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ABSTRACT 

The Hotelmdustry in Kenya IS one of the countries biggest industnes The 

industry employs thousands of people and contributes to the nat1onal GOP. 

However recently the industry has been rocked by various terrorist incidents that 

has forced 1t to rethink 1ts marketing strategies The objective of th1s study was to 

determine the marketing strategies that Na1rob1 hotels have put m place as a 

result of terrorism. 

From the literature 1t was observed that the industry worldwide was going through 

sim1lar problems The environment had changed and strateg1es had to change. It 

was seen that from a global perspective countries had put in place vanous 

methods in order to recover from the effects of terronsm some of the strateg1es 

used were more effective then the others 

In order to sat1sfy the obJeCtive a descnptive research was conducted The 

relevant data was collected from the sample drawn from the f1ve star hotels m 

Na1rob1 The data was collected through use of an mterv1ew schedule and the 

data analyzed by means of summary stat1st1cs using percentages, mean scores 

and standard deviation 

From the study it was deduced that the different strateg1es were divergent and 

varied. Hotels were not cons1stent when it came to the extent to which they used 

the strategies although However there was there was some general consensus 

on particular strategies. Interesting to note traditional market1ng practices were 

still very popular and effective New strateg1es Included the use of psychological 

pric1ng, custom1zat1on m regards to the process and the use of highly qualified 

personnel. 

In conclusion 1t was observed that the hotels had clearly put in a number of 

marketing strategies m their dnve to counteract the effects of terrorism 
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CHAPTER ONE 

INTRODUCTION 

1.1 BACKGROUND TO THE STUDY 

The Hotels and Restaurants Act Cap 494 of the laws of Kenya (1986) def1nes a 

hotel as follows a prem1ses on wh1ch accommodation 1s supplied or is available 

for supply w1th or wtthout food or servtces to f1ve or more adult persons at one 

ttme an exchange for money or moneys worth. 

According t the Kenya Assoctatlon of Hotel keepers and Caterers (KAHC) there 

are some 2,650 registered hotels an the country with a total of over 55,000 beds 

In add1t1on there are approxtmately 1,650 registered restaurants m the country. 

Tourism, wh1ch is one of the worlds largest Industries employs thousands of 

people worldwtde. More than 600 million people traveled to a foreign dest1nat1on 

1997 Accordtng to the World Tounsm Organization tounsm business is 

expected to expand fourfold and to generate recetpts in excess of 1.5 Tnllton in 

the next 15 years not 1ncludtng bustness travel. It is estimated that by the year 

2010 the tndustry w111 employ more than 200 million people worldwide. 

Mass tourism, 1s however a recent Invention, pnor to World War II travel was 

often for the very wealthy a very unwelcome expenence in fact the modern world 

for travel1s denved from the French world travarl, meantng labor or work The 

word travatl is m 1tself denved from the Latin word for p1tchfork. Since World War 

II and the spread of cap1taltsm tourism has however become affordable and a 

pleasurable activity. Tounsm has now become part of the international trade 

playing a maJor role in economies around the globe (Tarlow 2003). 



The 1mportance of tounsm can clearly not be undermined In Kenya 1t IS one of 

the major sources of fore1gn exchange earnings as well as a source of direct 

fore1gn investment (FDI) 

As important as th1s sector IS to Kenya s economic health 1t has been rocked by a 

number of terrorism related 1nc1dents. 

I. Terrorist bombing of the US Embassy in Na1robi, August 1998. 

II. Bombing of the World Trade Centre Twin Towers, September 11 1
h 2001 

(911) 

Ill Terrorist bombing of the Paradise Hotel in Mombassa, December 2002 

IV Refusal of the New Zealand cncket team to play in Na1rob1 dunng the World 

Cup March 2003. 

V US/UK led war in Iraq. 

VI. lmpos1t1on of the travel advisories by the UK and US governments. as well 

as the banning of Brrtish Airways flights to Kenya, May 2003 

The tourism industry IS a h1ghly sens1t111e Industry, averse to trauma and sudden 

poht1cal and economic events ( Sokom 2002) After the first Gulf War hotel 

occupancies in major cities plummeted airlines were financially ruined and 

destinations judged as danger zones were avoided (Gold. 2001) Accordmg to 

the World Tourism Orgamzat1on during the months of January and February 

36,800 scheduled flights were cancelled The war cost the a1rhne 1ndustry losses 

of around $2 btlhon 1n the first two months of 1991 

Apart from the direct impact of the above events on tounsm such as reduced 

tounst arrivals and reduced length of stay there are other affected areas Indirect 

cost are of an 1mmense monetary value and mclude reconstruction costs for 

damaged property. Insurance premium costs have Increased and there is the 

cost of add1t1onal advertising and secunty presence to name but a few. 



According to the World Tourism Orgamzation the Impact of September 11tth was 

most greatly felt by. countries perceived as being close to the conflict, countries 

heavily depend on US travel/traffiC and are dependant on long-haul air traffic. 

Worst h1t segments were nat1onal atrlmes, cruise compantes, meeting and 

incentive organizers, up market city hotels, travel agents and large tour 

operators. 

Na1rob1 hotels were thus hit on four areas. They are up market c1ty hotels which 

requ1re airlines to bnng m their customers meetmgs and tncent1ve bus1ness IS 

one of their main sources of revenue, relymg heav1ly on bookings by travel 

agents 

The first major blow to tounsm in Kenya as regards to terrorism was on August 

1998. This was when terrorists bombed the US Embassy tn Nairobi. The attack 

caused massive loss of life as well as the damage caused by the negative pres 

the attack received. Probably the b1ggest blow to an already suffenng mdustry 

was the travel alerts issued by 1ts key markets Th1s meant that nat1onals from 

the vanous countries were all but restncted to travel to Kenya unless 1t was 

absolutely essential. 

The environment has clearly changed and terronsm has become an International 

epidemic, Kenya has 1tself already seen two maJor attacks m a scope of less than 

5 years. 

Marketing strategies have had to evolve as it 1s only those who adapt to change 

who survive Th1s study w1ll a 1m to invest1gate whether marketing practices in the 

hotel1ndustry have changed m the face of terrorism and the strategies that they 

have put tn place. 



1.2 STATEMENT OF THE PROBLEM 

The hotel mdustry 1s one of Kenya s maJor foreign exchange earners employing 

thousands of Kenyans. It has boosted the exchequer 1n excess of Ksh 216 Million 

in both direct and mdirect taxes (Sokon1, 2002). However 1n recent t1mes the 

industry has gone through turbulent t1mes due to the wave of terronst related 

incidents that have rocked the industry The average bed occupancy 

percentages bet\veen 1990- 1998 fell from 71% to 26% There was a slight 

improvement in1991 where the f1gure -ose to 35% but smce then there has 

hardly been significant change (Osiro 2001) Over the last 5 years tounst 

numbers have dropped from 800 000 to 600 000 per annum. Over 35 hotels 

have closed over the last 5 years w1t yet more under receivership, resultmg 1n a 

loss of over 26212 JObs ( Sokonr 2002). 

A number of studies have been conducted regarding tounsm 1n general Gakuru 

(1993) studied the methods used by mdustry players to market domestiC tourism 

in Kenya In his study he noted that hotels need to sh1ft their focus to domestic 

markets as heavy reliance to the International market may be detnmental Nkari 

(1985) stud1ed the marketmg of Kenya tounst attract1ons focusmg on the way 

Kenya could increase 1ts fore1gn exchange earnrng by focus1ng more on tts 

vanous attracttons 

Kamau (1997) went a step further and stud1ed the strategtc planmng practtces 

utilized by hotels and restaurants m Na1rob1. Further research 1n regards to hotel 

marketmg practices was conducted by Chepyegon (1996) where he explored the 

awareness of hotel marketmg execut1ves to the soctetal marketing concept So 

far the research done regardmg markettng of hotels has tended to be merged 

with tourism and none of the research has been focused on marketing practtces 

tn relatton to terronsm. 



The stud1es that have been conducted 1n relatton to tounsm although very 

Important have been focused on promotion of tounsm in the country. These 

studies were conducted m what can be termed as a relatively stable 

environment, an env1ronment where terrorism was an ev1l associated with the 

Middle East and the occasional disgruntled elements in a few countries in Europe 

and Asia. 

There are studies that are related to terrorism in the industry. Drakos and Kutan 

(2001) studied the regional effects of terronsm. In their study they used a 

consumer- choice model to study the reg1onal effects of terrorism on 

competitors market share in three countnes wh1ch enjoyed significant tounsm 

activities Stork (2001) 1n her study examined the impact of terronsm on tourism 

in general. she exam1ned the ab1hty of the industry to recover from terrorists 

attacks. 

Clearly a knowledge gap ex1sts, research on the effect of terrorism on the hotel 

mdustry needs to be stud1ed as no study ex1sts on th1s important sub sector of 

the economy Th1s research has therefore undertaken to mvest1gate determme 1f 

and how terronsm affected the marketing pract1ces of maJor hotels in Na1robi 

1.3 RESEARCH OBJECTIVES 

The object1ve of th1s study are as follows 

To determine the marketing strateg1es that maJor hotels 1n Na1rob1 have 

put 1n place as a result of terronsm 

1.4 IMPORTANCE OF THE STUDY 

The results of this study will be Important to players in the tourism industry 

namely owners of hotels the Kenya Tourism Board (KTB) the Mimstry of 

Tourism to name JUSt a few 
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Th1s study will be useful, as 1t w1ll h1ghhght how the changing environment has 

had an effect on marketmg It will also help them to deal more effectively with the 

effects of terronsm. The f1nd1ngs developed here are expected to be of pract1cal 

use to policymakers, helping them to design effective domest1c or reg1on-w1de 

strategies to combat the effect of terronsm. 

Secondly, th1s study is expected to stimulate further academic research in the 

area of terronsm and marketmg 1n particular and other aspects of terrorism in 

general . 
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CHAPTER TWO 

LITERATURE REVIEW 

2.11NTRODUCTION: HOTEL MARKETING 

Developing marketrng strategres for servrces requrres an understandrng of the 

drfferences between predominantly tangrble and intangible goods Servrces have 

a number of unique characteristics that impact on the design of appropnate 

marketing programs. Intangibility lnseparabrlity, varrabrhty, penshability. non­

transfer of ownershrp (Kotler, 1998) 

Servrces often require different marketrng strategy because of the characteristrcs 

which make them distinct from products In order to manage these 

characteristrcs service marketers developed the 7P framework As well as the 

onginal four P's, Product, Place Promotron and Place whrch still apply to 

servrces , the extra 3P's are people process management and physrcal evidence 

with a final optron being customer service 

People are customers of the organrzatron as well as the servrce personnel All 

the human mdrvrdual involved rn the delivery of the servrce to the consumer both 

the employees (recrurting, trainrng motrvatron rewards and teamwork) and 

customers (educatron and trainrng) (Zerthaml & Brtner 2000). 

Physrcal evrdence rs the envrronment rn whrch the service is delivered, where the 

company and customer interact (Zeithaml & Bitner 2000) What the customer 

can sense physically that contrrbutes to therr perception of the servrce Physrcal 

evrdence comes in two kinds, essentral and perrpheral Essentialrs that evrdence 

you cannot do wrthout for the servrce to take place and penpheral evrdence 

refers to anything else consumers will view and evaluate as part of the service 

quality (Monash 2003) . 
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Processes include how the service IS provided, how the company delivers 1t to 1ts 

customers. For example, some hotels are self-catering wh1le others will wait on 

the customer hand and foot (Palmer. 1998) Customer service is the total quality 

of the serv1ce as perce1ved by the customer (Palmer, 1998) 

Services marketmg, a marketing act1vity which IS focused on prov1d1ng an 

identifiable service, rather than the generality of marketing dec1s1ons for tangible 

products of which serv1ces is just one element (Palmer, 1998). 

2.2 TOURISM MARKETING 

Philip Kotler (1998) defines marketing as a soc1al and managerial process by 

which ind1v1dual and groups obtain what they want and need through creating 

and exchanging products and value With others. Tounsm marketing borrows from 

this defimhon. 

Wahab (1975) has defined tounsm marketing in terms of the efforts made by 

national tourism organ1zattons to opt1m1ze the sat1sfaction of tourists groups and 

individual for sustamed growth Knppendor (1991) probably the most w1dely used 

defmition defines marKetmg tounsm a systematiC and co-ordinated execution of 

policy by tourist organizations so as to ach1eve the satisfaction of needs 
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cu~tomer TOURIST 

upplie~ 
Prunar: "u mli~:r 

Figure I: tructu rc of the Hotel I ndu">tr) 
Source:Bryden (1993) 

Airline Outlet 

Tourist products are wide m nature and vary accord1ng to the segment in focus 

For hotels the product IS room nights the number of guests who check m and the 

duration of the1r stay For restaurants the product IS the number of coves, meal 

sold (Gakuru, 1993). What is unfortunate about tounsm is that 1t IS an amalgam 

() 



of vanous elements some tang1ble and other intangible (Wahab, 1975) We have 

the tounst product 

consisting of serv1ces such as transport accommodation, catenng and 

entertainment on one hand On the other hand the tourist product consists of 

events such as exhibitions, seminar and conferences. and also site attractions. 

Th1s makes the marketing of tourism very complicated. 

2.3 TOURISM ENVIRONMENT 

A firm s choice of direction and act1on are often influenced by forces beyond a 

single firm and an industnes operatmg s1tuat1on These forces are largely 

uncontrollable factors (Pearce and Robmson, 1997). 

Environmental turbulence tends to pose challenges to management (Aosa, 

1992) These changes demand a review of the Internal conditions and 

capabilities of tndustry players. The firm must match 1ts prof1le to the1r new 

environment (Thiga, 2002). Changes in environmental cond1t1ons shape a firms 

strengths, weaknesses and opportumt1es. Firms must respond w1th strategic 

responses which Pearce and Rob1nson { 1999) define as a set of dec1s1ons and 

actions that result in the formulatron and 1mplementat1on of plans des1gned to 

achieve a f1rms ObJectives 

After the September 111
h attacks 1n the United States the World Tourism 

Organ1zat1on formed a committee. The Tourism Recovery Comm1ttee to establish 

the impact of the terronst attacks. The commrttee noted that maJor changes had 

been on 4 levels, cost, duration of stay bookmg habrts, mot1vat1on. 
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COST 

Price sensitivity tends to be cyclical, 1n terms of plenty it d1sappears. Increasingly 

more sophisticated consumers have been given a better price comparison tool. 

the Internet Research in the Umted States by Yesawick. Peppard1ne and Brown 

showed that 4 m 10 Amencans would requ1re a d1scount of 50 percent or more to 

mot1vate them to take a tnp. 

In January 2002 a survey carried out by the American Nat1onal Bus1ness Travel 

Association 74% of travel managers sa1d that they are us1ng new measures to 

reduce expenditure 52; o are reducrng meetings at hotels and 51% are booking 

budget a1rllnes. 

DURATION & BOOKING HABITS 

Busrnessmen are shortening tnps to save money but in the holiday market the 

trend has shifted towards 'shorter - more often' This change 1s fuelled by the 

money rich· time poor phenomenon 1dent1fied by the Henley Forecasting Centre. 

The success of theme parks and shopping centers can be attnbuted in part to 

des1re to cram as many experiences mto as short a time as possible 

The trend 1s towards late bookmgs and as a result cash flow detenorates sharply 

Operators are f1nd1ng it harder to predict their capac1ty needs. 

MOTIVATION 

There 1s an awareness that a more discern1ng public will increasingly reject 

destinations. which do not protect the1r environment. Tourists does not want to 

be isolated to the usual tounst areas but would rather w1sh to mingle with the 

locals and get more involved m local culture. 

2.4 TOURISM AND TERRORISM 

Tounsm 1s an 1deal target for terrorist attacks especially hotels due to the nature 

of the industry Tourism has a high prof1le, 1t 1s worth b1lhons. and under close 

UNIV~ . Cl 1 '( LF t\l ;<cn lJ4• 

1 orfq KACEIE UBRAP. 



scrutiny by world media. Its high profale gives it a high ransom value (Gold, 

2001 ).Tarlow (2003) observes that tourism is a target for terronsm as it is 

interconnected WJth transportataon center, it is big busaness, it 's highly media 

onented. Tounsm as often non-hastoncal when •t comes to 1ts customer database 

an industry that must deal with a constant flow of people and a symbol of a 

nations cultural hentage. 

Terronsm as unique, different from traditional cnmanal activaties an a number of 

ways 

Table 1: To uri m Vs C rime 
~ --------------~--CRIME TERRORISM 
Goal 

Usual type of victim 

Defenses used 

r--
1 Politacal ideologY. ____ _ 

Publicaty 

Most common forms an 
tounsm industry 

I Statistical Accuracy 

Usually economic or 
social 

Person may be known to 
the perpetrator or 
selected because he/she 
ma~yield economic gain 
Often reactave reports 
taken. 

Usually none 
Usually local and rarely 
makes the anternataonal 
news 
Crimes of dastraction 

Robbery 
Sexual Assault 

To gaan pubhcaty and 
sometimes sympathy for a 
cause 
Killing is random and appears 
to be more an tame wath a 
stochastac model. Numbers 

_!!lay or may not be 1mportant I 
Some pro-actave devaces e g 
radar detectors 

__ R_o_b•n Hood mode_l __ 
Almost always as broadcast 
around the world. 

Domestac terronsm 

lnternataonal terronsm. 
Bombang. 

I Potentaal for bio-chemical 
warfare ---1 

Often very low in many Almost ampossible to hade. 
cases the travel and Numbers are reported with 

everythang passable to often I 
tourasP1 andustry does 

1 

great accuracy and repeated 

L------------------- hadeat.·--------------~--------------------~ 
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Table 1 Contmued 

Recovery Strategy 

Source: Tarlow (2001) 

MASLOWS THEORY 

• New marketing plans, 
assumes short- term 
memory of traveling 
publiC 

• Probab1hty 1deals" 
odds are 1t will not 
happen to you· 

• H1de mformat1on as 
best as one can 

• Showing of compassion 
• Need to admit the 

situat1on and 
demonstrated 

• Higher levels of observed 
secunty. 

• Highly trained (in tourism, 
terrorism and customer 
serv1ce) security 
personnel 

Abraham Maslow (1908 -1970) studied groups of people and decided that 

almost everyone wants to be happy and loving but have particular needs that 

they must meet before they can act unselfishly Maslow said that most people 

want more than they have. Once people have met the1r bas1c needs. they then 

develop higher needs. Maslow sa1d that when one des1re 1s sat1sf1ed another 

pops up Maslow created a five-level hierarchy of needs 

Phys1olog1cal needs- Biolog1cal necess1t1es such as food, water and oxygen. 

These needs are the strongest because without them a person will d1e. 

Safety/Secunty- The need to feel safe during emergencies or t1mes of d1sorder 

like not1ng 

Love and Belongmg -The need to escape loneliness and alienation, to give and 

receive love and to have a sense of belonging. 

Esteem -The need to feel valuable to have self-respect and respect for others. 

Self-actualization -The level where all the need are met, where a person finds 

his or her 'calling 

When people meet their phys1olog1cal needs and the feel safe they beg1n to 

develop a culture and an advanced ctv1hzat1on 
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Stork (2002) uses the Maslow h1erarchy to exam~ne the surv1val of the tounsm 

industry she speculates that safety concerns could bnng the industry down. That 

technology in conJunction w1th safety nsks could make the industry obsolete 

Alternatively tounsm has become so much part of modern hfe that 1t has become 

a basrc need 

According to Sokoni Magaz1ne (December, 2001) le1sure travel has become 

almost a human right for those who can afford it. Econom1c globalization Will 

ensure the need for business travel. 

2.5 INDUSTRY MARKETING STRATEGIES DURING TERRORISM 

The terronst attacks in the United States destroyed more than the thousands of 

lives lost and the millions of dollars worth of property value. The attack also 

forced the travel tndustry to deal w1th a maJor travel paradigm sh1ft. Travelers no 

longer fear tourism secunty but demand 1t (Tarlow, 2002). 

A poll by Harris lnteract1ve Poll found that nearly 94% of travelers consider hotel 

safety to be an important factor when booking accommodation. 

In the old paradigm, secunty was the dark secret. Industry leaders rarely spoke 

about threats to tourists in publ1c feanng that such openness would scare away 

VIsitors For this reason terrorism and tounsm security were rarely publicized, 

never ment1oned in market1ng campaigns. 

Accord1ng to Tarlow (2002} the new paradigm 1s based on the fact that tourism 

security is now very important to a locations marketing strategy. Accord1ng to 

Gold (2001) w1thin the hotel sector strategic planning and hotel development 

plans are likely to be revised as Investors seek tougher terms w1th bankers 

demanding larger premiums to reflect a more volat1le market. Hotel compames 

may be more cautious when going forward w1th new projects. 
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Tounsm 2020, the World Tourism Organization has come up w1th a strategy 

document aimed at see1ng tounsm 1n Afnca become a major force. The 

document outlines the factors that will determine Afnca's growth to be as follows: 

Co-operation - Partnerships are be1ng forged by the private and public sectors 

for the promotion of tounsm for example the tounst pollee force that can be found 

at the Masaai Mara game park Reg1onal tounsm is also being encouraged. 

aimed at promoting a regton instead of a country. 

Secunty and Safety- The countries that best deal with terrorism w1ll limit their 

1mpact. PR act1v1t1es are encouraged as an ideal way to appease the med1a 

When Planet Hollywood in South Africa was bombed the vis1t by Hollywood 

strongmen Arnold Schwarzenegger and Bruce WilliS helped to d1vert the 

attention of the med1a givtng them something to focus on other than the tragedy. 

Environment - Efforts that gu1de tounsts away from the 'beach and safari' 

package are encouraged 

lndtvidual countnes have taken this police document and used it to develop the1r 

own destination strategies South Afnca 1s one such country wh1ch developed the 

White Paper and amended the Tounsm Act of 1996-Tourism 1n Gear Strategy . 

Another related paper, The GUide for Local Authonties on Developing 

Sustainable Tourism (1999), highlights the importance of urban tounsm which 

encourages activities and attractions related to urban places. The paper 

encourages players to encourage urban tourism by market1ng h1stonc places, 

museums. and bu1ld1ngs w1th 1nterestmg architectural styles and monuments 

Tourists should be encouraged to attend theatre performances. go to nightclubs, 

sports events. fine dining and shopp1ng. 

Case of Egypt 

By mid 1997 Egypt seemed well on 1ts way to attracting four million visitors. the 

highest ever for the North Afncan destmat1on On November 17
1
h 1997 maJor 

terronst attack targeting v1s1tors to the Temple of Hathepsut in Luxor threw the 
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countries tounsm industry into turmoil Egypt's Islamic terronsts shot and stabbed 

to death 58 tourists The attack was aimed at destabilizing Egypt's tourism 

stnking at a maJor tourist attraction at the start of the winter peak season. The 

attack also came at the start of the World travel market fair, at wh1ch Egypt was a 

major participant. The year before 18 Greek tourists had been gunned down in 

Ca1ro by terronsts who apparently m1stook them for Israelis and nine Germans 

had been k11led outs1de the Egypt1an Museum in Ca1ro Now Egypt 1s bouncmg 

back {Anderdon 2000). 

Tounsm is Egypt's second largest foreign exchange earner w1th Egypt being the 

most popular tounst destmation in Afnca (WTO, 2002). In 1999 tourism m Africa 

and Middle East outpaced the world average, 1ncreas1ng by 17.5 percent in over 

1998 The Luxor tragedy severely affected tourist arnvals wh1ch declined by 13 8 

percent over 1997. International tounst receipts declined by 45 4 percent over 

1997 {WTO .1998) Hotels through out Egypt were hard hit by the Luxor tragedy, 

overall occupancies dropped s1gmficantly. 

To keep the v1s1tors coming Egypt did a number of things A well thought out 

marketing plan was developed w1th a three-year t1me frame Damage control was 

essential; first they prov1ded security at all major tounst sites, a1rports and hotels. 

Next a major public relations campaign was launched where the name S1na1 or 

Red Sea was used to market the destmat1on in the place of Egypt'. (Economist 

Vol 350, 1999) 

A campaign was launched to develop new dest1nat1ons such as Sharm EL 

Sheikh. An open sk1es policy was also Introduced wh1ch allowed international 

airlines to operate scheduled flights d1rect to resorts. Further still destinations like 

Alexandria, which were trad1t1onally aimed at the domestic tourist were marked to 

the mtemational tounst. Fac11tties were also upgraded so as to prov1de a cheaper 

alternative to Ca1ro for meetings and lncent1ve bookers In Cairo the major hotels 
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agreed to freeze corporate rates, a strategy that helped to deter a major pnce 

war (Anderson, 2000). 

Probably one of the most successful strategies used was that of celebrity 

endorsements. He government together w1th players in the 1ndustry invited 

International celebnt1es and politicians to v1sit Egypt, a campa1gn aimed at 

showmg how safe Egypt was. The celebnties later gave testament of the security 

measures put in place as well as the marvels the country had to offer. 

2.6 INDUSTRY CONCERNS 

According to Gold (2001) the three tmmediate nsks facing the hotel tourism 

industry are essentially war, further terronst attacks and recession War has an 

1mmed1ate knock on effect on the Industry because when war 1s declared travel 

advisones are 1ssued a sense of nationalism 1s mvoked and people tend to 

develop a desire to be close to fam1ly and friends Leisure travel is not a 

necessity and busmess travel can be postponed 

Recession, the relationship between GOP and the econom1c performance of the 

industry has been comprehensively demonstrated by the WTO any figure under 

2% tends to slow down tourism growth. 

Further attack, the nature of the industry product is h1ghly penshable, if a room is 

not sold on that day then 1ts value IS lost forever During 911 the Impact on hotels 

was immediate from day one Over 80% of London hotels saw an 1mmed1ate 

drop off 1n bus1ness of between 20% and 30%. For New York hotels the p1cture 

was gloomier w1th occupancieS reachmg 30% -40% and 75% of events be1ng 

rescheduled according to Sokom (2001 ). 

Tourist's arrivals have been dropptng over the last 5 years dropping from an 

average of 800 00 to 600 000 per annum. The Situation has seen over 35 hotels 
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close and more than 26 212 people lose their jobs This situation 1s very grave in 

a country where each person's disposable income supports 15 other unemployed 

Kenyans According to the Kenya Tounsm Board the dechne in foretgn earn1ngs 

can be attributed to poor Infrastructure secunty and 1mage poor marketing of the 

destination and competitors w1th better marketmg strategies. 

Hotels restaurants and ground operators who have a long-term comm1tment to 

the destinatton and are most exposed to a cns1s takmg place 1n a particular 

destination (Stork, 2002) 

2. 7 REGIONAL EFFECTS OF TERRORISM ON THE HOTEL 
INDUSTRY 

Drakos and Kutan ((2001) stud1ed the reg1onal effects of terrorism on tourism and 

came up with some interesting conclusions. They utilized a consumer -choice 

model developed by Enders. Sandler and Parise (1992) to study the effect of 

terrorism on competitors market share. The theoretical model tested three 

countries. Greece. Turkey and Israel, countries that enjoy significant tounsm 

act1vit1es but are subject to a h1gh frequency of terronst attacks. They discovered 

that Israel and Turkey are more sensit1ve to terrorist attacks There was also 

s1gmficant contag1on effects of terrorism. H1gher levels of terronst mcidents in 

Greece are associated w1th Increased market share in Israel while terrorism in 

Israel benefits Turkeys market share. The research also found that location, 

urban versus rural. and the 1ntens1ty of terrorist 1nc1dents play an important role in 

the dec1s1on making process of tourists for cho1ce f dest1nat1on 

Accordmg to Enders et al (1992) terrorist Incidents have an adverse effect on a 

given region. Tounsts will substitute away from countries to others to minim1ze 

the risk of experiencing tounst 1nc1dents 

Since September 111h 2001 tounsts have been avo1ding nat1ons linked 1n any way 

to terrorism and instability. In Asaa where a number of terronst acttv1ties have 
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taken place regional sh1fts are tak1ng place. The October 2002 bombmg on the 

Indonesian 1sland of Bah saw tounst arrivals fall more than 60 percent. Militants 

have detonated bombs in southern Philippines and Thailand throughout the past 

two years. In the Ph1hppines, visitor arrivals were 10 percent lower in March 2003 

than m March 2002 1n Thailand the effect has been greater with a drop of 40 

percent The b1g wmners have been Bah Vietnam and Singapore which have 

seen tourist arnvals go up (New Republic Vol 228, 2003) 

Se1zing the opportunity several authoritarian regimes have positioned their 

countries as ideal holiday spots According to Kurlantz1ck (2003) the reason for 

the growing popularity of these dest1nat1ons is the demand among world travelers 

for safety, which can be guaranteed by a regime that brooks little dissent As 

terronsm and war have fostered global anx1ety, authontanan governments are 

lunng tourists in droves. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 POPULATION AND CENSUS 

A descriptive research des1gn was used in the study The pnmary purpose of th1s 

study as earlier stated was to determine: 

The population of th1s study was all five star hotels 1n Na1robi. The f1ve star hotels 

have an annual supply of 706,275 room nrghts, they are the biggest hotels rn 

Narrobi and unlike budget hotels are severely affected by a decline 1n 

international arrivals. 

3.2 SAMPLE DESIGN 

Given the d1vers1ty of hotels through out the world a rattng system has been 

developed as a standard of measure, commonly referred to as the star system. 

The World Tourism Organ1zatton has developed a system of ratrng hotels 

destgned to be used by hotels through out the world . 

In Kenya the Hotels and Restaurants lCiassrfrcation of Hotels) Regulation, (LN 

39/1984) determines the classification of town hotels by cons1denng the butld1ng 

from an architectural po1nt of v1ew. the interior or decorat1ons, size of public 

rooms, rooms. restaurants, su1tes etc 

Hotels are classified as below: 

One (I) Star- Good (better than average) 

Two (II) Star- Very Good 

Three (Ill) Star- Excellent 

Four (IV) Star- Outstandtng 

Five(V) Star - One of the best in the country 



The research studied all five star hotels in Nairobi as they are the benchmark for 

hotels g1ven that they are accorded the h1ghest rating Chepyedon (1996) notes 

that deluxe hotels at outstanding dest1nat1ons offer considerable comfort and 

opportunity to relax They offer a full range of shopp1ng, entertainment and 

luxurious serv1ces making them tounst attractions 1n their own nght. 

3.3 DATA COLLECTION METHOD 

Primary data w1ll be collected by use of personal 1nterv1ewing by the researcher 

The managers interviewed were the people who actually make the dec1s1ons 

regarding the marketing strateg1es to be used The mterv1ews sought to sat1sfy all 

the objectives of this study. 

A semi-structured interview (see append1x) was used The schedule consisted of 

two parts: A and B. Part A included b1o data and Part 8 compnsed of marketmg 

strategies. 

3.4 DATA ANALYSIS 

The questionnaires was sorted and ed1ted for completeness and consistency. 

The information will then be grouped and tabulated . Mean scores were used to 

analyze the data collected 
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CHAPTER FOUR 

DATA ANALYSIS AND FINDINGS 

4.1 INTRODUCTION: THE HOTEL INDUSTRY 

The data gathered in the study are analyzed rn this chapter usrng summary 

statistics; these statistics rnclude percentages and proportrons The data was 
gathered from the five star hotels n Na robt. 

The ten hotels. which were stud red, contnbute a total of 768.990 room nights in 

Narrobi and are geographrcally spread out through out the crty The largest hotel 

had 385 rooms while the smallest had 130. 

Table 2: size of hotel in terms of rooms a\'ailable 

NO. OF ROOMS PER FAIR MARKET 
HOTEL ROOMS YEAR SHARE 
A 385_ 140_.52.~- 1-

18% - -
8 194 70 8 10 9% 

c 302 110 230 14% 

D 21 7 79 205 10% 

E 171 62 415 8% 

F 190 69 350 9% -- 1- --
G 146 53,290 7% 

·-H 167 60 955 8% ,_ 
I 204 74,760 ,_ 10% 

· - r-
J 130 47,450 6% 

TOTAL 2,106 768,990 100% 

NB: For reasons of confidentiality the names have been withheld but the 

demographics for each were as shown 

Four of the 10 hotels were part of mternational chains wrth the headquarters rn 

various countries abroad. The other srx hotels were local companres some being 

part of local chains. 
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However ownership of the hotels did not affect there reliance on global travel 

marketing affiliate companies including: Surrvnit Hotels, Leading resorts, F1ve 

Continents and Great golf hotels of the World. These affiliations will be studied 

later in the paper as they contribute significantly to the marketing strategies that 

the hotels used as a measure to counteract the effects of terrorism. 

Market Segmentation 

Figure 2: Market segmentation 

MARKET SEGMENT 

The hotel industry is segmented according to 10 broad tiers although some 

hotels break them down even further. As shown above the biggest market 

segment is corporates which contributes close to a quarter of the revenue. 

Corporates are those bookings that are done by companies who wishing to book 

rooms for their employees or business partners. 
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Business travelers occupy a large percentage of the rooms for Nairobi as 

opposed to other areas in the country which are frequented by the leisure 

travelers. Business travelers span three segments - corporates, conference and 

NGO' s/Diplomatic missions capturing over sixty percent of the market 

Segmentation is very important to the industry as it influences the marketing 

strategies that a company will choose. 

Figure 3: Geographical distribution 
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The geographic distribution was fairly skewed with Afncan countries contributing 
to approximately half of the business booked while the rest of the world 

contributed to the other half. Key bookers came from the United Kingdom, 
Europe, Eastern Africa and South Africa. 

Some of the hotels ownership reflected heavily on the geographic distribution, 
where the country of origin of the owners gave significant support. Geographic 
distribution is key as certain country arrivals dropped due to the travel restrictions 
imposed by their governments. 

4.2 PRICING STRATEGIES 

PRICING STRATEGIES 

6~--------------------------------~------------, 
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Figure 4: Pricing Strategies 
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Table 3: Pricin~ "'-'' .tll.:gil!~ 

Pricing Strategy 
Seas-onal Discounts 

Pricing per Segment 

Psychologicai/Pres!!g_e __ 

I Promotional 

Respondents Standard Deviation 
1.3 0.48 

10 

8 

9 

To determine the pnces to charge marketers have to address a number of 

1ssues the pnc1ng objective approaches to determining pnces, pncing pohc1es 

and pnce admimstrat1on 

Accordmg to the research seasonal d1scounts. wh1ch are very popular in the hotel 

Industry. were not popular with f1ve star hotels tn Na1robi as a means of 

encouraging more book1ngs Th1s strategy had the lowest mean score of 1,3. 

However judg1ng by the standard dev1at1on it was the strategy the was 

consistently given very little we1ght by the respondents. This is pegged to the fact 

that the hotels surveyed rely more heav1ly on corporate bookings as opposed to 

le1sure travelers Corporate travelers travel when there is a need as opposed to 

seasons. 

Psychological pncmg was given the highest rating overall although 1t had a high 

standard dev1at1on The respondents mterv1ewed were extreme m 1ts use w1th 

one side us1ng th1s strategy to a large extent and the other group totally 1gnonng 

rt. 

4.3 PRODUCT STRATEGIES 
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PRODUCT STRATEGIES 
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Figure 5 Product Strategies 

Table 4: Product Strategies 

Product strategy 

Product features 

Product design/stvle 

Positioning 

Innovation 

0 E F G 

RESPONDENT 

Res ondents 

9 

8 

5 

6 

H 

Mean --
4.8 

3.1 

2.9 

3.0 

J 

Product features 

product des gnlquallty 

positioning 
InventiOn 

l 
Standard Deviation 

1.07 

0.74 1 

1.20 . 
0.94 1 

Product feature was fairly consistent in regards to strategies used by the hotels, it 

proved to be rated highly and consistently as a strategy. It had the highest mean 

score and the standard deviation was favourable when compared to the other 

strategies, 
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The focus on product design also came out as a strategy that the respondents 

used across the board, with respondents using it to a fairly similar degree. 

Innovation was not one of the strategies that was seen to be used by the hotel 

industry to combat terrorism. In this case coming up with ideas that were not 

capital intensive so as to generate sales. 

4.4 DISTRIBUTION STRATEGIES 

DISTRIBUTION STRATEGY 

6 r-------------------------------------------~ 
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Figure 6: Distribution Strategies 
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Tab ~ 5 Distribution lral~gh:s 

r Distribution 
Strate ~ 

'--
Respondents Mean Standard Deviation 

Front office sales 
-----'t-

Sales Reps. 

MailfT elemarket1n9 _ _.__ __ 

10 

10 

3 

]

Internet Marketing 9

1 
. Travel Agents __ ..~.-..-____ ---.:.1-=-0 _[_ _ __ _ 

3.0 

3.2 

2.4 

3.0 

3.2 1 

The choice of distnbution strategies/channels largely depends on the particular 

requirements of the market and the nature of the service Itself. G1ven the nature 

of the industry intermediaries are very 1mportant and come 1n vanous forms. 

Front office sales have been used to cater for the walk-In customer who 1s 

shopping around for a hotel From the analysis it had a relatively low standard 

deviation and was used by all the respondents interviewed. 

Travel agents, a traditional marketing strategy was st1ll popular with the hotels 

All the respondents used this channel to a consistent extent. Its low standard 

deviation indicates a definite concensus across the board. 

0.82 

1.14 1 

0.92 

1.05 

0.63 j 



4.5 PROMOTION STRATEGIES 

PROMOTION STRATEGY 
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Figure 7: Promotional Strategit:s 
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Promotional strategies 

Advertising 

Sales promotions 

Direct marketing 

PR & Publicity 

D E F G 

RESPONDENT 

Respondents 

4 

8 

6 

7 

30 

H 

Mean 

3.0 

3.1 

2.8 

2.9 

J 

Sales Promot1on 

D1rect marketmg 

-M- P R & PubliCity 

I 

Standard Deviation ~ 

0.85 

0.74 

0.32 

0.84 



Promotion is used in hotel marketing to cultivate and sustain demand. Activtties 

under promotion include advertising, sales promotion, public relations and 

publicity. 

Advertising was not a strategy that many of the respondents choose to employ 

and those that did differed on the extent to which they used 1t. When interviewed 

on the lack of use of advertising a number of the respondents cited lack of an 

appropriate advertising budget due to the fact that Nairobi was a destination that 

traditionally marketed itself, before the terror threats were a factor 

Use of sales promotions proved to be very popular with many of the hotels. This 

can be tied in with the fact that a number had chosen to use sales 

representatives as intermediaries. Various packages were developed with the 

aim of giving the customer a one-stop deal. Trade promotions were seen to be 

one of the most popular tools especially when it came to destination marketing at 

the various tourism fairs. 

4.6 PROCESS STRATEGIES 
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Figure 8: Process Strategies 
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Table 7: Procc ........ \trat~gi~ 

Process strategies _ Respondents+ __ M;.;...;,;;e~a-:::~"~t--__;:S:;..;:;ta;;;.:n;.;.;d::.::a:.:..rd Deviation 

Reduced costs 
--~-i-

Custom1zat1on/niche 

~ecialization -service 

I More serv1ces _ 

8 3.0 

8 3.3 

10 3.1 

2.6 1-------

Without sound process management. ba:ancing serv1ce demand w1th supply 1s 

extremely difficult 

One of the more popular strategies was to reduce the costs. improve productivity 

and make d1stnbut1on easier. The strategy a1med at producing more un1form 

service quality and Improved service ava1lab1lity. The response to th1s strategy 

was evenly skewed. 

As the supply for hotel services greatly out we1ghed the demand 1n a market that 

was seen by the respondents as one that was not bound to grow soon 

Customization was seen as the answer in order to command higher pnces in the 

market 
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Personnel are key to the creation of the service and its delivery to the tourist in a 

consistent and acceptable fashion. Service represents personnel producrng 

intangible deeds or efforts. 

Respondents did not focus on the personnel sector in regards to developing 

marketing strategies to combat terrorism. Where the personnel factor was 

considered the respondents were not consistent in its use with some of the 

respondents valuing it highly and others giving it relatively little weight. 

4.8 PHYSICAL EVIDENCE STRATEGIES 

PHYSICAL EVIDENCE STRATEGY 
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Figure l 0: Physical evidence Strategies 
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4.7 PEOPLE STRATEGIES 

PEOPLE STRATEGIES 
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Figure 9: People Strategies 

Table 8: People Strategies 

People strategies Respondents Mean 

Highly qualified personnel 8 3.2 -

If raining 6 2.9 

Focus on motivation 7 2.7 

Incentives 8 2.91 

33 

- Higlly qualified personel 

- Trenng 

Focua on motJvation 

- IncentiveS ---....J 

Standard Oeviatio 

I 

0.79 

0.88 

0.74 

0.57 
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Table 9: Ph~ !'icall!\ idencc Strali:gic 

Physical evidence 
,strateg,.,;_ie;;...:s;__ ________ -4-

Fcus on Interior 

~us on Extenor 

Responden~~----~ Standard Deviation 

9 

8 3.7 

The hotel industry is an 1mage conscious one wh1ch plays very heavy emphasis 

on appearance. The appearance and decor is one of the selling po1nts and can 

Influence the decision of cl1ents on where to take the1r bus1ness Ma~ntaing the 

phys1cal appearance of the bus1ness, personnel and sales literature is very 

1mportant. 

The research revealed that there was a fair distnbution as regarding what was 

considered important to the respondents. The exterior and intenor were seen to 

be important aspects of the strategy w1th none be1ng v1ewed s1gntf1cantly more 

important that the other 
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CHAPTER FIVE 

CONCLUSION 

5.1SUMMARY, DISCUSSIONS AND CONCLUSIONS 

The purpose of the study was to determine what strateg1es that five star hotels m 

Nairobi have put in place as a response to the threat of terrorism facrng the 

industry. 

According to the research when 1t came to pnc1ng strateg1es seasonal discounts, 

wh1ch are very popular 1n the hotel rndustry, were not popular with five star hotels 

in Nairobi as a means of encouragmg more book1ngs. This is pegged to the fact 

that the hotels surveyed rely more heav1ly on corporate book1ngs as opposed to 

le1sure travelers. Corporate travelers travel when there is a need as opposed to 

seasons 

Psychological pricing was mostly popular with rnternational chain hotels who 

used the 1m age of the charn name to command h1gher prices. International 

chains benefited by be1ng able to offer a h1ghly security consc1ous public the 

comfort of a well-known brand name Those hotels which did not have brand 

name backing, have had to utilize marketing affihat1ons to support their individual 

names 

Due to budget constraints caused by reduced prof1ts, hotels have had to put on 

hold any maJor product Improvement proJects thus the development of new 

products d1d not come up 1n the research MaJonty of the hotels focused on 

hyp1ng the existing product, espec1ally w1th regards to conference and meet1ngs 

bookers The strategy that was popular was to highlight the features that were 

un1que to each property as a means of d1fferent1at1on Accord1ng to the 

respondents compet1ng on features was seen to be a more sustainable strategy. 
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However from the literature reviewed world trends are see1ng the use of 

technology such as satellite communicat1on teleconferencing coming up as a 

new means of conferencing This new technology has meant that one can hold a 

meetmg or conference Without havmg to leave the1r desk. The focus on the 

conference sector has been popular so far but may need to be reviewed 1n the 

long term. 

Hotels have tended to stick to the traditional strategies when 1t comes to the1r 

distribution channels Travel agents and front off1ce sales were strategies that 

were m place before the terror attacks and cont1nue to be seen as the way 

forward 

The threat of terronsm has seen a new focus on Internet sales and market1ng. 

Nine out of the ten respondents contacted use one or more internet methods to 

market their propert1es The reason betng that there has been a s1gn1f1cant sh1ft in 

the booking habits of travelers with many of them using the internet to shop for 

the best deals. Use of webs1tes has also mcreased with hotels post1ng vanous 

offers on the1r websites, clients are also able to book v1a the webs1te. 

Advertising wh1ch one may have thought would feature prominently d1d not The 

respondents still seemed hes1tant to use th1s marketing strategy c1t1ng the mass 

and foreign nature of customers although of those who used this strategy use of 

FM radio stations featured prommently Advertising was mainly used to target the 

domestiC market espec1ally for those properttes that generated signiftcant 

revenue from use of themed entertainment in their restaurants. 

Very few of the hotels opted to increase the number of services offered by the 

firms Many of the respondents cited the hesitation to invest cap1tal 1n projects 

given the general weakness of the market and 1t s vulnerability to further terror 

attacks. 
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The results of th1s study were encourag1ng to an extent, they showed that efforts 

are clearly being directed towards ensunng that the Industry would surv1ve the 

current turmoil. Although a number of the hotels had been late to react to the 

cnsis they had now tned to initiate strategies that would help them to recover. 

The hotels put more emphas1s on the domestic market, on domestic tounsm 

which was seen as a new area of focus previously 1gnored, For the domestic 

market the food and beverage out ets were the biggest beneficianes as the 

marketing strategies aimed at compensating for the gap in room sales. This 

could also be noted when 1t came to advertising where a new med1a for the 

industry, FM radio stations was introduced. 

However there still rema1ns hesitation 1n the market to try new marketmg 

strategies in order to combat the effects of terrorism From the literature reviewed 

it was seen that those who were able to respond qu1ckly and strategically 

recovered much sooner than those who did not. 

5.2 LIMITATIONS OF THE STUDY 

Resource constraints were a maJor llm1tation of this study For mstance it was not 

possible to extend th1s research to the whole country Also not all the hotels had 

personnel who were charged w1th the sole respons1b1llty of handling marketing 

for the property however to compensate the head of sales was used as a source 

covering the marketing spectre for the1r respective hotels 

5.3 RECOMMENDATIONS FOR FURTHER STUDY 

Further studies should try to resolve the limitations c1ted here above. That is the 

geographical scope of the study should be extended The study was conducted 

targeting hotels that have business people as the1r pnmary bookers, future 

studies should study the le1sure tourist hotels. 

Future studies should also try to study other aspects of the tourism Industry. 
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5.4 RECOMMENDATIONS FOR POLICY AND PRACTICE 

Hotels in the industry need to come together and plan the way forward for the 
industry as a whole From the research it can be seen that the efforts that they 
are making are targeted against each other where as the problem of terronsm ts 
one that affects the whole reg ton If they can pull together than they would form a 
grater block and marketing strategies would then be targeted at Natrobi as a 
destmation. 

Increased input is also requtred from the bodies that are tasked w1th tounsm in 
the country. It was found that a gu1ding pohcy needs to be put in place to address 
security concerns and thts can then be mcorporated in the marketmg strategies. 
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APPENDICES 

LEITER TO RESPONDENTS 

Catherine Mwaura 

C/0 MBA Office 

Un1vers1ty of Na1robr 

P 0 BOX 30197 

Dear Respondent, 

I am a post-graduate student studyrng for a Master of Business Admrnistration 

degree at the Faculty of Commerce, University of Nairobi. I am conducting 

research 1n the area of Hotel Marketrng The top1c rs Marketing Strategies 1n the 

Hotel Industry in Kenya in the Age of Terrorism A Case Study of Five Star Hotels 

rn Narrobi. 

The purpose of thrs letter IS to request to allow me a moment of your time to 

conduct an rnterview wrth you The rnformatron you give will be treated in strict 

confidence and at no time w1ll your name or that of your organrzatron be refered 

to directly. The 1nformatron w1ll be used for academic purposes only. 

Thank you very much 

Regards 

Mwaura C M 



INTERVIEW GUIDE 

PART A 

1. When was the hotel butlt --------
2. Who owns the hotel --------------------
3. What is the size of your organization tn terms of rooms 

4. What is the annual revenue generated by your hotel tn terms of: 

a) Sales per annum ______ _ 

b) Rooms sold per annum _____ _ 

5. Is your firm a subsidiary or part of another ftrm etther locally or 

abroad? 

( ) Yes ( ) No 

6. If the answer to quest on 5. rs yes. how many propertres are tn 

the subsidary and where are the headquarters located? 

No. of properties ______ Headquarters location 

7. Does the hotel have any affrltatrons ( ) Yes ( ) No 

8. If the answer to no. 8 is yes please state whtch ones 



9. What IS the revenue contnbut1on in terms of percentage, of the 

following markets 

International Market ----- Domestic Market ____ _ 

10. Rank the followmg segments 1n order of Importance/ 

volume begin with the largest, rank them 1n the space prov1ded 

against each option: 

a) Corporates ____ _ 

b) Diplomatic m1ssions/NGO's ______ _ 

c) Groups & Tours 

d) Airlines ____ _ 

e) Packages _____ _ 

f) Domestic ______ _ 

11 . How many people are in your marketing team? 

12. If the hotel 1s part of a chain what role does the head 

office play in marketing decisions 



PART 8 : MARKETING STRATEGIES 

Rate the extent to wh1ch your hotel uses each of the following 

marketing strategies to respond to the challenges posed by tourism. 

Use a five point scale where· 1 = not at all used and 5= to a very great 

extent. 

1. Pricing Strategies:: For example 

Geographical Pricing 

Price Discounts 

Promotional Pricing 

Product - Mix Pricing 

Others: specify 

•• • • 0 0 ••• 0 0 •••••••••• 
0 
••• 

•• • 0. 0 ••••••••• 0 ••• • •••••• 

...... .. .. ... .. .... . 

0 ••••••• ••••• • •• •• • 

1. Product Strateg1es for example 

Product Invention 

Straight Extension 

Product Adaption 

Others: specify 

...... . ........... 

........ ... .... . . 

................ 

.... ... ... .......... 



3 Distribution Strategies, for example 

Exclusive D1stnbut1on 

Selective D1stribut1on 

Intensive D1stribut1on 

Others specify 

4. Promotional Strateg1es, for example 

Advertising ................ . 

Sales Promotion 

Direct Marketing 

Others: specify 

5. Process strategies for example 

Reduced Divergence ................ . 

Increased Divergence 

Others specify 

6. People strategies. for example 

Highly quahf1ed personnel ............... .. 

Regular & lntens1ve tra1nmg ............... . 

Incentive schemes ............... . 

Others: specify 
... ................. 
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7. Physical evidence strategies for example 

Focus on Extenor 

Focus on Interior 
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Others: specify 


