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ABSTRACT

Tourism is one of the six key pillars for growthdem Kenya’s vision 2030 and hence, this sector
may be a primary means of realizing the goal oheatic development of undeveloped regions.
Hotel sector has a dramatic influence on touristumes, but can still significantly affect the
path of development by putting a new area or tyfjggr@duct on the map. It is vital for the hotels
to remain competitive and the application of in&trhas been found to improve business growth
with internet providing the opportunities for firmie compete on equal terms. In spite of the
internet’s potential businesses therefore firmsagegn growth and expansion strategies that will
enable them to respond to the environmental chgdienn order to gain competitive advantage
over their competitors, increase market share anddntinued survival in the market. This study
adopted a descriptive design with main focus omtjtadive data. The study population focused
on senior management staff at the hotels becausg &ne mainly involved in strategy
formulation this include the operations managehg human resource managers, Customer
relations manager and the information technologyagars. The study utilized primary data.
The researcher used closed ended questionnairesliéxt information. A total of 44 usable
guestionnaires were obtained. The aim of this stualy to examine the application of internet as
a growth strategy and determine factors influen@pglication of internet as a growth strategy
by the hotel industry at the Kenya coast. The sfiedyd out that hotels use internet to a great
extent to enhance communication between their a@gaon and stakeholders in exploring and
approaching new markets .The main application bengMarket development and Product
development growth strategies. Internet supportgelfioby taking advantage of low cost
advertising, bringing new services to the markeick) and efficient expansion entry into new
geographical markets. They have focused a lot giomal and international advertising but not
much on establishing new distribution channels. filnéing support past research that whereas
firms perceive use of internet as important theyndouse the internet to its full advantage for
growth. The study recommends that the hotels camesith product differentiation strategies
by segmenting the customers based on their neems,asd type of business and designing
products.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the Study
The need for survival of many business enterpriseshe competitive business

environment has triggered the need for growth, thivecause profitable growth is
considered to be a key driver of shareholder vatganizational vitality and competitive
sustainability. Corporate growth is also importimtthe national economy as it is a key
determinant of job creation and the general pragpef a nation. In addition, increased
size has been associated with visibility, prestiged the ability to withstand
environmental shocks (Hannan 2000). For these nsaggpowth is often viewed as an
important organizational outcome, and firms haveuanber of motivations to expand
(Penrose 1980).

Ansoff model presents a strategic grid that camstfians identify their future strategic
growth direction and is used when firms are plagrior growth (Ansoff 2000). The
matrix itemizes four basic ways in which a firm adevelop its portfolio of products and
markets. It also emphasizes the degree of riskhefapproach. To present alternative
cooperative growth strategies, Ansoff presented arimthat focused on the firm’s
present and potential products and market (cong)mgr this model, potential areas
where competencies and generic strategies can fideydd are depicted in four broad
alternatives; market penetration, market develogmemoduct development and
diversification.

While hotel is one of the world’s largest indusdri€oastal hotel sector is the fastest
growing form of tourism, with a marked increase rotlee last decade. The economic

importance of coastal hotel tourism is unquestitmali represents one of the main
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sources of revenue for many countries and regidfsanwhile, many developing
countries are planning for tourism to be the baodkbof their future development
prospects KTB (2011).However, a desire for econgonafit from the tourism industry,
to be achieved at any cost and in the shortestilpedsme, leads to a constant, albeit
very often uncontrollable growth of tourism actyitn this context bringing tourism
growth to a sustainable level, at the same timbaecing the tourism product, attracting
diversified clientele and upgrading the quality tbé offer and services, are seen as
priorities allowing for tourism development to s&iboth visitors and those who make
living out of it (UNWTO).

1.1.1 Growth Strategy

A pioneering researcher (Chandler, 1962) on thisjesti defines strategy as “the
determination of the basic long term goals and ailyjes of an enterprise, and the
adoption of courses of action and the allocatiomesburces necessary for carrying out
these goals”. Similarly, another early scholar (@fhs1965) views ‘strategy’ as “decision
rules and guidelines” required by a firm for itgderly and profitable growth”. However,
apart from this “design view of strategy”, moreestworks on strategy recognize that a
strategy can be more than an explicit, formal piagr(Johnson & Scholes, 2002). In
other words, not only can a strategy be a planaladg a ploy, a pattern, a position, or a
perspective (Mintzberg, 1987), depending on theeodrof discussion.

For many organizations, especially for those whgage in multiple industries or
businesses, a distinction can be made betweemtagtrat the corporate level and at the
business level (Mullins, & Larreche, 2003). At tberporate level, a strategy should

focus on the selection of a set of businesses anth® resource deployment between
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them. At the business level however, a stratedgp ideal with the question of “how to
compete in a particular industry” (Hofer 1978). ated in Johnson (2002), the business
strategy of a firm is primarily concerned aboutwthadvantage over competitors can be
achieved; what new opportunities can be identiiedreated in markets; which products
or services should be developed in which marketd; the extent to which these meet
customer needs in such a way as to achieve thetnlgie of the organization”. Those

guestions are of this paper’s interest.

Among the influential strategy typologies are Post€1980) typology, Abell’'s (1980)
typology and the Miles and Snow typology (Milesaét 1978). Porter’'s (1980) typology
claims that a company can follow only three genstiategies that is a cost leadership
strategy, a differentiation strategy and a focuatsgy. Built on the dimensions of a
business’ scope and the segment differentiationellAfL980)’s classification also
suggests three possible generic strategies, nadigrentiated, undifferentiated and

focus strategy.

It has been widely recognized that the internet #mel hotel industry are highly
compatible. The nature of service distribution ege around the notion of intangibility
and perishability rendering the manner in whichoinfation is communicated highly
important hence application of the internet fulfithis role by virtue of its
instantaneousness, increasing availability/acciiggiband its ability to provide the
equivalent information at a much lower cost thaaditional methods and channels

(O’Connor and Frew, 2000). According to Law (20a0g internet is defined as a global
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computer network, a ‘network of networks’ that knknillions of computers all around
the world, although, Law and Wai (2001) state, gt dlso a huge repository of
information. More than that, it is also a marketengd distribution tool enabling travel
suppliers to communicate directly with customersl dacilitating equal competition
(Williams and Palmer, 1999; Law and Wai, 2001)ifrgic to the phenomenon of the
internet is its tremendous growth and inherent &ahccording to Nortel networks, the
value of the internet economy was forecasted tohr&2.8bn in 2003, representing 7 per

cent of global GDP (Alford, 2000).

An alternative forecast predicted that the intemwetild account for one in every four
travel purchases in the main generating marketshinvitthe next five years
(WTOBC,2001).The rapid growth of the hotel industeguires sophisticated information
technologies (ITs) for managing the increasing mwu and quality of tourism
traffic.(Christian,2002;Lubetkin 1999,) the emergenof new tourism services and
products, coupled with a rapid increase in tourdgmand, have driven the wide scale
application of ITs in general and in particular theernet as an electronic intermediary.
In other words, the internet serves as a new coration and distribution channel for
the hospitability industry this enabling tourism smesses to improve their

competitiveness and performance.

1.1.2 Hotel Industry in Kenya
The hotel industry is one of the world's largestl anost important industries. In the

United States alone it directly and indirectly gentes millions of jobs for Americans,



with billions of dollars in economic contributionsyhich benefit large segments of
society, as well as the federal, state, and locaemments (Goeldner and Ritchie 2009).
Madanoglu, Morea and Leong (2003) also stressedatingost 90% of the U.S. labor

force are employed in the service industries, mahywhom work in the various

hospitality sectors. Indeed, the view of the hadjpyt industry first and foremost as a
vital element within the service sector, while feirig on the vocational, business and
managerial dimensions of the industry, has beerdtminant approach in the field of
hospitality studies. On the other hand, for the tinpast, there have been relatively few
attempts at conceptualizing the nature of hospitadind its various meanings and

implications for society (Henning, Levy and Ritcl2i@05).

Hospitality economic sector is a service-givingtsecwhich evolved in line with the
coming of transportation industry and start of imgd Kamau and Waudo (2012). It is
one of the oldest professions and is major econ@iivity all over the World. It is a
popular generic name for hotel and restaurant imegs According to Ottenbacher,
Harrington and Parsa (2009), it includes Lodgingotéts, Motels) Foodservice
(Restaurants, Caterings), Leisure (Vacations, Par&ghtseeing, and Hiking),
Conventions (Meetings, Trade Shows), Travel (plegdousiness) and attractions (fairs,
gatherings, shows). Hospitality industry is lab@iensive service giving economic sector
and gives job opportunities for millions of peopltéotel is therefore part of hospitality

sector and it is a commercial establishment progdibdges, meals, and gust services.



Hospitality industry in Kenya has evolved at thastoregion for the first time. This was
because of the coming of Arab traders and railwae construction workers in the
region. Their presence necessitated the buildingpefirst catering establishment at the
coast, which was known as the grand Hotel of Moraliaslt at the present sit of Manor
Hotel, Kamau and Waudo (2012).They also argued ftildwing the construction of
railway, there was a growing demand for caterindg tre Hospitality industry service.
This led to the demand for trained personnel. 1601Hotels like Norfolk had reached
international five star rating. Later in 1975, Hibglity training was also started at Kenya
Utalii College with a limited capacity. The Hospity service economy in Kenya is one
of the major sectors generating more income andojoportunities in the country. It
includes Hotels, Restaurants, and Pubs. The Hdgpitadustry gives services like food
and beverages; lodge for any people who want theces. The business operation of
Hospitality industry has direct relation with thasmess operation of Tourism industry.
According to Wadongo, Odhuno, Kambona, and Oth@®1@), the Hospitality industry
made a significant contribution for the economiwelepment of the Country. It is also
becoming source of job opportunities for many peopVadogo (2010) argued that the
World Travel and Tourism Council (2006) explainéattHospitality industry in Kenya
contributed 509,000 jobs in 2007 and forecast thatindustry will contribute 628,000

jobs in 2017.

This steady growth in the sector shows that it asticbuting a lot for the general
economic development of the Country. One of theistides in the Hospitality sector is

Hotel industry. It is part of Hospitality sector igh includes 5-star, 4-star, 3-star, 2-star,
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1 star and other Hotels. Hotels in Kenya preseverdirange of services to suit tests of
customers. Class, elegance, ambiance and qualiticeg are the major distinguishing
factors of the hotels. Hotels in the industry goerating in high competition. Despite the
high quality and good facilities of Kenyan Hote@pmpetition for resources and market
share in the Hotel industry in Kenya is becominggesrely high. Companies operating in
the Hotel industry are facing higher competitiontire market for skilled labor in the
Hospitality profession and for market share. Cusiahexpectation and preferences are
also increasing from time to time. Because of thasd other globalization factors,
companies should revise their strategy and investenamount of money in their
premises to compete effectively. They should idgnlieir core competences and unique
resources to adopt positioning strategy to get @tityge advantage in the high

competitive market in the industry.

Hotel industry is all forms of business relatingthe provision of accommodation in
lodging, food and drinks and various types of ottmmvices that are interconnected and
form intended for the public service, both of whigke the lodging facilities or who
simply use the services or the production of certdithe hotel. The hospitality industry
has been eager to capitalize on the favorableswuautlook and the hotel pipeline has
more than doubled in the past year. KHC (2013),éwa, it is among the most visible
and easily identifiable sub sector within the acomdation business, but there are a vast
number of different types of hotels each caterwrdifferent needs and segments of the

accommodation market, this include but not limitedbusiness and conference hotels,



resorts, villas and serviced apartments among %th&s mix of functions include

bedrooms, restaurants, public and function roonddeisure facilities.

1.1.3 Hotelsin Coastal Region

While hotel is one of the world’s largest indusdri€oastal hotel sector is the fastest
growing form of tourism, with a marked increase rotlee last decade. The economic
importance of coastal hotel tourism is unquestitmali represents one of the main
sources of revenue for many countries and regidsanwhile, many developing
countries are planning for tourism to be the baodkbof their future development
prospects KTB (2011).However, a desire for econgonafit from the tourism industry,
to be achieved at any cost and in the shortestilpedsme, leads to a constant, albeit
very often uncontrollable growth of tourism actyitn this context bringing tourism
growth to a sustainable level, at the same timbaecing the tourism product, attracting
diversified clientele and upgrading the quality tbé offer and services, are seen as
priorities allowing for tourism development to s&iboth visitors and those who make

living out of it (UNTWO, 2010).

The coast of Kenya forms an important and integaat of our nation’s appeal as a world
class tourism destination, the coast is a destinati its own right, but it can also be
combined with wildlife safaris and other types alitlays elsewhere in Kenya and the

wider East African region (KTB, 2014)



1.2 Research Problem
The ability of firms to grow is important becaugens with low or negative growth rates

are more likely to fail in essence growth tenddeoconsidered a logical consequence of
innovative, proactive and risk taking behavior ba part of the firm as these are also the
dimensions which define an entrepreneurial origomaEO). It is therefore prudent for
organizations to ensure that all resources andittonsl are available for firms successive
growth though there are other variables that defirmes growth at any given period of
time dependent on the size of the firm, age offilm, top management support and
continual innovation rates Dollinger (2006). Grbvid precondition for the survival of a
business firm. An enterprise that does not grow magourse of time have to be closed

down because of its obsolete products (Saxena,)2005

Hotel industry in the Country has significant camition for the gross domestic product
(GDP) of the Country. The Hotel sector economy thasfollowing contribution for the
years 2006-2010.The contribution in the form ofceatage from the total GDP (GDP%:
IN 2006: 1.5, IN 2007: 1.6, IN 2008: 1.1, IN 200B.7 and IN 2010: 1.7) and job
opportunities for many people in the country. Cotlse the Hotel industry is operating
under high competitive business environment. Thapsdition for market share among
Hotels and Restaurants in the sector is increafiogn time to time. Customers’
preferences for products and services are incrgdaster than ever. They also give more
value for money and seeking alternative servicstead of having one supplier. Like any
other economic sectors, hotel and tourism indussryfacing the challenges of

globalization. Due to such increasing rate of catitipa, the hotels have to use effective
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strategies such as application of internet to gammpetitive growth advantage in the

industry.

Related studies have been done on growth stratdmggse studies were however
organizational and industry specific, Wan (2002)tlo& web sites of international tourist
hotels and tour wholesalers in Taiwan examinediieeof the web sites as an interface of
internet and indicated that the use of the intelinefTaiwan’s tourism/hospitability
industry is primarily for advertising. Thomson (2)®n a contingency model of internet
adoption in Singapore examined that aggressiventdagy policies, top management
support, potential relative advantage and compiyitwf the internet with organization
culture/infrastructure are significant in influengithe adoption of the internet. (Njoroge
2003) on a study on the application of diversifmatstrategy on the Nation Media group,
indicated a related form of diversification as ad&ly applied growth strategy.
(Wanyande 2006) in her study to determine the éxterwhich Ansoff's growth strategy
is applied by internet service providers (ISPs)nfibuhat Ansoff's growth strategy is
widely applied for the achievement of growth. Heudy also concurred with (Engel,
2002; McCarthy 2000) both who had argued on theiesement and growth of
organization using Ansoff’'s growth strategy is eaemnand players in the industry define
and focus on how to achieve growth. Whilst theasstigrowth in the hotel industry, the
literature on growth is sparse and therefore a neexplore the hotel industry in kenya.
This study will seek to answer the research questsapplication of internet a growth

strategy in the hotel industry at the Kenyan Coast?
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1.3 Resear ch Objectives
The research objectives of this study are;
i. To examine the application of Internet as a grositiategy in the hotel
industry at the Kenyan Coast.
ii. To determine factors influencing application ofeimet as a growth

strategy in the hotel industry at the Kenyan Coast.

1.4 Value of the Study

This study will be of value to various stakeholdetswill be useful to hotel firms in
Kenya and elsewhere in the world as it will add Wwlealge on alternatives application
strategy of the internet in the hotel industry @shhology is revolutionizing and how
updated version of the same will lead to competitdvantage for the firms. It will also
benefit by assessing, evaluating and reviewing gteategic internet application as a tool
for competitiveness in the face of the changingrimss environment. Further, the study
will be useful to scholars and academic as it feilin a basis for further research into the

area on internet application by hotel firms.

The report will be of great value to the investiorshe industry. It help them understand
the various growth strategies in the industry drelfactors that determine the strategies
to be applied. The report will also act as a moirato the industry players to adopt
specific business models to strategically posittemselves in the competitive business

environment.
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The academic fraternity will find the report impamt in helping them understand one of
the fastest growing sectors of the economy. Inceéftewill open up research and study

opportunities in areas not adequately covereddrreport
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CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter discusses relevant literature infoionabn the study topic and in line with
the research objectives. The chapter begins wehthkoretical foundation of the study
and concluding empirical review of the literaturelasummary of the study.

2.2 Theoretical Foundation of the Study

An understanding of the new firm’s growth processiseful in demonstrating how and
where time is a relevant concern for new firms {Bleand Covin, 1997; Macpherson,
2005). Growth may be achieved quickly, slowly, ot at all, depending on the strength
of the growth aspirations and growth enabling fexcteuch as management capability,
market opportunities and organizational resourcggsriéman and McMullan, 2004).
Growth strategies refer to a strategic plan fortaadaand implemented for expanding
firms businesses. They focus resources on seizipgrtunities for profitable growth,
alter company’s goals and business process toetiyal conventional wisdom, identify
emerging trends and build businesses. The reasdangienterprises towards growth are
valid from enterprise to enterprise including néadsurvival in the competitive business
environment. Other factors precipitating from grownclude development of modern
technologies; prestige and power associated with dniterprises and need for self
sufficiency in terms of marketing of products #fere in view of this the following are

the theories in this context.
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2.2.1 Formsof Growth

Business growth takes places in many ways and eativitled into two broad categories,
organic and inorganic growth. Organic growth caodle termed as internal growth. It is
growth from within. It is planned and slow increasehe size and resources of the firm.
A firm can grow internally by ploughing back of psofits into the business every year
leading to the growth of production and sales tuenaf the business, increase in the
sales of existing products or by adding new pragjuasset replication, exploitation of
technology, better customer relations, innovatibmew technology and products to fill
gaps in the market place (Brunner, 2004). Intergadwth is slow and involves
comparatively little change in the existing orgaian structure. The ways used by the
management for internal growth include intensifmat diversification and
modernization. Inorganic growth strategies refeexternal growth and involve a merger
of two or more business firm. A firm may acquireotirer firm or firms may combine
together to improve their competitive strength. dfmal growth has been attempted by
the business houses through mergers, acquisitimhgoant venture. It is fast and allows
immediate utilization of acquired asset. Brunn&0@®), says it is less risky as it does not
result in expansion in capacity. Firms that chamsgrow inorganically can gain access
to new markets and fresh ideas that become availlbbugh successful mergers and

acquisitions (Domadaran, 2002).
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2.3 Ansoff Growth Model

The model presents strategic grids that can aBsis$ identify their future strategic
growth direction and is used when firms are plagrfior growth. The matrix itemizes
four basic ways in which a firm can develop itstfmio of products and markets. It also
emphasizes the degree of risk of the approach.r@sept alternative cooperative growth
strategies, Ansoff presented a matrix that focusedhe firm’'s present and potential
products and market (consumers). In this modekng@tl areas where competencies and
generic strategies can be deployed are depictetbun broad alternatives; market

penetration, market development, product developue diversification.

2.3.1 Market Penetration
The company is trying to expand its sales in thistexg market. Existing products are

sold to existing customers. This strategy is usgddmpanies in order to increase sales
without drifting from the original product-marketrategy (Ansoff 1957).This means
expanding sales based on existing markets.(KoB80R explains this as a case where
products remain unchanged and no new segments wsiga. Instead, the firm
concentrates on enhancing its existing internalpeisncies as well as building new ones
which would enable it push further into existingrikets.(Lancaster 2000) confers that
market penetration means trying to increase sdleadirm’s present produce in its
present markets through a more aggressive marketingThe firm may try to increase
the customer’s rate of use or attract competitou'stomers or current non users. In this
strategy all competitors can grow and the percelgeed of rivalry is low. At the mature
and decline stages of product development howeettinued growth comes through

taking a share from competitors.
15



A market can be penetrated through adoption oparsor marketing mix (Salmon 2001).
To adapt to the opportunities and limitations inggbby the environment requires the use
of certain variables including price, place, promotand product. These variables
present the working tools needed to penetrate &enafrhe overall objective is to unite
these tools into an organized and integrated prnogiangel 2010) and the goal is to
maximize long run return on company investment.hEafcthese variables contributes in
a unique fashion to the overall objective of mapetetration. According to (Stonehouse
et al 2007) firms should come up with product geBovhose purposes are to adapt to the
target market through design of products which sssfully aims to satisfy the need,
desires, attitudes and other influences which wibtivate the target buyers,(Porter,
1980) also stresses that the product must be dreat marketed with full awareness of
competing brands, legal restrictions and probabil#stimates that economic
circumstances will facilitate an adequate leveldemand to provide a profit over the

product life cycle.

The appropriate marketing mix will be dictated e ttarget market. Firms should
therefore explore the ways of identifying the aitinee market opportunities and
developing appropriate strategies (Wanyande 20@6jrhation communication and
technology hotel industry can use the strategy tbyirsg to sell more of the same
product or service in the current market and aitmyatg to change incidental clients and
regular clients into heavy clients. They can acdhiths by improving on their quality and

service delivery.Campbell (2002) assents that coemge development may be centered
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on improving efficiency so as to ward competitd?srsuance of efficiency can be done
through streamlined designs and reduction in oxatieStonhouse et al (2002) explained
that declining markets are more difficult to peatdrthan those still in the growth stage.
The hotel industry should strive to penetrate tlaeket through efforts like repositioning

the brands, launch of new promotions and advegisin

2.3.2 Product Development
This occurs when a company develops new produdesicg to the same market. It

refers to significant new product development awod minor changes in an existing
product of the firm. The reasons that justify tise wf this strategy include one or more
of the following: to utilize of excess productiompacity, counter competitive entry,
maintain the company’s reputation as a productvatay, exploit new technology, and to
protect overall market share. Often one such gjyateoves the company into markets
and towards customers that are currently not begtered for.

Although high growth firms are significantly mori&dly to possess products which
managers judge to be innovative in some way thhardirms, it may seem surprising
that product innovation is not a more consistenaratteristic of all high growth
companies. The main reason is that the importafigerazluct innovation to a firm’s
competitiveness varies considerably between indistectors. To Employ this strategy
and all other firms is a long term viability of abusiness organization hence enables the

firm to grow and improve market share.

For high growth firms, competitive tactics based ancombination of product

differentiation and market focus are typical, witbst control as a necessary but not
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sufficient condition for growth. In some sectorgitige product development is a
prerequisite for high growth. According to Koechlddvans (2000) innovation is the first
commercial application production of a new procasgroduct. It is the whole process
from invention through to commercial use. Technaaly innovation is the

transformation of an idea into a new or improveléaae product or operational process
in industry or commerce. Innovation is must forhtealogy — based firms, not just to

survive but to grow.

2.3.3 Market Development

Growth oriented firms respond to new market opputies. It includes new products or
services to offer existing customers, obtaining reawstomers for existing products or
possible diversification into other activities. Wibness and ability to respond to new
market opportunities are a vital part of succedsfiginess development over an extended

period of time.

However, developing new markets does not necegsemolve geographic market
extension (Koegh and Evans, 1998; Smallbone, 19B8).extent to which this is
necessary varies between locations, and also betwedastrial sectors, differences in the
extent of local market opportunities (Smallbone93)9 Within identified niches, the
innovative capacity of these organization means tihay can constantly develop new
products, services or processes (Koegh and Eva®@8).Growing firms in local
locations remain active in extending their marlggegraphically, which is a reflection of
their limited local market opportunities. Signifitageographic extension of market at an

early stage in the development of business canupgeodther demands on the company’s
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resource base which those concerned with eithemimgnor advising small firms to
address. At the same time, growth oriented firnesnaore likely to be involved in export
markets. High growth firms are able to increase ileadth of customer base. These

firms tend to have lower level of dependence ogdst customers (Smallbone 1995).

2.3.4 Diversification
This is a strategy that involves a firm to moveoinbtally different lines of business

perhaps to entirely unfamiliar products, markets emen levels in the production
marketing system. It is the most risky of the fetrategies since it requires both product
and market development and may be outside the ccompetencies of the firm (Doyle
2000).Pursuing this strategy will depend on thekeasituation, the financial reserves
and skills of staff to take on new product linefieTvarious reasons firms pursue this
strategy includes risk reduction, earnings stahiynergy, growth, adapting to customer
needs and use of spare resources (Whiteley 20@6).Atcording to (Thomson and
Strickland , 2008) diversification becomes an ative strategy when a company runs
out of profitable growth opportunities in its prasbusiness.

Mostly where firms have diversified many times. 3@demoves are the result of
acquisitions rather than new product progrdimere are two approachesdiversification
strategy namely: related and unrelated diversificatUnrelateddiversification involves
acquiring or generating internally a business thatnrelated tdhe core business of a firm.
Occasionally, firms acquire a business that reptsseéhe most promising investment
opportunity available with the sole principle beitg profitpattern of the acquired business
in the hotel industry this could be outsourcingctdaning services. The main concern is

usually to create a financial synengther than creating a product a product-marketuren
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This type of diversification idased principally on profit consideration. On thien hand,
related diversificatiorinvolves acquisition of businesses that are relaigtie acquiring firm

in terms oftechnology, markets or products example includertesor apartments. The new
business selected usually possesses adeghee of compatibility with the firm’s current
business. The ideal related diversificationcurs when the combined company profits

increase strengths and opportunities dedreases weaknesses and exposure to risk.

2.4 Empirical Evidence of Internet as growth strategy

Emmanual and Lloyd, (2003) studies focused on hpplieation of internet leads to
operations efficiency of the firm and stressed ithenense capacity of the internet to
revolutionize the functioning of the organizatioamsd it is commonly claimed that the
internet has significant potential to transform motly the ways in which business
compete (Boyer, 2001) but also the manner in winidfanizational members interact

with each other and with their external environrmsghtickul and Gundry, 2001).

Berthon, (2001) assert that the internet is ratjicabnsforming the ways in which

businesses compete. In this regard, it is assén@dthe internet makes it easier for
consumers to generate significant competitive mition and to undertake a range of
comparative analyses at relatively low transactiosts (Hardaker and Graham, 2001).
Other researchers have noted that the internethieapotential to make the objective of
“‘jJust-in-time” systems more realizable in some bess sectors, thereby increasing the

efficiency of the supply chain (Bellman, 2001).
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Saeed Sammi€1998) The Internet can also be deployed as a vehiclerdgenue
enhancement, for example, direct sales, promoéind,as a communications tool. These
applications are currently more common and theputerity is growing rapidly. Revenue
generation activities differ from the business psscuse of the Internet in that they can
involve any qualified individual wishing to purcleaa company’s goods and virtually

any firm can acquire the internal capability tonpade its goods and take orders online.

Unlike television advertising, internet advertispes/ only when a user clicks through to
their website, gaining a reliable measurement stamer acquisition costs (Court, 2005;
Laffey, 2007). In addition, a large amount of contgpureadable data on marketing
performance is now becoming available via searchines and other information

technology tools (Economist, 2007a; Epstein, 2008hjan, 2006). This allows firms to

use data on revealed preferences rather than iortentand sampling is no longer
necessary when you have the whole population dlailgGupta, Hanssens, Hardie, &

Kahn, 2006).

Poel and Leunis (1999) believe that the Internetnismportant channel of distribution
for consumers. According to recent studies, therhdt is the most effective when used
as an advertising and marketing tool (Hoof, Hub@xllins, Combrink, & Verbeeten,
1995;Kasavana, Knuston, & Polonowski, 1997; WdlIR96).It can be contended that the
Internet is changing the daily lives of individuat®mpanies and organizations and the
way they seek information. In addition, the valdaf the Internet as an advertising and

marketing tool has been proven (Kasavana et é@7)19
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As previously proposed, the application of the imé¢ plays a very important role within

the development of information technology (IT). Wal1996) has indicated that there is
an increasingly available supply of travel and ismr resources on the Internet
encompassing a broader base of users and potesdied. In general, the Internet can be
used in two distinct (but not mutually exclusiveays: first, as a source of data by which
the user accesses resources purely to get infammatind second, as a means of
marketing and facilitating business transactionse Tnternet is changing the ways in
which the hospitality industry plans, controls, @ies, and integrates a majority of its

business activities, including its marketing a¢ies (Kasavana,1997).

2.5 Summary of Literature Review
As information is a source of power in negotiatioms¢h partners, the application of

internet often redefines the power balance betvpaeimers, and changes their bargaining
relationships. Perhaps, the hotel industry gainemmlvantages by using internet, as
bargaining power is gradually relocated from ingiitnal buyers and wholesalers to
suppliers, due to the more effective and interactismmunication they can achieve with
their target markets. In addition, internet in camation with innovation and effective
networking enables the firm in the industry to depe'virtual size” and empowers their
competitiveness, hence they can develop and detherright product, to the right

customer, at the right price and place, withoutr@epending on intermediaries.

Hence, internet offers new management and busgssrtunities and can be applied

strategically in atleast four different ways: gaan competitive advantage; improve
22



productivity and performance; facilitate new wayls nmanaging and organizing; and
develop new businesses.

Increasingly, internet or application of the intefrenable travelers to access reliable and
accurate information as well as to undertake redemns in a fraction of time, cost and
inconvenience required by conventional methodseri@t improves the service quality
and contributes to higher guest/traveler satisfactiThis is because the gap between
consumers’ expectations and perceived experiergesmialler and thus, unpleasant

surprises from the destination or principals areimized.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

This chapter focused on the methodology that wagl®rad in the research project. It
detailed the research design, population underystaimpling technique used, the data
collected and data analysis method.

3.2 Resear ch Design
A cross sectional survey was adopted in carryinghoe study, this was to determine the

application of internet as a growth strategy in tkenyan Coast. This study was

descriptive as its focus was on finding out whdtewand how much of phenomena.

It also assisted in describing the variables instiely and to come up with a conclusive
analysis on the research at hand. It pointed @itetther the entire population or a subset
was selected, from these individuals, data wasectt to assist answer research

guestions of interest.

3.3 Population of the study

In this study the target population comprised alefs operating in the Kenyan Coast
which are classified by the Kenya Hotel and Asdomiakeepers 2013, an association
approved by the Kenya Tourist Board in connectmithe classification of major hotels
and tourists destinations , there are 52 classdgstar rated hotels in the Kenyan coast

2013 (Appendix 2).

The last grading and classification exercise ofyéenhotels and restaurants was done in

2002.These hotels are spread in the region andlassified as town hotels, vocational
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hotels, lodges and restaurants. Their sizes aexnms of bed capacity. In addition, hotels
are key stakeholders that determine the performahdke tourism industry since they
are the suppliers of accommodation and leisurdc@Eo tourists in this country.

3.4 Sampling Design

The sample size was 52 but the respondents wa®{4d¢ hotels giving a response rate
of 85%, with a mean of 4.318 and standard deviatiof®.83), the respondents were the
human resource managers, operational managers umtdner relationship managers
(concierge), these hotels have met the guidelindspaocedural policies to be classified
as among the star rated hotel at the Kenyan codshave obtained the 1SO standards in
the grading of the hotels respectively in the ragio

The technique used was census survey as it isigahcand can yield more
comprehensive information, the survey makes passii# use of much larger and much
more varied populations than would be possibletiier same expenditure if one were

making a complete enumeration.

3.5 Data collection

The researcher used primary data with closed erglesktionnaire to collect the

information. Target respondents were the Human &eso Manager, Information

Technology Manager, Customer relationship Mana@am¢eirge) and the Operations
Manager. Statements were measured by five pokart.E5cale.

In order to improve the response rate and qualftydata gathered, the researcher

administered the questionnaires personally andepitke questionnaires once completed.
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3.6 Data Analysis

After data collection, the questionnaires were eztliand coded for completeness and
accuracy to avoid errors. Descriptive statistiasigof analysis that was used includes
Tables, Frequencies, Mean and Standard Deviattongpresent the response rate and
information on the variables under study.

In analyzing the data it was to determining faciafliencing application of internet and
examine the application of internet as a growtlatsgy in the hotel industry at the

Kenyan coast. The analysis was done using SPSS.
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CHAPTER FOUR: DATA ANALYSIS, RESULTS AND DISCUSSION

4.1 Introduction
This chapter discusses the interpretation and ptasen of the findings. The purpose of

the study was to examine application of the inteasea growth strategy by the hotel
industry at the Kenyan Coast. The objectives o teiudy were to examine the
application of internet and determine factors ieflaing application of internet as a
growth strategy in the hotel industry at the Kei@@ast. A five point likert scale was
used to interpret the findings. The researcher mes#eof frequency tables, mean and
standard deviation to present data. The reseatatgated a sample of 52 hotel firms out

of which 44 responses were obtained.

4.2 Profile of Respondents

This study aimed to find out the general informatod the hotels, ownership of the hotels
including a category of locally or foreign ownedrigethe first one, it was established
that most hotels are foreign owned frequency 2245@llowed by locally owned
frequency 10 (22.3%) while the rest is either Hotal and foreign owned frequency 12
(27.3%). From the findings most firms have beemperation for a period of ten years
frequency 30 (68.2%) while ten years and above batle a frequency of 7(15.9%).

This study also sought to find out the branch netwoost firms have upto five branches
frequency 38 (86.3%) followed by over six brancBe®%) and over twenty branches
frequency 2(4.5%). While on a hundred percent adltdotels were in unison that they
are using internet for most of the activities ire thotels and it plays a great part in

ensuring that the firm is growing in the market.
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4.3 Application of Internet asa growth strategy
This study sought to find out how internet was usedhe hotels, the findings under

discussion is by use of the Ansoff growth strategtbe variables are measured by the
use of the five point Likert scale to determine dippropriateness of the study.

4.3.1Application of Internet to Product Development (New Product Present M ar ket)
The researcher sought to find out application térimet to Product development this is to

determine how the internet enables the firms tanibevative and come up with new

products in the existing market, a five point Likecale was used to collect the data with
1 representing strongly disagree and 5 represergirangly agree. The likert scale

measured the extent to which the respondent agredtie use of internet to come up
with new products in the existing market. The firgh are as shown in Table 4.3.1.

Table4.3.1: Application of Internet to Product Development

Statement M ean Standard Deviation
Generating Ideas 4.454 0.504
Service Launch 4.363 0.471
Market Research 4.046 0.834
Business Analysis 4.137 0.786
Operational Performance 4.545 0.708
Information Sharing 4.408 0.761
Resource Sharing 4.908 0.471
Knowledge Sharing 4.818 0.390
Product Development 4.908 0.291
Product Pricing 4.863 0734

Sour ce: Resear ch Data (2014)
28



From the above table hotels apply internet to Pecbdievelopment to a large extent
(4.908 SD=0.291) Followed by Product pricing (4.86B3=0.347), Knowledge sharing
(4.818 SD=0.39) Service Launch (4.363 SD=0.471)eGaing ideas (4.454 SD=0.504)
Operational Performance (4.545 SD=0.708) Infornmati®haring 4.408 SD=0.761
Business Analysis (4.137 SD=0.786) and lastly MafResearch (4.046 SD=0.834) in

that order

4.3.2 Application of Internet to Market Development (Present Product New Market)
The researcher sought to find out the use of thenet in venturing into new markets

with existing product as a growth strategy for fin@. A Five point likert scale was used
with 1 indicating strongly disagree and 5 stronglyree. The findings are as shown in
Table 4.3.2.

Table4.3.2: Application of Internet to Market Development

Statement Mean Standard Deviation
Taking advantage of Low cost advertising  4.386 0.784
Expansion into new geographic markets 4.863 0.579
internal and external communication 4.590 0.583
understanding of the Market 4.363 (B69
New services to the market 4.750 488
Develop customized services 4.818 39
Faster Service Delivery 4.318 0.828
Competitiveness 4.681 0.695
Operation Processes 4.091 0.857

Sour ce: Resear ch Data (2014)

29



From the above findings internet is highly usedeiater new geographic markets (4.863
SD=0.579) as it is ranked highest in the ordeofeid by developing more customized services
(4.818 SD=0.39), enhanced competitiveness (4.68303195 ), bringing new services to the
market (4.75 SD=0.438), internal and external comgation (4.59 SD=0.583), taking
advantage of low cost advertising (4.386 SD=0.7&&kter understanding of market (4.363
SD=0.693), faster service delivery (4.318 SD=0.828) changed organization processes (4.091

SD=0.857).

4.3.3 Application of Internet to Market Penetration (Present Product and M ar ket)
The researcher sought to find out the applicatibmt@rnet to market penetration with

the market and product being present, this is terdene the extent to which internet
enables the firm to venture into new markets, & fpoint likert scale was used to
determine the measurement with 1 indicting stromibagree and 5 indicating strongly
agree. The findings are as shown in Table 4.3.3.

Table 4.3.3: Application of Internet to Market Penetration

Statement Mean Standard Deviation
Deeper Markets 4.545 0.549
Increase of the firms share 4.727 0.450
Relationship Marketing 4.590 0.725

Sour ce: Resear ch Data (2014)
From the above internet enables the firm to in@easisting share of products and

market mean of (4.727 SD=0.45), followed by conohgctrelationship marketing to

penetrate other markets (4.59 SD=0.725), penetyateeper into markets to capture a
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large share of the market (4.545 SD=0.549), thesetfore indicates that consistency use
of internet ensure increase in existing share ofpct and Market.

4.3.4 Application of Internet to Diversification

The researcher sought to find out how the hotetsinternet in new markets with new

products, this is to determine how the firms uderimet to venture into a totally new

market that is similar to the core business adtwitA five point likert scale was used

with 1 indicting strongly disagree and 5 indicatistgongly agree. The findings are as
shown in Table 4.3.4.

Table4.3.4: Application of Internet to Diversification

Statement Mean Standard Deviation
Increase in Size 48.5 205
Develop new markets 4.818 0.390
Increase customer base 4.727 0.450
Focus wider markets 4.863 0.579

Sour ce: Resear ch Data (2014)

From the above data internet is highly used to$amuwider market as it has the highest
mean of (4.863 SD 0.579) Followed by developirtg inew markets mean (4.818 SD
0.39), Increase customer base (4.727 SD 0.45) astdoh the least increase in size

mean( 4.545 SD 0.590).

4.4 Factor s I nfluencing application of internet to growth Strategy
The researcher sought to find out factors influegdirms to use internet to achieve

growth in the firm, by examining the statementobelA Five point likert scale is used
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with 1 indicating strongly disagree and 5 indicgtstrongly agree. The findings are as
shown in Table 4.4.

Table 4.4 FactorsInfluencing application of internet to growth strategy

Statement Mean Standard Deviation
Competition 639 76

Build brand .687 479

Market Research 4.591 0.497

Reach Consumers 4.091 0.520

Low cost advertising 4.228 0.788

Sour ce: Resear ch Data (2014)

From the above findings it is clearly evident tila mean value of competition (4.659
SD 0.607) has been adopted to highest extent imfude internet followed by building
brand mean (4.637 SD 0.479), market research (4329D.497) low cost advertising
(4.228 SD 0.788) and lastly reach consumers mef@8145D 0.520). This are the factors
summarized to achieve growth in the hotels, the agament ensures that internet is

utilized effectively to achieve growth.

4.5 Discussion of Findings

This study sought to find out the how the hotelglyjinternet to achieve growth, and a
discussion and findings of other studies in congueri

Mutua (2013) On growth strategies and the competitidvantage of commercial banks
in Kenya examined thagrowth strategies influence the competitivenesCofmmercial

Banks, respondents indicated that they agreed thihstatements product development is
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one of the growth strategies that their firm haspaed in its foreign SBU, 70.7% product

development strategy has helped their firm to &ffely pursue and achieve competitiveness
in its foreign SBUs. They also agreed with theestants, market development strategy is
one of the growth strategies that their firm haspaed in its regional SBUs and has led to
growth in size of the firm, and has helped theimf to effectively pursue and achieve

competitiveness in its foreign SBUs by increasiates and market share and comprises
expanding into new geographical regions of EasicAfwhich has increased the banks’

profits.

Respondents agreed of diversification strategy be tompetitive advantage of the
commercial Banks. Respondents rated highly allviréables under diversification strategy
as they did strongly agree with the statements.s@rsatements include; diversification
strategy is one of the growth strategies that tivir has adopted in its regional SBU and has
increased its size, has helped their firm to eiffety pursue and achieve competitiveness in
other regional countries in terms of profits anttsarowth, diversification strategy of their
firm comprises developing new products for newlgated markets in East Africa therefore
boosting the company’s product line and market, slze strategy has influenced their firms
growth in sales and profits in regional SBUs whieti to growth in terms of the size of the
firm. The study also established that an influenzie market penetration on the
competitiveness of the commercial Banks, respomsdagreed with the statements that
market penetration is one of the growth stratetjiasthe firm adopts in its regional SBU and
has led to competitiveness due to growth in theketashare and size of the firm, market
penetration strategy of firms comprises vibranihpoton, distributing and pricing of existing

products in already existing regional SBUs in Edsica.
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Ayele (2012) on Positioning strategies adopted ilig Btar hotels in Nairobi, Kenya

examined that, five star hotels in Nairobi Kenyavdhadopted different positioning

strategies based on different basis of positionimgdership positioning, extensive staff
training and personal communication positioningtetgies are the main strategies that all
the six 5-star hotels have, an approach of higketsnt where quality customer service
positioning, physical attractiveness, informatienhnology, safety and security, range of
product offerings easy to do business, unique moldatures are the strategies for which
five 5-star hotels have. Geographical coveragetipogig strategy is the strategy where
by hotels has less approach to the adoption @b five star hotels have indicated that
they have adopted positioning strategies basedorate social responsibilities. This
can lead to the conclusion that five star hoteldlairobi, Kenya have adopted different

positioning strategies that can help them to skeead in the stiff competitive market.

Nathan (2013) on Growth strategies and the connettdvantage of commercial banks
in Kenya examined that in order to achieve competiess, firms need to come up with
sound product development strategies which conmgprideredesigning of its existing
products that suit a wide range market and conselyueill result to firms leading in
terms of customer based and market expansion. Ehmsld also develop strategies that
aim to increase the market share in a bid to aehmmpetitive advantage. This is
because, market development strategy has been sbhdead to growth in size of firms,

helped firms to effectively pursue and achieve cetitipeness by increasing sales and
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customer numbers and has enabled firms to expdaachew geographical regions thus
increasing their profits.

In our study majority of the businesses had deeslop certain strategy for growth of
their hotels. The study found that product develeptrand market penetration strategy
are mostly pursued followed by market developmertt diversification and on this in

examining the application of internet as a growttlategy in the hotel industry at the
Kenyan Coast, most hotels use internet to come itip personalized and customized
services, and innovation is important to hotelsaghoas it improves services resulting
into faster services. The study also establishad riiost organizations closely monitor
competitor behaviours and consumer activity to engbat the profit margin used in

markup pricing is one that maximizes net gainsaraids arbitrary decision making.

Businesses must see customers as their long ternema and need to make a
commitment in maintaining the relationship throughality service and innovation, this
is a good growth strategy. The finding of the studiidates this literature as majority of
the enterprises under survey were emphasizing @titgcustomer service through

relationship management as a way of improving tlmaadver as well as business
performance. Technology advances create new prodund transform almost every
stage of business.

On the second objective that is to determine thetofa influencing application of

internet, the study established that internet wasiiy used to search information, sales
transactions, interactive marketing as well as semdils, supply information, product
and service development. In addition internet isdus1 generating new ideas from a
wider range of sources, enhancing the effectiveard=fficiency of new service launch,

market research in order to understand the masketrband target it more effectively.
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CHAPTER FIVE: SUMMARY, CONCLUSION AND

RECOMMENDATIONS

5.1 Introduction

This chapter presented the discussion of key dathnfys, conclusion drawn from the

findings highlighted and recommendation made there-The conclusions and

recommendations drawn were focused on addressenguipose of the study which was
to examine application of the internet as a grosttategy by hotel industry at the Kenya
Coast. The objectives of this study were to exanthree application of internet and

determine factors influencing application of inerrmas a growth strategy by hotel
industry at the Kenyan Coast.

5.2 Summary of Key Findings

The research study found out that majority of thenpanies had been in operation for
over ten years. To address the first objectivehefstudy, the researcher sought to find
out the application of internet as a growth stratbyg the hotel industry at the Kenya

coast. The study established that most hotels wm$ernet to enhance product

development, market development and penetrate nankets. The study also found out
that internet had enabled the hotels to come up pérsonalized and customized
services. Innovation indeed was noted to be importathe growth of the hotels and this
was practiced by coming up with new destinatiorss eneative tourism products that are
more flexible to customer requests. Also innovatisas noted to improve services

provided resulting into faster services and coneetiy higher profits. Internet again
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rated second while meetings, conference, exhilgtiamd the ministry of tourism

followed in their bid to continuously aim for newstomers.

To address the second objective of the study thdabidetermine the factors influencing
application of internet as a growth strategy. Thelg established that mainly product
and market development strategies were adoptede Maphasis though was placed on
the role of internet in market development straegilnternet was mainly used for
sending emails, supply information, search inforamgte-brochures, sales transactions,
interactive marketing and lastly product/serviceadepment. The respondents strongly
agreed to five of the proposed reasons for usatefnet in service development. They
include generating new ideas from a wider rangsoofrces, enhancing the effectiveness
and efficiency of new service launch, market resean order to understand the market
better and target it more effectively, businesslyamms information sharing after
collecting and categorizing it for use in serviexelopment.

The study found out that the role internet playedniarket development strategies were
mainly to take advantage of low cost advertisinastér service delivery, enhanced
competitiveness, enhanced communication betweerord@nization and stakeholders,
quick and efficient expansion into new geographioarkets, better understanding of the
market, bringing new services to the market, dgvalent of customized services and to
make significant change in market processes alWloich were rated highly by the
respondents.

The study found out that internet had enhancednatend external communication with

the various stakeholders, improved their advegisthannels by having quick and
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effective expansion of geographical markets redipnand globally, increased their
productivity, increased sales and distribution cten increased profitability and

improved their market position.

5.3 Conclusion

To address the issue on the specific growth stegegdopted which promotes business
growth, the study concluded that in order to achigvowth, firms need to come up with
sound product development strategies which congposeedesigning of its existing products
that suit a wide range market and consequentlywilisresult to firms leading in terms of
customer based and market expansion. Firms shdstd develop strategies that aim to
increase the product in a bid to achieve growths T$ so because, product development
strategy has been shown to lead to growth in dizienas, helped firms to effectively pursue
and achieve growth by increasing sales and custometbers and has enabled firms to
expand into new geographical regions thus incrgagieir profits. Market penetration has
been as the most aggressive strategy adoptednhy fir gain a competitive edge as indicated
by the respondents. It comprises of firms vibrardgnmtions, distributing and pricing of
existing products in already existing market, hdlfiems to effectively pursue and achieve
competitiveness in other regional countries andraillvemarket penetration has influence
growth in profits. Finally on the last growth stgy adopted by firms that is diversification
strategy, it was noted that many firms had choseadopt this strategy. It enabled firms
increase in size, helped them to effectively purand achieve growth in other regions in
terms of profits and sales growth, developed newdycts for newly created markets, and

enabled their firm increase the overall customesebdt was noted that firms choose to
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diversify both in terms of products and marketasdo cover a wider market base and focus

on increase on their sales.

Finally, the study concludes that internet enabledels to improve their overall
efficiency especially in matters concerning intérremmd external communication,
improved advertising channels, quick and efficiexpansion into geographical markets
regionally and globally, increased productivitylesaand profitability. On the same note
the study concludes that internet was however,dhtdehave a strategic meaning for
many companies and neither was it used activelgdoh strategic aims.

5.4 Recommendations

Based on the above observations the study reconmsrmidiadl use of internet is of vital
importance to hotels and should be taken into thezadl strategy of the firm to enhance
growth as a whole. High levels of internet integmatshould be applied to take
significant benefit and successful of growth sgae adopted. The study also
recommends that hotels should consider more usetefnet in niche marketing,
establishment of new distribution channels anddtcedtise in target markets and selected
niches since it has a great potential to send palized messages to well defined target

groups.

5.5 Suggestions for Further Research
More studies should be carried out on growth sgiate and how they affect the
organizations competitiveness in the market becatfistne dynamism of the market

environment which is always changing in terms opapunities and threats thus
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necessitating the change in the strategic approHais. will lead to the identification

formulation and implementation of growth strategies
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QUESTIONNAIRE

Appendix 1: Questionnaire
PART A: General Information

Kindly answer the following questions. Your answehsll be treated with confidentiality

and used for academic purpose only.

1) Name of the Hotel--

2) Year Established-----

3) Respondent’s position/Title
4) Indicate the ownership of the Hotel
Locally Owned [ ]

Foreign Owned [ |

Both Local and Foreign [ ]

5) Is there any government participation in the exship of your hotel?

Yes|[]
No []

6) How long has the hotel been in operation in Kéhy

1-10 Years [ ]
11-20 Years [ ]
Over 20 Years [ ]

7) How many branches does your hotel have in Kenya?

1-5[]
6-10[]
Over 10 []

8) Do you offer internet hotel services?

Yes|[]
No []
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Part B: Internet asa Growth Strategy

The following statements are descriptive of int¢arel the effects of competitive forces
please rank each statement in the scale provideatding to the extent of applicability.
Use the scale below and tick appropriately.

1-Not at all; 2-To aless extent; 3-To a moder ate extent; 4-To a large extent;

5-Toavery large extent.

Statement 112 |3 4 5

Internet enables firms to serve the market moreceffely with
more personalized services and greater attentioproduct
details

Internet enables firm to build reputation in itselme and charg

[1%)

premium prices

Internet has contributed to the growth of the hotéustry

With internet consumers have knowledge of the prbdu

differences offered by the different hotels

By linking hotels to customers internet create dapow cost,
ordering capability that discourages customers fisgeking

other sources of hospitability services

Internet makes it easier and less expensive falhdd reach

consumers directly

Internet enables hotels to reach end users diresiilgout

intermediaries

Internet makes it possible for hotels to accessenadrtheir

business customers at relatively lower cost.
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Part C. Indicate whether the use of internet has enabled your establishment in
Development of New Products and servicesin the below instancescircle
appropriately.

Strongly disagree 1 Disagree 2 Neutral 3 Agree4  Strongly agree5

Statement

Generating ideas 12345
Service launch 12345
Market research 1 2 3 45
Business analysis 1 23405
Enhanced operational performance 2 3 45
Information sharing 1 2345
Resource sharing 1 23405
Knowledge sharing 1 23405
Product development 1 23405
Product pricing 1 23405

Part D. How doesthe internet support your organization in Market Development

Strongly disagree 1 Disagree 2 Neutral 3 Agree4d

Strongly agree 5

Taking advantage of low cost advertising 1245
Quick and efficient expansion into new geographmnsatkets 1 23 45
Enhancement of internal and external communication 12 38
Better understanding of the market 2 3 45
Bringing new services to the market 2 3 45
Develop more customized services 2 3 45
Faster service delivery 1 2345
Enhanced competitiveness 123 45
The internet has changed organization processesicantly 12 3 45
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Part E: Market Penetration as a growth strategy in the firms.
Strongly disagree 1 Disagree2 Neutral 3 Agree4 Strongly agree 5

Statement 1 |2 |3 |4 |5

With internet our firm has penetrated deeper ihtorharkets ti

capture a larger share of the market

Use of internet has increased the firms existiragesiof products

and markets as a way of penetration strategy

With internet our firm has penetrated deeper iheorharkets to

capture a larger share of the market

Application of internet has expanded our produots services

to various market segments

Do you think internet enables the firm to condetationship

marketing to penetrate other markets

Part F. Application of Internet to Diversification

Strongly disagreel  Disagree 2 Neutral 3 Agree3 Strongly agreeb
Internet enables the firm to Increase in Size 1 2 3 45
The organization uses to develop new markets 1 2 3 4

Do you think internet enables the firm to increasstomer base 12 345

Does application of internet enable the firm tou®on wider markets 1 2 3 4 5

Thank you for your time and co-operation
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Appendix 2: List of Classified Hotels at the Kenyan Coast

1) AMANI TIWI BEACH RESORT
2) BAHARI BEACH HOTEL
3) BAOBAB SEA LODGE
4) BAMBURI BEACH HOTEL
5) BAMBURI BEACH RESORT
6) BEST WESTERN PLUS CREEKSIDE HOTEL
7) CASTLE ROYAL HOTEL
8) COASTGATE HOTEL
9) DIANI REEF BEACH RESORT
10) DIANI SEA RESORT
11) FLAMINGO BEACH RESORT
12) HILLPARK HOTEL - TIWI
13) INDIANA BEACH APARTMENT AND HOTEL
14) KENYA BAY BEACH HOTEL
15) KENYA SAFARI LODGES AND HOTELS
16) KILIFI BEACH BAY HOTEL
17) LEISURE LODGE BEACH AND GOLF RESORT
18) LEOPARD BEACH RESORT AND SPA
19) LOTUS HOTEL
20) MANSON HOTEL
21) MILELE BEACH HOTEL
22) MIDVIEW CEENTRAL JOTEL
23) MNARANI CLUB
24) MONALISA HOTEL
25) NEPTUNE HOTELS
26) NEW PALM TREE HOTEL
27) NYALI INTERNATIONAL BEACH HOTEL
28) NORTH COAST HOTEL
29) ORA RESORT WATAMU BAY
30) PANGONI BEACH RESORT
31) PAVILLION HOLIDAY RESORT
32) PRIDEINN HOTEL
33) PINEWOOD BEACH RESORT AND SPA
34) PLAZA BEACH HOTEL
35) ROYAL PALACE HOTEL
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36) REEF HOTEL

37) ROYAL COURT HOTEL

38) SAI ROSE HOTEL

39) SAI ROCK HOTEL

40) SAROVA WHITESANDS BEACH RESORT AND SPA
41) SAFARI BEACH HOTEL

42) SENTIDO PALM BEACH

43) SERENA BEACH RESORT AND SPA
44) SEVERIN SEA LODGE

45) SHESHE BAHARINI BEACH RESORT
46) SUMMERLINK HOTEL

47) SUNLODGES

48) SUNRISE RESORT

49) SUN AND SAND BEACH RESORT
50) SOUTHERN PALMS HOTEL

51) TRAVELLERS BEACH HOTEL

52) VOYAGER BEACH RESORT
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