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Abstract
Purpose – Applying three psychological theories, this study aims to attempt to investigate the role of
consumer psychology, specifically the factors of trust in vaccination, threat severity, fear, anxiety, risk and
hygiene, and safety, on intention to resume hotel consumption. The authors also tested the mediation effect
of anxiety among psychological constructs: perceived threat, fear and risk with the intention to resume hotel
consumption.
Design/methodology/approach – Using purposive sampling, data were collected from 470 respondents
from four cities inMalaysia and analysed by applying analysis of moment structures (AMOS) structural equation
model technique. The respondents for this study were frequent travellers meaning the leisure tourists who at
least travel twice a year or travel when getting the occasion to explore new things. In this study, an online survey
was employed to ensure easy accessibility and to enhance the number of replies.
Findings – The results of this study confirmed that perceived severity, risk and fear influence travellers’ anxiety.
This study further confirms that trust in vaccination and hygiene & safety provided by the hotelier reduces
anxiety levels. Anxiety is found one of the most important predictors of intention to resume hotel consumption,
which furthermediates the relationship between other psychological variables: perceived severity, risk, fear and
intention to resume hotel consumption. Anxiety mediates the relationship between perceived severity, fear and
intention to resume hotel consumption and partially mediates the association between risk and intention to
resume hotel consumption.
Originality/value –This study examined three psychological theories and extended themby including the trust
in vaccination and the hygiene and safety constructs. Anxiety was investigated as a mediator.

Keywords Psychological theories, Trust in vaccination, Hygiene and safety, Intention to resume hotel
consumption

Paper type Research paper

1. Introduction

The global tourism and hospitality industry is heavily affected by the COVID-19 pandemic.
Unpredictably, the severe acute respiratory syndrome corona virus-2 (SARS-CoV-2) epidemic
began inWuhan (China) and quickly spread throughout the city and beyond (Kejal Hasmuk, 2020).
The new SARS-CoV-2 pandemic has been formally named the COVID-19 pandemic by theWorld
Health Organization and they declared this disease aworldwide pandemic onMarch 12, 2020 (Wu
et al., 2020). While previous crises have been distinct from this one in terms of their global reach,
Wen et al. (2020) suggested that this one has the potential to induce structural change over time,
both in the economic and social spheres. Donthu and Gustafsson (2020) stressed that many
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companies have been forced to close as a result of the outbreak, which has had amajor impact on
most economic sectors. Consequently, COVID-19 is one of the most critical commercial
challenges of the last century (Hall et al., 2021).

The pandemic affected the tourism industry undermining the economic power, i.e. the gross
domestic product (GDP) of several countries (Jiang and Wen, 2020). The hotel and tourist
business, according to Sigala (2020), is a major source of employment across the world.
International travel has stopped because of the COVID-19 outbreak, which has led to more
uncertainty in the sector as a whole (Backhaus et al., 2023). According to researchers like Jiang
and Wen (2020), the hospitality sector has been severely hit, with dramatic decreases in
occupancy rates due to cancellations or delays of business or leisure visits due to government-
imposed travel restrictions, as well as customer panic induced by COVID-19 (Hall et al., 2021).

Malaysia’s tourist business saw a rapid drop in international visitors, domestic movement
limitations and heightened tourism health and safety issues. In the first quarter of 2020, domestic
travellers dropped by 95% due to border closures and a sharp reduction in consumer demand
(Balasubramanian andHanafiah, 2022). By the third quarter of 2021, border closures cost the hotel
industry about RM9 billion in income (MAH Report, 2021). From February 2020, Chinese travellers
cancelled reservations and hotels saw a sharp decline in occupancy. The country’s dependence
on Chinese tourists, at 3.1 million in 2019, is likely to rise to a record high in 2020 with the “Visit
Malaysia Year” push and became vein (Balasubramanian and Hanafiah, 2022). Many hotel
openings (during 2019–2020) have been delayed, reducing job chances. Most hotels have halved
their staff. Due to social alienation and material shortages, numerous new tourism and hotel
amenities have been suspended construction (Balasubramanian and Hanafiah, 2022).

In response to the problem, Malaysia created multiple mega vaccination clinics at non-health
facilities, allowing around 27 million individuals to be vaccinated in 2021. TourismMalaysia’s 2018
Malaysia Smart Tourism4.0 programmewill helpmake use of digital opportunities to advance. As a
consequence of this, the sector is seeing some encouraging indicators, including an increase in
domestic demand, the possibility of foreign travel bubbles and the distribution of booster vaccines
picking up speed (Balasubramanian and Hanafiah, 2022). Likewise, internationally, the process of
reopening has begun, with authorities gradually removing restrictions, following the removal of
early travel prohibitions in several nations (Gursoy and Chi, 2020). The consequence of this is that
even if restrictions have been removed, customers may be afraid or uneasy to return to hotels, at
least in the near future (Gursoy et al., 2020). Instead of only concentrating on recovery because
COVID-19 is the organization has to determine the critical elements that affect consumer behaviour
in terms of transitioning to the “new normal” because it is projected to have a long-term impact on
the tourism industry (Sigala, 2020; Wen et al., 2020).

In the last couple of decades, academics have become more interested in health concerns in
tourism (e.g. Chen et al., 2021; Novelli et al., 2018), and the COVID-19 pandemic has led to a huge
increase in the number of publications (Golets et al., 2021; Senbeto and Hon, 2019). Existing
studies have looked at how the COVID-19 outbreak affected the tourism industry, like how many
tourists came, how much they spent and how full hotels were (e.g. �Skare et al., 2021). Other
studies have looked at how risk perception affects tourists’ behaviours, like their desire to travel or
their plans to travel (e.g. Gallego et al., 2022a, b; Neuburger and Egger, 2021). As per, Otoo and
Kim (2018) consumers amid the COVID-19 crisis may perceive two distinct sorts of risk: first,
there’s a health risk that comes from a possible illness during the trip; second, there is an emotional
danger that comes from the anxiety ofmaintaining constant contact with hotel personnel and other
potentially sick guests, as well as the changes that come with new health. People may lose out on
the overall experience because of these severe safeguards. The research by Ramos-Real and
Mart�ın-Azami (2019) and Alvarez et al. (2020) shows that risk has a detrimental impact on tourists’
desire to visit or return. Both of these types of perceived risks might have a detrimental impact on
the hotel industry. Additionally, Arumugam (2020) discovered that people’s dread of an
unidentified deadly contagious illness can have very negative psychological effects, increasing
stress and anxiety (Arumugam, 2020). This is because, with the mutation of viruses during a
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pandemic, people’s perceptions of the risk posed by a new virus are often exaggerated, especially
when the vaccine is not protecting 100% from the virus. Even though WHO Report (2020) and
Canady (2020) reported that elderly individuals and those with a history of illness are more likely to
be affected by COVID-19, the vast majority of people believe they are in danger.

Given that hotel firms’ very survival depends on people wanting to use their services again (Gursoy
and Chi, 2020), and also that threat will play a critical role in tourist decisions for the coming years
(Shin and Kang, 2020). Thus, it is important to figure out which factors affect people’s ability to
adapt to the above-mentioned risk situations and how this affects their decision-making (Wang
et al., 2020). In this regard, numerous theories have highlighted the role played by the personal
characteristics of consumers in their decision-making under conditions of uncertainty and risk in
the tourism field. Some examples of these theories include the “Health Belief Model” (Cahyanto
et al., 2016), “Goal-Directed Behaviour” (Lee et al., 2012), the “Cumulative Prospect Theory” (Xu
et al., 2011), “Theory of Planned Behaviour” (Wang et al., 2021a,b) and the “Model of International
Tourism Decision-Making Process” (Sonmez and Graefe, 1998). It was also discovered that the
consumers’ perceptions of risk are highly dependent on the individual qualities of the consumers
themselves (Senbeto and Hon, 2020).

Twomore elements that may also play a key role trust in vaccination and hygiene and safety. In this
study, these two factors are considered important predictorswhich positively affect the intention to
resume hotel consumption. Kim et al. (2022) study exhibit that COVID-19 vaccination, along with
other biosecurity behaviours such as wearingmasks, hygiene and handwashing, and safety, is the
main indicators that can help to revive domestic and international tourism and restart travel (Wang
et al., 2021a, b; S�anchez-Caizares et al., 2021; Moreno-Gonz�alez et al., 2020). However, Rahman
et al. (2021) and Williams et al. (2022) empirical studies argued that investigating COVID-19
vaccination trust and tourism are still lacking.

This research objective is to identify the function of consumer psychology, specifically the factors of
trust in vaccination, threat severity, fear, anxiety, risk and hygiene, and safety, on intention to
resume hotel consumption, while taking into account the non-existence of the literature. By
analysing the correlation between the variables in the context of resuming hotel consumption, our
research claims, we should be able to clarify the factors that affect consumers’ intentions to restart
hotel use, allowing governments and hotel management must take the appropriate preventative
measures to minimise losses if and when similar circumstances occur in the future. Furthermore,
it is possible to compare the results of this study to those of other researchers who are examining
the psychological elements that influence consumers not to consume in other circumstances,
allowing us to generalize our findings.

2. Underpinning theories

Three psychological theories are used to build the research model; expectancy theory (Reiss and
McNally, 1985), reactance theory (RT) (BrehmandBrehm, 1981) and behavioural inhibition system
(BIS) theory (Gray, 1975).

According to the BIS theory, people’s brains have three distinct interconnected emotion systems:
the BIS, the behavioural activation system (BAS) and the fight-flight system, all of which are elicited
by the primary reinforces and stimuli (secondary reinforces) and control their emotional behaviour
(Gray, 1975). According to this theory, people’s anxiety is caused by an aversive stimulus, which
prevents them from acting naturally and calmly (Hagopian and Ollendick, 1994). People become
nervous when BIS emotion interacts with unfavourable inputs, which motivates them to make
plans for their lives to avoid situations that make them uneasy (MacAndrew and Steele, 1991).

According to the expectation theory (ET), a person’s fear is motivated to take the required
precautions to avoid the fear stimulus by their awareness of risk and sensitivity to that dangerous
thing (Reiss, 1991). According to the concept, people’s levels of fear may vary based on their
anticipated negative outcomes and how sensitive they are too unpleasant anxiety-related side
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effects (Reiss, 1991). As a result, it’s critical to understand the role of response expectancy in
preventing anxiety disorders in people (Kirsch, 1997). Even though fear and anxiety are different in
how they are thought of, the ET suggests that they are connected because a person’smain fear(s)
should affect the kinds of anxiety they feel. The differences in a person’s more specific anxious
thoughts should come from the fear or fears that they are most sensitive to (Reiss, 1991).
So, people who are very sensitive to the fear of being judged negatively are often more likely to be
nervous in public interactions where they might be judged by others, like the intention to resume
hotel consumption. Zhang et al. (2022) looked at how the fear of getting a bad review affects
interview anxiety and social-evaluative work anxiety.

Another theory in psychology that seeks to explain people’s reactions when they are threatened
with losing their freedom is the RT (Brehm andBrehm, 1981). People’s ideas of freedom are based
on how they act, not on an abstract idea of freedom (Brehm, 1966). So, people only feel free
whenever they are capable of acting the way they want to. Psychological RT holds that the
COVID-19pandemic poses a threat to freedomof choice bymaking people feel like they have to do
something (like wear a face mask) or behave in a certain way (like stay away from others) (Akhtar
et al., 2020). Messages that try to control people are used as freedom threats (Shen, 2015).
The more threatening a message is to a person’s need for freedom, the more coercive it is
(Kavvouris et al., 2020). In recent years, RT has also been widely used in a wide range of research
areas, such as restaurant catering (Kang et al., 2021), binge-watching and programme purchases
(Song et al. 2022), environmental protection (Kavvouris et al., 2020), and smoking (Clayton et al.,
2020). PRT has also been employed to look at how people buy things, which is called “product
evaluation” (Jones et al., 2014). Youn and Kim (2019) looked further into predictors related to
psychological reactivity to find out why people don’t want to see Facebook ads. Brinson et al.
(2018) looked at the cognitive and emotional factors that led people to avoid personalized
advertisements and install software that blocks ads. There is also research on tourism (Font and
Hindley, 2017) that uses RT to explain how tourists’ views of changing climate influence their travel
choices.

The ET and RT discuss how people’s perceived threat of losing their freedom impacts their
incentive to reclaim it while analysing how the sensitivity of expected fear objects affects people’s
anxiety. Furthermore, the BIS theory explains why people react in different ways in different
situations. Because psychological factors are believed to play a significant role in influencing
consumers’ anxiety following the outbreak of the COVID-19 pandemic, we have used them to
explain the intention to resume hotel consumption even though all of these psychological theories
are typically applied in the context of health.

The question of whether consumers’ intention to resume hotel consumption during a pandemic is
disaster preparation is still being debated. According to the theories, consumers with a strong BIS
emotion system aremore likely to get apprehensive when confronted with negative stimuli such as
perceived threat, perceived risk and fear. As a result, their fear of catastrophic repercussions
causes individuals not to stay in the hotel to avoid anxiety-inducing circumstances. Furthermore,
we believe that the fear of transmission of Covid-19, the trust in vaccination, and the severity of
infection with the COVID-19 virus may cause consumers to perceive a lack of control over a
situation, leading them not to resume hotel consumption.

2.1 Research model and hypotheses development

This work provides a conceptual model (Figure 1) based on existing empirical and theoretical
assessments.

2.1.1 Trust in COVID-19 vaccination, anxiety and intention to resume hotel consumption. Malik
et al. (2020) argued that a vaccination program’s breadth and acceptance, as well as public trust in
the program, are important to its effectiveness. Trust in vaccination for Covid-19 refers to the belief
in the Covid-19 vaccine’s competence rather than its reasons or goals. Covid-19 vaccines may or
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may not protect against the disease. Few companies have been able to develop Covid-19
vaccines in such a short period, raising public worries about their efficacy. Not all vaccine
manufacturers claim that their vaccines provide 100% protection against Covid-19 infections.

Medical and health personnel compared to the other groups examined, law enforcement
organizations and medical professionals reported feeling more secure after immunisation (Moccia
et al., 2021). This is probably because of a larger perceived danger of infection, especially during
the first wave when they were at the frontline, as well as a sense of professional obligation to the
population for whom they provide both safety and health services. The pandemic’s widespread
anxiety and psychological effects have influenced health perception and vaccination variables
(Chou and Budenz, 2020; Bener et al., 2020). This is probably due to the plethora of information
obtained, which can be a double-edged sword: for some, the knowledge alleviated anxiety and
stigma associated with vaccination, but it also created many negative attitudes about vaccination
in the community (Cohen and Bodner, 2019). According to a review report by Visschers and
Siegrist (2015) based on 45 articles, trust and risk perception differed significantly among studies.
In instances where people are uninformed of the dangers, trust is crucial. Thus, the following
hypotheses are presented:

H1a. Trust in Covid-19 vaccination has a positive influence on intention to resume hotel
consumption.

H1b. In the setting of intending to resume hotel consumption, trust in the Covid-19 vaccine
negatively affects anxiety.

2.1.2 Hygiene and safety, anxiety and intention to resume hotel consumption. International travel
should resume post-COVID-19 levels by 2024 (UNWTO, 2021). For this to occur, touristsmust feel
at easewhen travelling. Currently, health-related safety issues are holding back a significant portion
of travel demand (Hoque et al., 2020; Sengel et al., 2020). As long as the COVID-19 outbreak
continues, foreign visitors will be cautious about health-related challenges when visiting or taking
part in hospitality-related activities (Gursoy et al., 2021).

The Covid-19 epidemic has heightened public awareness of the need for sanitation and safety.
People worry about their personal safety and hygiene requirements in hotels, public transportation
and other settings (Sigala, 2020). Facemasks can help reduce the symptoms of patientswho have
been exposed to Covid-19 outbreaks (Wen et al., 2020; Esposito and Principi, 2020). Visitors’
travel plans, health and cleanliness have all been harmfully affected by the COVID-19 outbreak
(Wen et al., 2020). To put it another way, safety and sanitation have a role in visitors’ views of travel
risk andmanagement. Due to safety and hygiene problems, including health concerns, the bulk of
the risk. According to Wen et al. (2020), the COVID-19 pandemic puts a premium on places that

Figure 1 Conceptual framework

Trust in 
Vaccination Risk

Perceived 
Severity 

Hygiene
and safety Anxiety

Intention to 
Resume Hotel
Consumption
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Source(s): Authors Creation
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provide visitors with a sense of security, cleanliness, a dependable infrastructure and access to
high-quality medical care. Therefore, this research postulated that:

H2a. Hygiene and safety have a positive influence on the intention to resume hotel
consumption.

H2b. Hygiene and safety have a negative influence on anxiety in the context of the intention to
resume hotel consumption

2.1.3 Perceived severity, anxiety and intention to resume hotel consumption. The term “perceived
severity” describes a situation in which people believe there is a danger of negative
repercussions if they engage in or avoid certain conduct (Yuen et al., 2020). Qian et al. (2020)
highlighted individuals’ insights into their severity can raise anxiety levels, and it’s one of the best
factors that affect change of behaviour. This is because when people are exposed to danger or
uncertainty, they prefer to focus on the intensity of the risk. According to consumer behaviour
studies, perceived fear may boost people’s purchase decisions to alleviate negative emotions
such as lesser security, discomfort, worry and anxiety (Kennett-Hensel et al., 2012).

According to the (Reiss, 1991) expectancy theory, people are motivated to avoid a feared object/
situation by predicting the intensity of the occurrence and anticipating the negative consequences
of the feared object/situation (expectation). The threat to one’s life or property posed by a
pandemic may heighten one’s dread and, as a result, anxiety (Liren et al., 2012). Unplanned
purchases, such as compulsive shopping and huge spending, have been linked to mood, anxiety
and other personality disorders (Gallagher et al., 2017), as well as contextual factors (Gallagher
et al., 2017). Taylor (2019) highlighted that numerous persons have linked the coronavirus
pandemic to the previous terrible Spanish flu outbreak in 1918, in which 50 million people were
killed in theworld and people are becoming fearful. People react to such sensations by engaging in
irrational conduct, such as avoiding shopping mall visits. However, the following four hypotheses
have been formed:

H3a. Perceived severity of a pandemic outbreak has a positive relationship with consumers’
anxiety

H3b. Perceived severity of a pandemic outbreak has a negative relationship with the intention
to resume hotel consumption.

2.1.4 Fear, anxiety and intention to resume hotel consumption. Fear can be seen as an adaptive
reaction to threat, and it might encourage people to engage in preventive and protective behaviour
in order to avoid getting sick and adhere to pandemic-related health recommendations. On the
other side, peoplewho have a lot of fearmay have a higher risk perception. As a result, this adaptive
when these emotional reactions are unable to adequately convey information, the fear response
becomes maladaptive. One of the most prevalent responses to pandemics is fear of contracting
the disease or spreading it to loved ones (Kubb and Foran, 2020; Mahmud et al., 2021), which can
lead to health anxiety, anxieties, psychological distress and particular phobias (Kubb and Foran,
2020; Mahmud et al., 2021; Arpaci et al., 2020; Feng et al., 2020). Furthermore, people commonly
experience other sorts of psychological discomforts, such as fear, during a pandemic. Therefore,
since the COVID-19 epidemic, consumers have been warned to stay away from crowded areas
and, if possible, keep their distance from other people in public, and avoid touching public
surfaces. In terms of appealing to customers, these “new normal” behaviours work against the
decision to stay in the hotel. Accordingly, we proposed the following hypothesis:

H4a. Fear of the outbreak of a pandemic has a positive association with consumers’ anxiety.

H4b. Fear of the outbreak of a pandemic has a negative association with the intention to
resume hotel consumption.
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2.1.5 Risk, anxiety and intention to resume hotel consumption.Bauer (1967) established the notion
of perceived risk, which has subsequently gotten a lot of attention from academics in a variety of
domains. Consumer behaviour was studied by Axelsen and Swan (2010), who defined “risk as
customers’ sense of insecurity and the magnitude of potential negative worries”. The COVID-19
pandemic has inflicted havoc, notably in the hospitality sector. Employees and visitors commonly
cross paths at hotels and other lodging facilities. These elements – guest housing, the services that
this requires (activity organization, cleaning, beverage and food, and so on) – as well as the
interactions unique to these businesses (staff-staff, guest-staff and guest-guest). As a result, there
is a chance that susceptible individuals (customers or employees) will become infected (Budd et al.,
2021). According to Simione and Gnagnarella (2020) and Chen et al. (2020), an infection risk is the
possibility of contracting a condition that puts one’s health at risk physically, especially for people
who exhibit symptoms or are in close contactwith peoplewho are afflicted or fear they are infected.
Lau et al. (2008) highlighted that with the advent of a new virus, there are significant scientific
ambiguities concerning disease qualities, so possible infection risk may cause widespread public
concern, which can lead to psychological discomfort and anxiety. Accordingly, the following
hypotheses are proposed:

H5a. The risk of the outbreak of a pandemic has a positive association with consumers’ anxiety.

H5b. The risk of the outbreak of a pandemic has a negative association with the intention to
resume hotel consumption.

2.1.6 Anxiety and intention to resume hotel consumption. Anxiety, according to Epstein (1985),
poses “threats to future enjoyment, self-esteem and the individual’s ability to make sense of the
data of his experience.” Anxiety and nervousness influence everyone in society. Recent
research reveals that persons who are quarantined suffer from high levels of stress, worry and
other negative emotions (Brooks et al., 2020) Travel anxiety is a sort of tourist self-anxiety. The
desire to travel lessens, anxiety increases and travellers’ perceptions of safety deteriorate
(Gudykunst and Hammer, 1988). Travel inclinations are influenced by perceived security and
travel anxiety levels (Reisinger and Mavondo, 2005). Accordingly, we propose the following
hypothesis:

H6. Anxiety has a negative relationship with the intention to resume hotel consumption.

2.1.7 Mediating effect of anxiety. Nima et al. (2013) study has shown that anxiety acts as an
intermediary between depression and stress. Lee et al. (2011) have done an experimental study
which revealed that anxiety modulates the association between stereotype threat and the
purchase intention of individuals in the setting of vehicle maintenance. Another study by Bakio�glu
et al. (2021) showed that an individual’s tolerance for ambiguity, fear of contracting the Covid-19
infection and positive feelings are all mediated by anxiety. Furthermore, anxiety was proven to be a
mediator of the materialistic impact (e.g. success and importance) on customers’ compulsive
buying behaviour found by the research of Otero-Lopez and Villardefrancos (2013). Sim et al.
(2020) and Yuen et al. (2020) studies also point out that people may feel restless as a result of their
anxiety about the pandemic, the risk of a lack of necessities and their worry that the supply chain
will be disrupted. In other words, our research suggests that the unexpected emergence of the
COVID-19 pandemic may have influenced consumers’ worry levels, which in turn may have
negatively affected their intention to restart hotel consumption. The following hypotheses have
been formed:

H7a. Anxiety mediates the association between perceived severity and intention to resume
hotel consumption.

H7b. Anxiety mediates the association between risk and intention to resume hotel
consumption.

H7c. Anxiety mediates the association between fear and intention to resume hotel consumption.
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3. Research methodology

3.1 Research design, sample and data collection

In this research, we examined the association between travellers’ perceived severity, fear, risk,
hygiene and safety, anxiety, trust in vaccination and intention to resume hotel consumption. In this
study, we tested anxiety as mediating construct. In this study, we specifically targeted frequent
leisure travellers as a prospective sample after the pandemic starts. By frequent travellers wemean
those who at least travel twice a year or travel when getting the occasion to explore new things
(Kristine, 2022). Data were gathered from Peninsular Malaysia’s four cities namely Klang, Kula
Lumpur, Putrajaya and Shah Alam. These four cities were chosen for their convenience and as
those are relatively tourist-attracted areas. The questionnaire was appropriately developed,
including the sequence of the questions, the appearance and the choice of words, to ensure the
representativeness of the participants according to Babin et al. (2019). To obtain data from the
respondents, we used the online snowball sampling method. The data was obtained via getting in
touch with a small group of people who were known to live in those four cities, had gone through
the initial lockdown and were then subject to travel bans from almost every nation in the globe. The
qualified individuals were then invited to share invitations with others who had comparable
experiences, which could offer accurate information about the psychological aspects that drove
their travel behaviours during the COVID-19 outbreak (Dusek et al., 2015). Online snowball
samplingwas utilized to reach the desired demographic as a result of a government ban on travel at
the time; the first subject on the network served as the starting subject (Atkinson and Flint, 2001).

Wewere able to grasp a big number of respondents thanks to the online data collection approach.
To reach potential responders, several media platforms such as Viber,WhatsApp, Messenger and
other apps were used. We avoided making direct contact with potential respondents, which was
necessary when the movement control order (MCO) was in effect, by using social media to send
them a link to the survey. The questionnaire included two filtering questions to confirm
respondents’ qualifications before they could participate in the study. In addition, questions on the
participants’ other characteristics, such as their email addresses and frequency of travel to
domestic and overseas before and after the lockdown, were included. The researchers were able
to have some control over the initial individuals who accepted the offer to participate in the study
because of the defined targeted sampling approach. The researchers could also use recruitment
methods and tools to maintain certain controls to guarantee that the samples genuinely represent
the intended demographic.

Using a cross-sectional survey methodology, we collected 470 responses online. For the sample
size adequacy test, the study applied the G*power software tool (Faul et al., 2009). According to
the result, the sample size of 153 (priory test calculated using f25 0.15 for effect size, β5 0.05 for
error type 1 and β 5 0.20 for error 2) was found sufficient for seven independent constructs or
predictors based on the recommendation of Cohen (1988). The survey in this study was online to
ensure accessibility and to enhance the number of replies (Richman et al., 1999).

An online questionnaire was created such that responders were required to answer all of the
questions to limit the number of unanswered questions. Additionally, the questionnaire was made
to be modest and easy to understand so that respondents could quickly read and finish it without
feeling discouraged from taking part in the research (Frazer and Lawley, 2000). We also made it
clear that participation in the survey would be voluntary and anonymous in an effort to increase the
response rate. The respondents for this study mostly weremale (53.19%) and the rests are female
(46.81%). Themajority of the respondents (46.17) are under the age group of 40–50 years which is
followed by the 30–40 years (32.76%). The least percentage of respondents was in the age of
below 30 years (7.50%). The old age group (greater than 50 years) constitutes around 13.57% of
the respondents.

The structural equation modeling (SEM) technique was utilized in conjunction with the AMOS
software version 26 to evaluate the data. SEM is widely accepted as the best approach for
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evaluating the overall model fit, individual parameter estimates, regression coefficients, averages
and variances within and across groups (Hair et al. 2010).

3.2 Measurement of instruments

The scales’ measuring items were designed to be reflective and were adapted from prior studies
with minor modifications for this study (Appendix). After creating the questionnaire, we evaluated
eight responders by asking them to review the questions and offer commentary on the wording.
We made some modest changes in response to their suggestions. The constructs in this were
measured using a five-point Likert scale ranging from “strongly disagree” to “strongly agree.” All of
the study’s constructs were operationalized as reflecting constructs and modified from previous
research. The construct perceived severity was measured by adapting three items from Xiao et al.
(2014). The constructs of fear and risk were adapted from the study of Babcicky and Seebauer
(2019). Hygiene and safety constructs were adapted from the study of Amin et al. (2020), and
Rahman et al. (2021). Three items of intention to resume hotel consumptionwere adapted from the
study of Amin et al. (2020). Trust in vaccination itemswas gathered items fromSarathchandra et al.
(2018) and anxiety was adapted and modified from the study of Omar et al. (2021). For further
analysis using Statistical Package for the Social Sciences (SPSS) version 26 demographic
variables were conducted.

4. Results

4.1 Common method bias and non-response bias

Harman’s one-factor test was used to look at prevalent method bias (Podsakoff andOrgan, 1986).
A common method variance arises if one component can explain the bulk of the covariance
between the dependent and independent variables (usually greater than 50%). A single factor
accounted for around 37.64% of the variance (lower than 50%) based on the exploratory factor
analysis (EFA) results. In addition, as per Kock (2017), to be free from CMB, the variance inflation
factor (VIF) value must be lower than 3.3, which is confirmed by this study’s outcomes (Table 3).
Therefore, CMB is not an issue in this study.

Non-response bias, also known as late-response bias, is when non-respondents from a sample
deviate significantly from early responders. To avoid non-response bias, we adopted two
precautions based on the suggestions by Turk et al. (2019). First, the study used a mandatory
option for the Google form questions. Second, to enhance the response rate, researchers
monitored the survey from time to time by providing frequent reminders. Thus, non-response bias
is not an issue in this study.

4.2 Measure model

4.2.1 Reliability. This data was tested for reliability by calculating the Cronbach Alpha (CA) value
(see Table 1). For each construct, reliability coefficients representing the resume intention aremore
than 0.7 (between 0.753 and 0.854), which adequately highlights the reliability suggested by
Nunnally and Bernstein (1994).

4.2.2 Validity and multi-collenertity. To determine the validity and reliability of the concept, the
assessment of the measurement model was carried out. The composite reliability and average
variance extracted (AVE) were used to examine the construct validity. Table 1 and Figure 2 shows
all constructs’ convergent validity as AVE values greater than 0.5 (Barclay et al., 1995; Fornell and
Larcker, 1981). Because AVE’s square root is higher than other components off-diagonal (Fornell
and Larcker, 1981).MaxR(H) should bemore than 0.80, according toHancock andMueller (2001),
in order to show discriminant validity. The cutoff values for MaxR(H) (between 0.84 and 0.93) are
higher than their corresponding cutoff values. Maximum shared variance (MSV) values for all
constructs are less than AVE values, according to a comparison of MSV and AVE. There were no
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associations equal to or larger than the square root of the AVE, as shown in Table 2, these results
confirming discriminant validity.

A decent model has a composite reliability (CR) score of at least 0.7, which is considered adequate
for use in basic research (Hair et al., 2017). The study’s constructs are deemed statistically
acceptable by the predetermined standards. This investigation also examined the resilience of the
Heterotrait-Monotrait (HTMT) value due to its superiority over Fornell-Larcker in several scenarios
(Henseler et al., 2015), higher than 0.85/0.90 HTMT values indicate discriminant validity (Henseler
et al., 2015). The cutoff value ismet in this research (Table 3). Validity and reliability were found to be
high in these studies. For normalcy, the results were satisfactory because there was no significant
deviation from normality. Kurtosis was less than 10 and skewness was below 3 (Kline, 2011)
(Table 1).

Following Kleinbaum et al. (1988) evaluation of the VIF and tolerance test, two standard methods
were employed to look into the existence of multi-collinearity among independent variables.
According to Table 3, which summarizes the results of the multi-collinearity statistics, every
construct has a tolerance value of more than 0.1 and a VIF value lower than 10. The analysis’s
findings thus demonstrate that multi-collinearity issues did not prevent independent variables from
being used.

4.3 Structural model

Figure 3 and Table 4 show the structural model of our study. The structural model’s validation
evaluated the proposedmodel’s goodness of fit indices after the confirmatory factor analysis (CFA)
test on the measurement model. An excellent data fit was demonstrated by the SEM results (2/
df5 2.165). To be sure, the root mean square error of approximation (RMSEA) cut-off value of less
than 0.08 was met, since the actual value was 0.042 (Browne and Cudeck, 1992). There were
several fit indices that satisfied the criteria of 0.9 or higher: comparative fit index (CFI); goodness of
fit index (GFI); incremental fit index (IFI); Tucker Lewis index (TLI) (Bagozzi and Yi, 1988).

4.4 Hypotheses results and discussion

In this study, we have tested the direct association between trust in vaccination, threat severity,
hygiene & safety, fear, risk and anxiety, and intention to resume hotel consumption in the new

Table 1 Factor loadings and reliability statistics

Construct Items PS Fear Risk HS Int Trust ANX Mean SD Skew Kurt α

Perceived
Severity (PS)

PS1 0.807 2.42 1.17 0.657 �0.530 0.753
PS2 0.814
PS3 0.827

Fear Fear1 0.807 2.42 0.905 0.554 �0.006 0.819
Fear2 0.872
Fear3 0.865

Risk Risk1 0.808 3.27 1.007 �0.657 �0.626 0.764
Risk2 0.797
Risk3 0.850

Hygiene and
Safety (HS)

HS1 0.892 2.19 0.938 0.711 0.021 0.830
HS2 0.830
HS3 0.858

Intention to
resume hotel
consumption

Intention1 0.862 1.89 0.795 1.103 0.484 0.842
Intention2 0.834
Intention3 0.805

Trust in
Vaccination

Trust1 0.870 1.63 0.767 1.462 2.706 0.854
Trust2 0.900
Trust3 0.848

Anxiety (ANX) Anxiety 2 0.862 3.54 1.071 �0.513 �0.524 0.794
Anxiety 3 0.834
Anxiety 4 0.805

Source(s): Analysis Output
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normal situation. We also tested the mediation effect of anxiety among psychological constructs:
perceived threat, fear and risk with the intention to resume hotel consumption. The significance of
the path coefficient, t-value, p-value, and R2 (the variance explained) was utilized in this study to
analyse the structural model and the hypotheses. At a 5% level of significance, the critical value for
the two tests was set at 1.96. The study’s findings show that theR2 for intention to repeat hotel use
is 0.400 and theR2 for anxiety is 0.580, both of which are regarded as significant (Hair et al., 2017).

Figure 2 Measurement model
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Table 2 Reliability, validity and Fornelll-Larcker test

CR AVE MSV MaxR(H) Risk PS Anxiety HS Int Trust Fear

Risk 0.851 0.656 0.534 0.855 0.810
PS 0.756 0.511 0.045 0.871 0.192*** 0.715
Anxiety 0.837 0.632 0.510 0.842 0.714*** 0.212*** 0.795
HS 0.833 0.626 0.130 0.849 �0.264*** �0.103y �0.360*** 0.791
Int 0.895 0.741 0.348 0.936 �0.480*** �0.053 �0.590*** 0.314*** 0.861
Trust 0.857 0.668 0.076 0.873 �0.141** 0.104* �0.197*** 0.087y 0.276*** 0.818
Fear 0.868 0.687 0.534 0.870 0.731*** 0.106* 0.630*** �0.188*** �0.372*** �0.138** 0.829

Note(s): Significance of Correlations: y p < 0.100, * p < 0.050, ** p < 0.010, *** p < 0.001
Source(s): Analysis Output

Figure 3 Structural model

Table 3 Heterotrait-Monotrait (HTMT) and multi-collinearity analysis

Risk PS Anx HS Int Trust Fear R2

Collinearity
statistics

Tolerance VIF

Risk – 0.500 2.000
PS 0.187 – 0.956 1.046
Anxiety 0.716 0.201 – 0.580 0.558 1.792
HS 0.274 0.127 0.363 – 0.901 1.110
Int 0.490 0.066 0.598 0.309 0.400
Trust 0.155 0.076 0.195 0.071 0.284 0.961 1.040
Fear 0.730 0.093 0.629 0.181 0.360 0.153 0.565 1.770

Source(s): Analysis Output
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The link between the hypothetical indirect and direct constructs is seen in Table 4. The findings indicate
that risk (β5 0.468; t5 6.795) plays themost important role in influencing travellers’anxiety, followedby
hygiene and safety (β 5 �0.175; t 5 �4.352), fear (β 5 0.233; t 5 3.643), trust in vaccination
(β 5 �0.093; t 5 �2.415) and perceived severity (β 5 0.0898; t 5 2.150). All are in line with the
hypothetical direction. These findings further support hypotheses H1b, H2b, H3a, H4a and H5a.
Results in Table 4 show that trust in vaccination (β 5 0.155; t5 3.803), hygiene & safety (β 5 0.111;
t5 2.556), risk (β 5 �0.166; t5 �2.102) and anxiety (β 5 �0.463; t5 �6.366) exhibits the strong
effect on the intention to resume hotel consumption, supporting H1a, H2a, H5b andH6. However, this
investigation revealed no connection between perceived severity (β 5 �0.064; t 5 �1.468) and fear
(β5�0.076; t5�1.126) with the intention to resume hotel consumption. Consequently, hypotheses
3b and 4b are not supported.

In this study, in our final three hypotheses, we expected that the relationship between
psychological characteristics and intention to restart hotel use might be mediated by a person’s
level of anxiety. The results are shown in Table 4 that anxiety fullymediates the association between
perceived severity and intention to resume hotel consumption and fear and intention to resume
hotel consumption. In this study indirect association was shown between constructs for perceived
severity (β 5 �0.091; t 5 �2.294), fear (β 5 0.374; t 5 2.656) and intention to consume hotel
consumption. This study results also confirmed that there is a partial mediation between risk
(β5�0.422; t5�4.164) and intention to resume hotel consumption. The findings further support
hypotheses 7a, 7b and 7c correspondingly, that there is a full mediation effect between perceived
severity, fear and intention to resume hotel consumption and partially mediate the association
between risk and intention to resume hotel consumption.

Overall, our study suggests that perceived severity, risk and fear influence travellers’ anxiety levels
and thus their intention to resume hotel consumption. This study adds to the expanding body of
proof that trust in the hotelier’s assurances of vaccination, hygiene and safety lowers anxiety levels.
This study confirms that anxiety is one of themost important predictors of intention to resume hotel
consumption, which additionally mediates the connection between various psychological factors:
perceived severity, risk, fear and intention to resume hotel consumption. This study further
supports earlier studies by Yuen et al. (2020) and Omar et al. (2021) that the direct and indirect
effects of anxiety, trust in vaccination, hygiene and safety, perceived severity, risk, and fear are the
important predictors of intention to resume hotel consumption.

Table 4 Structural model and hypothesis testing result

Hypothesis
STD
beta

STD
error t-values p-values

Significance
(p < 0.05)

H1a: Trust→ Intention 0.155 0.058 3.803*** 0.000 Sig.
H1b: Trust→ Anxiety �0.093 0.046 �2.415** 0.016 Sig.
H2a: Hygiene and Safety→ Intention 0.111 0.047 2.556** 0.011 Sig.
H2b: Hygiene and Safety → Anxiety �0.175 0.036 �4.352*** 0.000 Sig.
H3a: Perceived Severity → Anxiety 0.089 0.035 2.150** 0.032 Sig.
H3b: Perceived Severity → Intention 0.064 0.044 1.468 0.142 Not Sig.
H4a: Fear→ Anxiety 0.233 0.060 3.643*** 0.000 Sig.
H4b: Fear→ Intention 0.076 0.075 1.126 0.260 Not Sig.
H5a: Risk→ Anxiety 0.468 0.070 6.795*** 0.000 Sig.
H5b: Risk→ Intention �0.166 0.096 �2.102** 0.036 Sig.
H6: Anxiety → Intention �0.463 0.087 �6.366*** 0.000 Sig.
H7a: Perceived Severity→Anxiety
→Intention

�0.091 0.018 �2.294** 0.022 Sig.

H7b: Fear→ Anxiety →Intention �0.374 0.041 �2.656*** 0.007 Sig.
H7c: Risk→Anxiety→Intention �0.422 0.052 �4.164 0.000 Sig.

Note(s): *** Significant at the 0.01 level (2-tailed). ** Significant at the 0.05 level (2-tailed)
Source(s): Analysis Output
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This study also supports the notion that the Covid-19 pandemic outbreak’s perceived severity and
associated fear did not influence travellers’ intentions to resume their hotel stays. Rather, these
constructs had an indirect impact on traveller intention to resume hotel consumption. Anxiety is
known to play a significant influence in these structures. Consistent with the previous studies by
Ngunjiri (2020) and Yuen et al. (2020) these research results confirm that perceived severity, risk
and fear significantly increase the anxiety levels of travellers. It can be argued that although
psychological factors increase the anxiety level if the hotel management provides a hygiene &
safety facility at the hotel then it will reduce the anxiety level of individuals. There is a chance that
vaccinations may save lives. Immunization with COVID-19 provides a great defence against
serious disease, hospitalization and death. Getting vaccinated may also help prevent the illness
from spreading to others.

Additionally, Ahmad andMurad (2020) claim that social media may have played a significant role in
the COVID-19 pandemic panic spreading. According to Bashirian et al. (2020), COVID-19 is a
highly contagious illness; however, it isn’t as hazardous as Middle East respiratory syndrome
(MERS) or SARS.Malaysia has a far lower rate of COVID-19 infection andmortality thanmany other
countries. In addition, “consumers tend to preserve a sense of immunity, believing that they and
those in their immediate vicinity will have a lesser likelihood of suffering a certain incident than
others,” (Hutjens, 2014). As a result, we think that the respondentsmay not have thought the illness
to be severe, lowering their worry levels, because the Malaysian government, newspapers and
social media have supplied appropriate information about how people should take precautions to
prevent the spread of COVID-19.

5. Implications

5.1 Theoretical implications

This research is ground-breaking because it attempts to construct a concept that has received little
attention in the literature. First, we look into whether travellers’ negative and positive perceptions of
trust in vaccination, hygiene and safety, threat severity, anxiety, fear, and risk influence their
decision to return to hotels during the new normal Covid-19 pandemic situation. The mediating
effect of anxiety on the connection between perceived severity, risk, fear and intention to repeat
hotel consumption adds to the body of knowledge suggesting that these factors may influence
travellers’ desire to stay in hotels. Some research has attempted to uncover the psychological and
behavioural elements that influence hoarding and the panic purchasing environment. However,
empirical research is scarce in this area, particularly in terms of intention to resume hotel
consumption. As a result, a major contribution of consumer behaviour research is the empirical
investigation of the direct and indirect effects of these dimensions on the intention to resume hotel
consumption.

Second, the finding that anxiety acts as a “mediator” between travellers’ psychological components
and their intentions to return to hotel consumption suggests that when negative stimuli make people
feel anxious, it can make them less likely to try to deal with the situation. As Hagopian and Ollendick
(1994) BIS theory holds that unpleasant stimuli limit people’s usual behaviour, leading to anxiety, as
the data support. The research shows that consumers who experience anxiety or panic due to
negative psychological actorsmay have a dominatingBIS emotion system. As a result, it expands the
BIS Hypothesis in the literature on consumer behaviour.

Third, this study demonstrates that there is no clear link between perceived severity, fear and the
intention to continue hotel use. Anxiety, on the other hand, plays a critical function in mediating
between these variables.We add to our collective understanding of the connection and the factors
analysed by demonstrating how anxiety has a mediating influence, while also reacting to previous
findings of Yuen et al. (2020) that emphasized discovering crucial mediating aspects. By showing
how psychological components affect consumer anxiety levels, particularly in the hotel
consumption context, this study seeks to give a holistic understanding of how hotel
consumption occurs after the pandemic.

PAGE 14 jJOURNAL OF TOURISM FUTURESj VOL. ▪▪▪ NO. ▪▪▪



Fourth, the lack of a substantial direct association between psychological characteristics and hotel
consumption refutes Brock’s (1968) RT, which asserted that people are motivated to restore their
freedom when they feel a danger to it. Although earlier researchers have found support for RT in a
variety of circumstances (Quick et al., 2013), this is not the case with resuming hotel consumption.

5.2 Practical implications

Both policymakers and hoteliers can benefit from our research, according to our findings. First, the
study indicates that resuming hotel consumption during a pandemic is a possibility.When negative
and positive elements influence the anxiety levels of customers, it might lead to a decrease in hotel
utilization. By stressing the mediating role of anxiety, this study gives light on how psychological
factors indirectly influence hotel consumption. Our research suggests that during pandemic,
policymakers andmarketers can address the issue of hotel usage by giving useful information. This
research also shows that governments and healthcare providers should concentrate on
implementing regulations and techniques that after a pandemic, effectively reduce consumers’
perceived anxiety.

Second, this study demonstrates that psychological elements such as perceived severity, risk and
fear have no direct link with hotel usage. All of these psychological elements do not affect visitors’
hotel usage or catastrophe preparation behaviour, according to the data. However, psychological
factorsmust influence customers’ anxiety; otherwise, therewill be no negative intention. According
to the findings, governments should take prompt, decisive actions to reduce consumer anxiety in
order to ensure business continuity and future risk management. Thereby, to avoid negative
individual feelings, good communication tactics and extensive planning are essential.

Third, as the pandemic is still going on, it is very important that tourist spots and places have
the right safety measures and facilities and follow standard operating procedures (SOP)
instructed by the government. So, it is essential to get tourists to trust the destination again by
improving safety and cleanliness. The industry had to use new technologies, like contact
tracing, to make the experience safer andmeet national safety standards. Tourism companies
now offer health screenings, good sanitation and ways to keep people from getting too close.
As a result, people are more likely to travel, which is good for the travel industry as a whole in
the long run. Because of important health and safety concerns about face-to-face interactions
and hygiene, tourism services are likely to become more and more digital. This includes using
automation, contactless payments and services, virtual experiences and real-time information
delivery. The people in charge of tourism should do everything they can to make the “Malaysia
Smart Tourism 4.0” plan. And to make the most of the expected growth in domestic travel, it
will be important to use digital booking tools, social media and influencers, as well as have the
technology (artificial intelligence, virtual reality and augmented reality technology) available
and easy to use at tourist spots. So, the number of digital platforms that connect people to
cheap places to stay is likely to grow. This could pave the way for Airbnb and other similar
online platforms to become legal in Malaysia.

6. Conclusion, limitations and future research directions

By offering and testing a hypothesis for the direct and indirect effects of adverse and favourable
antecedents on the intention to continue using hotels, this studymakes a significant contribution to
the field. The findings show that both positive and negative factors have a considerable impact on
anxiety, as well as anxiety’s mediation function in the connection. The function of anxiety in
modulating hotel usage gives light on how psychological factors influence hotel usage indirectly.
Malaysia’s tourism has reached new heights as a tourist destination both within the national
boundary and beyond (Balasubramanian and Hanafiah, 2022). Therefore, it also advances
knowledge of consumers’ psychological factors and hotel consumption in emerging markets,
persuading the government to implement a number of measures that can effectively lower
travellers’ perceived anxiety during a pandemic.
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While our research adds to theory and practice, it also has significant limitations. To begin, our
investigation gathered data from Malaysia’s lifted data MCO. Although it gives useful information
about the factors that influence hotel usage, it would be preferable if data could be acquired directly
from hotel guests. However, due to striker rules, data from the respondents could not be collected
while they were in the hotel. The study’s findings should be treated with caution. We feel it is critical
to generalize the findings and replicate the study in multiple circumstances, such as different
service categories and cultures. The relationship between these characteristics in the different
settings should be the subject of future research.

Last but not least, this study relied on a cross-sectional self-reported data-gathering approach, which
might have influenced the findings. As a result, future studies should concentrate on experimental
investigations to better understand the correlation of the variables. For the findings to be generalized,
the study must be replicated in another country. Third, just a few negative and positive characteristics
were explored as antecedents to the intention to continue hotel use in this study. As a result, future
studies should focuson identifying the social elements that influence thedecision to resumehotel use in
a new normal environment. In this situation, a mixed-method approach might be employed.
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Appendix

Table A1 Questionnaire

Constructs Items Source

Perceived Severity TS1: Staying in a hotel during this pandemic is
dangerous

Xiao et al. (2014)

TS2: I will suffer my whole life if I stay in the hotel
TS3: I will become hopeless for the rest of my life if I
lose anybody of my family due to the COVID-19
pandemic

Fear FR1: I am afraid of potential loss if I am staying in the
hotel

Babcicky and Seebauer
(2019)

FR2: I am very worried about the potential threat if I
stay at the hotel
FR3: I am worried about the transmission of COVID-
19 during staying at the hotel

Risk PR1: I feel risky if I stay at the hotel Babcicky and Seebauer
(2019)PR2: Without taking precaution, the chances of

getting affected is high
PR3: I feel risky although I am fully vaccinated

Hygiene and safety HS1: The hotel looks clean and tidy now Amin et al. (2020),
Rahman et al. (2021)HS2: I prefer hotels’ hygiene and cleanliness

HS3: It feels like a safe place to stay in the hotel
Intention to resume
hotel consumption

PI1: I will stay in the hotel in the near future Amin et al. (2020)
PI2: I would not enjoy staying in the hotel due to the
COVID-19 threat
PI3: Staying in the hotel is worth my time

Trust in Vaccination TT1: COVID-19 vaccines are safe Sarathchandra et al.
(2018)TT2: COVID-19 vaccines are effective at preventing

disease
TT3: The timing of the current COVID-19 vaccination
schedule is appropriate

Anxiety (AN) AN1: When staying in the hotel, I get in a state of
tension or turmoil as I think over my recent concerns
and interest

Omar et al. (2021)

AN2: When staying in the hotel, some unimportant
thoughts run through my mind and bother me
AN3: When staying in the hotel, I feel that difficulties
are piling up so that I cannot overcome them
AN4: When staying in the hotel, I take
disappointments so keenly that I can’t put themout of
my mind

Source(s): Authors Creation
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