g., chef recommended) and
popularity-based (e.g., most popular) recommendation cues are commonly used on the menu to increase
diners’ intention to order the target item. However, we argue that the relative effectiveness of these two
recommendation labels is contingent on the consumer’s cultural background (Western vs. Asian).
Specifically, Western societies typify individualistic cultures where people tend to be high in
independent self-construal and endeavor to differentiate themselves from others (Triandis, 1995), thus
being less likely to make their choices based on the popularity (vs. expertise) cue. In contrast, Eastern
societies mirror collectivistic cultures where individuals tend to be high in interdependent self-construal
and attempt to connect to others (Triandis, 1995). Therefore, they are more likely to be persuaded by
popularity cues that signal “collective wisdom”.
Methods
This study employed a 2 (culture: Western vs. Asian) by 2 (recommendation type: expertisebased vs.
popularity-based) between-subjects design. One hundred sixty Mturkers (82 American and 78 Indian)
were recruited. Participants were asked to imagine that they were going to a Thai restaurant to enjoy
Thai noodles. Next, they were randomly assigned to one of the two menus. On the menu, there were two
noodle dishes; one without a recommendation signal while the other was marked with a sign stating
“chef recommended” or “most popular”. After reading the scenario, participants completed a series of
questions, including purchase intention, selfconstrual, a few covariates, manipulation checks and
demographic information.
Results/Discussion/Implication
Our results indicate that American customers show a higher purchase intention with the expertise (vs.
popularity) cue. In contrast, Indian customers exhibit a higher purchase intention with the popularity (vs.
expertise) cue. Further, the results demonstrate that self-construal mediates the impact of culture on
purchase intention in the popularity cue condition, while such an effect was insignificant in the expert
cue condition.
This study extends research on menu psychology by first examining the effect of
recommendation cues on diners’ purchase intention. Second, this study extends research on popularity
cues by revealing that their effectiveness can be affected by the consumer’s cultural background such as
self-construal. Finally, this study extends research on comparing expertisebased vs. popularity-based
recommendations by showing that the consumer’s cultural background can influence their
recommendation preferences. The findings of this study suggest that restaurants catering to Asian
customers might benefit from using popularity-based signals, while restaurants catering to Western
customers might be better off with expertise-based recommendations.
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“HOW MAY I HELP YOU?” SAYS A ROBOT:
LANGUAGE STYLE EXPECNTACY AND SERVICE AGENT TYPE
Sungwoo Choi1, Stephanie Q. Liu2, Anna S. Mattila1
Pennsylvania State University, University Park, Pennsylvania, USA, szc216@psu.edu1; asm6@psu.edu;
Ohio State University, Columbus, Ohio, USA, liu.6225@osu.edu2

Introduction
The current research investigates the impact of language style (literal vs. figurative) used by different
service agents (human vs. robot vs. kiosk) on consumers’ service encounter satisfaction. Drawing on the
language expectancy theory (Burgoon, 1993), we posit that compared with figurative language, literal
language is more conversationally normative in the service encounter, and as a result, consumers will
exhibit more favorable responses when a human service provider uses literal (vs. figurative) language. In
addition, we argue that such language style effects should extend to service robots as their highly
humanlike features enable consumers to anthropomorphize (Aggarwal & McGill, 2007), and thereby
apply the same conversational norms governing human communications to service robots. However, the
language style effects should not extent to service kiosks, given the lack of anthropomorphism. Further,
we suggest that perceived credibility is the underlying mechanism explaining the impact of language
styles on service encounter evaluations.
Methods
A 2 (language style: figurative vs. literal) × 3 (service agent type: human vs. robot vs. kiosk) betweensubjects experimental design was used to test the hypotheses. A total of 173 U.S. adult consumers,
recruited via Amazon Mechanical Turk, were randomly assigned to one of the six experimental conditions.
Participants were asked to imagine that they are at staying at a hotel and stop by the front desk to ask for
recommendations for a local restaurant. The service agent type was manipulated via images: a human
concierge, a robot, or a kiosk. Language style manipulation was adapted from Kronrod and Danziger
(2013) and Wu et al. (2017). Participants then completed a series of questions measuring service encounter
evaluation (Karmarkar & Tormala, 2010) and perceived credibility (Ohanian, 1990).
Results/Discussion/Implication
Our findings reveal that people evaluated the service encounter more favorably when the human service
agent used literal (vs. figurative) language. People also evaluated the service encounter more favorably
when the robot used literal (vs. figurative) language, but their evaluations were not affected by language
type in the service kiosk condition. Our main theoretical contribution is to demonstrate the effect of
language styles in consumers’ service encounter evaluations. Also, our findings show that
conversational norms of a human service agent can be applied to robots due to their human-like features
(Epley et al., 2007). Such norms don’t extend to service kiosks. The findings of this research suggest
that service managers should recognize the importance of language style used by the frontline
employees and develop training protocols accordingly. Furthermore, firms can enhance service
encounter quality by tuning their service robots to use literal language, while flexibility in language
styles is fine for service kiosks.
References are available upon request
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SERVICE FAILURE IN PEER-TO-PEER ACCOMMODATION:
MINING EVIDENCE OF NEGATIVE EXPERIENCE
Yujia Chen1, Iis Tussyadiah2, Alkmini Gkritzali3
University of Surrey, Guildford, Surrey, United Kingdom, yujia.chen@surrey.ac.uk1; i.tussyadiah@surrey.ac.uk2;
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Introduction
Advances in technology have brought back the concept of home sharing and transformed it into a global
phenomenon that is peer-to-peer (P2P) accommodation. Yet, the vast growth of P2P accommodation
also pairs with increasing customers’ dissatisfaction. There is an increasing evidence of guests
experiencing service failures during their stay with P2P accommodation, resulting from various service
encounters, such as guest-host relations, technological challenges, customer service interactions, etc.
Though the concept of service failure has received considerable attention in the past, most studies have
been limited to investigating its patterns and impacts from a dyadic customer – provider relationship
perspective, where the provider is solely responsible for service failure. Through P2P platforms, how
service is delivered and experienced is fundamentally changed as more entities are involved in service
system. In P2P accommodation system, service is delivered through different service encounters within
the triadic relationship: customer – service provider encounter and customer – platform provider
encounter. This new form of service delivery has been neglected in current service failure research.
Therefore, in order to fill the research gap and provide managerial implications, this study explores the
major forms of service failures in P2P accommodation and provides effective recovery strategies
accordingly.
Methods
This study employed text mining technique facilitated by KH Coder program to analyze 1,021
descriptions of negative experiences in P2P accommodation, extracted in 2017 from
www.Airbnbhell.com. Automated term recognition (ATR) technique was performed on preprocessed
text corpus to obtain important terms related to service failures in P2P accommodation. Then, in order to
reveal different themes representing types of service failure, co-occurrence networks of high frequency
keywords were developed.
Results/Discussion/Implication
While service failures in conventional accommodation are dominated by issues around core products
and interaction between customer and frontline employees, service failures in P2P accommodation are
multi-dimensional, resulting from consumer-peer provider (i.e., host) encounters and those from
consumer-platform provider (e.g., Airbnb) encounters. Customer support and technical issues, which
often exist in an online context, also become much more predominant in negative P2P accommodation
experiences. These results benefit both researchers and practitioners in hospitality and tourism field to
elucidate the concept of service failures in a triadic exchange system and to identify effective recovery
strategies to mitigate failures in P2P accommodation system. As an implication, P2P accommodation
providers can anticipate potential failures and incorporate them into their business strategies.
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WHY IS ONE REVIEW ORDER BETTER THAN OTHERS?
FROM MOTIVE INFERENCES TO ATTITUDES
Feier (Faye) Chen1, Anna S. Mattila2
The Pennsylvania State University, University Park, Pennsylvania, USA, fzc51@psu.edu1; asm6@psu.edu2

Introduction
As the volume of online reviews grows, information overload has become an issue (Ghose & Ipeirotis,
2011) requiring online platforms to effectively display customer reviews (Baek, Ahn, & Choi, 2012).
Online review websites currently adopt different display sequences as a default option. This research
examines customers’ perceptions of review ordering mechanisms. When reviews are ordered by
“recommendation”, it is unclear why such top reviews are promoted by the website. Customers may
make inferences about the company’s motive for featuring such reviews (Campbell, 1999, 2007;
Friestad & Wright, 1994). Ordering by review date, on the other hand, does not involve such a
manipulation intent. We suggest that the recommended ordering triggers higher levels of inferences of
negative motives compared to those sorted by the date of review. Customer evaluations of the review’s
helpfulness are influenced by whether the product is experience or search type (Mudambi & Schuff,
2010). We hence argue that product type will influence motive inferences with helpful ordering. Higher
levels of inferred motive can further lead to more negative attitudes toward the ordering mechanism.
Methods
This study employed a 3 (review order: recommended vs. helpful vs. date) × 2 (product type: experience
vs. search) between-subjects experimental design. One hundred and forty-four participants were
recruited via Amazon Mechanical Turk and randomly assigned to an experimental condition.
Participants imagined searching for a hotel room (experience condition) or a microwave oven (search
condition). Then, they viewed a product page presenting three reviews ranked in recommended, helpful,
or date order. After reading the scenario, participants reported their attitude toward the review order and
their inferred motive of the website.
Results/Discussion/Implication
Our findings show that recommended (vs. date) ordering leads to higher levels of inferred negative
motives. When reviews were ranked by helpful votes, participants in the hotel condition infer higher
levels of negative motives than their counterparts in the microwave oven condition. Inferred motive
mediates the effect of review order on affective attitudes.
This research contributes to the hospitality literature by shedding light into customer responses to
different review ordering mechanisms. The results demonstrate that recommended ordering can lead to
inferred motives, thus having a negative impact on customer attitudes toward the website. Second, our
work complements prior research distinguishing between experience products and search products. Our
findings show that product type influences customer perceptions of online review ordering mechanisms.
Specifically, customers searching for experience products, such as hotel rooms, infer higher levels of
negative motive when reviews are ordered by helpful votes.
The findings of this research suggest that hotel review websites, such as Booking.com, might
want to display their reviews in the order of the date of the review instead of “recommended” or
“featured” by the website to diminish customers’ skepticism.
The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston
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THE LODGING SHARED ECONOMY EXPERIENCE:
SCLAE DEVELOPMENT AND VALIDATION
Jing Li 1, Simon Hudson1, Kevin Kam Fung So1
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Introduction
Lodging shared economy (LSE) is significantly changing consumption patterns with the social and
economic appeals of this new phenomenon affecting expansion in destination selection, increase in
travel frequency, length of stay, and the range of activities participated in tourism destinations
(Tussyadiah & Pesonen, 2016). However, research on the conceptualization and measurement of the
actual LSE experience remains sparse, despite the increasing interest in consumer experiences in tourism
and hospitality in general (Oh, Fiore, & Jeoung, 2007; Agapito,
Mendes, & Valle, 2013; Gentile, Spiller, & Noci, 2007; Kim, 2014). According to Gilmore and
Pine (2002) and Williams (2006), society has moved from the service economy to a new economic stage
– the experience economy. In the experience economy, people not only seek high quality products and
services, but also seek unique and memorable experiences. The advent of the experience economy gives
rise to some important research questions about Airbnb. How do consumers experience LSE
accommodations? How is LSE experience measured? Therefore, this current study aims to extend the
literature by developing and validating an initial scale that measures the LSE experience based on
related research that deals with the reliability and validity of the constructs.
A review of the literature reveals four key dimensions that constitute a comprehensive
understanding of the customer experience with Airbnb. These are home benefits, personalized service,
social interactions, and authenticity.
Methods
A multi-phase methodology was adopted using a survey questionnaire to explore the dimensions. Data
was collected from a sample of 561 Airbnb users in the United States. Exploratory factor analysis and
confirmed factor analysis were conducted. In order to establish the construct reliability and validity, the
entire sample (N=561) was randomly split into two subsamples: calibration sample (N=281) and
validation sample (N=280) (Hinkin, 1995; Netemeyer et al., 2003). Subsequently, a confirmatory factor
analysis (CFA) was conducted on the calibration sample to assess the measurement model. SPSS 22.0
and AMOS 22.0 were utilized to analyze the data.
Results/Discussion/Implication
The results confirmed that the basic elements of accommodation, like cleanliness, home atmosphere and
home amenities, were important for Airbnb customers. Personalized service is also found to be a critical
component of customer experience with Airbnb. But the two dimensions of authenticity and social
interaction were particularly important for consumers of Airbnb. The results of the study have important
practical implications and could assist those in and outside the sharing economy in attracting consumers
and building consumer loyalty. By applying this measurement scale, hotels managers could better
understand how to compete with Airbnb and focus on the enhancement of each experience dimension.
To build on this study, future research could conduct an empirical study to compare and contrast
customers’ experiences of Airbnb and hotels.
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THE EFFECT OF NATURE IMMERSION ON THE PRO-ENVIRONMENTAL INTENTION:
THE MEDIATING ROLE OF SELF-CONTROL
Jookyung Kwon1, Tiffany Legendre2, Carl Boger3
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Introduction
Hospitality companies have actively pursued pro-environmental practices (Han, Lee, Trang, & Kim,
2018). However, the strategies of hotels are limited to message framing (e.g., IHG’s “A Greener Stay”).
Requiring reading comprehension skills can increase customers’ cognitive efforts but decrease their selfcontrol and pro-environmental intention (Laberge & Samuels, 1974). Therefore, other innovative
approaches must be explored to foster the pro-environmental behaviors of customers.
Despite the necessity for new strategies, the existing pro-environmental literature is largely
skewed toward the information processing of messages rather than the effects of experiential factors,
such as sensory cues (Gvili, Levy, & Zwilling, 2017). Although many hotels incorporate nature-related
décor, the extent to which nature sensory cues have an impact on customers’ pro-environmental
behavior is unknown because of the scarcity of empirical evidence (Orth, Wirtz, & McKinney, 2016).
Thus, this study adopts self-regulatory theory and explains how nature sensory experiences influence
customers’ self-control and pro-environmental intention by conducting two between-subjects
experimental design studies.
Methods
For study 1, a 2 (nature visual cue: absent vs. present) × 2 (nature sound cue: absent vs. present)
between-subjects experiment was conducted in a business travel setting with controlling for moral norm.
Moral norm is controlled to eliminate other potential explanations because individuals might answer
more positively on pro-environmental intention owing to their inherently strong moral obligations rather
than nature multi-sensory effects (Han et al., 2015).
Study 2 replicated the findings of Study 1 in a different setting (leisure travel setting). To test the
hypotheses with a rigid model, study 2 included two additional control variables such as social
desirability and perceived social pressure because social desirability bias is a key limitation of selfreported measures of pro-environmental intention (Juvan & Dolnicar, 2016).
Results/Discussion/Implication
Across the two studies, this research confirmed all hypotheses. Hypotheses 1 and 2 were confirmed by
identifying the significant interaction impact of nature sensory cues on self-control and proenvironmental intention regardless of travel purpose. Hypothesis 3 was also confirmed through the
significant mediation effect of self-control.
This study provides theoretical and practical implications. First, theoretically, this study builds
upon self-regulatory theory by incorporating the nature sensory experiences. Second, building upon the
research of Juvan and Dolnicar (2016), the current study demonstrates that researchers should use both a
social desirability scale and perceived social pressure to effectively control for biases. With the findings
of this study, practically, hotel managers can confidently use the nature sound stimuli with nature
images to reduce cleaning and energy cost. Hotel managers can also implement this strategy throughout
the entire property where customers are constantly reminded of their connection to nature and the
importance of environmental conservation.
References are available upon request
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NONVERBAL COMMUNICATION IN HOTELS:
A NEW WAY TO CONCEPTUALIZE CO-CREATION OF EXPERIENCES
Mohammad Shahidul Islam, Ksenia Kirillova
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Introduction
Unlike verbal interaction, nonverbal communication consists of subtle cues or gestures, which customers
and hotel employees mutually detect, decode, and induce a change in attitude, belief, or behavior and
shape individuals’ mutual experiences (Griffin, 2009). These dynamic characteristics of nonverbal
behavior can be theoretically embedded into service-dominant (S-D) logic, which suggests that the
interactional values or values in exchange that occur in customer– employee dyad trigger experiences
(Lusch & Vargo, 2014). The current study focuses on the dyadic kinesic interactions (body language)
between frontline employees and customers in the hotel lobby. In particular, this research seeks to (1)
investigate how kinesics is mutually experienced by hotel guests and employees during face-to-face
interactions, (2) identify kinesic cues that engage hotel guests and employees in terms of co-creation of
experience
Methods
Adopting a qualitative approach with a constructivist stance, this study went through two Phases. In
Phase-I, covert non-participant observation was performed in lobbies of eight full-service hotels in Hong
Kong to develop and design stimuli video scenarios. Hospitality and tourism graduate students were
hired and trained to enact typical kinesics scenarios, which were videorecorded and later acted as video
stimuli in Phase-II. Four video-elicitation focus group discussions were conducted with hotel employees
and guests in phase-II. Each focus group consisted of three employees and three guest participants,
recruited based on purposeful sampling. Hotel employees had at least two years of frontline experience
in a full-service hotel in Hong Kong, and guests stayed in a similar type of hotel the previous six months
across the world. Inductive six-step thematic analysis (Braun & Clarke, 2006) was used to analyze data.
All focus group discussions were video recorded and transcribed verbatim into English.
Results/Discussion/Implication
An interactive depiction of kinesics – i.e., as reciprocity and engagement – ran throughout most
participants’ discussion on the kinesics experience. This depiction was found in both groups’ (guest and
employee) sentiments, such as self-induced experiences, belief, expectation and relationship growth, and
in the discussion about how hotel employees and hotel guests represent the kinesics and are purported to
reflect and accomplish kinesics towards each other as experiential dimensions. Alongside, we identified
imperative (i.e., employee’s expressions of helpful attitude, understanding needs as a response) and
complacent (i.e., guest’s expressions of fulfillment, safety as a reaction) kinesics as the medium of
guest-employee’s co-creation of experience.
To conclude, the findings of this study reinforce the importance of body language (kinesics) in
service interactions in the light of dyadic memorable experiences. The conceptualized framework is
hoped to help the industry succeed in this area.
References are available upon request.
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ARE YOUR EYES BIGGER THAN YOUR STOMACH? THE IMPACT OF TRAYLESS
UNIVERSITY DINING IMPLEMENTATION ON CUSTOMERS’ FOOD SELECTION,
CONSUMPTION, WASTE BEHAVIOR AND SATISFACTION
Wenhao Zhang1, Junehee Kwon2
Kansas State University, Manhattan, Kansas, USA, wenhao@ksu.edu1; jkwon@ksu.edu2

Introduction
The U.S. Environmental Protection Agency (EPA) estimates that on average, each American discards
474.5 pounds of food per year (EPA, 2013). One of the biggest contributors to food waste is commercial
and onsite foodservice operations including university dining facilities (Whitehair, Shankin & Brannon,
2013). University dining facilities attempted to reduce food waste by educating diners (Whitehair et al.,
2013), reducing portion sizes, (Freedman & Brochado, 2010), and adopting trayless dining
(ARAMARK, 2008). Trayless dining had positive impact on environmental sustainability by reducing
food waste and promoting sustainability awareness of diners (Babich & Smith, 2010; Thiagarajah &
Getty, 2013).
Despite potential benefits of trayless dining, few researchers have quantified the influence of
trayless dining on diners’ food selection, consumption, waste behaviors, and satisfaction. Therefore, the
goal of this study was to assess the impact of trayless dining on 1) college diners’ food selection,
consumption, and waste behaviors; 2) diners’ food waste patterns and satisfaction; 3) associations
among variables before and after implementing trayless dining.
Methods
The study sample included diners who consumed their meals at a dining center of a university, located in
the Midwest region of the U.S. during two weeks of data collection. A quasiexperimental design was
applied to evaluate the impact of temporary implementation of trayless dining. Before trayless
intervention, a baseline data was collected on three weekdays to assess food selection, consumption,
waste behaviors, and satisfaction with current dining services with trays. The same procedure was
repeated during the second week, only without trays.
The digital photography method was used to determine participants’ food selection. After diners
finished their meals, they returned the dishes to the dish-return area to have their plate waste be
photographed and weighed. The amount of food wasted was measured by the plate waste method. The
amount consumed was calculated by subtracting food waste from standard portion sizes or amount
selected by self-service.
With the numbered tray cards, all diners’ food selection, waste information, and survey responses
were calculated and matched using Microsoft Excel and SPSS (version 25). Independent sample t-test
was used to compare the mean scores of diner’s food selection, consumption, waste, and fullness level
before and after trayless dining implementation.
Results/Discussion/Implication
A total of 335 meals were evaluated before and after trayless implementation (191 before and
144 after). Overall, 11.9 kilograms of edible food was wasted during the study period (average 35.5
grams per tray). The result of the study revealed that the amount of food selected and consumed have
reduced after trayless dining implementation. However, food waste reduction was not significant due to
small amount of waste overall. At the same time, our participants expressed dissatisfaction with trayless
dining and reluctance to change due to increased inconvenience. Therefore, college dining centers need
to be cautious when implementing trayless dining to make sure customers do not become dissatisfied
with the service. Properly educating their clients is important to ensure a smooth transition to trayless
dining.
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LOVE IS IN THE MENU:
LEVERAGING HEALTHY RESTAURANT BRANDS WITH HANDWRITTEN TYPEFACE
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Introduction
Can a restaurant’s menu offerings contain “love”? Love in this context can be defined as “a consumer’s
perception of an artisan’s emotion of strong attraction and passionate attachment to the product and its
production process” (p. 99; Fuchs et al., 2015). Can customers feel it? Will it generate any favorable
brand-related outcomes? Drawing on positive contagion (Argo et al., 2008), we argue that using
handwritten (vs. machine-written) typeface in a healthy restaurant’s menu enhances a sense of “human
touch”, which subsequently triggers the perception that “love” is symbolically imbedded in the
restaurant’s offerings. Perceiving the menu as containing love spills over to positively affect a series of
brand-related outcomes including positive attitudes toward the menu, enhanced perceived healthiness of
the brand, and higher social media engagement. Furthermore, we examine restaurant type (healthy vs.
regular) as an important moderating factor, such that these positive effects occur only when the
restaurant brand is healthfocused.
Methods
A 2 (typeface: handwritten vs. machine-written) × 2 (restaurant type: healthy vs. regular) betweensubjects design was used to test the hypotheses. A total of 185 U.S. adult consumers, recruited via
Amazon Mechanical Turk, were randomly assigned to one of the four experimental conditions.
Restaurant type was manipulated as followed in the healthy restaurant condition: “Rilo’s Kitchen is a
health-conscious restaurant, its entire menu is based on locally-grown, nonGMO, antibiotic-free
ingredients, and it is committed to sustainability.” Such information was omitted in the regular
restaurant condition. Typeface was manipulated by using “DJB This is Me” for the handwritten typeface
and “Helvetica” for the machine-written typeface in the menus (Schroll et al. 2018). Following the
scenarios, participants completed a series of survey questions measuring attitude toward menu (Schroll
et al. 2018), perceived healthiness (Wilcox et al., 2009), social media engagement (Eisingerich et al.,
2015), human touch (Schroll et al., 2018), and love (Fuchs et al., 2015).
Results/Discussion/Implication
This research demonstrates handwritten (vs. machine-written) typeface in a restaurant’s menu enhances
a series of important brand-related outcomes including attitude toward menu, perceived healthiness, and
social media engagement. Such handwritten typeface effect is moderated by restaurant type (healthy vs.
regular) and explained through a “typeface human touch loveconsumer responses” serial
mediation process. Findings of this research contribute to the services marketing literature by shedding
light into consumers’ judgment and decision-making processes regarding healthy restaurant brands and
provide important managerial insights with regard to how to market healthy restaurant brands through
visual design and menu psychology.
References are available upon request
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TIME TO RETHINK BRAND LOYALTY AND BRING IN BRAND LOVE:
DEVELOPING AND VALIDATING HOSPITALITY BRAND LOVE SCALE
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Introduction
The topic of brand loyalty has enjoyed its centrality in hospitality and tourism studies.
Nonetheless, the current brand loyalty conceptualization lacks specification as to what completes true
brand loyalty. To address this issue, the current article proposes ‘brand love’ as the key framework in
investigating true brand loyalty. However, progress of brand love research among hospitality literature
has been limited and a comprehensive scale that can be adapted across hospitality brands is yet to be
developed. Therefore, the purpose of this research was in developing and validating hospitality brand
love scale that captures unique characteristics of hospitality products.
Methods
In developing and validating a multi-item measure of brand love, the current study followed the scale
development guidelines suggested by Churchill (1979) and Netemeyer et al. (2003). First, preliminary
in-depth interviews and open-ended survey were conducted to identify and validate potential dimensions
of brand love for hospitality brands. Next, an initial pool of items was generated through review of brand
love articles in general marketing and hospitality journals. With the items generated, a questionnaire was
developed and distributed through Amazon MTurk. Data. For each of hotel and airline industry, 300
individuals were collected, thus collecting 600 data set in total. With 62 unusable data, a total of 538
data set was used for exploratory factor analysis (EFA). Subsequently, the 538 sample was randomly
split into two subsamples (i.e. confirmatory and validation) to conduct confirmatory factor analysis
(CFA) on the confirmatory sample and to conduct two invariance tests across confirmatory and
validation samples to further examine the validity of the developed brand love scale.
Results/Discussion/Implication
A final four-factor model emerged explaining 69.21% of the total variances through EFA. The four
factors included trust, self-brand integration, commitment, and switching resistance. The CFA conducted
on the confirmatory sample was good fit to the data and construct validity was also achieved. The
discriminant validity was supported as the square root of the AVE for each factor was greater than its
correlations with other factors.
This study was first to develop and validate brand love scale specifically for hospitality brands. It
provides theoretical insight into the conceptualization and measurement of customer’s brand love toward
a hospitality brands and identifies specific cognitive, affective, and conative brand loyalty dimensions
that were less concrete in prior brand loyalty scales. Specifically, the dimensions of self-brand
identification and trust provide hospitality brand managers with managerial implications regarding the
importance of personalized and consistent service in establishing customer brand love and strong
customer-brand relationship.
References are available upon request
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CORPORATE SOCIAL RESPONSIBILITY ON SOCIAL MEDIA:
CSR STRATEGIES AND USER ENGAGEMENT
Minseong Kim1, Svetlana Stepchenkova2
University of Florida, Gainesville, Florida, USA, minseong@ufl.edu1; svetlana.step@hhp.ufl.edu2

Introduction
With the social media platform, companies can enhance their business performance and can better
respond to external demands and pressure from consumers by interactively communicating their
corporate social responsibility (CSR) efforts with the consumers (Schultz et al., 2013). For example,
engagement of consumers with a company’s CSR initiatives on social media may generate positive
feelings and empathy toward the company among other users (Castelló et al., 2013; Wen & Song, 2017).
In addition, the exchange of experiences and information between a company and consumers on social
media positively influences the appreciation of the company’s CSR efforts and the support for the CSR
activities among consumers (Gruen et al., 2006). Based on this context, first, this research investigates
which CSR activities (i.e., social contribution, environmental protection, and economic development)
entice the highest level of engagement from social media users. Second, this research examines whether
there are differences in CSR activities between two separate hospitality sectors (i.e., hotel and
restaurant).
Methods
Facebook, with its unique engagement tools, was used as a social media platform. Quantitative content
analysis was used as the method in this study. This study took top 10 hotel companies and top 10
restaurant enterprises from the Entrepreneur Franchise 500 Companies list for the year 2018. The time
frame of data collection was selected as one calendar year in 2018. The CSR message was classified in
one of the three categories following Alvarado-Herrera et al. (2017): social contribution; environmental
protection; and economic development. For user engagement, each comment was coded according to the
attitude expressed in it: positive, negative, or neutral (Kirilenko et al., 2017). The absolute number of
positive comments was then normalized by the number of total comments for each CSR message on
each hospitality company’s official Facebook pages for more accurate comparisons between restaurant
and hotel sectors.
Results/Discussion/Implication
The result of one-way ANOVA addressed that different CSR activities elicit significantly different
consumer engagement only regarding the number of likes (F(2, 57)=2.608, p < 0.10): economic
development (M=1277) vs. social contribution (M=557) and environmental protection (M=302) (p <
0.10). Next, two-way ANOVAs found a significant interaction between industry and CSR
communications (F(2, 54)=4.117, p < 0.05, partial η2=0.132) in economic development:
MRestaurant=15.77% and MHotel=6.32%, p < 0.05. In addition, the results revealed significant interactions
between industry and CSR activities in the percentage of positive comments on postings (F(2,
54)=4.233, p < 0.05, partial η2=0.136): social contribution: MRestaurant=23.05% and MHotel=11.39%; and
economic development: MRestaurant=11.47% and MHotel=26.06%, p < 0.05. In conclusion, if a hospitality
company recognizes which types of CSR activities are favored by consumers on social media, the
company can more effectively develop and promote CSR strategies to engage with the consumers in
their communications.
References are available upon request
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WHAT IS IN THE MIND OF THE GREEN RESTAURANT CUSTOMERS?
AN APPLICATION OF CATEGORY-BASED PERSPECTIVE
IN A GREEN RESTAURANT IMAGE
Eunhye (Olivia) Park1, Bongsug (Kevin) Chae2, Junehee Kwon3
Kansas State University, Manhattan, Kansas, USA, eunhyepark@ksu.edu1; bchae@ksu.edu2; jkwon@ksu.edu3

Introduction
Green practices are unique attributes of restaurants that influence customers to form a green restaurant
“image” and generate positive outcomes such as increased customer satisfaction, revisit intention, or
willingness to pay more (Chen, 2010; Lee, Hsu, Han, & Kim, 2010). However, a restauranteur’s
commitment to improve restaurant’s green attributes may not always produce the positive outcomes, if
these attributes are not properly communicated with customers (Dodds & Kuehnel, 2010; Yadav, Kumar
Dokania, & Swaroop Pathak, 2016).
Although the majority of previous literature related to green practices used the predetermined
measurement items to assess customers’ responses to green practices, such structured measurement
questions may ask participants to respond to attributes that are irrelevant or unimportant to them
(Tapachai & Waryszak, 2000). Recently, massive user-generated contents (UGC) written by actual
customers have been explored to capture important aspects of restaurant customers. Therefore, this study
aimed to examine images of green restaurants expressed in unstructured UGC, uncovering key
categories related to green restaurant images with a probabilistic topic modeling, Structural Topic Model
(STM) (Roberts et al., 2014).
Methods
This study examined post-visit reviews to capture the green image expressed in unstructured texts. We
extracted online reviews generated by customers who visited green restaurants, certified by Green
Restaurant Association (GRA). The dataset included 68,171 reviews of 218 certified green restaurants,
written between 2005 and 2016. In order to uncover the major categories in the massive UGC,
researchers employed topic modeling, STM. Before conducting the topic modeling, the text
preprocessing was performed, and the optimal number of topics were determined (Park, Chae, & Kwon,
2018). After the topic modeling, the researchers reviewed 30 randomly selected reviews with highest
loadings for each topic to understand each topic.
Results/Discussion/Implication
Forty topics generated by machine learning were classified into three groups (i.e., attributes, benefits,
and attitudes) based on the level of abstraction of image associations. Only two topics related to the
food-focused green attributes were found, and the environment-focused green attributes did not appear.
This may indicate that green restaurant customers have not recognized the environment-focused green
attributes or did not have the relevant existing categories to process and recall.
The salient image categories provide an insight about which attributes restauranteurs need to
focus on. Restaurateurs may also identify the attributes that stimulate the strong emotional responses and
further create a positive behavior intention. Moreover, this study analyzed the unstructured text data
generated based on the personal experience and memory by applying an unsupervised machine-learning
technique. Therefore, rich information was gained from the large amount of text data with less
interference of researchers’ subjectivity in the data analysis.
References are available upon request
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CAN MENU INFORMATION ABOUT LOCAL FOOD ENHANCE CUSTOMERS’ TRUST IN
A RESTAURANT? INVESTIGATING THE MEDIATING EFFECT
OF CORPORATE SOCIAL RESPONSIBILITY
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Introduction
The demand of locally sourced foods has increased drastically in recent years (Lillywhite & Simonsen,
2014). To echo the trends, restaurants add local foods to their menus (Remar, 2015). However, the lack
of trust and credibility may hinder customers’ from engaging sustainable behaviors, such as consuming
local food (Leire & Thidell, 2005). Customers perception of a restaurant’s CSR action will be affected
by the manner that sustainability message presents and designs by the restaurant (Line, Hanks, & Zhang,
2016). Moreover, restaurant menus are the main communication tool to provide necessary information to
customers (McCall & Lynn, 2008).
Although restaurant menus may have an important impact on customers’ attitude, there is a lack of
research regarding how restaurant menus affect customer's perception of a restaurant's CSR actions and,
consequently, their trust in a restaurant. Therefore, the purpose of the study was to identify how different
levels of menu information about local food affect customers’ trust in a restaurant through customers’
perceptions of restaurant’s CSR actions.
Methods
Individuals of 18 years of age or older who visited a casual dining restaurant within the 6 months prior
to data collection were recruited. A total of 400 responses were collected by using Amazon Mechanical
Turk. To gauge the main constructs, validated measures from previous studies were adapted. Four
different daily special menus (one control menu and three menus with different level of information
about local food) were developed, and respondents were randomly assigned to one of the groups.
Confirmatory factor analysis (CFA) was used to check the validity of the measurement. To test
reliability specification, Cronbach’s alpha was calculated. To test hypotheses, MANOVA and SEM
following the two-step approach were used (Kline, 2015).
Results/Discussion/Implication
As a result, information about local food in restaurant menus positively affects customers’ perception of
firms’ CSR actions, and that CSR perception positively affects customers’ trust. Therefore, the results of
our study will help restaurateurs who use locally sourced foods to take advantage of adding cues (e.g.,
descriptions and images) into their menus to create customers’ trust. Furthermore, the results show that
providing information about local food does not affect customers’ trust directly, but it affects trust
indirectly through CSR perception (i.e., full mediation). The results also show that there is not a
significant difference between menus with descriptive information about local food and menus with
pictures of local food.
This study yields theoretical implications by highlighting the positive impact of providing
information about local food in restaurants’ menus on customers’ trust through CSR perceptions.
Practically, the study results also shed lights on menu design for local foods.
References are available upon request
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AIRBNB SAFETY AND SECURITY– TRAVELERS’ PERCEPTION
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Introduction
The new P2P platforms involves more risk compared to the traditional format. For instance, Although
Couch-Surfing offers free accommodation in strangers' homes which means that no monetary risk is
involved; the fact that one is sharing a home with a stranger is risky (Ert et al., 2016). On the same note,
Han, Koo, and Chung (2016) mentioned that the risk in sharing economy is not monetary only, but includes
a reduction in whole travel experience and a life-threating situation. Airbnb has persistently made effort
to lessen the security issues and fears related to residing with a stranger. They have introduced advanced
identity verification mechanisms and established a 24-hour telephone hotline (Guttentag, 2015). In
addition, Airbnb claims that it controls standards, and it does not allow hosts who are daunting or
irresponsible or hosts who offer a low-quality condition of the accommodations, break commitments, or
receive low ratings to contribute in Airbnb community (Han et al., 2016). Nevertheless, despite all of the
abovementioned security strategies, tragic actions due to the nature of the business still occurs (Han et al.,
2016).
Methods
To produce an in-depth knowledge about guests’ safety and security perceptions of Airbnb, the current
study employed the qualitative approach and conducted semi-structured in-person and phone interviews.
A purposive sampling strategy was used to recruit participants of the current study. The group of
individuals who have prior experience with Airbnb were considered as the sample of the study. On this
note, during a five-month span, 14 participants were recruited via AirbnbHell.com and the mass email
that was sent out to the student of a Southern university in United States. The informants were asked to
elaborate on their experiences when they felt safe/ unsafe, the factors which made them feel that way
(i.e. safe/unsafe), the actions they took to increase or decrease these feeling (i.e. safe/unsafe), and the
security factors which are important in their final decision. The interviews, then, were transcribed and
recommended steps of thematic content analysis were followed.
Results/Discussion/Implication
Bad neighborhood consisted of sub-codes: ‘bars on windows,’ ‘broken down cars on street’ ‘dark
neighborhood,’ ‘garbage on street,’ ‘proximity to motels,’ ‘proximity to gun shop,’ ‘homeless people on
street,’ ‘pawn shop,’ and ‘presence of cops’. Good neighborhood included sub-codes of ‘proximity to
church,’ ‘proximity to hotels,’ ‘proximity to residential areas,’ ‘proximity to restaurants,’ ‘nice cars on
street,’ and ‘people walking on street’. The extracted sub-codes for the factors that interviewees take into
consideration when booking an Airbnb place included: ‘online reviews on host,’ ‘host description,’ ‘host
response content’ ‘picture of host,’ ‘electrical hazard,’ and ‘social media investigation’. Finally, while on
property, study participants mentioned the safety and security factors and actions that they look for and
perform respectively. The sub-codes were: ‘fire alarm,’ ‘hidden camera,’ ‘first aid kit’ ‘door lock,’
‘window and curtain,’ ‘meet with host in advance,’ ‘leave tv on,’ and ‘windows and curtain’. The results
of this study will help Airbnb hosts and practitioners to better understand what guests look for safety- and
security-wise and how these factors could be pivotal when deciding on accommodation.
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DEVELOPMENT OF A SERVICE QUALITY METRIC FOR PRIVATE CLUBS
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Introduction
A club provides various types of service through its facilities and amenities (e.g. restaurants, golf shops,
fitness, and clubhouses therefore service quality could be one of the primary indicators to increase
satisfaction and loyalty, which will lead to financial improvement in the club business. SERVQUAL, a
service quality measurement instrument has been broadly used in service industries (Parasuraman,
Zeithaml, & Berry, 1988). Based on SERVQUAL, various versions of instruments (e.g., LODGSERV,
DINESERV) have been developed to measure different types of service industry. However, a clubspecific scale has not been found in the literature yet and the existing scales seem not to reflect clubs’
service diversity (Knutson, Stevens, Wullaert, Patton, & Yokoyama, 1990; Stevens, Knutson, & Patton,
1995).
Therefore, the purpose of this study was to identify a list of items that may potentially be relevant
to development of a club-specific service quality scale. This study employed the Delphi technique to
conduct a series of three-round surveys with 11 club service experts. The findings expand the literature
on private club member behavior, particularly service quality.
Methods
The Delphi technique was employed as it is a popular research technique, particularly when the
underlying phenomenon is not well understood and only a list of possible solutions is desired. A panel
of 11 club-specific service quality experts were identified and three rounds were conducted. At each
round, the panel offered ideas/suggestions for improvement to the list of potential factors. Within
SERVQUAL’s five dimensions, preliminary items were generated and further grouped into one of seven
amenity departments: Common To All, Food & Beverage, Golf, Pool, Tennis, Fitness, and Rooms,
which allowed examination of potential items based on the nature of the club.
Results/Conclusion/Implications
The Delphi results showed that the Reliability dimension as highly important in most departments, rating
6.6/7.0. In particular, properly working sports equipment (6.8/7.0) was the most important item.
Tangible items rated high (6.3/7.0). For example, club cleanliness scored particularly high (6.8/7.0). In
addition, the Pool area and Guest Rooms departments each rated safety, an Assurance item, as
supremely important (7.0/7.0). Services such as turn-down service or after-dinner mints scored higher
than average variance. Lastly, empathy items scored lowest, suggesting that service fundamentals are
paramount.
This study identified potential items relevant to development of a club-specific service quality
scale. Thus, this research advances literature on service quality in the consumer behaviors, particularly
in the club industry. This research also helps provide a better understanding of service quality in private
clubs, allowing managers to improve the membership experience, leading to better financial health.
References are available upon request
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SCARE RESERVATIONS MAKE ME SCARED:
THE EFFECTS OF SCARCITY APPEAL AND MODERATOR ROLE OF POWER
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Introduction
Nowadays, scarcity appeals are commonly used in online booking websites in the hospitality industry
due to their effectiveness in boosting sales. The extant literature distinguishes between scarcity appeals
that are driven by “high demand” and those due to “limited supply”. While prior research has
demonstrated that demand-framed scarcity appeals will lead to reduced favorable product evaluation
than supply-framed scarcity appeals (Aguirre-Rodriguez, 2013), the current research argues that their
relative effectiveness should be contingent on consumers’ sense of power. Based on approach-inhibition
theory (Keltner et al., 2003), the current research proposes that consumers with a low sense of power,
who are sensitive to risk, exhibit no significant difference in purchase intention between two types of
scarcity appeal. However, consumers with a high sense of power, who are more optimistic in their
perceptions of risk, react more favorably toward a demand-framed (vs. supply-framed). We further
propose that the perceived risk is the psychological mechanism explaining these effects.
Methods
This study used a Scarcity Appeal (demand-framed vs. supply-framed) Power quasi- experimental
design, with scarcity appeal manipulated among participants and power as a measurable variable.
Participants were recruited via MTurk.
First, participants were asked to imagine that they were searching for a good restaurant online and
encountered a restaurant advertisement on an online booking website. Participants were randomly
assigned to read one of the two sacristy appeals. Next, participants were asked to response measures
capturing their purchase intention, perceived risk, manipulation checks. Finally, they are asked to
complete an ostensibly unrelated psychology study about personal characteristics, including a series of
demographic questions as well as Power scale.
Results/Discussion/Implication
This study examined the joint effect of scarcity appeal (demand-framed vs. supply-framed) and power
on consumers’ purchase intention in an online restaurant booking context. The findings reveal that
consumers with a high sense of power will exhibit higher purchase intention when a demand-framed (vs.
supply-framed) scarcity appeal is displayed, whereas consumers with a low sense of power are relatively
unaffected by the two types of scarcity appeals. Furthermore, the moderated mediation analysis revealed
that the perceived risk is the psychological mechanism underlying the observed effects.
The current research extends research on scarcity appeals by identifying a new moderator, namely
power, and sheds light into the psychological mechanism underlying the joint effects of the scarcity
appeal and individual difference in power on consumer purchase intention. In addition, managers should
use demand-framed scarcity appeals when they are targeting at consumers who are higher in
socioeconomic status and have high levels of autonomy in their jobs since they usually have a high
sense of power (Rucker et al., 2012).
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ANTHROPOMORPHIC CUE ON SNSS AND THE EFFECTS ON CUSTOMERS
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Introduction
Marketers in the digital era are keen on enhancing the customer experience through social media (Giamanco
and Gregoire, 2012). Given the repetitive nature of social media, it is presumed that brand personification
can substantially help build a solid relationship with customers. However, compared to the emphasis placed
on having a virtual presence on social media, the importance of the content brands upload to their accounts
has not been investigated by academia or the industry. According to Caruso, Waytz, and Epley (2010),
attributing humanlike emotions and behaviors to a brand induces consumers to think that the brand acts with
deliberative intention, just like a human, and reduces the psychological distance between the consumer and
the brand. Based on the previous literature, this study therefore intended to explore the causal relationships
between the anthropomorphic cues and consumer engagement. In addition to its effect, this study also
examined the moderating role of brand awareness, which is another factor that influences the psychological
distance between brands and consumers. The specific objectives were: (1) to examine the impact of
anthropomorphic cues on the persuasiveness of social media content, consumers’ attitudes toward the
message, and behavioral outcomes in terms of visit intentions and (2) to investigate the moderating role of
brand awareness across all three effects.
Methodology
The samples for this study were general restaurant consumers in U.S. who have visited a casual dining
restaurant within the last month. This study recruited using an online panel company (Amazon Mechanical
Turk) and a total of 149 responses were used for analyses. This study employed a between-subject 2
(anthropomorphic cue: cue vs. control) x 2 (brand awareness: high vs. low) experimental design. All of the
measurement items of message persuasiveness, attitudes toward the message and visit intentions used a 7point scale adapted from previous literatures.
Results
Overall, the main effect of the anthropomorphic cues was statistically significant in terms of message
persuasiveness (F = 11.835; p < .05) and attitudes toward the message (F = 7.925; p = .052) but not on visit
intentions (F = 0.114; p > 0.05). Brand awareness had a significant interaction effect between the
anthropomorphic cue and attitudes toward the message (F = 3.929; p < .05). This means anthropomorphic
cues on SNSs could help brands especially with lower brand awareness enhancing positive attitudes toward
the marketing message.
By examining the effect of anthropomorphic cues, this study sheds light on a concept that has not
been fully recognized in the restaurant industry and provide restauranteurs with practical implications for
effective marketing communication strategies. The findings of this study indicate that such cues can be
utilized as an effective tool to capture users’ attention and form positive attitudes towards the message.
Furthermore, this study suggests that the use of anthropomorphic cues would be more beneficial for brands
with lower brand awareness than brands with higher brand awareness, which could be interpreted to mean
that anthropomorphic cues may reduce the psychological distance between a brand and customers.
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SHARING DINING EXPERIENCES ON SOCIAL NETWORK SITES:
EXAMINING THE SHARER’S PERSPECTIVE
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Introduction
The number of users of social network sites (SNS) continues to grow exponentially, with recent
projected figure reaching 2.62 billion by 2018 (Statista, 2018). The increasing usage of SNS has brought
changes in people’s daily lives by allowing people to share their experiences online.
Research also shows that these shared-contents are influential as they affect customers’ before,
during, and after their experiences (Narangajavana Kaosiri et al., 2017). The sharing of the experiences
makes the consumption more socially visible which has been found to strengthen consumers’
relationships with the brand being shared (So et al., 2018). For these reasons, many firms, including
restaurants, are encouraging customers to share their experiences on SNS to make the experiences more
visible to people within the customer’s social network. While dining experiences have been examined in
prior studies (Wang et al., 2017, Chang et al., 2010), there are still critical knowledge gaps in the
literature on sharing dining experiences online. Specifically, the lack of studies conducted on the
consequences of sharing experiences with respect to the presence of feedback highlights the need for
further investigation. With this paucity in mind, this study aims to examine how people’s sharing of
dining experiences would affect their memory certainty and post evaluation of the shared experience. In
addition, it examines the effect of feedback (relationship closeness and a response from company) on
memory certainty and post evaluation of the sharing experience.
Methods
To test the hypotheses, this research involved two separate studies. Study 1 used a 2 (sharing experience
type; satisfying vs dissatisfying) X 2 (relationship closeness; close friend vs not close friend) betweensubjects experimental design, and Study 2 utilized a 2 (sharing experience type; satisfying vs
dissatisfying) X 2 (company response; response vs. no response) between-subjects experimental design.
Amazon’s Mechanical Turk (MTurk) was utilized to recruit participants and the survey was developed
on Qualtrics in April 2017. Questions were asked covering demographic characteristics, memory
certainty, post evaluation, attitude, and intention to revisit, modified from existing literature and scales
of total 26 questions. The scales used in this study were adapted from the existing literature.
Results/Discussion/Implication
A MANOVA was performed to test the effect of sharing experience type (satisfying vs. dissatisfying) on
memory certainty and post evaluation, and moderating effect of comments from friend (relationship
closeness; close friend vs. not close friend) and company response (response vs. no response). The
results of the two studies showed the main effect of sharing experience was significant. Univariate
results revealed a significant effect of sharing experience on memory certainty and post evaluation,
suggesting that sharing an experience influences the sharer’s memory certainty and post evaluation,
which leads to intention to revisit. However, there was no significant interaction effect found between
relationship closeness and sharing experience type on memory certainty or post evaluation. Similarly,
there was no significant effect between company response and sharing experience type on memory
certainty or post evaluation.
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ROLE OF VALUE CO-CREATION BEHAVIOR BETWEEN ENGAGEMENT AND
INVOLVEMENT AND HOTEL LOYALTY PROGRAM MEMBER SATISFACTION:
MODERATING EFFECT OF COMPANY SUPPORT
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Introduction
Value co-creation has gained much attention since the proposal of service-dominant logic (S-D logic;
Vargo & Lusch, 2004; 2008), a new customer-orientated paradigm for marketing management. In S-D
logic, value co-creation refers to integrating and using resources to benefit both company and customer
(Lusch & Vargo, 2006). Ultimately, the goal of value co-creation is enhancing value and experience, so
the hospitality industry must understand the mechanism of value co-creation and how to apply value cocreation practically. The literature has noted the well-established benefits of customer value co-creation,
but studies of the drivers of value cocreation behavior (VCB) are rare, especially in tourism and
hospitality. Value co-creation behavior (VCB) represents customer-initiated interactions between
customer and company that contribute to value co-creation (France, Merrilees, & Miller, 2015).
According to Yi and Gong (2013), VCB is a two-dimensional construct consisting of citizenship and
participation behavior. This study proposes that for hotel loyalty programs, engagement and
involvement can be drivers of two-dimensional VCB, which, in turn, contributes to program member
satisfaction. This framework is applied and tested empirically among hotel loyalty program members
from Canada and the United States. Eligible participants were required to have stayed at a hotel in the
last 12 months, held at least one hotel loyalty program membership in the last 12 months, and be more
than 18 years old.
Results
The results of structural equation modeling show that only engagement contributes to VCB among hotel
loyalty members although engagement mediates the relationship between involvement and VCB.
Member satisfaction is influenced by the level of VCB. Finally, company support moderates the
relationship between engagement and VCB. However, strong company support did not enhance the
relationship between engagement and value co-creation citizenship behavior.
Implications
This study has both theoretical and practical implications for research on hotel loyalty programs and
value co-creation. First, the study highlighted the drivers and consequences of twodimensional VCB
through developing and testing a theoretical model. Second, this is the first study, as far as the author is
aware, that applies a two-dimensional VCB model to hotel loyalty programs. Besides that, this study
offers valuable insight and guidance to hotel companies as they establish effective management
strategies to detect and manipulate value co-creation with their loyalty program members. Thus, this
study offers valuable insight and guidance to hotel companies as they establish effective management
strategies to detect and manipulate value cocreation with their loyalty program members.
References are available upon request
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Introduction
In recent years, the sharing economy has become a serious threat to traditional business in the hospitality
and tourism marketplace. In particular, peer-to-peer accommodation such as Airbnb is described as a
‘disruptive innovation’ due to its innovative internet-based model which enables ordinary people to
share their rooms in exchange for economic benefits Moreover, Airbnb is recognized by consumers as
an effective way to experience the destination in an authentic way (Tussyadiah & Pesonen, 2016). While
extensive literature has examined customer experiences with Airbnb (Guttentag, Smith, Potwarka, &
Havitz, 2018; Visser, Erasmus, & Miller, 2017), there is still little research on the environmental
stimulus of Airbnb accommodations including physical, contextual, and social attributes, which provide
distinctive Airbnb experiences. Of particular significance is the theoretical construct of perceived
enjoyment, known as an intrinsic motivation that plays a critical role in forming consumer attitude
toward Airbnb (Guttentag, 2015). However, little attention is given to factors that enrich consumers’
evaluation of Airbnb experiences leading to perceived enjoyment. Such understanding is important as
perceived enjoyment increases the possibility of the acceptance of the product (Lu, Zhou, & Wang,
2009). Therefore, this study investigates the concept of perceived enjoyment and investigates its
relationships with repurchase intention and several established Airbnb experience factors including
authenticity, home benefits, and social interactions.
Methods
This study focused on individuals who had stayed at an Airbnb accommodation in the last 12 months.
We used a quantitative method including a survey questionnaire to measure Airbnb experiences,
perceived enjoyment, and repurchase intention through Qualtrics survey software. With a total of 258
response, the data were analyzed using AMOS 21.0 through maximum likelihood estimation, with
separate examination of the measurement model and structural model. Subsequent analysis was carried
out to test the mediating effects of perceived enjoyment.
Results/Discussion/Implications
The finding suggests that strong authenticity and home benefits lead to enhanced perceived enjoyment.
In addition, strong authenticity leads to future repurchase intention. Furthermore, the mediation analysis
suggested that the full mediation model is the best fitting model, indicating that the influences of
authenticity and home benefits on repurchase intention are fully mediated by perceived enjoyment. This
study advanced the theoretical foundation to explain the relationship between Airbnb experiences and
repurchase intention. The more authentic, homely visitors feel with Airbnb, the more likely they will
enjoy and then repurchase it. From a practical perspective, our results provided a way to enrich
accommodation experiences through enhancing the home benefit of Airbnb and authenticity.
Practitioners may also need to offer opportunities for guests to have an authentic experience in the
destination as well to ensure the product offerings excel in the provision of superior home environment.
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THE IMPACT OF SERVICE QUAILITY AND CUSTOMER SATISFACTION ON
BEHAVIORAL INTENTION IN MONGOLIAN HOSPITALITY INDUSTRY
Minji Kim1, Seungwoo Lee2, Hyelin Kim3
University of Nevada Las Vegas, Las Vegas, Nevada, USA, kimm81@unlv.nevada.edu1; hyelin.kim@nevada.edu3;
Sangmyung University, Seoul, South Korea, slee@smu.ac.kr2

Introduction
The significant importance of understanding customer satisfaction has generated many opportunities and
challenges for the service providers to examine various factors influencing customer satisfaction.
Service quality has been acknowledged, especially in hospitality business, as a key to grasp consumer
satisfaction (Oliver, 1993; Zeithaml, Bitner, & Gremler, 2006). With excessive environment, hospitality
business has been turned attentions to global market. However, Mongolia has been excluded from those
concerns, even though it is emerging as a fastgrowing market among developing country. From 1991 to
2010, its GDP considerably grew and reached up to 80% (Davaakhuu, Sharma & Bandara, 2015) and
the total revenue of restaurants in 2017 increased by 22.3% compared to the previous year (NSOM,
2007).
Despite the increased interest in research on Mongolian food market - empirical or theoretical
approaches on food service management in Mongolia has not actively been examined. Thus, this study
purports to examine Mongolian customer’s perceptions on the restaurant industry in terms of broader
concepts of service quality.
Methods
To verify hypotheses, survey was conducted in Ulaanbaatar, the capital of Mongolia. Questionnaire
items were derived from prior studies (Chang, 2012; Kwun, 2011; Namkyung, Liu & Jang, 2011;
Steptoe, Pollard, & Wardle, 1995) and all measured on a 5-point Likert scale. Respondents were asked
to answer the survey depend on the last dine-out experience. A total of 291 completed questionnaire
were collected and coded for analysis.
Data analysis had been done following three steps. First, exploratory factor analysis (EFA) was
conducted to explore the underlying theoretical structure of the phenomena using SPSS. Then, structural
equation modeling (SEM) analysis were assessed using AMOS. The SEM used a twostep method by
specifying a measurement model in CFA and testing a latent structural model developed from the
measurement model
Results/Discussion/Implication
From EFA, 5 factors were identified including ‘Facility’, ‘Service’, ‘Menu’, ‘Food Quality’ and
‘Atmosphere’. Both CFA and SEM fulfilled the overall given criteria. 3 hypotheses out of 6 were
supported which referred to the positive relationship between service and satisfaction (β = 0.272, t-value
= 3.506, p < 0.001); menu and satisfaction (β = 0.639, t-value = 5.067, p < 0.001); satisfaction and
behavioral intention (β = 1.006, t-value = 10.869, p < 0.001).
As identified important factors in terms of customer satisfaction, this study provides insights into
practitioners who are interested in the Mongolian market; as adopted broader concepts of service quality
in framework, this study, also, have theoretical implication.
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FACTORS CREATING URGENCY FOR ONLINE TRAVEL PURCHASE DECISIONS
Eun Joo Kim1, Choongbeom Choi2, Sarah Tanford3
University of Nevada, Las Vegas, Nevada, USA, eunjoo.kim@unlv.edu1; choongbeom.choi@unlv.edu2;
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Introduction
Travelers often encounter the psychologically urgent situation due to a limited opportunity to obtain it.
When a product is hard to obtain, individuals assume that it is better than alternatives that are easily
accessible (Cialdini, 1985). By utilizing scarcity promotions, marketers can enhance customers’ value
perceptions of the products. Scarcity marketing is widely used by online travel agencies (OTA). On
OTA websites, there can be two options that alarm the urgency to book: showing limited room inventory
and/or showing limited chance to book due to high demand by other travelers. To date, scant research
examines the scarcity effects on travel decision making. To bridge that gap, this study investigates the
effects of scarcity messages based on different levels of messages. Two studies were conducted using an
exploratory approach to investigate travelers’ sense of urgency to book under two different situations.
Methods
Study 1 employed a 3-cell experimental design with two scarcity message conditions (low, high) and a
no-scarcity control group. A total of 75 participants were randomly assigned to three experimental
conditions. Study 2 used a 5-cell experimental design with four competition variables (low immediate,
high immediate, low past, high past) and a no-competition control group. Immediate competition is
defined as “xx travelers are considering this hotel right now,” and past competition is defined as “xx
people booked this property in the last 24 hours.” A total 125 respondents were randomly assigned to
five experimental conditions.
Results/Discussion/Implication
The results of a one-way ANOVA for study 1 indicate that the effect of different scarcity messages on
perceived scarcity was not significant (F=2.09, p=.131). However, post-hoc tests revealed a marginally
significant difference between high scarcity and the control condition (t=1.94, p=.058). Study 2 shows
that participants perceived significantly different levels of competition among the five conditions. Posthoc comparisons revealed that competition was rated lower in the immediate-low condition versus the
past-low condition (t=-2.144, p < .05). Moreover, the immediate-high condition was higher than the
immediate-low condition (t=-3.378, p < .05). The findings suggest that consumers differentiate more
strongly between levels of competition when they see people are considering the hotel than when they
have already booked.
This research provides insight into factors that lead customers to feel urgency to purchase travel
products through limited availability and competition. Study 1 can be seen as supply based scarcity,
while study 2 can be seen as demand-based scarcity. This research contributes to the
understanding of factors frequently used in OTA websites that are intended to trigger urgency too
book. This exploratory study lays the groundwork for future research to investigate factors to
increase the urgency to book travel products.
References are available upon request
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SOCIAL MEDIA AND SELF-CONGRUITY IN WEDDING DESTINATION SELECTION
MODERATED BY FIRST OR SUBSEQUENT MARRIAGE
Marisa Ritter1, Dr. Carl A. Boger, Jr1,
Conrad N. Hilton College, University of Houston, Houston, Texas, marisaritter72@gmail.com, cboger@uh.edu
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Introduction
Travelers are increasingly looking to friends and family members, via social media, for guidance while
making travel-related decisions. The wedding industry also uses social media extensively, but limited
research addresses how social media influences brides/grooms’ wedding-related decisions and how social
media posts of others’ wedding destinations might influence another bride/groom’s wedding destination
decision. Limited research explores brides/grooms who have been married previously and if social media
has the same effect on those brides/grooms as for those marrying for the first time.
Methods
The sample consisted of 100 engaged people in the US planning their wedding. The survey consisted of
6 items on social return (SR) scale, 4 items on ideal self-congruity scale (ISC), each measured on a 7point Likert scale, and intention to host a destination wedding (INT), measured using one question on a
7-point scale. The study used a quasi-experimental design with the SR measurement; the data was
separated into the high versus low SR of brides or grooms observing social media posts of a destination
wedding, described as posted by a friend or family member, with the same verbiage and number of likes,
with only the destination changed. Independent t-tests showed no statistical difference between the
destinations, so responses from both conditions were considered as a single condition. The average age
was 30.86 years old, 38 (38.0%) were female, and 27 (27%) respondents had previously been married.
Results/Discussion
Internal consistency and construct validity were performed by applying composite reliability (CR), which
were above the agreed upon lower limit of 0.70, and average value extracted (AVE), which exceeded 0.50.
SR had a positive significant effect on ISC, (b=1.990, p<0.00). SR, ISC, and having been previously
married were all found to have a significant influence on INT (p<0.05). SR had a negative influence on
INT, when moderated by previously married (b=-1.676, p<0.05). ISC had a positive influence on INT
when moderated by previously married (b=0.745, p<0.01).
SR has a direct effect on INT for those that have been previously married, but there is no direct
effect of SR on INT. There is an indirect effect of SR on INT through ISC, for those marrying for the first
time, but not for those that had been previously married.
This study shows that higher levels of SR had direct and indirect effects on INT through ISC.
Having been previously married also moderated both direct and indirect effects of SR on INT. SR had a
negative significant influence on INT for those that had previously been married. For the indirect effect,
a positive significant influence of SR, through ISC, existed for those that had not previously been married.
This indicates that those who had not been married previously were more influenced by social media posts
of others’ wedding destinations and had stronger self-congruity with a wedding destination.
References are available upon request
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EXAMINING TOURIST NON-PURCHASE INTENTION OF PEER-TO-PEER
ACCOMMODATION: IMPEDING FACTORS AND PERCEIVED RISKS
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Introduction
With increasing trust and utilization of the Internet, the sharing economy is emerging in the tourism and
hospitality marketplace. Online networking platforms, such as Airbnb, assist people to find other peers
who are sharing their rooms in tourism destinations (Belk, 2014; Tussyadiah & Zach, 2015).
According to the report by Ting et al. (2017), although the tourism and hospitality marketplace
has witnessed a rapid increase of peer-to-peer accommodation users in recent years, the majority of the
general leisure travelers still do not intend to choose peer-to-peer accommodation for their trips.
Departing from previous research, this study focused on tourist non-purchase intention of peer-to-peer
accommodation.
Methods
To understand non-purchase intention, perceived risk theory is employed as the theory has the ability to
explain the direct influence on purchase and non-purchase intention (Mitchell, Davies, Moutinho, &
Vassos, 1999).
The target population of this study is defined as adult (i.e. individuals over the age of eighteen)
leisure travelers who have not used peer-to-peer accommodation before and have no intention to use
peer-to-peer accommodation for their trips in future.
Amazon Mechanical Turk was used for survey distribution. A total of 300 participants completed
the survey. In order to analyze the data, SPSS 24 was used to complete the factor analysis. Furthermore,
Path Analysis was conducted by SmartPLS.
Results/Discussion/Implication
This study identified several relationships between impeding factors and perceived risks as well as
relationship between perceived risk and tourists’ non-purchase intention of peer-to-peer accommodation.
First, lack of trust in host(s) and in platform(s), perceived cognitive effort, and perceived cost had
significant and positive effect on perceived risks. Second, perceived safety/security, perceived service
and quality had significant and negative effect on perceived risks. Lastly, performance risk and
psychological risk had significant and positive effects on tourists’ non-purchase intention.
This study partially proved the applicability of perceived risk theory in predicting tourists’ nonpurchase intention to use peer-to-peer accommodation. Particularly, performance risk and psychological
risk are positively predicting non-purchase intention to use peer-to-peer accommodation. Furthermore,
this study identified several antecedents impeding factors including lack of trust, perceived cognitive
effort, perceived cost, perceived cleanliness, perceived safety and security, and perceived service quality
that effects on perceived risk. To date, there is almost no research that has been focused on the nonpurchase intention for peer-topeer accommodation. This study provides possible explanations for this
emerging phenomenon from the opposite point of view.

The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 35

VICARIOUS AUTHENTICITY IN TOURISM: A BIG DATA ANALYTICS APPROACH
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Introduction
In the modern society, destruction of authenticity paradoxically triggers people’s desire for it (Cobb,
2014). While the prior research describes the notion of authenticity using objective, constructed, and
existential authenticity (Boorstin, 1964; Bruner, 1994; Sharpley, 1994; Wang, 1999), there are gaps that
may not be fully breached by these three. A feeling of authenticity can emerge from living in another’s
life that involves the everyday practice (Couldry, 1998), which parallels one’s life. A person as an actor
creates meanings out of the other’s life, and as an audience also recognizes a sense of otherness (Frykman
& Gilje, 2003). A person can also express the true self in multiple ways while interacting with not only
families or in-group members, but also total strangers. In this light, this study aims to: (1) propose the new
notion of vicarious authenticity and (2) identify its characteristics. This study uses experientialism as a
philosophical base which focuses on making sense of experience constantly informed by the interactions
with physical and social environments of someone else’s life (Johnson & Lakoff, 1992; Lakeoff & Johnson,
1980). Based on the tenets of experientialism, this study proposes a new type of authenticity, vicarious
authenticity, described as “a person in an experiential state of being in someone else’s life, which entails
the person’s active perceptions of the self and experiences gained through either ordinary or touristic
activities embedded in the other’s life.”
Method
This study took a big data analytics approach using the Twitter data. A total of 10,209 Twitter data
were collected via R Studio using several keywords (‘authentic’, ‘self’, ‘everyday’, or ‘experience’, with
‘travel’). The data was cleaned by deleting stopwords, numbers, and so forth (Chauhan & Kaur, 2015),
remaining 2,039 terms and 65,729 tokens that were analyzed using structural topic modeling technique
(Roberts et al., 2016).
Discussion
This study identified five characteristics of vicarious authenticity, showing that it is touristic,
mundane, inquisitive, explorative, and ordinary. Overall, vicarious authenticity emerges from a person’s
collective perception of experiences in someone else’s life, in which the person is engaged with various
activities embedded in the other’s life.
This study expands authenticity literature in a tourism context by using experientialism as a
philosophical base and introducing a new concept, vicarious authenticity. This study also shows how
vicarious authenticity is structured by identifying five characteristics. Regarding practical implications,
tourism practitioners should consciously manage the life environment of a destination by designing the
destination with small activities. Industry professionals should also trigger tourists’ curiosity of a
destination and desire to explore by promoting the different life styles at an individual level. In terms of
limitations, the subjectivity of the authors reflected in the decision-making process was unavoidable.
Future research can explore other online social platforms such as travel blogs, which is less restricted with
word limitations.
References are available upon request
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EDUCATING VISITORS: EXPERIENTIAL LEARNING ON GREENWAYS
Shiqin Zhang1, Eric S.W. Chan2
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Introduction
Given the importance of visitors in promoting sustainable tourism (Weeden, 2014), visitor education has
been increasingly recommended in the tourism sector (Wei & Wen, 2015). Education over the last
century was primarily understood as the delivery of information and knowledge to learners (Frost,
2011). Thus, information-based ecotourism education programs based on rational behavioral models
were largely promoted. However, as implied by the forgetting-curve hypothesis and liminality in tourism
(Dann & Cohen, 1991), visitors tend to forget most information received on site and act differently once
they step out of the tourism context, regardless of their stated behavioral intention (Cheng & Wu, 2014).
To bridge the gaps and attain robust visitor learning and changes, value-based experiential
learning epistemology and increasing greenway trips with more routine environment were considered in
this research. The experiential learning epistemology suggests an active and absorbing education that
integrates experience, cognition, values, and actual behavioral changes for adult development. This work
adopted Kolb’s (1984) experiential learning model, which includes four learning steps – concrete
experience, reflective observation, abstract conceptualization, and active experimentation – as a cycling
process (Xie, 2004).
Methods
Ebbinghaus’ forgetting curve suggests that people tend to forget approximately 90% of the knowledge
they learned two weeks later and only retain value-informed changes (Averell & Heathcote, 2011).
Thus, in the present study, on-site (face-to-face) and follow-up (online) interviews were conducted to
determine visitors’ experience and value-based learning. A total of 19 participants were approached on
the Guangdong Pearl River Delta Greenway Network.
A thematic analysis with NVivo 11 Pro and system dynamic analysis with Vensim PLE
7.2 were used for analyzing data.
Results/Discussion/Implication
Visitors enjoyed the whole environment, slow-paced activities, non-sharp but pleasing atmosphere,
impression of general beauty, and wandering thoughts on the greenways. These concrete experiences,
although lost in detail, remained as abstract concepts afterward. Slowpaced activities and the peaceful
environment facilitated reflective observations of visitors on nature and life. However, compared with
specific and ideal on-site reflections, such as a poetic future and more time with family, subsequent
reflections tend to be more reality-oriented, like working harder for a better life. These reflections were
finally conceptualized into three main themes: combination of urban and bucolic life, work–life balance,
and spiritual encouragement from nature. Despite extant compromises of visitors to daily constraints, the
experiential learning process showed an increasing appreciation of nature and beauty in life, which
finally evolve into actual behaviors, such as having more potted plants at home and less littering outside.
Various experiential learning loops were further identified through the dynamic analysis,
implying minor but robust learning and changes based on a routine greenway experience.
References are available upon request
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UNDERSTANDING THE ONLINE EXPERIENTIAL VALUE THROUGH AN
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Introduction
The commercialization of services and goods enables marketers to provide meaningful experiences to
their customers for adding value to products (Fernandes & Cruz, 2016). Practitioners and researchers
pay increasing attention to value of consumption experience rather than that of products and services
(Varshneya & Das, 2017). Customer experience is derived from a series of interactions intentionally
through customer’s participation and reaction at various levels (Varshneya & Das, 2017). These
experiential value tourists co-created with suppliers and their social networks are superior over the
traditional product-centric consumption (Buonincontri, Morvillo, Okumus, & Van Niekerk, 2017;
Harkison, 2018). However, the significance of experiential value from travel activities has seldom been
studied empirically. This study, by exploring the travel experience of Chinese travelers, aims to
understand what online social contact means to them and what kind of activities leads to an experiential
value cocreation.
Methods
Qualitative research method was applied, and forty in-depth, face-to-face interviews were conducted to
generate rich and insightful data. All interviews were conducted with Chinese residents who had
traveled abroad in the last two years and used any online platforms to communicate with their online
social network in the travel. Textual data from the transcripts were interpreted and analyzed with
thematic analysis and the software of Nvivo10.
Results/Discussion/Implication
In total, 40 Chinese permanent residents, 30 females and 10 males, participated in this study. 63% of
participants were between 25 and 34 years old, and 37 of them hold university degree or above. 12
interviewees were employed as managers or administrators. More than one third of participants were in
the income range of 20,000RMB to 39,999RMB. In terms of marital status, 20 were single and 14 are
married with kids. This demographic profile is consistent with the profile of the general Chinese
outbound tourists released by the China Tourism Academy (2018).
Forty in-depth interviews were conducted to establish a concretion of experiential value cocreated with online social contacts was demonstrated in the study. Seven groups of online social contacts
are explored, including OTAs, traditional travel agent, family, friends, colleagues, other travelers and
local residents. The result of this research presents an unique behavioral, social and psychological
online contact pattern by exploring tourists’ travel motivation, online contact activity, co-created
value and tourist experience evaluation. The findings provide implications for practitioners during
the planning, marketing and management stages of tourism development. Service providers and
marketers can consider tourists’ behavioral preference and corresponding experiential value conducted
from online interactions in order to develop positioning strategies. By tailoring tourism products and
services toward improving experiential aspects and added value, the providers can enrich positive
touristic experiences and gain more favorable electronic word-of-mouth.
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Introduction
Outbound senior travel market in China has witnessed a rapid growth as the estimated expenditure on
outbound travel reached $140 billion. China is expected to become the world's largest market for
international travel by 2020 (WTO, 2003). WTTC recognized China among major Travel & Tourism
economies in the world. In 2014, nearly ten million Chinese seniors between the age of 55-65 traveled
internationally (CTA, 2014). With 222 million people aged 60 or over, China's rapidly growing senior
population presents a tremendous market potential due to higher propensity to travel clubbed with more
financial resources (Hsu, Cai, & Wong, 2007; Sakai, Brown, & Mak, 2000), discretionary time to travel
(Marshall, 2004), and great consumption capabilities (Reece, 2004).
Recent efforts from the Chinese government, dedicated to educating seniors in Beijing on the use
of smartphones has brought a shift in the use of technology and mobile phones by seniors. Especially,
the users aged 55 or older have trundled as the fastest-growing age group on WeChat (Billman, 2017), a
popular social media platform in China. Studies confirm that Chinese seniors in urban China have high
ownership and positive attitudes towards information technology, advancing in the territory of social
media previously known to be dominated by younger generations. In this reformed milieu, ascribed by
advances in mobile technology, it has become crucial to understand the subsequent effect on Chinese
seniors’ mobile information technology (MIT) use and their shifting travel behavior. Consequently, the
present study undertakes to further the existing understanding of Chinese senior outbound market, and
their travel behaviors, mediated by MIT.
Methods
The present study used the social media app, WeChat, to collect self-administered surveys from Chinese
citizens (55 years or older) living in mainland China.
A pilot study was conducted over the summer of 2017 to test the survey instrument that was
designed in consultation with previous literature and in discussion with senior faculty member and peers
of Chinese descend to ensure cultural appositeness. The instrument was designed originally in English
which was further translated into the Chinese language using back translation method (Brislin, 1970,
1986). Non-hierarchical horizontal collaboration (Sinha, 1984) was employed to minimize the potential
of western bias.
Results/Discussion/Implication
The results of this study indicate a rising trend of MIT among urban Chinese seniors. The findings also
reflect that increasing number of the Chinese seniors use mobile phone application in their travel
information search and travel planning. Large portion of these seniors prefer to carry their mobile
phones on their outbound travels. More-and-more Chinese seniors are using the internet enabled mobile
IT devices to better their travel experiences, and this must be recognized by the travel marketing
managers targeting Chinese outbound travel market. The increasing trend of mobile IT use, especially
the popularity of WeChat app for travel planning offers a new platform for various destination marketing
companies to reach this market.
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CHINESE TOURISTS’ IMAGE OF SOUTH KOREA IN CONFLICT:
A STRUCTURAL ANALYSIS
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Introduction
This study investigates how bilateral political tensions between countries influence the image of a
destination country, South Korea, and the desire of Chinese tourists to visit it. The deployment of the
Terminal High Altitude Area Defense System (THAAD) in South Korea in March 2017 drew a highly
negative reaction from China’s government and Chinese people. China National Tourism
Administration alerted tourists to the risks of visiting South Korea on 3rd, March. Online travel agencies
such as Ctrip stopped providing tours to South Korea, and many airline companies canceled flights to
South Korea. Chinese public also voluntarily boycotted Korean companies, products and even cultures,
as the slogan “no idols before country” on Weibo.
Chinese perceived images of South Korea are largely challenged by the bilateral conflicts.
Limited research investigated South Korea’ images given the conflict between the two countries. The
purpose of this study is to describe the diversity of image associations that Chinese tourists hold about
South Korea and present these associations as a network of interrelated images. Further, the study
identifies the categories of South Korean images pertaining to the current conflict and evaluates the
impact of these image associations, as well as associations from other categories, on the attitude toward
South Korea and desire to visit it.
Methods
An online questionnaire survey was conducted on Chinese outbound tourists from March to May 2018. A
total of 673 completed questionnaires were retrieved and the final data analysis included 531 responses
with valid open-ended answers to the most salient images associated with South Korea and related Likerttype questions of favorability scores of those associations and overall image, and intention to visit.
This study first identifies the main association types pertaining to South Korea and quantifies
them in terms of their frequency and favorability. Then, regression analyses are conducted to examine
what association types influence the overall image and intention to visit South Korea. To get a further
understanding of the underlying relationships and structures of images, this study also applies a network
analysis by using UCINET to examine the dependence and structures of South Korean images from the
perspective of Chinese tourists, especially in the context of bilateral conflicts.
Results
From Chinese tourists’ perspective, seven main association image types pertain to South Korea: Beauty
Industry, Food, Entertainment, Tourism and Environment, Economy, Politics, and People
Characteristics. The image category Tourism and Environment positively affects overall attitude
towards South Korea and intention to visit it, which is consistent with previous literature. The image
components related to bilateral conflicts, namely, Politics, have significant negative effect. The
underlying structural network of South Korean images in the collective mind of the Chinese tourists,
reflective of current bilateral tensions, is obtained.
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EXPLORING THE DIFFERENCES IN GENERATION: THE USE OF SOCIAL MEDIA
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Introduction
The travel market of U.S. is constantly growing and cannot be represented with a single dominant
generation. However, the majority of research in travel has overlooked the unique traits of generations.
Although some variations exist on determining the certain cohorts, the research incorporated the general
consensus from previous studies (Beldona, Nusair, & Demicco, 2009; Howe and Strauss, 1991). Based
on Generational cohort theory proposed by Mannhaeim (1970), the study highlights the value of
generational attributes for the travelers’ use of social media. In a similar fashion, the apparent role of
social media in supplementing the travel has been investigated and verified by numerous researchers.
Especially, social media has been primarily used for before travel to evaluate and decide the travel
purchases (Cox, Burgess, Sellitto, & Buultjens, 2009). There still is not enough research that
comprehensively address the entire travel experience. By dividing the travel into three stages (Engel,
Blackwell, & Miniard, 1990), the research examines whether each generation group will present any
distinctive behaviors from other groups.
Methods
The target population is social media users who have traveled in the past twelve months. A selfreporting
questionnaire was constructed from a comprehensive literature review and addressed the following
primary sections; 1) the general use of social media (Öz, 2015), 2) demographic information including
the birth years, and 3) the social media use for the overall travel experience (Nemec Rudež, and Vodeb,
2015). Upon finalizing the survey, the research participants were recruited through the Qualtrics and
asked to indicate their responses online. The study implicated descriptive statistics to describe the
demographic profiles and travel and social media traits of respondents. Multivariate analysis of variance
with appropriate post hoc tests were used to evaluate the difference of social media use for travel across
four cohorts.
Results/Discussion/Implication
By incorporating generational differences, the research attempts to gain a better understanding of the
travelers’ social media use and build marketing strategy accordingly. Consistent with prior research (Li,
Li, and Hudson, 2013), the research findings indicate that social media marketers should incorporate
social media as a tool to acquire travel information throughout all generations. Before travel, not only
Generation X and Y but also the Silents and Baby Boomers presented similar frequency of social media
use. Generation X and Y showed the higher use of social media than the Silents and Baby Boomers do
for during and after the travel. With the use of empirical research, the results suggest that tourism
marketers should develop marketing strategies that specifically target the generational differences. The
research contributes to the literature by providing empirical evidence of generational differences that
were often marginalized in the use of social media for travel.
References are available upon request
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Introduction
The travel market of U.S. is constantly growing and cannot be represented with a single dominant
generation. However, the majority of research in travel has overlooked the unique traits of generations.
Although some variations exist on determining the certain cohorts, the research incorporated the general
consensus from previous studies (Beldona, Nusair, & Demicco, 2009; Howe and Strauss, 1991). Based
on Generational cohort theory proposed by Mannhaeim (1970), the study highlights the value of
generational attributes for the travelers’ use of social media. In a similar fashion, the apparent role of
social media in supplementing the travel has been investigated and verified by numerous researchers.
Especially, social media has been primarily used for before travel to evaluate and decide the travel
purchases (Cox, Burgess, Sellitto, & Buultjens, 2009). There still is not enough research that
comprehensively address the entire travel experience. By dividing the travel into three stages (Engel,
Blackwell, & Miniard, 1990), the research examines whether each generation group will present any
distinctive behaviors from other groups.
Methods
The target population is social media users who have traveled in the past twelve months. A selfreporting
questionnaire was constructed from a comprehensive literature review and addressed the following
primary sections; 1) the general use of social media (Öz, 2015), 2) demographic information including
the birth years, and 3) the social media use for the overall travel experience (Nemec Rudež, and Vodeb,
2015). Upon finalizing the survey, the research participants were recruited through the Qualtrics and
asked to indicate their responses online. The study implicated descriptive statistics to describe the
demographic profiles and travel and social media traits of respondents. Multivariate analysis of variance
with appropriate post hoc tests were used to evaluate the difference of social media use for travel across
four cohorts.
Results/Discussion/Implication
By incorporating generational differences, the research attempts to gain a better understanding of the
travelers’ social media use and build marketing strategy accordingly. Consistent with prior research (Li,
Li, and Hudson, 2013), the research findings indicate that social media marketers should incorporate
social media as a tool to acquire travel information throughout all generations. Before travel, not only
Generation X and Y but also the Silents and Baby Boomers presented similar frequency of social media
use. Generation X and Y showed the higher use of social media than the Silents and Baby Boomers do
for during and after the travel. With the use of empirical research, the results suggest that tourism
marketers should develop marketing strategies that specifically target the generational differences. The
research contributes to the literature by providing empirical evidence of generational differences that
were often marginalized in the use of social media for travel.
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UNDERSTANDING THE EFFECT OF OTHERS’ TRAVEL EXPERIENCES ON SNS
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Introduction
In addressing the current proliferation of non-text contents in SNS (e.g., photos, videos, emoji, etc.), this
study aims to propose and empirically test a model of online tourist experiences on SNS by exploring
others’ travel experiences on SNS, the purpose of travel, and tourists’ subsequent responses. Our model
proposes that seeing others’ travel experiences on SNS activates imagery processing in which pictures
prompt savoring future travel and positive attitudes toward upcoming travel. The model also identifies a
moderator, the purpose of travel (leisure or business), and posits that travel purposes play differentiating
role in determining the effect of seeing SNS postings on savoring upcoming events.
Methods
This study used an online experimental design using scenarios. A 2 (exposure to travel experiences on
SNS: high vs. low) X 2 (purpose of travel: leisure vs. business) between-subjects experimental design
was used. We selected a specific hotel for each travel occasion and developed the scenarios around
travel experiences with the hotel. The level of exposure to travel experiences on SNS was manipulated
by the number of pictures from two different sources: 10 images (low) or 22 images (high) taken from
both a hotel reservation website and from postings related to travel experiences on SNS) (Chun et al.,
2017). In addition, two types of travel occasions were manipulated by explaining the purpose of an
upcoming trip in the scenario. In the leisure trip scenario, participants were guided to imagine
themselves in a situation they would look for a resort for a family vacation, whereas the business trip
scenario stated they would explore the SNS account of a hotel for a business trip. Based on the scenario,
participants measured mental imagery, savoring, attitude toward the hotel. A total of 147 US
respondents recruited from Amazon’s Mechanical Turk participated in the main test. The mean age of
the participants was 36.8 years old (females = 54.2%).
Results/Discussion/Implication
This study found that exposure to travel experiences on SNS has a positive effect on savoring a future
trip and this effect is moderated by types of travel purposes. The more information one can get from a
hotel’s SNS account, the more favorable responses in terms of savoring for and attitude toward a future
trip. And such effect is stronger for the purpose of leisure travel than that of business travel. Further, we
found that mental imagery mediates between seeing pictures of others’ travel experiences on SNS and
savoring a future travel experience only for leisure travel. Finally, this study supports previous research
documenting the positive effects of savoring on consumer behavior, as tourist attitudes toward future
travel become more favorable as savoring upcoming trips increases (Chun et al., 2017). Overall, this
study’s findings supplement imagery processing literature (Babin & Burns, 1998; MacInnis & Price,
1987) by demonstrating the activation of imagery processing in the SNS interaction context of travel and
tourism.
Theoretically, this study expands the current theoretical knowledge of consumer experiences on
travel SNS by investigating other travelers’ destination experience, mental imagery and savoring as key
factors. Practically, marketers in the hospitality and tourism industry may use travel destination photos
as a way to effectively stimulate mental imagery and savoring behavior for travelers during the pre-trip
phase.
References are available upon request
The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 43

EXPLORING THE NATURE OF RESIDENTS’ QUALITY OF LIFE PERCEPTIONS AND
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Introduction
Realizing the power of events in attracting visitors, there has been a significant growth in terms of
diversity and numbers of smaller scale events such as recurring sports events and music festivals in
recent decades (Chang, 2006; Getz, 2008; Lee & Beeler, 2009). Hosting smaller events on a recurring
basis can accumulatively create significant and long-lasting impacts on local communities (Daniels &
Norman, 2003). Moreover, the importance of quality of life QOL, which reflects the well-being,
happiness and life satisfaction (Ferrans and Powers 1992; Dagger& Sweeney, 2006) has always been
inherent to tourism development. In an event context, residents interact directly with consumers of sport
events (Jones, 2001), and such interaction imposes direct effects on local residents’ lives. The living
environments may experience significant change as time goes by, so too may residents' evaluation of the
QOL in their local community (Sirgy, Rahtz, Cicic & Underwood., 2000).
This study thus utilizes the means-end theory (Gutman, 1982), which addresses the importance
of desired ends in regulating individuals’ attitudes and behaviors, as the theoretical ground to link
residents’ perceptions of event impacts and QOL, as well as their support towards the event. Some key
antecedents of perceived event impacts identified in previous studies (i.e. community concerns and event
attachment) are incorporated to provide a more complete picture of the role of QOL perceptions play.
Additionally, with an acknowledgment of the dynamic nature of resident's attitudes and perceptions, this
study serves to deepen our understanding of residents’ perceptions of event impacts and QOL, and
attitudes in a recurring sports event context, i.e. the Standard Chartered Hong Kong Marathon over time.
Method
To investigate residents’ post-evaluation of a sport event and relevant perceptions as well as the
hypothesized mental construal change over time, two independent data collections were conducted. With
a 6-month time interval, 882 response and 991 responses was collected in May 2017 and October 2017
respectively. All measurement items were adapted from previous studies and measured on a seven-point
Likert scale. A two-stage structural equation modeling (SEM) process was then employed to analyze the
data, followed by a multi-group analysis among the near- and distant-past groups.
Results/Discussion/Implication
Building on the means-end theory, findings show that QOL not only plays a mediator role between
residents' perceptions of and their support to the event but also independently contributes to the
formulation of residents' attitudes. Moreover, aligned with discussion regarding the association between
time and abstraction of event’s mental representation, i.e. the more distant past event induces higher
level and more abstract construct (Eagly and Chaiken, 1993), the effects of QOL on residents' attitude
towards the event increases overtime.
References are available upon request
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TEXTUAL STRUCTURE OF DESTINATION IMAGE:
A NETWORK SCIENCE PERSPECTIVE
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Introduction
Online reviews are believed to be one of the most reliable information sources to understand the nature
of demand, market characteristics, stakeholders, competitors, products, suppliers, and business
environment (Liu et al., 2017; Xiang et al., 2015). This study utilizes the network science approach to
analyze the organic-received (actual) image of the destination. Defining destination image as an
interconnected system of thousands of terms used by consumers while commenting about the
destination, enable destinations to have better understanding of the organic image both in lowabstraction level of attractions and attributes, and high-abstraction level of attitudes, emotions, and
actions. This study,therefore, pursues two objectives: 1) Applies network science in analyzing
unstructured textual big data, 2) Analyzes organic-received (actual) image of the island, Curaçao.
Methods
To create an organic-received (actual) image (Asli D. A. Tasci, 2009) of Curaçao based on tourists’
online traces, TripAdvisor® was selected as the data source. A search for the term ‘Curaçao’ in
TripAdvisor® resulted in 1,346 pages out of which only 112 pages of attractions with all reviews prior
to February 2015 were selected because the language of the reviews were mostly English. Text mining
analysis was used for both information extraction and preprocessing. The outcome of pre-processing
step was a large document-term matrix of 83 documents (businesses/attractions in rows) and 10,701
terms (columns) with 128,241 frequency of terms. The matrix created was used as an incidence matrix
on which the bipartite network of businesses/attractions and their related terms (Curaçao destination
image) were built. This matrix is considered as the low-abstraction level destination image as it
separately shows the attraction and businesses and the attribute assigned to these entities. The bipartite
network, also, can be projected in either vertices of businesses/attractions or terms (Luke, 2015) to show
the interrelations of image components. The bipartite network which is projected on terms (concepts)
can be considered as high-abstraction level destination image as it only shows the relationship between
concepts that are forming the image. For the purpose of this study, the incidence matrix is exclusively
projected on terms only because a projected matrix on businesses/attractions would not create any
knowledge about the image of Curaçao.
Results/Discussion/Implication
There are two parameters that influence the structure of the image: 1) degree: level of connectivity
among terms (unweighted graph), and 2) frequency of each connection (weighted graph). For the
unweighted graph, we found that the first 100 terms either have positive or neutral connotations. The
first negative term ‘disappoint’ did not appear until we reached the 107th term with the degree of 1,466.
For the weighted graph with edges’ frequencies higher than 60,000 (efreq ≥ 60,000), there are 15 terms
(i.e. diving, beach, great, Curaçao, dolphin, shopping, times, water, experience, island, nice, trip, good,
sea, and snorkeling) with at least two connections (degree of 2 with at least 60,000 repetitions each).
These keywords can be considered as the backbone of Curaçao image.
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A SOCIOLOGICAL INVESTIGATION INTO TIMESHARE EDUCATION
Karima Lanfranco1, Amy Gregory2
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Introduction
Research suggests that colleges and universities can influence students’ perceptions and attitudes (Ritter,
2006). A preliminary search on hospitality research with a sociological context in scholarly, peer-review
journals in the last ten years, reveals population studies, personnel management, and diversity-related
research. However, no recent research takes a sociological perspective on formal education and the impact
it may have on student perceptions of the tourism and hospitality industry, in whole or in part. Due to the
continued growth of the timeshare industry and increased curriculum and/or coursework, as well as
academic research in this area (Panela et al., 2019), an investigation in to perceptions of the timeshare
product before and after formalized education is timely. Therefore, this research investigates changes in
attitudes towards the timeshare product before and after formalized education at the university level.
Methods
An online survey was issued to students enrolled in timeshare coursework at a large University in the
United States at the beginning of the semester and again at the end of the semester. Since other on-campus
activities related to the timeshare industry may have been occurring during the timeframe of this study, a
control group was established. The control group of students responded to the survey at the same points
in time but were not exposed to timeshare education. Between 2013 and 2018, a total of 3198 surveys
were collected. The survey components and related questions were derived from previous research in
which timeshare owners were asked to identify the dimensions of the product that resonated with them in
terms of value.
Results/Discussion/Implication
The results show a significant difference after formalized education on each dimension of timeshare, as
well as on future intentions related to education, employment, and accommodations. The students’ ratings
did not vary because of the instructor of the course, or because of the course in which they were enrolled.
Consistent with contemporary sociological research related to business, the findings of this research
suggest that formal education at the university-level has an impact on students’ perceptions of the
timeshare product. The results show more favorable perceptions after formalized education on the primary
dimensions of the product, as well as students’ intentions for future learning, employment and use
of/acquisition of the timeshare product. Therefore, the influence of institutional learning should not be
overlooked by industry.
In terms of theoretical contributions, this is the first study of its kind that looks at timeshare
education through a sociological lens. This study has various implications related to coursework, preparing
students for entry in to industry careers, as well as perceptions of industry segments and products. Given
the sociological influence of educational institutions, it is essential for industry and academia to
collaborate for the mutual benefit of education and employment.
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THE ROLE OF EDUCATIONAL TRAVEL IN GLOBAL LEARNING
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Introduction
Diversity has interwoven with today’s education system (McGladdery & Lubbe, 2017). Many institutions
have enlightened college students with multicultural mindset by offering educational travel opportunities
(Cai, Wei, Lu, & Day, 2015). Educational travel exposes college students to different cultures, provides
opportunities for them to learn new knowledge and skills, and ultimately helps them become global
citizens (Chen & Shen, 2012). Certain forms of educational travel, study abroad and international
internship programs in particular, have grown popular for college students to adapt to the ever-growing
multicultural environment and achieve global learning (Kenway & Fahey, 2014).
However, some of the participants failed to engage with the host cultures and broaden their
intercultural knowledge, and a few only viewed the opportunities as a convenient way to take a vacation
from their studies (Vande Berg, Paige, & Lou, 2012). These problems negatively influence college
students’ global learning outcomes and call for attention on how to better nurture students into global
citizens (Myers, 2006). This study aims to raise the awareness of the significance of global learning for
college students and seek effective ways to improve the role of educational travel in global learning. The
specific research questions include: 1) What constitutes global learning?, 2) What does educational travel
contribute to global learning?, and 3)What can be done to enhance educational travel’s contribution to
global learning?
Methods and Framework
The conceptual framework is developed by a process of synthesizing extant academic literature and trade
publications on educational travel and global learning. Two primary constructs, global learning and
educational travel, are presented in the proposed framework. Global learning consists of three stages,
which are global awareness, global mindedness, and global competence with different focuses on attitude,
knowledge and thinking, as well as ability and skills. Meanwhile, the outcomes of educational travel
jointly facilitate the global learning of college students. The cognitive outcome implies educational
travelers’ positive attitude toward the interconnected environment after the trips, which then increases
global awareness. The affective outcome associates with individuals’ understanding of different cultures
and it is likely to improve college students’ global mindedness. The behavioral outcome refers to various
skills, which may be helpful to develop global competence.
Discussion and Implications
This study revisits the traditional concept of educational travel in the multicultural environment and
investigates its role in global learning. The proposed framework reinforces the significance of global
learning and the process to achieve it, as well as provides insights on how to maximize the contributions
of educational travel to global learning for college students. This conceptual framework should be further
operationalized with empirical data to not only generalize knowledge on the relationship between global
learning and educational travel, but also offer practical guidance for educators in universities to improve
the extant educational travel opportunities for college students and nurture them into global citizens
through global learning.
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Introduction
The franchising sector is the fastest growing sector of the US economy, both in terms of economic activity
and employment growth. One of the primary motivations for franchising is that franchising reduces
monitoring and agency costs between the franchisor and the management of the local establishment.
However, there is little research on the effect of franchising on performance at the establishment level.
Particularly in the lodging industry, most research has focused on the ownership mix (percent of
establishments franchised) of the chain and overall chain performance (e.g., Botti, et al., 2009).
A notable exception is Kosova, et al., (2013), who use establishment data from one family of hotel
chains to examine the effects of franchising. They find that, while there appears to be a positive correlation
between franchisee ownership and establishment performance, even controlling for other establishment
characteristics, the franchise effect is not significant when using an instrumental variable approach to control
for the choice of ownership structure (franchisee or franchisor-owned). The authors suggest this result means
that the parent organization "chose correctly" in its decision of which establishments to franchise. It is not
clear, however, whether this result is unique to this franchisor or if there may be other factors that the authors
do not address, such as potential heterogeneous across types of hotels (or hotel brands) within the system.
We use establishment data from the U.S. Census Bureau’s Census of Retail Trade (CRT) and the
Survey of Business Owners (SBO), as well as contextual public data from the American Community Survey
(ACS), to examine the effect of franchising on hotel performance across all identifiable hotel chain locations
in the United States. We propose and test the hypothesis that the effect of franchising on the establishment
based on the brand quality.
Methods
We examine the effect of franchising in the aggregate, controlling for brand quality, or service level. We also
run the same model for each individual quality tier. We estimate the effect both with and without controls for
endogeneity of the franchise treatment decision.
Results/Discussion/Implication
First, we obtain that franchised-ownership is associated with higher performance among hotels both with or
without controlling the endogenous selection. Second, we find that the effect of franchise on hotel
performance varies depending on the quality segment of hotels. Franchising is associated with positive
performance benefits for midscale and upper midscale hotels, no significant effect among upscale hotels, but
negative performance effects among economy and luxury hotels. In addition, the effect of multi-unit
franchising is negative for economy, and midscale hotels, but positive for upper midscale hotels and
insignificant for upscale and luxury hotels.
Our results imply that franchising and multi-unit franchising have differing benefits based on the
product quality attributes of the lodging establishment. Moreover, our results suggest that previous research
examining franchising way have overlooked these differences.
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Introduction
Concerns for low productivity in the UK tourism and hospitality (T&H) industry has heightened postBrexit due to anticipated labour market restrictions and rising costs (LSE Growth Commission, 2017).
The UK T&H industry is reliant on migrant and transient labour; with high labour turnover rates, lowly
skilled and paid workers, the labour productivity (LP) gap between the T&H sector and others has been
substantial and sustained (People1st, 2017). Addressing one aspect of this issue, this research
investigates the impact of spatial clustering of T&H firms on their LP in the UK, specifically analysing
the impact of agglomeration economies and spillover effects across neighbouring regions on
productivity growth not only on the firm and sectoral level, but also on a regional level.
The role of spatial clustering in relation to productivity has been under-researched in T&H
(Capone, 2015). Yet, the implications of spatial clustering are especially important in T&H due to its
inter-sectoral nature, which leads hotels, restaurants and bars, tourist attractions, etc. to cluster in tourist
destinations (Michael, 2003). This generates externalities, in the form of agglomeration economies
(Marshall, 1920), that can influence LP. Spatial spillover effects of agglomeration can also contribute to
regional productivity (Campos, 2012; Yang & Wong, 2012).
Methods
This research uses spatial econometrics to apply two spatial panel models to clustering and productivity:
the spatial lag model, which includes the spatial lag of the dependent variable, and the spatial Durbin
model, which includes the spatially lagged terms of the dependent and explanatory variables (Elhorst,
2014). Three major microeconomic UK datasets have been obtained from the UK Data Service Secure
Lab. Data at the local unit level – local authority district (LAD) – located in England, Wales and
Scotland were used. Northern Ireland has been excluded due to poor data coverage.
Results/Discussion/Implication
The results show that the increasing level of clustering of T&H firms in a LAD has a negative impact on
LP, which may be explained by possible competition effects within a spatial cluster (e.g. Marco-Lajara,
Úbeda-García, Sabater-Sempere, & García-Lillo, 2014). In terms of agglomeration economies, however,
significant labour market pooling and knowledge spillovers within a LAD are present, positively
impacting on the LP of T&H firms. This supports the importance of the local labour market, labour
mobility and knowledge spillovers between labour markets, sectors and firms (Rosenthal & Strange,
2004; Wixe, 2015). Moreover, spatial spillover effects of LP and agglomeration economies across
neighbouring regions are identified, suggesting potential regional productivity growth. With the T&H
industry, struggling to close its LP gap, this research brings new insight and potential solutions to the
industry and policy makers relating to external spatial clustering effects. It also demonstrates the extent
to which, and how, agglomeration economies can facilitate a range of territorial approaches to enhance
the productivity of T&H firms via co-opetition thereby complementing firm-level initiatives.
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Introduction
To achieve organizational goals, corporations engage in lobbying activities to influence legislators and
achieve favorable policies or laws for themselves. Corporate lobbying activities are one type of strategic
actions through which firms attempt to shift market opportunities in ways favorable to the firms, thereby
reducing operational risk and increasing cash flows and firm value (Unsal, et al., 2016).When
considering lobbying activities, restaurant firms must consider the significant financial burden due to
idiosyncratic characteristics of the restaurant business such as low profit margins and high levels of
operational and financial risk in a highly competitive and saturated market (Jogaratnam, 2017;
Ottenbacher & Harrington, 2009). Hence, while restaurant firms’ lobbying investment may generate
positive outcomes, they need to make careful strategic decisions in allocating their limited financial
resources. This calls for empirical investigation of the effect of corporate lobbying activities on a
restaurant firm’s value.
Resource dependence theorists (Pfeffer & Salancik, 1978) argue that board capital plays a pivotal
role in providing resources to the firm. And, a fit between a firm’s strategies and organizational structure
is a critical aspect of increasing a firm’s value (Venkatraman & Camillus, 1984). Thus, as restaurant
firms attempt to engage in lobbying activities, board members’ political connections or previous
political experiences may help them realize greater value from their investments in lobbying activities.
This study attempts to (1) examine whether or not restaurant firms’ engagement with various
political issues via corporate lobbying activities can influence firm value and (2) investigate how board
members’ political connections or experiences will moderate the relationship between restaurant firms’
corporate lobbying activities and firm value.
Methods
The sample consists of publicly traded U.S. restaurant firms, identified by SIC code 5812 from the years
1998 to 2016. After removing observations with missing values and outliers, this study obtained 298
firm-year observations. The dependent variable is a firm’s total shareholder return, and the main
explanatory variable is corporate lobbying measured by the total number of political issues. Board
members’ policial connectedness is used as the moderating variable in the study. To account for any
possible unobserved effects such as firm-specific effects or timeeffects, we used a two-way randomeffects regression model by firm and year and clustered standard error by firm level to partial out within
firm-level correlations (Woodridge, 2010).
Results/Discussion/Implication
The findings of this study support our proposition that restaurant firms’ engagement with various
political issues can lead to increased shareholder value. This study also found that board members’
political connections can enhance the positive relationship between corporate lobbying activities and
financial performance. Thus, our findings are consistent with what resource-based perspective and
resource dependence theory suggest (Barney, 1991; Pfeffer & Salancik, 1978).
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Introduction
Group Revenue Management is an important component of a successful hotel revenue management
(Noone, 2015; Wang, Heo & Schwartz, 2014). The increasing importance of group revenue management
is induced by two drivers: 1) the booming convention and events business and 2) the popularity of group
package tours. From the viewpoint of total revenue management, transient demand is an integral
consideration of group revenue management (Steed and Gu, 2004).
Unlike transient pricing, which can be dynamically updated with reservation pick-up pace and
demand forecast (Upchurch, Ellis, and Seo, 2002), group pricing is close to a static simultaneous game
(Moorthy, 1988). Competing hotels submit bid prices to the group business coordinator at the same time
with no knowledge about each other’s bid prices. The present study aims to fill two gaps in the group
revenue management literature. First, existing papers focus on finding the minimum acceptable price, not
the optimal bid price. Second, the competition factor was not incorporated in the popular displacement
analysis derived from Coltman’s (1994) study. Therefore, the objective of the present study is to propose
an analytical model that prescribes optimal bid prices by considering transient demand and competition.
Methods
Group revenue (Rg) can be calculated as number of rooms requested by the group (Ng) times the bid price
(Bi). Displacement cost is calculated as the number of rooms displaced times the rack rate for high-paying
transient guests (RRi). The number of rooms displaced is calculated as the transient demand forecast (Di)
plus the number of rooms requested of the group (Ng) minus hotel’s room capacity (Ki).
Therefore, the group value for hotel A can be rewritten as:

The objective function of Hotel A is the group revenue times the probability when hotel A’s bid
price is the lowest:
Results/Discussion/Implication
For the external factor which are bid prices from competing hotels, the optimal bid price increases linearly
as competitors’ bid prices increase. Next, the linear relationship between optimal bid price and anticipated
competitors bid prices becomes non-linear when the group size increases. In other words, hotels’ optimal
bidding strategy for large group size can be less sensitive to competitors at low prices but more sensitive
to competitors at high prices. For internal factors which are transient forecast and transient rate, there is a
lower bound for bid prices. Next, transient rate’s effect on optimal bid price is contingent on transient
forecast.
Based on the model and results, 1) Competitors’ bid prices impact is mediated by group size. 2)
group bid prices should be set more flexibly regarding transient forecast to obtain optimal sale rather than
based on discount levels off rack rate. 3) group size negatively influence group bid prices even when
competitors’ bid prices are constant.
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Introduction
Executive compensation is an important corporate governance factor that is to alleviate the agency
problem, which in turn reflects the effectiveness of boards. Among executive pay issues, receiving
particular attention is CEO overpay phenomenon. Although it has been criticized for exacerbating social
inequality for more than a decade in the United States, there is surprisingly little research evidence on
executive overpay and its outcome. To fill this gap, this study aims to enhance the understanding of the
consequences of CEO overpay. This understanding is essential to make a proper judgment on this
seemingly problematic societal issue and to come up with viable solutions accordingly “when high CEO
pay is like a zombie that will not die” (Pfeffer, 2012).
Recent evidence suggests that the relative pay level has a greater impact on CEOs’ perceptions of
risk or pay equity and their behavior than the absolute pay itself. Drawing upon behavioral agency
model (Wiseman & Gomez-Mejia, 1998) that extends agency perspective by incorporating prospect
theory regarding the insights on risk, we suggest that CEOs that are overpaid relative to the market peers
are less likely to take managerial risks as they avoid loss of their wealth more than they want gains.
Among key constructs to the agency theory, we postulate vigilant board weakens this negative link
between CEO overpay and managerial risk-taking.
Methods
Panel data of publicly traded US restaurant firms were identified by NAICS codes of full- and limitedservice restaurant and were collected for the sample period from 2000 to 2017. The dependent variable
is strategic risk-taking behavior in t+1 and the independent variable is CEO overpayment. CEO
overpayment was coded using the residual from the 1st stage regression that makes the best prediction of
the expected CEO pay in t+1 and those CEOs with residuals in the highest quartile of the sample were
coded 1. To examine the link between the degree of overpay and risk-taking, we also used continuous
residual variables for the overpaid CEOs in the sample. The moderator board vigilance was measured by
CEO non-duality. The final dataset included 303 CEO-year observations after removing outliers and
missing data. Two-way fixed-effects model by CEO and year was used for the main analysis.
Results/Discussion/Implication
The findings in both models using quartile and continuous overpayment variable support the
expectations that: (a) overpaid CEOs take less risk compared to those whose compensations are more in
line with the expected pay level; and (b) the degree of overpayment increases, overpaid CEOs take less
managerial risk. In models with continuous overpayment coding, it was shown that when CEOnonduality is present, the negative effect of overpayment on risk-taking decreases within the overpaid
CEO group. The results of the study inform restaurant board of directors including compensation
committee. Depending on corporate vision and strategic direction, BOD may moderate the overpaid
CEO’s risk-taking level by changing the CEO duality.
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Introduction
This paper investigates the effect of multi-unit owners by using the sample of hotels near the interstate
highway exits in Texas. In the franchising context, as franchisees become more experienced and
efficient, they tend to operate multiple franchised units. With weak exclusive clauses in the franchising
contract and industry characteristics, franchisees are likely to have contracts with multiple franchisors. In
the hotel industry, this multi-unit ownership is observed even in small local markets. In these markets,
multi-unit owners associated with different franchisors benefit from market power and extended
consumers with different brands. Even though the presence of the multi-unit ownership is not negligible,
prior studies have focused on either multi-unit franchising or product differentiation at the franchisor’s
levels. Using the counterfactual analysis based on the demand estimation, this paper analyzes the effect
of multi-unit ownership in the hotel industry.
Method
To conduct the conterfactual analysis, this paper adapts the structural approach by using the random
coefficient logit model. With this approach, demand parameters, markups, and marginal costs are
estimated under the scenario of the multi-unit ownership. With these estimated values, prices and market
shares under the scenario of the single-unit ownership are estimated. By comparing prices of these two
scenarios, this paper measures the market power of multi-unit owners, while analyzing the changes in
consumer welfare by using the compensating variation(CV), measuring the willingness pay to consume
the same products while keeping utilities constant.
Results
The results of the counterfactual analysis indicate that prices of the multi-unit owners decrease with the
single-unit ownership scenario, while their market shares increase. Thus, the profits of the multi-unit
owners increase. The results of CV indicates that consumers pay less with the same level of utilities
under the single-ownership scenario. These results confirms that multi-unit owners charge higher prices,
while some consumers are excluded from the markets.
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THE IMPACT OF BOARD OF DIRECTOR INTERLOCK ON CORPORATE SOCIAL
PERFORMANCE IN US RESTAURANT INDUSTRY
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Introduction
Corporate social responsibility (CSR) has become an increasing concern and interest of companies as
they are assessed not only on financial performance, but also on social performance (Rhou, Singal &
Koh, 2016). With its monitoring role over management on behalf of stakeholders (Villiers, Naiker &
Van Staden, 2011), the board of directors is responsible for evaluating and contouring company policies
and strategies including CSR strategies (Desjardins
& Willis, 2009). Accordingly, the board’s decision on CSR can create a company’s positive social image
and recognition as well as alleviate concerns about the reputational and financial risk associated with
social and environmental issues (Cheng & Courtenay, 2006).
Previous CSR research has traditionally focused on three aspects of board of directors: board
structures (Core, Holthausen, & Larcker, 1999), board characteristics (Hafsi & Turgut, 2013), and CEO
compensation (Frye, Nelling & Webb, 2006; Mahoney and Thorn, 2006). Based on Pfeffer and
Salancik’s (1978) resource dependency theory, the interorganizational ties created by board interlocks
provide access to diverse and unique information (Beckman & Haunschild, 2002) and the ability to learn
new corporate practices (Davis, 1991). Moreover, it contributes to organizational value creation,
ensuring ethical practices within the top management and helping directors to improve the company’s
strategies. The object of this study is to investigate the important yet ignored aspect of the board of
directors: the impact of the board interlocks on CSR performance.
Methods
To examine the impact of board interlock in the US restaurant industry (SIC classification 5812), this
study utilized two sources: (1) BoardEx database for board of directors’ data, (2)KLD STATS for CSR
data and (3) Compustat for annual financial data. The sample period is from 1999 through 2015. The
sample panel consisted of 29 unique firms with 242 firm-year observations.
The proposed model is:
CSRstrit+1 = α0it + α1INTERit + α2FSIZEit + α3TOBINQit + α4BSIZEit + α5TENUREit +
α6GENDERit + µit
(1)
CSRconit+1 = α0it + α1INTERit + α2FSIZEit + α3TOBINQit + α4BSIZEit + α5TENUREit +
α6GENDERit + µit
(2)
Results/Discussion/Implications
The results suggested that firms with higher board interlock are more likely to have positive CSR
performance. These findings may assist executives and managers with their strategic development of
CSR. Research urges managers to highlight the importance of board member’s networks with other
companies when integrating new board member. Opening board networks to new profiles has benefit to
better meet stakeholders’ expectations regarding CSR.
References are available upon request
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WHY DO EMPLOYEES REBEL? UNDERSTANDING ORGANIZATIONAL
RULE-BREAKING BEHAVIORS IN HOSPITALITY
Ankita Ghosh1, Cass Shum2
University of Nevada Las Vegas, Nevada, USA, ghosha1@unlv.nevada.edu1; cass.shum@unlv.edu2

Introduction
Hospitality employees are expected to follow numerous organization rules. However, employees’
organizational rule-breaking– defined as employee’s behaviors that violate formal workplace rules,
regulations, and standards (Desai, 2010) – are prevalent (Bennett & Robinson, 2000; Morrison, 2006).
While hospitality researchers generally focus on organizational rulebreaking with a deviant motive
(Gino, Schweitzer, Mead, & Ariely, 2011), recent management research showed that employees can
break rules out of prosocial motives (Dahling et al., 2012; Morrison, 2006). Unfortunately, hospitality
researchers ignored the possibility of prosocial rulebreaking – an ambidextrous behavior that was
intended to benefit coworkers, organization, and guests (Morrison, 2006) while disturbing organizational
stability (Goodsell, 2000) and hurting service consistency (Mladenka, 1978). The lack of research that
simultaneously examine hospitality employees’ deviant and prosocial rule-breaking limits our
understanding on the nature and consequences of hospitality employee rule-breaking, making it difficult
for hospitality managers to control their employees’ rule-breaking. The purpose of this study is to
examine the intentions, nature, and consequences of rule-breaking in the hospitality industry using a
structural qualitative study.
Methods
We interviewed 80 working adults who are enrolled in the hospitality college in a large public
southwestern U.S. university. They had an average industry tenure of 1.8 years (SD = 0.7) and work in
different hospitality industry segments. Participants were asked to report the nature, causes and
consequences of the rule-breaking behavior using a structured survey with one yes-no and four openended questions. We analyzed our qualitative data using thematic analysis to understand the intention,
type of rule, and consequences of hospitality employees’ rule-breaking.
Results
Among the 80 respondents, 48 of them (60%) stated that they broke an organizational rule, a policy, or a
procedure. The underlying intentions were consistent with Morrison’s (2006) and Dahling et al. (2012)
studies. It yielded four motives, namely: 1) deviant rule-breaking (n = 22, e.g. “I worked there full-time
and we didn't really get much in benefits.”), 2) prosocial rulebreaking to help coworkers (n = 7, e.g., “To
help my coworkers handle the rush and get through the shift comfortably.”), 3) prosocial rule-breaking
to increase work efficiency (n = 7, e.g. “I was just trying to get burgers off and lower wait time, so I
jeopardized the quality to rush.”), and 4) prosocial rule-breaking to promote guest services (n = 12, e.g.,
“I did it (not sitting guests in order) because I didn't want the customers to wait when there's an open
table”). In term of consequences, self-interested rule-breaking employees faced serious penalties (e.g.,
“verbal warning”, “suspended for 3 days”, “got fired”). Prosocial rule-breakers who helped coworkers
faced modest punishment while being acknowledged by coworkers. Employees who broke rules to
increase efficiency, only received minor verbal warnings.
References are available upon request
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PROSOCIAL RULE-BREAKING TO HELP COWORKER:
IS IT BAD FOR SERVICE PERFORMANCE?
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Introduction
Due to the industry’s unique challenges of long working hours, excessive workload, and likelihood of
customer mistreatments (Kuruüzüm, Anafarta, & Irmak, 2008; Sarabakhsh, Carson, & Lindgren, 1989),
both prosocial helping behaviors (e.g., Raub, 2008; Susskind, Kacmar, & Borchgrevink, 2007) and rulebreaking (e.g., Lyu et al., 2016; Zhu et al., 2017) are common in hospitality employees. Existing
research assumes that prosocial and rule-breaking behavior are mutually exclusive – prosocial
employees are not breaking rules and rule-breakers are deviant. However, recent management literature
showed that this assumption may not be correct – employees can break rules out of prosocial motives to
help coworkers (Dahling, Chau, Mayer, & Gregory, 2012; Morrison, 2006). Prosocial rule-breaking
(PSBC) - defined as employees’ behaviors that violate organizational rules, standards and regulations
consciously with an intention to help people they work with (Morrison, 2006) - has been overlooked in
the hospitality literature. As such, its antecedents and its effectiveness on service remain unknown.
This paper has three objectives: First, considered the lack of research on PSBC in the hospitality context,
we explore the nature of hospitality employee’s PSBC using a qualitative study. Second, to understand if
PSBC is good, we examined the effect of employees’ PSBC on their service performance using a timelag survey study. Third, to shed light on how to control PSBC, we investigated the interactive effects of
social norms (embodied in coworker’s PSBC) and employee’s personal standard (embodied in
employee’s moral courage) on PSBC based on social learning and cognition theory (Bandura, 1991,
2001).
Methods
Pilot Study - Eighty students with a minimum of 6 months working experience in the hospitality industry
from diverse hospitality segments participated in this study (55% response rate).
Respondents were asked “have you broken a rule, policy, or procedure with a purpose to help your
coworker” before describing the situations, reasons, and consequences of the rule-breaking. Main Study
- 149 undergraduate hospitality students at a southwestern U.S. university participated in this three-wave
survey study. Participants rated their own moral courage, coworker PSBC at Time 1, employee PSBC at
Time 2 and service performance at Time 3 measured on five-point Likert scales developed by Hannah
and Avolio (2010), Dahling et al. (2012) and Liao and Chuang (2004), respectively.
Results
We found that employee PSBC is common in the hospitality industry and it can have four different
forms in our pilot study. The survey results suggested that coworker PSBC and employee moral courage
interactively predict employee PSBC, which in turn had a negative relationship with service
performance.
References are available upon request
The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 59

THE ORGANIZATION OR THE SUPERVISOR:
WHICH TYPE OF SUPPORT INFLUENCES MANAGERS’ WORK ENGAGEMENT MORE?
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Introduction
Employee well-being has received increasing attention in the workplace, and work engagement
positively influences employees’ well-being (Sonnentag, 2015). Engaged employees have higher job
satisfaction and lower intention of leaving (Saks, 2006). Well-being can be a more serious issue faced by
the employees who work in service-related industries because of the high work stress in these industries
(O’Neill & Davis, 2011). Perceived organizational support (POS), perceived supervisor support (PSS),
and psychological contract (PC) are three important concepts to capture employee’s perceptions
regarding the degree to which employers care about their well-being (Coyle-Shapiro & Kessler, 2000;
Eisenberger, Huntington, Hutchison, & Sowa, 1986). This study considers employees who are in
management positions because managers have dual roles as employees and leaders. Thus, exploring the
well-being of this special group of people has become more essential. Previous studies have focused on
using PSS to predict POS or POS to predict PSS. Practically, it is not always that PSS happens first and
then leads to POS. The two supports can occur at the same time to influence employees’ behavior
intentions. Therefore, to better understand the role of PSS and POS in predicting employees’ work
engagement through PC, it is critical to test the effects of both at the same time. Hence, the main
objectives are: (1) To explore how POS and PSS influence managers’ work engagement, and (2) To
identify how PC influences managers’ work engagement when levels of support from supervisors and
organizations differ.
Methods
A 2 (PSS: high vs. low) x 2 (POS: high vs. low) between-subjects experimental study was conducted.
Participants were randomly assigned to one of the four experimental scenarios. The scenarios instructed
participants to imagine that they were managers working for a fictional company. Items with the highest
factor loadings from the survey of PSS and POS (Kottke & Sharafinski, 1988) were used to manipulate
the scenarios.
Results/Discussion/Implication
The results show that managers have relatively lower work engagement under the situation of receiving
lower PSS than receiving lower POS. Furthermore, it was found that PCB has a more negative influence
on managers’ work engagement when receiving lower PSS. Theoretically, this study enriches the field
of perceived support by considering the situation where employees receive supervisor support and
organizational support at the same time. More importantly, it considers the situations that the levels of
the two types of support could be opposite. The findings indicate that PSS could be a more important
factor than POS to influence managers’ PC and work engagement in the hotel industry. When compared
to receiving lower organizational support, receiving lower supervisor support is more detrimental to
fulfilling managers’ PC and keeping managers engaged. The findings also suggest that executives and
human resources managers should develop supervisory support programs even if the overall
organization does not provide a high level of support because support from the supervisor more heavily
influences managers’ work engagement through the influence of PC.
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Introduction
Being a woman in the restaurant industry is not uncommon; in fact, women dominate the industry.
According to the National Restaurant Association (2017), the restaurant industry provides 14.7 million
jobs; 7.6 million of which are held by women. Of the total positions, women account for 56% of entrylevel positions and 1st level managers (front of house, food prep, etc.); however, they only represent
29% of general managers and 17% of executive-level managers (National Restaurant Association,
2017).
The purpose of this study was to determine whether a majority of women in the restaurant
industry are still fighting to surpass the glass ceiling, or if they do not want to advance their careers in
the restaurant industry. If women said they are choosing not to advance their careers in the restaurant
industry, there were follow-up questions to determine why they chose not to advance (i.e., the feeling of
discrimination or work-life balance issues).
Methods
This study employed a mixed methods approach in order to explore the feelings about women and the
glass ceiling in the restaurant industry; both men and women were asked for their perspectives. The
survey was a purposive sampling of individuals who are current employees in the restaurant industry via
MechanicalTurk, which had a qualifying question to eliminate those who do not work in the industry
(Creswell, 2007). Participants were compensated for their time taking the survey. A series of yes and no
questions were used to definitively answer whether the participants felt as if the glass ceiling is still in
existence. After each, they were asked why they felt that way or to give an example. The researchers
used thematic coding in order to find common themes among the responses to the open-ended questions
(Glaser & Strauss, 1967).
Results/Discussion/Implication
The results of the study indicate that many women choose not to move up in the restaurant industry.
While many of the participants (both men and women) of this survey do feel as if they observe a glass
ceiling in the restaurant industry, the overwhelming majority women do not wish to advance, so the
witnessing of the glass ceiling could be falsified.
Women reported not wanting to be promoted because it would affect their work-life balance, the
position is too stressful, the restaurant is a temporary job, and the pay is not high enough. However,
some of the males who participated in the survey felt as if they were surpassed for a position (mainly
management) because of their gender. Both sexes admit to witnessing a male being promoted over a
female at some point in the restaurant industry.
Part of the qualitative data gathered suggested the type of restaurant has an impact on the glass
ceiling. Several participants of both sexes proposed it is easier for women to advance in some small
restaurants than it is in corporate restaurants. This implies the need for further research on the topic.
References are available upon request
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A SOCIAL LEARNING THEORY PERSPECTIVE ON EVENT EMPLOYEE BEHAVIORS
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Introduction
Previous hospitality studies have examined the effects of several different leadership styles (e.g., Ling,
Liu, & Wu, 2017; Patiar & Wang, 2016). For the field of event planning, however, knowledge gaps still
exist on how leadership could assist the creation of event aesthetics and ambience (Couto, Tang, & Boyce,
2017). Therefore, fashion leadership, which is known as people influencing others through their clothing
style (Kim, & Hong, 2011), is applied in this study to examine event managers. Using fashion leadership,
event managers could demonstrate their emphasis on beauty and design through daily interactions with
employees. This study proposes that through event managers’ fashion leadership, organizational climate
of an event organization could be changed. Organizational climate is a set of shared perceptions that an
organization supports, expects, and rewards (Schneider & Reichers, 1983). Taking perceived
organizational climate as clues for social learning (Bandura, 1978), event employees have the tendency to
perform wanted behaviors in an organization (Patterson et al., 2005). This study focuses on event
employees’ innovative and voice behavior because it ties with the features of the event industry (Couto et
al., 2017; Deng, Li, & Shen, 2015). Innovative behavior can be described as creating, accepting, and
implementing new ideas in work while voice behavior refers to employees’ behaviors of making
constructive suggestions (Liu, Zhu, Yang, 2010; Yuan, & Woodman, 2010). Based on social learning
theory, the purpose of this study is to examine the connection among event manager’s fashion leadership,
organizational climate, and employee behaviors.
Methods
Full-time event employees in the U.S. are the targeted population for this study. Through the assistance
of Qualtrics, a data collection company, a total of survey invitations were sent out to a pool of 4,276
potential participants. 489 responses were collected, and 300 of them were complete and usable for this
study. The first question of the survey is to ask participants report the major type of event worked in
their event team. Based on this question, 189 responses were deleted because their responses for this
question did not in the scope of event management (e.g., wedding events, trade shows, sport events,
festivals, and corporate meetings). The data collection was conducted from July 2018 to September
2018.
Results/Discussion/Implication
Based on social learning theory, this study examines the model of fashion leadership, organizational
climate, and employee behaviors. This study found that event manager’s fashion leadership is positively
related to all four organizational climate dimensions. Additionally, idea support and risk taking are
positively related to event employees’ voice behavior. Meanwhile, freedom and risk taking are
positively related to event employees’ innovative behavior.
References are available upon request
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Introduction
Employees often experience negative affect (e.g., anger, frustration, irritation) as a result of the
emphasize that hospitality and service organizations place on customer focused service. As a result,
customers are empowered to act hostile and aggressive towards employees and there is limited research
on how to help employees cope with difficult service interactions. A possible solution to helping and
supporting employees is a perspective taking intervention training and this study seeks to examine how
perspective taking can impact affective reactions of negative affect and empathy of employees during
difficult service interactions and their influence on customer compensation.
The Affective Events Theory (AET) states that discrete work events (e.g., difficult customers)
cause affective reactions, ultimately influencing work attitudes and behaviors (Weiss & Cropanzano,
1996). It is hypothesized that perspective taking (i.e., seeing the difficult service interaction from the
customer’s viewpoint) will decrease employee’s negative affect because perspective taking makes one
think about an explanation of the target's behavior, eliciting a cool, reflective processing of emotions.
Secondly, the attentional focus model (Carlson and Miller, 1987), suggests that empathy
is increased when attention is directed toward a targets’ misfortune. Therefore, it is hypothesized that
perspective taking will increase empathy.
Lastly, customer compensation is often discretionary, and the amount and types of compensation
are up to service employees. Therefore, feeling less negative affect and more empathy toward a
customer might increase employee decisions to use customer compensation as a way to satisfy a
customer.
Methods
A 2-group experimental design was used with 102 participants who reported lower negative affect as a
mediator, and lower empathy and higher customer compensation after perspective-taking. The
independent variable was manipulated by randomly assigning participants to write a statement from the
customer’s perspective (“yes” condition) or their own perspective (“no” condition). Participants in the
customer’s perspective taking condition were asked to “think about how you would feel if you were in
the shoes of the customer” and “provide reasons for why the customer reacted the way he did”.
Participants in the control condition were asked to write down how they would feel as the employee,
forcing them to take their own perspective rather than the customer’s.
Results/Discussion/Implication
While demands from customers and organizations for customer service quality increase, employees are
left with limited coping tools during difficult service interactions. The findings of this study suggest
empowering employees with perspective taking as an intervention and training tool can influence
employee discretionary behaviors during these interactions.
References are available upon request
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Introduction
Service quality and satisfaction require a human exchange element, however, there is limited research
investigating how to help employees improve this human exchange element. There is limited research
examining how employees can manage difficult service exchanges and hone in on the human interaction
aspect of service quality and a possible training tool for employees could be perspective-taking.
Based on the attentional focus model (Carlson & Miller, 1987), perspective-taking requires
shifting one’s attention to another individual’s point of view or perspective. Directing attention on
another person focuses one’s attention away from one’s self and can evoke empathy. Refocusing
attention away from how the customer is making an employee feel and towards why the customer is
behaving difficulty can help elicit empathy towards a customer. Therefore, it is hypothesized that
perspective-taking will increase empathy towards a customer. Additionally, Carlson and Miller (1987)
propose the attentional focus model elicits helping behavior since thinking about another individual’s
situation or problem can prime reactions to be more helpful. Therefore, engaging in perspective-taking is
hypothesized to increase customer compensation.
Lastly, employees may feel more inclined to help if the employee feels in control of the service
failure and difficult service exchange and the organization is to blame. Likewise, the cognitive
processing of attributing blame and fault to a service organization or service can magnify or minimize a
customer’s responses to a service failure (Nikbin et al., 2016). Therefore, it is hypothesized that the
attribution of blame, either the customer’s or the organization’s, will moderate the relationship between
perspective-taking and its outcomes.
Methods
One hundred and sixty-two hospitality were contacted to participate in this study. A 2(perspectivetaking: yes or no) x 2(blame: customer or hotel) experimental design was used. Participants were
instructed to read a “role-playing scenario” involving a front desk check-in service failure. The
independent variable was manipulated by having participants take the perspective of the employee or
customer. In the “yes” perspective-taking manipulation, participants were asked to “provide reasons for
why a reasonable customer would react the way he did”. In the “no” perspective-taking manipulation,
participants were asked to write how they would feel as the employee. The moderator variable of blame
was manipulated by including in the role-playing scenario an explanation that the service failure was the
customer’s fault or the hotel’s fault.
Results/Discussion/Implication
Frontline employees are crucial for disseminating customer service and quality to customers but lack
coping techniques for dealing with difficult service exchanges (Grandey et al., 2010). Perspective-taking
can be a possible training tool for employees to implement during difficult service exchanges.
References are available upon request
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Introduction
Hospitality work setting is characterized by working long hours, heavy workload, and high emotional
labor (O’neill & Davis, 2011), rendering the job highly stressful. One critical emotional reaction to the
job stress is emotional exhaustion, referring to a lack of energy and a feeling that one’s emotional
resources are “used up” (Cordes & Doughtery, 1993). Zellars et al. (2000) suggested that positive and
negative emotions influence people’s exposure to the types of stressors which may cause emotional
exhaustion. Emotional exhaustion is likely to result in poor job performance, job dissatisfaction, reduced
organizational commitment, absenteeism, and turnover (Karatepe & Uludag, 2007). In spite of numerous
studies on employees’ emotional exhaustion, research on specific emotions and organizational factors
leading to emotional exhaustion is lacking.
This study explores one outcome variable of emotional exhaustion, employee service recovery
performance, a key job behavior for hospitality employees due to the inevitability of the service
failure. Emotionally exhausted employees should have very limited resources to handle service
recovery, whereas service recovery process in particular requires much more employees’ resource
input compared to normal service delivery. Therefore, emotional exhaustion should result in
diminished service recovery performance.
Therefore, this study focuses on the error management culture (Van dyck et al., 2005), and
discovers how events as well as situations related to error occurrence can exert influence on employees’
anxiety and gratitude, which in turn, impact emotional exhaustion, and employee service recovery
performance.
Methods
Data was collected at three time points with an interval of one month between each time point.
Participants were front-line employees working in hotels. In all, 249 questionnaires were returned as
usable data. Sixty-nine percent of respondents were male. The mean age group of the respondents was
21 to 25 years (27 %). Thirty-eight percent of respondents had graduated from university and thirty-four
percent of respondents had high school degree. Sixty-two percent of respondents worked more than one
year in the same organization. Finally, each employee’s direct supervisor was asked to evaluate the
service recovery performance of the employee.
Results/Discussion/Implication
Overall, the current research shows the complete process of how organizational factors are linked to
employee job behaviors. Specifically, results indicate that organizational factors (error management
culture) significantly influences employee emotions (gratitude and anxiety), which in turn, affects
employees’ psychological states (emotional exhaustion), consequently, affecting their behaviors
(service recovery performance).
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TO USE TECHNOLOGY IN A CASUAL DINING ENVIRONMENT
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Introduction
In modern society we are continuously innovating and creating new technologies. Many of these
inventions are of benefit to the hospitality industry. After reviewing literature, most research has been
conducted on the effects of technology on consumers in addition to the effectiveness of certain
technologies on employee performance but little has looked at the effect of technology on employees
(Jeong et al., 2016; Ying and Sparks, 2014). Therefore, the purpose of this study is to determine
employee’s willingness to use information technology in the service environment. Specifically, for
customer-facing employees in a casual dining restaurant. Perceived usefulness, perceived ease of use
and behavioral intention are measured. The findings of this research could allow theoretical foundation
to be laid for future empirical studies and possible scale development for emerging technologies and
their direct effect on employees. The questions asked were specific to two of the most popular
technologies used in casual dining restaurants; Hand-held devices (HHD) and Kitchen Display Systems
(KDS).
Methodology
To investigate employees’ willingness to use technology in a casual dining restaurant, a survey was
administered to current employees of casual dining restaurants. The first part determined the level of use
of technology in working environment. The second part determined employee’s perceptions of two
newer restaurant technologies (hand-held devices and kitchen display systems) according to the three
dimensions (perceived usefulness, perceived ease of use and behavioral intention) of the Technology
Acceptance Model (TAM). This model, first introduced by Davis (1989) and often used when looking
at consumer behaviors, is widely accepted as one of the best and easiest models in determining
technology acceptance (Kucukusta, Law, Besbes, & Legohérel, 2015). The third section asked questions
regarding demographics and frequency of use of different types of technology products typically seen in
fast-casual restaurants.
Results/Discussion
As anticipated, exploratory factor analysis reviled three factors for both technologies. Factor one perceived usefulness, factor two - ease of use and factor three behavioral intention. Under both
technologies, respondents rated the mean of all three factors below a 2.5 indicating a strong agreement
with the statements. The results on both technologies also indicated that perceived usefulness and ease
of use were considered of equal importance. Further analysis reviles that the majority of respondents
use technology at work as well as at home and are willing to use it as it contributes positively to their
job. However, analysis of variance indicated no differences between respondents based on any
demographic data; all groups were in agreement with the statements relating to perceived usefulness,
ease of use and behavioral intention of both technologies. The intention of this study is to give new
perspectives by linking TAM with intention to use technology in restaurants and start a discussion on
technology usage in restaurants from an employee’s perspective.
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HUMAN TRAFFICKING AND THE HOTEL INDUSTRY:
MEASURING THE PROBLEM AWARENESS IN U.S. HOTELS
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Introduction
The U.S. Immigration and Customs Enforcement (ICE) reported that more than 500 victims of human
trafficking were identified and assisted in 2017 (DHS, 2018). Moreover, the U.S.
National Human Trafficking Hotline (NHTH) reported 8,524 human trafficking cases from
26,557 calls received in 2017 (NHTH, 2018). A significant number of labor trafficking (Siskin & Wyler,
2012) and sex trafficking occur in the U.S., and hotels and motels are used as the second most common
venues for sex trafficking only after illicit massage or spa businesses (NHTH, 2018). Many researchers
addressed these humanitarian issues specific to the hotel industry, yet few explored the employees’
awareness and understanding about this issue. To fill the gap, this study assessed the perception of hotel
service employees about challenges with human trafficking and potential antecedents of their actual
behaviors of reporting human trafficking cases. The findings of this study, therefore, provided more
insights for researchers and the lodging industry on how to improve the current hotel anti-trafficking
initiatives for both small and large scale hotels.
Methods
The target population of the research was lodging employees whose jobs involve direct customer
contacts (e.g., front desk clerk, housekeeper, food or beverage servers), and the study sample was
selected from a service employee panel of Qualtrics. Based on literature and media reviews, 41
questions were developed to explore the employee awareness of hotel anti-trafficking initiatives
including related policies, whether or not they have received any training related to the antitrafficking,
and their confidence level in handling a potential trafficking case. The hypothesized model was analyzed
using AMOS 7.0. software.
Results/Discussion/Implication
Of 1221 individuals accessed the survey, 335 participants provided usable data. The data analysis
indicated that the hypothesized model was a good fit to the data (Kline, 2016). According to the data
analysis, employee training on human trafficking did not significantly improve employee level of
confidence. Employees being aware of a policy regarding how to handle incidences of human trafficking
was positively associated with employee confidence level in handling such situations. One standard
deviation-unit increase in employee confidence level in dealing with human trafficking situations
significantly increased .13 standard deviationunit on reporting a hypothetical situation. Thus, we have
preliminary evidence of an indirect effect from policy to confidence to reporting, suggesting that having
a policy on human trafficking is linked with higher employee confidence, which in turn is linked to
increased likelihood of reporting potential human trafficking cases in hotels. However, in large hotels,
increases in confidence level were not associated with an increase in the reporting of the hypothetical
human trafficking. This moderation result might be due to the bystander effect, where in large hotels
there may be many other employees who may be viewed as responsible for reporting such a situation.
Practically, hotel operators should consider to develop thorough protocol and training development to
help increase their employee’s confidence level in handling potential human trafficking case.
References are available upon request.
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IS CUSTOMER CITIZENSHIP BEHAVIOR THE SECRET SAUCE FOR FOSTERING
EMPLOYEE CITIZENSHIP BEHAVIOR TOWARD CUSTOMERS?
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Introduction
While the impact of customers on employees and companies in the value co-creation process is
enlarging, few studies have explored the impact of customer citizenship behavior on employees’ attitude
and behaviors (Yi, Nataraajan & Gong, 2011). Thus, given that employees’ organizational citizenship
behavior (OCB), especially OCB towards customers has become a key factor to achieve competitive
advantages for the company (Organ, 1988), we attempt to clarify the role of customer citizenship
behavior on its effect on OCB-C. The effects of employees’ customer orientation attitude as a mediator
and service climate as a moderator are examined in the mechanism with the explanation of affective
event theory (AET) and social exchange theory (SET).
Methods
Online panel members through Amazon M-Turk were used for data collection. We utilized Amazon MTurk with an anticipation of more diverse range of participants and a higher quality data met the
psychometric standards (Buhrmester, Kwang & Gosling, 2011). To get rid of participant attentiveness,
we adopted several attention check questions. We obtained a sample of 229 restaurant front-line
employees. Respondents who were not over 18, employed by a restaurant in the United States of
America, and did not frequently interact with customers at the workplace were removed by the screening
questions. The participants included non-managerial level of servers in all types of restaurants.
Results/Discussion/Implication
We conducted the confirmatory factor analysis (CFA) to evaluate the distinctiveness of all the measures.
The present study investigates whether, how and when CCB is related to OCB-C. The results indicate
that CCB positively influences employees’ customer orientation attitude, which in turn enhances
restaurant employees’ OCB-C. It is also found that service climate was not always helpful for employees
who show customer orientation attitudes that results from CCB. The possible reason is that service
climate may intervene employees’ altruistic motivation to engage in OCB-C.
This study enhances our understanding of predictors of OCB-C by providing empirical evidence
about the positive effect that CCB exerts on OCB-C. Additionally, this study goes beyond the previous
literature by indicating that employees’ customer orientation attitude is a vital path linking CCB and
OCB-C.
Given the influence of CCB, hospitality firms should manage and educate their customers as
participants of value co-creation. Sharing customers’ responsibility and companies’ expectations for
customers could be useful. Managers can attract voluntary participations from customers by showing
them how their behaviors can affect employees in marketing activities and help customer achieve their
motivations. On the other hand, as this study suggests, service climate does not work when employees’
customer orientation attitude is strong. Therefore, companies should be careful to create blindly high
service climate by providing tangible rewards.
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PAY DISPARITY AND RESTAURANT PRODUCTIVITY:
UNSPOKEN MESSAGES OF EMPLOYEES AND EXECUTIVES
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Introduction
A considerable amount of attention has been given to the high levels of CEO compensation among
academia, regulatory board, business and political societies (Pissaris, Jeffus, & Gleason, 2010). As a
byproduct, the major concern in academic research has been the performance implications of the CEO pay
gap (Siegel & Hambrick, 2005).
Meanwhile, little has been done to examine the pay disparity effect in hospitality research.
However, considering the importance of both employees (Namasivayam & Denizci, 2006) and executives
(Carpenter & Sanders, 2004) in the success of the restaurant business, understanding pay disparity and its
effect on employee behaviors becomes vital in the restaurant industry. To address this issue, the main
objective of this paper was to comprehensively examine the effect of pay disparities on restaurant
productivity.
Objective/Methods
The major objective of this study is to examine the effect of internal pay disparity on restaurant
productivity. Based on the equity theory, this study proposes that CEO-employee pay disparity decreases
the restaurant productivity. Meanwhile, based on the tournament and social comparison theories, current
study expects there is a non-linear relationship between CEOexecutive pay disparity and the restaurant
productivity
The annual data used in this study includes publicly traded restaurant firms under the SIC code of
5812 (Easting places) in the U.S. from 1995 to 2017. The sample for analysis included 414 firm-year panel
data for 37 restaurant firms. Given the panel data, this study used two-way panel regression for the
estimation.
Results/Discussion/Implication
This study found that: 1) the CEO-employee pay disparity has a detrimental effect on restaurant
productivity; 2) the CEO-executive pay disparity has an inverted U-shaped effect on productivity with a
maximum level of 2.57 times; and 3) the pay disparity is statistically significant for larger firms.
The results of this study provide important practical implications. First, this study provided
empirical evidence that the CEO-employee pay disparity has a detrimental effect on restaurant productivity.
This implies that the restaurant industry in general should enhance its efforts to reduce the CEO-employee
pay gap and its side-effects. Second, the current study revealed that the CEO-executive pay disparity has
an inverted U-shaped effect on productivity with a maximum level of 2.57 times. The result implies that
any CEO pay level beyond 2.57 times more than executives are paid is not desirable in terms of
productivity. Lastly, larger sized restaurant firms should pay attention to pay disparities and the spin-off
effects that aggravate employees’ commitment and productivity. Consequently, it is recommended that
restaurant firms should consider providing CEO compensation at a level that employees and executives
can understand.
References are available upon request
The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 69

UNIFORM AND EMPLOYEE BEHAVIOR IN SERVICE INDUSTRY
Junsung Park1 and Jenny Kim2
Washington State University, USA, junsung.park@wsu.edu
2
Washington State University, USA, jennykim@wsu.edu

1

Introduction
Uniform wearing is common in the service industry; that is, a majority of hospitality corporations
including hotels, airlines, and casinos require their employees to wear uniforms because it is believed that
uniforms are prone to enhance a sense of community and fellowship of their employees (Rafaeli and Pratt,
1993). However, there has been little research of the impacts of uniform on employee behavior in the
context of the hospitality industry. According to social identity theory, how individuals define themselves
as members of the organization are reflected in the perceived oneness with the organization, organizational
identification (Mael and Ashforth, 1992). As such, this present study explores how employee uniform in
the service industry impacts upon employee behavior through organizational identification. More
specifically we investigate how three aspects of uniform, uniform appearance, uniform character, and
uniform comfort, are associated with employee acting: deep and surface acting.
Methods
We collected data from three different airlines in South Korea and the total number of the participants was
210 (average age = 30.85, SD = 5.57). We controlled for age and organizational tenure of the participants.
We employed M-Plus 8 ((Muthén & Muthén, 2017) to conduct a confirmatory factor analysis. We tested
for our hypotheses in two steps. First, using ordinary least squares regression approach, we tested for
hypotheses 1, 2, and 3. Second, we utilized Hayes’s (2013) PROCESS macro in order to test for our
mediation hypotheses.
Results/Discussion
Our findings manifest that uniform appearance and uniform character influence organizational
identification, which is positively associated with deep acting and is negatively associated with surface
acting. In addition, our findings manifest that all the uniform features of appearance, character, and
comfort are related positively to deep acting and that uniform character and comfort are related negatively
to surface acting. Organizational identification mediates the relationships between uniform and deep and
surface acting, except for the relationships between uniform comfort and deep and surface acting. This
current study is one of the fewest empirical studies with respect to uniform and its implications on
employee behavior, and it contributes to the literature of organizational behavior in that it sheds light on
the effects of uniform on employee acting in the service industry. Our findings indicate that uniform
appearance and uniform character impact on organizational identification, which is positively associated
with deep acting and is negatively associated with surface acting. Therefore, service companies not only
pay attention to designing good-looking uniforms, but also put unique, conspicuous, and significant
meanings of the organizations on their uniforms.
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Introduction
Technology is transforming the way we think of and consume services (Ostrom et al., 2015), and, as a
result, service encounters are changing (Bowen, 2015). Services are increasingly being mediated by
technology (Froehle and Roth, 2004) and in some instances automated altogether (Mathath and
Fernando, 2015). This research looks into service automation and current use of robots and artificial
intelligence (AI) in Japan’s hospitality industry. Using an ethnographic approach, the study explores
how service encounters in restaurants and hotels in Japan are changing as a result of increased
automation. The findings shed light on the management of innovative, automated hospitality offerings
and their consequences on service processes and values, particularly on the Japanese unique approach to
hospitality known as ‘omotenashi’.
Methods
Using the service sequence model put forward by Lillicrap and Cousins (2010), service encounters were
observed in businesses that make active use of automation in service delivery. Following a purposive
sampling, a total of 14 organisations were observed for an average of five hours each. Ten of these were
restaurants of various cuisine types, four were hotels with different concepts. Member checking through
contextual inquiry was used to confirm with service employees what had been observed. This was
further enriched by two one-hour semi-structured interviews with restaurant and hotel managers, which
went in-depth into the use of robots in delivering hospitality experiences in conjunction with human
employees. Emerging data was analysed thematically building on a priori themes from recent service
encounter literature (see Larivière et al., 2017).
Results/Discussion/Implication
When automation is used in tandem with human capabilities, it can effectively support service
encounters. This is particularly true when robots perform a relatively simple, well-defined stationary
task such as taking orders, handling payments, or providing product information. Technology may also
substitute employees altogether in service encounters. In these cases robots are used to carry out entire
sequences of service encounters. Examples include an autonomous bar and a coffee shop, where
ordering, serving and payments are conducted without any involvement from human employees. The
role robotics technologies play in service encounters has direct consequences on the notion of
‘omotenashi’, which underlies how the Japanese think of service. First, businesses adopting supportive
automation see technology as a means to deliver better, more consistent service. On the other hand,
businesses adopting substitutive automation knowingly disregard ‘omotenashi’, and instead focus on
providing better service to customers who place more value to convenience or lower prices than the
“perfect” service.
Great care must be taken as not to lose what makes Japan’s hospitality so unique
especially when automating entire sequences of service encounters for the domestic market. Further
research is needed to understand the roles of technology in robotised hospitality services aimed at other
markets or located elsewhere. Geographical areas where hospitality robotics are rapidly emerging, and
which could thus offer a fruitful environment for future research, include the US, South Korea, and
China.
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Introduction
Previous research on social media use in travel mainly focused on the contribution of social media to
information search during the travel planning process with little attention being developed upon the
entire travel process. Furthermore, the early efforts concentrated on tourists’ intention to use various
hospitality and tourism information technologies to predict tourists’ actual behavior based on the
predominant models. This study adopts an in-depth, inductive approach to investigate tourists’ actual
usage of social media in travel decision making throughout the entire travel process. Specifically, it
investigates the extent to which tourists’ social media usage affects their various travel-related decisions,
and identifies the antecedents or factors shaping one’s usage behavior. Slightly adjusted framework
suggested by Sun (1990) is used to define the components of travel decision making: destination,
transportation, accommodation, food and dining activities, attractions, and shopping and leisure
activities.
Methods
Techniques in qualitative approach are appropriate to understand how participants used social media to
make travel-related decisions (Saunders, Lewis, & Thornhill, 2009), and more importantly, why they
used social media or did not. Semi-structured, in-depth interviews were employed in this study.
Participants who had travelled within the last two months before the interview took place were selected
to ensure that they were able to recall their travel experiences and decision making processes. In total, 21
face-to-face interviews were conducted. Three researchers analyzed all transcripts independently.
Emerging codes proposed by each researcher were then carefully assessed, discussed and negotiated to
reach consensus.
Results/Discussion/Implication
The study empirically reveals different usage behaviors of social media in tourists’ decision making
process, and more importantly, provides a list of factors or conditions. First, it was found that the more
importance tourists give to travel products, the more carefully and frequently they tend to use social
media. Second, tourists’ familiarity with destination affects the degree of social media usage as an
information source. Previous literature also suggests that relatively more experienced individuals are
more likely to rely on internal search rather than on external search (Beatty & Smith, 1987; Filieri,
2016). The third factor influencing the frequency of social media usage is perceived risk and security. It
is interesting that presence of travel companions particularly parents, influences the use of social media.
Last but not least, social media usage was found to be dependent on previous social media use
experience as well. As an exploratory empirical study, it provides a comprehensive understanding and
can serve as the groundwork for future research. In practical terms, findings of the study provide tourism
businesses a better understanding of tourists’ actual use of social media during their decision making
processes, and suggest marketing strategies to practitioners.
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Introduction
Over the last two decades, the rapid growth of information and communication technology (ICT) allows
hospitality and tourism operations to employ various technologies to facilitate customer service, enhance
customer experience and boost satisfaction (Dabholkar & Bagozzi, 2012). Many studies have
contributed to understand why customers use self-service kiosks (SST) in hotels and airport settings
(Kim, Lee, & Law, 2008; Kulviwat et al., 2014). Yet, relatively few have been conducted in quick
service restaurant (QSR) settings (Morosan, 201; Kim, Christodoulidou, & Choo, 2013). Different than
hotels and airports, which might be occasional situations, QSRs indeed might interact more frequently in
consumer’s daily life. Moreover, entering the era of millennials who interact daily with machines and
screens, adopting SSKs opens up a different market segment for QSRs. However, limited empirical
studies are available to demonstrate how to boost consumer’s adoption on SSKs; and few has explored
the linkage between customer satisfaction and technology acceptance (Kim et al., 2008; Kim & Qu,
2014). To address these gaps, this study presents a structural model that combines Technology
Acceptance Model (TAM) (Davis,1986) and Satisfaction Model (Cronin, Brady, & Hult, 2000) to
identify the factors that influence the consumer’s decision to use SSKs in QSRs. The relationships
among various factors in the model have also been examined.
Methods
The target population for this study is McDonald’s customers over the age of 18 who have used its SSK
at least once in the last six months. McDonald’s is chosen because it is one of the biggest chain of QSRs
and has adopted SSKs in a majority of locations in Canada.
To examine the model, this study used a quantitative research approach and developed an online
survey to measure participant’s perception and evaluation of SSK in McDonald’s. This survey was
distributed through Amazon Mechanical Turk (M-Turk) panel online. Excluding demographic and past
experience questions, this survey consisted of 32 questions and assessed on a five-point Likert scale
from 1 (strongly agree) to 5 (strongly disagree). Among 619 returned questionnaires, 415 is usable for
data analysis.
Results/Discussion/Implication
Anderson & Gerbig’s (1999) two-step approach was used to analyze the proposed model: 1)
Confirmatory factor analysis (CFA) for measurement model, 2) Structural Equation Model(SEM) for the
structural model, via AMOS 25.0.
All the model fit indices indicated the structural model fit with the data at the acceptable level:
χ2/df=2.748, GFI=0.856, NFI=0.90, IFI=0.94, CFI=0.94, and RMSEA=0.065. Among the 16 proposed
hypotheses, 11 hypotheses were statistically significant. It is found that customer satisfaction is the most
powerful factor influencing the customer’s decision to continue using SSKs while self-efficacy has more
effects on PE, PU and PEOU compared to trust.The findings of this study provide researchers with
empirical evidence on why customers intent on using SSK in the hospitality setting. The findings also
provide valuable information to service providers in QSRs which they can use to guide their
consideration of investing in, and adopting SSKs in their business.
References are available upon request
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Introduction
As one of the emerging smart tourism technologies (The Franklin Institute, 2018), augmented reality
(AR) has started to draw travelers’ attention because AR is believed to offer enriched information about
tourism attractions since 2010s. The tourism industry has shown keen interests in adopting AR. As
tourism destinations recognize the significant impact of AR on the tourist experience, the availability of
AR applications at destinations is increasing
However, little research has been documented to identify travelers’ underlying motivations
toward smart tourism technologies, in particular, AR and the behavioral outcomes toward AR. Previous
studies (e.g., Chung et al., 2017) describe the importance of AR in the tourism industry and investigate
key AR features that affect travelers’ satisfaction with their tourism experiences. Therefore, this study
aims to identify travelers’ motivations to adopt AR applications. Furthermore, this study seeks to
investigate the moderating effect of personal innovativeness in the relationships between travelers’
motivations and behavioral outcomes.
Methods
This study conducted a pilot test with 128 undergraduate students in the U.S. to check the clarity of
wordings and assess the content validity of the survey questions. After the survey questions were revised
to fit the scope of the study, an online self-administered nation-wide survey was conducted through
Amazon Mechanical Turk. To obtain qualified respondents for the study, the survey had one screening
question asking whether they had traveled in the U.S. during the past 12 months. If not, they were
directed to the end of the survey. A total of 527 respondents participated in the survey. Of the 527
respondents, 24 respondents were eliminated due to lack of their travel experience during the past 12
months.
Data were analyzed by following Anderson and Gerbing’s (1988) two-step approaches. The
measurement model was estimated with a confirmatory factor analysis (CFA) to ensure the adequacy of
measurement. To test the structural model, a partial least squares (PLS) analysis was used by using
SmartPLS 3.0. and component-based path estimation was conducted by assessing
explained variance of the dependent variables, coefficient, and significance level. The moderating effect
of personal innovativeness was also measured.
Results/Discussion/Implication
The study found that hedonic, utilitarian, and self-presentation motivation significantly influence
travelers’ attitude and behavioral intention toward AR applications at tourism destinations. Particularly,
the utilitarian motivation was found to be the strongest motivation that shapes travelers’ favorable
attitude toward AR applications. The moderation analysis found that selfpresentation significantly
affects only for the high innovative group.
As prior studies focused on the importance and key components of AR associated with user
satisfaction, not much has been uncovered about travelers’ motivations to adopt AR. Specifically, this
study identifies motivations that drive travelers’ adoption of AR by integrating cognitive evaluation
theory and self-presentation theory. The findings of this study help the tourism industry attract
millennials to destinations, as more tourism destinations incorporate AR applications.
The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 75

CONCEPTUAL FRAMEWORK FOR ROBOT ADOPTION BY HOTELS
Chun Liu1, Kam Hung2
School of Hotel & Tourism Management, The Hong Kong Polytechnic University, Hong Kong SAR, China
spring.liu@connect.polyu.hk1; kam.hung@connect.polyu.hk2

Introduction
According to the International Federation of Robotics, the total number of professional service robots
sold increased by 24% in 2016. Hotels are also attracted by robotic technology and began to use robots
in different departments to serve customers and assist employees (Ivanov & Webster, 2017; Ivanov,
Webster, & Berezina, 2017; Kuo, Chen, & Tseng, 2017). However, the application of robots in hotels is
still limited (Ivanov et al., 2017). The expertise in organizations’ technology adoption is sparse
(Hameed, Counsell, & Swift, 2012). Thus, this study adopted a qualitative approach to develop a
conceptual framework to explain hotels’ adoption of innovative robotic technology. This research
greatly enriches and updates the knowledge on robot usage in hotels and provides valuable and practical
references for hotels.
Methods
25 hoteliers from different hotels were interviewed. The diversity of participants ensures the
triangulation of this study which equals to quantitative validity and reliability. Interview questions cover
the reasons why hotels decided to use or not use robots and the advantages and disadvantages of using
robots in hotels. The interviews lasted 73 min on average. Each interview was recorded with the
agreement of participants. The recordings were transcribed by a professional company and then checked
word for word by one of the authors. Then these transcriptions were analyzed by content analysis, a
regular and useful approach for analyzing interviews (Holsti, 1969; Jones, 1995). The analysis
procedures were drawn from grounded theory, namely, open coding, axial coding, and selective coding,
with the help of Nvivo.11.
Results/Discussion/Implication
Based on the 25 in-depth interviews, this study presents a conceptual framework for hotels’ robot
adoption. That is, hotels carefully consider the characteristics of robotic technology, hotel, environment,
and customers when making decisions on robot adoption. The characteristics of robots, hotel, and
environment are similar to the three elements of technology, organization, and environment (TOE)
framework (Baker, 2011; Kurnia et al., 2015). However, the TOE framework ignores factors related to
customers (Baker, 2011). Therefore, the framework presented in the current study covers the drawbacks
of the TOE framework by identifying five key customer characteristics and thus improves the theoretical
expertise on organizations’ innovative technology adoption.
The specific factors underlying the four dimensions provide empirical supports to previous
studies because some similar factors are identified, such as cost, industry development, and customers’
acceptance (Ivanov & Webster, 2017; Kuo et al., 2017). The newly identified factors, such as carrying
capacity, cooperation with robot producer, peers’ usage, and customers’ interference with robot work,
enhance our expertise on robot application in hotels. This study also provides valuable references for
hotels in terms of making decisions on robot adoption and avoiding blindly adopting or rejecting robots.
Future research can conduct quantitative studies to examine the framework and explore
customers’ opinions and experience with service robots.
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Introduction
Social media with review and recommendation functions are a powerful influencer for tourism and
hospitality choices (Leung, Law, van Hoof, & Buhalis, 2013). Given that certain platforms are more
influential than others, researchers have suggested that what really matters is the extent to which a
platform is fit to provide right info and recommendation (Gefen & Straub, 2000). This study investigates
the factors that influence user perceptions towards platform task-fit.
According to social power theory, social agents with higher expertise are more fit to the task of
giving recommendation, because experts are “seen as having superior knowledge or ability in very
specific areas” (French & Raven, 1959, p. 268). This paper suggests two attributes of expert power when
applied to a platform: experience and specialization. We hypothesize that restaurant specialist platforms
(compared to generalist ones); and platforms with high experience (compared to new ones) will be
perceived to have higher expertise and thus, higher task-fit when it comes to giving restaurant
recommendations. Given that the effect of expert power is not linear (Zhang, Zhang, & Yang, 2016), we
also hypothesize the following two-way interaction: the effect of specialization on perceived expertise is
higher when the platform is new (compared to experienced platforms). Finally, as users in powerful and
powerless states react to informational cues differently (Smith & Trope, 2006), we hypothesize threeway interaction between platform specialization, platform experience, and user-power on perceived
platform task-fit.
Methods
Two studies were conducted. To test the effect of platform experience, first study employed a 1 x 2
(platform experience: low vs high) between-subjects experiment with 101 participants. To test the effect
of platform specialization and further interaction effects, second study employed a 2 (platform
experience: low vs high) x 2 (platform specialization: absent vs present) x 2 (userpower: powerful vs
powerless) between-subjects experiment on 413 participants.
Results/Discussion/Implication
Following the Baron and Kenny (1986) guideline, the mediating role of perceived expertise was tested.
Platform expertise mediates the effect of both experience (study 1) and specialization (study 2) on
platform task-fit. Results of study 2 also show significant two way interaction between experience and
specialization on perceived expertise (F(1, 409)=3.93, p<0.05). That is, the effect of specialization
becomes insignificant when platform has high experience. Three-way interaction between experience,
specialization, and user-power on perceived task-fit was also found (F(1, 405)=5.19, p<0.5). The twoway interaction between experience and specialization occurs only when users are powerful. For
powerless users both platform experience and platform specialization do not affect platform task-fit and
interaction does not occur.
This study contributes to computers are social actors paradigm by applying power theories to an
online review website. Interaction effect between power attributes of an influencer; and between power
attributes of an influencer and an influenced are essential contributions to power theories. As for
industry implications, new platforms might benefit from specialization strategies, while those with
higher experience should consider diversification strategies.
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Introduction
Hotel industry adapted the Revenue Management (RM) techniques from the airline industry to boost its
revenue (Erdem & Jiang, 2016). There are many research articles on the subject of RM that focus across
a variety of service industries such as airlines (e.g. Bitran & Caldentey, 2003), hotels (e.g. Abrate & Viglia,
2016).
There are a few scholarly articles that offered a big-picture view of RM research in hospitality via
the use of content analysis and extensive literature review. They offer a detailed overview of what aspects
of hospitality RM have been examined to date. However, none of these studies offer a comprehensive
focus on the progression of RM related technologies Since IT has influence on revenue management, a reexamination of hospitality RM research literature with an emphasis on identifying relevant IT-related
themes, will help fill the existing gap in the related literature and add to the body of knowledge, serving
as a guide for future research on hospitality RM. The framework of this study is based on the RM
associated technology themes/dimensions identified in the Denizci Guillet & Mohammed (2015) study in
addition to Li, Xu, Tang, Wang, & Li, 2018) and (Xie & Kwok, 2017).
Methods
This study examined the research articles that focused on hotel RM and were published in academic
journals between 2008 and 2018. One of the dimensions used is social media. Before 2008, there were no
studies that focused on social media. Thus, 2008 was used as the starting point to conduct database
searches for related articles.
Content analysis was used as the primary technique. First, keywords were searched in the top ten
hospitality and tourism journals in Scopus Database. The list of keywords used for searching the databases
included information technology, online distribution, big data, social media, smartphone, mobile
applications, online travel agents, Airbnb, yield management, and usergenerated content. First abstracts
of these studies were analyzed. If the purpose of the article has a connection with RM and technology, the
study was downloaded for further analysis. As a result of this process, 135 journal articles have been
identified by the authors.
Results/Discussion/Implication
The purpose of this study is to provide a review of this progress in RM technology. Within the 10-year
period, this study reviewed 135 journals. Various topics were covered in these studies.
The major themes covered included role of technology in RM, users’ perception of technology, the
impact of technology on RM, distribution channel management, social media and RM, the influence of
user-generated content and RM and RM software (Denizci Guillet & Mohammed, 2015). Moreover, big
data (Li, Xu, Tang, Wang, & Li, 2018) and sharing economy (Xie & Kwok, 2017) seemed to be the
most recent IT topics covered in RM studies. Majority of the articles identified in this review study were
related to online distribution, the impact of technology on revenue management and social media.
References are available upon request
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Introduction
Recently, social networking service (SNS) users have started not only sharing information but also
socializing and helping others. Even though prior researchers have conducted studies to understand
sharing information behavior, most scholars have concentrated on the users’ sharing information
behavior. However, researches that explains citizenship behavior on SNS are rare. Citizenship behavior
is displayed in online channels. Therefore, in this research, we aim to adopt organizational citizenship
behavior (OCB) that can explain the citizenship behavior.
Social capital is social networks and their associated norms of reciprocity. There are two types of
social capital. According to Putnam (2000), “bridging” social capital is inclusive and occurs between
those who have only tentative relationships. They lack of deep relationship, but have broad relationship.
In other hands, “bonding” is exclusive and occurs between those who have strong relationships. OCB
include altruism, conscientiousness, courtesy, sportsmanship, and civic virtue.
Methods
This study suggest two concepts of social capital (bridging social capital and bonding social capital)
affect OCB-individual (altruism and courtesy) and OCB-orgazational (sportsmanship, conscientiousness,
and civil virtue). Furthermore, we suggest 2 concepts of OCB-individual (altruism and courtesy) and 3
concepts of OCB-orgazational (sportsmanship, conscientiousness, and civil virtue) influence continuous
intention to SNS.
To test the structural model, an online survey was performed. The sample consisted of SNS users
who share tourism information. Respondents of the questionnaire were asked to recall last information
sharing experience in SNS. Overall, 162 samples were collected, and the data was coded. We used
partial least square regression analysis to test the proposed model.
Results/Discussion/Implications
According to data, bridging social capital and bonding capital were found to be positive predictors of
OCBI and OCB-orgazational. Among these predictors, bridging social capital most affected OCBI and
OCB-orgazational. The data analysis found that only OCBI was predictor of continuance intention to
SNS.
These findings have several theoretical implications. First, this study explains the continuance
intention to SNS, using a unified theoretical framework based on the social capital theory and
organizational citizenship behavior theory. Second, this study confirms the relationships among social
capital, OCB, and continuance intention to SNS. Additionally, this study provides some practical
guidelines for the hospitality industry. First, the results show that bridging social capital (weak tie)
tremendously affects OCB in SNS. Second, the results show that SNS users do a citizenship behavior for
unspecified people in SNS, not closed people.
References are available upon request
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Introduction
The sharing economy is gaining popularity in the tourism industry, but not all travelers are convinced
about adopting these services. This is especially true for emerging service innovations in social dining.
Social dining is based on the idea that a host serves home-cooked meals directly to paying guests. The
guests are connected to the host through the platforms on the internet or mobile devices. It provides
temporary eateries that offer communal dining experiences, including pop-up restaurants and supper
clubs. Social dining platforms (e.g., EatWith, Feastly) have attempted to tap into the sharing economy,
spurred by the success of business models like Airbnb. Despite this, social dining services have yet to
catch on in the same way as Airbnb. In reality, they face a significant challenge to find guests.
The present study aims to (1) identify the reasons for and against adopting the innovations in
social dining services and (2) examine the effects of consumer reasonings on the likelihood of adopting
social dining. In formulating the theoretical framework, behavioral reasoning theory was used to
examine how travelers’ reasons for and against adoption are formed and converted into adoption
intentions.
Methods
A mixed-methods approach was used with a focus group interview followed by surveys. The focus
group interview was selected to explore the underlying benefits and drawbacks of adopting social dining
services. A semi-structured focus group interview was employed. The key informants of the focus group
were food professionals in Las Vegas. Based on the key findings of the focus group interview, the
instrument was evaluated. Then, a conceptual model was derived and tested in the survey. On-site
survey was conducted at a food event in Las Vegas.
Results/Discussion/Implications
In the focus groups, food professionals indicated that physical environments, cultural benefits, and the
trustworthiness of hosts are reasons for adoption, while health concerns, relational barriers, and statusquo maintenance are reasons against adoption. The survey results demonstrated the causal relationship
between consumer reasoning and behavioral intentions: the reasons for and against adoption had strong
influences on the likelihood to adopt social dining services. In other words, respondents had a variety of
reasons against adoption, in that they had health concerns about food safety or felt uncomfortable with
social interactions with other guests. In addition, their individual traits to dislike new ways of dining
while traveling negatively affected the likelihood to adopt. On the other hand, respondents indicated that
welcoming environments or authentic experiences are the reasons for adopting social dining services.
The present study is one of only a few studies that relate social dining services to the phenomenon of the
sharing economy. Recently, skepticism about the sharing economy business model has been renewed, in
part due to safety and security issues. In response to the controversy, this study focuses on the neglected
area – consumer resistance to the sharing economy. This study makes an important contribution by
developing and contextualizing framework to understand consumer acceptance of the sharing economy.
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Introduction
In hospitality and tourism industry, online users generated enormous number of contents on their personal
social media and websites. User-generated contents have lots of positive aspects as they are helpful for
travelers planning their itinerary (Litvin, Goldsmith, & Pan, 2008; Sigala, Lockwood, & Jones, 2001). In
this regard, it is crucial for stakeholder to manage their property by dealing with customer’s online
opinions to attract more consumers. However, most studies perceived online users as unidimensional in
terms of conducting their studies, thereby leading to biased result. Understanding how one’s cultural
background is reflected in their review writing is especially important to hospitality and tourism industry
as their level of expectation will vary along the cultural context. This study aims to understand cultural
differences reflected on online review from hotel website.
Methods
To examine the characteristic of customers according to their satisfaction level, we used
http://bookings.com as our data source. Based on Hofstede’s theory, of customers from 44 different
countries, we divided hotel reviewer’s nationality into two phases: Power distance (high vs. low) and
Individualism (individualism vs. collectivism). Later, we identified what words were frequently used
when each groups are describing their experiences in terms of both positive and negative. After, top 100
words were categorized into different dimensions explaining one’s hotel experience.
Results/Discussion/Implication
For the analysis, we calculated frequency of words to see how many times each words have used. First,
we listed top 70 positively used words in customer reviews. Of 1,258,732 written words,
“staff” (14.16%) was most frequently used, followed by “location” (13.61%), and “room”. Second, we
listed top 70 negatively used words in customer reviews. Of 878,000 words “room” ranked at the top with
above 20% of overall frequency, “Hotel” (7.99%) and “breakfast” (5.77%) followed after. Moreover, we
categorized the words into different seven domains that explains guests’ experience: price, service,
facilities, amenities, F&B, location, and overall experience.
Consumers used plenty of words to discuss hotel’s location, and amenities that is available in each
room. Comparatively less words were shown to describing hotel’s price, service, as well as food and
beverage. Also, it was interesting to see that collectivist cultures with both large and small power distance
countries shares similarities as their top-ranked words are “location”, “staff”, “room”, “hotel”, and
“breakfast” which is similar to individualist countries. All of four different cultures stated “room” as their
priorities when talking about their bad experience. In sequence, “hotel”, “breakfast”, “staff”, and “bed”
ranked top five. Though other many words were differed by the culture, we could see that important
aspects are ubiquitous regardless of one’s culture.
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Introduction
Hotels are becoming more dependent on new technologies to meet the changing consumer expectations
(Creamer, 2018). An emerging consumer-facing technology trend in the hotel industry is the use of voiceenabled Artificial Intelligence (AI) (Carlino, 2018); especially with the debut of Alexa for Hospitality by
Amazon in the summer of 2018 (Perez, 2018).
Despite the increasing usage of voice-enabled AI technology in various hospitality contexts and
the growing trend in the hotel industry to adopt this technology (Cheng, 2018), to the best knowledge of
the authors of this study, there are no empirical research studies that explored or examined the guests’
expectations and perceptions of such technologies. Moreover, given the interactive nature of voice-enabled
technologies as service agents, no scholarly work which explores the guests’ preferences for such service
agents were identified in the research literature. The proposed study aims to explore hotel guests’
perceptions and intentions to use voice-enabled AI during their stay while attempting to discover the
factors hotel guests consider when choosing to interact with a voice-enabled AI over a service agent
(human-being) and vice versa.
Methods
This study is exploratory in nature. Survey questions were developed based on consultation with subject
matter experts in the industry as well as a thorough review of related literature. This study serves as pilot
study and the results will be used to enhance the assessment instrument that will be used for a nation-wide
study to measure both the expected traits as well as the perceived experience of voice-enabled AI use in a
hotel setting.
Results/Discussion/Implication
Based on the preliminary results of this pilot study, all respondents indicated a willingness to use voiceenabled AI if it is available during a hotel stay. In terms of preferences about having a name for AI, 53.85%
of respondents stated that they prefer the voice-enabled AI to have a name and 36% of respondents
indicated no preference. Only 4.84% of respondents expressed preference for a male voice gender for the
voice-enabled AI while 41.94% preferred female voice gender and 40.32% indicated that the voice gender
of the voice-enabled AI did not matter to them.
The preliminary findings of this exploratory study indicate that a considerable number of hotel
guests will welcome the use of voice-enabled AI during their stay; though it should be noted that the
majority of participants in this study were members of Generation Z and Millennials. When choosing such
technologies, hoteliers should give preference to products that have a human-name and feature a female
gender voice since these two traits seem to be preferable by guests. The findings also reveal that guests
are more comfortable expressing their frustration about a service failure when dealing with an AI
versus a hotel employee.
References are available upon request
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Introduction
Nowadays, consumers increasingly rely on social media to acquire product information before purchase,
and they often share consumption experience on social media. The interaction between firms and
consumers on social media plays an important role in shaping potential customers’ perceptions of and
attitudes towards target products as well as their behavioral intentions (Xiang & Gretzel, 2010). Given the
growing importance of social media, one crucial question arose is what types of posts are attractive to
customers and how they stimulate customers’ online and offline behavioral intentions. However, few
studies examined the influences of presenting formats of dish photos on social media. The framing effect
suggests that individuals may exhibit fairly different reactions and preferences when the same options are
presented with different frames (Tversky & Kahneman, 1981). Therefore, based on cheerleader effect,
which indicates that faces in a group of photos are perceived more attractive than in isolation (Walker &
Vul, 2014), this study attempts to explore whether the posting frames of dish photos, group of photos vs
individual photos, on social media will be perceived differently, and how the frames of these posts further
influence consumers’ behavior intentions: sharing, retweeting, voting “like”, recommendation, and dining
intentions.
Methods
A serial mediation model was proposed based on previous literature. In the experiment, participants were
asked to evaluate three dish photos posted by a Chinese restaurant on social media. In the first scenario, a
post was composed of three dish photos, whereas in the second scenario, each of the three posts was an
individual dish photo. Participants were randomly assigned to one of the scenarios. A total of 332 subjects
participated in this study, of which 182 were recruited from Amazon Mechanical Turk and 150 from
WeChat, which is the most popular social media in China. T-test, ANOVA, and PROCESS program were
employed to analyze the data.
Results/Discussion/Implication
The results revealed that the overall attractiveness of a group of dishes in one post on social media was
significantly higher than that of dishes in multiple posts consisting of the same photos, evidencing the
existence of the cheerleader effect for non-human stimuli. The serial mediation effect of overall
attractiveness and tastiness were greatly conditional on customers’ familiarity with dishes of that type.
These findings can provide valuable implications for practitioners. Specifically, to enhance the
attractiveness of dishes and better elicit prospective customers, hospitality managers can post multiple
food photos as one post rather than as multiple posts on social media. Likewise, as for the menu or
advertising design, on each page of the menu or advertisement, multiple dish photos can significantly
improve food attractiveness and customers’ behavioral intentions.
References are available upon request
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Introduction
Although consumer research shows that hotels can boost RevPar from 2% to 7% by adopting effective
cross-selling strategies (Pensuk, 2017), only 3% of customers purchase add-on items when making an
online hotel booking (Lee, 2015). Previous research on cross-selling emphasizes the importance of
understanding customers’ needs (Kamakura, 2008). However, the majority of research on add-on item
focuses on merchandizers (e.g., Rapp, Baker, Bachrach, Ogilvie, & Beitelspacher, 2015; Schmitz, Lee,
& Lilien, 2014).
To provide insights into how consumers perceive hotel add-on items, this study examines the
effect of relatedness of add-on items to the main purchase on consumers’ decision making. Specifically,
the purpose is to (1) identify the dimensions of relatedness based on add-on product type, and (2)
investigate the influence of relatedness on likelihood to purchase and willingnessto-pay.
Methods
A total of 100 students participated in the survey. The survey materials consisted of 31 add-on items
with a description and picture, followed by three questions for each item. Participants rated the
relatedness of each add-on item on 7-point Likert scales from strongly disagree to strongly agree and the
likelihood to purchase (LTP) the add-on item with a hotel room booking on a 7point Likert scale from 1
(extremely unlikely) to 7 (extremely likely). An open-ended question measured willingness to pay
(WTP), whereby participants wrote the dollar amount they are willing to pay for each add-on item with a
hotel booking. After removing responses having more than 10 missing variables, 86 responses were
retained for the analysis.
Results/Discussion/Implication
The 31 ratings were analyzed using exploratory factor analysis. Each factor is interpreted and labeled to
describe its degree of relatedness: Indirect, Unrelated, Direct, and Transportation. A composite measure
was created for each dimension by taking the average of all the items that loaded on the factor (Hair et
al., 2010). This produced four measures of LTP and WTP for indirect, unrelated, direct, and
transportation. The level of relatedness served as the independent variable in a repeated measures
analysis of the effects of relatedness on LTP and WTP.
The result of the ANOVA on LTP with four within-subject factors reveals a significant main
effect for Product type, F (3, 83) = 62.99, p<.001. Participants are more likely to purchase the add-on
items that are directly related to the hotel stay (M=5.40) and transportation items (M=5.22) than the ones
indirectly related (M=3.61) and unrelated (M=4.30). A significant main effect for product type on WTP
was found, F (3, 83) = 40.18, p<.001. WTP for indirect products (M=$25.74) is significantly lower than
the other three product types. Respondents reported the highest WTP for unrelated products (M=$52.84).
Operators need to focus on selling add-on items that are directly related to the hotel stay such as
room upgrade and early check-in. The add-on revenue can be maximized by including out-of-hotel
activities such as city tour, theme park ticket, and show ticket.
References Available upon Request
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Introduction
Non-refundable advance-purchase discounts are a commonly used rate fence (Guillet, Law, & Xiao,
2014; Hanks, Cross, & Noland, 2002). By offering the advance-purchase rate, hotels capture additional
demand from price-sensitive travelers; and prevent travelers’ search and switch behavior (Chen & Xie,
2013). Using the Black-Scholes option pricing model, Quan (2002) estimated the price of a reservation
by paralleling a hotel room reservation to a stock option. This study additionally considers consumermarket-related factors that may also affect pricing decisions in a competitive market. Therefore, the
current study aims to analyze advancepurchase discounts by considering both the intrinsic value derived
from the option to cancel the reservation (cancellation option discount) and the hedonic value mandated
by market competition (consumer-market factor discount). Therefore, this study hypothesizes: H1: The
advance-purchase discount can be divided into two parts, the cancellation option discount, and the
consumer-market factor discount.
Because potential travelers can compare advance-purchase rates from many hotels, hotels may
offer additional discounts beyond the intrinsic value of cancellation (McCardle, Rajaram, & Tang,
2004). Therefore, market-related factors favorable to consumers (such as better review rating, additional
services, and brand affiliation) may improve travelers’ booking decisions and reduce the level of
advance-purchase discount needed (O'Neill & Xiao, 2016; Öğüt & Onur Taş, 2012; Zhang, Ye, & Law,
2011). Therefore, these favorable factors may reduce travelers’ price sensitivity to the advance-purchase
discount. Hence, this study further hypothesizes:
H2: The consumer-market factor discounts are smaller in hotels that have better reviews, offer
additional services, and have familiar brand names.
Methods
Hotel room rate information was collected from Expedia.com on Wednesdays between November 20
and December 25, 2017, for Christmas holiday stay. The advance-purchase discount was calculated as
the difference between the free cancellation rate and the nonrefundable advance-purchase rate. The
cancellation option discount (the intrinsic value portion) was measured based on the Black-Scholes
option pricing model (Black & Scholes, 1973; Hull, 2017). The impact of the cancellation option
discount and the consumer-market factors (the hedonic value portion) on the advance-purchase discount
were then assessed, using Heckman’s two-step process model.
Results/Discussion/Implication
The mean advance-purchase discount was $23.48 (t-stat = 23.34). H1 is supported as both the
cancellation option discount (mean = 7.52, t-stat = 23.41) and the consumer-market factor discount
(mean = 16.04, t-stat = 13.56) are positive and significant. The results from the regression model are
consistent with H2 and show that the consumer-market factor discount was smaller when rooms had
higher review ratings, a brand affiliation, a complimentary breakfast, and/or were close to the main
attraction. The analysis provides an analytical framework for hoteliers to price the discount
systematically.
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Introduction
Given the criticality of successful bilateral (guest-employee) interactions in the increasingly
internationalized hospitality business environment (Raj & Griffin, 2015) the overarching aim of this
research is to determine whether religion plays a role in how hotel guests perceive and evaluate hotel
employees’ non-verbal communication. Additionally, this study intends to understand perceptions of
hotel employees’ nonverbal behavior from the angle at the intersection of gender and religion. The
perceptions of men and women over service persons’ interaction premises in the hospitality industry
have also been a concern among both practitioners and academicians (Lashley & Morrison, 2000). This
research has considered four religious groups, namely Islam, Christianity, Hinduism, and Buddhism to
focus their perceptions of nonverbal behavior. These four religions are chosen since they are the major,
popular and influential across the globe (Bandyopadhyay, Morais, & Chick, 2008; Stausberg, 2012).
Methods
This exploratory research was based on cross-sectional data collected from hotel guests in Bangladesh.
With the aid of hotel front offices, guests who were waiting for their further services in hotel lobbies
were surveyed between the dates of June 15th and September 30th, 2015. A questionnaire was developed
in two Parts. The first part asked respondents to rate their perceptions on 19 items of employees’
nonverbal communication attributes (i.e., Physical Appearance, Kinesics, Proxemics, and Paralanguage)
(Jung & Yoon, 2011), while the second part inquired about the participants’ demographics. All items
were measured with a 5-point Likert-type scale, with 1= I strongly disagree, and 5= I strongly agree. A
total of 490 questionnaires were distributed to guests of top ten popular hotels recommended by
TripAdvisor. After eliminating unusable responses among the completed questionnaires, 384 responses
were coded for data analysis (78.63% response rate). To analyze the results of this survey, two-way
MANOVA model test and ANOVA with Bonferroni multiple comparison tests were conducted.
Results/Discussion/Implication
The results of this study demonstrated that in both physical appearance and proxemics the judgment of
hotel employees’ nonverbal behavior differed between Muslim and Christian guests. The study further
demonstrated that Muslim and Buddhist customers perceived hotel employees’ vocal behavior
significantly different than Christian guests. In the case of gender, Muslim women had a better opinion
regarding bodily movements of employees than Muslim men, which was greatly contrasted by Buddhist
male and female.
Hotel managers should pay particular attention to the differences regarding the perception of
nonverbal communication attributes among different religious and gender groups in order to enhance
guest experiences, guest loyalty, and thus increase guests’ intention to revisit hotels.
References are available upon request
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Introduction
Most research in the service failure literature has focused on the guest who experiences the failure.
However, customers may also observe service failures occurring with other guests. Thus, instead of
focusing on the guest who experiences the service failure, research should focus more on the customer
who observes others suffering from a service failure (Mattila et al., 2014; Shin et al., 2018). Also,
because many hotels, restaurants, and retailers now provide a membership program to customers, the
effect of membership status in these service situations (i.e. in which a guest observes another guest’s
service failure) should be further investigated (McCall & Voorhees, 2010). Additionally, no hospitality
study has linked the aforementioned service failure situations with customers’ intentions to revenge,
which refers to an intention to harm and punish an organization (Grégoire & Fisher, 2008).
Based on the above rationale, this study has two main objectives. First, this study seeks to
examine whether a second-hand service failure can impact a focal guest’s intention to revenge. Second,
this study seeks to examine the moderating role of membership status on a focal guest’s intention to
revenge.
Methods
Each participant was randomly assigned to one of the four experimental scenarios: 2 (Service: rude vs.
not rude) x 2 (Similarity: same vs. different from other guest). Participants were asked to imagine they
had stayed at a hotel of which they were a member of their loyalty program, and were checking out of a
dirty room. The concept of service failure was identical across the experimental groups (i.e. everybody
was exposed to a dirty room), except for the employee’s response to the failure, and whether the other
guest standing in line next to them also experienced a failure. After reading the scenario, participants
were asked to rate their intention to revenge.
Results/Discussion/Implication
Our findings suggest that people experienced greater intention to revenge when the front desk agent was
rude. Additionally, people experienced greater intention to revenge when the service failure was shared
with another guest. Furthermore, for participants with low membership levels, having the same service
failure with another guest resulted in greater intention to revenge, than in high membership participants.
However, for participants with high membership levels, the rudeness of the front desk agent was more
impactful.
Our main theoretical contribution is to examine second-hand service failure on intention to
revenge, and to examine the moderating role of membership status. This study provides valuable,
practical insights for organizations to manage service encounters that involve service failures in a public
setting. Organizations need to understand that another guest’s service failure may impact a focal guest’s
perception of the service experience, and that this perception may be different depending on a guest’s
membership level with the hotel.
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Introduction
According to consumer behavior literature, personal values play an important role in the selection and
maintenance of goals (Guttman & Vinson, 1979), and provide the standards by which judgments are
made (Rokeach, 1973). In this context, hospitality is a personal service of an accommodating nature
(Hepple, Kipps & Thompson, 1990) based on the concept of “home” such as food, drink, shelter, safety
and even recreational activities (Beldona & Kher, 2015). Since “home” is the central place where
physical, social and cultural meanings are interrelated (Mallet, 2004), personal values will be integral to
the pursuit and attainment of goals specific to hospitality-based experiences (HBEs). However,
references to the role of personal values and an exclusive measure of service evaluation in hospitalitybased consumption are distinctly absent in the extant literature.
The purpose of this study was to identify the underlying constructs in personal values and
investigate how these sub-constructs influence two measures of service evaluation; one being
HospiQuality, which is a proposed contextual measure of the quality of hospitality performance and the
other being customer satisfaction, which is a globally accepted generic measure of service evaluation.
Understanding the roles of these variables in the evaluation of hospitality experiences will add to the
literature as well as serve as a model for the industry to implement.
Methods
Three samples of data were collected at various stages of the development and testing process. Sample 1
was collected at a university campus in classrooms, Samples 2 and 3 were collected online using data
sources where emails were sent to respondents with links to the surveys. The results from Sample 3 are
discussed in this paper. In particular, a self-report online survey was prepared using Qualtrics and
distributed through Amazon Mechanical Turk (Mturk), a crowdsourcing platform where tasks are
allocated to a population of unidentified workers in exchange for compensation. The procedures were set
to target consumers of hospitality experiences across continental United States only. Of the 250
respondents approached, 247 responses were deemed valid for analysis.
Results/Discussion/Implication
The results show that HospiQuality is a strong antecedent of customer satisfaction. The direct effect of
preservational values is significant with HospiQuality, but not customer satisfaction. In contrast,
recreational values had a positive and significant effect on customer satisfaction, but not with
HospiQuality. Lastly, relational values had a positive and significant effect on HospiQuality but this was
not significant with customer satisfaction. The relationships tested show support for HospiQuality as
being distinctive and contextual in the measurement of the hospitality performance and complements
customer satisfaction. Understanding that people endorse certain values more highly than others,
provides much insight in how marketers and hoteliers can appeal to specific needs of customers to
enhance their HospiQuality experience.
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Introduction
In the past few years, a rush of international acquisitions occurred in the lodging industry, in which
numerous listed hotel management companies and hotel assets were primarily acquired by Chinese
lodging firms. Thus far, prior research has overwhelmingly focused on manufacturing firms’ international
acquisitions and those came from developed countries, while little has been done to address whether extant
international acquisition theories are applicable to lodging firms in emerging economies. This study takes
Chinese lodging firms as context, aims to explore the intentions and antecedents that drive international
acquisitions by lodging firms in emerging economies from three aspects: firm characteristics, features of
the lodging industry, and institutional conditions of the emerging economy.
Methods
Given the relative recency of international acquisitions among Chinese lodging firms and the absence of
a robust framework for investigation, an exploratory approach was adopted in this study. To answer the
research question, purposive sampling in-depth interview method was adopted. Three rounds of interviews
were conducted between November 2017 to August 2018 with the interview question, such as “why did
you conduct the international acquisition”? 20 senior corporate executives with 16 years of working
experience in average were interviewed. The shortest interview lasted 60 minutes while the longest took
180 minutes. Nvivo 11 was employed for data reduction. Findings and word frequency were determined
from the transcripts through content analysis.
Results/Discussion/Implication
This study proposes a primary framework from triple aspects to explore the antecedents and intentions
behind international acquisitions by Chinese lodging firms. The framework indicates several distinct
intentions of Chinese lodging firms, such as to develop real estate, to optimize asset allocation and to
revitalize the national lodging industry, exploit brands, and chase the increasing number of Chinese
outbound tourists. The outcomes also demonstrate that the features of the lodging industry, such as
“natural real estate assets”, “brand oriented” and the institutional conditions of emerging economy, such
as “administrative benefits and constraints of ownership”, “higher degree of uncertainty of regulatory
policies” have a strong influence on Chinese lodging firms that undertake international acquisitions.
The present study is perhaps the first explorative study exclusively focused on the intentions and
antecedents that drive emerging nations-based lodging firms’ international acquisitions. It may contribute
to extant international acquisition theories by proposing a framework that incorporates three types of
antecedents, namely, lodging industrial features, firm’s characteristics, and emerging economy
institutional conditions. In addition, this work complements international acquisition methodology by
adopting an exploratory qualitative approach, which is rare in international acquisition research.
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Introduction
Under the REIT Modernization Act of 1999, lodging REITs are not permitted to directly operate any of
their hotel properties. Instead, hotel properties must be managed by third-party operators. Therefore, as
the number of properties in a lodging REIT’s property portfolio increases, one of the most important
decisions for REIT managers is whether to have newly purchased properties managed by one of its
current third-party operators or a new operator whose expertise might better fit the characteristics of the
newly purchased property.
However, lodging REITs in the U.S. market have shown inconsistent behaviors with respect to
employing third-party operators. For example, as of 2017 Apple Hospitality REITs had hired 23 thirdparty operators to operate 239 hotel properties. In contrast, Chatham Lodging Trust hired only 1 thirdparty operator to operate 40 hotel properties.
Despite the lack of understanding about this noticeable inconsistency, little has been done to
examine whether different strategies regarding third-party operators influence lodging REITs’
performance. Thus the main purpose of this study was to investigate the relationship between
diversification of third-party operators and the performance of lodging REITs. Specifically, the
objectives of this study were to empirically test: 1) whether lodging REITs’ performances differ
depending on the degree of diversification of third-party operators 2) and how the impact of this
diversification on lodging REITs’ performance varies when considered together with conventional
geographic and segment diversification strategies.
Methods
For diversification, this study used the Berry–Herfindahl index (
). In this study, to measure (1)
third-party operators, (2) geographic diversification, and (3) segment diversification, 𝑺𝒊 represents the
number of (1) total rooms operated by each third-party operator, (2) total rooms in each state, and (3)
total rooms in each segment divided by the firm’s total number of rooms.In addition, reflecting the data
structure in this study, the panel regressions is used.
Results/Discussion/Implications
Overall, the results showed that the relationship between the degree of third-party operator
diversification and the performance of lodging REITs was a curvilinear, inverted U-shape. Furthermore,
the results of this study confirmed that the positive impact of diversifying thirdparty operators can be
optimized when firms diversify their property portfolio based on geography but not segment.
The findings of this study provide clear information for managers of lodging REITs that
diversifying third-party operators positively impacts firm performance, but overdoing such
diversification can hurt firm performance overall due to increased agency problems. In addition, the
findings encourage managers of lodging REITs to consider the third-party operator diversification
strategy together with geographical diversification since geographical diversification has a synergetic
effect on the positive effect of third-party operator diversification on firm performance.
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Introduction
Hotel employees have higher rates of occupational injuries and sustain more severe injuries than most
other service workers (Buchanan et al., 2010, p.116).To minimize the risk of developing musculoskeletal
injuries it is imperative to ensure health and safety standards are met. A detailed description of real
working conditions faced by hotel housekeepers in Orlando’s five star hotels is described in this study.
Orlando serves as an ideal location in which to study this problem. In 2015, Orlando recorded 105 million
visitors, which includes out-of-state and international visitors (Dineen, 2016). Orlando recorded 113
million visitors in the year 2016 (Dineen, 2017); with such a large tourist influx, hotels witnessed a rise
in occupancies.
Methods
Data was collected from 177 hotel housekeepers. The local union of hotel housekeepers assisted with data
collection from hotel housekeepers in local hotels in Orlando. The questions were specific and relevant to
housekeeping department work conditions. An informed consent to participate was included in the survey
to inform respondents about the voluntary nature of participation and the possibility of withdrawal from
participation in the study was possible. Previous literature used to identify questions for the research
(Hsieh, Apostolopoulo, Hatzudis, & Sönmez, 2015; Krause et. al, 1999). Physical workload “During a
typical work day, how many rooms are you assigned? On average- how long 4 does it take to clean them?”
Check out rooms, “How many per day?” Minimum and maximum time to clean. Ergonomic problems
“How big a problem are these issues for you at work”? Broken linen cart, wet towels are heavy, vacuum
cleaner is broken or heavy, cleaning supplies do not clean well.
Results
Data was collected from 177 hotel housekeepers. The local union of hotel housekeepers assisted with data
collection from hotel housekeepers in local hotels in Orlando. The questions were specific and relevant to
housekeeping department work conditions. There are different strategies to avoid workplace injuries. In
this study, one strategy used by housekeepers is the use of items to prevent injuries such as knee pads,
rubber gloves and mask. The results of this study suggest that hotel housekeepers who worked for ‘up to
2 years’ strongly fear losing their job if they take time off work.
References are available upon request
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Introduction
The Korean-wave (K-wave) refers to the increasing popularity of South Korean entertainment and culture
since the middle-1990s. As a successful cultural phenomenon, the K-wave greatly enhances Korea’s
national image, and psychological familiarity and favorability (Lee et al., 2013). The K-wave enthusiasm
has also extended to other aspects of culture, such as Korean food (Shin et al, 2014), which in turn,
positively affects the preference of Korean products and the consequent economic returns (Song, 2014).
The Global Korean Food Consumer Survey Report (Korean Food Promotion Institute, 2017) shows that
the ranking of Korean food awareness percentages exactly mirrors the K-wave Index (Korean Foundation
for International Cultural Exchange, 2017). However, no studies have systematically investigated how
exactly the K-wave impacts on the Korean food consumption across different countries. Therefore, the
current study aims to examine how the three attributes of K-wave’s halo effect (i.e., national image,
cultural favorability, and psychological familiarity; Ghiselli & Brown, 1955) influence the attitude and
consumption intention of Korean food among people from eight different countries worldwide: Malaysia,
China, India, Japan, US, Brazil, UK, and UAE.
Methods
100 participants from each of the eight countries, total 800 participants, were recruited to answer a
survey questionnaire regarding their K-wave experience and attitudes and consumption intentions
toward Korean food. CFA and SEM were employed to test the proposed model and hypotheses.
Results/Discussion/Implication
This is the first study that systematically investigates how the K-wave pop-culture helps to promote the
Korean food culture across different countries that are under varying levels of Kwave influences (i.e.,
different K-wave Index ranking). Specifically, three factors of K-wave influences (i.e., national image,
cultural favorability, and psychological familiarity) are examined and proved to significantly impact on
Korean food consumption, and the national image established through K-wave demonstrates as the most
influential factor in promoting Korean food globally. As the K-wave has spread from the surrounding
East Asia nations to worldwide recently, this study provides timely insights about how a regional popcultural phenomenon exerts its halo effect to affect the globalization of another form of culture – the
Korean food culture. The findings of this study provides practical guidelines for the promotion and
globalization of Korean culture. The police makers and industry practitioners may leverage the K-wave
power by promoting Korean food along with the K-wave activities and targeting the Kwave enthusiasts
for a precision marketing strategy.
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Introduction
This study is designed to enrich understandings of value by identifying customers’ value perceptions
from online customer reviews. Whereas value has been accepted as a pivotal concept for understanding
customer behavior, studies argue that the current conceptualization and measurement of value are
insufficient yet to fully understand the complexity of value (Boksberger & Melsen, 2011; Leroi-Werelds
et al., 2014). As value is experiential and contextual (Chandler & Vargo, 2011; Helkkula, Kelleher, &
Pihlström, 2012), it encompasses multiple facets of experiential events. The prior research has, however,
typically relied on researchers’ conceptual understandings of value without a thorough process of
collecting customers’ real voices. We argue that it falls short of reflecting diverse customer perspectives
and that a large amount of user-generated big data containing vivid experiential customer voices can
help fill the research gap. The current study applies a natural language processing (NLP) approach to
analyzing big data to explore the research question.
Methods
Researchers developed a web scraper that downloaded 4,799,240 online customer review data from
Yelp.com and stored the collected data in a relational database system. After several steps of text
preprocessing, the study used word2vec algorithm (Mikolov et al., 2013) to build up an embedded word
vector space in which all semantically similar words were mapped to nearby points. Given the detected
words from the vector, structural topic modeling (Roberts, Stewart, & Airoldi, 2016) was used to
identify factors and probabilistic occurrences corresponding to each customer review. Furthermore,
conducting a regression analysis, the study examined the relationship between the identified value
perceptions and customer satisfaction based on actual ratings.
Results/Discussion/Implication
The study has identified fifteen distinctive factors related to customers’ value perceptions and fourteen
factors among them are significantly related to customer satisfaction. Specifically, newly distinguished
are compound factors containing multiple components, comparative factors, and negative factors, which
is well supported by arguments from the prior research (i.e., Cronin, 2016; Oliver, 2010). The findings
purport that value involves multi-cognitive and affective dimensions and that customers not only
absolutely but also relatively perceive value, even in a negative manner. Based on the findings, the study
has suggested the classification of factors by 2 × 2 dimensions (cognitive vs. affective and positive vs.
negative), which is likely to be worth further scrutiny in subsequent studies.
Using NLP with machine learning, the study has discovered unprecedented factors of value
perceptions in the previous literature. It will contribute to the in-depth understandings of value and the
methodological advancement of research. Moreover, it will help practitioners understand value that
effects customer decision making in more specific and various ways.
References are available upon request
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Introduction
Today, businesses build their social media pages to develop relationships with customers (Zaglia,
2013), deliver value to them (Chen, Shi, & Chow, 2016) and enhance customer engagement (Kumar et
al., 2010). Customer engagement (CE) enables brands to achieve a number of relational goals (such as
commitment) (Vivek, Beatty, & Morgan, 2012) and financial outcomes (such as profitability)
(Hollebeek, 2011). Although more than 75% of hospitality marketers have become dependent on social
media (Leung & Bai, 2013), there is a lack of studies that empirically investigate important issues
related to CE with brands’ social media pages (Harrigan et al., 2017; Islam, Rahman, & Hollebeek,
2018).
To fill these gaps, this study proposes a conceptual model and empirically examines some
relationships which need further empirical investigation: the influence of CE on customerperceived
value; the effects of both CE and customer-perceived value on customer-brand relationships; the impact
of both customer-perceived value and customer-brand relationship strength on hotel booking intentions;
the mediating effect of customer-perceived value on the relationship between CE and customer-brand
relationship strength; and the moderating effects of brand reputation (BR) on the connections between
CE and customer-perceived value and between CE and the customer-brand relationship.
Methods
The study tests the proposed model using data collected from social-media-using hotel customers who
are followers of hotel brands’ social media pages. To obtain primary data, the study employed an online
survey company. The final sample comprised 422 valid questionnaires which were used in the data
analysis procedures.
Results/Discussion/Implications
The findings reveal that CE positively and significantly influences customer-perceived value, and that
CE and customer-perceived value have significant positive effects on customer-brand relationship
strength; further, customer-perceived value and the customer-brand relationship have positive influences
on hotel booking intentions. The findings indicate that the relationship between CE and the customerbrand relationship is partially and significantly mediated by customer-perceived value. Moreover, the
results demonstrate that BR has no moderating effect on the relationships between CE and customerperceived value and between CE and customerbrand relationship strength.
This research provides theoretical and practical contributions. First, the study is among only a
few attempts in the hospitality social media context to thoroughly confirm the positive and significant
effect of CE (absorption, identification and interaction) on customer-perceived value (functional, social
and entertainment). Second, no previous study has empirically examined commitment, intimacy and
self-connection, as outcomes of CE and customer-perceived value. Third, the study suggests that
hospitality marketers should know how to maximize the value customers perceive they gain from social
media pages, and find innovative ways to deliver the different types of value (functional, social and
entertainment) to their social-media-following customers to strengthen the customer-brand relationship
and increase hotel booking intentions.
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Introduction
In the hospitality industry, hiring a competent applicant has become increasingly important due to its
impact on positive organizational outcomes (Swider, Zimmerman, & Barrick, 2015). To enhance
recruitment efficiencies, the current literature highlights the importance of subjective fit (Downes,
Kristof-Brown, Judge, & Darnold, 2017) and recently, scholars introduced the concept of internal brand
management (IBM) (Buil, Martinez, & Matute, 2016). In the anticipatory socialization process (ASP)
where the recruitment activities take place, IBM has monumental importance because job applicants can
receive coherent messages from the brand as well as from recruiters, which become a judgment platform
of subjective fit (Devasagayam, Buff, Aurand, & Judson, 2010).
Despite its importance, many IBM studies merely investigate its impact on customers’
experiences (Sirianni, Bitner, Brown, & Mandel, 2013; Buil et al., 2016). Also, the role of recruiters who
received IBM on job applicants during ASP is largely unknown (Swider et al., 2015). Moreover, it is
unclear whether IBM effects are applicable to different types of brands (Burmann, Zeplin, & Riley,
2009). Lastly, the current understanding of IBM limits the field’s knowledge on how recruiting practices
interact with market-related variables such as perceived job opportunities (PJO) (Chapman, Uggerslev,
Carroll, Piasentin, & Jones, 2005). To fill these gaps, this study adopts congruence theory. Examining
the effects of IBM within the congruence theory allows an understanding of how IBM practices can
accentuate subjective fit among brands, recruiters, and job applicants. Further, the theory also has some
areas to be tested to enhance its predictability (e.g., PJO).
Methods
Data are collected from students and job seekers in the hospitality industry with qualitative (focus group
interview) and quantitative approach (2x2 and 2x2x2 between-subjects quasiexperimental design).
PROCESS analysis was used to analyze quantitative data.
Results/Discussion/Implication
The findings indicate that recruiters who receive IBM have positive impact on applicants’ congruence
perception towards the brand. Furthermore, this effect becomes stronger when candidates perceive
employment opportunity as abundant, which increases job attraction and job pursuit intentions.
The study helps hospitality companies to understand the role and importance of recruiter in
successful implementation of IBM. In addition, findings of PJO help HR managers devise effective
strategies to obtain best applicant pool. As a theoretical implication, this study advances previous
congruence literature by broadening theoretical scope of IBM. Furthermore, the finding contributes to
conflicting results of PJO by clarifying boundary conditions.
References are available upon request
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Introduction
The impact of mass media products on tourists’ decision-making on destination choice has been studied
since 1990s (Butler, 1990; Riley & Van Doren 1992; Urry, 1990). Films, TV shows, TV dramas, and
soap operas turned out to be influential motivators for travelers (Tooke and Baker, 1996). Recently, an
unexpected success has been achieved by Turkish TV dramas. Last couple of years Turkish TV series
has gained popularity in American continent, in particular, in Latin America. Turkey has become the
second largest TV series exporter after the US. To illustrate, in 2016, Turkish TV drama, "Sıla"
broadcast in Chile, received as high a rating as the Copa America qualifying soccer-game between
Brazil and Chile (Varol, 2016). Also, more than 12 million people in Argentina alone watch the other
Turkish TV drama, “Fatmagul” (Tali, 2016).
Given these, the overall purpose of the study is to examine the effectiveness of Turkish TV
dramas as a marketing tool to promote image of Turkey as a tourist destination among Latin Americans.
It was considered as an opportunity to examine film tourism concept beyond Western paradigm.
Audience involvement was added into widely accepted destination marketing construct to have a better
understanding of how film tourism works within scope of product placement theory and travel
motivations.
Methods
The present study investigated if audience involvement, place familiarity, and destination image
contribute to predicting behavioral intentions (visitation interest, WoM recommendation, willingness to
pay). The data collection was conducted via an online survey. Qualtrics is utilized to prepare the
questionnaire. The sample consisting of 561 Turkish TV series’ viewers who are from Latin America,
the US, and Canada are reached via Turkish TV fan groups on social media platforms such as “Novelas
Turcas”, “Series Turcas”, and “Turkish TV Dramas Appreciation Group”. The data is analyzed using
multiple regression with 3 models.
Results/Discussion/Implication
Audience involvement was approached from a behavioral aspect with its personal and interpersonal
aspects. It has been found that audience involvement with personal and interpersonal components was
influential on certain behavioral intentions (visitation interest, WoM recommendation) applied in
destination marketing constructs. The level of audience involvement was a good predictor of visitation
interest and WoM recommendation. Cognitive image was seen as the leading predictor of behavioral
intentions (visitation interest, WoM recommendation, and willingness to pay). The study suggested that
if implications of media products on destinations are studied within destination marketing construct,
audience involvement should be a part of the construct as well as place familiarity and destination image
for a better understanding.
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Introduction
Website design and the role of customer online experience have received increased attention over the
past five years (Bilgihan & Bujisic, 2015; Jeon, Jang, &Barrett, 2017; Lien, Wen, Huang, & Wu, 2015).
However, one research area that has not been thoroughly addressed is the role of visual and textual
information on consumer booking intentions.
Consumers often rely on hedonic and design aspects of a website when purchasing a product or
service. Overloading or under-loading the amount of information a person receives is understood to
affect decision making (Castañeda, Rodríguez, & Luque, 2009; Eppler & Mengis, 2003).
Although information overload has been investigated in other disciplines, it has yet to be viewed
through a hospitality perspective. Thus, the goal of this study is to investigate the optimum amount of
information, represented in this case by the number of photographs on hotel websites and the length of
descriptive information regarding each of these photographs, that will maximize customers’ booking
intentions.
Methods
A four-by-two factorial design method was used. The survey was conducted with participants who
agreed to view a hotel website created on wix.com. Based on the number of hotel photographs (i.e., 5,
10, 15, 25) and the length of descriptive information (i.e., short description, long description) regarding a
specific hotel located in Florida.
Multiple regression with quadratic term was utilized for data analysis. STATA 15.1 software was
used. To find the moderating effect of the length of descriptive information on the relationship between
number of photographs and booking intentions, Moderated Regression Analysis (MRA) procedure
developed by Sharma et al. (1981) was adopted.
Results/Discussion/Implications
50.94% of sample were female (n = 354) and 49.06% were male (n = 341). The mean respondent was
36.85 years old, graduated with a 2-year college degree, earns an income between $40,000 and $49,999
and is most likely married. Heterogeneity in demographic characteristics across samples were confirmed
by chi2 test.
The findings on optimum information reflect the results proposed by Schroder et al. (1967), as
this study supports the “inverted U” curve. This study suggests that there are an optimal number of
photographs for the two textual information groups (i.e., short and long). Previous literature indicated
interacting with websites though textual and photographic information effects booking intention (Kuo,
Zhang, & Cranage, 2015), and implied that there is a possible interaction between photographs and
images, however no interaction effect was found in this study.
When viewing actual hotel websites, photo-textual information ranges from limited to plethoric.
The results of this study will assist hoteliers in optimizing photo-textual information in order to
maximize online bookings.
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Introduction
Hotels implement environmental strategies to reduce their negative environmental impact (Milder,
Newsom, Sierra, & Bahn, 2016) and respond to eco-conscious customers (Hu, 2012). Green
communication is among these strategies including green advertising
(Nair & Menon, 2008). Green claims enhance the effectiveness of hotels’ advertisements (Chan, Leung,
& Wong, 2006). These appeals increase ad credibility and honesty and in turn, ad persuasiveness
(Atkinson & Rosenthal, 2014). Ad properties such as being green, influence attitudes toward the ad
(AAd) (D’Souza & Taghian, 2005). Green appeals help hotels to build an environmental image and
create a connection between the ad attitudes and advertiser which could lead to higher purchase intention
(PI). Also, eco-conscious individuals with higher environmental involvement (EI), tend to have a more
positive AAd (Laroche, Bergeron, & Barbara-Forleo, 2001) and attitude toward the hotel (AHot) that
uses these ads (Han, Hsu, & Lee, 2009). Consumers’ AHot may influence their purchase decisions (Hu,
2012). Also, the benefits that a consumer would like to see in a company including environmental
performance, influence PI (Hartmann &ApaolazaIbanez, 2008). This paper tests the moderating effects
of ad type and EI on hotel consumer attitudes and intentions. AAd model (MacKenzie, Lutz, & Belch,
1986) explains that AAd influences brand related intentions both directly and indirectly through ad
perceptions, and attitude toward advertiser.(Mackenzie & Lutz, 1989).The exposure to the ad leads to
affective responses to the ad and in turn influences consumers’ AHot (Holbrook &Batra, 1987).
Methodology
Single factor design was utilized (ad type: green vs. non-green). Non-green ad communicates the hotel’s
facilities whereas, green ad type additionally informs about hotels’ eco-friendly activities. AAd and EI
were measured. 504 participants were reached through Qualtrics in 2013. Those living in US and stayed
in a hotel in the last two years were included in the study. ANOVA (direct effects) and PROCESS
(indirect and conditional indirect effects) were performed.
Discussion
The results show that attitudes lead to intentions in green advertising context.
Positive AAd leads to favorable AHot and in turn to higher PI. So, hotels’ environmental advertising
strategies may create a favorable company attitude and result in potential future sales. EI functioned as a
moderator whereas ad type only functioned as a predictor. So, individual factors moderates the impact of
green advertising, whereas contextual factors influence attitudes and behaviors directly. Also,
conditional indirect effects did not reveal any significant results. Scholars should consider individual
forces when investigating the effects of advertising types and eco-ad strategies in hospitality sales
research. Hotels should use green ads for various purposes including digital marketing strategies. Ecoads should be a tool to obtain not only for CSR based but also for strategic based results including
demand and sales increase.
References available upon request
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UNDERSTANDING THE LONG-TERM EFFECTS OF ADVERTISING EXPENDITURES
Rui Qi1, Xichen Mou2, David Cárdenas3
University of South Carolina, Columbia, South Carolina, USA, rqi@email.sc.edu1; xmou@email.sc.edu2;
dcardenas@hrsm.sc.edu3

Introduction
Hotel firms are spending large amount of advertising to attract consumers, increase sales revenue, build
brand equity, and ultimate increase firm market value (Reibstein, 2015). Although the advertising’s impact
on firm value through tangible firm sales has been well documented in previous literature (Park & Jang,
2016), its impact on firm value through firm’s intangible assets still needs further investigation, especially
in the long run. This study aims to investigate the underlying channels through which advertising can
influence firm market value, and disentangle the branding channel form the sales channel in the long run.
Methods
Monthly data on market-to-book ratio (MBR), sales, and advertising expenditures of Hilton Worldwide
Holdings Inc. were obtained from January 2014 to June 2018. All variables were taken in natural
logarithms. Hilton Worldwide Holdings Inc. has been one of the major companies in the hotel industry
and building intangible assets such as brand equity is critical for its marketing communications. In order
to recognize the feedback effects between MBR, sales, and advertising expenditures, a vectorautoregressive (VAR) model in differences with j lagged periods was employed in this study.
Results/Discussion/Implication
Augmented Dickey-Fuller (ADF) unit root tests were first conducted to determine whether the variables
are stable or evolving. Results showed that all the performance and marketing variables in this study are
evolving. Therefore, MBR was taken second-order differencing, and sales and advertising expenditures
were taken first-order differencing. Phillips and Ouliaris cointegration tests were then used to determine
whether a long-run equilibrium existed between evolving series. Results showed there was no
cointegration between evolving variables.
Based on the previous results, VAR model in difference was used and then forecast error variance
decompositions (FEVD) were employed, which excluded simultaneous shocking. Results showed the
impact of advertising on MBR relative to other factors. Advertising initially had a small impact on MBR
in period 2, which explained 0.3% of the variance. Gradually the advertising’s impact increased over time
and explained 3.7% of the variance in period 10. Results indicated that advertising had a long-term effect
on firm market value through its branding effect, which was beyond the effect of advertising on sales.
Specifically, the impact of advertising was small initially, but increased over time and finally accounted
for 3.7% of the variance.
Based on the results, advertising expenditures have a long-term effect on firm market value,
beyond the impact of advertising’s influence on sales. Therefore, the branding effect of advertising
expenditures on firm value is suggested, which coexists with the advertising’s tangible effect through sales
References are available upon request
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USING THE THEORY OF PLANNED BEHAVIOR TO PREDICT FOOD SAFETY
BEHAVIORAL INTENTION: A META-ANALYSIS
1

Naiqing Lin1, Kevin R. Roberts2
Kansas State University, Manhattan, Kansas, USA, nlin@k-state.edu; 2kevrob@k-state.edu

Introduction
In the United States, approximately 61% of foodborne illness outbreaks were attributed to a lack of
personal hygiene and improper food handling by employees in the foodservice industry (Angelo et al.,
2017). Other reports suggested that 97% of foodborne illness outbreaks can be traced back to food
handler errors (Livesey, & Clayton, 2010). Foodservice managers and food handlers must perform
essential preventative food safety behaviors. High-quality systematic reviews are frequently updated in
many industries, such as medicine and aviation, to help establish evidencebased guidelines for employee
behavior. However, in foodservice management, there is a lack of systematic reviews and meta-analyses
(Ong et al., 2017). The purpose of this study is to summarize and evaluate the ability of the Theory of
Planned Behavior (TPB) to predict food safety behavioral intentions.
Methods/Results
A total of 1,550 studies were screened, including 19 attitude to intention relationships with an average
regression weight of 0.271 (p<0.01), 13 subjective norm to intention relationships with an average
regression weight of 0.370 (p<0.01), and 14 perceived control to intention relationships with an average
regression weight of 0.247 (p<0.01). The overall random effect size (r) was 0.282 (p<0.001) providing
collective evidence that the TPB constructs predict food safety behavioral intention. The total betweenstudy heterogeneity ratio, using a random effect model, was low and nonsignificant (Q=1.851, p=0.396).
Discussion/Implications
Results confirmed the comprehensive functionality of using the TPB to predict food safety behavioral
intentions within foodservice domains. The total between study variance and heterogeneity ratio using
the random effects model was low and not significant. The study results implied foodservice employees
hold a robust cognitive process regardless of their ethnic background. The quality assessment also noted
that less than half of the studies included in this study utilized an elicitation study, and even less applied
the TACT elements of the behavioral definition to improve accessible behavioral outcomes. An
elicitation study is required with the TPB variables to accurately access attitudinal, normative, and
control beliefs (Ajzen, 1991). Future food safety researchers are encouraged to clearly define the food
safety action using the TACT elements. Overall, the results indicated that subjective norms tend to be
the most influential construct in terms of identifying and predicting food safety behavioral intentions.
Additionally, studies with a large sample size tend to have significantly stronger effect sizes. Thus,
future researchers should also consider investigating group norms and identify collective food safety
culture within large operations.
References are available upon request
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AN EVALUATION OF COLLEGE STUDENTS’ HEALTHY FOOD
CONSUMPTION BEHAVIORS
Yidan Huang1, Pei Liu2
University of Missouri, Columbia, Missouri, USA, 1yhkcr@mail.missouri.edu; 2lpei@missouri.edu

Introduction
Although consumers have become more and more health conscious, the rate of obesity among college
students is still increasing rapidly during the past several years (Pope, Hansen, & Harvey, 2017).
According to Vella-Zarb and Elgar (2009), college students from USA and Canada gained an average of
1.75kg during their first year in college. Among many reasons leading to college students’ obesity,
unhealthy diet is one of the most important factor (Swinburn, Carterson, Seidell, & James, 2004). Based
on the research conducted by Anding, Suminiski and Boss in 2001, the amount of total fat and sugar
consumed has exceeded the recommended level by most college students. Furthermore, their poor diet
habits may last for lifetime long after graduation (Crombie, Llich, Dutton, Panton, & Abood, 2009).
However, factors influencing college students’ food choice are comprehensive and under studied
(Deliens, Clarys, Bourdeaudhuij, & Deforche, 2014). Therefore, the purposes of this study were to
examine main factors (attitudes, body image, guilt, social influences and hunger) impacting college
students’ healthy foods consumption behaviors and to develop strategies to improve healthy eating
habits.
Methods
A total of 321 college students from a Midwest university in U.S. were recruited in this study and data
was collected from a restaurant on campus using paper surveys. Dining receipts from each participant
were also collected to measure students’ consumption behaviors. The survey instruments were
developed based on the literature review (Korn, Gonen, Shaked, & Golan, 2013). Section 1 includes
questions measuring participants’ attitude, body image, hunger level, guilt, social influence, and
consumption intention. Section 2 contains questions of participants’ demographics (such as gender, age,
annual household income, height and weight, years of their study, and dining out frequency).
SPSS Statistics 22.0 for Windows (IBM Corporation, Armonk, NY) was used to analyze the data.
First, descriptive analysis was conducted to summarize the data and test the normality of all variables.
Next, linear regression was carried out to evaluate the relationship between each variables and
hypotheses above. Last, the independent t test was used to exam differences between non-obese
participants (BMI < 25) and obese participants (BMI >=25) in terms of attitude towards healthy diet,
body image, guilt level of consuming unhealthy food, hunger level and social influence.
Results/Discussion/Implication
The first key finding indicates that attitude, body image, guilt and social influence are positively
impacting healthy food consumption intention. Moreover, the consumption intention has the partial
mediating effect between attitude and consumption behaviors. Interestingly, hunger level is significantly
influencing healthy food consumption behaviors without intention. Lastly, nonoverweight group tends to
have a more positive attitude towards healthy foods, a better body image, a stronger social influence, and
consume less calories than the overweight group.
References are available upon request
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HEALTHY TASTE OF HIGH-STATUS: SIGNALING STATUS AT RESTAURANTS
Joongwon Shin1, Anna S. Mattila2
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Introduction
In the U.S., a healthy lifestyle exemplified by healthy eating is emerging as a new status signal. Despite
such a trend, the topic has gained little scholarly attention. To fill this void, we address the following
questions. Do people intuitively believe that high-status people engage in healthy eating? If so, how does
such an intuition influence consumer behavior in a restaurant context? We argue that consumers
spontaneously associate high-status with healthy eating. Accordingly, status seekers motivated to mimic
high-status individuals respond favorably to restaurants offering healthy options.
Methods
Study 1 used a 2 (character’s status: high vs. low) x 2 (character’s gender: female vs. male) betweensubject design (n=119). Participants in the female (male) condition read hypothetical information about
Jessica (Michael) portrayed as high (low) in status in the low (high) status condition. Participants then
imagined the person’s restaurant visit and viewed a menu with comparably priced healthy and less
healthy options. Participants indicated an item that the person is most likely to choose and estimated the
importance he/she would have placed on healthiness.
Study 2 used a two-factor (need for status: continuous, menu type: healthy vs. less healthy)
quasi-experimental design (n=148). In the first part disguised as a personality test, participants reported
their need for status along with filler information. In the ostensibly unrelated second study, participants
in the healthy (less healthy) condition viewed a restaurant menu consisting of healthy (less healthy)
options. Menu options were comparably priced across the two menus. Participants then indicated their
restaurant-specific share of visits.
Results/Discussion/Implication
Findings from Study 1 suggest that people believe that a high-status (vs. low-status) person places
greater importance on healthiness of menu items. Consistently, a high-status person is judged as being
more likely to choose healthy dining options. Findings from Study 2 indicate that need for status has a
positive effect on preference for a restaurant with healthy menu items. Healthy dining options seem to
act as a status signal and thus, appeal to status seekers. Based on such findings, we suggest that policy
makers and restaurateurs promoting healthy eating 1) propagate status connotations of healthy eating
and 2) situationally increase consumers’ need for status or target status seeking consumers.
The current research contributes to the consumer literature by demonstrating a positive aspect of
status-seeking consumption. Negative implications of status seeking have been widely examined
whereas its positive implications have garnered little attention. Our findings fill this void by showing
that need for status can enhance consumer preferences for healthy dining.
We further add to the literature by showing that price is not the only inroad to status signaling. It
is well-known that unaffordable prices are often central to status symbols. However, our findings show
that healthy (vs. less healthy) dining options have stronger status connotations even when they are
comparably priced, ruling out price-specificity of status signaling.
The authors thank the Marriott Foundation for the funding of this research.
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RECONCILING THE HONESTY OF CUSTOMER COMPLAINT BEHAVIOR:
THE EFFECT OF THE PRESENCE OF OTHERS
Dan Jin1, Robin DiPietro2
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Introduction
Studies indicate that the social presence of other people is a primary psychological mediator that causes
a difference between customers’ direct or indirect complaint methods (Qiu, Li, Mattila, & Yang, 2018).
For example, when people are involved with others, being watched and evaluated, they may act
differently than when they are alone (Lin & Xu, 2017). This leads to the importance in understanding
the nature of complaint behavior: controlled and autonomous (Nguyen & Coudounaris, 2015).
Controlled complaint behavior refers to a complaint that is made in the presence of others; while,
autonomous complaint behavior refers to a complaint that is made without the presence of others (Cahir
& Lloyd, 2015). In the opposite way, complaining without the presence of others may cause autonomous
complaint behavior, such as an abandon from restrictions or a lack of restraint on the way people
complain (Koole, Schlinkert, Maldei, & Baumann, 2018). In addition to the controlled and autonomous
customer complaint behaviors, service failure severity could also be an important concern for customers’
complaint behaviors in expressing their honesty in their reviews (Bereczkei, et al., 2010). Yet, why the
presence of others may influence customer service complaint behavior, and how service failure severity
may create different levels of customer’s complaint honesty has failed to be addressed fully in previous
literature. Therefore, the purpose of the current study is to assess in more detail the role that various
factors such as presence of others, the complaint method, or the severity of the service failure influence
customer complaint honesty. In particular, we examine: 1) whether the presence of other people is
capable of influencing customers’ complaint behaviors (in the presence of others vs. without the
presence of others); 2) how the complaint method (direct interpersonal complaint vs. indirect online
complaint) affects the honesty of complaints and 3) determine whether the severity of the service failure
affects customers’ levels of honesty when using different complaint methods.
Methods
The scenario-based 2 (Presence of others: Yes vs. No) X 2 (Complaint method: direct interpersonal
complaint vs. indirect online complaint) experimental design will be used in this study. An online consumer
survey panel, MTurk was used for conducting this experiment (Paolacci & Chandler, 2014). Data analysis
used ANOVA for testing the response means of "the level of honesty of complaint" (Wang, Yan, Lin, & Cui,
2017). Additionally, the moderated mediation effect of service failure severity will be determined using
Hay’s Model 8 (Hayes, 2013) PROCESS.
Results/Discussion/Implication
Overall, the findings suggest that the presence of others and different customer complaint methods have the
capacity to alleviate the level of honesty in their service evaluations. Customers tend to be more honesty with
their complaints without the presence of others, thus service providers should create feedback channels for
customers where they can express their sincere feedback while not being watched by others. Also, as the
service failure severity matters more in indirect complaint honesty, the study finding is of value to service
marketers to put more focus on reviewing online service complaints resulting from severe service failures.
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Introduction
Obesity is a growing and urgent public health problem in the United States. To prevent the increasing
rate of obesity, numerous campaigns have been conducted to stimulate healthy eating habits. However,
many of these approaches are rather one-sided, focusing solely on raising consumer’s health
consciousness (Lessa, Zulueta, Esteve, & Frigola, 2017). One of the drawbacks is that the choice of lowcalorie foods in restaurants is made without a deep understanding of consumer’s needs and wants.
Consequently, the main purposes of this study were to (1) investigate consumers’ preferences among
four forms of low-calorie food alternatives: reformulation, elimination, resizing, and substitution; and
(2) to explore how consumers’ motivation and lifestyle affect their intention to order low-calorie foods
using the theory of planned behavior.
Methods
The study solicited participation by using Amazon.com’s Mechanical Turk (MTurk) interface for subject
recruitment. The online survey was hosted by Qualtrics.com.
The questionnaire consisted of three sections. The first section adopted an innovative approach to
investigate participant’s preferences among four low-calorie food alternatives – participants were first
given a scenario about building a meal in a casual dining restaurant, then they were asked to create the
“ideal meal” by choosing from different ingredients (i.e., the protein, toppings, sauce, and side dishes).
Next they were told to modify their choices to reduce the calorie content so that it fell under 650
calories. By comparing the “ideal meal” with the “calorie-reduced meal”, the methods participants used
for modification were summarized and their preferences were revealed. The second section included
general questions and TPB measurements. Demographic questions were included in the third section.
Statistical analysis included descriptive statistics, multiple regression, and one-way analysis of variance
to assess significant influence (p < .05).
Results/Discussion/Implication
Results showed that consumers have a clear preference towards elimination and substitution, rather than
resizing and reformulation. The trend that high-calorie ingredients were often eliminated or substituted
with healthier ingredients highlighted the importance and effectiveness of menu calorie labeling as
consumers may adjust their food choices based on calorie information. Moreover, consumers showed
high taste expectations for traditional favorite foods such as pizza and burgers. Therefore, the entrée type
of menu items is more feasible and amenable to modification to decrease the calorie content. Marketing
practices could be used to educate consumers about new low-calorie alternatives to create demand and
promote these items. Lastly, food choice motives were found to influence consumers’ behavioral
intention, indicating that they were meaningful additions to the TPB model.
References are available upon request
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A THREE-WAVE SEQUENTIAL MIXED METHOD FOOD SAFETY STUDY
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Introduction
According to the most recent government data, approximately 61% of foodborne illness outbreaks were
attributed to lack of personal hygiene and improper food handling by employees in the foodservice
industry. Foodservice employees fail to adhere to safe food preparation practices, may directly
introduce pathogens that can cause illness and death. Few qualitative studies have examined the barriers
of effective managerial practices that influence employee’s food safety behaviors. Therefore, the
purpose of the study is to explore employees’ perspectives about managerial practices that influence
their food safety behaviors.
Methods
A five-month longitudinal mixed method design, which allows a nest-purposeful sampling strategy to
identify key informants for interviews, was used. A total of 642 foodservice employees (wave-1)
currently working in the United States participated in a survey to be accessed for food safety knowledge
and food safety behavioral variables. Among these 642 employees, 263 were purposefully invited to
participate in qualitative data collection (wave-2) by answering a set of open-ended questions. A total of
36 participants responded out of 263, and after the analyses, two participants were selected for in-depth
interviews. A total of three core themes with 19 codes relevant to the purpose were extracted.
Results/Discussion
Results from the wave-1 survey showed that most of the foodservice employees have strong intentions
to perform food safety, demonstrated strong personal self-efficacy regarding food safety practices, but
have failed food safety knowledge test. After the qualitative analyses (wave-2 and 3), the results noted
the urgent needs to improving food safety practices during rush hours or when the restaurant is bustling.
The key informants identified two reasons to forgo food safety might be caused by not enough staff
scheduled for the shift, and the ‘customer-first’ philosophy to cut corners and serve the customers
promptly. Contracted to the popular business model that puts speed over safety, our participants (wave2) suggest that a clean and well-practiced food safety always results in happy customers thus brings
long-term profits. Other critical findings through qualitative analyses identified several factors for
successful food safety management including: managers being the role-model and take account for their
actions, or managers physically engaging in activities that display skills, techniques, commitment toward
professional behaviors. Others noted that it is important for managers to keep an open communication
and provide adequate on-site monitoring and appropriate retraining overtime. It is important to note that
most managers (wave-2) agreed that following-up after training, and being able to monitor practices at
work, is one of the critical elements needed to improve the current food safety training programs.
References are available upon request
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INTENTIONS REGARDING BRANDED AND INDEPENDENT FOOD TRUCKS
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Introduction
The popularity of food trucks is becoming more prevalent as the food truck industry starts valuing and
maintaining their customer relationships (Henderson, 2016). Prior studies propose that the attributes of
food trucks overlap with brick-and-mortar restaurants such as delivering good quality of food (Clancy &
de Seife, 2016) and customer relationships (Ibrahim, 2011). Extending this view, the current study aims
to assess some potential overlapping attributes between food trucks and brick-and-mortar restaurants
(Engber, 2014; Ladhari, Brun, & Morales, 2008; Weber, 2012). As some brick-and-mortar restaurants
are even using food trucks as a part of their strategies for brand visibility in order to extend their
restaurant segments. The issue of how guests perceive food trucks is important for management and
restaurant owners to understand. Mobile food trucks are categorized into two types: branded food trucks,
which are brick-and-mortar restaurant-based food trucks (Hawk, 2013); and independent food trucks,
which are traditional, non-nationally recognized branded food trucks (Ragavan, 2014). However, how
customers perceive these two categories of food trucks has not been fully studied. Therefore, this
research focused on answering two questions: Are there differences between customer perceptions of
branded and independent food trucks’ attributes? Does the food truck category affect customer
satisfaction and behavioral intention?
Methods
To evaluate customers’ perceptions of food truck attributes, the DinEX scale was used. The DinEX scale
has specific constructs that involve food quality, service quality, atmosphere, food healthfulness, and
social connectedness that sets it apart from the other scales measuring restaurant attributes (Antun et al.,
2010). While the DinEX scale has been validated for the case of casual-dining restaurants on
satisfaction and behavioral intentions (Bufquin, DiPietro & Partlow, 2017), it has not been used with
food trucks. A survey instrument was sent through Amazon Mechanical Turk screening for respondents
who are U.S. citizens, are over 18, and have eaten at a food truck in the last month.
Results/Discussion/Implication
The results revealed higher perceptions of social and health factors in branded food trucks. Because the
brands may be more familiar to the consumers of branded food trucks, the branded food trucks may
promote more of a sense of belonging, confidence in quality, and feelings of being “at home”.
Independent food truck consumers had higher perceptions of food quality. There was no significant
difference between the perceptions of the service or atmosphere factors. This may be due to the limited
amount of service provided by food trucks compared to a dine-in restaurant setting. Results of t-tests
revealed that there was a statistically significant difference for satisfaction when compared between
types of food trucks which follows previous branding research (Ko & Chiu, 2008), however, this was
not the case for the behavior intention outcomes. This may be due to the nature of the food trucks often
being in a temporary location so return intentions may be more determined by convenience of the
location than the actual food truck.
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Introduction
As of 2017, only 37% of restaurants in the U.S. offered online ordering and 42% of consumers would
choose one restaurant over another because of their ability to order online (National Restaurant
Association, 2017). According to The NPD Group, digital ordering contributed about 1.9 billion
foodservice visits in the last year or 3% of overall visits (Glazer, 2017).
While consumers’ perceptions of online ordering and delivery have been evaluated for retail and
grocery segments, there is a paucity of research on the restaurant segment (Yeo, Goh, & Rezaei, 2017).
Thus, this study focused on the relationship between perceived ease of use (PEOU) of online ordering,
perceived usefulness (PU) of online ordering, food quality, and the consumer’s desire for social
interactions with consumer’s behavioral intentions toward ordering online from restaurants. The
technology acceptance model (TAM) was developed by Davis (1989) for measuring behavioral intention
for adoption of new information technology in an organizational setting. TAM assesses a potential
user’s PEOU and PU of the new technology. Order accuracy and convenience were the two most
important reasons to use online ordering from restaurants according to users, while the most common
reason for non-use was that consumers preferred to interact with a person (Kimes, 2011).
Methodology
The population of this study includes all U.S. citizens 18 years or older who regularly dine at restaurants
and have access to online ordering. A self-administered, online questionnaire was distributed through
Amazon’s Mechanical Turk and resulted in 344 usable responses for a response rate of 80.94%.
Results/Discussions/Implications
Results of multiple linear regression found that PEOU and PU both have positive correlations with
behavioral intentions. This shows that increased PU and PEOU of online ordering may lead to an
increase in behavioral intentions and positive word of mouth regarding the technology. Food quality was
also found to have a positive relation with behavioral intentions. While it has already been shown that
the quality of food is vital when dining in the restaurant (Namkung & Jang 2007; Ryu & Han, 2010),
this research shows that it also influences behavioral intention with regards to online ordering.
Conversely, the desire for social interaction had a negative relationship with behavioral intentions,
meaning that consumers with a greater desire for social interaction are less likely to order online.
Independent-samples t-tests found that age was the only sociodemographic of those measured to
lead to differences in behavioral intention. Customers 35 and younger were more likely to contribute
word-of-mouth than those older than 35. Results also showed that those who had ordered online more
than twice a month were more likely to continue ordering online in the future than respondents who had
ordered less than twice a month.
This study contributes to the TAM literature by extending the model to the case of online ordering
from restaurants and by adding the external variables of perceived food quality and consumer’s desire for
social interaction.

The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 110

ROLES OF ORGANIZATIONAL IDENTIFICATION AND DISIDENTIFICATION ON
INTENTION TO STAY USING THE DUAL FACTOR APPROACH
So Hee Park, Ki-Joon Back2
University of Houston, Houston, Texas, USA, spark9@uh.edu1; kback@uh.edu2;

Introduction
High employee turnover, one of the major issues in the service industry, can lead to decreased
profitability by damaging consistency and service quality and increased costs related to hiring
replacements (Tracey & Hinkin, 2008). Recent studies have attempted to focus on the employees’
psychological attachment to understand employee turnover intention. Organizational scholars (e.g.,
Abrams, Ando, & Hinkle, 1998; Van Dick, 2004) have used social identity theory to predict one’s workrelated attitudes and behaviors (Rikettaa & Van Dick, 2006). Although significant research has dealt
with identification, findings of the conceptualizations, definitions, and measurement instruments of
organizational identification(OI) and organizational disidentification (ODI) has been inconsistent
(Boroş, 2008) and there is great need to clarify the antecedents and the roles of OI and ODI on intention
to stay in restaurant settings. The objective of this research is threefold: (1) to examine that POS, PBA
were the antecedents of OI and perceived organizational obstruction (POO) and perceived unethical
organizational behavior (PUOB) were the antecedents of ODI respectively. (2) to identity the respective
roles of OI, ODI, and their antecedents on employees’ intention to stay and (3) to examine whether OI
and ODI are unique distinct constructs according to the dual factor approach.
Methods
An online survey using MTurk was conducted to test the theoretical framework in May 2018. The
sample consisted of 590 restaurant employees. A two-step approach was used in this study. Before the
structural model, a measurement model was estimated to test the internal and external consistency of the
measures, and then the structural model was used to assess the relationships among research variables.
Results/Discussion/Implication
PBA and POS increased OI, and PUOB and POO increased ODI. POS was positively associated with
intention to stay, but the effects of PBA and POO were insignificant and PUOB was positively related to
intention to stay. While OI increased intention to stay but the effect of ODI on intention to stay was not
significant.
Theoretically, this study demonstrated the usefulness of the social identity approach in the
organizational setting by providing empirical data on the topic. OI was found to be a significant
predictor of intention to stay but ODI was not. This result also proves that ODI is not merely the
opposite pole of OI. Second, the mediating effect of OI on POS, PBA, and intention to stay were
confirmed. Third, this model explained a substantial proportion of the observed variability in turnover
intention. Practically, our results suggest that restaurant managers should actively focus on the topic of
OI to increase employees’ intention to stay. Showing employees appreciation formally and informally
for their hard work such as prizes and recognitions can make feel employees that they are valued in the
organization. Also, organizations should continuously communicate with employees about the available
organizational support or benefits during not only orientation trainings but also on-going trainings
References are available upon request
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Introduction
Restaurants, regardless of their segments, are expending the use of interactive restaurant selfservice
technology (IRSST). Research in restaurant management has primarily focused on consumer acceptance
of mobile technologies, few have investigated the adoption of onsite IRSST. To maximize customers’
innovative service experience via IRSST, an understanding of the fundamental antecedents regarding
customers’ IRSST use is critical for restaurant industry professionals. According to extent studies, value
is considered as a powerful tool to explain people’s behaviors. Attitudes, including expected consequential
influences, such as hedonic expectation (HE) and utilitarian expectation (UE) of a specific behavior, are
treated as a strong intermediary that connects between values and behaviors. Therefore, this study
examined the influences of consumer’s values, HE, and UE on their intention to use IRSST by adopting
the value-attitude-behavior (VAB) model. Research in restaurant management has identified that
consumers’ hedonic and utilitarian dining value focus vary depending on the type of restaurants. This
different dining value illustrates how different types of restaurants can affect the magnitude of the
relationships among value, expectation, and behavioral intention between quick-service and fine-dining
restaurants. Therefore, this study also investigated the moderating role of the type of restaurants within
the VAB model proposed above.
Methods
Through the literature review, an online self-administered survey questionnaire was developed and
distributed to randomly selected respondents in the United States. For data analysis, a confirmatory factor
analysis was conducted to estimate the reliability and validity of the measurement models. Then, structural
equation modeling with a robust maximum likelihood (MLR) method was used to test the proposed model.
To test the moderating effect of restaurant type, a multiple group analysis was performed.
Results/Discussion/Implication
Customers’ value toward use IRSST had significant positive effects on both HE and UE. In addition, the
effects of value, HE, and UE on the intention toward use IRSST were statistically significant. The chisquare difference test revealed that the proposed relationships differed significantly in two types of
restaurants. As expected, the effect of value on HE was significantly higher for customers in fine dining
restaurants than customers in quick service restaurants. In addition, a significant positive relationship
between HE and behavior intention was found in fine dining restaurants, but this impact was not identified
in quick service restaurants. Moreover, the indirect effect between value and behavior intention through
HE was significant for fine dining restaurant customers, but not for quick service restaurant customers.
This study extended consumer behavior research in using onsite interactive technology, and provided
insights for restaurant professionals on the feasibility of equipping IRSST in their restaurants.
References are available upon request
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WHEN UNPLEASANT TASTE FEELS NUTRITIOUS:
THE EFFECTS OF CLEAN LABELING ON CONSUMER FOOD PERCEPTIONS
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Introduction
The objective of this research is to examine the influence of the clean labeling claim on consumers in the
restaurant industry and to provide concrete and specific findings. To this end, this study utilizes the
valence of the food (pleasant tasting food vs. unpleasant tasting food) as the moderator and examines
whether or not the effect of clean labeling will vary due to the taste of food item itself. We expected that
the clean labeling claim would positively influence the consumer’s dining expectations and food
evaluations specifically nutritional perceptions. However, we posited that this effect of the clean labeling
on nutritional perceptions is only significant for the food item with an unpleasant taste. Previous
research has shown that a healthy food item is considered as less tasty (Raghunathan et al., 2006), and
we posited the converse of their claims; when an unpleasant food is accompanied with a clean labeling
claim, consumers perceive the product as more nutritious.
Methods
A 2 (Labeling: conventional vs. clean) X 2 (Food: pleasant vs. unpleasant tasting) betweensubjects
experimental design was employed. A total of 183 participants were recruited for a food evaluation
study in a university lab. Once signed in to the sensory lab, each participant was directed to sit
individually in a booth and follow the directions on their computer screen. Half of the participants read
the introduction of the fictitious restaurant with their clean labeling policy while the other half was
exposed to the conventional marketing claim. After reading, they were asked to rate their level of
expected dining experiences in this ABC restaurant. Then, two different types of food were randomly
distributed to each participant. Half of the participants were given a product that was relatively pleasant
tasting (hummus spread on a plain cracker) while the other half received a product that was relatively
unpleasant tasting (a yeast-based vegetable spread on a plain cracker). After tasting, participants were
asked to answer questions related to their taste and nutritional perceptions.
Results and Discussion
Our results found that consumers form higher expectations when clean labeling was presented. Also, this
restaurant-level clean labeling (vs. conventional marketing) claim helps an unpleasant food item to be
perceived as more nutritious. This study provides evidence that the converse of the ‘healthy= less tasty’
intuition is also true; less tasty food is perceived to be as healthier. This study also provides practical
implications for the foodservice industry by confirming the positive impact of clean labeling claims. The
clean labeling claim does help consumers form higher dining expectations about restaurants. Our
findings suggest that food service practitioners should consider removing all the artificial ingredients,
colors and flavors from their menus, and furthermore, they need to communicate these efforts with their
consumers. If a restaurant has joined the clean labeling trend, it is better to communicate their efforts to
the consumers which should help them build better expectations about the restaurant. Also, food
practitioners may use some ingredients with bitter tastes (such as kale, arugula, dandelion greens, coffee,
and turmeric) to increase the nutritional concept along with the clean labeling movement.
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HOW DOES CSR MESSAGE ON SOCIAL MEDIA AFFECT BRAND EQUITY? THE ROLE
OF SOCIAL DISTANCE
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Introduction
Corporate social responsibility (CSR) is a critically important issue for companies around the world
(Reilly & Hynan, 2014). CSR is broadly defined as a company’s status and activities with respect to its
perceived societal or, at least, stakeholder obligations (Brown & Dacin, 1997). Many corporations
embed CSR in their corporate positioning and marketing as a tool to enhance their corporate brand
image and reputation. (Campbell, 2007; Schmeltz, 2012). Although CSR has become part of the
corporate strategies’ dimensions, it remains important here to discriminate CSR strategies from
greenwashing. CSR communication strategy is considered to be the most effective on social media
(Foux, 2006). Social media is increasingly perceived by consumers as a more trustworthy source of
information and knowledge than traditional channels such as TV and advertising (Foux, 2006; Colleoni,
2013).
Chain restaurants are more likely to adopt social media because they possess greater cognitive
and information processing abilities (Perrigot et al., 2012). Leading restaurant firms have initiated
various CSR initiatives as another corporate strategy to enhance the reputation and financial benefits
(Jung, Kim, Kang, & Kim, 2018). Although chain restaurants have attempted many efforts to win back
customers and improve sales, some chain restaurants still failed to change their negative image and to
reinvigorate their business (Sutton, 2015).
Considering the large influence of social media communication on the chain restaurant industry
(Šerić, & Praničević, 2018), it is critical to develop CSR communication strategies on social media
which are differentiated from ‘green washing’. In addition, because the firms’ economic value and trust
on social media are mainly derived from customer’s interpersonal similarity or likability in online
community (Algesheimer et al., 2005), it is worth to examine the role of social distance in social media
communication.
Methods
The research was conducted in the chain restaurant context, and 403 social media users who had dining
experience in a chain restaurant one-week prior to data collection were selected. Two different types of
Facebook fan pages of chain restaurants containing concrete and abstract message were adapted based
on the previous research of defining each message type (Kim, & Bae, 2016). This study used a two-step
approach of SEM and a 2 by 2 between-subject experimental design to test the hypothesized model
(Anderson & Gerbing, 1988).
Results/Discussion/Implication
This study identifies that CSR message perception on Facebook is not an influential factor in building up
brand equity. Second, the perception of CSR message on social media makes customer’s social distance
closer, and this close social distance enhances brand equity. Third, the findings of the experimental
design suggest that chain restaurant’s concrete (vs. abstract) CSR message on Facebook has a more
positive impact on customer’s brand equity when their social distance is close (vs. distant).
References are available upon request
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Introduction
Numerous restaurant research results have shown the casual relationship between market demand and the
number of restaurants using diverse regression methods (e.g. McKinnon et al., 2009). However, in a
practical application stand point, the importance of predicting the causal relationship can be as important
as the causal relationship itself.
Although all restaurants share the common trait of serving food, low price restaurants are
polynuclear while high priced restaurants are agglomerated due to cost of distance (Jung & Jang, 2018).
When considering this in terms of the number of restaurants, this may affect the prediction for lower
priced restaurants, since lower priced restaurants have a greater possibility to consist of greater market
power by advertisement, since more chain and franchised restaurants exist in this segment than higher
priced restaurants.
Literature/Methods
This study does not lie on the obvious question of whether demand affects the number of restaurants
within a bound, but rather focuses on how well the prediction can be made and whether prediction of the
number of restaurants by demand affects differently by restaurant segments due to theories of market
power and substitution of food retail. For chains and franchises, the cost of advertisement to exposure is
more efficient due to economy of scale by the establishment of brand name (Rubin, 1978). This creates a
difference in information between chain/franchised and non-chain/franchised lower price restaurants,
where imperfect information can lead to some degree of monopoly due to uneven demand which creates
market power (Stiglitz, 1979). In addition to market power, lower priced restaurants may also share
demand with retail food stores. A substantial number of researches in the health science have attempt to
identify market demographics and the relationship between fast food restaurant and supermarkets (e.g.
Lamichhane et al., 2013; Macdonald et al., 2009). If both businesses share demand, lower priced
restaurants should experience an improvement in predictions in the model when including food related
retails.
To answer these questions, this study uses decision tree, support vector machine (SVM), and
neural network, which are machine learning (ML) techniques to predict the number of restaurants that
exist from a zip code and to avoid regression type model disadvantages in prediction.
Results/Discussion/Implications
Findings of this research show that although market demand plays a significant portion of predictability
when answering the optimal number of restaurants, market power based on the proportion of franchise or
substitution from retail food stores should be considered especially when doing research regarding lower
priced restaurants. This can be significantly important in a practical stand point, since the predictability
of a model can be more important than identifying a variable’s effect when implementing to real business
location selection. Moreover, the findings of lower priced restaurants to significantly improve as franchise
information is incorporated in the model imply precaution when doing prediction models especially in
lower priced restaurants.
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Introduction
The current study focuses on the effects of atmospherics on consumers’ social interaction at a studentled restaurant. Kotler (1973) defines atmospherics as the conscious designing of space to produce
emotional effects in the buyer to enhance purchase probability. Atmospherics are apprehended through
the senses and can be divided on the basis of the five human senses (sight, sound, scent, touch, and taste)
(Heung & Gu, 2012).
Existing literature has demonstrated the effects of ambiance, lighting, location, and cleanliness of
the restaurant on consumers’ decision making (Abdullah, Ariffin, & Bibon, 2010; Han & Ryu, 2011;
Heung & Gu, 2012; Jang & Lui, 2009). Within the literature, attention has been paid to effects of music
(Biswas, Szocs, Chacko, & Wansink, 2017; Caldwell & Hibbert, 2002; Heung & Gu, 2012) within
restaurants. We shift the idea away from what consumers spend in restaurants, (the extant variables) to
what consumers earn from restaurants. Our study proposes that atmospheric created by lighting and
music will influence customers’ experience of social interaction.
Methods
This study conducted a two-factor (music and light) between-subjects experiment in a studentrun
restaurant. Questionnaire consisted of 7-point Likert-type scale for social interaction, and two covariates
of cultural familiarity of the food and likability of the table setting. In the presence of music conditions,
classical music was selected by prior studies (Wilson, 2003; North et al., 2003) with appropriate volume
(Avg. 65-70 dB, Max. 85-90 dB; Rohrmann, 2003). In considering both previous studies and the
conditions of the restaurant illuminance, dim lighting was adjusted to an average of 60 Lux and bright
lighting condition was adjusted to an average of 300 Lux.
Results/Discussion/Implication
After controlling for the liking for table setting and the cultural familiarity toward the food, the main
effect of light was significant, F(1, 103) = 9.573, p = .003, ηp2 = .085, indicating that participants had
more positive social interactions under bright light (M = 6.22, SD = .78) rather than under dim light (M
= 5.65, SD = 1.08). The main effect of music was also significant, F(1, 103) = 8.751, p = .004, ηp2
= .078, indicating that participants had more positive social interactions with music (M = 6.23, SD = .77)
rather than without music (M = 5.72, SD = 1.07).
The interaction between light and music was significant, F(1, 103) = 4.027, p = .047, ηp2 = .038.
Independent t-tests with a Tukey correction were used to examine the adjusted means by music
condition. The environment of bright light attributed to more positive social interactions when music is
absent, p = .002, d = .90. However, the lightning difference was not significant when music is present, p
= .678, d = .174. Findings of the study demonstrated positive social interactions under the bright light
condition and positive social interactions with the presence of music.
References are available upon request
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Introduction
Globally, around one-third of the food produced for human consumption is wasted. Forty-eight percent
of produce is wasted due to its inferior appearance (Sheffield, 2016). These inferior dimensions are
generally classified on the basis of: 1) visually undesirable, 2) close to or past the expiration date, and 3)
superficially damaged packaging (Aschemann-Witzel, de Hooge, Amani, Bech-Larsen, & Oostindjer,
2015). For this research, the three types of suboptimal food were conceptualized as visually, temporally,
and peripherally suboptimal, respectively.
The purpose of this study is to examine consumers’ perceptions and behavioral intentions towards
different types of suboptimal food (i.e., visual, temporal, and peripheral) at different stages of the
consumption chain (i.e., purchasing, consuming, and discarding). Specifically, objectives of this
research are to: 1) identify the salient inferential determinants of suboptimal food; 2) uncover the salient
attitudinal determinants of suboptimal food; 3) examine behavioral differences (if any) with regard to
suboptimal food; and 4) evaluate the associations between the determinants and consumers’ behavioral
intentions.
Methods
The current study was conducted through a self-administered survey. The instrument for this research
was created with Qualtrics software and distributed through MTurk. The responses were processed and
analyzed using SPSS 24.0. MANCOVA and Canonical Correlation Analysis were performed to address
the study questions. The sample size was 663.
Results/Discussion/Implication
The findings demonstrated that temporally suboptimal food is significantly inferior to those of
conventional food; whereas visually suboptimal type is superior to those of conventional food as
perceived by consumers. The findings also showed that the inferential determinants, attitudinal
determinants, and the behavioral intentions, respectively, are significantly different across the three
suboptimal types. Specifically, consumer perceived nutritional value toward visually suboptimal type is
significantly higher than those of the other two suboptimal types.
Additionally, their financial attitudes (i.e., perceptions of financial loss) and disposal intentions toward
temporally suboptimal food are significantly higher compared to those of the other two types.
Moreover, this study identified fairly consistent associations between the determinants and the
behavioral intentions across the three suboptimal types. They are referred to 1) food that is perceived
with risk are more likely to be discarded; and 2) food with higher nutritional value, overall quality, and
general evaluations are more likely to be purchased and consumed.
The findings demonstrated interesting results that, contrary to prior literature (de Hooge et al.,
2017; Loebnitz & Grunert, 2015), consumers perceive visually suboptimal food is superior to
conventional food in terms of overall quality, perceived nutritional value, sensory perceptions, and
general evaluation. Even compared across the three suboptimal types, visually suboptimal food is not a
major concern as believed by previous literature. Additionally, the current study draws counter-intuitive
conclusions that even though consumers perceive that temporally suboptimal food carries the highest
financial loss, their disposal intentions rank the highest across the three suboptimal types. Ironically,
their moral concerns toward such disposal intentions are the lowest across the three suboptimal types.
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Introduction
According to the FDA (2018a), “using a food thermometer is the only reliable way to ensure safety”.
Surprisingly, however, comprehensive recommendations for the use of thermometers were only made
relatively recently (Almanza et al., 2017; Lando & Chen, 2012), and often, a visual inspection was the
primary method to verify the “doneness” of foods (Lyon et al., 2000). Consumers are not using
thermometers as often as recommended (Lando & Chen, 2012; Maughan et al., 2016). However, few
studies reported information about thermometer ownership and use among consumers and its association
with other factors has rarely been investigated. To better understand the use of food thermometers from
various perspectives, this study examined its relationships with demographics and other food safety
factors using a nationally representative sample.
Methods
Data from the U.S. Food and Drug Administration 2016 Food Safety Survey (FSS), a population-based
telephone survey using a random digital dial process, was used. A total of 4,169 consumers completed
interviews. Questions measured thermometer ownership, thermometer usage frequencies for four food
types, demographics, awareness of foodborne pathogens, microbial food contamination risk perception,
raw and undercooked foods risk perception, food safety practices including handwashing, kitchen and
kitchenware cleaning, and food preparation and storage practices, and risky food consumption
behaviors. The questions were either used in their original format or summed to create indices. If indices
were created, responses were assessed and recoded by four food safety researchers and approved by
three researchers from the FDA. A probit model was used to test associations with thermometer
ownership, and two-step ordered probit models with sample selection were used to test associations with
thermometer usage frequencies (Heckman, 1979).
Results/Discussion/Implication
Most consumers (67%) reported that they owned a thermometer. Among those who owned a
thermometer, the thermometer was most frequently used for roasts (38% always), followed by chicken
parts (19% always). The majority of consumers with thermometers never used it for hamburgers (66%)
and baked egg dishes (58%). Most demographic factors, awareness of foodborne pathogens, food safety
practices, and risky food consumptions were significant predictors of owning a thermometer. Awareness
of foodborne pathogens, food safety practices, and risk perception about raw and undercooked foods
were also primary determinants of frequent food thermometer use across food types, controlling for
other factors. Findings suggested particular segments might benefit more from information regarding
foodborne pathogens, safe practices, and risks associated with consuming raw and undercooked foods.
References are available upon request
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Introduction
A growing number of Americans are health conscious when selecting a menu or choosing a restaurant to
dine in. Following on years of success for cooking shows on TV, merging kitchen and dining areas has
become a hallmark of good restaurant design from quick service to fine dining, which promotes
transparency, hygiene, and healthy foods. As the open kitchen proliferates, it has somewhat undermined
customer comfort and enjoyment in dining due to cooking fumes and insufficient ventilation. A study by
the University of California, Riverside found that grilling burgers at fast food restaurants releases twice
as much particulate matter (PM) into the air per year as truck and factory emissions (Welch, 2012).
Previous research shows that cooking is a significant source of indoor PM that can cause adverse health
effects (Long, Suh, & Koutrakis, 2000; Taner, Pekey, & Pekey, 2013). Therefore, employees’ health as
well as customers’ might have been put at risks. However, government regulations and managerial
actions that would reduce PM pollution of the kitchen in the restaurant were hardly found. Also it is still
unknown whether the PM pollution emitted from the commercial kitchen would travel to the dining
room of the restaurant. Therefore, the purpose of the study was to empirically investigate PM pollution
in the dining room of the restaurant with the open kitchen.
Methods
To measure indoor PM mass concentrations, the dining rooms of two separate restaurants were selected;
a quick and a full-service chain restaurant with the open kitchen in the southeastern United States. The
fast food chain restaurant is a major chain brand that primarily serves hamburgers and French fries. The
full-service chain restaurant is a fast-growing upscale casual chain restaurant that mainly serves grilled
meat and pastas. PM10 and PM2.5 were monitored during peak business hours using a Lighthouse
Worldwide Solutions Handheld 3016. The equipment was placed on a table in the center of each dining
room. Ambient outdoor PM levels by each restaurant were also observed for comparison. The
equipment was set to take samples for a 300 consecutive seconds (5 minutes) with a 10-second pause
between samples.
Results/Discussion/Implication
The results of our field experiment show PM pollution exists in the dining room both of quick and fullservice restaurant with the open kitchen higher than outdoors. It was very disturbing to learn that PM
concentrations in the dining room of full-service restaurant were extremely high; 345.3 µg/m3 of PM10
and 98.7 µg/m3 of PM2.5 for six business hours while the US EPA regards
35 μg/m3 of PM2.5 and 150 μg/m3 of PM10 acceptable over 24 hours. It is obvious that restaurant
employees and customers in the full-service restaurant with the open kitchen have exposed to serious PM
pollution. Local authorities should immediately examine the effectiveness of the kitchen ventilation
system of restaurants and mandate proper regulations to prevent occupational and public health risks.
References are available upon request
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Introduction
The main purpose of this study is to gain an understanding of how the emotional solidarity scale (ESS)
(comprised of three unique factors: welcoming nature (WN); emotional closeness (EC); and sympathetic
understanding (SU)) and theory of planned behavior (TPB) (comprised of three unique factors: support
for tourism development (STD); subjective norms (SN); and perceived behavioral control (PBC)), are
effective and powerful in predicting residents’ intentions to support for tourism development. To date,
the ESS has been used as a predictor of the attitudinal measure of STD (Woosnam, 2012). However, no
work has focused on ESS serving as a predictor of behavioral intentions (here after abbreviated as BI),
and no study has extended the TPB model by including residents’ emotions which shows the importance
and uniqueness of this study.
Methods
A survey was conducted in four key districts in Izmir, Turkey: Izmir city center, Çesme, Selçuk and
Menderes, yielding a robust sample (n = 740). CFA of the ESS, TPB, BI revealed factor structures
consistent with the literature. Reliabilities for the seven factors were high, ranging from 0.78 to 0.94
(i.e., WN was 0.78, EC was 0.82, SU was 0.84; STD was 0.89, PBC and SN were 0.94, and BI was 0.90).
In addition to this, all factors were highly valid (i.e., the average variance extracted (AVE) was greater
than 0.5).
Results/Discussion/Implication
Both the measurement model and structural model demonstrated acceptable and adequate fit with
incremental model fit indices (i.e., IFI, TLI and CFI) values greater than 0.97, and the absolute model fit
indices (e.g., RMSEA) values less than 0.05. Collectively, each of the three ESS factors (WN, EC, and
SU) significantly and directly predicted TPB attitude factor (STD), and TPB factors (STD, SN, PBC)
significantly and directly predicted BI. Results of the ESS, TPB, and BI relationships showed that as the
degree of emotional solidarity residents experience with tourists increased, residents were more
supportive of tourism development, attitudinally (supported by the emotional solidarity theory) and TPB
factors strengthen the residents’ support for tourism development intentionally (supported by the theory
of planned behavior).
The squared multiple correlation (R2SMC) for attitudes was 0.45 (R2 SMC STD = 0.45), and
intentions was 0.42 (R2 SMC BI = 0.42) (i.e., the three ESS factors accounted for 45% of the variance in
attitudes concerning support for tourism development and the three TPB constructs accounted for 42%
of the variance in behavioral intentions to support tourism development). Ultimately, this work shows
that support for tourism development is not solely based on the financial transactions or economic
exchanges that occur between residents and tourists but also the interpersonal relationships that exist
between representatives of each group. Therefore, policymakers and government officials should
consider residents’ feelings, needs, opinions, and perceptions about behavioral intentions so as to attain
successful sustainable tourism.
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Introduction
There has been an enthusiasm about corporate social responsibility (CSR) over the past decade in both
business and academic research. While employees are key stakeholders in CSR implementation, many
questions regarding how CSR efforts can be more strategic and thus effectively influence employees
remain (Glavas, 2016). To address this issue, we draw from the affect theory of social exchange
(Lawler, 2001). We argue that employees’ emotions produced by exchange structures, specifically CSR,
are critical to understanding how social exchanges promote gratitude (Lawler, 2001), compassion,
(Moon, Hur, Ko, Kim, & Yoon, 2014), and wellbeing (Kim, Rhou, Uysal, & Kwon, 2017) among
employees, all of which emotions influence employees’ work attitudes and behaviors. This study
expands the scope of CSR by analyzing two distinct mechanisms between CSR and employee’s wellbeing: gratitude and compassion in the context of restaurants.
Methods
To test the conceptual model, a survey of 300 respondents recruited from Amazon Mechanical Turk was
conducted during fall 2018. Participants had to be at least 18 years old, be employed in the restaurant
industry, and living in the United States. Respondents were asked to answer questions with their current
employer in mind and were paid an incentive for their participation. Respondents that completed the
survey in less than two minutes and extreme outliers were excluded. The final sample consisted of 278
participants. The adequacy of the proposed conceptual model was assessed through CFA. Structural
equation modeling on MPLUS7 using a maximum likelihood estimation method was used to test the
model.
Results/Discussion/Implication
Confirming previous studies (Moon et al., 2014; Park, Choi, & Yeu, 2016), this research also found that
CSR had a significant positive effect on gratitude and on compassion. A direct positive relationship was
found between CSR and eudaimonic well-being, but not with hedonic well-being. Gratitude and
compassion fully mediated the relationship between CSR and hedonic well-being, but not with
eudaimonic well-being.
Our findings suggest that employees’ perception about CSR shaped their self-realization about
growth (eudaimonic well-being). This is a powerful finding, since when employees perceive a link
between the organization and their personal growth, resilience is likely to occur (Fehr et al., 2017), a
very desirable trait for hospitality organizations. However, other mechanisms besides gratitude and
compassion are in place that further explain that relationship. Considering the indirect relationship
between CSR and hedonic well-being, restaurants owners/managers should invest in CSR activities that
explore employees’ perception about gratitude and compassion to enhance their well-being.
From our knowledge, this study is among the first to analyze CSR’s influence on both hedonic
and eudaimonic well-being. Moreover, knowing that employees’ well-being is fundamental to offering a
better customers experience, which leads to an organization having stronger competitive advantages
(Serra-Cantallops, Peña-Miranda, Ramón-Cardona, & Martorell-Cunill, 2018), this research can be of
relevance to practitioners.
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Introduction
Gastro-tourists are travelers who plan excursions entirely or partially in order to taste local foods and
beverages and experience authentic kitchen cultures. Gastronomic attractions positioned within cobranded gastro-clusters are primed to entice gastro-tourists who bring out-of-the-area funds to infuse
into local communities (Novelli & Benson, 2005; Porter, 1990). Hence, identifying the critical
infrastructure and memorability elements within gastro-clusters that attract gastro-tourists is critical to a
gastro-tourism destination’s sustainability, yet remains understudied. This research is the first to
identify features within gastro-clusters that are valued by gastro-tourists and also to describe related
implications for sustainable gastro-tourism destination development.
Methods
A mixed methods approach triangulated data from: 1) online surveys (N = 253), 2) semistructured
interviews with gastro-hosts and gastro-tourists (N = 88), 3) onsite observations at gastro-activities (N =
34), and 4) secondary data collection. First, qualitative data from the interviews and the open-ended
survey responses underwent two levels of coding to identify comarketing practices and then valued
features contributing to gastro-cluster formation. The coded data were then combined and categorized
into themes. Next, quantitative data analysis was conducted on select survey and observation variables.
This quantitative analysis exposed the importance tourists place on elements related to health & safety,
transportations & lodging, communication, price, time, and memorability attributes (authenticity,
sociability and emotions). Secondary data collection that focused on co-branded gastro-businesses was
then conducted to strengthen and validate the qualitative and quantitative findings and help corroborate
the study’s synthesized recommendations and implications.
Results/Discussion/Implication
Features of gastro-clusters that contribute to sustainable gastro-tourism development were uncovered
and include: 1) cluster businesses can be located up to 2-3 hours from each other; 2) a minimum of six
experiential activities are needed to attract out-of-the-area visitors; 3) one strong anchor (i.e. winery,
brewery, chocolate or fruit processing entity) eases cluster formation and cobranding; 4) successful
cluster partners co-promise and deliver clean water, safe food handling practices, genuine authenticity,
and memorable food or beverage experiences. Additionally, to become a sustainable gastro-destination,
the businesses in the gastro-cluster(s) co-brand and comarket both online and in places like hotels and
conference venues where incidental gastrotourists (i.e. those visiting the area for business or to visit
friends) can easily find them. The ultimate implication of this research is that any area that wishes to
share their unique food culture and practices can form reliable gastro-clusters that attract domestic and
international tourists and their discretionary money. Sustainable gastro-clusters are the building blocks
that create recognized regional and eventually global gastro-tourism destinations.
References are available upon request
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Introduction
As new technologies reshape the world, they may generate unintended consequences and unpredictable
challenges. The process can certainly be disruptive of certain spheres of human life in spite of its
obvious advantages. Social interaction is a human psychological need; but is arguably on a descending
trend (Misra, Cheng, Genevie, & Yuan, 2014; Thüring & Mahlke, 2007; Walker, 2018) and is causing a
socialization crisis.
Socialization is arguably at the core of tourism, in which technological advances are acting as a
double-edged sword. They improve productivity and at the same time increase social distances via
reduced human interactions. Yet, tourism has the potential to achieve a synergy between technology and
human capital and help mitigate the socialization crisis. In this vein, the current study aims to develop a
strategic framework for empowering human capital directly involved in tourism in order to respond to
socialization-related needs and simultaneously take optimal advantage of high-tech.
Methods
In search of effective strategies to address the emerging socialization crisis, this study starts out by probing
the rich literature on human capital management and examining three different strategic approaches. A
coalition of the extracted core strategies—one core strategy from each approach— is leveraged as the
basis for a suggested triple-foci strategic framework.
The “problem-solving approach” helps define a strategy aiming to find the solution that directly
targets the problem (Eden and Ackermann, 2004). Promoting expansion of tourism activities thriving on
socialization is an efficient way to address the crisis associated with the high-tech social hegemony. In a
“synergy-building approach,” the focus is on finding ways through which people work with, rather than
against, robots. People are generally more worried than enthusiastic about the implications of new
technologies (Smith & Anderson, 2017). Finally, the “result-driven approach” requires focusing on
potential opportunities to reach defined objectives (Drucker, 2006) through having a sense of
accountability instilled in human capital.
Results and Discussion
Corresponding to the problem-solving approach, this study proposes fostering ethical behavior (in terms
of respect and passion) as the first focus of the proposed framework. Aiming to build synergy, the
second focus is on empowerment through developing competencies and investing in developing soft
skills in human capital for the kinds of job that require human qualities like empathy, communication,
and developing new solutions. Built on the result-driven approach, the third focus is on reinforcing
accountability—detecting, recruiting, and retaining staff who have the potential to go far beyond being
responsible and eventually increase satisfaction.
Effective leadership is essential to increase the social effectiveness of the human capital, who can
be inspired in a continuous-learning environment led by role models who are themselves ethical,
competent, and accountable.
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TOURISM IN GEORGIA - TIME FOR A LEGISLATIVE OVERHAUL
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Introduction
The tourism industry in the country of Georgia has seen enormous growth through increases in the numbers
of tourists and overall economic activity. However, the country’s legal framework remains inadequate and
impedes the development of a sustainable strategy that will promote tourism and ensure that its economic
benefits get distributed evenly across all levels of society. This qualitative study evaluates perceptions of
key stakeholders such as specialists and service providers in Georgian Tourism to determine the scale of
the problem, identifies key issues that pave the way for effective solutions. The implications of the findings
are discussed for practitioners.
Methods
The qualitative research was conducted in three stages. The first stage evaluated the international standards
under which Georgian laws were developed in the late nineties. This involved the development of a
chronological timeline of laws that were adopted and followed up with regulations that were enforced at
the local level.
The second stage comprised of brief personal interviews with key specialists in Georgian Tourism.
The first interview was with Ms. Medea Janiashvili, Deputy Head of National Tourism Administration
and the second with a specialist from the legal division of Georgian National Tourism Administration,
who was instrumental in coordination with international experts in tourism law.
The third and last stage involved a focus group comprising tourism professionals in Georgia. The
objective of this exercise was to identify key issues and determine their relative importance for the
prioritization of tasks ahead. 11 volunteers were selected to participate. Majority of the focus group
participants had more than 5 years of experience in tourism and others had between 1 and 5 years of
experience.
Results/Discussion/Implication
Broadly speaking, the findings highlight the need for revising the laws and regulations in tourism in
Georgia. Among many others, they key issues going forward in the order of importance was quality control
of services (90.9%); certification of establishments (72.7%); establishment of standards (63%) and the
issue of licenses 63.6%). The focus group participants also expressed concerns with high levels of tourist
dissatisfaction that were driven by poor standards of service, inadequate food and facilities, inconsistent
pricing by suppliers, poor transportation and concerns over the accuracy of information being given to
tourists.
The key contribution of this study is that it provides a perspective of suppliers and experts in
Georgian Tourism view the state of tourism in the country from a competitive perspective. The findings
provide key points that can be used to revise existing tourism legislation and develop a strategy that will
correct the deficiencies that plague the system now. Effective execution can evenly distribute the economic
effects of tourism across all levels of society.
References are available upon request
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Introduction
Tourism is generally known to bring many economic benefits such as in increasing income (Holden,
Sonne & Novelli, 2011), creating jobs (Brau, Lanza & Pigliaru, 2007), or driving businesses in related
industries (Torres, 2003). Meanwhile, it leads to tax avenue leakage (Li & Xu, 2007), Dutch disease
(Bolwell & Weinz, 2008) or juvenile delinquency rising (Nicholson, 1997).
By learning success and failure of other countries’ experience and policies fighting against poverty,
Chinese government has developed and implemented a tourism policy, Poverty Alleviation Tourism
Policy (PATP), which aims to helping the poor. While the government observed a decrease in poverty
rates, whether and how tourism was a significant contributor to changing the rates is still not well
understood. Although researchers examined economic benefits of PATP such as Zhao (2018), the social,
emotional, physical and economic impacts of the policy are still not fully understood. This study claims
that the policy can benefit the poor not only by reducing poverty through tourism (Su, 2011) but also by
helping the poor emotionally and socially (Ap & Crompton, 1998). Specifically, this study explores
benefits and concerns PATP on poor people, and different stakeholders see the positive and negative
aspects differently. Ultimately, this study guides the policy makers to identify the areas to be improved or
maintained.
Methods
This paper adopted in-depth interviews approach. The expert group chose three national tourism poverty
alleviation experimental areas that locate in northern China as our samples, to avoid Mandarin accent
error. There are 42 interviewees, including government workers, tourism companies’ employees, and
poor individuals from both tourism and non-tourism, while taking gender and age group balance into
account.
Results/Discussion/Implication
The study found that trainee program by PATP provided a channel to social class promotion. PATP
helped the poor improve their skills and competencies and being optimistic of their kids’ development.
The policy also provided employees a better and easier working environment. However, poor
individuals tend to think tourism income was a supplementary of main income for people under this
policy. PATP was too superior, some poor people breed inertia and non-beneficial people became
jealous. In addition, the policy became a revenue-generating tool for some government officials; as a
result, the conflict between officials and the poor has intensified. The positive and negative impacts of
PATP vary between different stakeholders.
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Introduction
The interactions of residents (hosts) and tourists (guests) is an essential element of tourism development
and is often represented as attitudes between the two entities. Positive host and guest relationships in
urban destinations could benefit local sustainable tourism development in the long term (Pappas, 2008;
Harill, 2009). Tourism development in urban areas is heavily influenced by the constantly changing
surroundings. The political environment, the change of travel motivations, the development of
technology all has a significant impact on tourism development. The changing surroundings have
provided a new space for tourism development with both opportunities and challenges. This study
examines the emerging challenges to the relationships between hosts and guests and proposes a
conceptual framework that can be applied to better understand host and guest interactions in U.S. urban
destinations.
Literature and Framework
This paper proposes a conceptual framework where community engagement is the key variable that links
the different factors influencing guest-host relationships to the emerging challenges in tourism
destinations. The participation of local residents in the process of tourism decision making serves as the
key element that connects guest and host relationships to the emerging challenges especially in urban
destinations.
The linkage between guest-host relationships and the emerging challenges through community
engagement is bidirectional. Involving hosts in the tourism decision making process could help local
communities to predict and solve the potential guest-host relationship problems raised by the emerging
challenges. In addition, the outer environment could receive feedback of host and guest relationships in a
destination through community engagement, which would also shape the outer environment as well as
the existing challenges. Therefore, community engagement could potentially generate a balance between
guest-host relationships and the emerging challenges from the outer environment. Integrating residents’
experiences and knowledge into the planning process could benefit a city in the long term (McCool &
Martin, 1994). Considering residents’ suggestions at the early stage of tourism planning could
potentially address community-based issues and prevent failures.
Conclusion
Facing the emerging challenges presented by the constantly changing outer environment, it has become
an essential task for destinations to understand the interactions between hosts and guests to achieve
sustainable tourism in the long term. Empirical test of the proposed framework in which community
engagement is the key to connect the emerging challenges with guest and host relationships as a future
research could be conducted in urban destinations in the U.S. on the interactions among local residents
and tourists.
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AIRBNB USERS’ PLACE ATTACHMENT AS A MEDIATOR ON ENVIRONMENTALLY
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Xingyi Zhang1, SoJung Lee2
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Introduction
In recent years, an increasing number of tourists choose to use Airbnb for their trips (Airbnb citizen,
2017). Different from hotels, Airbnb homes are located in local areas, where can provide more
opportunities for guests to enjoy and appreciate the local environment (Mody, Suess, & Lehto, 2017),
thus leading visitors’ emotional connections to the place, which is called place attachment (PA) (Bricker
& Kerstrtter, 2000; Van Der Heide, 2015). Guests with a high degree of place attachment intend to do
environmentally responsible behavior (ERB) to protect the local environment. ERB is influenced by
various factors, such as environmental worldview (measured by new environmental paradigm (NEP)
(Stern, 2000) and the awareness of consequences (AC) of environmental impacts (Liu, Anderson, &
Cruz, 2012). Since NEP reflects customers’ concern about the environment (Stern, 2000), so the NEP
could positively affect AC. In addition, PA can play a mediating role between NEP and AC (Wynyeen,
Kyle, & Sutton, 2014). Thus, Airbnb guests’ strong place attachment can be an important mediator
between NEP and AC, which leads to ERB.
The purpose of the study was 1) to identify the mediating role of PA between NEP and AC from
the guests’ perspectives and 2) to examine the differences on the role of PA between Airbnb and hotel
users through a conceptual model.
Methods
A survey was developed to test guests’ NEP, PA and AC, by using 7-point Likert scales. The sample
included tourists who have used either a hotel or an Airbnb in the past 12 months. Qualtrics and MTurk
were used for data collection. A total of 465 valid responses were collected (with 62% valid responses).
Mplus was used to conduct CFA and SEM to examine the proposed model, and invariance tests to
compare the model differences between Airbnb and hotel users.
Results/Discussion/Implication
The results of SEM showed that PA was a significant mediator between NEP and AC. However, the
invariance tests revealed that only Airbnb users showed a significant mediator of PA, while hotel users
did not. These results indicated that for Airbnb users, NEP can indirectly influence AC concerning PA.
However, for hotel users, only NEP directly influence AC. The findings indicated that Airbnb users’
place attachment plays a significant role in protecting the local environment.
The findings of this study filled the gap on the literature by adding differences between Airbnb
and hotel guests in the sustainable tourism. This study provided insights on the important role of the
Airbnb business in protecting the local environment as it can provide guests with an opportunity to
concern the local environment, build the place attachment, and follow environmentally responsible
behaviors during their stays. It is suggested that destinations make great deal of efforts to work closely
with the Airbnb business to protect the local environment by providing more opportunities to build
Airbnb guests’ strong place attachment.
References are available upon request
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TOWARD A COSMOPOLITAN HOSPITALITY
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Introduction
In this essay I intend to examine how an individual’s notion of hospitality ought to be connected to or
inform his/her concept of cosmopolitanism. Once this is established it will become apparent what
practitioners of hospitality’s roles are in the project of cosmopolitanism, that is to say, what they are
obligated to do. Further, I will investigate modes of operation which could support the aims of both
hospitality and cosmopolitanism, especially with regards to developing businesses with the aims of
fostering these ideals.
Literature Review
The simple question at hand is “what does hospitality entail?” Or in another sense, what are practitioners
of hospitality committed to when they say they practice hospitality? The modern notion of hospitality in
philosophy originated with Emmanuel Levinas and was expanded upon by Jacques Derrida as he
deconstructed the notion of hospitality in his collected lectures Of Hospitality. Derrida set out to define
hospitality itself as “… hospitality is certainly, necessarily, a right, a duty, an obligation, the greeting of
the foreign other as a friend but on the condition that the host… the one who receives the
patron…maintains his own authority in his own home…” (Derrida, 2000b). This begins to describe one
of the main conditions which the host hopes to remain intact in his/her practice of hospitality,
specifically that he/she remains in power. In the instance of hospitality as a business this power becomes
murky. On one side, we ask the stranger to provide payment for the service we provide, so we hold the
debt above them as an exercise of this power. We also give some of this power when we adopt a
“customer is always right” attitude. This raises more questions of who wields the power in the scene of
hospitality between host and guest, native and foreigner. Derrida begins to have an answer by arguing
that it would seem that by the very nature of asking money for the service of being hosted would be
under Derrida’s definition a “violence” against the guest. Thus, we are tasked with alleviating, one way
or another, this violence against our guest.
One way in which we might be able to alleviate some of the violences we commit against our
guests is to invoke a connection of hospitality and cosmopolitanism. As Kwame Anthony Appiah (2006)
constructs cosmopolitanism, the main slogan is “universality plus difference.” Or, in other words,
appreciating and protecting those of other cultures as well as those cultures themselves. In some sense,
many hotels are guests of the locale in which they operate, that is that they are owned or operated by
foreigners to that area.
Implications
The solution seems to be that hospitality businesses, when they are foreigners, ought to offer utility to
both the local population and the travelers they house. In one sense, by opening themselves and offering
neutral meeting places as any other in a town, as opposed to being solely the place of the foreigner, a
practitioner of hospitality can alleviate tensions between guest and host as well as expand their market.
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Introduction
As companies increasingly recognize the power of online reviews for influencing customers’ purchasing
behaviors, managers have started to actively engage in responding to their customers’ comments and
suggestions. Many firms monitor and respond to online reviews by means of “webcare” (van Noort &
Willemsen, 2012; Weitzl & Hutzinger, 2017). However, due to certain risks are associated with
webcare; thusboth practitioners and academics have called for more research on effective strategies for
responding to online customer reviews (e.g., Reichelt et al., 2014; van Noort & Willemsen, 2012). This
study seeks to answer this call by exploring how the factors of explanation type, review valence and the
channel through which managers respond to online reviews jointly affect the focal customers’ attitudes
toward hotels.
Methods
We will conduct two experiments to test these hypotheses. Study 1 will use a 2 (review type: EA vs. ER)
x 2 (response channel: public vs. private) x 2 (review valence: positive vs. negative) between-subjects
experimental design with scenarios adapted from previous literature. Participants’ disconfirmation will
be assessed (Smith et al., 1999). Demographic information will also be collected from the participants,
such as their gender, ethnicity, and education. Study 2 will employ a 2 (review type: EA vs. ER) x 2
(response channel: public vs. private) design. In addition to the measurement in Study 1, we will
measure perceived usefulness using three items from Sen and Lerman (2007) and Yin et al. (2014).
Results/Discussion/Implication
This study examines the interaction effects of review type, review valence, and response channels on
disconfirmation. It will contribute to the literature regarding online reviews by taking explanation type
into consideration. It will also extend the literature on managers’ responses to online reviews by
examining the effects of response channels. In addition, this study informs the emerging stream of
research on customer experience management. The findings of this study will offer valuable
implications for practitioners seeking to better manage eWOM. We suggest that different channels
should be used according to the content of the online reviews.
References are available upon request

The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 131

MODELING LUXURY WINE PREFERENCES:
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Introduction
From the creation, use, and burial of the ancient Chinese Bell Beakers to the Prohibition era in the United
States, the purpose of alcohol—its cultural meaning and societal function—has markedly changed. Wine,
specifically alcohol made from grapes, has played an important role in defining global culture. Wine has
become a sophisticated lifestyle product and forms part of a civilized life.
Luxury wine stakeholders may often have issues accessing luxury wine and providing the ideal
choices that appeal to the business traveler from China, and yet there is a larger concern: It is a challenge
for global stakeholders to gather knowledge, acquire and implement cross-cultural competence, and
remain knowledgeable of the most important motivators for Chinese consumers to pursue luxury wine.
The purpose of this study is twofold: Part 1, to empirically develop and statistically analyze,
through model development literature and an exploratory factor analysis, a model that measures the
culture-based motivators to consume luxury wine by business travelers that culturally-identify as
Chinese; and Part 2, to validate the new model using confirmatory factor analysis. Therefore, the
following is the study’s simplified research question: Which culturebased items and factors measure
the psychological motivation to consume and what is the evidence of validity and reliability for the new
model?
The results of this study will provide the stakeholders with culture-based knowledge to
meet, or transcend, their consumers’ luxury wine purchasing, tasting, and presenting needs. They will
address gaps in research literature surrounding luxury wine motivators to consume, such as quality and
quantity standards, emerging markets, global affairs, Chinese (Eastern) versus EuroAmerican (Western)
perspectives, consumer sociodemographics, international production policies, consumer behavior, brand
building and maintenance, packaging, price thresholds, wine service environment and experience, wine
tourism branding, and business traveler marketing strategies. Also, the intent of developing this model is
that it may be adopted and modified or used by other researchers to assess the psychological motivators
to consume luxury products.
Methods
Interdisciplinary scale development and inventory tests followed by hospitality-specific culturebased
scale development and culture-based item development literature shall be reviewed and deduced for
model development. The model will undergo the following scale, item, and factor reliability and validity
tests: measurement; content; face; statistical, cross-cultural, and industry expert consultations; focus
group; pilot; GFI; NNFI; TLI; IFI; CFI; RMSEA; and MI.
Results/Discussion/Implication
To be determined; this is a study in progress.
References are available upon request
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Introduction
The highly social nature of the hospitality industry prescribes that occasions of service error are
inevitable. In the restaurant industry, the leading role of service providers, primarily servers, is the
formation of long-term and positive relationships with customers. Much research has shown that
maintaining existing customer relationships will cost a restaurant much less money than creating
relationships with new customers. This research project aims to investigate the social interaction
between restaurant servers and customers, as well as how server disclosure influences customers’
satisfaction of service recovery procedures. The researchers employed a pilot study that used the Social
Penetration Theory as the theoretical framework and explored the social interaction between server
disclosure and customer disclosure, as well as examined how server disclosure influences customer
satisfaction of service recovery in a restaurant setting.
Methods
The pilot study utilized a quantitative research method by using a survey to measure how server
disclosure impacts customer satisfaction of service recovery, and to measure the influence of customer
disclosure regarding the service quality during a restaurant experience. The questionnaire was developed
in Qualtrics, an online survey website, and was distributed through Amazon Mechanical Turk (MTurk),
an online survey distribution database. The survey questions were designed based on previous research:
server disclosure (4 items), customer disclosure (7 items), and customer satisfaction of service recovery
(6 items). All measurements utilized a 5point Likert scale, from strongly disagree (1) to strongly agree
(5). To identify the constructs’ underlying variables, a factor analysis was utilized. In addition, a
ANOVA was conducted to test the relationship among the constructs.
Results/Implications
This study is different than previous studies in that the results identified two dimensions of customer
disclosure: willingness of providing feedback and personal feelings about the service experience.
Customers’ personal feelings indicate a certain level of intimacy, which is not easily revealed or
detected. However, server disclosure, primarily openly communicating with customers and providing
solutions to handle complaints, can encourage customers to provide genuine feedback to the restaurant
and/or the server. In addition, the results revealed that when a server provides information and personal
perspectives to customers, the satisfaction of service recovery will increase. The results could contribute
implications to restaurants’ customer relationship management—restaurant managers could design more
effective training programs to improve servers’ responses while handling service errors and increase
customer satisfaction. Future research could obtain a larger simple size to examine the proposed
theoretical framework.
References are available upon request
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Introduction
Bundling has been used extensively in the hospitality industry to combine two or more products to save
money and increase efficiency (Kim, Bojanic, & Warnick, 2009). Examples include online travel agents
offers hotel, rental cars, and attractions together to take advantage of discounts (Kim et al., 2009), and
resorts charge resort fees that bundle various amenities offered for leisure guests (Repetti, Roe, &
Gregory, 2015). On the other hand, unbundling, also known as a la carte pricing, has also been used to
successfully in the hospitality industry across segments of the restaurant industry (Liebowitz, 2005;
Giebelhausen, Chan, & Sirianni, 2016). Recently the airline industry has applied the unbundling
approach to provide customers with various options to choose core products (e.g., an airline seat) and
ancillary services and features (e.g., meals) based on individual preferences with additional fees
(Garrow, Hotle, & Mumbower, 2012). This approach was found to be successful in low-cost carrier
airlines that use a la carte pricing (Kurtulmusoglu, Can, & Tolon, 2016).
The hotel industry has historically taken a bundled approach to pricing and distribution.
Essential products such as rooms can be considered core products while additional products and services
(e.g., pool, internet access, etc.) are considered ancillary products (Xiang, Schwartz, Gerdes, & Uysal,
2015). Thus, unbundling of products and services in the hotel industry is plausible and may be an
effective way to fulfill a desire for customization (Liang, Chen, & Turban, 2009) and increase perceived
value (Chandon, Roux, & Alizon, 2010) ultimately influencing purchasing decisions (Arora et al., 2017).
The purpose of the study is to explore hotel guests’ perceived core and ancillary products and
services across different types of hotel guests (business vs leisure) and by different hotel segments
(luxury, mid-scale, and economy), using a grounded theory approach.
Methods
A qualitative approach, using grounded theory will be used in this study to build and confirm emerging
theory. Coding will develop into themes and then to theory development (Strauss & Corbin, 1990).
Semi-structured questions will be used to direct the conversation. Data will be analyzed through a fourstage approach that includes coding, defining conceptual categories, developing and testing the themes
(Harry, Sturges, & Klingner, 2005).
A purposive sampling approach will be used to recruit consumers based on their purpose of
travel and hotel segments. Focus group interviews will be conducted to generate information on the
collective views of our purposive samples (Gill, Stewart, Treasure, & Chadwick, 2008). A total of six
focus groups will be formed across segment of hotel and purpose of travel.
Results/Discussion/Implication
Findings of the study will identify the perceived differences on the core and ancillary products and
services of a hotel across different types of travel and segments of hotel. The findings will provide
important implications of the unbundling approach in the hotel products by travel purposes and hotel
segments, what products and services need to be included in the base pricing and what ancillary products
and services can be marketed to different guests.
References are available upon request
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Introduction
The airline industry is extremely competitive and full-service airlines are chasing premium paying
consumers especially first-class to boost their reputation and profitability. Many airlines have focused
on improving the first-class passenger experience through personalized customer service and technology
to enhance the customers’ experience and their booking intention with the airline in the future. Limited
studies examine how the airline passengers’ on-board experience affect their prestige and feelings of
hedonistic pleasure, which is called the duality of luxury, which leads to a passenger’s loyalty to the
airline. Chiou and Droge (2006) and Tanford (2011) suggested that airline loyalty should be built around
an airline first-class compartment, so passengers would consider flying first-class again as their first
choice as the outcome of a robust first-class airline experience. Our study examines aspects of the
service dominant logic theory and duality of luxury to understand how the airline first-class experience
affects the outcome of a passenger’s desire to book first-class travel again with the same airline. Sense
of prestige and hedonistic pleasure derived from consumption of first class airline travel are used as
mediators to explain the relationship between first class airline experience and brand loyalty.
Methods
We surveyed 400 airline passengers through Amazon Mechanical Turk, who have flown first class with
their preferred airlines within the last 12 months. Constructs for this study included brand experience of
sensory, affective, intellectual, behavioral, and relational, sense of prestige, sense of hedonism,
attitudinal loyalty, behavioral loyalty and share of wallet. They were measured by using a 7-point Likert
scale. We will analyze the data by using the Structural Equation Modeling approach in SmartPLS 3.0 to
test the hypotheses in this study.
Results/Discussion/Implications
The application of brand experience scale in the context of an airlines, especially on first class
passengers, helps researchers to understand how environmental cues within the first-class service
experience affect their internal emotions and brand loyalty. A uniqueness of this study is that we also
examined the relational dimension within the overall service experience while most other studies have
only used sensory, affective, behavioral, and intellectual dimensions. These five experience dimensions
were then used to examine how the overall experience dimension affects loyalty, which is influenced by
the level of prestige and hedonistic pleasure they received through the service experience. The duality of
luxury, sense of prestige and hedonistic pleasure, is a concept that has not been incorporated within the
airline industry nor in other hospitality settings. By examining the duality of luxury through the service
dominant logic theory, the more feelings of prestige and hedonistic pleasure are created through the
service experience, the more brand loyalty towards an airline is created. Commercial airlines can also
benefit from this study. Their service development and inflight service experience department managers
will be able to understand how the first-class inflight service affects a passenger’s sense of prestige and
hedonic pleasures, which would lead to a higher level of loyalty. Hence, they can plan their resources to
focus on the experience dimensions that have the highest effects of their prestige and hedonic pleasures,
which will lead to a higher level of brand loyalty.
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Introduction
Today, exhibition has become more diverse by the development of technology advances (Wang, 2011)
such as leading-edge technology, unconventional displays and virtual & augmented reality (ProExhibits,
2018). One of the fastest growing trends on exhibition is the concept of an immersive experience by
presentation (ProExhibits, 2018 and Textiles Alive, 2018). The idea of an immersive experience, which
gives exhibition attendees the reaction of setting the mind of being in other locations (ProExhibits,
2018), provides a powerful impact on attendees' experiences on exhibition as a dynamic display (Harvey
et al., 1998 & Vi et al., 2017). Immersive technology has suggested an alternative way to introduce a
different level of satisfaction to the potential attendees and encourage their engagement at the exhibition
(Carrossino & Bergamasco, 2010). Previous researches, examined the attendees’ reactions to the
immersive display. And Vi et al. (2017) asserted that various immersive experiences allow a positive
effect on exhibition attendees' reaction. Thus, the researchers should acknowledge the exhibition
attendees’ adoption of the immersive environment by applying the above technologies frequently at the
exhibitions in order to fulfill attendees’ satisfaction and expectation (Pantano, E., & Servidio, R., 2012).
Immersive display is becoming a trend on exhibition. Immersive display design has been
explored in recent studies, but there is a minimal study that discusses the relationship between
exhibitors’ immersive display and exhibition attendees’ satisfaction. Therefore, the purpose of this study
is to investigate exhibition attendees’ perceptions of immersive display attributes and its individual
impact on attendees’ overall satisfaction.
Methods
In order to achieve the study objectives, exhibition attendees who have gone to show(s) demonstrating
various immersive display, such as games or electronics shows. A selfadministered online questionnaire
will be developed and distributed to target subjects through an online marketing agency. Selected target
subjects will be asked to rate their perceptions of immersive display attributes and show satisfaction. The
collected responses will be analyzed through a series of statistical analysis. First, descriptive statistics
will be conducted to profile survey respondents’ demographic characteristics. Second, exploratory factor
analysis (EFA) will be utilized to identify underlying dimensions of immersive display factors. Lastly,
multiple regression will be conducted to test the casual relationship between exhibition attendees’
perceptions of immersive display and their overall show satisfaction.
Results/Discussion/Implication
The results of this empirical study will show how exhibitors’ immersive display can affect the exhibition
attendees’ overall satisfaction. The findings of this empirical research will provide both exhibition
organizers and exhibitors with managerial implications on how to utilize immersive display components
at the shows to meet potential visitors’ expectations and eventually make them return to the shows.
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RESPONSE SOURCE AND PERSONALIZATION
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The Ohio State University, Columbus, Ohio, USA, wang.8846@osu.edu; kandampully.1@osu.edu

Introduction
Online reviews have become increasingly important among hotel consumers because reviews have
become essential sources of information for hotel seeking and booking, and significantly influenced both
past and potential consumers’ purchase intentions (Cheng and Loi, 2014; Mauri and Minazzi, 2013;
Sparks et al., 2013; Vermeulen and Seegers, 2009; Xiang and Gretzel, 2010; Xie et al., 2014). However,
although a survey showed that 57% of consumers are more likely to book a hotel that has responded to
online reviews (eMarketer, 2013), only 7% of negative reviews are responded by hotels (Bly, 2010).
Therefore, online communication between hotels and reviewers is far from being satisfactory. The
problems are, how can hotels effectively respond to online reviews? Who should respond? And what to
respond?
So far, little can be found about online review responses in the academic literature (Park & Allen,
2013, Sparks & Bradley, 2016). While some literature on hotel responses to negative online reviews is
emerging (Levy, Duan, & Boo, 2013; Mauri & Minazzi, 2013; Park & Allen, 2013; Sparks & Bradley,
2014), little of it has examined the effectiveness of different types of response (Sparks & Bradley, 2016).
To fill this void, the research is planning to examine the effectiveness of hotels responses by
investigating the impact of source credibility and personalization of hotels’ response on previous
consumers’ satisfaction and behavioral intentions. Given the ubiquity of online consumer reviews, the
results of this study should be of interest not only to hotels but also to hotel consumers. The study could
not only help hotels to craft their responses strategies to retain loyal customers but also improve past
consumers experience quality and satisfaction. The effective responses of hotels could be as valuable for
potential customers and past consumers as well.
Methods
The research will use 2 (source credibility high vs. low) * 2 (personalization personalized vs. nonpersonalized) * 3 (valence of reviews, negative, positive, ambivalent) between-subjects design.
Therefore, 12 scenarios will be created and treated to 12 groups. The research will examine both the
independent and interactive effects of 3 treatment variables. Participants will be randomly selected by
using Amazon’s Mechanical Turks. A total of 360 respondents with 30 participants randomly assigned
to each of 12 groups. Three-way ANNOVA will be used for analysis.
Possible Results
The effect of source credibility and personalization of hotels’ responses on consumers satisfaction and
behavior will be examined. The findings may include what sources of responses could more effective in
addressing positive, negative, or ambivalent reviews, and what type of personalization could be effective
to respond to different valence of online reviews.
References are available upon request
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Introduction
More travelers use the internet to plan their travel arrangements (Lee, 2017). The internet serves as a
user-friendly interface experience, that allows the future traveler to interact with multiple booking
channels in a natural and intuitive way, thus creating ease of access to travel-related information (Lee,
2017). As a result, the hospitality industry is focusing more time and effort to website development (Liu,
Zhang, 2014). Numerous internet online hotel booking channels have been established over the past
decade, including hotel websites and OTA (online travel agents) websites (Liu, Zhang, 2014). Direct
online hotel booking is a digital transaction through the hotel’s brand.com site without sourcing a thirdparty agent to advertise hotel availability through a metasearch platform (Hunold, 2018).
OTA’s such as Kayak, Booking.com or Trivago are web trafficking channels that present a list of
available hotel brands, their occupancy, and price points (Hunold, 2018). The demand for OTAs has
resulted in their progressively significant role in the distribution systems of hotels (Ling, Dong, Guo, &
Liang, 2015). Hotels during their stagnant stages require network intermediaries for marketing and sales
to compensate their inadequate distribution power (Li, Peng, Jiang, & Law, 2017). However, the rise of
OTA availability has inevitably led to a channel monopoly, thereby threatening hotel brands and future
travelers to choose OTA’s over online hotel direct booking (Li, Peng, Jiang, & Law, 2017). The primary
purpose of this study is to understand how functional and aesthetic related factors effect customers’
direct booking intentions.
Methods
This study aims to use quantitatively measurements from participants’ results that will be recruited
through online surveys. We will collect data from travelers over the age of 18 within the United States
who have booked their hotel using direct online booking website a month before this research begins.
The sample size will include approximately 250 participants. This survey will include the participants’
perception on the website’s aesthetic and functional factors and how those factors influenced their
channel choice and intention to use hotel direct booking.
Results/Discussion/Implications
This research will determine if both aesthetic and functional impressions serve as influential factors in
the purchasing process of customers’ intentions on direct online hotel booking. Together throughout the
purchase process, these factors determine the channel choice whether being OTA’s or direct online hotel
booking. As anticipated results may show, this study may serve as useful evidence of customers’
intentions and their influential factors for hotel brands’ websites.
References are available upon request
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UNDERSTANDING WHY TOURISTS RATHER USE AIRBNB: EXTENDED BI MODEL ON
SHARING ECONOMY PLATFORMS
Veronica Cho1, Jaewook Kim2
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Introduction
In recent years, consumers’ attitude towards consumption along with their willingness to try new
alternatives has stimulated the advancement of the sharing economy (Gansky, 2010). Airbnb has had
approximately over 200 million global total guests arrivals from when they first launched back in 2008
(Smith, 2018). Despite its popularity and high number of users, there is still a proportion of the
population that has heard or seen about the whereabouts of Airbnb, but would still prefer to stay at hotels
rather than Airbnb accommodations for their stays (Guttentag, 2017).
Social media generates as a platform for guests to share and create quality content of their
experience and opinions from their previous Airbnb stays (Xiang & Gretzel, 2010). Through social
media and eWOM, guests get either an influence prompted from one’s desire to accept information
obtained from others standpoint about reality or a normative influence, an influence to conform to other
people to gain approval or avoid rejection (Burnkrant, 1975; Deutsh & Gerald, 1955). Attitude and
social norm will be presented through a theory of planned behavior
(TPB) model to correlate the relationship and their effects on behavioral intentions to choose Airbnb
accommodations. This study hypothesizes that risk and past experience also plays a significant role in
behavioral intentions while customer purchase Airbnb accommodations. With the findings, it would be
significant practical implications for Airbnb to come up with marketing strategies to target the different
segmented consumers in the population.
Methods
This study aims to investigate (1) whether attitude and social norm influence customers’ behavioral
intention, (2) how social media influences customers’ attitude and social norm, and (3) whether past
experience and risk attitude of customers have moderating role in the entire conceptual model. To fulfill
the purpose of this study, structural equation modeling (SEM) will be utilized to comprehensively
understand cross-sectional relations among key variables. Especially, this model highlights the extension
of BI model in Airbnb context by evaluating how II and NI affect consumers’ attitude and social norm,
which are two likely significant antecedents of BI on purchasing Airbnb accommodations. An online
survey with Qualtrics will be conducted to collect data regarding customers’ intention to choose Airbnb.
Results/Discussion/Implication
This study theoretically will contribute to the body of literature regarding the impact of informational
and normative influences towards an individual’s attitude and social norm leading to their behavioral
intention on purchasing Airbnb accommodations over hotels for their stays. Accordingly, this study will
offer practical implications that will better inform Airbnb hosts on their understanding of consumer
characteristics from our clustered segmentation that could later be utilized to optimize both their
marketing strategies and promotions. Airbnb could then better use this framework to determine what
marketing and management changes could be done in order to increase consumers booking in Airbnb
accommodations over hotels.
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Introduction
The group travel market is considered important and is becoming increasingly popular for the short-term
rental housing companies such as Airbnb, HomeAway, Flipkey, and VRBO. Research shows that
approximately 79% of American travelers have been on multiple group trips during the last five years
(Airbnb, 2017). About 52% of group travelers spent over $500 and another 31% spent more than $ 1,000
for the accommodation according to Preis (2017). As more group travelers choose the short-term rental
housing as an option, it will become a more important segment for the further development of the
lodging industry.
Group travel refers to ten or more people who are all traveling together and going from
destination to destination (Kacoyanis, 2015). Some studies have suggested that there are five factors that
benefit group travels – price, technology, facilities provided, social interaction, and unique experience
(Abulibdeh, Zaidan, & Alkaabi, 2018; Carlson, Rahman, Rosenberger, & Holzmüller, 2016; Farber,
O'Kelly, Miller, & Neutens, 2015; Sunio, Schmöcker, & Kim, 2018; Wang & Cao, 2017). Short-term
rental companies are also known for providing a user-friendly website for group traveler along with an
online booking process to expand their distribution channel (Airbnb, 2017; Picker, 2017). Some research
studies regarding group travelers’ behavior have revealed the importance of the opportunity for social
interaction; avoiding aloneness; accompanying family and friends; safety; cost savings; and sharing
experiences (Carlson et al., 2015). Research also shows that group travelers are different than individual
travelers who are more irrational compared to group travelers (Morone et al., 2014). It is premised that
these factors influence the group traveler’s intention to use the short-term rental.
Methods
This study is a quantitative analysis of group travelers’ decision-making process by considering such
factors as price, ease-of-use technology, facilities, social interaction, and unique experience. For the
purpose of this research, an online survey instrument will be developed that would solicit respondents’
evaluation of the five factors while making a group purchase decision at a shortterm facility. The
respondents would be screened from Amazon Mechanical Turk using research criterion: if the
respondent travelled and booked a short-term rental facility at least once during the previous one month.
The respondents would then identify the short-term company they used and evaluate the experience
based on the five factors considered in the study. Other questions would also be used to classify the
respondents by social-demographics. The data would be analyzed using SPSS to study the impact of the
five factor ratings on the satisfaction levels and the subsequent purchase decision to stay at a short-term
rental facility.
Results/Discussion/Implication
The results from this research study will be useful to the short-term rental industry in targeting the group
travel market. Future studies for strategic marketing of group travel may also benefit from this study. A
better understanding of the five factors on the purchase decision is desperately lacking in the industry.
The conclusion of this research will allow us to understand the nuances and the interplay between the
variables and their ultimate impact on the purchase decision.
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Introduction
The fundamental premise of this paper is that people who choose to describe their experiences using the
words “hospitality” or “customer service” will show differing psychological dispensations towards cocreating their own technologically-enabled experiences. This study evaluates the effects of customer
ability and perceived value of smart mobile technologies on the intentions to co-create technologicallyenabled hospitality experiences.
More importantly, it examines how the hypothesized relationships in the model vary based on
customers’ choice of “hospitality” or “customer service” as words to describe their experiences in hotels.
Findings provide a unique perspective of what hospitality means in a world where technology will play an
increasing role in the delivery and consumption of hospitality-based experiences.
Methods
The data for this study was collected from Amazon’s Mechanical Turk and the population was defined
as American consumers who have stayed in hotels before. Respondents were treated with multiple
scenarios of service encounters in hotels and asked to choose between customer service or hospitality to
describe their experiences. In a sample size that comprised (606) responses, 282 chose customer
satisfaction to describe their experience and 324 chose hospitality service.
The study adapted three constructs from Dong, Sivakumar & Zou (2008) namely, (a) the ability
to use smart mobile technologies, (b) their perceived value in them and (c) their intention to co-create
one’s own experiences using these technologies at hotels. SmartPLS 3.2 was used to model the
constructs and test the hypotheses.
Results/Discussion/Implication
The findings indicate positive and significant relationships (in customer service and hospitality groups)
between the ability to co-create technologically enabled hospitality experiences and their perceived value
in them on the intentions to co-create such experiences.
However, multi-group analysis testing that sought to seek differences in the relationships showed
that the ability → value and value → intention to co-create relationships were significantly higher in the
“customer service” group over the “hospitality” group. The findings show that hospitality is more affect
laden than customer service and that the desire for strong interpersonal interactions (high touch) are
arguably higher.
The findings advance our understanding of the interpersonal element of hospitality and integrating
some level of human facilitation for these guests is important. Practitioners can use the results to model
their service encounters with a better understanding of high-tech and high-touch. While the study’s
findings are conceptually underpinned, the effect of novelty should not be discounted in how respondents
viewed the co-creation of technologically enabled hospitality experiences.

The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 141

CUSTOMER ACCEPTANCE OF ONLINE FOOD DELIVERY SERVICES USING AN
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Introduction
Rapid advances in electronic commerce have created new forms of online intermediaries in the food
service industry, one of which is online food delivery (OFD) service. Traditional food delivery depends
on restaurants’ delivery capability because customers can order food through channels such as phone
calls, websites, and mobile apps, only when restaurants provide delivery services. However, the new type
of food delivery intermediaries, OFD, provides logistics through their websites and mobile apps for
restaurants that do not otherwise facilitate food deliveries.
The UBS investment bank estimates that the global OFD service market would become $365
billion by 2030 (Sun, 2018). This fast-growing business has impacted the foodservice industry
exponentially because the OFD services can serve multiple restaurants’ menus and meet more customer
needs. The growth of the online food delivery services and their popularity have recently attracted the
attention of researchers in Asia and Europe. However, research pertaining to OFD services in the U.S.
foodservice industry is scarce despite the rapid growth of OFD services in the country. Thus, this study
aims to investigate U.S. consumer insights about OFD services and provide a theoretical framework using
an extended technology acceptance model (TAM) adopting trustworthiness, price, choices, and external
influence. In addition, this study will examine the moderating role of prior experience in the relationship
between service quality, attitude toward OFD services, and behavioral intentions to use OFDs.
Methods
Based on our thorough review of literature about online food delivery services, relevant concepts, and the
original TAM, a self-administered questionnaire will be developed to determine customers’ acceptance of
OFD services. The data will be collected through an online survey company which will enable a
nationwide data collection. The collected data will be compiled and analyzed using IBM SPSS (v. 25) and
Amos (v. 25). Following Anderson and Gerbing’s (1988) two-step approach, a confirmatory factor
analysis will be performed to test the fit of the measurement model, and then a structural equation
modeling will be conducted to assess the hypotheses of the proposed model.
Results/Discussion/Implication
The findings of this study will provide the consumer insights regarding OFD services: acceptance,
attitudes and behavioral intentions. The study will also imply how the factors of OFD service quality play
their roles in the proposed model. This investigation is expected to yield practical implications of the way
OFD service should be used for the more effective food service business model.
References are available upon request
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CHOOSE NOW OR LATER? AN EXAMINATION OF DECISION POSTPONEMENT BASED
ON PRICE COMPLEXITY, ALTERNATIVE ATTRACTIVENESS, AND CONFUSION IN
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Introduction
Confusion may be one side effect so many online distribution channels (Lu, Gursoy, & Lu, 2016). Most
published information systems research investigated the decision process under varying information
loads and focused on how manipulating changes in the number of available choices affected that
process, not the number of attributes from which to choose (Tan, Teo, & Benbasat, 2010). To better
understand customer confusion, it is necessary to investigate both alternative-based and attribute-based
evaluation approaches. Excessive information from distribution channels may affect customer decisions,
especially considering how massive amounts of information cause confusion (Mai, Hoffmann, Schwarz,
Niemand, & Seidel, 2014). Price may be the primary determinant of purchase intention and an important
attribute of the product or service, so complexity in pricing may cause confusion. More comparable
options may also lead to more confusion. Customers make decisions using their evaluations of many
booking sites. Such overall evaluations reflect alternative attractiveness, which measures the number of
attractive options. As postulated by previous studies, decision postponement is a consequence of
confusion (Shiu, 2017; Walsh, Hennig-Thurau, & Mitchell, 2007).
The purpose of this article is to investigate price complexity and alternative attractiveness as two
antecedents of confusion and to validate the link between confusion and decision postponement in the
online hotel booking. Based on this conceptualization, a structured model is proposed to as follow: 1)
price complexity and alternative attractiveness are two major factors leading to consumer confusion; 2)
confusion motivate consumers to defer the purchase decision.
Methods
This study will use a self-administrated online survey to collect data from respondents in Canada and the
United States. All respondents must have booked hotel through either hotel official websites or OTAs
within the past 12 months and must be older than 18 years. The target sample size is 400, selected by
convenience sampling. Measurement items for each construct are generated and modified from previous
studies in a sevenpoint Likert scale.
Implications
Theoretically, the antecedents of confusion in the hotel online booking context will be expanded if both
perceived price complexity and alternative attractiveness show significant relationships with confusion.
Practically, this study will provide hotel industry operators with an in-depth understanding of customer
confusion and decision-making process, thereby, they can utilize the knowledge to reduce customer
confusion and to prevent decision postponement.
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Introduction
Today, weddings are big business! The wedding industry revenue was over $53 billion in 2016 (Cohen,
2016) with the average American wedding costing $33,391 in 2017 (The Knot, 2018). The modern
wedding industry has grown, in part, due to the rise of consumerism and the industry’s marketing efforts
to promote elaborate wedding parties (Francis-Tan & Mialon, 2015). Furthermore, as social network
sites (SNSs) have reached a mainstream audience in the last decade (Boyd & Ellison, 2007), couples’
spending preferences may be affected by external influences such as online tools used for personal
branding (Labrecque, Markos, & Milne, 2011), wedding professionals’ social media presence (Jin, Lee,
& Daniels, 2017), and rapid expansion of wedding planning websites and apps. This study will use the
theoretical framework of Engel, Blackwell, and Miniard’s (EBM) model. It suggests that in addition to
individual differences and psychological processes, consumer behavior is affected by environmental
influences such as culture, reference group, family, and situation. Moreover, the online environment is
an additional variable, as recent studies show (Darley, Blankson, & Luethge, 2010).
The primary objective of this study is to investigate couples’ expenditure patterns and the
changes that have occurred in the last decade due to environmental (external) influences regarding
money spent on major wedding categories. Therefore, the researchers will test the hypothesis that, based
on expenditures as a measurement of decision making, couples’ decisions have changed over a 7-year
period (2011-2018) due to external influences.
Methods
A convenience sample has been selected, representing 50 or more weddings coordinated by a
professional event planner in a non-metro urban area from 2011 to 2018. The study will use a mixed
method approach. Qualitative data will be collected by interviewing the event planner about couples’
influences. Additionally, data of 50 plus weddings will be extracted from the detailed budgets of the
event planner and classified into the following seven categories: venue, food and beverage, floral,
photography and videography, rentals and décor, entertainment, and miscellaneous items (for example,
favors and gifts, hair and makeup, security). The study’s analysis will include examining each category’s
expenses in every year as well as changes by categories over the seven years, comparing it to the
wedding planner’s input on influences.
Results/Discussion/Implication
Despite the growth of importance and commercial value of wedding events to the hospitality industry,
there has been little academic research on wedding expenditures. To date, only wedding companies have
reported the spending habits of U.S. couples and evaluated the total wedding budget by categories (The
Knot, 2018). Therefore, the study will address this gap in the meeting and event planning academic
literature by discussing the application of the EBM model to the wedding industry and identifying
external influences that affect couples’ spending patterns.
Practical implications for the industry provided by this study include latest trends and consumer
behavior shifts for wedding planners that will assist them in developing marketing campaigns and event
pitches to reach target markets more effectively by emphasizing the items or categories couples are most
interested in including in their weddings.
The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 144
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Introduction
This study will provide a framework as to how crisis recovery management affects the cognitive and
emotional experience of the event attendee. This novel research that provides an insight into the most
effective strategies of crisis recovery management for events would allow the event manager to ensure
that post a crisis situation, the event attendee would still be able to experience ultimately a positive and
satisfactory experience. Service recovery is an effective management tool used to improve
organizational procedures and standards (Johnston and Michel; 2008). Several progressive studies have
been conducted that heavily consider the emotional and cognitive responses of attendees in response to
crisis, to help the better understanding of the overall attendee impression, experience, and lasting
satisfaction (Jang et al., 2012; Lam et al., 2011; Lin, 2004; Liu and Jang, 2009; Simpeh et al., 2011;
Sweeney and Wyber, 2002 ; Brown et al., 2017 ). This study however, through the use of a developed
framework that carefully looks at both the emotional and cognitive affects simultaneously, will present a
new perspective to facilitate attendee satisfaction in events.
Methods
The research hypotheses will be tested with data collected via a survey instrument. A sample size of 500
attendees visiting conventions and conferences for academic, business or trade-show purposes can be
asked to fill out questionnaires scoring the attendee’s perception of time management, and perception of
crisis management and recovery. All constructs used in the model will be measured using multi-item
scale and a reliability test that can be used to purify the measurement scale of each construct. To access
the unidimensional aspect of each scale, an internal consistency and confirmatory factor analyses can be
performed.
Results/Discussion/Implication
It is expected that the effective utilization of crisis recovery management would ultimately be coupled
with a faster response on service failure. Through this systematic service recovery procedure, an
attendee’s emotional and cognitive experience towards the event being managed would be reflected
upon positively, resulting in an overall higher attendee satisfaction.
References are available upon request
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Introduction
With the Internet penetration rate at 95%, people in North America are indicated as the most frequently
users around the world (Internetworldstats, 2017). In the restaurant industry, customers not only like to
post and share their dining experience with some words or pictures, but also prefer to review some
online information related to restaurants before they make a choice among thousands of local businesses
(Cakim, 2009; Wang, Tang, & Kim, 2018).
With a purpose to investigate the influence of hygiene score on restaurant choice of customers
from the Yelp.com, this study used an eye-tracking experimental design to detect the visual attention,
track the visual path, and compare with the AOI (area of interest) of six mockup Yelp websites, and at
the same time, this study further explored the effect of hygiene score on purchase intention and
perceived quality of restaurant through a follow-up survey.
The eye-tracking method was regarded as one of the most efficient ways to collect valuable data
and understand of how customer make the online purchase decision (Kim, Tang, Meusel, & Gupta,
2018; Noone & Robson, 2014). Focusing on analyzing the visual attention of customers on the mockup
Yelp websites, this study detected the customer’s visual attention of each part in the mockup website so
as to get an integrated understanding on the consumer purchase behavior. Besides the eye-tracking
information, customer facial emotions were also collected in this study. Customer facial expressions can
reflect their feelings when they are reading online reviews, and those expressions can be decoded into
different kinds of emotions. Referring to the elaboration likelihood model (ELM), online reviews are
highly elaborated by customers when they are selecting restaurant (Peng, Yin, Wei, & Zhang, 2014), and
those expressed facial emotions also have an influence on their decision making (Lynch et al, 2006). The
electrophysiological (EEG) monitoring method was also combined in this study to generate real-time
neurosignals of customers from two aspects: alpha waves and beta waves. EEG headset provides a
convenient way to access to analyze brain activities (Soctt & Volo, 2017) from detecting electrical
activity of the brain and recording electrodes on the scalp (Surangsrirat & Intarapanich, 2015).
Methods
An experimental design was applied in this study. Six mockup websites were developed with several
important contents including restaurant name, overall star rating, hygiene score, and six pieces of
customer reviews. Data was collected from 120 students at Iowa State University and 50 students at
Virginia Tech. During the experiment process, participants were asked to have eye tracking, facial
emotion detection, electroencephalogram (EEG) testing, and computer mouse tracking simultaneously
through four isolated equipment. Followed by the experiment, a survey was created to measure the
customer’s purchase intention and perceived quality of restaurant with four questions under both
constructs.
References are available upon request
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Introduction
Since the mass population of theme parks began with the opening of Disneyland in 1955 (Karal, 1991),
theme park operators have been looking at ways to control wait times for attractions inside their parks
(Dickson, Ford, & Laval, 2005). Surprisingly, not much research has gone into the impact of the queue
designs for the attractions themselves. This study will examine the psychological effects queuing has on
a guest’s perception of passing time during the overall combined queuing and attraction experience.
We define a queue (often referred to as a queue line or waiting line) as a physical space reserved
for waiting for an attraction (Younger, 2016). In the theme park and attraction industry, there are
sometimes multiple types of queues for the same attraction. Firstly, a regular queue is a queue for the
traditional method of waiting for an experience, usually consisting of the space organized with railings
or ropes allowing a pre-determined path to contain the flow of guests in an organized manner. Secondly,
an expedited queue is a queue for the method of waiting for an experience that involves bypassing the
regular queue due to a previous reserved time or a paid upcharge ticket type. Finally, a single rider queue
is a queue for the method of waiting that is based on dividing your group into parties of one to fill in
remaining unused capacity in a ride vehicle, usually decreasing the wait time versus using the regular
queue.
We hypothesize that there is an optimal amount of perceived time that should pass while waiting
for an attraction to gain the highest level of satisfaction from the said combined queue and attraction
experience. To test this hypothesis, this study will examine the physical differences in the designs of
multiple existing queues, and how guests perceive the concept of passing time when placed in each of
these queue and attraction types.
Methods
This study will utilize data collected from surveyors at multiple attractions inside major theme parks in
the Central Florida region of the United States. Wait time data will be collected at multiple attractions
using a radio-frequency identification (RFID) card system from each type of queue (regular, expedited,
and single rider). Guests will be given the RFID card upon entering the respective queue, and the card
would be handed in when a guest begins to experience the attraction. The card will have timestamps
recorded utilizing RFID readers and a networked computer system at two points: at entering the queue
and upon the completion of the queue (the commencement of the boarding process). This will enable a
comparison of time waited in a specific queue type, which is a key variable (Alexander, MacLaren,
O’Gorman, & White, 2012). After experiencing the attraction, guests will be interview surveyed at the
exit of the attraction by park staff members. The survey questions will be specific about the perception
of the time it took waiting in line for an attraction, and how satisfied the guest was with the overall
combined queue and attraction experience. Recognizing that one attraction is not equal to another, an
excitement rating system will be established to categorize each attraction type.
Implications
This study, once complete, will assist attraction and queue designers to create attraction queues
specifically designed to optimize the amount of time a guest perceives they waited for said attraction to
gain the highest satisfaction score for the overall queue and attraction experience.
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Introduction
The food truck business is growing steadily in the United States. From 2011 to 2016, the revenue
generated by the food truck industry had been increasing approximately 8% annually, and the revenue in
the U.S. food truck industry reached $960 million in 2017 (IBIS World, 2017). Customers consider
several selection attributes when evaluating their dining options and prioritize the attributes differently
depending on the characteristics of foodservice operations as well as customers’ characteristics such as
lifestyle (Baek, Ham, & Yang, 2006; Jang, Kim, & Bonn, 2011). As for selecting food trucks, customers
might consider different attributes depending on the location of the food trucks because the type of
customers in the surrounding areas of the location may differ. While there are many studies on customer
selection criteria for traditional restaurant types, research pertaining to food trucks is limited. Therefore,
the purposes of our study are to identify customer selection attributes for food trucks and to distinguish
different food truck selection attributes by location of the food trucks.
Methods
Researchers have frequently adopted the food-related lifestyle (FRL) instrument to segment restaurant
customers because a person’s lifestyle reflects the psychological aspects that embrace his values and
attitudes and explains what motivates a person to choose a restaurant (Nie & Zapeda, 2011). Hence, this
study segments food truck customers using the modified FRL instrument adopted by Bernués, Ripoll,
and Panea (2012) and compares different selection attributes regarding food trucks by different customer
segmentations.
To identify important attributes of food truck customers in various locations, the target
population includes actual customers who have experienced food trucks. Because the current study does
not focus on a specific location, Amazon Mechanical Turk (MTurk) will be utilized to collect
geographically diverse customer samples.
A self-administered questionnaire will be developed based on a comprehensive review of the
literature on food truck and restaurant selection attributes and comprised of four sections: 1)
respondents’ selection attributes when choosing a food truck, 2) respondents’ food truck related
experience (e.g., location, average price spent, and type of food), 3) respondents’ FRL, and 4)
demographic profiles. Moreover, the current study will utilize multivariate analyses including
exploratory factor analysis, multivariate analysis of variance, and cluster analysis.
Results/Discussion/Implication
The findings of this study will shed light on the marketing strategies that food truck managers can
implement to survive in the competitive market. By better understanding customers’ needs and wants
through important selection attributes and market segmentation, food truck operators will be able to
attract new customers and retain existing customers. This study will also contribute to the academia by
testing the validity of the FRL instrument in the food truck market.
References are available upon request
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GLOBAL BEER TRENDS: THE CASE OF CHINA
Matthew J. Bauman1, Helena A. Williams2, Jingxue (Jessica) Yuan3
Texas Tech University, Lubbock, Texas, USA
matthew.j.bauman@ttu.edu1; helena.williams@ttu.edu2; jessica.yuan@ttu.edu3

Introduction
Craft beer has become increasingly desired by consumers globally, predominantly driven by several
factors specifically surrounding consumers preference for high-quality, experiential, small-batch luxury
products. China has long held the status as the number one beer country regarding beer produced (The
Economist, n.d.) and consumed (Barth-Haas Group, n.d.). However, very little academic focus has been
paid to China’s growing craft beer industry. It appears that China is on the verge of a craft beer
revolution, with the number of craft breweries and craft beer inspired festivals increasing in recent years.
While the popularity of craft beer is rapidly growing in China, very few academic studies have
investigated Chinese craft beer. Furthermore, there exists a lack of literature that has examined Chinese
consumers perceptions of imported beer relative to domestically produced beer. Hence, it is imperative
that this phenomenon is further explored.
This exploratory study intends to delineate consumer perceptions of Chinese craft beer by
examining these perceptions relative to imported and domestically produced beer. Additionally, this
research intends to produce valuable segmentation information about Chinese craft beer consumers.
Methods
A survey in the form of a questionnaire was designed by researchers from the United States and
China. This research aims to sample Chinese beer consumers (N ≥ 300) from craft breweries in Beijing,
China. The instrument features quantitative items as well as open and close-ended qualitative questions.
The quantitative questions include three perception questions measured using a seven-point Likert-type
scale. These questions were designed to assess consumer perceptions of beer quality, value, and taste,
and will be asked for imported beers, Chinese domestic beer, and Chinese craft beer. Participants will
also be asked to rank the places they drink both beer and craft beer the most. Additionally, participants
will be asked to assess the percentage of domestic beer they consume relative to imported beer,
frequency of consumption, and if they have ever consumed craft beer. A close-ended question was
designed specifically for Chinese craft beer drinkers and asks them to answer the length of time they
have consumed Chinese craft beer. Another open-ended question was created to ask respondents to
explain what has prevented them from drinking Chinese craft beer. Finally, an open-ended question will
be included to ascertain consumer perceptions of Chinese craft beer. Demographic questions will also be
asked of participants, which include age, level of education, gender, and monthly income.
Implications
The findings from this exploratory research have great potential to shed light on Chinese beer
consumption culture, perceptions of domestic and imported beer, as well as delineate the explosive
growth of Chinese craft beer. Ultimately, this study aims to act as a foundational piece that provides a
foundation for future academic investigation into the growth of craft beer in China.
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Introduction
Facebook brand pages are an online community that firms have strategically implemented to directly
interact with their existing and potential customers for marketing purposes, such as a customer
relationship management tool. Interaction which occurs on this platform mainly takes the form of
various customer engagement behaviors such as ‘liking’, ‘sharing’, or ‘commenting’ behaviors. Given
the unique nature of Facebook as a social networking service (SNS), it is of note that active customer
engagement behaviors toward firm-generated branded content are the key for its commercial success in
terms of the ability to disseminate content to unlimited numbers of SNS users. With regard to the current
low levels of customer engagement revealed in both recent industry reports and research (Tsai & Men,
2017; Stelzner, 2017), the present study primarily questioned how such engagement level could be
improved. Drawing upon prior empirical studies in the context of online brand communities, we
attempted to find answers as to which area(s) of customer experiences social media marketing
practitioners should pay more attention in order to gain more active members who would contribute to
the firm. For doing this, we first identified three possible dimensions of brand page experiences (brand-,
social media technology-, and community-driven experiences) and examined their effects on both
passive and active levels of brand page engagement. We further investigated the subsequent effects on
desired outcomes of the brand page practice, considering two important pro-company behaviors (brand
advocacy and brand page promotion) that significantly benefit the hosting company.
Methods
A quantitative method using an online survey questionnaire was adopted to test our hypotheses. The
questionnaire was developed based on a thorough review of prior literature. Data was collected via
Amazon Mechanical Turk and was analyzed using a two-step approach of structural equation modelling
analysis.
Results/Discussion/Implications
The results revealed that three dimensions of customer experiences directly and indirectly influenced the
building of customers’ pro-company behaviors through consuming engagement behavior (e.g., viewing
and liking behaviors) and/or contributing engagement behavior (e.g., sharing and commenting
behaviors). More specifically, social media technology-driven experience, which was conceptualized in
this study as how closely customers experience communications on brand pages as a real human
interaction, appeared to affect both engagement behaviors which, in turn, significantly influence procompany behaviors. The results also showed that customers who perceive a strong connection with the
brand are more likely to exhibit contributing engagement behavior, whereas customers who perceive
benefits as a member of the brand page tend to participate in consuming engagement behavior.
Interestingly, a brand page benefit that prior studies argued was an important factor in enhancing either
customer engagement or pro-company behavior did not have a significant effect on either of the
variables in this study.
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Introduction
Like many other hospitality sectors, as competition has been severely grown, the medical service industry
is increasingly focusing on delivering exceptional customer service in hospitals. Consequently, enhancing
patient experience and relations is a key point of discussion for many hospital administrators (Kane, 2006;
Naidu, 2009). In such settings, patients can be seen as customers, and the understanding of customer
service experience in the field of hospitality industry can play a key role in enhancing patient experience
and satisfaction. This study presents the view of how medical service experience quality is perceived
differently by medical and non-medical employees through the lens of hospitality service quality and the
insights that the principles of customer service experience and relations provide in the context of patient
experience.
Methods
To achieve the objective of this study, self-administered survey is conducted. For the survey study, a
sample of patients who had recent experience of hospital stay or visit is asked to participants in the survey
through online. For the medical service experience quality, they answer two different types of questions,
one with service experience from medical and another from non-medical staff. In addition, the participants
are asked to answer questions regarding patient engagement, patient satisfaction, and word-of-mouth
(WOM). Participants are also be asked to retrieve their actual hospital experience and provide answers to
questions of each of the construct scales; medical service experience scale (Otto & Ritchie, 1996;
Parasuraman, Zeithaml & Berry, 1988), patient engagement (So, King, & Sparks, 2014), patient
satisfaction (Helena Vinagre & Neves, 2008), and WOM (Mattila, 2001; Wong and Sahal, 2002) are
adopted for construct measurements. For data analysis, the measurement model that is hypothesized will
be tested directly via the Confirmatory Factor Analysis procedure in the structural equation modeling
using two-step approach.
Results/Discussion/Implication
This study suggests that the patients’ satisfaction can be further improved when there exists patient
engagement, which can serve a mediator for the medical service experience quality perceived by patients.
The significance of this study is emphasizing the crucial role of patient engagement in the relationship
between medical service experience, satisfaction, and consequent behavioral intention. Based on the
findings of this study, hospital operators can investigate how hospitality knowledge in the field of
healthcare service can provide an insight into successful patient service experience in hospital. In addition,
they can also effectively coordinate efforts in patient engagement, encourage staffs to help patients create
positive support culture for the service of the hospital, improve Hospital Consumer Assessment of
Healthcare Providers and Systems (HCAHPS) survey score and eventually to further increase patient
satisfaction and positive WOM.
References are available upon request
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Introduction
The distribution structure of travel services has been rapidly changing with the emergence of platform
based online travel agencies (Xiang, Wang, O'Leary & Fesenmaier, 2015). OTAs have continued to
gain market share over the past few years. As of 2017, OTAs have a share of 37% of its total travel
market in Asia, and it is expected that its market share will be doubled by 2020(Credit Suisse, 2017).
However, with the rapid increase in transactions through OTAs in the travel industry, consumer
protection has become one of the major social issues around the world. For instance, such the related
issues as lack of consumers’ knowledge about online transaction, lack of suppliers’ credit, lack of
international dispute conciliation are raised.
In this context, this study attempts to investigate consumers’ attitude related to transactions of
OTAs. Specifically, this study focuses on the effect of consumer innovativeness on perceived risk and
purchase intention in transaction of OTAs. In addition to this, the moderating role of consumer
knowledge will be examined.
Methods
Based on the literature review, a conceptual model was developed to examine the relationships among
consumer innovativeness, perceived risk, purchase intention and the moderating role of consumer
knowledge. Consumer innovativeness is measured in two dimensions: cognitive and sensory
innovativeness. Four major research hypotheses are established. First, consumers’ cognitive
innovativeness has a significant influence on perceived risk. Second, consumers’ sensory innovativeness
has a significant influence on perceived risk. Third, perceived risk has a significant influence on
purchase intention. Fourth, consumer knowledge plays a significant moderating role among those
variables.
This study adopts the survey method. To collect empirical data for this research, the quota
sampling method will be employed and the population of this research will be Korean consumers who
have previous purchase experience through the transaction of online travel agencies within the last 6
months. For the analysis, structural equation model will be adopted.
Expected Results
The expected results of this study are as follows: First, both consumer cognitive innovativeness and
sensory innovativeness will have a negative influence on perceived risk. Second, perceived risk will
have a negative influence on purchase intention. Third, this study will assess the moderating role of
consumer knowledge in the relationship between consumer innovativeness and perceived risk, between
perceived risk and purchase intention.
Ultimately, this study expects to provide practical implications for suppliers related to the online
travel services. Among those, the ways of providing service information for the consumers will be
suggested.
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Introduction
Traveling to Southeast Asia has been regarded as a popular short-haul tourist destination for mainland
Chinese visitors in recent years, given the close proximity between China and Southeast Asia. In 2012,
Southeast Asian countries such as Thailand, Singapore, Vietnam and Malaysia were top destinations for
Chinese tourists (Untong, Ramos, Kaosa-Ard, & Rey-Macquiera, 2015). Accord ing to Xinhua.net in
2017, more than 45% of Chinese travelers selected Southeast Asian countries as tourist destinations. For
example, one of the popular destinations in Southeast Asia is Thailand, which attracts tourists to visit for
its world class resorts and variety of cultural and tourist experiences (Rittichainuwat, Qu &
Mongkhonvanit, 2008). During May 2018, Thai Tourism and Ministry estimated 869,000 Chinese tourists
visited the country, and Chinese tourists made the largest group of total foreign visitors (Chen, 2018). This
study investigates purchasing decisionmaking factors that could contribute to Chinese outbound tourists
visiting Southeast Asia.
According to Moutinho’s (1987) vacation tourist model, travel decisions are influenced by forces
outside an individual, which include factors such as role and family influences, reference groups, social
class, culture and subculture. Internal factors affecting travel decisions include personality, lifestyle,
learning and motivation (Moutinho,1987; Suh & McAvoy, 2005). There has been a significant number of
research studies investigating factors of motivating tourists’ purchase decision behavior; however, there
is a lack of studies relating to Chinese tourists’ purchase decision behaviour specifically toward Southeast
Asian tourist destinations. This study can contribute to fill the void.
Methods
For this research, a quantitative analysis will be carried out. This study involves a target sample of Chinese
mainland tourists who have travel experiences in Southeast Asia. A quota sampling method will be
deployed to divide Chinese tourists into different genders. This study will use a computer administered
questionnaire to examine factors that could lead Chinese tourists to visit Southeast Asia. Screening
questions are utilized to confirm the eligibility of respondents to participate in the data collection. As the
purpose of this study is to investigate Chinese tourists’ destination selection in Southeast Asia, a screening
question ensures respondents are leisure or business travelers from mainland China. Qualtrics will be used
for the data collection. The questionnaire has three major sections: respondents’ travel purchase decisionmaking behavior, demographics and factors attracting Chinese tourists. Multiple regression analysis will
be performed to analyze the influence of the factors on the purchase decision.
Results/Discussion/Implication
Understanding Chinese tourists’ purchase decision behavior could be crucial for hospitality organizations
in Southeast Asia to enhance marketing for local tourism. When Chinese travelers select tourist
destinations, the decision processes may be affected by the external and internal factors. These factors
could have potential effects leading Chinese tourists to select Southeast Asian countries as tourist
destinations. Since this study investigates different purchase decision factors that could contribute to
Chinese outbound tourists visiting Southeast Asia, the results of this study can be used as an implication
for those who would like to allure more Chinese outbound tourists to the tourist destinations.
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Introduction
There are multiple pieces of literature that suggest food plays an important role in the way tourists choose
their destinations (Bessiere, 1998; Boniface, 2003; Cohen & Avieli, 2004; Frochot, 2003; Hjalager &
Richards, 2002; Long, 2004). People now think of food as a means to travel, rather than just something to
do during their vacation (Ryan, 1997). Perceived experiential value in food tourism serves as an important
role to connect tourists with food destinations (Tsai & Wang, 2017). Focusing on wine tourism, this study
proposes the use of Virtual Reality (VR) for visiting wine regions as a type of wine tourism. This study
aims to clarify the effectiveness of VR on gaining wine experience and wine knowledge.
Methods
The three-phase mixed method research (see Figure 1) includes before the VR experience (phase
1, quantitative), during the VR experience (phase 2, qualitative), and after the VR experience (phase 3,
quantitative). One 3-item wine knowledge scale and one 3-item wine experience scale developed by
Drennan et al. (2015) will be assessed in phase 1 and 3. In phase 2, participants will visit wine regions in
the world by VR, and will be asked to describe their experiences and feelings during the VR experience.
This study will invite 50 participants to partake in a 30 minute study that immerses each
individual throughout the 10 wine regions in the world using the VR headsets. During those 30 minutes,
each person will get to experience each region using the 365-degree realistic VR goggles. In phase 1,
through a survey questionnaire, this study will ask each participant a series of items about their
knowledge and experience of wine regions before they put on the VR headsets. In phase 2, the
participants will use the VR headsets to visit 10 wine regions, while also using a digital voice recorder to
track their talks throughout the experience. In phase 3, through another survey questionnaire, the
participants will be asked the same items about their wine knowledge and wine experience as well as
their demographic information.
Thematic analysis (Braun & Clarke, 2006) will be conducted for analyzing the qualitative
information collected from phase 2. Two researchers will work on coding for rounds of the thematic
analysis. Additionally, survey data collected from phase 1 and 3 will be analyzed by comparing score
differences of the wine knowledge scale and wine experience scale of Drennan et al. (2015) and
summarizing participants’ profile.
References are available upon request
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Introduction
The African American tourist market spends more than 40 billion in yearly revenues in the tourism
industry (Lusby & Story, 2013). However, there is a lack of scholarly research on African American
tourist behaviors and motivations (Lee & Scott, 2017). Thus, research on African Americans’ travel
behaviors has been limited to understand their travel motivations (Lubsy & Story, 2013). Furthermore,
while motivation theories have been extensively researched in the academic world, little research has
focused on demotivation factors affecting tourist behavior (Unal & Yelken, 2015). Therefore, the
purpose of this study is to identify demotivating factors that would affect African American tourists to
travel to certain destinations.
Methods
Measurement items will be developed based on a previous study conducted by Lee and Scott (2013).
The questionnaire of demotivation factors will include four components (1) racial discrimination during
travel, (2) fear of racism, (3) storytelling and safety instructions: social reproduction of the fear of
racism, and (4) race-related travel choices. The developed items will be measured on A 7-point Likerttype scale. Socio-demographics including age, gender, income, and education will be asked at the end of
the questionnaire. The sample of this research will include African Americans across the United States.
A total of 300 sample will be recruited in October 2018. An online survey will distribute a close-ended,
self-administered questionnaire, using Qualtrics. Exploratory Factor Analysis (EFA) will be employed to
identify the factors, using the SPSS statistic program. The reliabilities of the dimensions were assessed
by Cronbach’s Alpha. A preliminary extraction was conducted using maximum likelihood (ML) and
principal axis factoring (PAF).
Results/Discussion/Implication
In researching tourist motivations, most studies have solely used qualitative data, which limits findings
and generalizability (Lee & Scott, 2017). The survey approach will narrow the gap by providing a
quantitative aspect that will allow findings to be generalized. Findings will contribute to the literature on
demotivating factors for travels and African American tourist travel behaviors. Understanding the
important demotivating factors of African American tourists will help destination managers better
manage their destination image while ensuring the safety of tourists.
References are available upon request
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Introduction
This research will explore how destination choices are influenced by four social behaviours, conformity,
social influence, bragging, and social return, in a society where online social networking is so prevalent.
As the number of Canadians with an Instagram account increases (Gzurd et al., 2018), understanding the
impact of users everyday interaction with the platform begs itself to be explored. One impact that is
currently being considered is how users’ destination choices will be impacted by the travel related posts
made by those within their network. Essentially, it is being argued that there are different types of social
media users including those with a tendency to conform (Kerr, Lewis, & Burgess, 2012; Tussyadiah,
Kausar & Soesilo, 2018), to be socially influenced (Crompton, 1981), to brag (Alfano & Robinson,
2014; Kerr et al., 2012), or to seek social return (Boley, Joran, Kline, & Knollenberg, 2018). While this
list is not inclusive of all types of Instagram users, it does highlight four key user personalites who have
either empirically or qualitatively been identified in previous tourism literature.
The framework for this study will be set against the backdrop of the destination choice funneling
model identified by Woodside and Lysonski (1989) which has proven its relevance in modern times
(Karl & Reintinger, 2016). With technology and eWOM are included in the process at all stages
(Destination Canada, 2016), it can no longer be argued as linear. In this regard, an Instagram user will
consider their networks travel related posts as much as they will consider time, financial, or safety
constraints during their destination choice process.
Methods
A self-administered eSurvey will be distributed to members of a Canadian Destination Marketing
Organization (DMO). The eSurvey will seek responses from Instagram users who are 18 years or older
and have travelled abroad for pleasure within the last two years. Participants will be asked to select a
travel destination which is popular amongst their social network. All measurement items were adapted
from previous empirical research studies and participants will respond on a 5-point strongly agree to
strongly disagree Likert scale. A target sample size of 385 participants will be sought based on a
confidence interval of 95% given that the analyses will evaluate correlations between independent and
dependent variables.
Results/Discussion/Implication
It is anticipated that Instagram users who have a tendency to conform or to be socially influenced will
have a significant positive relationship on users intention to visit the travel destination trending amongst
their social network (Kerr et al., 2012; Tussyadiah et al., 2018). As well, it is expected that Instagram
users who have a tendency to brag or seek social return will have a significant negative relationship on
users intention to visit the travel destination trending amongst their social network (Davies et al., 2013;
Boley et al., 2018).
Thus, this research contributes to the limited body of literature on social media and destination
choice. For DMO’s, to have a user actively seek out the travel destination for their next holiday due to
an image that was, or was not, posted by someone in their social network is certainly a positive outcome.
DMOs need to support Instagram users based on their goal to either remain a lesser-known and rare
destination, or to be a popular one.
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AN EXTENDED MODEL OF TRAVELERS’ MOTIVATION IN SOCIAL MEDIA:
APPLICATION OF CONSPICUOUS CONSUMPTION THEORY
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Introduction
Social media has dramatically changed the paradigm of communication and marketing particularly in
travel and hospitality industry. Due to their characteristics as experiential consumers, travelers are more
likely utilize social media in terms of posting, sharing, and commenting their trip experiences (Hays,
Page and Buhalis, 2013). A recent market report, for example, shows that over 97% of millennials share
photos and videos of their travels online, especially through social media to inspire other users (Carnoy,
2017).
The research on the motivation for using social media has been developed based on traditional
consumer motivational theories such as utilitarian, hedonic needs or communication theories. However,
recent studies more focus on ostentatious consumption or display to explain social media users’
behaviors. In the context of tourism, this self-displaying behaviors on social media are more noticeable.
The high percentage of user-generated travel postings on social media indicate that a majority of
travelers who post their travel photos or stories have these ostentatious motivations. Based on the
recognition, this study extends the realm of travelers’ social media motivations by adopting conspicuous
consumption theory. More specifically, the purposes of this study are to 1) examine the salient
motivational factors on traveler social media usage, 2) compare the impact of general consumer
motivations and conspicuous motivations on social media usage, and 3) examine the moderating role of
gender between motivational antecedents and user behavior.
Methods
We propose two main factors, namely travelers’ general motivations and conspicuous motivations
affecting intention to use social media. Also, this study will regard gender as a moderating role between
travelers’ motivation and social media use intention. An online survey instrument will be developed
based on literature review. All measurement items will be adopted from previous studies and modified
to fit the purpose of this study based on the proposed model.
Implication
The study investigate the social media that has tremendous impact on traveler behaviors by testing the
relationship between user motivations and traveler social media usage. Practically, the results of the
study will be anticipated to provide industrial practitioners with meaningful marketing insights in terms
of how to utilize social media as a marketing and communication tool. The academic contributions of
this paper lie in the fact that this study extend the frontier of traveler social media motivations by
employing conspicuous consumption theory.
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THE EXAMINATION OF BIG FIVE PERSOANLITY TRAITS AND TEAM
IDENTIFACTION OF SPORTS TOURIST TYPES
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Introduction
Sports tourists, whether active, passive, or nostalgic tourists, travel to attend collegiate sports games at
particular destinations and spend their money in a variety of ways, such as ticket purchasing, lodgings,
restaurants, travel expenses, and other expenses related to tail-gating (Coates and Depken, 2009). The Big
Five Factors (i.e., BFF), well-established measures of personality, have been examined to further
understand tourists and predict their possible travel personality (Jani, 2014). Mowen (2000) found 62
percent of sports participation can be predicted with basic personality traits and these personality
influences may apply to sports fans’ level of identification. However, little research has been conducted
concerning how different types of sports tourists identify differently based on Big Five Factor of
personality traits.
The purpose of the study is to examine how Big Five personality traits are different among active,
passive, and nostalgic sports tourists, and to investigate the effect of personality traits on their levels of
team identification while attending sporting events.
Methods
The target sample of this study will be recruited from a Southwest University who have traveled to attend
college football games. The questionnaire survey supported by Qualtrics will be used to collect data
concerning sports tourists’ Big Five Factor (BFF) personality and their team identification based on a 7point Likert type scale, as well as respondents’ demographic variables including gender, age, ethnicity,
and household income. Then, respondents will be asked to answer the questions regarding sports tourists’
types (i.e., active, passive, and nostalgic). Example statement is, “When you traveled, did you just attend
the game, or did you participate in other social activities (e.g., local attractions, shopping, etc.).” The total
number of the sample is expected to be 300 to attain desired power. An exploratory factor analysis, ttests,
one-way ANOVA, and descriptive analysis will be performed to test hypotheses.
Results/Discussion/Implications
Understanding the differences of Big Five Factor (BFF) personality traits and team identification among
different types of sports tourists (e.g., active, passive, and nostalgic) will help sports marketing
professionals and organizers know their targeting sports tourists better providing valuable information to
attract a wide range of potential travelers to a new destination. This study will have academic and practical
implications by contributing to new marketing strategies for different types of sports tourists.
References are available upon request
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ATTRIBUTES ON QUALITY AND SATISFACTION OF INCENTIVE TRAVEL:
MODERATING ROLE OF INDIVIDUAL AND FAMILY TRAVELERS
Kylee Lawhead1, Amanda Alexander2, Dae-Young Kim3
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Introduction
Incentive travel is an internationally rapidly growing sector in the hospitality and tourism industry that
has limited research contributing to academic and this niche market (Mair, Jinn, & Yoo, 2016). A recent
market report shows that nearly 40% of all US businesses are utilizing incentive travel as a means for
rewarding their top performing employees (Incentive Research Foundation, 2017). When travel is used
as the reward for employees, destination attributes are important decision making factors for meeting
planners to finalize incentive travel destinations. Overtime, the importance of attributes has been
changed by external factors such as economic, social, cultural and technological trends.
Incentive travel in previous years was an individual incentive, however companies are now
understanding the value and desire to spend time with family. Incentive travel has evolved in recent
years with majority of companies including the addition of buy-in-options for spouses and families on
incentive travel trips or to have the cost of family attendance dependent on overall performance. With
the inclusion of spouses and families on incentive travel trips, participants are valuing different attributes
of destinations. The proposed research study will validate the quality attributes of incentive travels and
investigate their dynamics toward satisfaction from the perspectives of participants of incentive travel
both individual and family.
Methods
Based on prior research, a model with 8 attributes was adopted and expanded to further explain
demographic and geographical areas. Data will be analyzed using descriptive statistics in order to
understand the overall level of satisfaction, value of each attribute, trip party, and demographics. Data
acquired from a questionnaire will analyze variables utilizing Exploratory Factor Analysis (EFA) to
examine ten factors including internal and external attributes. Internal attributes examined include: 1)
Sense of achievement/reward 2) Programs 3) Resort/Hotel Facilities 4) Safety and Security. External
attributes examined include: 5) Image of destination 6) Attractions 7) Local People 8) Accessibility 9)
Site environment and 10) Climate. An e-survey will be conducted through Qualtrics to elicit desired
information from the incentive travelers with a desired sample size of 300. Participants will rate
satisfaction based on a 7-point Likert Scale with anchors of 1 = strongly disagree and 7 = strongly agree.
A T-square analysis will be performed to determine significant attributes. Reliability and validity will be
established to reduce subjective bias. Results of data analysis will allow research to make
recommendations to industry and contribute to the limited academia current research findings.
Results/Discussion/Implication
Although some studies have explored issues between quality and satisfaction in the hospitality industry,
few have examined the multi-quality satisfaction of incentive travelers, and none have examined the
different values of attributes for family and individual travelers. Incentive travel is a growing market
with changing trends to include families/spouses, therefore, an important contribution is made in this
direction.
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IMAGE FORMATION
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Introduction
Recent years have seen rapid growth in the number of independent travelers (Hottola, 2014; Hyde &
Lawson, 2003; Tsaur et al., 2010). Not surprisingly, therefore, a variety of destination marketing
organizations (DMOs) and tourism organizations are paying more attention to these independent travelers
(Kim et al., 2017). However, the statistics of international tourist arrivals, including independent travelers,
show that there have been rare changes in the ranking of top tourism destinations over the past decade at
the national level (UNWTO, 2009-2018) as well as at the regional level. Although the study of travel
behavior, including tourism constraints, has been one of the most researched areas in the field of tourism
and hospitality management (Cohen et al., 2014; Mei & Lantai, 2018), very few studies have focused on
independent traveler’s constraint factors in the destination choice process and its impact on destination
image. This study aims to analyze factors of travel constraints of independent travelers, which finally
influences behavioral (conative) image through both cognitive and affective image. This analysis is based
on the discussion of the constraints model (Crawford, Jackson, and Godbey, 1991) and destination image
formation theory (Gartner, 1994). The goals of this study are to answer the following research questions:
(1) what are the factors of the constraints on independent travelers in their destination choice process? (2)
what are the impacts of those factors of independent travelers on destination image formation?
Methods
To validate our research model empirically, we developed the study instrument in the two phases. First, a
qualitative analysis was conducted by obtaining the in-depth interview with open-ended questions. A total
of 10 interviews with foreign independent travelers were conducted and the results of the interviews were
integrated with previous literatures. In addition, 4 scholars and professionals in the tourism reviewed and
developed them, and finally 37 attributes of tourism constraints of independent travelers and destination
image were derived. Second, a quantitative study was followed on the basis of the developed instrument.
The target population of the study is those who (1) were the foreign independent travelers to South Korea
(2) and visited Seoul, the capital of South Korea (3) but didn’t visit Gyeonggi Province, located next to
Seoul during their stay. In total, 1,016 questionnaires were collected and will be analyzed by using IBM
SPSS Statistics 20.0 and SmartPLS 3.0.
Results/Discussion/Contribution
This study contributes to the understanding of tourism constraints of independent travelers by
identifying the factors based on qualitative and quantitative analysis. To the best of our knowledge, this
study also provides empirical evidence the conception that tourism constraints of independent travelers
negatively influence the destination image formation. Practically, the insights from this study might be
applied not only to the regional level, including DMOs, but also to the national level when modifying
their tourism marketing strategies.
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THE BEHAVIORAL CONTINUUM OF HOME-BASED BEHAVIORS TO
INFLIGHT FOOD CHOICES
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Introduction
While the air transportation representing one of the largest markets in the world (Nabais, Dias, & Jorge,
2018) and its continuous growth, the research in aviation industry has been largely overlooked (Bukhari,
Ghoneim, Dennis, & Jamjoom, 2013). More importantly, there is few research that examines inflight
foodservice as a primary factor of passenger’s satisfaction. This may be due to the previous research
findings with opposing empirical evidences of inflight foodservice (Ahmed, 2013; Park, 2007).
The research attempts to incorporate the attributes of everyday lifestyle from home that are found
to significantly influence tourism behaviors (Chang & Gibson, 2011; Currie, 1997; White & White,
2006) as proposed by two main hypotheses originated from Spillover theory (Burch, 1969). While
Spillover theory was mostly highlighted for examining the continuum of daily leisure behaviors on
behavioral choices of tourism, few research addressed it in terms of daily food consumption or regular
choice of grocery items. Grounded on the primary hypothesis of Burch’s Spillover theory and by
incorporating the most relevant key constructs including involvement and habit, the study tries to
explore the extension of the grocery purchase behaviors on the passengers’ selection of inflight
foodservice and its influence on their satisfactions.
Methods
The data collection will be facilitated through Qualtrics using an online survey questionnaire.
Prescreening questions will be implemented only to include the research participants who traveled
internationally within 12-month period and experienced inflight foodservices while onboard.
Participants will be asked to indicate their daily food consumptions as well as their grocery purchase
behaviors at home representing the construct of habit. Respondents will be asked to record their levels of
food involvement by modifying the previously validated scale (Kyle et al., 2004). The inflight food
choice and passengers’ satisfaction of inflight foodservice will be documented. Lastly, the respondent’s
information in relation to travel and onboard (e.g. travel class, travel purpose, enrollment of frequent
flyer programs, number of hours onboard, number of inflight catering service experienced) along with
the demographic information will be addressed. A pilot study will be conducted to assess the validity
and reliability of the survey instrument and the questionnaires will be modified accordingly for further
data collection.
Results/Discussion/Implication
The study attempts to investigate the linkage between the home-based behaviors (and on-board
behaviors of passengers by incorporating the essential constructs with Spillover theory. The findings
may contribute to airline industry professionals by segmenting the passengers using their daily behaviors
including routine grocery purchase and being targeted accordingly for a potential increase in
satisfaction. The results may provide theoretical contribution on revealing the significance of Spillover
theory in explaining the future choice behaviors of the passenger.
References are available upon request
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Introduction
Vicarious nostalgia reflects a person’s desire for an imagined past that is not in a person’s living
memory (Goulding, 2002). More specifically, it represents a person’s “yearning for traditional,
conservative, and community values of bygone eras” (Merchant & Ford, 2008). For this reason,
vicarious nostalgia can be highly associated with heritage tourism. However, there is no existing study
that has measured vicarious nostalgia and examined its antecedents and consequences in the tourism
context.
Nostalgia is defined as a type of emotion with three dimensions: evoked positive emotion,
evoked negative emotion, and past-oriented cognition (Routledge et al., 2008). The previous literature
proposed four antecedents of it: nostalgia proneness, self-discontinuity, alienation, and search for
authenticity (Merchant & Ford, 2008). In addition, it can influence customer attitudes toward adverts
(Muehling & Sprott, 2004), brands (Pascal et al., 2002), and products (Bambauer-Sachse & Gierl, 2009).
Therefore, vicarious nostalgia may be a determinant of the destination image. The study will
conceptualize vicarious nostalgia and develop a scale to measure it. Then, the study will examine its
antecedents and its impacts on destination image.
Methods
To develop the scale, this study is following Churchill’s (1979) measurement development framework.
Items of the three-dimensional measurement scale are adopted or generated from previous literature. To
measure the antecedents and destination image, the study utilizes different existing scales. The proposed
vicarious nostalgia scale will be refined and validated via EFA and CFA utilizing a pilot study, in which
150 university students are recruited, and the main study, in which 500 onsite tourists are employed. The
survey instruments will also be refined through the pilot study and the structure model (antecedents>
vicarious nostalgia-> destination image) are tested utilizing SEM based on the data collected on a
heritage site.
Results, Discussion, and Implication
Past-orientated cognition is expected to represent the magnitude of the vicarious nostalgia. A tourist with
a high level of it is expected to have a high level of emotion evoked and a high level of the destination
image. The evoked positive emotion is expected to promote the destination image, whereas, the evoked
negative emotion is expected to weaken the destination image. All the four antecedents are expected to
have a significant relationship with the vicarious nostalgia.
Theoretically, the study will examine another tourist’s motivation factor, vicarious nostalgia,
which is rarely investigated. The scale developed by the study provides a tool to the researchers to
further investigate the vicarious nostalgia in the tourism context. In addition, this is the very first study
empirically investigates the relationship among vicarious nostalgia and its antecedents, therefore,
provides a comprehensive investigation of this construct. Practically, the current study will reveal that
vicarious nostalgia significantly influences tourists’ destination image. Managers should consider
providing more nostalgia triggers to evoke the tourists’ vicarious nostalgia. Meanwhile, managers can
develop different service techniques to promote the tourists’ positive nostalgia emotion.
References are available upon request
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Introduction
Online travel community (OTC), being one of the main platforms of social media, attracts users because
of its social interactivity features (Yet et al., 2017). This provides opportunities for businesses to
establish a sustainable relationship with customers (Jain et al., 2018). According to Ngelambong et al.
(2018), eWOM communication generated on these OTCs greatly influences the success of businesses,
both online and offline. However, due to its virtual features and low switching cost, members frequently
join and leave an online travel community, and many OTC marketers are struggling to find efficient
methods to communicate, attract, and maintain the relationships with their target customers (iResearch,
2018). Hence, understanding the motivations of consumers investing their time and energy to commit to
the relationships with OTC marketers is very necessary for both practitioners and research scholars.
Building upon studies of relationship marketing, consumer behavior theories, and sociology
theory, the purpose of this paper is to empirically test a research model that incorporates antecedents of
OTC commitment, including personal influences, social influences, and online community
characteristics; as well as consequences of OTC commitment, specifically behavioral intentions.
Additionally, this study empirically examines the moderating effect of advertising in OTC on the
relationship between online community commitment and members’ purchase intention.
Methods
The researchers will use an online survey to collect data from Mafengwo.cn, a leading online travel
community in China; and self-selection sampling technique will be adopted. Furthermore, Partial least
squares based structural equation modelling (PLS-SEM) will be used to test the hypotheses proposed in
the research model, which is a suggested tool for complex models including higher order constructs and
moderating variables (Ali et al., 2018). Based on the rules of thumb for required sample size, the
minimum sample size for this study is projected to be 430. Additionally, since the target population is
members of Mafengwo.cn in China, back-translation technique will be employed (Brislin et al., 1973) to
minimize any possible variance due to cultural and linguistic differences (Kim & Han, 2004).
Results/Discussion/Implication
This is a research in progress. The results of the research will be presented at the conference. The results
of the study may provide understanding of factors that are influential for building commitment to an
OTC. The study also strives to test a relationship between commitment and members’ purchase intention
moderated by advertising.
This study integrates multiple studies and theories to enhance the understanding of factors that
explain members’ online community commitment and it outcomes in the context of OTCs in China. At
the same time, it gives hints to the advertising practitioners for how to apply advertising strategies more
effectively in OTCs.
References are available upon request
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CAREER DECISION-MAKING IN EVENT MANAGEMENT: A COMPARISON OF
EXPECTATIONS OF HOSPITALITY STUDENTS
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Introduction
Event management (EM) is a relatively new academic discipline, as well as recognized profession.
Being such a young academic discipline, it is important to assess and understand the expectations of
students pursuing EM education and careers. At least anecdotally, EM students expect to be an event
planner, wedding planner, and other similar positions upon graduating and they target their positions to
manager level directly after school. However, those positions typically require additional skills and
experience that needs to be obtained after completing a college degree. It appears other hospitality
students realize the importance of getting various experience (e.g., front desk, auditing) in order to reach
higher level positions within their emphasis area (e.g., general manager of a hotel).
The purpose of this proposed study is two-fold. First, the study proposes to assess the
expectations of students pursuing their education in a hospitality program. Second, the study will explore
any differences in career expectations between different emphases of hospitality (e.g., events, hotels,
restaurants). The study will also look at the influence of work experience (e.g., years, type and level of
position) and demographics (e.g., age, gender) on students’ expectations.
Methods
This study plans to use quantitative method. Students at a hospitality program in the United States will
be sent an email with a link to an online questionnaire through the Qualtrics survey software program.
The questionnaire will include items potentially modified from prior studies that used SSCT to
measure self-efficacy, outcome expectations, and career goals (e.g., Chuang et al., 2007; Stone et al.,
2017). The questionnaire will also include background variables (e.g., age, education, years of event
related work experiences, interested career field).
Discussions/Implications
The expectations of results will be, first, there are significant difference in self-efficacy, outcome
expectations, and career goals among hospitality students with different emphases (e.g., event
management, hotel operation). Second, personal education and work experience significantly influence
on career choice in hospitality students.
For the future research, a longitudinal study could be conducted to test the career choice changes
of hospitality students over time. Second, other emerging career choices (e.g., cruise ships, senior living)
could be included to compare to more traditional hospitality careers.
References
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Introduction
A growing number of students choose to study abroad nowadays. There were 325,339 U.S. students
studied abroad in the academic year of 2015/16, an increase of four percent over the previous year
(Department of State U.S. Study Abroad, 2018). The significant social and economic impacts by
participating in study abroad programs have been widely recognized (Nyaupane, Paris, & Teye, 2011).
At the same time, global citizenship and competency development in political, economic and education
discourses are emphasized (Stoner, Tarrant, Perry, Stoner, Wearing, & Lyons, 2014). Values, with the
new shifts among young generation of millenniums, is of particular importance in students’ study abroad
programs and relevant tourism activities. Likewise, ethical or responsible tourism has emerged as a
critical area of study given today’s emphasis on sustainable tourism.
Based on previous literature, students tend to benefit from studying abroad in enhancing
communication and stress management skills (Pan, 2012), honing intercultural competencies, tolerance
and empathy (Stone & Petrick, 2013), and adaption of a global orientation (Daneshyar, 2011). However,
few extant studies on study abroad programs focus on tourism-related attitudes and behaviors, such as
destination choice, travel venturesomeness (Nyaupane et al., 2011; Cohen, 2016; Mody, Gordon, Lehto
& Adler, 2017). It is yet unknown about changes in students’ values, global citizenship and responsible
tourist behavior by participating in study abroad program.
Given the practical importance and research gap, this study attempts to investigate the following
two research questions: (1) how students’ values, global citizenship and responsible tourist behavior
change pre- and post- the study abroad program? (2) Does travel motivation moderate the changes in
students' values, global citizenship and responsible tourist behavior?
Methods
The sample includes college students who took study abroad programs at a southeast university in the
U.S., with the target sample size of 300 in this study. A questionnaire is developed and consists of five
sections. The first section asks about respondents’ responsible tourist behavior including 14 items (Kang
& Moscardo, 2006). The second and third sections examine travel motivation (Kim & Lee, 2000) and
global citizenship (Reysen & Katzarska-Miller, 2013). In the Section four, students are asked to
complete the Schwartz Value Survey (SVS) (Schwartz, 2003), which measures the degree to which
students value each of the ten value domains. The fifth section collects respondents’ demographic
information. The web-based survey Qualtrics is employed, and emails are sent to students right before
and after their study abroad programs.
For the data analysis, cluster analysis is employed to group the students based on results obtained
from travel motivation in the section four of the survey. Discriminant analysis is then used to better
understand the differences between the clusters. Then, structural equation modeling (SEM) is used to
examine the hypotheses, from which relationship is shown by the path coefficient.

The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 167

THE RELATIONSHIP BETWEEN GRADUATING STUDENTS’ SATISFACTION WITH
HOSPITALITY PROGRAM AND PERCEPTION OF
ACQUIRED ENTRYLEVEL JOB SKILLS
Daegeun (Dan) Kim1, Mary Roseman2
The University of Mississippi, University, Mississippi, USA, dkim18@go.olemiss.edu1; mroseman@olemiss.edu2

Introduction
With the increasing growth in student enrollment at universities in the U.S., competition to attract
students has become one of the main challenges for universities. In higher education, the need to be a
service industry has amplified, and because of it, meeting the expectations and needs of students are
being emphasized (Cheng & Tam, 1997). This has led universities to focus on the satisfaction of current
students in order to retain new students. When students graduate from universities, generally their
primary focus becomes one of seeking professional employment in their field of study. In hospitality
management education, reliance on the industry is very high. This high reliance on industry drives the
standards of the curriculum in order to meet industry needs (Nelson & Dopson, 2001). In order for
hospitality education to be successful, the quality of graduates and their abilities in the industry are the
main determinants of success (Nelson & Dopson, 2001). Therefore, the purpose of this study is to
determine whether the level of student satisfaction upon graduation is related to student perception of
having acquired entry-level professional skills while enrolled in the hospitality management program.
Methods
This study will use secondary data collected through a Qualtrics survey of graduating or recently
graduated students from a four-year hospitality program at a major U.S. university. The Net Promoter
Score (NPS) developed by Reichheld (2003) will be used to measure the independent variable, customer
satisfaction, and the dependent variables of acquired professional skills. This measurement is applicable
for this study because students in a university are customers. Satisfaction will be obtained by combining
the mean scores of two satisfaction statements using a 7-point Likert scale: 1) willingness to choose the
major again and 2) will recommend the major to others. Based on the Net Promoter Scale, satisfaction
responses 1-3 will be considered as “detractors”, 4-5 as “passives”, and 6-7 as “promoters.” The
dependent variables consisting of 12 items asking respondents their self-perception of acquired
professional skills will be examined based on change in the independent variable. The data will be
analyzed using descriptive statistics and multiple linear regression.
Results/Discussion/Implication
The results of this study are expected to show the relationship between student satisfaction upon
graduation and their perception of having obtained professional skills needed in the hospitality industry.
It is expected that when students are satisfied with their program of study their level of perception of
having acquired skills needed on the job is high. This satisfaction with their academic program and selfperception of having acquired professional skills allows them to have confidence when entering the job
market. Additionally, graduates’ confidence upon entering the professional workforce should lead to
strong job performance and success in the hospitality industry.
References are available upon request
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Introduction
Crowdfunding is an effective way for companies to raise capital to start or grow their businesses
(Bruton, Khavul, Siegel, & Wright, 2015; D'Ambrosio & Gianfrate, 2016). While crowdfunding
research has proliferated in recent years, the previous literature has seldom provided ready-to-use
recommendations that hospitality entrepreneurs can apply while designing their campaigns. Therefore,
the purpose of this study is to provide practical recommendations to campaign creators to increase their
success by investigating optimal levels of campaign design elements under their control (goal, words,
images, videos, and rewards).
Methods
The sample of this study is restaurants that developed crowdfunding campaigns in Kickstarter. We
expect the sample size to consist of over 1,000 projects. We chose restaurants as our sample for two
reasons: (1) the number of projects available, (2) to have a significant representation of hospitality
businesses. We will be employing a web crawler programmed in Python’s Beautiful Soup to collect
directly from Kickstarter’s website the variables needed for our analysis.
Data will be analyzed with the appropriate method depending on the preliminary analysis and
assumption tests. The dependent variable will be the projects’ success rate and the independent
variables will include project goal; description words, images, and videos; and rewards. We will
incorporate quadratic functions as well to measure the optimal level and to test non-linear relationships.
We will then calculate the first derivatives for optimal points of significant independent variables.
Results/Discussion/Implication
This study will have multiple theoretical and empirical implications. First, it will contribute to the
emerging research field of crowdfunding in the hospitality industry. Moreover, it will give a clearer
picture of the complex relationships leading to crowdfunding success. Second, when this study is
completed, we intend to provide concrete parameters and recommendations that could guide hospitality
practitioners during the design stage of their crowdfunding campaign. This is important because
crowdfunding success is not easy nor common (Richardson, 2014; Kickstarter, 2018); however, it is a
promising financing alternative to start and grow small businesses.
References are available upon request
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THE EFFECTS OF IT EXPENSES ON CONVENTION HOTEL PERFORMANCE IN THE U.S.
Laura Resco1, Agnes DeFranco2, Arlene Ramirez3
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Introduction
The 11th revised edition of USALI introduced IT expenses as a separate schedule under Undistributed
Operating Expenses. This isolation allows researchers to better understand and analyze IT expenses’
structure and interplay, as well as the effects they have over hotel operations.
Given the importance of the conventions business in the hospitality industry, both in terms of
room nights and revenue generated (Events Industry Council & Oxford Economics, 2018), the present
study focuses on properties typified as convention hotels as per the STR definition. The purpose of this
research is twofold: first, to assess the existence of a significant effect of IT expenses over RevPAR,
ADR and occupancy, and second, to find which IT expenses item is the most important driver for each
of the mentioned KPIs.
Methods
Same store data of 106 convention hotels for the years 2015 to 2017 was provided by CBRE. This
period was chosen because the 11th revised edition of USALI was first introduced on January 1st, 2015.
The use of only three years of data is a limitation of the study.
Four independent variables were constructed from the reported data: IT Labor costs and related
expenses, IT cost of services, IT system expenses, and IT Other expenses. Three dependent variables
were also identified: RevPAR, ADR, and Occupancy. Hotel chain scale (ranging from luxury to upscale)
was used as a control variable, by means of dummies. The second control variable used was city tier (I,
II or III) as defined by CBRE.
Following Hua, Morosan and DeFranco (2015) the data analysis will consist of crosssectional
regression analysis for the years 2015, 2016 and 2017 to assess whether results are consistent over time.
Then, panel data analysis will be performed for the three models over the period 2015 to 2017, to garner
further empirical evidence of the robustness of the results.
Results/Discussion/Implication
This study is the first benchmarking effort centered around IT expenses. Results will therefore provide
exploratory theoretical and practical implications. An in-depth understanding of the effect that each
component of IT expenses has over financial results will help in the development of more accurate
theoretical frameworks to depict the channels through which those effects take place.
Moreover, resource allocation will be optimized by matching the necessary expenditure for the
expected financial results. Also, internal communication between IT managers and the other hotel
departments’ will be enhanced by making financial performance the common ground to evaluate
technical solutions. As more data becomes available, further research can update the results.
References are available upon request
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HOSPITALITY INNOVATIONS AND FIRM PERFORMANCE
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Introduction
Innovation is a medium for companies to grow and to develop a sustainable competitive advantage
(Anderson, Potočnik, & Zhou, 2014; Damanpour, Walker, & Avellaneda, 2009; Nicolau & SantaMaría,
2013). Interestingly, the number of studies that examined the effect of different innovation types on
hospitality firms’ performance in the U.S. is scarce, despite their presence in the world. Therefore, the
main purpose of this study is to explore the influence of different innovation types on firm performance
of publicly traded hospitality firms in the U.S. This study will provide a comprehensive approach to
innovation in a highly relevant market leading to highly generalizable results.
Methods
The population of this study consists of publicly traded hospitality firms in the U.S. Sample includes
hotel and restaurant corporations. The type of innovation data will be collected from Factiva and Google
News Archive, and it will be dummy coded based on categories of innovation. Second, other data related
to the business performance will be collected from Compustat. Companies that announced innovations
in the last five years will be included.
To consider three different perspectives, the following dependent variables will be used as
proxies of firm performance: (1) earnings per share (EPS) (investors’ value perspective), (2) return on
assets (ROA) (operations perspective), and (3) Jensen’s alpha (financial risk perspective). Independent
variables are dummy coded innovations (reference group=institutional innovation). We will include
control variables, such as market capitalization (large, mid, small, micro), firm size (number of units),
and cash flow. Data will be analyzed in STATA with a panel data analysis.
Results/Discussion/Implication
Upon completion, this study will have significant theoretical and empirical implications. First, this study
will contribute to the limited research field of innovation in the hospitality industry by developing a
comprehensive understanding of the relationship between innovation and firm performance in a large
market, providing more generalizable recommendations. To the authors’ knowledge, this will be one of
the first studies of this kind. Second, managers and investors in the hospitality industry will be able to
identify which type of investment will yield the best results, which is a sensible strategy considering that
no hospitality company has an unlimited innovation budget.
References are available upon request
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THE EFFECT OF BOARD INTERLOCKS ON FIRM PERFORMANCE IN THE US
RESTAURANT INDUSTRY:
THE MODERATING ROLE OF GEOGRAPHIC DIVERSIFICATION
Hyoung Ju Song1, Seoki Lee2, Kyung Ho Kang3
The Pennsylvania State University, University Park, PA, USA, hus451@psu.edu1; leeseoki@psu.edu2;
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Introduction
In accordance with a significant role of a board of directors on a firm’s critical strategic decisions and
implementation, board interlocks have been a controversial issue for decades with regard to its effect on
firm performance (Zona, Gomez-Mejia, & Withers, 2018). Board interlocks have frequently occurred in
varied industries including the restaurant industry.
To date, based on relevant theories supporting each direction of the effect of board interlocks on
firm performance, there have been multiple efforts made into empirically examining the relationship but
inconsistent (Perry & Peyer, 2005). Despite the importance of board interlocks in the strategic
management and corporate governance literature, an empirical investigation on board interlocks has not
been widely conducted in the hospitality literature. Particularly, considering idiosyncratic industryspecific characteristics (e.g., a high rivalry in particular destinations and a vulnerability to external
factors) (Guillet & Mattila, 2010), a valid empirical examination on the effect of board interlocks is
encouraged in the restaurant industry context. In addition, given restaurant firms frequently implement
geographic diversification as a core corporate strategy, which makes business operations and structures
to become more complex (Palich, Cardinal, & Miller, 2000), geographic diversification needs to be
comprehended in the board interlocks-firm performance relationship.
Accordingly, the purpose of this study is to investigate the individual effect of board interlocks
on firm performance in the US restaurant industry. Further, in order to more comprehensively
investigate the board interlocks-firm performance relationship, this study employs geographic
diversification as a moderating variable.
Methods
The sample will consist of all publicly traded US restaurant firms with the sample period spanning 19932017. This study will adopt a panel regression analysis, either the fixed effects or random effects
methods, depending on results of the Hausman test in order to prevent an omitted variable bias when
using panel data (Gujarati, 2003).
This study will adopt Tobin’s q and ROA for measuring firm performance. Board interlocks will
be measured by the number of board and managerial positions in other firms taken by directors of a firm.
For measuring geographic diversification, a moderator, the BerryHerfindahl index will be employed and
relevant control variables (i.e., firm size, leverage ratio, board size, board independence, and CEO
duality) will be included.
Results/Discussion/Implication
This study expects to contribute to the hospitality literature by examining the board interlocksfirm
performance relationship which has been rarely dealt with in the US restaurant industry context.
Additionally, the results of this study will serve as guidelines for practitioners particularly for the
composition of board members.
References are available upon request
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INTERNATIONAL DIVERSIFICATION AS A DETERMINANT OF CEO COMPENSATION
IN THE US RESTAURANT INDUSTRY
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The Pennsylvania State University, State College, Pennsylvania, USA, jxy411@psu.edu1
The Pennsylvania State University, State College, Pennsylvania, USA, leeseoki@psu.edu2

Introduction
Increasingly, firms are diversifying and expanding the geographic range of their business activities to get
competitive edges in different locations (Porter, 1990). In a diversified firm with more a complex
business environment, it becomes more difficult to monitor executive performance across different
markets (Nilakant & Rao, 1994). Such an environment increases agency cost for the owners of the firm
due to the increased cost for monitoring executives (Roth & O’Donnell, 1996). Due to these challenges,
the importance of nominating appropriate executives increases in internationally diversified firms.
Among the executives, CEO play a critical role as a primary information processor, which is critical to
organizational functioning and performance (Haleblian & Finkelstein, 1993). Henderson and
Fredrickson (1996) pointed out that if the ability to process large amounts of information is both
valuable and rare, a compensation may be more strongly linked to the complexity of managerial task.
Therefore, the current study is to examine the relationship between a firm’s international diversification
and CEO compensation.
Compared to other industries which are highly regulated (e.g., banks or energy&utility), the
hospitality industry including the restaurant industry is relatively less regulated. In the previous
literature, it has been shown that companies in highly regulated are less likely to use stock options for
managerial incentives (Joskow, Rose, & Shepard, 1993). This current study therefore is to not just
examine the effect of international diversification on CEO compensation, but also explore different
types of CEO compensation (i.e., cash based including salary and bonus, equity based including stock
options and restricted stocks) for their relationship with international diversification.
Methods
The study sample will comprise publicly traded US restaurant firms, based on the North American
Industry Classification System. Data for international diversification will be collected from each
restaurant firms’ annual audited (10K) financial statements required by the US Securities and Exchange
Commission (SEC). Data for CEO compensation will be collected from annual proxy statements.
This study will employ Berry-Herfindahl index as an independent variable using the number of firms’
units in each country. CEO compensation served as a main dependent variable in this study. Based on
previous literatures (Ciscel & Carroll, 1980; O’Reilly, Main, & Crystal, 1988; Finkelstein & Hambrick,
1989; Sanders & Carpenter, 1998), Firm size, CEO tenure, and CEO duality will be included as control
variables in our model.
Results/Discussion/Implication
Considering the fact that the structure of CEO compensation varies across different industries and
growing significance of international operations for the restaurant industry, the study’s examination of
the proposed relationship will provide meaningful values to the hospitality literature and the restaurant
industry.
References are available upon request
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ACCESSING THE ECONOMIC VALUE OF NATURAL SNOWS IN SKI RESORT USING
CONTINGENT VALUATION METHOD
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Introduction
Climate change in tourism causes a change in tourism resources directly, causing changes in the
environment, socio-economic changes, and policy changes, resulting in changes in tourist preferences
and flows indirectly (MCST, 2009). For ski resorts that use snow as a major tourism resource, the cost of
snowmaking and the number of days that can be cleared by snow can increase due to the warming,
thereby reducing the opening season (UNWTO & UNEP, 2008). The snow fall will lead to the decrease
in the number of skiers in Switzerland, Canada and North America, with the winter skiing industry being
the main source of local economies. Thus, the primary purposes of this study are to estimate an
individual’s probability of preservation the snows of ski resort on tax using the CVM. Furthermore,
based on the estimation from CVM, this study provides the empirical measurement of the value of
natural snows in ski resort as the tourism attraction. Hence, in the practical perspective, the government,
policy makers, and researchers are able to determine whether they should consistently develop and
invest on the scenery business of the ski resort as the key tourist winter attraction.
Methods
18 ski resorts in the South Korea will selected as study areas because they each represent 5 different
districts or regions including 5 Kyeong-gi, 10 Gangswon, 1 Chungbuk, 1 Jeonbuk, 1 Kyungnam area
such as Yongpyeong resort, Vivaldi park, Gonjiam resort, oakvalley resort and so on. Deriving an actual
value is highly dependent upon a survey method (Lee & Han, 2002). The direct face-to-face interview is
the most commonly used approach at recreation sites (Forster, 1989) and was employed in this study.
The on-site survey will conducted in the 18 ski resorts. The questionnaire consisted 4 major parts: (1)
questions on measurement of natural snow preservation values; (2) items on 4Es of economic
experience; (3) questions on socio-economic; (4) questions on exercise favor aspect. The CV
questionnaire is designed to provide respondents with adequate information, making them fully aware of
the hypothetical market situation. The CV question pertaining to preservation value reads: ‘If it charges
x1 won per family per year as a tax for preservation of the natural snows, would you like to pay for it?’
In the x1, each respondent received only one offer, this will be randomly selected from a predetermined
range of offers. A set of six different offers is selected on the basis of pre-test in ski resort where
maximum WTP for preservation tax was asked to visitors to the ski resort using open-ended
questionnaire. In this study, offers were set some ratio intervals and thus a set of six different offers
included 5,000, 10,000, 20,000, 30,000, 40,000 and 50,000 won respectively.
Results/Discussion/Implication
The most essential contribution of this study is that it is the guidance to policy makers dealing with the
climate-change and the development of Natural snow’s Ski business. The verifications of these findings
support the climate-change policy considering whether the economic value of the natural snow of the ski
resorts is acceptable to justify the preparing of the climate change on ski resorts itself, when the
estimated tax fee of an individual’s valuation of the natural snows of ski resorts using the CVM is taken
into consideration.
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THE EFFECT OF ASSET STRUCTURE ON PERFORMANCE OF FOOD AND BEVERAGE
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Introduction
According to Chen and Chang (2012), every hotel allocates its proportion of revenue sources differently,
based on the directions of each hotel’s diversification needs and hotels earning revenue majorly from
food and beverage (F&B) services obtain higher growth in profit margins. There have been a number of
changes in F&B sector due to technological improvements and introduction of new business techniques
(Riley, 2005). Besides, tourists could be more concerned about satisfaction of F&B services than
accommodation services (Perman & Mikinac, 2014). Therefore, this study aims to investigate how the
F&B operations have performed over last 10 years in relation to asset structure of hotels.
Methods
The study will use STR data from 2007 to 2016 of 150 hotels upper upscale hotels located in the United
States. Hotels in this data are all upper upscale hotels located in the United States so data are
representative of the US Upper Upscale hotel inventory. The linear regression models will be used to
test the relationship between asset structure, size of the hotel, and total F&B revenue. The independent
variables are types of asset structure (franchise, management, and franchise and management) and size
measured by number of rooms. The dependent variable is F&B revenue. The model is analyzed with the
panel data set of 150 upper upscale hotels for the period of 10 years. The study used regression analysis
and data set was run with fixed effect model after Hausman test. Panel data can provide rich information
with large sample size but unobserved effects of firm and year can bias estimation significantly
(Wooldridge, 2002). Thus, this study performed a two-way fixed-effects model by firm- and year-effect
to solve the problem of unobserved effects.
Results/Discussion/Implication
This study expects to find that size of hotel is positively related to food and beverage revenue of
upper upscale hotels and management business models will have positive effects on total food and
beverage revenue of upper upscale hotels. This study suggests a basis for industry to recognize various
impacts of fee-based business models on F&B performance and why they are different. Also, this study
will show that asset-light approach might have different effects on F&B performance according to size
of the hotel. Therefore, it will suggest hotels need to consider their asset ownership structure in relation
to size of the hotels in terms of F&B performance.
References are available upon request
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WHEN ENFORCEMENT FAILS: HOW CUSTOMERS GAME THE HOTEL’S REVENUE
MANAGEMENT SYSTEM AND POTENTIAL SOLUTIONS
Ling Ling, Zvi Schwartz, Srikanth Beldona
University of Delaware

Economic theory suggests that price discrimination is a crucial hotel revenue management mechanism.
Effective price discrimination requires assessing customers’ willingness to pay (WTP) so that optimal
room rates could be set for each segment, and an efficient enforcement, that is, a mechanism to ensure
that unqualified customers (with higher WTP) cannot book rooms at discounted rates.
This study focuses on enforcement and it is first to explore a special category of enforcement
failure – one that involves customers’ dishonest behavior. Some observations from the rapidly
expending lucrative markets of upscale hotels in China suggest that unqualified customers find ways to
benefit from membership discount, company negotiated lower rates and other discount rates they are not
supposed to have access to. For example, qualified-customers book at a discount rate, and then sell the
rooms to unqualified customers at a higher price, which is still lower than the unqualified rate. These
practices violate the price discrimination non-resale necessary condition as outlined by Phlips (1983)
and as such appear to threaten the viability of revenue management practices.
Data will be collected through semi-structured, in-depth interviews, aiming to explore the
problem, assess its severity and offer initial thoughts on possible solutions to this alarming phenomenon.
A total of 15 revenue leaders from different branded hotels in China will be interviewed individually.
Analysis of the recorded and transcribed interviews will use a plethora of qualitative techniques such as
thematic analysis and evaluative analysis. It is expected that insights gained will not only shed light on
the evolving role and importance of enforcement as a crucial component of price discrimination in
emerging markets, but also facilitate a discussion on how this emerging issue of enforcement failure
could be addressed more effectively by hotel revenue managers.

The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 177

Work-In-Progress:
Human Resources & Leadership

The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 178

AN EXPERIENCE SAMPLING STUDY OF HOTEL EMPLOYEES’ SUBJECTIVE
WELL-BEING: THE JOB DEMANDS-RESOURCES APPROACH
Xiaolin Shi1, Susan Gordon2
Purdue University, West Lafayette, Indiana, USA, shi103@purdue.edu1; gordon31@purdue.edu2

Introduction
Well-being is a dynamic concept which can change over months or years, but can also fluctuate
within hours, days, and weeks (Sonnentag, 2015). As a dynamic concept, it can be interpreted from
intraindividual change and intraindividual variability. Intraindividual variability focuses on how
individuals’ behaviors change over time and can be captured by analyzing within-person variability
(Ram & Gerstorf, 2009). While intraindividual changes of well-being have been widely studied by using
a between-person approach in the hotel literature, intraindividual variability has not. The majority of
studies in hospitality well-being research measured predictors, such as organization-based self-esteem
and self-instability, and well-being related dependent variables at the same time (e.g., Lee et al., 2016;
Xu et al., 2017). Though the traditional between-person approach provided important insights in
understanding well-being, this approach assumes that all the predictors and well-being remain stable
over time, missing the potential changing nature of well-being. Therefore, an integrated theoretical
framework that combines state-like and trait-like capacities is needed to study the impact of individual
and organizational attributes on subjective well-being (SWB). The purpose of this study is to investigate
the dynamic nature of SWB among employees in the hotel industry and understand the impact of daily
hotel job demands/job resources on employees’ SWB. The research objectives are: (1) To examine the
impact of daily job demands and resources on hotel employees’ momentary SWB; (2) To study how
daily job resources moderates the relationship between daily job demands and momentary SWB; and (3)
To explore how individual differences moderate the daily influences of job demands/resources on
momentary SWB.
Methods
This study will use a diary method, which is a research approach that requires participants to
respond to multiple daily surveys over several days. This study plans to have the participants complete a
one-time baseline survey followed by a diary survey over five workdays through an online survey or
phone App. Only employees from operational departments, such as Food & Beverage and Rooms
Division, will be targeted. Multilevel linear modeling will be used to analyze the data with repeated
daily measures (level 1) nested within individuals (level 2).
Results/Discussion/Implication
Well-being is usually perceived as trait-like. This study treats hotel job demands/resources and SWB
as a time-varying state instead of a trait. A within-person view will be applied to examine the situational
predictors of SWB. Practitioners typically collect data and measure employee engagement or job
satisfaction once per year in the hotel industry. Using a static way to measure predictors may not capture
the dynamic nature of those predictors and may ignore the changes that occur between measurement
periods. This study would help managers to better understand employees’ feelings on a daily basis and
specifically which job demands more negatively impact well-being and which job resources can improve
well-being. Managers can then better address employee feelings through adjusting these job demands
and resources on a more frequent basis.
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A GLIMPSE OF EMPLOYER BRAND THROUGH GLASSDOOR
Patty Coaley
Pepperdine University

Introduction
Reviews posted on employer-rating platforms provide insight into employee experiences and feelings.
Comments from current and former staff offer a glimpse into company culture and the employer brand.
Additionally, online employee feedback offers Human Resource practitioners access to extant data for
detecting organizational barriers. Following Ambler and Barrow’s (1996) employer-brand concept, rooted
in Keller’s (1993) customer-based brand equity theory this phenomenological study presents a thematic
analysis of Glassdoor reviews posted on the pages of four, global hotel and casino corporations located in
the U.S.
Although several scholars have examined employer brand from a recruitment standpoint, scant
research exists on the use of web-based employee feedback for improving workplace engagement (Cable
& Turban, 2001; Dabirian, Kietzmann, & Diba, 2017; Ingrassia, 2017; Lee, Shin, Park, Kim, & Cho, 2017;
Lievens & Slaughter, 2016; Van Hoye, 2014). Furthermore, limited research is available relevant to
employer-image perceptions grounded in employee reviews (Dabirian et al., 2017; Ingrassia, 2017;
Lievens & Slaughter, 2016). To advance the understanding of employer brand as cited on employerreview sites, this study will examine electronic word of mouth (eWOM) posted on the Glassdoor pages of
four, hotel and casino corporations.
Method
The four organizations under study own and operate casino resorts globally, with multiple properties in
southern Nevada. Only reviews submitted on Glassdoor by asserted current or former Las Vegas
employee will be included in the analysis. Each employer-review dataset will include the positive and
negative sentiments of employment and an overall employer rating. Thematic analysis will be conducted
using the “priorresearch-driven approach” (Boyatzis, 1998, p. 35) to determine which employer-brand
benefits influence the low and high overall employer ratings.
Results/Discussion/Implications
Preliminary results indicate that both Low (1 and 2 stars) and High (4 and 5 stars) overall ratings are linked
to functional, economic and psychological benefits, thus supporting Amber and Barrow’s (1996) theory
that employer-brand benefits are linked to job satisfaction. The implications from this study may offer a
new perspective for evaluating and monitoring employer brand as defined through eWOM. The study will
also provide a new perspective for gathering employee feedback outside of the traditional company survey.
Additionally, the findings may support the potential influence and hazards eWOM has on employer brand
and sustainable HR recruitment and retention strategies.
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SUBSTANCE ABUSE IN THE HOSPITALITY INDUSTRY: DOES POOR JOB
SATISFACTION AND EASE OF ACCESS LEAD TO ABUSE?
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Introduction
During the 1990s, the hospitality industry was plagued by a number of human resource related issues
like labor shortages, employment-at-will litigations, increasing health care costs, and high turnover rates,
but an unsolved issue emerged that took precedence over the rest – substance abuse amongst employees
and managers in the hospitality industry (Eade, 1993). While this issue certainly affects people in all
industries, the US Substance Abuse and Mental Health Services Administration says that foodservice
employees, bartenders and other service industry personnel are at the greatest risk for substance abuse
(Belhassen & Shani, 2012).
This research will delve into potential reasons why the hospitality industry is affected the most.
The availability of alcohol, cultural acceptance of substance use, high-stress environments, and addictive
factors likely play a role in the widespread issue (Moore, Ames, Duke, & Cunradi, 1995). Examining the
negative effects that substance abuse has on employees and managers alike will be a topic of discussion
as well. Attendance, efficiency, retention, and on-site accidents are some of the problems that alcohol
and drug use cause (Zhu, Tews, Stafford & George, 2011). The objectives of this research are: (1) to
explore the relationship between stress and job satisfaction, (2) to understand the relationship between
workload and job satisfaction, and (3) to determine if substance abuse is a result of poor job satisfaction
and availability. The aim is to provide managers in the hospitality industry with necessary information
on how to keep employees satisfied with their job and reduce substance availability to those at risk for
abuse.
Methods
This quantitative study will investigate job satisfaction based on stress and workload, and whether or not
substance availability factors into substance abuse. An anonymous web-based survey created using
Qualtrics will be administered to employees in the hospitality industry where substances are readily
available. Availability is a moderating variable, so the survey will also be administered to employees
that do not work in the hospitality industry. The anonymous survey will be divided into four parts: (1) a
screening question to determine what industry the subject works in, (2) questions regarding perceived
job-related stress and workload, (3) questions regarding alcohol and drug usage, and (4) demographic
questions.
Results/Discussion/Implication
Results are expected to show an inverse relation between job satisfaction and substance abuse where
alcohol and drugs are easily accessible. Meaning, the less satisfied an employee is with their job, the
higher the tendency they have to abuse substances if substances are available on the jobsite. With this
information, hospitality managers will be able to effectively distribute work to reduce stress and place
employees in appropriate positions. Mangers will be able to take appropriate actions when dealing with
employees who show signs of alcohol or drug abuse. Finally, they will be able to develop programs
designed to increase job satisfaction or if needed, assist in placing employees in rehabilitation programs
for those suffering from substance abuse.
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TIMESHARE COMPETENCY: DISTINGUISHING TOP PERFORMERS
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Introduction
The timeshare industry had increased growth in 2017 for the eighth consecutive year with a sales volume
of $9.6 billion and rental revenue of $2.3 billion in 2017 (ARDA, 2018). This size has been achieved in
just the last 40 years since the concept of timeshares became popular. Despite being a significant
component of the hospitality industry, there is less written about the timeshare segment than other
segments of the broader hospitality industry (Penela, Morais, & Gregory, 2019). Stringham (2010),
Hovey (2002), and Woods (2001) agree that a chief threat to the sustainability and growth of the
timeshare industry is the availability and commitment of human capital at all levels, specifically at the
General Manager level. This threat to the timeshare industry is compounded by three components; the
declining availability of labor, the commitment level of the labor market, and the nuanced complexity of
the timeshare industry. Given the extended stay, repeat nature of the guests, and significant investment
both financially and emotionally, the timeshare owner is a different guest than the traditional lodging
guest.
There has been considerable research on the competencies necessary for the hospitality industry.
More focused research on timeshare competencies has been done by Kaufman, Severt, and Upchurch
(2006), Ricci and Kaufman (2007), and Weinland et al. (2016). The majority of this research has
consisted of surveys of timeshare managers, human resource professionals, and consultants asking them
to judge the level of importance of a list of competencies on a Likert scale. None of the research to date
has differentiated the owner, and focused a competency study from the owner’s perspective.
The problem is hiring, training, and retaining key leaders, such as timeshare general managers, is
becoming more challenging. The growth of the industry is reliant upon these key leaders. The purpose
of this study is to better define what characteristics and motivations referred to as competencies,
distinguish top performing timeshare general managers as observed by timeshare owners.
Methods
For this study, a qualitative approach will be utilized. The authors will conduct in-depth interviews with
time share owners of national brand properties as well as non-national brand properties. Interviews will
be conducted at the properties and participants will be selected at random. The information will be
interpreted and synthesized for results and recommendations.
Results/Discussion/Implication
This research will attempt to further the building of a competency model for timeshare general managers
by studying timeshare owners and exploring possible difference in competencies for national brand
owners versus non-national brand owners. A better-defined competency model will assist industry
leaders with hiring, training, retention, and succession planning for a crucial role in a rapidly growing
industry.
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EXPLORING THE ROLE OF INTERNAL BRAND MANAGEMENT IN THE HOTEL
CONTEXT: IMPACT OF CONTRACTUAL MODELS
Bonhak Koo1, Catherine Curtis, Ph.D.2
Oklahoma State University, Stillwater, Oklahoma, USA, bkoo@oksatate.edu1; catherine.curtis@okstate.edu2

Introduction
In recent years, many new brands emerged in the hospitality industry (Buil, Martinez, & Matute, 2016).
The strong brand promises the certified customer service by brand value, which can reduce the
perceived risks, such as costs, time or safety when purchasing hotel products (Simoes & Dibb, 2001). In
agreement with this phenomenon, numerous researchers have uncovered the important role of the
internal brand management, which include brandcentered human resource activities, internal brand
communication, and brand leadership and empathized on employees’ role in playing firms’ marketing
and brand value for successfully creating/maintaining competitive brands (e.g., Du Preez & Bendixen,
2015; Javid, Monfared, & Aghamoosa, 2016). When the brand values are internalized by employees,
they will continuously provide all related parties with the brand promise (Vallaster & De Chernatony,
2005). The majority of successful brands have created brand trust by keeping a brand promise and
delivering a brand value to their customers (Forbes Agency Council, 2016). Especially, hospitality firms
should foster trust and commitment by enhancing the relationship between brand and employees for
success (Erkmen, Hancer, & Leong, 2017).
In the hospitality industry, management contracts provide the owners the arrangements which
include all of the operational functions, while franchise agreements are only a form of the license under
franchise law. In other words, the adoption of franchise agreements causes certain problems, such as
lack of obligations and disciplines between the hotel and its brand. Despite the pitfalls of franchise
agreements, many owners want to operate their hotels in the form of franchise agreements to reduce
costs (Braun, 2004).
There are limited empirical studies approached to identify causality between internal brand
management and trust/intention to stay in the hospitality sector. In addition, little existing studies
attempted to find how the different contractual models impact on brand value.
Methods
The items in the questionnaire were based on previous studies (Buil et al., 2016; Du Preez & Bendixen,
2015; Lee & Kang, 2013; Piehler et al., 2016) and were modified to fit in the hotel context. An online
survey method will be implemented to collect data. An online survey company will randomly send the
questionnaires to participants in their database who meet the following criteria: (1) must be at least 18
years of age, and (2) currently employed in upscale/luxury hotels in the U.S. All items were measured
on a seven-point Likert scale with the exception of demographic queries. Analysis will be conducted
through SPSS and AMOS.
Discussion/Implication
This study expects to provide a better understanding of the vital role of internal brand management in
the hospitality industry and its impact on trust, commitment, and intention to stay. Moreover, this study
also expects to offer the insight on how different contractual models affect employees’ overall
satisfaction towards their respective hotel brands. The study expected to provide meaningful
implications and suggestions to both academicians and practitioners how to enhance brand values
through employees.
References are available upon request
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THE IMPACT OF CUSTOMER DELIGHT ON FINANCIAL PERFORMANCE IN
ECONOMY HOTELS
Yeonsook (Angie) Im1, Seonghee Cho2
University of Missouri, Columbia, Missouri, ayigf3@mail.missouri.edu1; Choseo@missouri.edu2

Introduction
Customer delight mandates plausible surprise beyond customer satisfaction (Berman, 2005). Closely tied
to customers’ positive emotions, such as pleasure and exhilaration, customer delight contributes to a
company’s favorable performance (Barnes, Beauchamp, & Webster, 2010); furthermore, the impact of
customer delight is more persistent and enduring than that of customer satisfaction (Finn, 2005;
Keinningham, Goddard, Vavra, & Laci, 1990). The topic deserves extensive attention, particularly from
the hotel industry, given that customer delight is more likely achieved through the service component
than a business’s physical attributes (Magnini, Crotts & Zehrer, 2010). Due to multiple interactions with
their guests, hotels have frequent opportunities to delight their customers if they do not limit themselves
to merely satisfying them.
The expectancy disconfirmation theory suggests that, depending on the extent of unexpectedness,
the degree to which satisfaction is exceeded is viewed either as a better-thananticipated experience or as
a positive surprise (Oliver, 1980; Oliver, Rust, & Varki, 1997). Applying this theory, it is feasible to
argue that economy hotels are in an advantageous position to achieve and benefit from customer delight.
Because economy hotel guests have lower expectations than luxury hotel guests (Nasution & Mavondo,
2008; Griffin, Shea, & Weaver, 1997), they can experience greater pleasant surprises when their
relatively lower expectations are exceeded (Curras-Perez & Sanchez-Garcia, 2016). There is a scarcity
of studies, however, of not only customer delight in the hotel industry in general but of the topic in
economy hotels. The purpose of this study, therefore, is to investigate the effect of customer delight on
the financial performance of economy hotels.
Methods
Data will be gathered from two sources: TripAdvisor and Smith Travel Research (STR). Guest reviews
from 665 economy hotels in the top 10 American destinations by TripAdvisor will be collected for two
consecutive years. STR will provide hotels’ financial performance index using its own IDs for the
hotels, ensuring compliance with data confidentiality.
Considering the absence of standardized measurement criteria of the subject, this study will rely
upon the Delphi method through which the opinions of industry experts, such as hotel general managers
and academia, are gathered. Attributes that identify customer delight on guests’ reviews will be
identified and used to code guests’ comments as customer delight. We will sum up the frequency of
comments by delighted guests for each month. The summative score will be used for a predictor of the
financial performance. This panel data will be analyzed through the generalized method of moments
(GMM) estimation.
Anticipated Contribution
As one of the unique longitudinal studies that enhance understanding of customer delight and its
financial influence in economy hotels, this study is anticipated to make meaningful contributions to both
academia and the industry. This empirical study will add value to the concept-affluent literature of the
topic. It will also suggest practical implications to this competitive market segment.
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EXAMINING RESTAURANTS EMPLOYEES' TURNOVER INTENTION BASED ON
PERCEIVED ORGANIZATIONAL JUSTICE, PAY SATISFACTION AND
ORGANIZATIONAL-BASED SELF-ESTEEM
Tianyue Yue1, William C. Murray2, Erna van Duren3
University of Guelph, Guelph, Ontario, Canada, tyue@uoguelph.ca

Introduction
Many decisions are made about how a business operates, and the consequences of these decisions impact
those who work for those operations, and their perceptions, feelings, and experiences. When decisions
are made one of the primary questions asked is, “Is this fair?”. How employees perceive fairness has
been shown to be quite important, as it relates to both pay satisfaction (Nadir & Tanova, 2010) and
turnover intention (Luo, Qu & Marnburh, 2013). Decisions about levels of compensation and its
relationship to fairness should impact both feelings of satisfaction and turnover intention.
To unpack these ideas, this study will explore a case study of government regulation wage
increases in Ontario, Canada where the provincial government mandated a 31.6% increase of the
minimum wage (Restaurant Canada, 2017), focusing specifically on the foodservice industry. Although
some workers received large relative wage increases from the government’s regulation changes, those
who had been earning wages above minimum wage didn’t receive the same relative increases. Workers
compare their wages as a marker of relative value to the organization, encompassing their skill level,
knowledge, and abilities. Workers who failed to receive a matching relative increase in their wages may
well perceive the changes to be unfair, reducing their positive feelings within the organization and
increasing intentions to leave. Thus, this study examines turnover intention based on perceived fairness
perception, pay satisfaction and organizational based self-esteem.
Methodology
The target population will be current employees of Ontario restaurants who earn hourly wages
and are over 18 years old. The online survey will be conducted using MTurk, and participants will have
the option to share with their network. Participants will receive incentives, which allows researchers to
receive a high response rate in a short time period but may decrease the reliability. Screening questions
will be used to ensure as much as possible that only people matching the desired sample will be includes
in the data collection. To ensure reliability and validity of the data, 385 surveys is desired for
analyzation purposes (Churchill & Lacobucci, 2009).
Results/Discussion/Implications
The results of the current study will benefit researchers, as well as practitioners. For researchers,
this study will contribute to existing literature by focusing on interactional justice, pay satisfaction and
organizational-based self-esteem in restaurant industry. For practitioners, this study will help them to
understand the influence of interactional justice and pay satisfaction on employees’ occupational wellbeing. Moreover, it will help practitioners become aware of employees’ organizational-based selfesteem and it may help their organizations to decrease turnover rate. Although this study will be limited
to the province of Ontario as a case example, it will provide insight to other regional government who
implement wage change and organizations who must react to them.

The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 185

SENIOR LIVING MANAGEMENT COMPETENCIES:
BLENDING HEALTHCARE AND HOSPITALITY
Giulio Ronzoni, Karen Brancato, Jeffrey Weinland
Rosen College of Hospitality Management, University of Central Florida, Orlando, Florida, USA Giulio.Ronzoni@ucf.edu;
Karen.Brancato@ucf.edu; Jeffrey.Weinland@ucf.edu

Introduction
Analysis of US Census data has revealed the population of Americans over 65 years of age has grown at
an average rate of 2.3% per year since the year 2000 and is expected to maintain that rate until 2030
when 25% of the US population will be senior citizens (Blanchard, 2013; Pizam, 2014; Swayne,
Duncan, & Ginter, 2018). This has resulted in a major expansion in the senior living industry and a need
to understand the competencies required of the managers of continuing care retirement and life care
communities, assisted living facilities, and board and care homes. These facilities, different from the
nursing homes and long-term care facilities of the past, are more focused on quality of life and social
activities than on medical care and the warehousing of the elderly as they live out their final years (King,
Sallis, Frank, Saelens, Ahn, Conway, & Cain, 2010; Marcelino, Laza, & Pereira, 2016; Winstead,
Anderson, Yost, Cotten, Warr, & Berkowsky, 2012). These retirees demand living quarters and a larger
variety of services related to food, beverage, entertainment, recreation, and social interaction (Pizam,
2014), while taking advantage of proximity to the latest healthcare technologies (Suess & Mody, 2017;
Swayne et al., 2018).
Methods
This exploratory sequential mixed-methods research design (Creswell, 2013; Creswell & Plano Clark,
2007) will begin with in-depth, semi-structured, one-to-one, face-to-face qualitative interviews
conducted with senior management personnel currently responsible for full service Continuing Care
Retirement and Life Care Communities, Assisted Living Facilities, and Board and Care Homes.
These initial qualitative interviews provide the variables, constructs, and themes required to
inform the development of an instrument for quantitative data collection. The instrument will be
developed following logically ordered phrases, based on guidelines described by DeVellis (2017). A
subsequent self-administered quantitative online survey of active senior living facility managers, with at
least five years’ experience in the field, will be conducted using Qualtrics Research Service (Altinay,
Paraskevas, & Jang, 2016; Bryman & Bell, 2015; Creswell, 2013; Creswell & Plano Clark, 2007; Field,
2009; Zikmund, Babin, Carr, & Griffin, 2013).
Results/Discussion/Implication
This exploratory sequential mixed-methods research design research seeks to determine the
competencies required to manage senior living facilities of various types, and to determine if these
competencies share similarities with those of other segments of the hospitality industry
This research is important, as it will inform students seeking careers in the senior living industry
about the competencies expected by their future employers. Employers will benefit as well, as the results
describing the competencies will inform their organizational competency models, and hospitality
educators will discover which competencies should be included in their curriculum to prepare students
for careers in senior living management. Once the data is collected and analyzed, the conclusions will
inform the academy, industry, and government about the competencies required of professionals in the
field of senior living management.
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BEHIND THE GAME: CASINO DEALER BURNOUT AND TURNOVER INTENTION
Kenia Taylor1, Rachel Chen2
University of Tennessee, Knoxville, Tennessee, USA, ktayl103@vols.utk.edu1; rchen@utk.edu2;

Introduction
In recent years, there has been considerable interest within the casino industry given to poor employee
performance, emotional exhaustion, high turnover rate, lack of job satisfaction and a low level of
organizational performance (Kim, 2008; Lee & Ok, 2012). This can be attributed to the constant emotional
‘tug of war’ faced by playing a role in front of a guest while suppressing one’s natural emotions thus
resulting in emotional exhaustion found in the casino business. Emotional “tug of war” can also be seen
in several other service industry jobs (e.g., restaurant, airline, and call center), due to the nature of the
business, demanding workloads, irregular work hours, non-natural work environment and hazardous
conditions (Chan et al., 2015; Hing & Breen, 2005; Li et al., 2017; Tiyce et al., 2013; Wan and Chan,
2013).
At present there is a lack of academic studies within the casino field especially in the United States
of America, instead the casino mecca of Macao is the basis for most studies. Thus, the purposes of this
study are to investigate: 1) how workload affects casino dealer’s satisfaction resulting in burnout or
turnover intention and 2) if demographics such as age and gender will moderate the effects of workload
on outcomes within the United States of America. Specifically, the prevalence of burnout and turnover
intention and the relationship between demographic characteristics, turnover intention, job satisfaction,
and burnout will be assessed. The findings will address the gap in the literature as there is limited research
conducted in the USA. This study will provide insights on the effects of burnout in the gaming industry
within the USA.
Methods
The survey/questionnaire will be pilot-tested by eight to ten invited participants who are currently working
in the casino gambling industry as a dealer from a randomly selected casino in the Las Vegas area. The
pilot study will be conducted to evaluate the survey instrument thus assessing the relevance and accuracy
of the questions. The respondents will be randomly selected and invited by visiting one of the casinos
breakroom and asking for volunteers. Once this pilot study is completed, the information will be reviewed
for any disparities and changes or adjustments to be made to the final survey questions thus demonstrating
the face validity and ensuring relevance for the study. Once validated, the main survey will be distributed
via the internet to five selected major casinos in Las Vegas. The participants of this study will be both full
and / or part time casino dealers who have more than one-year work experience employed by their current
casinos. Five casinos will be selected based on the length of their established years (minimum ten years)
and their significant roles in Las Vegas per gaming revenues. This study will be conducted during the
months of October 2018- January 2019.
Results/Discussion/Implication
This study will provide useful information regarding what factors induce dealers’ burnout and the effects
of burnout dealers on their job satisfaction, retention, and performance. Through the use of qualitative
methods, anticipated results from the study will offer strategic improvements to the working
environment in the gaming industry.
References are available upon request
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HOSPITALITY JOB IDETITY IN CHINA
Tiantian Li1, Seonghee Cho2,
University of Missouri, Columbia, Missouri, USA, tlcww@mail.missouri.edu1; choseo@missouri.edu2;

Introduction
Tourism is a dynamic engine of economic development, accounting for 10.4% of the global GDP and
creates 313 million jobs which is 10%of total employment (WTTC 2017). Asia continues to be the
continent where tourism has the fastest growth, especially for China, China is predicted to overtake the
United States as the country with the world’s highest direct and total Tourism contribution to GDP. Due
to the rapid growth of tourism, the hotel industry in China has experienced meteoric growth as well,
resulting in a $44 bullion business with 2.5 million hotel rooms. Increased demand for high qualified
employees of the hotel industry drives the highspeed growth of hospitality programs in higher education.
However, surprisingly the students enrolled in the hospitality management tend to be less committed to
the hospitality career compare to those employees who didn’t. For instance, in 2013, only four (5%) out
of 83 hotel management graduates from Zhejiang Gongshang University chose to work in the hospitality
industry. The rest of the students sought out a different field for their job because the hospitality industry
was not so attractive for a long-term career (Jiang and Tribe, 2009). Therefore, the purpose of this study
is to explore factors affecting the job identity of hospitality. In specific, we aim to find out how
hospitality jobs are perceived by outsiders working in other fields and how current hospitality employees
perceive the job.
To investigate the perceived hospitality job identity in China, we started with job identity theory
(Tajfel, 1974; Taifel & Turner, 1979) and organizational commitment ( Crocetti, Avanzi, Hawk,
Fraccaroli, & Meeus, 2014), then to the previous research about characteristics of hospitality jobs
(unpleasant job nature, poor working condition, and lack of career development opportunities, low
skilled jobs, professionalism low social status, and low salaries). Although there are abundant studies
showing the general characteristics of hospitality, it is still unknow how individuals identify hospitality
jobs, especially from outside of the hospitality industry. This study in particular explores cultural aspects
of the perception can be obstacle for hospitality management students and others to seek a job in the
hospitality industry.
Methods
A qualitative research approach will be employed to investigate the hospitality job identity in China.
Two groups of participants will be recruited, people from outside of the hospitality industry and whose
who current working in the industry. Perceptions from these two groups will be accessed. The thematical
analysis will be used for the data analysis after the data collection.
Results/Discussion/Implication
This study will reveal how outsiders perceive the hospitality jobs and barriers to the career choice in
hospitality. In addition, the study will demonstrate the different perceptions between the outsiders and
insiders in the hospitality industry. The findings will guide the industry and higher education
administrators how to combat any negative hospitality job images, if any.
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INVESTIGATING THE IMPACT OF PAID-TIME OFF TO DECREASE
PERSONAL-TO-WORK CONFLICT ON TURNOVER INTENTION IN
THE CASUAL-DINING RESTAURANT SEGMENT
Michael Pittman1, Xiaolin Shi2, Susan Gordon3
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Introduction
Research has demonstrated that the hospitality industry is plagued by high turnover (Kim,
2014) and high turnover is commonly accepted as normal by industry practitioners (Johnson, 1985).
Other research has analyzed Personal-Work Conflict (PWC), which includes conflicts stemming from
making personal accommodations such as for friends, hobbies, education in addition to other
possibilities. For example, Hsieh, Pearson, and Kline (2009) established a relationship between PWC on
intention to quit. Work orientation, known as the work values and satisfaction that each individual gets
from work (Lan, Okechuku, Zhang, & Cao, 2013), may also influence PWC and thus employee turnover
intention.
The purpose of this study is to identify the impact of paid time off (PTO) on casualdining
restaurant employees’ personal-to-work conflict (PWC) and turnover intention. There are two research
objectives, firstly, to explore if offering PTO could decrease PWC and turnover intention. Secondly, to
understand if offering PTO can alleviate the negative influence of PWC on turnover intention. Work
orientation will also be used as a variable that potentially influences PWC and employee turnover
intention. Through utilizing work orientation and PTO, this study seeks to better understand the impact
of PWC on turnover intention.
Major Study
A 2 (high work orientation vs. low work orientation) by 2 (offering PTO vs. not offering PTO)
between-subject experimental design scenario is proposed to test the influence of offering Paid-Time off
(PTO) on restaurant employees’ perceptions regarding PWC and turnover intention. A web-based survey
will be conducted among the employees who work in the casualdining restaurant industry in the United
States. PTO will be the variable that is manipulated in this study. Before participants are assigned to one
of the two scenarios depicting a fictitious restaurant, they will be asked to rate their work orientation.
Scenarios will be randomly assigned based on their scores of work orientation. Participants will answer
the questions regarding their current PWC prior to reading the scenario and then answer their likelihood
of leaving the fictitious position in the scenario after reading it.
Implications/Discussion
Studying PTO’s effects on PWC and employee turnover intention may provide employers with
the means to address issues such as turnover, burnout, work-life balance, etc. and make necessary
adjustments to positively impact their human capital. With the amount of research being conducted into
employee job satisfaction, there is a recognizable need for research into PTO’s effects on PWC and thus
turnover intention. Work orientation may be a factor that reduces PWC and turnover intention without
providing PTO. Those with higher levels of work orientation may not require the PTO variable to have
lower PWC and turnover intention. This may provide useful information for managers when recruiting
future employees to include work orientation questions in their recruitment surveys or interviews.
References are available upon request
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DOES ORGANIZATIONAL CITIZENSHIP BEHAVIOR ALWAYS INDUCE POSITIVE
CONSEQUENCES? A MULTILEVEL MODEL OF ORGANIZATIONAL CITIZENSHIP
BEHAVIOR, AND CITIZENSHIP FATIGUE: MODERATION EFFECT OF SERVANT
LEADERSHIP PSYCHOLOGICAL CAPITAL
Junsung Park1 and Jenny Kim2
1
Washington State University, USA, junsung.park@wsu.edu; 2 Washington State University, USA, jennykim@wsu.edu

Introduction
In service industry, it is imperative to providing customers with a high quality of service to generate
competitive advantages; hence, stimulating employee organizational citizenship behavior (OCB), which
is believed to contribute to improving customer service efficiency and effectiveness of organizations, has
been always pivotal in both academia and practice of service industry. There are a myriad of studies
demonstrating that OCB leads to positive consequences of employee attitudes and behavior including
increased job satisfaction and decreased job stress and turnover intention; however, seldom has negative
consequence of OCB to employees voluntarily engaging in citizenship behaviors been thoroughly
scrutinized. Yet, there exists some research delineating that there is a positive relationship between
engaging in individual initiative, a type of OCB, and both job stress and role overload (Bolino & Turnley,
2005). As such this study investigates (1) effect of OCB of service employees on their citizenship fatigue
and three-way moderation effect of servant leadership (organizational job resource) and PsyCap
(individual job resource) on the relationship between OCB and employee citizenship fatigue.
Methods
In terms of methodology, we aim to gather data from 5-star hotels and airlines companies in the U.S. with
a two-month time lag between variables: more specifically, organizational citizenship behavior (OCB),
servant leadership, and psychological capital (PsyCap) for T1 and organizational fatigue for T2. In
addition, we utilize a multi-level analysis method: organizational citizenship behavior (OCB),
organizational fatigue, and psychological capital (PsyCap) from the individual level, and servant
leadership from the organizational level. For data analysis, we follow the twostep approach recommended
by Anderson and Gerbing (1988); we test for our proposed model through multi-level confirmatory factor
analysis (CFA) and multi-level regression analyses.
Results/Discussion
We expect that (1) organizational citizenship behavior (OCB) relates positively to organizational fatigue,
that (2) servant leadership mitigates the relationship between OCB and organizational fatigue, and (3) the
moderating effect of servant leadership on the relationship between OCB and organizational fatigue varies
contingent on the level of PsyCap such that a high level of employee PsyCap strengthens the moderating
effect of the moderating effect of servant leadership on the relationship between OCB and organizational
fatigue. These findings manifest that to prevent service employees from being exhausted from their OCB,
service organizations need to provide for their employees with orgnizatioanl resources as well as maintain
employees with a high level of PsyCap.
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THE EFFECTS OF SERVICE ROBOTS ON GUESTS’ ATTITUDES AND THEIR ADOPTION
BEHAVIOR IN THE HOTEL INDUSTRY
Hyejo Shin1, Miyoung Jeong2
University of South Carolina, Columbia, SC, USA hyejo@email.sc.edu1;
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Introduction
Nowadays, service robots have been used in the hospitality and tourism industry, in particular, in the
areas of hotels’ front desk and housekeeping (Rodriguez-Lizundia et al., 2015; López et al., 2013).
Types of service robots vary dependent upon their appearances: anthropomorphic robots, zoomorphic
robots, and caricatured agents. Henn Na Hotel in Japan, the world’s first nonhuman employee property,
has been using two robot front desk agents to check guests in and cater to them and it plans to have eight
more service robots in a near future (Baird, 2018).
Researchers (Baird, 2018; Joseph, 2017) purport that service robots may become the norm in the
hotel industry in enhancing guest experience and reducing operational and labor costs. However, it
remains unclear how guests perceive service robots as their greeting employees in the hotel industry.
Little research has been conducted to examine guests’ attitudes toward robot services and their adoption
behavior. Therefore, this study aims to investigate the effects of service robots on hotel guests’ attitudes
and their behavior intentions by adopting Mori’s (1970) the uncanny valley theory, which suggests once
the degree of the robot’s resemblance to humans reaches a certain point, the human individual’s sense of
affinity declines sharply and cause an eerie sensation.
Methods
A 3 (types of service robots: Anthropomorphic robot vs. Zoomorphic robot vs. Caricatured agent) x 3
(hotel service level: luxury vs. mid-market vs. economy) between-subjects experiment will be conducted
to recruit at least 40 subjects per each scenario, resulting in at least 360 potential customers who have
stayed at a hotel at least once in the year of 2017. The sample of this study will be recruited through an
online survey platform by sending an invitation email along with the survey link with the monetary
reward. All constructs in the study will be measured with multiple items from previous studies to ensure
validity and reliability. Each participant will be randomly assigned to one of nine scenarios that include
the photo of the service robot and explains the hotel service level. A series of analysis of variance
(ANOVA) will be conducted to check the manipulation and analyze data by using IBM SPSS Statistics
25.0.
Expected Results
Individuals' attitudes (e.g., affinity and acceptability) toward robot services will be different based on the
type of service robot and its appearance. It will be expected that individuals' attitudes will be increasing
as the service robot is getting similar to human. In other words, the attitude will be more favorable in the
order of caricatured agent, and zoomorphic robots. However, as the anthropomorphic robots highly
resemble a nearly human form and approach the uncanny valley, individuals' attitudes will sharply
decline. Furthermore, the hotel service level will be expected to have an interaction effect between the
service robots and attitudes. Dependent upon the hotel service level, customers’ attitudes toward robot
service will be different. Customers’ favorable attitudes towards the robot service will lead to their
adoption behavior.
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INVESTIGATING TOURISTS’ MOBILE APPLICATION RESISTANT BEHAVIORS:
AN APPLICATION OF INNOVATION RESISTANCE THEORY
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Introduction
The rapid development of mobile technology has made mobile devices as an important part of tourism
(Dorsic, Komsic, & Markovic, 2018). Mobile technology offers real-time information for decision
making through the new technology and integration of software, hardware, network technology, and
mobile applications (apps) (Gretzel et al., 2015; Koo et al., 2016). Although tourism mobile apps can
play an important travel source, they are rarely used yet (KTO, 2018).
When a new technology is introduced, people respond to it – either adoption or resistance
(Cornescu & Adam, 2013). Innovation Resistance Theory (IRT) describes consumers’ resistant
behaviors toward innovative technology (Ram, 1987). The theory views that resistant behaviors are
caused by five barriers including usage, value, risk, traditional, and image (Ram, 1987). This theory has
been widely applied in mobile commerce technology to understand consumers’ adoption or resistant
behaviors (Moorthy et al., 2017; Laukkanen & Kiviniemi, 2010). Accordingly, tourists’ little usage rate
of mobile apps might be viewed as resistance of new innovative technology adoption. Therefore, this
study identifies that IRT provides a theoretical framework to describe tourists’ resistant or adoption
behaviors toward tourism mobile apps.
The purpose of this study is to explore how tourists perceived resistant barriers affect their
mobile apps usage in searching travel information, by applying the innovation resistance theory (Ram,
1987). The five barriers of usage, value, risk, traditional, and image in the innovation resistance theory
will be used to measure tourists’ perceived resistant factors.
Methods
A survey, a quantitative research method will be used to test the research model. The questionnaire will
include five innovation resistance barriers; usage, value, risk, traditional, and image, total of 19 items
(Ram & Sheth, 1989). In addition, tourists’ resistance will be measured with 7 items (Elen, Bearden, &
Shama, 1991) and intention of mobile applications will be measured with 6 items (Joubert & Belle,
2013). The sample of this research will include individual travelers in South Korea, who mobile devices
and had travel experience in the last 12 months. A proposed structural equation model will be tested,
using AMOS program. The measurement model will be examined through confirmatory factor analysis
(CFA) and the proposed model will be tested to validate the causal relationships.
Results/Discussion/Implication
This study will make a theoretical contribute to understanding tourist behaviors in resisting mobile apps
for information searching by applying the innovation resistance theory.
Furthermore, by identifying a specific barrier in travelers’ resistant behaviors, this research can will help
the mobile apps developers to use more user-friendly mobile technology for a longterm success.
References are available upon request
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CONFERENCE MOBILE APPLICATION: PARTICIPANT ACCEPTANCE AND THE
CORRELATION WITH OVERALL EVENT SATISFACTION
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Introduction
Research shows that organizations must stay technologically current in order to maintain a competitive
advantage (Verma & Chandra, 2016), and the meetings, incentives, conferences, and exhibitions (MICE)
industry is no exception. There have been many studies related to mobile application (app) adoption and
usage, however, more research is needed in the meetings and event management realm related to users’
acceptance of new technology trends. This study utilized an extended technology acceptance model
(TAM) to examine the determinants that influence conference attendees’ attitudes towards using a
conference mobile event app, which may influence their overall satisfaction with the conference itself.
The study also examines participant age and non-app user comparison for a deeper understanding of
participants’ motivations.
Methods
To meet the study objectives, a self-administered survey was distributed to the attendees of four separate
conferences in 2018 using a web-based survey tool. Among the 1,300 participants, fiftyfive percent
(381) consented to participate in the study and fully completed the survey, and 202 attendees
downloaded and used the mobile event app.
The survey first asked each participant if they downloaded and used the conference mobile event
app, and if they responded “no,” the survey skipped to the last set of overall event satisfaction questions.
“Yes,” responses led to a series of extended TAM questions. Each item was measured on a five-point
Likert scale. Data was analyzed using multiple linear regression, independent samples t-tests, and
ANOVA. Demographic data was tabulated using percentages and frequencies.
Results/Discussion/Implication
Overall, the results of the study indicated that perceived usefulness was the greatest predictor of the appusers’ attitude towards the mobile event app, followed by hedonic motivation. The study also found that
attitude is a significant predictor of overall conference satisfaction. The overall conference satisfaction
levels of app-users versus non-users was statistically insignificant. The age-group comparison showed
that there is no significant difference between the various age groups in regards to hedonic motivation,
attitude towards the mobile app, and overall conference satisfaction. Perceived ease of use was the only
significant variable found to vary between age groups. The majority of attendees (63%) offered positive
feedback in response to the open-ended questions, as opposed to the negative responses (36%).
The study’s findings have implications for stakeholders in the MICE industry. The openended
survey responses offer valuable insights into what conferees deem valuable in terms of app functionality
and how attendees’ age-group may affect their technology preferences.
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ANALYSIS OF CONSUMER BEHAVIOR IN MOBILE PAYMENT USAGE
Joo Ahn1, Lisa Slevitch2
Oklahoma State University, Stillwater, Oklahoma, USA, ahnj@okstate.edu1; lisa.slevitch@okstate.edu2

Introduction
Mobile payment (MP) is defined as a method to pay for products or services with mobile devices (Schierz
et al., 2010). With the growing adoption of portable electronic devices with MP function, hospitality
industry customers can enjoy such benefits as payment convenience and fast transactions. For example,
Apple Pay that uses near-field-communication (NFC) technology since 2015 has become available at
numerous locations in the U.S. (FierceRetail, 2015). Nevertheless, a large number prefer traditional
payment/transaction methods and resist MP methods. Consequently, many retailers started promoting MP
usage by offering incentives for using MP, i.e. points-based reward programs for MP usage (Okereke &
Hedderman, 2017). Although retailers attempted to increase MP adoption, there is still a low
understanding of customer motivation for using MP. Therefore, identifying drivers inducing MP usage by
customers is a knowledge gap that should be addressed because it presents an issue for many retailers.
Applying Technology Acceptance Model (TAM) the current study aims to examine several factors that
could be considered as potential MP usage drivers, including subjective norms (SN), perceived
trustworthiness (PT), and impression management (IM). Particularly, this study attempts to show that SN
has a positive impact on perceived usefulness (PU) and perceived ease of use (PEOU) in terms of TAM.
Additionally, it examines the positive influences of PT and IM on attitudes and intentions toward MP
usage.
Methods
A self-selected convenience sampling method will be utilized to gather samples from customers who have
been using MP within the last twelve months and have had Amazon Mechanical Turk (MTurk) accounts
in the U.S. A self-reported questionnaire will be used, and an online MTurk survey will be conducted to
collect the data. The research questionnaire will be designed based on the previous literature and the survey
instrument will be developed by adapting the existing validated measurement scales (Chen, 2008; Reid &
Levy, 2008; Schierz et al., 2010; MacKenzie & Lutz, 1989; Yi, 1990; Lafferty et al., 2002; Kumar &
Beyerlein, 1991; Wayne & Ferris, 1990; Johnson et al., 1996; Taylor & Todd, 1995). Multiple
measurement items will be utilized to assess each construct. The items will be measured on a seven-point
Likert scale ranging from 1 = strongly disagree to 7 = strongly agree. The initial survey instrument will be
revised based on pre-test results. Prior to main data collection, a pilot study will be conducted to ensure
the reliability and content validity of the measurement items used in the survey questionnaire. A
descriptive analysis will be conducted to assess the demographic characteristics of the sample. The
reliability will be tested by using the Cronbach’s alpha assessment. Also, confirmatory factor analysis
(CFA) will be performed to measure the properties of measurement scales for convergent validity and
discriminant validity. During the CFA, various model-fit indices will be assessed to verify the model fit.
To analyze data, structural equation modeling (SEM) analysis will be conducted to test the hypothesized
model by Mplus 6.0 software.
Results/Discussion/Implication
The findings of the study will provide a greater understanding of why customers use MP and what factors
facilitate or hinder MP usage (Casalo et al., 2012; Lieban-Cabanillas et al., 2015; Venkatesh & Davis,
2000). Additionally, NFC approach will be incorporated in the investigation of MP usage among US
customers through the extended TAM.
References are available upon request
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MOBILE TECHNOLOGY APPLICATION IN MUSEUM—CAN THE PUSH FUNCTION
ENHANCE VISITORS’ SOUVENIR PURCHASE INTENTION?
Xueting Dou1, Alei Fan2
Purdue University, West Lafayette, Indiana, USA, xdou@purdue.edu1; fan182@purdue.edu2

Introduction
As the primary cultural tourism destinations, museums worldwide are embracing the technological
innovation such as the mobile technology to better play their role as custodians and disseminators of
culture and heritage in the information age (Du Toit & Dye, 2008; Hughes & Moscardo, 2017). Museum
app users can enjoy the interpretive contents of the exhibitions, share their museum experience instantly
through the apps’ social networking functions, and make quick decisions on the spot upon receiving
location-sensitive, real-time information (Tallon, 2013; Rhee & Choi, 2015; Tussyadiah, 2016).
Beyond facilitating museum visit experience, mobile apps may help improve museums’ financial
performance. In addition to exhibition admissions, sales in the museum store (or gift shop) are another
major income source. The product lines for sale are usually connected to the identity of the museum,
such as reproductions of paintings exhibited in the galleries or souvenirs inspired by artworks in the
collection. Such exhibited-art-related products offer visitors tangible elements to preserve and
commemorate their otherwise intangible museum experiences (Swanson & Timothy, 2012; Albuquerque
& Delgado, 2015). With the emerging mobile technology, museums may leverage the context-based
mobile marketing to increase visitors’ souvenir purchase intentions for museums’ financial benefits. To
explore such a possibility, utilizing the contextual marketing theory and flow theory as the theoretical
framework, the current study aims to investigate whether a context-triggered push function embedded in
the mobile app benefits visitors’ souvenir purchase intention and their overall museum experience.
Methods
This study will adopt a scenario-based experimental design. Participants will be asked to imagine that
they are visiting an art museum and using a museum mobile app with interpretive information regarding
an artwork they are appreciating. In one scenario, a push notification pops out when the visitor is reading
this artwork’s information on the app. The notification is to recommend souvenirs inspired by this
particular artwork (e.g., a reprint poster of this artwork) together with whereabouts these souvenirs can
be found in the museum gift shop. In the other scenario, there is no such a pop-out notification when the
visitor is reading the artwork information on the app. Participants will be recruited from an online
research panel and randomly assigned to one of the two scenarios. The measure scales for the two
dependent variables (i.e., purchase intention, experiential quality) and two mediators (i.e., efforts,
relatedness) will be adopted from previous literature.
Results/Discussion/Implication
This research will address the research gap regarding context-based mobile marketing in the museum
context. Managerially, this study will provide guidelines to museum practitioners about how to leverage
the emerging mobile technology. While a context-triggered push notification may facilitate higher
souvenir purchase intention and drive the museum’s financial performance, it may also undermine
visitors’ overall experiential quality. Practitioners need to make cautious decisions in this regard.
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THE EFFECTS OF AUGMENTED REALITY ON EDUCATIONAL TOURISM AT WORLD
HERITAGE ORGANIZATION SITES
Michael R. Ryan Jr., Dr. Danny Choi
Texas Tech University, Lubbock, Texas, USA, michael.ryan@ttu.edu; danny.choi@ttu.edu

Introduction
In the modern world, technology is a common but often overlooked tool for enhancing the experiences
that life has to offer. One of the modern tools, smartphones, brought with it another tool of Augmented
Reality (AR). AR allows for the fusion of the digital with the physical world within the direct vicinity of
the person utilizing the technology. In the case of smartphones, it allows a person to utilize the camera
on the device to view the world around them through the screen, the user then can be shown additional
objects through the screen that blend into the image presented to the user.
In addition to this, smartphone apps can be utilized as educational tools in the field of tourism.
This purpose of this study is to look at the possible effects of introducing AR into both natural and
cultural World Heritage Organization locations.
Methods
This study uses a mixed methodology that includes multiple surveys and researcher observations of
educational tourists in both natural and cultural environments. By issuing a survey, before entering the
location, it will give baseline answers to use to compare to those same tourists as they are exiting the
location. This will give us quantitative numbers to work with and compare how the answers differ after
exiting the location when comparing them to the preconceived notions before entering. This will also tell
us which method the tourists believe they will enjoy more. Also, it will show if they have an interest in
enhancing the experience with AR. The final survey can be used as a follow up to both the original
survey and the observations that will be made. It will also be used as a type of quiz to see what
information was retained from the time spent within the location. The quantitative data will then be
compiled by doing a 2×2×2 Factorial multivariate analysis of variance and covariance analysis. While
this retention data would be useful for baseline information, it would be strengthened more with follow
up research after an AR program could be established. While people are in the locations, it will be
difficult only to observe those who had taken the surveys. Observations can be made about which type
of conventional tourist education method draw more people. This data can then be divided into further
observational data, such as rough age ranges. It will show which direction that the crowds flow within
the locations themselves.
Results/Discussion/Implication
It is hypothesized that the introduction of AR programs into cultural locations will give a significant
increase in the outtake from these locations. It is also hypothesized that the introduction of AR programs
into natural sites will also give a significant increase in the outtake from these locations. The
introduction of an AR system would be generally well received at these locations and would help to
educate tourists more completely. By doing so, tourists will be able to take a more complete experience
away from those locations.
References are available upon request
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FACTORS AFFECTING BEHAVIORAL INTENTION TO USE
SELF-SERVICE KIOSKS AT AIRPORTS
Maryam Charmchian Langroudi1, Carl A. Boger Jr. PhD.2
Conrad N. Hilton College, University of Houston, Houston, Texas, USA, mcharmch@central.uh.edu1,
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Introduction
Recent technological advances have resulted in extensive use of self-service technology (SST) in the
airline industry (Castillo-Manzano & López-Valpuesta, 2010). For instance, most of the airlines around
the globe have focused on applying self-service kiosks to check-in passengers (Ku & Chen, 2013). To
persuade customers to adopt self-service kiosks, airline companies first introduced them as an added
channel of receiving service (IATA, 2017); however, they now offer them as the only channel to receive
ticketing and boarding services. To address this mandatory use of self-service technology, many airline
companies offer individualized assistance during the process of self-service technology use by
customers. Moreover, requiring the use of self-service kiosks has also resulted in creating lines around
these machines that has led to actual and perceived crowding. No studies that we are aware of have
attempted to investigate the role of perceived crowding of the environment during the use of technology
and the effect it has on the relationship between the technology assistance provided by companies and
customers' intention to use a technology. This study addresses this gap in the literature by examining
how customers' intention to use self-service kiosks to check-in with airlines is influenced by different
types of assistance they receive and the perceived crowding of the environment. The aim of this study is
to examine the effect of receiving no assistance or assistance from a person or a Hologram in a crowded
versus not crowded situation on their future intention to use the selfservice kiosk at airports.
Methods
A survey will be distributed to 360 participants. The participants will be recruited, and the survey
distributed using Amazon Mechanical Turk (MTurk). The participants are airline customers who have
travelled with an airline within the 12 months and are over 18 years old. This study uses an experimental
approach. The study uses a 3(facilitating conditions: no assistance, human assistance, hologram
assistance) x 2(perceived crowding: crowded vs. not crowded) between subject factorial design.
Participants will be randomly assigned to one of six conditions. The survey containing a manipulated
description and envisioning of the self-service kiosk check-in process at an airport, the measures of
dependent variable (intention to use self-service kiosk) and demographic information will be provided to
participants. A three-item measure adopted from (Taylor & Todd, 1995) will measure intention to use
self- using a 7-point Likert scale (strongly disagree – strongly agree). We will use descriptive statistics
to examine the data and use SPSS to test the model in this study.
Results/Discussion/Implication
We expect to find that providing customer assistance through Hologram will have the same effect as
providing customer assistance through humans on customers' intention to use selfservice kiosks in
crowded and non-crowded situations. The study will contribute to the literature by investigating the
effect of getting assistance to use a technology from another technology on customers' behavior. It is
useful for practitioners in strategizing better ways to implement selfservice and Hologram technologies.
References are available upon request
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TRAVEL INTO THE PAST BY VIRTUAL REALITY: ENHANCING MOTIVATIONS TO
VISIT HERITAGE SITES IN THE WORLD
Catherine Human1, Mackenzie Cvar2, Lili Hanke3, Yao-Chin Wang4
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Introduction
Timothy (2018) stated that heritage tourism as “one of the oldest and most pervasive forms oftourism” (p.
177). It is commonly linked to the relationship that an individual has with a heritage and their perception
of a site based on their own heritage. (Poria, Butler, and Airey 2000). Most tourist motivation is studied
at either leisure related or pleasure related but visiting heritage sited may not be classified as either of these
(Chen, 1998; Jung & tom Dieck, 2017; Timothy, 2018). There is currently research being done that
concerns the motivation for tourism to heritage sites or places where historical artifacts are present (Poria
et al., 2000). In this study, tourism of heritage sites will be explored further. Today, the use of Virtual
Reality (VR) is limited within the hospitality field but the progress that has been made with it is promising
(Marasco, Buonincontri, van Niekerk, Orlowski, & Okumus, 2018; Shin, 2018; Tussyadiah, Wang, Jung,
& tom Dieck, 2018). Chang, Wang, and Lin (2017) have found the differences of experiences at aboriginal
heritage sites based on knowledge gained through printed media. The study of Tussyadiah et al.
(2018) further found the effectiveness of VR usage on improving VR users’ intention to visit destinations
viewed in VR. By conducting this study and researching within the tourism field, this study will widen the
possibilities of VR. Working with participants in the study will allow this study to collect evidence and
analyze the impact of VR within heritage tourism.
Methods
This is a three-phase mixed method design. A total of 50 participants will be invited to use the VR
headsets and visit different historical sites around the world. They will be able to interact with the 10
different heritage sites VR headsets for around 30 minutes. The motivations to heritage scale of Poria et
al. (2000) will be used in phase 1 and 3. This scale covers three dimensions of motivations:
heritage/emotional experience, recreational experience, and cultural/educational experience. One survey
questionnaire for phase 1 will include both the scale of Poria et al. (2000) and variables for
understanding participants’ familiarity toward heritage tourism. Another survey questionnaire for phase
3 will include both the same scale of Poria et al.
(2000) and variables for understanding participants’ demographic information. Data collected from
phase 1 and 3 will be analyzed by comparing scale scores and summarizing background information of
participants. During phase 2, participants will be asked to talk about their experiences and feelings
visiting the selected 10 heritage sites in the world. Participants’ talks during phase 2 will be recorded by
a voice recorder and will be analyzed by thematic analysis (Braun & Clarke, 2006; Rohlfing &
Sonnenberg, 2016). Through these three phases, participants’ attitudes towards heritage sites before,
during, and after visiting through VR will be recorded and analyzed. Based on information collected and
analyzed from quantitative and qualitative phases, findings of this study will contribute rich information
for theoretical and practical implications in heritage tourism.
References are available upon request
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EXPLORING IMPACT OF DIFFERENT LODGING ATTRIBUTES ON CONSUMERS
REFERENCES: AIRBNB VS. HOTELS
Jiyoung Hwang1, Sungsik Yoon2
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Introduction
Most recently, the platform business (e.g., Airbnb, Uber, etc.) has stimulated a change in the way of
social interaction. The Internet has been an ideal place for platform business, where there are
consumption practices describable as the collaborative consumption or sharing economy (Yoon, 2017;
Hamari, Sjöklint, & Ukkonen, 2016; Möhlmann; 2015), which is very different from the traditional
practice of consumption (i.e., business-to-consumer). Within the new way of social interaction of
consumption, an individual can purchase a product or service from other individuals (i.e., peer-to-peer
consumption). In the hospitality context, Airbnb mainly plays a role as the platform business by
providing the online marketplace for individuals who want to rent their own residential properties to
other individuals.
Most studies attempted to investigate various aspects of consumer perception and behavior. To
the researcher’s best knowledge, however, a little to no study attempted to find consumers’ perceived
importance of different lodging attributes (e.g., accessibility, price, safety, size of the lodging facility,
ratings, guestroom technology, etc.) that can affect consumers’ preference on a different accommodation
type (e.g., Airbnb or hotels). The importance of finding those critical attributes could be even more
emphasized when there is a consideration of different social interaction on consumption practice (from
B2C to C2C). By using Network Sociality (Wittel, 2001) as a theoretical background, thus, the purpose
of this study is to 1) explore an individuals’ perceived importance on the different attributes of
accommodation product, and 2) examine if there will be significantly different attributes of lodging
products between the two groups (Airbnb-preferred vs. Hotel-preferred group).
Methods
Data will be collected through online research panels. The survey questionnaire will be developed based
on the previous research. The questionnaire mainly consists of the demographic information, attributes
of accommodation products, and preference on the accommodation type.
A pilot study will be conducted, and revisions will be made if necessary.
The data will be mainly analyzed by the discriminant analysis to explain the difference between
the two groups (Airbnb-preferred and Hotel-preferred group)’ different perceived importance on the
different accommodation attributes.
Results/Discussion/Implication
Results of the study will be expected to 1) identify different levels of perceived importance on the
different accommodation attributes, and 2) show the significantly different attributes of accommodation
(e.g., accessibility to a destination, price, safety, size of the lodging facility, cleanness of the
accommodation, ratings, guestroom technology, etc.) between the Airbnbpreferred and Hotel-preferred
groups based on the individuals’ perceived importance on each attribute.
References are available upon request
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A STUDY ON THE EFFECTS OF SELF-SERVICE KIOSK (SSK) TECHNOLOGY IN
QUICK-SERVICE RESTAURANT (QSR) SETTINGS
Bryan Torres1, Xi Leung
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Introduction
Nationwide, restaurants are responding to rising minimum wages (Foodable Network, 2018). QSRs such
as Subway and Taco Bell have implemented SSK technology in their operation to alleviate labor costs
(QSR Magazine, 2018). These technology strategies are expensive. For example, Business Insider
(2018) reported McDonald’s recent $2.4 billion investment in SSK technology. With regards to smaller
enterprises, Fortune Magazine (2018) indicates these costs ranging between $120,000 and $160,000.
SSK technology has been studied in airlines (Gelderman et al., 2011), supermarkets (Wang et al.,
2012), and hotels (Kim & Qu, 2014; Rosenbaum & Wong, 2015). However, few studies were conducted
in restaurants, and all have examined effects merely on consumer behaviors (Beldona, Buchanan &
Miller, 2014; Jin, Line & Merkebu, 2015). Research that examines the effects on operational
performance measures, such as total sales, is needed. A current problem is restaurant operators
considering these steep investments with no empirical evidence indicating a potential monetary return.
This study addresses the problem and fills the gap in literature.
Method
The study will employ a 2X2 between-subjects field experimental design to empirically test the
hypothesized relationships proposed in the research model. The data collection site is Burger King
located in the student union of a large public university in southern USA. The independent variables will
be ordering method (Kiosk vs. Cashier) and time of ordering (Peak vs. Off-Peak). Peak time is defined
as whenever the restaurant’s capacity cannot meet the consumer demand (Morikawa, 2012). This is
determined with the presence of a queue line for consumers to order meals. The dependent variables are
consumer behaviors toward ordering method, including Attitude and Satisfaction, and operational
performance, including Total Sales and Time to Order.
The researcher will approach consumers at the QSR site before they start ordering their meal to
ask for voluntary participation. If they agree to participate, they will be randomly assigned into two test
groups. Participants in one test group will use SSK technology to order their meals, while those in the
other test group will speak to a cashier to order their meals. The researcher will recruit the same number
of participants both in peak times and off-peak times. The study will collect data from 200 respondents.
Total ticket price and time of consumer engagement while ordering will be recorded for each participant.
After ordering, all participants will complete a paper survey that measures their attitude and satisfaction
with the ordering method.
Results/Discussion/Implication
There is literature supporting SSK technology as an effective tool for restaurant organizations. This
study seeks to provide empirical evidence that indicates SSK technology can improve restaurant
operational performance. Implications will be drawn for restaurant operators in similar environments.
References are available upon request
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Introduction
Smart tourism, a form of tourism that integrates web-based technologies, has led to the emergence of
new tourism-related practices (Gretzel, Sigala, Xiang, & Koo, 2015). Since 2014 there is a high demand
for searching “smart tourism" word (pretzel, 2015). Smart tourism is a social phenomenon created from
the mixing of information technology with the tourism experience.
Iran was among one of the top tourist destinations in the Middle East for both Western and
regional visitors (Morakabati, 2011). However, due to the Iranian Revolution in 1979, the Iranian
tourism industry, despite its enormous potential, has suffered tremendously since then and the
consequence of the Revolution subsequently caused negative imagery in many touristgenerating markets
(Seyfi, Hall, & Kuhzady, 2018). However, the booming of online shopping has been changing the
horizon of the economy in Iran. There are many online websites that allow
Iranians to shop and look for products' information online nowadays. For instances,
Digikala (digikala.com) is an online shopping website which is similar to Amazon.com. Takhfifan
(takhfifan.com), which is like Groupon, introduces the businesses with discount.
The purpose of this study is to assess strategic business ways (e.g., branding, WOM, User
Interface, pricing) that could be adopted to improve the "usefulness" and "ease of use" of hotel booking
websites in Iran and how we can improve the likelihood that Iranian tourists will use the sites.
Methods
An online questionnaire will be developed on an online survey website to investigate the perceptions of
Iranian of the current tourism related websites. Using online survey method, data will be collected
through social media platforms such as Telegram (web.telegram.org). Telegram is one of the commonly
used platforms by Iranian with more than 40 million users (Azali, 2017). The period for collecting data
will be four weeks. The targeted sample size is 300. The targeted participants should have visited at least
one tourism-booking site in the last 12 months. The data will be screened and cleaned for further
statistical analyses. IBM SPSS 24 will be used for data analyses.
Results/Discussion/Implication
The findings of this research will be helpful for academics and practitioners. For theoretical
implications, this research would help to the current literature by introducing Iran as one of the countries
that are developing in the smart tourism which have not been deeply studied in the tourism field. In
practical implications, this research brings a practical sense for management to implement update
methods and also build customer loyalties.
.
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EFFECTS OF JAPANESE (STYLE) RYOKAN ATTRIBUTES ON PERCEIVED VALUES AND
PURCHASE INTENTION
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Introduction
The spa industry has shown robust growth over recent years and is considered one of the fastestgrowing
sectors in the tourism industry (Csirmaz & Pető, 2015). Overall, the number of resort and hotel spas
increased from 1,150 in 2002 to 1,830 in 2016 in the U.S. (ISPA, 2017). This increasing demand of spa
and hot spring resorts, particularly within the luxury markets, provides an opportunity for new types of
accommodations. This study focuses on Ryokans which are described as traditional Japanese hotels with
spa and hot springs (Choi, Meng, & Lee, 2017).
Despite the recent trend of expanding luxury Japanese Ryokans in the global market, only a
handful of research is available and most of them only focused on perceptions of domestic (i.e.,
Japanese) customers who have experienced Ryokans (Yen, Kyutoku, & Dan, 2017).
Thus, this
study will explore how potential US customers evaluate luxury Japanese Ryokans. Specifically, the
study will investigate (a) what attributes of luxury Japanese Ryokans are important to potential
customers, (b) what extent those attributes could enhance perceived values, and (c) the effects of
perceived values on purchase intentions toward luxury Japanese Ryokans.
Methods
This study attempts to evaluate antecedents and consequence of multi-dimension of perceived values.
The research framework is based on luxury Japanese Ryokan attributes which are postulated to have a
positive effect on four dimensions of perceived values (i.e., functional value, hedonic value, symbolic
value, and financial value) and, consequently, on purchase intention. The measurement items of luxury
Japanese Ryokan attributes were formulated based on a comprehensive review of related literature on
general and luxury hotel, hot springs and Japanese Ryokans. A self-administered online questionnaire
will be distributed to those who have stayed luxury class hotels in the U.S. within the past 12 months.
Data analysis will largely consist of two parts: preliminary and descriptive analyses, as well as structural
equation modeling. Descriptive statistics will be conducted as a preliminary data analysis and factor
analysis will be carried out in order to determine the underlying dimensions of the attributes of luxury
Japanese Ryokans.
Results/Discussion/Implication
This study is intended to contribute to theoretical foundation in the lodging literature. This study will
identify dimensions of Japanese Ryokan attributes that reflect the unique characteristics of Japanese
Ryokans within the luxury hot spring hotel context. In addition, this study will be the first to attempt to
investigate potential consumers’ value perceptions toward luxury Japanese Ryokans and examine the
effects of perceived values on purchase intention.
Besides the theoretical contribution, this study will provide useful guidelines for Japanese
Ryokans to create value-based marketing strategy. The results of this study will reveal predictive
attributes and perceived values of purchase intentions in luxury Japanese Ryokans, such that their
marketers will be able to clearly define product concepts and implement effective communication
strategies to attract potential customers.
The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 205

THE MODERATING ROLE OF BRAND TYPE: DOES CHAIN AFFILIATION BOOST
HOTEL GUESTS SATISFACTION?
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Introduction
Operating a successful hotel is often tied to guest satisfaction and great evaluations from guests (Javalgi,
Martin, & Young, 2006). Several studies have identified influential factors that affect guests’ overall
satisfaction (Bitner, 1992; Choi & Chu, 2001; Ryu, Lee, & Kim, 2012). Two major types of guest
evaluations are attribute-based and affective evaluation. Hotel guests tend to have higher expectations
when they stay in chain-affiliated hotels since the large operations and chains develop and maintain
brand awareness, loyalty programs, and global distribution that independent business operators may not
be able to match (Candela & Figini, 2012). However, there is not much research discussing the
moderating role of brand type in affecting guests’ overall satisfaction, especially through social media
and user-generated content (UGC).
Therefore, in order to better understand the effects of attribute-based evaluation, affective
evaluation it has on guest satisfaction, and the moderating effect of brand type (chain-affiliated versus
independent), this study proposes three specific purposes: 1. Determine the effect attribute-based
evaluation has on guests’ overall satisfaction; 2. Determine the effect affective evaluation has on guests’
overall satisfaction; 3. Examine the moderating effect of brand type (chain-affiliated versus independent)
on the first two hypotheses.
Methods
To test the hypotheses above, this study will utilize business analytics techniques by employing
XLMiner software for data mining and SentiWordNet 3.0 for text mining. This study will first perform
data mining and text mining on the online reviews of hotels in New York City, NY from
Tripadvisor.com. Tripadvisor.com enables travelers to rate and share hotel performances based on online
UGC, such as average evaluation scores of hotels’ tangible and intangible products, as well as services
on positive and negative comments. Then, a series of econometric analyses will be performed to test
proposed research hypotheses.
Results/Discussion/Implication
This study will provide significant potential insights of the moderating effect of chain-affiliated hotels
versus independent hotels on the relationship between attribute-based evaluation, affective evaluation
and guests’ overall satisfaction. From a theoretical perspective, the results can build up a strong
foundation for hospitality brand type study and franchising, especially in the hotel industry. From the
managerial viewpoint, hotel operators can develop their business strategies based on UGC to reduce the
service quality gap between guests’ expectations and perceptions.
References are available upon request
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THE EFFECT OF CROSS-TRAINING ON FUTURE HOTEL EMPLOYEES’
SELF-EFFICACY AND TRAINING SATISFACTION
Jae Han (Jay) Min1, Oree Devonte2, Hyo Jung (Julie) Chang3
Texas Tech University, Lubbock, Texas, USA, jaehan.min@ttu.edu1; ore-devonte@aramark.com2; julie.chang@ttu.edu3

Introduction
The hospitality industry is one of the fastest growing industries in the world, but also has some challenges.
Employees, in hotels, report a lack of interest and mental challenge in their jobs, which cause them to
become unproductive (CHA-International, 2009). Miscommunication between management and
employees can also lead to feelings of mistreatment, and in turn, this affects job dissatisfaction of
employees. Cross-training, which refers to process of training duties of multiple job positions to an
employee, has been proven to be highly beneficial in many different business environments (Buke et al.,
2016).
This important strategy has been used for a wide variety of purposes including quality
improvement, team building, and worker motivation (DeTreville & Antonakis, 2006; Tiwari et al., 2009).
However, there was little information on the effects of cross-training within the hospitality industry. The
purpose of this study is to examine the effectiveness of a cross-training on employees’ self-efficacy and
training satisfaction within the hospitality industry.
Methods
The target sample of this study will be college students enrolled in hotel operation course at a Southwest
University. A Qualtrics survey is designed to determine the causal relationship among cross-training,
employee self-efficacy, and training satisfaction in the hospitality industry.
The study will use the pre- and post-test experimental design. In the beginning, student
participants will be asked to answer current level of interest, communication, stress, and self-efficacy
based on a 7-point Likert type scale. Then, participants will be cross-trained in four different
departments: front desk, housekeeping, sales and marketing, and reservation and revenue management.
After they have been cross-trained for one semester, the study will re-administer the same questionnaire
to the participants.
Results/Discussion/Implications
The outcomes of this research will show whether cross-training can be used to increase selfefficacy and
training satisfaction of hospitality employees, which in turn reduce the amount of turnover and increase
the retention of employees within industry. Findings of the results have important implications to
business managers and marketers providing organizations with a useful empirical base to guide team
development and interaction as well as work motivation and productivity.
References are available upon request
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A STUDY OF THE EFFECTS OF IMAGE CONGRUENCE ON CUSTOMER BRAND
LOYALTY IN LUXURY HOTELS —USING THE AMAN BRAND AS AN EXAMPLE
Xiao Li1, Ki-Joon Back2
University of Houston, Houston, Texas, USA, xli71@uh.edu1; kback@uh.edu2

Introduction
This research investigates the intrinsic affinities among the image congruence, customers’ satisfaction,
customer engagement, and brand loyalty. For decades, how to build and strengthen customers’ brand
loyalty has become a topical issue due to its proven dominance in lodging industry’s success (Kotler,
Bowen, Makens, & Baloglu, 2006; Nam, Ekinci, & Whyatt, 2011). Although previous studies have
focused on the positive correlations among image congruence, customer satisfaction and brand loyalty,
there are very few studies measuring the impact of image congruence on customer satisfaction, customer
engagement and brand loyalty. Such studies are especially lacking in the luxury lodging industry.
Moreover, the current image congruence studies merely concentrate on the objective brand-personality
dimensions and traits, without covering the dimensions of subjective traits and analysis.
This study constructs a more comprehensive model covering the subjective traits. Thus, this
improved model may challenge the existing model, which may offer fresh insight into brand research
with a richer context. This finer textural effect of expressing image congruence in terms of both
objective and subjective personality traits may allow marketers to finer tune their advertising/promotion
efforts. This study targets the luxury hotel arena, using the brand Aman as an example.
Methods
The study is composed of two stages: Stage I constructs the objective brand personality and traits model
of luxury hotels by using the content analysis of the TripAdvisor online reviews with KH coder. Stage
II executes the quantitative survey - the test for the effect of image congruence on brand loyalty. An
online survey through Qualtrics will be randomly given to approximately 200 participants. After
examining the mediation-model validation, multiple linear regression analysis of SPSS will be used to
examine the effect of image congruence on customer brand loyalty, incorporating the mediation effects
of customer satisfaction and customer engagement.
Expected Result/Implications
This study expects that image congruence has positive effect on customer brand loyalty. Additionally, as
hypothesized, this study expects that the effect of image congruence on brand loyalty will be mediated
positively by customer satisfaction and customer engagement.
This study provides several managerial implications for the luxury hotel industry. One possible
implication is to inspire luxury hotel marketers to develop better systematic marketing strategies that can
accurately recognize the target customers and refine the corresponding brand image. Another
implication is to improve luxury hotel advertisements by matching the target customers’ self-concept
and the brand image, so as to attract more target customers. In addition, this study may stimulate luxury
hotels to encourage customer engagement so as to improve customer loyalty.
References are available upon request
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THE EFFECTS OF CELEBRITY ENDORSEMENT ON HOSPITALITY BRAND EQUITY:
EVIDENCE FROM GENERATION Y
Yilei Guo1, Linda Woo2
Northwestern University, Illinois, USA, YileiGuo2019@u.northwestern.edu 1;
The Hong Kong Polytechnic University, Hong Kong, linda.woo@polyu.edu.hk2

Introduction
Celebrity marketing appeared effective in helping destinations or accommodation brands attract
attention, generate higher revenues, and create high-end, desirable brand images (Zaleski, 2016). With
increasing attention being paid to celebrities, celebrity endorsement (CE) has become an essential
marketing tool that marketers can use to get the attention of younger generations and cope with the
demands of the intensely competitive hospitality industry.
This paper will explore how younger generations’ CE impacts the equity of hospitality brands.
More specifically, it will identify significant CE attributes and explore the impact of CE on hospitality
brand equity.
Methods
Data will be collected via questionnaires from Generation Y who were born between 1981 and 2000.
Generation Y travelers have been identified as the sample of this study as they have higher intentions
towards celebrity persuasion and use social media frequently. As the sharing economy is also favored by
Generation Y travelers, the participants will be asked about both hotel brands and sharing economy
brands.
Measurements of celebrity endorsement and brand equity will follow the studies of Ohanian
(1990) and Yoo and Donthu (2001) respectively. The proposed hypotheses will be tested using structural
equation modeling.
Implication
The findings of this study will have significant implications for hospitality brands that want to increase
brand awareness and loyalty in younger generations.
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THE IMPACT OF THE 4 DIMENSIONS OF COMPLAINING EFFORTS ON
HOTEL REVISIT INTENTIONS
Talal Abuhulaibah1, Lisa Slevitch2
1Oklahoma State University, Stillwater, Oklahoma, USA T.abuhulaibah@okstate.edu
2 Oklahoma State University, Stillwater, Oklahoma, USA lisa.slevitch@okstate.edu

Introduction
In hospitality organizations, such as hotels and restaurants, complaints play an essential role in
improving services, and appropriately addressing complaints can increase the likelihood of customers
coming back to those organizations (Ogbeide et al., 2017). Barlow et al. (1996), suggest that
implementing good complaint management could transform a dissatisfied customer into a loyal
customer. However, handling complaints and providing service recovery may not be enough for
customer satisfaction, which can also be impacted by the effort that customers associate with processing
their complaints. Lu et al. (2018) identifies four dimensions of effort that influence customer complaint
behavior. First, time-related effort refers to the time that the customer spends or invests in a situation.
Second, physical effort refers to the actions that customers take when placing their complaints. Third,
cognitive effort refers to the energy that customers use to process information and to complete a task.
Finally, affective effort refers to emotional and subjective feelings they experience complaining. Yet, the
impact of those four effort dimensions has not been examined in the hospitality literature, and it remains
unclear how those can impact complaining behavior and its subsequent outcomes in hotel settings.
Therefore, the purpose of this study is to examine the influence of time-related effort, physical effort,
cognitive effort, and affective effort on hotel customers’ complaining behavior and the revisit intentions.
More specifically, the goal is to apply the four dimensions of consumer efforts as defined by Lu et al.
(2018) to hotel customers complaining experiences and examine how service recovery will impact their
revisit intention accounting for complaint efforts.
Methods
A survey design similar to the study by Lu et al. (2018) will be applied, and the scales developed the
authors will be used to measure the four effort dimensions (time-related effort, physical effort, cognitive
effort, and affective effort) and its impacts on complaint behavior and revisit intentions. The study will
be conducted online using the MTurk platform. The participants must recall a previous complaining
experience in a hotel they had during the last 12 months before they answer the survey questions using a
scale ranging from 1=strongly disagree to 7=strongly agree. The data will be analyzed using
confirmatory factor analysis to ensure the validity and reliability of the scale items, and multiple
regressions will be utilized to test the hypotheses.
Results/Discussion/Implication
The results of this study will contribute to academic knowledge and hotel management practice. First,
this study contributes to the existing theory by explaining how the four dimensions of customer effort
impact such desired outcomes as customer satisfaction and revisit intentions. Second, hotel practitioners
should be able to manage customer-complaining behavior better, based on the complaining efforts,
which will allow them to manage customer experiences positively and to improve their revenue and
profitability.
References Available Upon Request
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THE EFFECT OF HOTEL LOBBY DESIGN ON COSTUMER DELIGHT AMONG
DIFFERENT GENERATIONS
Luana Nanu1, Faizan Ali2
University of South Florida Sarasota Manatee, Sarasota, Florida, USA, lnanu@mail.usf.edu1; faizanali@sar.usf.edu2

Introduction
Creating and maintaining a unique atmosphere is an important aspect when it comes to hospitality
entities as it increases customer satisfaction and ultimately financial performance. (Zenke et al., 2018).
Many studies show that there is a direct correlation between hedonic consumption and the reaction of
customers to the physical environment (Ryu & Han, 2011). The lobby area is the first space that guests
encounter when visiting a hotel. These areas serve as the center and heartbeat of every hotel (Braun,
2011), and, therefore, plays an essential role in the forming of first impressions, which often prove to be
lasting. These first impressions are mainly based on the physical environment of the lobby design
(Andorka, 1997). As the hospitality industry is very competitive, hotels need unique differences to
distinguish themselves and therefore positive influence customer behavior and overall property
performance (Zemke & Raab, 2918). As hospitality projects represent high financial risk, mindful
investment is vital for a successful property performance (McDonough,2001).
The function of the lobby is not only to guide the guests to different areas of the hotel, but also to serve
as a social and cultural meeting place (Naqshbandi & Munir, 2011). Lobbies are the first point of
communication between guests and staff, impacting the initial guest perception of the property.
Furthermore, previous research proves that there is a strong connection between customer satisfaction
and the physical environment, as well as consumer behavior in places such as offices, banks, and
hospitality related environments (Ali et al. 2016; Andorka, 1997; Bitner, 1986).
Thus, this study was designed to reach a better understanding of what elements in the hotel lobby design
do bring customer delight when looking among different generations.
Methods
The study will be designed as an online, virtual scenario-based quasi-experiment (Bogicevic, et al,
2018). Keppel, 1991 explains the advantages of a quasi-experiment as being high level of internal
validity, and easy manipulation of variables. The overall method chosen in marketing research for
analyzing product preferences is experimental (Johnson et al., 2013) as a survey cannot reach the same
level of internal validity as well as causality among variables (Shadish, et al., 2002). The quasiexperiment will be based on an online-scenario and will be manipulating the independent variables. This
type of research will present higher-realism than a written experiment, having a 2x2 between subjects
factorial design. (Bogicevic, et al, 2018).
Results/Discussion/Implication
This is a work in progress study. Findings will be presented after the data collection and analysis
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HOTEL ONLINE UPSELLING: A COMPARISON OF RATIONAL AND EMOTIONAL
APPEALS OF ONLINE AND OFFLINE UPSELLING MESSAGES
Jeongyeon (Jennie) Ahn1, Eun-Kyong (Cindy) Choi2
The University of Mississippi, University, Mississippi, USA, jahn1@go.olemiss.edu1; echoi2@olemiss.edu2

Introduction
Upselling is a sales technique widely utilized by hotel front desk and reservation agents as a way to
increase sales, maximize profit, and build stronger customer relationships (Bolton, Lemon, & Verhoef,
2004; Pizam & Holcomb, 2010; Vercellis, 2011). This popular sales technique has been applied to an
online setting as the number of online travel sales has been steadily growing.
Despite the prevalence of the technique in hotels and its effectiveness, there is only limited
research on upselling in the hotel context, especially in an online setting. In addition, while previous
studies have indicated that different types of advertising appeals (i.e., emotional and rational) affect
customers’ attitude and purchase intention differently (Grigaliunaite & Pileliene, 2016; Lwin & Phau,
2013), there are mixed findings on which type of appeal is more effective for service products such as
hotels and restaurants (Zhang, Liu, & Knight, 2014).
To better understand their customers and effectively utilize the upselling technique, it is
important for hoteliers to have a clearer understanding of the effectiveness of rational and emotional
appeals in the upselling messages and whether to present the messages online after reservation or offline
at the hotel during check-in. Therefore, the present study aims to compare the effectiveness of rational
and emotional appeals of online and offline hotel upselling messages by investigating customers’
attitude and purchase intention toward the upselling messages.
Methods
The study will employ a 2 (Rational Appeal: Rational vs. Non-rational) × 2 (Emotional Appeal:
Emotional vs. Non-emotional) × 2 (Timing: Online vs. Offline) between-subjects experiment with eight
scenarios each with a questionnaire. Participants will be randomly assigned one of eight scenarios and a
self-administered questionnaire designed to measure customers' attitude and purchase intention toward
upselling messages of a hotel, shown either online on the hotel website or offline at the front desk of the
hotel. A questionnaire for each will be randomly distributed to collect at least 50 responses for each
scenario using Amazon Mechanical Turk during November, 2018.
Results/Discussion/Implication
The findings of this study will provide a useful insight for industry professionals to formulate effective
strategies for hotel upselling by identifying which advertising appeal to use and whether to utilize
upselling messages online or offline. In addition, since there is a lack of research on hotel upselling,
especially in terms of its effectiveness in using different types of appeals and the timing of presenting
the upselling messages, the findings of this research will contribute to the existing literature as one of the
first studies of its kind.
References are available upon request
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A CONTENT ANALYSIS OF CORPORATE SOCIAL RESPONSIBILITY REPORTS IN THE
HOTEL INDUSTRY
Daegeun (Dan) Kim1, Eun-Kyong (Cindy) Choi2
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Introduction
In today’s socially conscious market environment, many companies including hotels are investing a
substantial amount of resources in various socially responsible business practices ranging from
community outreach to environmental protection which is known as corporate social responsibility
(CSR) to meet stakeholders’ demand and to improve their brand image (Du, Bhattacharya, & Sen, 2010;
Jenkins, 2004). Companies voluntarily publish reports annually on their CSR activities in the form of a
CSR report. According to existing research, the CSR report contents are inconsistent because there is no
CSR reporting standard (Grosbois, 2012; Holcomb et al., 2007; Hsieh, 2012). Therefore, the purpose of
this study is to investigate the changes in CSR reporting trends over time and how the contents of CSR
reports have changed accordingly among different hotels.
Methods
This study will utilize a content analysis technique to investigate the key trends of the contents of CSR
reports. The study samples include top 11 hotel parent companies in the world, and the annual CSR
reports of those companies from 2011 to 2017 will be analyzed. First, different headings and
subheadings in the CSR reports for each hotel will be categorized into four groups which are social,
environmental, and economic based on GRI guidelines (Grosbois, 2012; Holcomb et al., 2007;
Holcomb, Okumus, & Bilgihan, 2010). Then, the social responsibility matrix developed by Holcomb et
al. (2007) will be used to identify which categories are reported by hotels. Lastly, a timeline comparison
between hotels on which categories are reported will be compared to get the whole idea of contents
included in CSR reports.
Results/Discussion/Implication
The results of this study will contribute to the existing literature by being the first study to analyze the
trends in CSR reports. This study will also contribute to the industry by providing information about the
changes of content trends of CSR reports, which will help hotels that are not publishing CSR reports. The
findings of this study will allow hotels that are not currently publishing CSR reports to benchmark hotels
that are publishing CSR reports by providing a guideline on the contents that need to be included when
publishing a CSR report and its trends. When the hotels’ positive brand image is built from their CSR
activities and the information on the CSR reports, it will eventually lead to increasing customer loyalty
and attract potential customers also which will generate benefits and bring financial profit to hotels.
References are available upon request
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THE IMPACT OF GREEN MESSAGE FRAMING ON ENVIRONMENTAL CONSUMER
BEHAVIOR
Esra Topçuoğlu1, Hyelin (Lina) Kim2
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Introduction
Environmental CSR has become a part of hotels’ daily operations (Nicholls & Kang, 2012) as they
consume a large amount of natural resources for providing excellent service (Duggal & Verma, 2013).
Furthermore, sustainable practices have become one of the determinants of consumers’ accommodation
choices (Millar & Baloğlu, 2011). In addition to cost savings (Blose, Mack, & Pitts, 2015) and a strong
corporate image (Martinez, Perez, &Rodriguez del-Bosque, 2014), hotels also have altruistic goals for
implementing ecological strategies. Influencing consumer pro-environmental behavior to reduce waste
is among these goals (Rahman, Park, & Chi, 2015).
Hospitality literature is lack of empirical research in message framing’s direct effects on
environmental consumer behavior. The difference between different message framings’ main effect was
tested with combination of a moderator effect. Thus, this paper investigates different environmental
message framing (specific, general, loss and gain) main effects on reuse intentions based on
environmental concern.
Prospect theory (Tversky & Kahneman, 1981) argues that individuals’ reactions towards same
information differ based on the framing. As an example, loss vs. gain (Blose et al., 2015; Kim, Kang, &
Mattila, 2012) and specific vs. general message (Chang Leung, & Wong, 2006) were found to be more
influential on behavioral intentions. Loss message introduces negative consequences of not
participating in environmental activities and enhances more cognitive elaboration than gain message
for appeal processing (Tsai, 2007). Lee and Oh (2014) argue that loss messages can be framed in a way
that evokes positive feelings of customers. Specific message provides detailed information about
environmental conditions and encourage individuals to engage in eco-friendly activities. Furthermore,
environmental concern of individuals influence the impact of message framing on eco-behavioral
intentions (Chang, Zhang, & Xie, 2015). One with higher environmental concern, becomes more
receptive to the green message.
Methodology
This study will utilize 2 (message framing: loss vs. gain) x 2 (message framing: specific vs. general)
between subjects design. Additionally, the moderating effect of environmental concern will be tested.
300 participants will be recruited from an online panel and randomly assigned to one of four message
conditions. The effects of message framing on outcome variables will be tested with ANOVA
Discussion
Our findings will provide a better understanding of message framing effects on consumer ecological
behavior to scholars. Advertisers and hotel managers will be able to shape their green advertising
strategies through message framing to increase the persuasiveness of green ads and in turn, encourage
consumers to join hotels’ conservation efforts. By showing that message framing is an effective tool for
encouraging environmental behaviors, this study could shed light on developing persuasive messages for
social marketing campaigns to promote mindful consumption.
References are available upon request
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IT’S A PARTY IN THE USA; USING CULTURAL EVENTS TO HELP EXPOSE AND
FAMILIARIZE NEWCOMERS TO LOCAL CUSTOMS
Emily Zirbes1 and Eric D. Olson2
Iowa State University of Science and Technology, Ames, Iowa, USA, zirbes@iastate.edu1; olsoned@iastate.edu2

Introduction
The consumption of culture is a process that naturally occurs when one partakes in the activities and
events that typically emphasize that local culture. According to Bario et. al (2012), even when tourists
do not embark on a trip specifically motivated by a particular cultural purpose, they tend to still consume
a large amount of local culture. Similarly, when individuals immigrate to a new country, newcomers
have the opportunity to participate in the cultural consumption process when exposed to local cultural
events and celebrations, throughout the year, that serve to emphasize local cultural traditions. This
paper looks to investigate the variables that collectively make a successful framework for these cultural
events to efficiently function, as well as how the attendance of these events can be used by local
governments as both a positive and effective tool to promote and help facilitate familiarity of local
customs for new residents. It then becomes the role of the local governments to act on those variables to
help facilitate a positive learning environment for those newcomers to absorb the cultural information
being shared.
Methods
A systemic approach to selecting the event participants to be observed and interviewed was based on the
length of time living in the United States, the length of time living in their current residence, their level
of understanding of the English language, and prior English-language schooling. Surveys using a Likert
Scale will first be implemented initially to understand the cultural familiarity for the individual already.
After the festival the authors will then re-engage with the participant and survey if any new cultural
information was learned and where (in terms of sub-activities) these participants are learning the
information from within the festival. From this information collected, the authors can then place what
the most effective mediums of learning for international participants is, to be used for future cultural
event learning sessions.
Results/Discussion/Implication
The research is expected to show that newcomers, by being able to utilize local cultural events, are in
fact positively impacted by the cultural knowledge gained at these cultural events. Furthermore,
governments that strive to offer learning environments that incorporate local volunteerism and regular
cross-cultural exchange with their international communities both before and after these cultural events,
find them to be the most effective for their communities.
From a local community-based perspective, cultural events can be used as a successful tool in
helping to better familiarize important local traditions through events. As this paper looks to establish
both a positive and encouraging learning environment, the use of such a framework that includes such
variables such as connecting, learning, giving, being active, and being mindful is quite useful to be
modeled after. Therefore, the emphases for the importance of the newcomer to not only participate in
these events, but to be connected to a multitude of variables that all cumulatively serve the purpose of
re-emphasizing cultural understanding and societal integration through the use of cultural events, is dire.
Through this novel research, local governments will be better prepared to utilize cultural events as a
collaborative tool to help stimulate cultural education and societal interaction between local residents
and newcomers.
References are available upon request
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EXAMINING THE EFFECTS OF CAUSE-RELATED MARKETING ON PURCHASE
BEHAVIOR: THE ROLE OF PERCEIVED AUTHENTICITY, PRODUCT TYPE, AND
MESSAGE FRAMING
Zhenxian Piao1, Billy Bai2
University of Nevada, Las Vegas, Nevada, USA, piao@unlv.nevada.edu1; billy.bai@unlv.edu2

Introduction
Cause-related marketing (CRM) is considered an effective strategy that a company donates a certain
amount of its revenues to a social cause (Nan & Heo, 2007). CRM is critical in gaining consumers’ trust,
which in turns improves brand awareness, corporate image, and further consumers’ behavioral intention.
Previous researches demonstrated that a good fit between a product and a cause was perceived to be
socially responsible, which allows companies to optimize the performance of CRM program (Till &
Nowak, 2000; Chang & Liu, 2012). As authenticity is a source of differentiation for a company to gain
consumers’ response in the business (Gilmore & Pine, 2007), it is a criterion for evaluating companies’
motivation of CRM (Trilling, 1972) and a driving factor for consumption (Beverland & Farrelly, 2010).
Therefore, the argument in this study is that perceived authenticity is an influencing factor for
consumers’ purchase decision making. Moreover, the perceived authenticity towards CRM promotion is
likely different depending on the product type and message framing (Kotler & Lee, 2005; Grau & Folse,
2007).
Based on attribute theory and framing theory, the study attempts to 1) explore the different
effects of CRM promotion on perceived authenticity; 2) examine the mediating effect of perceived
authenticity on purchase behavior; and 3) assess the moderating effects of product type and message
framing.
Methods
A 2(product type: utilitarian vs. hedonic) X 2(message framing: message vs. no message) betweensubjects factorial design will be conducted. Four hypothetical scenarios consisting of description and
visual campaign pictures will be randomly assigned to participants over 21 years of age. Participants
will be introduced to a promotional poster with description and a picture depicting a campaign. To
collect data, we employ an online survey platform Qualtrics. Utilitarian product will be manipulated by
entrée whereas hedonic product will be manipulated by alcoholic beverage. The analysis procedure will
include Two-way analysis of variance and Regression Analysis.
Results/Discussion/Implication
This research will contribute to the hospitality literature on cause-related marketing promotion. Given
product type and message framing as moderating effects, the findings will extend the scope of CRM
literature, and identify the role of perceived authenticity in the casual relationship. Moreover, the study
will offer practical implications for hospitality business to design an optimal CRM message to promote
and boost consumption. As a result, hospitality business will improve their revenue while supporting
social causes.
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USING “HYPOCRISY” STRATEGY TO IMPROVE
FOOD SAFETY PRACTICES IN RESTAURANTS
Yidan Huang1, Pei Liu2
University of Missouri, Columbia, Missouri, USA, 1yhkcr@mail.missouri.edu; 2lpei@missouri.edu

Introduction
According to the Centers for Disease Control and Prevention (CDC, 2017), foodborne pathogens have
caused 15,202 illnesses and 15 deaths in 2015 among residents of the United States. Among many
potential agents of foodborne pathogens, employees’ contaminated hands serve as one of the carriers,
accounting for 40.9% of foodborne illnesses each year (FDA, 2009). Many strategies for improving
employees’ food safety behaviors mentioned knowledge-based trainings, but a few self-reported
practices demonstrated that those strategies did not improve the food handlers’ attitudes (Da Cunha,
Stedefeldt, & Rosso, 2014). Therefore, a more effective method to improve employees’ food safety
attitudes and behavioral intentions is sorely needed.
According to Stone and Fernandez (2008),
applying hypocrisy and cognitive dissonance can motivate people to change their attitudes and
behaviors. Therefore, the purpose of this study is to apply hypocrisy strategy to improve food service
employees’ food safety practices. More specifically, the study will (1) assess food service employees’
attitudes and behavioral intentions toward hygiene practices, (2) use the hypocrisy approach to improve
attitudes and intentions of food service employees’ handwashing and glove changing behaviors, and (3)
provide recommendations to management regarding employees’ food safety behaviors.
Methods
Approximately 400 employees who are currently working in restaurants will be recruited in this study.
They will be randomly and evenly assigned into 4 groups for intervention. Group 1 will be tested in the
commitment-only condition. Group 2 will be given the mindfulness condition. Group 3 will experience
hypocrisy condition (commitment plus mindfulness conditions). Group 4 will be used as the control
group (no mindfulness/no commitment).
More specifically, a 2X2 factorial experiment will be applied in this study. All participants will
experience the intervention before answering the survey. Firstly, subjects in Group 1 (commitment
condition) will be provided flyers with statements promoting food safety, like “Please wash your hands
and change gloves as frequently as you should! If I can, so can you!” and participants will be asked to
sign their names below the statements on the flyers if they agreed with them. They will also be notified
that the flyers with their signatures of agreement will be available to the public to promote food safety.
Secondly, participants in Group 2 (mindfulness condition) will be asked to answer a set of self-check
questions, such as “Do you always wash your hands before you wear gloves?” Group 3 (hypocrisy
condition) will be given the flyers and asked to sign their names on the flyers if they agreed with these
statements providing in the flyers. Group 4 (control) will have no intervention.
Later, all participants will complete the online surveys measuring their food safety attitudes
and behavioral intention. Results will be analyzed by SPSS Statistics 22.0 for Windows (IBM
Corporation, Armonk, NY).
Results /Discussion/Implication
It is expected that hypocrisy approach can be applied as an effective strategy to improve attitudes and
intention of food service employees’ handwashing and glove changing behaviors.
References are available upon request
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FOOD WASTE GENERATION AND PREVENTION: A CASE STUDY IN CAMPUS DINING
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Introduction
The amount of food waste generated from food service operations and consumers is staggering. Food
waste not only negatively impacts our environment, it also causes increased food costs and food
insecurities in our society. This research project aims to investigate food waste generation from buffetstyle dining facilities on campus, to understand how much food is wasted from the pre-consumer
through the post-consumer stages, and to suggest possible solutions to promote food waste prevention in
campus dining facilities. Research questions, such as implementing a training program for employees to
address food waste issues in foodservice institutions, or the effectiveness of marketing campaigns to
evoke consumers’ food waste awareness, have not yet been widely addressed.
Method
To evaluate food waste streams in dining facilities, this research project will include qualitative and
quantitative research methods, which consist of three phases (formative, intervention, and evaluation)
and two stages (pre-consumer-kitchen waste and postconsumer-plate waste). All data collection and
analysis will be completed by December 2019. First, in a formative research, the researchers will
conduct in-depth interviews with dining facility managers and foodservice employees from three dining
facilities at the researchers’ institution to understand the procedures of meal planning, employees’ food
production and serving routines, food waste composting, and current sustainability practices in dining
facilities. This information will help the researchers identify major attributes that cause food waste
generation during food preparation activities at campus dining facilities. Second, in the phase of
intervention design, the researchers will design a training program for foodservice employees to practice
food waste prevention when handling food, as well as a food waste prevention campaign on campus to
promote consumers’ awareness of food waste. Third, in the phase of evaluation, the actual amount of
food waste from the facilities will be audited to evaluate the results. The evaluative measurement will be
based upon a questionnaire developed by the Food Waste Reduction Alliance (FWRA). In addition, the
researchers will conduct a questionnaire data collection to obtain feedback from consumers at the
campus dining facilities regarding their attitude and behavior in reducing food waste.
Implications
It is imperative for food service organizations to address food waste prevention issues. Considering the
triple bottom line of social, environmental, and economic impacts, food service organizations need to
reduce the amount of edible food waste and promote awareness of food waste prevention. This study
will contribute to the literature in the area of food service research and will bring implications to
consumers’ food consumption behavior. In an effort to prevent food waste issues, this study will inspire
possible solutions for reducing food waste, which will significantly contribute to the literature of food
waste management and provide a case study of campus sustainability.
References are available upon request
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EXPLORING FOOD SAFETY PRACTICES RELATED TO FOOD INTOLERANCE AND
FOOD ALLERGY ON CAMPUS FOODSERVICES
Soojin Lee1, Pei Liu2
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Introduction
Food allergy and food intolerance are growing health concerns in the U.S. According to the report from
food allergy and research education (2015), food allergy is when individuals need medical treatments
after exposure to certain types of foods (FARE, 2015). Food intolerance is different from food allergy
(Holland, 2004). Food intolerance refers to difficulty in digesting certain foods, which results from
enzyme deficiencies in response to foods. Particularly, it is more common in young people, such as
college students (Nelson & Ogden, 2008). Green and Knechtges (2015) found that most universities
require all freshman students to live in campus dormitories along with meal plans. This indicated that
most students consume foods at campus dining services. With this reason, it should be noted that
increasing food safety awareness among dining employees who provide foods for college students is
essential (Webb & Morancie, 2015). Some studies explored campus foodservice employees’ attitudes
toward food allergy. However, limited research has been conducted to investigate the practices of food
intolerance and food allergy among campus dining employees in the U.S.
Thus, the purpose of this study is to explore food service employees’ attitudes and behaviors
towards food allergy and food intolerance in campus dining services. More specifically, the study will
examine knowledge and attitudes of food allergy and food intolerance among campus dining employees,
identify barriers of accommodating students with food allergies and food intolerances and provide
recommendations or managerial strategies to prevent food allergies and food intolerances in campus
dining services.
Methods
The online survey questionnaire was created through Qualtrics. The survey will be distributed through
Amazon Mechanical Turk (M Turk) for data collection targeting 300 University dining employees in the
U.S. The questionnaire will consist of four different sections. First section will measure University
dining employees’ current knowledge about the difference between food allergy and food intolerance
using multiple-choice questions. Second section will include questions measuring employees’ attitudes
towards food allergy and food intolerance using a 7point Likert scale ranging from (1) strongly disagree
to (7) strongly agree. In the third section, the questionnaire will ask questions regarding barriers and
practices related to accommodating students with food allergies and food intolerances using a 7-point
Likert scale ranging from (1) strongly disagree to (7) strongly agree. Finally, the last section will
identify respondents’ demographic information.
Descriptive statistics will be used to summarize the data. Linear and multiple regression analyses
will be used to examine relationships among attitude, knowledge, barriers, and practices of food allergy
and food intolerance at campus dining foodservices.
Results/Discussion/Implication
This study will provide recommendations and managerial strategies to campus foodservice employees to
better serve students with food allergies and food intolerances.
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CORRELATING FOOD SAFETY AND SANITATION FROM CUSTOMER-GENERATED
RESTAURANT REVIEWS USING BUSINESS ANALYTICS
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Introduction
Recent studies by the Centers for Disease Control (CDC) show that a frighteningly small amount of
foodborne illness outbreaks are reported to the public health channels, causing scientists to look to
innovative methods of surveilling food safety. Electronic word of mouth (eWOM) plays an important
role in how restaurant guests make their dining decisions. Prior studies conceptually and empirically
examine factors that may affect restaurant guests’ overall satisfaction; however, there has not been a
study which explores the relationship between food safety and customer satisfaction from consumergenerated big data. Moreover, big data and business analytics are essential tools for restaurant guests and
food safety professionals to develop effective and efficient strategies to identify the needs of restaurants
in order to improve restaurant food safety and sanitation practices.
The purpose of this study is to use customer-generated restaurant reviews on Yelp.com to
explore the major factors which affected food safety in the Houston, Texas area. This study will utilize
business analytics techniques to determine the frequency of key terms related to the spread of foodborne
illnesses and potentially identify a correlation between these terms and decreased customer satisfaction.
Methods
Text mining refers to knowledge discovery from textual databases, extracting significant semantic
patterns or knowledge from unstructured text documents (Tan, 1999). This study utilizes two
dictionaries for text mining; one containing terms related to symptoms of foodborne illness (including
“sick,” “ill,” and “vomit”) and one containing terms relating to restaurant cleanliness issues which may
denote bacterial activity (including “smelly,” “sticky,” and “slimy”) as well as terms relating to common
pests, which can be vectors of foodborne illness.
The frequency of terms within each review will be recorded, and a Pearson r correlation test will
be performed to analyze the relationship between the frequency of these terms and customer satisfaction
(represented on a scale of one to five “stars”) on both the individual review level and the overall
restaurant level.
Results/Discussion/Implication
The potential correlation between food safety and customer satisfaction would incentivize restauranteurs
to resolve food safety issues and serve as a starting point for further research on relationships between
food safety and additional market demographics. The Yelp.com dataset includes factors such as
restaurant price and location, which may be used to form a better picture of the Houston market as it
pertains to food safety.
References are available upon request
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FARM TO FORK: REDUCING THE RISK OF MICROBIAL CONTAMINATION BY
MANIPULATING FARMERS MARKET LAYOUT
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Introduction
The number of farmers markets (FM) in the United States increased significantly from 1,775 markets in
1994 to 8,684 markets in 2017 and is expected to rise in the following decade (USDA, 2017). Even though
FM offer opportunity for growers to sell agricultural products directly to restaurateurs and consumers,
these products are still capable of transmitting foodborne pathogens if not produced and handled properly.
The Center for Disease Control and Prevention has reported that produce from all sources have accounted
for about half (46%) of foodborne illness outbreaks from 1998 to 2008 (CDC, 2013). Hence, FM
consumers may be susceptible to elevated risks of acquiring a foodborne illness.
Researchers have found that it is critical to remain focused on goal-relevant stimuli in the presence
of potential distractors for cognitive function (Lavie, 2005). Furthermore, Bandura’s social cognitive
research showed that “it is not just exposure to stimulation, but agentic action in exploring, manipulating,
and influencing the environment that counts” (Bandura, 2001). Thus, by manipulating the environment
the goal of this study was to evaluate whether different but commonly found layouts and setups at FM
could change consumer behaviors and potentially decrease the risk of cross-contamination (CC).
Methodology
A 3*2 experimental between-subjects factorial design was utilized in this study. The most common vendor
booth configurations (L-shaped [L-S], U-shaped [U-S], and S-shaped [S-S] layouts) were investigated
(TDA, 2017). Each market was designed with 2 different setups (A and B) that differed in how produce
(P) and non-produce (N) booths were scattered. Participants (n=54, 9 per layout) were given instructions
to imagine that they were at their local FM and to go through each booth. One gram of florescent
compound (FC; GloGerm™) lotion was spread on the hands of each participant. Therefore, the origin of
contamination was hand-contacts and not the items at the vendor booths.
A total of 475 swab samples (25 swabs per layout) were processed and recorded for absorbance
levels. The absorbance at 370 nm was measured using a DU 640 spectrophotometer (Beckman Coulter,
Inc., Brea, CA).
Results/Discussion/Implication
Results showed that the simulated average level of CC of U-S market (0.874 g/mL) was significantly lower
(p < 0.001) than L-S (2.321g/ml) and S-S market (2.372 g/ml). The best market layout and setup based on
the average levels of FC (0.667g/ml) was the U-S market with A setup where produce and non-produce
booths were scattered.
Future research can investigate the reasons that CC level varies in FM with different layouts and
designs and further elucidate the role of market layout and design in the probability of CC. Researchers
may also consider different points of initial contamination such as vendor handcontacts, fresh produce
items, containers, and other factors in FM.
References are available upon request
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DOES HANDWRITING HELP? AN EXPLORATION OF REGULATORY FOCUS THEORY
AND PERCEIVED RISK IN MENU DESIGN
Xi Yu, Huiling Huang, Stephanie Q. Liu
The Ohio State University, Columbus, Ohio, USA, yu.2227@osu.edu, huang.2659@osu.edu, liu.6225@osu.edu

Introduction
The menu is not only a crucial component of a restaurant's physical servicescape, but also plays a strategic
role in leveraging consumer evaluations of the brand (Choi, Liu, & Mattila, 2018; Kwong, 2005). Previous
research on menu design has demonstrated that the font style and physical weight of a menu can
significantly influence consumers’ perceptions of the restaurant’s scale and service quality (Magnini &
Kim, 2016). Surprisingly, to our best knowledge, little research attention has been devoted to examining
the effectiveness of handwriting menus, even though it is commonly used in restaurants in real life. For
example, to attract consumers’ attention, restaurants usually put a board on the wall behind the cashier
desk or a menu holder on the cashier desk to promote new dishes or chef’s special dishes. Drawing on
regulatory focus theory, we examine how different menu formats (handwriting vs. printed) influence the
diners’ purchase intention and willingness to pay. We expect that promotion-focus consumers respond
more positively to a handwriting menu, whereas prevention-focus consumers react more favorably a
printed menu. Furthermore, we argue that perceived risk is the underlying mechanism explaining these
effects. Therefore, restaurants should use menu designs appeal to different consumers; for instance,
handwriting menus should be used in restaurants whose desired clientele can be identified primarily as
promotional-focused individuals.
Methods
This study will employ a 2 (menu format: handwriting vs. printed) X2 (regulatory focus: promotionfocused vs. prevention-focused) between-subject design. Participants will be exposed to regulatory focus
manipulation. Next, participants will be randomly assigned to one of the two menu format conditions.
They will be asked to imagine that they are dining out at a casual restaurant where is promoting some
new dishes presented by a special menu.
And then, participants will response measures capturing their menu evaluation, purchase intention,
willingness to pay, perceived risk, manipulation check, and demographics. Finally, we will run a twoway ANOVA on the regulatory focus manipulation. And will perform a Two-way ANCOVA on attitude
toward the menu and purchase intention. Familiarity will be included as a covariate in the mode.
Implications
This work extends the research on menu design and regulatory focus theory by investigating the influence
of perceived risk and regulatory focus on purchase intention and willingness to pay in menu design
context. Findings from this work will empirically examine the effectiveness of existing practices of menu
format designs (handwriting vs. printed) in the restaurant industry. By identifying the desired clientele
Asato preventionfocused or promotion-focused, restaurateurs will design menus accordingly in hopes of
creating better dining experiences and generating more enormous profits.
References are available upon request.
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PREVENTING FOOD WASTE: A FRAMEWORK FOR FOOD RECOVERY IN
RESTAURANT OPERATIONS
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Introduction
One third of the food produced for human consumption is lost or wasted through the supply chain
(Bellù, 2017). Particularly, the restaurant industry is a major contributor of food waste compared to the
household and other industries (Kallbekken & Sælen, 2013). Fortunately, an important part of the food
waste problem can be prevented (Schneider, 2013). Recovery actions can be undertaken to reduce an
excess of food in a purposeful way before it becomes food waste. Currently, however, less than 3
percent of the total waste diverted in 2010 into landfills was recycled or recovered (Buzby, Hodan, &
Hyman, 2014; De Clercq, Wen & Fan, 2017). Even after recycling processes, food waste in the U.S. was
the single largest component of waste, accounting for 21% of the total municipal solid waste. Thus,
more emphasis on the prevention of food waste through food recovery actions is needed. Because food
recovery is time sensitive (Papargyropoulou et al., 2014), food that is recovered at the earlier stages in
the food supply chain has less economic and environmental negative impact and provides fresher and
higher quality products. This study approaches food waste generation in the restaurant sector as a
weakness in the food system, opening new avenues for action and research.
The purpose of this study is threefold. First, it seeks to identify critical points where food can
become waste and the reasons behind the phenomenon. Second, it aims to identify key actions
undertaken that yield in the prevention and recovery of food waste in this sector. Lastly, it aims to
provide a framework for food management focusing on prevention of food waste in the restaurant
operation.
Proposed Method
This study will undertake a single- explanatory case study approach to trace operational processes in the
restaurant sector related to food and food waste over time. The flow of the food and the food recovery
hierarchy conceptual frameworks will be applied in the restaurant operation. Both concepts naturally
align to each other and share the characteristic of being time sensitive.
Data will be collected from an independent restaurant in the casual segment through direct
observation during operating hours. The observation will start with the procurement of the restaurant on
a given time and will end at the preparation stage prior to consumption. The procurement will be
followed throughout the flow of the food in the operation for a period established prior the next
procurement to identify critical points where food is susceptible to become waste. Direct observations
and unstructured interviews will be conducted throughout the period of data collection. The data will be
analyzed with the in vivo coding technique and triangulated with two more researchers for credibility
purposes.
Implications
An understanding of the food recovery from prevention perspective is critical in the restaurant because it
allows individuals to identify appropriate outlets for excess food as well as to take actions that optimize
restaurant operations and profitability. As a result of a strategic allocation of resources, there could be a
reduction of environmental harm and minimal and good quality surplus food to people in need. Thus, a
comprehensive understanding of food recovery is of multidimensional value (Facchini, Iacovidou,
Gronow, & Voulvoulis, 2018). This study serves as a foundation for further research on restaurant food
recovery and contributes to the literature on food waste and sustainability in the restaurant context.
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Introduction
Meal kits service is designed to deliver fresh, pre-portioned and partially prepared food ingredients to the
doorsteps of customers (Riell, 2016). The popularity of online meal kits delivery services has grown
rapidly in the last few years due to the modern busy lifestyle of consumers. Meal kits offer convenience
and time saving because they eliminate much of the meal planning, shopping and cooking, while still
offering healthy choices, and a wide variety of menu items (Nielson, 2017). Even though home delivery
meal kits service is booming, limited research has been conducted regarding their food safety and
nutrition. Concerns cited in the results from early research regarding the safety of online perishable
product shipments suggest that there may be a potential for foodborne illnesses (Hallman et al., 2014;
Hallman, SengerMersich, & Godwin, 2015). Plus, there is a lack of regulation and law enforcement from
the Food and Drug Administration (FDA) and the U.S. Department of Agriculture (USDA) for these
services (Kellerman, 2018), making research in this area even more pressing. In terms of nutrition
content, despite the fact that several vendors are attempting to promote themselves as a healthy food
provider, Lee (2016) reported that some of the well-known services did not provide enough nutrition
information and most of their recipes contained high sodium content. Therefore, this study assesses the
potential food safety risks from meal kit delivery services and the nutrition content of the meals, as well
as, the customers’ food safety knowledge and attitudes regarding proper food handling, storage,
preparation, and cooking procedures.
Methods
This research will consist of three studies. Study one will first evaluate food safety information available
to consumers (storing, handling, thawing and cooking procedures) and the delivery policies provided by
the current companies. For the second study, one hundred meal kit customers will receive a
thermometer, and asked to measure and record the temperature of foods in the package. They will also
be requested to answer a questionnaire that is related to the organization and integrity of package, food
safety instructions that come along with the package, and their awareness and expectations toward the
safety of food in the meal kits. Respondents will be allowed to keep the thermometer as a thank you for
participation. The last study will compare the available nutritional information from the vendor website
(calories, protein, added sugars, saturated fat, and sodium content) with the 2015-2020 Dietary
Guidelines for Americans (U.S. Department of Health and Human Services & U.S. Department of
Agriculture, 2015). Data will be summarized to assess the potential food safety risks and nutritional
status of the meal kits.
Results/Discussion/Implication
This study is expected to provide timely information on some potential food safety risks and nutritional
status of home delivery meal kits food. The findings will contribute by providing possible guidance to
companies to improve their food safety communication with customers and their delivery practices in
order to decrease the potential for foodborne illnesses. In addition, the results of the nutrition study will
improve the understanding of consumers’ meal kit selection and how vendors could offer a menu that
offers the kinds of nutrition that meal kit customers seek.
References are available upon request
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Introduction
There is always ambivalence between novelty seeking and familiarity seeking when people want to order
a food from a restaurant menu. There are two main situations in which people may order food from a menu
with unfamiliar items: (1) when they travel to a foreign country and try a local restaurant as part of their
travel experiences (2) when they patronize an ethnic restaurant in their country of residence. In both
situations, people process the menu containing unfamiliar items to make an appropriate decision. While
most of the previous studies manipulate some elements of the menu and then investigate the emotional
responses or behavioral reactions of the customers (e.g. Kincaid & Corsun, 2003; Magnini & Kim, 2016;
Naipaul & Parsa, 2001), the process of exploring menu and how people shift their attentions throughout
the menu is still unclear. By measuring fixations counts, fixation duration, and sequence of fixations, this
study aims to explore how people with different levels of familiarity with menu items explore the menu,
and how they focus on each element of menu (description, picture, price, and item name). Moreover, how
people with food neophobia differ from people with food neophilia in terms of visual attention will be
investigated.
Method
This study uses eye tracking technology. A 2 (Familiarity with menu items: high or low) × 2 (Food related
personality: neophobic or neophiliac) factorial design will be employed. Approximately 100 volunteers
(about 25 people in each condition) will be invited to the lab. They will be asked to order food from a
restaurant menu. Each of the item name, price, picture, and descriptions will be considered as an area of
interest (AOI), and visual attention on each of AOI will be measured using fixation counts, fixation
durations, and scan path. Then, their neophobia/neophilia tendency and their familiarity with the menu
items will be measured, and they will be split into four groups. To compare how people process the menu
across four conditions, a two-way MANOVA will be used, and the fixation counts along with the fixation
duration will be compared.
Expected Results and Implications
Based on the Elaboration Likelihood Model (ELM), it is expected that while people with high level of
familiarity with menu items show more fixation duration on the items’ descriptions, people who are less
familiar with menu items have more fixations duration on pictures, prices, and item names. In addition, it
is expected that people with food neophobia show greater fixation counts and longer fixation duration than
people with neophilia food personality. By discovering how customers process information of restaurant
menus containing unfamiliar items, this study can help restaurants’ owners to design their menus
appropriately for their customers who may not be familiar with the menu items.
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DOES SOLO DINING CONTRIBUTE TO THE GROWTH OF OFF-PREMISE DINING:
UNDERSTANDING THE MOTIVES FOR ON- AND OFF-SITE RESTAURANT DINING
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Introduction
Along with the increase in single households (U.S. Census Bureau, 2016), education and career
requirements and more individualized lifestyles (McPherson et al., 2006; Ratner & Hamilton, 2015),
more consumers are eating alone (Bendix, 2015; Bisogni et al., 2007; McLynn, 2014; “OpenTable
study”, 2015). Meanwhile, consumer demand for convenience has increased as evidenced by the huge
growth in take-out, delivery, meal kits, and ready-to-eat meals (Berry et al., 2002; Boyce et al., 2008;
Fitzpatrick, 2017; Shiu et al., 2004). Consumers today buy restaurant foods for take-out or delivery as
much as they dine in (Failla, 2016; Technomic, 2016) and the trend continues as people perceive time
scarcity in grocery shopping and home food preparation (Devine et al., 2009; Jabs & Devine, 2006).
Thus, is the rise of solo dining a driving factor for the growth of take-out and delivery?
This study examines the impact of dining social context (i.e., solo vs. with others) on consumers’
intentions to have a restaurant meal off-site vs. on-site. Specifically, we focus on the possible mediation
mechanism involving convenience seeking (Seiders et al., 2007) and polychronicity seeking (Kaufman
et al., 1991) as the core motive for off-site dining and anticipated comfort and enjoyment (Her & Seo,
2018; Ratner & Hamilton, 2018) as the core motive for on-site dining.
Methods
A between-subjects experimental design with two dining social context scenarios is used. An online
survey will be launched using Qualtrics software and data will be collected from 400 participants at an
online crowdsourcing platform (Chandler & Shapiro, 2016). The survey will begin with the scenarios
instructing respondents to imagine a typical mealtime at a local casual dining restaurant. Family or
friends either are(dining with others scenario) or are not (solo dining scenario) available to eat together,
setting the situational context of solo dining. Participants will be directed to consider both on- and offsite dining options from this restaurant (i.e., dine-in vs. take-out, pick-up, or delivery). Four mediator
variables and a dependent variable will be measured on a 7-point scale using items adapted from the
literature. Lastly, the demographic and dining characteristics information will be collected. One-way
analyses of variance and the PROCESS syntax based on bootstrapping estimations (Hayes, 2013; model
4) will be applied to test the hypotheses regarding four-path parallel mediations.
Expected Results/Discussion/Implication
The findings are expected to contribute to an enhanced understanding of solo diners’ motives for on- and
off-site restaurant dining and consequential behavioral intentions compared to group dining. Further, the
understanding will help restauranteurs develop better marketing strategies to properly accommodate the
increasing number of solo diners who may yield enhanced revenue.
References are available upon request
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Introduction
Solo dining is a growing consumer trend (Leary et al., 2003; OECD International Futures Programme,
2011; Ratner & Hamilton, 2015; Sobal & Nelson, 2003; Takeda, 2016). From a revenue perspective,
solo diners can be a tempting market for several reasons: They have shorter meal durations (Herman,
2015; Kimes & Robson, 2004), leading to a high turnover rate which is important in generating sales
(Thompson, 2009); Smaller parties have a higher average check per person than larger parties, and solo
diners rank the highest (Kimes & Robson, 2004; Thompson & Sohn, 2009); Solo diners tip servers
more than group diners do (Freeman et al., 1975; Seiter
& Weger, 2010). Still, most restaurants only focus on the needs of group diners (Danesi, 2012; Heimtun,
2010; Her & Seo, 2018; Jonsson & Ekstroem, 2009; Lahad & May, 2017). Meanwhile, alternatives such
as meal kits, grab-and-go, and ready-to-cook foods are becoming popular “at the expense of restaurant
patronage” (Fitzpatrick, 2017). Now is the time to consider ways to embrace solo diners to increase
restaurant sales in the future (Burton, 2018; Dossey, 2016; Dutton, 2016). Thus, this study develops a
comprehensive scale that provides a list of critical environmental and service factors that influence solo
diners’ experiences in on- and off-site restaurant dining.
Methods
Following the established practices in the consumer experience studies on scale development
(EXQ—Klaus & Mklan, 2012; DINESCAPE—Ryu & Jang, 2008; SERVCON—Seiders et al., 2007),
this study implements an exploratory mixed methods design, consisting of both qualitative study
followed by quantitative study for validation, in which the quantitative items result from the qualitative
analysis (Creswell, 2014). This approach is useful when previous literature only provides a general
concept but no measurable scales. The detailed steps are as follows. (i) Scale development: A review of
literature defining the domains of solo restaurant dining and restaurant attributes, an initial item pool
generated by interviews (Merriam & Tisdell, 2016), and pilot scale development and testing for face
validity including factors such as interactions with service staff, seating assignments, table type and size,
Internet availability, entertainments, self-service technology, and off-premises services (e.g., Danesi,
2012; Han, 2017; Halperin, 2015). (ii) Scale refinement: National online survey data collection using the
pre-tested instrument and scale purification using exploratory and confirmatory factor analysis. (iii)
Scale validation: Testing for nomological validity with solo dining experiences.
Expected Results/Discussion/Implication
This study is expected to provide a useful scale encompassing dimensions and attributes that reflect the
needs of solo restaurant diners. This scale will provide a foundation for future solo diner research
regarding the important antecedents of solo diner experiences. In practice, it will be useful for evaluating
whether an operation is solo diner friendly and its strengths and weaknesses regarding solo diner
experiences.
References are available upon request
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STUDY ABROAD PROGRAMS:
DOES IT INFLUENCE STUDENTS’ ACCEPTANCE OF FOOD?
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Introduction
In the past two decades, the number of American students who studied abroad has increased more than
three-fold (Institute of International Education [IIE], 2017). Statistics also indicated that 325,339
American students studied abroad in 2016, which was a four percent increase from the previous
academic year (IIE, 2017). The Department of Nutrition, Dietetics and Hospitality Management
(NDHM) at Auburn University offers several study abroad programs that provide students with
educational and socio-cultural experience that relate to food, cultures, and tourism. Even though the
students from NDHM work closely with food and culinary excursion is one of important parts of these
study abroad programs, there is no formal assessment on how cultural exposure influences student
learning, as well as student’s horizon about trying different kinds of food. Therefore, there is a need for
an innovative research that investigates the change of students’ perspectives on food before and after the
exposure to the foreign culture.
In order to gain a better understanding about this issue, the concept of food neophobia will be
applied in this study. Generally, food neophobia is defined as “rejection of novel or unfamiliar foods”
(Dovey et al., 2008). In addition, there is an increasing demand and interest of locally grown food
(Bianchi & Mortimer, 2015; Jones et al., 2004; Menapace, 2016;
Morris & Buller, 2003; Penney & Prior, 2014). To evaluate study abroad program students’ locally
grown food consuming intention, the framework of the Theory of Planned Behavior (TPB) will be used
in this study. The two objectives for this research are to evaluate study abroad program students’
acceptance of food using the food neophobia scale and their intention to consume locally grown food
based on the Theory of Planned Behavior, before and after their exposure to foreign cultures.
Methods
A convenience sampling method will be used to recruit students participating in the study abroad
programs offered by the NDHM. Data collection will be in the form of pre- and post- paper-based
questionnaires. Data analysis will include descriptive statistics (i.e., frequency and mean) and inferential
statistics (i.e., T-test and regression analysis).
Results/Discussion/Implication
The results will provide substantial information for the study abroad program offered by the department.
First, this information can be used as a measure to assess the values of the current study abroad
programs in enhancing students’ perception about food and locallygrown food. Second, students could
be benefitted from any changes made based on the results because the activities of the study abroad
program may be modified based on the students’ needs and feedback.
Overall, this study will provide valuable information to the department to improve its study
abroad programs and enable the NDHM to create more compelling and marketing strategies that attract
students whose main interests are food-related.
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OPIOID ABUSE AND IT’S EFFECT ON TOURISM IN THE STATE OF ARKANSAS
Josephine Reardon1, Clarissa Mason2, Dylan Martinez3
University of Arkansas, Fayetteville, Arkansas, USA, jmreardo@uark.edu1; crm027@uark.edu2;
Dcm005@uark.edu3

Introduction
The goal of this study is to provide evidence-based recommendations to rural community leaders and
developmental professionals about strategies mitigating abuse of opioids and other substances in the
rural hospitality industry resulting in lower substance abuse rates in rural communities. This research
proposes a novel approach to gaining insight from multiple perspectives of tourism development:
tourism community leaders embedded in communities, other community leaders, and rural community
leaders who might aspire to build a tourism base. The Community Readiness Model (CRM) was used in
the rural communities that do not have much of a tourist industry in order to illuminate common barriers
to addressing substance abuse that may accompany rural tourist development efforts. The insights
gained in this process will provide the framework for a larger, integrated project designed to assist
communities in preparing themselves to manage the promise of rural tourism as well as the perils of
substance abuse, including opioids.
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THE INTERCONNECTING SPHERE: HISTORICAL AND MODERN SUSTAINABLE
PRACTICES IN NATIVE AMERICAN RESORTS
Marcella Rose Steinmeyer
Oklahoma State University, Stillwater, Oklahoma, USA, marcella.rose.steinmeyer@okstate.edu

Introduction
From the review of past literature in the field of sustainability, it becomes evident that most research
concentrates on renewable environmental methods, although, societal, cultural and manmade resources
have equivalent impact on the field of hospitality and tourism. The combination of indigenous
sustainability within hospitality and tourism remains infrequent and unsubstantial. Literature dominantly
transpires as individual cases studies, not as a comprehensive analysis. In the same token, even joint
research into Native American historical and modern sustainable methods applied in hospitality
concentrate merely on casinos.
To fill this gap, this study analyzes Native American sustainability practices that tribally owned
resorts currently implement, for they exhibit practical longevity, and provide a broader, constant process
of change, and correct environmental degradation (Baires, 2015) instead of a temporary patch as many
modern practices do (Tortella & Tirado, 2011). The current study contends that a historical (prior to the
last forty years) look at generalized Native American sustainable practices and their application within
the hospitality industry creates a foundation of understanding that sustainable practices are not simply
vogue but existed for centuries within indigenous cultures and remain relevant today. This study
examines:
1.
What are similarities and differences between historical and modern indigenous
sustainable practices as applied in hospitality?
2.
What are the applications of indigenous sustainable practices within indigenous resorts and what
are their interconnecting spheres of influence?
Methods
The sample population for this study consists of managers and executives working at Native American
owned resorts throughout the United States. Participants will be, primarily, contacted via phone
and/or email to set up an hour long semi-structed interview with o
pen ended questions, if not possible, a survey questionnaire will be sent via email. Both qualitative and
quantitative questions will examine and evaluate sustainable practices in various resort departments and
compare indigenous historical and modern sustainable practices. The data analysis process will include
descriptive statistics, T-test and ANOVA test using SPSS programing.
Results/Discussion/Implication
This research should challenge the industry to evaluate prior practices and plan with practical, effective
implementation of sustainable practices with the goal of obtaining and superseding sustainable
development benchmarks. This research proceeds to ascertain the objectives and questions coupled with
what indigenous resorts can do to continually support differing forms of sustainable development.
Finally, this research presents a discourse regarding how indigenous and mainstream resorts could apply
historic indigenous methods to enhance their communities and sustainable practices.
References are available upon request
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AN ANALYSIS ON INTERNATIONAL COOPERATION POLICY NETWORK OF LOCAL
TOURISM FESTIVAL USING SOCIAL NETWORK ANALYSIS
Nayoung Song1, Taehyung Kim2, Youn-Taek Lee3
Hanyang University, Seoul, Republic of Korea, nayoungjp@naver.com1; chrisside@naver.com2;
ytlee@hanyang.ac.kr3

Introduction
Internationalization of local festivals is a new phenomenon and has received much governmental
attention in recent years. Especially, when it comes to local tourism festival, appropriate international
cooperation with other festival cities can be an effective tool in expanding tourist economy, providing
media exposure, and sharing policy information ensuring sustainability of local festivals (OECD, 2017;
UNWTO, 2018).
However, most of local festival authorities have difficulties in establishing cooperative network
which is necessary for local festivals to be internationalized. Despite the importance of making direct
links to overseas festival cities, local governments rely solely on national tourism organization for
international network. Consequently, many local tourism festivals showed the limitations in improving
international competency (KTO, 2013).
In this sense, this study attempts to empirically analyze the policy network of Joseon
Tongsinsa Festival in Busan, international festival cooperation project among Korean and Japanese local
cities such as Tsusima, Shimonoseki, Fukuoka. Specifically, this paper focuses on analyzing density,
centrality, and structural hole of policy network by using Social Network Analysis. Ultimately, this
study aims to provide practical implications for local festival authorities in establishing effective
international cooperation policy network.
Methods
This study adopts Social Network Analysis(SNA) to identify the policy network attributes of Joseon
Tongsinsa Festival in Busan. In the matter of methodological aspect, SNA refers to network analysis to
do with the function of participant relationship (Galaskiewicz & Wasserman, 1993; Scott, 2011).
Meanwhile, many researchers have proposed various evaluative dimensions to estimate actors’ relational
attributes. Among them, density, centrality, and structural hole are widely accepted by academic
researchers.
Based on the literature review, this study establishes the following three research questions. First, what
levels of connectivity exist within international cooperation policy network relationship of local tourism
festival? Second, who is the central actor within international cooperation policy network relationship of
local tourism festival? Third, who has an advantage for being as a broker within international cooperation
policy network relationship of local tourism festival?
In order to identify research questions, scope of the international cooperation policy network will be
established and representative festival organizations will be selected. The questionnaire will be distributed
to the representative members of the selected festival organizations. For the analysis, Social Network
Analysis(SNA) in NetMiner program will be employed.
Expected Results
The expected results for the study are as follows: First, high-density network is expected in formal
relationship and cooperative business domain. Second, local authorities are expected to have the highest
centrality within policy network. Third, local government is expected to take a strategic advantage of
structural hole position.
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DEVELOPING CAGBALETE ISLAND AS A HAVEN FOR WANDERERS
THROUGH ECOTOURISM
Youngsun Kim, Simarjit Bal, Jamile Bobis
Southville International School and Colleges

The objective of this paper is to create a tourism development plan for Cagbalete Island through
ecotourism to sustain the natural beauty of the island and to promote it as a Haven for Wanderers. The
researchers also aim to provide employment opportunities to the locals of the island through tourism
development by adding/developing eco-friendly facilities/activities and to increase the tourist arrivals of
Cagbalete Island, an island located in the northeast of the town proper of Mauban, Quezon Province
towards the Pacific Ocean in Luzon, Philippines. Cagbalete Island is known for its unspoiled beaches
with crystal clear waters and white sand.
The researchers used a descriptive research design in conducting the study. A survey was
conducted with randomly selected 199 residents of Cagbalete Island to gain their insights on developing
the island such as promotion of the island as a Haven for Wanderers; social, economic, cultural, and
environmental impacts of ecotourism development; facilities/activities that need to be added or
developed for ecotourism. There were also informal interviews with the residents and with the Tourism
Coordinator of Cagbalete Island, Mr. Raul Gamitin.
Through the data gathered from the survey, it is concluded that most of the respondents want to
develop Cagbalete Island a Haven for Wanderers. The respondents also had a high belief that ecotourism
development will bring a positive impact on the social, economic, cultural, and environmental progress
of Cagbalete Island. For the facilities/activities that need to be added or developed for ecotourism, it is
concluded that majority of the respondents want to add/develop Bohemian camping and park/garden in
the island.
Through the data gathered, the researchers recommended of putting up a Bohemian camping site
in the island. Bohemian camping is a camping with a tent made up of fabrics, wooden sticks and instead
of a camping bag inside the tent; there are blankets, pillows and cushions. The researchers also
recommend putting up an Ecopark in the island. The eco-park will have activities like DIY coconut
products, coconut tree planting for the public and the tree will be named after the one who planted the
tree. Cagbalete Island should also come up with strategies to make the island known to the public
through social media, website, brochures, flyers, writers/bloggers and local travel expos. The researchers
concluded that ecotourism on the island can bring a positive impact on the island. It can give job
opportunities for the locals, attract more tourists, and enhance the beauty of the island without destroying
its natural beauty. The researchers also concluded that with the tourism development using Ecotourism,
Cagbalete Island can be successfully promoted as a Haven for Wanderers.
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LOCAL GOVERNMENT POLICY FOR CULTURAL PRESERVATION:
THE GIANT LANTERN FESTIVAL OF SAN FERNANDO, PAMPANGA
Ivan Anthony S. Henares1,2, G. Jonathon Day2, Ma. Lourdes Carmella Jade D. Pangilinan3, and Alei Fan2
Asian Institute of Tourism, University of the Philippines, Diliman, Quezon City, Philippines1;
School of Hospitality & Tourism Management, Purdue University, West Lafayette, Indiana, USA2, ihenares@purdue.edu,
City Tourism and Investment Promotion Office, City Government of San Fernando, Pampanga, Philippines3

Introduction
The City of San Fernando, Pampanga in the Philippines holds the Giant Lantern Festival annually every
Christmas season. Several barangays (villages) of the city produce gargantuan giant lanterns, with each
community required to raise funds to cover costs. Participation in the festival is determined by many
factors including the availability of funding, the level of community support, and sense of community,
especially among the regular participants of the festival. The local government later gave financial
subsidies to encourage participation. But growing annual costs still made subsidies insufficient, forcing
some barangays not to participate regularly.
This study will conduct a policy analysis to determine if the intervention of the local government
and sense of community (SOC) contributed to the continued participation of barangays, and ultimately,
the survival of the festival. Van Winkle and Woosnam (2014) used four-dimensional Brief Sense of
Community Scale (BSCS) to measure SOC and the Festival Social Impact Attitudes Scale (FSIAS) to
measure perceived impacts, using the 25-item FSIAS formulated by Delamere, Wankel, and Hinch
(2001). The FSIAS contains three factors: community benefits, individual benefits, social costs.
Methods
A triangulation mixed methods design will be used (Creswell, 2015; Creswell & Piano Clark, 2011),
with the problem being explored by collecting and analyzing complementary qualitative and quantitative
data through four studies:
Study 1: Analysis of Financial Information – Financial information will be collected from the
participating barangays, lantern makers, and the local government to understand the costs involved in
participating and staging the festival as a whole.
Study 2: Survey of the Barangay Captains – Information will be collected from the barangay
captains (village chiefs) using a five-point Likert scale survey interviews to understand their motivations
for continuous participation in the festival.
Study 3: Festival Social Impact Attitudes Scale (FSIAS) – Key members of the community will
be asked to indicate their level of agreement with each item using a five-point Likert scale. Perceived
socio-cultural impacts of the festival will be measured using applicable items in the FSIAS.
Documentation of Local Government Management and Intervention – Historical and
contemporary data about the festival will be collected and analyzed. Semi-structured interviews with
current and past local officials and committee members will determine their motivations for supporting
the festival.
Expected Results and Implications
This study will assess how sense of community and local government support are effective in ensuring
the sustainability of traditional cultural practices, thus contributing to knowledge in event governance,
and cultural preservation and policy.
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TOURISTS’ PERCEPTIONS OF THEIR NEGATIVE ENVIRONMENTAL IMPACTS AND
REVISIT INTENTIONS ON DESTINATIONS: A STUDY FOR THE CARIBBEAN ISLANDS
Frida Bahja1, Murat Hancer2
University of Central Florida, Orlando, USA, fridabahja@knights.ucf.edu1; murat.hancer@ucf.edu2

Introduction
Although tourism activities offer economic benefits to the hosting destinations, they also generate various
of impacts to the environment (Avcikurt & Soybali, 2001). The large number of tourists causes increased
amounts of air emissions, noises from vehicles, solid waste and littering, sewage, architectural/visual
pollution, and impacts on biodiversity of the destination (Andriotis, 2005; Gill, 2015). Some of the
destinations that suffer negative environmental impacts from intensive touristic activities are islands
(Diamantopoulou & Voudouris, 2008).
In tourism research, previous studies have revealed high interest to examine visitors’ perception of
the destination (including the quality of the environment) and their revisiting intention (Avcikurt & Soybali,
2001; Zhang & Buhalis, 2018). Environmental considerations appear to influence tourists’ decisions to
select a destination (Braun et al., 1999). However, environmental considerations have not countered for
tourists’ own perceived negative impacts in the environmental quality of the destination. Furthermore,
previous literature is very limited on explaining the role of tourists’ own perceived negative impacts and
relation to the behavioral intentions. In particular, insights from tourists’ own perceived impacts and their
revisiting intentions can be very valuable for the destinations. Hence, the purpose of this study is to
investigate the relationship of tourists’ own perceived negative environmental impacts and their revisiting
intentions.
Proposed Methods
The study will employ tourism impact subscales from Poudel et al.’s (2016) study to investigate
respondents’ perceptions on their negative environmental impacts. Revisit intention will be measured by
three items, including revisit propensity, revisit willingness, and revisit probability in the near future (Jang
and Feng, 2007; Zhang et al., 2018).
Data Collection and Analysis Plan
The Caribbean islands are selected as the macro destination of interest for this study due to their high daily
tourist density per population (European Commission 2002). In 2017, the Caribbean islands received 31.7
million tourists (Myers, 2018) listing them as one of the most tourism-dependent countries (European
Commission 2002). This study will employ a survey design targeting participants that vacationed in the
Caribbean islands in the last year. The data will be collected through Amazon Mechanical Turk (MTurk)
platform during December 2018.
Implications
This study will contribute to propose management solutions based on the tourists’ perceptions and offer
strategies to influence the revisiting intentions. Lastly, the results of the study will contribute to the
tourism field literature. References are available upon request.

The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 237

CRAFT BREWERIES’ MOTIVATIONAL FACTORS BEHIND GREEN PRACTICES
Erol Sozen1, Martin O’Neill 2, Imran Rahman 3
Auburn University, Auburn, AL, USA, ezs0016@auburn.edu1; oneilm1@auburn.edu2; izr0004@auburn.edu3

Introduction
Beer is considered a sustainable product as the majority of its ingredients is typically organic and
naturally produced. Nevertheless, the beer industry and in particular the manufacturing and distribution
systems that support it do impose a toll on the environment. In keeping up with the recent environmental
movement, the industry and its consumers have become increasingly concerned about environmental
footprint of breweries. The production process alone relies upon a lot of water, energy and other limited
supply resources. Thus, the process leaves quite a large carbon footprint and is comprised of a lot of
good-quality water.
While brewery managers traditionally focused on the improvement of production processes to reduce
operational costs and increase the quality of beer, a shift towards more sustainable techniques to reduce
environmental impact has been observed (Fillaudeau, Blanpain–Avet & Daufin, 2006). Additionally,
breweries have opted to collaborate with volunteer and welfare enterprises to deal with environmental
challenges and to formulate sustainable policies and strategies for the industry (Ceres, 2015).
Stakeholder pressure has been a contributing factor when it comes to driving companies towards a
more sustainable approach to doing business (Fineman & Clarke,1996; Buysse& Verbeke, 2003). In
this study, we will use stakeholder theory to explain the motivational factors driving craft brewery
owners/managers to adopt proenvironmental measures.
Methodology
The study will use a qualitative research approach that examines current practices to improve the
environmental sustainability performance of craft breweries and owner/managers’ motivations behind
these practices. The objectives of this study are trifold: 1) understand and report on the current green
practices that craft brewery managers/owners utilize; 2) explore the motivations of managers/owners to
engage with environmental issues and to implement environmental practices; 3) explore the barriers to
engaging in green practice in the craft brewing industry. The target sample will be 25-30 craft brewery
managers/owners. Personal contacts will be used to expand the sample using a snowball sampling
technique.
Significance of the study
The study will be of significant impact from both theoretical and practical perspectives. To date very
limited research has delved into sustainability issues and practices in craft breweries in the United
States. From a theoretical perspective, this study investigates Stakeholder theory related to
environmental engagement and its appropriateness within the craft brewing business sector. Practically,
the results should point to craft breweries’ environment-friendly practices, the motivational factors
behind these practices, and what can be learned and applied from these adoption processes.
References are available upon request
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VIRTUAL REALITY AS A TOOL FOR DARK TOURISM: EXPLORING THE
LONGITUDINAL CHANGE OF ENVIRONMENTAL ATTITUDE
Mackenzie Cvar1, Lili Hanke2, Catherine Human3, Yao-Chin Wang4
University of Arkansas, Fayetteville, Arkansas, USA, macvar@uark.edu1; lrhanke@uark.edu2; chhuman@email.uark.edu3;
ycwang@uark.edu4

Introduction
Dark tourism has been a blanket term to describe tourists going to locations where something catastrophic
has happened; meaning locations of death, or where the environment is considered poor, i.e. polluted
places (Sharpley & Stone, 2009). While former literature have contributed to the knowledge of the
locations and experiences of dark tourism (Lennon & Foley, 2000; Podoshen, Yan, Andrzejewski, Wallin,
& Venkatesh, 2018; Sharpley & Stone, 2009), the field has yet to be used to test environmental attitude
change. It is possible to change a person’s environmental attitude with eco-friendly campaigns, yet, some
researchers believe that in order for an attitude to change, the participant needs direct experience
(Heberlein, 2012). Taking a novel approach following Tussyadiah, Wang, Jung, and tom Dieck (2018),
this study will be using Virtual Reality (VR) to test environmental attitude change for participants who
visit polluted places as dark tourism. The research team plans on using the VR goggles in order to create
a realistic experience of the top ten most polluted places in the world. Recently, VR has been applied in
tourism marketing (Tussyadiah, Wang, Jung, and tom Dieck 2018), yet it has not been used to test
environmental attitude change in dark tourism.
Methods
This study will collect both quantitative and qualitative data on participants’ attitude changes towards
environments. In order to achieve that, this study will invite 50 participants to individually use the VR
headsets to visit the top ten polluted places in the world for 30 minutes. Within those 30 minutes, the
participant will be able to interact with the polluted places using the 360-degree realistic experience of
VR. In phase 1, before the VR usage, this study will use a survey to ask the Participant’s environmental
attitude towards polluted destinations while also collecting data to see if the participant supports an ecofriendly lifestyle. In phase 2, this study will use digital voice recorders to document the participant’s
feelings while using the VR. In phase 3, this study will use a final survey to interview the participant’s
environmental attitude towards the polluted destinations after their VR usage.
Data collected in phase 1 and 3 will be analyzed by comparing differences of the scale scores as
well as summarizing participants’ profile. The 15-item environmental attitude scale of Dunlap et al.
(2000) has five dimensions: the reality of limits to growth, anti-anthropocentrism, rejection of
exemptionalism, and the possibility of an eco-crisis. Comparison of the scores between phase 1 and 3
will cover differences of the scores in items, dimensions, and the overall scale average. For the
qualitative information collected from phase 2, thematic analysis (Braun & Clarke, 2006) will be applied
as the analytical method. Rounds of thematic analysis will be conducted by two researchers using a
detailed excel worksheet in order to record and code common themes amongst all 50 participants.
References are available upon request

The 24th Annual Graduate Education and Graduate Student Research Conference in Hospitality and Tourism, University of Houston

Page 239

CULTURAL ASSETS IN THE AGE OF TOURISM: THE DEVELOPMENT OF HERITAGE
CONSERVATION AND PLANNING IN PHILIPPINE LOCAL GOVERNMENT POLICY
Ivan Anthony S. Henares1,2, and G. Jonathon Day2
Asian Institute of Tourism, University of the Philippines, Diliman, Quezon City, Philippines1;
School of Hospitality & Tourism Management, Purdue University, West Lafayette, Indiana, USA2, ihenares@purdue.edu

Introduction
Heritage is an important tool for development. According to ICOMOS (1999), “heritage and collective
memory of each locality or community is irreplaceable and an important foundation for development,”
such as in cities with historic districts. Sustaining historic districts requires effective conservation
policies. Policies should regulate and encourage public and private sector conservation initiatives,
participation, and compliance with conservation guidelines, to protect heritage and allow communities to
benefit from it as a source of identity and income derived from its sustainable development. (NCCA,
2007)
Even before the enactment of the National Cultural Heritage Act of 2009 (2010) local
governments in the Philippines have drafted their own ordinances to protect community heritage. These
local heritage ordinances are perceived to have been vital to the preservation of historic districts where
they exist. While there is a perception that some of the ordinances have been successful in protecting
community heritage, the effectiveness of these local policies have yet to be determined.
This study will determine the effectiveness of local legislation to protect built heritage that have
been enacted since 1997. Seven local government units were selected – (1) Angeles City, (2) Iloilo City,
(3) Manila, (4) San Fernando, Pampanga, (5) Silay, Negros Occidental, (6) Taal, Batangas, and (7)
Vigan, Ilocos Sur – because their ordinances have at least two of the following functions: (1) protect
built heritage, (2) prescribe conservation guidelines, (3) create a bounded heritage district, and (4) grant
incentives. It will also look at the reasons behind the failure of local governments to enact heritage
conservation ordinances, Baguio City in particular.
Methods
The research questions on effectiveness will be investigated using an explanatory case study. These
investigations will rely on multiple sources of evidence that converge in a triangulating fashion, giving a
different result. (Yin, 2014) Primary (i.e. open-ended, unstructured, semi-structured interviews, and
surveys) and secondary data sources (i.e. archived government documents, public reports, conference
proceedings, etc.) will be collected both from archival and current sources.
Expected Results and Implications
Analyzing the effects of local heritage conservation policies will promote the replication of successful
measures in other local governments in the Philippines. In order to replicate successful policies, we first
need to understand what policies have worked and not worked, and why. Determining what about and
why local conservation measures in the Philippines are effective or ineffective will be a major
contribution of this study.
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A SYSTEMATIC REVIEW OF CURRENT TRENDS AND APPROACHES IN RURAL
TOURISM - INVESTIGATION OF INDIA
Shweta Singh1, Liping Cai2
Purdue University, West Lafayette, Indiana, USA, fshweta@purdue.edu1; liping@purdue.edu2

Introduction
Rural tourism (RT) has grown in the past two decades to become a worldwide phenomenon. An
investigation of 1848 articles on Scopus (www.scopus.com) (Lane &
Kastenholz, 2015) revealed that the USA tops the list of countries of authors’ affiliation with 288 papers,
and made a case that countries that are large in population and with large rural areas should score more
highly on the list than smaller countries. However, India, geographically seventh largest country, with
74% of the population residing in its 7 million villages (as per Ministry of tourism, Government of
India), did not even make the list of countries with more than 20 academic papers. A recent systematic
review of 32 tourism journals reviewed 9,514 articles spanning the 10 years from 2002 to 2011 for the
spatial distribution of tourism research (Shen, Morrison, Wu, Park, Li, & Li, 2018). The study found
only one article on rural tourism with research focus country being India. These reviews indicate a clear
gap in representation of academic research pertaining to rural tourism in India.
Rural tourism is acquiring momentum in Indian tourism with recognition of its economic and
social benefits. Rural tourism is estimated to contribute an additional revenue of Rs.4, 300 crores (USD
6.14 billion) to the Indian economy (Nagaraju, & Chandrashekara, 2014). In recognition of the potential
of rural India, Indian Ministry of Tourism (MoT) has commissioned 52 rural tourism sites throughout
the country and there are additional rural tourism projects operating independently or with support from
tour operator companies. Hence the present study aims to conduct a systematic literature review of
academic articles published in India. The study will explicitly examine the research studies that
investigate rural tourism, so as to identify and discuss relevant gaps.
Methods
A systematic review aims to collect all relevant research evidences by following a predefined criterion
towards answering the research question. Unambiguous and methodical techniques are employed to
curtail any bias and maintain reliability in classifying, selecting, synthesizing, and summarizing the
studies (Moher, Shamseer, Clarke, Ghersi, Liberati,
Petticrew, Shekelle, & Stewart, 2015). Systematic review process is flexible and can adapt to the needs
of research study (Berrang-Ford, Pearce, & Ford, 2015); however, the general overlay of systematic
review comprises of a set of formal methodological steps to identify and analyze literature.
Expected outcome
India offers tremendous scope for rural tourism, while rural tourism can be the answer to the increasing
poverty in rural India. From the academic point of view, understanding of existing research body on
rural tourism in India would bring a unique perspective to the prevailing global understanding.
Additionally, a more current and thorough literature review will advance the existing information on RT
research in India.
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THE ENVIRONMENTAL KUZNETS CURVE, MUNICIPAL SOLID WASTE, AND COASTAL
TOURISM IN THE STATE OF FLORIDA
Frida Bahja1, Jeong-Yeol Park2, Sergio Alvarez3
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Introduction
Improper management of Municipal Solid Waste (MSW) can generate various negative impacts on
ecosystems and human health (Al-Khatib et al., 2010; Lin et al., 2018; Nascimento et al., 2017; Nicolli et
al., 2010; Mor et al., 2006), and can also provoke an unpleasant experience for tourists (Arbulú et al.,
2015). Therefore, the proper management of MSW is a high priority for the tourism industry due to the
sensitivity and potential deterioration of the destination’s image (Arbulu et al., 2017), but management of
MSW is a complex task (Shekdar, 2009). Previous microeconomic and macroeconomic studies have
examined the relation between tourism and MSW on national, regional and international levels (Arbulú et
al., 2015; Shekdar, 2009). Several studies have utilized the Environmental Kuznets Curve (EKC) model
to investigate the diverse dimensions of environmental degradation (Chen, 2010; Dinda, 2004; Khajuria
et al., 2012; Mazzanti, Montini, & Zoboli, 2009; Selden, & Song, 1994), and municipal solid waste in
particular (Mazzanti, Montini, & Zoboli, 2008; Yang, Ye, & Xu, 2003).
Coastal areas are threatened by sea level rise and climate change effects in areas such as Florida,
which has been devastated from hurricanes, flooding, harmful algae blooms, and other climate-related
hazards (Paramygin, Sheng, & Davis, 2017). In addition, Florida has produced increasing amounts of
municipal solid waste between 2013 and 2017 (Florida Department of Environmental Protection, 2018).
Hence, the purpose of this study is to analyze the impact of MSW on tourism in Florida and confirm the
existence of an EKC. The findings of this study can contribute to collaborative waste management
initiatives in Florida that involve local governments and the tourism industry.
Proposed Methods
This study will follow standard approaches in the existing Environmental Kuznets Curve literature and
employ panel data methodology. Two models will be established: the first model will be based on
regressing MSW on GDP per capita aiming to analyze the Environmental Kuznets Curve hypothesis in its
simplest form. The second model will include a quantitative coastal tourism variable so that it can capture
the quantitative effect of tourism on MSW generation.
Data Analysis Plan
For this purpose, Visit Florida will be contacted to gather the quantitative tourism data. The data for MSW
will be collected from the Florida Department of Environmental Protection. Data from 2013 to 2017 will
be analyzed with panel data methods.
Expected Implications
The results of the study will quantify the impact of tourism activities on overall generation of MSW in
Florida’s coastal areas. Additionally, the results can help tourism destination stakeholders in Florida to
align their efforts on different initiatives on MSW management solutions. References are available upon
request.
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ATTRACTIVENESS OF RAIL TOURISM IN IRAN
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Introduction
One of the main developing fields in world’s tourism industry is the rail tourism. Rail tourism refers
to the combination of a journey to a destination using railways, in which the train and its components are
considered a tourism destination (Dickinson &Lumsdon, 2010). Others defined rail tourism as "all types
of recreational and tourism travel by train, in which rail transport is defined as a tourism destination."
(Blanchton & Marchi, 2012). According to these definitions, it does not refer just to the train as a mean of
transport to the tourism destination, but the focus is on the train as tourism destination itself. In this context,
tourists’ experiences of rail tourism might include the train rides itself as well as visiting tourism
destinations with natural sceneries and landscapes or nostalgic value by trains.
This paper tries to answer why Iran is considered as an ideal destination for rail tourism. Considering
the serious economic instabilities in Iran, this paper explores the attractiveness of the rail tourism to be
invested and developed as a major form of future tourism.
Methods
A qualitative method is used to gather and analyze the data. Using grounded theory, data were
analyzed through three stages and the model is designed. Nine tourism competitiveness models are probed
to collect data as well as 14 interviews with experts from the tourism and travel agencies, managers from
Railways of Iran, train owner companies and professors of tourism. The interviews were conducted
through three stages of open, axial and selective coding, then outline of the competitiveness model for rail
tourism was designed.
Results/Discussion/Implication
Mainly Iran’s attractors to rail tourism can be divided to two subsets. First, resources and cultural
heritage in its rail route. Iran enjoys four season climate during the year. Exceeding 10,000 km railway
spread out along the country, tourists enjoy different climates in a single journey. In addition, Iran and its
railway is perfectly fit to host desert tours which is among the trending eco-tours. Besides, Iran has been
a home to an ancient civilization which its remnants are attracting thousands of tourists annually. Iran
hosts 22 cultural and one natural world heritage sites (UNESCO, 2016). Among them, 19 sites are
accessible through the railway which is an exceptional opportunity for tourism trains to run heritage tours.
Furthermore, Iran’s railway is connected to most of neighboring countries which offers a favorable chance
to rail operators to have rail tours to central Asia. According to Iran’s tax regulations, firms would enjoy
between 5 up to 13 years of tax exemption if they invest in tourism industry (Article 132 of the Direct Tax
Code, 2015). Price competitiveness is one of the most significant indicators of the performance. In tourism
industry most of tourists are sensitive to the price of tour packages (Masiero & Nicolau, 2012). The annual
report on the tourism and travel competitiveness of the World Economic Forum (2015) determines the
price competitiveness of countries in tourism based on their purchasing power parity, accommodation
price, transportation price, fuel price and currency exchange rate (WEF, 2015). In this report Iran is the
first out of 141 countries.
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Introduction
Today’s consumers are becoming environmentally conscious and are displaying positive attitude
towards the environment (Nielsen, 2014). According to a survey by booking.com (2017), about 65% of
global travelers intend to stay in an environmentally friendly hotel at least once a year. Expectedly,
many hotels now identify as green since such an image meets consumer demand, increase profitability,
or help maintain a competitive advantage in the industry (Han, 2015). Unlike other service sectors,
hotels implement green consumption practices for many reasons, including efforts to maintain balance
between environmental issues, resource consumption, profitability, meet consumer demands, and ethical
and social concerns (Chen et al., 2013; Hsieh, 2012). To that end, consumers often cannot verify a
hotel’s green claim. Furthermore, more than 30% of travelers are skeptical about the hotels’ green
claims, while one in every three traveler was concerned about greenwashing (Tierney, Hunt, & Latkova,
2011).
To nullify these effects, some hotels acquire green certifications, while others apply green
marketing initiatives as posted on their hotel website. However, environmental claims as posted on the
hotel’s website have often been critiqued for not engaging stakeholders in that they only allow one-way
communication (Dawkins, 2005). As such, it is unknown the extent to which hotels greenwash their
environmental message, or whether or not less engagement equals greenwashing. Therefore, the purpose
of this study is to assess how hotels engage the consumer stakeholder on environmental claims and
actions through their website and two-way communication platforms such as TripAdvisor. In particular,
the type, specificity and validity of the environmental claims will be evaluated to determine if there is
evidence of greenwashing.
Methods
A content analysis methodology was chosen since it allows the researcher to document website content
and make replicable and valid inferences from the texts found online as well as the context in which the
information was presented (Krippendorff, 2013). Data will be collected from the website of hotels in the
San Francisco Bay Area (441) to extract CSR-relevant information. The researcher will also carry out a
segmentation analysis and make comparisons based on findings from luxury (110), moderately priced
(145) and budget (70) hotel segments. The responses of the same hotels to customer reviews as posted
on TripAdvisor will be analyzed based on which environmental claim the guest reference in their
reviews to track hotel-consumer engagement.
Results/Discussion/Implication
Despite the prevalence of greenwashing issues in economic and marketing disciplines (Lynn &
Montgomery, 2015), research relative to the hospitality field is scarce. This study will develop a
conceptual model linking hotel’s online environmental claims, level of stakeholder engagement, and
actual environmental claim performed as well as extend Bass (1990) transformational engagement
theory to a hotel context. The findings will bring awareness to consumers and industry professionals
who are greenwash perpetrators and propose a sophisticated way to do away with activities that may be
perceived as greenwashing.
References are available upon request
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Introduction
Agritourism involves any activity based on agriculture which inspires and motivates a tourist to visit a
farm or ranch. Tourists visiting in a ranch or farm can experience a wide variety of activities that
includes participating in traditional farming, plucking fruits and vegetables, tasting wine and honey,
cheese making and purchase of handicrafts among others. Agritourism has become popular in not only
developed but also developing countries. In the context of tourism, it is considered as a niche market that
increase sales of value-added agricultural products and services combined with recreational and tourism
activities. This sector has a huge growth potential.
Agritourist motivations have been studied by many. However, few studies have specifically
considered agritourist motivation in a developing vs. developed country context. Such comparisons will
help in developing a holistic understanding of agritourist motivation which, in turn, will help develop
appropriate promotional strategies. With this realization, this study examines agritourist motivation in
two countries, India and the US, as examples of developing and developed countries, respectively.
Specifically, this study aims to 1) extensively review motivational factors of agritourism, 2) identify
salient factors in both countries, and 3) compare the motivations between the two countries.
Motivational factors of agritourists
In consumer behavior literature, motivations represent individual internal forces that lead to action. In
this respect, traveler motivations refer to a set of needs that cause a person to participate in a tourismbased activity. Different studies were conducted in the field of agritourism to analyze the motivation
level of travelers who visit the farms and ranches. The main motivational factors are the opportunity to
get an experience with the natural environment when they visit farms. In the related veins, other
agritourist motivations include relaxation, socialization, education, family union, seeking novelty, and
farm product purchase.
Methods
This study will be conducted based on administered surveys to obtain high response rates and reduce the
rate of incomplete responses. The questionnaire includes questions in relation with agritourists
motivation and preferences for agritourism activities. Different steps will be used to ensure the content
and validity of the instrument. These steps need to be completed prior to administering the survey. The
pilot tests and survey data will be compared using Independent sample T-tests. The results can be
analyzed by descriptive statistics techniques.
Implications
The research investigates agritourist motivations in India and U.S. Practically, the results of the study
will be anticipated to provide industrial practitioners with meaningful marketing insights in terms of
how to develop agritourist destination and create more attractive program of agritourism. The academic
contributions of this paper lie in the fact that this study extends the frontier of agritourist motivations by
comparing the agritourist in two countries. The results of this study will help to identify consumer
preferences and to support the needed growth and development. The information obtained from this
study will be useful for extension educators, agritourism owners/operators, and agricultural
organizations involved in agritourism industry.
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