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In   this dissertation, research will be conducted withinternational guests who have travelled within 
Thailand both for leisure and business travel’s purposes. The dissertation aims to find a co-relation 
factor of how these travelers view the price paid for the accommodation against the perceived 
quality of services they receive. To understand the balancing between price and guests’ perception 
for hotel’s revenue management and set right price with right target.

(Thailand Tourism Intelligence Center, 2019)

The main research question for this dissertation is: 

How does price for accommodation in Thailand impact a guest’s perception, and how does this relate to hotel’s services? 

(WTTC, 2018) 

T ourism has become one of the most important economic sectors in Thailand, with many international tourists travelling 
there. With 79% of visitors are international, there are numerous choices of hotels with different prices to respond to these 
guests’ needs. The economic potential of international guest provides significant income to the Thai hotel industry. By 67% 
of tourism income is from international travelers and they spent in accomodations about 29% in 2018. Hotel price setting is 
one of the strategies to appeal to guests, especially, the price which meets the customer’s needs and perceptions. Price 
represents the customers’ willingness to purchase. Hotel It is necessary to understand guests’ perceptions  before represents the customers’ willingness to purchase. Hotel It is necessary to understand guests’ perceptions  before 
increasing price to manage the revenue in the hotel businesses.

International hotel guest perceptions on 
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Pricing in relation to Services

PRICE

PERCEPTION

To propose recommendations to Thailand 
hotel management and entrepreneur about 
the relationship between pricing strategies 
and guests’ realistic demands that can be 
adopted better outcomes to improve hotel 
products and services.

To conduct primary 
research to determine
how international 
customers perceive 
the hotel’s pricing 
strategies based on 
ttheir individual 
perception with 
services experienced.

The purpose of this paper is to analyse 
the perception of international guests 
travelling within Thailand and how the 
prices paid for their hotel accommodation
is linked to the service received and how 
it impacts their overall stay experience. 

To critically assess 
and classify theories 
related to pricing 
strategies in the 
hospitality sector.

References: 1) Armstrong, G., Kotler, P. (2008) Marketing An Introduction. 9th Ed., Prentice Hall.  2) Gerber, C., LG., Ward, S. (2014) ‘The impact of perceived risk on on-line purchase behavior.’ Risk governance & control: financial markets & institutions. pp. 90-106. 3) Matzler, K., 
Renzl, B., Rothenberger, S. (2006) ‘Measuring the Relative Importance of Service Dimensions in the Formation of Price Satisfaction and Service Satisfaction: A Case Study in the Hotel Industry.’ Scandinavian Journal of Hospitality and Tourism. [Online] Published 05th November 2014. [Accessed on 23rd May 2019] 4) National Statistical Office of 
TThailand. (2019) Hotel preliminary. 5) Palmer, A. (2014) Principles of Services Marketing. 7th ed., McGraw-Hill Education. 6) Seri, M. (2019) จิตวิทยาการบริการและการสื่อสารขามวัฒนธรรม (Service Psychology and Cross-Cultural Communication). Chiang Mai: Chiang Mai University. 120-page handout, distributed on January 2019. 7) Thailand Tourism Intelligence Center, Ministry of Tourism and Sports of Thailand. (2019) Tourism Annual Report 2018.  8) Wozniak, H. 
(2013) ‘Consumer Perception.’ Consumer Behavior: An applied Approach. 4th ed., Kendall Hunt Publishing. 9) Yuthasak, C. (2019) Service Quality. Chiang Mai: Chiang Mai University. 21-page handout, distributed on January 2019. 

demographic

psychology

economic impact
price stategy

revenue management
Marketing


