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ABSTRACT 

The need of this study was to investigate the relationship between generic pricing 

strategies and the performance of tour operators in the Southern Tourism Corridor of 

Tanzania. This study was conducted in Dar es Salaam and Iringa Region using cross-

sectional research design to collect data from a total of 117 tour operators with the 

sample of 109 tour operators. The data were collected using questionnaires and they 

have been analyzed using Linear Multiple Regression Model (MLRM) and Structural 

Equation Model (SEM). The study generally shows how generic pricing strategies 

influence the performance of tour operators in Tanzania. The findings show that, 

generic pricing strategies relate to returns of investment and customer perspectives of 

tour operators. With respect to the research objectives and hypotheses, the results of 

this study conclude that Pricing discriminatory related to tour operators is 

significantly related to ROI and customer perspectives. Therefore, when ROI and 

customer perspectives are improved pricing discriminatory is likely to achieve high 

performance. Moreover, Promotional pricing in tour operators is significantly related 

to ROI and customer perspectives and hence it is related with high performance of 

tour operators. Again, Psychological pricing is significantly related to ROI and 

customer perspectives which mean that, there is a possibility of increasing 

performance of tour operators if psychological pricing is improved. Also, Pioneering 

pricing increases performance of tour operators and therefore it is related with ROI 

and customer perspectives. Lastly, it is recommended in this study that the 

Government should integrate generic pricing strategies and the performance of tour 

operators by focusing more on the trainings related to price settings. 
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CHAPTER ONE 

1.0 INTRODUCTION 

The major aim of this chapter is to provide insight on the historical problem of the 

performance of tour operators based on the generic pricing strategies. Generally, this 

chapter is designed to present the background of the study, the problems statement, 

objectives of the study, research hypothesis, and significance of the study and scope 

of the study.  

1.1Background of the Study 

Travel and tourism are important contributors to most worlds’ economies, and the 

main source of foreign currencies to most of developing countries. It is among the 

growing industries worldwide over seven consecutive years outweighed the estimate 

of global economy, contributing heavily to employment and income(World Tourism 

Organization, 2018). Generally, travel and tourism portioned 6.6% of total exports 

and nearly 30% services export in the world(WTTC, 2017). 

 

In Africa the growing trend has been the same as the global. African economy 

received 3.3% directly contributed to the GDP in 2017 and it was estimated to be 4% 

in 2018 while totally contributing 8.1% of the GDP. In addition, it employed 2.6% of 

the total jobs in the continent, while making a total export of 9.7% for the continent 

in 2017(World Travel & Tourism Council, 2018). 

 

Tanzania’s tourist sector has been growing rapidly over the past decade. The sector is 

estimated to account for approximately 17% of the GDP and nearly 40% of total 

export earnings as of 2009 (Mwakalobo et al., 2016). Also, travel and tourism in 

Tanzania are growing at a moderate pace relative to the rest of the economy, yet 

faster than in most of other countries. In 2013, tourism directly accounted for 4.5% 

of GDP and indirectly for another 8.4%. The World Travel and Tourism Council 

project that the industry will grow by about 6.7% per year over the following 10 

years is closely in line with the country’s overall growth. As a result, tourism is 

projected to account for 12.6% of total GDP by 2024. The Council projects slow 

growth for tourism investment, along with a slight fall in tourism’s contribution to 
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direct and indirect employment. Nevertheless, Tanzania ranks 11thout of 184 

countries on projected tourism growth for 2014–2024(Mwakalobo et al., 2016). 

 

Past study by Kaaya, (2014) has at large suggested that, tourism sector could have a 

high pace of increasing its contribution to the economy if various challenges were 

eliminated. It has been noted that, factors such as poor infrastructures and facilities, 

poor marketing planning and policies are among the challenges which lead to poor 

development of travel and tourism. According to the Kaaya, (2014), pricing as one of 

the component of marketing strategies in travel and tourism products is a major 

challenge explained by poor planning and policies. The study noted that, if practiced 

in a proper way, pricing can be one among the key factors which can help to generate 

revenue to the tourism business. 

 

However, according to Hinterhuber and Liozu(2013), most of the tour operators do 

not properly use generic pricing strategies. This is partially due to lack of proper 

knowledge related to different kinds of pricing strategies and how each strategy can 

be used based on the different marketing environments. According to Avlonitis and 

Indounas, (2005) it is important to note that, before deciding on price levels, there is 

a need for a company to analyze the environments of which the business operate and 

thereafter decide the better pricing strategy that will definitely match with the 

identified environments. This will help to adopt proper generic pricing strategies for 

achieving high performance of the company.  

 

Generally, pricing strategy means the policy that can be adopted by the firm in 

determining what the company has to charge for the services it will offer in the 

market (Kotler, 2003). Additionally, Sammut-Bonnici and Channon, (2015), noted 

that, pricing strategies such as pricing discriminatory, promotional pricing, 

psychological pricing and pioneering pricing are dependent on various indicators 

such as overall corporate strategy, buyers’ behaviors and expectations, strategies of 

competitors, changes of industry and the boundaries under regulations which leads to 

proper pricing strategy. This is the reason why this study has dealt with these types 

off pricing strategies. Other factors affecting the nature of pricing strategies are 

geography, discounts, discrimination, time, segments, difference of image, 

discounting and events. 
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On the other hand, past studies have noted that, the management of tourism firms 

should possess necessary competencies and should have abilities of designing a 

pricing policy based on different circumstances for the purpose of attaining a high 

performance level which is the result of a price competitive advantage (Terziev et al., 

2017).According to Saló et al.,(2014) most of the tour operators do not have enough 

skills and knowledge on how to set different kinds of prices. This has resulted to 

poor performance especially on both financial and non-financial performances. 

Understanding different kinds of prices and their influences on performance will help 

them to come up with proper price strategies and hence increase the levels of 

business controls. This knowledge is missing in the body of literature. 

 

In addition, those studies which attempted to analyze relationship between price and 

performance have engaged into studying the financial performance using revenues 

without paying much attention on other important variables such as Return on 

Investment (ROI) and non – financial indicators such as customer perspectives which 

are crucial in understanding the trending performance of firms. To this end, this 

study went to analyze the relationship between generic pricing marketing strategy 

and the financial performance of tour operators in Iringa and Dar -es-Salaam 

Regions. 

1.2Statement of the problem 

Theories and empirical literature have documented that, proper marketing strategies 

of tourism products provide a room for the destination marketing plan, and 

evaluation of its effectiveness on reaching target performance (Bornhorst, Brent 

Ritchie, and Sheehan, 2010; Hudson and Ritchie, 2006;).Never the less, effective 

marketing strategies could be an engine for creating and presenting competitive 

advantages over competitors. Basing on the above ground, Tanzania has embarked 

on provision of knowledge development on marketing strategies to almost all tour 

operators across different tourism places in Tanzania. 

 

Despite this effort, the response of arrivals is still not in pace of campaigns and hence 

poor performance to most of the tour operators. Apart from this several factors have 

been identified as the cause of this poor performance. According to the literatures, 
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main factors which hinder tourism performance in Sub-Sahara Africa and Tanzania 

are low income and inadequate information(Mawioo and Kagiri, 2015; Omare, 

2016).  

 

Moreover, even those areas which have increased per capital income and adequate 

information do not have high performance. This influences the need to put attention 

on other marketing strategies such as generic pricing marketing strategies with the 

consideration on psychological pricing, discriminatory pricing, promotional pricing 

and pioneering pricing. On the other hand; (Yoon et al., 2016)documented that, 

proper pricing strategy represents marketers' assessment of the value which tourists 

see in the service and are willing to pay for service.  

 

Various studies have been conducted in this such as Kaaya, (2014) which mentioned 

various marketing strategies used by tour operator firms such as promotion, 

advertising, broadcasting and social media platforms. However, regardless of those 

marketing strategies poor performance is still observed among tour operators. That is 

why this study intended to contribute knowledge by putting efforts on generic pricing 

marketing strategies while closing the performance gap in tour operators. 

 

1.3   Objectives of the Study 

1.3.1   General Objective: 

The main objective of this study was to assess the generic pricing marketing strategy 

and performance of tour operators in Tanzania. 

1.3.2   Specific Objectives 

i. To find out the influence of discriminatory pricing on the performance of 

tour operators.  

ii. To determine the influence of promotional pricing on the performance of 

tour operators.  

iii. To determine the influence of psychological pricing on the performance of 

tour operators.  

iv. To determine the influence of pioneering strategy on the performance of 

tour operators. 
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1.3.3 Hypothesis of the study 

i. Ho1: There is no significant relationship between discriminatory pricing and 

performance of tour operators 

ii. Ho2: There is no significant relationship between promotional pricing 

and performance of tour operators 

iii. Ho3: There is no significant relationship between psychological pricing 

and performance of tour operators 

iv. Ho4: There is no significant relationship between pioneering pricing and 

performance of tour operators 

1.4   Significance of the study 

There is a greater importance contributed by understanding the generic pricing 

marketing strategy and performance of tour operators in the Southern circuit of 

Tanzania. The study has established the findings which would be helpful for tour 

operators and would lead to the optimization of benefits. This could help the tour 

operators to practice those generic pricing marketing strategies which are seemed to 

raise the level of tourism in southern Tanzania through marketing the tour sites and 

recreations found in Southern Tanzania. As a result, this would raise the revenue 

generated from the tourism business and hence it would reduce the dependence on 

northern Tanzania as the principal place to visit and explore the beauties of Tanzania. 

1.5 Scope of the Study 

The study contains the broad perspective of generic pricing strategies at Dar es 

Salaam city and Iringa Region. In the process, only four categories of generic pricing 

strategies were involved. These are discriminatory pricing strategies, promotional 

pricing strategies, psychological pricing strategies and pioneering pricing strategies.  

1.6 Limitations of the Study  

On carrying out this study, some limitations were faced. The major limitation was 

time constraint. This was due to the fact that given that the data collection method 

based on personal administration of questionnaires with managers and owners. Drop 

and pick method was used where respondents were not available and this was 

because the study was carried out when the business was low in terms of clients since 
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there was a large ban to travel in many countries due to the outbreak of Corona Virus 

Disease (Covid-19) pandemic. 

 

The other limitation was getting full cooperation from the respondents and obtaining 

accurate business data from them as planned. Some respondents were reluctant to 

part with the information and therefore could have concealed some facts. The 

researcher however made efforts to overcome the challenges by begging the owners 

of the companies to allow their staff to respond to questionnaires. The researcher 

succeeded to resolve y being flexible meet the respondents at their convenient time 

and thus made it successful.  
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CHAPTER TWO 

LITERATURE REVIEW 

2.1Introduction 

This chapter covered related literatures on the generic pricing marketing strategy and 

performance of tour operators in Tanzania. Literature review basically surveyed 

scholarly books, articles, and other sources such as dissertation reports relevant to the 

title under the study henceforth provided descriptive summary and critical evaluation 

of each work were consulted. Therefore, areas such as definition of key concepts, 

theoretical review, review of empirical studies/literatures, and conceptual frame work 

were presented in this chapter. 

2.2 Operational Definitions of Key Concepts 

This section defines and explains the meaning of the basic key words as used in this 

study 

2.2.1 Tourism  

According to the World Tourism Organization (1991), tourism is the activities of 

persons traveling to, and staying in places outside their usual environment for not 

more than one consecutive year for leisure, business or other purposes.  Tourism is 

an activity involving movement of people away from their homes to other 

destinations for the purpose of making recreation activities. There are three forms of 

tourism outlined by the World Tourism Organization (WTO) (1991). Domestic 

tourism is the local tourism done by the home nationals to visit the tour sites found 

within the home country whereby inbound tourism involves foreigners visiting 

Tanzanian attractions.    

 

 

2.2.2 Tourists Products 

The tourist product is the sum of the physical and psychological satisfaction provided 

to tourists during their travelling to the destination of their choice. Reilly (1988) as 

cited by Cooper (2003). The tourist product focuses on facilities and services 
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designed to meet the needs of the tourist (George, 2001). Tourism products include 

tourist attractions which refer to anything that captures the attention of the travelers. 

They include tourist attractions; it is anything that captures the attention and 

concentration of the tourists. Additionally, tourist product can be an event, an object, 

a natural and/or a man-made thing such as historical buildings and monuments, flora 

and fauna, beach resorts, mountains, national parks or events like trade fairs, 

exhibitions, arts and music festivals and games. For a feature to be an attraction it 

needs to or must have a unique feature. A tourist attraction can be a place where 

tourists both local and foreign visit. There are about four characteristics that 

distinguish tourism products from other products, such as intangibility, 

inseparability, variability, and perishability (Raju, 2009). 

2.2.3Tour Operators 

According to Poynter (1993), tour operators are those who have the duty of 

integrating the tour components together, marketing such package, making 

reservation, taking care of all financial and accounting issues, and selecting as well 

as managing tour conductors. Tour operators offer different packages of tours to 

meet the needs and desires of different types of tourists. Weaver and Lawton (2006) 

calls the tour operators, tour organization. They are intermediaries which facilitate 

businesses within the distribution system that can be differentiated between outbound 

component and inbound component.  

2.2.4 Performance 

James (2012) defined organizational performance as how successfully an organized 

group of people with a particular purpose perform a function. The performance may 

be high or low, high organizational performance is when all individuals of an 

organization  work together to achieve the desired results which are measured in 

terms of the value delivered to clients. 

2.2.5 Pricing Strategies  

Pricing is perceived as the center of managerial economics. There is certainly a fair 

component of truth in this, as pricing compile the theories of demand and costs Nick 

(2005). Nellis and Parker (1992) explain the pricing strategy as the act of choosing 
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the appropriate price to charge for a product referred to tourism facilities. It carries 

all activities of setting and managing price. Furthermore, Nellis and Parker (1992) 

explained that one of the most important challenges facing management is to choose 

the right price to charge for their product. A decision to manipulate the pricing 

strategies is carried carefully in order to avoid inconveniences. 

2.3   Theoretical Review 

Body of literature has explained different theories explaining the relationship 

between pricing strategies and the performance of business operators. However, this 

study has used the pricing theory and the industrial organization theory to explain 

variables and relationships in relations to the performance. 

2.3.1 Pricing Theory 

There are two perspectives in pricing theory: one is economic perspectives and the 

second is marketing perspectives. 

2.3.11 Economic Theory of Pricing 

The theory of price in economic perspective contends that the price for any specific 

good/service is based on the relationship between the forces of supply and demand. 

The theory of price explains that the point at which the benefit gained from those 

who demand the entity meets the supplier’s marginal costs is the most optimal 

market price for the good/service (Weber, 2012). The economic theory relates price 

to the supply and demand correlation while cost, competition, and the price elasticity 

are key factors in determination of price. In competitive markets, the joint forces of 

competition and the desire of the sellers to exploit profits will bring supply and 

demand to a balance point where price, marginal cost and average cost are 

equal(Stephen and Jhingan, 2008).  

 

The economic perspective theory still supports that for a company to increase its 

profits, it must also focus on reducing costs or employing programs that may 

encourage customer loyalty. In weak economic markets, many companies manage to 

reduce costs and maximize their profits, although their sales might be lower (Tanner 

and Raymond, 2017). Economic theory however does not address adequately aspects 
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of performance. Based on that, this study employed marketing theories of pricing to 

present aspects of performance but it set some ground of identifying some of the 

aspects of performance. In that sense, this theory itself is not self-sustaining without 

the presence of marketing theory of pricing as long as pricing is also a marketing 

activity. 

2.3.1.2 Marketing Theory of Pricing 

Marketing theories on pricing on the other hand recognize the fact that businesses 

may be attracted not only in the profit only but also in the extent to which sales 

expand, increase in market share, inventory position of an organization, liquidity 

ratios of an organization, prestige and labor relations of employee in organization 

(Estelami and Maxwell, 2003). In addition, the customer choice is influenced by a 

multiplicity of factors such as social standing, peer opinion, advertisements and shop 

displays which are the marketing perspectives of the pricing theory. The marketing 

theory of pricing still states that a fundamental objective of any business firm is to 

make profit similar to as likely in tourism. Therefore, any marketing strategies, 

pricing strategies inclusively must be directed to achieve a profit goal (Nagle, 1987).  

 

With regard to the marketing perspective theory of pricing, Pride and Ferrel (2004) 

identified some common categories of pricing strategies which are originated from 

the objectives of pricing. These strategies were used in this study as indicators and 

measures of tour operators’ performance in market place. The identified categories 

include promotion pricing, discriminatory pricing, psychological pricing and 

pioneering pricing. The marketing perspective theory on pricing set a ground for 

identifying important measures of performance. Such measures or parameters of 

performance were used in this study as independent variables which were tested as to 

whether or not they are positively related with the pricing strategies. 

2.3.2Balance Score Card 

Balance Score Card is the framework for performance measurement. According to 

Kaplan and Norton, (1992) performance can be measured using two major indicators 

which are financial and non-financial. Financial indicators include parameters such 

as revenue, profitability, return on asset and return on investment. Non-financial 
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parameters are customer perspectives, internal business process and learning and 

growth. However, the study used ROI as a financial performance and customer 

perspective as a non-financial indicator due to the nature of this study.  

2.4 Empirical Review 

The empirical research is data based research coming up with conclusions, which are 

capable of being verified by, observation or experiment (Kothari, 2004). 

2.4.1   Pricing strategies 

Nellis and Parker (1992) explain the pricing strategy as the act of choosing the 

appropriate price to charge for a product referred to tourism facilities. Basically, 

strategies are concerned with the overall plans for the implementation of policy. 

Strategic pricing involves setting of different price to different market groups. 

According to Pride and Ferrel (2009) pricing strategies can be categorized into 

psychological, discriminatory, promotion and pioneering pricing. A composite of 

pricing strategies as presented by Jain (2004) and Kotler (2006) comprises of pricing 

strategies for new products and established products, flexible pricing strategies, 

product line-pricing strategy, bundling-pricing strategy and price-leader strategy. 

Different pricing strategies are recommended to fit with changes in marketing 

programs, market conditions, and product life cycles. Cost considerations are 

associated with strategies like cost plus pricing, break even pricing strategies 

(Kibera, 1988). Other special pricing situations as presented by Cravens (1997) may 

occur given unique circumstances and require special strategies e.g. differential 

pricing, negotiated pricing and periodic discounting. 

 

2.4.1.1 Psychological Pricing 

Psychological pricing is a pricing technique that takes advantage of a customer’s 

sensitive response to certain price points in order to improve sales projections (Pride 

and Ferrel, 2004). Psychological pricing uses unusual pricing conventions to make 

products or services look significantly cheaper than they actually are. Psychological 

pricing is designed to appeal to a customer’s emotional side and not his rational side. 

Psychological pricing is designed to encourage purchases that are based on emotional 
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reactions rather than on rational responses (Cravens, 1997). Additionally 

psychological pricing involves pricing goods and services at price points that make 

the product appear less expensive than it is (Pride and Ferrel, 2004). The concept of 

psychological pricing is not new – in fact, it is more than a century old. It started as a 

price war between newspapers during the late 1800s, and by the early 1900s, Bata; a 

former Czechoslovakian shoe-maker presented its famous “decimal 99” prices. The 

concept caught on and today, psychological pricing is pervasive, right from fuel 

prices to real estate (Thomas and Morwitz, 2015) 

 

Based on the arguments in psychological pricing strategy, the general hypothesis was 

broken down into the following specific hypotheses based on the Return on 

Investment and customer perspective: 

 

Ho8: There is no significant relationship between prestige pricing and ROI 

Ho9: There no significant relationship between comparative pricing and ROI 

Ho10: There is no significant relationship between odd even pricing and ROI 

Ho22: There is no significant relationship odd even pricing and customer perspective 

Ho23: There is no significant relationship between prestige pricing and customer 

perspective 

Ho24: There is no significant relationship between comparative pricing and customer 

perspective 

2.4.1.2 Promotional Pricing 

Kotler (1999) defined promotional pricing as a temporarily pricing product below the 

list price, below cost, to increase short-run sales. With promotional pricing, 

companies temporarily price their products below list price and even below cost. 

Promotional pricing is of different categories. Supermarkets and department stores 

will price a few products as toss. Promotional pricing is the most influential sales 

techniques there is because many customers are highly sensitive to price. Prices can 

be reduced by a percentage amount in a certain period of time and an item is 

therefore deemed to be in a sale. This helps to raise the demand for the product from 

price sensitive clients. Many organizations offer promotional pricing as a sales 

incentive when they are launching a particular product line (McCormick, 2016). 
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According to McCormick (2016), major benefit of using promotional pricing is often 

used to increase more revenue into an organization and to increase cash inflow in the 

short term. If a business needs to raise cash to cover short-term costs or cover debt 

commitments, they usually use to promotional discounts. Often they use promotional 

discounts to maintain consistent and steady revenue flow to please company owners, 

analysts and shareholders. Based on the arguments in promotional pricing strategy, 

the general hypothesis was broken down into the following specific hypotheses based 

on the Return on Investment and customer perspective: 

 

Ho5: There is no significant relationship between price discounting and ROI 

Ho6: There is no significant relationship between event pricing and ROI 

Ho7: There is no significant relationship between leader pricing and ROI 

Ho19: There is no significant relationship between leader pricing and customer 

perspective 

Ho20: There is no significant relationship between price discount and customer 

perspective 

Ho21: There is no significant relationship event pricing and customer perspective 

2.4.1.3 Discriminatory Pricing 

Wilkinson (2005) defined discriminatory pricing as a situation where by a firm 

selling the same or similar products at different prices in different markets, where 

such price differentials are not based on differences in marginal cost. For example, 

Airlines that charges different fares for the same journey at different seasons of the 

year. Wilkinson (2005) pointed out two conditions for discrimination to take place, 

the condition are such that, there must be different market segments with different 

demand elasticity and the market segments must be separated so that there is no 

possibility of resale from one segment to another. Wilkinson (2005) outlined the 

parameters that may be used in discriminatory pricing. These parameters include 

time, location, customer segment and image differences. All these mentioned 

parameters may inspire the managers to practice price discrimination. Based on the 

arguments in discriminatory pricing strategy, the general hypothesis was broken 

down into the following specific hypotheses based on the Return on Investment and 

customer perspective: 
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Ho1: There is no significant relationship between time pricing and ROI 

Ho2: There is no significant relationship between pricing segment and ROI 

Ho3: There is no significant relationship between pricing location and ROI 

Ho4: There is no significant relationship between pricing based on different image 

and ROI 

Ho15: There is no significant relationship between different image pricing and 

customer perspective 

Ho16: There is no significant relationship between time pricing and customer 

perspective 

 Ho17: There is no significant relationship between location pricing and customer 

perspective 

Ho14: There is no significant relationship between pricing of segments and customer 

perspective 

2.4.1.4 Pioneering Pricing 

Pioneering pricing has always been ignored because it is very rare for the tour 

operators to introduce new product or services. Most tourism markets are highly 

competitive and price-sensitive; this is why tour operators are often forced for 

tactical reasons to accept the prices which are prevailing in the market. The 

acceptance of the prices which are in the market was achieved without regarding the 

costs, mark up and the position of a product in a life cycle (Middleton and Clarke 

2012). It is for that reason which led the pioneering pricing to be considered in a 

sense that it could be proved for it not to be effective in tour operating business. 

 

According to the literature, the good way to study generic pricing is to include 

psychological pricing, discriminatory pricing, pioneering pricing and promotion 

pricing. According to Kotler (2003) and Jain (2004) these types of pricing strategies 

cover almost all parameters which are important for business performance. In 

addition, these studies recommend the use of balance score card as the best measure 

of performance. Therefore, this study will use customer perspective as the non-

financial indicator of performance. 
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In the findings of Forman and Hunt (2005) there are 13 strategies of pricing which 

include the low price supplier strategy experience curve, leader pricing, 

complementary pricing, penetration pricing, price skimming and premium pricing. 

Hinterhuber (2008) informs that a company’s rate of effectiveness and retention 

levels are highly influenced by pricing. Indeed, the pricing strategies differ 

depending on the type of business, the operating environment and customers. 

 

Based on the arguments in pioneering pricing strategy, the general hypothesis was 

broken down into the following specific hypotheses based on the Return on 

Investment and customer perspective: 

 

Ho11: There is no significant relationship between penetration pricing and ROI 

Ho12: There is no significant relationship between skimming pricing and ROI 

Ho13: There is no significant relationship between differential pricing and ROI 

Ho24:  There is no significant relationship between penetration pricing and customer 

perspective 

Ho25: There is no significant relationship between skimming pricing and customer 

perspective 

Ho26: There is no significant relationship between differential pricing and customer 

perspective 

2.4.2 Performance and its measures 

James (2012) defined organizational performance as how successfully an organized 

group of people with a particular purpose perform a function. The performance may 

be high or low, high organizational performance is when all individuals of an 

organization work together to achieve the desired results which are measured in 

terms of the value delivered to clients. Performance measurement is at the centre of 

the investment process, and indeed, of basically every financial services organization 

(Schwerdt and Wendland, 2009). The reason for this is that performance (including 

risk criteria) is both the starting point for every investor and ultimately the only result 

that truly matters. In most other industries, the product or service delivers a broad 

range of benefits to a customer, and pure functional performance is often only one of 

several key benefits (Schwerdt and Wendland, 2009).  
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The variable Return On Investment (ROI) was used in the study to measures 

financial performance while customer perspective was used as a dependent variable 

to measure non-financial performance These variables used are the common and 

investors in tourism industry mostly like to see the return of what has been invested 

while maintaining higher levels of profit through customer retention and larger 

market share. 

2.4.3   Key Players in Tanzania’s Tourism Industry 

MNRT is the central institution governing the tourism industry in Tanzania. An 

appointed minister and a permanent secretary lead the ministry. Within MNRT, the 

Divisions of Tourism and Wildlife share responsibility for Tanzania’s protected 

areas. Under the Division of Tourism, the Tanzania Tourist Board is tasked with the 

promotion and marketing of tourism in Tanzania. Within the Division of Wildlife, 

the Tanzania National Parks Authority (TANAPA) has responsibility of managing 

the national parks, while a new institution, the Tanzania Wildlife Authority 

(TAWA), is being created to manage game reserves, wildlife management areas 

(WMAs), hunting blocks, and other land-based protected areas not covered by 

TANAPA. Outside of MNRT, a number of different ministries contribute to tourism 

policy, along with Parliament and regional and local governments. 

2.4.4      Tourism in Southern Tanzania  

Tanzania has a vast endowment of tourism assets, which include opportunities for 

wildlife safaris, hiking, cultural tourism, and other activities. Of southern Tanzania’s 

many attractions, Mikumi and Ruaha National Parks, and the Selous Game Reserve 

are the most popular. These three protected areas account for more than 75% of 

visitors to the region (excluding islands off the coast), though this number is still just 

a small fraction of Tanzania’s total visitors. Southern Tanzania has a number of other 

attractions, including Udzungwa Mountains National Park, Kilwa World Heritage 

Site, Kitulo National Park, the Livingstone Mountain Range, Lake Nyasa, and the 

Indian Ocean coastline (Briggs, 2019). 

 

Southern Tanzania’s parks and reserves primarily offer wildlife safaris, including 

photographic safaris, walking safaris, night game drives, and boat safaris. However, 
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the coastline and mountain ranges in southern Tanzania create a diverse palette of 

activities for visitors seeking relaxation or physical activity. For most visitors, the 

distances between attractions, including between those in the northern and southern 

circuits, necessitate air travel (Lwoga, 2013). 

2.4.5   Major Challenges 

Five major challenges limit the growth of the tourism sector in southern Tanzania. 

By understanding those challenges and identifying means to address them will be 

critical to the success of the industry.  

2.4.5.1  Lack of a defined vision and consistent leadership 

Southern Tanzania’s unique value proposition has not been clearly articulated. 

Stakeholders largely agree on what the south offers; however, this shared 

understanding has yet to be leveraged. What is missing is a vision and strategy that 

can be realized through targeted investment, communicated to different market 

segments, and used to protect the region’s assets. In the absence of a strategy, each 

attraction has evolved without clear direction, making it difficult to identify and 

attract appropriate investors.   

2.4.5.2    Poor business operating environment 

Tanzania’s ranking on global indices remains weak, indicating a difficult operating 

environment for tourism and other sectors. Tanzania ranks 131 of 189 on the World 

Bank Doing Business assessment (down one point from 2014), due to poor 

performance on factors including construction permits, taxation, and access to credit. 

With the exception of enforcing contracts, there was a decline in rankings across all 

topics, with the largest decline in protection for minority investors, starting a 

business, and registering property. While its overall performance is above the Sub-

Saharan Africa average, Tanzania still lags behind some of its competitors in the 

region. 

 

Several natural resource challenges pose a threat on the future of tourism industry in 

southern Tanzania. Southern Tanzania is known for having the world’s largest wild 

dog population, elephants, lions, and rich biodiversity. This is the very underpinning 
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of southern Tanzania’s tourism industry, but it is under grave threat. Poaching, 

especially of elephants, has reached crisis levels. Tanzania is the world’s top source 

of illegal ivory. Elephant populations declined 81% over the last seven years in the 

Selous-Mikumi ecosystem and 44% over the last five years in Ruaha National Park. 

Additional ecological challenges include dynamite fishing, water scarcity, forest 

degradation, deforestation, and declining wildlife connectivity. The environmental 

challenges in southern Tanzania pose concerns for established tourism business as 

well as for environmentalists. They also inhibit investment in the region.  

2.4.5.3    Limited marketing and awareness 

Marketing for southern Tanzania, a combination of government-sponsored 

campaigns and private efforts, has generated little awareness of the region. 

Tanzania’s official tourism marketing efforts have focused on the north, and when 

the south is marketed, it is not differentiated from the popular northern attractions. 

With the exception of individual private-sector initiatives, the limited marketing of 

southern Tanzania generates little awareness of the region’s unique features and 

selling points. Furthermore, low visitation results in a weaker social media presence 

for southern Tanzania.  

2.4.5.4    Inadequate infrastructure 

Lack of adequate infrastructure hinders travel to and within the South’s attractions. 

Apart from Mikumi National Park and Kilwa, none of the South’s attractions are 

accessible by car within five hours. Udzungwa Mountains National Park not only is a 

long drive from major cities on challenging roads but also lacks an airstrip. Kitulo 

National Park is several hours drive from the nearest airport on difficult roads. Even 

attractions near local airports and airstrips tend to be difficult to access because of 

the high cost and low frequency of flights.  

 

The absence of reliable power and water creates another significant operational cost 

for investors in the south. Tanzania has had a power crisis for several years. It takes 

approximately 205 days and 18 procedures to get electricity in Tanzania. 

Furthermore, access to water is challenging in southern Tanzania, forcing investors 

to bear the cost of digging private boreholes to supply camps and lodges. 
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2.4.6    Building a Brand Identity for Tourism in Southern Tanzania 

Defining Southern Tanzania’s unique brand identity can differentiate the region and 

help attract visitors. Southern Tanzania does not have a defined brand identity; 

identifying one will clarify messaging in marketing tools and other communication 

about the region, and it turn, this will help differentiate the region from northern 

Tanzania, and other regional competitors. 

2.4.7    Competitive Positioning 

Tourism in southern Tanzania offers a very different experience than tourism in 

northern Tanzania. Northern parks are savannah landscapes with large open spaces 

and easily viewable wildlife. Parks in southern Tanzania, with the exception of 

Mikumi National Park, have mixed habitat with more dense vegetation that makes 

wildlife harder to find but provides a more diverse mix of wildlife. However, the 

main distinguishing factor between tourism in the two regions is visitor density. 

Ngorongoro Conservation Area has an annual visitor density of 78 visitors/km2 (if 

just the crater is considered it is 2,491 visitors/km2), Serengeti has an annual visitor 

density of 31 visitors/km2, while Ruaha in southern Tanzania has a density of one (1) 

visitor per km2. This is the primary reason travelers seek out the south for a wilder, 

more remote and personal travel experience (Dalberg Global Development Advisors 

and Solimar International, 2015).  

2.5  Conceptual Framework 

Conceptual framework refers to the schematic diagram which shows the variables 

included in the study. It is a diagrammatical relationship between variables 

(independent and dependent) to be studied. 
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Figure 2.1: Conceptual Framework 
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CHAPTER THREE 

METHODOLOGY 

3.1 Introduction 

This section aims at describing the research methodology; includes area of the study, 

Research Design, Target Population, Sample and Sampling Procedures, Data 

Collection methods and Tools, data processing, analysis and presentation, ethical 

issues and validity and reliability of the study as well as summary of the chapter. 

3.2 Research Design 

The research design means the conceptual practices and structure of conducting a 

research. Research design gives researcher awareness for collecting, measuring and 

analyzing the data. This study followed cross sectional design since the data was 

collected at one time (Kothari, 2004b) and involved tour operators with similar 

characteristics of pricing strategies in their business. Also, the approached used in 

this study is a combination of both quantitative and qualitative approaches. 

Quantitative approach was used to deal with the hypothesis and generate the 

relationships between generic pricing strategies and the performance of tour 

operators while the qualitative involves the depth understanding of how different 

kind of pricing strategies affects the performance. 

3.3 Study Area 

The study was conducted at Dar es Salaam city and Iringa region. The selection of 

Dar es Salaam is guided by the fact that, it is the entry for majority of tourists 

because of the presence of international airport and the ocean harbor. Iringa region is 

selected because it is among the famous and major tourism destination because of the 

presence of Ruaha national park and various historical features which attracts many 

tourists every year. 

3.4 Study Population 

Population refers to any group that is the subject of the interest of research (Ame, 

2011). Study population means a set of people, items or objects put into 

consideration in the specific study. Therefore, the study population for this study 

involved all 117 tour operators engaged tourism services in Iringa region and Dar-es-
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Salaam city. This number of tour operators was obtained from the register of 

Tanzania Tourist Board of 2020 and from the Ministry of Natural Resources and 

Tourism. 

3.5   Sampling Frame 

The sampling frame for the survey comprised of 117 tour operator firms in Dar es 

Salaam and Iringa regions according to Tanzania Tourist Board. However, it was 

found that, most of the tour operators are not registered and therefore only 95 were 

found in Dar es Salaam city and 22 were in Iringa region. This category of firms was 

chosen because it represents a large share of the population of firms unlike other 

categories of firms in travel and tourism enterprises.  

3.6 Unit of Analysis and Key Informants 

The unit of analysis in this study was managers in tour operator companies who 

make important decisions on issues related to pricing of the tourism products. Also 

the experienced operators who understand the issues related to the study were 

considered as the key informants. These were purposively selected for the interview. 

Most of them were members of the Tanzania Association of Tour Operators (TATO). 

According to Patton, (2002), key informants should consider the experienced and the 

process should also consider the saturation point of the information generated. 

3.7 Sampling Procedure 

This study employed stratified sampling of which sampling frame was divided into 

two strata Dar es Salaam city with 95 samples and Iringa Region with 14 samples. 

Stratified random sampling was based on geographical locations due to the reasons 

that the population from which the sample was drawn does not constitute a 

homogeneous group (Kothari, 2004a). Also, because the samples incorporated in the 

study were drawn from two different locations of Dar es Salaam and Iringa, it is why 

the stratified sampling technique was adopted. 

3.8  Sample size 

This study expected to use a sample size of 117 tour operator firms in Dar es Salaam 

and Iringa regions. However, only 109 questionnaires were used in this study. 
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3.9 Data Collection 

Because both primary and secondary data were collected in order to address 

objectives of the study, the research instruments used for each mode of data 

collection were as follow: 

3.9.1 Primary Data Collection 

The primary data was collected through self-administered questionnaires which were 

completed by managers of tour operators because questionnaires are the possible 

means to collect the required information relating to attitudes and opinions of 

respondents. Also, the use of questionnaires as the tool for primary data collection 

was due to the fact that questionnaires help to collect huge information once (Harrell 

& Bradley, 2009). 

3.9.2 Secondary Data Collection 

In this part the published and unpublished documents were reviewed. Those 

documents were obtained from Tanzania Association of Tour Operators 

(TATO).Therefore, those documents were reviewed in order to get practical insights 

with regard to the problem in question. 

3.10 Data Analysis 

Table 3.1:  Operationalization of variables 
 

Variable Constructs Definition Measurement Reference 

Pricing 

discriminatory 

 

Time  - based 

Pricing 

Prices of 

which tourists 

are charged 

per night. It 

fluctuates 

based on 

what time 

they are being 

booked. 

5 point Likert 

scale 

(Lovelock & 

Hayes, 2020), 

(Kim et al., 2004) 
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Pricing of 

location 

Price charged 

base  on the 

type of 

destination 

5 point 

Likertscale 

(Kim et al., 2004) 

Pricing of 

segments 

Price charged 

based on the 

segments in 

hotel rooms 

and services 

5 point 

Likertscale 

(Kim et al., 2004), 

(Limehouse et al., 

2012), 

(“Segmenting 

Cruise Passengers 

with Price 

SensitivityPetrick, 

James F.,” 2005) 

Difference of 

image 

Cost based 

prices based 

on the 

perceptions of 

tourists on 

image created 

by tour 

operators 

5 point 

Likertscale 

(Lovelock & 

Hayes, 2020) 

Promotional 

Pricing 

Price 

discounting 

Strategy 

related to the 

reduction of 

the regular 

selling price 

of any good 

or service in 

tourism 

services to 

attract tourists 

5 point 

Likertscale 

(“Segmenting 

Cruise Passengers 

with Price 

SensitivityPetrick, 

James F.,” 2005) 

Event Pricing The monetary 

value of 

attending an 

5 point 

Likertscale 

(Lee et al., 2013) 
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event 

Leader  Involves 

setting lower 

price points 

and reducing 

typical profit 

margins to 

introduce 

brands or 

stimulate 

interest in the 

business as a 

whole or a 

particular 

product line. 

5 point 

Likertscale 

(Guizzardi et al., 

2019), (Wahab, 

1996) 

Psychological 

Pricing 

Odd-Even  Psychological 

pricing 

method based 

on the belief 

that certain 

prices or 

price ranges 

are more 

appealing to 

buyers 

5 point 

Likertscale 

(Boz et al., 2017) 

Prestige the practice 

of pricing 

goods at a 

high level in 

order to give 

the 

appearance of 

5 point 

Likertscale 

(Boz et al., 2017) 
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quality 

Pioneering 

pricing 

 

Penetration  Price of a 

product is 

initially set 

low to rapidly 

reach a wide 

fraction of the 

market and 

initiate word 

of mouth. The 

strategy 

works on the 

expectation 

that 

customers 

will switch to 

the new brand 

because of 

the lower 

price 

5 point 

Likertscale 

(Scaglione & 

Schegg, 2016) 

Skimming Pricing 

strategy by 

which a firm 

charges the 

highest initial 

price that 

customers 

will pay and 

then lowers it 

over time 

5 point 

Likertscale 

(Dissart et al., 

2009) 

Non – 

financial 

Customer 

perspective 

Describe your 

objectives 

5 point 

Likertscale 

(Sharma, 2009) 
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performance 

 

 

Financial  

performance 

 

from your 

customer's 

point of view 

ROI Measuring 

the gain or 

loss generated 

by an 

investment in 

relation to its 

initial cost 

Continuous 

variables 

(Botchkarev, 2011) 

3.11 Analysis of quantitative and qualitative data 

The quantitative data collected from the study was analyzed by using descriptive and 

inferential statistics. Specifically, linear multiple regression model was used to 

analyze all four objectives with financial dependent variable and Structural Equation 

Model (SEM) was used to analyze non-financial dependent variable. The qualitative 

data collected from the study was analyzed by following the procedures of 

summarizing (condensation) of meanings, categorization (grouping) of meanings, 

and structuring (ordering) of meanings using narrative. 

 

3.12Data validity and reliability 

According to Ame and Tegambwage (2017) validity is the quality of instrument or 

procedures of gathering data which enables to measure what it is supposed to be 

measured. On the other hand, reliability, on the other hand, is the degree of 

consistency demonstrated by instrument or procedure. In order for a research 

instruments to have reliability, they should result into similar results if they have to 

be used on a similar group of respondents. Thus, for the purpose of quality, the study 

instruments were refined through the comments from the research supervisor, some 

researches fellow MBA students, and on me in the field. The purpose was to make 

the instruments focused on the purpose of the study. Also, the reliability was tested 

using Cronbach alpha of which the coefficients were analyzed to be greater than 0.7 

as required in the reliability test. 
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3.12 Ethical Consideration 

The research was conducted after obtaining the ethical clearance and data collection 

permit from the University of Dodoma. The study was also conducted by ensuring 

that there was informed consent of study participants by explaining to them the 

objectives of the study. This means that the respondents were adequately informed 

about the study and comprehended the information about the study. The researcher 

also observed the voluntary participation of the participants by ensuring that the 

respondents had a power of freedom of choice which allowed them to decide whether 

to participate or decline.  

 

The study was also conducted by maintaining anonymity by ensuring that the 

respondents were preserved by not revealing their names and identity anywhere in 

the data collection, data analysis and reporting of the study findings, rather the codes 

were used to represent the respondents. There was also confidentiality to the 

respondents by ensuring that during a research a researcher promised to protect the 

information given in confidence by the respondents and if any information was to be 

revealed, then the researcher sought the consent from the respondents. Lastly, the 

researcher has ensured the participants that no harm either physical or psychological 

harms would happen to them by ensuring that they were not be asked embarrassing 

questions which could disguise or even shock them. 
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CHAPTER FOUR 

RESULTS AND DISCUSSION 

4.1   Introduction 

This chapter presents the findings addressing the research objectives stated in chapter 

one, and the discussion of the study findings. The study aimed to investigate the 

effects of generic pricing marketing strategy on the performance of tour operators in 

the southern circuit of Tanzania. To achieve the study objectives, this chapter is 

organized as follows: it starts by descriptive statistics showing the respondent 

characteristics, thereafter, preliminary analysis of the data collected using the 

questionnaires and interview tools. The chapter also presents the results of inferential 

statistics through multiple regression model and Structural Equation Modelling 

(SEM) followed by confirmation of hypotheses. 

4.2Response Rate 

A total of 122 semi-structured questionnaires were administered to managers of tour 

operating firms. 109 questionnaires were correctly filled and returned, thus, making 

the response rate to be 89%. According Rubin and Babbie (2008) a response rate of 

at least 50% is considered adequate for analysis and reporting, response rate of at 

least 60% is considered good, and a response rate of above 70% is very good. This 

response rate was achieved due to close follow-ups where a research team comprised 

of three research assistants having experience of at least three years in the tourism 

industry. 

4.3 Demographic Characteristics of Respondents 

This section deals with the demographic characteristics of respondents who 

participated in the study. These demographic characteristics facilitate the 

demonstration of knowledge about the tour operators studied. 

4.3.1 Location of tour operators (N=109) 

Tables 4.1 indicates that, majority of tour operators are located in Dar –es-Salaam. 

This is because, 95(87.2%) of the tour operators were found in Dar-rs-Salaam of 

which the justification is that, Dar-es-Salaam city is the head quarter of many offices. 

The tour operators also prefer to live in major cities with proper and well established 
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airports where most of tourists arrives and starts touring arrangements. On the other 

hand, Iringa region was found to have a total of 14(12.8%) tour operators. The 

justification given was that, most of the destinations have small number of tour 

operators because they prefer more to stay in the areas where tourists arrives and in 

most cases the tourists arrive in the open regions like Dar- es-Salaam and Arusha 

cities. 

Table 4.1 Location of tour operators(N=109) 

Location  Frequency (N= 109) Percent (%) 

Dar – es-Salaam  95 87.2 

Iringa 14 12.8 

Total  109 100.0 

Source; Filed Data, 2020 

4.3.2 Sex of tour operators (N=109) 

The study revealed that, there is no big variation between males and females tour 

operators. This is indicated in table 4.2 which shows that, 68(62.4%) of the 

interviewed tour operators are males while females are 41(37.6%). However, the 

difference indicates that, most of the tour operators are male. This is because, the 

nature of the business especially too much travelling encourage males and discourage 

females to deal with touring activities. Traditionally, females are responsible to deal 

with family issues. This observation was however criticised in some areas especially 

in Dar-es-Salaam where female tour operators suggested that, currently the number 

of females increases as compared to the past few years.  

 

“In the last six years alone, female managers in tour 

operation have tripled; female travel is one of the top 

trends influencing the tourism industry. Many tour 

operating companies have already begun to use this 

opportunity after realizing that most of tourists prefer 

females than males. You can see also that, female’s 

tourists are now increasing in number compared to males. 

Even our company have designed some of packages to 

include activities which favour females” 
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This was supported by one of the experienced female tour operator, 

“Tourism brings important employment opportunities to 

women and in most of the case income generation either as 

the main source of income or as the additional side income. 

Demonstrated tourism can be used as a tool to create equal 

opportunities for women; create opportunities for 

employment and income generation” 

 

On the other hand, male tour operators pointed that 

“Women entrepreneurs face many obstacles. The first 

obstacle is being a woman. The second is the type of 

business [in tourism] linked to restaurants or businesses 

that offer the possibility of meeting many people. The third 

is when women want to develop their businesses in places 

dominated by big international tourism enterprises.” 

 

This findings are in line with Sabina and Nicolae, (2013) who posted that, women in 

travelling business can be influencers because when involved in decision making, 

they can create good bases for high performances. 

Table 4.2 Sex of tour operators(N=109) 

Sex Frequency (N= 109) Percent (%) 

Male 68 62.4 

Female 41 37.6 

Total 109 100.0 

Source;  Filed Data, 2020 

4.3.3 The age of the respondent (N=109) 

Table 4.3 indicates that, most of the interviewed tour operators have agegroup 

ranging between 41-50 with 52 (47.7%). This is followed by ages above 51 with 29 

(26.6%). On the other hand, those between 20-30 and 31-40 have 12 (11%) and 16 

(16%) respectively.  This indicates that, most of the tour operators have ages which 

signify that, they have enough skills and experiences regarding the tourism business. 

On the other hand, it means that, most of them are matured enough to make proper 

judgment on the daily decisions as managers of the tour operating firms. 
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Table 4.3 The age of the respondent(N=109) 

Age categories Frequency (N= 109 Percent (%) 

20-30 12 11.0 

31-40 16 14.7 

41-50 52 47.7 

51 and above 29 26.6 

Total 109 100.0 

Source;  Filed Data, 2020 

4.3.4 Education level of respondents (N=109) 

Education level means a lot in tourism business. Findings in table 4.4 show that 

majority of the managers of tour operators have attended schools. This is justified by 

the fact that, out of 109 respondents, 107 which is 88.2 have attended to school and 

only 2(1.8%) have not attended to forma classes. The table further indicates that 

57(52.3%) are tour operators with primary level of education, 29(26.6) are with 

secondary school education, 16(14.7%) are with technical education and 5(4.6%) are 

with university education. Although majority have primary and secondary level of 

education, having attended to formal education means, most of them are empowered 

with analysis of environments and living procedures which are key and important 

skills for dealing with customers and business. Also it has to be noted that, a number 

of past studies have documented that, there is a strong relationship between training, 

education and tourism development. While formal education increases the base of 

formal skills which are important in living management, specific trainings especially 

in tourism gives managers ability to face tourists through planning for various 

activities which include advertisements and promotions. It is also important to note 

that, tour operation involves direct talk between tourist and tour operators, therefore 

tour operators are supposed to have a base of knowledge which will help them to 

understand the altitudes of tourists and dealing with them properly. This is supported 

by Zagonari, (2009) who suggested a balance between tourism training and formal 

education must be observed so as to improve the application of skills and knowledge 

in tourism so as to increase the level of development. 
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Table 4.4 Education level of respondent (N=109) 

 

Education level Frequency (N= 109 Percent (%) 

Not attended school 2 1.8 

Primary education 57 52.3 

Secondary education 29 26.6 

Technical Education 16 14.7 

University Education 5 4.6 

Total 109 100.0 

Source;  Filed Data, 2020 

4.3.5 Years of business in operation (N=109) 

Also results in table 4.5 indicate that, most of the interviewed tour operators have 

enough experience in the similar business. This means they can deal with tourists 

with confidence and informal skills obtained from the experience they have. This is 

indicated by those with 6-10 of which the study revealed them with 51 (46.8%) and 

above 11 years of experience with 45 (41.3%). Also, the findings show that 13 

(11.9%) respondents have years of experience between 0-5. This experience show 

that, most of the tour operators have learn to communicate issues related to tourism 

from being in the school of environment itself, not so much from the classes that are 

taught. It was observed that, majority of them have obtained experience from family 

business and some of them are still operating in family bases and dome of them are 

operating in their own business.  

 

In addition, it was noted that, there are those tour operators who were employed in 

similar tourism business and they have learn through juggling assignments from the 

managers and owners of the tourism business. These types of skills are ones someone 

can learn and develop in the real world, in a work environment as opposed to a 

classroom. Furthermore, tour operatorscan learn them in the context of a workplace 

by dealing with tourists for long time. The findings further suggest that, the 

knowledge obtained in experience goes beyond the formal education. This is 

because, practical application through interaction with tourists proves the 

competence of the tour operators. It is also important to understand that, in today’s 

competition in tourism, experience is a key competitive advantage strategy. While 
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employers want people with experience, experience also gives chances for personal 

tour operator development. 

Table 4.5 Years of business in operation (N=109) 

Years in category Frequency (N= 109 Percent (%) 

0-5 13 11.9 

6-10 51 46.8 

11 and above 45 41.3 

Total 109 100.0 

Source;  Filed Data, 2020 

4.4 Reliability test for pricing discriminatory (N=109) 

In order to effectively measure the influence of generic pricing discriminatory on the 

performance of tour operators, the variables involved to define pricing discriminatory 

were tested to find out the degree to which they can consistently and stably measure 

pricing discriminatory. The findings indicate that, the Cronbach's Alpha for the 

overall items was 0.918 which is above a recommended level of acceptance of 0.7. 

Hence the pricing discriminatory had reliable measure, table 4.6. 

Table 4.6 Reliability test for pricing discriminatory (N=109) 

Reliability Statistics 

Cronbach's Alpha N of Items 

.918 16 

Source; Filed Data, 2020 

4.4.1   Reliability test for all statements included in objective one (N=109) 

The objective one of this study involved assessing the discriminatory pricing and its 

impact on the performance of tour operators. Reliability test was performed across 16 

statements of discriminatory pricing strategy. The findings in table 4.7 revealed that, 

all had Cronbach's Alpha above 0.7 hence they can reliably measure discriminatory 

pricing. This is also a reason for the overall Cronbach's Alpha to be 0.918. 
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Table 4.7 Reliability test for all statements included in objective one (N=109) 

Statements Cronbach's Alpha 

Sometimes our tourists - customers are very time -sensitive, 

time is relatively important in pricing 
.917 

We use time pricing factor to convince tourists that there are no 

better substitutes to what we offer 
.916 

Time pricing is based on our production and service delivery 

costs 
.923 

Time pricing is used to reflect tourist’s perception of the value 

you deliver 
.911 

Our location pricing is based on specifications or design of our 

destinations of which tourists visits 
.907 

Our location pricing is based on the type of tourists we are 

trying to attract 
.914 

We are pricing higher than our competitors because of well-

designed destinations we take our tourists 
.913 

Our location pricing is based on the climatic condition of our 

destinations. 
.911 

Based on the customers we have realized that some customers 

are highly-motivated by the total value and care much less 

about price. 

.911 

Based on the buying situation, we are interested in recognizing 

that targeting for a specific type of customer is important in 

price segmentation 

.911 

In most cases we are dealing with pricing segment based on the 

standards and quality of hotel rooms and services 
.908 

Our pricing of segments is captured based on locations, higher 

prices where it makes sense in terms of attractions. 
.910 

Attractive destinations improve perceptions of tourists and 

hence simplifies pricing strategies 
.914 

Difference of image leads to premium pricing and increases 

consumer desire. 
.913 
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Image-based pricing is important to our company as it helps to 

act as a value-based pricing where the company uses to signal 

market value 

.908 

Our company uses perceptions of customer and the geographic 

area to price our products based on the difference image. 
.911 

Source; Filed Data, 2020 

4.5 Descriptive statistics on pricing discriminatory 

Analysis of the pricing discriminatory strategy involved four parameters to include 

time - based pricing, pricing of location, pricing of segments and difference of 

image. These variables were designed to answer questions which are related to how 

the tour operators use pricing discriminatory strategy to increase performance by 

attracting tourism. 

4.5.1 Descriptive statistics on time based pricing (N=109) 

Four statements were involved in obtaining information on time based pricing 

strategies. These statements were tourists - customers are very time –sensitive that’s 

time is relatively important in pricing, time pricing factor is used to convince tourists 

that there are no better substitutes to what the company offers, time pricing is based 

on production and service delivery costs and time pricing is used to reflect tourist’s 

perception of the value delivered. Table 4.8 provides descriptive information 

regarding the time based pricing strategies. 

Table 4.8 Descriptive statistics on time - based pricing (N=109) 

Statement Mean score SD 

Sometimes our tourists - customers are very time -

sensitive, time is relatively important in pricing 
2.74 .479 

We use time pricing factor to convince tourists that there 

are no better substitutes to what we offer 
2.63 .539 

Time pricing is based on our production and service 

delivery costs 
2.13 .771 

Time pricing is used to reflect tourist’s perception of the 

value  delivered 
2.33 .806 

Overall 2.46 .649 

Source: Field data, 2020 
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The results in Table 4.8 indicate that, the overall mean score of all items involved in 

time based pricing strategy is 2.46 while the standard deviation is 0.649. This means, 

tour operators agreed that the time based strategy is used frequently to attract the 

tourists to visit northern circuit of which Ruaha national park was mentioned as 

among major attraction in the area. Specifically, the results revealed that item which 

says sometimes tour operators considers tourists - customers as very time –sensitive 

thus time is relatively important in pricing scored the highest average of 2.74 

(SD=.479). This item has little dispersion and variability around the mean of the data 

set, on average.  

 

The justification given is that, the time spent during finding for the destinations 

requested by the tourists is used in setting prices. Sometimes tourists like normal 

customers tend to change the planned arrangement and decided to opt for new plans. 

It happens sometimes that, tourists requested to stay with some employees of the 

company for sometimes. This also is used to increase prices in the total package. 

Similarly, the parameter that asks if tour operators use time pricing factor to 

convince tourists that there are no better substitutes to what they offer recorded high 

average of 2.63 (SD=.539) signifying that data variability around the mean is very 

small. In addition, the items which asks whether time pricing is based on production 

and service delivery costs averaged 2.13 (SD=.771). This signifies that the item 

possess consistency data. The last item involved was time pricing is used to reflect 

tourist’s perception of the value delivered scored 2.33 (SD=.806). This indicates that, 

majority of the respondents agreed that, they are occasionally use this item to attract 

tourists to their company. 

4.5.2 Descriptive statistics on Pricing of location (N=109) 

Pricing based on location was also used to study the price discriminatory strategies. 

In this section four parameters were used to explain location pricing. These are 

location pricing is based on specifications or design of destinations of which tourists 

visits, location pricing is based on the type of tourists the company tries to attract, the 

company price higher than competitors because of well-designed destinations of 

which the company takes tourists and location pricing is based on the climatic 
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condition of destinations. The results of descriptive statistics are explained in table 

4.9. 

 

Table 4.9 Descriptive statistics on Pricing of location (N=109) 

Statement Mean score SD 

Our location pricing is based on specifications or design of 

our destinations of which tourists visits  
2.37 .801 

Our location pricing is based on the type of tourists we are 

trying to attract 
2.28 .705 

We are pricing higher than our competitors because of well-

designed destinations we take our tourists 
2.00 .782 

Our location pricing is based on the climatic condition of 

our destinations. 
2.11 .786 

Overall 
2.19 .769 

Source: Field data, 2020 

The results in Table 4.9also shows that, the overall mean score of all items involved 

in location pricing strategy is 2.19 while the standard deviation is 0.769. This further 

indicates that, tour operators have decided that location pricing is occasionally used 

to persuade tourists to visit northern circuit and hence increase the performance of 

tour operators. In this part, it was observed that almost all items involved were 

statistically accepted since the mean scores and standard deviation show little 

dispersion and variability around the mean of the data set. Specifically, the study 

revealed that, the item which says the location pricing is based on specifications or 

design of destinations of which tourists visit scored the highest average of 2.37 

(SD=.801). The justification obtained is that, tourists are willing to pay any charges 

as long as the destination is planned with attractive and new features based on the 

natural designs to reflect the local attractions. In most cases many companies 

operating in the northern circuits uses historical and natural attraction to attract the 

tourists. 

 

On the other hand, it was also found that, the parameter that asks if location pricing 

is based on the type of tourists recorded high average of 2.28 (SD=.705). This also 

suggest that, different tourists have different needs in terms of location. It was 
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observed that, tourists from china prefer different kinds of landscapes with different 

feature so the tour operators are supposed to take them to the destinations which 

display the landscapes. The tourists from France and America prefer beautiful 

animals and birds and therefore they are supposed to be taken to the areas which 

possess these organisms. 

 

Apart from that, the statement which stated that pricing higher than competitors 

because of well-designed destinations is based on production and service delivery 

costs averaged 2.00 (SD=.782). This indicates that, this item has consistency data. 

Also the item which involves location pricing on the climatic condition of 

destinations scored 2.11 (SD=.789). This also shows that, majority of the tour 

operators accepted that, they are occasionally use this item to attract tourists to their 

company. According to Morrison, (2013) locations that attracts visitors, are 

characterized by managerial boundaries which ranges from big to small country, 

states, provinces, territories, regions, counties and cities inside single countries 

qualify as destination. Further the study suggested that location where visitors can be 

accommodated overnight should have proper and attractive features. In addition they 

should contain destination mix for visitors other than overnight accommodations, 

such as restaurants. Attractions plus events, transportation, infrastructure, hospitality 

resources and other considerations for destination mix. Apart from that, locations 

should be attached with considerable marketing strategies to communicate the 

benefits of the location to potential visitors. 

4.5.3 Descriptive statistics on Pricing of segments (N=109) 

Descriptive statistics of the pricing based on the segments had the following items. 

Based on the customers, the tour operators have realized that some customers are 

highly-motivated by the total value and care much less about price, based on the 

buying situation, tour operators are interested in recognizing that targeting for a 

specific type of customer is important in price segmentation, in most cases  tour 

operators are dealing with pricing segment based on the standards and quality of 

hotel rooms and services and pricing of segments is captured based on locations, 

higher prices where it makes sense in terms of attractions. The results of this section 

is presented in table 4.10 
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Table 4.10 Descriptive statistics on Pricing of segments (N=109) 

Statement Mean score SD 

We have realized that some tourists are highly-motivated by 

the total value and care much less about price. 
2.12 .802 

Based on the buying situation, we are interested in 

recognizing that targeting for a specific type of tourists is 

important in price segmentation 

2.20 .767 

In most cases we are dealing with pricing segment based on 

the standards and quality of hotel rooms and services 
2.37 .754 

Our pricing of segments is captured based on locations, 

higher prices where it makes sense in terms of attractions. 
2.38 .691 

Overall 
2.27 .754 

Source: Field data, 2020 

Table 4.10 indicates that, the overall mean score of items in pricing based on 

segments strategy is 2.27 while the standard deviation is 0.754. This proves the fact 

that, tour operators have mostly decided that pricing based on the segments is done 

occasionally but it is important for the performance of tour operators. Generally, the 

study revealed that, there is a little dispersion and variability around the mean of the 

data set which suggest that segments need to be considered during planning for 

prices. Segmentation was found to help managers to improve company’s 

understanding of why tourist’s visits destinations, therefore tour operators can have a 

clear base of understanding of the tourists and better ways for planning on pricing. 

Knowing tourists can adequately help to formulate and implement pricing marketing 

plan more successfully. Apart from that, it was found that, segmentations help the 

tourists to be satisfied. This is because, every tourist has his own need and therefore 

they cannot be put in one cup. Having different segments means satisfying almost all 

tourists. Different tourists prefer different styles of hotel rooms and different 

transportation. 

 

Tourists have difference income levels, difference age and difference sex. Therefore 

they possibly have different needs. Based on this, it was revealed that, tourism 

marketers especially tour operators can cater needs of tourists more effectively by 
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segmenting the services and set prices based on this segmentation. In marketing 

tourism products, segmentation is relevant to the modern tourism marketing 

practices. The study revealed that, segmenting markets in tourisms   ensures both 

maximum satisfactions to tourists and maximum sales to the tour operating company. 

The more the tourists are satisfied, the more the tour company increase the financial 

and non-financial performance. It was observed that, maximum tourist’s satisfaction 

is the master key to the performance of tour operators. This is because, tourists can 

have choices and products as per their needs and this can give a wider chance for 

increasing performances. Past studies have suggested that tourism market 

segmentation is mostly related with profitability because of the flexibility of pricing 

the products. Tour operators can study the needs of the specific group of tourists and 

design the destinations especially the products of interest. No tourist will resist 

paying for a product if the product is designed based on the need. 

 

The studies further suggest that, market segmentation in tourism increase the 

effective use of the valuable available resources. In this way, tourism resources are 

allocated and used by the tour operators exactly as per tourism market needs. It helps 

to avoid mismatching between what tour operators offer and what the tourists needs. 

Valuable resources like transportation, accommodations and time can be planned and 

utilized more effectively by fixing prices based on the level of segmentation. Apart 

from that, pricing for segments can be used as competitive advantage strategy. As a 

result of proper tourism market segmentation, a tourism company can treat its 

tourists more effectively than competitors. It then improves competitive strength of 

the tour operating company. In this way, company can respond strongly to the 

competitor and prevent the entry of competitors. Proper pricing in tourism products 

can help to defeat competitors. 

 

Specifically, the study revealed that, the item which says the tour operators have 

realized that some tourists are highly-motivated by the total value and care much less 

about price scored the highest average of 2.12 (SD=.802). The justification obtained 

is that, tourists are able and willing to pay any charges as long as they see value it. In 

this way, the study found that most of the tour operators are designed based on the 

value and qualities they can be able to give to the tourists. 
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 Also, the study revealed that, the item which stated that “based on the buying 

situation, we are interested in recognizing that targeting for a specific type of tourists 

is important in price segmentation recorded high mean average of 2.20 (SD=.767). 

This shows that, segmentation is more effective if tour operators decide to plan for 

targets instead of dealing with the entire group of tourists. Additionally, the 

parameter which stated that “In most cases we are dealing with pricing segment 

based on the standards and quality of hotel rooms and services” was found to have a 

mean average of 2.37 (SD=.754). This further indicates that, the item has consistency 

data and that quality of hotel room with different styles is the basic key for pricing 

the segments. Similarly, it was observed that. Also the item which stated that “Our 

pricing of segments is captured based on locations, higher prices where it makes 

sense in terms of attractions had scored 2.38 (SD=.691). This also suggests that, 

location plays important role in pricing for segments. Locations with proper 

attraction can be charged higher as compared to the location with minimum attractive 

features. 

4.5.4 Descriptive statistics on image-based pricing(N=109) 

In this part, four parameters were used to explain image based pricing, these are 

attractive destinations improve perceptions of tourists and hence simplifies pricing 

strategies, difference of images lead to premium pricing and increases tourists desire, 

image based pricing is important in tour company as it helps to act as a value based 

pricing where the company uses to signal market value, tour company uses 

perceptions of tourists and the geographic area to price products based on the 

difference image, table 4.11 provides descriptive results based on the image based 

pricing. 
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Table 4.11 Descriptive statistics on image based pricing (N=109) 

Statement Mean score SD 

Attractive destinations improve perceptions of tourists and 

hence simplifies pricing strategies 
2.07 .766 

Difference of image leads to premium pricing and 

increases consumer desire. 
2.06 .698 

Image-based pricing is important to our company as it 

helps to act as a value-based pricing where the company 

uses to signal market value 

2.28 .759 

Our company uses perceptions of tourists and the 

geographic area to price our products based on the 

difference image. 

2.21 .734 

Overall 2.16 0.739 

Source: Field data, 2020 

 

Table 4.11 informs that tour operators have agreed that, image based pricing have 

helped them to increase performance. This is because the overall mean score 

averaged to 2.16 (SD= .739). Generally, there is a better chance that managers of 

tour operators can increase the performance of their companies if they understand the 

importance of image based pricing. It was found that, a company with good image 

can attract the big number of tourists and increase the revenues to the company. 

Generally, image pricing deals with setting prices artificially higher than a normal 

price so as to attract the tourists by making them believe that the products is of high 

quality. During data collection, it was revealed that. Image creation is directly related 

with image pricing and hence increases the performance. This is because tourists 

tend to recognize the tour operators if they have a strong brand. This can be obtained 

through hard works to build tourists recognition towards the company. It further 

means that, when a tourist visits a particular destination or considering a tour 

company to perform a service, he always recognizes the company in the running. 

Tourists are far more likely to choose a brand that they recognize over something 

unfamiliar, even if they don’t know a great deal about the tour company at the time.  
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The second factor observed is that, image pricing is important because the companies 

brand is what differentiates the company from the competitors. It happens when the 

tourists visits and recognizes and back up the brand. This helps to offer a competitive 

edge to the tour company in respect to the pricing the hospitality services. It was 

observed further that, when tour operating company wants to introduce new product, 

it will be easy to come up with high prices because the tourist have already created 

better image in their minds. This is also important when the company has already had 

a strong brand and loyal tourists in their lists. 

 

Specifically, the study found that, the item which says attractive destinations improve 

perceptions of tourists and hence simplifies pricing strategies had means score 

averaged to2.07 (SD=.766). Also, the study revealed that, the item which stated that 

difference of image leads to premium pricing and increases consumer desire recorded 

high mean average of 2.06 (SD=.698). This also shows that, both items are important 

to increase performance if planned well. On the other hand, the parameters which 

stated that “Image-based pricing is important to our company as it helps to act as a 

value-based pricing where the company uses to signal market value” and “Our 

company uses perceptions of tourists and the geographic area to price our products 

based on the difference image” were found to have means scores averaged to 

2.28(SD=.759) and 2.21 (SD=.734) respectively. This further indicates that, these 

items have consistency data and that performance of tour operators is likely to 

increase if the managers plan well on the value-based pricing and by making tourists 

to have positive perceptions toward the tour operating company. 

4.6 Reliability test for promotional pricing (N=109) 

In order to effectively measure the influence of promotional pricing on the 

performance of tour operators, the variables involved to define promotional pricing 

were tested to find out the degree to which they can consistently and stably measure 

promotional pricing. The findings indicate that, the Cronbach's Alpha for the overall 

items was 0.794 which is above a recommended level of acceptance of 0.7. Hence 

the promotional pricing had reliable measure, table 4.12. 



45 
 

Table 4.12Reliability test for promotional pricing (N=109) 

Reliability Statistics 

Cronbach's Alpha N of Items 

.794 9 

Source; Field Data, 2020 

4.6.1   Reliability test for all statements included in objective two (N=109) 

The objective two of this study involved assessing the promotional pricing and its 

impact on the performance of tour operators. Reliability test was performed across 9 

statements of promotional pricing. The findings in table 4.13 suggested that, all these 

statements had Cronbach's Alpha above 0.7 hence they can reliably measure 

promotional pricing. This is also a reason for the overall Cronbach's Alpha to be 

0.794. 

 

Table 4.13 Reliability test for all statements included in objective two (N=109) 

Statements Cronbach's Alpha 

we are using discounting pricing in the introductory stage of 

a new services by accepting a lower profit margin and pricing 

relatively low 

.741 

our company reduces prices as a competitive strategy to win 

competition 
.701 

Our company uses discounting strategy when the number of 

tourists decreases relative to past time 
.764 

Our company charges tourists based on hours spent at the 

events 
.789 

Our company charges tourists based on requirements at the 

events 
.769 

Our company charges tourists hourly and add-ons to cover 

expenses at events 
.732 

Our company use price competition so as to dominate the 

market. 
.757 



46 
 

Our company uses price leadership to eliminates the 

possibility of a price-war 
.777 

Our company uses price leadership to secure a higher profit 

margin for the company 
.755 

Source; Filed Data, 2020 

4.7 Descriptive statistics on promotional pricing (N=109) 

Analysis of the promotional pricing strategy involved three parameters including 

price discounting, event pricing and leader pricing. These variables were designed to 

answer questions which are related to how the tour operators use promotional pricing 

to increase performance by attracting tourism.  

4.7.1 Descriptive statistics on price discounting (N=109) 

Price discounting construct involves three parameters which were “we are using 

discounting pricing in the introductory stage of a new services by accepting a lower 

profit margin and pricing relatively low”, “our company reduces prices as a 

competitive strategy to win competition”, “our Company uses discounting strategy 

when the number of tourists decreases relative to past time”. Table 4.8 provides 

descriptive information regarding the price discounting. 

Table 4.14 Descriptive statistics on price discounting (N=109) 

Statements Mean score SD 

we are using discounting pricing in the 

introductory stage of a new services by accepting 

a lower profit margin and pricing relatively low 

2.35 .658 

our company reduces prices as a competitive 

strategy to win competition 
2.24 .792 

Our company uses discounting strategy when the 

number of tourists decreases relative to past time 
2.18 .852 

Overall 
2.26 0.767 

Source; Filed Data, 2020 
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Table 4.14 indicates that, the results of the mean and standard deviation score of 

overall price discountinghad little dispersion and variability around the mean of the 

data set with 2.26 (SD=0.767). So the values in statistical data set of all parameters 

are close to the mean of a sample population. Generally, the items which showed 

little variability around the mean of data set, reflects a small amount of variation in 

the groups or characteristics of tour operators that was being surveyed. Generally, the 

mean score of above 2 indicates that, majority of the tour operators agreed that price 

discounting is crucial for increasing performances. The justification is that, price 

discounting offers decreased price which helps to increase tourist traffics to a certain 

destination. This generally results to the increase revenues of the tour operators. The 

study revealed that, most of the tour operators apply loyalty member discounts to 

increase sales especially to those tourists who are the permanent members of the 

company. It was observed that, this strategy has helped most of companies to return 

tourists and increase the performance since loyal tourists always create a continuous 

trend in profit. 

 

Apart from that, tour operators use seasonal discounts as the method of discounting. 

This was revealed to the tour operators with some events or seasonal like Christmas 

and summer time. The strategy is used to attract the tourists as it helps to make sense 

by considering that there are high and low seasons where the number of tourists 

increases and decreases in the respective of the available companies. Additionally, 

volume discounts is used when tourists pays large amount of money for the trips on 

destinations visited. It also involves the large number of hotel rooms of which the 

tourists pay in order to stay. 

 

Specifically, the study found that, the item which says “we are using discounting 

pricing in the introductory stage of a new services by accepting a lower profit margin 

and pricing relatively low” had means score averaged to 2.35 (SD=.658).Also, the 

study revealed that, the item which stated that “our company reduces prices as a 

competitive strategy to win competition recorded high mean average of 2.24 

(SD=.792). Also, the study found that, the statement “Our company uses discounting 

strategy when the number of tourists decreases relative to past time means scores 

averaged to 2.18(SD=.852). This further indicates that, these items have consistency 
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data and that performance of tour operators is likely to increase if the managers plan 

well on the discounting pricing strategy. 

4.7.2 Descriptive statistics on event pricing (N=109) 

Event pricing involves three parameters which were “Our Company charges tourists 

based on hours spent at the events”, “Our Company charges tourists based on 

requirements at the events”, “Our Company charges tourists hourly and add-ons to 

cover expenses at events”. Table 4.15 provides descriptive information regarding the 

event pricing. 

Table 4.15 Descriptive statistics on event pricing(N=109) 

Statement 
Mean score SD 

Our company charges tourists based on hours spent at 

the events 
2.77 .502 

Our company charges tourists based on requirements at 

the events 
2.70 .500 

Our company charges tourists hourly and add-ons to 

cover expenses at events 
2.41 .596 

Overall 
2.63 0.533 

Source; Filed Data, 2020 

 

Results in table 4.15 shows that, the overall mean score and standard deviation of 

event pricing had a little dispersion and variability around the mean of the data set 

with 2.63 (SD=0.533).This suggests that, tour operators agreed that, they use event 

pricing to attract tourists and increase the performance of their firm. The study 

revealed that, event pricing is used for tourism development as it offers clear 

awareness, improve and create positive image and profile of the tour operating 

company. Also the study revealed that tour operators face align tourism activities 

with major events strategies to promote tourism growth. It was observed that events 

act as catalysts to improve images for business especially in conventions and trade 

shows. Most of the tour operators use sabasaba and nanenane trade shows to increase 

awareness of which they tend to value the events by providing low prices as 
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compared to the normal prices during normal seasons. This has helped them to 

increase sales of their service. Apart from that, tour operators decrease prices during 

events such as leisure travel like sports events and cultural festivals. 

 

Generally, the study revealed that, there is a close links between major events pricing 

and tourism development which is also connected to the performance of the tour 

operators. Additionally, it was found that, events pricing is mostly associated with 

the cultural tourism and the events observed are as follows. The first on is 

professional shows in theatres, concerts and art exhibitions. The study revealed that, 

events such as drama theatre, musicals, concerts of contemporary music, exhibitions 

of artwork such as paintings, fashion and design can be priced and bring profits to 

the tour company. The second events observed were visiting the architectural 

museums located in Iringa region. Also the buildings of different museums play a 

key part in pricing the events. Apart from that, Iringa region has various traditional 

events with Hehe tribes made up of different kind of traditions which create a special 

way of living which attract many tourists. Apart from that, Iringa region has 

historical events. The study revealed that, areas created by the history of chief 

Mkwawa are one of the best areas with some important features that tourists tend to 

visit. 

 

Furthermore, the study found that, pricing of event is an important component of tour 

operator’s event planning process. In this way tour operators can set the right ticket 

prices which can actually increase sales and help the company to earn more 

revenues. However, the study revealed that, majority of the tour operators fail to 

choose the right event pricing strategy which can really bring the success. One of the 

experienced tour operators suggested that 

 

“we are using several ways of pricing events but the 

common events we are always dealing with are cultural 

celebrations, arts and entertainment with traditional 

songs, business and trade show cases like sabasaba and 

nanenane, sport competitions and recreational” 

 

It was further revealed that  

“Majority of the cases festivals and events are organized 

primarily for local residents. These events are small and 
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have limited or none tourist attractiveness but they can still 

function as a valuable opportunity for visitors to the area. 

Therefore by pricing these local events tour operators can 

commercialized them and benefit the company” 

 

On the other hand, one of the female young tour operators noted that pricing events 

in tourism is important as it helps them to increase sales and attract new tourist in the 

destination. She pointed that 

 

“We are pricing the event in tourism at very low charges so 

as to attract more tourists especially during off-peak 

seasons. This helps us to serve as a catalyst for increasing 

the tourism capacity of the destination, to foster a positive 

destination image, to contribute to general place marketing 

and to animate specific attractions or areas” 

 

Apart from that, the study revealed that, the statements which says that, “Our 

company charges tourists based on hours spent at the events was found to have a 

means scores and standard deviation of 2.77 (SD=0.502). This further suggests that, 

this parameter is important for the performance of tour operators. Also, the statement 

“Our company charges tourists based on requirements at the events” was analyzed to 

have 2.70 (SD=0.500) which also shows that, the variable is important in explaining 

the performance and that there is a possibility of increasing performance is efforts are 

done to increase the works toward requirements of the tourists. Apart from that, the 

statement which says that “Our company charges tourists hourly and add-ons to 

cover expenses at events” was found to have 2.41 (SD=0.596). This also suggests 

that, charging tourist per hour and add-ons to cover expenses at event is important to 

bring revenue and attracts other tourists in the company. 

4.7.3 Descriptive statistics on leader pricing(N=109) 

Event pricing involves three parameters which were “Our Company charges tourists 

based on hours spent at the events”, “Our Company charges tourists based on 

requirements at the events”, “Our Company charges tourists hourly and add-ons to 

cover expenses at events”. Table 4.15 provides descriptive information regarding the 

event pricing. 
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Table 4.16 Descriptive statistics on leader pricing (N=109) 

Statements  
Mean score 

Std. 

Deviation 

Our company use price competition so as to 

dominate the market. 
2.64 .553 

Our company uses price leadership to eliminates 

the possibility of a price-war 
2.51 .647 

Our company uses price leadership to secure a 

higher profit margin for the company 
2.44 .645 

Overall 2.53 .615 

 

The results in Table 4.16 indicate that the overall mean score and the standard 

deviation is 2.53 (SD =.615). This suggests that majority of the managers of tour 

operating companies agree that, the leader pricing has helped them to defeat their 

competitions and hence increase the performance of their firms. On the other hand, 

the study revealed that the parameter which says the company use price competition 

so as to dominate the market scored the highest average of 2.64 (SD=.553) signifying 

that tour operators uses leader price competition to increase the performance. This 

parameter has little dispersion and variability around the mean of the data set, on 

average. So the values in statistical data set are close to the mean of a sample 

population. 

 

Similarly, the parameter that asks if the company uses price leadership to eliminates 

the possibility of a price-war recorded high average of 2.51 (SD=.647), this also 

signifies that price leadership is used to eliminate the possibility of the price war with 

the competitors. Besides, the items which asks whether the company uses price 

leadership to secure a higher profit margin for the company averaged 2.44 (SD=.645) 

signifying that the item possess consistency data and that price leadership highly 

secure a high profit margin for the company. 

 

Generally, the findings on this objective revealed that promotional pricing is used for 

benefit of driving revenue in tour Company in a short term manner. Tour operating 

companies which need quick cash to cover short-term commitments turn to 

promotional discounts. Tour companies normally use promotional pricing so as to 
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maintain proper increase in performance. Also different benefit with promotional 

pricing strategies relate to tourists retention. In this case, tour operating companies 

usually offer promotional discounts as rewards to loyal tourists for frequent and 

ongoing purchases. 

Apart from that, promotional pricing in tourism carries strong psychological weight 

in the value-oriented tourism market. This is done by simply placing a red sale tag on 

tourism products which cause good portions of tourists to presume that tourism 

products have better values proposition than they could get elsewhere. In this way, 

sales promotions can offer slight discounts of regular tourism prices which are excess 

compared to what other competitors can charge. 

4.8 Reliability test for psychological pricing (N=109) 

In order to effectively measure the influence of psychological pricing on the 

performance of tour operators, the variables involved to define psychological pricing 

were tested to find out the degree to which they can consistently and stably measure 

psychological pricing. The findings indicate that, the Cronbach's Alpha for the 

overall items was 0.769 which is above a recommended level of acceptance of 0.7. 

Hence the psychological pricing had reliable measure, table 4.17. 

 

Table 4.17Reliability test for psychological pricing (N=109) 

Reliability Statistics 

Cronbach's Alpha N of Items 

.769 9 

4.8.1    Reliability test for all statements included in objective three (N=109) 

The objective three of this study involved assessing the psychological pricing and its 

impact on the performance of tour operators. Reliability test was performed across 9 

statements of psychological pricing. The findings in table 4.18 suggested that, all 

these statements had Cronbach's Alpha above 0.7 hence they can reliably measure 

psychological pricing. This is also a reason for the overall Cronbach's Alpha to be 

0.769. 
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Table 4.18Reliability test for all statements included in objective three (N=109) 

Statements Cronbach's Alpha 

The company uses beliefs that certain prices or price ranges 

are more appealing to tourists 
.776 

The company believes that pricing items just under a whole 

number makes the price seem like a bargain. Tourists focus 

only on the first number 

.726 

The company uses odd even pricing because most of the 

tourists do not bother to think twice about the price our 

company offer 

.705 

The practice of pricing goods at a high level is good in order 

to give the appearance of quality 
.752 

Most of the tourists are high income earners and therefore it is 

prestige for them to pay high prices 
.718 

The company sets prices at high levels so as to increase and 

maintain our status and image 
.756 

The company offers two similar products simultaneously but 

making one product's price much more attractive than the 

other. 

.732 

Comparing prices has helped to attract tourists and let them 

choose between price of the products 
.787 

Comparing prices has helped to attract tourists and let them 

choose between price of the products 
.757 

4.9 Descriptive statistics on psychological pricing (N=109) 

Analysis of the psychological pricing strategy involved three parameters odd-even 

pricing, prestige and comparative pricing. These variables were designed to answer 

questions which are related to how the tour operators use psychological pricing to 

increase performance by attracting tourists. 
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4.9.1 Descriptive statistics on odd-even pricing (N=109) 

Odd-even pricing construct involves three parameters which were “The company 

uses beliefs that certain prices or price ranges are more appealing to tourists”, “The 

company believes that pricing items just under a whole number makes the price seem 

like a bargain. Tourists focus only on the first number”, “The company uses odd 

even pricing because most of the tourists do not bother to think twice about the price 

our company offer”. Table 4.19 provides descriptive information regarding the odd 

even pricing. 

Table 4.19 Descriptive statistics on odd even pricing (N=109) 

Statements 
Mean score Std. Deviation 

The company uses beliefs that certain 

prices or price ranges are more appealing 

to tourists 

2.34 .784 

The company believes that pricing items 

just under a whole number makes the 

price seem like a bargain. Tourists focus 

only on the first number 

2.92 .747 

The company uses odd even pricing 

because most of the tourists do not bother 

to think twice about the price our 

company offer 

2.95 .738 

Overall                   

2.73 

                               

.756 

 

The results in Table 4.19 suggests that, the overall mean score and the standard 

deviation is 2.73 (SD =.756). This means that most of the managers of tour operating 

companies agree that, the odd even pricing has helped them to psychologically 

influence tourists by having numeric value which is utilized to affect the tourist's 

perception of product value. This is supported by all statements involved of which 

“The Company uses beliefs that certain prices or price ranges are more appealing to 

tourists” was found to have scored the highest average of 2.34 (SD=.784) indicating 

that, tour operators uses odd even pricing to increase the performance. 
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Correspondingly, the parameter that asks “The Company believes that pricing items 

just under a whole number makes the price seem like a bargain. Tourists focus only 

on the first number” recorded high average of 2.92(SD=.747), this also signifies that 

odd even pricing is used to increase performance with 2.95 (SD=.638) 

4.9.2 Descriptive statistics on prestige pricing (N=109) 

Prestige pricing construct involves three parameters which were “The practice of 

pricing goods at a high level is good in order to give the appearance of quality”, “The 

company uses beliefs that certain prices or price ranges are more appealing to 

tourists”, “The company uses beliefs that certain prices or price ranges are more 

appealing to tourists”. Table 4.20 provides descriptive information regarding the odd 

even pricing. 

Table 4.20 Descriptive statistics on prestige pricing (N=109) 

Statement  
Mean score Std. Deviation 

The practice of pricing goods at a high 

level is good in order to give the 

appearance of quality 

1.72 .546 

The company uses beliefs that certain 

prices or price ranges are more 

appealing to tourists 

2.34 .784 

The company uses beliefs that certain 

prices or price ranges are more 

appealing to tourists 

2.34 .784 

Overall                          

2.13 

                            

.705 

 

Table 4.20 shows that, prestige pricing is also an important parameter to be 

considered in the performance of tour operators. This is because almost all 

respondents suggested that, the use the strategy to increase performance. The overall 

mean score and standard deviation recorded 2.13(SD=.705). The justification 

obtained is that, using prestige pricing strategies helps the tour operators to be able to 

learn the tourists and psychologically have a marketing advantage by convincing 
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tourists to have an added value and advantage of the tourist's assumption that one 

brand's product is of a higher quality than the competitors because it costs more. On 

the other hand, the parameters which starts that “The practice of pricing goods at a 

high level is good in order to give the appearance of quality” scored 1.72 (SD=.546) 

while “The company uses beliefs that certain prices or price ranges are more 

appealing to tourists” scored 2.34(SD=.784). Also, the statement which said that 

“The Company uses beliefs that certain prices or price ranges are more appealing to 

tourists” recorded high values of 2.34(SD=.784). 

4.9.3 Descriptive statistics on Comparative pricing (N=109) 

Comparative pricing construct involves three parameters which were “Our company 

uses price leadership to secure a higher profit margin for the company”, “The 

Company uses beliefs that certain prices or price ranges are more appealing to 

tourists”, “Sometimes our tourists - customers are very time -sensitive, time is 

relatively important in pricing”. Table 4.21 provides descriptive information 

regarding the comparative pricing. 

Table 4.21 Descriptive statistics on Comparative pricing (N=109) 

Statements 
Mean score 

Std. 

Deviation 

Our company uses price leadership to secure a 

higher profit margin for the company 
2.44 .645 

The company uses beliefs that certain prices or price 

ranges are more appealing to tourists 
2.34 .784 

Sometimes our tourists - customers are very time -

sensitive, time is relatively important in pricing 
2.74 .479 

Overall 2.51 .636 

 

According to results in table 4.21, comparative pricing recorded overall score of 

2.51(SD=.636). This suggests that, tour operators compare prices with those of 

competitors to position their prices in a favorable light. This favorite technique has 

helped them to increase performance because it attracts many tourists. Bu involving 

two similar products simultaneously tour operators can make one of their product's 
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prices much more attractive than the other. This is supported by the mean scores of 

all items involves which ranges between 2.34 and 2.74 in mean score and 0.645 and 

0.784 in standard deviation. Specifically, the statement which explained that “Our 

Company uses price leadership to secure a higher profit margin for the company” 

recorded a mean score of 2.44 (SD=.645) which indicates that the item possess 

consistency data. In addition, the item which indicates that “The Company uses 

beliefs that certain prices or price ranges are more appealing to tourists”, had a mean 

score of 2.44 (SD=.784) while the statement “Sometimes our tourists - customers are 

very time -sensitive, time is relatively important in pricing” scored a mean of 2.74 

(SD=.479). 

4.10 Reliability test for Pioneering pricing (N=109) 

In order to effectively measure the influence of pioneering pricing on the 

performance of tour operators, the variables involved to define pioneering pricing 

were tested to find out the degree to which they can consistently and stably measure 

pioneering pricing. The findings indicate that, the Cronbach's Alpha for the overall 

items was 0.831 which is above a recommended level of acceptance of 0.7. Hence 

the pioneering pricing had reliable measure, table 4.22. 

Table 4.22Reliability test for Pioneering pricing(N=109) 

Reliability Statistics 

Cronbach's Alpha N of Items 

.831 9 

4.10.1   Reliability test for all statements included in objective four (N=109) 

The objective three of this study involved assessing the pioneering pricing and its 

impact on the performance of tour operators. Reliability test was performed across 9 

statements of pioneering pricing. The findings in table 4.23 suggested that, all these 

statements had Cronbach's Alpha above 0.7 hence they can reliably measure 

pioneering pricing. This is also a reason for the overall Cronbach's Alpha to be 0.831. 
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Table 4.22Reliability test for all statements included in objective three (N=109) 

Statements 
Cronbach's Alpha 

Our company sets prices initially at low to rapidly reach a 

wide fraction of the market 
.796 

Our company sets prices initially at low to initiate word of 

mouth. 
.868 

Our company sets prices initially at low in the expectation 

that tourists will switch to the new brand because of the lower 

price 

.740 

Our company sets prices initially at high because tourists 

compare prices with quality 
.728 

Our company sets prices initially at high to introducing a new 

or innovative product 
.894 

Our company sets prices initially at high because tourists use 

price to satisfy their needs against the same characteristics of 

substitutes 

.796 

Our company sets different prices for the same products on 

the basis of differing tourists type 
.779 

Our company sets different prices for the same products on 

the basis of time of purchase 
.805 

Our company uses differential prices as a flexible pricing 

strategy to attract tourists 
.834 

4.10.2 Descriptive statistics on penetration pricing(N=109) 

Penetration pricing involves three parameters which were “Our Company sets prices 

initially at low to rapidly reach a wide fraction of the market”, “Our Company sets 

prices initially at low to initiate word of mouth.”, “Our Company sets prices initially 

at low in the expectation that tourists will switch to the new brand because of the 

lower price”. Table 4.23 provides descriptive information regarding the penetration 

pricing. 
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Table 4.23 Descriptive statistics on penetration pricing(N=109) 

Statement 
Mean scores Std. Deviation 

Our company sets prices initially at low 

to rapidly reach a wide fraction of the 

market 

2.34 .784 

Our company sets prices initially at low 

to initiate word of mouth. 
2.64 .553 

Our company sets prices initially at low 

in the expectation that tourists will switch 

to the new brand because of the lower 

price 

2.10 .757 

Overall                          

2.36 

                              

.698 

 

Table 4.23 indicates that, penetration pricing is another important parameter with a 

mean score of 2.36 (SD=.698). This means that most of the tour operators agreed 

that, setting low initial prices, is important in increasing performance of tour 

operators through increasing word of mouth, improving expectation that tourists will 

switch to the new brand and by widening fraction of market. These findings are 

supported by results in all three parameters. Specifically, the findings in the 

statement which says that “Our Company sets prices initially at low to rapidly reach 

a wide fraction of the market” was found to have a mean score of 2.34 (SD=.784) 

while the statement “Our Company sets prices initially at low to initiate word of 

mouth.” Had a mean score of 2.64 (SD=.553). On the other hand, the statement “Our 

Company sets prices initially at low in the expectation that tourists will switch to the 

new brand because of the lower price” was found to have a mean score and standard 

deviation of 2.10 (SD=.757). 

4.10.3 Descriptive statistics on skimming pricing (N=109) 

Skimming pricing also included three items which are “Our Company sets prices 

initially at high because tourists compare prices with quality”, “Our Company sets 

prices initially at high to introducing a new or innovative product”, “Our Company 

sets prices initially at high because tourists use price to satisfy their needs against the 
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same characteristics of substitutes”. Table 4.24 provides descriptive information 

regarding the odd even pricing. 

Table 4.24 Descriptive statistics on skimming pricing (N=109) 

Statements 
Mean score Std. Deviation 

Our company sets prices initially at high 

because tourists compare prices with 

quality 

2.09 .788 

Our company sets prices initially at high to 

introducing a new or innovative product 
2.02 .745 

Our company sets prices initially at high 

because tourists use price to satisfy their 

needs against the same characteristics of 

substitutes 

2.03 .700 

Overall                        

2.05 

                            

.744 

 

Findings in table 4.24 indicates that, skimming pricing strategy has a mean score of 

2.05 (SD=.744). This means that, skimming pricing strategy is important factor for 

increasing performance of tour operators. It further suggests that, there is a 

possibility that performance will increase if efforts are made in improving skimming 

prices. The justification of this is that, setting prices initially at high levels means 

increasing the perceptions of the tourists in the positive way. This means that tourists 

will assume a service or a product to be of high quality and then be attracted toward 

the products. This observation is supported by all the three statements included in 

studying skimming pricing. Specifically, “Our Company sets prices initially at high 

because tourists compare prices with quality” was found to have a mean score of 

2.09 (SD = .788) with the statement “Our Company sets prices initially at high to 

introducing a new or innovative product” was analyzed to have a mean score of 2.02 

(SD = .745). Additionally, the statement which starts that “Our Company sets prices 

initially at high because tourists use price to satisfy their needs against the same 

characteristics of substitutes” had a mean score and standard deviation of  2.03 

(SD=.700). The study further observed that, price skimming helps the tour 
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companies to introduce a new or innovative product by setting the highest initial 

price that tourists can really desire the products and willing to pay. This generally 

helps the company to increase the quality and have ability to satisfy their needs 

against the same characteristics of substitutes. 

4.10.4 Descriptive Statistics on Differential Pricing (N=109) 

Differential pricing involves three parameters “Our Company sets different prices for 

the same products on the basis of differing tourist’s type”; “Our Company sets 

different prices for the same products on the basis of time of purchase” and “Our 

Company uses differential prices as a flexible pricing strategy to attract tourists”. 

Table 4.25 provides descriptive information regarding the differential pricing. 

Table 4.25 Descriptive Statistics on Differential Pricing (N=109) 

Statement 
Mean scores Std. Deviation 

Our company sets different prices for 

the same products on the basis of 

differing tourist’s type 

2.20 .803 

Our company sets different prices for 

the same products on the basis of time 

of purchase 

2.21 .829 

Our company uses differential prices 

as a flexible pricing strategy to attract 

tourists 

2.43 .725 

Overall                            

2.28 
.785 

 

Table 4.25 shows that, the differential pricing strategy is another important factor for 

the performance of tour operators. Generally this strategy was found to have the 

overall mean score of 2.28(SD=.785). This means that, setting different prices for 

some tourism products influence tourists to visit various destinations and therefore 

expanding the possibility of increasing the performance. This is supported by all the 

items involved.  In this study, the parameter which states that “Our Company sets 

different prices for the same products on the basis of differing tourist’s type” had a 
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mean score and standard deviation of 2.20 (SD=.803)while “Our Company sets 

different prices for the same products on the basis of time of purchase” recorded 2.21 

(SD=.829) and “Our Company uses differential prices as a flexible pricing strategy to 

attract tourists” recorded 2.43 (SD=.725). 

4.11 Results of the Inferential Analysis 

In this study, linear multiple regression model was used to test the relationship 

between generic pricing strategies and the performance of tour operators. In testing 

the relationship, four assumptions of linear multiple regression model were analyzed. 

The first assumptions state that multiple linear regressions require the relationship 

between the independent and dependent variables to be linear. The second 

assumption is that multiple linear regression analysis requires that the errors between 

observed and predicted values meaning the residuals of the regression should be 

normally distributed. The third assumption is that multiple linear regressions assume 

that there is no multicollinearity in the data.  Multicollinearity occurs when the 

independent variables are too highly correlated with each other. The last assumption 

of multiple linear regressions is homoscedasticity Hair et al., 2010). On the other 

hand, Structural Equation Modeling (SEM) was used to understand the relationships 

among multiple latent variables (Hair et al., 2010). These techniques helped also to 

test hypothesis of the study. 

4.11.1 Results of the Inferential Analysis for objective One 

The finding suggests that, variables included in pricing discriminatory strategy are 

good measures of the tour performance. This is because, the values of R – square is 

0.395 (40%) meaning that the variable included in the model explain ROI by 40 % 

and F test which is explained by ANOVA is 16.989 while p value is 0.000 (p<0.05). 

This shows that, the model of pricing discriminatory strategy is acceptable. Table 

4.26 and table 4.27below show it. 
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Table 4.26 Model Summary for Objective One: Pricing Discriminatory (109) 

Model Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .629 .395 .372 1.36865 

a. Predictors: (Constant), Difference Image, Time Pricing, Pricing location, 

Pricing Segments 

Table 4.27 ANOVA Test for Objective One 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 127.298 4 31.824 16.989 .000b 

Residual 194.814 104 1.873   

Total 322.112 108    

a. Dependent Variable: ROI 

b. Predictors: (Constant), Difference Image, Time Pricing, Pricing Location, 

Pricing Segments 

Table 4.28 Relationship Between pricing Discriminatory Strategy and the 

Financial Performance of Tour Operators. 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

β Std. Error Beta 

1 (Constant) 4.812 .839  5.735 .000 

Time Pricing -.922 .403 -.176 -

2.290 

.024 

Pricing location .128 .148 .072 .866 .388 

Pricing Segments 1.072 .168 .533 6.374 .000 

Difference Image .199 .159 .110 1.253 .213 

a. Dependent Variable: ROI 
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Table 4.28 indicates that among four pricing discriminatory variables included to 

study performance, two variables which are time pricing and pricing segment were 

found to be significant with β = -.176, p=.024 and β= 0.072, p=0.000 respectively. 

This indicates that, when time pricing is improved by one (1) unit, the Return on 

Investment (ROI) decreases by 0.176 while when pricing segment increases by one 

(1) unit, ROI also increases by 0.072 units. The justification observed is that time 

pricing can result to negative financial performance. This means that, most of the 

managers in the tour operators do not effectively deal with time and therefore efforts 

are supposed to be taken to reverse the negative sign. However this variable was 

found to be significant which means it is important. Therefore, the hypothesis 

Ho1which stated that, “There is no significant relationship between time pricing and 

ROI” was accepted and Ho2 which stated that “There is no significant relationship 

between pricing segment and ROI” was accepted. 

 

On the other hand, the findings revealed that, pricing segment is very important 

because most of the tourism agents such as tour operators take the tourists to the 

areas with proper segments. The practice is that, hotel rooms, transportation and 

other tourism facilities are segmented based on various criteria such as income, sex 

and education level of the tourists. This generally has helped tour operators to 

increase performance by attracting a big number of tourists.  

 

Additionally, pricing location and pricing based on the difference image were found 

to be not significant. This is because the results were found to be β = .533, p=.388 

and β= 0.110, p=0.213 respectively. This means the hypothesis H3 which stated that 

“There is no significant relationship between pricing location and ROI” was failed 

to be accepted and the hypothesis Ho4“There is no significant relationship between 

pricing based on different image and ROI” was also failed to be accepted. The 

results of this study matches with   Shi, (2003) who posted that price discriminations 

is important to derive a consumer's demand because this strategy consists of various 

menu indicating price plans in which each plan target can be crucial for success of 

the organization. Generally, the firm can offer discriminatory to royal tourists in 

order to extract a larger profit. 
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On the other hand, according Lederer & Hurter, (1986), price location is important as 

it is based on the located areas in a market region, hotel location or a subset of the 

plane. This also matches in the sense that, the setting of locations can help to have a 

proper delivered price schedules for making a tourist firm increases its profit after 

locating attractions and hence decreases total cost. The results also are in line with 

(Bapna et al., 2005) who noted that the problem of pricing location is experienced by 

the firms because of poor techniques such as uniqueness and data streams. They 

proposed that, location pricing must be uniform-price, computationally efficient and 

revenue-maximizing. 

 

Additionally, Lin & Zhang, (2016) posted that, in tourism business discriminatory 

pricing also goes to the charges per-flight and per-passenger. This helps to reduce 

airport congestions. Their results also noted that, the socially optimal per-passenger 

charges should take the higher congestion contribution by connecting passengers into 

account, leading to a higher charge on a connecting passenger than on a local 

passenger. Also, a profit-maximizing organization can impose lower per-connecting 

passenger charges compared to per-local passenger charges, owing to its market 

power. This possibility is further strengthened by economies of traffic density. 

 

Also Kugbonu et al., (2020) noted that discriminate pricing is important in products 

purchased by tourists. Products such as jewelry, clothes wood carvings, and those of 

pictorial images can help the tour operators to effectively increase the profits. The 

study concluded that, discriminatory pricing system is very important to tourists. 

Apart from that, a recent study by Lovelock & Hayes, (2020) noted that, the growing 

number of tourist arrivals globally is influenced by various strategies including the 

discriminatory pricing regime. This may impact destination choice based on the 

nature of the tourists and the strategies designed by the tour companies. The results 

also concurs with Kim et al., (2004) who noted that, it is important for tourism 

business to consider discriminatory pricing strategy for different segments of tourists. 

This can be done in hotel room rates.  For example, a five-star international hotel can 

be designed to have all important segments that tourists can enjoy based on the level 

of income. According to Kim et al., (2004), hotel room pricing through 

discriminatory way can offer a step-by-step process leading to proper room-pricing 

decisions for hotel revenue oriented managers. 
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Table 4.29 Hypothesis Tested in Discriminatory Pricing 

Hypothesis P-Value Decision  

H1: Time Pricing ROI .024 Accepted 

H2: Pricing location  ROI .388 Failed to accept  

H3: Pricing Segments  ROI .000 Accepted 

H4: Difference Image  ROI .213 Failed to accept 

4.11.2 Results of the Inferential Analysis for Objective two: Promotional Pricing 

The promotional pricing indicates that variables included are good measures of the 

tour performance. This is due to the fact that, the values of R – square was 0.983 

(98%), meaning that, the variable included in the model explain ROI by 98% and F 

test which was explained by ANOVA was1000.650 while p value is 0.000 (p<0.05) 

showing that, the model of promotional pricing strategy was acceptable. Table 4.30 

and table 4.31summarizes it. 

Table 4.30 Model Summary for Objective Two: Promotional Pricing. 

a. Predictors: (Constant), Leader pricing, price discounting, event pricing 

Table 4.31 ANOVA Test for Objective Two: Promotional Pricing 

ANOVAa 

Model 

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regression 311.226 3 103.742 1000.650 .000b 

Residual 10.886 105 .104   

Total 322.112 108    

a. Dependent Variable: ROI 

b. Predictors: (Constant), Leader pricing, price discounting, event pricing 

Model Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1  .983a .966 .965 .32199 



67 
 

Table 4.32 Relationship between Promotional Pricing Strategy and the 

Financial Performance of Tour Operators. 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. β Std. Error Beta 

1 (Constant) .251 .174  1.443 .152 

Price discounting .092 .035 .052 2.638 .010 

Event pricing 1.031 .041 .548 25.026 .000 

Leader pricing 1.111 .042 .559 26.702 .000 

a. Dependent Variable: ROI 

 

Table 4.32 shows that, all variables included in studying promotional pricing were 

significant and hence all hypotheses were significant. Specifically, pricing 

discounting was found to have β= 0.052, p=0.010. This means that when price 

discounting is increased by one unit, ROI is expected to increase by 0.052. 

Therefore, the hypotheses H5 which stated that, “there is no significant relationship 

between price discounting and ROI”was accepted. Also, the study revealed that, 

event pricing had β= 0.548, p=0.000. This also suggests that when event pricing was 

increased by one unit, the ROI was also increased by 0.548 unit. Thus, the 

hypotheses H6 which suggested that “there is no significant relationship between 

event pricing and ROI”was also accepted. 

 

Similarly, leader pricing was found to have β= 0.559, p=0.000.  Meaning that 

increasing leader price by one unit will increase ROI by 0.559 scores too. This also 

suggests that the hypothesis Ho7 which stated that “there is no significant 

relationship between leader pricing and ROI” was accepted. The justification for the 

significant outcomes of all variables included in promotion pricing is that, almost all 

the tour operator’sconduct promotional pricing to the tourists and that it has been 

proven to be important in increasing performance through return on investments. 

 

 Generally, the study revealed that decreases in price through discounting has helped 

tour operators to increase the level of demand in the destination as majority of the 

tourists prefers more of low price with similar or high quality of the services. Also, 

the study noted that, events especially those related to museums, traditional and 
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cultural events and exhibitions have helped to increase the levels of profit margins 

and hence increases the level of ROI. Additionally, the study noted that, most of the 

tour operators have tried to increase the ability of price planning in order to be 

leaders in pricing strategy. This has also helped them to win competitions from their 

competitors. 

 

Generally, the study matches with the findings from Tasci et al., (2006)and that of 

Christou, (2005) which suggests that promotional pricing are very important for 

holiday packages which are associated by purchase behavior in tourism marketing 

and that it has a direct impact on tourists satisfaction, tourists loyalty and helps in 

brand equity of travel agencies such as tour operators. Additionally, promotional 

pricing permits tourists marketing managers to develop and have effective marketing 

plans which help to increase performance. 

 

Moreover, the results are in line with Choi & Mattila, (2018) who posted that 

promotional activities are important in the travel and lodging contexts as it helps to 

increase performance of hotels through price comparison advertisements. Kolb, 

(2018) also noted that, promotional efforts especially through pricing differences is 

important to ensure the destination is successful. This means, tour companies 

especially tour operators are supposed to come up with proper promotional pricing 

strategies so as to increase the number of tourists. 

 

Also, Seyedahmad & Iman, (2015) observed that a current development of tourism 

sector in the world depends on various strategies such as marketing mix elements 

“services, goods, price, pricing, promotional activities, and distribution channels”. 

This means that promotional activities are very important for the development of tour 

operations and that promotions based on events, discounting and leader pricing are 

key for the profit maximization in tourism sector. The results in Seyedahmad & 

Iman, (2015)show that promotional activities of tourism services obtained a first 

ranks in its important, confirming that, it is a very important factor to be considered 

in tourism planning. 
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Furthermore, Camilleri (2018), noted that promotion as one of the four principal 

elements of the marketing mix can be an essential element of the businesses’ overall 

marketing strategy. This suggests that in order for the tour operators to increase 

performance, different promotional tools in pricing services should be implemented. 

According to Camilleri (2018), effective promotion pricing and can promote the 

companies’ services through a clear and consistent message that can ultimately 

intend to turn prospects tourists into royal customers. The study also suggests that 

managers have to consider other key issues such as the message content, the media to 

be used and measurement of promotion pricing effectiveness. 

Table 4.33 Hypothesis Tested in Promotional Pricing 

Hypothesis P-Value Decision  

H5: Price discounting ROI .010 Accepted 

H6: Event pricing ROI .000 Accepted 

H7: Leader pricing ROI .000 Accepted 

4.11.3 Results of the Inferential Analysis for Objective Three: Psychological 

Pricing 

The results on the psychological pricing indicate that, variables included are good 

measures of the tour performance. This is due to the fact that the values of R – square 

is 0.460 (46%) meaning that, the variable included in the model explain ROI by 46% 

and F test which was explained by ANOVA is 29.780 while p value was 0.000 

(p<0.05).This thus shows that the model of psychological pricing strategy was 

acceptable as shown in Table 4.34 and table 4.35 below: 
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Table 4.34 Model Summary for Objective Three: Psychological Pricing. 

a. Predictors: (Constant), Comparative pricing, Odd even pricing, Prestige 

pricing 

Table 4.35 ANOVA Test for Objective Three: Psychological Pricing 

Model Sum of Squares Df 

Mean 

Square F Sig. 

1 Regression 148.078 3 49.359 29.780 .000b 

Residual 174.034 105 1.657   

Total 322.112 108    

 

a. Dependent Variable: ROI 

b. Predictors: (Constant), Comparative pricing, Odd even pricing, Prestige 

pricing 

Table 4.36 Relationship between Psychological Pricing Strategy and the 

Financial Performance of Tour Operators. 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Β Std. Error Beta 

1 (Constant) 4.581 .527  8.692 .000 

Odd even pricing .137 .160 .090 .854 .395 

Prestige pricing .472 .190 .264 2.488 .014 

Comparative pricing .612 .177 .393 3.461 .001 

a. Dependent Variable: ROI 

 

Results in table 4.36 indicate that among three variables used to define psychological 

pricing, two variables were found to be significant. These variables are prestige 

Model Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .678a .460 .444 1.28743 
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pricing with β=0.264, P= 0.014 and comparative pricing with β= 0.393, 

P=0.001.These findings suggest that, when prestige pricing is increased by one unit, 

the return on investment increases by 0.264. This further indicates that the hypothesis 

Ho8 which stated that “there is no significant relationship between prestige pricing 

and ROI” was accepted and hence prestige pricing is important for the performance.  

 

Also, the study revealed that when comparative pricing increases by one unit, the 

ROI increases by 0.393. This also indicates that the hypotheses H9 which suggested 

that “there no significant relationship between comparative pricing and ROI” was 

accepted. On the other hand, it was revealed that, the variable “odd even pricing” 

was found to have insignificant relationship with ROI and hence the hypotheses H10 

which explained that “there is no significant relationship between odd even pricing 

and ROI” failed to be accepted. 

 

The plausible explanation out of these findings is that this comparative pricing is 

important since it helps tourists to make proper choices with regard to the products 

they wish to buy. Most of the tourists face problem of identifying which service to 

pay for and therefore having different prices on the table can help them to have 

proper choices. On the other hand, prestige pricing is also important as it helps the 

tour operators to understand the types of tourists to deal with. Most of the time, some 

tourist’s wants high prices believing that service quality cannot be obtained when 

prices are charged at low levels. These results are supported by Wu et al., (2014) 

who posted that innovative pricing initiative is associated with sensitive heritage sites 

selection, and enhanced tourists' experiences, residents' quality of life and the city's 

reputation. 

 

It has been noted that pricing strategies of a tour operator in optimal means 

especially online travel may increase revenues of tour operators Long. Apart from 

that, these findings are in line with Narangajavana et al., (2013)who commented that 

dynamism in pricing framework is important especially if consideration is made on 

the demand perspectives of the customers. Therefore while the company deals with 

comparative pricing and prestige pricing. Other key issues regarding the demand side 

such as the income, nature and type of the tourists, location and other features should 

be considered in the price settings. 
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Likewise Boz et al., (2017), noted that strategies to price a product are key 

determinants for increasing performances through increasing profits and profits of a 

tourism or hospitality business. Generally, tourists form their judgment values of a 

touristic product or service based on the price they have paid. This means that while 

pricing for a touristic product or service the tour company should note that, pricing 

may have psychological influences on the tourists. Therefore according to Boz et al., 

(2017), tour operators should know that, prices are strongly perceived by tourists in 

either a positive or negative way and therefore it is a paramount important factor to 

consider while planning for pricing a touristic products and service. Park also noted 

that while implementing pricing strategies, companies should consider psychological 

factors affecting the tourist’s destination choice. 

Table 4.37 Hypothesis Tested in Psychological Pricing 

Hypothesis P-Value Decision  

H8: Odd even pricing ROI .395 Failed to be accepted 

H9: Prestige pricing ROI .014 Accepted 

H10: Comparative pricing ROI .001 Accepted 

4.11.4 Results of the Inferential Analysis for Objective Four: Pioneering Pricing 

The results on the pioneering pricing indicate that variables included are good 

measure of the tour performance. This is due to the fact that the values of R – square 

is 0.545 (55%), meaning that variable included in the model explain ROI by 55% and 

F test which was explained by ANOVA was41.948 while p value was 0.000 

(p<0.05). This shows that the model of pioneering pricing strategy was acceptable as 

shown in Table 4.38 and table 4.39 below: 
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Table 4.38 Model Summary for Objective Four: Pioneering pricing. 

a. Predictors: (Constant), differential pricing, penetration pricing, skimming 

pricing 

Table 4.39 ANOVA Test for Objective Four: Pioneering Pricing 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 175.599 3 58.533 41.948 .000b 

Residual 146.513 105 1.395   

Total 322.112 108    

a. Dependent Variable: ROI 

b. Predictors: (Constant), differential pricing, penetration pricing, skimming 

pricing 

Table 4.40 Relationship between Pioneering Pricing Strategy and the Financial 

Performance of Tour Operators. 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. β Std. Error Beta 

1 (Constant) 2.630 .669  3.934 .000 

Penetration pricing .473 .122 .294 3.875 .000 

Skimming pricing .713 .136 .406 5.237 .000 

Differential pricing .177 .058 .230 3.049 .003 

 

Table 4.40 shows that three variables were included to study the influence of 

pioneering pricing strategy on the performance of tour operators. The study revealed 

that all three variables were found to have a positive and significant relationship with 

ROI which was explained as follows: Penetration pricing was found to have β=0.294, 

Model Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .738a .545 .532 1.18126 
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P= 0.000 which means that a unity increase in penetration pricing leads to 0.294 

increase in ROI. Therefore, hypotheses H11 which stated that “there is no significant 

relationship between penetration pricing and ROI” was accepted. Also, skimming 

pricing was found to have β=0.406, p = 0.000 meaning that, increasing skimming 

pricing by one unit means increasing ROI by a unit of 0.406. This means, the 

hypotheses H12 which stated that “there is no significant relationship between 

skimming pricing and ROI” was accepted. On the other hand, increasing differential 

pricing by one unit leads to 0.230 increase in ROI because the study found B =0.230, 

p=0.003 to be associated with differential pricing strategy. Then the hypotheses H13 

which stated that “there is no significant relationship between differential pricing 

and ROI” was accepted. 

 

During data collection, it was found that most of the tour companies engaged into 

penetration pricing because they initially set low prices to rapidly reach a wide 

fraction of tourists so as they can win word of mouth to the entire market. This 

strategy has helped them to make tourists switch from other brands offered by other 

companies to their brands because of lower price. On the other hand, the study 

revealed that most of the tour operators uses skimming strategy so as to attract 

tourists by charging high price rates at the beginning and then low prices over time. 

This has helped them to maintain the status and assure that the quality of the touristic 

products and services. Also, they use differential pricing which means setting prices 

at different setting levels based on the tourist’s type, time of purchase as a means of 

flexible pricing strategy to attract tourists in their companies. 

 

These findings are in line with Wong & Kim, (2012) who suggested that differential 

hedonic pricing is important because it related with the choice of different hotel room 

views and floors. They also noted that differential pricing strategy determine the 

tourists willingness-to-pay due to their socio-demographics, psychological 

inclinations, and other travel-related variables. Wong & Kim, (2012) further 

observed that there is a rationale for setting different prices among hotel rooms with 

different views so as to give value to some specific room. They added that 1stfloor 

rooms should be priced different compared to the highest floor hotel rooms. This is 

also supported by Sharifi-Tehrani et al., (2013) who noted that segments of tourists 

should have different prices and they should differ substantially in terms of their 
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characteristics and their behavior. For example foreign tourists should pay high 

compared to domestic tourists. Lastly, the study by Limehouse et al., (2012) noted 

that as the competition from other companies goes up, there is a possibility of price 

discrimination to occur. Therefore, price different is inevitable. 

Table 4.41 Hypothesis tested in pioneering pricing 

Hypothesis P-Value Decision  

H11: Penetration pricing ROI .000 Accepted 

H12: Skimming pricing ROI .000 Accepted 

H13: Differential pricing ROI .003 Accepted 

 

4.13  Results of the structural equation model for objective one 

4. 13.1Model goodness of fit 

SEM has several fitness indexes that reflect how fit is the model to the data. In this 

objective, three Goodness of Fit indices were used; these are adjusted goodness of fit 

index (AGFI), Goodness-of-fit index (GFI), and Root Mean Square Error of 

Approximation (RMSEA). The results show that the CMIN/DF was 2.248 which is 

lower than the recommended value (3.0). Also GFI is 0.971, and AGFI = 0.977great 

than the recommended value of 0.9, (Hair et al., 2010). Table 4.42 below shows it. 

Table 4.42Model fit indexes for objective one; discriminatory pricing 

Model GFI AGFI CMIN DF CMIN/DF 

Default model .971 .977 13.488 6 2.248 

Saturated model 1.000  .000 0 

 

Independence 

model 
.934 .951 20.454 10 2.045 



76 
 

4.13.3 Regression Weights for discriminatory pricing: (Group number 1 - 

Default model) 

Table 4.43 Regression Weights for discriminatory pricing 

Relationships  Estimate S.E. C.R. P 

Customer<---Time pricing -.019 .132 -.145 .885 

Customer<---Pricing location -.068 .045 -1.520 .128 

Customer<---Pricing segments .163 .051 3.215 .001 

Customer<---Difference image .061 .045 1.348 .178 

 

The findings on table 4.43 indicate that only one independent variable was found to 

have a significant relationship with dependent variables. It further shows that the 

relationship between pricing segments and customer perspective is β=0.061, 

p=0.001. This means that, when one unit of pricing segment is increased, the tour 

operator’s perceptions toward customer increase by 0.161. Therefore, the hypothesis 

Ho14 which stated that “there is no significant relationship between penetration 

pricing and customer perspective” was accepted. On the other hand, all other 

variables were found to have insignificant relationship, for difference image the 

results are β=0.061, p=0.178 which means the hypothesis Ho15 which stated that 

“there is no significant relationship between different image pricing and customer 

perspective” failed to be accepted. Also the results for time pricing are β= -0.019, p 

= 0.885 hence the Ho16 which stated that “there is no significant relationship 

between time pricing and customer perspective” was failed to be accepted. Similarly 

pricing for location was found to have β= -0.068, p= 0.128 hence, the hypotheses 

Ho17 which stated that “there is no significant relationship location pricing and 

customer perspective” failed to be accepted. 
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4.13.4Path diagram for discriminatory pricing 

 

 

Table 4.44 Hypothesis tested in discriminatory pricing and customer 

perspective 

Hypothesis P-Value Decision  

H14: Time pricing Customer perspective  .885 Failed to be accepted 

H15: Pricing location  Customer perspective .128 Failed to be accepted 

H16: Pricing segments Customer perspective .001 Accepted 

H17: Difference image  Customer perspective .178 Failed to be accepted 

 

4.13.6Results of the structure equation model for promotional pricing 

4. 13.6.1 Model goodness of fit 

The result shows that the CMIN/DF was 2.298 which is lower than the recommended 

value (3.0). Also GFI is 0.902, and AGFI = 0.939 great than the recommended value 

of 0.9, (Hair et al., 2010). See table 4.45 below: 
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Table 4.45 Model fit indexes for objective two; promotional pricing 

Model GFI AGFI CMIN DF CMIN/DF 

Default model .902 .939 6.893 3 2.298 

Saturated model 1.000  .000 0 

 

Independence model .959 .998 14.465 6 2.411 

4. 13.6.2 Regression Weights for promotional pricing: (Group number 1 - 

Default model) 

Table 4.46 Regression Weights for promotional pricing 

Relationships Estimate S.E. C.R. P 

Customer <--- Price discounting -.026 .045 -.587 .557 

Customer <--- Event pricing .092 .048 1.925 .054 

Customer <--- Leader pricing .107 .050 2.120 .034 

Table 4.46 indicates that, out of three variables included in promotional pricing, one 

variables; leader pricing was found to have a significance relationship with customer 

perspectives. This is because, β= 0.107, p=0.034 less than 0.05. This means that, 

increase in one unit of leaders pricing increase customer perspective by 0.107. This 

also indicates that the hypotheses H18 which stated that “there is no significant 

relationship leader pricing and customer perspective” was accepted. On the other 

hand, even pricing was found to have β= 0.092, p= 0.054 meaning that there is 

insignificant relationship between price discount and customer perspective and hence 

the hence, the hypotheses H19 which stated that “there is no significant relationship 

between price discount and customer perspective” failed to be accepted. Similarly 

the study revealed that the findings for event pricing was β= 0.092, p= 0.054 hence 

the hypotheses H20 which stated that “there is no significant relationship event 

pricing and customer perspective “failed to be accepted. 
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 4.13.7 Path diagram for promotional pricing 

 

 

Table 4.47 Hypothesis tested in promotional pricing and customer perspective 

 Hypothesis P-Value Decision  

H18: Penetration pricing Customer perspective  .557 Failed to be accepted 

H19: Event pricing  Customer perspective .054 Failed to be accepted 

H20: leader pricing  Customer perspective .034 Accepted 

 

4.13.8    Results of the structure equation model for objective three 

4. 13.8.1 Model goodness of fit 

The results show that the CMIN/DF was 2.588 which is lower than the recommended 

value (3.0). Also GFI is 0.911, and AGFI = 0.971 great than the recommended value 

of 0.9, (Hair et al., 2010). Table 4.47. 

Table 4.48 Model fit indexes for objective three; psychological pricing 

Model GFI AGFI CMIN DF CMIN/DF 

Default model .911 .971 7.765 3 2.588 

Saturated model 1.000  .000 0 

 

Independence model .909 .981 17.363 6 2.894 
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4. 14 Regression Weights for psychological pricing: (Group number 1 - Default 

model) 

Table 4.49 Regression Weights for psychological pricing 

Relationships Estimate S.E. C.R. P 

Customer <--- Odd even pricing .003 .110 .031 .975 

Customer <--- Prestige pricing .063 .133 .478 .633 

Customer <--- Comparative 

pricing 
-.014 .154 -.092 .927 

Table 4.49 indicates that all relationship include in this objective were insignificant. 

The relationship between odd even pricing and customer perspective was found to 

have β= 0.003, p=0.975 hence the hypotheses Ho21 which stated that “there is no 

significant relationship odd even pricing and customer perspective” failed to be 

accepted while prestige pricing and customer perspective had β= 0.063, p=0.633. 

Therefore the hypotheses Ho22 which stated that “there is no significant relationship 

prestige pricing and customer perspective” also failed to be accepted in addition, 

comparative pricing had β= -0.014, p=0.927 and hence the hypotheses Ho23 which 

stated that “there is no significant relationship comparative pricing and customer 

perspective”failed to be accepted. 

4.13.8   Path diagram for psychological pricing 
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Table 4.50 Hypothesis tested in psychological pricing and customer perspective 

Hypothesis P-Value Decision  

H21: Odd even pricing Customer perspective  .975 Failed to be accepted 

H22: Prestige pricing   Customer perspective .633 Failed to be accepted 

H23: Comparative pricing  Customer 

perspective 

.927 
Failed to be accepted 

 

4.14 Results of the structure equation model for objective four 

4. 14.1 Model goodness of fit 

The results show that the CMIN/DF was 2.809 which is lower than the recommended 

value (3.0). Also GFI is 0.987, and AGFI = 0.988 great than the recommended value 

of 0.9, (Hair et al., 2010). See table 4.51 below: 

Table 4.51 Model fit indexes for objective four; pioneering pricing 

Model GFI AGFI CMIN DF CMIN/DF 

Default model .987 .988 8.426 3 2.809 

Saturated model 1.000  .000 0 

 

Independence model .966 .910 16.254 6 2.709 

4. 15 Regression Weights for pioneering pricing: (Group number 1 - Default 

model) 

Table 4.52 Regression Weights for pioneering pricing 

Relationships Estimate S.E. C.R. P 

Customer<---Penetration pricing .038 .042 .918 .359 

Customer<---Skimming pricing -.008 .046 -.166 .868 
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Relationships Estimate S.E. C.R. P 

Customer<---Differential pricing .036 .020 1.782 .075 

 

Table 4.52shows that all relationship includes in objective four were insignificant. 

The relationship between penetration pricing and customer perspective was found to 

have β= 0.038, p=0.359 hence the hypotheses H24 which stated that “there is no 

significant relationship penetration pricing and customer perspective” was failed to 

be accepted while skimming pricing and customer perspective had β= -0.008, 

p=0.868. Therefore the hypotheses H25 which stated that “there is no significant 

relationship skimming pricing and customer perspective” was also failed to be 

accepted. In addition, differential pricing had β= 0.036, p=0.75 and hence the 

hypotheses H26 which stated that “there is no significant relationship differential 

pricing and customer perspective” was failed to be accepted. 

4.16   Path diagram for pioneering pricing 

 

Table 4.53 Hypothesis tested in pioneering pricing and customer perspective 

Hypothesis P-Value Decision  

H23: Penetration pricing Customer perspective  .359 Failed to be accepted 

H24: Skimming pricing   Customer perspective .868 Failed to be accepted 

H25: Differential pricing  Customer perspective .075 Failed to be accepted 
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CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

5.1 Introduction 

This study aimed at investigating the relationship between generic pricing strategies 

and the performance of tour operators in Tanzania. This study was conducted in Dar 

es Salaam and Iringa region. Therefore, this chapter presents a summary, conclusion, 

recommendations, and suggestions for future studies. The chapter starts by providing 

a conclusion based on the research objectives, hypothesis, and findings. It then 

proceeds to outline the recommendations based on theoretical, empirical, policy and 

managerial aspects. Finally, it provides future research areas. 

5.2 Summary of the findings  

The study aimed at achieving four objectives which were grouped as one, namely 

examining the generic pricing marketing strategies and the performance of tour 

operators in the southern circuit of Tanzania. 

The first objective was to determine how discriminatory pricing contributes to the 

performance of tour operators. Discriminatory pricing variables included time, 

location, segment and image differences pricing. Time pricing and segment pricing 

has shown a positive correlation with performance measures. However the 

relationship between time pricing and performance is the one which is statistically 

significant. Location pricing and image differences pricing have shown a negative 

correlation with performance measures.  

The second objective was to determine how promotional pricing contributes to the 

performance of tour operators. The variables of promotional pricing were discount 

pricing, special event pricing and leader pricing. Based on the findings discount 

pricing, special event pricing and leader pricing have shown a positive correlation 

with performance measures, however the relationship between discount pricing, 

special event pricing with performance is the one which is statistically significant.  

The third objective of this study was to determine how psychological contribute to 

the performance of tour operators. Psychological  pricing was presented by variables 
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namely odd even pricing and prestige pricing. Based on the findings odd even 

pricing has shown a positive correlation with profit of  companies and prestige 

pricing has shown a negative correlation, meaning that odd  even pricing can 

increase the profit while prestige pricing can decrease the profit.   

The fourth objective was to determine how pioneering pricing contribute to the 

performance of tour operators. Pioneering pricing variables were penetration pricing 

and market price skimming. Based on the findings, these strategies have shown a 

positive relationship with the different performance variables namely profit, return 

on asset and return on investment, and the relationships are statistically significant. 

5.3   Conclusion 

This study generally shows how generic pricing strategies influence the performance 

of tour operators in Tanzania. Generic pricing strategies relate to returns of 

investment and customer perspectives of tour operators. With respect to the research 

objectives and hypotheses, the results of this study concluded that companies employ 

a number of pricing strategies during  the process of pricing their packages,  it is 

clear that pricing strategies influence performance of tour operator companies 

positively, and that is to say there positive correlation between pricing strategies and 

performance of tour operator companies where the relationship in many cases was 

noted to be statistically significant in some of the performance variables.   

 

These pricing strategies contribute positively to performances where all strategies 

were found to be used across all tour operator companies. Although according to 

explanations from the respondents, costs of operations was just the base of 

determining the price of services, then by covering costs of operation first then other 

strategies may be applied starting from there. 

5.4  Recommendations  

The overall findings of this study revealed that, generic pricing strategies help firms 

to increase performance of tour operators. Therefore, recommendations are presented 

based on theoretical, empirical, policy, and managerial practices. 
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5.4.1   Theoretical Recommendations 

This study confirms that, the theory of industrial organization (IO) is relevant in 

performance of tour operators. It was found that this theory is a powerful in 

analyzing the tourism organizations and their functions. The findings from this study 

therefore views pricing as a critical market positioning strategy for attaining and 

sustaining competitive advantage in the markets. However, the body of literature has 

noted lack of theoretical application of the theory in the tourism sector more 

specifically in the tour operators. Therefore, the study recommends the researchers to 

apply the theory of industrial organization (IO) in tour operators. 

5.4.2Methodological Recommendations 

The study recommends that, there should be more quantitative, qualitative or mixed 

methods research to be conducted using similar or other variables in different 

contexts. On the other hand, the researchers in tourism and hospitality industry 

should consider longitudinal data to examine the relationship between generic 

pricing strategy and the performance of tour operators. 

5.4.3   Policy Recommendations 

This study has the following recommendations: 

The Government should integrate generic pricing strategies and the performance of 

tour operators by focusing more on the trainings related to price settings. The 

government and the private sector should continue to strengthen tour operations and 

policies so as to increase levels of contribution of tourism sector to the economic 

development. 

 

Tour operators should continue to ensure that their employers are properly included 

in the pricing strategies because they are the one who involve with the tourists in 

daily bases. 

 

It is also recommended that tourism master plan which explains the activities related 

to tourism in the country be updated and improved so as to match with the current 

needs of the tourism sector and the tour operators. 
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5.5 Suggestions for further research  

The purpose of this study was to determine the influence of generic pricing 

marketing strategies used by tour operator companies on their performances in the 

southern circuit of Tanzania. The study was carried out on 109 tour operator 

companies located in Dar es Salaam and Iringa. Therefore the researcher suggests 

that similar study can be carried out by including other tour operators located in 

Zanzibar and Western Regions so as to boost the tourism business in all regions of 

Tanzania. 

 

Further research should also be carried out from the angle of the internal and external 

factors that affect the selection of pricing strategies and how tour operator managers 

combine their strategies to arrive at the final price in order to shed light on issues 

related to pricing decision process. 
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APPENDIX A: Research Questionnaire 

Dear, my name is Kassim Rajab Haji; I am a student from the University of Dodoma 

undertaking a study on the generic pricing marketing and the performance of tour 

operators for the partial fulfillment of the Masters (MBA) Program at The University 

of Dodoma. I kindly request you to provide reliable information. The data collected 

are confidential and will be used for the study and not otherwise. 

Thank you in advance  

PART A: BACK GROUND INFORMATION 

Name of respondent …………………………… Date…………………… 

Ward…………………………….. Street…………………………….. 

Phone no…………………………Email…………………………….. 

Tick the appropriate from the statements below 

1. Sex of the respondent (Put a tick )  

A. Male  [ ] B. Female [ ] 

2. Age in years …………………………… 

3. Education level 

A. Certificate  [ ] B. Diploma [ ] C. Degree  [ ]D. Masters  [ ] E. None [ ] F. 

Informal [ ] G. Other (Please specify) 

4. Position 

A. Owner [ ] C. Section manager [ ] D. Top manager [ ] E. Other ( please 

specify) 

5. Working experience with tour operating companies in 

years………………………. 

6. How many years your company has on tour operation 

business……………………………. 

7. How your company determine the price ………………………………..  

8. Who sets price in your company,  

A. Marketing manager [ ] B. General Manager [ ].C. Company owner   [ ] D. 

other (specify)…………………. 

9. State the number of tourists that the company served in a year 

2019…………………………….. 
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10. On a 3 point scale where 1 represents not involved, 2 represents slightly 

involved, 3 represents involved in several stages, please tick the appropriate 

answer.  

 Statement 1 2 3 

1. The level of your involvement in the pricing decision in your 

firm 

   

PART B: PRICING STRATEGIES 

You are given a list of pricing strategies used by tour operators in Tanzania. On a 3 

point scale where 1 represents to no extent, 2 represents to small extent and 3 

represents to large extent,  please indicate by ticking where appropriate, the extent to 

which your company uses the following pricing strategies. 

Pricing strategy  Description of the strategy  1 2 3 

Odd-Even 

Pricing 

We set artificial list prices but offer savings 

prices to influence tourists emotionally  

   

Prestige Pricing  We set artificially high level of price to 

provide prestige of quality image 

   

Discount Pricing We reduce the price for tourists who buys in 

off season, or buys in larger volumes 

   

Special Events 

Pricing  

We set different prices in different occasions     

Leader Pricing  We set price that all our competitors will 

follow 

   

Time Pricing We set different prices by considering the time 

period, eg weekdays price and weekends 

price. 

   

Location Pricing We set different prices by considering the    
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location where the tourists comes from 

Segment Pricing We set different prices to different customers    

Image 

differences 

Pricing  

We set prices by considering the image that 

the customer have about our firm 

   

Penetration 

pricing  

We set a lower initial price to reach the mass 

market immediately. 

   

Market price 

skimming  

We set high price in the range of expected 

prices for a new package to make optimum 

profit while there is little competition 

   

 

Part C: perception on the ITEMS of the pricing strategies 

You are provided with items of pricing strategies based on the performance of tour 

operators in Tanzania, On a 3 point scale where 1 represents low, 2 represents 

moderate and 3 represents high, please rate by cycling a number of the respective 

level of contribution of each items of pricing strategy to achieving the targeted 

performance goals in your firm. 
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C.1 Time - based pricing  

 

 

C.2 Pricing of location 

Statement 1 2 3 

Our location pricing is based on specifications or design of 

our destinations of which tourists visits  
  

 

Our location pricing is based on the type of tourists we are 

trying to attract 
  

 

We are pricing higher than our competitors because of 

well-designed destinations we take our tourists 
  

 

Our location pricing is based on the climatic condition of 

our destinations. 
  

 

 

C.3 Pricing of segments 

Statement 1 2 3 

We have realized that some tourists are highly-motivated by 

the total value and care much less about price. 
  

 

Based on the buying situation, we are interested in 

recognizing that targeting for a specific type of tourists is 

important in price segmentation 

  

 

In most cases we are dealing with pricing segment based on    

Statement 1 2 3 

Sometimes our tourists - customers are very time -

sensitive, time is relatively important in pricing 
  

 

We use time pricing factor to convince tourists that there 

are no better substitutes to what we offer 
  

 

Time pricing is based on our production and service 

delivery costs 
  

 

Time pricing is used to reflect tourist’s perception of the 

value  delivered 
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the standards and quality of hotel rooms and services 

Our pricing of segments is captured based on locations, 

higher prices where it makes sense in terms of attractions. 
  

 

 

C.4 Image based pricing 

Statement 1 2 3 

Attractive destinations improve perceptions of tourists and 

hence simplifies pricing strategies 
  

 

Difference of image leads to premium pricing and 

increases consumer desire. 
  

 

Image-based pricing is important to our company as it 

helps to act as a value-based pricing where the company 

uses to signal market value 

  

 

Our company uses perceptions of tourists and the 

geographic area to price our products based on the 

difference image. 

  

 

 

C.4 Price discounting 

Statements 1 2 3 

we are using discounting pricing in the introductory stage of 

a new services by accepting a lower profit margin and 

pricing relatively low 

  

 

our company reduces prices as a competitive strategy to win 

competition 
  

 

Our company uses discounting strategy when the number of 

tourists decreases relative to past time 
  

 

 

C.5 Leader pricing 

Statements  
1 2 

3 

Our company use price competition so as to dominate the 

market. 
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Our company uses price leadership to eliminates the 

possibility of a price-war 
  

 

Our company uses price leadership to secure a higher profit 

margin for the company 
  

 

 

C.6 Odd even pricing 

Statements 
1 2 

 

3 

The company uses beliefs that certain prices or price ranges 

are more appealing to tourists 
  

 

The company believes that pricing items just under a whole 

number makes the price seem like a bargain. Tourists focus 

only on the first number 

  

 

The company uses odd even pricing because most of the 

tourists do not bother to think twice about the price our 

company offer 

  

 

 

C.7 Prestige pricing 

Statement  
1 2 

3 

The practice of pricing goods at a high level is good in 

order to give the appearance of quality 
  

 

The company uses beliefs that certain prices or price 

ranges are more appealing to tourists 
  

 

The company uses beliefs that certain prices or price 

ranges are more appealing to tourists 
  

 

C.8 Penetration pricing 

Statement 
1 2 

3 

Our company sets prices initially at low to rapidly 

reach a wide fraction of the market 
  

 

Our company sets prices initially at low to initiate 

word of mouth. 
  

 



99 
 

Our company sets prices initially at low in the 

expectation that tourists will switch to the new brand 

because of the lower price 

  

 

 

C.9 Skimming pricing 

Statements 
1 2 

3 

Our company sets prices initially at high because 

tourists compare prices with quality 
  

 

Our company sets prices initially at high to 

introducing a new or innovative product 
  

 

Our company sets prices initially at high because 

tourists use price to satisfy their needs against the 

same characteristics of substitutes 

  

 

 

C.10 Differential pricing 

Statement 
1 2 

3 

Our company sets different prices for the same 

products on the basis of differing tourists type 
  

 

Our company sets different prices for the same 

products on the basis of time of purchase 
  

 

Our company uses differential prices as a flexible 

pricing strategy to attract tourists 
  

 

 

Part D: Customer Perspective 

You are provided with items of pricing strategies based on the customer perspective 

as performance of tour operators in Tanzania, On a 3 point scale where 1 represents 

low, 2 represents moderate and 3 represents high, please rate by cycling a number of 

the respective level. 
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Customer perspective 1 2 3 

a. 

Customers are always happy with the quality of our 

products and services    

b. Customers are satisfied with our products‘ prices    

c. 

The  enterprise  has  succeeded  to  maintain/retain  

a  large percentage of our customers    

d. 

The enterprise has managed to attract new tourists 

for our products at an increasing rate    

 

Part E: Financial Performance 

Fill in the following table the figures required regarding your business in 2019 

Items 2019 

A Average total annual cost(expenses)  

B Average total assets (book value)  

C Average total investment  

 

 


