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Abstract: In times of COVID-19, trust in safety and security measures in the hospitality industry has
become a key variable for destination management and recovery; but what are the main measures
that should be applied to ensure visitors’ confidence? This paper seeks to understand and identify
the main tools proving efficient in ensuring the return of visitors. With this aim, the perception of
tourists visiting the Region of Murcia (Spain) during 2021 is analyzed. Main results state that the
adoption of anti-COVID measures by establishments positively influences user’s satisfaction and their
intention to repeat. Moreover, disinfection and hygienic measures along with capacity restrictions are
identified as the preferred measures. Visitors were also asked about how new technology measures
recently developed by the industry could influence their intention to return. Results show that those
aimed at monitoring air quality and cleaning and disinfection of spaces are crucial. These findings
contribute relevant recommendations for the hospitality industry and destination managers in a
post-COVID horizon.

Keywords: confidence; anti-COVID measures; safety and security; hospitality industry; intention to
return; post-pandemic horizon

1. Introduction

The crisis caused by the COVID-19 pandemic has had a significant influence on the
international economy, from the beginning to the current stage of recovery. After more
than two years of the pandemic, the tourism sector and all its sub-sectors have suffered an
additional impact, due to the situation of limited mobility. Given the cessation of activity
at the beginning of the pandemic in Spain, and other restrictions on personal mobility,
compulsory quarantines and capacity restrictions in HORECA establishments (hotels,
restaurants, cafeterias), this sector has suffered an unparalleled drop in its level of activity
and employment. In this context, it is worth remembering that before the pandemic, the
tourism sector contributed 12.3% of national GDP and 12.7% of employment, which shows
the weight of the sector in the Spanish economy [1]. At the regional level, its direct and
indirect contribution to regional GDP was around 11.5% in 2019 [2].

The crisis caused by COVID-19 has also changed tourists’ needs significantly. There-
fore, it is essential to analyze the new demand and habits of tourists, as well as the factors
affecting their travel satisfaction in a post-pandemic environment. In the aftermath of
the pandemic, several authors have focused on analyzing tourist perceptions. In their
study, [3] showed that during the pandemic, Chinese, Japanese, and Korean tourists expe-
rienced negative emotions such as worry, anxiety, fear, panic, and nervousness. Pappas
and Glyptou [4] analyzed the factors influencing users’ decision-making when booking
accommodation after the pandemic outbreak. The results of this study show that, during
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the pandemic, the main consideration of participants was self-protection and avoiding the
spread of infection, given the high value they place on measures to combat health risks
and improve hygiene. In the same vein, Li et al. [5] after studying the Chinese touristic
market, concluded that the preferences of the tourists have changed markedly. Indeed,
these authors highlight the strengthening of the preference for destinations close to home
and recommend managers take measures to reduce tourists’ perceived risk of COVID-19
contagion (that is, new cleaning standards, use of contactless technologies, etc.) as well as
providing potential customers with positive signals about safety at the destination. Based
on the above, it can be observed that risk and hygiene aspects play an important role in
tourists’ decision making in a post-COVID scenario. Thus, in a context where risk cannot
be completely eliminated, it is important to examine how customers’ perceived risk affects
their perception and decision to travel. Foroudi et al. [6] base their study on analyzing
how, through the theory of perceived risk, customers’ perceptions affect their beliefs, and
how these, in turn, influence their anticipated emotions (e.g., going to a restaurant). The
results clearly show the change in consumers’ behavior, who continuously adapt to the new
situation and adhere to a new lifestyle. In this sense, the authors state that the high level
of uncertainty that exists in society as a consequence of COVID-19 has caused restaurant
customers to have a higher judgement of risk and to develop a high level of negative
emotions. It is therefore necessary to continue innovating and adapting to new consumer
requirements in order to generate peace of mind and confidence, clearly communicating
the security measures adopted by each establishment.

Thus, it is crucial that strategies are developed and designed to help with the recovery.
Indeed, studies on crises and tourism stress the importance of adopting measures that
generate security and confidence during post-crisis periods [7]. Faced with this context, this
study aims to obtain a better understanding of the perception of security by tourists. We
consider data from a survey on tourists visiting the Spanish region of Murcia during 2021
and address their perception regarding a wide list of anti-COVID measures implemented
by hotels, restaurants, and cafés. The main underlying hypothesis of the present research
states that tourists’ satisfaction is connected with loyalty to destination and thus with the
willingness to revisit.

2. Data

Data for this study were collected by surveying visitors to the Region of Murcia,
in the southeast Mediterranean coast of Spain, between September and October of 2021.
The survey was conducted within the territory of the Region of Murcia as the study was
carried out as part of a regional project. The Region of Murcia is a small Spanish region
with a population of approximately 1.5 million people, located in southeastern Spain, on
the shore of the Mediterranean Sea. As a tourism destination, the region is traditionally
specialized in the sun and beach segment, although recently new kinds of tourism are
gaining relevance as it is the case of cultural related products. Before the pandemic outbreak,
the region received about 1.6 million tourists per year (24% of which were international
visitors). The incidence of COVID-19 in the tourism activity of the region has reduced the
total number of visitors, but especially those of international arrivals (in 2021, the region
received 1.2 million tourists, while international tourists now represent 17% of the total).
Therefore, for tourism managers in the region, the priorities are both a recovery of the global
figures of visitors and, especially, attracting international tourists. Accordingly, the Region
of Murcia is to a large extent a convenient case study as it shares with other destinations
the same problems and managerial objectives for the post-pandemic era. The questionnaire
was completed by tourists who use hotels, restaurants, and cafés. The questions of the
survey are related to the level of implementation of COVID-19 measures in hospitality
establishments, their confidence in these measures, their perception of new measures that
could be implemented according to available technology, and the level of satisfaction
and their propensity to repeat the experience in case new technological measures were
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implemented. Moreover, the survey also collected information on the personal profile of
the tourist and characteristics of the trip.

To examine the data, two main analyses were carried out. The first was a descriptive
analysis which stresses the relative importance of the perception of the measures being
implemented, the confidence they generate among users, and possible measures to be
implemented. The second part of the analysis followed an econometric approach to identify
the most relevant factors driving the customers’ satisfaction with anti-COVID measures
and their intention to return. This analysis was based on an empirical model that has the
ability to accommodate the special features characterizing the variables of interest in this
study (i.e., its discrete and ordinal nature).

The dataset includes responses from a sample of 306 tourists with descriptives shown
in Table 1. Regarding the socio-economic characteristics of the tourist, 58% of the users
were females, with range of age 16–45 years old (39%), 46–65 years (42%), or older (19%). In
addition, 60% of the sample travelled with their partner, 19% with their family or in a group,
and just 2% of them did it alone or individually. In terms of level of education, it can be
seen that visitors showed primary education (12%), secondary education (47%) and higher
education (41%). Regarding the residence of the respondents, 64% were domestic tourists
and 36% lived outside Spain (mainly in England). In relation to the visited establishment,
the bulk of respondents went to hotels (64%), while the remaining were customers of
restaurants and cafés (36%).

Table 1. Sociodemographic characteristics of the sample.

Variables Values %

Gender
Female 176 58%
Male 130 42%

Age
16–45 119 39%
46–65 129 42%
>65 58 19%

Company
Individually or with couple 191 62%
With family 57 19%
In group 58 19%

Level of studies
Primary 38 12%
Secondary 143 47%
Tertiary 125 41%

Residence
Spain (other than Region of Murcia) 197 64%
Rest of the world 109 36%

Visited establishment
Hotel 196 64%
Restaurant and Cafés 110 36%

Table 2 shows the opinion of visitors in the sample about the “level of implementation”
of the measures. Customers were required to express their perception regarding the level of
implementation of anti-COVID measures by selecting one out of five alternatives ranging
from “low” to “high”. To analyze the response data, a numeric value was assigned to each
option from 1 for “low” to 5 for “high”. This type of question is known as a Likert scale
and is widely used in the literature to measure attitudes and opinions. Responses to this
question summarized in Table 2 suggest that customers considered that the measures most
frequently applied in HORECA establishments in the Region of Murcia are hygiene and
disinfection measures applied by employees (4.01 points), followed by disinfection of the
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facilities (4.00). On the other hand, with a medium level of applied measures, we see those
related to indoor air renewal systems (3.02). Some additional measures that received an
upper-intermediate rating were capacity restrictions (3.87), specific furniture (3.85), social
distancing (3.56), and the use of new “contactless” technologies (3.51 points).

Table 2. Perception of the level of implementation of safety and security measures in HORECA
establishments for the Region of Murcia (in number of users surveyed).

Application of Measures 1 2 3 4 5 Sample Mean

Disinfection of facilities 1 8 53 167 77 4.00
Hygiene and disinfection measures by employees (gel, masks, visors, etc.) 1 14 66 126 99 4.01
Social distancing 16 26 82 134 48 3.56
Capacity restrictions 8 20 66 120 92 3.87
New technologies that minimize contact between users and users/employees
(mobile applications) 17 27 97 113 52 3.51

Indoor air renewal systems 45 54 80 103 24 3.02
Specific furniture (for example, methacrylate screens) that minimizes the risk of
contagion 14 19 55 128 90 3.85

Table 3 shows the confidence level that the implementation of these measures generates
among users. As before, data were collected from a Likert scale with options ranging from
1 (no confidence) to 5 (high confidence). From the distribution of the users’ responses, it
can be seen that hygiene and disinfection measures by employees, followed by capacity
restrictions, disinfection of facilities, and specific furniture measures that minimize the risk
of contagion generated higher confidence in the visitors.

Table 3. Level of confidence generated by the measures implemented (in number of users).

Confidence in the Establishment by the Application of Measures 1 2 3 4 5 Sample Mean

Disinfection of facilities 7 16 61 147 75 3.87
Hygiene and disinfection measures by employees (gel, masks, visors, etc.) 5 9 69 140 83 3.93
Social distancing 25 20 77 127 57 3.55
Capacity restrictions 10 14 54 147 81 3.89
New technologies that minimize contact between users and users/employees
(mobile applications) 21 19 104 106 56 3.51

Indoor air renewal systems 51 50 65 95 45 3.10
Specific furniture that minimizes the risk of contagion 15 16 63 132 80 3.80

Table 4 shows details of the level of satisfaction declared with the establishment
according to the service received and the safety context perceived during the stay and the
intention of users to repeat the experience at this very same establishment. The overall
satisfaction was measured with a Likert scale where the possible responses are scaled from
1 (very dissatisfied) to 5 (very satisfied). Most of the users interviewed expressed a high
degree of satisfaction with the establishment visited of values 4–5 (76.8% of users), while
at the other end, only 6.5% of users declared themselves to be very dissatisfied in values
1–2 of the scale. Additionally, the likelihood of repeating the experience in this very same
establishment was measured on a scale of 1 to 5 equally, with value 1 being very unlikely to
repeat and value 5 very likely to do it. The results show that 76.5% of users would return
with high likelihood to such establishment in the near future, with values 4–5 in the scale.
Such a result indicates that the current measures seem to be in line with the requirements
and concerns of the users. On the other side, only 3.9% of them stated they would not be
eager to repeat this same visit.
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Table 4. Level of satisfaction and probability of repeating the experience in this very same establishment.

1 2 3 4 5 Sample Mean

Satisfaction 7 13 51 169 66 3.89
Probability of repeating the experience 10 12 50 143 91 3.95

Subsequently, a descriptive analysis of the level of confidence of users in case of
application of new measures was carried out, with a scale between 1 (no confidence) and
5 (full confidence). Further, users were also asked about their likelihood of repeating the
experience in the establishment if a set of new measures proposed were subsequently
applied (see Table 5). Results show that, in general, the application of new measures
would generate greater confidence among users. The aspects of monitoring and reporting
information to customers were quite well rated, for example in being applied to monitor
cleaning and disinfection (4.14), air and ambient quality (4.13), specific furniture once more
(3.93), or applied technologies to follow social distancing measures (3.97), or the detection
of thermal anomalies in customers at establishments (3.89). Detection in wastewaters and
use of mobile devices to receive instant feedback were also valued by customers as new
measures reporting more safety and security to visitors as shown in Table 5.

Table 5. Level of confidence and likelihood of repeating the experience in case of applying the
following measures.

1 2 3 4 5 Sample Mean

Confidence if New Measures are Adopted
Indoor air and ambient quality monitoring 2 4 62 120 118 4.13
Detection of viral presence in wastewater from the establishment 5 21 95 82 103 3.84
Sensor monitoring of social distancing measures 3 9 76 123 95 3.97
Temporary monitoring of cleaning and disinfection in spaces and rooms 2 2 58 131 113 4.14
Non-invasive technologies for the detection of thermal anomalies in people 4 12 80 125 85 3.89
Integration of all the above data in a mobile application for user access 26 13 68 131 68 3.66
User access in real time to all the previous data from their mobile 25 12 72 117 80 3.70
Specific furniture that minimizes the risk of contagion 4 5 82 132 83 3.93

Likelihood of repeating the experience if new measures are adopted 1 7 28 140 130 4.28

Regarding the likelihood of repeating the experience, findings show a high probability
if all the proposed new measures were implemented. In this case, the mean is of 4.28 (out
of a maximum of 5 points), which shows that if the new measures were adopted, the
probability of repeating the experience would increase regarding the current situation rated
previously on a 3.95 value of Table 4.

3. The Impact of Anti-COVID Measures on Tourists’ Behavior

Growing competition amongst tourist destinations and firms in the hospitality sector
highlights the strategic importance of customers’ loyalty. The benefits of loyalty are related
to the ability of converting a tourist’s visit into a stable relationship with a crucial impact
on profitability and continuity of the organizations [8–11]. In marketing research, loyalty
is analyzed as a multidimensional concept including behavioral and attitudinal compo-
nents. In this vein, consumers’ loyalty is defined as the “intention to repeat purchase” or
“the intention to revisit” under the behavioral approach; while the attitudinal approach
stresses the positive attitude towards the product and interprets loyalty as “willingness to
recommend the product to others”. Notably, this dimension of loyalty, i.e., the intention to
recommend, is of special interest provided that opinions and recommendations by others
count between the most relevant sources of information used by tourists in the process of
choosing a particular destination to be visited. In this research, we adopted a behavioral
point of view, and customer loyalty was measured by “the intention to repeat the visit”.
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Academic and empirical literature has also emphasized the relationship between
customer satisfaction and loyalty issues. In this way, positive experiences tend to become
specific in behavior as an increased willingness to repeat the visit or repurchase the prod-
uct [12–14]. Thus, customers’ satisfaction likely acts as a precursor variable for loyalty, or at
least as the literature has remarked, they show a quite closer relationship and co-evolution
(see, i.e., [15]). Therefore, we first examine an initial hypothesis regarding the positive effect
of overall satisfaction with anti-COVID measures on revisiting intentions.

Figure 1 depicts a scatterplot of the responses obtained for these two variables in the
survey, suggesting the existence of a positive relationship. The strength of this association
was also evaluated by computing the polychoric correlation coefficient between the vari-
ables. The coefficient was shown to be of 0.7931. This value is quite high, which indicates
that there is a strong positive association of around 80% between the likelihood of repeating
the visit and previous overall level of satisfaction of customers with the anti-covid mea-
sures applied. In fact, it appears that higher levels of satisfaction relate to higher intention
to return.
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Figure 1. Relationship between consumers’ overall satisfaction and intention to repeat.

3.1. Anti-COVID Measures and Tourist’ Satisfaction

Once the positive influence of overall satisfaction with anti-COVID measures with
the willingness to repeat was established, we turned the focus on the empirical relevance
of each of the adopted measures previously defined. In doing so, the overall level of
satisfaction expressed by customers of HORECA establishments was related to the user’s
confidence arising from the application of each individual measure plus individual profiles
of visitors. The aim was to ascertain two key aspects related to consumer satisfaction:
which measures do tourists actually rate, and how do they rate them.

To relate the degree of user satisfaction to a set of factors of interest, we considered
an ordered logit modeling approach, which allows us to consider the discrete and ordered
nature of the dependent variable [16]. In this model, the response variable is viewed as the
discrete realizations of an underlying, unobservable continuous variable that depends on
the confidence generated by the anti-COVID measures (MEASURES) and a set of control
variables (CONTROL),

y∗i = βM MEASURESi + βCCONTROLi + εi , (1)

The observable categories are assumed to arise from y∗ as follows: yi = j i f
µj−1 ≤ y∗i ≤ µJ , j = 1, . . . , J, where the µ’s are unknown categories boundaries in the distri-
bution of y∗, with µ0 → −∞ and µJ → +∞ . Finally, βM and βC are vectors of coefficients,
and εi is a random error term.
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The main estimation findings are shown in Table 6. Given that most of the responses
obtained were concentrated in only three categories of the proposed response scale, in the
subsequent analysis, the first three categories are integrated into a single one. Consequently,
for estimation of the ordinal logit specification, the dependent variable was defined by three
possible levels of satisfaction which are shortlisted as “high”, “moderate”, and “relatively
low”. The control variables were, in general, statistically insignificant, despite adding joint
explanatory power to the estimated equation. In this regard, only the type of establishment
visited appeared to be significant in shaping the level of user’s satisfaction, which was lower
for restaurants and cafeterias than for hotels. In contrast, other factors defining the user’s
profile, such as age, gender, level of education, or whether they travel alone or accompanied
did not exert a clear influence on the level of perceived satisfaction. As for the impact of
anti-COVID measures on satisfaction, the results show that disinfection measures, use of
specific isolation furniture among clients, capacity or crowdedness avoiding restrictions,
social distancing, hygiene of employees, and ICTs for post-COVID scenario appeared to be
the most related to satisfaction of customers. Air renewal was also significant, as well as
the rest named before, despite lower relevance shown. All these findings were computed
according to the relative importance of each of the variables from their impact on the
predictive ability of the model, included in Table 6 as the relative importance metric (r.i.)
for each of the explanatory variables in the model (see [17]).

Table 6. Ordinal logit model for consumers’ overall satisfaction.

coeff. s.e. p-Value r.i. s.e. p-Value

Confidence from measures
Disinfection 0.7175 0.2640 0.0070 17.0676 0.0169 0.0000
Employees hygiene 0.2421 0.2561 0.3452 12.7859 0.0135 0.0001
Social distancing 0.3135 0.1950 0.1090 13.7250 0.0135 0.0000
Capacity restrictions 0.4189 0.2266 0.0656 13.5790 0.0154 0.0000
ICTs 0.3319 0.1912 0.0836 12.1279 0.0131 0.0000
Air renewal 0.1816 0.1473 0.2188 7.8836 0.0099 0.0009
Furniture 0.4855 0.1647 0.0035 13.8931 0.0172 0.0007

Age −0.0020 0.0100 0.8373 −0.2160 0.0021 0.6607
Level of studies

Primary —
Secondary −0.0774 0.4681 0.8687 −0.1402 0.0019 0.7596
Tertiary 0.1505 0.4974 0.7624 0.1930 0.0022 0.7153

Gender
Male —
Female −0.2722 0.2775 0.3275 −0.2249 0.0027 0.7224

Company
With family —
In group −0.1488 0.4400 0.7355 −0.3213 0.0022 0.5422
Alone/with couple −0.0372 0.3636 0.9185 −0.1843 0.0020 0.6926

Visited establishment
Hotel —
Restaurant and Café −1.0268 0.3304 0.0021 −7.2709 0.0128 0.0168

Residence
Spain —
Rest of the world 0.2016 0.2969 0.4978 0.3873 0.0035 0.6441

Cut-off parameters
0|1 7.5723 1.2445 0.0000
1|2 11.7298 1.3789 0.0000

Dependent variable: Consumers’ overall satisfaction; residual deviance: 394.7425; AIC: 428.7425; n = 301 cases
used in estimation of a total sample size of 306; R-squared: 0.423; correct predictions: 74.42%; McFadden’s
rho-squared: 0.3412; s.e. stands for standard error of the estimate; r.i. stands for relative importance; — indicates
reference categories.

The indicators of relative importance for the explanatory variables in the model
confirm that the different variables characterizing the profile of users were hardly relevant
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in explaining the level of satisfaction obtained and, once again, the type of establishment
visited was the only significant factor. However, the findings related to the anti-COVID
measures now show a different scenario, where they all play a relevant role as predictors of
the level of satisfaction achieved by users. Finally, it is noteworthy that, as a whole, the
anti-COVID measures were responsible for approximately 91% of the explanatory power of
the ordered logit model for user’s satisfaction (the remaining 9% corresponds to the control
variables included in the specification, so they still play a role, and consequently stay in the
final specification of the model).

3.2. New Anti-COVID Measures and the Probability of Repeating the Visit

As we have previously shown, anti-COVID measures increase the user’s satisfaction,
with a higher degree of satisfaction being associated with a higher probability of repeating
the visit to the establishment. In the case of measures that have not yet been implemented,
it is not possible to include the satisfaction items, as information is absent on these data. On
the other hand, we do have information on the intention to repeat the visit to the establish-
ment in case new anti-COVID measures are implemented. Since the latter probability level
is clearly influenced by the satisfaction obtained in the visit already made, the specific effect
of the new measures can be assessed by examining the difference between the probability
of repetition based on the current measures, REPEATA, and the probability of repetition in
case of implementing the new measures considered, REPEATN,

∆REPEAT = REPEATN − REPEATA . (2)

The interpretation of this new variable is immediate. Since the interviewed users
evaluated the likelihood of repeating the experience on a scale of 5 levels (from 1—not very
likely to 5—very likely), the variable ∆REPEAT only takes values in the range between
−4 and +4. Negative (positive) values are indicative of a negative (positive) effect of the im-
plementation of the new measures on user’s satisfaction, while a value of 0 is representative
of a situation of indifference (the new measures would not condition users’ decisions).

The distribution of the values of the variable ∆REPEAT suggests that for a significant
part of users (58.1%), the eventual implementation of new anti-COVID measures would not
alter their intention to repeat visits to the establishment. Alternatively, for 33.66% of users,
the new measures would lead to an increased likelihood of repeating their visit. Finally, the
new measures reduce the likelihood of repeating visits to the establishment for only 8.18%
of users.

The next question we considered is related to the individual effect of each of the new
anti-COVID measures included in the questionnaire on the probability of repetition. For this
purpose, the variable ∆REPEAT was recoded into three categories (−1, 0, +1) comprising
negative, null, and positive values, respectively. Since ∆REPEAT is an ordered discrete
variable, the econometric specification chosen was again an ordered logit model where the
confidence in each of the new measures expressed by users were included as explanatory
variables. The structure of this specification is analogous to that in Equations (1) and (2)
and, additionally, the latent indicator (of the effect on the probability of repetition in this
case) is represented as follows:

y∗i = βN MEASURESN
i + βCCONTROLi + vi , (3)

where MEASURESN
i stands for the new anti-COVID measures; βN and βC are vector of

coefficients; and vi is a random error term.
The estimation of the ordered logit model for the dependent variable ∆REPEAT is

shown in Table 7. We also present the relative importance measures associated with each
of the explanatory variables in the model. These results suggest that the new measures
aimed at monitoring air quality, and cleaning and disinfection of the spaces were the
most important drivers of the likelihood of repeating willingness. Measures for detecting
the presence of viruses in the wastewater of the establishment also appear to be a factor
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favoring subsequent visits by users. Finally, it is somewhat surprising that the rest of
the proposed measures either did not affect the likelihood of repeat visits significantly
or did it negatively. This is, in fact, the situation for sensor monitoring of compliance
with social distance measures or the introduction of furniture that minimizes the risk of
contagion, which were interpreted by users as an added annoyance and not as actions
aimed at containing transmissions.

Table 7. Ordinal logit model for changes in consumers’ intention to repeat.

coeff. s.e. p-Value r.i. s.e. p-Value

Confidence in new measures
Air quality monitoring 1.0011 0.2496 0.0001 27.1789 0.0084 0.0060
Detection of viral presence in wastewater 0.1844 0.1938 0.3423 8.2557 0.0032 0.0289
Monitoring of social distancing −0.2685 0.2129 0.2084 −3.9915 0.0011 0.0022
Monitoring of cleaning and disinfection 0.8782 0.2472 0.0004 22.9608 0.0078 0.0124
Non-invasive detection of thermal anomalies −0.3995 0.1959 0.0423 −3.4641 0.0018 0.1110
Data integration in apps 0.3708 0.2138 0.0840 2.4594 0.0028 0.4502
User access to monitoring data −0.2766 0.2140 0.1973 −1.2670 0.0017 0.5172
Specific furniture −0.2692 0.2083 0.1972 −4.0069 0.0012 0.0051

Age 0.0067 0.0090 0.4570 1.7017 0.0027 0.5990
Level of studies

Primary —
Secondary −0.7050 0.4307 0.1027 −3.6752 0.0035 0.3712
Tertiary −0.4257 0.4556 0.3509 −1.0436 0.0012 0.4639

Gender
Male —
Female −0.0135 0.2507 0.9571 −0.1606 0.0015 0.9271

Company
With family —
In group −0.6691 0.4178 0.1104 −4.3785 0.0038 0.3285
Alone/with couple 0.1617 0.3340 0.6286 3.0398 0.0030 0.3849

Visited establishment
Hotel —
Restaurant and Café 1.1577 0.3209 0.0004 10.5299 0.0055 0.1018

Residence
Spain —
Rest of the world −0.2320 0.2708 0.3921 −1.8865 0.0028 0.5739

Cut-off coefficients
−1|0 2.3014 1.1428 0.0450
0|1 6.1066 1.2173 0.0000

Dependent variable: Changes in the likelihood of repetition; residual deviance: 460.8083; AIC: 496.8083;
n = 301 cases used in estimation of a total sample size of 306; R-squared: 0.08521; correct predictions: 64.12%;
McFadden’s rho-squared: 0.1338; s.e. stands for standard error of the estimate; r.i. stands for relative importance;
— indicates reference categories.

4. Discussion

In the previous section, we analyzed the effect of the anti-COVID measures imple-
mented by hospitality establishments in response to the challenges posed by the pandemic
to the activity in the tourism HORECA sector. The analysis focused on the impact on
satisfaction of the users, which is understood as a precursor of tourist loyalty. In this regard,
the literature has acknowledged the link between satisfaction with the tourist experience
and an increase in the intention to repeat the visit to the establishment or even revisiting the
destination. Moreover, tourists’ satisfaction is also related to their perception of the quality
and image of a destination and favors word-to-mouth comments and recommendation.

From the point of view of managers, a better insight into the factors that influence
satisfaction among their customers is fundamental since this variable determines their
future intentions. Noteworthily, customers’ satisfaction is related to their expectations,
i.e., their predictions and beliefs about the service, as well as to aspects that are under
the control of the supplier. In this regard, the ability to identify effective measures is
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a key element for the design of business strategies aimed at fostering higher levels of
client loyalty.

Our results support previous ones in the literature, regarding the relationship between
tourists’ satisfaction and the likelihood of revisiting an establishment. As a novelty, the
focus was on the impact of measures designed to ensure the safety and security perceptions
of customers, while minimizing the likelihood of contagium in a post-pandemic context.
Taken together, the measures yet implemented by the establishments reveal themselves
effective as a means to improve satisfaction and the willingness to repeat. However, mea-
sures related to disinfection of facilities are found to be the most influential on customers’
satisfaction, whereas those involving indoor air renewal system were revealed as the least
effective. This result is likely explained by the preference for consumption outside the
premises in cafés and restaurants along with the efforts made by the hotels to keep contact
between their customers to a minimum. In general, however, it is important to note that
many of the proposed measures, such as isolation, furniture, control of the state of the
establishment, and health condition of the customer at the entrance, were quite valued
along the stages of the study, with particular disinfection monitored and transmitted to
customers being very important at these first “new normality stages”, and even Information
and Communication Technologies (ICTs)-related measures could play their role at this
extent, either providing new information to customers instantly, or transmitting it to their
smart phone devices.

This study also pays attention to the potential effect that new measures might have
on customers’ behavior. By analyzing their impact on the probability of repetition, the
results suggest that measures aiming to monitor air quality and cleaning and disinfection of
premises are the most relevant in practice once again, so people’s behavior is still in a stage
of fear of a rapid virus contagion (in this case, maybe anticipating the return to on-premise
consumption). The remaining anti-COVID measures were found to be either less relevant or
sometimes detrimental when their objective was raising customers’ repeating behavior. The
latter, although surprising at first glance, is an interesting result that reflects an increasing
preference of consumers for enjoying their leisure time in normalized environments. Here,
the conclusion is that once the risks posed by COVID are controlled for, customers do
not much appreciate the implementation of new measures that might even be perceived
as intrusive. For managers, this finding is a warning against the consequences of over-
intervention, as new anti-COVID measures might prove to be social and individually
intrusive, an undesired collateral effect of the COVID episode.

5. Conclusions

Taking into account the general context generated by the COVID-19 pandemic, and
regarding the impact on tourism, this work has explored the potential contribution that a
range of measures implemented by establishments of the hospitality industry (HORECA)
could provide to safety and security perceptions of visitors in a recovery setting. In
particular, we analyzed how these anti-COVID measures influence tourists’ satisfaction
with the service and stimulate their willingness to repeat. As it is widely acknowledged,
repetition of the visit may be considered as an indicator of customer loyalty, so our findings
are of special relevance for destination managers. In this regard, loyalty emerges as a key
pillar in increasing competitiveness and success of destinations, since repeat visits would
help to recover and consolidate the flow of tourists to harmed destinations. It would also
ease the matching between the preferences and needs of the users and the characteristics of
the tourism supply in a secure setting.

Empirical findings presented in this study drew on a survey to tourists visiting the
Spanish Region of Murcia in 2021, who were asked about their perception of a compre-
hensive list of anti-COVID measures, such as disinfection, social distancing, capacity
restrictions, contactless technologies, air renewal systems, or the use of specific furniture
aimed to minimize the risk of contagion. Once confirmed the positive link between overall
satisfaction of the tourist with the application of these measures and their intention to
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repeat, the question of which specific measures were the most relevant was evaluated
through an ordered logistic regression model. Summarizing, our main results suggest
that all of these measures play a relevant role in increasing satisfaction and promoting
tourists’ loyalty. Interestingly, among the list of measures presented, those associated
with disinfection, social distance, and monitoring and reporting instant information to the
customer have been revealed as the most effective. However, all of them seem to play a role
in this setting, at one stage or another, despite more invasive and tech-related measures
not being very well understood by visitors, fearing to be too much scanned in their daily
lives, and particularly when on vacation. In a second stage, we also addressed the effect
of applying additional anti-COVID measures on satisfaction and repetition. In this case,
we found that its impact on the tourists’ intention to repeat would be rather negligible
or even detrimental. For managers, this result should be interpreted as a warning of the
potential risks of excessive intervention and calls for continuous monitoring of consumers’
perception of as yet implemented measures when the objective is fostering their confidence
and loyalty to a destination or service.

From a managerial point of view, all these results would be showing that direct
measure are still at the top of the ranking in terms of a customer’s perception of safety and
security, including social distancing, control of crowds at establishments, cleanliness by
employees, and reports to the smart phones of customers. Water and air control would
be gaining room as we think in a second stage of the recovery, while more ICT-related
measures perhaps will not become so necessary at all, or could even bring a negative
perception from users. In sum, all the findings in the present research have allowed us
to give a wide picture of the feelings of tourists in the summer-autumn of 2021, so we
hope that current developments of the pandemic at a global and EU scale give shape
to all these recommendations in the mid-run, when visitors start to look to another side
of the establishments’ competitiveness and related factors driving their satisfaction and
repeating intentions.
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