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Anotamisa. CyuyacHMH  PO3BUTOK  TOTENBHO-PECTOpAaHHOTO  Oi3HeCy Ta  TypU3MY
XapaKTepU3yeTbCS CYTTEBUMH TpaHc(opMalisiMd PHUHKOBOTO CEpPENOBHINA, LIO0 3YMOBIIOE
HEOOXITHICT, TEperiiiay MiAXOoAiB a0 (OpMyBaHHS I[IHOBOI TIOJITHKA MIiANPHEMCTB chepu
TOCTHHHOCTI. AKTYallbHICTh JOCTIIKCHHS BU3HAYAETHCS TIOCHIICHHSIM KOHKYPEHIIii, 3pOCTaHHIM POJIi
nM(POBUX TEXHOJIOTIH, 3MIHOK TIOBEIIHKM CIOXHBAdiB, & TAaKOX BIUIMBOM KPHU30BUX UYWHHUKIB,
30KpeMa BOEHHOI HECTaOIIbHOCTI, 10 3yMOBIIIOE MOTPEOY Y BIPOBAIKEHHI THYYKUX, aJalTUBHUX Ta
IHHOBAIIfHUX CTpaTeriii IIHOYTBOPEHHS. 3a TAaKWX YMOB I[iHA BUCTYIA€ HE JIMIIE EKOHOMIYHOIO
KaTeropi€ro, a ¥ BayKJIMBUM 1HCTPYMEHTOM CTPATEriYHOTO MAapKETHHTY, KHH (OpMye KOHKYpPEHTHi
nepeBaru Ta 3adesnedye CTIMKICTb (yHKLIOHYBaHHS IiIIPUEMCTB.

MeToro TOoCTiIKEHHS € pO3pOOIICHHS KOHIIETITYyalbHUX 3acaj TpaHCOopMallil IIIHOBOI MO TUKH
y TOTENbHO-PECTOpaHHOMY Oi3Heci Ta Typu3Mi MUIIXOM IHTerpamii KIacHYHUX TIAXOMIB JO
LiHOYTBOPEHHS 13 CyYaCHUMH UH(POBUMH, NOBEIIHKOBUMH Ta OPIEHTOBAHMMHU Ha CTAINH PO3BHTOK
CTpaTerisiMH, a TAKOXK OOTPYHTYBAHHS aBTOPCHKHX aJIAIITUBHUX I1IXOIB JIO I[IHOYTBOPEHHS B YMOBax
PUHKOBOI HECTAaOUTBHOCTI. METOJONOTIYHOI0 OCHOBOIO JOCIHI/DKEHHS CTall METOAUW CHCTEMHOTO
aHaJi3y, HayKOBOT'O y3arajJbHEHHS Ta MOPIBHAHHS, IO JO3BOJWIO KOMIUIEKCHO OLIHUTH €BOJIOLIIO
ITiIXO/TIB JIO I[iIHOYTBOPEHHS.

VY pesynbTari IOCHIKEHHS] CHCTEMAaTU30BaHO KJIACHYHI Ta CydYacHi CcTpaTerii MiHOyTBOPEHHS,
30KpeMa BHUTpPaTHI, MOMUT-OPi€EHTOBAHI, IWHAMIYHI, MU(EpeHIIHOBaHI Ta TIepCOHATI30BaHI ITiIXO/H.
BuszHaueHo 0coOMMBOCTI iX 3aCTOCYBaHHS y cdepi TOCTHHHOCTI Ta OOTPYHTOBAHO 3POCTAIOYY POIh
UUPPOBUX TEXHOJIOTIH, aHANITUKK JAHWX 1 KOHIEMIil YNpaBliHHA goxolamu y QopMmyBaHHI
e(peKTHBHOI I[IHOBOI MOJIITHKHU. 3alpOIIOHOBAHO aBTOPCHKI MiIXOAM 10 IIIHOYTBOPEHHS, CEpea SIKMX
CTpaTerii afanTUBHOI CTaOLIBHOCTI, EMOIIHHOTO, €KOCBiIOMOTO Ta Al-Opi€HTOBAHOTO IIHOYTBOPEHHS,
10 BPaXxOBYIOTh CY4acHI pUHKOBI BUKIIHKH. Takoxk po3po0iieHO KOHLIENTYyallbHy MOAETh GOpMyBaHHS
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cydacHoi crpaTerii ILiHOYTBOpeHHS y cdepi TOCTHHHOCTI, sKa BimoOpa)kae BIUIMB KIIOUOBHX
30BHIIIHIX YMHHHUKIB (KOHKYpEHIii, nudpoBizaliii, BOEHHUX PU3MKIB Ta iH(JALIT) HAa BHOIp I[IHOBOI
crparerii Ta il pe3ynbTaTd y BUTIISAMI 3POCTAHHS IOXOJMIB, IIBHINEHHS JIOSUIBHOCTI KIIIEHTIB,
(hopMyBaHHS KOHKYPEHTHHX MepeBar i 3a0e3Me4YeHHs CTaJIOr0 PO3BUTKY HiAIPUEMCTB.

HaykoBa HOBH3HA MOJISIra€ y po3po0JieHHI aBTOPChKOT KOHIIETITYaJIbHOI OCHOBH TpaHC(opMariii
I[IHOBOI MOJIITUKA y c¢epi FOCTUHHOCTI, MPOIO3MIi aJalTHBHUX CTPATErid IIHOYTBOPEHHS, IO
IHTErpyIOTh LM(POBI TEXHOJIOTI], TOBEAIHKOBI aCIeKTH Ta NPUHIMIIN CTAJIOr0 PO3BUTKY, a TAKOX Y
no0yZ0BI KOHLENTYaJbHOI MOZAEJ MPUHHATTS LiHOBUX PIICHb B YMOBaxX HECTaOlLIbHOTO PUHKOBOTO
cepeIoBHIIA.

KarwuoBi caoBa: 1iHa, crparteris, TOTEIbHO-PECTOPAHHUI Oi3Hec, Typu3M, IUQPPOBI3allis,
CIOKHMBaY.
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Abstract. Modern development of the hotel, restaurant, and tourism industry is characterized by
significant transformations in the market environment, which necessitate a revision of approaches to
the formation of pricing policies for hospitality enterprises. The relevance of this study is determined
by increasing competition, the growing role of digital technologies, changes in consumer behavior,
and the impact of crisis factors, particularly military instability, which create a need for the
implementation of flexible, adaptive, and innovative pricing strategies. Under such conditions, price
serves not only as an economic category but also as an important strategic marketing tool that creates
competitive advantages and ensures the sustainable operation of enterprises.

The purpose of this study is to develop a conceptual framework for the transformation of pricing
policy in the hotel, restaurant, and tourism industry through the integration of classical pricing
approaches with contemporary digital, behavioral, and sustainability-oriented strategies, as well as to
propose adaptive pricing approaches for hospitality enterprises operating under conditions of market
instability. The methodological basis of the research includes methods of system analysis, scientific
generalization, and comparison, which made it possible to comprehensively assess the evolution of
pricing approaches.

The study systematizes classical and modern pricing strategies, including cost-based, demand-
oriented, dynamic, differentiated, and personalized approaches. The specific features of their
application in the hospitality sector are identified, and the growing role of digital technologies, data
analytics, and revenue management concepts in shaping effective pricing policies is substantiated. The
authors propose original pricing approaches, including adaptive stability, emotional pricing, eco-
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conscious pricing, and Al-driven pricing strategies that address contemporary market challenges. In
addition, a conceptual model of modern pricing strategy formation in the hospitality industry is
developed, illustrating the influence of key external factors, including competition, digitalization, war-
related risks, and inflation, on pricing decisions and their outcomes in terms of revenue growth,
customer loyalty, competitive advantage, and sustainability.

The scientific novelty of the study lies in the development of an original conceptual framework
for pricing policy transformation, the proposal of adaptive pricing strategies integrating digital
technologies, behavioral economics, and sustainability principles, and the construction of a conceptual
model explaining pricing decision-making under conditions of market instability.

Key words: price, strategy, hotel and restaurant business, tourism, digitalization, consumer.

Introduction. In the context of rapid digital transformation and increasing market
uncertainty, pricing policy has evolved from a purely economic instrument into a strategic
mechanism that determines the competitiveness and long-term sustainability of enterprises in
the hotel, restaurant, and tourism industry. Price influences not only revenue generation but
also customer value perception, demand formation, market positioning, and consumer loyalty.
These characteristics make pricing decisions particularly important in the hospitality sector,
where purchasing behavior is strongly influenced by service quality, emotional experience,
and perceived value.

The growing complexity of the hospitality market is reinforced by digitalization,
technological innovation, globalization, inflationary processes, and military-related economic
instability. These challenges require enterprises to replace traditional pricing methods with
adaptive, data-driven, and customer-oriented pricing strategies capable of responding to
rapidly changing market conditions.

Theoretical and methodological aspects of pricing policy have been extensively
investigated in the scientific literature. R. Dudiak, S. Buhil, and Ya. Karpova emphasize the
importance of integrating pricing decisions with marketing objectives, competitive analysis,
and demand assessment [1]. Ya. S. Larina and co-authors systematize the theoretical
foundations of marketing pricing policy, identify the main pricing strategies, and examine the
influence of both internal and external determinants on enterprise pricing decisions [3].
Pavlova demonstrates that the successful development of hospitality enterprises is impossible
without a well-defined pricing strategy that supports long-term business objectives [4].
Riabenka argues that pricing policy is shaped by numerous economic, organizational, and
market-related factors, requiring enterprises to adopt a comprehensive and flexible managerial
approach [5]. Furthermore, Zayachkivska highlights that demand for tourism services is
largely determined by seasonality, making seasonal fluctuations one of the key determinants
of pricing decisions within the tourism industry [2].

Despite the considerable body of research, existing studies predominantly examine
individual pricing methods or specific managerial instruments. Limited attention has been
paid to the transformation of pricing policy as an integrated strategic process that
simultaneously incorporates digital technologies, behavioral economics, sustainability
principles, crisis-related challenges, and artificial intelligence. In particular, the literature
lacks a comprehensive conceptual framework explaining the evolution of pricing strategies
under conditions of market instability and digital transformation, as well as adaptive pricing
approaches capable of addressing the contemporary challenges faced by hospitality
enterprises. Addressing this research gap forms the scientific basis of the present study.

Task statement. Dynamic transformations in the hotel, restaurant, and tourism market,
driven by digitalization processes, changes in consumer behavior, and the influence of crisis
factors, particularly military instability, highlight the need to rethink approaches to pricing
strategy formation. Under these conditions, traditional models are losing their effectiveness,
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creating a need for more flexible, adaptive, and analytically grounded solutions capable of
ensuring the competitiveness of hospitality enterprises.

The purpose of this study is to develop a new conceptual approach to pricing policy
transformation in the hotel, restaurant, and tourism industry through the integration of digital
technologies, behavioral pricing principles, and adaptive strategic management, resulting in
an author-developed framework for pricing decision-making under conditions of market
uncertainty. Achieving this objective required identifying the limitations of existing pricing
approaches, developing a conceptual classification of modern pricing strategies, formulating
original adaptive pricing strategies, and constructing an integrated conceptual model that
explains the transformation of pricing policy in response to digitalization, changing consumer
behavior, and crisis-related market conditions.

Results. In the modern development of the hotel, restaurant, and tourism industry,
pricing is evolving from a supporting function into a key strategic marketing tool that ensures
a balance between demand, costs, and the consumer’s perception of value. The market is
characterized by high dynamism, which drives the transformation of classical pricing
approaches and the emergence of new strategies adapted to digitalization, changes in
consumer behavior, and crisis phenomena, including wartime risks. A pricing strategy should
be long-term in nature, as it lays the foundation for introducing a greater number of products
and services in the future [3, p. 68]. It should also be emphasized that no business can achieve
sustainable development or long-term success without a clearly defined strategy, including an
effective pricing strategy, which serves as the foundation for managerial decision-making and
competitive positioning [4]. The formation of pricing policy is influenced by numerous
internal and external factors, including production costs, consumer demand, competitive
conditions, macroeconomic trends, technological development, and regulatory changes, all of
which should be considered when selecting an appropriate pricing strategy [5].

One of the fundamental strategies traditionally used in the hospitality industry is cost-
plus pricing. This approach involves setting a price by adding a markup to the cost of
providing a service. It is widely used in the restaurant business and tour operating activities
due to the relative stability of cost structures and the need to ensure guaranteed profitability.
However, its main limitation lies in its lack of flexibility and failure to account for
fluctuations in market demand.

A more adaptive approach is demand-oriented pricing, which is based on the analysis of
consumer behavior, seasonality, and demand elasticity. This strategy involves adjusting prices
according to demand levels: prices increase during periods of high demand and decrease
during periods of low demand in order to stimulate sales. Price should correspond to the level
of demand for hospitality services, which is largely determined by the seasonality of tourism
and fluctuations in tourist flows [2]. In the hotel industry, such a strategy makes it possible to
account for peak, shoulder, and low seasons by offering different pricing plans for each period
[10].

The modern development of pricing in the hospitality industry is closely linked to the
concept of revenue management, which integrates demand forecasting, customer
segmentation, and revenue optimization. Within this concept, the most common approach is
dynamic pricing. It involves continuous real-time price adjustments based on demand,
customer behavior, occupancy rates, and the competitive environment [9]. Dynamic pricing
allows businesses to maximize revenue during peak periods and minimize losses during
periods of low demand, making it a key tool in the hotel and tourism sectors [8].

A specific form of dynamic pricing is time-based pricing, which takes into account
factors such as the day of the week, time of day, or seasonality. For example, restaurants often
use “happy hour” promotions, during which prices are reduced during off-peak hours, while
tourism businesses may offer seasonal accommodation or excursion rates. Another important
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approach is last-minute pricing, which involves adjusting prices immediately before a service
is provided. When demand is low, prices are reduced to stimulate bookings, whereas high
demand leads to price increases [6].

The Best Available Rate (BAR) strategy is another example of flexible pricing. It
involves offering the best available price at a particular moment without being tied to fixed
rates. This strategy is widely used by hotels to maintain competitiveness across different sales
channels [12].

Differentiated pricing also plays an important role, based on customer segmentation.
Different categories of consumers receive different price offers depending on their purchasing
power, behavior, or purpose of travel. For example, business travelers are generally less price-
sensitive than leisure tourists, allowing hotels to charge them higher rates. This approach
contributes to revenue maximization through a more precise satisfaction of the needs of each
customer segment.

In the tourism sector, bundle pricing is widely used. This strategy combines several
services (such as accommodation, meals, transfers, and excursions) into a single product
offered at a discounted price. Such an approach increases the perceived value of the offer and
stimulates demand. At the same time, psychological pricing is commonly applied, relying on
consumers’ perception of prices, for example by setting prices at 99 or 199 units of currency.

Therefore, classical pricing strategies provide the foundation for the further
development of more flexible and adaptive models in the hospitality industry.

An innovative approach is forecast-based pricing, which uses historical data, demand
analytics, and external factors to determine the optimal price. Such systems enable businesses
not only to respond to market changes but also to anticipate them, significantly improving the
effectiveness of revenue management [11].

Digitalization is significantly transforming pricing approaches by creating new
strategies based on the use of big data, artificial intelligence, and automated revenue
management systems. Algorithmic pricing enables businesses to adjust prices several times a
day depending on user behavior, competitors’ offers, and macroeconomic factors [7].

Within the context of digitalization, a strategy of personalized pricing is emerging,
where prices are tailored to individual customers based on their booking history, preferences,
and behavioral characteristics. This approach is already widely used in the airline industry and
is gradually being implemented in the hotel sector, helping to increase conversion rates and
customer loyalty.

In conditions of military instability and market crises, new pricing approaches are
emerging that can be considered anti-crisis strategies. One of these is the flexible socially
oriented pricing strategy, which involves reducing prices or offering special rates for certain
customer groups, such as internally displaced persons, volunteers, and military personnel.
This approach enables businesses not only to maintain demand but also to build a positive
image and demonstrate social responsibility.

Another promising strategy is geo-adaptive pricing, which takes into account regional
demand characteristics, security levels, and the tourist attractiveness of a particular area. In
regions with higher risks, prices may be reduced to stimulate demand, while in relatively safe
tourist destinations, prices may increase.

In response to changing consumer behavior, where customers increasingly focus on
value rather than price alone, the value-based pricing strategy is gaining importance. This
approach involves setting prices according to the customer’s perceived value of a service,
including emotional experiences, uniqueness, and service quality. In the hotel and restaurant
industry, this may be reflected through concepts such as gastronomic tourism, biophilic
design, or environmental responsibility.
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Particular importance is attached to the omnichannel pricing strategy, which ensures
price consistency across different sales channels, including company websites, online travel
agencies (OTAs), and mobile applications. This strategy helps prevent price discrepancies and
increases customer trust.

Considering contemporary challenges, it is appropriate to propose new original pricing
approaches that expand traditional methods and take into account behavioral, digital, and
crisis-related factors. One such approach is the “adaptive stability” strategy, which combines
elements of dynamic pricing with limits on excessive price fluctuations to preserve customer
trust. Another approach is the “emotional pricing” strategy, which takes into account the
psychological state of consumers under conditions of stress or uncertainty by offering more
affordable prices or flexible payment options.

Another promising approach is the “eco-conscious pricing” strategy, which integrates
environmental indicators into price formation, for example by offering discounts for choosing
environmentally friendly services or by compensating for carbon footprints. In the context of
digital transformation, the “Al-driven pricing” strategy deserves special attention, as it relies
on artificial intelligence to automatically generate pricing offers in real time.

To summarize and systematize innovative and author-proposed approaches, they should
be presented in the form of Table 1. This allows for a comprehensive representation of the
essence of these strategies, their characteristics, and their areas of application in the context of
digitalization and market instability.

Table 1
Characteristics of Modern and Author-Proposed Pricing Strategies in the Hotel,
Restaurant, and Tourism Industry

Strategy Essence Key Features Area of
Name Application
Forecast- Price formation based on | Use of historical data, | Hotels, tour

based demand forecasting analytics, and external | operators
pricing factors
Algorithmic | Automated price setting | Frequent price updates, | OTAs,  hotels,
Pricing using algorithms consideration of customer | restaurants
and competitor behavior
Personalize | Individualized pricing for | Analysis of  customer | Online services,
d Pricing customers behavior and purchase | airlines, hotels
history
Socially Providing special prices for | Focus on socially | Crisis  regions,
Oriented specific customer groups vulnerable groups social initiatives
Pricing
Geo- Price  differentiation by | Consideration of safety | Tourism, hotel
Adaptive region levels and destination | industry
Pricing attractiveness
Value-based | Price formation based on | Focus on customer | Premium
pricing perceived value experience and quality segment
Omnichann | Price coordination across all | Consistency of pricing | Online and
el Pricing sales channels policy offline channels
Adaptive Combination of pricing | Limitation of excessive | Hotels,
Stability flexibility and stability price fluctuations restaurants
Emotional Consideration of the | Flexible conditions and | Crisis periods
Pricing consumer’s  psychological | affordability
state
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Table 1 (Continued)

Eco- Integration of environmental | Discounts  for  “green” | Ecotourism,
Conscious | factors into pricing services hotels

Pricing

Al-driven Use of artificial intelligence | Automated analysis of big | Digital platforms
pricing for price formation data

Source: developed by the authors based on the analysis of literature [4; 9-11]

The table demonstrates the evolution of pricing strategies from innovative approaches to
original author-developed concepts based on digital technologies and behavioral aspects. The
generalization of these approaches makes it possible to identify the key directions for the
development of pricing policy in the hospitality sector under contemporary challenges.

The practical relevance of the proposed pricing approaches can be illustrated through
contemporary practices adopted by leading hospitality enterprises. Elements of the Adaptive
Stability strategy are reflected in the pricing policies of international hotel chains such as
Marriott International and Hilton, where dynamic pricing algorithms are combined with
customer-oriented guarantees and transparent pricing rules in order to maintain consumer
trust during periods of market volatility. Emotional Pricing is increasingly applied by
hospitality businesses through preferential rates for military personnel, healthcare workers,
and local communities during crisis situations, particularly after the COVID-19 pandemic and
in regions affected by military conflicts. Eco-conscious Pricing corresponds to sustainability
initiatives implemented by hotel groups such as Accor and Scandic Hotels, which offer
environmentally friendly accommodation packages and incentives for guests choosing
sustainable services. Finally, Al-driven Pricing reflects the widespread adoption of artificial
intelligence and machine learning technologies in revenue management systems used by
companies including 1DeaS, Duetto, and major international hotel operators, enabling real-
time optimization of prices based on demand forecasting and customer behavior. These
examples demonstrate that the proposed adaptive pricing strategies represent an integrated
conceptual framework that systematizes, extends, and conceptually unifies pricing practices
already emerging within the contemporary hospitality industry. Therefore, although the
proposed strategies are conceptualized by the authors, their individual components are already
reflected in contemporary hospitality management practices, confirming their practical

applicability.
The implementation of these strategies requires appropriate information and analytical
support.

The transformation of pricing approaches in the hospitality industry reflects a gradual
shift from traditional cost-oriented methods to digitally enabled pricing models and,
ultimately, to integrated adaptive strategies designed to address contemporary market
volatility. While classical pricing strategies continue to provide the methodological
foundation for pricing decisions, recent technological advances, changing consumer behavior,
and increasing market uncertainty have stimulated the emergence of innovative approaches.
Building upon these developments, this study proposes a conceptual framework that
demonstrates the evolutionary progression of pricing strategies and highlights the transition
toward author-developed adaptive models that integrate digital technologies, behavioral
economics, and sustainability principles.
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Table 2
Evolution of Pricing Strategies in the Hotel, Restaurant, and Tourism Industry
Traditional Modern Pricing Author-Proposed Adaptive Strategies
Pricing Approaches
Approaches
Cost-based Forecast-based pricing Adaptive Stability Pricing
pricing
Competition- Algorithmic pricing Geo-Adaptive Pricing
based pricing
Demand-based Al-driven pricing Emotional Pricing
pricing
Value-based Personalized pricing Socially Oriented Pricing
pricing
Seasonal pricing | Omnichannel pricing Eco-Conscious Pricing
Market Dynamic pricing Integrated Adaptive Pricing Framework
segmentation supported by Revenue combining digital analytics,
pricing Management sustainability, consumer behavior, and
regional adaptability

Source: developed by the authors

The proposed framework illustrates that pricing strategies should not be viewed as
isolated managerial instruments but rather as successive stages in the evolution of pricing
philosophy within the hospitality industry. Traditional approaches remain relevant for
establishing the economic basis of pricing decisions, whereas modern digital tools
significantly enhance forecasting accuracy, market responsiveness, and customer orientation.
The author-proposed strategies represent the next stage of this evolution by integrating digital
technologies with crisis resilience, regional differentiation, sustainability objectives, and
behavioral factors. Such a conceptual progression provides a comprehensive understanding of
how pricing systems can be adapted to the dynamic operating environment of hospitality
enterprises and forms the basis for the conceptual pricing model presented in the subsequent
section.

The formation of pricing policy requires a systematic approach to the information
support of managerial decision-making regarding prices [1]. This involves the integration of
both internal and external data sources, including demand analytics, competitive environment
analysis, consumer behavior studies, and macroeconomic factors. The use of digital tools and
platforms for collecting, processing, and interpreting information is becoming increasingly
important, as it enhances the accuracy and responsiveness of pricing decisions. Furthermore,
effective information support contributes to the development of a flexible pricing policy
capable of rapidly adapting to changes in the market environment.

The formation of pricing strategies in the hospitality industry is a multidimensional
managerial process determined by the interaction of external environmental conditions,
internal organizational capabilities, and information-analytical support. Under conditions of
digital transformation and prolonged military instability, pricing decisions can no longer be
viewed as a linear response to market changes but rather as the outcome of a continuous
adaptive process integrating market intelligence, operational performance, customer behavior,
and strategic business objectives. Accordingly, Figure 1 presents a conceptual model that
reflects the systemic relationships among these determinants and illustrates the feedback
mechanisms through which pricing outcomes continuously influence subsequent managerial
decisions.
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Fig.1. Conceptual Model of Modern Pricing Strategy Formation in the Hospitality
Industry generated with the assistance of ChatGPT and subsequently edited and validated by
the authors

fulure sirabégic actions.

As illustrated in Figure 1, pricing strategy formation represents a dynamic and iterative
decision-making process rather than a sequential chain of isolated actions. External factors,
including military risks, inflation, digital transformation, changing consumer behavior, and
competitive pressure, interact with internal organizational characteristics such as cost
structure, service quality, operational capacity, and strategic positioning. These factors are
continuously processed through an integrated information-analytical system incorporating
digital technologies, forecasting models, customer relationship management, and revenue
management tools.

Based on this analytical framework, hospitality enterprises select pricing strategies that
best correspond to prevailing market conditions and organizational objectives. The
implementation of these strategies affects not only traditional financial indicators, including
revenue and profitability, but also customer loyalty, market competitiveness, business
resilience, and long-term sustainability. Importantly, the achieved performance generates
feedback information that continuously updates managerial knowledge and supports the
adaptation of future pricing decisions, thereby transforming pricing into a continuous learning
and optimization process.

Conclusions. The study developed a conceptual framework for the transformation of
pricing policy in the hotel, restaurant, and tourism industry by integrating classical pricing
approaches with contemporary digital, behavioral, and sustainability-oriented strategies. The
research demonstrates that the evolution of pricing policy is driven not only by technological
innovation but also by changing consumer behavior, increasing market uncertainty, and the
growing importance of strategic adaptability.

A systematized classification of traditional and contemporary pricing strategies was
developed, providing the basis for proposing four original adaptive pricing approaches:
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Adaptive Stability Pricing, Emotional Pricing, Eco-conscious Pricing, and Al-driven Pricing.
Unlike conventional pricing models, these approaches integrate digital technologies,
behavioral economics, sustainability principles, and crisis resilience into a unified conceptual
framework for pricing decision-making in the hospitality industry.

Furthermore, an original conceptual model of pricing policy formation was proposed,
illustrating the interaction between external environmental factors, internal organizational
capabilities, information-analytical support, and strategic pricing decisions. The model
explains the feedback mechanisms through which pricing decisions influence enterprise
competitiveness, customer loyalty, business resilience, and long-term sustainability under
conditions of digital transformation and market instability.

The findings provide a theoretical foundation for further development of adaptive
pricing systems in the hospitality sector and offer practical guidance for managers seeking to
improve pricing flexibility, strategic responsiveness, and competitive performance. Future
research should focus on empirically validating the proposed pricing framework,
quantitatively assessing its effectiveness, and developing intelligent decision-support systems
based on artificial intelligence and advanced data analytics.

References

1. Dudiak, R., Buhil, S., & Ya. Karpova. "Modern marketing pricing policy and pricing problems in the
activities of Ukrainian enterprises.” Bulletin of Lviv National Agrarian University. Series: Economics of the
Agricultural Complex, no. 20 (1), 2013, pp. 361-367.

2. Zaiachkivska, O. V. “Principles and factors of pricing in tourism.” Economic studies, no. 2 (15), 2017, pp.
50-53.

3. Larina, Ya.S., Skrypnyk, A.L., Rafalska, V.A., Babicheva, O.l., Barylovych, O.M., Riabchyk, A.V., Boniar,
S.M., Halchynska, Yu.M., & O.V. Chetveryk. Marketing pricing policy: a textbook, 2016.

4. Pavlova, S. “Overview of the main pricing strategies in the hotel business.” Economy and Society, no. 52,
2023, https://doi.org/10.32782/2524-0072/2023-52-86

5. Riabenka, M. “Improving pricing policy at hotel and restaurant enterprises.” Economy and society, 2023, no.
50, https://doi.org/10.32782/2524-0072/2023-50-77

6. "Dynamic Pricing Strategy in Hotels." Shms, www.shms.com/en/news/dynamic-pricing-strategy-in-hotels.
Accessed 23 Mar. 2026.

7. "Managing Dynamic Pricing Effectively by Hotels and Resorts." Urahl, urahl.com/managing-dynamic-
pricing-effectively-by-hotels-and-resorts. Accessed 23 Mar. 2026.

8. "The complete guide to dynamic pricing in the hotel industry."  Hospitalitynet,
www.hospitalitynet.org/explainer/4131229/the-complete-guide-to-dynamic-pricing-in-the-hotel-industry.
Accessed 23 Mar. 2026.

9. "The Role of Al & Machine Learning in Dynamic Pricing Strategies." Digital Transformation in Hotel
Technology, hotel-technology-conference.worldbigroup.com/blogs/dynamic-pricing-strategies. Accessed 23
Mar. 2026.

10."14 Hotel Pricing Strategies for Effective Revenue Management." Cvent,
www.cvent.com/en/blog/hospitality/hotel-pricing-strategies. Accessed 23 Mar. 2026.

11."14 Pricing Strategies to Increase Your Hotel Revenue in 2026." Revfine, www.revfine.com/pricing-
strategies-hotel-industry. Accessed 23 Mar. 2026.

12."20 Important Hotel Pricing Strategies for 2026." Roommaster, www.roommaster.com/blog/hotel-pricing-
strategy. Accessed 25 Mar. 2026.

Submission date: 18.06.2026
Date of acceptance for publication: 24.07.2026

126


https://doi.org/10.32782/2524-0072/2023-52-86
https://doi.org/10.32782/2524-0072/2023-50-77
https://www.shms.com/en/news/dynamic-pricing-strategy-in-hotels
https://urahl.com/managing-dynamic-pricing-effectively-by-hotels-and-resorts
https://urahl.com/managing-dynamic-pricing-effectively-by-hotels-and-resorts
https://www.hospitalitynet.org/explainer/4131229/the-complete-guide-to-dynamic-pricing-in-the-hotel-industry
https://hotel-technology-conference.worldbigroup.com/blogs/dynamic-pricing-strategies
https://www.cvent.com/en/blog/hospitality/hotel-pricing-strategies
https://www.revfine.com/pricing-strategies-hotel-industry
https://www.revfine.com/pricing-strategies-hotel-industry
https://www.roommaster.com/blog/hotel-pricing-strategy
https://www.roommaster.com/blog/hotel-pricing-strategy

