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Abstract

This paper aims to examine the impact of marketing agility on decision-making dur-
ing crisis management stages in five-star and four-star hotels in Jordan. The study in-
cluded 71 top management staff members from Jordan’s five- and four-star hotels. A 
questionnaire was designed and utilized to collect the data on marketing agility and 
crisis management at four and five-star hotels in Jordan. A total of 213 questionnaires 
were distributed, and 187 useable responses were returned, which resulted in an 86% 
response rate. Results show that marketing agility plays a significant role in decision-
making during crisis management stages. The analysis revealed that marketing agility 
affected the five stages of crisis management with mixed levels. The findings show that 
accessibility, decisiveness, swiftness, and flexibility have an immense impact on cri-
sis management stages, while the alertness dimension result shows a weak impact on 
crisis management stages except for containment. Hotel managers are recommended 
to emphasize enhancing coordination and integration internally with different mana-
gerial levels and units and with external partners to boost information exchange. In 
addition, it will help promote learning orientation amongst hotel staff to handle the 
fast-changing environment.
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INTRODUCTION

The COVID-19 pandemic’s global spread continues to cause chaos 
in all sectors, particularly in the travel, tourism, and hospitality in-
dustries, which depend heavily on the flux of tourists. According to 
Sorrells (2020), the global lockdown affected all tourism activities re-
lated to travel, hospitality, and air transportation. Many countries tend 
to close their borders and suspend flights from highly infected coun-
tries to control the pandemic’s spread and protect people from new 
waves of viruses, and Jordan was no exception. The Jordanian govern-
ment took many measures to suppress the spread of the COVID-19 
pandemic, including the closure of many activities, especially in the 
service sectors that depend on people’s social contact and gatherings 
to preserve social distance and protect people. The suspension of inter-
national flights and the imposition of a travel ban on tourists coming 
from other countries caused many tourists to cancel ticket and hotel 
reservations. The tourism industry saw a sharp drop in revenue and a 
drop in hotel demand of 85 percent (Raouf et al., 2020). These neces-
sary measures hurt the growth of all economic sectors in Jordan, es-
pecially the tourism and hospitality industries, which depend mainly 
on international travelers. These unprecedented circumstances place 
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hotel management under pressure to keep up services and operations as usual despite the economic 
crisis. Hotel management is required to respond to this odd situation swiftly and prudently. In the past 
two years, the world has suffered an economic downturn and slow growth caused by the COVID-19 
pandemic, and the hospitality sector was among the most affected sectors. The hotel industry is facing 
the most pressure it has ever encountered, and hotels are trying to survive this crisis.

1. LITERATURE REVIEW

The COVID-19 pandemic created new challeng-
es for managers. Boudet et al. (2020) suggest that 
marketing models should be modified accord-
ingly. Moorman (2020) proposed that organiza-
tions need to apply flexible models and asserted 
that “marketing needs to be agile”. Homburg and 
Pflesser (2020) viewed marketing agility as the 
prime priority for producing marketing excellence. 
Rachmawati et al. (2019) point out that agility can 
assist the company in increasing the abilities and 
capabilities to act proactively in response to un-
predicted external environmental changes.

1.1. Development and definition  
of marketing agility

The appearance of agile thinking can be traced 
back to many academic fields, such as manu-
facturing, sociology, and education (Prange & 
Heracleous, 2018). The inauguration of the agile 
concept appeared after the declaration of “The 
Agile Manifesto” in 2001, and it was a moderate-
ly limited concept that focused on more precise-
ly dealing with the software development com-
munity. The growth of the agile concept was very 
dynamic and evolved in an accelerated style to 
encompass more comprehensive and progres-
sive realms across all types of businesses and in-
dustries, such as manufacturing, supply chain, 
marketing, human resources, and innovation. 
Dierdorf (2019) and Meyer (2016) contributed to 
the diverse aspects of agile by adopting the con-
cept to reflect their area of interest. Currently, “ag-
ile” is one of the most famous tags in the business 
community (The Economist, 2018). Ewel (2011) 
announced the Agile Marketing Manifesto, which 
contained the Agile Marketing principles and val-
ues based on a faster pace, customer engagement, 
and coordination and was intended to enable the 
company to deal with market changes in a flexible, 
efficient, and effective manner. The agile market-
ing approach’s supreme purpose is to enable and 

support marketing functions to react and adjust 
swiftly and cost-efficiently to market fluctuations 
(Accardi-Petersen, 2011). This new approach de-
pends on the effectual synthesis of resources, in-
cluding people, technology, and management, to 
deliver more practical marketing solutions, es-
pecially in increasingly dynamic and turbulent 
environments (Inversini et al., 2014). Agile prac-
tices are a significant instrument that improves 
work quality by enhancing innovation, maximiz-
ing productivity, handling and modifying prior-
ities according to feedback in more responsive 
and efficient processes, and achieving better re-
sults through enhanced comprehensive collabo-
ration among units, teams, and company objec-
tives (Accardi-Petersen, 2011; Fryrear, 2018; Ewel, 
2011; Millar et al., 2018). Agility is defined as re-
shaping and maneuverability of options swiftly 
in response to inconstant requirements and cir-
cumstances in the business context to harvest po-
tential advantages (Kartik et al., 2020; Nemkova, 
2017; Gligor et al., 2015; Li et al., 2009; Agarwal et 
al., 2007). Whereas Homburg and Pflesser (2020, 
p. 10) conceptualize it as a firm’s strategic means 
for attaining growth activities by the marketing 
company and its affiliates through simplified ar-
rangements and processes, swift decision making, 
and trial and error learning. 

1.2. Marketing agility benefits and 
measurement

As far as marketing is concerned, Golgeci and 
Gligor (2017) and Zhou et al. (2018) found a direct 
positive connection between marketing perfor-
mance and agility. Matthyssens et al. (2005) found 
that agility plays a vital tool in creating a successful 
competitive advantage and creating customer val-
ue. Tahmasebifard et al. (2017) found that agility 
provides massive aid in managing market-related 
changes such as escalating competition, innova-
tive customer requirements, launching new prod-
ucts, and accelerated technological development. 
Golgeci and Gligor (2017) asserted that marketing 
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agility will empower the organization to develop 
demand by promptly modifying strategies, tac-
tics, and operations according to environmental 
fluctuations. Furthermore, employing marketing 
agility is considered a mechanism for “embrac-
ing change” that makes the organization more re-
sponsive to market needs and enables the organi-
zation to master innovation, therefore allowing it 
to succeed (Osei et al., 2019; Tahmasebifard et al., 
2017; O’Keeffe et al., 2016). Finally, Fryrear (2018) 
surveyed 693 marketers in the United States; the 
results showed that 36.7% already embraced agile 
methods and used them among marketing units. 
The survey results reported that agility has a posi-
tive impact on business performance. Lack of sen-
ior management support will reduce agility effec-
tiveness and efficiency and eradicate at least 50% 
of the value of the agile marketing approach (Ewel, 
2011). Moi (2019), Gligor et al. (2013), and Li et al. 
(2009) support the multidimensional structure of 
this concept. The heterogeneity and cross-disci-
plinary nature of agility have yielded a valuable 
multidimensional conceptualization. For example, 
Kartik et al. (2020) asserted that the marketing 
agility concept is a multidimensional construct. 
Gligor et al. (2013) designed a measurement scale 
of agility that examines the multidimensional-
ity of the concept. They identify five dimensions 
of agility, including alertness, accessibility, deci-
siveness, swiftness, and flexibility. Following the 
mainstream research support of the multidimen-
sional structure of marketing agility, this study us-
es the dimensions generated by Gligor et al. (2013) 
and modifies them to fit the current analysis. The 
enclosed dimensions are alertness, accessibility, 
decisiveness, swiftness, and flexibility.

1.3. Crisis management in the hotel 
industry

The Institute for Crisis Management – ICM (n.d.) 
defined crisis as an issue, problem, or disorder 
which triggers negative stakeholder responses that 
can influence the organization’s reputation, busi-
ness, and financial strength. Bundy et al. (2017) 
defined a crisis as an event perceived by manag-
ers and stakeholders as highly salient, unexpect-
ed, and potentially disruptive and can threaten 
organizational goals. ICM further elucidated that 
mismanagement of a crisis can drive up costs and 
complicate the responsibilities of organizations. 

Ritchie and Jiang (2019) cited that crisis results 
from internal organizational failure to act wise-
ly to deal with external events that happen over 
which the organization has no control, such as in 
the case of a disaster. Current estimates show that 
the tourism industry expects to lose more than 2.1 
trillion US dollars in revenue (WTTC, n.d.). To 
deal with crisis more effectively, the crisis mod-
els were developed and divided into four main 
categories (Kim, 2002; Coombs, 2000; Mitroff & 
Pearson, 1993; Pauchant & Mitroff, 1992). Crisis 
management is viewed as a series of steps or cycli-
cal processes that consist of pre-crisis, crisis, and 
post-crisis stages. The pre-crisis stage involves the 
signal detection of expected crises, crisis prepa-
ration, and crisis prevention. The second stage 
is the crisis stage, and it instigates a trigger inci-
dent and consists of two components: crisis rec-
ognition and crisis containment. The post-crisis 
stage consists of two components: recovery and 
learning (Mitroff et al., 1987; Mitroff et al., 1996; 
Coombs, 2007). Pearson and Mitroff (1999) sug-
gested a five-stage framework for crisis manage-
ment: 1) signal detection; 2) preparation/preven-
tion; 3) containment/damage limitation; 4) re-
covery; and 5) learning. Kim (2002) suggested six 
types of crisis management activities that should 
be underway: signal detection, recognition, prepa-
ration, prevention, containment/recovery, and 
learning. Moreover, Ritchie (2004) introduced 
a new strategic approach to crisis management 
deemed to be more “holistic”, presented in three 
stages: 1) proactive pre-crisis planning, 2) strategy 
implementation, and 3) evaluation and feedback. 
Table 1 shows a framework for crisis management 
stages suggested by different authors. Many previ-
ous studies utilized Mitroff and Pearson’s (1993) 
instrument, such as Jabouri (2011), Alkhawlani 
et al. (2016), Chowdhury and Quaddus (2016), 
Saeed (2020), and Alzoubi and Jaaffar (2020). This 
instrument consists of twenty-nine items that 
measure the five-stage dimensions of crisis man-
agement. Furthermore, Crandall et al. (2014) as-
serted that the five-stage framework proposed by 
Pearson and Mitroff (1993) provides a more com-
prehensive approach to understanding crisis stag-
es than the four-stage framework models.

Endemics, epidemics, and pandemics have cata-
strophic consequences for the travel and tourism 
sector. Guevara (2020) asserted that the travel and 
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tourism sector is already facing collapse and is in 
a fight for survival. Hotels are primarily vulner-
able to declining tourism and travel, along with 
a slowdown in economic movement (Hoisington, 
2020). Hotel occupancy rates have fallen as events 
across the globe continue to be canceled or sus-
pended, and the COVID-19 pandemic has caused 
critical setbacks for hoteliers worldwide (Jiang & 
Wen, 2020). Hotels in Jordan also suffered severe-
ly from the COVID-19 pandemic lockdown, and 
there was a drop in demand for hotels by 85 per-
cent (Raouf et al., 2020). This situation encourag-
es hoteliers to act swiftly and take action to face 
several hurdles induced by crises. Concerning the 
hotel industry, few studies have been devoted to 
investigating crises from a strategic point of view 
(Varelas & Apostolopoulo, 2020). Based on the lit-
erature review, the study proposes the theoretical 
model (Figure 1). 

2. AIMS AND HYPOTHESES 

This paper aims to implement the agility concept 
in a Jordanian marketing context. Furthermore, 
most articles are qualitative, theoretical, or ap-

plied to a single-case study (Moi, 2019; Osei et al., 
2019). This study aims to overcome those short-
comings and provide empirical-quantitative find-
ings that make it easier to understand the impact 
of marketing agility on crisis management. Based 
on the theoretical literature review, the following 
hypotheses are proposed:

H1: Marketing agility has a significant posi-
tive impact on the pre-crisis stage (signal 
detection).

H2: Marketing agility has a significant positive 
impact on the pre-crisis stage (preparation 
and prevention).

H3: Marketing agility has a significant positive 
impact on the pre-crisis stage (containment, 
damage limitation).

H4: Marketing agility has a significant positive 
impact on the post-crisis stage (recovery).

H5: Marketing agility has a significant positive 
impact on the pre-crisis stage (learning).

Table 1. Frameworks for crisis management stages

Source: Authors’ elaboration based on Crandall et al. (2014).
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Figure 1. Theoretical framework

MARKETING AGILITY

• Alertness

• Accessibility
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• Swiftness
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CRISIS MANAGEMENT STAGES

1. Signal detection

2. Preparation/prevention

3. Containment (damage limitation)

4. Recovery

5. Learning
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3. METHODS

3.1. Data collection 

The study uses the quantitative approach by de-
signing and utilizing a structured questionnaire 
that contains relevant questions about market-
ing agility and the crisis management stage. To 
answer the research question, the questionnaire 
was distributed to five-star and four-star hotels in 
Jordan. Marketing agility is measured with sev-
enteen items (Gligor et al., 2013; Vinodh, 2010; 
Tachizawa & Gimenez, 2010; Heimicke et al., 
2021) for crisis management, 29 items were adapt-
ed from Alkhawlani et al. (2016), Mitroff and 
Pearson (1993) and Jabouri (2011). Some items 
were slightly reconstructed to suit the context of 
the study. To measure the items on the marketing 
agility and crisis management stages, a five-point 

Likert-type scale was used, with 1 = strongly disa-
gree and 5 = strongly agree. Five and four-star ho-
tels are deemed to have more resources and educa-
tion and possess advanced knowledge and experi-
ence that enable them to deal with the crisis man-
agement process (Karam, 2018). Consequently, 
the study population consists of five-star and four-
star hotels in Jordan. According to the Ministry 
of Tourism and Antiques (2019), the total num-
ber of hotels is 71, as shown in Table 2. Bilić et al. 
(2017) note that crisis management practices are 
the responsibility of upper-level management staff, 
and all questions or surveys should be directed to 
those managers. Accordingly, the unit of analysis 
was general managers, assistants to general man-
agers, and marketing managers. About 198 ques-
tionnaires were sent by email, and only 15 ques-
tionnaires were submitted by hand as request-
ed. The process took approximately two weeks to 

Table 2. Number of five and four-star hotels in main cities in Jordan 2019

Source: Ministry of Tourism and Antiques (2019). 

Hotel category Amman Petra Aqaba Dead Sea Total

Five-star 18 5 7 7 37

Four-star 25 3 3 3 34

Total 43 8 10 10 71

Table 3. Demographic profile

Respondents Demographics Frequency Percentage

Gender

Male 116 62.0

Female 71 38.0

Total 187 100%

Education
Bachelor 134 71.7

Master 44 23.5

Ph.D. 9 4.8

Total 187 100%

Age

Less than 30 years 27 14.4

31-40 years 77 41.2

41-50 years 48 25.7

More than 50 years 35 18.7

Total 187 100%

Position
General Manager 48 25.7

GM Assistant 109 58.3

Marketing Manager 30 16.0

Total 187 100%

Hotel

5-star 131 70.1

4-star 56 29.9

Total 187 100%
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complete this survey. Even with the continuous 
follow-up, 187 usable responses were obtained, 
which resulted in an 86% response rate. Table 3 
shows the demographic profile of the respondents. 
60.2% of the respondents are males, and 72.5% 
hold a bachelor’s degree. Regarding age, 41.5% of 
the respondents ranged between the ages of 31 and 
40. More than half (58.5%) are GM assistants and 
68.4% work at five-star hotels.

4. RESULTS

Factor analysis was used to capture the meaning 
and purpose of marketing agility and to identify 
the underlying dimensions. Factor analysis will 
help align related items into similar factors to 
enhance examination of their effects on different 
stages of crisis management. To examine the da-
ta appropriateness for conducting factor analy-
sis, the Kaiser-Meyer-Olkin (KMO) was used to 
measure sampling adequacy. The KMO result was 
0.827 and was deemed to have a high value (Hair 
et al., 2010). Bartlett’s test of sphericity shows that 
variables are unrelated, indicating the correlation 
matrix is significantly different from the identity 
matrix (Mazzocchi, 2008). Sphericity resulted in a 
significant (β = .001) result. All these rules for pro-
curing a dimension showed that it was suitable to 
use factor analysis for summarizing data to realize 
underlying dimensions that reflect marketing agil-
ity (Hair et al., 2010; Mazzocchi, 2008). The cur-
rent study utilized a principal component analysis 
using Varimax rotation. This method is used to as-
sign the least number of dimensions that estimate 
the highest variance in the data (Hair et al., 2010; 
Malhotra, 2010). Table 4 indicates the loadings 
for the factors on which the variable loaded the 
most. As presented, all item loadings were above 
60, as described by Hair et al. (2010) and Malhotra 
(2010). Accordingly, construct validity has been 
proved since all items have been loaded appropri-
ately with satisfactory loading values. The five-fac-
tor structure accounted for 73.62% of the total var-
iance, and this is considered sufficient compared 
with the 60% as prescribed by Malhotra (2010). 
Cronbach’s alpha reliability is performed to test 
the internal consistency of the retained marketing 
agility dimensions, and the results were as follows: 
Alertness: 0.726, Accessibility: 0.908, Decisiveness: 
0.878, Swiftness: 0.717, and Flexibility: 0.776. All 

the dimensions’ reliability is above the value of 
0.70 or more, which is considered satisfactory 
(Malhotra, 2010). The Eigenvalues of the five fac-
tors were 5.721, 2.596, 1.852, 1.262, and 1.085, re-
spectively. To check the internal consistency of 
the crisis management stages, Cronbach’s alpha 
was used to check the reliability. For the pre-cri-
sis stage of signal detection, Cronbach’s alpha was 
0.820, and one question was dropped. While for 
preparation and prevention, it was 0.728. In the 
crisis stage, the reliability result was 0.787 for 
containment; one question was dropped. For the 
post-crisis stage, Cronbach’s alpha for recovery 
and learning was 0.741 and 0.728, respectively, 
dropping one question from this dimension.

To test the proposed hypotheses, multiple regres-
sion analysis was computed for marketing agility 
dimensions as the independent variables and the 
pre-crisis stage (signal detection, crisis prepara-
tion, and prevention) as the dependent variable. 
Table 5 shows that marketing agility is a signifi-
cant predictor of signal detection stage (f = 28.07, 
β = .01). Thus, the study supports H1: there is a 
significant positive impact on the pre-crisis stage 
signal detection. In regression analysis, R2 is used 
to estimate the collective capacity of a construct in 
terms of variance explained (Hair et al., 2012). The 
value of R2 is 0.437, which means that the market-
ing agility dimensions explain the 43.7% variation 
in the signal detection stage. As stated in H2, mar-
keting agility dimensions have a significant pos-
itive impact on the pre-crisis stage (crisis prepa-
ration and prevention). The regression coefficient 
results (f = 209.5, β = .001) back up the proposed 
significant positive impact and thus confirm H2. 
The value of R2 is 0.853, which means that the mar-
keting agility dimensions explain 85.3% of the 
variations in the preparation stage. It appears that 
marketing agility dimensions are considered a val-
uable strategy in dealing with the pre-crisis stage, 
including signal detection, crisis preparation, and 
prevention. Multiple regression analysis was used 
to test marketing agility dimensions as the inde-
pendent variables and the crisis stage (crisis con-
tainment) as the dependent variable. As stated in 
H3, the marketing agility dimensions have a pos-
itive impact on crisis containment. Results show 
that marketing agility dimensions have a signifi-
cant impact on crisis containment (f = 304.8, p < 
.01), therefore, the proposed H3 is confirmed. The 
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value of R2 is 89.4%, which means that the market-
ing agility dimensions explain the 89.4% variation 
in the containment stage. 

Finally, multiple regression analysis was used to 
test the impact of marketing agility dimensions as 
the independent variables on the post-crisis stage 
(recovery and learning) as the dependent variable. 
According to H4, the marketing agility dimensions 
have a positive impact on recovery. The regression 
coefficient results (f = 82.7, β = .001) support the 
proposed significant positive effect, confirming 
the projected H4. The value of R2 is 0.696, which 
means that the marketing agility dimensions ex-
plain the 69.6% variation in the recovery stage. H5 
states that marketing agility dimensions have a 
positive impact on learning. The regression coef-
ficient (f = 198.8, p < .001) thus confirm the pro-
posed H5. The proposed positive relationship is 
significantly supported by results in Table 5: the 
value of R2 is 0.842; it means that the marketing 
agility dimensions explain the 84.2% variations in 
the learning stage.

Finally, the results show that marketing agility di-
mensions have a significant impact on the crisis 
management stages. It appears that agility mar-
keting is an acceptable assistant for managers 
through crisis management stages, excluding the 
alertness dimension. 

5. DISCUSSION

This paper investigated the impact of those di-
mensions on crisis management stages in five- and 
four-star hotels in Jordan during COVID-19. The 
results confirm the five dimensions used for meas-
uring marketing agility. The analysis revealed that 
marketing agility affected the five stages of crisis 
management with mixed levels. The alertness di-
mension shows no impact on crisis management 
stages except for containment. This is because no 
one can predict the occurrence and development 
of the COVID-19 pandemic crisis. The lockdown 
of all sectors and the cancellation of travel move-
ments caused chaos for hotel management, which 

Table 4. Factor analysis

Marketing Agility F1 F2 F3 F4 F5
Cronbach’s alpha 

(α = 0.05)

Alertness (Mean: 3.90)

Alertness 1 .728

0.726Alertness 2 .794

Alertness 3 .734

Accessibility (Mean: 3.70)

Accessibility 1 .799

0.908
Accessibility 2 .826

Accessibility 3 .801

Accessibility 4 .789

Decisiveness (Mean: 3.65)

Decisiveness 1 .870

0.878
Decisiveness 2 .786

Decisiveness 3 .623

Decisiveness 4 .771

Swiftness (Mean: 3.61)
Swiftness 1 .698

0.717Swiftness 2 .816

Swiftness 3 .643

Flexibility (Mean: 3.15)

Flexibility 1 .754

0.776Flexibility 2 .827

Flexibility 3 .821

Note: Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization.
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Table 5. Regression analysis 

Agility 

Dimensions

Signal Detection Preparation Containment Recovery Learning

R2: .437 R2: .853 R2: .894 R2: .696 R2: .842

t Sig. β t Sig. β t Sig. β t Sig. β t Sig. β

Alertness –.610– .543 –.040– –.480– .632 –.012– 12.928 .000 .297 –.114– .909 –.004– –.228– .820 –.007–

Accessibility .944 .500 .003 12.48 .000 .288 13.645 .000 .292 2.985 .016 .032 10.24 .000 .000

Decisiveness 1.823 .012 –.023– 17.34 .000 .396 14.164 .000 .300 2.850 .005 .091 –2.43– .016 –.073–

Swiftness –2.732 .007 –.173– 2.610 .022 –.026– –2.221– .028 –.049– 16.486 .000 .546 11.03 .000 .345

Flexibility 11.273 .000 .570 .068 .946 .001 2.582 .013 .010 –.998– .320 –.026– 20.97 .000 .522

F Sig. 28.072 .000 209.59 .000 304.863 .000 82.726 .000 198.88 .000
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created a need to contain the catastrophic conse-
quences of this crisis. Results show the second di-
mension, accessibility, has an impact on four stages 
except for the first stage, the signal detection stage. 
Accessibility and availability of pertinent informa-
tion internally and externally can facilitate man-
aging crises and reduce their effect on hotel oper-
ations. Again, accessibility was not significant at 
the signal detection stage since such diseases can 
be extremely hard to detect. The result shows that 
the third dimension of decisiveness has an impact 
on all crisis management stages. Top management 
intervention is needed to make the right and timely 

decision at all crisis stages to minimize the side ef-
fects and accelerate the recovery processes. Similar 
to decisiveness, results revealed that swiftness al-
so has an impact on all crisis management stages. 
Acting in a swift style will reduce the time of each 
stage during the crisis, which helps in rising above 
competitors in coping with the crisis with velocity. 
Finally, results show that the flexibility dimension 
has influenced the three stages, including signal de-
tection, containment, and learning. Overall, the re-
sults indicate that marketing agility has less impact 
in the pre-crisis stage and more impact in the crisis 
and post-crisis stages.

CONCLUSION 

The study aimed to explore the impact of marketing agility dimensions such as alertness, decisive-
ness, swiftness, and flexibility on the different crisis management stages that include preparation, 
containment, signal detection, recovery, and learning in five-star and four-star hotels in Jordan. The 
main results show that marketing agility impacts crisis management stages, albeit at different magni-
tudes. In general, the findings indicate that accessibility, decisiveness, swiftness, and flexibility have 
an immense impact on crisis management stages, while the alertness dimension result shows a weak 
impact on crisis management stages except for containment. The current study emphasizes the need 
to improve the alertness dimension to enhance crisis forecasting by managers. The study also under-
lines the importance of accessibility and readiness of relevant information internally and externally 
to facilitate decision-making. This information will enable top management to deal swiftly with any 
changes and take timely decisions. It is important here to highlight that hotel management needs to 
upgrade and improve its pre-crisis stage dimensions to achieve better results with subsequent stages 
in managing the crisis.
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