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Abstract
The impact of the Covid-19 pandemic on restricted mobility and a devastating economic
development in various sectors has changed renewed interest in the future of tourism,
especially in the Hospitality Industry. This study sought to examine the Theory of Planned
Behavior in the context of hotel staycation during the Covid-19 pandemic. Paired t-tests and
the structural equation modelling were applied to assess the 230 responses of Generation Z in
Indonesia for the first and second quarters of 2021. The finding showed that attitude, perceived
behavioural control, and subjective norms affect the hotel staycation intention during a
pandemic for Z generations. Perceived behavioural control plays the most significant part.
Several findings are provided on how the generation perceives travelling during the COVID-19
pandemic and encourage them to resume travelling after the travel restriction is lifted.
Theoretical and practical implications are discussed. The viewpoint proffered in this study
provides scopes of the hospitality industry in terms of hotel staycation programs to maintain a
resilient economic strategy during the pandemic.
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Introduction
The travel and tourism industry faced a challenging year impacting the global economic catastrophe
caused by Coronavirus Disease 2019 (Covid-19) (UNWTO, 2020a). National economies, including tourism
systems such as cruises, transportation, accommodation, food and beverages Industry, and events, were
affected by the travel restriction in scale local, regional, and international (Gossling, 2021). The average
revenue per available room (RevPar) fell nearly 90% in the second quarter of 2020 due to travel bans and
tourists' fear of being stranded and is expected to continue to decline. (Courtney,2020). Many businesses
almost closed or huge losses since travel consumption limitation (Wen et al., 2020). There is a risk of about
50 million jobs in travel and tourism globally, warned by The World Travel and Tourism Council (Nicola et
al., 2020). Marriott International (which employs nearly 174.000 people) prepared to lay off tens of
thousands of jobs on the other side in the hospitality industry. At the same time, Hilton Worldwide also
told lenders on March 5, 2020, that they will be borrowing a precautionary %1.75 billion under a revolving
loan to conserve cash and retain stability "because of global market instability."
Subsequently, for developing countries such as Indonesia, hotel occupancy declined in April 2020 and
continued to drop until September 2020. Before September, the occupancy has seen been a steady
increase since the beginning of the pandemic. It recorded the lowest performance rate of 12.67 per cent
after the initial Covid-19. It then increases to 32.93 per cent in August 2020 as the highest level since the
first quarter of 2020, before falling in September. The large-scale social restriction impacted this situation
in several regions with border closures to prevent the virus from spreading. Indonesia was lost around
seventy trillion (rupiah) was recorded by the hotel and restaurant sector based on the Indonesian Hotel
and Restaurant Association (PHRI) (Parama, 2020). Throughout 2020, Statistic Indonesia (BPS) showed the
occupancy rate remaining below-average level. In October 2020, the number of tourists picked up to
158.200, which increased by 4.52 per cent from September 2020. Nevertheless, it still jumped to 88.25
per cent down from the same period last year. Most provinces were primarily driven by a domestic.
(Rahman, 2020). Overall, the Covid-19 crisis has thrown the hospitality Industry into disarray globally.
(Nicola et al., 2020). As the spread of disease slowed, policymakers began to devise plans to reintroduce
travel and re-establish economic development (Collins, 2020; Fakhruddin et al., 2020). Since the pandemic
began, consumers' expectations, preferences, and attitudes toward travel have shifted (Peters et al.,
2020). Consumers are more pay attention to health and infection risks recently. The hygiene issue should
prioritise hotel business models to build trust concerning customer health (Deloitte, 2020). The tourism
industry will undergo substantial changes in preparation for the restart, including reorganising and
introducing new protocols and standards (Lew et al., 2020).
A study was conducted among the hotel industry's revenue managers, consultants, and system providers
to examine the strategy implemented during the low-demands period during Covid-19. The results have
shown that the domestic market is the main focus. In the short run, it became the primary market and
promoted staycation packages as a flexible strategy, particularly in a pandemic. Nowadays, Staycation
packages have become popular as bundling packages with rooms and other revenue centres (Guillet and
Angela, 2020). Since travel restrictions appeared, many hospitality and tourism businesses had to pivot
their promotion to domestic or regional market segmentation. Accommodating the issues, the Slovenia
government subsidised the residents to have a staycation voucher worth 200 dollars while children were
18 years old worth 50 dollars. Approximately 15% of the hotel voucher was claimed. Most resorts are fully
booked, reporting 80%-95% occupancy in July 2020.
In contrast, the city hotel considerably has no benefit from this scheme. The potential customer preferably
spent the voucher on seaside resorts, mountain and thermal-spa accommodation that impact the forecast
on the last quarter, especially in weekend season. This strategy would be quite a success for the Slovenian
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Tourism Industry (Cvelbar & Marko, 2020). In the same vein, Singapore residents supported the staycation
stimulus during the Covid-19 pandemic. More than 200 hotels got permission to offer the staycation
packages. Based on STR, this program led to infinite occupancy in May, June, and July for more than 70%.
Several hotels were also opened for customers who need private isolation or quarantine. According to
STR, more than 200 hotels had earned official approval to sell such staycation packages as of mid-August,
resulting in absolute occupancy of more than 70% in May, June, and July. Many hotels have also housed
returning residents who needed to be isolated and quarantined (Oh, 2020). The current study focuses on
bridging the gaps by shedding light on young people's activity-travel behaviour during the Covid-19
pandemic. Based on the Theory of Planned Behaviour, the research establishes a theoretical framework
to explore the relationship between attitude, perceived behaviour control, subjective norms, intention to
travel for hotel staycation during a pandemic. The study provides a comprehensive view of understanding
customer psychology during a pandemic. The research's fundamental questions are: (1) What factors may
affect the potential customer consuming the hotel staycation during a pandemic? (2) What are the
impacts of the Covid-19 pandemic to Z generations towards hotel staycation?
To mitigate the pandemic's impact, the hotel industry needs to better insight into domestic customers'
psychology for young productive generations during the pandemic's devastating period. In the context of
the pandemic, some hotels shifted the segmentation to broaden the market. Young people have high
expectations for their travel experiences. The consumption of stay is frequently perceived as hedonistic
behaviour. They often influence the family member for their destination choice (Mignon, 2003).
Generations Z (Gen Z) are more likely to travel in this Covid-19 situation. According to Clarke (2018), GenZ is more daring, risk-taker, and adventurous than other generations. Moreover, based on the survey
conducted by Global Data, the younger traveler groups like Gen-Z are the ones who will be travelling first
once the travelling restrictions are lifted (Baratti, 2020). Therefore, these results can help the hotel
manager understand and carefully consider multiple factors determining the staycation. This study
objective is to (1) Identify factors of domestic customers consuming the hotel staycation during pandemic
using TPB and (2) examine the impact of Covid-19 pandemic to Z generations towards hotel
staycation. Empirically, the hotel industry's implications to develop a recovery strategy in coping with the
impact of the Covid-19 pandemic. This paper's remainder is organized as follows: previous studies on the
Covid-19 pandemic impact travel behaviour with various results are discussed next. The following sections
are methods, including details of the quantitative research approach using the online questionnaire
survey and presenting the analysis techniques. Then the findings obtained through statistical analyses are
explained attached with the discussion. To sum up, the conclusions are described along with theoretical
and practical contributions and limitations.
The Hospitality and Tourism Industry is one of the most rapidly growing businesses yet fragile. Some
negative impacts, such as health risks, caused devastating and enduring (Rossello ́ et al., 2017). Although
the actual economic losses from tourism-related diseases depend on their relative contributions to the
national economy, travel and trade restrictions may result in significant financial losses for a country
(Huang, 2009; Smith, 2006; Otoo and Kim, 2018). Related to the theory of planned behaviour, people's
social behaviour is understandable. While people's beliefs may be irrational or biased, their behaviours,
subjective standards, and expectations of behavioural regulation are expected to follow logically from
these beliefs, resulting in a behavioural objective and, eventually, an action consistent with the overall
tenor of the thoughts. Theorist argue that human action may be automatic or habitual, which contradicts
this view (e.g., Aarts & Dijksterhuis, 2000; Aarts, Verplanken, & van Knippenberg, 1998; Bagozzi, 1981;
Fazio, 1990; Ouellette & Wood, 1998; Ronis, Yates, & Kirscht, 1989; Triandis, 1977). The theory of planned
behaviours (TPB) has been widely used to study tourists' purchasing habits (Erul et al., 2020; Park et al.,
2016).
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The TPB involves attitude, perceived behaviour control (PBC), and subjective norms (SN), which explains
the decision-making process which describes how decisions are made (Ajzen, 1991). The favourable or
unfavourable assessment of behaviour is referred to as an attitude. Perceived behaviour control denotes
a person's assessment of how difficult the behaviour is to perform. Perceived social pressure to conduct
the behaviour is referred to as social norm. In this analysis, these three factors will be examined to see
how they influence tourists' hotel consumption intention towards pandemic (Wang et al., 2020).
According to Lin & Chiang (2020), the research was conducted in Taiwan during a pandemic. The results
found that international hotels with high facilities, products, and services have suffered in revenue
compared to resorts in scenic areas. The less affected hotels were global chains. (Lin & Chiang, 2021). In
the aftermath of epidemic outbreaks, previous tourism research has concentrated mainly on the patterns
of recovery (Cheer, 2020), examining how infectious diseases affect tourist arrivals and movements (Shi
et al., 2020), examining how various outbreaks affect travellers' lifestyles, and expectations (Wen et al.,
2020), or calculating the economic consequences. However, our understanding of the decision-making
process and travel intentions in pandemic situations is still inadequate (Sandra et al., 2020). As a result,
the theory of expected behaviour (TPB) helps model their behaviour in terms of travel intention during
the Covid-19 scenario. However, this principle is well-known and implemented in various fields (Sandra et
al., 2020).
Attitudes, Perceived Behavioral Control and Subjective Norm
According to previous research, Wen et al. (2020) found that Covid-19 temporarily affects Chinese citizens'
lifestyles, travel, and Indonesian community life (Sasmita et al., 2020). Travel intention is also influenced
by multiple risk factors felt by the tourist, and the perceives of safety. The risk’ factors can impact the
tourist anxiety in perspectives of what might happen to them while travelling (Wachyuni and
Kusumaningrum, 2020). Attitude and desire are affected by tourism tendency and the trip, linked to
psychological factors such as awareness and new travel attitude preferences. Hygiene, food, and
accommodation all affect safety and hygiene (Riestyaningrum, Ferdaos & Bayramov, 2020). Some
researchers have looked into the impact of one's attitude toward travel intention (Jalilvand et al., 2012;
Gardiner, King & Grace, 2013; Yoon & Uysal, 2005). According to Jalivand (2012), attitude significantly
impacts travel intention, supported by Gosal et al., 2020; Amalia, 2018. Therefore, the following is the
proposed hypothesis based on literature:
H1: Attitudes has a positive influence to travel intention during the Covid-19 pandemic
The PBC is an individual's assessment of the ease or difficulty of completing a task. The more individuals
believe in the availability of resources and opportunities, the more they think they have power over their
actions (Ajzen, 2005). However, despite entirely neutral attitudes and subjective norms, PBC has produced
behavioural intention (Lokhorst & Staats, 2006). Consequently, PBC is thought to increase a person's
appetite and behavioural purpose (Perugini & Bagozzi, 2001). Since the urge to perform a behaviour drives
the intention to perform the behaviour (Perugini & Bagozzi, 2001), hence this study hypothesised that:
H2: Perceived behavioural control has a positive influence to travel intention during the Covid-19
pandemic
When making decisions or conducting behaviours, people follow or consider the advice of significant
referents (e.g., friends, relatives, and co-workers (Meng & Choi, 2016). Subjective norms, including
attitude, indirectly affect behavioural intention through desire (Perugini & Bagozzi, 2001). Based on a
study conducted in China, the results found the attitude and subjective norm impact the hotel choice
(Wang et al., 2020), which aligned with previous research of TPB (Park et al., 2016). As a result of the
previous discussion, the following hypothesis is presented:
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H3: Subjective Norm has a positive influence to travel intention during the Covid-19 pandemic

Figure no. 1: Research Framework (Theory of Planned Behavior)

Methodology
This study employed an online survey to collect the data. The total 230 respondents of this study are Gen
Z (Aged between 18 to 26). The respondents for this study were mainly recruited via a purposive sampling
technique. Furthermore, respondents particularly are Indonesian’s Gen Z who were born after 1994
(Mandelbaum, 2016). After that, prior to the main questions, to consider significant differences in hotel
experiences, only respondents who answered “yes” in screening questions (i.e. have you ever experienced
staying in a hotel and, or buy a staycation voucher during the pandemic?) were recruited for this study.
This study used descriptive research design with a quantitative approach, as the objective of the study is
to test the research hypotheses (Malhotra et al., 2017), more specifically, to test whether attitude,
perceived behavioural control, and subjective norms can influence Gen Z's influence to travel during this
Covid-19 situation.
Table. 1. Demographic Profile

Gender
Male
Female
I prefer not to say
Education
Secondary level or lower
High School
University
Budget to stay
Never with my budget
< Rp. 500.000 per night

Frequency

Percentage

54
170
6

23.5%
73.9%
2.6%

15
73
142

6.5%
31.7%
61.8%

8
54

3.5%
23.5%
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Rp. 500.001 – Rp. 1000.000 per night
Rp. 1000.001 – Rp. 2000.000 per night
Rp. 2000.001 – Rp. 3000.000 per night
> Rp. 3000.000 per night

117
41
8
2

50.9%
17.8%
3.5%
0.8%

As shown from Table no.1, the sample of this study is primarily female, comprising 73.9%. Most of the
respondents are studying (or already finishing) at the university level. Their budget to stay at the hotel
during the holiday is mostly less than Rp. 500.000 per night comprises 50.9% of the total respondents.
Apart from socio-demographic data, the construct items were revised from prior studies to ensure
content validity. Respondents were asked by Likert Scale type, to rate the intensity of each indicator of
variables on the survey (1 = Strongly Disagree, 5 = Strongly Agree). All items used in the questionnaire
were adapted from previous literature, in which items for measuring attitude and subjective norms were
taken from Sandra et al. (2020), items for perceived behavioural control were adopted from Bagozzi et
al.(2003), and Quintal et al. (2010), and last but not least, items to measure intention to travel were
adopted from Hsu and Huang (2012).
Results and Discussion
Evaluation of Measurement Model (Outer Model)
To assess the model, this study implemented the variance-based method Partial Least Square using Smart
PLS 3.0, with two-stage analytical procedures (Anderson and Gerbing, 1988), consisting of evaluating the
outer or measurement model and inner or structural model. The evaluation of the measurement model
in the first stage consists of reliability, convergent validity, and discriminant validity. To evaluate the
convergent validity, this study assesses the score of outer loadings of each indicator as well as the score
of average variances extracted (AVE).
Table. 2. Summary of Convergent Validity and Reliability
Variables
Attitude
Perceived Behavioral Control
Subjective Norm
Intention to Travel

No
Indicators
3
4
4
3

of Cronbach's
Alpha
0.720
0.806
0.843
0.856

CR

AVE

0.840
0.869
0.889
0.913

0.638
0.625
0.667
0.777

This study used 2 (two) criteria to assess reliability, which is composite reliability and Cronbach's alpha, in
which the score for these two criteria has to be above 0.7. As presented in table no.2, all variables used
in this model are reliable because the scores have exceeded the minimum threshold of 0.7. All items used
in the questionnaire were adapted from previous literature, in which items for measuring attitude and
subjective norms were taken from Sandra et al. (2020), items for perceived behavioural control were
adopted from Bagozzi et al.(2003), and Quintal et al. (2010), and last but not least, items to measure
intention to travel were adopted from Hsu and Huang (2012). The detail of items used in this study can
be seen in Table no.3 below:
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Table. 3. Research Instruments
Variables

Code

PBC3

In the current situation, it would be nice to have a
staycation at the hotel in short/medium term
In the current situation, it would be fun to staycation at
the hotel in short/medium term
"In the current situation, staycations at the hotel in
short/medium term would be
Whether or not to staycation at the hotel in the current
situation is entirely up to me
I have the necessary resources to have a staycation at the
hotel in the current situation
My freedom to have a staycation at the hotel is high

PBC4

For me, to have a staycation at the hotel is easy

SN1

I would be influenced by my family's opinion when
0.776
deciding to staycation at the hotel in the current situation

ATT1
Attitude

ATT2
ATT3
PBC1

Perceived
Behavioural
Control

PBC2

SN2
Subjective
Norms

SN3
SN4
INT1

Intention
Travel

Outer
Loadings

Items

to INT2
INT3

0.778
0.881
0.731
0.718
0.764
0.851
0.821

I would be influenced by my friends’/colleagues' opinions
when making the decision to staycation at the hotel in the 0.774
current situation
Most people who are important to me would support my
0.866
staycation planning in the current situation
Most people who are important to me think I should have
0.845
a staycation planning in the current situation
I intend to have a staycation at the hotel as soon as I can

0.891

I need to have a staycation at the hotel for work in the
0.869
short/medium term. I intend to do so
I need to have a staycation for leisure in short/medium
0.884
term. I intend to do so

Next, convergent validity was evaluated by assessing the Average Variance Extracted (AVE) and outer
loadings of each indicator. Based on the result, AVE for each variable is above the minimum requirement
of 0.5. Additionally, as presented in table 4.2, the outer loadings of each indicator are also above 0.7,
which is the minimum requirement for the loadings. Based on these criteria, it can be concluded that the
convergent validity has been fulfilled.
Table. 4. Discriminant Validity
Fornell-Larcker Criterion
ATT

INT

PBC

Attitude (ATT)

0.799

Intention to Travel (INT)

0.321

0.881

Perceived-Behavioral Control (PBC)

0.323

0.490

0.790

Subjective Norms (SN)

0.325

0.372

0.430

SN

0.817
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After evaluating the convergent validity and reliability, this study also evaluating discriminant validity by
assessing the comparison of the loadings of each item with the total cross-loadings, in which the loadings
of each item should be higher than the cross-loadings from the other construct. The discriminant validity
is also determined by assessing the Fornell-Larcker criterion in which the AVE of each construct should be
bigger than the squared correlation with another construct (Hair et al., 2013). As can be seen in Table no.4
and Table no.5, all requirements for discriminant validity are also fulfilled.
Table. 5. Cross-Loadings

ATTITUDE

INTENTION TO TRAVEL

PRCVD.BEHAVIORAL
CONTROL

SUBJECTIVE
NORMS

ATT1

0.778

0.191

0.19

0.147

ATT2

0.881

0.321

0.363

0.34

ATT3

0.731

0.231

0.178

0.249

INT1

0.236

0.891

0.457

0.308

INT2

0.286

0.869

0.372

0.361

INT3

0.325

0.884

0.462

0.317

PBC1

0.273

0.221

0.718

0.368

PBC2

0.308

0.316

0.764

0.392

PBC3

0.258

0.434

0.851

0.392

PBC4

0.223

0.486

0.821

0.261

SN1

0.216

0.188

0.215

0.776

SN2

0.2

0.222

0.226

0.774

SN3

0.311

0.394

0.495

0.866

SN4

0.294

0.331

0.355

0.845

4.2 Evaluation of Structural Model (Inner Model)
This study conducted bootstrapping method with 5000 resamples to test the significance of each path
coefficient as well as to test the research hypotheses (Hair et al., 2016). Standardized coefficient estimates
indicated that the path between attitude and intention to travel (β = 1.48; p < 0.05) between perceived
behavioral control intention to travel (β = 3.72; p < 0.05) as well as between subjective norms and
intention to travel (β = 1.64; p < 0.01) were all significant and positive, which supported the hypotheses
proposed in this study. The detail of this analysis is presented on Table no.6 and Figure 2 below:
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Figure 4.1. Structural Model
Source: Author

Based on the analysis of data, the explanatory power of the model used to explain intention to travel
reached 28.2%. This implies that 28.2% of the variation of intention to travel during Covid-19 can be
explained by the theory of planned behaviour, which consists of attitude, perceived behavioural control,
and subjective norms. As for the remaining 71,8%, it is accounted to the external factors that were not
included in the model.
Table. 6. Path Coefficients
Path

Beta

t-value

p-value

Decision

Adj R2

f2

H1

ATT > INT

0.148

2.173

0.030*

Accept

0.282

0.026

H2

PBC > INT

0.372

6.047

0.000**

Accept

0.152

H3

SN > INT

0.164

2.115

0.034*

Accept

0.030

* denote significance at the 5% levels, ** denote significance at the 1% levels
As can be concluded by the result, the factor that contributes the most to the intention to travel is
perceived behavioural control, reflected by its beta score, which is higher than the beta of two other
factors. This result shows a similar pattern with the research from Martin et al. in 2011, which found that
perceived behavioural control to be one of the most important factors in the formation of travel intention
(Martin et al., 2011). Perceived behavioural control, in general, portrays the confidence of an individual
in performing a certain behaviour (Bandura, 1982). If this behaviour is perceived to be too difficult to
commence, or if an individual feel that the barrier to perform the aforementioned behaviour is too many,
then this will hinder them from performing the behaviour (Jalilvand and Samiei, 2016). In the context of
travelling, perceived behavioural control could be related to the choice of destination or the choice of
whether to travel or not. In this study, the context of behavioural control is more on the decision of
whether to have a hotel staycation or not during this covid-19 situation. The result shows that if individuals
feel confident in their ability to travel during this pandemic era, then the likelihood of their staycation is
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higher. Moreover, if the individuals feel that the barrier of travelling in this Covid-19 is not too lifethreatening or can be handled, then this will also increase their likelihood to staycation in. In this sense,
if the hotel management wants to resume their business after the travel restriction is lifted, they have to
ensure that the traveller has enough self-confidence to travel. They also have to ensure that perceived
barriers that can hinder the consumer from travelling are organized well or even reduced. This can be
done by making sure that the hotel management has complied with all the health protocols, like the
restriction of a maximum number of visitors, the availability of sanitation facilities, and so on. In addition,
the hotel management can also apply for the additional safety or cleanliness certification to further ensure
the traveller that their place is secure and safe.
The second factor that can also influence intention to travel is attitude. This result is in line with the result
of Hsu (2013), which postulated that attitude plays an important role in determining the intention to visit
a recreation spot. If the individuals perceive a specific behaviour to be positive and favourable, then the
likelihood of them conducting this behaviour will be more significant (Zhang et al., 2020). In the context
of this study, if the individuals view that hotel staycation during the Covid-19 situation after the travel
restriction is lifted as something safe and positive, then there is a big chance that they would do it.
Therefore, it is essential for the hotel management to build a positive image of their own place to show
that it is entirely safe and secure for the consumer to visit. This positive image can be made by installing
a proper health protocol or educating the staff about the health protocol. Then it is essential to publicize
or communicate all the efforts that have been taken to consumers so that they know that the place is
entirely safe. Suppose the consumers understand and acknowledge that the hotel management has taken
a proper procedure. In that case, this will make them form a more positive attitude about the hotel,
encouraging them to visit the aforementioned destination. The last factor of the proposed model is
subjective norms, which are also significant in influencing intention to travel. The ability of subjective
norms to influence intention has been acknowledged in many contexts in marketing, including in tourism
(Quintal et al., 2015). According to Abassi et al. (2019), the decision to visit a hotel is heavily influenced by
individuals' views about whether their decision will be approved by their significant others, like family or
friends. Especially in the Covid-19 situation, the decision to travel is no longer based on one's desire but
depends on the approval of the individual's surroundings. This result can give insight for the hotel
management about the importance of subjective norms in their effort in resuming the business. Hotel
management can make use of the subjective norms in the designation of their marketing and promotional
campaign. For example, in making advertisements (safe for the family, fun for the family) or the
designation of sales promotion (package deals, referral code, etc.).

Conclusions
Travel behaviours are significantly different during pandemic situations than typical (pre-pandemic)
situations, owing to government restrictions and individual fear of infection. This study presented the
results of a quantitative survey of young generations to examine the changes in staycation intention due
to the ongoing situation. Answering the first research questions, the attitude perceived behavioural
control, and subjective norms are multiple factors determining the Z generations to have a hotel
staycation during the Covid-19 pandemic. The findings also explained that the second question of this
study refers to impacts. The Z generations are more likely to deal with the effects of Covid-19 if the hotel
management applies an established health protocol and declares the hygiene focus with certification.
There are certain limitations to this study. The respondents are Z generations which may limit the
generalizability of the findings. Given the difficulty of the theoretical model, future research might use a
mixed-methods approach or qualitative analysis to improve the framework's explanations (KhooLattimore, Mura, & Yung, 2019). Subsequently, further research could consider the extensive variable for
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supporting the intention to visit, such as travel risk, people cultural values (e.g., collectivism vs
individualism) (e.g., Wen, Huang, & Ying, 2019). More research into the relationships between "travel
fear" and changes in actual travel behaviour is needed (e.g., Viglia & Dolnicar, 2020).
This study implies for theoretical. Initially, this study contributed to developing the Theory of Planned
Behaviour in the current generation's decision-making process. A comprehensive understanding of how
hospitality customers view health risks and how this affects their decisions to visit hotels is still required
(Williams and Balaz, 2015). This study fills the gap by identifying the impact of the Covid-19 pandemic that
could affect the current generation perceived. Understanding the consumer phenomenon during a
pandemic can offer insight for hotel management, especially for a person who plays a dominant role to
boost their strategy in running the business during the suffering period. Mainly, the hotel management
could provide more information on planning and taking action in the study to prevent Covid-19.
Furthermore, authorities can create emotional appeals to positively reframe COVID-19 or increase public
acceptance of COVID-19's reality.
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