
 

 

 
 
 

 

Analysis of the measures of COVID-19 
(SARSCoV-2) in the image, satisfaction and 
loyalty of visitors to a world heritage city 
 
Nuria Huete-Alcocer, Virginia Navajas-Romero & Ricardo David 
Hernández Rojas 

 
aEconometrics at the Faculty of Economics and Business, Albacete, Spain; bDepartment of 
Spanish and International Economy, Econometrics and History and Economic Institutions of 
the University of Castilla-La Mancha, Albacece, Spain; cDepartment of Statistics and 
Operations Research, Business Organization and Applied Economics, Universidad de 
Córdoba, Cordoba, Spain; dDepartment Agricultural Economics, Sociology, and Policy, 
Faculty of Economics and Business Sciences, Universidad de Córdoba, Cordoba, Spain 

 

ABSTRACT 
 
This study examines the effects of the prevention measures taken against Coronavirus on the 

image, satisfaction and loyalty of tourists in world heritage cities. Data was obtained from 

tourists who visited Córdoba (España). Structural equation modeling (SEM) was used to 

verify the proposed hypothetical relationships. The results show that implementing 

Coronavirus prevention measures improves the visitors’ cognitive and emotional global 

image of the destination and influences visitor satisfaction with the visit and subsequent 

loyalty to the city. This work can be useful in the decision-making processes of city managers 

in their attempts to improve the satisfaction and loyalty of people who visit a city. The study 

analyzed the answers to questionnaires given to visitors at traditional restaurants in the city 

(hand disinfection systems, respecting the minimum distance between diners, …). This factor 

has not previously been studied in the scientific literature, making it an innovative line of 

research. 
 
 

Introduction 

Coronavirus (SARS-CoV-2) is the cause of the COVID-19 pandemic and the subsequent 

health crisis (Mattioli et al., 2020) that led to an unprecedented economic crisis (Kartseva 

& Kuznetsova, 2020). The pandemic paralyzed tourism causing a global economic crisis. 

The impact that the pandemic has had can be seen in many industries, but tourism is 

probably the economic activity that has had the greatest economic losses (Menchero-

Sanchez, 2020). At the beginning of 2021, the number of tourists worldwide was 20% 

lower than in the first three quarters of the previous year and 76% lower compared to the 

previous year (UNWTO, 2021). Local gastronomy and catering services have become one 

of the main ways of provid- ing an authentic and distinctive visitor experience that is 

strongly linked to heritage (Hernández-Rojas & Huete Alcocer, 2021). Factors such as 

traditional cuisine give des- tinations inherent and exclusive identities which are 



 

associated with other cultural factors that create a touristic image and brand (Hernández-

Rojas et al., 2021) to generate tourist loyalty to a city and make it valuable and attractive 

for cultural tourism (Berbel-Pineda et al., 2019; Nair & Mohanty, 2021). Along with the 

heritage of a region, tourists can experience other intangible characteristics like customs 

and gastronomy in traditional Restaurants (Meneguel et al., 2022). 

The coronavirus prevention measures implemented by traditional restaurants have their 

own intrinsic, ethical and symbolic value that conveys a feeling of safety to the users 

(Shokhsanam & Ahn, 2021). Tourists perceive the catering subsector as an important 

attribute of the destination (Chau & Yan, 2021). Therefore, the quality of the safety 

measures incorporated into the gastronomic offer, the services available and the heritage 

at the site can produce a huge impression on the cultural and sensory experience of tour- 

ists. For these reasons, there has been an increase in scientific research on gastronomic 

services after the onset of the pandemic (Byrd et al., 2021). 

In recent years, there has been fierce competition between tourist destinations 

(UNWTO, 2019) who want to attract travelers, especially international tourists. The 

increase in the number of tourist destinations together with the removal of travel 

restrictions increased the number of holiday destinations, which can be visited and implies 

tourism management should create permanent relationships with visitors in order to 

achieve visitor loyalty to the destination. Due to the current economic situation caused by 

the COVID-19 pandemic, the success of tourist destinations is determined by the loyalty 

of tourists (Loncaric et al., 2019). To obtain tourist loyalty, the behavior of tourists at the 

destination must be taken into account (Butnaru et al., 2018). Any negative experience 

during a holiday or visit can affect the image the tourist has of the destination (Szubert et 

al., 2021). Therefore, creating a positive image of a destination after a visit is difficult for 

marketing specialists in heritage areas since the image of the destination must be favorable 

during the visit with protection and proper exploitation of heritage, which is also the core 

of heritage tourism (Koutsi & Stratigea, 2021). Consequently, it is important to consider 

the image tourists have of the destination prior to the trip and try to improve this image 

during the trip (Raimkulov et al., 2021). 

The aim of this study is to analyze how anti-COVID measures affect the image of the 

destination in order to improve the knowledge about cultural tourists’ loyalty to the des- 

tinations they visit. To achieve the proposed objective, a structural equations model was 

proposed for the anti-COVID measures at a destination, the global, cognitive and affective 

images produced and tourist satisfaction and loyalty to the heritage city. This study used 

an experience-image-satisfaction-loyalty framework that included not only an image 

construct but also a construct for the tourists’ emotions at the heritage sites which is related 

to the tourist loyalty to the site. 

 

 

Theoretical framework 

COVID prevention and the tourist image of a heritage destination 

There is very little literature on the subject of Covid prevention measures and their effect 

on the image tourists have of a world heritage city and their satisfaction and loyalty to it



 

as the Covid pandemic began only recently in 2020. Consequently, this study starts a new 

line of research, which investigates a wider range of effects than previously for the impact 

of the virus on the sector. 

According to the literature, there were two phases of Covid-19 at most destinations; 

confinement and recovery (Chebli et al., 2020). Consumer preferences and tourist 

behavior changed as the crisis advanced (Hall et al., 2020). Ketter and Avraham (2021) 

state that destinations modified their strategies due to the COVID pandemic in order to 

improve their image. 

The tourism image destinations have been widely studied with research investigating 

how the tourism image prior to the trip influences the visit (Gómez-Díaz, 2021). However, 

much less has been studied about the image of the destination after the trip and how tourist 

experiences in the destination influence the tourist image of a destination (Borlido & 

Kastenholz, 2021) for heritage cities. This study complements the existing literature on 

the importance of the image of the destination and fills the gap in the literature on the 

effect of tourist experiences at heritage sites. 

 
Tourist experience 

The tourist experience incorporates all the behavioral, perceptual and cognitive emotions 

a visitor feels at a destination (Kim et al., 2021). The services offered by the destination 

and the tourist experience at the destination (Massin & Raspeño, 2021) reflect the visitors 

own desires and expectations (Mitchell, 2021). There are four fundamental modalities of 

tourism experiences, entertainment, educational, escapist and aesthetic. These aspects 

have been investigated in many studies on tourism (Strijbosch et al., 2021). 

In order to build a sustainable competitive advantage in the current tourism market, it 

is essential to understand and strengthen the positive memories of tourists (Zhang et al., 

2018). Interest has been shown in understanding the tourist experience with heritage 

tourism. Crespi-Vallbona (2021) found that the visitor experience at heritage tourism is 

composed of hedonic, interactive, emotional, knowledge, local culture and nostalgia 

factors. Some of the hedonic aspects are similar to those identified by Hosany and Gilbert 

(2010). The interactive aspects are similar to those found by Herbert (2001), and the 

emotional ones are similar to those given by Goossens (2000), those of local culture are 

also seen in the work of Crespi-Vallbona and Richards (2007) while the ones about 

knowledge are similar to those of Lee (2016) and nostalgia to Kim (2005). In conclusion, 

all the literature emphasizes the importance of studying the tourist experience as a way to 

influence the tourist image of the destination and their satisfaction with it. 

 

Target image 

Tourists have a dynamic image of a destination that is modified by the experiences that 

they have there (Qian et al., 2022). Therefore, the image of a destination is multifactorial 

and has multiple attributes (Pérez-Tapia et al., 2021). Previous studies establish relation- 

ships between motivation, satisfaction, the quality of the tourist experience, the image of 

the tourist destination, and the intention to visit it again (Albayrak et al., 2018). The 

artistic, historical and lifestyle characteristics in any region remain a central element of 

the travel package because they create feelings about heritage due to the tourist previous 

perceptions of the heritage (Gómez-Díaz, 2021). Therefore, in addition to the heritage that 

each destination offers as a key factor and incentive for tourism at the heritage site the 

visitor already has an image of the general idea that other people think, feel and/or says 



 

about the heritage (Gumede & Ezeuduji, 2021). 

Consequently, it is generally accepted that the opinions of previous tourists at a 

destination create the tourist image of the destination, which can lead to feelings of 

satisfaction and loyalty to the heritage (Gursoy et al., 2014; Sun et al., 2013). Therefore, 

the likelihood of visiting or revisiting places also seems to improve if the destination has 

a positive image (González-Rodríguez et al., 2020; Stylos et al., 2017). Haarhoff and De 

Klerk (2019) consider the brand as a key factor in motivation and precedes the tourist’s 

interest in the heritage destination. 

The literature shows how the image that tourists have of the destination influences their 

behavior before and during the visit because tourist image is important for tourist loyalty 

(Agapito et al., 2013). Echtner (2003), Prayag (2009) and, more recently, Zhang et al. 

(2018) state that tourists are more likely to choose and visit a tourist destination if the 

places have a positive image, which can be suitably manipulated with market ing 

strategies. 

 
The global, affective and cognitive image and satisfaction with the destination 

The image of a destination as a whole is influenced by cognitive and affective perceptions. 

This has been previously investigated in research on tourism (Hosany & Gilbert, 2010) 

and the relationship between cognitive and affective factors of the tourist image of a 

destination (Fu et al., 2016). 

Baloglu and McCleary (1999) explained how the image of a destination is formed from 

different cognitive, affective and global components. The research by Marine-Roig and 

Clavé (2016), showed that cognitive factors represent around 58% of the global image 

and that the remaining 42% is due to affective elements. The affective component has an 

important influence on tourists both for satisfaction and for loyalty to the destination 

(Akgün et al., 2020). Finally, in the relationship of image with satisfaction, satisfaction is 

often considered the primarily cognitive evaluative opinion because of comparing 

expectations and experience or perceived performance. Woodruff et al. (1983) suggested 

that satisfaction has a set of cognitive and emotional aspects (Del Bosque & San Martín, 

2008) which are shown in the relationships between the factors in the research model of 

this study. 

 
The relationship between loyalty and satisfaction 

As loyalty to a destination is a key element of the appeal of the destination, the reasons 

for visitor loyalty have been widely analyzed in the literature (Gursoy et al., 2014). The 

most determinant factor was seen to be the tourist satisfaction with a destination (Lee et 

al., 2014). Tourist image also influences aspects such as the attitude of the consumer (Yu 

et al., 2018) and subsequently influences loyalty to a product or brand (Liu et al., 2012). 

It is commonly accepted that tourist experiences (Ali et al., 2016; Loureiro, 2014) and the 

image of a destination (Prayag & Ryan, 2012) affect loyalty to the tourist destination both 

directly and indirectly. 

However, improving loyalty to a destination is difficult (Oppermann, 2000), and the 

impact of loyalty has previously been questioned (Rivera et al., 2016). Tourists decide to 

travel to escape daily life and search for new experiences as part of the process (Iso Ahola, 

2022). Even if tourists are very satisfied with the destination, they usually only visit a 

destination once (Dolnicar et al., 2015). Therefore, an additional loyalty construct (loyalty 

to world heritage sites) was also examined here, which is defined as the intention of 

tourists to visit other destinations with an important heritage component (Li et al., 2021). 



 

Visitors who have favorable tourist experiences are likely to have a positive image of the 

destination and/or feel considerable satisfaction after visiting a destination with a heritage 

component and therefore decide to explore other similar destinations and become loyal to 

this type of tourism. 

 

Hypothesis development 

Taking into account all the above information, this study proposes to investigate the 

influence of the tourist experience when using the coronavirus prevention measures in 

traditional restaurants and how this influences the global image that tourists have of a 

World Heritage City and whether this affects more the cognitive or affective component 

of the image. The influence of these factors on tourist satisfaction with a city and the sub- 

sequently loyalty is also shown. Ten hypotheses were established to investigate the above. 

Hypothesis 1 (H1): Covid-19 prevention measures positively and significantly influence the 

affective image of a world heritage city. 

Hypothesis 2 (H2): Covid-19 prevention measures positively and significantly influence the 

cognitive image of a world heritage city. 

Hypothesis 3 (H3): Covid-19 prevention measures positively and significantly influence the 

overall image of a world heritage city. 

Hypothesis 4 (H4): The affective image of a world heritage city positively and significantly 

influences the overall image. 

Hypothesis 5 (H5): The affective image of a world heritage city positively and significantly 

influences visitor satisfaction with the destination. 

Hypothesis 6 (H6): The cognitive image of a world heritage city positively and significantly 

influences the overall image. 

Hypothesis 7 (H7): The cognitive image of a world heritage city positively and significantly 

influences visitor satisfaction with the destination. 

Hypothesis 8 (H8): The overall image of a world heritage city positively and significantly 

influences visitor satisfaction with the destination. 

Hypothesis 9 (H9): The overall image positively of a world heritage city and significantly 

influences tourist loyalty to it. 

Hypothesis 10 (H10): Satisfaction with the world heritage city positively and significantly 

influences tourist loyalty to it. 

 

Methodology 

This first stage of this study was a literature review to find the information needed to 

prepare an adequate theoretical model, which could then be tested using a quantitative 

analysis. The main objective was to explain whether the coronavirus prevention measures 

taken by restaurants in the city of Córdoba, especially the traditional ones located in the 

old town in the World Heritage City, influence the image of that city as a tourist 

destination and the subsequent visitor loyalty when deciding to return or recommend it to 

family or friends. The prevention measures against Covid-19 that were carried out in these 

restaurants were: hygiene measures at the restaurant; cleanliness of the restaurant; the 

distance between diners; the confidence and safety that the restaurant transmits with 

respect to Covid-19 and; how would you assess the Covid-19 passport request. 

The city of Córdoba (Spain), an Andalusian city that has the largest number of World 

Heritage Sites in Spain, was chosen as the city for this study. Córdoba is not only known 

for these places of interest, but also for the gastronomy it offers, especially at the 

traditional restaurants located in its historic center (Hernández-Rojas et al., 2021). All the 

necessary information for the study was collected with a survey given to visitors at the 

restaurants in the city. The study consisted of the following stages (1) a literature review 



 

that gave a theoretical base so that (2) the scales for the variables could be adapted, 

resulting in (3) a pilot survey which was given to 15 sample interviewees. (4) The final 

questionnaire was validated. A 5-point Likert scale was used to collect information from 

the interviewees. The collected sample consisted of 154 valid responses from the visitors 

to traditional restaurants in the historic city center where they had enjoyed traditional food 

and had access to the coronavirus prevention measures pro- vided. Therefore, the survey 

was carried out specifically in eight restaurants located in the historic area of the city, 

aimed at tourists (non-residents) whose reason for visiting the city was to enjoy a 

traditional gastronomic experience. The data collected was obtained by asking diners to 

answer a questionnaire electronically with a QR code at the end of their lunch, while the 

interviewers were present. These surveys were collected during the month of November 

2021, where there was a large number of viruses. 

This research used a multivariate technique with a Structural Equation Model (SEM) 

using a PLS estimation procedure with the information collected. Table 1 summarizes the 

items grouped by construct, which were used to construct the theoretical model. 

A reflective model, shown in Figure 1, was proposed based on the work by Jarvis et al. 

(2003) for both the measurement of the constructs (detailed in Table 1), and the final 

testing of the proposed hypotheses. 

 

Analysis, results and discussion 

An exploratory analysis was made and then the reliability, convergent and discriminant 

validities of the constructs in the measurement model were tested. In the next stage the 

structural model was analyzed and the proposed hypotheses to be tested. The 

recommendations of Hair et al. (2017) were used for the analytical tests. 

 

Measurement model: reliability and validity of the measurement model 

The construct loads were checked to see if they exceeded the threshold of 0.707 (Car- 

mines & Zeller, 1979). As they all did, the individual reliability of the items used for the 

measurement of each of the constructs was confirmed. 

Then the values of Cronbach’s alpha, compound reliability, and average variance 

extracted (AVE) were all calculated. This allowed the composite reliability of the 

constructs to be found which should have values greater than 0.7 for the internal 

consistency to be considered acceptable (Ringle et al., 2020). 

  



 

 

Table 1. Measurement of the variables in the questionnaire.  

Factor Items Acronym

COVID-19 prevention measures (Muñoz et al., 2020) Covid-19 hygiene measures at the restaurant
 
PM1COV-19 Cleanliness of the restaurant
 
PM2COV-19 
The distance between diners
 PM3
COV-19

The 
confi
denc
e 
and 
safet
y 
that 
the 
resta
uran
t 
trans
mits 
with 
resp
ect 
to 
Covi
d-19 

PM4COV-19

 

Affective Image (Afshardoost & Eshaghi, 2020; 

Stylidis et al., 2020) 

How you would assess the COVID passport 
request PM5COV-19 The city is beautiful
 
AI1 
The city is entertaining AI2 
The city is relaxing AI3 
The city is exciting AI4

Cognitive Image (Beerli Palacio & 
De Leòn Ledesma, 2012; Chi & 
Qu, 2008) 

Easy access from other regions 
and there is a good transport 
infrastructure between them 

GI1

The accommodation is good value for money   GI2 
The restaurants are good value for money
 GI
3 The inhabitants are friendly and hospitable
 GI
4 It is a great place to visit with the family
 GI
5
There 

are 
touri
st 
infor
mati
on 
office
s 
that 
are 
infor
mati
ve 
and 
usef
ul 

GI6

 



 
Overall Image (Chew & Jahari, 2014; Zhou et al., 

2013) 

 
 

Satisfaction (Esparza-Huamanchumo et al., 2022; 
Haghighi et al., 2012; Lee et al., 2012) 

The weather is pleasant GI7 
I feel safe at this destination GI8 
The overall image of the city is positive OI1 
It has been worth coming to this city OI2 
It’s a good place to visit OI3 
The city has a good reputation OI4 
It’s a good place to rest OI5 
It’s well known in other countries STN1 
Roots and tradition of the local population
 STN2 
Location STN3 
Organization of services STN4 
Power of attraction STN5 
Involvement with tourists and/or visitors STN6 
The food tasted good STN7 
The services at the restaurant STN8 
The atmosphere at the restaurant STN9

Loyalty (Chen & Tsai, 2007; Prayag & Ryan, 2012) I will repeat my visit to the restaurants of the old
 L1 

town 
I recommend family and friends to come to the

 L
2 restaurants in the old town 

I will visit the city again L3 
I recommend family and friends to get to know 

the L4 city 

 

The discriminant validity of the model was then checked using the Fornell and Larcker 

criterion (1981) which states that the cross correlation of the square root of the AVE 

located on the diagonal of a matrix must be above 0.7. Discriminant validity is also 

evaluated using the heterotrait-monotrait ratio of the data for the relationships between 

con- structs (HTMT). According to Henseler et al. (2015) all HTMT values must be 

significantly lower than 0.85 (Franke & Sarstedt, 2019). All the data in this research was 

at an acceptable level. 

Finally, in order to complete the analysis of the discriminant validity of the model, 

cross-loads were checked using the criteria proposed by Barclay et al. (1995). These 

authors state that the factorial load between an item and the variable to which it is assigned 

must be higher than with the other variables in the model. This condition for discriminant 

validity was fulfilled.



 

 

 
 

Figure 1. Conceptual framework. 

 

Structural model for hypothesis testing 

After the measurement model had been studied, the structural model (Table 2) was 
analyzed in order to check the hypotheses proposed in this research. To do this, the values 

of the path coefficients (β) were calculated. The bootstrapping technique was used to find 

the t-values of the hypotheses. The data revealed that eight of the ten proposed hypotheses 

in the structural model are significant to 99%. From the remaining two, H3 was accepted 

with a lower level of significance. 

Finally, the predictive power of variables in the model were verified with the value of 

R2. Falk and Miller (1992) pointed out that the explained variance of endogenous variables 

(R2) should be greater than or equal to 0.1. Likewise, the predictive relevance 

measurement Q2 of Stone (1974) was calculated and the results were found to have 

 

 
 

Table 2. Structural model results.  

 Paths STDEV t-value BRIGHT Remarks 

H1: Preventive measures Covid-19 -> Affective 
Image 

.534 .078 6.862 1.000 Supported 

H2: Preventive measures Covid-19 -> Cognitive 
Image 

.485 .079 6.172 1.000 Supported 

H3: Preventive measures Covid-19 -> Overall 
Image 

.144 .083 1.738 1.448 Supported 

H4: Affective Image -> Overall Image .332 .085 3.889 2.175 Supported 

H5: Affective Image -> Satisfaction −.054 .085 .636 2.359 Not 
Supported 

H6: Cognitive Image -> Overall Image .436 .098 4.426 2.031 Supported 
H7: Cognitive Image -> Satisfaction .219 .093 2.357 2.537 Supported 
H8: Overall Image -> Satisfaction .651 .127 2.631 2.638 Supported 
H9: Overall Image -> Loyalty .335 .101 6.428 2.500 Supported 
H10: Satisfaction -> Loyalty .465 .113 4.116 2.500 Supported 

*p < .05; **p < .01; p < .001 (based on a Student’s t(4999) distribution with a single tail) t(0.05; 4999) = 
1.645; t(0.01; 4999) = 2.327; t(0.001; 4999) = 3.092.



 

positive values which are much higher than 0. The conclusion is that the predictive power 

of this model is high. 

 
Discussion 

After analyzing the structural model, it was found that the coronavirus prevention 
measures at traditional restaurants have a positive and significant effect (H1: β = 0.534, p 
= 0.000) on the affective image that tourists have of a world heritage city. The 

Covid-19 prevention measures mostly affect the affective component of the image that 

tourists have. This same effect, but to a lesser extent (H2: β = 0.485, p = 0.000) is found 

for other components of the total tourist image, such as the cognitive image. This means 
that prevention measures affect both the total image and the cognitive and affective 
components of it. Pre-emption strategies have been commonly used to reduce 

uncertainty in leisure travel and tourism (Lo et al., 2011; Mitchell & Greatorex, 1993; 

Mitchell & McGoldrick, 1996). Ultimately, they may decide to travel to a destination 

when they perceive it as acceptable (Decrop, 2010). Prevention-related strategies appear 

to minimize the gap between travel uncertainty and destination knowledge. The idea of 

reinforcing gastronomic experiences in a coronavirus environment coincides with 

Dedeoğlu et al. (2022). In addition to imply future lines of academic research according 

to Huete-Alcocer and Hernandez-Rojas (2022a). Some specific travel measures to reduce 

uncertainty in leisure travel include buying travel insurance, getting vaccinated and 

traveling with a travel group combined (Lo et al., 2011). In terms of specific measures 

against Coronavirus-19 that should be implemented to enhance and safeguard the dining 

experience we can cite: specific cleaning measures against the virus in restaurants after 

finishing a service (Bove & Benoit, 2020), implementation of a cleaning protocol at the 

entrance of customers to the restaurant, in this sense, suggest cleaning hands with hydro- 

alcoholic gel (Jeong et al., 2021) and increase the distance between tables coinciding with 

studies by Wang et al. (2021) and Bonfanti et al. (2021) so that the image of the restaurant 

and gastronomy is not altered (Huete-Alcocer & Hernández-Rojas, 2022b). Another 

important prevention measure was requesting a health passport and it was also used in 

other investigations such as the Huete-Alcocer and Hernández-Rojas (2022b).  

It can also be seen, as in other scientific research in the literature, that the affective 

component of the image positively and significantly influences the overall image (H4: β 

= 0.332, p = 0.000). However, this component of the image does not influence the 

satisfaction of the tourist with the services provided by the city (H5: β = -0.054, p = 0.525). 

This means that regardless of the emotions that the tourist has about the image of the city, 

their satisfaction with the visit to the city will not be affected. 

The influence of the cognitive component of the image on the general perception of the 

tourist (H6: β = 0.436, p = 0.000) was verified. The affective component has more 

influence on the general image than the cognitive component in this study. This is a 

novelty in the scientific literature as most research shows that the cognitive component of 
the image has more influence on the general perception that tourists have about a 
destination (Huete-Alcocer, 2018). The supported hypotheses also show the positive and 

significant influence of the cognitive component of the image on the satisfaction of the 

tourist with the city of Córdoba (H7: β = 0.219, p = 0.018). The cognitive component of 

the image also has a positive and significant influence on the satisfaction of the tourist 
with the services provided at the destination and the general image the tourist has of the 

destination (H8: β = 0.651, p = 0.000), which agrees with the results of most of the 

academic literature (Assaker & Hallak, 2013; Chen & Phou, 2013; Chen & Tsai, 2007; 
Chi & Qu, 2008; Leal Londoño et al., 2022). 



 

The tourist image of a destination also influences the loyalty of the tourist to the 

destination, both in their intention to return to the city and recommend it to family and 

friends (H9: β = 0.335, p = 0.000). This is also seen in the literature, along with the effect 

that tourist satisfaction directly exerts on loyalty to the destination (H10: β = 0.465, p = 

0.000) (Bae et  al., 2020; Carvache-Franco et  al., 2021; Chen & Tsai, 2007; 

Chi & Qu, 2008; Henderson, 2009). However, there are only a few studies that confirm 

this relationship for heritage sites (Cai et al., 2021) as it is an innovative topic, although 

there are some studies that corroborate how the image of the heritage destination 

positively affects satisfaction (Folgado-Fernández et al., 2017). 

In short, therefore, a bad experience with the coronavirus prevention measures can 

affect the entire image that a tourist has of a destination. 

 
Conclusion 

The image of world heritage city tourist destinations has been modified due to the 

coronavirus. This study identified and confirmed how the prevention measures adopted at 

restaurants at the destination affect the cognitive, affective and general image that a tourist 

has of a city. Likewise, the positive influence of this image on tourist satisfaction with the 

destination and subsequent loyalty was confirmed. However, the affective image does not 

affect the satisfaction of the tourist, which indicates that emotions do not prevent tourists 

from appreciating and feeling satisfaction with the city. This means that tourists can show 

their feelings and emotions about a world heritage city and these do not influence their 

final satisfaction with the visit. 

Understanding the key prevention measures that affect tourists’ loyalty to a destination 

is crucial, because the outcome of the factors can reinforce their decision to revisit the 

destination (George & George, 2004). Therefore, it is critical to analyze how prevention 

measures influence tourists’ decision to return to destinations severely affected by 

COVID-19. For practical purposes, this means that city managers (public administrations) 

and restaurant managers should ensure a minimum of safeguards against coronavirus. 

Therefore, restaurant managers have a responsibility to ensure customer loyalty and poor 

management of measures against Covid-19 or similar viruses can have a negative impact, 

not only on the restaurant but also on the city’s gastronomy. A high level of satisfaction 

with the dining experience is the starting point on the road to recovery, as it boosts 

competitiveness against any competing destination. 

The experience of the visit to the heritage of a destination contributes positively to the 

loyalty of the tourist to that destination whenever there are coronavirus prevention 

measures. From the data it can be affirmed that the correct use and promotion of 

coronavirus virus prevention measures at restaurants positively influences the global 

image of the territory visited, promoting a destination which is safe from the virus which 

creates satisfaction and loyalty with that destination. 

Therefore, the loyalty of the tourist and visitor can be achieved with the satisfaction 

that the visitor feels at a place with the correct prevention measures for the virus. In



 

addition, this not only influences the possible recommendations for the 

destination, but also the overall image of a world heritage city and 

cognitive and affective aspects associated with it. For all these reasons, 

improvement of the coronavirus prevention measures at tourist destinations 

should be made. These improvements can easily be listed and should 

include monitoring that all visitors see and use the hand disinfection system 

prior to entering and exiting the restaurant, respecting the minimum 

distance established between diners, cleaning the restaurant, ensuring the 

staff use facemasks. In addition, these measures can improve the general 

image of the city, especially the cognitive image that tourists have and 

maybe also the affective image. 

As the results of the study have shown, there are unique values that are 

perceived by the visitor in a post-covid environment. This includes how 

the visitors are greeted, if the staff wear facemasks, sufficient information 

about the location and use of the facilities for disinfecting hands when 

entering a restaurant or monument. An atmosphere and decoration 

reflecting the style of the dishes served at a restaurant also influenced the 

visitor’s satisfaction with the restaurant. Cities with outstanding heritage 

where the coronavirus prevention measures are excellent can unite and link 

the tourist with the destination and therefore positively influence the tourist 

loyalty to the city. 

Restaurant managers and the managers of destinations and territories 

with rich heritage share the objective of achieving visitor satisfaction. They 

must therefore take joint action to that end. The main benefit of these 

actions is the loyalty of the visitor and the improvement of the overall 

image of the city. Thus, the loyalty of the visitor can be clearly influenced 

if they enjoy the gastronomy at the restaurants at the destination and if the 

restaurants use a range of high-quality local products cooked in a 

traditional way or are incorporated into different types of innovative 

cuisine. For this reason, this study shows how the satisfaction of visitors to 

world heritage cities has become an important factor when attracting and 

retaining the loyalty of visitors. In practice, this means that city managers 

(public administration) must ensure that the prevention measures for 

coronavirus (SARSCoV-2) must be at a high enough level for visitors to 

feel satisfied with them and entrepreneurs and managers are directly 

responsible for the loyalty of visitors to the world heritage cities. 

The limitations of this study include that other variables which explain 

the tourist satisfaction with the coronavirus prevention measures could 

have been included in the study, such as the type of sanitizing gel and the 

disinfection of outdoor cultural visits. These are variables that can be 

investigated in future research. The proposed model can also be applied to 

other cities with rich heritage and this would allow useful comparisons to 



 

be made and critical areas to be identified that promote the improvement 

of the overall tourist image, satisfaction and loyalty. 
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