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Rate Optimization of Hotel Based on the Price Elasticity
—Case in the Hospitality Industry in Hong Kong

CHEN Kun -yi
( Guangdong Engineering Polytechnic Guangzhou 510520 China)
Abstract: The competitiveness of a hotel depends on its services and prices. However hotel sales managers often
adjust the prices according to their experience which is empiricist and lack of theories. We use price elasticity of
demand of Positive Economics to explain the data of a recent market research of a five — star hotel in Hong Kong
which provides a reference of mathematical mode for hotel managers when they make decisions on prices.
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