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Despite the massive impacts of COVID-19 pandemic on hospitality industry, only limited papers empirically
examined consumer reactions to current pandemic in the context of restaurants. To fill this gap, the primary aim
of this paper is to reveal how individuals’ intentions to visiting upscale restaurants are affected by dining out
motivations under the COVID-19 pandemic. The second aim is to investigate the moderating role of risk per
ceptions of COVID-19 and trust in government in building relationships. The research was conducted in Istanbul,
a city deeply affected by the coronavirus. Data gathered from 681 people living Istanbul were analyzed via
structural equation modeling and multi-group analysis. Findings indicated that two motivations—namely, so
ciability and affect regulation—have positive impacts on visit intention toward an upscale restaurant. Con
sumers’ COVID-19 risk perception and their trust in government moderate the relationship between some
motivational factors and visit intention. The study makes a significant contribution to the literature in terms of
both managing the risk perceptions of consumers and building trust in government.

1. Introduction
After emerging in Wuhan, China in December 2019, the outbreak of
the novel coronavirus (COVID-19) quickly turned into a pandemic, and
was officially declared as such by the World Health Organization on
March 11, 2020 (WHO, 2020a). The epicenter of the outbreak shifted
from China to Europe, then from Europe to America. As of February 13,
2021, over 100 million people worldwide have been infected with the
virus, resulting in over two million deaths. The countries currently listed
as having the highest number of cases are the United States, India,
Brazil, Russia, and UK. The countries currently listed as having the
highest number of deaths are United States, Brazil, Mexico, India, and
UK (Worldometer, 2021).
Increases in the number of cases have brought about strict re
strictions and measures worldwide (Gössling et al., 2020). These re
strictions and measures have shaped people’s attitudes and behaviors to
a remarkable extent. Tourism and leisure are among the fundamental
activities most affected by the COVID-19 pandemic. Various measures
such as lockdowns and curfews, closings of restaurants and bars, and
suspensions of international travels have brought tourism and leisure
activities to a standstill (Atsız, 2021; Brouder, 2020; Gössling et al.,

2020; Naumov et al., 2020; Sobaih et al., 2021). For instance, France and
the United Kingdom announced that restaurants, cafés, gyms, cinemas,
and nightclubs will be closed across the country to limit the spread of
COVID-19 (BBC, 2020; Stewart and Walker, 2020). Similarly, due to
growing numbers of cases across the country, Turkey temporarily ceased
operations of restaurants, cafés, coffee houses, and cafeterias. On the
other hand, as in the United Kingdom, delivery services and takeaway
were allowed in Turkey. Accordingly, restaurants and cafés were pro
vided with the opportunity to receive orders online or via phone for
delivery (Byrd et al., 2021; Nadler, 2020; Hurriyet, 2020). Over time,
many countries, including Turkey, Germany, and France, loosened
certain strict measures and restrictions owing to the slowdown in the
growth rate of new cases and to relative control over the spread of virus,
as well as for economic and social reasons. Nevertheless, flexible mea
sures and restrictions in place do not diminish the fact that the
COVID-19 pandemic is ongoing, which highlights that people have no
other choice than getting used to living in a world with COVID-19
(Bradbury-Jones and Isham, 2020; Kim and Su, 2020).
As one of the rare countries in the world to have managed the
pandemic in a successful way, Turkey has undergone similar processes
and experiences. The first confirmed COVID-19 case was reported on
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March 9, 2020 and the first death on March 17, 2020 (Demirbilek et al.,
2020). An official statement by Ministry of Health on April 1 announced
that the virus has spread to all provinces. As of February 12, 2021, the
number of people who contracted the virus was over 2,5 million, the
number of deaths was 27,284 and the number of those who recovered
was over 2,5 million (Ministry of Health, 2021). In light of the
decreasing number of cases and deaths in England, Germany and France,
Turkey took the first step on June 1, 2020 toward limited reopening.
Thus, restaurants, cafés, patisseries, coffee houses, tea gardens, and spas
were allowed to serve until 10 p.m. under specific rules. According to a
statement by the President on June 9, the closing time of these enter
prises was extended to midnight. The rules to be followed were: mea
surement of customers’ body temperature at the entrance to the
restaurant, hand sanitation, wearing of masks and face visors by staff,
and setting a distance of 70 cm between the tables.
Before the COVID-19 pandemic, dining out motivations included
hunger, social image, health, hedonic value, atmospheric, subjective
well-being, celebration, socialization, convenience, natural concerns,
traditional eating, price, affect regulation, take-away, and habits (Kwun
et al., 2013; Ponnam and Balaji, 2014; Renner et al., 2012). However,
the new way of life brought about by restrictions and precautions
applied to contain the virus may alter the motivational elements in
question. Visiting intention to upscale restaurants deserves special
attention in the post-pandemic period. Compared to other types of res
taurants, consumers expect to eat high-quality, hygienic, healthy, and
delicious meals in upscale restaurants (Dubois and Laurent, 1994; Kim
et al., 2006; Lee and Hwang, 2011). Given that precautions for hygiene
and health have become much more important during the pandemic, it
is of special necessity to investigate and explore the relationship be
tween dining out motivations and visit intention to upscale restaurants.
As a result of the reopening of restaurants and cafés in Turkey, the
number of customers visiting restaurants is increasing. For those who
have been distant from social life for a long time, restaurants provide an
opportunity to meet and socialize with acquaintances. Aside from the
social benefits, individuals may visit restaurants due to the convenience
of eating out, visual appeal of dishes, desire to feel a sense of pleasure,
affect regulation, and image (Renner et al., 2012). On the other hand, it
is expected that individuals acutely aware of COVID-19 would have
lower intention to visit restaurants, even though they may have intense
dining out motivations, as visiting restaurants may increase the risk of
being infected with the virus. While consumers visit restaurants to meet
different expectations or needs, they venture some risks in their actions
(Kim et al., 2008). The fact that the risk in question is related to the
pandemic, which is contagious and has no standard treatment in the face
of rising death tolls, will significantly alter consumers’ behavioral in
tentions (Gössling et al., 2020). Previous hospitality studies indicated
that consumers’ risk perception largely shapes their attitude and
behavioral intention (Choi et al., 2013; Harris et al., 2018).
Another important matter that shapes consumers’ attitudes and be
haviors during periods of uncertainty is trust. Trust encompasses posi
tive expectations that may arise in case of uncertainty (Hosmer, 1995).
Furthermore, it is suggested that trust reduces complexity or uncertainty
through acceptance of risk (Chen, 2013; Luhman, 1979). Mishra (1996,
p. 265) defines trust as “one party’s willingness to be vulnerable to
another party based on the belief that the latter party is competent,
open, concerned, and reliable.” Willingness to be vulnerable means that
the person is ready to take risk. Trust does not refer to the action of
risk-taking but to the willingness to take a risk. In the current study, it is
argued that consumers’ trust in the government regarding the COVID-19
pandemic will have an impact on their intention to visit restaurants.
When transitioning to controlled social life, governments take a series of
measures to reduce the spread of the virus. That these measures are
embraced and effectively implemented by citizens depends on citizens’
trust in the government (Nakayachi and Cvetkovich, 2010). In the event
that citizens lack trust in their government, they might feel suspicious
about whether the measures in question are sound and sufficient

(Rudolph, 2009). When trust in the government is lacking, it can be
difficult for consumers to prefer restaurants even if they are motivated to
do so. At this juncture, governments may have the power to control
consumer perceptions with the help of sound measures they adopt
(Nakayachi and Cvetkovich, 2010). De Jonge et al. (2007) indicated that
trust in government is strongly related to consumer confidence in the
safety of food. Grayson et al. (2008) and Chen (2013) found that trust in
government is positively linked to the customer trust in firms. Beyond
that, Chen (2013) indicated that trust in food manufacturers is positively
related to perceptions of food safety.
The current study provides some significant contributions to the
hospitality literature. Thus far, a great number of tourism and hospi
tality studies published are composed of literature reviews, projections,
and perspective articles (Gössling et al., 2020; Iaquinto, 2020; Sigala,
2020; Wen et al., 2020; Williams and Kayaoglu, 2020; Zheng et al.,
2020). Only limited papers empirically examined consumer reactions to
current pandemic in the context of restaurants (e.g., Kim and Lee, 2020;
Luo and Xu, 2021; Brewer and Sebby, 2021; Byrd et al., 2021). Among
these limited papers, for instance Kim and Lee (2020) investigated the
impact of perceived threat of COVID-19 on customers’ preference for
restaurants. Luo and Xu (2021) examined customer online reviews
during the COVID-19 pandemic using deep learning methods. Since the
old ways are expected to change dramatically due to this pandemic, it is
of vital importance to conduct empirical studies on COVID-19’s possible
impacts on consumer behavior in hospitality industry. Previous studies
indicated that consumers’ risk perceptions of pandemics shaped their
attitudes and behaviors (Brewer and Sebby, 2021; Harris et al., 2018;
Cahyanto et al., 2016; Tavitiyaman and Qu, 2013). To the best of our
knowledge, no study has been conducted yet to investigate the effect of
dining out motivations on consumers’ intention to visit restaurants
during the COVID-19 pandemic and reveal how COVID-19 risk percep
tions would shape the relationship in question. In this respect, the cur
rent study is the first one to examine the effect of COVID-19 risk
perceptions in the relationship between dining out motivations and
intention to visit upscale restaurants. Another important contribution
offered by this study is that it explores reflections of consumers’ trust in
measures and precautions implemented by the government against the
pandemic on their behavioral intentions. Considered as a whole, this
study is one of the first empirical studies examining the effect of
COVID-19 on consumer behavior in the context of upscale restaurants.
Accordingly, the current study aims to investigate the moderating role of
consumers’ COVID-19 risk perceptions and trust in government in the
relationship between dining out motivations and intention to visit up
scale restaurants (see Fig. 1). Thus, it reveals the importance of the
management of COVID-19 risk perceptions and of building trust in
public toward governmental practices implemented against COVID-19.

Fig. 1. Research Model.
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2. Literature review and hypothesis development

and previous empirical findings, we propose the following hypothesis:

2.1. Dining out motivations and visit intention to upscale restaurant

Hypothesis 1a.
restaurants.

Schiffman and Kanuk (2004) defined motives as “the driving forces
within the individuals that impel them to action” (p. 87). Motives play a
critical role in diners’ expectations, choice process, and product or ser
vice evaluation (Ponnam and Balaji, 2014). According to Renner et al.
(2012) “eating behavior is a complex function of biological, learned,
sociocultural, and material-economic factors” (p. 118). Many studies in
the literature explore the factors that motivate people to dining out (e.g.,
Jackson et al., 2003; Jeong et al., 2019; Ponnam and Balaji, 2014;
Renner et al., 2012; Steptoe et al., 1995). Renner et al. (2012) developed
a comprehensive survey measuring eating motivation which includes
fifteen dimensions: liking, habits, need/hunger, health, convenience,
pleasure, traditional eating, natural concerns, sociability, price, visual
appeal, weight control, affect regulation, social norms, and social image.
Among these motives, the present study examined six of them namely
sociability, visual appeal, pleasure, affect regulation, convenience, and
social image.
Pleasure refers to a person’s feelings of delight and joy over the food
s/he has consumed. Affect regulation reflects a person’s tendency to
choose specific food in response to the negative mood s/he is in. So
ciability refers, on the other hand, to a person’s choosing of specific food
for social reasons. Social image concerns the consumption of foods to
create positive impressions in a social environment. Visual appeal re
flects a person’s preference for specific foods due to their high appeal.
Finally, convenience is a motivation for food consumption that is easily
and quickly accessible with little effort (Renner et al., 2012). Pleasure,
affect regulation, and sociability may be the most prominent motives in
the current pandemic, as the coronavirus pandemic is an important
stressor that impacts individuals’ daily lives on psychological and social
levels (Bilge and Bilge, 2020). Consequently, consumers forced to
refrain from their normal daily routines for a long period of time due to
the pandemic have trouble meeting their psychological and social needs
(Klaus and Manthiou, 2020). Individuals report that staying at home due
to the pandemic has affected not only themselves but also their re
lationships with those they live with. Thus, the situation is bothersome
for many (Bilge and Bilge, 2020). In this respect, restaurants are places
that meet individuals’ need for food consumption while offering them
social and psychological satisfaction (Andersson and Mossberg, 2004).
By adopting necessary health and safety measures, upscale restaurants
can persuade consumers to meet their needs in terms of socialization,
affect regulation, and social image in this time of pandemic. On the other
hand, Ponnam and Balaji (2014) indicated that food presentation and
upscale image impact customer evaluation of casual dining restaurants.
Luxury consumption provides an upscale image that encourages diners
to see themselves as being in a good position in their social environment
(Yang and Mattila, 2014). As a whole, motives provide a strong pre
dictive power with regard to a person’s intention to visit food providers
(Dowd and Burke, 2013; Lockie et al., 2004).
Some previous studies provide strong evidence about the link be
tween motivations and intention (Ahmad et al., 2020; Dowd and Burke,
2013; Kim et al., 2009). Among these studies, Ahmad et al. (2020)
investigated the mediating role of attitude in the impact of food choice
motives on purchase intention of Pakistani ethnic food. Their findings
supported the mediating role of attitude in the relationship between
motives and purchase intention. Dowd and Burke (2013) investigated
the impact of food choice motivations on intentions to purchase sus
tainably sourced foods. Their findings indicated that, among the food
motives studied, only ethical values and health had positive impact on
purchase intention. Kim et al. (2009) used grounded theory to examine
the factors influencing consumption of local food and beverages in
destinations. Motivational factors such as escape from routine, togeth
erness, prestige, sensory appeal, and concern for health were found to
influence local food consumption. Based on these theoretical arguments

Sociability positively affects visit intention to upscale

Hypothesis 1b. Convenience positively affects visit intention to up
scale restaurants.
Hypothesis 1c. Visual appeal positively affects visit intention to up
scale restaurants.
Hypothesis 1d. Pleasure positively affects visit intention to upscale
restaurants.
Hypothesis 1e. Affect regulation positively affects visit intention to
upscale restaurants.
Hypothesis 1f. Social image positively affects visit intention to up
scale restaurants.
2.2. Moderating role of COVID-19 risk perception
Feelings of anxiety continue to escalate owing to the growing num
ber of cases and deaths resulting from the COVID-19 outbreak all over
the world (Bavel et al., 2020). An empirical study conducted by Dryhurst
et al. (2020) indicated that people’s COVID-19 risk perceptions, which
encompass perceived vulnerability and perceived severity (de Zwart
et al., 2009), are fairly high across much of Europe, Asia, and North
America. At this point, consumers’ risk perceptions can be expected to
shape their consumption behavior as they transition into controlled
social life (Mainous, 2020; Williams and Noyes, 2007). Risk perception
refers to “the way in which individuals intuitively see and judge the level
of risk associated with a particular exposure or hazard” (Thomas et al.,
2003, p. 394). In this context, COVID-19 risk perception expresses the
subjective evaluations of a person regarding the possibility of con
tracting COVID-19. Intensive discussions about the pandemic and in
formation of varying reliability shared via both mass media and social
media may drive individuals to engage in excessive reactions to the
pandemic, increasing fear, panic, and anxiety (Huynh, 2020).
The protection motivation theory (Rogers, 1975) suggests that an
individual takes protective measures not to catch the disease when the
individual’s risk perception of the pandemic gets higher. As known,
close contact with people facilitates the transmission of the virus. In this
respect, people strive to isolate themselves from their social circles
(Farooq et al., 2020). Individuals perceiving high probability of con
tracting the virus and transmitting it to others in their social environ
ment or feeling anxious about this matter have high risk perceptions.
Therefore, individuals with highrisk perception do not go outside or use
public transportation unless necessary, despite having the motivation to
do so. In addition, they endeavor not to spend time in social places
where people gather (Laato et al., 2020).
The findings of Laato et al. (2020) supported the positive impact of
perceived severity on intention to self-isolate. Cahyanto et al. (2016)
indicated that perceived risk influenced Americans’ avoidance of do
mestic travel due to Ebola cases in the United States. Tavitiyaman and
Qu (2013) concluded that travelers’ risk perception of traveling to
Thailand as it was struggling with both SARS and a tsunami had a
moderating role in the relationship of image, satisfaction, and behav
ioral intention. Harris et al. (2018) found that perceived severity and
perceived vulnerability predict consumers’ intention to patronize a
restaurant that experienced a foodborne illness outbreak. In the current
study, it is considered that increased risk perception will increase con
sumers’ avoidance of dining out for self-protection purposes even
though they have motivation to do so. Based on these explanations, we
propose the following hypothesis:
Hypothesis 2a-2f. The level of risk perception of COVID-19 moderates
the relationship between dining out motivations (H2a sociability; H2b
convenience; H2c visual appeal; H2d pleasure; H2e affect regulation;
3
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International Journal of Hospitality Management 95 (2021) 102905

H2f social image) and visit intention to upscale restaurants.

scale of Dryhurst et al. (2020) was adapted. Risk perception of
COVID-19 was measured with six items. Although the literature en
compasses various measurement items concerning trust in government,
the items in question do not measure trust directly but rather factors
such as reliability of information provided by the state and adequacy of
the actions taken by the state (e.g., Chen, 2013; De Jonge et al., 2007).
Although Robinson and Rousseaou (1994) measured trust in manage
ment, we were able to directly adapt their measurement items to the
context of national governments. Trust in government was measured
with seven items. Intention to visit upscale restaurants was measured
with three items as adapted from the study of Verma et al. (2019).
Renner et al.’s (2012) study was used to measure dining out motivations.
Pleasure, sociability, convenience, and social image were measured with
five items, affect regulation dimension with six items, and visual appeal
dimension with four items. A 7-point Likert scale was used for all items.
The second part of the questionnaire gathered demographic information
such as age, gender, health history (chronic disease), and education.

2.3. Moderating role of trust in government
It is known that governments face difficulties when trying to build
public trust in the early periods of a pandemics for which a cure is yet
uncertain (Balog-Way and McComas, 2020). Informing citizens about
the pandemic and being open and transparent throughout the whole
process—especially with regard to the number of available beds in
intensive care units, the competency of health personnel, and the ade
quacy of equipment such as masks and respiratory equipment—is one
effective way to earn public trust (MacDonald, 2006; Wong and Jensen,
2020). Furthermore, when government officials act on the best advice of
reliable scientists, this can be quite effective in building public trust
(Balog-Way and McComas, 2020). In fact, an Advisory Board composed
of medical doctors working as academicians in different universities was
formed by the Turkish Ministry of Health on January 10, 2020 with the
purpose of combatting the COVID-19 pandemic. Besides taking neces
sary steps to reduce the effects of the pandemic, the Board has under
taken the task of conveying accurate information to the public through
social media, television, and newspapers, thus raising awareness on
misleading information and advice communicated through those very
channels (Demirbilek et al., 2020; Yılmaz, 2020).
Another important issue in building trust is benevolence (Mayer
et al., 1995). According to an official statement made by Ministry of
Foreign Affairs on April 16, Turkey has aimed to highlight the impor
tance of global cooperation in fighting against the pandemic, provided
44 countries (including Spain, Italy, the United States, the United
Kingdom, Iran, Somalia, Colombia, the Balkan states, and Afghanistan)
with necessary protective equipment, respiratory equipment, and so on.
It can be asserted that these initiatives are effective in earning the trust
of citizens under pandemic conditions. Citizens’ compliance with such
measures is directly related to their trust in government (McComas and
Trumbo, 2001).
Consumers with a high sense of trust in government are more likely
to think that their government’s decisions regarding the transition to
controlled social life are sound and appropriate (Nakayachi and Cvet
kovich, 2010). They are therefore more likely to follow the instructions
of government officials to limit the spread of disease (Rubin et al., 2009).
In the event that individuals are motivated enough, they may intend to
visit restaurants, relying on measures adopted by the government to
protect citizens. Nevertheless, the fact that some individuals lack trust in
their government may lead them to believe that sound and adequate
measures have not been taken (Rudolph, 2009). As a result, lack of trust
in the government may make it more difficult for consumers to visit
restaurants even though they have sufficient motivation to do so. At this
point, the government may have the power to control consumer per
ceptions with the help of sound measures it adopts (Nakayachi and
Cvetkovich, 2010). At this point, it can be expected that the relationship
between dining out motivations and intention to visit upscale restau
rants is stronger in people with high trust in the government. Based on
these explanations, we propose the following hypothesis:

3.2. Sampling and data collection
It is officially declared that the most COVID-19 cases in Turkey
appeared in İstanbul (Koca, 2020). At this point, it can be stated that
individuals living in Istanbul experience the COVID-19 pandemic more
than the rest of Turkey and are there the difficulties of the COVID-19
pandemic in their lives. Research conducted in Istanbul by the Istan
bul Statistical Office (ISO) on COVID-19 revealed that 37.5 % of par
ticipants feel restricted in movement and that 35.1 % feel socially
restricted (ISO, 2020). For this reason, individuals living in Istanbul
were the preferred population of the present study.
Following Westland (2012), this study uses an a priori sample size
calculator for structural equation models (Soper, 2020). Accordingly,
the sample size used for the study was tested given the number of
observed variables (46), latent variables (9), anticipated effect size
(0.30), desired statistical power level (0.95), and probability level
(0.05). The results imply that 264 responses/cases were required as a
minimum sample size. In this case, the convenience sampling method
was preferred. First, the measurement scales were adapted into online
survey form. Then, the online survey form was shared on various social
media platforms at different intervals. Users were invited to participate
in the survey with their consent. Users or groups sharing posts related to
Istanbul on Facebook and Instagram were preferred. Every three days,
within a two-week span, the same steps were repeated for content
generated by different social media groups and users. Thus, we aimed to
reach individuals residing in Istanbul. On the other hand, the fact that
there are many people not living in Istanbul but using social media was
taken into account. And so, in order to prevent people living outside of
Istanbul from participating in the survey, a mandatory screening ques
tion was added. Only those who answered affirmatively to “I live in
Istanbul” were used for analysis. A total of 803 people participated in the
survey. However, 122 of these people stated that they did not live in
Istanbul. Therefore, these people who stated that did not live in Istanbul
were not included in the analysis. Thus, data obtained from 681 people
who stated that live in Istanbul were used for data analysis. The mini
mum sample according to Westland (2012) should be 264. The present
study’s sample size of 681 well exceeded that requirement.

Hypothesis 3a-3f. The level of trust in government moderates the
relationship between dining out motivations (H3a sociability; H3b
convenience; H3c visual appeal; H3d pleasure; H3e affect regulation;
H3f social image) and visit intention to upscale restaurants.

3.3. Data analysis

3. Methodology

Structural equation modelling (SEM) and multiple group analysis
(MGA) were used for testing the hypotheses in the present study. When
implementing SEM, the two-step approach suggested by Anderson and
Gerbing (1988) was adopted. Because maximum likelihood was used as
an estimation method for the analysis of measurement and structural
models, normal distribution assumption of data was checked. However,
before these stages, a data screening process was followed in order
translate data into eligible format. In this regard, the mean substitution

3.1. Instrument
In this study, data were collected via questionnaire. The first section
of the questionnaire includes statements related to dining out motiva
tions, intention to visit upscale restaurants, risk perception of COVID-19,
and trust in government. To measure risk perception of COVID-19, the
4
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method was used in order to replace missing data (Hair et al., 2013).
Next, Mahalanobis distance was checked to see whether there were any
outliers (Hair et al., 2013). Taking into consideration the cut-off values
proposed by Hair et al. (2013), no outliers were found (Mahalanobis D
(46)>182,96700, p < .001). After these steps, normal distribution
assumption was checked (Ali et al., 2018). Shapiro-Wilk, Kolmogor
ov-Smirnov, values of skewness and kurtosis can be used to statistically
control the normal distribution assumption (Elliott and Woodward,
2007; Mishra et al., 2019). However, the sample size is critical for the
selection of these techniques (Field, 2013; Kim, 2013). In this study, data
were obtained from a total of 681 participants. Accordingly, as the
Shapiro-Wilk and Kolmogorov-Smirnov tests were not suitable in terms
of this sample size, the absolute values of skewness and kurtosis were
examined and normality assumption was checked (Kim, 2013). For the
examining of skewness and kurtosis values, the cut-off values (Skewness
±3, Kurtosis ±7) proposed by Curran et al. (1996) were taken into ac
count. Since the kurtosis value (7.149) of one item from the affect
regulation dimension and the kurtosis value (10.168) of one item from
the trust in government dimension exceed the recommended values
(±7), these items were removed. The remaining statements’ skewness
and kurtosis values did not violate the recommended values. Therefore,
normal distribution assumption was met.

Table 1
Result of measurement model.
Dimensions

Convenience

4. Findings

Sociability

4.1. Demographic findings
As seen in Table 1, while 50.2 % of the participants are men, 49.8 %
are women. The percentage of married participants is 53.5 %. While the
percentage of participants under the age of 25 is 25.3 %, the percentage
of participants between the ages of 26–43 is 31 %. The percentage of
those in the 44–55 age group is 31.4 %. While the percentage of high
school graduates is 31.9 %, the percentage of undergraduates is 21.7 %.
While 38.5 % of the participants have a monthly income of between
5001− 7500 TL, 36.4 % earn an income over 7500 TL. While 49.6 % of
the participants stated that they visited upscale restaurants once a week,
31.7 % stated that they visited upscale restaurants twice a week.
4.2. Structural model

Visual

Since the two-step approach recommended by Anderson and Gerbing
(1988) was used for applying the structural model, the measurement
model was examined at first. Goodness-of-fit indices regarding the
analyzed measurement model were found acceptable (χ2/df = 4.634;
CFI = .92; TLI = .91; RMSEA = .073) (Schermelleh-Engel et al., 2003).
However, factor loadings of some items (one item from trust in gov
ernment is -.004, one item from convenience is .366, and one item from
visual is .397) were below .50. Therefore, any items that caused prob
lems in terms of providing convergent validity were removed from the
measurement model and the analysis was reapplied. The goodness-of-fit
statistic values obtained by reapplying the measurement model after
removing these items were acceptable (χ2/df = 4,538; CFI = .94;
TLI = .93; RMSEA = .072) (Schermelleh-Engel et al., 2003).
Moreover, convergent and discriminant validities and composite
reliability were examined. As all standard factor loadings were signifi
cant and AVE values exceeded .50, convergent validity was met. Because
the composite reliability values examined for internal consistency were
above the minimum recommended value, internal consistency was met
(Bagozzi and Yi, 1988). Lastly, discriminant validity was checked in
accordance with Fornell and Larcker’s (1981) method. Table 2 shows
the AVE square root on the diagonal (bold) and the correlations esti
mated for each pair of constructs in the elements outside the diagonal.
This, in turn, confirms discriminant validity (Fornell and Larcker, 1981).
After verifying the measurement model, the structural model was
examined. The goodness-of-fit of structural model was deemed accept
able (χ2/df = 4.869; CFI = .92; TLI = .91; RMSEA = .075), and

Affect
regulation

Social Image

Items
because it is
quick to
prepare
because it is
easy to prepare
because it is
easy and
convenient to
purchase
because it is
readily
available (e.g.
at hand or
being offered
by someone)
because it is
social
so that I can
spend time
with other
people
because it
makes social
gatherings
more
comfortable
because it is
pleasant to eat
with others
because it
makes a social
gathering
more
enjoyable
because the
presentation is
appealing (e.g.
packaging)
because it
spontaneously
appeals to me
(e.g. situated
at eye level,
appealing
colors)
because it is
nicely
presented
because it
looks
appealing
because I am
sad
because I feel
lonely
as a distraction
because I feel
stressed
because it
cheers me up
because it is
trendy
because it
makes me look
good in front
of others
because others
like it
to stand out
from the
crowd

Std. Fac.
Load. λ

t values

.93

*Fixed

.85

27.358

.64

18.445

.68

20.266

.89

*Fixed

.84

29.816

.92

36.073

.87

31.975

.83

29.649

.71

*Fixed

.88

21.073

.92

21.124

.74

*Fixed

.92

25.004

.89

24.101

.93

25.258

.69

18.034

.75

*Fixed

.79

20.511

.88

22.814

.74

19.157

.79

20.455

Construct
Reliability

AVE

.86

.61

.94

.75

.87

.71

.92

.71

.89

.63

(continued on next page)
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Table 1 (continued )
Dimensions

Pleasure

Risk

Trust

Table 1 (continued )
Items

because it is
considered to
be special
because I
enjoy it
in order to
indulge myself
because it puts
me in a good
mood
in order to
reward myself
because it is
fun to eat
The
coronavirus/
COVID-19 will
NOT affect
very many
people in the
country I’m
currently
living in.
I will probably
get sick with
the
coronavirus/
COVID-19.
Getting sick
with the
coronavirus/
COVID-19 can
be serious.
How likely do
you think it is
that your
travel will be
affected by
COVID-19
after 6
months?
How likely do
you think it is
that your
friends and
family in the
country you
are currently
living in will
be directly
affected by
COVID-19
after 6
months?
How worried
are you
personally
about the
COVID-19?
Turkish
government is
open and
upfront with
me about
COVID-19
restrictions.
I believe
Turkish
government
has high
integrity about
COVID-19
restrictions.
In general, I
believe

Std. Fac.
Load. λ

t values

.97

*Fixed

.96

73.282

.97

70.893

.98

56.466

.94

55.942

.99

*Fixed

.98

96.462

.96

104.391

Construct
Reliability

.98

AVE

Dimensions

.93

Visit
intention

Items
government
motives and
intentions are
good about
COVID-19
restrictions.
Turkish
government is
always honest
and truthful
about COVID19 restrictions.
I think
government
treats me fairly
about COVID19 restrictions.
I’m willing to
visit an
upscale
restaurant,
when I eat out.
I plan to visit
an upscale
restaurant for
eating, when I
eat out.
I will make an
effort to visit
an upscale
restaurant
when I eat out.

Std. Fac.
Load. λ

t values

.97

87.276

.98

95.828

.92

*Fixed

.98

44.052

.76

26.451

Construct
Reliability

AVE

.92

.79

Goodness-of-fit statistics, χ2/df=4.538; CFI=.94; TLI=.93; RMSEA=.072.

.99

146.786

.99

sociability (β = .23; t = 5.702; p < .001) and affect regulation (β = .07;
t = 1.863; p < .10) had a positive impact on visit intention to upscale
restaurants. Therefore, H1a and H1e are accepted; however, H1b, H1c, H1d,
and H1f are rejected.

.97

4.3. Moderating effect of risk perception

.97

101.028

.98

100.333

.99

*Fixed

.98
.98

92.363

.95

70.943

To test the moderating effect of risk perception, respondents were
first divided into two groups based on their responses to the items
discerning risk perception using K-means clustering. Groups were
divided into low- (405) and high- (276) risk perception groups. Next, the
configural invariance model was examined. As goodness-of-fit statistics
of the configural invariance model were acceptable (χ2/df = 3.126;
CFI = .92; TLI = .90; RMSEA = .056), this model was supported. Sec
ondly, the configural invariance model was compared with metric
invariance model using a chi-square difference test. No significant dif
ference was found between the two models (Δχ2(21)-25.20; p = .239).
Therefore, metric invariance was partially supported. After confirming
that metric invariance was supported, the moderating effect of risk
perception on the relationship between dining out motivations and visit
intention was examined.
Table 3 presents the results of the multi-group analysis. The result of
the chi-square test confirmed that significant differences were found in
the relationships between dining out motivation factors (sociability,
visual appeal, pleasure, affect regulation, and social image) and visit
intention to upscale restaurants, according to low- and high-risk
perception groups. In other words, risk perception had a moderating
effect on the relationship between dining out motivation factors and
visit intention to upscale restaurants. The effect of sociability, pleasure,
and social image on visit intention to upscale restaurants was more
determinative for the low-risk perception group. On the other hand,
visual appeal and pleasure negatively affected visit intention to upscale
restaurants for the high-risk perception group. Therefore, H2a, H2c, H2d,

.94
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B.B. Dedeoğlu and E. Boğan
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Table 2
Results of discriminant validity.
Discriminant validity

Visit

Risk

Convenience

Sociability

Visual

Affect regulation

Social Image

Pleasure

Trust

Visit
Risk
Convenience
Sociability
Visual
Affect regulation
Social Image
Pleasure
Trust

.889
− .479
.052
.240
.033
.097
.065
.040
.338

.985
.049
− .253
− .114
− .078
.021
− .055
− .104

.781
.046
.034
.066
.023
.018
− .013

.869
.007
.085
.041
.127
.152

.84
− .024
.090
.125
.056

.841
.065
− .06
.138

.791
− .033
.072

.965
.106

.973

Table 3
Result of moderating effect of risk perception.
Hypothesis

Relations

Table 4
Result of moderating effect of trust in government.
Δχ2

Std. Factor
Loadings
High
risk

Low
risk

H2a

Sociability→Visit

− .030

H2b

Convenience→Visit

.083

.385
***
.022

H2c

Visual appeal→Visit

− .138*

.077

H2d

Pleasure→Visit

− .147*

H2e

Affect
regulation→Visit
Social image→Visit

− .019

.181
***
.152
**
.170
***

H2f

− .018

Δχ2(1)31.00***
Δχ2(1)0.90
Δχ2(1)7.20**
Δχ2(1)19.00***
Δχ2(1)4.60*
Δχ2(1)4.10*

Support

Hypothesis

Relations

Std. Factor
Loadings
High
trust

Low
trust
.017

Yes

H3a

Sociability→Visit

No

H3b

Convenience→Visit

.355
***
.069

Yes

H3c

Visual appeal→Visit

.006

.010

Yes

H3d

Pleasure→Visit

− .008

.004

Yes

H3e

.051

.065

Yes

H3f

Affect
regulation→Visit
Social image→Visit

.154**

− .079

*

**

**

***

p < .050.
p < .010.
***
p < .001.

.011

Δχ2

Support

Δχ2(1)22.0***
Δχ2(1)0.70
Δχ2(1)0.00
Δχ2(1)0.00
Δχ2(1)0.00
Δχ2(1)8.80**

Yes
No
No
No
No
Yes

p < .010.
p < .001.

individuals trust the actions taken by the government with regard to
COVID-19, the impact of sociability and social image on visit intention
to upscale restaurants increase. However, it seems that the effect dis
appears for the group with low trust. Therefore, H3a and H3f are
accepted; however, H3b, H3c, H3d, and H3e are rejected.

H2e, and H2f are accepted; however, H2b is rejected.
4.4. Moderating effect of trust in government
To test the moderating effect of trust in government, first, the re
spondents were divided into two groups based on their responses to the
items discerning trust in government using K-means clustering. The
groups were named the low (389) and high (292) trust in government
groups. In order to perform the MGA, the metric invariance is required
to be met for the classified groups (Hair et al., 2009). Therefore, first, the
configural invariance model, without constraining any factor loadings
among groups, was examined. As the goodness-of-fit statistics obtained
from the configural invariance model are at an acceptable level
(χ2/df = 3.072; CFI = .92; TLI = .91; RMSEA = .055), this model was
supported. Second, the full-metric invariance model, in which all factor
loadings were equally constrained across groups was investigated. The
chi-square difference test between the configural and metric invariance
model was found to be not significant for each group (Hair et al., 2009).
Therefore, the metric invariance was met partially for low-high groups
of trust in government (Δχ2(20)-28.30; p = .102). After confirming that
metric invariance was supported, the moderating effect of trust in gov
ernment on the relationship between dining out motivations and visit
intention was examined.
Table 4 presents the results of the multi-group analysis. The result of
the chi-square test confirmed that significant differences were found in
the relationships between dining out motivation factors (sociability and
social image) and visit intention to upscale restaurants, according to the
low and high trust in government groups. In other words, trust in gov
ernment had a moderating effect on the relationship between dining out
motivation factors and visit intention to upscale restaurants. The effect
of sociability and social image on visit intention to upscale restaurants is
more determinative for the group with high trust in government. When

5. Discussion and implications
It is beyond any doubt that one of the sectors experiencing the
greatest impacts of COVID-19 is the tourism and hospitality industry
(Knight et al., 2020; Yang et al., 2020). In this period of absolute un
certainty, countries have had no other choice than initiating the tran
sition to controlled social life in order to avoid an economic dead end in
the future. Based on the decreasing number of cases and deaths, and
with the purpose of ensuring the sustainability of the economy, Turkey
has allowed the reopening of hotel enterprises, restaurants, and cafés on
the condition that all necessary measures and precautions are taken. As a
result, the number of consumers visiting food and beverage enterprises
has started to grow. However, just as in other pandemics (Cahyanto
et al., 2016; Lobb et al., 2006; Tavitiyaman and Qu, 2013), it is foreseen
that COVID-19 risk perceptions of consumers will greatly shape the
magnitude of this mobilization. In the context of Turkey, which has
given a good account of itself in management of the pandemic so far, it is
considered that individuals’ trust in the measures implemented by
government officials with the aim of reducing the perceived risk will
also shape consumer behavior. Hence, the current study investigates
moderating effects of consumers’ COVID-19 risk perceptions and trust in
government in the relationship between dining out motivations and
restaurant visit intention.
Within the framework of these findings, only socialization and affect
regulation among various other motivation factors have significant
positive effect on visit intention to upscale restaurants. Due to the
curfew, as well as the prohibition of gathering, people have remained
7
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distant from their usual social environments (Berg-Weger and Morley,
2020; Bavel et al., 2020). With the reopening of restaurants, people
might have perceived an opportunity to meet up and spend time with
people in their social circles. Furthermore, within the scope of the
transition to controlled social life, consumers (Stieger et al., 2020;
Voitsidis et al., 2020) who are emotionally worn out due to the
increasing number of cases and deaths in the pandemic process may
have the intention to visit restaurants for emotional recovery. Exam
ining the moderating effect of consumers’ risk perception, it is indicated
that those with low-risk perceptions have stronger intention to visit
upscale restaurants with the purpose of socialization, pleasure, affect
regulation, and social image. This state of affairs points to the escalating
severity of individuals’ needs for socialization. With the slow downward
tendency of the pandemic, consumers have endeavored to recover from
emotional and psychological exhaustion. Consumers may have thought
that they could feel happy and treat themselves well by visiting upscale
restaurants. Taking into account that social image was a dominant
motive in the pre-pandemic period (Kang and Park, 2016; Yang and
Mattila, 2014, 2017), it is considered that individuals will have the
intention to visit upscale restaurants with the purpose of maintaining or
upgrading their social image on the condition that the perceived risk is
low. Another important finding concluded in the present study is that
visual appeal of food generates a negative effect on restaurant visit
intention in the event that the perceived risk is high. Having the pre
sumption in the mind that visually appealing food would attract a lot of
people, consumers might perceive upscale restaurants to be risky.
Examining the moderating effect of trust in measures implemented
by government officials against the COVID-19 pandemic, it is observed
that the positive effect of socialization and social image on intention to
visit upscale restaurants comes to the forefront in consumers with high
sense of trust in the government. On the other hand, the relationship in
question is insignificant in consumer groups with low trust in the gov
ernment. This finding highlights a vital need for people as social beings
to meet with those in their social environment in such places as res
taurants where leisure time can be used effectively. However, this ne
cessitates building a sense of trust in the government.
Research findings provide some significant contributions to the
hospitality literature. First, this study is one of the leading empirical
studies investigating consumers’ attitude and behaviors toward restau
rant enterprises in the transition to controlled social life. The study re
veals that consumers’ motivation to visit upscale restaurants has
changed during the pandemic. People who have been away from social
environments for a long time owing to the curfew and social distancing
rules consider restaurant establishments as a place for socialization in
this period when the first steps toward social life have been taken. In
addition, individuals who are emotionally exhausted by the growing
number of deaths and new cases think that they will recover by spending
time in restaurants. Another important contribution is that consumers’
COVID-19 risk perceptions have a moderating effect on the relationship
between dining out motivations and visit intention. It is observed that
motivation factors having no direct significant effect on visit intention
generate significant effects as the moderating effect of risk perception is
incorporated. This finding reveals the fact that risk perception as a factor
shapes consumer behavior and attitudes to a remarkable extent in the
pandemic process. Last but not least, taking into notice that government
officials take on great responsibility in containing the pandemic, it is
revealed that consumers’ overall trust in government about the mea
sures has a significant impact on their behavior.
Within the framework of the findings acquired, several suggestions
can be offered to destination management organizations and govern
ment officials. Despite the fact that the COVID-19 is a very challenging
risk factor to control (Carballo et al., 2017), destination management
organizations can inform consumers through various channels so as to
reduce consumers’ COVID-19 risk perceptions (Jonas and Mansfeld,
2017) in such a period when a lot of fake news/information about the
pandemic appears on social media (Bavel et al., 2020). Communication

channels such as social media, corporate web pages, local TV channels,
radio, and newspapers, can be used to emphasize that all protective
measures enforced by the government (e.g., ensuring particular distance
between tables, requiring all personnel to wear protective equipment,
not offering menus in the restaurant, etc.) are complied with at the
maximum level. So as to ensure credibility, information must be pre
sented to consumers in an integrated or consistent manner. Particularly
considering the fact that restaurants are to be preferred for socialization,
consumers can be instilled with a certain level of awareness by way of
reminding them at the entrance the necessity of complying with the
rules in place. Acting as a driving force behind the implementation of
central government decisions in enterprises, local government officials
can reduce consumers’ risk perceptions. In addition, imposing severe
sanctions on the enterprises which violate the rules could encourage
other enterprises to follow suit.
Current research findings indicated that trust in government mod
erates the relationship between some of dining out motivations and visit
intention to upscale restaurants. Accordingly, the research provides
some practical implications for governmental officials. To create and
reinforce public trust in government, governmental officials may
consider the OECD’s (2017) framework on determinants of trust that is
driven basic two components as competence (includes responsiveness,
reliability) and values (includes openness, integrity and fairness).
Providing quality public services through listening and responding cit
izens expectations and concerns about Covid-19 represent responsive
ness of governmental institutions (Brezzi et al., 2020). For instance, as
practiced in Turkey, all citizens with some symptoms should be able to
reach the test kit comfortably and free of charge in the health in
stitutions closest to where they live. Building a regular, transparent and
unambiguous two-way communication channel with citizens, especially
those affected by the pandemic and those in the risk groups, is highly
influential on trust in government (WHO, 2020b). This not only build
trust in the government, but also may help mitigate the impact of fake
news and misinformation through social media. Therefore, it may be
stated the responses given from different governmental institutions
should be consistent to build and maintaining trust (Guglielmi et al.,
2020). Moreover, all the citizens should gain a fair access to the
governmental services and benefits that put into practice to mitigate the
economic consequences of Covid-19. Han et al. (2020) revealed that
governments perceived as well organized during the pandemic,
disseminating clear messages and knowledge on COVID-19, and
perceived fairness were positively linked with trust in government. Last
but not least, creating a consistency between what is said and what is
done, keeping the promises during and after Covid-19 pandemic are key
determinants of integrity that is also one of the key dimensions of values
that result in trust in government (Boğan and Dedeoğlu, 2017).
The measures have taken before and during the Covid-19 pandemic
in Turkey may provide some good lessons for other destinations to create
and foster citizens’ trust in government and to reduce their risk per
ceptions. In a recent cross-national study, Dryhurst et al. (2020) indi
cated that risk perception is negatively related to trust in government.
When people are more trusting in their government, risk perceptions of
coronavirus are lower. Thus, it is utmost importance to ensure the trust
of citizens toward government. Firstly, although the first Covid-19 case
in Turkey reported in 11 March 2020, the Ministry of Health had already
set up the advisory board to fight and be ready against Covid-19.
Following the recommendations of this board, government closed the
borders and stopped international flights for some counties including
China, Italy, South Korea and Iraq. Afterwards, it announced a total
curfew initially for those who are over age of 65 and then for those are
twenty and younger. Setting the board before the first Covid-19 case
occurred and generally placing restrictions by listening to the recom
mendations of the board may have contributed to citizens’ trust in
government. Therefore, other countries and destinations can create the
perception that the steps taken are made in line with scientific data.
Secondly, the government started sending masks to all the citizens
8
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for free to promote face-mask use. Besides that, many countries (e.g.,
USA, Germany, Portugal) have attempted to evacuate their citizens
abroad due to international travel restrictions. Similarly, Turkey as one
of the leading countries brought about 25 thousand citizens from 59
countries by special flights. Adopting the social state understanding and
acting in an embracing and protective manner of its citizens can also
play a role in increasing citizens’ perceptions of trust. All these proactive
and fast reactive measures reflect the responsiveness of government
which is one of the determinants of trust in government. In accordance
with this, other countries and destinations can act similarly, at least
during the pandemic, by adopting the social state understanding.
Lastly, Turkey host almost four million refugees (UNHCR, 2020). The
government offers free Covid-19 test kits and treatment to anyone living
in the country, without discrimination. Almost 12.288 refugees house
reached one-off Covid-19 immediate cash benefits (UNHRC, 2020). The
government stated that it is planned to provide cash assistance to fam
ilies in need within the scope of the social assistance program, consisting
of 3 phases. Within this scope, in first phase 2,1 million, second phase 2,
3 million house reached 1000 Turkish Liras within this program. As in
most countries, many workers and businesses throughout the pandemic
in Turkey have also experienced economic difficulties. In these difficult
processes, the efforts of the state to help its citizens within the scope of
its economic power (as much as it can) may have created the perception
that they are not left alone during the pandemic. All these benevolent,
fair and responsive actions would indeed result in ensuring and fostering
governmental trust. Therefore, it should be suggested that other coun
tries and destinations should pay attention to these similar issues.
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6. Limitations and further research directions
One of the greatest limitations employed by the current study is that
the research data were only collected in the context of Istanbul, Turkey.
Although Istanbul is the number one province where the outbreak has
been experienced, comparing the findings in the context of other prov
inces where the number of cases is not so intense could yield important
results. Consumers’ risk perceptions may differ in provinces with lower
numbers of cases. The other important limitation in the study is that only
six dimensions were analyzed within the scope of consumer dining out
motivations. In future research, factors such as price, celebration, and
subjective well-being can be included in the research model, thus paving
the way for acquiring more comprehensive results. Another limitation is
that no control variable was used while testing the model. Factors such
as age, family members’ composition, underlying health condition, in
come level, and type of job may affect consumers’ intention to dine out
during the pandemic period. In future research, the moderating effects
of these factors on the model could be tested.
Additionally, future studies may apply protection motivation theory
(Rogers, 1975) through investigating the role of some psychological
constructs such as perceived severity, perceived vulnerability,
self-efficacy, and maladaptive perceptions that could affect restaurant
visit intention. Although some previous tourism and hospitality papers
have used protection motivation theory in various research contexts
(Harris et al., 2018; Ruan et al., 2020; Wang et al., 2019), to best our
knowledge, to date no empirical studies have applied the theory while
examining diners’ behavioral intentions in the current COVID-19
pandemic. Such studies may provide deeper knowledge about under
standing customers’ attitudes and behaviors under the current
pandemic. It should be remembered that Turkey is among the countries
which have successfully managed the pandemic process, leading to a
relatively low number of national cases. Accordingly, comparative
findings could be presented by testing a similar model in the countries
where the number of cases is relatively high.
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International Journal of Hospitality Management 95 (2021) 102905
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