	1



Service Quality and Customer Experience in Mid-Range Business Hotels: A Case Study of Belvilla Modern Crewe City Centre Lifestyle Hotel





Student Name: Alexandra Ganea
Student Number: 2022141
Module Name and Code (BMIH6008): Hotel Placement Research Project
Project Supervisor Name : Ben Chong 





Table of Contents
1. Introduction	3
1.1 Background of Study	3
1.2 Case Study Hotel Overview	4
Market Position & Competitive Segments	4
1.3 Research Aim and Objectives	4
Research Objectives	4
1.4 Research Question	5
2. Literature Review	5
2.1 Introduction	5
2.2 Theoretical Frameworks for Evaluating Service Quality	6
2.2.1 SERVQUAL Model	6
2.2.2 Kano Model of Customer Satisfaction	6
2.2.3 Expectation-Disconfirmation Model	7
2.2.4 Quality–Reputation–Performance (QuReP) Model	7
2.3 Service Quality in Mid-Range Hotels	8
2.3.1 Key Determinants of Service Quality	8
2.3.2 Influence of Sustainability on Service Quality	8
2.4 The Role of Online Reviews in Service Perception	8
2.4.1 Impact of Online Reviews on Reputation	8
2.4.2 Integration of Multi-Source User-Generated Content (UGC)	9
2.5 Identified Gaps and Justification for Study	9
2.6 Conclusion	10
3. Methods	10
3.1 Overview of Methodological Approach	10
3.2 Netnography as a Research Method	11
3.3 Data Collection Techniques	11
3.4 Sentiment Analysis and Thematic Coding	11
3.5 Advantages and Limitations of Netnography	12
3.6 Ethical Considerations	12
4.1 Hotel Overview	12
4.1.1 Brand and Location	12
4.1.2 Hotel Facilities and Services	13
4.1.3 Customer Reviews and Online Reputation	14
4.2 Key Analyses	15
4.2.1 SWOT Analysis	15
SWOT Overview	17
4.2.2 PESTLE Analysis	17
4.2.3 Competitor Analysis	19
4.2.4 Netnography Analysis	20
4.2.5 Reflective Account	21
5. Discussion	22
5.1 Introduction	22
5.2 Interpretation of Key Findings in Relation to Existing Literature	23
5.2.1 Service Quality and Customer Satisfaction	23
5.2.2 Location and Market Positioning	24
5.2.3 Pricing, Value for Money, and Customer Perceptions	25
5.2.4 Netnographic Insights on Guest Experience	25
5.4 Acknowledging Limitations and Areas for Future Research	26
5.4.1 Methodological Constraints	26
5.4.2 Limitations in Data Generalizability	27
5.4.3 Technological and Market Influences	28
5.4.4 Future Research Directions	28
6. Conclusion and Recommendations	29
6.1 Conclusion	29
6.2 Recommendations and Practical Strategies	30
6.2.1 Enhancing Service Quality and Guest Experience	30
Improve Check-in Efficiency	30
Address Breakfast and Dining Concerns	30
Resolve Water Pressure Issues	30
Improve Soundproofing and Noise Control	31
6.2.2 Optimizing Pricing and Value Proposition	31
6.2.3 Leveraging Technology for Competitive Advantage	32
6.2.4 Strengthening Market Position and Competitiveness	32
6.2.5 Enhancing Sustainability and Operational Efficiency	33
6.3 Final Thoughts	34
7. References	35






[bookmark: _Toc191938150]1. Introduction
[bookmark: _Toc191938151]1.1 Background of Study
Hospitality industry is an important segment of the global economic development and service quality is a major parameter for customer satisfaction, brand loyalty and business success (Ali et al., 2021). With competitive market, hotels have to make sure that their service offering are meeting and exceeding guest expectations and even a slight gap in service can make a large impact on customer perception and profitability (Bhuian, 2021). Customer experience has recently become one of the main factors in hotel performance and contributes to guest retention, internet reputation and revenue growth (Xiang et al., 2017).
Belvilla Modern Crewe City Centre Lifestyle Hotel is a mid-range business hotel suitable for corporate travellers, professionals and short stays guests, as it offers a good balance between price and quality. As opposed to premium hotels that emphasise ultimate experiences or budget hotels emphasising the price saving, mid-range hotels have to provide high quality service while managing operational efficiency (Ali et al., 2021). On the other hand, there are common challenges in this segment as service is inconsistent, there are cheque-in delays, housekeeping inefficiency, variations in responsiveness of staff (Bhuian, 2021).
The growing influence of online review platforms (e.g. Booking.com, TripAdvisor and Google Reviews) has made guest feedback an important metric to assess service performance (Xiang et al., 2017). Failing to fix service gaps can cost hotels negative ratings, loss of their competitive advantage, and loss of customer loyalty. Using Belvilla Modern Crewe City Centre Lifestyle Hotel as an example, this research investigates how the hotel can improve its service quality and increase customer experience which will subsequently help the hotel to have positive guest reviews and sustain a competitive position in the hospitality sector.
[bookmark: _Toc191938152]1.2 Case Study Hotel Overview
The Belvilla Modern Crewe City Centre Lifestyle Hotel (on Macon Way Crewe UK) is a mid-range business hotel catering to corporate travellers, event attendees and short stay tourists. The hotel is located close to major road and railway stations, key business hubs and has modern amenities geared at business professionals such as meeting spaces, high speed internet and all the trappings of being in the business of business (Booking.com, 2025).
[bookmark: _Toc191938153]Market Position & Competitive Segments
Belvilla Modern Crewe City Centre Lifestyle Hotel is primarily targeted to business professionals, short stay travellers and event attendees with the main aspects being its strategic location, affordability and modern facilities. But the hotel struggles to keep consistent service level, guest satisfaction, and on-line reputation. Whilst Belvilla has competed with mid range hotels such as Premier Inn and Holiday Inn Express, mixed reviews of guests experience includes slow cheque in, inconsistent housekeeping and responsiveness of staff (Booking.com, 2025). To achieve these, it is critical to address these issues.
[bookmark: _Toc191938154]1.3 Research Aim and Objectives
The aim of this study is to evaluate guest experiences at Belvilla Modern Crewe City Centre Lifestyle Hotel, identify service gaps and to propose strategic improvements to service quality.
[bookmark: _Toc191938155]Research Objectives
· To assess the impact of service quality on customer experience at Belvilla Modern Crewe.
· To identify key factors influencing guest satisfaction and loyalty in mid-range business hotels.
· To evaluate service gaps using guest feedback, SWOT analysis, and competitor benchmarking.
· To propose operational improvements to enhance guest experience and brand perception.
[bookmark: _Toc191938156]1.4 Research Question
This research addresses the question of:
How can Belvilla Modern Crewe City Centre Lifestyle Hotel improve service quality and enhance customer experience?
[bookmark: _Toc191938157]2. Literature Review
[bookmark: _Toc191938158]2.1 Introduction
In the hospitality industry, service quality and customer satisfaction are of great importance to it as it directly affects the guest retention, reputation and financial performance (Li et al., 2020). The delivery of consistent service quality from mid-range business hotels like Belvilla Modern Crewe City Centre Lifestyle Hotel is not an easy task when at the same time we strive to balance cost efficiency and guests’ expectations (Kandampully et al., 2018). With digital advancement and user-generated content, how service quality is assessed is changed and hotels need to integrate the multiple data sources to achieve continuous improvements (Ma et al., 2024). This section reviews key theoretical frameworks and some thematic discussions on service quality, customer experience and online reputation, laying foundation for the assessment of service quality improvements Belvilla Modern Crewe.
[bookmark: _Toc191938159]2.2 Theoretical Frameworks for Evaluating Service Quality
[bookmark: _Toc191938160]2.2.1 SERVQUAL Model
The SERVQUAL (Parasuraman et al., 1988) model continues to be a widely utilised framework for measuring service quality. According to Shi and Shang (2020) it categorises service quality about five dimensions of tangibles, reliability, responsiveness, assurance and empathy. Relevance to tangibles is physical facilities, cleanliness, amenities; reliability deals with the hotel's ability to provide consistent service. The responsiveness includes speed and willingness of staff to work with guests and assurance includes professionalism and competence of staff. Empathy will imply personalised service offered to guests (Shi & Shang, 2020).
Despite the extensive application of SERVQUAL in hospitality, there are limitations in its capability to assess digital service interaction and the contemporary guest expectations (Ma et al., 2024). Prior to the internet's proliferation of online guest reviews, mobile cheque ins, and AI driven customer service, the model was developed. This research has implications for adapting the hotel industry in mid-range hotels since customer expectation are constantly changing due to digitalization as well as user generated feedback (Kim, & Kim, 2022).
[bookmark: _Toc191938161]2.2.2 Kano Model of Customer Satisfaction
According to the Kano Model service attributes are categorised as Must have, Performance and Delighter factors (Umamaheswararao & Bhavani Shree, 2022). Essential services are must have factors for a guest to expect clean rooms, seamless cheque in, and prompt housekeeping. The service related to guest satisfaction are performance factors such as personalised cheque in experience and responsive staff interactions. This lead to the nervousness and delighter factors exceeding expectations, and improved customer experience through unexpected gestures and complimentary upgrades or welcome amenities (Slevitch, 2024). The Kano Model can be applied to mid-range hotels such as Belvilla Modern Crewe to prioritise enhancement of service according to guest expectations. Luxury hotels focus on delighter factors since superior delighter factors are delivered and declared; mid-range hotels need to first guarantee that must have and performance attributes are satisfactorily met to yield exact client happiness and repeat business (Ma et al., 2024).
[bookmark: _Toc191938162]2.2.3 Expectation-Disconfirmation Model
Based on the Expectation-Disconfirmation Model, the customer satisfaction is constituted by the gap of expectation versus perceived service performance (Li et al., 2020). Generally, if service levels exceed expectations, guests are positively disconfirmed and become more satisfied. On the contrary, negative disconfirmation occurs if the service fails to meet expectations and leads to customer dissatisfaction (Kim & Kim, 2022). Managing guest expectations is as much a part of service quality as providing quality delivery in mid-range hotels. In many cases, negative online reviews are born out of misaligned expectations, not service failure. Better communication about service offerings, pricing and hotel policies will minimise expectation gaps and improve guest satisfaction (Asgeirsson et al, 2024).
[bookmark: _Toc191938163]2.2.4 Quality–Reputation–Performance (QuReP) Model
QuReP Model bridges the gap between service quality, reputation and hotel performance, showing that reputation has a considerable impact on customer loyalty and financial consequences (Asgeirsson et al., 2024). Positive reviews help build reputation and will further lead to more bookings and revenue. On the other side, poor service quality decreases the reputation and consequentially, diminishes guest retention and profitability (Kim & Kim, 2022).
To maintain a competitive advantage in the marketplace, Belvilla Modern Crewe needs to manage relationship by online review monitoring and service enhancement. Active feedback of guest and continuous improvements of service make the reputation and financial performance (Ma et al., 2024).
[bookmark: _Toc191938164]2.3 Service Quality in Mid-Range Hotels
[bookmark: _Toc191938165]2.3.1 Key Determinants of Service Quality
First impressions, staff responsiveness and operational efficiency are some of the factors that determine service quality in mid-range hotels (Kandampully et al., 2018). Long wait times and unresponsive staff at cheque in are causing so many guests to not have a good experience (McKinsey & Co., 2024). Both room cleanliness and housekeeping consistency influence the guest satisfaction, resulting to the service failures (Li et al., 2020). Service quality in the mid-range hotels continues to be determined by both staff professionalism and responsiveness, especially in view of the fact that guests expect a combination of affordability and efficient service. At no extra cost, it helps in enhancing a customer experience and increased repeat business (Kandampully et al., 2018).
[bookmark: _Toc191938166]2.3.2 Influence of Sustainability on Service Quality
Increasingly, guest perceptions of service quality are being shaped by sustainability initiatives including eco-friendly operations and energy efficient facilities (Oliveras-Villanueva et al., 2020). Environmental travellers are increasingly likely to favour sales in hotels with an integrated sustainable practise as they value ethical business practise. Service perception is improved and brand reputation and guest loyalty are strengthened, as sustainable hospitality management is not only a factor in enhanced service perception but an element of brand reputation and guest loyalty (Oliveras-Villanueva et al., 2020).
[bookmark: _Toc191938167]2.4 The Role of Online Reviews in Service Perception
[bookmark: _Toc191938168]2.4.1 Impact of Online Reviews on Reputation
Online review has a considerable impact on the perception of service quality, especially TripAdvisor, Booking.com and Google Reviews affecting guest expectation (Xiang et al., 2017). As highlighted by Kim and Kim (2022), negative reviews tend to mention particular service failures, which serve as useful insights for operational improvement. Digital ethnography allows hotels to conduct guest sentiment analysis where key themes are extracted from reviews and recurring service issues and opportunities for improvement are identified (Ma et al., 2024). A good reputation management strategy includes speedily responding to negative reviews and being accountable and committed to improve your service (Asgeirsson et al., 2024).
[bookmark: _Toc191938169]2.4.2 Integration of Multi-Source User-Generated Content (UGC)
Combining multi source UGC, including social media feedback, guest survey and online reviews, has a holistic view of service quality (Ma et al., 2024). Sentiment analysis based on AI and advanced analytics allows hotels to first identify service gaps and then prioritise the improvements using guest feedback (Kim & Kim, 2022). Leveraging UGC driven insights allows the use of these insights to improve targeted service enhancements for Belvilla Modern Crewe. By identifying guest complaints patterns, like slow cheque in times or inconsistent housekeeping, it is possible to strategically improve the level of service and reputation (Ma et al. 2024).
[bookmark: _Toc191938170]2.5 Identified Gaps and Justification for Study
Although a significant amount of work has been done on mid-range hotel service enhancement strategies, there is considerable gap in this work. However, most of existing frameworks are developed for luxury hotels, with very limited applications for the mid-range properties (Li et al., 2020). Moreover, digital integration, AI-driven analysis, and the usage of multi-source UGC are not highly developed in mid-range hotel context (Ma et al., 2022). This study is able to address these gaps through the use of established theoretical models coupled with digital analysis tools in evaluating and improving Service Quality at Belvilla Modern Crewe. This study attempts to bridge the gap between theory and practise of service quality assessment by using UGC based insights (Kim & Kim 2022).
[bookmark: _Toc191938171]2.6 Conclusion
Mid-range hotel success is constantly dependent on service quality and customer experience, however structured in the form of the SERVQUAL, Kano Model, the Expectation-Disconfirmation Model can be used to assess. Digital analytics are now necessary to the management of service quality, and online reviews and UGC have changed the perception of service. Building on these gaps, this paper presents a wide approach for enhancing mid-range hotel service improvements, combining traditional service modelling with modern digital insights at Belvilla Modern Crewe.
[bookmark: _Toc191938172]3. Methods
[bookmark: _Toc191938173]3.1 Overview of Methodological Approach
The method used in this study includes a case study methodology with the application of netnography in order to assess service quality of Belvilla Modern Crewe City Centre Lifestyle Hotel. Qualitative research method Netnography can analyse user generated content (UGC) reviews to learn how customers perceive and experience (Heinonen & Medberg, 2018). Unlike traditional survey based research, netnography enables unfiltered real time guest feedback that reduces the response bias and increases the credibility of the findings (Abu-Zayed et al., 2022). This study identifies recurring service themes and examines guest satisfaction trends by examining reviews from TripAdvisor, Booking.com as well as OYO Rooms. The use of the case study approach provides the context specific insights toward the problems of service quality in the mid-range hotels which are out of the scope of the other approaches.
[bookmark: _Toc191938174]3.2 Netnography as a Research Method
Netnography is a systematic and rigorous method to study digital consumer behaviour, and can therefore be a good method for studying guest experiences in the hospitality area (Heinonen & Medberg, 2018). In particular, using this method allows individuals to provide authentic guest perspectives without researcher intervention, and to assess service quality in an in depth manner. Netnography offers scalable, affordable data collection that circumvents the traditional surveys and interviews methods without the need for public data (Abu-Zayed et al., 2022). Using sentiment analysis and thematic coding in this study, guest feedback is classified into service quality dimensions and strengths, weaknesses and areas of improvement (Wankhade et al., 2022).
[bookmark: _Toc191938175]3.3 Data Collection Techniques
This helps in achieving reliability and accuracy in the data collection process. TripAdvisor, Booking.com and OYO Rooms reviews will be extracted to philtre by recency, relevance and rating diversity to represent the current guest experience (Schmidt et al., 2020). To capture evolving service trends, a 12-month timeframe is selected. Data pre-processing includes removing duplicates, standardising text, and removing the contents not relevant to the analysis to increase analytical precision (Abu-Zayed et al., 2022).
[bookmark: _Toc191938176]3.4 Sentiment Analysis and Thematic Coding
This is a type of AI, called sentiment analysis, which assigns reviews to positive, neutral or negative categories to quantify the level of guest satisfaction (Wankhade et al., 2022). It aids in distinction of recurring service issues and general sentiment trends. Guest feedback is grouped into key service dimensions based on the thematic coding, i.e. cleanliness, cheque in efficiency and staff responsiveness (Heinonen & Medberg, 2018). This dual method approach ensures a balanced evaluation of service quality by tying in the statistical sentiment trends with the qualitative insights from guest reviews.
[bookmark: _Toc191938177]3.5 Advantages and Limitations of Netnography
By utilising Netnography, we are able to obtain cost effective, scalable insights into unfiltered guest experiences across multiple platforms (Abu-Zayed et al., 2022). It makes it free of response bias common in surveys and enables cross comparison of service trends (Heinonen & Medberg, 2018). Limitations include the possibility of bias in online reviews: such as fake or manipulated feedback (Schmidt et al., 2020). Further, guest nationality, travel purpose, or age are not segmented by demographic details which makes it difficult to segment findings (Heinonen & Medberg, 2018). Minor classification errors may occur with sentiment analysis tools when they misinterpret sarcasm or nuanced language (Wankhade et al., 2022).
[bookmark: _Toc191938178]3.6 Ethical Considerations
Those ethical research practises comply with data protection guidelines. Guest anonymity and privacy are protected since only public reviews are analysed (Heinonen & Medberg, 2018). Data validation measures like cross checking reviews from different sources decreases the likelihood of biassed or manipulated content (Abu-Zayed et al., 2022). The safeguards built in to research are to ensure the integrity and ethical transparency of research.
[bookmark: _Toc191938179]4.1 Hotel Overview 
[bookmark: _Toc191938180]4.1.1 Brand and Location 
Being a mid-range business and leisure hotel, Belvilla Modern Crewe City Centre Lifestyle Hotel is located in Crewe, Cheshire, UK. It is part of a group called Belvilla, which operates in several places, specialising in the provision of affordable services and modern conveniences for business travellers, solo tourists, and short stay for guests. A professional commuting to Manchester, Birmingham, and London is attracted to its central location by the hotel next to Crewe Railway Station. Furthermore, it’s 39 km from Manchester Airport, making it suitable for international travellers, and situated 34 km from Tatton Park and 26 km from Trentham Gardens for leisure guests (Belvilla, 2025).
Located in the region’s prime location, Belvilla is in a highly competitive environment with other hotels like Premier Inn, Holiday Inn Express and Travelodge all price similar. Belvilla, however, has a strategic position as it provides budget stays with modern facilities, however, the brand recognition issue and the lack of consistency in the service delivery pose a challenge to retain the guest in the long run (Booking.com, 2025). The Crewe hospitality market (Tripadvisor, 2025) faces several service related concerns which would aid improving guest loyalty and sustaining its competitive advantage.
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Maps Showing the Location Of Hotels And Restaurants In Crewe, Including Belvilla Crewe City Centre Hotel - Lifestyle. Source: Tripadvisor (2025)
[bookmark: _Toc191938181]4.1.2 Hotel Facilities and Services 
There are facilities available for business and leisure travellers at Belvilla Crewe. There are Standard Double, Standard Twin and Accessible Rooms as well as flat screen TVs, private bathrooms, city views and complimentary WiFi in the rooms provided by the hotel. There are also additional services such as a lounge area, on-site restaurant and bar, and 24 hour front desk so guests may arrive at all hours. Despite this, the hotel does not offer free parking and instead charges guests £15 a night, which has caused some guests to be dissatisfied (OYO Rooms, 2025).
As for hotel cleanliness (8.6/10) and WiFi reliability (8.3/10), according to guest feedback the hotel is very good. Reviews however have highlighted issues like poor water pressure, variety in the breakfast, and the place not being kept as per one’s liking (Booking.com, 2025). Many guests like the modern design, but they are not happy with the service in food and beverage operations. Guest satisfaction has been reduced by breakfast quality due to limited options, repetitive menu, and overcooked items (Tripadvisor, 2025). The solution to these service inconsistencies would be refining operational processes and expanding menu offerings, which would positively impact the guest experience greatly.
[bookmark: _Toc191938182]4.1.3 Customer Reviews and Online Reputation 
Overall Booking.com gives Brlvilla Crewe a rating of 8.0/10 and especially scores well on location (8.7/10) and friendly staff (8.9/10). The hotel is good, affordable, comfortable, with attentive service that many guests commend. But the service delays and minor operational inefficiencies varied from guest to guest. With affordability and a modern appeal, the hotel's budget conscious travellers are drawn by the hotel, but the service inconsistencies during cheque in and in housekeeping have negatively impacted the overall ratings (Belvilla, 2025).
The friendly and accommodating staff, well maintained rooms and strong WiFi connectivity are among the positive aspects of reviews mentioned. The hotel benefits from its proximity to key transport links and is therefore a great choice for business and short term stay guests. Now there are several negative reviews, mentioning the common complaints such as slow cheque in time, parking charge and there’s no a lot of variety of breakfast options (Booking.com, 2025). Additionally, many guests have also cited that they have experienced problems with water pressure in showers as well as some noise disturbances from nearby rooms (Tripadvisor, 2025).
Sustaining competitiveness in the hospitality industry is important online reputation management. Research indicates that negative online reviews have a massive effect on a consumer’s booking decision, and more travellers than not will look at guest feedback before booking (Neirotti, Raguseo, & Paolucci, 2016). As customer experience is one of the major factors impacting hotel performance, that service efficiency can improve, food options can be better, and staff can be trained better is greatly beneficial to Belvilla investing in addressing the common guest concerns to enhance its brand reputation and customer retention (Kim & Kim, 2022). Further improving the hotel’s market positioning and guest loyalty could be done through the implementation of digital engagement strategies, such as reactive responses to online reviews and social media interactions.
[bookmark: _Toc191938183]4.2 Key Analyses 
In this section Belvilla Crewe City Centre Lifestyle Hotel is analysed using SWOT, PESTLE, Competitor Analysis, Netnography. Each of the analytical tools evaluates how the hotel's internal and external environment has changed, how the hotel compares to its competitive standing and desired perception. These insights are crucial to identifying and improving improvement areas and to maximise service quality to fulfil customers’ satisfaction (Sampaio & Régio, 2022).
[bookmark: _Toc191938184]4.2.1 SWOT Analysis 
The Belvilla Crewe City Centre Lifestyle Hotel is assessed as per the SWOT analysis for the Strengths, Weaknesses, Opportunities and Threats. The highlight is on internal factors that affect performance and external factors that affect the positioning of the market.
SWOT Analysis of Belvilla Crewe City Centre Lifestyle Hotel
	Strengths
	Weaknesses
	Opportunities
	Threats

	Prime Location – Located near Crewe Railway Station and Manchester Airport, catering to business and short-stay travelers (Tripadvisor, 2025).
	Service Inconsistencies – Issues with housekeeping, check-in delays, and poor water pressure reduce guest satisfaction (Booking.com, 2025).
	Rising Business Travel Demand – Crewe's transport connectivity makes it attractive for corporate stays (González-Serrano & Talón-Ballestero, 2022).
	Strong Competition – Premier Inn, Holiday Inn Express, and Travelodge dominate the mid-range market in Crewe (Tripadvisor, 2025).

	Affordable Pricing – Competitive rates attract budget-conscious travelers (OYO Rooms, 2025).
	Limited Brand Recognition – Belvilla lacks the reputation of major chains, affecting guest trust (Neirotti, Raguseo, & Paolucci, 2016).
	Expansion into Digital Marketing – Leveraging online platforms to improve visibility can attract new customers (Busulwa, Pickering, & Mao, 2022).
	Negative Guest Feedback on Parking – The £15 parking fee has led to dissatisfaction (Booking.com, 2025).

	Positive Staff Ratings – High guest ratings for staff friendliness (8.9/10) contribute to strong word-of-mouth (Tripadvisor, 2025).
	Food & Beverage Limitations – Guests frequently criticize breakfast variety and quality (OYO Rooms, 2025).
	Sustainability Initiatives – Eco-friendly practices could appeal to environmentally conscious travelers (Maté-Sánchez-Val & Teruel-Gutierrez, 2021).
	Fluctuating Online Reviews – Service inconsistencies lead to mixed ratings, impacting brand reputation (Kim & Kim, 2022).





[bookmark: _Toc191938185]SWOT Overview

The positive staff interactions, strong local and affordability are the key strengths of this analysis. Although, service inefficiency, lack of brand recognition and poor food quality are some challenges. Business travel growth and digital marketing are opportunities, and risks are competition and fluctuating guest reviews. These areas will help with guest retention and market positioning (Castillo et al., 2023).
[bookmark: _Toc191938186]4.2.2 PESTLE Analysis 
The Political, Economic, Social, Technological, Legal and Environmental factors affecting Belvilla Crewe’s operations are evaluated in the PESTLE analysis. This allows to understand external pressures and future challenges (Maté-Sánchez-Val & Teruel-Gutierrez, 2021).
PESTLE Analysis of Belvilla Crewe City Centre Lifestyle Hotel
	Political
	Economic
	Social
	Technological
	Legal
	Environmental

	UK Hospitality Regulations – Adherence to food safety, employment, and licensing laws (Sampaio & Régio, 2022).
	Inflation Impact – Rising costs affect room pricing and guest spending power (Heimerl et al., 2020).
	Changing Traveler Preferences – Demand for affordable, well-located hotels is increasing (Kim & Kim, 2022).
	Online Booking & AI – Growing reliance on digital bookings and AI-driven pricing strategies (Busulwa et al., 2022).
	GDPR & Data Protection – Compliance with guest data security regulations is critical (González-Serrano & Talón-Ballestero, 2022).
	Sustainability Expectations – Green policies attract eco-conscious travelers (Maté-Sánchez-Val & Teruel-Gutierrez, 2021).

	Tourism Policies – Brexit-related visa rules may impact European travelers (Sampaio & Régio, 2022).
	Local Business Growth – More professionals traveling for work increases demand for short stays (González-Serrano & Talón-Ballestero, 2022).
	Rise of Solo Travelers – High solo-traveler ratings suggest a growing market segment (Booking.com, 2025).
	Social Media Influence – Online reviews shape customer perceptions and bookings (Neirotti et al., 2016).
	Employment Laws – Labor laws affect staffing costs and flexibility (Sampaio & Régio, 2022).
	Energy Consumption – High energy usage in hospitality requires cost-effective sustainability measures (Maté-Sánchez-Val & Teruel-Gutierrez, 2021).




[bookmark: _Toc191938187]4.2.3 Competitor Analysis 
Market Positioning
Mid-range hotels against which Belvilla Crewe competes are also the likes of Premier Inn, Holiday Inn Express, Travelodge and Ibis Styles Crewe. The pricing for these competitors is similar and they have higher brand recognition and already existing loyalty programmes.
	Hotel
	Price Range
	Rating
	Key Features

	Belvilla Crewe
	£77 - £121
	8.0/10
	Modern rooms, central location, affordability

	Premier Inn Crewe Central
	£82 - £120
	8.4/10
	Established brand, strong service consistency

	Holiday Inn Express Crewe
	£85 - £125
	8.2/10
	Complimentary breakfast, business-friendly

	Travelodge Crewe
	£73 - £110
	7.8/10
	Budget-friendly, limited amenities

	Ibis Styles Crewe
	£79 - £130
	8.1/10
	Contemporary design, strong digital presence


Competitor Overview
It is also affordable and located. Its performance, however, is also affected by weaker brand trust and service inconsistencies. The strength of the market standing of the company can be enhanced through customer engagement, staff training and improved food quality (Neirotti et al., 2016).
[bookmark: _Toc191938188]4.2.4 Netnography Analysis 
The study of online consumer behaviour, netnography, gives valuable insight into Belvilla Crewe’s guest experience. They also provide reviews on Booking.com, TripAdvisor and OYO Rooms which highlight other key satisfaction drivers and recurring complaints (Heinonen & Medberg, 2018).
Guest Sentiment Analysis from Online Reviews
	Positive Guest Feedback
	Common Complaints

	Location & Accessibility – Guests appreciate the hotel's proximity to Crewe Railway Station and Manchester Airport, making it a preferred choice for business travelers (Booking.com, 2025).
	Service Inconsistencies – Guests report slow check-in processes, inconsistent housekeeping standards, and poor shower pressure, reducing overall experience (Tripadvisor, 2025).

	Staff Friendliness – High ratings (8.9/10) indicate that customer service interactions are well received, with many guests praising the attentiveness of staff (Tripadvisor, 2025).
	Parking Charges – The £15 per day parking fee has been frequently criticized, affecting guest satisfaction and perceived value for money (Booking.com, 2025).

	Clean and Comfortable Rooms – The hotel’s cleanliness score (8.6/10) reflects a generally positive perception of hygiene and room conditions (OYO Rooms, 2025).
	Noise Disturbances – Some guests report thin walls and noise from adjacent rooms, which impacts sleep quality and overall stay experience (OYO Rooms, 2025).




Netnography Overview
The strongest assets of the hotel is location, affordability and friendliness of staff, as per guest sentiment analysis. But it really takes a hit in customer perception as a long term proposition because of operational inefficiencies, parking fees, and food quality. Improving guest retention and brand reputation (Heinonen & Medberg, 2018) can be addressed in these areas.
[bookmark: _Toc191938189]4.2.5 Reflective Account 
The Belvilla Crewe City Centre Lifestyle Hotel placement allowed to get some operational strengths and weaknesses of a mid-range business hotel. By observing guest interactions, service delivery, and feedback from the guests, Kim and Kim (2022) provided a complete understanding of how service quality affects customers’ satisfaction and loyalty.
Observations on Service Strengths
Location is one of the hotel’s strong point as it is aimed at business travellers and short stay guests because of its closeness to Crewe Railway Station and Manchester Airport. This strategic position is consistent with its pricing model and it is a competitive choice with regard to Premier Inn and Holiday Inn Express (Tripadvisor, 2025). The staff was also notable for its hospitality and attentiveness, and its hospitality and attentiveness which often received high guest ratings (8.9/10) in online reviews (Booking.com, 2025).
In addition, the rooms had a cleanliness rating of 8.6 / 10 and met guest expectations for general maintenance. This was further helped by the fact that it was offered at an affordable price that also meant its occupancy rates were high, allowing it to be a viable choice for solo traveller and professionals on tight budget (OYO Rooms, 2025).
Challenges and Areas for Improvement
While there were these strengths, a number of operational inefficiencies were obvious. The common complains of guests related to inconsistent service delivery, especially in cheque in processes and housekeeping standards. Guest satisfaction was also negatively affected by the problem of shower pressure problems and the lack of dining variety (Tripadvisor, 2025).
From a personal perspective, the first thing was the £15 a day parking, for which many guests thought it was excessive. Such a charge affected realised value, deterred potential repeat customers (Booking.com, 2025). The experience emphasised the importance of consistency in the service delivery especially at the areas of guest cheque in, room maintenance and food services. The gaps in these address would improve the customer experience as well as promote long term brand loyalty (Kim & Kim,2022).
[bookmark: _Toc191938190]5. Discussion
[bookmark: _Toc191938191]5.1 Introduction 
In this discussion section, the research findings are critically analysed in the light of the existing literature in terms of how Belvilla Crewe City Centre Lifestyle Hotel can address service quality and customer experience. The main research question is how Belvilla Crewe City Centre Lifestyle Hotel can improve the service quality and ensure that the customers have a better experience. So the study looked into areas such as service quality, location advantages, pricing and value perceptions, and netnographic insights from guest reviews.
Although Belvilla enjoys a strategic location, good competitive pricing and good customer service interaction, it is challenged by inconsistent service quality, cheque in inefficiency and facility related complaint. While high guest ratings for cleanliness, affordability and staff friendliness are countered by negative feedback on parking fees, shower water pressure, and breakfast options (Booking.com, 2025), the latter do not affect these three rankings.
These results are congruent with previous hospitality literature, which has indicated that service quality is associated with guest satisfaction (Bhuian, 2021), pricing strategies impact on value perception (González-Serrano & Talón-Ballestero, 2022) and online guest feedback affects the service improvement (Heinonen & Medberg, 2018). In this section, these findings are interpreted critically and discussed in the light of implications for Belvilla, as well as of actionable insights for operational improvements.
[bookmark: _Toc191938192]5.2 Interpretation of Key Findings in Relation to Existing Literature 
[bookmark: _Toc191938193]5.2.1 Service Quality and Customer Satisfaction
The most significant finding in the guest feedback was the inconsistency in service delivery especially on cheque in efficiency, breakfast quality and housekeeping standards (Tripadvisor, 2025). The rewards of OYO Rooms’ friendly staff (8.9/10 rating) are stained by slow cheque in and unresponsive service (OYO Rooms, 2025). This inconsistency is very problematic as service quality can be the key determinant of guest experience and loyalty (Bhuian, 2021).
The literature on hospitality is very selective about the fact that the responsiveness and efficiency of service will directly affect customer satisfaction (Kim & Kim, 2022). A smooth cheque in process will help reduce wait times and first impressions will improve as the guest retention rates will increase. Guest reviews on Booking.com, however, show that Belvilla’s long cheque in queues and delay in room allocation take away from what is otherwise a positive experience (Booking.com, 2025).
Repetitive breakfast options and poor shower water pressure were also a regular complaint (Tripadvisor, 2025). Such operational flaws reduce perceived service quality and decrease the prospects for repeat business and brand reputation (Asgeirsson, Gudlaugsson and Jóhannesson, 2024). According to literature, standardising protocols of service increase consistency and enhance customer trust, thus Belvilla, a mid-range hotel, needs to standardise service protocols to reduce their high service variability (Bhuian, 2021).
[bookmark: _Toc191938194]5.2.2 Location and Market Positioning
An important competitive advantage of Belvilla’s, being located in the centre of Crewe Railway Station and Manchester Airport, the location is ideal for business people, short stay travellers and event attendees (Booking.com, 2025). Its location is however good as its enhances accessibility but competition from Premier Inn, Holiday Inn Express and boutique hotels in Crewe (Tripadvisor, 2025) makes it a hard enterprise.
Importance of location in market positioning research shows that location creates guest demographies and expectations (Sampaio & Régio, 2022). For example, Premier Inn is able to capitalise on the ability to retain brand consistency and provide extensive amenities to corporate clients. At the same time, Belvilla is both affordable and modern for budget travellers. Although it lacks a fully developed food and beverage offering and some consistency in service, it fails to compete with a higher level (Maté-Sánchez-Val & Teruel-Gutierrez, 2021). Besides, it is not enough to rely just on location for retaining guests. As a way to strengthen market position, Belvilla should differentiate by creating personalised guest experience and resolving common service complaints to gain brand loyalty (Neirotti, Raguseo, & Paolucci, 2016).
[bookmark: _Toc191938195]5.2.3 Pricing, Value for Money, and Customer Perceptions
Value for money is very important to guest selection and Belvilla prices competitively. It is an appealing choice for budget travellers due to discounts as high as 21% for early bookings (Booking.com, 2025). There are, however, serious issues around the £15 a day parking charge which cause negative perceptions around affordability (Tripadvisor, 2025).
Hospitality pricing research shows that customers’ dissatisfaction (González-Serrano & Talón-Ballestero, 2022) can occur when hidden fees (e.g., parking) are charged for essential services. For instance, competitors like Holiday Inn Express and Premier Inn will often include parking in the booking price, which is a much better offer to guests who assume that all-inclusive pricing structures are in play.
Moreover, an inconsistent service influences the perception of Belvilla’s price vs. quality. Affordable rates, strong WiFi, and comfortable beds are generally appreciated by guests (Booking.com, 2025), except water pressure, variety of breakfast and noise insulation that lower perceived value (Booking.com, 2025). The price sensitive customers pay less interest to the cost saving and more to service consistency (Mun, Park, & Woo, 2022). Therefore, operational inefficiencies may justify current pricing and would also be beneficial in enhancing overall guest satisfaction.
[bookmark: _Toc191938196]5.2.4 Netnographic Insights on Guest Experience
Customer satisfaction and dissatisfaction as observed from guest reviews on Booking.com, TripAdvisor and OYO Rooms are analysed for distinct themes. Reviewers in positive sentiment focus on location, affordability, as well as staff friendliness (Tripadvisor, 2025), while negative reviews tend to mention service inconsistencies, parking fees, and maintenance (Tripadvisor, 2025).
In fact, hotels have realised that it is vital to keep online reviews in mind and pay attention to them as they grow enough to influence the hotel’s reputation (Heinonen & Medberg, 2018). Guest feedback is not only indicative of service quality but it is also a source of data for operational improvements as per Kim & Kim (2022).
They were often complaining about slow cheque in process, lack of variety in breakfast and also room maintenance issues (OYO Rooms, 2025). In line with hospitality studies, these issues align with hospitality studies indicating small service inefficiencies can have a substantial impact on overall guest perceptions (Kandampully et al., 2018). For instance, if addressed by enhanced staff training, streamlined cheque in processes, and better breakfast options, it is likely to increase customer retention (Ma, Li, & Cao, 2024).
Also, online sentiment analysis indicates that the guests who had positive experiences with staff were more forgiving if not meeting the full expectation on service (Asgeirsson, Gudlaugsson, & Jóhannesson, 2024). Thus, the well trained and empathetic employees are important to mitigate the negative experiences (Bhuian, 2021). Finally, netnography suggests actionable insights for Belvilla, creating service gaps, and providing a roadmap for improving customer experience. Operational efficiency strategies, transparent pricing and personalised guest delivery, as strategic improvements could lead to positive impact on online reviews and guest retention (Heinnonen & Medberg, 2018).
[bookmark: _Toc191938197]5.4 Acknowledging Limitations and Areas for Future Research 
[bookmark: _Toc191938198]5.4.1 Methodological Constraints
The research relies mainly on the netnography and secondary data sources, so there is a limited direct contact with the staff or guests. Online reviews are valuable customer insights but the opinions expressed can be so extreme (positive or negative) that they may have suppressed findings (Heinonen & Medberg, 2018). This reliance on digital sentiment analysis could overlook nuanced guest experiences that traditional qualitative interviews or surveys could uncover.
Consequently, it is not possible to evaluate service quality based on a more complete operational data, for example, hotel performance metrics or customer retention rates. Deeper insights into internal operational challenges and service delivery constraints (Ali et al., 2021) could be obtained from managerial perspectives and staff input.
Furthermore, the seasonal changes in guest expectations are not fully taken care of. Satisfaction levels may vary depending on the seasons: guest experiences may vary between peak and off peak seasons. Future research could take on a longitudinal study of how guest sentiment changes as time goes by (Schmidt et al., 2020).
[bookmark: _Toc191938199]5.4.2 Limitations in Data Generalizability
These findings are particular to Belvilla Crewe City Centre Lifestyle Hotel as they do not generalise to other brands or locations. The study considers competitive positioning with respect to Premier Inn and Holiday Inn Express but does not incorporate broader regional or international benchmarks (Tripadvisor, 2025).
Guest reviews are also analysed from Booking.com, OYO and TripAdvisor, and these may bring in a certain type of traveller. However, travellers that use corporate booking platforms or long term guests may have other perspectives that are not represented in the available data (Sampaio & Régio, 2022). A more balanced view may be introduced by cross platform review analysis including different sources, e.g. Google Reviews or direct customer feedback.
[bookmark: _Toc191938200]5.4.3 Technological and Market Influences
There is so much going on in the hospitality industry because of technological advancements, consumer behaviours, and so on. AI driven customer service, automation and smart room technology are reshaping guest expectations (Castillo et al., 2023). This study does not provide an extensive review of how Belvilla can integrate emerging technologies into its service with the goal of increasing service efficiency and guest satisfaction. Future research can explore the possibility of personalised guest experience through digital transformation (Busulwa, Pickering & Mao, 2022).
However, market disruptions like an economic downturn, inflation and changes in travel patterns, significantly affect hotel performance. It is possible that with the cost-of-living crisis and changing business travel demand, guest booking behaviours and price sensitivity (Neirotti, Raguseo, & Paolucci, 2016) could be affected. Belvilla’s pricing strategies could be assessed in the future in terms of whether they are viable in the long term in response to macroeconomic factors.
[bookmark: _Toc191938201]5.4.4 Future Research Directions
Future studies should however include mixed method research that combines netnography with qualitative interviews and operational performance analysis. Direct guest interview and managerial knowledge can help provide a holistic understanding of service quality problems (Bhuian 2021). Also comparative studies involving multiple hotel brands and locations can identify winning practises in service excellence and competitive positioning. Emphasis would be placed on the role of AI, digital marketing strategies and automation in improving guest satisfaction in research on the role of AI, digital marketing strategies and automation in improving guest satisfaction in the industry (Ma, Li, & Cao, 2024). Finally, the long term impact of guest loyalty programmes, sustainability initiatives and corporate partnerships can reveal insights on how sustained revenue growth and customer retention can be developed (González Serrano & Talón Ballestero, 2022). Filling these gaps will provide a better understanding of the service quality improvements and the future proofing of the hospitality operations.
[bookmark: _Toc191938202]6. Conclusion and Recommendations
[bookmark: _Toc191938203]6.1 Conclusion
The Belvilla Crewe City Centre Lifestyle Hotel is a competitive but challenging service environment based on the cost and convenience but with significant operational deficiencies. The purpose of this study is to investigate how the hotel can increase service quality, increase customer satisfaction and achieve operational effectiveness. Through netnographic analysis, competitor benchmarking and evaluation of guest sentiment, there were several key findings. Guests love the central location, staff friendliness, and most of all, the affordability, but it falls short due to service inconsistencies, parking fees and maintenance issues (Tripadvisor, 2025).
The service quality is an important determinant to guest satisfaction and loyalty in mid range hotel where customers are demanding reliable and effective service delivery (Kim & Kim, 2022). In this case, impact on customer perceptions are due to cheque in delays, inconsistent breakfast quality and limited amenities at Belvilla. This also corresponds to research focusing on the fact that operational inefficiencies negatively affect the repeat booking and online reputation (Bhuian, 2021). For example, pricing and perceived value are key decision making factors and guests often compare Belvilla with competitors that have stronger brand recognition, such as Premier Inn and Holiday Inn Express, which have streamlined operations (Sampaio & Régio, 2022).
Belvilla needs to bolster service consistency, optimise pricing and employ digital innovation in order to keep up its competitive edge. Improving the market standing of the hotel will require addressing core operational weaknesses, optimising guest engagement through technology, and repositioning as a business friendly hotel. The following recommendations suggest practical strategies to attain sustainable improvement and success over time.
[bookmark: _Toc191938204]6.2 Recommendations and Practical Strategies
[bookmark: _Toc191938205]6.2.1 Enhancing Service Quality and Guest Experience
Hospitality sector (Ali et al., 2021) the service quality is the basis customer satisfaction and business success. To solve operational issues, Belvilla must guarantee that guests will experience consistency and reliability in each and every stay.
[bookmark: _Toc191938206]Improve Check-in Efficiency
Guests at Belvilla often experience delay in the cheque-in process and that frustrates them. Self service kiosks and m-op cheque in would take away the congestion of reception, and would mean the cheque in would be done manually during busy time and would go a long way in reducing congestion (Busulwa, Pickering & Mao, 2022). Further streamlining would be achieved by integrating keyless entry through mobile apps, as we continue to uphold industry standards of automation and digital transformation.
[bookmark: _Toc191938207] Address Breakfast and Dining Concerns
Consistency of breakfast variety and food quality is mentioned as an inconsistency in guest reviews, resulting in overall guest satisfaction (Booking.com, 2025). Belvilla should also add more variety of dishes to its menu, use fresh local produce, and have a steady hand in terms of food preparation to help improve the dining experience. Instead of having a limited selection of items to offer for breakfast, partnering with nearby cafes or catering services may be a better way of providing more options for a higher quality breakfast (Mun, Park, & Woo, 2022).
[bookmark: _Toc191938208]Resolve Water Pressure Issues
Low shower pressure is cited by multiple guest complaints of diminishing comfort and leaving one dissatisfied (Tripadvisor, 2025). Plumbing infrastructure upgrade and routine maintenance would be carried out to maintain adequate water flow as well as the provision of hot water in all the rooms. The energy efficiency of water systems could also fit the sustainability initiatives by decreasing operational costs while increasing service quality (Maté-Sánchez-Val & Teruel-Gutierrez, 2021).
[bookmark: _Toc191938209] Improve Soundproofing and Noise Control
Guest reviews often mention noise complaints in connexion to thin walls and external disturbances in the OYO Rooms (2025). Installing noise cancelling insulation and reinforced doors would improve guest comfort and reduce sleep quality loss. White noise machines or free ear plugs may be a temporary solution until the infrastructure is fixed (Heimerl et al., 2020).
[bookmark: _Toc191938210]6.2.2 Optimizing Pricing and Value Proposition
Pricing is a key factor that influences perception of affordability and experience of value by the guest. Strategic pricing models that are competitive position need to be as cost effective and give as good service quality as possible.
 Reassess Parking Fees
The price of £15 for parking is usually criticised by guests, who see it as unnecessary expense cutting down overall value (Booking.com, 2025). Providing free parking to guests who book direct would provide incentive for guest loyalty and direct revenue. In addition, tiered parking rates like discounted for extended stays or corporate guests provides greater pricing flexibility.
 Introduce Tiered Room Pricing
Up until now, many hotels have been using dynamic pricing which means adjusting the rates based on demand fluctuations and guest preferences (González-Serrano & Talón-Ballestero, 2022). In that sense, Belvilla could promote cheaper rates, especially for longer stays, with premium packages like free breakfast or early cheque in.
Leverage Digital Promotions
Guest decision-making is determined more and more by digital marketing. Targeted social media promotions, personalised email offers and direct book incentives could be launched to strengthen customer engagement and loyalty (Neirotti, Raguseo, & Paolucci, 2016). By working with online travel agencies (OTAs) and at the same time promoting more direct bookings, occupancy rates and revenue streams could be improved.
[bookmark: _Toc191938211]6.2.3 Leveraging Technology for Competitive Advantage
Technologies to automate operations, improving guest engagement, and improve perception of the brand.
AI-Powered Guest Sentiment Analysis
It is important to understand the trends regarding guest feedback for proactive service improvements (Heinonen & Medberg, 2018). Using AI driven tools for sentiment analysis, Belvilla can deploy them to monitor common complaints and understand emerging trends in order to implement data driven service improvements.
Improve Brand Reputation and Online Engagement
In the digital world, reputation management is extremely important. Thus, Belvilla should be active in monitoring and responding to guest reviews, addressing complaints in the real time and highlighting the positive experiences (Kim & Kim, 2022). If created well, social media, personalised follow ups and loyalty programmes can build brand trust and advocacy.
Integrate Smart Room Technology
The hospitality industry is rapidly changing due to smart technology. Guest experiences can be elevated with voice activated room controls, AI powered concierge services and automated climate control and these controls also improve operational efficiencies (Castillo et al., 2023).
[bookmark: _Toc191938212]6.2.4 Strengthening Market Position and Competitiveness
Reposition as a Business-Friendly Hotel
From the point of view of a business travellers, Belvilla’s strategic location near Crewe Railway Station makes it ideal. The frequent business guest is attracted by corporate friendly services such as meeting spaces, high speed WiFi and express cheque out (Sampaio & Régio, 2022).
Benchmark Against Competitor Offerings
Belvilla should conduct a detailed analysis of competition on a regular basis to be competitive to the hotels around (Tripadvisor, 2025). By examining its competitors, Belvilla can find its lead, and align its pricing, service offerings and marketing strategies with those of the leading competitors like Premier Inn and Holiday Inn Express.
Implement a Guest Loyalty Program
Loyalty programmes create a sense of loyalty and also make customers come back by promoting repeat bookings and brand commitment (Kandampully, Zhang, & Jaakkola, 2018). Reducing the cost of future stays, by offering discounted future stays or exclusive member perks, for example, can help to retain guests and increase long term profitability.
[bookmark: _Toc191938213]6.2.5 Enhancing Sustainability and Operational Efficiency
Adopt Green Management Strategies
Hospitality is an emerging priority of sustainability. It is also possible to implement eco friendly amenities, reduce single use plastics, and optimise energy consumption to improve environmental responsibility and guest perception (Maté-Sánchez-Val & Teruel-Gutierrez, 2021).
Improve Staff Training and Development
Service quality is directly affected by Employee satisfaction. Staff training programmes that focus on customer service, problem solving and crisis management can increase guest interactions and service efficiency (Heimerl et al., 2020).
Enhance Supply Chain Efficiency
The optimization of supply chain lowers the operational cost and maintains the service consistency. partnerships with local suppliers and the use of predictive inventory management tools as a means of cost effective procurement and very little waste (Ma, Li, & Cao, 2024).
[bookmark: _Toc191938214]6.3 Final Thoughts
By using these targeted strategies Belvilla Crewe City Centre Lifestyle Hotel can significantly improve service quality, and strengthen its competitive position as well as customer loyalty. To thrive in the evolving hospitality sector, it will be necessary to address guest concerns, leverage digital transformation, and refine pricing strategies.
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