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ABSTRACT 

The study examined the effect of pricing strategies on guest purchase decision in star rated hotels. 
Objectives were to: establish the effect of value added, discounted and concession pricing strategies 
on guest purchase decision. The study was conducted in Nakuru County, Kenya. The study em-
ployed descriptive cross sectional research design. A sample size of 236 guests was derived. Purpos-
ive and proportionate sampling techniques were used to select hotels and guests respectively. Data 
was collected using a structured questionnaire designed using likert type of scale. Effect of value 
added, discounted and concession pricing strategies were modelled under multiple regression model. 
Significant levels were sought at p < 0.05. From the multiple regression analysis, the results showed 
that Value added pricing (p = 0.000) and Concession pricing (p < 0.000) influenced guest purchase 
decision significantly while discounted pricing (p < 0.114) did not. The major conclusion that the 
researcher drew from the study was pricing is a major component that influence guest purchase deci-
sion. The recommendation from the study is that the hotel practitioners should heavily invest in uti-
lizing the value added and concession pricing and communicate to guests the benefits obtained from 
a service. 
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Introduction  

The travel and hospitality sector contribute signifi-
cantly to global economic development (Manzo, 
2019). Through different years, the sector has made 
significant contribution to the Gross Domestic Prod-
uct, creation of employment as well as providing 
foreign exchange (World Travel and Tourism Coun-
cil (WTTC), 2019). Countries within Africa have 
also benefited significantly from hotel sector. For 
instance, local communities’ benefits from tourist 
hotels and lodges through job opportunities and pur-
chase of local products (Mrema, 2015; Ampofo, 
2020). The sector has also been identified as key in 
contributing towards countries revenue generation 
and economic growth (Ampofo, 2020; Sucheran, 
2021). In Kenya, hotel sector contributes significant-
ly to the country’s economy. In the year 2018, the 
sector had a contribution of 16.6% to the annual 
Gross Domestic Product (GDP) which was a growth 
of 2.3% compared to that of 14.3% in 2017 Govern-
ment of Kenya (GoK), 2018) This was supported by 
withdrawal and relaxation of travel advisories which 
consequently led to increase in hotel bed night’s 
occupancy by 32.8% in 2018 compared to 31.2% in 
2017 (GOK, 2018).  

Despite the significant contribution of the hotel in-
dustry to the economy, purchase of hotel service are 

greatly affected by natural disasters, travel adviso-
ries and global pandemics (Kim, Lee, & Tang 2020). 
In 2020, the sector was worst hit by COVID 19 pan-
demic. Globally, most hotels recorded a decline of 
walk in guest by about 90% and laying of about 80 
% of the employees. This was instituted by interna-
tional travel ban, social distancing initiatives and 
lock down imposed by many countries to curb 
spread of the disease. Arrival of guest also dropped 
to zero in many hotels (Dube, Nhamo & Chikodzi, 
2021).  During the same year there was massive can-
cellation of hotel bookings as well as low bookings 
which resulted to reduced purchase of accommoda-
tion services (Nhamo, Dube, & Chikodzi, 2020). 
Hotels in Africa were also not spared by the adverse 
effect of COVID 19 pandemic. Sucheran, (2021) in 
a case study of South Africa found 88.4% of the 
surveyed hotels had experienced a decline of more 
than 75% in income earned. During the same time 
most hotels indicated 91-100% of their employees 
were likely to lose their jobs. In 2020 the Kenyan 
hotel sector experienced a contraction of 83.3% 
compared to expansion of 12.1% in 2019 (GOK, 
2020). Therefore, it is necessary to identify how 
purchases of hotel services can be improved and 
recover from the adverse effect of pandemic.  
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In the year 2021 and 2022, the hotel sector 
made significant steps towards recovery 
from the COVID 19 pandemic. Globally, an 
increase in occupancy percentage was wit-
nessed in hotels across different regions. 
Widz, Krukowska, Walas, and Kruczek, 
(2022) in a case study of hotels in Poland 
Europe found that in 2021 the average oc-
cupancy of hotels in that county had in-
creased to 37.7% from 26.8 % in 2020. 
However this was still low compared to 
67.8% in 2019. In Kenya average hotel oc-
cupancy for 2021 was 31.6% (CBK, 2021). 
The central bank of Kenya Monetary policy 
committee hotel survey – 2022 further iden-
tified that 100% of the 80 hotels surveyed 
across the country had resumed operation 
compared to 90.3% in 2021 and 39.0% in 
2020 (CBK, 2022). The recovery was at-
tributed to the reopening of the economy, 
lifting of the restrictions, increased confer-
ence and meetings, as well as increased 
recognition of the hotel sector at the inter-
national markets (Ivanov & Ayas, 2017; 
Sucheran, 2021).  

Despite the recovery steps made by the hos-
pitality sector from the effects of COVID 
19, purchase of hospitality services is still 
affected by other forces such as pricing 
strategies used by hotels, inflationary pres-
sures and increased competition from ser-
viced apartments. Nkukuu, (2016), in a case 
study of Kenyan market noted an Increas-
ing shift in consumer preference away from 
mainstream hotels towards serviced apart-
ments for accommodation. In 2016, ser-
viced apartments in Nairobi County had an 
average occupancy of 90% which was high-
er than 33% of the hotels within the same 
region. The serviced apartments were also 
33.5% cheaper than hotel rooms Nkukuu, 
(2016) which resulted to guests preferring 
them due to their cheaper prices, more se-

cure environment and with larger room siz-
es.  

 

Hotels in Nakuru County have been greatly 
relying on cost based pricing strategies 
(Mugambi, 2017). Cost based pricing re-
sults to fixed prices which enables hotels 
generate profit from its services. However, 
despite hotels generating profit from cost 
based pricing, some guest perceive the 
fixed prices set to be unfair. Eventually 
guests’ loyalty and purchases to the hotel 
services reduces which affects their long 
term performance (Ivanov & Ayas, 2017). 
Therefore this study aimed at identifying 
effectiveness of Value added, discounted 
and concession pricing strategies as an al-
ternative strategy in influencing guest pur-
chase decision in Nakuru County in re-
sponse to prevailing market challenges.  

 

Methodology  

The study was conducted in Nakuru Coun-
ty, Kenya. The study adopted descriptive 
cross sectional research design. The target 
population was 978 guests from which a 
sample of 276 guests was obtained using 
(Krejcie and Morgan, 1970) sampling for-
mula. The study employed purposive pro-
portionate sampling procedures. Purposive 
sampling was used to select hotels in Naku-
ru County. This was done based on the re-
searchers’ knowledge and according to 
Tourism Regulation Authority of Kenya 
(2019) star classification. Proportionate 
sampling was used to select guests who 
gave responses to the research instruments. 
This is shown in table 1. 
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Table 1 Summary of Sample size for each hotel. 

 

Data was collected using structured questionnaires. Reliability was performed using the Cronbach Alpha and 
the Cronbach Alpha coefficient was α = 0.895 as indicated in Table 2. Therefore, the items in the questionnaire 
proved to be worthy to be retained. A pilot study prior to actual data collection was conducted to ensure validi-
ty of the research instruments. 

  Hotel Star rating Sample Achieved sample 

1 Sarova Woodlands & 
SPA 

5 21 21 

2 Sunbird Lodge 4 20 18 

3 Sentrim Elementaita 
Lodge 

4 20 13 

4 Lake Naivasha Sopa 
resort 

4 21 17 

5 Lake Elementaita 
Mountain Lodge 

4 25 15 

6 Lake Naivasha Crescent 
camp 

4 23 20 

7 Ole Ken Hotel 3 24 20 

8 Lake Elementaita Peb-
bles & SPA 

3 21 19 

9 Seasons Elemtaita 
Country Lodge 

3 25 22 

10 Chester Hotel 2 26 25 

11 Kabarak Guest House 2 26 24 

12 Hotel county max 2 24 22 

  Total   276 236 

Table 2: Results of Reliability Statistics using Cronbach's Alpha 

 

Variable Value 

Scale reliability coefficient 0.895 

Number of Items in the scale 25 

The data collected using questionnaires was coded, 
organized, and then analyzed with aid of SPSS 
(Version 21) to search for patterns of relationship 
that exist among the variables. Analyzed data was 
presented using descriptive and inferential statistics. 
Descriptive statistic included measurement of per-
centages, mean, median and frequency particularly 
on demographic characteristics of respondents. In-
ferential statistics were used to compare the findings 
between variables. Multiple regression analysis were 
used to establish the relationship between value add-
ed, discounted and concession pricing strategies and 
guest purchase decision in Nakuru County. All test 
were carried out at 5% probability level. 

 

Multiple regression equation. 

 

where; 

Y=Guest purchase decision. 

= Constant.  

= Value added pricing strategy. 

= Discounted pricing strategy. 

= Concession pricing strategy. 

 = Error margin. 

,   = regression coefficients. 
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Results and Discussion 

Demographic Characteristics of the  

Respondents  

The response rate for the questionnaires filled and 
returned by the respondents was 85.51%. The distri-
bution for the respondents is indicated in Table 1. 
Majority of the respondents in the study were male 
(56. 49%) and minority were female (43.51%). 
Abrian, Adrian, and Surendra, (2019) reported con-
sistent findings that most guests who visits hotels are 
males. It also indicates that majority of the respond-
ents were leisure travelers, (30.96%) followed by 
business travelers at 28.03%. Conference partici-
pants formed (26.78%) of the respondents while 
those guests on family tour were the least (14.23%). 

The frequency of visit to the hotel was measured 
using first time and regular guest with majority be-
ing regular guest (53.56%) and 46.44% being first 
time visitors. Han and Ryu, (2012) identified that 
guests who visits hotel frequently have information 
about their decision making patterns. With majority 
of guests being regular visitors 53.56%, the data 
collected could be used to provide information about 
guest purchase decision. 

Majority of the respondents’ age 36.4% lies between 
36-45 years, 31.8% between 26-35 years, 14.23% 
between 46-55 years 12.13% between 16-25 Years 
with the least 5.44% between 55-65 years. From 
table 5, results indicated that majority of the re-
spondents 30.67% average income raged between 
Kshs. 40,001-80,000 per month, 19.33% earned be-
tween Kshs. 80,001-120,000, 17.65% between Kshs. 
120,001-160,000, 15.13% between Kshs. 10,001-
40,000, 14.71% between 160,001-200,000 while the 
least 2.52% earned between Kshs. 1-10,000. 

Effect of pricing strategies and guest purchase 
decision  

The study conducted inferential statistics using mul-
tiple regression analysis. This was done to determine 
the effect of value added, discounted and concession 
pricing strategies on guest purchase decision with 
significant levels sought at p≤ 0.05. Results indicat-
ed that the model was statistically significant 
(Adjusted R2=0.425, f=58.13% p < 0.01). This 
means that 42.5% of the variance in guest purchase 
decision can be explained by value added, discount-
ed and concession pricing strategies. This is indicat-
ed in table 3 and 4.  

Table 3: Regression Model Summary  

 

                                                                                    5.44% 

Table 4: Regression ANOVA 

 

Model Summary 

Model R R square Adjusted 
R square 

Std. Error 
of the Esti-

mate 

1       12.31% .658a 0.432 0.425 4.05373 

a. Dependent Variable Purchase Decision 

b. Predictors (constant) Value-added, Discounted Concession 

Model Sum of 
Squares 

df Mean Square F Sig. 

1 

Regression 2865.670 3 955.223 58.129 .000b
 

Residual 3763.094 229 16.433     

Total 6628.764 232       

a. Dependent Variable: Purchase Decision 

b. Predictors: (Constant), Concession, Discounted, value-added 

Three independent variable were tested to determine their effect on guest purchase decision. This included; 
value added, discounted and concession pricing strategies. Value added pricing (p=0.000), discounted pric-
ing (p=0.114) and concession pricing (p=0.000).  
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Table 5: Multiple regression coefficient  

 

Coefficients 

Model  

Unstandard-
ized Coeffi-

cients  

Standardized Co-
efficients t Sig. 

   B 

Std. 
Error Beta   

1 

(Constan
t) 11.407 2.03  5.619 .000 

  
Value 
added 0.411 0.062 0.362 6.68 .000 

  
Dis-

counted 0.358 0.121 0.16 2.95 0.004 

  
Conces-

sion 0.495 0.075 0.353 6.556 .000 

a Dependent Variable: Purchase Decision 

Results indicated that value added pricing 
(β=0.362, p=0.000) and concession pricing (β= 
0.353, p=0.000) were found to have a positive and 
significant relationship with guest purchase deci-
sion. Discounted pricing (β =0.16, p=0.004), have a 
positive but insignificant relationship with guest 
purchase decision. This is shown in Table 5. 

The study’s result were similar to Yang et al., 
(2019) who in a case study of Los Angeles who 
found value added pricing to have a significant 
effect on guest purchase decision. The significance 
of functional, symbolic and emotional elements of 
value in influencing value added pricing were con-
sistent with Bukhari et al., (2012) findings who 
identified them to have a significant effect on guest 
purchase decision. Lee, (2010) stated that hotel use 
value added as an important tool of influencing 
choice. The result of this study are similar to Lee, 
(2010). Moro, Rita and Oliveira, (2018) reported 
consistent findings that hotels in Portuguese utilize 
value added pricing attributes in determining their 
rates. The study’s findings that discounted pricing 
didn’t have a significant effect on guest purchase 
decision differed with Lee, (2016) who found that 
discounting prices influenced guest purchases sig-
nificantly. The results for discounted pricing also 
differed with Kim, Roehl and Lee, (2019) who 
found that hotels utilize discounts to influence 
guests’ acceptance of the hotels. However, the 
study showed similar results with Chao & Liao, 
(2016) that guests were not willing to increase their 
purchases in case they were offered discounts.  

Globally hotels in different regions have been 
adopting strategies for enhancing purchase of their 

services. Guillet & Chu, (2021), sought to examine 
the strategies hotels were using to enhance purchas-
es of hotel services in Hong Kong China. From the 
analysis the researcher identified that due to the 
decrease demand of hotel services during COVID 
19 pandemic, hotels were setting different rates for 
each market segments. Guillet & Chu, (2021) fur-
ther identified discounting prices didn’t influence 
purchases significantly since most guests were not 
willing to purchase reduced prices. In addition the 
findings showed that value obtained from the ser-
vices consumed was a key concern to the hotels 
when setting pricing (Guillet & Chu, 2021). The 
utilization of value added and discounted pricing 
strategy in Nakuru County and its significant role 
in purchase decision is consistent with the findings 
of the utilization of the strategy in other parts of the 
globe. Both value added pricing (p=0.000) and dis-
counted pricing (p=0.004) findings were similar to 
those of hotels in Hong Kong, China (Guillet & 
Chu, 2021). 

The results that concession pricing influenced 
guests purchase decision significantly (p=0.004) 
were similar to Rapaccini, (2015) findings that 
guest negotiate with the hotels on the rates to be 
charged for a service. The significance of conces-
sion elements such as Wi-Fi, food and beverage 
discounts were similar to Xu, (2016) who found 
that hotels utilize these elements when setting con-
cession prices. The findings of the study agreed 
with Zeng, (2019) who in a case study of China 
found that hotels and intermediaries were keen on 
the benefits each got from a service which was 
achieved through price negotiations.   
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The findings of the study were consistent with the 
study area characteristics for Nakuru County. Tour-
ism is one of the economic activities carried out in 
Nakuru County due to the touristic nature of the 
area which attracts both domestic and international 
visitors. Price adjustment is one of the activities 
carried out in areas with touristic activities due to 
change in demand during different seasons (Abrate 
et al., 2012). According to Mohammed, and Law, 
(2019), the study area characteristic are expected to 
influence prices since they form part of the market 
forces.  The significant results of utilization of val-
ue added pricing and concession pricing in influ-
encing guest purchase decision were expected in 
this geographical area.  

From the results of the analysis, hypothesis that 
there is no statistically significant effect of value 
added pricing strategy on guest purchase decision 
was rejected (p=0.000), there is no statistically sig-
nificant effect of discounted pricing strategy was 
accepted (p=0.004) and there is no statistically sig-
nificant effect of concession pricing strategy on 
guest purchase decision was rejected (p =  0.000). 

The research findings in this study contributes sig-
nificantly to pricing policies utilized in hotels. 
Abrate, Fraquelli, Viglia, (2012) identified that 
pricing policies adopted by hotels are key concern 
to both the guests and the hotels. Guo, Ling, Dong 
and Liang, (2013) identified that value added, dis-

counted and concession pricing strategy presents a 
win-win policy to both guests and hoteliers during 
purchase decision making process. Guizzardi, Pons, 
& Ranieri, (2017) identified that utilization of value 
added, discounted and concession pricing strategies 
had become a popular strategy across different ho-
tels.  Therefore this study’s findings that pricing 
strategies influences’ guest purchase decision sig-
nificantly contributes to pricing policies used in 
hotels. 

Conclusion  

The study concluded that purchase of hotel services 
can be highly influenced by utilization of value 
added, discounted and concession pricing strate-
gies. Therefor hotels need to ensure that the func-
tional, symbolic and emotional elements of service 
are factored in the pricing process. The benefits 
incurred from consumption of a service needs to be 
communicated to guests to influence their deci-
sions. Hotels need to encourage price negotiations 
with guests. Through the negotiations, hotels can 
clarify the complementary services included in 
their price packages. Despite price discounts having 
an insignificant effect on guests purchase decision, 
hotels can utilize them but only upon requests by 
guests as well as for conference packages.   

 

J. Env. Sust. Adv. Res. 2024 (1) 20-28 



Preliminaries   26 

 

References  

Abrate, G., Fraquelli, G., & Viglia, G. (2012). Dy-
namic Pricing Strategies: Evidence from Euro-
pean Hotels. International Journal of Hospital-
ity Management, 31(1), 160-168. 

Abrian, Y., Adrian, A., & Surendra, R. (2019). 
Analysis of Factors Affecting Guest Decision 
in Purchase of Room Service in Hotel ‘Grand 
Inna Padang,’ J. Bus. Hosp. Tour, 5(2), 193-
200. 

Ampofo, J. A. (2020). Contributions of The hospi-
tality industry (Hotels) in the development of 
Wa municipality in Ghana. International Jour-
nal of Advanced Economics, 2(2), 21-38. 

Agresti, Alan. (2010). Analysis of Ordinal Categor-
ical Data, 2nd ed. Hoboken, NJ: Wiley. 

Andreu, L., Sánchez, I., & Mele, C. (2010). Value 
co-creation among Retailers and Consumers: 
New Insights into the Furniture Mar-
ket. Journal of Retailing and Consumer Ser-
vices, 17(4), 241-250. 

Central Bank of Kenya (2021). Monetary policy: 
Report of the survey of Hotels. 

Central Bank of Kenya (2022). Monetary policy: 
Report of the survey of Hotels 

Chao, R. F., & Liao, P. C. (2016). The impact of 
brand image and discounted price on purchase 
intention in outlet mall: Consumer attitude as 
mediator. The Journal of Global Business 
Management, 12(2), 120-128. 

Chen, C. F., & Rothschild, R. (2010). An Applica-
tion of Hedonic Pricing Analysis to the Case of 
Hotel Rooms in Taipei. Tourism Econom-
ics, 16 (3), 685-694. 

Croes, R., & Semrad, K. J. (2012). Does Discount-
ing work in the Lodging Industry? Journal of 
Travel Research, 51(5), 617-631 

De Oliveira Santos, G. E. (2016). Worldwide He-
donic Prices of Subjective Characteristics of 
Hostels. Tourism Management, 52, 451-454. 

Dube, K., Nhamo, G., & Chikodzi, D. (2021). 
COVID-19 cripples global restaurant and hos-
pitality industry. Current Issues in Tourism, 24
(11), 1487-1490. 

El Gayar, N. F., Saleh, M., Atiya, A., El‐Shishiny, 
H., Zakhary, A. A. Y. F., & Habib, H. A. A. 
M. (2011). An Integrated Framework for Ad-
vanced Hotel Revenue manage-
ment. International Journal of Contemporary 
Hospitality Management. 

George, D., & Mallery, P. (2003). SPSS for Win-
dows step by step: A simple guide and refer-
ence. 11.0 update (4th Ed.). Boston, Massachu-
setts, USA: Allyn & Bacon. 

Government of Kenya (2018). Economic Survey: 
Kenya National Bureau of Statistic Govern-
ment Press. 

Government of Kenya (2020). Quarterly Gross 
Domestic Product Report Second Quarter, 
2020 Economic Survey: Kenya National Bu-
reau of Statistic. 

Guo, X., Ling, L., Dong, Y., & Liang, L. (2013). 
Cooperation contract in tourism supply chains: 
The optimal pricing strategy of hotels for coop-
erative third party strategic websites. Annals of 
Tourism Research, 41, 20-41. 

Guillet, B. D., & Chu, A. M. C. (2021). Managing 
hotel revenue amid the COVID-19 cri-
sis. International Journal of Contemporary 
Hospitality Management. 

Guizzardi, A., Pons, F. M. E., & Ranieri, E. (2017). 
Advance booking and hotel price variability 
online: Any opportunity for business custom-
ers?. International Journal of Hospitality Man-
agement, 64, 85-93. 

Hair, J., Black, W., Babin, B., & Anderson, R. 
(2010). Multivariate Data Analysis a Global 
Perspective, Prentice Hall. Upper Saddle Riv-
er, NJ. 

Hall, C. M., Scott, D., & Gössling, S. (2020). Pan-
demics, transformations and tourism: Be care-
ful what you wish for. Tourism geogra-
phies, 22(3), 577-598. 

Han, H., & Ryu, K. (2012). The theory of repur-
chase decision-making (TRD): Identifying the 
critical factors in the post-purchase decision-
making process. International Journal of Hos-
pitality Management, 31(3), 786-797. 

Ivanov, S. (2014). Hotel Revenue Management: 
From Theory to Practice. Zangador. 

Ivanov, S., & Ayas, Ç. (2017). Investigation of the 
Revenue Management Practices of Accommo-
dation Establishments in Turkey: An Explora-
tory study. Tourism management perspec-
tives, 22, 137-149. 

Kalnins, A. (2006). Markets: The US Lodging In-
dustry. Journal of Economic Perspectives, 20
(4), 203-218. 

Kim, J. K., Lee, S. K., & Tang, L. R. (2020). Ef-
fects of epidemic disease outbreaks on finan-
cial performance of restaurants: Event study 
method approach. Journal of Hospitality and 
Tourism Management, 43, 32–41. 

Kim, M., Lee, S. K., & Roehl, W. S. (2016). The 
Effect of Idiosyncratic price Movements on 
short-and Long-Run Performance of ho-
tels. International Journal of Hospitality Man-
agement, 56, 78-86. 

J. Env. Sust. Adv. Res. 2024 (1) 20-28 



Preliminaries   27 

 

Kim, M., Roehl, W., & Lee, S. K. (2019). Effect of 
Hotels’ Price Discounts on Performance Re-
covery after a Crisis. International Journal of 
Hospitality Management, 83, 74-82. 

Kimes, S. E. (2017). The Future of Hotel Revenue 
Management. 

Krejcie, R. V., & Morgan, D. W. (1970). Determin-
ing sample size for research activi-
ties. Educational and psychological measure-
ment, 30(3), 607-610. 

Kotler, P., & Keller, K. (2011). Marketing Manage-
ment 14th Edition. Prentice Hall. 

Liozu, S. M. (2016). The Evolution and Future of 
Pricing Capabilities. Journal of Revenue and 
Pricing Management, 15(3-4), 306-316. 

Lee, S. K. (2015). Quality Differentiation and Con-
ditional Spatial Price Competition among Ho-
tels. Tourism Management, 46, 114-122. 

Lee, S. H. (2016). How Hotel Managers decide to 
Discount Room Rates: A Conjoint Analy-
sis. International Journal of Hospitality Man-
agement, 52, 68-77. 

Lee, K. W., Kim, H. B., Kim, H. S., & Lee, D. S. 
(2010). The Determinants of Factors in FIT 
Guests' Perception of Hotel Location. Journal 
of Hospitality and Tourism Management, 17
(1), 167-174. 

Manzo, G. G. (2019). Travel and Tourism Econom-
ic Impact 2019. World Travel & Tourism 
Council, London, UK. 

Maxwell, S. (2007). The price is wrong: Under-
standing what makes a Price seem fair and the 
true cost of Unfair Pricing. John Wiley & 
Sons. 

Moro, S., Rita, P., & Oliveira, C. (2018). Factors 
influencing hotels’ online prices. Journal of 
Hospitality Marketing & Management, 27(4), 
443-464. 

Mohammed, I., B. D., & Law, R. (2019). Last-
minute hotel-booking and frequency of dynam-
ic price adjustments of hotel rooms in a cosmo-
politan tourism county . Journal of Hospitality 
and Tourism Management, 41, 12-18. 

Mrema, A. A. (2015). Contribution of Tourist Ho-
tels in Socio-economic Development of Local 
Communities in Monduli District, Northern 
Tanzania. Journal of Hospitality Management 
and Tourism, 6(6), 71-79. 

Mugambi, E. (2017). Marketing Activities Expendi-
ture and Performance of Selected hotels in 
Nakuru County , Kenya (Doctoral Dissertation, 
Kenyatta University). 

Nagle, T. T., Hogan, J. E., & Zale, J. (2010). The 
Strategy and Tactics of Pricing: A Guiden to 
Profitable Decision Making. Prentice Hall, and 

London. 

Nhamo, G., Dube, K., & Chikodzi, D. (2020). Im-
pacts and implications of COVID-19 on the 
global hotel industry and Airbnb. Counting the 
Cost of COVID-19 on the global tourism in-
dustry, 183-204. 

Nagle, T. T., & Muller, G. (2018). The strategy and 
tactics of pricing. Routledge. 

Ntimane, V., & Tichaawa, T. M. (2017). Custom-
ers’ perceptions of value in relation to hotels in 
Gauteng, South Africa. 

Noone, B. M., Canina, L., & Enz, C. A. (2013). 
Strategic Price Positioning for Revenue Man-
agement: The Effects of Relative Price Posi-
tion and Fluctuation on performance. Journal 
of Revenue and Pricing Management, 12(3), 
207-220. 

Nusair, K., Jin Yoon, H., Naipaul, S., & Parsa, H. 
G. (2010). Effect of Price Discount Frames and 
Levels on Consumers' Perceptions in Low-End 
Service Industries. International Journal of 
Contemporary Hospitality Management, 22(6), 
814-835. 

Nkukuu, E. (2016) Kenyas hospitality sector report. 
Cytonn Real Estate https://cytonn.com/
uploads/downloads/Kenyas-Hospitality-Sector-
Report.pdf 

Pan B, Zhang L X., & Law R, The complex matter 
of online hotel choice, Cornell Hospitality 
Quarterly, 2013, 54(1): 74–83. 

Raza, M. A., Siddiquei, A. N., Awan, H. M., & 
Bukhari, K. (2012). Relationship between ser-
vice quality, perceived value, satisfaction and 
revisit intention in hotel indus-
try. Interdisciplinary journal of contemporary 
research in business, 4(8), 788-805. 

Rapaccini, M. (2015). Pricing Strategies of Service 
Offerings in Manufacturing Companies: A 
Literature Review and Empirical Investiga-
tion. Production Planning & Control, 26(14-
15), 1247-1263. 

Rigall-I-Torrent, R., Fluvià, M., Ballester, R., Saló, 
A., Ariza, E., & Espinet, J. M. (2011). The 
effects of beach characteristics and location 
with respect to hotel prices. Tourism Manage-
ment, 32(5), 1150-1158. 

Santini, F. D. O., Sampaio, C. H., Perin, M. G., & 
Vieira, V. A. (2015). An analysis of the influ-
ence of discount sales promotion in consumer 
buying intent and the moderating effects of 
attractiveness. Revista de Administração (São 
Paulo), 50(4), 416-431. 

Sahoo, K. K., Awuor, E., & Panigrahi, R. R. Impact 
of COVID-19 on Hospitality Industry: A Case 
Study of Hotels in Nairobi and Mombasa in 
Kenya. 

J. Env. Sust. Adv. Res. 2024 (1) 20-28 



Preliminaries   28 

 

Sucheran, R. (2021). Preliminary economic impacts 
of the COVID-19 pandemic on the hotel sector 
in South Africa. African Journal of Hospitality, 
Tourism and Leisure; Vol. 10, Issue 1. 

Su, C. S., & Sun, L. H. (2007). Taiwan's hotel rat-
ing system: A service quality perspec-
tive. Cornell Hotel and Restaurant Administra-
tion Quarterly, 48(4), 392-401. 

Smith, S. J. (2016). Relationship between Hotel 
Rate Increases and Discounts and Consumers' 
Willingness-To-Purchase: A Prospect Theory 
Perspective. International Journal of Revenue 
Management, 9(2-3), 108-126. 

Terho, H., Haas, A., Eggert, A., & Ulaga, W. 
(2012). “It is almost like taking the sales out of 
selling’ – towards a conceptualization of value-
based selling in business markets”, Industrial 
Marketing Management, Vol. 41 No. 1, pp. 
174-185. 

Tourism Regulation Authority, (2019). Classifica-
tion Register.  

Vives, A., Jacob, M., & Payeras, M. (2018). Reve-
nue Management and Price Optimization Tech-
niques in the Hotel Sector: A Critical Litera-
ture review. Tourism Economics, 24(6), 720-
752.\ 

Widz, M., Krukowska, R., Walas, B., & Kruczek, 
Z. (2022). Course of Values of Key Perfor-
mance Indicators in County Hotels during the 

COVID-19 Pandemic: Poland Case 
Study. Sustainability, 14(19), 12454. 

World Travel and Tourism Council (WTTC) 
(2019). Travel and tourism economic impact. 
 World  Travel  and Tourism Council, 
London. 

Xu, X. (2016). Revenue sharing contract versus 
wholesale price contract in a tourism supply 
chain. International Journal of Supply Chain 
and Operations Resilience, 2(2), 144-165. 

Yan X, Liu K, & Wang Y, Optimal pricing, pro-
duction, and sales policies for new product 
under supply constraint, Journal of Systems 
Science & Complexity, 2014, 27(2): 289–306. 

Yang, Y., Jiang, L., & Schwartz, Z. (2019). Who’s 
hiding? Room rate discounts in opaque distri-
bution channels. International Journal of Hos-
pitality Management, 80, 113-122. 

Zeng, X., Shi, P., & Xie, W. (2019). Contract de-
sign for a multi-channel hotel service supply 
chain. Nankai Business Review International. 

J. Env. Sust. Adv. Res. 2024 (1) 20-28 


