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Abstract

COVID-19’s worldwide ramifications are unknown, as the world is currently engulfed within
one of the most serious last century’s health and humanitarian disasters. Health and safety
problems, political changes, economic instability, natural disasters and disease outbreaks
threaten tourism. The danger associated with taking a vacation is increased by the global
pandemic, not just due to the unknown state of the vacationer in the destination but also
because of the possible negative repercussions. Thus, this research fills the gap by analysing
the influence of the Theory of Planned Behaviour (TPB) predictors (namely attitude, perceived
behavioural control and subjective norm) and perceived risk towards vacation intention and
willingness to pay amid local vacationers in Malaysia during the pandemic of COVID-19. The
acquired data from 181 completed responses were analysed using SmartPLS software.
According to the findings of this study, TPB predictors (attitude, perceived behavioural
control, and subjective norm) have a positive influence on vacation intention, perceived risk
has a positive influence on TPB predictors (attitude and perceived behavioural control), and
vacation intention has a positive influence on willingness to pay. The practical contribution of
the research could contribute to the considered actions to foster the necessary decision-
making to restore the domestic tourism market.

Keywords: Theory of Planned Behaviour, Perceived Risk, Vacation Intention, Willingness to
Pay, Vacationers, COVID-19.
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Introduction

COVID-19’s worldwide ramifications are unknown, as the world is currently engulfed in one
of the most severe health and humanitarian disaster in the last millennium. Tourism is one of
the industry’s most vulnerable to health and safety concerns, political changes, economic
instability, natural disasters and outbreaks of diseases (Cakar, 2020; Chuo, 2014). According
to Almeida and Silva (2020), COVID-19 is likely to dramatically impact the economy,
particularly in the tourism industry, for a country where tourism is exceptionally vital. Global
tourism is expected to fall by more than 70 per cent in 2020 (United Nations World Tourism
Organization [UNWTOQO], 2020). Due to the COVID-19 pandemic, international tourist arrivals
(overnight visitors) decreased by 72% from January to October 2020 compared to the same
period in the previous year. This decline was caused by delayed virus containment, low tourist
confidence, and still-strict travel restrictions (UNWTO, 2020).

From January to October of 2020, there was a decline in arrivals of 82% in Asia and the
Pacific (UNWTO, 2020). Domestic air travel has largely reverted to pre-COVID levels, despite
the fact that foreign demand for vacations remains strong and domestic tourism continues to
grow in several key countries, such as China and Russia (UNWTO, 2020). UNWTO (2020) said
that based on current trends for the entire year of 2020, international arrivals are expected
to drop by 70 per cent to 75 per cent. This implies that international tourism may have
returned to the past 30 years. Travel restrictions, along with slow containment of viruses and
low confidence among vacationers, are seen by experts as significant obstacles to the
resilience of international tourism (UNWTO, 2020). Domestic tourism is helping many places
recover, but only barely, as it does not compensate for the drop in international demand. As
of 23 February 2021, a total of 111.2 million confirmed cases of COVID-19 worldwide,
followed by 2.4 million deaths. Total recovered cases are 87.8 million, with the total number
of active cases being 21.9 million (BBC News, 2021). In Malaysia itself, the total confirmed
cases are 288,229, with the total recovered cases being 256,678. Total death cases are 1,706
and active cases are only 30,475 (Crisis Preparedness and Response Centre [CPRC], 2021). The
state of Selangor records the highest number of cases with a total of 96,237 and the lowest
number in Perlis with 207 total cases. As for the R-value (the likelihood of positive cases to
others in the time of the susceptibility) is in 0.96 value (CPRC, 2021).

One of the unintended outcomes of the war against the virus is the paralysis of
productive operations, which has significant repercussions for economies and societies all
over the world (Bapuji et al.,, 2020). After manufacturing and commaodities, tourism is
Malaysia's third-largest contributor to GDP. On average, with 26.1 million vacationers arriving
in Malaysia, the tourism sector accounts for 94.5 billion ringgits of gross domestic product
(GDP) direct tourism contribution (Hirschmann, 2020). In 2018, this industry generated
around 5.9 percent of total GDP. In recent years, Southeast Asia’s tourism industry has seen
tremendous growth and Malaysia has been keen to capitalise on this trend (Hirschmann,
2020). In the hope of achieving the ambitious targets of 30 million vacationers and 100 billion
ringgits in 2020 vacationers’ spending, the campaign “Visit Truly Asia Malaysia 2020” was
launched. Unfortunately, the COVID-19 outbreak contributed to the cancellation of this
campaign (Hirschmann, 2020).

Low vacationers’ confidence is contributed by the perceived risk of going on vacation.
This issue is concurrent with the findings by Chen & Noriega (2004); Lepp & Gibson (2003) on
the effect on cancellation of vacation after the Nine-Eleven incident, fear of getting sick or
inadequacy of health-care. The environmental situation influences the vacation decision
among people. Kozak et al (2007) also add that perception of the risk is integral to the
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vacationer or visitor’s decision-making process. COVID-19 is thus a disastrous phenomenon
that is crushing the tourism sector into a tiny one. Travel restriction on vacation from almost
every country globally has also contributed to inhibiting tourism activity. According to
UNWTO (2020), According to UNWTO (2020), as of September 1, 115 destinations had
loosened their travel restrictions, which is an increase of 28 from the number of destinations
that had done so on July 19, 2020. This represents 53% of all destinations in the world. Only
two of these countries have removed any and all limitations, while the other 113 countries
have not done so and still have particular restrictive measures in place. 93 of the most popular
tourist locations in the world do not allow tourists beyond their borders (43 per cent of all
destinations worldwide). When compared to July 19, 2020, this indicates a decrease of 22
destinations (UNWTO, 2020). Slow containment of viruses postpones global air traffic
recovery. Global air traffic is recovering more slowly than expected and will rebound to pre-
pandemic levels by 2024 (Mchugh, 2020). The International Air Transport Association set its
prediction back by a year because of the virus’s slow containment in the United States and
developing countries. The industry is emerging from the shutdowns’ depths in April, but the
bad news is that any increase is almost invisible (Mchugh, 2020). For that reason, the
projected tourism sector will face a disastrous period of more than four years.

The vacation decision entails risk due to the global pandemic, not just because of the
uncertainty surrounding the vacationer’s situation in the destination but also because of the
potential adverse effects (Chang, 2009). Fuchs and Reichel (2006) highlighted that in the
tourism sector, there are a few different kinds of risks to consider: risk to one’s bodily or
mental health (food security, outbreaks, and mishaps are all things to be concerned about.);
the risk associated with the equipment (issues with the equipment or the organisation); risk
of the psyche (the vacationer is dissatisfied with his or her vacation); monetary risk
(unanticipated expenses); societal risk (friends and relatives’ attitudes regarding the
vacationer have shifted); and risk of running out of time (the vacation may be in futile). While
none of these instances is directly tied to COVID-19, vacationers’ concerns about health
hazards or the chance of contracting an infectious disease have influenced their activities and
destination choices in recent years (Chinazzi et al., 2020; Lee et al., 2012).

In the meantime, Hayashi (2020) said service providers seek to compensate in creative
ways for lost revenue and increasing expenditures that will reduce the economic effect of
COVID-19. Paying an extra cost or surcharge for a customer's receipt and labelling it "COVID-
19" or "sanitation" to prevent the spread of COVID-19 is one method that generates a lot of
undesirable negative publicity. Moreover, in reaction to and safeguarding against the spread
of COVID-19, Abdallah (2020) stated that many businesses and service providers are steadily
charging clients. Many businesses demand surcharges to cover the cost of additional safety
precautions, such as personal protective equipment for workers or sanitary supplies. Callahan
and Nguyen (2020) concur that many restaurants add a COVID-19 extra to their customers'
bills to cover the cost of cleaning materials, personal protection equipment for staff,
disposable menus, and other expenses. Zee Krstic (2020) added that a few businesses have
already discovered a new way to deal with these overnight changes to their livelihoods; a
COVID-19 surcharge is typically included to each bill or order as a percentage. Although some
customers may view this as unfair, this additional payment will certainly prevent the company
from incurring more pandemic-related expenses or closing its doors entirely.

The TPB (Ajzen, 1991), which is one of the most well-known theoretical frameworks in
intention analysis, is the primary focus of the present investigation (Gollwitzer & Sheeran,
2008). The focus of this research is on the varying risk impacts that have an effect on the TPB's
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antecedent of intention. The model that was developed takes into account the impact that
this intention has on willingness to pay (WTP) in order to receive a more substantial benefit
from the destination's increased security measures.

Literature Review
Perceived Risk

According to a study conducted by Lobb et al (2007), risk perception does not appear to
have a direct impact on behavioural intentions. However, it has a negative effect on attitudes,
which are the most important factor. Risk perception negatively affects product attitudes.
However, the subjective norm, such as social influence sensitivity, appears to be positively
linked (in both directions) with trust in food safety information and attitudes. Because
perceived risk is an expectation of a future loss, it is likely to have a negative effect on
attitudes toward a behaviour Quintal et al. (2010). For instance, the greater the perceived risk
of financial loss associated with a purchase, the more negative views regarding the
transaction are likely to be. As a result, the hypothesis that follows is put forth

H1: The higher the perceived risk of COVID-19, the more unfavourable the perception of taking
a vacation during the epidemic.

People’s difficulty in behaving, such as making holiday decisions, is measured by
perceived behavioural control (Lam & Hsu, 2006). The perceived risk is also likely to alter the
perception of behavioural control over actions. The greater the perceived risk of financial loss
involved with a transaction, for example, the less control people will have over the purchase.
Furthermore, people’s perceptions of control are likely to suffer when there is more
ambiguity regarding the outcome of a decision (Quintal et al., 2010). Quintal et al (2010) said
that risk could also affect the PBC over a behaviour. The more significant the perception of
potential negative harms resulting from the vacation, the less control the person feels over
that action. Thus, the hypothesis that follows is developed:

H2: The higher the perceived risk of COVID-19, the lower the perceived behavioural control
over the idea of taking a vacation during the pandemic.

Attitude

Previous research has revealed that a person’s attitude toward having a vacation at a
specific location is a key component in forecasting vacation intentions at that location,
validating the TPB’s conclusion (Bam & Kunwar, 2019; Hsu & Huang, 2012; Hsu, 2013; Martin
et al., 2011; Quintal et al., 2010; Ziadat, 2015). Ziadat (2015) discovered, for example, that
tourists’ attitudes on visiting and revisiting the destination (in Jordan) had a substantial
impact on their desire to return. In parallel, Hsu (2013) found that attitudes toward water
leisure activities greatly influence travel intentions to rivers and lakes where those activities
are possible. Hsu and Huang (2012) discovered that attitude did play a role in behavioural
intention, although it was just a little one. However, Martin et al (2011) found that attitudes
toward travelling to a different place for medical care were the most significant predictor of
medical tourism intentions. It may be claimed that the strongest beliefs were found in each
of these examples. Experience, according to Cooke and Sheeran (2004), is necessary for
confirming beliefs. Thus, a positive attitude is anticipated in Ziadat’s (2015) study. Similarly,
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one may assume that the attitude toward medical care is founded on a firm belief in its
significance.The following theory is therefore proposed:

H3: The higher the vacation intention, the more optimistic the attitude toward the potential
of vacationing throughout the COVID-19 pandemic.

Perceived Behavioural Control

Most of the previous research showed that perceived behavioural control over a variety
of relevant characteristics substantially influenced intentions to travel to a specific
destination ( Hsu & Huang, 2012; Lam & Hsu, 2006; Quintal et al., 2010; Shen et al., 2009;
Sparks, 2007; Sparks & Pan, 2009). For instance, Sparks and Pan (2009) discovered that
controlling resources like time and money was a notable predictor of visiting a target
destination. Also, according to Sparks (2007), perceived control over time and expense was
the most crucial predictor of why people wanted to go on a wine vacation. As a result, the
following hypothesis is put forth:

H4: The stronger an individual's perceived behavioural control over the potential of taking a
vacation throughout the COVID-19 pandemic, the more likely he or she would be to do it.

Subjective Norm

According to Hsu and Huang (2012); Martin et al (2011); Quintal et al (2010); Sparks and
Pan (2009); Lam and Hsu (2006) studies, there are significant associations exist between
travel intentions and subjective norms based on social factors. Simply put, the participants in
these research were more willing to visit the desired location if they believed that it would be
an appealing or prudent action to do. Lam and Hsu (2006) verified the effect of reference
groups on travel intentions. First and foremost, the researchers revealed that participants
were more likely to heed the recommendations of family, friends, and relatives, and to a
lesser extent, coworkers and travel agents. Eventually, Ziadat (2015) discovered that
subjective standards had a direct and substantial effect on intentions to visit or revisit a
destination. Consequently, the following hypothesis is formulated:

H5: The higher an individual's vacation intention throughout the pandemic of COVID-19, the
stronger the optimistic influence of the subjective norm on the vacation decision.

Willingness to Pay

Willingness to pay can be a method of determining the worth of items or services that
lack a particular retail or trade worth. However, this compute is continually changing since it
will change as individuals gather additional information (Nowacki, 2013). Previous studies
showed that fear of flying boosted the WTP in order to improve safety (Koo et al., 2019).
Preliminary research indicates that during the present COVID-19 pandemic, around one third
of restaurant customers and 40 percent of hotel guests are willing to pay a higher premium
for enhanced safety procedures (Gursoy & Chi, 2020). Although customers anticipate
hospitality firms to implement more severe safety or cleanliness processes, some are ready
to pay for the additional safety precautions (Gursoy et al.,, 2020). Therefore, the last
hypothesis is proposed

H6: The higher the intention to travel during the COVID-19 pandemic, the more individuals are
prepared to spend for additional safety measures.
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Figure 1 depicts the suggested research model for this study, which is based on all hypotheses.
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Figure 1: Research Model

Methodology

Population and Sample

The term "population" was first coined by Sekaran and Bougie (2013), who defined it as "the
entire community of persons, situations, or interest concerns that the researcher wants to
conclude about." This study’s populations were the Malaysian 18 years old and above
registered Facebook users in the travel group community of Cuti-Cuti Kaki Travel. This group
was chosen because it has more than 143,000 followers (CCKT, 2021). Thus, it raised the
number of potential respondents to answer the questionnaire and became the study’s
population.

In this study, the nonprobability sampling designs which fit into the broad categories of
purposive sampling were used. Lavrakas (2013) mentioned that purposive sampling, often
known as an expert or judgmental sample, is a form of nonprobability sampling. The basic
objective of a purposive sample is to create a sample that may be trusted to reflect the
population with some degree of confidence. This is also achieved by applying population
expertise to pick a sample of elements that constitute a cross-section of the population in a
non-random way. For this context, power analysis using G*Power 3.1 software was used to
determine the appropriate sample size (Erdfelder et al., 2009). Based on this technique, the
minimum sample required is 119. However, 181 samples have been collected considering the
possibility of receiving unusable responses like too many missing values, incomplete
responses, responses with significant outliers and others. This could prove that this study had
to add another response to make it 181 out of 119 responses. These numbers can only be
allowed to generalise the (sub) population from which the sample is drawn and not the entire
study population (Andrade, 2021).

Research Instrument

The study data was obtained through a questionnaire. The questionnaire was designed
in an e-survey (Google Form) that looks easy to answer and professionally designed. The
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guestionnaire items was adapted from Gonzalez-Rodriguez et al (2020); Gursoy et al (2020);
Lee et al (2012); Sanchez-Caiizares et al (2020); Shen et al (2009); Shin and Kang (2020); Wei
et al (2018); Ziadat (2015); Zhang et al (2020) that comprises sixty-nine questions divided into
two major sections; demographic information and related variables. Using a nominal scale, a
series of questions were asked about gender, age, origin, education, employment/current
activity, monthly household income, vacation frequency, vacation budget, preferred
destinations and category of COVID-19. In the first section, demographic information was
presented.

There were six parts of the questionnaire in the second section on the related variables.
The first part was to measure the perceived risk (PR), the second part was to assess the
attitude (ATT) and the third part was to measure the perceived behavioural control (PBC).
Also, the fourth part was to assess the subjective norm (SN) and the fifth part was to measure
the vacation intention (V1) and the sixth part was to assess the willingness to pay (WTP). Both
English and Malay mediums were used to enhance understanding among respondents. Items
were sent to an expert for Malay translation to ensure equality with English. Ensuring the
instrument validity and reliability, pre-test and pilot study were carried out. The scale that
used in the second section is a 5-point Likert scale.

Pilot Test

The surveys were distributed to actual respondents after pre-testing with experts. This
was done to determine if the questions were clear, the wording was appropriate, and the
amount of time it took to answer the questions was reasonable. This step was taken to help
discover any potential flaws in the questions that could impact the study’s outcomes in the
future. The pilot test comprised 30 respondents who were willing to complete the
guestionnaires. For the reliability test, the data from the pilot test was entered and analysed
using Statistical Package for the Social Science Software (SPSS) 21 version. The pilot test
verified that all constructs met the recommended Cronbach's Alpha value of above 0.6; PR
(0.839), ATT (0.951), PBC (0.922), SN (0.932), VI (0.950) and WTP (0.969). According to Hair et
al (2019), a Cronbach Alpha value of more than 0.6 was deemed sufficient for reliability.

Data Collection

The data were collected from June until July 2021 within this current pandemic
situation. The researcher distributed the questionnaire through the e-survey method using
Google Form to the potential respondents at Cuti-Cuti Kaki Travel’s Facebook travel group
community (CCKT, 2021). Initially, the purpose was to collect data from a single Facebook
travel group community of Cuti-Cuti Kaki Travel (CCKT, 2021). However, the response rate
was extremely low due to low Facebook group activity. Therefore, the questionnaire was
distributed to all prospective Facebook travel group communities such as Cuti-Cuti Di
Malaysia (CCDM, 2021), Cuti-Cuti Low Bajet (CCLB, 2021), Port Cuti & Makan Best Malaysia
(PCMBM, 2021), Pakej Cuti Murah (PCM, 2021) and Geng Kaki Cuti Malaysia (GKCM, 2021)
in order to obtain a minimum sample size.

The researcher contacts the group administrators through Facebook messenger first for
permission approval. Once obtained approval, the questionnaire was distributed to a group
member using the Google Form link. The choice of e-survey is made due to the government’s
limitation of movement restriction (Majlis Keselamatan Negara [MKN], 2021). A brief
introduction was given to the respondents regarding the research and the questionnaire. The
respondents needed to answer the e-survey through a questionnaire prepared in Google
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Form and it was anticipated that it would take less than 10 minutes to complete the e-survey.
There was a total of 181 valid responses. Some questionnaires were eliminated because they
were incomplete or erroneously filled out, resulting in this final database. The data collection
started in June 2021 and it took a month to complete the process.

Data Analysis

Partial Least Square - Structural Equation Modelling (PLS-SEM) with SmartPLS 3.3 software
was used to examine the influence of TPB predictors and perceived risk on vacation intention
and willingness to pay among domestic vacationers in Malaysia during the COVID-19
pandemic. The PLS-SEM approach was chosen for its adaptability in predicting causal
relationships with small sample data and the fact that it requires almost no assumptions
about data distributions. The PLS algorithm was used to examine the reliability and validity of
the survey items and constructs. Items with an outer loading value of less than 0.70 are
removed from the construct. After the measurement model has been examined, the
structural model is evaluated using bootstrapping with 5,000 samples and the blindfolding
technique. The path model keeps structural paths that have large loadings. The answer to the
research objectives comes from significant paths.

Results
The Measurement Model’s Procedure, Validity and Reliability

Table 1 shows the respondent’s demographic information. The PLS-SEM approach was
used to test the model and hypotheses stated. Internal consistency, convergent validity, and
discriminant validity (Table 3) of the measurement model were confirmed, and the loadings
of the each indicators were analysed to determine their realibility (Table 2). Due to the
unavoidable multicollinearity issue, a number of items in various constructs had to be
removed from the measurement model, resulting in the reduction of PR to six items and PBC
to eight indicators.

Except for five items pertaining to PR, ATT and SN, the majority of the outer loadings
surpass the suggested cut-off value of 0.707 (Carmines & Zeller, 1979). However, since they
are unrelated constructs that do not fall below the 0.4 cut-offs set by Hair et al (2019) for
eliminating an indicator, they are kept in the model since they can assist in extracting
meaningful information from the indicator in order to create a more robust score of latent
variable and validate discriminant validity based on the remainder of the measurement
indicators (Table 3).

Table 1
Respondents Demoraphic Information
Variables (unit) Categories Frequencies  Values (%)
Gender Male 69 61.5
Female 112 38.5
Age Below 20 10 5.5
20-29 128 70.9
30-39 38 20.9
40-49 3 1.6
50-59 2 1.1
60 and older - -
Where are you from? Johore 14 7.7
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Kedah 15 8.2
Kelantan 6 3.3
Malacca 9 4.9
Negeri Sembilan 4 2.2
Pahang 4 2.2
Penang 22 12.1
Perak 47 26.4
Perlis 2 1.1
Sabah - -
Sarawak 4 2.2
Selangor 29 15.9
Terengganu 9 4.9
Federal Territories 16 8.8
Education level Malaysia  Certificate  of 18 9.9
Education
Diploma 54 29.7
Undergraduate 73 40.7
Postgraduate 31 17.0
Certificate 2 0.5
Degree 2 0.5
STPM 1 0.25
Degree 1 0.25
Employment or Self-employed 26 14.3
Current activity Public servants 39 21.4
Private servants 75 41.8
Retiree - -
Student 24 13.2
Unemployed 17 9.3
Monthly  household <RM1,000 29 15.9
income RM1,001-RM2,000 48 26.9
RM2,001-RM3,000 39 21.4
RM3,001-RM4,000 26 14.3
RM4,001-RM5,000 14 7.7
>RM5,001 25 13.7
How often do you go 1 or 2 times ayear 83 45.6
on vacation before 2 or3times ayear 47 25.8
the COVID-19 3 or 4 times a year 20 11.0
pandemic? More than 4 times a year 31 17.6
How much is your Very small budget (less than 45 24.7
budget for each 500)
vacation (in RM) all- Small budget (between 500 77 42.9
inclusive? and 1,500)
Medium budget (between 49 26.9
1,500 and 2,500)
Large budget (between 8 4.4

2,500 and 4,000)
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Very large budget (more 2 1.1
than 4,000)

Your preferences for Johore 10 5.5

domestic destinations Kedah 17 9.3
Kelantan 5 2.7
Malacca 8 4.4
Negeri Sembilan 1 0.5
Pahang 11 6.6
Penang 37 20.3
Perak 11 6.0
Perlis 1 0.5
Sabah 32 17.6
Sarawak 3 1.6
Selangor 5 2.7
Terengganu 29 15.9
Federal Territories 11 6.0

Are you in the high- | am not in a high-risk 162 89.6

risk  category of category

CovID-19? Yes, | am 65 years or older - -
Yes, | live in an Assisted - -

Living Facility (senior citizen
or people with disabilities)

Yes, I am immune- 4 2.2
compromised
Yes, | have an underlying 10 5.5

health condition (such as
heart disease, lung disease
or severe asthma, diabetes,
obesity, kidney disease, liver

disease)
No 1 0.5
Hospital 1 0.5
I’'m pregnant 1 0.5
Thalassemia 1 0.5
My partner is at risk of being 1 0.5
infected
including children
Table 2
Measurement Model. Outer Loadings.
Factors and Items Standard Mean  Standard
Loadings Deviation

Perceived Risk (PR)

PR8 Considering the RMCO situation in the past, | 0.643 3.796  1.282
opt to shorten the duration of my possible trips
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PR9 | feel reluctant to go on vacation because of the 0.871 3.890 1.257
risk from the COVID-19

PR10 People around me seem to refrain from 0.707 3.878 1.220
vacationing due to COVID-19

PR11 There is a high probability that vacationing in 0.814 4232 0.976
the past RMCO situation would increase the
risks of contracting COVID-19

PR12 It is dangerous to go on vacation because of the 0.861 4260 0.954
risk from COVID-19

PR13 Overall, my perceived risk is high if | go on 0.727 4144 1.052
vacation during COVID-19

Attitude (ATT)

ATT1 In the past RMCO situation, vacationing to me 0.872 3.298 1.354
is important

ATT2 In the past RMCO situation, vacationing to me 0.812 3.663 1.227
is pleasant

ATT3 In the past RMCO situation, vacationing to me 0.879 3.459 1.306
is a good idea

ATT4A In the past RMCO situation, it would be niceto 0.682 3.746  1.275
go on vacation in a short period (for example, 1
— 3 days)

ATTS In the past RMCO situation, it would be niceto 0.766 2.890 1.304
go on vacation in an intermediate period (for
example, 3 days — 1 week)

ATT6 In the past RMCO situation, it would be funto 0.726 3.497  1.247
go on vacation in a short period (for example, 1
— 3 days)

ATT7 In the past RMCO situation, it would be fun to 0.760 2.978 1.266
go on vacation in an intermediate period (for
example, 3 days — 1 week)

ATT8 In the past RMCO situation, vacationing in a 0.732 3.564 1.186
short period would be positive (for example, 1
— 3 days)

ATT9 In the past RMCO situation, vacationing in an 0.647 3.260 1.276
intermediate period would be positive (for
example, 3 days — 1 week)

ATT10  Overall, | am contented to go on a vacation in 0.866 3436 1.289
the past RMCO situation

Perceived Behavioural Control (PBC)

PBC2 | have the necessary resources to go on 0.718 3.641 1.131
vacation in the past RMCO situation

PBC4 | have sufficient money to go on vacationinthe 0.770 3.646 1.178
past RMCO situation

PBC5 | fully depend on myself whether | will go on 0.702 3.779 1.011

vacation in the past RMCO situation

1169



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 13, No. 6, 2023, E-ISSN: 2222-6990 © 2023

PBC7 | am capable of vacationing in the past RMCO 0.859 3,575 1.181
situation

PBC8 | am confident that if | want, | can go on 0.828 3.657 1.089
vacation in the past RMCO situation

PBC9 | have enough time to go on vacation in the past  0.822 3.547 1.173
RMCO situation

PBC10 |hadopportunitiesto goon vacationinthe past 0.821 3.470 1.237
RMCO situation

PBC11  Overall, | would intend to vacation if | ready 0.740 3934 1.085
with safety measures in the past RMCO
situation

Subjective Norm (SN)

SN1 My family's opinion would have an impact on 0.612 3.282 1.284
me when deciding to go on vacation in the past
RMCO situation

SN2 Family members influenced my decision to go 0.704 3.066 1.311
on vacation in the past RMCO situation

SN3 My friends' opinions would impact me when 0.862 3.155 1.261
deciding to go on vacation in the past RMCO
situation

SN4 Friends who influence my behaviour considerit 0.897 2994 1.242
is a good idea if we go on vacation in the past
RMCO situation

SN5 Friends who influence my behaviour will go on 0.885 3.011 1.244
vacation in the past RMCO situation

SN6 My friends approve if | go on vacation in the 0.812 2.994 1.219
past RMCO situation

SN7 My decision would be impacted by the opinions 0.878 2.906 1.238
of my coworkers when deciding to go on
vacation in the past RMCO situation

SN8 Overall, | would intend to go on vacation in the 0.880 3.077 1.250
past RMCO situation if | were influenced by
people who are close to me

Vacation Intention (VI)

VIl | intend to go on vacation as soon as | can 0.871 3.718 1.318

VI2 | am planning to go on vacation as soon as | can 0.904 3.657 1.360

VI3 | am willing to go on vacation as soonaslcan  0.911 3.641 1.366

Vi4 | will make an effort to go on vacation as soon 0.916 3.525 1.405
aslcan

VI5 | will certainly invest time and money to go on 0.903 3.674 1.350
vacation as soon as | can

Vie If | need to go on vacation due to work in a 0.877 3.685 1.219

short period (for example, 1 — 3 days), | intend
todoso
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VI7

If | need to go on vacation due to work in an
intermediate period (for example, 3 days — 1
week), | intend to do so

0.813

3.381

1.263

VI8

If | need to go on vacation for leisure in a short
period (for example, 1 — 3 days), | intend to do
ol

0.898

3.674

1.198

VI9

If | need to go on vacation for leisure in an
intermediate period (for example, 3 days — 1
week), | intend to do so

0.815

3.354

1.299

VI10

Overall, it is likely that | would intend to go on
vacation even though during a pandemic
situation

0.722

3.149

1.352

Willingness to Pay (WTP)

WTP1

| am ready to pay a higher price for additional
safety features for the workers who will be
serving me during my potential journeys in the
past RMCO situation

0.924

3.199

1.241

WTP2

| am ready to pay a higher price for additional
safety features in the lodging where | will be
eating during my potential journeys in the past
RMCO situation

0.931

3.293

1.256

WTP3

| am ready to pay a higher price for additional
safety features on the mode of transportation |
will be using on my potential journeys in the
past RMCO situation

0.944

3.320

1.256

WTP4

| believe it is acceptable to pay a higher price
for extra safety features during my potential
journeys in the past RMCO situation

0.916

3.298

1.261

WTPS5

It is appropriate to pay a higher price to stay in
a lodging that offers additional safety features

0.917

3.387

1.214

WTP6

| am ready to pay more to prop the lodging’s
effort to provide additional safety features

0.918

3.387

1.210

WTP7

Overall, | feel safe to go on vacation during my
possible trips in the past RMCO situation

0.808

3.304

1.222

As recommended by Nunnally and Bernstein (1994), the Composite reliability surpasses
the 0.7 thresholds as an appropriate degree of reliability in terms of internal consistency and
convergent validity (Table 3). All of the constructs meet the Fornell and Larcker (1981) average
of variance extracted (AVE) criterion by surpassing the cut-off of 0.5 in terms of convergent
validity; specifically, elucidate every construct explicates at least 50 percent of the variance
of the allotted indicators. The square root of the variance shared by the construct and its
indicators (AVE), represented by the values on the main diagonal (in bold), is significantly
more prominent than the associations between each construct and any other construct (the

remainder of the matrix), demonstrating discriminant validity.

Evaluation and Assessment of the Structural Model
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Figure 2 displays the estimate and validation of the structural model. The parameters
were estimated using a bootstrap approach with 5,000 samples after verifying the dearth of
multicollinearity (VIF < 5 for all indicators); they were notable in all situations (p < 0.05), with
the exception of the path between VI and WTP (Table 4). The standardised root mean square
residual (SRMR) is 0.075, which indicates the model’s goodness of fit because it does not
exceed the cut-off of 0.10 (Henseler et al., 2009).

Table 3
Measurement Model’s Internal Consistency, Convergent Validity and Discriminant Validity.
Fornell-Larcker Criterion

Composite AVE ATT PBC PR SN VI WTP
Reliability

ATT 0.938 0.605 0.778

PBC 0.927 0.615 0.618 0.784

PR 0.899 0.601 -0.176 -0.197 0.775

SN 0.943 0.676 0.564 0.472 0.020 0.822

Vi 0.967 0.748 0.598 0.598 -0.250 0.554 0.865

WTP 0.971 0.827 0.415 0.479 -0.181 0.286 0.503 0.909

N\ 0.766 (0.000) j /
0.682(0.000) | 0.726(0.000)
0,679 (0.000) 0.760 (0.000)

o700 \ r
N 0871 (0.000), !l
0.707 (0.000) 0.722 (0,000} 0921 0000) F

-1\ o.sm(mm\ 0931 (0.000) -
0.851 (0. 000\ ~5924 0.000)
— 0916 (0.000) —»_
QQTT (0.000)
NS00
°“°‘“°'\I°°°’\—

ATT
-0.176 (0.022) 0.255 (0.005)

/

m0727 (0.000) —

0643 (0.000)
0.871 (0.000)

I/ FR
0.740 (0.000)
HESE
0.770 (0.000) _——
B oo 000
,
0859 (0. PBC
0.828 (0.000)

-/ i
=

0.
Nﬁmum TEEED

0,878 (0.000)

Figure 2: Loadings and Estimated Path Coefficients (p-value) of Measurement and Structural
Model.

Except for the correlation between VI and WTP (R? = 0.478), the R? values of the

endogenous variables exceed the threshold value of 0.1 (Falk & Miller, 1992). The direct
correlation of VI with ATT (R? = 0.026) and with PBC (R? = 0.033) exhibit weak effects since
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they do not exceed the 0.33 threshold value (Chin, 1998). The cumulative effect of ATT and
PBC on VI might be deemed weak (R? = 0.059).

Table 4

The t-value and Path Coefficients (Structural Model).
Hypothesis Expected Sign Path t-value
H1: PR ATT - -0.176 2.348**
H2: PR PBC - -0.197 2.761%**
H3: ATT VI + 0.255 2.761%**
H4: PBC VI + 0.317 3.867***
H5: SN VI + 0.261 2.861%**
H6: VI WTP + 0.503 7.192%**

Note: ***p < 0.01 **p < 0.05.

Hypothesis Testing

Both ATT toward VI (B = 0.176, p > 0.019) and PBC (B = 0.197, p > 0.006) are positively
influenced by PR. Since both constructs are positive and statistically significant, hypotheses 1
and 2 can be approved.

Assessment of the direct effect of the three explanatory variables of VI, in terms of the
TPB, have a major and direct positive effect on it. The construct associated with ATT has a
value that is only significantly lower than PBC (B = 0.255, p > 0.006), indicating that a positive
attitude promotes VI. Meanwhile, PBC (B = 0.317, p < 0.000) had the biggest quantitative
effect, implying that if a person believes he or she has control over the elements connected
with vacationing, he or she will be more likely to vacation. The SN (B = 0.261, p < 0.004) is a
positive and statistically significant construct. The opinion of the referents of an individual on
the notion of vacationing has a substantial influence on VI. In any event, the model supports
hypotheses 3, 4 and 5.

Finally, hypothesis 6 is accepted because the construct related to the effects of VI on
people’s WTP for increased safety features throughout the journey is statistically notable (B
=0.503, p < 0.000). To put it another way, having a stronger vacation intention indicates that
the person would be prepared to spend more than the regular price to be certain of enhanced
safety precautions as a result of COVID-19. Therefore, hypotheses 1, 2, 3, 4, 5, and 6 were
supported and accepted. This result would be investigated further in terms of its significance
for the tourism industry.

Discussions and Recommendations

In the context of theoretical implications, the proposed model integrates the perceived
risk of vacationing in the midst of the COVID-19 pandemic, which has a substantial impact on
both attitudes and perceived behavioural control (PBC). This is consistent with previous claims
that risk perception influences vacation intentions via these dimensions. It should be noted,
however, that other research in pandemic settings did not find a correlation between
perception and vacation intention, suggesting that individuals planned to implement adaptive
behaviours to reduce the risk of infection.

Therefore, future research should investigate further the role of perceived peril and risk
in pandemic vacation intentions. Understanding the various factors that contribute to risk
perception and how individuals adapt their behaviour can provide tourism industry
stakeholders with valuable insights.
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In addition, the study's TPB model indicates that PBC has the greatest influence on
vacation intention, followed by attitudes. In a limited capacity, subjective norms also play a
role. This finding is consistent with prior research highlighting the impact of social norms and
personal beliefs on vacation intentions.

Thus, tourism agents and policymakers should prioritise strategies that increase the
sense of control individuals have over their vacation experiences. Potential vacationers can
be attracted by emphasising empowerment, emphasising the positive aspects of the vacation,
and addressing risk perceptions. Additionally, efforts should be made to convey the safety
precautions, hygiene protocols, and quality standards implemented by tourism service
providers.

Moreover, the notion of willingness-to-pay (WTP) for stricter safety precautions in
vacation-related activities during the pandemic is introduced in this study. More respondents
who plan to take a trip reported being willing to pay more for greater security.

Therefore, providers of recent tourism-related services should consider incorporating
and communicating enhanced safety measures. Event though in recent years, the active
COVID-19 cases are not as much as the period where the virus begin to strikes the world
before, customers can be reassured and their trust can be established by emphasising the
investment in risk reduction measures and including the additional costs in the price of the
product or service.

As for practical implications point of view, participants in the tourism industry should
concentrate their marketing efforts on the variables that have the greatest influence on
vacation intention: PBC, subjective norms, and attitudes. While attitudes have less of an
impact on people's desire to travel, the opinions of friends and family play a significant role.

To support the above idea, agents in the tourism industry should utilise social networks
and referral systems to influence vacation plans. As of 16" of June 2023, the data of 18,147
active COVID-19 cases provided by Ministry of Health (Ministry of Health, 2023), potential
vacationers should be provided with pertinent information about their capacity, opportunity,
and desire to travel despite the pandemic as part of promotional campaigns. Utilising social
media platforms and collaborating with travel operators can help impart a sense of safety and
quality in the tourism environment.

Besides, accreditation for tourism quality, brand reputation, and information about
hygiene, safety, and sanitation initiatives are essential for lowering psychological barriers to
risk and enhancing the perception of control among individuals. Thus, tourism service
providers should invest in relevant accreditations and certifications that demonstrate their
commitment to safety and cleanliness. Communicating these measures to prospective
vacationers through a variety of marketing channels can alleviate their concerns and enhance
their sense of control.

Future Lines of Study

The study acknowledges the small sample size obtained from a solitary Facebook travel
group community. Multiple Facebook groups were required to distribute questionnaires due
to low response rates. This may have an effect on the generalizability of the results.

Therefore, future studies should strive for larger sample sizes to increase the
representativeness of the findings and the statistical power of the investigation.

In addition, research conducted in various countries or phases of the pandemic can
provide valuable insights into how cultural contexts and varying pandemic situations affect
travel intentions and risk perceptions.
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Thus, to comprehend the nuances of vacation intentions during pandemics, researchers
should consider conducting comparative studies across multiple nations. Examining the
evolution of risk perception throughout the various phases of a pandemic especially in the
recent years can also provide a deeper understanding of individuals' decision-making
processes.

Lastly, according to the findings, future research should look into other theoretical
frameworks and approaches to acquire a better understanding of vacation intentions during
pandemics. For instance, other behaviour theories or frameworks that could complement or
enhance the TPB model should be investigated by researchers. Using a variety of research
strategies, such as qualitative approaches or longitudinal studies, can provide new views and
insights about vacation intentions.

Conclusion

As conclusion, this study contributes to the existing literature on comprehending
vacation intentions during the COVID-19 pandemic with the proposed study that integrates
perceived risk, attitudes, subjective norms, and perceived behavioural control (PBC).
Perceptions of risk influence vacation intentions via attitudes and PBC, although some studies
suggest that adaptive behaviours can reduce infection risk. Thus, future research could as well
investigate further the role of perceived risk and danger in pandemic vacation intentions,
providing tourism industry stakeholders with valuable insights.

The practical implications of this study emphasises the significance of PBC, attitudes,
and subjective norms in determining vacation intentions, with PBC having the greatest
impact. Tourism agents and policymakers should prioritise strategies that enhance the sense
of control of individuals, highlight the positive aspects of vacations, address risk perceptions,
and communicate safety measures. The willingness to pay for stricter safety precautions is
also introduced, highlighting the significance of implementing and communicating enhanced
safety measures. Marketing efforts should focus on PBC, subjective norms, and attitudes,
utilizing social networks, referral systems, and pertinent information about travel capacity
and opportunities. Accreditation for quality, brand reputation, and hygiene measures can
reduce psychological barriers and increase the sense of control in individuals. Therefore,
future research could aim for larger sample sizes, investigate cross-cultural contexts and
pandemic phases, and consider alternative theoretical frameworks and research methods in
order to acquire a better understanding of vacation intentions during pandemics.
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