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[bookmark: _GoBack]Summary: Consumer Reaction to Price Promotion
The article “Luxe for less: How Do Consumers React to Luxury Hotel Price Promotions? By Yang et al discusses reactions by consumers with regard to price promotions at luxury hotels. Price promotion refers to endorsement of products usually through price discounts and vouchers.  According to the article, the luxury segment has experienced substantial growth which has been attributed by an increasing number of wealthy individuals and the emergence of flash sales websites and discount websites. A survey by hospitality practitioners indicates that about 42 percent of luxury hotels have used these websites (Yang et al, 2016). Most of hotels currently use flash sale websites to help them sell their unsold inventory. 
Price promotions brings positive attitude to customers and increase their opportunities to explore new products. These tend to increase the purchase volumes resulting to good financial returns to the hospitality firms.  However, it may result in some negative consequences to consumers who view price as a quality cue and those who are momentarily attracted by transaction utility provided by price promotions and later lose interest in the brand. Consumers react differently to the sale promotion depending on their NFS level.
NFS refers to the intention by the consumer to elevate their social status by purchasing luxury goods. People with high NFS exhibit different behaviors than those with low NFS. High NFS individuals purchase products to display their wealthy status; they have dissociative motives and avoid selecting same products with the poor. Conversely, low NFS consumers do not distance themselves from their less affluent counterparts. According to the experiment conducted to establish the effect of price promotion and NFS, high NFS customer’s negative attitude towards price promotion and have lower intention to return to the luxury hotel. However, low NFS customers have good intentions to return (Yang et al, 2016).
It is evident that price promotions have great impact on the customers. However, this depends on the customer NFS which is an individual trait. Customers with high NFS react negatively to these sales promotions. Price promotions via discount websites attract customers with low NFS.
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