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Abstract
The article aims to provide a comprehensive overview of recent academic studies on pricing in tourism and 
to deepen the understanding of the recently prevailing research streams on this topic. This article reviews 
research articles on tourism pricing published in journals in the Scopus database between 2017 and early 
2023. An analysis of the selected literature identifies three research streams on pricing: research on price 
determinants, price development and customers’ price decisions. In terms of methodology, empirical 
studies predominate, and in terms of period, the distribution over the years shows a stable and consistent 
level of research activity. The article is essential for further research in the field by presenting a synthesis 
of recent academic work. 
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1.	Introduction  
Research on pricing in tourism lags destination and marketing research, which have been intensively researched. 
This is nothing new; as Rao (1984) noted 40 years ago, pricing research in marketing is modest. Later, De 
Toni et al. (2017, p. 120) state that pricing is under-researched, as "it represents, according to estimates, 
less than 2% of the papers on leading journals in the field".  Pricing research is differently covered across 
industries. Kienzler and Kowalkowski (2017) examined 515 articles from 1995 to 2016 regarding pricing 
strategy research. They found that the pricing of services is explored in 25% of the articles, while a mere 10% 
encompass the pricing of goods and services. Research by Gerpott and Berends (2022) shows that only 4% 
of online pricing studies focus on the hospitality industry, while the transport industry constitutes 8% of the 
studies. Thus, price research still occupies a relatively modest place in research and has significant potential 
for further expansion. However, Ali et al. (2019) study shows that pricing coverage in the International Jour-
nal of Contemporary Hospitality Management increased between 1989 and early 2018. Altinay and Tahery 
(2019) found that pricing strategy is one of the emerging themes in current research on the sharing economy 
in high-profile hospitality and tourism journals in 2017 and 2018. 

As pricing is critical to market communication and business success in the face of increasing competition in 
the tourism industry, it is essential to know the current state of pricing research in tourism. This article aims to 
provide an overview of recent academic studies dealing with pricing in tourism to gain a deeper understanding 
of the current research field of pricing by identifying the prevailing research streams.

There are few studies reviewing pricing in tourism research. Han and Bai's (2022) study provided a systematic 
review of pricing research in hospitality and tourism and marketing literature between 2010 and 2019 using 
the visualization of similarities method to construct bibliometric network maps to identify significant research 
themes. There have also been specific research reviews on tourism pricing. The study by Hu et al. (2019) 
systematically summarises the research on the impact of online reviews on room prices using a meta-analytical 
method highlighting online-based pricing, while Sainaghi (2021) reviews the methodological characteristics 
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and identifies convergent and divergent findings of previous studies on the price determinants in peer-to-peer 
accommodation platforms.

The article attempts to answer the following question: “What current research streams are there in tourism 
pricing research, considering the perspectives of both the supply and demand side?” Businesses face challenges 
when dealing with costs, competition, and purchasing power, significantly shaping pricing and its dynamics. 
At the same time, customers' choices are influenced by myriad factors that together determine their pricing 
preferences. 

This study focuses on the transactional perspective of pricing. Indeed, it is essential to note that pricing and 
fair prices in tourism also include considerations for employees, suppliers, local communities, and other 
stakeholders that depend on tourism (Napierala & Pawlitz, 2023). Although this broader perspective is es-
sential, it is beyond the scope of this study.

2. Methodology 
The methodology follows this article's aim to review and summarise the existing literature on price research 
to identify recent research streams rather than concluding individual studies. The study does not cover studies 
on price elasticity and revenue management. Solid review studies on tourism demand elasticities and demand 
forecasts address this topic (e.g. Song & Li, 2008; Song et al., 2019). By narrowing the scope of the study, we 
can take a closer look at the research streams in this area and gain an understanding of price research in the 
context of tourism. Articles from the database Scopus were examined to ensure a representative sample for 
the systematic literature review. Leaning on the method proposed by Carrera-Rivera, Larrinaga et al. (2022) 
and Carrera-Rivera, Ochoa-Agurto et al. (2022), the present review involved several steps using computer 
database searches. 

Articles published between 2017 and early 2023 were included in the review to focus on the most recent 
research. Specific keywords such as "price" or "pricing" in combination with the keyword "tourism" in Eng-
lish were used to identify relevant articles within the Scopus database. This selection process took place on 
9 April 2023. The article search was extended to high-ranking tourism journals in the database Scopus with 
the keywords "price" or "pricing" but without the keyword "tourism" as they were in tourism journals. After 
that, the articles included in the first phase were reviewed based on the information in the title and abstract, 
followed by a more detailed examination of the article's content. The researcher made the final decision to 
include articles in the review. Next, the analysis and article comparison helped to identify research streams 
within the pricing research field. This classification process enabled a comprehensive understanding of the 
different aspects of the topic under study. The study is limited to scientific research articles, excluding research 
in books and book chapters. 

3. Findings 
Although tourism pricing research is less researched than its counterparts, a closer look reveals that it has 
attracted attention in recent years. Three research streams have been identified. The first stream involves the 
study of price determinants. A total of fifty-three relevant articles were identified. Within this group, only two 
studies (Hu et al., 2019; Sainaghi, 2021) adopt a comprehensive review approach. In contrast, the remaining 
studies take an empirical approach, with almost all being predominantly quantitative; the study by Ahmadi 
and Ghasemi (2022) stands out as it uses a mixed methodology that includes both qualitative and quantitative 
methods. The second stream focuses on pricing development and price setting, focusing on the supply side, 
including forty-two studies. In terms of the type of study, similarly to the first stream of research, empirical 
quantitative studies dominate, accounting for thirty-seven of the studies. In addition, two empirical studies 
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(Raucci et al., 2020; Wu et al., 2017) use a mixed methods approach that includes quantitative and qualita-
tive elements. The overall understanding of this research stream is enriched by a review study by Gerpott 
and Berends (2022) and two theoretical studies that use a game-theoretical approach (Godinho et al., 2018; 
He et al., 2019). The third stream of research focuses on demand-side decision-making. There are twenty-
one studies selected in this area, and most of these studies (twenty out of twenty-one) take an empirical, 
quantitative approach, while research done by Saayman et al. (2020) takes a mixed approach, including both 
quantitative and qualitative analyses.

As the number of studies in the field of tourism pricing is more significant than expected, the researcher 
faced the challenge of carefully selecting relevant articles for this study. Furthermore, the distinction between 
the three identified research streams was not always clear. Hence, the researcher had to use her judgment in 
deciding whether to assign a particular study to a specific stream.

3.1. Research on price determinants
The first research stream focuses on price determinant studies, primarily on accommodation, particularly 
within the Mediterranean region. As a prominent global destination, the Mediterranean region receives 
considerable attention in understanding the factors influencing pricing decisions. The research stream also 
includes other European destinations, followed by destinations in the Americas and Asia, showing a broader 
exploration of price determinants across various tourism regions. As accommodation is the most analysed 
tourism product, less attention was paid to other tourism products. Studies examined price determinants for 
the cruise product, with studies by Niavis and Tsiotas (2018) and Espinet-Rius et al. (2018) shedding light on 
price determinants in this sector. The price determinants of alpine ski resorts in Norway have been explored 
by Malasevska (2018), while Shakina and Cabras (2022) have focused on investigating price determinants 
of beer in pubs.  

The price determinants researched are diverse. When studying accommodation, the determinants analysed 
range from accommodation characteristics and services (e.g. type of accommodation, star ratings, rooms 
and their size, pool, outdoor sports) to amenities (such as parking, Wi-Fi) (e.g. Arzaghi et al. 2023; Mitsis, 
2023; Fearne, 2022; Somphong et al., 2022) and host attributes when examining sharing economy accom-
modation. Wang and Nicolau (2017) examined 25 Airbnb price determinants classified into five categories 
(host characteristics, site and property attributes, amenities and services, rental rules, and online reviews) 
to understand how they relate to the price. Host characteristics, such as superhot status, number of listings, 
response time, professional status, and host effort, are often used as price exploratory variables in research 
(e.g. Fearne, 2022; Tong & Gunter, 2022; Chen & Xie, 2017; Voltes-Dorta & Inchausti-Sintes, 2021). 
Barnes and Kirshner (2021) found that trustworthiness and facial attractiveness can increase Airbnb accom-
modation prices. Hotel price determinants are divided into internal and external attributes (Soler, Gemar, 
& Guzman-Parra, 2019). 

Online-related attributes of tourism products have gained importance in pricing research, and online reputa-
tion and customer reviews are essential variables for price in tourism (Fearne, 2022; Papastathopoulos et al., 
2021; Chen & Xie, 2017; Hu et al., 2019; Wang et al., 2019). In addition to reviews, the number of photos 
is analysed as a determinant of Airbnb listings (Tong & Gunter, 2022). The influence of best price clauses of 
online travel agents on hotel pricing has also been studied (Hunold et al., 2018). The gap between the supply 
and demand side regarding the impact of hotel star ratings and customer ratings on online hotel prices adds 
to the richness of online price research (Razavi & Israeli, 2019).

Sainaghi (2021), focussing on the price determinants of the sharing economy, has produced an essential over-
view of the studies in the period 2016 to early 2020 on the price determinants (and revenue management) 
of peer-to-peer accommodation platforms and identified six blocks of variables: the listing variables, host 
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characteristics, location, guest review, destination characteristics and external comparison (the latter in the 
case of a multi-destination study). Falk et al. (2019) divided Airbnb's price determinants into subjective and 
objective determinants. They found that the role of price determinants varies by location (rural and urban) 
and between low and high-price Airbnb accommodations. The effects of several locational factors on Airbnb 
prices were later investigated by (Chica-Olmo et al., 2020).

Research has uncovered a price dependency between sharing economy accommodation and traditional ac-
commodation, as demonstrated by the works of Önder et al. (2019) and Dogru et al. (2019). Comparative 
price research plays a role in understanding price differences. Research compares price determinants between 
high-priced hotels on the one hand and mid- and low-priced hotels on the other, highlighting the contrast-
ing effects (Wang et al., 2019). The study of price determinants also extends to hotel discounts in opaque 
distribution channels, with hotel class, mode of operation, market structure and online reputation identified 
as determinants of discounts (Yang et al., 2019). 

As many studies are conducted on coastal sites, studies on beach locations (Somphong et al., 2022), local 
special events (Sainaghi et al., 2021), sea view (Latinopoulus, 2018; Mendoza-Gonzales, 2018), proximity to 
the beach (Mendoza-Gonzales, 2018) or beach features (Boto-Garcia & Leoni, 2023) have received research 
attention. Location is also emphasised in other contexts (e.g. Fearne, 2022; Somphong et al., 2022; Pawlitz 
& Napierala, 2017; Cro & Martins, 2017) with the attribute of geographically close competition (Arzaghi 
et al., 2023; Bilbao-Terol et al., 2017; Wang & Rasouli, 2022; Chen & Xie, 2017), alpine ski resorts (Mala-
sevska, 2018) and complementary local products such as on-site entertainment options or distance to them 
(Mitsis, 2023; Latinopoulus, 2018). 

Competition-driven prices because of geographical proximity are an essential issue addressed in pricing 
research. More Airbnb accommodations competing in closer proximity harm prices, but this decreases as 
product differentiation increases (Voltes-Dorta & Inchausti-Sintes, 2021). The influence of location on price 
is considered in sustainability research, where the impact of streetscape features such as greenery, enclosure 
and walkability are studied as determinants of accommodation price (Wang & Rasouli, 2022). Regarding 
sustainability, Soler, Gemar et al. (2019) found that positioning a hotel as environmentally conscious does 
not affect prices. However, the results of the study for Algavre may be destination dependent.

Regarding competition, several close substitutes are regarded as significant competitors in determining 
prices, and the presence of substitutes shapes pricing decisions. It is worth noting that a company's exit 
from the market often results in reduced competition, leading to higher prices. Fageda et al. (2017) have 
shown that the bankruptcy of the airline Spainair led to a drop in prices on routes where its services were 
replaced by low-cost airlines. This relationship between market structure, competition and pricing is es-
sential in pricing research. 

Given the flexibility offered by online platforms, researchers are exploring their function as price-determin-
ing factors. Cancellation terms (Tong & Unter, 2022), flexible cancellation policies and instant booking 
(Benítez-Aurioles, 2018) impact price. The dimension of time is studied in two ways. One is the dimension 
of seasonal influence (Lévi et al., 2022) or booking date (Arzaghi et al., 2023; Solano-Sánchez et al., 2023; 
Sánchez-Lozano et al., 2021; Boto-García, 2022a). The study by Mitra (2020a) found no significant price 
differences due to the weekend effect and concluded that the weekend effect could be essentially location 
specific. Furthermore, Gričar and Bojnec (2019) used a vector autoregressive model to demonstrate the 
importance of overnight stays by foreign tourists regarding their price behaviour. The second dimension is 
the time of booking or the booking horizon (Solano-Sánchez et al., 2023; Guizzardi et al., 2022; Sánchez-
Lozano et al., 2021). 

Government-regulated barriers to entry into the market have also been a subject of study. The impact of a 
moratorium on hotel construction in Barcelona in 2015, which aimed to control tourism but resulted in 
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higher hotel prices despite increased tourism, has been examined (Bel et al., 2022). In addition, Ahmadi, and 
Ghasemi (2022) have studied the influence of energy savings and government intervention on hotel pricing. 
The impact of removing Price Parity Clauses for online platforms in France on hotel prices has attracted 
research attention (Mantovani et al., 2021). These studies highlight the role of government regulations and 
policies in shaping pricing dynamics in the tourism industry.

Several determinants in pricing research have received comparatively less attention, but shed light on some 
aspects that contribute to a deeper understanding of pricing complexity, including factors such as English 
language skills (Sidali et al., 2019), the impact of the minimum wage on restaurant prices (Repetti & Roe, 
2018), tourist socio-demographics, the size of the community and the trip purpose impacting Airbnb prices 
(Boto-García, 2022a), belief-based characteristics influencing hotel prices (Papastathopoulos et al., 2021), 
the country's crime index influencing the hostel prices (Cro & Martins, 2017) and the impact of time trends 
on Airbnb prices (Sainaghi et al., 2021). 

Data collection for research on price determinants often relies on using online reservation systems to collect 
price information. Most commonly the Airbnb database is used for the price and exploratory variables (e.g. 
Fearne, 2022; Tong & Gunter, 2022; Benítez-Aurioles, 2018; Boto-Garcia & Leoni, 2023; Boto-García, 
2022a) as well as the database Booking.com (e.g. Arzaghi et al., 2023; Solano-Sánchez et al., 2023; Sánchez-
Lozano et al., 2021). Various online travel agents (Pawlitz & Napierala, 2017) and Tripadvisor (Soler, Gemar, 
& Guzman-Parra, 2019; Gordan et al., 2023) are also employed to collect data. This is probably due to the 
easily accessible, easy-to-use, and comprehensive information. Price data from other sources, like tourism 
accommodation brochures, are likewise used (Bilbao-Terol et al., 2017). For cruise liners, cruise company 
brochures, websites and catalogues published online are used to collect price data and price-determining fac-
tors (Espinet-Rius et al., 2018; Niavis & Tsiotas, 2018). Other data sources were also employed to contain 
exploratory variables, such as geographical information system (GIS) (Bilbao-Terol et al., 2017, Gordan et 
al., 2023), Google Street View for accommodation streetscape characteristics (Wang & Rasouli, 2022), farm-
ers' associations for variables on farm accommodation (Sidali et al., 2019), household surveys for variables 
on consumers (Boto-García, 2022a). So, we see that the data for the price and its determinants are mainly 
collected online, probably because of the easier way of collection. Thus, there is a lack of data collection that 
focuses on the prices of walk-in customers, which might account for a larger share of tourists in some accom-
modations and areas. From a broader perspective, the price determinants in the business-to-business (B2B) 
market are also overlooked, as Han and Bai (2022) have already found that price research in tourism focuses 
on the business-to-customer (B2C) market.

Regarding methodology used to identify price determinants in tourism, hedonic price research is widely used 
in the period 2017 - early 2023. The hedonic analysis explains variations in prices of composite products (like 
tourism products usually are) as a function of the combined product attributes (Latinopoulus, 2018). Early 
research on hedonic pricing research by Rosen (1974) was later followed by a broader application of hedonic 
pricing in tourism, as shown by Latinopoulus (2018) and Soler, Gemar et al. (2019). In addition to hedonic 
analysis, there is some research comparing the ubiquitous application of hedonic pricing research with the 
alternative method of artificial neural networks, which shows some strengths in pricing research (Solano-
Sánchez et al., 2023),  complementing hedonic pricing research with clustering method, which allows to 
classify pricing decisions (Espinet-Rius et al., 2021), quantile regression (Falk et al., 2019), hedonic pricing 
models with quantile regression (Wang & Nicolau, 2017; Wang et al., 2019), advanced machine learning 
regression models (Razavi & Israeli, 2019), structural equation method (Toader et al., 2022), multivariate 
adaptive regression splines (Mitra, 2020a). An artificial intelligence-based framework is already being used 
in pricing research to predict the prices of Airbnb listings (Ghosh et al., 2023). Gričar and Bojnec (2019) 
have used a vector autoregressive model to demonstrate the importance of foreign tourists' overnight stays 
on pricing behaviour.
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3.2 Research on price development
An overview shows that the studies dealing with the development and design of pricing are very diverse and 
focus on different pricing approaches. While different pricing approaches are used, the research done by Vives 
and Jacob (2021) shows that hotels located in the same destination and belonging to the same hotel chain 
follow similar pricing strategies. 

A closer look at some tourism industries shows tour operators and online travel agencies that service level, 
sales commission per unit, service cost and service compensation per unit impact pricing strategies (Long & 
Shi, 2017). Despite the significant role that the costs play as a price driver, it is surprising how little research 
focuses on this aspect, probably due to more complex data collection. The study by Raucci et al. (2020) ex-
amined the use of activity-based pricing for medium and small Italian restaurants to design cost-plus prices, 
highlighting the importance of the cost information provided by the activity-based costing approach.

The widespread use of dynamic pricing in tourism research is based on its ability to generate revenue by 
adjusting prices to different factors. However, it is not ubiquitously researched across the entire tourism in-
dustry. Dynamic pricing is mainly explored in tourism for hotel pricing. Guizzardi et al. (2017) analysed the 
price development for business customers in the hotel industry, highlighting that the volatility of hotel prices 
is greater than the volatility in the financial market. Melis and Piga (2017) found a heterogeneous attitude 
towards the dynamic online pricing of hotels and that uniform pricing is more widespread across 3-star or 
less-star hotels, while dynamic pricing is more widespread in higher-quality hotels. Ampountolas et al. (2021) 
also observe a heterogeneous use of dynamic pricing. While traditional pricing techniques or the opaque 
mechanism are more common in small hotel chains, dynamic pricing is more common in large hotels. In recent 
years, active pricing strategies have been extensively explored from different angles. For example, Abrate et al. 
(2019) investigated the relationship between dynamic pricing and revenue management, and Mitra (2020b) 
examined the asymmetric connection between tourist arrivals and dynamic pricing. Additionally, modelling 
the volatility index of average daily hotel room prices has emerged, aiding in the development of strategic 
price positioning (Koh et al., 2017). Furthermore, Mohammed et al. (2019) demonstrated that demand and 
pricing of neighbouring hotels and hotel-specific attributes are relevant for dynamic price dispersion. 

As the sharing economy became an essential consideration in pricing research, probably due to easy data 
gathering, it has attracted attention in dynamic pricing research. The difference between professional and non-
professional Airbnb hosts is analysed with dynamic pricing in the sharing economy intertwined with the online 
reservation system. In contrast, both types of hosts change the price throughout the seasons; professional hosts 
have a dynamic practice and change the price more frequently because they know the market better and have 
more experience, thus having higher market power (Casamatta et al., 2022). The study conducted by Gibbs et 
al. (2018) compared dynamic pricing between Airbnb hosts and hotels and found limited use of active pricing 
strategies by hosts; moreover, the study identified various reasons contributing to the heterogeneity in dynamic 
pricing among hosts. Price changes are examined in the context of differences between attribute-based and 
traditional room pricing in influencing consumer responses to hotel price changes (Gao et al., 2021). 

As dynamic pricing is widely used in the tourism industry, the cultural heritage sector, an essential part of 
tourism demand in many destinations, is also addressed, and optimal dynamic pricing and conservation policy 
for cultural heritage site operators are modelled (Chenavaz et al., 2022). Moreover, macroeconomic elements 
are considered in the dynamic pricing research field. Nagengast et al. (2021) conducted a study investigating 
how prices respond to fluctuations in exchange rates within three distinct forms of dynamic pricing: clearance 
sales, seasonality of demand and advance-purchase discounts.  

The discriminatory pricing strategy is often used in tourism pricing research due to its frequent use and con-
nection to dynamic pricing. This strategy has been analysed for theme park visitors (Wang, Fan et al., 2021), 
and dual pricing of theme parks has been considered in research by Ko and Park (2019). The hidden price 
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discrimination associated with price bundling is explained by Álvarez-Albelo et al. (2020), and additionally, 
third-degree price discrimination used by cruise companies is studied by Namin et al. (2020). Khandeparkar 
et al. (2020) examined the impact of a dual pricing system in India on the perception of price unfairness 
among the price-disadvantaged segment of international tourists. 

Some research on price dynamics was conducted on price dispersion across different distribution channels. 
Cross-channel differences in last-minute travel discounts between online travel agencies and mobile last-
minute online travel agencies have been found based on online reputation, complimentary services provided, 
and the type of rooms offered (Yang & Leung, 2018). Following Bigne et al. (2021), the dispersion of hotel 
prices across different distribution channels can be observed in the booking. Pan et al. (2022) have shown the 
impact of promotional pricing on restaurant choice from the perspective of first-time and repeat customers. 
Research on hotel discounts also included price discrimination through opaque distribution channels using 
discounting practices (Yang et al., 2019).

Other pricing strategies have received less attention. Premium pricing is discussed more concerning will-
ingness to pay but less from the aspect of pricing strategy. Indeed, the premium pricing strategy research is 
linked to reputation or awards; Sipic (2017) found that the Blue Flag certificate leads to premium prices for 
marinas and hotels whose beaches have been awarded the eco-certificate. The pricing strategy based on low 
prices is investigated for the hotel industry concerning market orientation and hotel business performance 
(Sampaio et al., 2021). Bitsch et al. (2020) explored a pay-what-you-want pricing strategy in the context of 
wine tourism. The use of specific odd ending numbers for online tourism products intended to communicate 
information about price to customers has been found to vary across cultures (Jeong & Crompton, 2017). 
Regarding pricing strategies for cultural tourism products, Neuts (2020) examined implementing mixed 
pricing strategies within museums. Wu et al. (2017) conducted pricing research on cultural heritage sites, 
including ancient villages and towns. 

After the impact of the Covid-19 pandemic on tourism in 2020, there was a rapid investigation into price re-
sponses in this context. Boto-García (2022b) studied the price response to the Covid-19 pandemic low demand 
among Airbnb hosts, Guizzardi et al. (2022) found that hotels adopted price discounting strategies during the 
pandemic and Luo et al. (2021) studied the impact of price strategies for tourism market recovery in China.

The relationship between price development and competition in the tourism industry is complex, as evi-
denced by Kim et al. (2018) that the reduction of hotel prices in response to competition depends on hotel 
size, hotel age, and chain affiliation, while Zhao et al. (2020) highlighted the asymmetry of price responses 
to hotel competition influenced by differences in customers' willingness to pay. Kurata and Ohe (2020) 
expanded price competition studies to include the role of social closeness for hot springs accommodation in 
Japan, while Mhlanga (2020) discovered that higher hotel prices during the high season attract new Airbnb 
providers, disrupting hotels' pricing power.

As competition is related to market structures, Gerpott and Berends (2022) have pointed out that pricing 
research generally overlooks economic factors such as market structures regarding competitive pricing. Spe-
cifically, in an oligopolistic market structure where large suppliers dominate, some pieces of research examine 
competitors' actions and reactions when making pricing decisions. Alegre and Sard (2017) investigated the 
impact of the presence or absence of a clear market leader on prices in the oligopolistic tour operator market. 
Game theory is employed in studying pricing decisions and strategies related to green or non-green products 
among tour operators (He et al., 2019) and determining equilibrium prices for hotels while considering 
competitor reactions (Godinho et al., 2018).

Comparative research on destination pricing has examined the integration of hospitality pricing in various 
countries, such as Montenegro and Slovenia (Gričar et al., 2022). In addition, studies have compared hotel 
room prices between popular destinations in the US and elsewhere (Mathur, 2019) and examined hospitality 



196
Helena Nemec Rudež
Tourism Price Research
 Vol. 72/ No. 2/ 2024/ 189 - 205An International Interdisciplinary Journal

prices in Slovenia relative to prices in the Eurozone (Gričar & Bojnec, 2018). To further enhance our under-
standing of destination pricing, research has found spatial price differentiation in tourist attraction tickets 
in China (Wang, Wu et al., 2021). These studies reveal the competitive landscape in destination pricing and 
contribute to further research.

3.3. Research on customer price decisions 
The review shows that prospect theory is often used in research in connection with customer decisions on prices 
in tourism. According to prospect theory, most people decide when evaluating advantages and disadvantages 
based on their reference point. They are more sensitive to losses than gains (Kahneman & Tversky, 1979 in 
Song & Jiang, 2019). Prospect theory is often studied for accommodation. Lim and Ok (2022) analysed 
how the percentage discount or accessible resort fee influences a promotion's perceived attractiveness and 
hotel customers' booking intentions. In contrast, unbundling the price of Airbnb accommodation causes 
the additional fees to be perceived as a loss according to prospect theory and thus harm demand decisions; 
however, for accommodation in the lower price segment, additional fees may signal higher quality (Dogru et 
al., 2021). Cumulative prospect theory combines Bayes' rule to study how potential tourists with different 
risk preferences and choices adjust their perceived reference prices and purchase intentions regarding gains 
or losses through informative and image advertising (Song & Jiang, 2019). 

In addition to prospect theory, the study by Ming-Fong et al. (2019) conducted three experiments to under-
stand how consumers' relative and referent thinking influence consumer behaviour and willingness to pay 
in online accommodation auctions, making significant theoretical and practical contributions to the field of 
consumer decisions in tourism. Furthermore, concerning discounts, the study by Park and Jang (2018) in-
vestigates the influence of discount rates on potential travellers’ counterfactual thinking, further contributing 
to our understanding of consumer decision-making in tourism. Moreover, the impact of price representation 
using pricing around a rounded number on consumer choice preferences was also studied (Kim, Cui et al., 
2020). The insights gained from these various studies hold valuable implications for developing pricing ap-
proaches in the tourism industry. 

The distinction between internal and external reference prices in the tourism context has been investigated, 
considering the influence of reference prices on tourism consumer decision-making. Choi and Mattila (2018) 
discovered that consumers tend to rely more on the external reference price derived from the external environ-
ment when evaluating the actual price in the lodging industry. Further, Choi et al. (2019) investigated the 
effects of internal and external reference prices on powerful and powerless consumers in the lodging industry. 
They found that reference prices have different effects depending on consumers’ sense of power.  In addition 
to the studies highlighted, it is essential to mention the research conducted by Kim, Franklin et al. (2020) 
that analysed the impact of price dispersion (the variation of product price between different channels) on 
consumers' hotel choices. 

The willingness to pay a premium price has received more attention than other pricing aspects in decision-
making. Nieto-García et al. (2017) analysed the effect of external information (electronic word of mouth) and 
internal data (internal reference price) on consumers' willingness to pay for accommodation. The exploration 
of premium prices extends to specific domains within the tourism industry. Huang (2021) provided insights 
into the psychological mechanism underlying why people are willing to pay more for online travel experiences 
that include augmented reality. Similarly, researchers have explored consumers' willingness to pay a premium 
price for dining at Michelin-starred restaurants (Liu et al., 2022; Kiatkawsin & Han, 2019). Studies have 
highlighted the differences in willingness to pay for hotel accommodations across different destinations and 
seasons (Soler, Gemar, & Guzman-Parra, 2019). The impacts of co-created values in the sharing economy 
(Zhang et al., 2018) and the perception of fantasy associated with luxury cruises (Ioana-Daniela et al., 2018) 
have been found to impact consumers' willingness to pay a premium price.
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Furthermore, the influence of altruism on the price evaluation of craft items among foreign tourists in South 
Africa has been investigated (Saayman et al., 2020). The study of premium price is extended to questions 
of sustainability. Consumers are willing to pay a premium price to stay in environmentally friendly hotels 
if they perceive positively the hotel's commitment to environmental protection (González-Rodríguez et al., 
2020). Regarding sustainability, the willingness to pay an additional price to offset CO2 emissions is studied 
for ski passes (Haugom et al., 2021). Moreover, abnormal consumer behaviour related to Veblen goods in 
tourism, where consumers are willing to pay higher prices due to conspicuous behaviour, has received research 
attention (Park & Nicolau, 2018). This phenomenon adds to the growing body of research examining the 
complexities of consumer behaviour within tourism. 

Market segmentation studies are essential for tailoring pricing strategies to address more homogeneous 
consumer decisions. In this regard, Masiero et al. (2020) conducted a market segmentation study of online 
hotel booking. They identified four distinct consumer segments (loss avoiders, strategic gamblers, moder-
ately strategic consumers, and opportunistic cost minimizers) that exhibit different preferences regarding 
non-refundable and free cancellation rates. Regarding consumer heterogeneity research, demand decisions 
to purchase a more expensive tourism product depend on culture, functional vs. hedonistic consumption of 
the product, and the composition of the travel group (Jeong et al., 2019). 

Research on consumer decision pricing in the tourism industry has thus made an essential contribution by 
examining various aspects of customer price decisions and uncovering the complexity of decision-making. 

4. Conclusion 
This article provides insight into pricing research in tourism in recent years, identifying three key streams of 
research that illustrate the diversity of study areas and show the nature of research in tourism pricing. The first 
stream on price determinants reveals a complex interplay of determinants that influence pricing in tourism. 
The second stream focuses on the strategic and tactical aspects of pricing, specifically from a tourism supply 
perspective. It provides an understanding of pricing decisions in the highly competitive tourism market. The 
third stream focuses on the impact of consumer behaviour and preferences on pricing decisions and enhances 
our understanding of the multi-faceted nature of consumer decision research. 

All three research streams tend strongly towards quantitative empirical studies, while mixed empirical, 
review and theoretical studies are rare. The present research lacks theoretical studies, although empirical 
studies rely on theoretical foundations. This can be seen as a lack of diversity of research approaches in this 
field, which limits the holistic understanding of this matter. In terms of time, the distribution shows 15 
studies in 2017, 19 in 2018, 23 in 2019, 15 in 2020, 20 in 2021, 18 in 2022 and a modest six studies in 
2023, considering that the dataset ends in early April 2023. Despite fluctuations in the number of stud-
ies from year to year, the overall distribution over time indicates a stable and consistent level of research 
activity in this area.

Research on price determinants shows significant diversity, including many price determinants. Quantita-
tive empirical methodology is primarily used.  Hedonic pricing research is a commonly used approach, 
as highlighted by Sainaghi (2019) in his review of price determinants in peer-to-peer accommodation 
platforms. However, various alternative methods are also employed. When collecting data, researchers 
primarily rely on online booking systems, especially platforms like Airbnb and Booking. This trend shows 
rapid development in research on online pricing due to its ease of use. It is consistent with the literature 
review conducted by Gerpott and Berends (2022), which indicates that online pricing has been an es-
sential point in pricing research across various sectors, with a prevalence rate of approximately 71.8% 
from 2015 to 2022. Like Kienzler and Kowalkowski (2017), who highlighted the prevailing trends in 
general marketing pricing research, the present study shows that tourism pricing research focuses on the 
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business-to-customer (B2C) market, while research focusing on business-to-business (B2B) market or a 
combination of both is neglected in tourism pricing research. In this regard, Kienzler and Kowalkowski 
(2017) highlight challenges related to data access and sample size as examples of research limitations for 
business-to-business (B2B) market studies. 

Most of the research on the pricing decisions of tourism suppliers is concerned with pricing strategies, with 
comparatively little attention paid to tactical aspects of pricing, such as discounts and promotional prices. 
This agrees with Altinay and Taheri (2019), who state that pricing strategies are one of the emerging themes 
in hospitality and tourism publications. Among the pricing strategies, dynamic pricing, price discrimination 
and premium pricing have received more attention than others. Thus, the scope of pricing strategy research 
seems somewhat limited in its focus. There is a significant focus on the accommodation sector, including the 
sharing economy. Studies on pricing strategy are related to price discrimination and variation across distribu-
tion channels. The widespread use of the Internet has led to sophisticated pricing strategies in the tourism 
industry. The rapid adjustment of prices made possible by these strategies is related to fierce competition. 
However, Melis and Piga (2017) emphasise that the propensity of dynamic pricing in hotels is not as wide-
spread as is often assumed in the literature. An essential feature of pricing research is also concerned with 
analysing oligopolistic markets and using game theory to uncover competition issues. In the field of pricing 
strategies, new changes are implemented quickly, so we can see that the impact of the Covid-19 pandemic 
on pricing strategies was implemented quite soon in research.

Research has been conducted on customer behaviour and pricing decisions, focusing on three key areas: 
prospect theory, reference price, and customer willingness to pay. Among the last ones, premium pricing 
gained significant attention. These are critical areas in pricing research for understanding customer preferences. 
Indeed, there has been a growing awareness of the significance of additional charges and premium prices in 
research compared to promotional prices and discounts. 

The article makes a theoretical contribution by synthesising the research on pricing in tourism in recent 
years. A comprehensive overview of the current state of knowledge in this field is provided by reviewing 
and summarising several studies. In their extensive analysis of hospitality and tourism pricing research in 
selected leading journals for the period from 2010 to 2019, Han and Bai (2022) identified four main research 
themes (with some evolution between the first phase from 2010 to 2014 and the second phase from 2015 
to 2019): a) pricing strategy and revenue management, b) lodging price with hedonic pricing models, c) 
sharing economy and its impacts, and d) electronic word of mouth (eWOM) and willingness to pay. Apart 
from revenue management, which is not covered in our current analysis but is of great importance in the 
context of research on tourism pricing, price determinants, and price development and demand are identi-
fied in the present article as research streams. This study also frequently analysed the sharing economy and 
the accommodation sector due to their connection with readily available online information. Although the 
present study uses a different database and timeframe (which partially overlaps), the research streams identi-
fied in the present article correspond to some extent to the research themes of Han and Bai's (2022) study, 
highlighting the ongoing emphasis on these research streams across the periods studied, demonstrating their 
continued relevance and stability in the field.

There are areas on which research should focus more and which pave the way for future research. Pricing 
research for niche tourism markets and pricing in the business-to-business (B2B) market have not received 
the attention they deserve, and qualitative research methods remain underexplored and offer the potential 
for further research progress. The need to understand specific areas of pricing in the tourism industry is of 
greater importance today than in the past. This is due to the far-reaching changes that have redefined markets 
for tourism resources such as labour and energy, as well as economic uncertainties that shed new light on the 
understanding of tourism pricing. 
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