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In the hospitality industry, pricing policies and payment methods are and have always been common in the
tourism market for organizing a safe, successful, and revenue-generating activity. The wish of being the best on the
market is always actual, so the entrepreneur wants to use various strategies to promote their product by applying
a convenient price but also to meet customer preferences the way that the applied pricing policy applied guarantee
the success of the hotel business. Identifying and researching the pricing policy within the hotel industry but also
highlighting the most modern payment methods used between customer-enterprise that ensures data confidentiality
and fast, secure payment of services consumed remotely without direct interaction has become a well-defined goal
in this article. The main objective of this article is to analyze the strategies for creating price offers, as well as to an-
alyze the importance of reservation systems (IDS) in creating the discounts that will form the individualized pricing
policy of the hotel enterprise. Determining all payment instruments and their characteristics in hotel enterprises has
become another well-defined goal. The price policy is one of the most important elements of the overall business
strategy, being one of the mechanisms by which decisions are made on the main types of markets to achieve the
stability objectives of economic activity.

Keywords: price, pricing policy, pricing strategy, tourist market, tourist supply and demand, customer, hotel
enterprise.

B iHAyCTpIii rOCTMHHOCTI LiiHOBa NONITUKA Ta METOAM ONJIATH € i 3aBXAW 6y NOLIMPEHUMU HA TYPUCTUHHOMY PUHKY
[Ns1 opraHisaujii 6e3neyHoi, ycniwHoi Ta nprnbyTKOBOIT AiANIbHOCTI. BakaHHS ByTI KpawyM Ha PUHKY 3aBXAN akTyaslbHE,
TOMY NiANPYEMELb XO4e BUKOPUCTOBYBATU Pi3Hi CTpaTerii 4151 NpocyBaHHA CBOro NPOAYKTY, 3aCTOCOBYHUM 3PYYHY LiiHY,
a TaKoX 3a[0BOMbHATM BNOA0OAHHS KAIEHTIB Tak, SIK 3aCTOCOBaHa LIiHOBA NONITVKa rapaHTye ycnix rotento. bisHec. Y
L/ cTaTTi YiTKO BU3HAYEHOK METOI CTasI0 BU3HAYEHHS Ta JOC/iAKEHHS LiHOBOI NONITMKN B FOTESbHIi iHAYCTPIl, a Ta-
KOX BUAINIEHHS HaliCy4YacHILLX METOAIB PO3paxyHKiB MiX K/TieHTamm Ta nignpuemcTBamu, ki 3a6e3nedyioTb KoHMigeH-
LiHICTb AaHnX Ta LWBMAKY Ta 6e3mneyHy onsiaty Nocyr, Wo CNoXMBarTLCS BigaasieHo 6e3 6e3nocepeHbOl B3aEMOii.
OcHoBHa MeTa faHoi cTaTTi — npoaHasidyBati cTparterii (9OpMyBaHHS LiHOBMX NPONO3WLN, a TakoX NpoaHaisyBaTm
3HauYeHHA cucteM 6poHoBaHHs (I4C) y CTBOPEHHI 3HKOK, SiKi ByayTb hopMyBaTh iHAMBIAYasIbHY LIHOBY MOJITUKY
roTenibHOro nignpuemcTsa. LLe ofHieo YiTko BU3HAUYEHO METOK CTas10 BU3HAYEHHS BCIX NAATDKHUX IHCTPYMEHTIB Ta
X XapakTepuCTUK Ha roTeflbHUX nignpremcTaax. LiiHoBa nonitnka € ogHUM i3 HaiBXK/IMBILLMX €IEMEHTIB 3arasibHoi
6i3Hec-cTparterii, 6yayun 0fHUM i3 MexaHi3MiB NPUIAHATTS pilleHb Ha OCHOBHWX TUNaX PUHKIB A4/19 AOCATHEHHA Uinei
CTabifIbHOCTi eKOHOMIYHOT AjS/IbHOCTI. Y PUHKOBYKX BiIHOCMHAX LjHa BUCTYMAae Croy4YHOK JTAHKOK MK BUPOBHUKOM
i cnoxmBayemM, o6 3a6e3neuntn 6asiaHC MK NOMMTOM i NPONO3MLIED. B OCHOBI MapKeTUHIOBOI Ais/IbHOCTI rOTEsHo
NOCNyrn € NONITUKOK CTaBINbHOCTI LiHW YNpaBAiHHA roTesieM. Bax/MBICTb LIHOBOI NONITMKM Ta iHCTPYMEHTIB onjiatu
BUM/IMBAE 3 TOrO, LLIO KOMMNaHisi nparHe MakcuMmilyBaTu NpubyToK i Npogadi, 36iNbLUMTL KiNbKICTb TYPUCTIB 3a paxyHOK
HaflaHHA BUCOKOSIKICHWX MOCAYT, W06 roTeslb 3acnyxuB nosary Ta SI0s/1bHICTb NOKYNLB.

KniouoBi cnosa: UiHa, LiHOBa NOAITUKA, LiHOBa CTpATerisl, TYPUCTUYHWUA PUHOK, TYPUCTMYHA MPOMO3nLisA Ta
MOMuT, 3aMOBHWK, roTe/lbHe MiANpPUEMCTBO.

B MHAYCTpUM rocTenpumMMcTBa LieHOBast NOMTHUKA U CNoco6bl onnatsl 6biin 1 Beerga 6yayT 06bIYHbIM ABIEHMEM
Ha pbIHKe Typusma g/1s opraHusauum 6e3onacHoi, yCnewHoi 1 NPUHOCSLLER A0X04, AesATeNIbHOCTU. XKenaHne 6biTb
NTYYLIMM Ha pbIHKe BCErAa akTyasbHOo, M03TOMY NpeAnpurHUMaTe b XOUEeT UCNOMb30BaTb Pas/iMyHble cTpaTernm ans
NPOABWXEHNS CBOETO NPOAYKTa, MPUMEHAS YA0BHYIO LieHY, a Takke yuuTbiBaTb NPEANOYTEHNS KIIMEHTOB, TaK Kak
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npUMeHsieMasi LieHoBasi NOMTUKA rapaHTUPYeT ycnex oTens. 6usHec. BbisiBNeHNe 1 ncciefoBaHme LieHoBO nosu-
TWKW B TOCTUHWYHOI MHAYCTPUY, a TakKe BblaeneHne Hanbonee CoBpEMEHHbIX CMOCOGOB ONaThl, UCMOMb3YEMbIX
MeXAy KNMEHTOM 1 NPeanpusiTUEM, KOTOPble 06eCneunBatoT KOH(UAEHLMATLHOCTb AaHHbIX 1 OLICTPYIO 1 6e3onac-
Hyt0 OnjiaTy ycsyr, noTpe6nsieMbIxX yaaseHHo, 6e3 NPsIMOTo B3aMMOAEHCTBIS, CTa/In YETKO ONPESENEHHON LeNbio B
3TOi cTaTbe. OCHOBHaA Lieflb CTaTbll — NPOAHaNN3MPOBATh CTPATErNI CO3aHNS LIEHOBLIX NPEAIOKEHNI, a Takxke
npoaHann3npoBaTb BAXHOCTb cUcTeM GpoHMpoBaHus (IDS) B co3gaHun CKUIOK, KoTopble ByayT hopMUpoBaThb UH-
AVIBUAYANbHYIO LIEHOBYIO MOAUTMKY TOCTUHUYHOTO NpeanpusTus. Elle ofHoli YeTKo onpeeneHHON Lenblo cTano
onpefeneHne Bcex NNaTexHbiX MHCTPYMEHTOB W X XapaKTEPUCTVK Ha TOCTUHUYHLIX NpeanpusTusx. LieHoBas no-
JTVKA SIBNISIETCA OHUM U3 BaXKHEWLLMX 3/IEMEHTOB 06LIeli GU3HeC-CTpaTernu, SIBMSASICb OAHUM U3 MEXaHW3MOB, C
MOMOLLbI0 KOTOPOTO MPUHUMAIOTCS PELLEHMST Ha OCHOBHBIX TUMAaX PbIHKOB NSt AOCTUXEHUS Leneli CTabunbHOCTM

9KOHOMUYECKOW 0eATe/IbHOCTH.

KnioueBble cnoBa: LieHa, LieHoBasl NOSUTYKA, LieHoBas CTpaTerisl, TYpUCTUUYECKUI PbIHOK, CNPOC 1 npeasioxe-

HWe TYPWUCTOB, 3aKasuyiK, FOCTUHWYHOE NpeanpusiTHe.

General problem statement and main
objectives. The pricing policy and payment
instruments are the elements that ensure the
organization and development of the tourism
enterprise by using various strategies, meth-
ods, and reservation systems through which an
accommodation structure analyzes the activity
of competitors. This mechanism is always in a
process of improvement, taking into considera-
tion the tourist demand and supply as well as the
need to ensure the economic stability of the tour-
ism enterprise, in order to provide a successful
activity that will facilitate the implementation of
the best practices on market. The goal of this
article is to examin the newest payment methods
and price policy current trends in the hospitality
industry.

Publication analysis. We investigated the
pricing policy and payment instruments used in
tourism sector as well as current trends on the
tourism market of the Romanian researches
Stanciulescu G., lonica M., Nistoreanu P., and
others.

The main research material. One of the
newest ways to establish pricing policies in the
hotel business is through booking systems, the
so-called Internet Distribution System (IDS).
Today, IDS has become one of the most impor-
tant tool in promoting the hotel and the stability
of prices addressed to customers globally. IDS
is highly recommended for hotels as it is the pio-
neer of online booking. This term is generally
used to express the distribution of hotels through
the Internet, Intranet, Extranet, and other online
services. Examples of such systems are Expe-
dia, Booking.com, Orbitz, Priceline, Hotwire.

IDS offers technology that allows them to plan
complete trips that combine travel, hotels, and
transport services. Travelers have the ability to
search, plan and book their travel needs from
a wide range of providers. The creation of price
offers in the virtual space can be done using
IDS, and for this purpose companies access

the extranet of reservation systems and use the
discounts proposed by them or in their extranet
create their own discounts necessary for the
hotel. Promotions can be created according to
the price orientation depending on the demand,
which is dictated by the desire of the enterprises
to correlate the demand with the supply for the
maximum use of the production capacity.

The functionality of IDS stems from the goals
that are pursued by hotel companies that use
this type of system, namely:

— Establishing high discounts during peak
periods and lower discounts in the off-season
(but some companies are against this strategy
because they believe that reducing prices, even
for a limited time, can be associated with lower
quality of tourist services).

— Understanding the functioning of the mar-
ket and the decision-making mechanisms of the
tourist.

— Better knowledge of customers needs.

The IDS on their web pages propose to each
accommodation structure in the tourism indus-
try various discounts for which each company
chooses, depending on its needs.

Discount plans differ from one IDS to another.
For example, among the most popular booking
system, Booking.com offers the following range
of discounts: "Country rate", "Mobile rate", "Black
Friday deal", etc.

If a hotel wants to attract tourists from a cer-
tain country, then it chooses the "Country rate"
discount, through which the customer from this
country when accessing the page to make a res-
ervation, is offered an additional discount, which
can start with 10%.

The "Mobile rate" reduction means that cus-
tomers who have uploaded IDS mobile applica-
tions will see an additional discount when mak-
ing a room reservation directly from their phone.
The discount can also start from 10% or more,
the hotel company is free to decide the size of
the discount.
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Another type of discount is "Black Friday Deal",
this being one of the most attractive offers that
attract new buys and significantly increase tour-
ist demand. The value of the discount is chosen
individually by each hotel company, respecting the
fact that the discount starts from 30%. But there
are still IDS that offer a choice and a 10% discount.
Marketing assistance is also provided to maximize
property exposure across various channels.

Following the application of their own dis-
count system, they are to set "stay dates", which
means a period of application and visibility of the
discounts on the web pages where the online
reservation of rooms takes place. The hotel, the
motel, the tourist pension, and other accommo-
dation structures can also select the days of the
week, the months when the discount will work, or
when it will be canceled (Figure 1).

In order to investigate its needs, the Booking.
com system launched a questionnaire to inter-
view tourists from various countries and con-
cluded that about 68% of survey participants
expect tourism companies to support future
travel plans of travelers ofering some promo-
tions. Therefore, a hotel business will need to
consider developing various travel plans for
travelers in order to be successful. According to
the study, the most active demand in the imple-
mentation of promotion plans was expressed by
tourists from Russia, Brazil, Argentina, Thailand
by 82% (Chart 1). On the other hand, the low-

Stay dates

When can guests stay using this promotion?

Select at least 1 date

est value of this indicator was shown by tourists
from Germany, the Netherlands, and Denmark,
of only 42%. If we associate the intensity of
demand in promotions with the level of develop-
ment of the country where the interviewed tour-
ists come from, we notice that tourists who come
from low-income countries are more sensitive to
various promotions.

Another world-class IDS provider is Expedia.
It offers another range of promotions for the ben-
efit of the hotel business, such as [10]:

— Discounts for members only — designed to
attract travelers who, on average, book twice
as many nights and spend twice as much as
non-members.

— Package promotion — designed to attract
travelers who book earlier and have lower can-
cellation rates.

— Value-added promotions — involves adding
a plus — for example a free breakfast, free park-
ing, or spa — to tempt travelers.

— Early booking — this promotional plan is
designed to reduce the risk of unreserved rooms
by offering lower rates to travelers who plan
weeks and months in advance.

— Create your own discount — it is possible to
offer either free or discounted room for a certain
period of life.

All these discount plans created by IDS are
intended to stimulate the volume of sales of basic
and additional services of hotel enterprises.

® To select/unselect specific dates, hold CTRL and click on each date.

October 2021

November 2021

Which day(s) of the week would you like to include in this promotion?

Uncheck a day of the week to remove it from this promotion's calendar

Mo 1u Wo Ih

Discounted rate available only during:

October 2021 Movember 2021

Fr Sa

December 2021

Su

January 2022

Figure 1. Example of ”Stay dates”
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Chart 1. The purcentage of travelers willing to beneficiate of promotions in their future travels
Source: [9]

In addition to these discount plans, hotels can
practice their own discount systems, which can
be of several types:

— seasonal discounts — the implementation of
the services is performed extra season;

— discounts on holidays (about 25-50%);

— reductions during a temporary decrease in
the quality of accommodation services (renovation
works, temporary absence of hot water, telephone,
TV or refrigerator in the rooms, where they should
be), the amount of the reduction being conditioned
by the minimum daily cost of unsecured services;

— discounts for the location of the rooms in
the immediate vicinity of the showers and other
common areas, as well as of the spaces where
repair works are carried out (about 5-10%);

— special discounts for schoolchildren and
students during the holidays;

— discounts for accommodation in the room
of members of the same family (unless a special
"family rate" applies).

Prices and discounts are important tools of
the tourism company's marketing policy. And
another element, just as important are the pay-
ment instruments used to pay for hotel services.
The usual payment methods specific for touristic
services: cash (in national currency, freely con-
vertible foreign currency); bank checks and post-
age; bank cards (debit and credit); voucher — a
booking and payment document; bank transfer.

There are several criteria for assessing pay-
ment instruments, such as commission size,
payment accessibility, payment security, and
payment tracking. From the point of view of the
size of the commission, the most expensive pay-
ment is the bank transfer, followed by the pay-
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ment with the bank card and the payment in cash.
From the point of view of accessibility, the cash
payment is placed in the first place, because the
cash is always in the wallet, followed by the bank
card, the voucher, the vouchers, the least acces-
sible being the bank transfer. Payment security
is an extremely important criteria today, given
the increasing incidence of frauds with various
payment instruments. Thus, from the point of
view of security, the bank card is the payment
instrument with a higher degree of security, fol-
lowed by the bank transfer and the voucher. The
payment tracking criteria is met at a higher level
than payments made by bank transfer.

In the process of making payments, the hotel
company should take into consideration the con-
fidentiality of their data. The confidentiality of
customer data must be respected when the cus-
tomer provides personal data of the card or bank
details of the company in order to make a remote
payment. The hotel enterprises that conclude
a collaboration contract with travel agencies,
national and international companies mostly use
bank transfers.

As in most industries, maximizing revenue
remains a priority in the activities of hotel busi-
nesses. To achieve this goal, hotels need to work
with as many booking platforms as possible by
building an individual relationship with each of
them. Using promotions and ensuring that each

of the tools that are available is used to achieve
various benefits for the company.

Each hotel company sets prices based on
various factors, with the aim of maximizing the
profit. Among the basic factors that contribute to
pricing, we name room type, customer segmen-
tation, demand and supply in the local market,
competitors' prices for similar services, the sea-
son, or even the day of the week.

Conclusions. The pricing policy is one of
the most important elements of the overall strat-
egy of hotel enterprises. The pricing policy cov-
ers the concept of hotel service pricing and the
mechanisms for their application, taking into
consideration the range of services, consump-
tion categories, supply and demand characteris-
tics. This policy is formed cosidering the needs
of consumers, the desired volume of sales, com-
petitive environment. Thus, the price should be
such as to meet the needs of consumers, on
the one hand, and on the other hand, to help
the hotel business to meet its financial objec-
tives. In the hotel industry, the booking systems
and discounts offered by them must be as effi-
cient as possible, so that online management is
increased and contributes to raised profitability.
The payment methods, in return, are the tools
that have a major role in providing services, and
the accuracy with which they are used also influ-
ences the economic success of the company.
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