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The dynamic changes of globalization especially in hospitality industry, joined by the changing competitive circumstances on the world markets, innovative progressions in addition to the changing client tastes and inclinations have established a powerful business climate practically in almost all sectors including hotels. Therefore, the significance of competitive strategies in hotel sector cannot be overemphasized. This research assessed the effects of differentiation strategy on the performance of hotels in Garissa County. This research was based on Ansoff’s Growth Strategy model. The study target population was 402 staff members from ten (10) hotels operating within Garissa County. The study applied purposive sampling to select the study sample size which was stratified as general managers, executive assistant mangers, marketing officers, business development officers, operations managers and guest officers. Primary data was collected using a questionnaire. Data was analysed using descriptive and inferential statistics. Study findings indicated that a unit increase in differentiation strategy resulted in 31.6% increase in performance hence improving performance. A unit increase in focus strategy resulted in 28.7% increase in hotels performance. The study recommended hotels need to enhance their web ranking as well as improve their market share using the competitive strategies.
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[bookmark: _Toc207574123]1.1 Background of the Study	
The globalization of the hospitality industry, accompanied by a changing competitive environment in global markets, technological advancements plus the shifting customer tastes and preferences have created a new dynamic business environment in almost all sectors including hotels.  In a competitive market, a competitor pressure in the entire hotel industry is escalating as all crucial players seek to expand by way of acquisitions, natural expansion, or diversification (Akerlof, 2018).
The hotels’ significant concern is basically their survival and long term viability in order to remain competitive and profitable. As a result of this, hotels and even other sectors must adapt to nature's radical and unpredictable environmental changes (Srivastava & Gupta, 2022). The only possibility is for the hotels to gain a competitive advantage by constantly renewing their competitive strategies (Waldman, 2017). Competitive strategies are the methodologies and motivations embraced by a firm to draw customers and provide better value than competitors by satisfying their expectations while also strengthening its market position in the business (Waldman, 2017).
To achieve competitive advantage, Michael Porter proposes three competitive strategies which are; differentiation, focus and cost leadership achieving exceptional performance in an industry. A company's differentiation strategy aims to make it unique in its industry along some dimensions that buyers value highly. A company chooses one or more attributes that a large number of buyers in an industry value, and positions itself to meet those needs uniquely. For example, service differentiation is the cornerstone of Hilton's business strategy. Specifically, the hotel differentiates its services by maintaining the highest level of quality and integrating information technology systems into various aspects of service delivery (Viscusi, 2018).
The core task of any business including hotels is to comprehend and cope up with competition. Competition for market share or sales growth goes far beyond reputable industry opponents (Abidin et al., 2019). Effective rivalry in the hotel industry is significant because it has far-reaching consequences for consumers and suppliers. For consumers, hotels competition affects service quality, cost of services, accessibility as well as products and services selection. It has impact on suppliers’ participation because hotels are an important market entry points for many food producers and household consumable products (Aliqah, 2017). 
Industry competition is influenced by external forces which outline suppliers' and customers' bargaining power, the threat of substitute products or services, the threat of new entrants, and the nature of competitive competition (Aliqah, 2017). For example, the threat of substitution in hotel services is notable in Kenya because of the attractiveness of hotel sector. Entry of new players has led to increased competition for market share and survival tactics including price wars as reported by Kenya Competition Authority in 2020(Karanja, 2021). Therefore, the absence of superior competitive strategies, the commitment in achieving and sustaining business performance is a difficult task. In this study, hotel was taken to mean a section of the hospitality industry that deals with guest accommodation or lodgings.
.
[bookmark: _Toc207574124]1.2 Statement of the Problem
The hospitality industry in Kenya witnesses rise in customer expectations for exceptional service and personalized personal experiences. This comes in the midst of the industry facing a slew of challenges. Aside from the increasing competition from global hotel brands establishing bases and expanding in the country, Kenya's hotel owners must guarantee that they surpass expectations at each stage of their visitors' stays in order to assure enduringly successful expansion. The way the hotels compete between each other and the competitive strategies they apply are the key determinants of performance within the hotel industry.
 Despite the empirical evidence, the studies fail to document the significance and nature of effect of competitive strategies on performance of hotel industry in Kenya. This study therefore took cognisance of the effect of competitive advantage in the hotel industry, and intended to evaluate the influence of competitive strategies on performance of hotels in Garissa County, Kenya. Specifically the research sort to find out the effect of differentiation strategy and assess the effect of focus strategies on the performance of hotels in Garissa county in order to help the industry players to improve their service delivery and remain competitively viable in the global competitive environment.

[bookmark: _Toc207574125]1.3 Objectives of the Study
The objective of this study was to assess effect of differentiation strategy on the performance of hotels in Garissa County
[bookmark: _Toc66963903][bookmark: _Toc66965796][bookmark: _Toc207574133]LITERATURE REVIEW.
[bookmark: _Toc207574135]2.1 Theoretical Review
The theoretical framework makes reference to an existing (tested) organization of ideas serving as a road map for a study. It is made up of theories or models, principles, generalizations, and research findings that are all closely related to the current study under consideration (Fuhse, 2022).This study was acnhored on Ansoff's Development System model
The Ansoff Product-Market Growth Matrix is a marketing tool created by Igor Ansoff (Altuntaş, Semercioz, Mert&Pehlivan, 2018). This Matrix enables managers to think about ways to expand their business through existing and/or new products, in existing and/or new markets (Altuntaş et al., 2018). Diversification that results in the company entering new markets where it previously had no presence(Holtström, 2022). It usually requires acquiring new abilities, methods, and resources.
As a result, it almost always results in physical and organizational changes in the business structure that represent a significant departure from previous business experience. The matrix shows, in particular, that as the risk elements increase, the strategy deviates from known quantities, the existing product, and the existing market. Consequently, item improvement and market expansion regularly imply a more solemn gamble than 'infiltration' (existing item and existing business sector); and enhancement (new item and new market) by and large conveys the most serious gamble of line, hence among others, most promoting action rotates around entrance.
However, Altuntas et al. (2018) argues that, despite its fame, the Ansoff Matrix is usually of limited use, though it does always serve as a useful reminder of the options available. In particular, Millar, Lockett & Mahon (2016) question the notion of being ‘caught in the muddle’. The author claims that there is a viable middle ground between strategies(Millar, Lockett, & Mahon, 2016). Many enterprises for example, have entered a market as niche player and gradually expanded. According to Stopford (2017), the most successful businesses are those that can solve what they refer to as "the dilemma of opposites." This model was relevant to this study as it brought out the key aspects of positing a brand such as a hotel to perform exceptionally well as compared to competitors (Stopford, 2017). 
[bookmark: _Toc207574139]2.2 Empirical Review
Awwad, Al Khattab and Anchor (2019) did a descriptive study to examine the relationship between product differentiation strategies and organizational performance in Sameer Africa Kenya Limited. The findings revealed that differentiation strategy involves doing something exclusively that clients value highly enough to warrant a price premium. The emphasis may be on a company's reputation, unique technologies, unique features, exceptional customer service, robust distributor networks, or other characteristics that are industry-specific. Further, as per Bayraktar, et al. (2017) separation system is one of Doorman's techniques utilized to help business, for example, inn to improve consumer loyalty. It is accepted that separation system can be the consequence of a solid key mission intended to reinforce the one of a kind qualities of the items/administrations inside the psyche of the shoppers.
Nasution, FeryPermadi and Khairoh (2017) conducted an empirical analysis to assess the impact of differentiation on organizational performance among Jordanian companies. According to the study, the essence of developing competitive strategies is matching a company to its environment. According to Nasution et al. (2017), while the relevant environment is broad, the key aspect of the firm's environment is the industry or industries in which it competes. As a result, industry structure has a significant impact on determining the competitive rules of the game as well as the potential strategies available to the firm. Serious technique subsequently stresses the improvement of the cutthroat place of the association's items or administrations in the particular business or market section (Mutuku, Mwai, & Mbenge-Ndiku, 2022).
Birjandi, et al. (2018) studied the factors influencing effectiveness of differentiation on performance of financial institutions. According to the findings, competition is at the heart of every enterprise's success or failure. This means that every company must develop competitive strategies, such as differentiation strategies, in order to gain a competitive advantage over their competitors (Birjandi et al., 2018). Competitive strategy is the part of business strategy that deals with the management plan for successfully competing; how to build sustainable competitive advantage, outmanoeuvres competitors, defend oneself against competitive pressure, or strengthen the firm's market positioning(Thompson, Strickland, & Gamble, 2014).Cutthroat methodology is the particular methodology which a firm purposes or expects to use to prevail in the commercial centre and it includes situating the business to boost the worth of capacities that recognize it from its rivals(Dasgupta, Carbery, & McDonnell, 2022).
Hicks (2021) examined the impact of competitive strategies and noted that using financial measures alone overlooks the fact that what enables a company to achieve or deliver better financial results from its operations is the achievement of strategic objectives that improve its competitiveness and market strength. Non-financial indicators include innovativeness (Hicks, 2021) and market position (Mishra, Shukla, & Sujatha, 2021).
According to Thompson, Strickland, and Gamble (2014), there are several metrics that recognize industry performance. From a hotel enterprise perspective, revenue per available room (RevPAR) is an important indicator of the value guests ascribe to a specific hotel, brand, or market and grows when guests stay more often and may incur greater costs. The availability of rooms is critical in light of the fact that it is intelligent to put resources into the inn business according to a proprietor viewpoint and is impacted basically by the productivity of a brand or market(Vinod, 2022).
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This study adopted descriptive research design because this design enabled the study to observe and analyse the status of performance of hotels in Garissa County as it is on the ground. Descriptive survey is an information assortment method that gives a reasonable clarification of the current idea of peculiarity being researched (Lind, Marchal, & Wathen, 2019).
A target population is the complete gathering of things or items or even substances that have comparative credits that can be utilized by the specialist to make speculation of the examination results (Lind, Marchal, & Wathen, 2019).This study intended population was the 402 staff members from the ten (10) hotels operating within Garissa Township (KAHKC, 2020)
The present study used purposive sampling technique to select hotels which had 20 or more employees because hotels in Garissa town operated within the same market environment and they were all fit for the current topic and hence a reflection of the total population. Purposive sampling is deliberate determination of witnesses in light of their capacity to explain a particular subject, idea, or peculiarity (Seixas, Smith, & Mitton, 2017). The study used stratified sampling to select respondents from each hotel based on their job position: General Managers, executive assistant mangers, marketing officers, business development officers, operations managers and guest officers. 
Sample size is the quantity of units or people that are browsed from whom information is to be assembled. The study used Slovene formula because it had been tested and used in similar studies(Waiganjo, Ng'ethe, & Mugambi, 2012).
Ñ = N/ (N ×d2 +1) where; Ñ = sample size, N = total population; d =1= degree of confidence with a desired 95% degree of confidence to come up with 200 participants to fill in the questionnaires as shown below:
402 / (402 x 0.052 + 1) = 200   
.Both primary and secondary data was collected for this study to complement each other to help the author build a convincing argument. The study used questionnaire as the key instrument for primary data collection because it is easy to administer, it will ensure confidentiality is upheld during the primary study and save on time. This was affirmed by a review done by Berndt (2020) which detailed that a survey is ideal on the grounds that the creator can gather data from a bigger sample (Taherdoost, 2021). 
The pre-test was carried out on a random sample of 10 participants from the sampled hotels based in Garissa town, one week before the primary study began to allow the author address any shortcomings with regard to the questionnaire's validity and reliability. Responses obtained during pre-test were not used for the main study.
Reliability test was conducted to ensure the questionnaire was reliable in collecting credible data from the field. This was achieved by using the main study responses to measure internal consistency reliability of the questionnaire response using Cronbach’s alpha. The alpha value in the range of 0 to 1 to determine the reliability type whereby values greater than or equal to 0.7 implied acceptable reliability (Creswell, 2014) in which case the Cronbach’s alpha coefficient was 0.933 which ascertained reliability of data collected in addressing the research objectives. 
Validity  was achieved through the pre-test that aided adjustment of research questions while removing any ambiguities in the questionnaire by seeking the opinion of the supervisor or experts on matters of competitive strategies and performance of the hotel sector. 
With the help of a statistical software, Statistical Package for Social Sciences (SPSS version 22), the research analyzed the quantitative data through the use of both descriptive and inferential statistics. The descriptive statistics comprised of weighted mean, percentages and frequency distribution. The study used tables to present the final results.
[bookmark: _Toc207574162]Regression analysis was used in this study to determine the relationship between the independent variables and the dependent variable. 
FINDINGS
4.1 [bookmark: _Toc207574163]Demographic information
The study comprised of a sample of 15(33.3%) General Managers, 6(13.3%) Executive assistant managers, 3(6.7%) Marketing officers, 13(28.9%) Operation managers, and 8(17.8%) Guest officers. There were 37(82.2%) Male and 8(17.8%) Female respondents. The age distribution of the respondents indicated that 6(13.3%) were aged 18-25 years, 26(57.8%) were aged 26-35 years, 10(22.2%) were aged 36-45 years, and 3(6.7%) were aged 46 and above years. Majority of the respondents had worked in respective hotel for Less than 2 years 9(20.0%), 2 - 4 years 14(31.1%), 5 – 7 years 13(28.9%), and More than 8 years 9(20.0%). Reported levels of education included Primary school certificate 1(2.2%), Secondary school certificate 14(31.1%), Diploma 14(31.1%), Bachelor’s Degree 12(26.7%), and Masters 3(6.7%); while one respondent did not have formal education.
4.2 [bookmark: _Toc207574165]Differentiation Strategy
Assessment of the influence of differentiation strategy on performance of hotels indicated that respondents ‘agreed’ that the hotel offered high value products/services compared to those of competitors (79.1%); focused on continuous improvement to create better value for its customers (82.2%); had a customer friendly approach that it strongly emphasized throughout (81.8%); and that the hotel brand has attracted many guests (84.4%). The respondents ‘moderately agreed’ that the hotel offered services and facilities that were clearly different compared to those of competitors (73.8%); emphasised the different features in its products/services compared to those of competitors (72.9%) and; offered unique products/services compared to those of competitors (75.1%). Respondents further ‘moderately agreed’ that the hotel encouraged its staff to be creative (71.6%) and; the hotel aggressively marketed its brand through various channels to increase awareness of its high value products/services among its target market (71.6%). The respondents ‘slightly agreed’ that the hotel embraced the use of technology in day to day operations (63.1%).
[bookmark: _Toc181533337]Table 1: Differentiation Strategy
	Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree
	Average

	
	N
	%
	n
	%
	n
	%
	n
	%
	n
	%
	

	The hotel offers services and facilities that are clearly different compared to those of competitors.
	4
	0.9
	1
	0.2
	9
	2.0
	22
	4.9
	9
	2.0
	3.7
	73.8%

	The hotel emphasizes the different features in its products/services compared to those of competitors.
	2
	0.4
	6
	1.3
	9
	2.0
	17
	3.8
	11
	2.4
	3.6
	72.9%

	The hotel offers unique products/services compared to those of competitors.
	3
	0.7
	3
	0.7
	7
	1.6
	21
	4.7
	11
	2.4
	3.8
	75.1%

	The hotel offers high value products/services compared to those of competitors.
	2
	0.4
	3
	0.7
	5
	1.1
	20
	4.4
	15
	3.3
	4.0
	79.1%

	The hotel focuses on continuous improvement to create better value for its customers
	2
	0.4
	4
	0.9
	3
	0.7
	14
	3.1
	22
	4.9
	4.1
	82.2%

	The hotel encourages its staff to be creative.
	6
	1.3
	10
	2.2
	0
	0.0
	10
	2.2
	19
	4.2
	3.6
	71.6%

	The hotel embraces the use of technology in day to day operations.
	5
	1.1
	14
	3.1
	5
	1.1
	11
	2.4
	10
	2.2
	3.2
	63.1%

	The hotel has a customer friendly approach that it strongly emphasizes throughout 
	3
	0.7
	2
	0.4
	2
	0.4
	19
	4.2
	19
	4.2
	4.1
	81.8%

	The hotel brand has attracted many guests
	3
	0.7
	1
	0.2
	2
	0.4
	16
	3.6
	23
	5.1
	4.2
	84.4%

	The hotel aggressively markets its brand through various channels to increase awareness of its high value products/services among its target market
	3
	0.7
	8
	1.8
	4
	0.9
	20
	4.4
	10
	2.2
	3.6
	71.6%



4.3 [bookmark: _Toc207574167]Performance
Assessment of performance of hotels posited that respondents ‘agreed’ that revenue increased (79.6%) and service quality rating went up (87.1%). The respondents moderately agreed that market share improved (77.3%). The respondents were ‘neutral’ on the fact that ‘web ranking went up’ (60.4%). 

[bookmark: _Toc181533339]Table 2. Performance

	Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree
	Average

	
	N
	%
	n
	%
	n
	%
	n
	%
	n
	%
	

	Web Ranking went up 
	8
	1.8
	9
	2.0
	7
	1.6
	16
	3.6
	5
	1.1
	3.0
	60.4%

	Market share improved 
	0
	0.0
	5
	1.1
	9
	2.0
	18
	4.0
	13
	2.9
	3.9
	77.3%

	Revenue increased 
	0
	0.0
	5
	1.1
	3
	0.7
	25
	5.6
	12
	2.7
	4.0
	79.6%

	Service quality rating went up 
	2
	0.4
	2
	0.4
	3
	0.7
	9
	2.0
	29
	6.4
	4.4
	87.1%



4.4 [bookmark: _Toc207574168]Regression analysis

Cost leadership strategy did not significantly influence performance (p value=0.197).

[bookmark: _Toc181533340]Table 3. Linear regression of Cost leadership strategy and Performance
	Performance
	Coef.
	St.Err.
	 t-value
	 p-value
	 [95% Conf
	 Interval]
	 Sig

	Cost leadership strategy
	.14
	.107
	1.31
	.197
	-.076
	.357
	

	Constant
	3.314
	.397
	8.34
	0
	2.513
	4.116
	***

	

	Mean dependent var
	3.817
	SD dependent var
	0.698

	R-squared 
	0.038
	Number of obs
	45

	F-test  
	1.715
	Prob> F 
	0.197

	Akaike crit. (AIC)
	96.550
	Bayesian crit. (BIC)
	100.163

	*** p<.01, ** p<.05, * p<.1

	




[bookmark: _Toc181533341]Table 4. Linear regression of Differentiation strategy and Performance

	Performance
	Coef.
	St.Err.
	 t-value
	 p-value
	 [95% Conf
	 Interval]
	 Sig

	Differentiation strategy
	.316
	.101
	3.13
	.003
	.113
	.52
	***

	Constant
	2.529
	.422
	6.00
	0
	1.678
	3.379
	***

	

	Mean dependent var
	3.817
	SD dependent var
	0.698

	R-squared 
	0.186
	Number of obs
	45

	F-test  
	9.821
	Prob> F 
	0.003

	Akaike crit. (AIC)
	89.053
	Bayesian crit. (BIC)
	92.666

	*** p<.01, ** p<.05, * p<.1

	



A unit increase in Differentiation strategy resulted in 31.6% increase in performance (p-value=0.003)












[bookmark: _Toc181533342]Table 5. Linear regression of Focus strategy and Performance

	Performance
	Coef.
	St.Err.
	 t-value
	 p-value
	 [95% Conf
	 Interval]
	 Sig

	Focus strategy
	.287
	.113
	2.54
	.015
	.059
	.516
	**

	Constant
	2.618
	.483
	5.42
	0
	1.645
	3.592
	***

	

	Mean dependent var
	3.817
	SD dependent var
	0.698

	R-squared 
	0.130
	Number of obs
	45

	F-test  
	6.428
	Prob> F 
	0.015

	Akaike crit. (AIC)
	92.040
	Bayesian crit. (BIC)
	95.654

	*** p<.01, ** p<.05, * p<.1

	



A unit increase in Focus strategy resulted in 28.7% increase in performance (p-value=0.015)

Multivariate analysis


[bookmark: _Toc181533343]Table 6.Matrix of correlations

	  Variables
	  (1)
	  (2)
	  (3)
	  (4)

	 (1) Performance
	1.000

	 (2) Cost leadership strategy
	0.196
	1.000

	 (3) Differentiation strategy
	0.431
	0.588
	1.000

	 (4) Focus strategy
	0.361
	0.526
	0.877
	1.000




[bookmark: _Toc181533344]Table 7:
Linear regression of Cost leadership strategy, Differentiation strategy, Focus strategy and Performance
	Performance
	Coef.
	St.Err.
	 t-value
	 p-value
	 [95% Conf
	 Interval]
	 Sig

	Cost leadership strategy
	-.063
	.125
	-0.50
	.618
	-.314
	.189
	

	Differentiation strategy
	.4
	.225
	1.78
	.083
	-.055
	.855
	*

	Focus strategy
	-.057
	.233
	-0.25
	.807
	-.528
	.413
	

	Constant
	2.65
	.496
	5.35
	0
	1.649
	3.651
	***

	

	Mean dependent var
	3.817
	SD dependent var
	0.698

	R-squared 
	0.192
	Number of obs
	45

	F-test  
	3.252
	Prob> F 
	0.031

	Akaike crit. (AIC)
	92.703
	Bayesian crit. (BIC)
	99.930

	*** p<.01, ** p<.05, * p<.1

	



Regression analysis was used in this study to determine the relationship between the independent variables and the dependent variable. This research had three independent variables; therefore, regression model was as follows (P-value=0.031):

Whereby; 
Y = Performance of hotels
X1 = Cost leadership strategy
X2 = Differentiation strategy
X3 = Focus strategy 
ε = Error term 
[bookmark: _Toc207574172]4.5	Discussion
A unit increase in differentiation strategy resulted in 31.6% increase in performance similar to study by Awwad, Al Khattab& Anchor (2019). Similarly, an analysis by Atikiya (2015) examining the impact differentiation strategy towards institutional results of manufacturing companies in Kenya covered twelve major manufacturing firms based in Nairobi and neighbouring regions reported presence of a positive association amongst differentiation strategy and performance. Contrary to this study findings, Nyambok (2023) revealed that performance of four and five star hotels in Nairobi County was not significantly related to differentiation strategy(Nyambok, 2023).There was consensus that hotel offered high value products/services compared to those of competitors and focused on continuous improvement to create better value for its customers. 
 Similarly, Awwad, Al Khattab& Anchor (2019) revealed that differentiation strategy that involved doing something exclusively that clients value highly enough to warrant a price premium contributed to organizational performance.
In this study, hotels had a customer friendly approach that was strongly emphasized throughout; and that the hotel brand had attracted many guests similar to study by Awwad, Al Khattab& Anchor (2019) in Kenya where exceptional customer service and emphasis on a company's reputation significantly contributed to its performance. Nyambok (2023) opined that in order to increase customer visits to business establishments, it is crucial to prioritize the establishment of a friendly atmosphere which can be by incorporating appealing visual and auditory elements which customers to prolong their stay and engage in additional purchases. 
According to Nuru (2025) differentiation strategy on an item has a greater contribution on the results of some of the hotels compared to the differentiation strategy on a service. Kamau (2013) established that physical and product differentiation had a significant influence on enhancing the annual sales performance of supermarkets, whereas service   differentiation demonstrated a poor association among supermarkets located in the central business area of Nakuru, Kenya.
A unit increase in focus strategy resulted in 28.7% increase in performance similar to study by Eskandari et al., (2018). Nyambok (2023)further revealed that performance of four and five star hotels in Nairobi County was significantly related with focus strategy(Nyambok, 2023).Akintokunbo (2018) concluded that market focus strategy positively and in major way impacted institution competitiveness in TELCOs in Port Harcourt, Nigeria. This finding was similar to that of a study conducted among SMEs in Nairobi County (Chelanga, Rono, & Boit, 2017). 
[bookmark: _Toc207574170]CONCLUSION AND RECOMMENDATIONS
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5.1 [bookmark: _Toc207574173]Conclusion
Study findings indicated that performance was mainly marked by increased revenue and increased service quality rating. Cost leadership strategy, differentiation strategy, and focus strategy did not collectively influence performance. The findings in this study made the following conclusion that. a unit increase in differentiation strategy resulted in 31.6% increase in performance. There was consensus that hotel offered high value products/services compared to those of competitors; focused on continuous improvement to create better value for its customers; had a customer friendly approach that it strongly emphasized throughout; and that the hotel brand had attracted many guests. 
5.2 [bookmark: _Toc207574174]Recommendations
The study made the following recommendations:. 
To fully enhance the achievement of the differentiation strategy, the hotels need to urgently embrace the use of technology in day to day operations. Further, the hotel need to innovate unique features of products/services and facilities that are clearly different compared to those of competitors; encourage staff to be creative; and aggressively market its brand through various channels to increase awareness of its high value products/services among its target market.
Recommendation for further research
The study recommended further research on the fiscal influence of Cost leadership strategy, differentiation strategy, and focus strategy on performance of hotels to further elucidate the interdependence.
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