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ABSTRACT

Hotel service quality has long been a concern ébokars and practitioners. Previous researchesatelithat the
service quality of hotels in Kenya is yet to maicternational standards. It has been argued thatreason why hotels do
not deliver quality service is due to the substrgap of the living standards of Kenyans and ir@donal tourists and the
lack of proper investment in the sector due totflations in growth in the past. The purpose ofdtugly was to examine
the financial implications of rating of hotels. Thudy was conducted in tourism establishmentsaid¥i and parts of
Rift Valley and it focused on rated hotels in Kenyide research design used sociological surveyetiaigy 50 hotel
establishments. The researcher relied on primay secondary data for information from which an gsial was
conducted and conclusions deduced. The primary wagacollected through face-to-face interviews agntwurists and

hotel managers using a structured questionnaire.

The quantitative data from the questionnaires wadyaed using Statistical Package for the Soci@r®es and
Ms Excel. Findings from the study pointed out amsty relationship between hotel rating and hoteeneres. This was
evidence that for hotels to increase earnings thlep needed to improve their ratings. Further tis, thating of
establishments eased the decision making of tewiste they would easily differentiate servicesleaf hotels. Overall, it
was evident that hotel rating was vital in the hbtgsiness as it aided establishments effectivelpmete in the market
place. Findings from the study will therefore oféer unobtrusive and economic way of examining hegelice quality. In
addition, it will also help in understanding theatjty service of the star rated hotels perceivedhgydomestic tourists and

financial implication to hotel establishments.
KEYWORDS: Hotel Rating, Financial Turnover
INTRODUCTION

The Ministry of Tourism through the Department ofufism implements government policies on tourism,
develop and promote domestic tourism among othéicgs In addition the ministry regulates hotelsl apstaurants,
maintains standards in all tourist facilities arlgbadoes classification of hotels and restaura@iassification is done by
Hotels and Restaurants Authority (HRA) which issamsautonomous body under the department of tourisznording to
the World Tourism Organization (WTO) and the Intdional Hotel and Restaurant Association (IH&RAJte rating is
the classification of accommodation establishmem¢goting a system, duly published, in which accoufation
establishments of the same type (such as hotelglsn@nd inns) have been conventionally brokenrdowo classes,
categories, or grades according to their commorsiphl and service characteristics and establishegogernment,

industry or other private levels (WTO & IH&RA, 20p4The European Standardization Committee clariffes term
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8 Wilson Kibet Kiplagat, Stanley Makindi & Gilbert Ob ati Obwoyere

“accommodation rating or classification schemes ‘& system providing an assessment of the qualiywdards and
provision of facility and/or service of tourist asomodation, typically within five categories, ofterdicated by one to
five symbols” (WTO & IH&RA, 2004).

Initially, the distinction between hotel availabjliand quality is often blurred. Early hotels andd were little
more than an available bed and something barebtaisie to eat. The emergence of tourism in therlatlf of the 19
century brought with it an improvement of the stamd$ of the early inns (Callan, 1989). Some presswas placed on
these facilities to offer some minimum standardsrghthe consumer was able to identify a propertih wpecific
amenities. The rating system emerged out of effoytshe Automobile and cycling clubs in Europe, whatheir tour
books displayed hotels, which they recommendechéir tmembership, based on the guaranteed facilitieish these
hotels/inns offered. This led to the establishmaintating systems such as the Automobile Assodiafid@A) and its
American counterpart the (American Automobile Asatien — AAA) and the Michellin tyre company’s — &hiellin Red
Guide and other mobile guides. After World War Mational Tourist Boards began to consider some fofniotel
classification system. By 1970 only five Europeaurries had national classification systems, b§01¢his number
increased to 22 European countries and 60 countriglsiwide. The criteria applied by the classifioat systems were,

and still are not uniform. There were various megsiattached to registration, classification aratigrg.
STATEMENT OF THE PROBLEM

Scholars and business writers have for long reezeginthe need of the importance of hotel ratingffacting
performance and earnings of hotels. Few studies haen undertaken on this topic locally, hencentrel for the current
study. This study attempted to examine the relatign between the hotel rating system, service tyuahiprovement,
financial and overall performance of hotels in Nakand Nairobi, Kenya. It sought to unravel the &uipof hotel rating
on service and performance changes. In Kenya diyrérere was no empirical evidence that showed “Hiaancial
Implications of Hotel Rating”. It is against thiadkground that the current study was undertakers. §thdy was targeted
to benefit players in the hotel industry who wouligh to grow their businesses. The study would athacate government

officials in the tourism sector on the role of tiwtel rating in attracting tourists.
OBJECTIVES OF THE STUDY

The main objective of this study was to examine fthancial implications of rating of hotels. Theudy was

guided by the following specific objectives:
* To examine the relationship between revenue (gregsand hotel rating.
* To examine the relationship between service quality hotel rating status.
» To compare hotel charges and different hotel ragtatus.

REVIEW OF LITERATURE

Hotel rating systems offer benefits to various @ecsuch as travel agencies, tour operators, ha@lernments,
and consumers (WTO & IH&RA, 2004). The systems lfate travel agents’ selection of hotels for theurstomers.
Major tour operators based in Britain and the UWhi&ates of America, such as First Choice, Thontdolidays, Air

Tours and Thomas Cook, have their own hotel classibn systems to assist product packaging andketiag. Hotel

Impact Factor (JCC): 3.0965 Index Copernicus Value (ICV): 3.0



An Analysis of Hotel Rating and its Implication onFinancial Turnover of Rated Hotels in Kenya 9

companies use classification schemes as “brandifWyTO & IH&RA, 2004), which conveys both qualita8 and

guantitative grading of properties to their custesndhe rating system provides consumers with ay @&y to compare
hotels. Governments use hotel ratings or classificasystems to regulate the hotel industry witfiffeand taxes, and to
meet basic requirements of safety and hygienea@4l1993) found out that, when choosing hotelstocnsrs staying at
three to five star (or other equivalent symbolsielouse rating systems more often than do th@sensgt at one and two
star hotels. A hotel rating system embraces twisparbasic registration standard and a gradinglata (Callan, 1993).
The basic registration standard is the physicalireqent (amenities and facilities) that a hotelgarty must meet; it is
the minimum quality requirement. The grading stadda an extension of basic requirements of qual#aand intangible
services (room service, concierge, security, amotigers), allowing a hotel to be compared with otpeoperties.

To communicate the quality level a hotel achiewesariety of grading symbols is used, such as ,staosvns, diamonds,
suns, or letters. The symbol most universally reczayl is stars, as most countries have at leastaiimgy system using
stars to represent quality grades (Callan, 19930QVWTIH&RA, 2004).

The 100-plus hotel rating systems worldwide canch&egorized into two groups: official and non-atiic
(Qing & Liu, 1993). Official hotel rating systemseaestablished and conducted by government ageaeifollowed on a
compulsory and regulatory basis. Official systeqmglhato all hotels, while non-official hotel ratirgystems are developed
and implemented by private organizations, such @tsltor tourism associations and national or reglicautomobile
associations on a voluntary participation basihbtgls. The purpose of official systems is mainlontrol lodging tariff
and taxes, whereas non-official systems imposeaoilsobligations (WTO & IH&RA, 2004). Callan (1994pecified that
some hotels tend to oppose the compulsory gradingnse due to concerns over bureaucratic interferemi¢h customers
expecting guaranteed service quality out of théBeia systems. China is one of the countries vathofficial hotel rating

system, while some countries like the U.S. andaBrihave only non-official rating systems.

In the United States of America, for example thee¢h most popular hotel rating systems are AAA
(diamond rating), Mobil (star rating), and Utel(®fficial Hotel Guide-OHG). On the other hand, imitBin there are a
number of hotel classification schemes offered hyape organizations and regional tourist boards: &ample, the
English Tourist Board (ETB) awards crowns to hoitelEngland, whereas the AA and the Royal Autorm®bilub (RAC)
rate tourist accommodations by star systems wifréint criteria and judgments (Conway, 2004). 092, the WTO and
the IH&RA carried out an international study to sy hotel classification schemes in both publict@e; such as the
National Tourism Organizations (NTOs), and priveg¢etors, such as the National Hotel Associatiore Jtudy revealed
the complexity of hotel rating systems by reviewihgir evaluation criteria and administration irifelient countries.
To reduce the complexity of numerous hotel ratipgiesms in existence, the WTO and the IH&RA haventaeveloping a
universal hotel grading scheme that can be useduntries throughout the world to benefit both oostrs and tourism
service providers. A joint promotional campaign ag@®\A, RAC, and ETB was also undertaken to develd@armonized

hotel classification scheme (Conway, 2004).

Although technology makes products similar, it ésvice quality that differentiates them in a vepmpetitive
market place (Denburg & Kleiner, 1993). The impocde of service quality is well recognized in thespitality industry,
since hotels cannot survive intense competitiorhavit satisfying their customers with quality seevi&arvin (1988)
defined perceived quality as the subjective peroapbf quality through indirect measures of qualdgmparison.

Gronroos (1993) stated that service quality waselbped based on the confirmation/disconfirmatiomoept in the
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10 Wilson Kibet Kiplagat, Stanley Makindi & Gilbert Ob ati Obwoyere

perceived service quality model introduced in 19B2e notion of the model explains that perceivedise quality is the
result of comparing a consumer’s real experiendl his/her expectation of the service. To achieigh service quality,
an establishment needs to understand its custommgusctations. Service improvement programs cagelveloped, which
include issues of customer segmentation, servittarey communication to customers, recruitment @athing of service
personnel, empowerment of employees, and appraisibms. The essentials of service quality areomalized as
enhancement in customer loyalty, increase in masketre, higher returns to investors, reduction dsts; lowering
vulnerability to price competition, and establishmhef a competitive edge (Haksewtral, 2000; Knutson, 1988; Wuest,
2001). Based on the theory of perceived servicdityuBRarasuramast al, (1991) proposed their “conceptual gap” model
of service quality and explained that perceptios@ivice quality is a comparison of consumers’ etqd@ns with actual

service performance and quality evaluation invokrealuation of both process and outcome of senétieery.

In their succeeding studies, SERVQUAL, a scalerf@asuring consumer perceptions of service qualigs
proposed. The 7-point Likert scale, which is regdrds a generic service quality measurement toddivice industries
(Lovelock, 2001), measures customer expectatiords perceptions with 22 items in five dimensions:iatality,
responsiveness, assurance, empathy, and tangiaess(iramast al., 1991). A number of studies applied or modifiked t
SERVQUAL instrument to measure service qualityhia hospitality industry. LODGSERYV (Lodge Servica)modified
instrument of SERVQUAL, was developed to measurielhguests’ expectations and experience of seryicality
(Knutsonet al., 1991). HOLSERYV - a grading scale created for suemment and assessment of the hotels service an
extension of the SERVQUAL scale, was introducethhospitality industry in 1999 (Met al., 1999). Ekinci and Riley
(1999) proposed the application of the Q-sort teqpimn in the context of hotel service quality evéilua to validate the
dimensions of the established models of servicdityuélsing the same approach of SERVQUAL, the LiodgQuality

Index (LQI) was developed to measure customersgmion of service performance (Getty & Getty, 2003

Competitive marketing demands local and internatidmtels to seek standards and tools to reflest gervice
quality. One of the answers to this need is abtidotel rating system, which ranks, certifies) agflects the quality of
hotels’ facilities and service. Hotel rating systeare vital to hotel marketing. A survey condudigdCallan (1989) found
out that hotel operators valued the classificatiovards and grading as promotional assets, andthibatlassification
schemes provided significant amount of businegkechotels. According to Collins Concise Diction&tp98), rating is
defined as “a classification according to ordegade and as ranking”. Consequently, hotel rateng lve described as a
classification of hotels according to grade andkradften, there is confusion regarding the ternoggl used in hotel
rating. Callan (1989) attempted to identify thefetiénces between classification and grading. Glaadbn involved
assessing the tangible elements of the serviceamik qualitative grading was concerned with thenigitsle elements.

Globally there are many diverse hotel ratings systas are the regional tourism blocks in existéhtmyer, 1989).

The more common classification systems include' 'saéing, letter grading, from 'A’' to 'F', diamond simply a
'satisfactory’ or 'unsatisfactory' footnote to amomodation such as hostels and motels. Systems w@sings such as
Deluxe/ Luxury, First Class/ Superior, Tourist GlaStandard, and Budget Class/ Economy are morelyatcepted as
hotel types, rather than hotel standards. Theckasification system is a common one for ratintglso Higher star ratings
indicate more luxury. Food services, entertainmeisty, room variations such as size and additiama¢nities, spas and
fithess centers, ease of access and location mapimdered in establishing a standard. In 2000Chmittee on the

development of Tourism and Wildlife within East &ftin Community constituted the East African Parfidixperts which

Impact Factor (JCC): 3.0965 Index Copernicus Value (ICV): 3.0



An Analysis of Hotel Rating and its Implication onFinancial Turnover of Rated Hotels in Kenya 11

would help the sectoral committee in the establistinef a common code of conduct for private toud &avel operators,
standardize hotel classification and harmonizeptiodessional standards of agents in the tourismti@vedl industry within
the community (EAC, 2009). The EAC Standards ddterould act as a tool that would facilitate théedhg of products

and services that would consistently meet the datiens of tourists patronizing the region (EACO2D

The Kenyan classification criteria consider theldiming essential items before classifying touriatifities:
occupational permit, valid operating licence, dagi@ systems, room designations, fire safety, veafpply, parking space,
communication systems, electrical safety, first.Atassification in South Africa is conducted byu8oAfrica Grading
Council. Classification is done to offer consumenfidence and also acts as a marketing tool. Safitba also use star as
a way of Grading Hotels.

Vallen and Vallen (2005) noted an approximately 2bfrease in sales among top-rated hotels in thbilklo
Guide and a 40% increase in business among sme&lsh@ted in AAA after hotels were awarded withssifications.
Therefore, hotel ratings functioning as a promatlaool might be associated with growth in hotesiness measured by
volume of sales and occupancy rate. Hotels alsocepar ratings as a pricing tool. Israeli and Urigdp00) examined the
impact of star ratings and corporate affiliatiomstetel room prices in Israel. It was found that@ariations could be
partially explained by star ratings and the stiingasystem was a significant predictor of hotelstision in setting prices.
Lollar's (1990) exploratory study further supportiais conclusion. It was found that a hotel chargeate once a higher
level of classification was awarded and in somentes four or five star hotels could charge anicgrmat their will.
IThis research proposes that changes in hotel ipeafioce are associated with service quality impramnas a result of
participating in the hotel rating system. Fernanded Bedia (2004) examined whether a hotel ratysesn was a good
indicator of its service quality and found thatséd on values of expectations and perceptions taid differences, the
ranking of the hotel groups did not correspond #ydo the ranking of stars. They also found thagtomers from highly

rated hotels had negative differences between ptoos and expectations indicating a demandingntdie.

An exploration by Narangajavamtal. (2008) concluded that the underlying constructatel service quality
improvement had four dimensions: service delivdngtel employees, facilities and surroundings, arestge. It was
revealed during a study on hotel industry surveVhailand that there was a significant relationdfépveen improvement
in service quality and changes in hotel performaroethe first relationship, hotels’ performanceange in sales
corresponded with improvement in service deliveiagility and surroundings, and prestige. Averagdydeate and
occupancies, the two parameters in room revenuesum@aents, were not significant. This relationséigamined the
association between changes in non-room revenuseamite quality improvement. They concluded frdra study that
hoteliers could increase non-room related revehtmugh improving service delivery with better seevproduction and
error-free delivery, upgrading guest facilities angroundings, and enhancing hotels’ prestige difiteon Narangajavana
et al. (2008) noted that changes in sales, average daihs, and occupancy were strongly related to orgment in
employees’ service competencies and hotels’ fagliand their surroundings. This relationship exemichanges in hotel
performance with an emphasis on room revenue. stagacluded that hotel managers who intend to aeHigher room
revenue needed to focus on improvement in theipgnt@es’ tangible assets (facilities) and surrongdiand intangible
assets (employees’ service competencies). Maingiand upgrading guest facilities and surroundimgs also important
for generating both room and non-room related rages employees were found strongly associated mibm sales,

hotel managers should recognize the importanceatiiting and retaining qualified employees ancioffy competency
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12 Wilson Kibet Kiplagat, Stanley Makindi & Gilbert Ob ati Obwoyere

and skill training programs. Overall the hotel mgtisystem is one of many instruments that the hHotklistry use as a

guideline to reach an expected level of servicdityuand to convey this message to the public.
RESEARCH METHODOLOGY

This study employed sociological survey to collelz#tta on demographic characteristics and attitudes o
respondents in the study. The survey was conduwtesl a face-to-face with an interviewer of a selkcample of
respondents. Data collected in this survey includesth demographic information and respondent's iop@
The population of interest in this study was 5@dalotels in Nairobi and Southern Rift Valley, Kanyrhis study used
both primary and secondary data, which were ofitpiale and quantitative nature. The study usedh lsdtuctured and
unstructured questionnaires and interviews. Piatpsturing data collection was done in selectectlsoto ensure that
qguestions which were vague were revealed, commamnds suggestions made by respondents were considerd
incorporated in the questionnaires and deficienaiese revealed. Data was analyzed using descriptig inferential
statistics. Specific analysis procedure entailedgu8S Excel and the Statistical Package for thei@&ciences. Central
tendency, cross tabulation, regression and coivala@nalysis were applied all aimed at testing rédationship between
revenues and hotel rating status. These analysimitgues identified the significance of the relatipassociations, and
interactions with regard to the impact of hotelrmgs on quality service delivery and the amountesfenues and profit

generated thereof.
RESULTS AND DISCUSSIONS

The study was designed to target managers in diffehotel establishments. The establishments tlaie w
selected in the study were adequately distributeteims on number of years they have been operafiois was to
provide response from a cross-section of playetBimvihe hotel industry. On the relationship betweevenue per room
and hotel rating, the mean score was calculategrder to understand the central tendency of theuamoharged by
hotels. As evidenced by Table 1, there is a dicectelation between rating of an establishment amarges per room.
The direct result of this is that establishmentthwaigher ratings are likely to have more reven@s further analysis to
uncover the strength of relationship between hattthg and room charges, it emerged that therepissitive relationship
between these two variables. Higher ratings ofldéel to increased room charges which translatddgher revenues for
the establishment.

Table 1: Correlation between Hotel Rating and RoonCharges

Pearson Correlation 1 0.484**

Sum of Squares and Cross-products 69.220 96,047,959
Covariance 1.413 2,000.999
N 50 49
** Correlation is significant at the 0.01 leveHailed).

It is therefore quite clear that ratings are usegricing tools by establishment. Tourists aredfae willing to
pay extra for higher ratings since they expectebetervices and amenities. This is further suppdoielsrael and Uriely
(2000) who found out that the rating of establishimis a predictor of hotel pricing. Overall, theopess entailed
improvement of the services amenities. This is emi@ that the process entails improving as welstaadardizing
amenities and service provision to meet internafidavels. This makes it easy for foreign tourigtsdifferentiate

establishments’ services. Cleanliness of the astahkent (32%), improvement of security (30%) anérall standard of
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An Analysis of Hotel Rating and its Implication onFinancial Turnover of Rated Hotels in Kenya 13

the building (22%) emerged key points of focus Kgrthe rating process. Establishments wishing tbertake rating
process in the future will therefore need to endhiey have adequate resources allocated in these #tey areas.
Setting up parking space, improving room standaslsvell as food served to customers — each at 14%ére also
mentioned as some of the areas that were evalwhtedg the rating process. Similar to the settiqgprocess, the
preparation entailed improvement of the infrasuiteof the establishment. This entailed advertiginipe media 24% and
improving the workforce of the establishment 22%or® importantly there was the element surprise 6% 2f
establishments were visited without notice. Thiscdurages prior preparation for the rating prodessce ensuring
SERVQUAL of the establishments is always up to déad.

Table 2: Amenities Establishments Offer (%)

Response 1 Star | 2 Stars | 3 Stars | 4 Stars | 5 Stars | Total
Base 10 13 14 10 3 50

Bar & restaurant 80 69 86 90 67 80
Rooms/ conference rooms 30 31 43 60 33 40
Entertainment 30 46 43 20 33 36
Swimming pool 10 23 0 20 67 16
Gym 10 15 14 10 33 14
Spa/ sauna 0 8 14 10 33 10
(Wi-Fi) the Internet 0 8 21 10 0 10
Salon & barbershop 20 0 0 0 33 6
Casinos 0 0 0 20 33 6
Laundry 10 0 7 10 0 6
Safe custody of valuables/ security 0 0 7 20 0 6
Electrical key 0 0 7 10 0 4
Information center 0 0 0 10 0 0

The study further sought to check whether thersigsificant increase in the levels of quality of\vdee with
increase in hotel rating. From the findings it wasserved that hotels with higher ratings had marevell as better
amenities. For example establishments which hagaaf 1-3 star had only a maximum of 8 amenitigslities.
These establishments also lacked high-end amesitigs as Spas, Saunas and Casinos. On the otledHastar hotels
had more than 9 amenities/facilities. High-end atrenwere also included in their menu. In ordec&ter for the more
discerning customers, establishments with hightimga are likely to have wider offerings as opposethose with lower
ratings. Consumers also expect establishmentshigtier ratings to be more expensive and to havee raorenities and
facilities. The implication of this is that thesetéls are required to increase their investmentsiden their services and
amenities. Majority (78%) of these establishmenes @onstantly servicing their amenities in orderntaintain these
standards. Since the rating process does not etfidfingt assessment but rather it seeks to progideavenue where
establishments can continue maintaining their ctirsgandards or even improve to the next levehtihg. Establishments
will therefore not rest on their laurels after thiial rating but will rather seek to continuoustyaintain and improve their
rating. As observed earlier, rating is a procetizerahan a one-off exercise. It also entails ssepvisitations by the rating
agencies which therefore forces establishmentsntiruously maintain their service standards. 16%he establishments
also sought feedback from clients in order to emshe service standards are up to par. 2% claiimgdthey made sure
bills were paid on time in order to maintain theervice standards. The study also sought to linkiegs from
establishments with financial implications arisinf§ improved amenities and service offering. It wagdent that
continuous servicing carries with it financial ingaltions to the hotels as evidenced by 98% of #spandents who

believed it did. Establishments which intend to ioye their rating and achieve higher room revenoeused on
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improvement in their properties’ tangible assetarttter to this recruiting qualified personnel andimtaining and
upgrading guest facilities and surroundings wae &ital. This evidence that establishments are ireduto increase
investments in order to maintain and improve thweirent rating. The study found out that establishts with higher
ratings have more financial responsibilities inmerof amenities, facilities and staff. The implioatof this is that they

will incur higher costs to maintain their standaadscompared to their counterparts with lower gtin

Table 3: Challenges Facing Establishments

Challenges Percentage
Competition from other hotels 50%
High cost of food/ fluctuation of food commodity %6
Limited Space 12%
Insecurity 10%
Stubborn customers/ rude customers 8%
Fluctuation of foreign exchange 8%
Lack of customers 6%
Noise from the staff 6%
Language barrier 6%
Poaching of staff from other hotels 6%

It was evident that challenges hotels are facimgaaising from the unpredictable macro-economidrenment.
Half of the hotels mentioned they were facing stdmpetition from other establishments which meather players were
continuously improving their service standardsttoaat new and retain existing customers. Otherstimeed it was cost
of food (16%), limited space (12%) and insecuritp%) which made some of the establishments noptrate at full
capacity. On the question of which areas might Haeen left-out during the discussion with respotslehwas clear that
the discussion touched on key pain-points of eisfailents. Some however felt that people who conldotel should be
well updated with the happenings in the industs)4Others also recounted the issue of stiff coitipet(4%) within the
industry, tough economic conditions (2%) and insigg{2%). Majority of the tourists interviewed (%@ were above 45
years, evidence that most tourists are in oldertageket. This is mainly attributed to the facttth@ost tourists have

higher disposable incomes which has a positiveetation with older age bracket.

This further supported by a United Kingdom departt statistics which clearly indicates increaggzbme in
the population of United Kingdom among citizens caggbove 40 years (United Kingdom, Department foci&o
Development, 2004). According Ministry of Tourismbbund Tourism Study (2010) the gender split amongists who
arrived in Kenya during the same period was 50%eraatl 50% female. This acted as guide in our shndytherefore had
to split the gender equally in order to have a tepresentation of the tourism population. 64%heftourists were married
an indication that majority of the tourists havdtled down. This is a result of them being in tHdeo age bracket
(above 45 years). The end result of this is thatidishments should ensure their offerings matehnieds of tourists who

are mostly older and married.

On further analysis it was evident that marriedtigia spend more than their unmarried counterp@htis. pointed
to the fact that married tourists were more inditewards spending more (booking hotels with higlagings) than single
counterparts. Establishments with higher ratings taerefore more likely to benefit from this phemmon than lowly
rated hotels. According to the findings, there wasizeable number (24%) of Kenyan tourists, a $tofn the past when
tourists were mainly foreigners. A majority of themwever are still from western countries with Birit (22%) and

America (14%) leading the pack. There were alsgigtaifrom African countries such as Nigeria (2%hana (2%),
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Uganda (4%), Ethiopia (2%), South Africa (2%), Suda%) and Tanzania (2%). Asian countries also daignificant
representation with China (2%), India (2%), Jap@¥) and Korean (4%) being mentioned. This is ateoito the fact that
emerging markets are increasing their footprinthie Kenyan tourism sector. Establishments in Kehgaefore have no

option but to rate their hotels to ease the degisiaking of these key customers.

This will ensure they are able to gauge the serlésels and facility availability. The question g to
understand the reasons behind tourists’ visitedioh business (42%) emerged as the main motivafitreorisits. Not
surprising leisure (40%) was second reason why tigted. Establishments should therefore ensueg ttave adequate
business, conference facilities and leisure oftgrito compete effectively in the marketplace. Siugly8%), medication
(4%), church mission (4%) and children adoption 2%re also mention as reason behind the visitsnERough charges
were mentioned as a key driver for tourists, afl tdther factors (quality of service, amenities,ehoating and security)
which are a direct result of rating of an estalfieht are equally important. Those who mentionedgdsare also
cognizant of the importance of rating as a keyaldd in pricing of an establishment. Rating thereforovides an avenue

for them to compare pricing (value for money) dfatient establishments.

From the findings, travel agents (36%) and wordhmfuth (28%) were the main source of awareness shotel
tourists were using. Employers (10%), neighboue®)(4nd close family (4%) were also mentioned aroffources of
awareness. To take advantage of these powerfuletiagkchannels hotels must ensure they providedaadss service.
In order to maintain this, conformity to an estabinent’s rating is crucial. Establishments whichnpto grow their
business as well as revenue therefore must ratéshdore importantly is that the amenities andgtesice delivery must
match the expectations of tourists. This will eesestablishments have repeat business from theierguclientele.
The rating system manages the expectation of tsuais indicated by 94% of respondents who felt tiweit expectations
had been met. Similarly a sizeable number (92%heftourists also feel the amount paid was realevér money. This
could be attributed to the fact that these estaimients were rated and the amount paid by tourists equivalent to
services provided by the hotels. The study furmrght to generate recommendations to establisisnstraight from
tourists. Overall majority of the tourists (32%) reemore than happy with services and amenitiesdatals. A few
however felt that there should be improvements étiness facilities (8%), increasing number of s{éffo) and providing
access to free internet (4%). There were also t@llsnprovement in customer services (4%), an #nasestablishments
should always strife to improve on. Majority hadweositive feedback. 33% and 22% mentioned thatyldebeautiful
and has hospitable people respectively. 11% eattithbit Kenya has good weather, have great heiigishigh standard
of services. This a strong pointer to great potérdf the hotel industry in Kenya as the tourist$ ot have any gross

negatives to establishments
CONCLUSIONS

The study concluded that hotel ratings had stretationship with the revenues of an establishmigmtas also
evident that tourists use recommendations fronetragents and word of mouth when selecting estabksits — who base
their recommendations on hotel rating. This wasreng indication that for hotels to increase eagrithey also need to
improve their ratings. It was also evident tharéhwas significant increase in the levels of gyalit service with increase
in hotel rating. The downside to this was that ¢herere higher costs of improving and maintainingsth standards.

This however is toned down by higher revenues.
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It was also evident from the study that touriststdain hotel charges and quality of services whach a direct
result of hotel rating. Establishments will therefde required to rate themselves in order to entheir service quality
matches the expectations of customers. In sumrhatg| ratings act as guiding tool for both the lelishment and the end
users. From the findings it is evident that ratifigestablishments provides hotels with a strongnéation for marketing as
well growing their revenue. Indeed, rating of atebshment is seen as a basic requirement forranyo this business.
It is therefore crucial for establishments to ridueir hotel businesses if they wish effectively pate in the market place.
Since this process is a continuous, managers isetlestablishments should also ensure service sttndee always
maintained. Main findings of this study are limiteedNakuru and Nairobi regions. The study did rmter establishments
in Mombasa and Masai Mara Game Reserve which hagridficant number of tourists and hotel establishts.
This might have left out critical findings from ghimportant tourist destination. Further studiesusth cover other tourist

regions as it may bring out insights which wouldcbgcial in the tourism industry.
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