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Abstract
COVID-19 pandemic has affected many businesses from all around the globe and one of them is the hospitality segment. 
Because of COVID-19 lockdowns and restrictions on travel, many hotels from all around the globe have suffered huge 
losses. After the COVID-19 restrictions were relaxed, hotels started opening the door for tourists with various precautionary 
measures. As the hospitality segment tries to recover from the setback due to COVID-19, this study explores the steps or 
strategies taken by hotels from five countries (China, Indonesia, India, Malaysia, and Thailand) in the Asia–Pacific region 
to attract tourists and improve their operations in the post-COVID era. For this study, the strategies undertaken and the 
customer reviews pertaining to 100 hotels from each of these five countries were considered. A mixed-method approach 
is used to analyze the effectiveness of the operations undertaken by the hotels. The study concludes with implications and 
future directions.
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Introduction

The recent pandemic due to Coronavirus Disease 2019 
(better known as COVID-19), caused havoc all around the 
globe because of its highly contagious nature and its abil-
ity to cause “severe acute respiratory syndromes” (Lone & 
Ahmad, 2020). With rising cases from all around the globe 
(around 113 countries) (Khanna et al., 2020), COVID-19 
was declared as a pandemic by the World Health Organi-
zation (WHO) on 11th March 2020 (Cucinotta & Vanelli, 
2020). To maintain social distancing and curb the spread of 
the virus, governments from many countries had to impose 
lockdown for several days (Berman et al., 2020). Apart from 
the loss of human lives, the pandemic has also caused a 
change in the global economy (Jones et al., 2021). One of 
the most affected industries during the pandemic was the 

hospitality and tourism segment (Haydon & Kumar, 2020). 
The most affected regions were the Asia–Pacific states 
(Clarke, 2020) because a good part of these countries rev-
enues are generated from the tourism industry. With the 
COVID-19 restrictions in place and the fear of COVID-19 
among people, the tourism industry suffered huge losses: 
around $83 million in India (Gandhi, 2020), over $9 bil-
lion in Indonesia (Straitstimes, 2020), around $2.7 billion 
in Malaysia (TheStar, 2021), over $3.3 billion in Thailand 
(Nikkei, 2021), and around $9.44 billion in China (Hao 
et al., 2020). As the COVID-19 restrictions are relaxed, 
the hospitality sector is trying to recover from the losses 
they have suffered (Tyagi, 2020) with new strategies. For 
instance, giving special offers, lowering room rates, etc. 
(Ardani & Harianto, 2021) and operational changes, like, 
regular monitoring of COVID-19 protocols in hotels, assign-
ing duties effectively among available staff, etc. (Pandey 
et al., 2021; Shrivastava & Shrivastava, 2021). Although 
hotels are trying to provide the best services to meet the 
changing customer needs (Crouch, 2021) using operational 
flexibilities, it is important to understand customer perspec-
tives in the post-COVID era to understand how the hotels 
are performing.

The business problems that drive this research are as fol-
lows: First, there is a lack of comparative studies on the 
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strategies hotels are following or the operational changes 
they are bringing in across different countries. A compari-
son will help hotels to pick up some good practices by other 
hotels and also help them improve their strategies. Second, 
there is a need to understand customers’ perspectives to 
understand how the strategies followed by hotels are effec-
tive. Third, customer reviews provide ample opportunity 
to understand customer perspectives. Hence, in times like 
the COVID-19 pandemic, collecting data using traditional 
approaches can be challenging, utilizing online user-gener-
ated content can be useful. Thus, the research questions that 
drive this research are:

RQ1: What are the strategies or operational changes 
generally adopted by hotels in different countries to 
attract customers in post-COVID?
RQ2: What are the drivers of customer loyalty during 
post-COVID era?
RQ3: Do the drivers of customer loyalty differ for peo-
ple belonging to two different emotion groups (high 
arousal and low arousal)?

The research objectives related to the research questions 
are as follows: (a) To understand the strategies generally 
used by hotels in different countries, and (b) To understand 
the effectiveness of the strategies adopted by understand-
ing the drivers of customer loyalty during the post-COVID 
phase. In this study, a mixed-method approach is considered 
using only textual data collected from websites of 100 hotels 
from each of the 5 Asia–Pacific countries, China, Indonesia, 
India, Malaysia and Thailand. In the qualitative study, the 
strategies followed by hotels in these above-mentioned coun-
tries and the empirical analysis on the drivers of customer 
loyalty were explored. The study contributes to the existing 
literature by comparing the strategies hotels are following 
and the drivers of customers’ loyalty in this post-COVID era 
by collecting data from websites of 100 hotels across five 
Asia–Pacific countries.

Section 2 following this introduction section, provides an 
overview of the relevant literature that builds up this work. 
Section 3 discusses the conceptual model and the hypotheses 
being examined in this study. Section 4 presents the research 
methodology. Sections 5, 6 and 7 contains the findings, dis-
cussions, implications, future scope and conclusions.

Literature Review

Operational Changes and Performance Outcomes 
in the Post‑COVID Era

The pandemic COVID-19 has affected the hospitality sector 
badly because of less footfall, reduced revenue generation 
and fear among customers (Kumar, 2020). Not only because 

of the norms led down by the government and WHO, but 
also for making customers feel safe during their stay, hotels 
had to undergo operational changes and update their service 
standards (Chan, Gao, & McGinley, 2021). Based on a study 
in China and Hong Kong (China), Chan et al. (2021) found 
that the changes in operations include thermal checking dur-
ing check-in, check for proper use of surgical masks, not-
ing travel history and symptoms (if any). Additional check 
involves use of a quick response code to track travel history 
of customers. The authors have also found that while inter-
national hotel chains try to benchmark their operations based 
on global standards, the medium and small-sized hotels are 
more flexible in their operations and enforce fewer specifica-
tions or checks. The authors have also found that hotels are 
using service innovation like, providing hygiene supplies, 
increasing sanitization protocols, and social innovations like, 
QR code scanning, alternative shifts of staff, etc. The authors 
have also found that hotels maintaining proper standards 
will generally not receive negative feedbacks. Kumar et al. 
(2021) based on their study of hotels in Kolkata India found 
that hotels will need strict regulations to enforce proper 
COVID-protocols. The authors also feel that housekeeping 
staff will be the most important resource in the post-COVID 
era because guests are concerned about the hotel hygiene 
and their safety. Kim et al. (2020) noted that because of 
this pandemic customers’ will prefer hotels having robot-
staff as compared to human-staff because of the significant 
effect of the moderator perceived threat. Romero and Lado 
(2021) based on their study in Spain also found that using 
robotic services improve customer attitude. Although inno-
vations during COVID-19 may seem to attract customers, 
Sharma et al. (2021) feels that the effect depends on the 
innovation hotels use. While some innovations may prove 
effective other may not and hotels should discontinue such 
ineffective innovations. Based on the observation in Leba-
nese hotels, Yacoub and ElHajjar, (2021) feel that the initial 
preparedness was not there for such a pandemic, but now 
hotels have understood that they can’t entirely depend on 
foreign customers, and hence are looking into operational 
changes like, better safety measures, focusing on schemes 
to attract local tourists, flexible bookings/cancellations, 
managing proper shifts, and more focus on information sys-
tems. Majumdar (2021)’s study on Indian hotels discovered 
several operational changes for the hotels to adopt to sur-
vive in the post-COVID. For instance, changing workforce 
structure, measures to attract local tourists, providing offers, 
reduction of prices, focusing on local supply chains, cost 
cutting by postponing maintenance, reducing labour costs, 
etc. Authors Jimenez-Barreto et al. (2021) feel that hotels 
also need to make changes in the way they communicate for 
attracting customers. Jimenez-Barreto et al. (2021) found 
that while exciting branded hotels benefit from ‘numerical’ 
quantifiers, sincere branded hotels benefit from ‘numerical 
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and verbal’ quantifiers. Liu and Yang (2021) also found that 
the use of self-service technologies in hotels improved cus-
tomer feedback. Although it is evident that researchers have 
found different strategies or operational changes adopted 
by hotels from different parts of the world, there is a clear 
gap in research trying to compare the strategies adopted by 
hotels from different countries.

Although hotels have adopted several strategies, the 
COVID-19 pandemic has caused unprecedented fear among 
travelers because of its contagious nature and ability to 
spread through contact. Thus, customers feared of safety 
and hygiene issues while staying in hotels (Bonfanti et al., 
2021; Kiryakova-Dineva, & Bozhkova, 2021). Additionally, 
if the customers fail to get proper help from the technology 
used by the hotels, they will face barriers that affect their 
behavioral intentions. Customer’s views of staying in a hotel 
can also get affected by the views of the society in which 
they live in. Thus, although we note that operational or stra-
tegic changes have benefitted hotels in the post-COVID era, 
the fear and uncertainty of the virus can affect customer’s 
willingness (Jian et al., 2020). Demir (2021) has also found 
that the measures considered by hotels during the pandemic 
affects customer perspectives. Additionally, the ways of pro-
viding services during the pandemic might affect the dif-
ferent dimensions of service quality, like, responsiveness, 
reliability, etc. (Ojha et al., 2021), which consequently affect 
customer loyalty (Hadid et al., 2021). It is thus important to 
explore the drivers of customer loyalty with respect to the 
hotel services. There is also a lack of comparative studies 
among countries to understand customer perspectives about 
hotel performances from different countries. This has also 
motivated us to compare data from 5 Asia–Pacific countries 
to explore the strategies followed by hotels and the perspec-
tives of customers in this post-COVID era.

Scholars in recent years have explored how emotions 
affect brand attitude (Ray et al., 2021), review helpfulness 
(Chatterjee, 2020), etc. Capturing emotions, like, fear, anger, 
disgust, trust, surprise, etc. help to understand customers’ 
feelings better (Cavanaugh et al., 2015). Ray et al., (2020a, 
2020b) found an increase in algorithm performance while 
considering emotional aspects present in online reviews for 
predicting ratings. Thus emotions can also help in under-
standing customer behaviour. Emotions can be categorized 
based on the level of valence involved (negative and posi-
tive), arousal (high and low), etc. Allard et al. (2020) have 
found that both aged and young people portray high arousal 
emotions when they feel that it’s the best way to solve a 
particular issue. Although, emotions and more specifically 
arousal emotions can help to understand customer behaviour 
and satisfaction better (Ray et al., 2021), there is a clear 
lack of studies on understanding how customers from differ-
ent arousal emotional groups react to a particular situation. 
Users nowadays usually express their views through online 

reviews on hotel websites or other traveling sites. Exploring 
this will help to understand that how the strategies or opera-
tional changes undertaken by hotels affect users.

User‑generated Content (UGC) and Textual Analysis

The last decade has witnessed a growth in the online con-
tent generated because of the penetration of the internet 
and the growing popularity of various social-media plat-
forms (Ray & Bala, 2020). UGC has several advantages: 
(a) the easy availability of large amount of data containing 
rich information related to customer perspectives can help 
organizations (Berger et al., 2010; Gensler et al., 2016); (b) 
the lack of commercial biasness in UGC (East et al., 2008); 
(c) UGC can help in analyzing changes in customer views 
over time (Gensler et al., 2016). These advantages have led 
to the rise in studies using UGC in recent years. Although 
UGC mainly refers to online customer reviews, in this study 
the information posted in hotel websites by hotel managers 
is also referred as UGC. UGC can be analyzed using vari-
ous techniques, like, word-frequency analysis (Taft, 1979), 
thematic analysis (Ray & Bala, 2021), sentiment and emo-
tion analysis (Ray et al., 2020a, 2020b), natural language 
processing based structural equation modeling (NLP-SEM) 
(Ray & Bala, 2021), etc. In this study, word frequency analy-
sis, thematic analysis, sentiment and emotional analysis and 
NLP-SEM is used.

Hypotheses Formulation and Conceptual 
Model

To understand how the hotel’s strategic/operational changes 
affect customer views in the post-COVID era in an empirical 
manner based on customers with high arousal emotions vs. 
customers with low arousal emotions, a multi-group analy-
sis is used to examine the impact of hotel’s facilities, cred-
ibility, empathy, responsiveness and reliability on affective 
loyalty. Here, affective loyalty refers to the customer’s liking 
or affinity towards a hotel (Lee et al, 2014; Lin, 2010). The 
model is formulated based on the variables used by existing 
researchers (Fig. 1).

Hotel facilities mainly refer to the tangible facilities 
that hotels are providing nowadays to attract customers, 
like, complementary breakfasts, room services, extra ser-
vices, etc. (Abrudan et al., 2020). In the post-COVID era, 
customers are looking for better facilities that will reduce 
their risk of staying in the hotels. Additionally, custom-
ers are also looking for extra facilities like, breakfast in 
rooms, special arrangements for celebrating in the rooms, 
etc. Hotels around the world are trying to bring changes in 
tangibles like, technology, arrangements, and appearance 
(Fatima, & Razzaque, 2014) of hotels to attract customers 
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and demonstrate that they are maintaining proper safety and 
security (Krzysztof, & Jadranka, 2020). Demir (2021) has 
also found hotel facilities affecting customer’s perspectives. 
So from hotel’s facilities this study explores if the hotel’s 
physical cues and extra benefits affect customer views. Thus, 
we propose:

H1 The facilities provided by hotels have a significant 
impact on customer’s affective loyalty.

Credibility refers to the organization’s reputation and the 
quality of the information that the organization provides 
(Mahon, & Wartick, 2003; Shah & Ravana, 2014). In the 
post-COVID era, if the hotels are credible and people know 
that the hotels will not provide false information, custom-
ers will be inclined to use the hotels (Lanz, 2020). How-
ever, some hotels may advertise information about customer 
safety and extra facilities provided in hotels but the reality 
might be somewhat different. Although the message cred-
ibility will affect customer behaviour (Balaji et al., 2021), 
but it will affect customer loyalty negatively. Additionally, 
people will also be certain of the quality of services they 
expect to get at the hotels, if the hotels are credible. In this 
post-COVID era, people will tend to book hotels which have 
a reputation of providing good services to customers and 
managing customer safety properly. Post-COVID it is impor-
tant to understand the safety protocols undertaken by hotels 
and hence if hotels are credible people will not have the fear 
of staying in hotels. Thus, we hypothesize:

H2 Hotel’s credibility has a significant positive impact on 
customer’s affective loyalty.

Empathy refers to the ability to understand the mental 
state of others (Fatima, & Razzaque, 2014; Parra, 2013). 
Empathy forms an important dimension of the service 
quality (SERVQUAL) model as well (Ojha et al., 2021). 
Hadid et al. (2021) have found that empathy affects cus-
tomer loyalty in presence of mediator satisfaction. In an 
interesting study, Mishra and Sharma (2021) have found 
that expectations are affected by empathy. Hotels that are 
empathetic to customers (EHL, 2021) will tend to do well 

in the post-COVID era. With the uncertainty around, if 
hotels understand customer’s perspectives and provide flex-
ible check-in or check-out and full-refund in case of can-
cellations, the customers will also be satisfied and will be 
inclined towards using the hotel/hotel chain again. Thus, 
we feel:

H3 Hotel’s empathy has a significant positive impact on 
the customer’s affective loyalty.

Reliability refers to the consistency and accuracy of the 
provided services as per the promises made (Fatima, & Raz-
zaque, 2014; Wang, & Wang, 2021) and is another dimen-
sion of SERVQUAL model (Mishra & Sharma, 2021; Ojha 
et al., 2021). Hence, reliability also determines the quality 
of the hotel. Qomariah, and Lestari (2019) have found that 
service reliability affects customer satisfaction. Customer 
fear staying in hotels because of factors like, safety and 
hygiene in hotels (Bonfanti et al., 2021; Kiryakova-Dineva, 
& Bozhkova, 2021). If hotels assure customers about their 
safety within the hotel premises during their stay, and meet 
the expectations, customers will be satisfied and will develop 
affective loyalty towards the hotel. Thus, we hypothesize:

H4 Hotel’s reliability has a significant positive impact on 
the affective loyalty of customers.

Responsiveness refers to the service agility or swiftness 
of the provided services (Fatima, & Razzaque, 2014) and 
is another dimension of SERVQUAL (Mishra & Sharma, 
2021; Ojha et al., 2021). Along with empathy and reliability, 
responsiveness also determines the service quality at a hotel. 
Although Kim et al. (2020) found that customers will prefer 
robotic-staff as compared to human-staff in the post-COVID 
era, Kumar et al. (2021) feel that human-staff will have an 
important role to play, like, making regular checks, keeping 
everything clean, etc. (Chan et al., 2021). However, with 
reduced staff and with alternative shifts being implemented 
in hotels (Chan et al., 2021), there might be a delay in pro-
viding services which can affect customer’s views. Hotels 
that are able to provide prompt services to customers are 
doing well and will be able to retain customer relationship 
and build a loyal customer base. Thus we propose:

H5 Hotel’s Responsiveness has a significant positive 
impact on affective loyalty of customers.

Arousal emotions refer to the set of emotions like, anger, 
fear, joy, etc. which escalate the mental state of a person 
(Lim, 2016). High arousal emotions (Cavanaugh et al., 2015; 
Ray et al., 2021) excite an individual more and is often con-
sidered less credible (Chatterjee, 2020) because customers 
depicting high arousal emotions tend to take decisions all of 
a sudden. Whereas, customers portraying low arousal emo-
tions, like, sadness (Cavanaugh et al., 2015; Ray et al., 2021) 
does not get excited all of a sudden and hence these emotions 
are considered neutral and credible (Chatterjee, 2020; Rasa 
et al., 2020). This study attempts to explore if the drivers 
of affective loyalty differ for customers who have portrayed 

Fig. 1  Conceptual model to explore customer views
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high arousal emotions with respect to customers who have 
portrayed low arousal emotions. Thus, we hypothesize:

H6 Customers portraying (a) high arousal emotions or 
(b) low arousal emotions will have different factors affecting 
their affective loyalty.

Research Methodology

In this study, a mixed-method approach: a qualitative study 
to understand strategies followed by hotels in the post-
COVID era; and a quantitative study to examine customer 
perspectives to understand the performance of hotels in 
the post-COVID era (refer Figs. 2, 3). While a qualitative 
study helps to increase the possibility of capturing sensi-
tive in-detail information from the participants (Creswell, 
2009), a quantitative-based study helps empirically test 
the conceptual model (Ray et al., 2019). A mixed-method 
approach helps to extend and test the possibilities of the 
perceptions captured in qualitative study (Ray et al., 2019). 
For the qualitative study, strategies followed by 100 hotels 
(as mentioned in their websites) were collected each of the 
five countries selected for this study namely, China, India, 
Indonesia, Malaysia and Thailand in the post-COVID era. 
For the empirical analysis, customer reviews from these 
hotel websites were collected (1247 reviews). The selection 
and inclusion criteria are mentioned in Fig. 2. Before pro-
ceeding with the analysis, data cleansing was done where 
unwanted symbols and words were removed, and the words 
were changed to the root form. For the qualitative study, 
word-frequency analysis, word-cloud and topic modeling 

based thematic analysis was conducted to explore the main 
strategies that hotels adopt. Both word frequency and word 
cloud analysis were performed to get an overview of the 
major topics used in the textual data obtained (Fischer, & 
Stoffel, 2014). While word frequency provides a textual out-
put, word cloud provides a much more meaningful visualiza-
tion (Padmanandam et al., 2021). Topic modeling helps to 
create a topic-terms matrix and provides probability scores 
based on the concept that a topic is composed of several 
terms and several topics presented in a particular document 
(Ray & Bala, 2021). Topic modeling helps in performing a 
much deeper analysis of textual data through content analy-
sis (Hagen, 2018), path analysis (Ray & Bala, 2019; Ray 
et al., 2020a, 2020b), etc. For the quantitative analysis senti-
ment, emotional analysis, and NLP-SEM technique (Ray & 
Bala, 2021) was utilized on the online reviews. Sentiment 
analysis helps to capture the polarity or valence (positive, 
negative or neutral) of the customer reviews. Meanwhile, the 
emotional analysis helps to provide a much deeper analysis 
by capturing the different emotions (anger, fear, disgust, sad-
ness, anticipation, trust, surprise and joy) expressed in the 
textual data (Ray et al., 2021). In this study, the thematic 
analysis is done based on topic modeling by utilizing a com-
mon consensus among the authors on the topics which meet 
the research objectives (Ray & Bala, 2021; Ray et al., 2019). 
For the NLP-SEM analysis, the probability scores were con-
sidered for the relevant topics from the topic-terms matrix 
of the online reviews and normalized to a Likert-scale form 
for performing the structural model analysis (Ray & Bala, 
2021). The analysis was done using R, Python and Smart 
PLS (3.3.2) (Ringle et al., 2015). 

Fig. 2  Stepwise research 
flowchart
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Findings and Discussion

Table 1 and Fig. 3 show the top 10 mostly used words 
in the information page of the hotels and the word-cloud 
of hotels across the consideration countries, respectively. 
This study found that the frequently used words are simi-
lar across different countries, which indicates that most 
hotels have prioritized and reset their services according to 

COVID-19 protocols during their recovery stage. An inter-
esting observation is that hotels in different countries tend 
to ‘copy-paste’ the COVID-19 messages to their customers 
on their websites without contextualizing the messages 
based on the COVID-19 situation in their host countries. 
Another observation from Table 1 is that except India, 
hotels from countries have used ‘sanitization’ the most. 
The authors have also noticed that the word ‘mask’ has 
not been ranked as top 5 words in any of hotel websites 
across the countries.

Table 2 summarizes some of the most frequently occur-
ring themes based on topic-modeling results conducted 
on the available information from different hotels. The 
themes are derived based on mutual agreement between 
two researchers (Boyatzis, 1998). Apart from regular tem-
perature checks and mask requirements in hotels from all 
countries, some other major themes from different coun-
tries are: Malaysia (hotel room safety), China (regular wash), 
Indonesia (mark symptoms), India (social distancing), and 
Thailand (guest room checks).

Figures 4, 5 display the results of the overall sentiment 
and emotional analysis of the reviews given by custom-
ers about hotels in the countries of the consideration. The 
study findings show that the overall sentiment and emotions 
portrayed by customers about hotels in different countries 
are mostly positive. The authors have also noted that the 

Fig. 3  Word-cloud on the information available in websites of hotels in different countries

Table 1  The words based on frequency (descending order) used by 
hotels of different countries

Malaysia China Indonesia India Thailand

Sanitization Sanitization Sanitization Guest Sanitization
Require Require Guest Check Guest
Guest Guest Require Sanitization Require
High High Check Require Check
Mask Public Public Public High
Public Avail High High Public
Tempera-

ture
Tempera-

ture
Mask Tempera-

ture
Staff

Check Mask Staff Mask Temperature
Staff Staff Tempera-

ture
Staff Mask

Avail Check Avail Avail Avail



S83Operational Changes and Performance Outcomes: Analysis on Hotels of Five Asia–Pacific Countries  

1 3

emotions like trust and joy are showing more significant 
effect than other emotions (refer Fig. 5). This indicates 
that people are satisfied with the strategies adopted by the 
hotels. One interesting observation is that hotel consum-
ers in Malaysia have expressed more negative emotions 
like, anger, fear, disgust, and sadness than other countries 
under the similar pandemic situation, whereas in Thailand 
people hold more positive emotions like, joy, surprise and 
trust towards hotel services. The possible reason is that 
in the post-COVID era Thailand hotels are focusing more 
on cleanliness, customer safety and trying to increase the 
footfall of tourists because the Thailand economy is mostly 
dependent on the tourism industry (Manakitsomboon, 2021). 
Malaysian economy, on the other hand, is mostly depend-
ent on agriculture, industry and services (O’Neill, 2021). 
Thus, the focus is not much on the tourism segment and 
tourists visiting Malaysian hotels during the post-COVID 
phase expressed a great concern over cleanliness, profes-
sional room services, safety from COVID-19 as evident from 
the customer reviews. Another reason is that Malaysia’s fre-
quent Movement Control Order (MCO), surging numbers 

of COVID cases, and insufficient effective policies to assist 
the hotel players further worsened the situation in hotel 
business (Foo et al., 2020). The concerns each hotel worker 
over job security, job safeness and workload issues may also 
result in unprofessional services. Thus, tourists who stay in 
Malaysian hotels in the post-COVID phase are more likely 
to develop negative feelings towards hotel workers compared 
to other countries.

The results of the NLP-SEM based analysis is shown in 
Tables 3, 4. The themes generated based on topic-modeling 
on the customer reviews are mapped on the different vari-
ables under consideration and the results of the SEM based 
analysis show good factor loadings (> 0.5) and variation 
inflation factor scores (< 3.0). The composite reliability 
scores are greater than 0.65 (Hair et al., 1998), and the dis-
criminant validity criteria is also met (Fornell & Larcker, 
1981). The model showed satisfactory fit (Standardized Root 
Mean Square Residual (SRMR) score 0.095). The hypoth-
eses H1, H2, H3, and H5 are significant (refer Table 4 and 
Fig. 6) which show that customers value hotel facilities, 
hotel credibility, empathy, and responsiveness. It is clear that 
customers who are having high arousal emotions are more 
inclined towards hotel facilities, while customers portraying 
low-arousal emotions are affected by hotel facilities, cred-
ibility, empathy, and responsiveness (refer Table 4). Based 
on the path-strength this study concludes that hotel facilities 
have a much higher impact on customer’s loyalty than other 
variables.

The findings of the study show that hotel facilities play 
an important role affecting customer’s loyalty in this post-
COVID era. This aligns with what researchers (Fatima, & 
Razzaque, 2014; Krzysztof, & Jadranka, 2020) have found. 
This shows that facilities to enhance safety and security 
(Krzysztof, & Jadranka, 2020), extra facilities like, com-
plimentary breakfasts, room services, extra services, etc. 
(Demir, 2021). Because of fewer footfalls, hotels nowadays 
are providing various facilities to not only attract custom-
ers but also to ensure their safety from virus. Hotels that 
lack in these aspects are losing out in the competition. 
The authors also note other factors like empathy, respon-
siveness and credibility have a significant impact. This 
is also in line with what researchers (Chan et al., 2021; 
Hadid et al., 2021; Shah & Ravana, 2014) have noted. This 

Table 2  Thematic analysis (based on topic modeling) conducted on hotels of different countries

Malaysia China Indonesia India Thailand

Hotel room safety Required policies Temperature check Mask policies Require temperature check
Regular wash Disinfectants and sanitizers Clean protocols Safety checks Guest room checks
Regular temperature check Mask requirements Masks must Social distancing Mask requirements
Mask requirement Regular wash Regular safety checks Protocols Sanitization requirements
Distancing Check temperature Mark symptoms hygiene and sanitization Protocols

0.37
0.43 0.41

0.33
0.4

0

0.2

0.4

0.6

China India Indonesia Malaysia Thailand

Fig. 4  Sentiment analysis of the data collected from hotels in differ-
ent countries

0

1

2

3

4

5

China

India

Indonesia

Malaysia

Thailand

Fig. 5  Emotional analysis of the data collected from hotels in differ-
ent countries



S84 A. Ray, L. Ma 

1 3

is because nowadays due to uncertainty, trips are often 
getting cancelled. If the hotels understand the plight of 
customers and provide full refunds, the customers will 
be satisfied (EHL, 2021). Additionally, because of the 
fear of the contraction of the virus, people prefer to stay 
in hotels which are having good feedback and are trust-
worthy (Balaji et al., 2021; Lanz, 2020). Also, customers 
nowadays prefer to stay in the hotels that are responsive 
and cater to individual customer needs. Kim et al. (2020) 

have also noted that customers will prefer robotic-staff as 
compared to human-staff in the post-COVID era to reduce 
contact with human staff and lessen the risk of getting 
infected. Interestingly, the authors found that reliability 
has an insignificant impact contrasting to what Qomariah 
and Lestari (2019) have found. This might be because of 
the fact that almost all the hotels nowadays are provid-
ing the same information in their websites. Findings show 
that based on group analysis and comparison between the 
different hypotheses used in this study, there are differ-
ent factors which affect the affective loyalty of customers 
belonging to the two different groups (high-arousal and 
low-arousal emotion group). However, based on Welch-
Satterthwait Test and Parametric test, it is observed that 
there is no significant difference between the two customer 
groups (high-arousal and low-arousal emotion group) with 
respect to the hypotheses examined in this study. This 
shows that there is no significant difference in the drivers 
of customer loyalty when the comparison is made between 
the two groups of customers.

Table 3  Measurement Items, 
Factor Loadings, Variation 
Inflation Factor (VIF)

Measurement items (Themes) Factor loadings VIF

Hotel’s facility (HF) HF1:Free Breakfast 0.734 1.188
HF2:Checks on each floor 0.733 1.192
HF3:Offers 0.616 1.075

Hotel credibility (HC) HC1:Clean room 0.691 1.035
HC2:Delicious food 0.725 1.052
HC3:Nice staff 0.548 1.059

Hotel’s empathy (EMP) EMP1:Check-in and Check-out 0.794 1.027
EMP2:Special care 0.728 1.027

Hotel’s Reliability (REL) REL1:Good Staff 0.910 1.018
REL2:Trustworthy 0.531 1.018

Hotel’s Responsiveness (RES) RES1:Timely 0.513 1.035
RES2:Prompt 0.504 1.015
RES3:Good service 0.820 1.048

Loyalty (LOY) LOY1:Love/like service 0.527 1.018
LOY2:Great Experience 0.654 1.029
LOY3:Enjoy 0.700 1.016

Table 4  Hypotheses results

LOY loyalty, HC hotel credibility, EMP Hotel’s empathy, HF Hotel’s facility, RES Hotel’s responsiveness, REL Hotel’s reliability

Hypotheses Combined analysis H6a.High arousal emotions H6b.Low arousal emotions

β-value, p-value Supported? β-value, p-value Supported? β-value, p-value Supported?

H1:HFLOY 0.309, 0.000 Yes 0.406, 0.000 Yes 0.277, 0.000 Yes
H2:HCLOY 0.090, 0.005 Yes 0.069, 0.196 No 0.091, 0.022 Yes
H3:EMPLOY 0.091, 0.019 Yes 0.072, 0.193 No 0.095, 0.073 Yes
H4:RELLOY 0.040, 0.200 No 0.016, 0.716 No 0.059, 0.178 No
H5:RESLOY 0.092, 0.003 Yes 0.074, 0.091 No 0.092, 0.023 Yes

Fig. 6  Path Analysis combined results
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Theoretical and Managerial Implications

This study has three theoretical implications. First, although 
the tourism industry has shown its resilience in recover-
ing back from previous crises and outbreaks (e.g., SARS, 
earthquakes, terrorism, Zika), the impacts of the COVID-19 
pandemic has triggered long-term structural changes in the 
tourism industry (Sigala, 2020). Considering lack of com-
prehensive studies on the post-COVID protocol implementa-
tions, the study offers interesting insights into major trends 
of hotel industry current protocols in post-COVID era over 
500 hotels in 5 different countries within the Asia–Pacific 
region. The results provide a comprehensive picture of the 
commonly used practices to fill the current service gaps 
among hotels. This study thus contributes to the literature 
on hotel segments in the COVID-19 era. Second, by utilizing 
text-mining on user-generated data from hotels, the study 
sheds light on a more systematic and quantitative catego-
rization on topic themes that deepens the understanding of 
the changes in consumers’ behaviors over hotel-staying in 
post-COVID era for future research. Utilizing user-generated 
content helps scholars perform both qualitative and quan-
titative studies in situations when performing traditional 
qualitative and quantitative studies can be difficult. Third, 
the study results show that hotels’ responsiveness, empathy, 
credibility, and facilities affect affective loyalty based on 
structural model analysis using customer reviews. Not only 
will this new technique help future scholars to understand 
customer perspectives, but also will allow scholars to utilize 
the found factors in different scenarios to explore additional 
values to attract customers.

The findings of the study also generate valuable practical 
implications for hotel managers in the Asia–pacific region. 
First, results in this study have shown that the drivers of 
consumers’ behaviour towards hotels differ across coun-
tries as the countries are in different stages of combating 
the COVID-19. For instance, hotel guests in China place 
a greater emphasis on hotels’ locations and food services 
in a relatively safer post-COVID era. In contrast, Malay-
sian, Indian, and Indonesian guests expressed great concern 
over cleanliness, professional room services, safety from 
COVID-19, room decorations and room space. Hence, as 
the effect of COVID-19 remains uncertain, hoteliers should 
pay more attention to its hygiene and functionality of the 
private space, and food services as guests are spending more 
time indoors. It is also necessary for hoteliers to be aware 
of guests’ intentions to stay as it can help hotels to develop 
state-of-art products and services. It is palpable that family 
‘staycation’, ‘workcation’ and ‘celebrations’ have become 
the main reasons for guests to stay at a hotel during the pan-
demic. Second, as evident from this study, customers are 
looking for more responsiveness and empathy from hotels. 
So despite the issues related to shortage of staff, hotel 

managers need look for ways to improve the response time 
and consider different customer requests efficiently. Third, 
as evident from this study, hotel facilities and credibility 
also affect customer’s loyalty. Considering the fact that hotel 
guests may tend to come in groups, hoteliers should utilize 
unique facilities, like, intelligent contactless systems to help 
guests’ check-in and check-out as to reduce human contacts 
and time spend in the lobby for safety issues. Lastly, results 
of this study showing the important topics used by hotels 
across different countries will help hotels from other coun-
tries look for ways to improve their strategies. Crisis com-
munication on hotel health protocols should be highlighted 
to its potential guests on social media pages and hotel offi-
cial websites to lower the guests’ perceptions towards health 
risks when choosing their hotels to stay.

Conclusion and Topics for Future Research

This study tries to compare the outcomes of analysis con-
ducted on the strategies or operational changes mentioned 
by 100 hotels from each of the countries, China, Indonesia, 
India, Malaysia and Thailand. Additionally, this study also 
tries to explore the drivers of loyalty in the post-COVID 
era. Results of this study show that while most hotels for 
communication focus on sanitization, masks and tempera-
ture check, the main driver of customer’s affective loyalty 
is hotel’s facilities.

This study has a few limitations. First, this study has 
neglected the influences of different government policies or 
restrictions imposed on hotels in the five regions selected on 
customers’ perceptions. It is worth noting that government 
policies control how hotels operate and their strategies, and 
consequently, influences consumers’ perceived risks and 
social responsibilities. While the hotel chains in different 
countries tend to implement the same protocols and neglect 
contextual differences and local government policies, this 
may compromise the generalizations of our findings. Addi-
tionally government help can also help hotels operations in 
certain countries (Salem et al., 2021). Future scholars can 
investigate the effect of government policies on the strate-
gies or operational changes adopted by hotels in different 
countries. Second, this study has considered hotels from 
Asia–Pacific region only. Future scholars can generalize fur-
ther by considering hotels from all around the globe. Third, 
this study has not explored factors like hotel health and hotel 
flexibility for competitiveness of hotels. Future scholars can 
explore topics like hotel health and competitiveness, hotel 
flexibility for competitiveness, hotel industry competitive-
ness and speed of rebound from pandemics, and cooperation 
based approaches for hotels to increase competitiveness in 
the post pandemic era.
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Key Questions Reflecting Applicability in Real Life

1. What are the strategies or operational changes adopted 
by hotels in the Asia–Pacific region to attract customers 
in the post-COVID era?

2. What are the key drivers of customer loyalty while book-
ing hotels in this post-COVID phase?

3. Do the drivers of customer loyalty differ for people 
belonging to two different emotion groups (high arousal 
and low arousal)?

4. How to use user-generated content to learn manager or 
customer perspectives in a qualitative and quantitative 
manner?
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