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Abstract: The COVID-19 pandemic is responsible for a health crisis and, at the same time, for a
sharp drop in activities of economic sustainability, particularly in tourism management, and has
consequences in most countries that are still difficult to measure. The objective of this research is to
identify restaurant entrepreneurs’ perceptions about the future, government measures, strategies
they will apply, and lessons learned for the future after the mandatory lockdown of restaurants
and hospitality establishments related to pandemics. The framework was developed through con-
tent analysis with line-by-line coding applied to questionnaires collected online from Portuguese
restaurant entrepreneurs. The results reveal the existence of common concerns to all entrepreneurs
in the restaurant business for the post-pandemic period, about the measures that the governments
should implement, and about the strategies and lessons learned for the future. Resilience in face
of the future, fear of a lack of appropriate government measures, strategies designed for markets
with greater immediate availability, and the creation of working capital are visible concerns in the
restaurant business.

Keywords: restaurant business; pandemic crisis; post-crisis management; economic sustainability;
tourism management

1. Introduction

Over the last ten years, the Portuguese restaurant industry has experienced enormous
growth, associated with the growth of tourism in Portugal, especially in the Algarve coastal
regions, Lisbon, and Porto. Further, Portuguese wines, Portuguese cuisine, and Portuguese
chefs have become internationally renowned, which has resulted in an increase in the
number of wine tourists and gastro tourists. According to Bank of Portugal [1] data,
in 2018 the share of the accommodation, catering, and similar sectors represented 10% of
companies in Portugal, 9% of people in service, and 3% of turnover.

The restaurant business sector plays an essential role in the economy of a country
even though many small and medium-sized restaurants fail during their first four years of
activity, which is an example of the need for strategies to financially sustain their business
beyond five years [2]. Other authors have also pointed out the importance of a survival
strategy for the restaurant sector and for re-establishing consumer confidence [3–5].

Economic sustainability is the additional income provided to local inhabitants to
compensate them for the presence of tourists and what that can result in. It can also be
defined as the improvements to the local economy that the development of tourism can
produce in the long term, taking into account all the impacts that affect the different sectors
and the economy of local industries [6]. Núñez-Rios, Sánchez-García, Rojas, and Olivares-
Benitez [7] also evince that organizational sustainability and sustainable performance
continue to be a challenge for small and medium-sized companies because their resources
and organizational structure are very limiting. Unsustainable economic growth generated
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by a strong fiscal stimulus or a combination of tax reductions and increases in expenditure
can lead to catastrophic and long-lasting effects on macroeconomic stability in some
countries [8].

The recent health crisis caused by COVID-19 quickly turned into a financial down-
turn due to the restrictions imposed by most countries to control the expansion of this
pandemic [9]. This unexpected crisis has particularly affected the tourism industry, and as
a result, the restaurant business has been one of the most affected [10]. Restaurants were
forced to either close or operate with many limitations, and in Portugal, only takeaway and
delivery services were allowed.

Although restaurateurs have experienced and survived many crises in recent decades,
this new pandemic will have devastating effects on the world economy, never before
experienced in modern times [5,11]. For the first time in history, the world is facing a crisis
that has suspended the future of all types of restaurants, with an extraordinarily important
weight on the world economy and especially on destinations with a greater tourist and
gastronomic vocation, as well as the thousands of people who work in and depend on this
industry to survive [12,13].

Economists, professional managers, and restaurant associations warn that, depending
on the duration of the pandemic until the re-establishment of normality, in the best-case
scenario, thousands of people will lose their jobs due to cost reductions and that, in the
worst-case scenario, thousands of spaces, whether recently opened or older, may perma-
nently cease activity [10]. According to Batat [14], the government was asked to declare
a state of emergency and other entities were asked to be benevolent in the face of the
bankruptcy risk that most small businesses would face due to COVID-19 and the subse-
quent predictable economic crisis.

According to Kim, Kim, Lee, and Tang, by understanding the characteristics of this
pandemic, the financial impacts on the restaurant business can be minimized if counter-
strategies are applied. Thus, analysis of the impacts on this sector is essential in order to
strengthen financial resilience and sustainability during and after this crisis [5].

Thus, the objectives of this research are to understand how entrepreneurs see the
post-pandemic period, to ascertain which governmental measures they would like to see
implemented, to understand which strategies they plan to adopt, and to understand what
lessons these entrepreneurs are learning for the future while living through the pandemic
period. The research questions that this study attempts to address are:

(1) What are the main concerns that restaurant entrepreneurs have for post-pandemic
period?

(2) What governmental measures do restaurant entrepreneurs aim to see implanted?
(3) What strategies do restaurant entrepreneurs want to adopt?
(4) What are the main lessons for restaurant entrepreneurs?

2. Literature Review
2.1. Restaurants and Tourism

The restaurant and food sector is included in the hospitality sector and is an essential
part of the tourism sector. A visit to a restaurant is, and always has been, much more
than fulfilling a basic function of the human condition—to eat [15,16]. This experiential
perspective follows the tourism trend, where increasingly demanding travelers study the
destination and its products and services before deciding to visit it [17,18]. Considering
the growing importance of the local cuisine as an attribute of a destination, it is crucial to
understand what factors contribute to the gastronomic experience and how these factors
influence travelers’ satisfaction [19].

Restaurants can play a fundamental role as a distinctive element in the competitiveness
of destinations because they link food to tourism. In this way, gastronomy can be used
as a tourist orientation factor, and restaurants are valuable cultural elements sharing this
role with other segments of the cultural industry [20]. Thus, restaurants are used to power
tourist destinations, especially those with a greater gastronomic presence [21,22].
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Restaurants operate in a highly competitive business environment, and it is essential
that each one develops a distinct gastronomic experience for customers who are increasingly
demanding and eager for new sensations [23,24].

2.2. Crisis Management in Restaurants

Good management in the restaurant business is based not only on long-researched
operational ratios but also on market and competition analysis techniques, such as bench-
marking [25,26]. Crises in restaurants can be internal (poor management, poor service, and
low-quality products) or external (economic, political, and health issues). The solution
to internal crises involves corrective measures, but in external crises, entrepreneurs do
not have control over the business environment and are, therefore, dependent on govern-
ment support and measures to overcome the crisis [27,28]. In times of crisis or post-crisis,
competitiveness among market players increases as demand decreases [29,30].

Although there have been other global crises such as the severe acute respiratory
syndrome (SARS) health crisis in 2003 and the subprime economy in 2008, which had major
impacts on the tourism industry, the present crisis has different outlines, as there was a
mandatory lockdown which has never happened before [10,31–33].

2.3. Characterization of the Portuguese Case

Associated with the increasing number of food and beverage establishments, which
has been boosted by the growth of the tourism industry, is the establishment of Portuguese
cuisine and its autochthonous products, as well as the recognition of a new generation of
chefs. Thus, it is not by chance that the quality of restaurants in Portugal has increased
considerably in recent years, which is reflected in an increase in the number of starred
restaurants in the Michelin Guide. This is considered worldwide and, especially in Europe,
as the greatest recognition that can be attributed to a food and beverage establishment [34].

Restaurants and similar services accounted for 79% of companies in the tourism sector,
62% of turnover, and 73% of the number of people working in the sector. The Lisbon
Metropolitan Area added 45% of the sector’s turnover, followed by the North and Al-
garve regions (20% and 13% respectively). The Algarve and the Autonomous Region of
Madeira were the regions where the sector was most relevant, representing 20% and 11%,
respectively, of the turnover of the companies based there [1].

2.4. The Voice of Restaurateurs during the Pandemic Crisis

According to a study by the Portuguese Restaurants and Hotel Owners Associa-
tion, [35], 75% of restaurants stopped working for about two months, and only 25% were
partially active, using takeaway and/or delivery. It also states that 70% will not be able to
pay salaries if there is not timely government support, 30% of the companies were consid-
ering insolvency, and 60% clearly stated that the governmental support is not adequate
to their needs and indicated non-refundable funding as a priority. This study also affirms
that the impact on employment and invoicing is tremendous and that it is necessary to
determine more complete measures for direct support to companies’ cash-flow so that they
can survive and maintain jobs.

2.5. Preparing for the After-Crisis Period

Although different scenarios can be drawn, both more optimistic or more pessimistic,
no one can really predict when the world will return to normal after the COVID-19 pan-
demic. This pandemic has reached each part of the world at a different pace and, specifically,
each country, where different measures have been implemented. In almost all countries
in Europe at the moment, the opening of catering spaces is beginning to be allowed, even
though with restrictions on the capacity and rules about the area per table, as well as
reinforced hygiene measures.

Many chefs and famous entrepreneurs have expressed their concern about reopening,
not only because of the restrictions imposed but, above all, because of the absence of cus-
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tomers, who will initially be anxious about going to restaurants. Chefs like Joan Roca, who
heads the kitchen of the 3-Michelin-star restaurant El Celler de Can Roca in Spain, says that
the solution for the moment is to rethink the business model and to offer low-priced menus
so that they can survive [36]. The restaurant Noma (2-Michelin-star), in Denmark, once
considered the best restaurant in the world and owned by Chef René Redzepi, has been
transformed into a wine bar that sells hamburgers in order to survive [37]. Martín Be-
rasategui, who owns the Martin Berasategui 3-Michelin-star restaurant in Spain, among
other starred restaurants owners, agrees with the measures that have been taken, stating
that the biggest challenge is for customers to lose their fear of going back to restaurants [38].
For José Avillez, the highest-profile Portuguese chef, who is in charge of the 2-Michelin-star
restaurant Belcanto in Portugal and employs around 500 workers in the various restaurants
that he owns, the restaurant, hotel, and tourism sectors, in general, will take a long time to
recover after the pandemic crisis, and he is sure that the concept of luxury in the restaurant
business will certainly change [39].

Another study carried out on strategies to deal with the crisis of fine dining restau-
rants in Germany states that the most appropriate measures are takeaway service, selling
vouchers, the closure for maintenance works, and/or the use of solidarity campaigns [40].

3. Materials and Methods
3.1. Context

Data were collected through an online qualitative questionnaire, which proved to be
the most suitable, given the contingencies related to the pandemic confinement. The format
was similar to an interview, which was impossible to accomplish for qualitative data
collection. The questionnaire was released with a non-probability sampling method based
on a voluntary response sample of restaurant business entrepreneurs during March 2020,
and 227 questionnaires were validated from a universe of about 33 thousand restaurants
and similar businesses. This corresponds to a representative sample of the population for a
degree of confidence of 85% and a margin of error of 5%.

3.2. Participants

The sample included 13% business managers and 87% business owners. The number
of years of activity of the respondents’ restaurants, according to the categorization used
by Banco de Portugal [41] in the characterization of the restaurant and similar sector, was
distributed as follows: up to five years of activity (28%), six to ten years of activity (21%),
and more than ten years of activity (51%). The data obtained do not exactly match the
country’s reality, i.e., 43%, 14%, and 43%, respectively, in each category.

With regard to the types of establishment, the sample included typical restaurants
(49%), fine dining restaurants (14%), bar or coffee shops (11%), fast food, hamburger shops
or takeaway restaurants (7%), international restaurants (5%), restaurants in accommodation
(4%), events restaurants (3%), and others (7%).

Geographically, the entrepreneurs’ establishments were distributed as follows: North
(31%), Centre (14%), Lisbon Metropolitan Area (35%), Alentejo (9%), Algarve (5%), Au-
tonomous Region of the Azores (2%), and Autonomous Region of Madeira (3%). Some of
the respondents have establishments in several places in the country (1%). This distribution
approximately matches the distribution of restaurant and similar companies disclosed
by the Bank of Portugal, namely and respectively, 28%, 17%, 37%, 5%, 8%, 1%, and 4%.
It should be noted that, as in the regional distribution of Banco de Portugal, more than half
of the establishments are concentrated in the Northern and Lisbon Metropolitan Area as in
this study’s sample.

This analysis enhances the quality of the sample obtained for statistical purposes as
the data do not deviate considerably from the reality of the sector in Portugal.
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3.3. Methods

In qualitative research, as it is a reflective process that reveals the strengths of a
qualitative approach, to understand the perspectives of others, the process of questioning
is crucial [42]. There is a temptation to quantify social phenomena, but it is the quality
and richness of the responses that can help to respond to social situations [43]. Qualitative
methods are the non-mathematical processes of interpretation, carried out with the aim of
discovering concepts and relationships in data and then organizing them in a theoretical
explanatory scheme. The choice of this method is related to the nature of the problem,
and its use is typical when research attempts to understand the meaning and nature of
people’s experience with difficulties, so one can go to the field and find out what people
are doing and feeling [44].

Grounded theory consists of finding a theory from data obtained systematically and
analyzed in social research and is a way to arrive at the theory that is adequate for its
supposed practices and providing modes of conceptualization. As an initial approach,
a systematic discovery of the theory should be made from social research data to ensure
that the theory will be applicable, that the categories identified will make it possible to
understand the phenomenon, and that it cannot be easily refuted by the repetition of the
analyzed experience [45].

Qualitative methods make it possible to discover the origin of a phenomenon, to code
the experiences of individuals, and to verify whether a given situation can be described
with a theoretical or conceptual structure associated with phenomena like feelings, thought
processes, and emotions, which are difficult to extract or learn about through more conven-
tional research methods [44,46].

Coding is the analytic process through which data are fractured, conceptualized,
and integrated to form theory. It provides analytic tools for handling masses of data and
helps to consider alternative meanings of phenomena. It is simultaneously systematic and
creative and identifies, develops, and relates the concepts that are the building blocks of
the theory [44]. For this analysis, line-by-line coding, a combination of open and axial
coding, was used to perform content analysis and contributed to the identification of
key concepts [47,48]. The codification process is an integral part of a qualitative research
process, although it is often underestimated both in methods and in the literature [49].
Based on a conceptualized decision-making process, the authors synthesized the main
practical aspects of the study, condensing all the responses obtained for each question.

In a research process applied to business, one should bring to bear concepts associated
with managerial behavior like organizational, marketing, economic, or systems concepts,
and in grounded theory, one has to look for patterns and reoccurring events in data by
comparing different data [50].

4. Results
4.1. Perception about the Post-Pandemic Period

The purpose of this analysis was to assess how entrepreneurs in the restaurant business
sector during the pandemic crisis perceived the post-pandemic period.

About post-pandemic period anxieties, four major themes were identified: “pes-
simism” within a perspective of slow and difficult recovery; “resilience”, associated with
starting over and acting; “uncertainty”, which was observed in chaos and survival; and
the “opportunities” visible in the trust and in customers, particularly in the internal mar-
ket (Table 1).
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Table 1. Line-by-line coding for post-pandemic perceptions.

Line-by-Line Coding Selective Coding Main Themes

Considering that catering is seasonal and having
just finished the “survival” season (winter) we

would have started the recovery season.
I believe that recovery will be very slow and
difficult and only in 2021 will we be able to

recover, and, in this way, many companies will
not survive.

seasonal, survival, period,
recovery, slow, difficult,

companies, survive
Pessimism

Let’s start slowly. It will be easier for those who
have business turned to the domestic market than

for those who work for the foreign
market (tourism).

I think this pandemic is going to finish off some
entrepreneurs which it shouldn’t. I think

managers have to know how to do the accounting
and not just work with cash-flow.

start, slow, entrepreneurs,
easy, domestic market,

accounts, cash-flow
Resilience

Too hard! It depends on how long we are going to
be closed, on whether or not we have the capacity
to survive, since we have a family business and
we live on a daily basis. Indeterminately closed

and with the amount of the rents, I don’t know if
we can stand it.

difficult, it depends, time,
closed, ability, survive Uncertainty

An opportunity for owners to redirect their
business to the internal market. This implies
realizing that models cannot be the same in

menus nor prices. Flexibility to reach
different audiences.

To continue to value Portuguese gastronomy in
order to attract the foreign public when trips are
allowed. To create an attractive model based on

our roots.

opportunity, owners,
reorientation, models,

flexibility, gastronomy, to
value, roots, attract,

foreign public

Opportunities

Source: Authors

It can thus be seen that, with regard to the post-pandemic period, there is a certain
pessimism in the responses of the participants, although there is also a feeling of resilience,
allied to the willingness to act, with new opportunities and new beginnings, which are
difficult to anticipate in the face of the uncertainty of the future.

4.2. Governmental Measures

Regarding the governmental measures to support the restaurant sector, line-by-line
coding exposed entrepreneurs’ needs to have support for “operational costs”, “maintenance
of workplaces”, lines of “credit” simplified at zero rate or even with a non-refundable
component and with a grace period until the start of payment, mainly for micro and small
family businesses. This analysis also highlights that the request for support measures
should involve less “bureaucracy” and “taxes” and that other state expenses, such as VAT
or social security, should be revised (Table 2).
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Table 2. Line-by-line coding for governmental measures.

Line-by-Line Coding Selective Coding Main Themes

To support companies’ cash-flow in
fixed costs (rent, accountant,
communications, insurance,

personnel) until the end of the state
of emergency.

support, treasury,
companies, fixed costs, state,

emergency
Operating costs

To avoid unemployment with simple
measures, namely 70% of wages

should be paid by social security and
not by the entrepreneur, who
currently has no cash fund

avoid, unemployment,
measures, wages, paid,

entrepreneur, fund, treasury
Maintenance of workplaces

Zero-rate credit lines, with a
12-month grace period, mainly for
micro and small family businesses

credit, rate, zero, grace,
payment, micro, small,

businesses
Credit

In practice, so far, there are just
difficulties, my request for support

has no longer been covered.
At the moment I will have to apply

again, and I have six families waiting
for their wages.

difficulties, support,
applying, salaries Bureaucracy

Taxes should be reviewed in order to
be able to handle it, in addition to

monetary support, for sure.
VAT, personal income tax, social
security exemption. In the future,

reduced VAT for restaurants.

taxes, review, support,
exemption, reduction Taxes

Source: Authors

Regarding government measures, there is a focus on the need for tax, interest, and
credit-related support to increase the liquidity of the business, allowing the payment of
expenses and the maintenance of jobs, and it is desirable that the process for access to such
support should be less bureaucratic.

4.3. Strategies for the Future

In the analysis of strategies for the future indicated by the restaurant business en-
trepreneurs in the sector, the line-by-line coding process reinforced the intention of the
entrepreneurs to “restart” the activity as if it were the first day, with all that this implies:
fear, dedication, care, and a great will to win, to keep the team and start at full strength and
to launch new services such as takeaway and deliveries. On the other hand, recovering
old customers and capturing a new “target public” through product innovation and new
forms of service were also widely mentioned in the responses. Another aspect that the par-
ticipants emphasized was the need to reinforce investment in “communication” through,
for example, advertising on social networks and in the strategy to enhance corporate
marketing actions. Finally, it appears that many entrepreneurs see the need to increase
the number of hours of service as a way to increase the average number of meals while
maintaining the quality of the “service” (Table 3).
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Table 3. Line-by-line coding with strategies for the future.

Line-by-Line Coding Selective Coding Main Themes

To restart activity as if it was the first day,
with everything that this implies: fear,
dedication, care and a great will to win.

I will continue as I was and make whatever
changes are necessary.

Maintain quality, service and above all a
good welcome.

restart, fear, dedication, care,
will, win, continue, making,
changes, maintain, quality,

service, welcome

Restart

We have to start everything from scratch. We
will launch new services like takeaway

and deliveries.

start, zero, launch, new,
services Takeaway

To recover old customers and to gain new
ones through the innovation of manufactured
products and new forms of customer service.
To rethink the whole business, in the restart,

for the locals.

recover, customers, collect,
new, innovation, rethink,

business, national
Target public

To bet on advertising in social networks.
Leverage the business with aggressive

promotions and marketing actions.

marketing advertising, social
networks, promotions,

leverage, business, actions,
marketing

Communication

To catch customers with quality/price offers.
To reach the largest number of people with
appealing/competitive menus, and show
enhanced hygiene and safety measures.
To open the restaurants for more hours.

Increase the capacity of response in order to
increase the number of meals.

To captivate, offer,
quality/price, appealing

menus, competitive,
reinforcement, measures,

hygiene, safety, open, more
hours, increase, capacity,

number, meals

Service

Source: Authors

With regard to the strategies to be adopted by entrepreneurs in the sector, there is
growing concern with the maintenance of jobs, and there is also a will to restart and reopen,
focused on customers, through communication strategies and changes to the type of service,
that should include takeaway to survive the current crisis.

4.4. Lessons for the Future

Regarding the lessons that this pandemic has brought to the future of the restaurant
sector, the line-by-line coding process allowed four major topics to be discerned: “manage-
ment”, “fund”, “hygiene”, and “social commitment”. The “management” topic is based on
rethinking the catering operation in order to increase profit margins and to create a sustain-
able business in the long term, with more controlled investments and shorter returns and
by diversifying activities. The need for a “fund” is related to a working safeguard capital
for similar situations. Concerning “hygiene”, participants highlighted the importance
of valuing health, of implementing systems for greater perceived safety by customers,
and of cleaning spaces. Finally, the topic of “social commitment” aims at the need for a
re-education of the players in the restaurant business, with new habits and ways of life and
betting on the motto “happy business, happy workers, happy customers” (Table 4).
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Table 4. Line-by-line coding with lessons for the future.

Line-by-Line Coding Selective Coding Main Themes

Catering needs to be rethought at its base in
order to increase profit margins and create a

sustainable business in the long term,
something that 90% of companies in the sector

are not doing yet.
We’ll have to reinvent ourselves, since we had
business focused on abroad. More controlled

investments with shorter returns and
diversified activities. Having a business that

doesn’t depend on so much manpower.

restoration, rethought, increase,
margins, profit, sustainable

business, long-term, reinvent,
investments, controlled, returns,

short, diversify

Management

It is important to have good working capital
and good cash-flow because you never know

what can happen.
working capital Fund

To implement systems that allow us to be more
secure and transmit greater security to our

customers. Nothing is guaranteed and we have
to sanitize even more.

To create tools/mechanisms with government
entities to safeguard us in case of a wave of

infection. To equip, train, plan and simulate in
the area of health for pandemics.

implement, systems, transmit,
customers, security, sanitize, to

create, tools, mechanisms,
health, government, equip,

train, simulations

Hygiene

To learn to be human and to have respect for the
planet and for those around us. Re-education of

new habits and ways of living.
We have to value our health more. Happy

business, happy employees, happy customers.

to learn, human, planet,
re-education, new habits, to

value, health, business
employees, customers, happy

Social
Commitment

Source: Authors

Learning for the future considers the need for changes in management and investment
so that companies can be prepared for similar situations, for example with a reserve fund.
The lessons for the future also include social commitment and a commitment to new and
better hygiene rules that can increase customer confidence.

Figure 1 makes it possible to visually observe the connections found between the
themes obtained for each of the four questions asked to restaurant entrepreneurs. Each of
the four grey hues refers to the themes obtained from the analysis of each of the four
questions. The proximity of the themes is related to the connections identified globally in
line-by-line coding analysis of all answers.

The post-pandemic period is seen somewhat pessimistically by entrepreneurs as
associated with the need for governmental measures that allow the payment of operational
costs and taxes, such as credit that they can access with less bureaucracy. Bureaucracy is
responsible for some uncertainty in the face of the post-pandemic period, as well as the
need to maintain jobs and the absence of reserve funds, which is now understood as a
lesson for the future.

The concern with the maintenance of jobs, among the government measures that
are considered most appropriate, reveals important social commitment as a lesson for
the future associated with a resilient vision of the post-pandemic period. This social
commitment is also connected with a view of the post-pandemic period as a period of
opportunities. Entrepreneurs who believe in resilience and new opportunities will adapt
their management models in the future, thinking of a restart strategy.
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The restart strategy involves the re-creation of the type of service offered by restaurants,
which will be done by providing takeaway and installing hygiene measures. These changes,
combined with a good communication strategy, redirecting to a new target public, are seen
as excellent strategies for the future by restaurant entrepreneurs.

5. Discussion and Conclusions

The relationship between economic growth and tourism is not stable over time and is
highly dependent on unique events such as the Great Recession of 2007, which turned into
a debt crisis in 2010. The impact of these crises is more pronounced in countries such as
Portugal [51]. It is also known that long-term holidays appear to be more resistant to crises,
while shorter holidays are more resistant to on/off events [52].

There are few studies that focus on internal crises and on the experience of the
entrepreneur during the sequence of events leading up to the crisis and their implications
for entrepreneurship, as well as studies that show how firms respond to this type of crisis.
This is because most studies focus either on pre-crisis planning or on post-crisis response,
so this analysis aims to contribute to an analysis of resilience and crisis management [53,54].

This analysis detected not only the entrepreneurs’ perception of the ability to with-
stand such a shock but also their capacity to recover, which is one of the definitions of
resilience [55]. This concern with economic survival in the post-pandemic period has
already been revealed in the literature on crisis management in small businesses like
restaurants [56,57].

The fear of a lack of adequate government measures for the restaurant business is
present in previous studies of natural crises in which entrepreneurs also fear the lack of
access to capital, cash-flow, and staff concerns [56].

The strategy of relying on the domestic market is in line with previous studies [58,59]
that show that a dominant strategy may be to direct communication to the domestic market
that has been less affected by the crisis. Making a change in the management model that
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may involve adjustments in the operational business model will allow a smaller number of
jobs to be maintained in the future.

The restaurant industry should consider increasing advertising expenditure during
this type of crisis in order to start recovery immediately and as a form of informative
communication with its consumers, providing important safety-related tips. Thus, the
focus on communication is clearly a strategy to be followed by entrepreneurs which
confirms the findings of other related studies [5,57]. As for the hotel industry, restaurants
should develop businesses located in large cities in a more sustainable way and in all
marketing contexts, starting with products and going through prices, promotion, and
distribution [60].

Results of previous research [54] have shown that restaurants use more proactive
than passive strategies in response to certain types of crisis, involving regulatory agencies
and customers. This can be observed in the present study, with concern about hygiene
regulations as a way to provide safety to customers.

The main originality of this research lies in the fact that it began during the first
moments of the awareness of the pandemic in Portugal, immediately after the first closures,
allowing perceptions about the future to be evaluated and solutions to be anticipated.
However, this research should be complemented with a longitudinal study on the aftermath
of this pandemic crisis.

Research on COVID-19 is crucial because it leads to answers to real-life issues [61].
Knowledge about the anxieties and desires of a given business sector allows policymakers
to adapt solutions to the needs of entrepreneurs, which will strengthen confidence in the
economy and in the future. In terms of social implications, this research revealed that
entrepreneurs in the sector are concerned about maintaining jobs, while understanding
their vision of the future after the pandemic can help the state to complement the measures
they have adopted with others that will help to ensure continuity and subsequently to
maintain jobs.

In order to analyze the economic, socio-cultural, political, and environmental con-
sequences of the COVID-19 pandemic, this theme should have a prominent position in
non-health research in the near future, particularly in the social and human sciences, so that
early evolution of emerging scientific knowledge that allows evidence-based policymaking
can be achieved [61]. The fact that this study has identified the industry’s awareness of
the need to make business more economically and environmentally sustainable is also an
important conclusion for the future.

Author Contributions: Conceptualization, A.M.; methodology, A.M., T.P., and A.S.M.; validation,
A.M., T.P., and A.S.M.; formal analysis, A.M., T.P., and A.S.M.; investigation, A.M., T.P., and A.S.M.;
resources, A.M. and T.P.; writing—original draft preparation, A.M., T.P., and A.S.M.; writing—review
and editing, A.S.M.; visualization, T.P.; supervision, A.M.; funding acquisition, A.S.M. All authors
have read and agreed to the published version of the manuscript.

Funding: This research was funded by FCT—Foundation for Science and Technology, IP, within the
scope of the reference project UIDB/04470/2020.

Institutional Review Board Statement: Not applicable.

Informed Consent Statement: Not applicable.

Data Availability Statement: The data presented in this study are available on request from the
corresponding author.

Acknowledgments: The authors would like to thank ETASTE and REDE-T for their support in
disseminating the questionnaires at a time when access to these entrepreneurs was impossible due to
the course of the pandemic.

Conflicts of Interest: The authors declare no conflict of interest.



Sustainability 2021, 13, 40 12 of 13

References
1. Banco de Portugal. Análise Do Dinamismo Empresarial em Portugal. Estudos da Central de Balanços; Banco de Portugal: Lisbon, Portugal, 2019.
2. Gnonlonfoun, R. Restaurants Owner Strategies for Financial Sustainability Beyond 5 Years. Ph.D. Thesis, Walden University,

Minneapolis, MN, USA, 2017.
3. Sigala, M. Tourism and COVID-19: Impacts and implications for advancing and resetting industry and research. J. Bus. Res. 2020,

117, 312–321. [CrossRef] [PubMed]
4. Severson, K.; Yaffe-Bellany, D. Independent Restaurants Brace for the Unknown. The New York Times, 21 March 2020; A10.
5. Kim, J.; Kim, J.; Lee, S.K.; Tang, L. Effects of epidemic disease outbreaks on financial performance of restaurants: Event study

method approach. J. Hosp. Tour. Manag. 2020, 43, 32–41. [CrossRef]
6. Garrigós-Simón, F.J.; Galdón-Salvador, J.L.; Gil-Pechuán, I. The Economic Sustainability of Tourism Growth through Leakage

Calculation. Tour. Econ. 2015, 21, 721–739. [CrossRef]
7. Núñez-Ríos, J.E.; Sánchez-García, J.Y.; Rojas, O.G.; Olivares-Benitez, E. Factors to Foster Organizational Sustainability in Tourism

SMEs. Sustainability 2020, 12, 8657. [CrossRef]
8. Iuga, I.C.; Mihalciuc, A. Major Crises of the XXIst Century and Impact on Economic Growth. Sustainability 2020, 12, 9373.

[CrossRef]
9. IMF. World Economic Outlook, April 2020: The Great Lockdown; IMF: Washington, DC, USA, 2020.
10. Muller, C. Will Dine-In Restaurants Survive the Pandemic? Futurity. 19 May 2020. Available online: https://www.futurity.org/

restaurants-after-covid-19-pandemic-2369632/ (accessed on 26 May 2020).
11. Alonso-Almeida, M.D.M.; Bagur-Femenias, L.; Llach, J.; Perramon, J. Sustainability in small tourist businesses: The link between

initiatives and performance. Curr. Issues Tour. 2015, 21, 1–20. [CrossRef]
12. La Marca, A.; Niederberger, C.; Pellicer, A.; Nelson, S.M. COVID-19: Lessons from the Italian reproductive medical experience.

Fertil. Steril. 2020, 113, 920–922. [CrossRef]
13. Nicola, M.; Alsafi, Z.; Sohrabi, C.; Kerwan, A.; Al-Jabir, A.; Iosifidis, C.; Agha, M.; Agha, R. The socio-economic implications of

the coronavirus pandemic (COVID-19): A review. Int. J. Surg. 2020, 78, 185–193. [CrossRef]
14. Batat, W. How Michelin-starred chefs are being transformed into social bricoleurs? An online qualitative study of luxury

foodservice during the pandemic crisis. J. Serv. Manag. 2020. ahead-of-print. [CrossRef]
15. Alonso-Almeida, M.d.M.; Bremser, K.; Llach, J. Proactive and reactive strategies deployed by restaurants in times of crisis: Effects

on capabilities, organization and competitive advantage. Int. J. Contemp. Hosp. Manag. 2015, 27, 1641–1661. [CrossRef]
16. Santich, B. The study of gastronomy and its relevance to hospitality education and training. Int. J. Hosp. Manag. 2004, 23, 15–24.

[CrossRef]
17. Namkung, Y.; Jang, S. Are highly satisfied restaurant customers really different? A quality perception perspective. Int. J. Contemp.

Hosp. Manag. 2008, 20, 142–155. [CrossRef]
18. Jones, A.; Jenkins, I. ‘A Taste of Wales–Blas Ar Gymru’: Institutional malaise in Promoting Welsh food Tourism Products, 1st ed.;

Routledge: London, UK, 2002; p. 17.
19. Erkmen, E. Managing Restaurant Attributes for Destination Satisfaction: What Goes beyond Food? Adm. Sci. 2019, 9, 19.

[CrossRef]
20. Meneguel, C.R.d.A.; Mundet, L.; Aulet, S. The role of a high-quality restaurant in stimulating the creation and development of

gastronomy tourism. Int. J. Hosp. Manag. 2019, 83, 220–228. [CrossRef]
21. Yüksel, A.; Yüksel, F. Market Segmentation Based on Tourists’ Dining Preferences. J. Hosp. Tour. Res. 2002, 26, 315–331. [CrossRef]
22. Kivela, J.; Crotts, J.C. Tourism and Gastronomy: Gastronomy’s Influence on How Tourists Experience a Destination. J. Hosp.

Tour. Res. 2006, 30, 354–377. [CrossRef]
23. Johnson, C.; Surlemont, B.; Nicod, P.; Revaz, F. Behind the Stars: A Concise Typology of Michelin Restaurants in Europe.

Cornell Hotel Restaur. Adm. Q. 2005, 46, 170–187. [CrossRef]
24. Pavesic, D. Setting the Table: The Transforming Power of the Hospitality Business, by Danny Meyer. J. Culin. Sci. Technol. 2012,

10, 271–275. [CrossRef]
25. Parsa, H.G.; Kreeger, J.C.; van der Rest, J.-P.; Xie, L.K.; Lamb, J. Why Restaurants Fail? Part V: Role of Economic Factors, Risk,

Density, Location, Cuisine, Health Code Violations and GIS Factors. Int. J. Hosp. Tour. Adm. 2019, 1–26. [CrossRef]
26. Camillo, A.A.; Connolly, D.J.; Kim, W.G. Success and failure in Northern California: Critical success factors for independent

restaurants. Cornell Hosp. Q. 2008, 49, 364–380. [CrossRef]
27. Parsa, H.G.; Gregory, A.J. Why Do Restaurants Fail? Part III: An Analysis of Macro and Micro Factors; The Dick Pope Sr. Institute for

Tourism Studies: Winter Haven, FL, USA, 2020; p. 20.
28. Parsa, H.G.; Self, J.T.; Sydnor-Busso, S.; Yoon, H.J. Why Restaurants Fail? Part II—The Impact of Affiliation, Location, and Size on

Restaurant Failures: Results from a Survival Analysis. J. Foodserv. Bus. Res. 2011, 14, 360–379. [CrossRef]
29. Jung, S.; Jang, S. To cluster or not to cluster?: Understanding geographic clustering by restaurant segment. Int. J. Hosp. Manag.

2019, 77, 448–457. [CrossRef]
30. Wang, Y. The Impact of Crisis Events and Macroeconomic Activity on Taiwan‘s International Inbound Tourism Demand.

Tour. Manag. 2009, 30, 75–82. [CrossRef] [PubMed]
31. Tse, A.C.B.; So, S.; Sin, L. Crisis management and recovery: How restaurants in Hong Kong responded to SARS. Int. J. Hosp. Manag.

2006, 25, 3–11. [CrossRef]

http://dx.doi.org/10.1016/j.jbusres.2020.06.015
http://www.ncbi.nlm.nih.gov/pubmed/32546875
http://dx.doi.org/10.1016/j.jhtm.2020.01.015
http://dx.doi.org/10.5367/te.2014.0372
http://dx.doi.org/10.3390/su12208657
http://dx.doi.org/10.3390/su12229373
https://www.futurity.org/restaurants-after-covid-19-pandemic-2369632/
https://www.futurity.org/restaurants-after-covid-19-pandemic-2369632/
http://dx.doi.org/10.1080/13683500.2015.1066764
http://dx.doi.org/10.1016/j.fertnstert.2020.03.021
http://dx.doi.org/10.1016/j.ijsu.2020.04.018
http://dx.doi.org/10.1108/JOSM-05-2020-0142
http://dx.doi.org/10.1108/IJCHM-03-2014-0117
http://dx.doi.org/10.1016/S0278-4319(03)00069-0
http://dx.doi.org/10.1108/09596110810852131
http://dx.doi.org/10.3390/admsci9010019
http://dx.doi.org/10.1016/j.ijhm.2018.10.018
http://dx.doi.org/10.1177/109634802237482
http://dx.doi.org/10.1177/1096348006286797
http://dx.doi.org/10.1177/0010880405275115
http://dx.doi.org/10.1080/15428052.2012.706147
http://dx.doi.org/10.1080/15256480.2019.1598908
http://dx.doi.org/10.1177/1938965508317712
http://dx.doi.org/10.1080/15378020.2011.625824
http://dx.doi.org/10.1016/j.ijhm.2018.08.008
http://dx.doi.org/10.1016/j.tourman.2008.04.010
http://www.ncbi.nlm.nih.gov/pubmed/32287727
http://dx.doi.org/10.1016/j.ijhm.2004.12.001


Sustainability 2021, 13, 40 13 of 13

32. Chen, M.-H.; Jang, S.; Kim, W.G. The impact of the SARS outbreak on Taiwanese hotel stock performance: An event-study
approach. Int. J. Hosp. Manag. 2007, 26, 200–212. [CrossRef] [PubMed]

33. Muller, C. Restaurant Organizations and the Power of the New Economy: A Pandemic, Labor Value and Lessons From the Past.
Boston Hosp. Rev. 2020. Available online: https://www.bu.edu/bhr/2020/03/19/restaurant-organizations-and-the-power-of-
the-new-economy-a-pandemic-labor-value-and-lessons-from-the-past/ (accessed on 26 May 2020).

34. Via Michelin, M. Restaurantes Michelin Portugal. Available online: https://www.viamichelin.pt/web/Restaurantes/Restaurantes-
Portugal (accessed on 26 May 2020).

35. AHRESP. COVID-19 Impacto na Atividade Turística; AHRESP: Lisboa, Portugal, 2020.
36. Elejabeitia, G. Joan Roca: “La gastronomía se va a liberar de muchos satélites para volver a lo esencial”. Caníbales 2020.

Available online: https://www.7canibales.com/entrevista/joan-roca-4/ (accessed on 26 May 2020).
37. Brehaut, L. Noma, Four-Time World’s Best Restaurant, to Reopen as a Burger and Wine Bar; National Post: Toronto, ON, USA, 2020.
38. Solé, C. Martín Berasategui: «Creer en Nosotros Mismos Para Salir de Esta Locura»–Reto Coronavirus. Reto Coronavirus. 2020.

Available online: https://retocoronavirus.bculinary.com/martin-berasategui-hay-que-creer-en-nosotros-mismos-para-salir-
de-esta-locura/ (accessed on 26 May 2020).

39. Calvão, D. José Avillez: “Esta Crise vai Mudar o Conceito de Luxo”. 2020. Available online: https://mesamarcada.blogs.sapo.pt/
jose-avillez-esta-crise-vai-mudar-o-787825 (accessed on 2 June 2020).

40. Wilkesmann, U.; Wilkesmann, M. (Fine Dining) Restaurants in the Corona Crisis; Discussion Papers of the Center for Higher
Education; Technische Universität Dortmund: Dortmund, Germany, 2020.

41. Banco de Portugal. Quadros do Setor-Restauração e Similares. Available online: https://www.bportugal.pt/QS/qsweb/
Dashboards (accessed on 15 March 2020).

42. Agee, J. Developing qualitative research questions: A reflective process. Int. J. Qual. Stud. Educ. 2009, 22, 431–447. [CrossRef]
43. Basit, T. Manual or electronic? The role of coding in qualitative data analysis. Educ. Res. 2003, 45, 143–154. [CrossRef]
44. Strauss, A.; Corbin, J. Basics of Qualitative Research Techniques; Sage publications: Thousand Oaks, CA, USA, 1998.
45. Glaser, B.G.; Strauss, A.L. Discovery of Grounded Theory: Strategies for Qualitative Research; Routledge: London, UK, 2017.
46. Williams, M.; Moser, T. The Art of Coding and Thematic Exploration in Qualitative Research. Int. Manag. Rev. 2019, 15, 45.
47. Lichtman, M. Qualitative Research for the Social Sciences; SAGE Publications: Thousand Oaks, CA, USA, 2013.
48. Fraser, H. Doing Narrative Research: Analysing Personal Stories Line by Line. Qual. Soc. Work 2004, 3, 179–201. [CrossRef]
49. Elliott, V.F. Thinking about the coding process in qualitative data analysis. Qual. Rep. 2018, 23, 11.
50. Goulding, C. Grounded Theory: A Practical Guide for Management, Business and Market. Researchers; SAGE Publications: Thousand

Oaks, CA, USA, 2002.
51. Antonakakis, N.; Dragouni, M.; Filis, G. How strong is the linkage between tourism and economic growth in Europe? Econ. Model.

2015, 44, 142–155. [CrossRef]
52. Bronner, F.; Hoog, R.D. Tourist demand reactions: Symmetric or asymmetric across the business cycle? J. Travel Res. 2017, 56,

839–853. [CrossRef]
53. Doern, R.; Williams, N.; Vorley, T. Special issue on entrepreneurship and crises: Business as usual? An introduction and review of

the literature. Entrep. Reg. Dev. 2019, 31, 400–412. [CrossRef]
54. Seo, S.; Miao, L.; Almanza, B.; Behnke, C. How Have Restaurant Firms Responded to Food Safety Crises? Evidence from Media

Coverage. J. Foodserv. Bus. Res. 2018, 21, 83–105. [CrossRef]
55. Simmie, J.; Martin, R. The economic resilience of regions: Towards an evolutionary approach. Camb. J. Reg. Econ. Soc. 2010, 3,

27–43. [CrossRef]
56. Runyan, R.C. Small Business in the Face of Crisis: Identifying Barriers to Recovery from a Natural Disaster1. J. Contingencies

Crisis Manag. 2006, 14, 12–26. [CrossRef]
57. Telukdarie, A.; Munsamy, M.; Mohlala, P. Analysis of the Impact of COVID-19 on the Food and Beverages Manufacturing Sector.

Sustainability 2020, 12. [CrossRef]
58. Dahles, H.; Susilowati, T.P. Business resilience in times of growth and crisis. Ann. Tour. Res. 2015, 51, 34–50. [CrossRef]
59. El-Gohary, H. Coronavirus and Halal Tourism and Hospitality Industry: Is It a Journey to the Unknown? Sustainability 2020,

12, 9260. [CrossRef]
60. Napierala, T.; Lesniewska-Napierala, K.; Burski, R. Impact of Geographic Distribution of COVID-19 Cases on Hotels‘ Perfor-

mances: Case of Polish Cities. Sustainability 2020, 12, 4697. [CrossRef]
61. Aristovnik, A.; Ravšelj, D.; Umek, L. A Bibliometric Analysis of COVID-19 across Science and Social Science Research Landscape.

Sustainability 2020, 12, 9132. [CrossRef]

http://dx.doi.org/10.1016/j.ijhm.2005.11.004
http://www.ncbi.nlm.nih.gov/pubmed/32287849
https://www.bu.edu/bhr/2020/03/19/restaurant-organizations-and-the-power-of-the-new-economy-a-pandemic-labor-value-and-lessons-from-the-past/
https://www.bu.edu/bhr/2020/03/19/restaurant-organizations-and-the-power-of-the-new-economy-a-pandemic-labor-value-and-lessons-from-the-past/
https://www.viamichelin.pt/web/Restaurantes/Restaurantes-Portugal
https://www.viamichelin.pt/web/Restaurantes/Restaurantes-Portugal
https://www.7canibales.com/entrevista/joan-roca-4/
https://retocoronavirus.bculinary.com/martin-berasategui-hay-que-creer-en-nosotros-mismos-para-salir-de-esta-locura/
https://retocoronavirus.bculinary.com/martin-berasategui-hay-que-creer-en-nosotros-mismos-para-salir-de-esta-locura/
https://mesamarcada.blogs.sapo.pt/jose-avillez-esta-crise-vai-mudar-o-787825
https://mesamarcada.blogs.sapo.pt/jose-avillez-esta-crise-vai-mudar-o-787825
https://www.bportugal.pt/QS/qsweb/Dashboards
https://www.bportugal.pt/QS/qsweb/Dashboards
http://dx.doi.org/10.1080/09518390902736512
http://dx.doi.org/10.1080/0013188032000133548
http://dx.doi.org/10.1177/1473325004043383
http://dx.doi.org/10.1016/j.econmod.2014.10.018
http://dx.doi.org/10.1177/0047287516672347
http://dx.doi.org/10.1080/08985626.2018.1541590
http://dx.doi.org/10.1080/15378020.2017.1297922
http://dx.doi.org/10.1093/cjres/rsp029
http://dx.doi.org/10.1111/j.1468-5973.2006.00477.x
http://dx.doi.org/10.3390/su12229331
http://dx.doi.org/10.1016/j.annals.2015.01.002
http://dx.doi.org/10.3390/su12219260
http://dx.doi.org/10.3390/su12114697
http://dx.doi.org/10.3390/su12219132

	Introduction 
	Literature Review 
	Restaurants and Tourism 
	Crisis Management in Restaurants 
	Characterization of the Portuguese Case 
	The Voice of Restaurateurs during the Pandemic Crisis 
	Preparing for the After-Crisis Period 

	Materials and Methods 
	Context 
	Participants 
	Methods 

	Results 
	Perception about the Post-Pandemic Period 
	Governmental Measures 
	Strategies for the Future 
	Lessons for the Future 

	Discussion and Conclusions 
	References

