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Abstract:
The consumer reaction to environmental contamination model explains how consumers’ perceptions about cleanliness influence their behavior in hospitality and tourism settings. Research literature supports the model that proposes the influence of several variables on consumers’ emotional reaction of disgust when they experience some type of personal contact with the contamination. These variables include cultural beliefs, risk perception, knowledge about cleanliness and health, familiarity with the specific type of contamination, prior experience with an illness caused by unclean environmental conditions, location or setting, type of personal contact, and demographics. These variables may affect the level of disgust generated by possible contact with the environmental contamination with some part of the body. Examples from hospitality and tourism settings are offered, but the model may also be useful in other environmental contexts. More research is needed to better understand consumers’ reactions to contamination in hospitality and tourism environments
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Summary
Consumers today are striving for clean space, not only at their house, but also when cooking, while traveling and staying in hotels. Research suggests that past experience, environment, cultural beliefs, understanding of the risks, awareness, familiarity, demographic and communication type would likely impact the emotional reaction of disgust to any personal contact in the atmosphere with a polluted surface. 
Perspectives of what "safe" means often differ between individual consumers. A deeper understanding of customer concepts of' clean' will help hotels to clean up, sanitize, disinfect and decontaminate their hospitality activities and otherwise clean up their own organizational and market standards.

Conclusion

Perceptions about what defines “clean” also vary among individual consumers. A better understanding of consumers’ definitions of “clean” can help businesses wash, sanitize, launder, decontaminate, and otherwise cleanse their hospitality operations to better meet consumers’ expectations as well as their own operational standards. In fact, the difference in these two standards is an important aspect in research. Operations are responsible for ensuring that their environments are, in fact, properly cleaned and safe for consumers, in addition to meeting consumers’ expectations or perceptions for cleaning. In fact, the
Food and Drug Administration’s Food Code (the federal guidelines for U.S. foodservice inspections) clearly states this dual responsibility in its preface: It is a shared responsibility of the food industry and the government to ensure that food provided to the consumer is safe and does not become a vehicle in a disease outbreak or in the transmission of communicable disease. This shared responsibility extends to ensuring that consumer expectations are met, and that food is unadulterated, prepared in a clean environment, and honestly presented. (Food and Drug Administration, 2017)
The responsibility for a clean environment is appropriate for restaurants, hotels, and other areas in the travel industry as well other consumer service locations. Clearly, there is a wealth of research waiting to be done in different environments using the CREC model. In addition, research in both microbiological safety and consumer perception will be valuable in ensuring that environmental spaces not only look clean to consumers, they are safe.
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