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Abstract:

This study re-examined the relationships between service quality (SQ), CSR, and hotel

reputation and their effects on hotel guests’ revisit intentions (RIs) in the contex he COVID-

19 pandemic. It also assesses the moderating role of fear of visit caused by COVAD-19 onfthe
paths between established variables and guests’ future (post-COVID-1

collected during May 2021 from 195 French respondents who &) cale hotels
during the previous two years. Using structural equation mogehi ) akesults revealed that,

while SQ directly and indirectly (through reputatio uentes guests’ post-COVID-

osttiye
19 RIs, CSR only exerts an indirect positive i nce Op.R ugh reputation. Moreover,

findings indicated that a hotel reputatio ar, thereby driving future post-

COVID-19 revisits. These results s in hospitality and tourism on the effect

of the COVID-19 pandemic (through isit) on travelers’ future revisit intent.

Keywords: Fear off/is , Revisit Intentions, Hotel Reputation, PLS-SEM
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1. Introduction

In today’s challenging social climate, guests’ retention and repeat visitation are critical factors
for hotel operators to compete and survive (Wilson, 2020). Repeat visits help hotels not only
secure a steady stream of revenue for the future but also reduce marketing costs ciated with
attracting new customers and help curb price sensitivity by nurturing longa lationships
with their brand (e.g., Assaker, 2020; Liat et al., 2014). This is particul e verge

of the current COVID-19 pandemic. With the crisis gradually fading, ho eraters can tap into

their base of existing customers to prompt repeat visitation, dri re visits to their
properties in a more cost efficient manner. This shauld helg hoteds’rega@in their footing in the
post-COVID-19 period (Chebli & Ben Said, 2020; Ha iman, 2021). In its “Building

Tourism Competitiveness” report, the Weorld Ban Ighlighted catering to repeat visitors

as a key strategic tactic for hospitaki s to exploit during the short- and mid-term post-

COVID-19 recovery stages. This app Id help aid recovery, as repeat visitors are more
resilient and tend to ¢ aCkgsooner 1@ a specific destination or a specific hotel (World Bank

Group, 2020).

and“€ost advantages associated with driving repeat visitation, past studies
determinants influencing hotel guests’ revisit behavior (Kim & Kim, 2016;
ro et al., 2020; Su et al., 2017; Tabaku & Kruja, 2019; Wilson, 2020). Among
these proposed factors, service quality (SQ), corporate social responsibility (CSR) and hotel

reputation have been identified in previous studies as key determinants of revisit behavior in the

hotel context. On one hand, the literature stipulates that guests who perceive the hotel’s service
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as positive are more likely to return to that hotel property (Ka & Lai, 2019). On the other hand,
stakeholders and social identity theories assert that, due to customers’ increasing awareness of
environmental issues and societal problems, customers display greater approval for, and better
identify with, hotels that actively engage in CSR practices, thus creating a higher likelihood of
customer revisits (Su et al., 2014; 2017). Finally, according to signaling theory, tel’s
favorable reputation can also help signal its positive position to its custo wn n
thus serve as an additional information cue that customers can use, in t H ict how
successfully the hotel is likely to keep performing in the future,ghus res inwgher
likelihood of revisits (Latif et al., 2020).

Previous studies that have examined the relati e , CSR, hotel reputation, and

repeat visitations exhibit two main limi apers (with the exception of Latif et
al., 2020) have largely examined ei SR séparately along with reputation when
investigating effect on hotel gliests’ reviisi vior. As a result, their findings show divergence

in the way SQ and CS luBlace repeati visitations in the hotel context specifically. For

e direct effect of SQ on hotel guests’ revisits (Keni et al., 2020;
found an indirect effect between SQ and revisits through hotel

; Tabaku & Kruja, 2019). Likewise, some have advocated for a direct

argued for an®indirect effect through reputation (Mario-Romero, 2020; Su et al., 2014; 2017). In
their recent paper, Latif et al. (2020) simultaneously accounted for SQ together with CSR as well
as reputation within their model. They argued for both a direct and indirect (through reputation

and other relational variables) effect of CSR on hotel guests’ revisits and only an indirect effect
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of SQ (again through reputation and other relational variables) on guests’ revisits when both SQ
and CSR are considered in the same model (Latif et al., 2020). In light of these discrepancies,
there is a need for research that incorporates SQ together with CSR and hotel reputation to
clarify the mechanism (direct or indirect via reputation) through which SQ and CSR impact hotel

guests’ revisits within that line of research and in the hotel context specifically (Marifio-Romero

et al., 2020). \

Second and most importantly, those studies that have to date examined lati ips between

SQ, CSR, hotel reputation, and repeat visitation have solel so g thegpre-COVID-19

context (Latif et al., 2020; Mehrez, 2020). There’s no doubt thatghe COVID-19 pandemic,
because of the substantial health risk that it ha en , reated a feeling of fear among

consumers that is likely to endure even s under control. Such fears are highly

likely to affect people in the post- a as t@their behavior in general and their travel
behavior in particular (Hassa i 1; O’Connor & Assaker, 2021). As such, there is a
need to account for thi isiting & hotel as a result of the pandemic into any model that

examines hotel gu awior post-COVID-19 (Jian et al., 2020).

Tot , existing papers that have examined the relationships between SQ,

on, and hotel guests’ revisits to date have failed to examine how guests’ fear
of visiting a Rotel due to COVID-19 might influence (moderate) the effect of these factors (SQ,
CSR, reputation) on revisits and hence sway future repeat visitations. A very limited number of

recent hospitality and tourism papers have to date incorporated the fear factor when examining

post-COVID-19 travelers’ behavior. For instance, using the example of India, Rather (2021)
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examined how fear caused by COVID-19 moderates the relationships between a destination’s
favorable social media exposure and tourists’ intentions to revisit. These findings advance the
claim that fear negatively influences the link between the two, leading to fewer revisits post-
COVID-19. Likewise, in another study Hassan and Soliman (2021) examined how fear caused
by COVID-19 moderates the relationships between a destination’s reputation an socially
responsible (CSR) practices on intentions to revisit. Using data from dom 'w’n
they found that, while fear negatively influenced the link between desti H
des

ion CSR

tourists’ revisit behavior, it exerted a positive influence on the ligk bet

practices and tourist revisits, suggesting that CSR might ac helfyattepuate tourists’ fear of

visiting caused by COVID-19, leading to more revisi ID-19 future.

Based on the above gaps, this paper aims,to prese t a model that examines the

moderating role of guests’ fear of gisiti 1 due®to the COVID-19 pandemic on the

relationships between hotel sefvice q R practices, and reputation on hotel guests’ revisit

intentions post-COVI test theYnodel using structural equation modeling based on data

collected in May ch respondents who stayed at a mid- to upscale hotels for
leisure purpgases Wy, the previots two years. Mid- to upscale hotels are used for this study as they
r Dp d communicate CSR practices, with reputation more of an issue for

Z
x

(RIs), whereas the use of intention to predict actual behavior (i.e., revisits) is directed by the

a
th

ties (Su et al., 2017). Revisits are measured in terms of revisit intentions

theory of reasoned action (TRA) and the theory of planned behavior (TPB), both of which
contend that behavioral intention represents a person’s motivational component to perform a

specific behavior. In other words, they assume that intention to perform a behavior is the
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proximal cause of such behavior (Ajzen & Cote, 2008). Previous studies have confirmed a strong
correlation between intention and behavior, in particular within the hospitality and tourism
context (see Assaker, 2020; Hassan & Soliman, 2021; Su et al., 2017), thus supporting the use of

revisit intentions as a proxy for actual revisits in this case.

The results of this study expand the existing body of literature by further addre %stion
of whether and how SQ, CSR, and reputation influence hotel guests’ R cifigally, in
contrast to previous studies that provide conflicting results, the §indings nceweur

understanding of whether SQ and CSR influence hotel gue
through hotel reputation, as this issue represents a still o
literature. Most importantly, the results also e d thewexis iterature by re-examining the

above determinants of revisiting a hotel 4n the po -19 context (through accounting for

and Row guests’ fear caused by the current

operaters factors/determinants they should focus on in order to dissipate fear

cause

The paper will proceed with a review of the literature resulting in the hypotheses and conceptual
model to be tested, followed by the methodology, analysis of results, and finally the conclusion

and discussion.

Tourism Analysis
7



Copyright © 2020 Tourism Analysis

2. Literature Review

2.1. SQ, CSR, Hotel Reputation, and Revisit Intentions

Service quality is defined as “the overall judgment made by consumers regardifng, the excéllence
of a service” (Loureiro & Gonzalez, 2008, p. 118) and is upheld in the Rs urism

literature as a key determinant of travelers’ revisit intentions (Rdg) in ge andotel guests’

revisits specifically (Lai et al., 2018; Ka & Lai, 2019; Lati he hotel context,
while some studies have advocated for the direct effect ofR8Q ests” RIs (Keni et al., 2020;

Wilson, 2020; Tabaku & Kruja, 2019), others or an indirect effect between

the two through other relational variabl reputation (Ka & Lai, 2019; Latif et

collected from hotel guests in three countries (i.e., Pakistan, China, and Italy), and applying one
of the few models that included both CSR together with SQ in understanding hotel guest revisits,
Latif et al. (2020) further corroborated Ka and Lai’s (2019) findings, suggesting that SQ merely

exerts an indirect effect on hotel guests’ loyalty within their study’s model. In this case, the
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indirect effect between SQ and guests’ revisits through hotel reputation found support in the
service and relational marketing literature, which advances the assertion that SQ, as a cognitive
assessment of a hotel’s service, is not enough by itself to generate revisit intentions. Instead, it
must first translate into an emotional response (in the form of reputation or overall positive

impression of the hotel in this case), with the latter (emotion rather than cognitiofy'Subsequently

leading to future revisits (Ka & Lai, 2019; Lai et al., 2018). \
hal

Additionally, the service literature has traditionally advocated fer a mu

operationalization of the service quality construct, usually redWg terms of the various

components of an organization’s service, such as t ity and responsiveness (see

Brady & Cronin, 2001; Ladhari, 2012). More ever, have advocated for a

unidimensional measurement of serviceguality b tly on guests’ summative judgment of

their overall experience. The latte ization fas been found to be more appropriate for

detecting possible relationshif§ betwe d other variables within the same model (Engizek

& Yasin, 2017; Latif e , and this 1s also the case in the present study. Moreover, recent

studies have also a ulidimensional conceptualization of the hotel reputation

> overall and affective assessment of their direct interaction with
etal., 2011). The unidimensional scheme in this case is argued to be
hen examining reputation across various settings, including in the hotel
context (LatiPet al., 2020; Su et al., 2014). Based on the above review, the present paper will use
a unidimensional conceptualization of both service quality and reputation and will assume the

following hypotheses to test for the still diverging relationships between SQ, hotel reputation,

and guests’ Rls:
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H1: Service quality has a direct positive impact on hotel reputation.
H2: Service quality has a direct positive impact on hotel guests’ revisit intentions.

H3: Hotel reputation has a direct positive impact on hotel guests’ revisit intentions.

Corporate social responsibility (CSR) encompasses all voluntary activitieser ed by fikms
that go beyond their legal and contractual obligations and can help minii e
impacts of operations on the natural, cultural and societal envirgaments nchi®tal., 2019;

Park et al., 2014). CSR has been advanced as a key driver elefS.revisit intentions in

general and hotel guests’ revisits specifically (Ahn im, 2017; Latif et al.,

2020; Park et al., 2014). Given today’s growin jronmental and societal

problems, hotels that embrace CSR practices are y to appeal to guests and drive future

revisits to their properties (Mehre is is baSed on the social identity and stakeholders

literature, which stipulates that/custo neral tend to better identify with organizations

(hotels in this case) th b their Wn environmental and social values, as well as better

appreciate compan onReern for both internal (i.e., employees) and external

regarding whether CSR influences hotel guests’ Rls directly or indirectly through other relational
variables, more specifically hotel reputation (Kim & Kim, 2016; Latif et al., 2020; Su et al.,
2014; 2017). For example, Mehrez (2020) and Kim and Kim (2016), studying hotel guests of 4

to 5* hotels in Qatar and in the US respectively, demonstrated that CSR exerts a direct positive
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effect on customers’ loyalty. Meanwhile, Su et al. (2014; 2017) studied hotel guests at 4 to 5*
hotels in China and found that CSR instead had an indirect effect on customers’ loyalty and

revisit intentions through hotel reputation and satisfaction (Su et al., 2014), as well as through
hotel reputation and customers’ commitment (Su et al., 2017). Finally Latif et al. (2020) found

that CSR impacted customers’ loyalty both directly and indirectly through reput and a range

of other relational variables. \

Previous studies have used a multidimensional conceptualizatiog, to mea CSR"Consisting of

five components representing a firm’s 1) economic, 2) soci nmental, 4) philanthropic,

and 5) ethical responsibilities toward the firm’s stakehol
al., 2019; Park et al., 2014). However, others

advoegate unidimensional measurement of

CSR that captures a firm’s overall econ , social, and stakeholders’

responsibilities (Walsh & Bartiko ., 2020). This second (unidimensoinal)
conceptualization of CSR is f@uind to e generalizable across various industries,

including the hotel co (see,Su et alf) 2014; 2017) and 2) more suited to detect possible

relationships betw ther guests’ relational and behavioral variables, namely

H4: CSR has a direct positive impact on hotel reputation.

H5: CSR has a direct positive impact on hotel guests’ revisit intentions.
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2.2. Fear of Visit Due to COVID-19

The hospitality and tourism industry is traditionally one of the first sectors affected by crises of
different kinds (health, political upheaval, natural disasters, crimes, etc.). This is because, given

that people tend to be more vulnerable visiting locations outside of their home e nment, they

tend to develop worries and fears easily regarding traveling in general an in pla
outside/away from home in particular (Kaushal & Srivastava, 2021). T change
their behavior or even refrain from travelling altogether during exises or nt ear their
well-being might be at risk (Cui et al., 2016). x

This has been particularly true during the curr ovie- emic, where the unprecedented
scale (both in terms of geographic influgace and nd number of global causalities has

travelers. This effect is likely to extend beyond

et al, 2020). Many assert that this increased caution is likely to
future behavior as regards travel or staying at a given establishment — issues
that organizations in general and hospitality establishments in particular need to understand and

take account of in order to prosper in the future (Jian et al., 2021; Rather, 2021).
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Yet very few studies have so far incorporated this fear factor into their study models so as to be
able to better understand how fear influences travelers’ behavior post-COVID-19 (Hassan &
Soliman, 2021). Zenker et al (2022) have proposed a Pandemic Anxiety Travel Scale to help
measure the intra-personal anxiety of travellers (and non-travellers). Others have examined how
fear caused by the current COVID-19 pandemic has influenced travelers’ revisit gitténtions at the

destination level. Rather (2021) found that fear caused by COVID-19 negativelyamoderatéd the

effect of favorable destination-focused social media messages on trave revisit

that destination post-COVID-19. Hassan and Soliman (2021) fapnd tha ca by COVID-

future. However, no studies to date haveggexamine erating) role of fear on guests’
e associations hypothesized in this study
between SQ, CSR, hotel repufation, a

uests’ revisit intentions. As further empirical

examination is needed follewing hypotheses are assumed and tested in the present study to

further explore whether fear of visit due to COVID-19 moderates the influence of SQ

and/or CSR.a jon'®n hotel guests’ revisit intentions post-COVID-19, expanding on

epu

(=N

g€ 01 guests’ revisit intentions in the hotel context and providing a better

pSt-COVID-19 hotel guests’ revisit behavior.

H6: Fear of visit due to COVID-19 has a moderation impact on the relationship between service
quality and hotel guests’ revisit intentions.

H7: Fear of visit due to COVID-19 has a moderation impact on the relationship between hotel

Tourism Analysis
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reputation and hotel guests’ revisit intentions.
H8: Fear of visit due to COVID-19 has a moderation impact on the relationship between CSR

and hotel guests’ revisit intentions.

3. The Proposed Theoretical Model

Based on the above review of the literature, Figure 1 illustrates the con %\ e tested
VI

in the present study in which the moderating effect of fear of visit due t on revisit

intentions is represented in this case by the arrows pointing feam@f visit to the paths linking

each of SQ, CSR, and hotel reputation with guests’

INSERT Fl%
4. Methodology < §
4.1. Data collecti% erfts, and Sample
Data dyquwere collected online from France in May 2021. Respondents were randomly

selecte 3 el representative of the French population using the service of a UK-based

Market Research company. Respondents were presented with a screening question gauging
whether they had stayed at a mid-to-upscale hotel for leisure purposes over the past two years. A
2-year window was chosen to include respondents who travelled prior to the COVID-19

outbreak. All questions referring to this study’s constructs were measured using unidimensional
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scales based on existing validated scales in the marketing and hospitality literature. In particular,
SQ was measured using 3 items representing respondents’ overall perception of hotel service
taken from Ka and Lai (2019). CSR was measured using 5 items taken from Su et al. (2014;
2017), representing respondents’ overall impression of the hotel’s economic, environmental,
social, and stakeholders practices, respectively. Hotel reputation was measured five items,

four of which are taken from Ponzi et al. (2011) and the fifth from Su et a , Capturing

respondents’ overall and emotional perception of hotel reputation. Fin et al.
(2017) and Latif et al. (2020), revisit intentions post-COVID-19yvas me g three items
representing respondents’ future intentions to return to that rty g, parkicular and to that

hotel brand in general. Fear of visit due to COVID- augel’using 4 items based on Hassan

and Soliman (2021). All proposed items were surethusl -point Likert scale, where 1=

Strongly Disagree and 5 = Strongly Agree. Each s further summarized in Table Al

questi}s on respondents’ socio-demographics (age, gender,

ion)tand previous visits to the hotel. These visits were used as a

(see Appendix).

The questionnaire alsog

dents’ having already stayed at the hotel in the past, or whether results

e regardless of whether respondents have previously stayed there. Moreover, prior
to conducting the actual survey 1) the questionnaire, which was developed initially in English,
was translated into French, and the French version was double checked by two native-speaking

professionals for accuracy, and 2) the questionnaire was pilot-tested with a panel of tourism
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professionals and academics to ensure consistency, comprehension and the face validity of the
various constructs, with slight wording changes made at this stage. Of the 195 collected
responses, almost half 51% (N=99) were females, with the average age of the respondents being
46 (minimum age = 18, maximum age = 69 and S.D. = 13). Moreover, 64% of the respondents
held either a bachelor or vocational degree, 17% had a master or doctoral degree, and 19% had
secondary/high school education. In terms of occupation, 28% of respondents‘vvere
managers/professionals, followed by 26% skilled/unskilled workers, 1§% public servants, 14%
~\ 1)
retired, and 3% students. Additionally, 67% of respondents earned up to € 40,000, 27% earned
between €40,000 and €80,000, and 6% earned more than €E§),OOO. Finally, 30% (N=57) had
previously visited the hotel prior to the visit about whichthey S erd in the context of

this study. As such, the sample demographics thathov the sample is fairly distributed

and representative of the relevant population in th

4.2. Data Analysis <
Partial least square %n modeling (PLS-SEM) using XL-STAT software version
20

2020 (Addinsof

) Was USed to examine the hypothesized relationships among the model
cons sular;“given that all constructs are unidimensional, with fear of visit also being
a contl aniable measured in this case using 4 items (see Appendix), the product term
approach as Sstiggested by Henseler and Fassott (2010) was used to examine its moderating effect
on the relationships among SQ, CSR, and reputation on revisit intentions. All items representing

each of the SQ, CSR, and reputation constructs were multiplied in a pairwise fashion with the

items representing fear of visit (i.e., the moderator variable in this case) to create three
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interaction terms, namely SQ x Fear, CSR x Fear, and Reputation x Fear. These constructs, in
addition to fear of visit, were then added to the model in Figure 1 to test for moderation effects.
Each moderation hypothesis is confirmed if the interaction effect, that is the effect of the

corresponding interaction term on revisit intentions, is found to be significant (Henseler &
Fassott, 2010). Moreover, PLS-SEM analysis was used instead of traditional cov@ffance-based
structural equation modeling (CB-SEM) due to the complex nature of the teste %
(specifically when adding the interactions terms and their respective it H

presented in Figure 1 to account for moderation). In particular, the relati smalPSample size

Haig et al., 2016). The

outer (measurement)

including the interaction terms th to the®model to further test for moderation (Chin,

2010).

Results reveated that convergent validity of all the initial constructs (i.e., SQ, CSR, reputation,
revisit intentions and fear of visit) was upheld, as loadings for all items on their respective
constructs exceeded or were close to 0.7, with all loadings significant (see Table 1). Moreover,

the average variance extracted (AVE) for each construct exceeded the required 0.5 threshold,
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indicating that a significant part (50% or more) of the items’ variance was captured by the
construct, thereby providing further support for convergent validity and suggesting that all items
effectively measured their underlying constructs (Hair et al., 2016). Discriminant validity of all

constructs was also supported, as the root of AVE for each construct was greater than the

correlation coefficient of that construct with every other construct of the model Valle &
Assaker, 2016) (see Table 2). This result suggests that constructs are inde enoughn$irom
one another, further supporting the use of each construct distinctly in t opesed

model (Chin, 2010).

INSERT TABLE 1 y
INSERT T%
5.1. Inner Model and Moderati

iction validitydof the inner model was upheld first, in which the R2

The nomological and

results of the endo ct®demonstrated that a sizeable part of their variance could be
igure 2). In particular, the R2 for repeat visitations was 62.6%, thus
shold proposed by Chin (2010). Moreover, the Stone-Geisser Q2
yenous constructs (i.e., hotel reputation and revisit intentions) items, computed
ing procedures, were all > 0. This suggests that the model is an effective predictor

in explaining the endogenous latent variables and in particular revisit intentions (see Hair et al.,

2016).

Tourism Analysis
18



Copyright © 2020 Tourism Analysis

The path coefficients among the constructs were examined next, whereas the results revealed that
service quality (SQ) had a significant positive effect on hotel reputation (reg. coeff. std. = 0.415)
and revisit intentions (RIs) (reg. coeff. std. = 0.633). Hotel reputation also had a significant

positive effect on Rls (reg. coeff. std. = 0.283). This provided support for Hypotheses 1 to 3,

respectively. Additionally, CSR had a positive significant effect on hotel reputati@f(reg. coeff.

std. = 0.529), further supporting Hypothesis 4. Hypothesis 5, however, wasgho p ith
the proposed direct positive effect of CSR on RIs found to be non-sign H e (reg.
coeff. std. = -0.049). Lastly, respondents’ previous visits, whichgwas us a comtrol variable in

the model, was found to have a non-significant effect on re intentions greg. coeff. Std.

e
=.051), suggesting that the model results, and revisit intefgion ciffeally, are not affected by
ot

whether respondents have previously stayed a\ﬁ h
Finally, moderation effects were ms of'the path coefficients between each of the

created interaction terms (i.e.,(6Q x

x Fear; and Reputation x Fear) and revisit

intentions (see Figure icular, Fesults from Figure 2 indicated that the path coefficient of

SQ x Fear — RIs =%(.481) and Reputation x Fear — RlIs (reg. coeff. std. =

Rls in this caSe drops to 0.152=0.633-0.481 in standardized terms), thus supporting Hypothesis
6. The effect of reputation on revisit intentions accentuates with higher levels of fear regarding
COVID-19, suggesting that fear of visit positively moderates the relationship between a hotel

reputation and revisit intentions (i.e., the effect of reputation on RIs in this case increases to
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0.697=0.283 + 0.414 in standardized terms), thus supporting Hypothesis 7. However, the path

coefficient of CSR x Fear — RIs (reg. coeff. std. = -0.058) was non-significant, suggesting that
fear of visit doesn’t moderate the relationships between CSR and revisit intentions, thus failing
to support Hypothesis 8. Finally, the path coefficient between fear of visit due to COVID-19 —

RIs was non-significant. This is a desirable result, further supporting the moder (rather than

direct) effect of fear of visit due to COVID-19 on revisit intentions in this gase {lenseler

Fassott, 2010).

INSERT FIGURE 2 Hw
6. Conclusion and Discussion %

tual model that re-examines the relationships

The present study proposed and t
between SQ, CSR, and hotel #€putatio ir effects on hotel guests’ revisit intentions (RIs).

It also assessed the m ole of 1@ar of visit caused by COVID-19 on the paths between

the aforementione sts’ future (post-COVID-19) RIs. The results sought to

f the mechanism through which SQ and CSR (when incorporated
odel), along with reputation, influence RIs in the hotel context and the
stween the proposed model variables in this case. Results also provide

hether and how guests’ fear regarding the pandemic will moderate (accentuate or
attenuate) the effect of the above variables on post-pandemic revisit behavior. In doing so, the

present study results offer both theoretical and practical implications.
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From a theoretical perspective, this paper demonstrates both the direct and indirect (through
reputation) effects of service quality (SQ) on hotel guests’ revisit intentions. These results
contribute to the ongoing discussion in the hospitality literature regarding whether service quality
impacts hotel guests’ revisit intentions directly (Keni et al., 2020; Wilson, 2020) or indirectly
through various relational variables, including reputation (Ka & Lai, 2019; Latif gtal., 2020). In

this case, the results contend that guests who perceive the hotel service to meettheir expegtations

are not only more likely to return post-COVID-19, but also develop a Ie%yverall
impression of that hotel, translating into further repeat future visitations. even when
CSR was also examined concurrently with SQ within the s 0 ewkprior papers (see

Latif et al., 2020) have examined these two factors (i R)®imultaneously within the

same model along with reputation and Rls, th rthe iIng the importance of SQ in

consumers’ decisions and repeat visitatigns in the text.

The results also demonstratedithat C sely, only influences Rls indirectly through

guests tend t&@perceive a hotel’s CSR practices as additional positive attributes that might
enhance their reputational perception of that property. Thus, CSR practices in this case do not
necessarily directly correlate with intention to (re)patronize that property in the future, as service

quality does. Thus, while guests’ assessment of the quality of a hotel service seems to be the
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main driver directly affecting guests’ revisit intentions to a hotel, CSR can still help burnish

guests’ perception of a hotel’s reputation , subsequently (indirectly) influencing future revisits.

Finally, and most importantly, the present study extended and tested the above relationships

post-COVID-19 by accounting for the moderating effect of fear of visit caused e COVID-19

pandemic. The results demonstrate that reputation exerted an even greater 4 ce on guests’
RIs as a result of fear of visit, thus upholding the greater role played b in'dciving
guests’ revisits to a hotel post-COVID-19. People who perceiveg hotel ve orable
reputation tend to trust this property more in terms of acco atin@ytheigneeds and taking

better care of guests. Thus, they feel more reassured,and a tofeturn to that property

post-COVID-19 than to other properties with | avorable ations.

At the same time, the results also jadicate@\that SQ eXerted a diminished effect on hotel guests’
RIs as a result of people’s higher leve This indicates that quality of service is less

important in dissipati pl&s fear caised by COVID-19 and in driving guests’ post-pandemic

ined by the fact that while in general guests expect a hotel to
hile usually good quality influences their decision to return, this
elp dissipate post-COVID-19 fear. In contrast, guests might be willing
his quality in exchange for greater reassurance that the hotel understands
ost-COVID- 19) needs, captured through reputation in this case. All in all, these
results provide further illustration of the influence of fear of visit caused by the COVID-19
pandemic on links between service quality — Rls and hotel reputation — RlIs, respectively, thus

adding to the few studies that have examined the effect of the COVID-19 pandemic on travelers’
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future choices by extending these studies to better comprehend guests’ post-COVID-19 revisit

intentions in the hotel context specifically.

In addition to their theoretical contribution, results also help hoteliers better understand the
factors that affect guests’ revisit intentions, particularly post-COVID-19. Findin ovide them
with recommendations on strategies they can follow to drive future revisitsgo -20 and
help recover once the virus is under control. In particular, hoteliers sho ialkattention

to hotel reputation. Positive reputation was found to be more li too me@guests’ fear of

visiting properties in the future and thus drive post-pandem eat Wisitation. In this regard,

hoteliers should ensure that they effectively managg,mar reinforce perceptions
of, and trust in, their properties, which should ly late into higher post-COVID-19

revisits. Such an approach should be pagticularly Iven that results were found to be

at property.

s found to play a less important role as a result of guests’ fear

ic (as opposed to pre-pandemic) in driving post-COVID-19 revisits, hotel
operators stilPneed to provide high quality products and services to their guests. Such actions
were shown to help enhance property reputation and subsequently increase the likelihood of

future revisits. In this regard, hotel operators could develop guidelines for activities available at

their hotels, implement employee training programs as well as regularly conduct customer
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surveys to ensure that they provide consistent and superior quality at all times and properly
attend to customer needs. Such measures will ultimately help burnish their property reputation
and drive post-pandemic revisits. Likewise, while CSR was found to not directly affect revisit
intentions, hoteliers should strive to adopt socially and environmentally responsible practices in
daily operations. For instance, they could treat their employees better, create job the local

community, and use recycling and energy- and water-efficient measures tgdaelp¥protect t

environment. Such CSR practices are likely to positively influence cus tational

perception and eventually enhance guests’ trust and feeling of reassuran wa e property,

subsequently increasing the chances and likelihood of futu t- ID419) revisits.

7. Limitations and Future Research

This paper shows several limitati resent paper only focused on CSR, SQ, and

hotel reputation as determinans of ho > revisit intentions. Future studies could
incorporate other relatj iables fr@m the literature (e.g., satisfaction, trust, and perceived
value) to better undegst ctars influencing hotel guests post-pandemic revisit behavior.
Additionally, datayvas cOllected from a single country—France—and may not be generalizable

regtons. Future studies could collect data from other countries and perform

tltural analyses to corroborate and extrapolate the study’s findings. Finally,

the present stady used revisit intentions as a proxy for actual revisits; future papers could collect
longitudinal data, helping to establish the link between intentions and actual behavior and better

gauge the effect of current factors (i.e., SQ, CSR, reputation) on guests’ actual revisit behaviors.
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Appendix Table Al. List of the constructs used in the model and their respective indicators

Construct(s)

Item(s)

Service Quality

SQ1: This hotel delivers excellent overall service
SQ2: The offerings of this hotel are of high qualit
SQ3: The hotel maintains superior service in every

CSR

CSR1: The hotel seems to be environmentall

CSR3: The hotel seems to create jo
CSR4: The hotel seems to be s g-term profitability

Hotel Reputation

ave a good feeling about
that | admire and respect

Fear of Visit due to COVID-19

Revisit Intentions

-19, | feel frightened to visit this hotel in the future

would like to come back to this hotel in the future
isit2: | intend to return to this hotel if I visit the area again

evisit3: Whenever | get the chance, | would use this hotel company as my first choice
compared to other hotel brands
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Table 1. Results of the Outer Model

Manifest Standardized Critical

Latent variables AVE

variables loadings ratio (CR)
Service Quality SQ1 0.90 53.26 0.84
SQ2 0.93 79.21
SQ3 0.92 55.80
CSR CSR1 0.70 31.72 0.54
CSR2 0.76 19
CSR3 0.69
CSR4 0.75
CSR5 0.76
Hotel Reputation CR1 0.81 0.62
CR2 0.74
CR3
Fear of Visit due to COVID-19 0.62
Revisit Intentions 0.80
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Table 2. Results of Discriminant Validity (Squared Correlations for any Pair of Latent Variables < AVE)

Mean Communalities

(AVE)

Fear of Visit
Service Hotel due to
Quality CSR Reputation COVID;19
Service Quality 1 0.357 0.534 0.

CSR
Hotel Reputation

Fear of Visit due to COVID-19

Revisit Intentions

1

N

QS{\

0.839
0.535
0.622
0.688
0.805

0.603 .009
1 \§ Q22
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Figure 1. The Proposed Conceptual Model
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Figure 2. Results of Structural Model. Note that coefficients are significant at p < 0.05

except for n.s.
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