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Abstract

The main purpose of this study was to analyze the effect of positioning strategies on performance of Star Rated Hotels in Kenya. First, the study analyzed the effect of people mix strategy on performance of star rated hotels in Kenya; Investigated effect of physical evidence mix strategy on performances of star rated hotels in Kenya; Established effect of positioning strategy on performances of star hotels in Kenya. The study was based on the following theories; Resource-Based Theory, Strategic Posture Theory and the Structural Adaptation to Regain Fit Theory. The study adopted descriptive quantitative survey design with a target population of 183 star rated hotels operating in Kenya from which a sample size of 101 General Managers was selected randomly. A structured questionnaire was self administered to collect primary data from the respondents. Data collected was analysed and presented in descriptive and inferential statistics and the data analysis model adopted was regression analysis from which conclusions were made.  The study found that all the three studied positioning strategies had significant effect on performance of Star Rated Hotels in Kenya namely people mix strategy (β=0.338, p≤=0.01), place evident strategy (β=0.24, p≤=0.01) and positioning strategy (β=0.208, p≤=0.001).These findings are expected to inform Kenya Tourism Development policy makers on strategic knowledge for policy development to accelerates the adoption of positioning strategies for performance of star rated hotels in Kenya. The star rated hotels should also use these findings  to determine how they can use positioning strategies to accelerate their performance. New Knowledge through Human Resource Development (such as Scholarship in hospitality, marketing and strategic management) will also expand the application of positioning strategies by the star rated hotels in Kenya in enhancing their performance.
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1.0 Introduction
The strategic positioning of a firm reflects the firm’s ability to generate competitive advantage. Organization strategic position therefore is concerned with the impact on strategy of the external environment, internal resources and competences, and the expectations and influence of stakeholders. Strategic positioning is concerned with the way in which a business as a whole distinguishes itself in a valuable way from its competitors and delivers value to specific customer segments. Kotler and Keller (2006) explains positioning strategy as designing the image of the company and offering to occupy a unique position in the mind of the target market. The major objective is to locate the brand in the minds of consumers to make the most of the prospective benefit of the firm. Positioning is a creative undertaking which involves differentiation whereby an existing product in an overcrowded market place of similar products is given a distinct position in the minds of the targeted customers. According to Levy and Weitz (2001) positioning strategy can be defined as the choice of a target market segment being the customers a company will pursue to serve and the choice of advantage of differentiation that defines how it shall compete with competitors in the segment.
The hotel industry in Kenya is closely linked to the tourism sector which has shown impressive growth over the years. Tourism is one of the six key areas that have been given priority in acting as the key growth drivers in Kenya (Owiti, 2011). The sector has been charged with the task of making Kenya one of the top ten best tourist destinations globally offering distinctive visitor experiences (GoK, 2006). The two main industries that comprise the activities of tourism are hospitality and travel industry (Kotler, 2012). The hospitality industry in Kenya developed from the Kenyan Coast due to Arab traders and the construction of the Railway Line. The Kenya’s Hotel and Restaurants Act cap 494 defines a hotel as premises which provides accommodation and food in exchange for money (Kenya Economic Report, 2013).

Tourism is Kenya’s third largest foreign exchange earner after tea and horticulture and a major employer accounting for about 12% of the total wage employment and 13% of GPD (National Tourism Strategy, 2013). Kenya undertook the last hotel classification in 2003 but since then so many new hotels have come up with improved products and services. The coast region accounts for 50 per cent of all bed-nights out of which 140 or 8.2% are classified. This falls below the standard requirements of at least 100,000 and could limit the country’s ability to hold major conferences and conventions (Kenya Economic Report, 2013). The hotel industry in Kenya is facing several challenges which have been affecting performance. These challenges include lack of strategic positioning and poor organizational processes among other challenges (Onyango & Kipchumba, 2012).
1.2 Statement of the Problem

The dynamic environments upon which star rated hotels operate in Kenya require them to apply the positioning strategies in the marketing of their specialized services as a means of increasing their performance. Kamau (2008) states that the tourism sector in Kenya, under which hotels operate has also been facing numerous challenges including; competition, socio-cultural changes, technological changes and economic challenges which have posed a threat to the hotels existence. Hotels like other businesses are turning to strategic management performance drivers so not only to qualify for international recognition for standardization certificates and awards but also to face the challenges of competition (Ongore & Kobonyo, 2011). Hollensen (2015) notes that the extended 3P’s in the marketing mix; people; process and physical evidence are today important ingredient of positioning services in hotels in industry. Previous studies by Bintu (2017) and Lovelock (2011) indicate that the right marketing mix strategies influence achievement of organizations’ objectives.
The closest study carried by Wanjohi (2016) on marketing strategies and competitive advantage in the hospitality industry: a study of hotels in Thika, Kenya established that physical environment, people and process have a significant effect on competitive advantage. This is because physical environment, people and process help increase utility accrued by guests from the hotels they visit. In addition, the process of delivery and the people tasked with delivering it as well as the products and services delivered increase customer retention which is crucial in gaining competitive advantage. The literature gap is that Wanjohi (2016) did not carry out her study in the star rated hotels in Kenya which face competition in the industry that the current study hopes to analyze. There is the research gap that the current study filled by analyzing the effect of positioning strategies on performance of Star Rated Hotels in Kenya.
2.0 Literature Review
2.1. Theoretical Review

2.1.1 Resource-Based Theory

The foundation of resource based view theory is that an organization gains competitive advantage through the acquisition and application of resources. The focus is on the configuration of the resources such that they provide a competitive advantage for the firm (Peteraf, 1993). The resources a firm owns as suggested by Wernefelt, (1989) portrays its capabilities in the market. Further, resources that are distinctive and superior become the source of the competitive advantage if the resources are appropriately aligned to the external environmental factors. Firms have been recognized to be heterogeneous in reference to the internal capabilities created from the resources of the organisations. Barney et al. (2011) indicate that resource-oriented methodologies affect performance of organizations intensely and are contingent to factors, known as resources or capabilities in the establishment.
The resources of a firm can be categorized into three; physical, human and organizational. These resources should be valuable, rare, inimitable and non-substitutable (VRIN) to enable a firm reach a sustainable competitive advantage (Barney, 1991). The perspective of RBV as remarked by Andreu, Claver and Quer (2008) is that the growth of a company requires a balance between exploiting the already existing resources in a firm and developing new ones. RBV leans towards the firm’s sustainable competitive advantage, since it focuses on exploitation of its unique resources.

According to Porter (2011), RBT places emphasis on the resources of a firm as a determinant on the competitiveness of firms in the industry. The theory has moved through different changes over the past decade by various scholars for instance by use of terms such as resources, capabilities, assets or the competences in description of the factors which have an effect on the competitiveness of a firm. The resources of a firm are placed into physical capital resources, human capital and the organizational capital resources. Fiol (2011) remarks that both the skills and resources and the way firms use them must constantly change, the leading creation of continuously changing temporary advantage. This suggests that it is the way resources are configured and not the capabilities as such that is the source of competitive advantage. The resource-based view of the firm predicts that certain types of resources owned and controlled by firms have the potential and promise to generate competitive advantage and eventually superior firm performance.
This theory emphasizes the use of the available resources as a source of competitive advantage. The best application of Positioning Strategy is a resource that a firm can use to face competition, the hotels’ knowledge and experience in positioning strategy is also resource assets, the processors, and marketers are resources. These resources when well utilized will make the hotels to be more positioned to tackle any competition. This theory will be used to analyze process part of marketing intangible marketing mix strategies influencing hotels performance.

2.1.2 The structural adaptation to regain fit theory

This theory originates from the contingency theory which provided the framework for the study of organizational design by stating that the best organizational structural design is the one whose structure fits with the organization’s contingencies (Donaldson, 2006). Structural adjustment to regain fit theory (SARFIT) is a higher level theory of changes in the structure of organizations as a result of contingency-structure matches. Burton, Desanchs and Obel (2006) supported the theory by stating that organisations need to get away from mechanistic to organic structures in order to respond to technology and market changes in the environment. Donaldson and Luo (2009) asserted that SARFIT gets organizations from their disequilibrium through investing surplus resources from the fit based higher productivity to improve performance. According this theory, fit and misfit are semi-permanent states which propel structural adaptation to fit which then leads to further expansion and misfit. This system is repeated over time with movement to misfit resulting to increase in contingency factors like size.

Gakure (2012) explain that successful strategy execution requires the creation of a fit based on the interaction between external dependencies and internal capabilities. Chen and Huang (2009) highlight that each strategy is always accompanied by a unique set of internal processes and therefore a strong alignment between strategy and processes translates into successful performance. Hotels therefore need to adopt a rational decision-making process in which the hotel’s resources are matched with opportunities arising from the competitive environment. This means that hotel managers must know what the complementary internal processes are that support the successful pursuit of a chosen strategy.

This theory is applicable to the hospitality industry because the industry is very dynamic due to contingency factors. Managers of hotels have to adjust from a fit to non fit situation every so often due to competition and other challenges (Denison, 2008). The application of this theory will help hotel managers not to be comfortable with their fit situation but rather to take advantage of the fit situation in order to invest in other areas and cushion themselves during the non-fit period and in the long term to stay above competition.

2.1.3 Strategic Postures Theory

The Entrepreneurial Orientation (EO) model, also known as strategic posture, according to literature in strategy, is used to ascertain the competitive behaviour that organizations adopt in various industries (Covin & Lumpkin, 2011). This theory was first brought to the fore by the works of Khandwalla (1977), who researched on Indian firm strategies. His findings indicated that organizations, then known as entrepreneurial, would in most cases initiate activities such that they were the pioneers in marketing new offers of products which the competition would respond to either by imitating or trying to outdo the pioneer. According to Miller (2011), some discussions still exist on entrepreneurial orientation such as the driving forces of the posture taken, its outlook and recognition and also the relationship with establishments’ performance. This theory was used to analyze effect of strategic positioning on performance of Star Rated Hotels in Kenya.

2.2 Empirical Review
2.2.1 People Mix and Hotels Performance

Hotel service is consumed at the same time as it is produced(inseparability); both staff and other consumers can influence perceptions of service quality (Smith 2008). This is particularly true for ‘high contact’ services like fitness centers and hotels where ‘staff members’ are part of the service being consumed. This strategy involves management of human resources management policies and practices, developing a customer oriented culture throughout the firm and empowering employees to provide quality services, managing leadership, job re-design, and systems to reward and recognizing outstanding achievement.
Keller (2013) asserts that service marketing has stressed on the role of staff and in particular about the customer staff contact as a major component in the delivery of the high quality of the service and contribution to the customer satisfaction. Importance of people in the marketing service varies from firm to firm in an industry. The relationship of the customer varies in relation to frequency, content, duration or regularity. Management faces a tremendous challenge in selecting and training of its staff to do their jobs well and perhaps even more important in motivating them to care about doing their jobs and to make an extra effort to serve their customers.

Njeri et al, (2015) investigated the marketing strategies and competitiveness of four and five star hotels in Kenya. A comprehensive view of the marketing strategies of the hotels was provided by mapping out the place, product, pricing, people and promotion strategies. Clear links were also established between these strategies and the hotels’ competitiveness. Dzisi and Ofosu (2015) investigated the effect of marketing strategies on the performance of SMEs in Ghana in terms of their profitability, brand awareness and market share. The overall results of this study suggest that strategic marketing are drivers of organizational positioning in a dynamic environment, and that it helps to enhance the development of new product/service for existing markets. Results of the study also reveal that the SMEs in Ghana mostly use traditional form of marketing to reach potential customers and also to entrench their brands.

2.2.2 Physical Evidence Mix Strategy and Hotels Performances
A hotel service is not tangible and is subjective, making it harder for a marketer to sell it as a commodity, standardized in quality and physical shape (Shibury et al.2009). Physical evidence therefore represents visual and/or tangible clues of the service product that make a hotel service more tangible to the customer prior to purchase, during purchasing, and post purchasing it, reinforcing service quality.
Singh and Sahay (2012) explored the composition of shopping experience and found that shoppers visualize shopping experience as a combination of five factors: ambience, physical infrastructure, marketing focus, convenience, and safety and security. Major attributes of shopping mall attractiveness include comfort, entertainment, diversity, mall essence, convenience and luxury from the perspective of shoppers. In El–Adly (2007) research on shopping malls attractiveness, found that the shoppers considered a mall as attractive if it had the following attributes: comfort, entertainment, availability of international store branch, product quality, and price appropriateness, availability of after sales services, convenience, and entertainment in term of promotional campaign. Thus, those attributes in turn affected loyalty and overall sales of mall. These studies were not done on strategic positioning strategy and star rated hotels in Kenya which this paper addressed.

2.2.3 Positioning Strategy and Hotels Performances
Kasyoka (2011) did a case study on how strategic positioning leads to competitive advantage within Safaricom limited and found out that cutting edge technology helped Safaricom limited to achieve a competitive advantage. The study found that resource based view in Safaricom limited was highly influencing the achievement of a competitive advantage. The major resources in Safaricom limited include technological resources, human resources, knowledge resources, financial resources and assets. A survey study by Muriet (2011) on the relationship between strategic positioning and performance of the Kenya commercial banks; found out that strategic positioning positively and significantly enhances organizational performance through performance measurement. So it can be started that in order to have greater stability and profit efficiency, the banks utilized positioning to have competitive power in the bank in the market they operated, Market power was indicated by the market share, which had stemmed from how attractive the bank studied in terms of spread within the network, basically between product and uniqueness of the services offered.
A Survey study by Rose (2012) on positioning strategies adopted by large audit firms in Kenya concluded that ownership plays an important role in the selection of positioning strategy that the organization seeks to follow. She noted that audit firms in Kenya have adopted a number of positioning strategies to seek a leadership position. The study established that audit firms concentrate on product characteristics, time and location pricing positioning as a strategy in the competitive audit market. Market orientation and positioning are complementary to one another and they contribute to competitive advantage when they interact in ways that generate superior performance (Blankson et al., 2013). Hotels can also grow with a more customer-oriented approach like market orientation and positioning that can enhance hotel performance (Tajeddini, 2010). Positioning is the proactive, deliberate and iterative utilization of market-oriented strategies that modify consumers’ perceptions about a hotel’s offering (Blankson et al., 2013).

Singh et al. (2014) found consumer perceptions of positioning strategies of partner brands to be significant determinants of the positioning perceptions of a co-brand and found some evidence for spillover effects on partner brand positioning. Van der Lans et al. (2014) found that conceptual coherence in brand personality profiles between parent brands predicts attitudes towards the co-brand.

Post-alliance brand positioning beliefs are strongly associated with prior beliefs which have a slightly stronger influence for hedonic positioning than functional positioning. We also find product fit and brand fit to have different effects on post-alliance perceptions, depending on the original positioning strategies. Where firms have functional positioning strategies built on value or service attributes, product fit is more important than brand fit as hypothesized (significantly so for Service positioning). However, for Reliability positioning, brand fit and product fit are equally weighted. One possible explanation for this finding is that as Reliability is somewhat less “concrete”, or visible to the consumer than other functionally oriented positioning attributes (such as specific features, price, value metrics or a service offering), complementarily in the features between the product categories is less easy to assess. Under these circumstances, the consumer may focus on the brand fit in equal measure to the product fit as a credibility signal (Wason &Chalton, 2015).

2.3 Knowledge Gap

	Objective
	Empirical Review
	Knowledge Gap

	Analyze the relationship between people mix strategy and performance of large hotels in Kenya.
	Jayawardhena and Farrell (2011) study on the effect of retail employee behavior on customers’ service evaluation found that service and customer orientation behaviors of the employees are positively related to service encounter and quality.

Lutomia (2006) in the study on the survey of marketing planning practices in the Kenyan motor vehicle industry. The study further states that, people are a key element in the marketing industry because the clients make decision basing it on how the staff on the organization treat them.
	The studies were not carried out in Star Rated Hotels and failed to analyze the intangible marketing mix and positioning strategies which is the research gap that the current study will fill.

	Analyze the relationship between physical evidence mix strategy performances of large hotels in Kenya.
	Singh and Sahay (2012) explored the composition of shopping experience found that shoppers visualize shopping experience as a combination of five factors: ambience, physical infrastructure, marketing focus, convenience, and safety and security. Major attributes of shopping mall attractiveness include comfort, entertainment, diversity, mall essence, convenience and luxury from the perspective of shoppers.

Selnes (2013) established that if the physical premises of your organization aren’t up to scratch, then why would the customer or potential customers think the service is? Some companies engage customers and ask for their feedback, so that they can develop reference materials.
	The studies did not analyze the extent to which physical evidence mix strategy influences the performance in Star Rated Hotels which is the knowledge gap the current study will fill

	Establish the relationship between positioning mix strategy performances of large hotels in Kenya.

	Kasyoka (2011) did a case study on how strategic positioning leads to competitive advantage within Safaricom limited and found out that cutting edge technology helped Safaricom limited to achieve a competitive advantage. The study found that resource based view in Safaricom limited was highly influencing the achievement of a competitive advantage.


	The studies did not analyze the extent to which positioning strategy influences the performance of Star Rated Hotels in Kenya which is the knowledge gap the current study hopes to fill.


2.4 Conceptual Framework


Figure 2.1: Conceptual Framework

The independent variables of the conceptualization are positioning strategies which comprises, people, physical evidence and marketing positioning strategies. The dependent variable is performance of the star rated hotels in Kenya, measured in terms of brand equity, market share, customers’ satisfaction and profitability. When effective marketing positioning strategies which include people, physical evidence and marketing positioning strategy are used by the star rated hotels in Kenya, then performance is expected to improve and vise vase.
3.0 Research Methodology

3.1 Research Design

The study adopted descriptive quantitative survey research design to assess effect of positioning strategies on performance of star rated hotels in Kenya. This design is useful when a researcher intends to collect data on phenomena that cannot be observed directly. Its advantage is that it allows collection of large amounts of data from a sizeable population in a highly effective, easily and in an economical way, often using questionnaires.
3.2 Target Population

 The study targeted 183 Star Rated Hotels  in Kenya (Republic of Kenya Legal Notice, 2014) placed in four regions (tourism circuits) in Kenya. The coastal region has 41 star rated hotels spread over Kwale, Kilifi and Mombasa. Central region covers Nairobi, Laikipia, Isiolo, Nyeri, Embu and Meru counties whereas out of the total 75 hotels, 53% are in Nairobi county .The rift valley circuit is divided into two sub regions south rift with 41 star rated hotels and north rift with 11 rated hotels  which both totals to 52 rated hotels in the rift valley circuit. South rift majorly covers Nakuru, and Narok counties whereas North rift covers Uasin Gishu and Elgeyo Marakwet counties. However, out of the total 54.7 % of the hotels are in Nakuru County. Western circuit which covers Kakamega, Kisii and Kisumu Counties has a total of 15 rated hotels. 
3.3 Sample Size and Sampling Technique

 The researcher adopted Yamane (1967) formula that can be used to calculate a suitable sample comprising of the General Managers of the Star Rated Hotels in Kenya who will be the unit of analysis.
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Where n = Minimum Sample Size; N = population size: - e = precision set at 95 % (5%=0.05)
 n = 101.167≈ 101 General Managers of the Star Rated Hotels in Kenya
The study then used systematic random sampling technique to pick the sample based on the sample distribution as per the regions where the Star Rated Hotels are located (See table 1).
Table 1: Sampling Table
	Region
	No.
	Sample Size

	Coastal
	41
	23

	Central
	75
	41

	Rift
	52
	29

	Western
	15
	8

	Total
	183
	101


The researcher used structured questionnaire to collected data related to people, physical and strategic positioning.

4.0 Findings and Discussions
4.1 Model Summary

Table 2: Model Summary on Positioning Strategies and Performance
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.557a
	.310
	.307
	.52716

	a. Predictors: (Constant), Positioning Strategies
	


From the model summary (Table 2), the study findings indicated an R-squared value of 0.31 square units. This shows that positioning strategies accounts for 31% of the total variation in performance of the star hotels in Kenya. 
4.2 Test of Hypotheses

To examine how significant the positioning strategies are in explaining variation in star rated hotels, analysis of variance was used and yielded results shown in Table 3.

Table 3: ANOVAa
	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	48.380
	4
	12.095
	52.933
	.000b

	
	Residual
	61.923
	271
	.228
	
	

	
	Total
	110.303
	275
	
	
	

	a. Dependent Variable: Star Rated Hotel Performance

	b. Predictors: (Constant), People Mix Strategy, Physical Evidence Strategy and Positioning Strategy.


An F-value (F (4, 271) =52.933, p=.000) that was significant at p<0.05 was established. Hence, the independent variables (People Mix Strategy, Physical Evidence Strategy and Positioning Strategy) taken together significantly accounted for the variation in the variation in the dependent variable. Hence, the independent variables play a significant role in determining Star Rated Hotel Performance. The model coefficients were as presented in Table 4.
Table 4: Coefficientsa
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.724
	.222
	
	3.256
	.001

	
	People Mix Strategy
	.338
	.074
	.307
	4.551
	.000

	
	Physical Evidence Strategy
	.254
	.059
	.259
	4.296
	.000

	
	Positioning Strategy
	.208
	.063
	.189
	3.309
	.001

	a. Dependent Variable: Star Rated Hotel Performance


Based on the model coefficients, the following regression equation was fitted

Y=0.724+0.338X1+0.254X2+0.208X3                                            R2=0.439

    (.222)   (.074)
(.059)    (.063)
Where 

Y= Star Rated Hotel Performance
X1= People Mix Strategy
X2= Physical Evidence Strategy
X3= Positioning Strategy
The equation shows the relationship between the dependent variable and the independent variables. From the equation, holding all other factors constant at 0 units, the autonomous value of Y is 0.724 units. Therefore, at any given time, the level of Star Rated Hotel performance is 0.724 units without other factors coming into play. However, a unit changes in People Mix Strategy result to a consequent change in Star Rated Hotel Performance by 0.338 multiple units. The p-value less than 5% level of significance. Therefore, the change in people’s mix  resulted to a significant change in Star Rated Hotel performance.

Further, a unit changes in People Mix Strategy lead to a consequent change in Star Rated Hotel performance by 0.254 multiple units. The t-value for People Mix Strategy was 4.296 with the p<0.05 level of significance. Therefore People Mix Strategy significantly had effect on Star Rated Hotel performance. In addition the equation showed that a unit change in Positioning Strategy resulted to a change in Star Rated Hotel performance by 0.208 multiple units. Positioning Strategy had a t-value of 3.309 with a p-value of .001. The p-value was less than 0.05 significance level. As such, Positioning Strategy is significant in determining Star Rated Hotel performance. Therefore, a change in Positioning Strategy results to a significant change in Star Rated Hotel performance. This finding was supported by Kasyoka (2011) who did a case study on how strategic positioning leads to competitive advantage within Safaricom limited and found out that cutting edge technology helped Safaricom limited to achieve a competitive advantage. This was further supported by Singh et al. (2014) found consumer perceptions of positioning strategies of partner brands to be significant determinants of the positioning perceptions of a co-brand and found some evidence for spillover effects on partner brand positioning.
5.0 Conclusions and Recommendations
5.1 Conclusions

Findings in regard to people mix strategy demonstrated that it played a significant role in determining Star Rated Hotel performance. Respondents were in agreement that Star Rated hotels in Kenya had employed people mix strategies to enhance their positioning. Therefore, people mix strategy had a significant contribution in improving Star Rated Hotel performance. Further regression analysis showed that people mix strategy accounts for up to 33.8% of the total variation in Star Rated Hotel performance. Consequently, the contribution of people mix strategy towards enhancing Star Rated hotels in Kenya cannot not be wished away. Analysis of variance indicated that the contribution of people mix strategy on Star Rated Hotel performance was statistically significant. Therefore, in order to enhance performance, people mix strategy should be enhanced to achieve this desired performance. This finding further corroborates Resource Based Theory which statistically proved that the people mix strategy established to enhance Star Rated Hotel performance was statistically significant with people mix strategy by the hotels. The hypothesis that Ho1 people mix strategy has no statistical significant effect on the Star Rated Hotel performance Kenya was rejected. 
Place evidence mix strategy had a significant contribution in improving Star Rated Hotel performance. Further regression analysis showed that place evidence mix strategy accounts for up to 25.4% of the total variation in Star Rated Hotel performance. The contribution of place evident strategy towards enhancing Star Rated hotels in Kenya also could not be under rated. Analysis of variance indicated that the contribution of place evident mix strategy on Star Rated hotels performance was statistically significant. Therefore, in order to enhance performance, place evident mix strategy should also be enhanced to achieve this desired performance. This finding further corroborates The Structural Adoption to Regain Fit Theory which statistically proved that the place evident mix strategy should be established to enhance Star Rated Hotel performance. The hypothesis that Ho2 place evident mix strategy has no statistical significant effect on the Star Rated Hotel performance Kenya was also rejected.
Further, positioning mix strategy had a significant contribution in improving Star Rated Hotel performance. Regression analysis showed that positioning strategy accounts for up to 20.8% of the total variation in Star Rated Hotel performance. The contribution of positioning strategy towards enhancing Star Rated hotels in Kenya further could not be wished off. Analysis of variance indicated that the contribution of positioning strategy on Star Rated hotels performance was statistically significant. Therefore, in order to enhance performance, positioning strategy should be further prioritized to continuously improve the performance of star rated hotels in Kenya. This finding further corroborates Strategic Posture Theory which statistically proved that the positioning strategy should be established to enhance Star Rated Hotel performance. The hypothesis that Ho3 positioning strategy has no statistical significant effect on the Star Rated Hotel performance in Kenya was also rejected.
5.2 Recommendations
From the findings, the influence of positioning strategies on performance of star rated hotels in Kenya is positively evident. On people mix strategy where marketing agencies and employees formed the elements of study, the study is recommended to the Kenya Tourism Board policy makers who are responsible of marketing Kenya as a tourism destination to include strategies on destination Hotel employees development and sensitization in addition to marketing agency firms in enhancing the attractiveness of Kenya as a destination through hotel services. This will broadly increase the market niche and brand equity hence enhancement of star rated performance in Kenya. Professionals and investors in the hotel industry in Kenya may have ignored the significance of physical evidence(cleanliness and ambience) to hotel performance, it is recommended that besides the basic National Environmental Management Authority mandatory(NEMA) guidelines, there is great value in enhancing the tangibles of the product quality in order to enhance competitiveness and hence attain improved hotel performance. The star rated hotels should also use these findings to determine how they can use positioning strategies to accelerate their performance in any given operational environment in Kenya
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