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About Journal

IMJCT is an international scientific journal specialized in publishing research in
tourism culture and marketing, including government administration and policies,
and developing new technologies, methodologies, and tools. It is published by Katara
Publishing House in cooperation with Al Rayyan International University College-
University of Derby UK-Qatar. The Journal publishes two issues per year and aims
to provide a scientific platform that allows researchers and specialists to arbitrate
and publish their scientific papers from research and studies in the field of tourism,
culture, and marketing, as well as to contribute to the spread of knowledge by making
these researches and studies available to the beneficiaries across this vast space.

Scope
The journal has a huge scope as it fills a void. It will help not only students, teachers.
experts and researchers who are working in this area, but also cultural and tourism
institutions, organizations, NGOs, companies, and the general public to update
themselves about the latest research, developments, and trends in culture and tourism
marketing.

Vision
To be a leading global scientific publishing platform in the field of tourism culture
and marketing.

Journal
Giving the opportunity to Arab and international researchers to arbitrate and publish
their research in the field of tourism culture and marketing.
Contributing to supporting and developing the cultural field and tourism marketing
through genuine and serious research studies in accordance with international
standards.
Achieving the universality of culture and tourism in accordance with the modern
vision, with its professional controls and ethics.
Creating a knowledge base for the magazine that contributes to creating a scientific
reference and a solid documentary record.
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Publishing Rules

General Conditions:

+ The Journal is interested in publishing scientific papers and events related to
culture and tourism marketing in the English language, whether it is original
research, reports on conferences, seminars and workshops, or presentations of
scientific thesis related to the areas of publishing the magazine.

- The journal is concerned with publishing original scientific papers that have
not been previously published, by any means of publication, and have not been
submitted for publication in another journal. This shall be confirmed by the
written approval of the researcher.

+ The researcher is not entitled to publish his research in another place after
approval of its publication in the journal except after obtaining written permission
to do so from the editor-in-chief.

+ The journal has the right to take whatever legal and disciplinary measures it
deems appropriate in the event that it is proven that the researcher breaches the
scientific integrity.

+ The journal is not obligated to provide reasons for rejecting the research if it
chooses not to publish the submitted material.

+ The editorial board has the right to make any necessary formal adjustments to
the research in accordance with the instructions and rules of publication in the
journal.

+ The journal does not charge any fees for publishing and does not provide any
rewards for published research except in the case of subscriptions.

Special Conditions:
* Commitment to objectivity and ethical values in scientific research, such as:
1. Taking into account the authenticity and integrity of the scientific and
intellectual tendency of the research.
2. Avoid offending people and bodies.
3. The research should deal theoretically and practically with contemporary
issues that are closest to human reality.
4. Taking into account objectivity and keeping away from personalizing ideas.

* Considering the scientific formulation of the research, through the following:
1. The integrity of the language and avoiding linguistic errors.
2. Observing punctuation and spelling rules.
3. Accuracy in documenting texts and evidence.
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* Number of research pages should not exceed (30) pages of regular cut (A4),
including references and appendices.
Font size and type: The font size is: (14), margin: (10). and font type (Times

New Roman)

The research shall be accompanied by an abstract, provided that it does not
exceed (300) words: The abstract includes the following: Research topic,
objectives, methodology, more important findings end recommendations, in
addition to keywords.

5000-7000-word maximum length including references, tables, and figures.
The research to be divided and organized according to the requirements of the
scientific research method, in order to maintain coordination of the research
and reports published in the journal.

An APA approach to be followed in documenting research.

The researcher can view a general form of the scientific paper by clicking here:
Article Template.

Procedural Steps for Publishing a Research
The papers are sent electronically, either by uploading them via the journal’s

website or by sending them to the editorial board mail: editor@imjct.com.
The editorial board of the journal conducts a preliminary examination of the
research and then decides its eligibility for arbitration or its rejection.

The research and studies submitted for publication in the journal are arbitrated
by at least two arbitrators.

The research is returned to the researchers after evaluation and arbitration for
the purpose of evaluation end modification.

If the research is accepted for publication, then all copyrights shall devolve to
the journal, and it may not be published in any paper or electronic means of
publication except with the written permission of the editor-in-chief.

If the research is published, the researcher will be sent a letter of publication
with an electronic copy of the journal in which his research was published.
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Editorial

Dear academic and industry colleagues, I take great pleasure in
presenting to you the inaugural issue of the International Marketing Journal
of Culture and Tourism, which is a joint publication of Katara Publishing
House and Al Rayan International University College in partnership with
the University of Derby.

The main objective of the journal is to publish scientific research in
the fields of culture and tourism marketing focused on the latest management
trends, government policies, and industry insights related to development of
the tourism sector. The journal seeks to provide researchers and experts in
the field of culture and tourism marketing with an opportunity to share their
knowledge with a wider circle of academics, government officials, and
industry professionals.

We aim to have two publications per year, the content of which will
be easily made available through an open-access platform. In the future
some of the publications will be developed around a specific theme, which
is of interest to the wider academic and professional communities.

All published articles will undergo a rigorous double-blind peer
review process and meet the criteria for high-quality academic research. Our
goal is to shorten the turnaround time between submission and publication
and make this process more efficient compared to other journals in our
field.

I would like to sincerely thank the editors, the authors, and the
reviewers who have dedicated their time and expertise to the development
of our journal.

I would like to use this opportunity and invite future authors from
academia and the industry to submit their exciting research to the
International Marketing Journal of Culture and Tourism.

Sincerely,
Professor Khalid Al Sulaiti
Founder and Editor in Chief
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Has the outbreak of tourism research involving
COVID-19 been cured by 2022?

Jing (Bill) Xu?, Stephen Pratt?

https://doi.org/10.33001/18355/IMJCT0409
Received Date: 2023-04-12 | Accepted date: 2023-07-22 | Publication Date: 2023-08-17

Abstract

Expanding on the recommendation of Assaf et al. (2022), this
research note provides insights and recommendations for the post-
COVID-19 future of tourism research. We reviewed 56 recent papers related
to COVID-19 published in the top three high quality tourism journals.
Whilst there was a glut of relatively descriptive research on the pandemic,
especially involving the economic impacts as a result of the virus, the results
indicate that inadequate attention has been given to technology adoption
and tourists’ well-being. Recent discussions of post-COVID-19 tourism
have emphasised crisis management, which remains an important direction
for future research. We recommend tourism recovery and resilience as one
of the major focuses for tourism research and for greater importance to be
attached to crisis planning and preparation so that lessons can be learned
from COVID-19. Rather than a single country, cross-sectional studies, the
adoption of cross-cultural, cross-contextual, and longitudinal study
approaches is also recommended.

Keywords: COVID-19; Tourism; Future; Post-COVID-19 tourism research

1 School of Professional Education and Executive Development, The Hong Kong Polytechnic University, 9 Hoi Ting
Road, Yau Ma Tei, Kowloon, Hong Kong, China, Email: bill.xu@cpce-polyu.edu.hk. ORCID: 0000-0002-6473-8683

2 Rosen College of Hospitality Management, University of Central Florida, USA. Email: stephen.pratt@ucf.edu ORCID:
0000-0002-6550-132X

* The work described in this paper was fully supported by a grant from the Research Grants Council of the Hong Kong
Special Administrative Region, China (UGC/FDS24/B15/21)
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Introduction

On January 9, 2020, the World Health Organization (WHO)
recognised a mysterious Coronavirus-related pneumonia in Wuhan, China,
and on March 11, 2020 declared COVID-19 a pandemic. With the
subsequent closing of international borders, international travel came to an
immediate halt. The impact of the COVID-19 pandemic caused an
unprecedented crisis in the tourism industry. As such, the academic
community focusing on tourism immediately started researching the impacts
of the pandemic on the industry. However, a lot of research at the start of
the pandemic was either descriptive or speculative, with opinion pieces
flooding publication outlets.

With many destinations having now relaxed their COVID-19-related
travel restrictions and international tourism having gradually recovered, this
research note examines the extent to which tourism scholars are still
discussing and publishing COVID-19-centric research. This paper provides
a brief review of the recent trends of tourism research related to COVID-19
and offers insights and recommendations for the post-COVID-19 future of
tourism research. The findings can benefit tourism scholars, businesses, and
policymakers in highlighting a research agenda and recommending gaps in
knowledge concerning pandemics.

Method

The paper search was conducted in December 2022, and all the full
papers published in English within 2022 (including those being accepted)
were counted. The keywords ‘COVID’ / ‘COVID-19’ / ‘pandemic’ were
used in the search (paper titles) in the top three tourism journals, including
Tourism Management (TM), Journal of Travel Research (JTR), and Annals of
Tourism Research (ATR). This literature review was systematic (Shamseer et
al., 2015) and focused on the top three journals. The TM (IF=12.879) and
ATR (IF=12.853) were the top two tourism journals according to 2021
Impact Factors of Clarivate’s Web of Science (note: the 2022 statistics were
released in June 2023). JTR was not among the top three journals in this
regard but different experts and scholars had recommended it more than the
31 place journal Tourism Geographies (IF=11.355), due to its historical
reputation in tourism research. Initially, ninety-three papers were found
from the three targeted journals. After removing duplicate papers, a total of
fifty-six recent COVID-19-focused tourism papers were collected from TM
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(n = 23), JTR (n = 17), and ATR (n = 16). They account for around 14% of
the total published articles in these journals. Manual content analysis was
conducted with a coding and categorisation process (Ren, 2014). Later, the
content analysis was supported by the generation of a concept map (abstract)
in Leximancer (100% visibility and 33% theme size), with general terms
(e.g., ‘analysis,” ‘data,” ‘findings,” ‘results,” ‘research,’ ‘study,” ‘pandemic,’
‘COVID’) excluded.

Findings
Recent COVID-19 Research Themes

Table 1 summarises the major themes and sub-themes discussed in
the collected papers in 2022 (including those published online). The two
major themes (‘impact of COVID-19’ and ‘the post-COVID-19 future of
tourism’) are divided into various sub-themes (e.g., ‘tourist behaviour,’
‘financial management,” ‘tourists’ well-being,” ‘technology adoption,’
‘tourism demand,’ ‘tourism forecasting,’ ‘destination marketing,” ‘hospitality
marketing,” ‘crisis management,’ ‘sustainability,” and ‘tourism recovery’).
The themes identified from the concept map generated by Leximancer are
shown in Figure 1 and share some similarities with those identified in the
manual content analysis. These themes highlight areas with future research
potential, but the important theme of ‘technology adoption’ is absent in the
concept map and could benefit from more in-depth studies. We conducted
a pathway analysis on the ‘future’ concept, indicating that the industry can
benefit from learning from the pandemic crisis and upgrading its crisis
management tactics accordingly.

Table 1. Recent COVID-19 topics in tourism research

Major Themes Sub-themes Frequency
Tourist behaviour 16

Risk perception 9

Impact of Travel decision making 2

COVID-19 Biosecurit 1

(Positive and y

Negative) Emotions 1
Purchase intention 1
Travel anxiety 1
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Major Themes Sub-themes Frequency

Vaccination intentions

Financial management

In general

Firm value

Government assistance

Resilience

Revenue

Tourists’ well-being
Mental health
Quality of life

Technology adoption

Virtual tourism

Big data

Service robots
Impact of Tourism demand
COVID-19 Tourism forecastin
(Positive and g
Negative) In general

Tourism demand forecasting

Destination marketing

In general

Destination image management

Hospitality marketing

In general

Pricing
Others
Host-guest interaction

News media

Public policy

Tourism performance

Visual attention
Mobility
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Major Themes Sub-themes Frequency
Crisis management 8
In general 5
The post- Crisis response 2
COVID-19 . .
Crisis communication 1
future of
tourism Sustainability b
Tourism recovery 1
Agenda for future research 1
Total 56

Figure 1. Concept map (Abstract) from Leximancer analysis
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Findings of Impacts of COVID-19 on Tourism Research

Unsurprisingly, much published research in the area of tourism in
recent years has focused on the negative impacts of COVID-19 on the
tourism industry, particularly with respect to the decrease in tourism
expenditures and business revenues. Many tourism businesses have struggled
due to the lack of tourists resulting in declining sales during the pandemic
(Wieczorek-Kosmala, 2022). However, new technologies in the tourism
sector had been used, which had proved the positive impacts of the pandemic.
Another positive impact was the increase of public awareness for the
importance of safety and sanitation as well as healthcare provision.

“Tourist behaviour’ was the most commonly researched topic of the
nine sub-themes of the impact of COVID-19. The COVID-19 crisis
impacted travel decision-making and tourist behaviours (Kim et al., 2022c¢).
For example, Shin et al. (2022) pinpointed that social distancing constraints
influenced tourists’ decisions of travel and travel frequency. Zheng et al.
(2022) highlighted tourists’ risk perceptions in relation to tourist behaviours
during the pandemic.

Surprisingly, the topics of ‘technology adoption’ and ‘tourists’ well-
being’ received relatively less attention. Technology in tourism has been a
popular research topic in recent years (Sigala, 2021), and the pandemic has
raised the level of public interest in technology, especially the use of service
robots and virtual reality (VR) technology. Several studies have highlighted
the relationships between various technologies and tourists’ risk perceptions
and travel decisions during the COVID-19 period. For example, virtual
tourism provided a novel and safer form of travel whilst offsetting the
limitations on physical travel during COVID-19 (Zhang et al., 2022), and
the use of contactless service robots in the hospitality and tourism industry
as a response to the highly infectious nature of the COVID-19 virus reduced
tourists’ concerns about health risks (Liu et al., 2022).

The COVID-19 pandemic has also called attention to tourists’ well-
being, particularly concerning mental health and quality of life. Given
increased public concerns about tourists’ well-being and mental health,
there has been surprisingly little recent research on this theme. The sudden
intrusion of the COVID-19 virus into people’s lives had a large negative
effect on mental health owing to the fear of illness and death, as well as

20
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isolation and depression due to quarantining. However, with the relaxation
of preventive measures and people’s long-term adaptation to the ‘new
normal’ of COVID-19, some recent studies have begun to focus on mental
health recovery (Cheng & Liu, 2022; Luu, 2022).

The Post-COVID-19 Future of Tourism

Whilst reviewing the literature illustrating COVID-19’s impacts,
tourism scholars have also endeavoured to discuss the post-COVID-19
future of tourism. For example, the tourism industry has been urged to learn
from the pandemic in order to manage future crises more effectively, thereby
making crisis management a popular research topic. One such strategy is to
clearly communicate preventive measures to customers and promote these
measures via social media platforms (Kim et al., 2022b). Another strategy,
recommended by Li et al. (2022), is to use stronger linguistic cues in crisis
communications to manage consumers’ emotions. Crisis management has
been underestimated in the past decade, however, it is anticipated that it
will receive more attention in future studies as tourism industry players need
effective guidance to prepare for the next crisis (Wut et al., 2021).

Future of COVID-19-related Tourism Research

From interviews with 19 industry representatives and reputable
tourism scholars, Assaf et al. (2022) proposed six focal areas that tourism
researchers should emphasise in future COVID-19-related tourism research.
In this section, we offer further insights and recommendations for future
tourism trends from our review of the future research suggestions in the 56
papers identified above.

First, we recommend that scholars conduct more longitudinal
research. Many recent studies have undertaken cross-sectional research,
exploring one period of COVID-19, often a period before, during, or after
the pandemic. However, it is recommended that future studies compare
different time points (Guizzardi et al., 2022), including post-COVID-19, to
examine the changes over time and therefore understand certain tourism
phenomena more holistically (Cheng & Liu, 2022; Femenia-Serra et al.,
2022). These changes should also be studied with an awareness of possible
differences between different destinations and between tourists of different
cultural and personal backgrounds. Some destinations may be more sensitive
to certain diseases such as COVID-19, even when international travel has

21



AUQUSt 2023 | Issue No. (4) International Marketing Journal of Culture and Tourism (IMJCT) o

resumed. In the meantime, some tourists may be continuously more
adventuresome to visit those destinations with higher pandemic sensitivity.

Second, it was found that mental health and people’s perception of
quality of life did not receive adequate attention. It has been widely
acknowledged that the COVID-19 pandemic impacted local economies and
brought about many social changes, and thus, mental health issues are
becoming more prominent over the short term and long term. The
importance of advanced technologies (e.g., big data, VR, artificial
intelligence) in addressing tourists’ emotional and social needs should be
highlighted in order to achieve quality of life and ultimate happiness. These
might be among the core topics of tourism research emerging from
COVID-19.

Third, the recent body of research remains overwhelmingly focused
on the immediate impacts of COVID-19 and lacks a more critical lens for
considering tourism resilience. A systematic and deep reflection is lacking
(Filep et al., 2022). Tourism recovery from COVID-19 will be an ongoing
topic, but the resilience of tourism to future changes, adaptations, and
‘radical’ restructuring needs more research attention. First, many studies
have explored the influences of the pandemic on tourists, but how these
influences transform tourism in the future is unclear. Second, more studies
are needed to identify the key drivers of tourism resilience (Wieczorek-
Kosmala, 2022). There might be many factors of uncertainties for the world
and the tourism industry, thanks to our understanding of COVID-19 (Liu
& Mair, 2023). However, there has been little recent research into how
tourism resources could be systematically restructured for the preparation of
the future. Furthermore, many moderating factors could also be tested for
their effects on the main relationships among concepts, including tourists’
predispositions (Kim et al., 2022a) and heterogeneous characteristics (Kim
et al., 2022d) and the regulatory focus in tourism bodies (Liu et al., 2022).

Fourth, under the realm of crisis management, crisis planning and
preparation (Chen et al., 2022) must be given more attention. COVID-19 is
a warning to the tourism industry that crisis preparedness is vital for dealing
with future possible crises (Kuscer et al., 2022). Future crises could take
different forms, which involve natural disasters, social/political instabilities,
and health risks (EI-Said & Aziz, 2022). The effectiveness of relevant crisis
management and preparation strategies should be tested and proved

22
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respectively. The importance of crisis management has been usually forgotten
or underestimated after a certain amount of time has elapsed since a crisis.
It will be wise to devise, implement, and monitor a long-term crisis
management strategy to sustain competitiveness in the future world.

Finally, it is recommended that researchers respect the views of
various tourism stakeholders, such as entrepreneurs and destinations’
residents. Most of the past studies merely discussed the views of tourists,
tourism managers and employees. Tourism entrepreneurs would definitely
look into the future development trends and important factors that could
help them to obtain competitive edges in the future. Destinations’ residents
could provide in-time constructive feedback to tourism practitioners and
governments for the sake of tourism sustainability. These stakeholders’
viewpoints should be incorporated into post-COVID-19 industry
restructuring.

Conclusion

This research note provides a brief review of the most recent studies
on tourism and COVID-19 in the top three tourism journals to provide
insights and recommendations for tourism research in the post-COVID-19
period. With the relaxation of travel restrictions and the resumption of
international travel, tourism recovery and resilience should be studied in
depth, attaching importance to such key factors as tourists’ and residents’
well-being, strategic crisis management, and the application and advancement
of information technology. Furthermore, research findings should be
underpinned with cross-cultural, cross-contextual, and longitudinal
evidence.
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