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Chapter 1: Introduction
1.1 [bookmark: _Toc164382368]Research Background 
Hotel Service Quality is crucial in the hospitality industry, and customers satisfaction is associated with hotel success particularly. Research works by Cristo et al. (2017) and Pasharibu et al. (2018) focus on the complicated interconnection of pricing strategies, service quality and client satisfaction stating that without understanding customers' needs it will be very hard to achieve a good quality service and, as a result, customers will not be happy with the services they receive.
Several factors can determine customer satisfaction, for example the extent of responsiveness, reliability, assurance, empathy, and amenities that are the fundamental elements of service quality that was presented by Pasharibu et al. in 2018. These steps are the main criteria for the long-term satisfaction of the guests.

[bookmark: _GoBack]In that respect, an apt example for the purpose of this study would be Hilton Tower Bridge. Examining the pricing strategies as well as service offers at Hilton Tower Bridge can help see how these elements affect the customers' satisfaction, therefore, contribute to the hotel's financial performance and its overall market performance.
[bookmark: _Toc164382369]1.2 Significance of the topic
Today in the highly competitive business environment understanding how consumers' pereception and behavior are influenced by pricing strategies is altogether a critical success factor for business to be profitable and be competetive. Haryanto and Sitio (2020) showed on how crucial it is that such information helps us to sail through the tricky phenomenon of market dynamics. At the same time, in his research, Ariyanto (2019) points to the fact that service quality is among the key constituents of customer satisfaction in the hospitality business. The notion of customer experience is at the industry centre, so we need to have a clear picture of how service quality is intertwined with customer satisfaction for the sake of sustained growth.
Similarly, this research shines on the intricate interconnections between pricing positioning, service level, and customer satisfaction.
[bookmark: _Toc164382370]1.3 Purpose of the research
This paper's main purpose is to research the mutual workings of pricing strategy, quality of service, and their outcomes in customer satisfaction, which is one the fundamental factors of the hospitality market. Taking Hilton Tower Bridge as a guiding model, this research is going to provide the firms in the industry with important amendments that can be made in the current ways of gathering customer insights, bettering the product and the service offerings, and improving on the pricing strategies. 
[bookmark: _Toc164382371]1.4 Research aim and objectives
Research aim
The study focuses on examining the role of pricing policy and quality of service in relation to customer satisfaction within the context of the Hilton Tower Bridge case study.
Research Objectives: 
· To analyse, price strategies’ effects on customer satisfaction.
· To determine the influence of service quality on customer satisfaction.
· To analyse how prices and quality of service can impact customer satisfaction.
· To propose practical research-based solutions for better pricing strategies and service quality in specific.
[bookmark: _Toc164382372]1.5 Research questions
· Are pricing strategies affecting client satisfaction significantly?
· Does quality service influence client satisfaction in a hotel?
· What is price and service quality’s impact on customer satisfaction?
[bookmark: _Toc164382373]Chapter 2: Literature Review
[bookmark: _Toc164382374]2.1. Key concepts
In this section, the key concepts are identified.
CS: Customer Satisfaction - A measure of how completely and how exceed customer expectations with products or services to arouse customers, which facilitates repeat business and brand loyalty.
P: Pricing - The monetary tag attached to the product or service; an important motivator in terms of evaluating the value of the product or service and the willingness of customers to pay.
Q: Quality - This signified the perfection or level of excellence of goods or services that make customers satisfied, loyal, and brand reputation.
SQ: Service Quality - The service capability include reliability, empathy, responsiveness, assurance, which all together contribute to customer satisfaction and loyalty.
Loyalty: Customer Loyalty - The predisposition of customers to replay selection of a specific brand or company instead of other competitors, led by reasons like satisfaction, perceived values and overall customer experience.

[bookmark: _Toc164382376] 2.2. Pricing strategy and customer value
According to the researchers: Tender et al. (2021), pricing strategy is one of the key factors that contribute to the customer value in the business enterprises. Successful pricing can not only influence the perception of the products or services’ value but also affects directly the customer satisfaction, loyalty and eventually the overall business success.  Prasetyo, et al. (2022) indicated that implementing value-based pricing strategies stressing the benefits and value the client gains can result in customer satisfaction and loyalty.  Thus, the main factor that should be considered in developing a pricing strategy, in order to ensure the success of the business, is to make the customer value creation and the competitiveness in the market joint.
[bookmark: _Toc164382377]2.4. Quality service and customer satisfaction
As per Metarini (2020), quality service as an essential aspect ensures customer satisfaction within any industrial zone, especially, in rapidly developing and service-oriented hospitality sector. When companies consistently offer superlative services, which are more than or equal to customers expectational rates, such a trend raises the level of customer satisfaction. Important elements of service quality, like responsiveness, reliability, assurance, empathy and tangibles, shape the way consumers perceive service quality. Moreover, it was claimed by Tender et al. (2021) that people tend to be satisfied when they are replied to immediately, they are given reliable services, their quality assurance is enhanced, they are treated empathetically and which they are given tangible facilities that improve their experience. 
[bookmark: _Toc164382378]2.5. Price, service quality, and customer loyalty
Haryanto & Sitio (2020) emphasized that pricing, quality of service, and customer satisfaction become adopted by business owners as very complex yet the most essential relationship in the business community, especially the hospitality business. Strategies of pricing tend to determine how customers perceive value, as well as their level of satisfaction, and consumers’ understanding of this concept is crucial to their decision-making.  According to Prasilowati et al. (2021), a business that balances the two by offering competitive pricing and maintaining the standard of quality service also increases customer satisfaction in addition to potential loyalty. 
[bookmark: _Toc164382379]2.6. Customer Satisfaction in the Hospitality Industry
Ensuring customers' satisfaction is essential for the hospitality industry for many reasons. First off, it provides the foundation of the industry's success and expansion. Metarini (2020) reported this finding. A happy customer is more likely to be a repeat guest, refer the hotel to his social circle, and make the hotel’s winning business. Haryanto and Sitio (2020) argued that service quality, personal experience, and speedy resolution of problems make customers feel served. Not only that, the customer satisfaction is also strongly related to the loyalty, which means the loyalty of customers and the willingness to make premium payments on high quality products or services are higher among satisfied customers. . This study then goes ahead to discuss how these two elements of service quality and pricing play a critical role in crafting the higher level of customer satisfaction and the success of the business.

[bookmark: _Toc164382380]2.7. Pricing Strategies in Hospitality
According to Prasilowati et al. (2021), pricing strategies in the hospitality business are important in customer satisfaction mechanisms. Within this area, researchers focus on different models and approaches to pricing, including dynamic pricing, value-based pricing, and promotional pricing. .
 According to Susanto et al. (2021), luxury customers may judge that they have paid for high-quality and exclusive luxury hotels. When their expectations are met, they will be more satisfied. However, bad pricing policies such as mismatched pricing or price irregularity can cause dissatisfaction and negative personal recommendations.

[bookmark: _Toc164382381]2.8. The literature gap
The literature review unveils a research gap which has not adequately and comprehensively hered an interplay between the pricing strategies, service quality dimensions, and the combined effect on customer satisfaction in a dynamic hospitality trade. Current studies underscore the significance of evaluation of pricing and quality of service, but are quite frequently divided between these two factors without a unified model. This link is vital in the perception of strategies that aim to optimize revenue management, increase retention of customers, and ultimately to the quality of services in hospitality market that is highly competitive.
[bookmark: _Toc164382382]Chapter 3: Research Methods and Methodology
[bookmark: _Toc164382383]3.1 Research philosophy
Positivism is a research philosophy and a methodology that is imbued with the characteristics of objectivity, empirical evidence, and science-based methods as the main tools to know the world. The presented work applies a positivism research philosophy for its purpose which seeks to create objective knowledge using a disciplined and reasoned research approach that investigates the influence of pricing strategies and service quality on customer satisfaction . The mainstay of positivists is the employment of quantitative methods of data collection that can be used to analyse the trends, identify any patterns and draw generalizable conclusions (Cohen & Manion, 2018).
[bookmark: _Toc164382384]3.2 Research paradigm
This research will make use of an ontological research technique to explore the metaphysical aspects characterized by pricing strategies, quality of service and customer satisfaction . Thus, Columbus (2020) explores the issue of ontology which shows that realty cannot be defined in a simple way. Also, ontology considers the various experiences and perspectives that individuals hold as fundamental in shaping customers' beliefs and behaviors. Through this methodical approach, the customer will comprehend the foundation which makes the concepts distinct and brings overall customer experience. The objective of an ontological approach in the study is to unveil profound understandings of the role of pricing strategies and service quality to customer satisfaction, having the very understanding that the customers are multi-dimensional in the hospitality sector.
[bookmark: _Toc164382385]3.3 Research approach
In order to scientifically test hypotheses and theories, deductive research is a methodological approach that systematically apply logical reasoning and the observed data. Adopting a deductive research approach, this research serves to validate existing theories and hypotheses that pertain to the pricing methodology and the quality of services, which in turn increases the level of satisfaction among customers. The research will commence by using theories and hypotheses based on literature and industry experience and also gathering data systematically to see if there is support or if the data disproves these theories. This is a deductive approach, through creating general models and then descending to specific observations (Fletcher, 2020). It is the structured and rigorous method which is applied to connections between -pricing policy, service quality and customer satisfaction.
[bookmark: _Toc164382386]3.4 Research Strategy
Taking a quantitative approach, this study aims to establish a numerical basis for the above relationships through pricing strategies, quality services dimensions and customer satisfaction factors . The quantitative method allows one to measure variables to detect patterns, conduct a hypothesis test statistically, and provide unequivocal and numeric results on the problem of predicting customer satisfaction in the luxury hotel industry (Goddard & Melville, 2020). 
[bookmark: _Toc164382387]3.5 Sampling methods
Random sampling is a scientific method used in the research to choose a finite sample from a huge population, so that every component has an equal of being selected. Having a random sampling method can provide the opportunity to acquire participants who are as representative and unbiased for data gathering on pricing strategies, service quality, and customer satisfaction . As for the data collection, the researcher is going to get it from 50 participants randomly selected from the concerned population. The sampling random technique implies that researcher have to choose people in such a manner that each one has the same likelihood of appearing in a sample (Goddard & Melville, 2020). This reduces the likelihood of bias and the sample can be generalized to the whole population.
[bookmark: _Toc164382388]3.6 Data collection methods/tools
The researcher will use survey questionnaires among 50 Hilton clients in Tower Bridge to get a background on pricing strategy, quality service, and customer satisfaction. The survey questionnaires involving Likert scale may achieve the purpose of collecting the statistics directly from the customers who will be considered as participants having the views that prices are fair even, satisfaction towards different dimensions of quality of service, and the ultimate satisfaction. This method of data collection allows for an arranged approach towards response collecting. This way, we make sure that the participate customers will be varied and represent the whole range of the hotel's customers (Keightley, 2020).  
[bookmark: _Toc164382389]3.7 Data interpreting 
From collecting data from Hilton Tower Bridge's exclaimed 50 customers through Likert scale questions in close-ended questionnaires, excel will be used for data interpretation. The analysis which is carried out comprises of both Descriptive analysis as well as Inferential analysis to reach a holistic understanding of customer opinions and possible relationships between variables.
 The analytical tools from Excel will allow the overall, calculation and analysis of the quantitative data that will be received from the surveys. Different statistical functions and formulas in Excel are useful for summarizing feedback and calculating averages, percentages, and other important metrics that provide insights into pricing perception, service quality satisfaction, and customer satisfaction levels. At this point, the results will be presented using graphical representations like bar charts, pie charts, and line graphs which are all designed to make evidence and trends understandable for decision-makers and stakeholders. These visual representations will facilitate the comprehensiveness of the data, allowing an easiness to spot trends, relations and remarkable findings about the hotel's prices, service, and customer satisfaction.
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[bookmark: _Toc164382391]3.9 Ethical consideration
The University's ethical attitude is based on the consideration of these important things, which will be applied taking these key steps. Firstly, informed consent to participate in the survey will be obligatory and everyone should be crystal clear on the issues that the survey is dealing with. In order to eliminate misunderstandings, the purpose of the survey will be written on in a precise manner. The privacy of participants' personal information will be respected as the data will be processed securely and confidentially. The process will include measures to ensure confidentiality of participants during the research process. The Data collected will be used only for research purposes and be secured in a safe storage system. The survey questions will be constructed in a way that they are apparently unbiased, and at the same time, they are sensitive to protect the participants' feeling during the survey. Transparency will be achieved by providing methods for data handling, analysis and any potential conflict of interests made public, so respect and trust for the researches to be illustrated. This ethical approach will guarantee the readiness of the university's research which it should be conducted under its own terms and conditions.
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