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[bookmark: _Toc174961335][bookmark: _Toc175929484]Chapter 1: Introduction
[bookmark: _Toc174961336][bookmark: _Toc175929485]1.1 Research Background
In the hospitality industry, hotel service quality plays an important role in gaining customer satisfaction and eventually determining the success of a hotel. Studies by Cristo et al. (2017) and Pasharibu et al. (2018) highlight the complex relationship between pricing strategies, service quality, and customer satisfaction. Identifying customer needs is crucial for excellent service because without this understanding, customer satisfaction will decline. Pasharibu et al. (2018) identified different determinants such as responsiveness, reliability, assurance, empathy, and tangible attributes as essential for effective service quality and long-term guest satisfaction. Price and service quality are the biggest determinants of customer satisfaction. Additionally, pricing strategies significantly impact product perception, while service quality influences the guest experience. With low rates and premium services, customer loyalty and satisfaction are ensured. Particularly, the case of Hilton Tower Bridge, as one of the first hotels in London, can illustrate how these factors maintain customer satisfaction and contribute to the hotel's financial performance history and market presence.
[bookmark: _Toc174961337][bookmark: _Toc175929486]1.2 Rationale of the study
In a competitive age, profitability and competitiveness are two entities anyone would prefer to make for any organization that has broader scope of implications regarding pricing strategies on consumer perception and behavior. As mentioned by Haryanto and Sitio (2020) the market dynamics is an important factor. Furthermore, service quality is a critical success factor in the hospitality industry and value can enhance client experience (Ariyanto,2019). This study also provides new perspectives on theories of marketing and management by showing the relationships between a pricing strategy, service quality criteria, and customer satisfaction. Regardless of what improves customer relationships and sustained business results across industries, a relevant theoretical framework helps. As found by intellectsoft.net (2024), price and customer satisfaction are the 2 most important issues for the hotel to catch the customer's attention. 
[image: ]
Source: intellectsoft.net, 2024
This research aims to serve as a blueprint, and help businesses prepare and make smart decisions so they can be ahead of the competition when it comes to pricing strategy & service quality in their market.
[bookmark: _Toc174961338][bookmark: _Toc175929487]1.3 Research Aim and Objectives
Research Aim
The study aims to determine the relationship pricing strategy and service quality have on customer satisfaction in Hilton Tower Bridge within the London hospitality market. It provides guidance on enhancing company customer insights, product and service provision, and pricing strategies to all industry firms. The goal is to uncover solutions that will bring more customer happiness, loyalty, and business success. The specific aim is: “To examine the role of pricing policy and service quality in relation to customer satisfaction at Hilton Tower Bridge”.
Research Objectives
1. To examine the impact of pricing strategies on customer satisfaction.
2. To identify the impact of service quality on customer satisfaction.
3. To analyse how price and quality of service can impact customer satisfaction .

[bookmark: _Toc174961339][bookmark: _Toc175929488]1.4 Hypotheses 
Hypothesis 1
1. Hypothesis 1 (H1): The price level is negatively correlated with customer satisfaction.
2. Hypothesis 2 (H2): Service quality has a positive impact on customer satisfaction.
[bookmark: _Toc174961340][bookmark: _Toc175929489]1.5 Structure of the Dissertation
The dissertation is structured into five important chapters. Chapter 1, the Introduction, outlines the background of the research, its rationale, purpose, aim, objectives, questions of the research, and the structure of the dissertation. This chapter, therefore, lays a foundation for further analysis in detail of the pricing strategies and service quality along with their effect on customer satisfaction. Chapter 2, the Literature Review, helps to highlight all the important concepts and current literature regarding customer satisfaction, pricing strategies, and service quality in order to establish their interrelations to locate any research gaps and lay down the theoretical base of the study. The chapter also presents the Research Methods and Methodology adopted to answer the objectives of the research, including research philosophy, approach, strategy, sampling methods, and techniques for data collection and interpretation. The findings in Chapter 4 present the output of the analysis of data from the customers of Hilton Tower Bridge: statistical analysis, graphical representations, and interpretations in relation to the research questions. Finally, Chapter 5, Discussion and Conclusion, provides a discussion on the implication of the findings, provides practical recommendations, concludes the study, and suggests future research directions


[bookmark: _Toc174961341][bookmark: _Toc175929490]Chapter 2: Literature Review
[bookmark: _Toc174961342][bookmark: _Toc175929491]2.1 Introduction
The purpose of this literature review is to provide a foundation for understanding how both pricing strategy and service quality relate to customer satisfaction in the hospitality industry. Writing a full literature review is important as it connects past studies, highlights openings and situates the current study. Leading issues considered are how prices impact customers perspectives and experiences, the role of service in determining consumer experience as well determine satisfaction together. As such, this review will inform the research framework and methods that explore these relationships at Hilton Tower Bridge.
[bookmark: _Toc174961343][bookmark: _Toc175929492]2.2 Hypothesis 1 – Price levels and customer satisfaction
[bookmark: _Toc174961344][bookmark: _Toc175929493]2.2.1 Definitions of Key Concepts
Price Levels
Price levels are simply the prices of goods or services at different price points within a market, determined by endpoints on a supply-demand curve - such as cost and competition (Smith, 2015). They also serve as a pricing barometer by providing price consolidation ranges that show economic equilibrium - essentially allowing businesses to determine whether their own pricing tactics are in line with what the market will bear (Johnson, 2018). In this study, price levels are understood as amounts of the net prices for hotel services without VAT and insurance. This allows readers to make a more apples-to-apples comparison of base prices less the impact from differing tax rates or optional service addon fees. 
Customer Satisfaction
Customer satisfaction can be described as the way in which goods or services offered by a company meet and exceed customer expectations, thereby resulting in repeated business (Kotler & Keller, 2016). This translated into customer loyalty and repeat buying (Anderson & Sullivan, 2019). This study assesses customer satisfaction in three domains: overall service quality and guest satisfaction; the likelihood of recommending the hotel to others; the perspective of staaf’s towards customers and intention for repeat visits or repurchases. This gives a holistic view on satisfaction which includes immediate reactions and future loyalty intents. Using a variety of strategies ensures to understanding of pricing and service quality from the guest experience side.
[bookmark: _Toc174961345][bookmark: _Toc175929494]2.2.2 Relationship Between Price Levels and Customer Satisfaction
The  relationship between price levels and consumer satisfaction is based on the economic theory The relationship between price levels and consumer satisfaction is based on the economic theory that consumers maximize their utility, often equating lower prices with higher value. The Smith
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research in 2017 supports this argument by showing that lower prices lead to better customer The relationship between price levels and consumer satisfaction is based on the economic theory that consumers maximize their utility, often equating lower prices with higher value. satisfaction because they are perceived to offer better value for money, a finding also confirmed by quantitative survey responses from 200 hotel guests. In the same way, Johnson (2018) argued that if pricing is moderate and service quality is superior, customer satisfaction will be greatly improved. This study, under mixed methods, shows a balancing act between the two variables such that reasonable pricing matched by excellent service quality will elicit more satisfied customers. Anderson and Sullivan (2019) continue to support this and show how the perception of value, due to the price-quality ratio, has a significant impact on customer loyalty. Their research utilized the qualitative interview and quantitative survey method, and indicated that when consumers believe they receive fair value in terms of price, their satisfaction and loyalty increases. These studies taken together stress the important role of price perception toward customer satisfaction within the hospitality industry.
Anderson and Sullivan (2019) found indirect support for it in a study focusing on perceived value resulting from price-per-quality balance. Their studies utilized qualitative interviews with hotel managers and quantitative surveys of guests, revealing the importance that consumers place on value perception. Anderson and Sullivan (2019) also mentioned that, if customers felt they got good value for the price, even though not nominally as low prices were somewhere out there in the universe, their loyalty increased.
These studies employ different methodologies but they consistently argue that price levels have a significant bearing on customer satisfaction. Customers who took part in the structured quantitative surveys used by Smith (2017) gave clear numerical data on their preferences. More nuanced understanding can be gained by employing mixed-method approaches; as used in the case of Johnson (2018), who combined numerical data with qualitative insights. Anderson and Sullivan (2019), imply that combining perceived value offers a more complete pricing strategy to serve customers best.
[bookmark: _Toc174961346][bookmark: _Toc175929495]2.2.3 Methodologies Used in Relevant Studies
Studies in this field have been using different research approaches. For example, using an quantitative approach to include 200 hotel guests in a survey, Smith (2017) provides concrete numbers on the positive relationship between reductions of price and increased customer satisfaction. Johnson (2018) employed a primary data collection method, using interviews and questionnaires to ensure that accurate data would be collected from hoteliers' guests. This approach called attention to the lowest combination of fair pricing and great service. Anderson & Sullivan (2019) consider the value that accrues from getting a balance between price and quality both through qualitative interviews with hotel managers as well as quantitative surveys of guests. This showed that though it was not the cheapest, perception of value goes a long way in having happy customers. In combination, these two methodologies underline the importance of pricing strategies in addition to perceived value on customer satisfaction pointing out a holistic approach may stimulate guest experiences in hospitality.


[bookmark: _Toc174961347][bookmark: _Toc175929496]2.3 Hypothesis 2 – Service Quality and Customer Satisfaction
[bookmark: _Toc174961348][bookmark: _Toc175929497]2.3.1 Definitions of Key Concepts
Service Quality
According to Parasuraman et al (2015), service quality in the hotel industry is much broader. Tangibility, reliability, responsiveness, assurance, and empathy is the dimensions of service quality and it measures the gap between what customers expect and experience. Zeithaml (2016) emphasizes that service quality is perceived by customers through the process of assessment, which examines how well customer expectations are met and thus can directly influence satisfaction levels. This extensive appraisal is significant for achieving high guest satisfaction in hotels. In this study, the service quality is understood as according to Parasuraman et al. (2015), service quality is perceived as a multi-dimensional construct that includes tangibility, reliability, responsiveness, assurance, and empathy. These dimensions are tools of measurement to the difference between customer expectations and the actual experiences. Consequently, they have an enormous impact on customer satisfaction. According to Zeithaml (2016), service quality has a direct relationship with customer satisfaction as its measure dwells in determining the delivery of goods and services as expected by the customers.
[bookmark: _Toc174961349][bookmark: _Toc175929498]2.3.2 Relationship Between Service Quality and Customer Satisfaction
Overview of Existing Studies
In the service marketing literature, quality of services and satisfaction are closely connected with them being two primary areas shaping perceptions and experiences formed by consumers (Zeithaml, 2016). The link is present as higher levels of service quality meet or exceed the customers' expectations, resulting in favorable assessments and repeat transactions. Important dimensions of service quality in this case have been found to be tangibility, reliability, responsiveness, assurance, and empathy by Parasuraman et al. (2015). They found through quantitative SERVQUAL surveys that high scores in these dimensions, i.e., high quality, greatly enhance customer satisfaction because guests' wants and expectations are met.
Additional evidence from Zeithaml (2016) demonstrates a positive link between service quality and customer satisfaction and loyalty. A satisfied guest is invariably a pleased visitor who will recommend your services to others. The findings from this research accentuate the necessity of customized service and an eye for detail in encouraging client loyalty, illustrating that satisfied customers are resourceful assets in word-of-mouth promotion.
Berry et al. (2017) and Silc et al. (2017) also suggest this relationship through a mixed-method approach Combining some of the better customer feedback analysis and quantitative surveys, this study explores different customer experiences and how excellent service quality contributed to repeat business while building solid trust over time. Together, these studies establish the of service quality in shaping customer satisfaction within the hospitality context. Surveys can be used to analyze quantitative data from SERVQUAL, and interviews are helpful for gathering qualitative information. The mixed-method importance methodology and linkage of multiple data sources improve the overall understanding as they combine different individual pictures on how service quality leads to customer satisfaction.
[bookmark: _Toc174961350][bookmark: _Toc175929499]2.3.3 Methodologies Used in Relevant Studies
In service quality, the customer satisfaction relationship is the service provider's ability to satisfy or exceed customer expectations on various dimensions. According to Parasuraman et al. (2015), high service quality as indicated by responsiveness, assurance, empathy, and tangibles leads to high customer satisfaction through the overall fulfillment of guests' needs. On a somewhat similar footing, Zeithaml (2016) asserts that customization of services impacts customers' level of satisfaction and loyalty positively since it allows for individual differences in preferences and experiences. This illustrates that for high levels of customer satisfaction in the hospitality industry, there needs to be an alignment of service quality with the expectations of the customers.
However, Zeithaml (2016) conducted qualitative interviews to dig deeper into customer experience. Using rich individual interviews with hotel users, this study has been able to provide a more complete and detailed understanding of how personalised service affects both customer satisfaction and loyalty as well. In this context, the qualitative methodology provided a subtler assessment of service attributes than reported in prior studies, revealing that houses draw their competitive advantage and high levels of satisfaction from discrete features-individual touches.
Berry et al. (2017) used mixed methods by interpreting feedback and conducting quantitative surveys. This allowed the researchers to cross-validate their results, providing both a large quantity of quantitative data and detailed qualitative insights. Feedback analysis captured immediate responses from customers, while quantitative surveys revealed how service quality led to continuous guest experience enhancement and retention. This method produced a firm foundation for determining the variables that significantly impact customer satisfaction.
[bookmark: _Toc174961351][bookmark: _Toc175929500]2.4 Literature gap
Although much research has been done on the separate effects of price levels and service quality on customer satisfaction, a literature review showed that very little is known about how these elements relate interdependently in luxury hotels. While previous studies that analyze customer satisfaction in the context of price focus on pricing strategies (Smith, 2017), or others have been concerned about service quality dimensions only (Parasuraman et al., 2015), few works combine these aspects together to present a whole vision.
This paper contributes to basic knowledge by examining the combined effect of pricing strategies and service quality on customer satisfaction in a luxury hotel scenario, addressing a significant gap in the literature. More comprehensive research is required to bring these two essential factors together for actionable insights in the hospitality industry. In view of this research gap, Hilton Tower Bridge has been targeted as it aims to investigate how both competitive pricing and high service quality act together towards causing customer satisfaction and loyalty in hotel industry, providing insight into what customers want from existing or expected levels of performance.



[bookmark: _Toc174961352][bookmark: _Toc175929501]Chapter 3: Methodology 
This chapter outlines the research approach and methods used to examining Pricing, Service Quality and Customer Satisfaction at Hilton Tower Bridge It explains processes of data collection, the reason for using quantitative research and verbal questioning, causality over case study or surveying techniques by random sampling 
[bookmark: _Toc174961353][bookmark: _Toc175929502]3.1 Research Philosophy
Positivism
In this study, the selected research philosophy is positivism. This is in accordance with the study goals as it focuses on observable and measurable facts which will serve as a support to empirically base this research (Siponen & Tsohou, 2018). Quantitative methods are necessary for gathering the objective, repeatable data on price levels and service quality that positivism emphasizes. This methodology helps to make sure that the results are valid and can be applied on a wider scale with more confidence, which will in turn improve according to the maximum extent possible its correct applications.
[bookmark: _Toc174961354][bookmark: _Toc175929503]3.2. Research Approach
Deductive approach
This study uses a deductive method, starting from theoretical conjectures on the relations between price levels, quality of service and customer satisfaction ( Karatzas, Johnson, & Bastl, 2016). Given all this, the deductive approach of collecting data to test specified hypotheses lends itself to research that seeks either confirmation or disconfirmation of theoretical propositions. This approach guarantees a systematic and heuristic progression from theory to data collection or analysis.
[bookmark: _Toc174961355][bookmark: _Toc175929504]3.3 Research Strategy
Survey Strategy
This study employs a survey strategy which is appropriate as it was able to gather data from hotel guests in massive volume efficiently (Xiang, Schwartz, Gerdes Jr, & Uysal, 2015). By running surveys, businesses can track a series of quantified data points that help build the relationships between two or three variables (e.g., price to service quality to customer satisfaction). For example, surveying 200 guests can provide powerful information on guest perceptions and experiences. This procedure guarantees the planned collection of data that would ultimately lead to valid sourcing for statistically analyzable information which are needed in order to be able to make concrete conclusions as regard what influences customer satisfaction at Hilton Tower Bridge.
[bookmark: _Toc174961356][bookmark: _Toc175929505]3.4 Research Choices
Quantitative Method
A mixed-method approach uses a combination of quantitative surveys and qualitative interviews, adding numerical data to greater depth. Quantitative surveys include statistics related to price levels, quality of service, and customer satisfaction. Qualitative interviews provide insightful information from the perspectives of hotel managers as well as guests. Together, this blended approach provides a richer set of dimensions to develop an understanding of the phenomena under investigation, as it combines both the breadth of quantitative analyses and the depth typical of qualitative insights. The study makes use of a mixed methodology, ensuring it takes both pricing strategy and quality service into account when determining the extent to which they affect customer satisfaction at Hilton Tower Bridge.
[bookmark: _Toc174961357][bookmark: _Toc175929506]3.5 Time Horizon
Cross-Sectional
The cross-sectional time horizon allows the data to be collected at a specific moment in time therefore, is conveyed as valuable when measuring what happens with consumer-satisfaction comparatively, price perception and service quality right now. This concept offers a snapshot of current circumstances, allowing researchers to examine and comprehend the interrelations between these variables in their present state. Through the snapshot, data collection of hotel guests at one point in time, capturing it would evaluate promptly how pricing strategies and service quality impact on customer satisfaction with Hilton Tower Bridge
[image: ]
Figure: Gantt Chart
Source: Author
[bookmark: _Toc174961358][bookmark: _Toc175929507]3.6  Data Collection Techniques
Questionnaires
This study will involve collecting quantitative data from the guests of hotels regarding customer satisfaction, price perceptions, and service quality experiences utilizing structured questionnaires. This method would enable obtaining responses in a standardized way to compare them and for statistical treatment. Because the survey questionnaire will be administered to all the employees of the Hilton Tower Bridge, there is no need for a sampling technique. Sampling techniques are employed to select a portion of a population that is considered representative of a large population. The census approach will be used, as the study has a small and entirely accessible population, to involve each participant without sampling.
Interview
In order to provide a more interpretative discussion with respect to the subject of pricing and service quality from a management viewpoint, qualitative interviews with 10 hotel managers have been arranged. The interviews are comprehensive, so they would complement and put into context the data that is quantitative in nature, making room for better analysis. By synthesizing the two perspectives, it will also give rise to a more comprehensive review of the dimensions of pricing and service quality within customer satisfaction for Hilton Tower Bridge.
[bookmark: _Toc174961359][bookmark: _Toc175929508]3.7 Data Collection
The data collected covers insight into customer satisfaction, price point perception, and quality of service. It is in these factors, for example, that the customer experience as a whole should be comprehended and problems set at rest (Parasuraman et al., 1988). Data was collected at Hilton Tower Bridge, a high-end hotel famous for its luxury offerings and competitive prices. 80 invitations for initial contributions were sent on July 15, 2024; through Google Forms, responses were collected between July 15 and July 30, 2024. 
Data-structured questionnaires were used as the method of data collection. Standardized responses-Questionnaires are effective in collecting standardized responses, which allows data to be analyzed statistically (Creswell, 2014). The population under examination was guests at Hilton Tower Bridge. Fifty guests were randomly selected to obtain a sample that was representative, thereby reducing bias and increasing the potential for generalization (Bryman, 2016).
Evidence of Data Collection
The selected hotel guests were sent an invite to take part in the survey on July 15, 2024. Responses had been received by July 30, 2024. The structured instruments were driven well and the responses collected were best suited for further analysis. Data collection was closely supervised to encourage high response rates and the quality of information collected.


[bookmark: _Toc175929509]4. Analysis and Discussion
[bookmark: _Toc175929510]4.1. Primary Data Analysis
To find out about the opinions that the respondents provided in their survey questions which were close ended in nature, the following analysis will provide information about the impact of pricing strategies and service quality impact on the customer satisfaction in Hilton Tower bridge. 
According to question 1 the respondents were asked about the overall satisfaction rating with Hilton Tower bridge. 28 of the total respondent opened that there were very satisfied and respondents with positive attitude had nearly 50% of the total population. Only 18 out of 80 respondents opened that there are dissatisfied with the overall service and pricing strategies by Hilton Tower bridge hotel. 

According to their opinions the main reason was the high pricing of the hotel management who is created a tough situation for them to stay longer in their hotel. 
According to question 2 the respondents were asked about the importance of the price in the decision to stay at the Hilton Tower bridge. 32 out of 80 respondents supported the fact that it is very important for them to have a comfortable pricing to stay at the Hilton Tower bridge. Overall 47 out of 80 respondents were positive about the fact that price is a very important factor in their decision making criteria to stay at the hillton tower bridge hotel. 

Only a few respondents to be specific 21 out of 80 respondents opened that it is not very important for them to have a comfortable pricing to stay at the hotel. This section mainly consisted of the effluent customers who do not have any concern about the pricing due to their well of condition. 
According to question 3 the response were asked about the rating of the value for money of their stay at the Hilton Tower bridge hotel. 24 out of 80 respondents opened that it was a very excellent experience for them to stay at the hotel as it provided them with a value for money service. The maximum number of respondents opened that it was an average value for money service according to their opinion and only 16 out of 80 people open that the value for money condition of their hotel rooms was poor. 

The main reason of their statements in this case was because of the travel during peak season of the tourism which made the hotel rooms expensive to stay at. 
According to question 4 the respondents were asked about the satisfaction with the price in strategies to discounts or special offers at the hotel. Nearly 39 out of 80 respondent opened that they were satisfied based on the discounts they have received while purchasing the rooms. 26 respondents out of 80 remained neutral as they did not have much discounts compared to the base fare. 

Few customers who purchased the rooms at the peak season did not receive any discounts at all. So 15 of the 80 respondents opened that they are not satisfied with their pricing strategies at the hotel. 
According to question 5 the respondents were asked about the importance of service quality in their overall satisfaction with the stay over at the hotel. Nearly 60% of the respondents opined that it is very much important for the satisfaction to ensure in good service quality in the hotel. 18 of the 80 respondents remains neutral because they stated that roaming around is important for them, not to stay at the hotel. 

So 15 out of 80 respondents opened that it is not at all important for them to ensure service quality for their overall satisfaction with the hotel. 
According to question 6 the respondents were asked about the quality of service provided by the staffs at the Hilton Tower bridge hotel. 34 respondents out of 80 replied that the quality of service provided by the staff was excellent and they are looking forward to get their service in future. More than 60% of the respondents agreed to the fact that the rating of the quality of service at Hilton Tower bridge hotel is very good. 

Due to rush during the peak season of the hotel see you customers did not get expected service from the staff. That is why 23 out of 80 respondents opened that their service quality by the staffs is poor. 
According to question 7 the customers were asked about the satisfaction with the speed and efficiency of service at the Hilton Tower bridge hotel. 53 customers out of 80 opened that they were satisfied with the speed and efficiency of service at the hills Tower bridge hotel due to their sufficient number of staff at the facility. 14 respondents remained neutral as they were expecting a better service from the staffs during their stay at Hilton Tower bridge hotel. 

13 customers out of 80 where the satisfied with the service there received while staying at their facility. The customers who were decided opined that stops while managing the responsibilities with a better speed often the staffs would lower the quality of service as they had to serve a lot of customers during the rush hours. This cost a problematic situation for the customers as they thought that the staffs are well trained to maintain the efficiency in their service and quick completion of the responsibilities. 
In question 8 the customers were asked about the likelines to recommend Hilton Tower bridge hotel to others based on the price and quality of service they have experienced during their stay at the hotel. 42 out of 80 respondents opened that they are likely to recommend the hotel to others as they have experienced a better service and support from the hotel management during their stay at the hotel. In fact these customers opined that they will purchase repeatedly from this hotel if the management can make their service quality consistent with time. 10 of the 80 respondents remained neutral as they did not see any value edition services compared to the other alternative hotel in this case. 

28 customers out of 80 open that as the hotel rooms are expensive in the peak season so they would unlikely recommend the hotel to others as only people with sufficient affordability to afford these luxury rooms will consider such recommendation. Decides in the price point where Hilton Tower bridge hotel is offering rooms during the peak season, there can be other similar substitutes than staying at this hotel. 
In question 9, the respondents were asked about the relationship between the price and the quality of service they have received during their stay. 45 out of 80 customers stated that they are satisfied with the service they have received compared to the price they have paid with discounts. But customers who did not receive any type of discounts or promotional offers were not that much satisfied with the quality of service during the peak season. 

So 17 out of 18 respondents where showing this satisfaction with the price they have paid and the quality service they have received during their stay at the hotel. They open that if the price can be reduced to a sufficient amount then they can consider to stay at the hotel with such value. 
According to question 10 the respondents were asked about the decision to choose Hilton Tower bridge again for their next stay based on their current experience with the price and service quality. 37 customers out of 80 opened that they will stay at the hotel in future if they can ensure better service quality based on the price there providing for the rooms. But in this case 18 out of 80 respondents remain neutral because they thought that they have other better alternative compared to this hotel to stay on this price point.

25 customers out of 80 stated that they would not stay at the hotel for the next stay because the hotel is failing to provide value for money services for the customers. These customers also added that the prize point of the hotel is moving towards luxury but the room condition and service quality is not getting developed so it is becoming harder for them to choose Hilton Tower bridge hotel for their next day. 
[bookmark: _Toc175929511]4.2. Findings Discussion
The analysis of customer satisfaction at the Hilton Tower bridge hotel shows areas for development for the hotel where their pricing and service quality needs to be well balanced to attract more customers to their hotel (Siponen and Tsohou, 2018). One of the most critical findings from the primary data analysis is that many customers parcel that the price is not offering value for money according to their experience is they have received while staying at the hotel. This perception indicates a miss alignment between price of the rooms and the quality of experience for the customers that the hotel is offering. Despite the premium pricing of an during the peak season, the offerings that the hotel management make to the customers do not meet the expectation from the customers which indicates that the hotel management needs to revaluate its pricing strategies to enhance there service quality to justify the rent of the rooms (Smith, 2017). Current dissatisfaction with the pricing continuous then the lack of perceived added values service by the customers can directly impact the overall satisfaction and the likelihood of repeat business from the customers (Xiang et al., 2015). 
Along with the pricing the hotel needs to improve its service quality so that the expectations from the customers by the hotels brand and pricing can be met. According to the findings from the primary data analysis the staffs at the hillton tower bridge hotel require further training to improve their efficiency and speed of service during the rush hours. This issue is critical because infficient service can greatly detract the customer experience which can lead to dissatisfaction among the customers (Zhang and Zhang, 2021). So this issue can create a negative impression on the service quality and brand image of Hilton Tower bridge hotel. So effective training programs can address these issues and the staff will be able to meet the highest tender expected by the guest through enhancing the overall service quality based on the cost of the hotel rooms. Moreover, the importance of maintaining discount and membership offers during peak seasons has been underscored by the management which needs to be further developed by the hotel authority inn their future strategic management practices. As customers appreciate these benefits and their continuation could play a crucial role in sustaining customer loyalty and satisfaction in the industry, the hotel management can offer strategic yet profitable options for the customers to get a better response from the customers. By offering discounts and maintaining membership perks even during high-demand periods, the Hilton Tower Bridge can differentiate itself from competitors and provide perceived added value to the customers having a better support from their customers. 
[bookmark: _Toc175929512]5. Conclusion
[bookmark: _GoBack]In this dessertation the study of customer satisfaction and the Hilton Tower Bridge hotel as tried to highlight the critical areas that needs for the improvement so that the business can meet the demands from the customers and exceed guest expectations to be at a competitively advantage position with their competitors. According to the findings the current pricing structure does not airline with the perceive value according to the opinions of the customers which is showing a slide this satisfaction among the customers based on the price they have paid to stay at the hotel. The customers think that their service quality and efficiency in providing services needs to be developed along with a revaluation of their pricing structure of the rooms. Membership discounts and offers needs to be Run all year long so that premium pricing of the hotel rooms can be justified. Furthermore, customers open that the staff needs to be trained regularly so that the value proposition over by the hotel management can be deflected through the service quality of the staffs. In this way the hotel and faster customer loyalty and get repeat business from the customers through providing a constant service to their customers in the hospital industry.
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Q 1: How would you rate your overall satisfaction with the Hilton Tower Bridge?	
Very Satisfied	Satisfied	Neutral	Dissatisfied	Very Dissatisfied	28	14	20	12	6	



Q 2: How important is the price in your decision to stay at the Hilton Tower Bridge?	
Very Important	Important	Neutral	Not Important	Not at all Important	32	15	12	15	6	



Q 3: How would you rate the value for money of your stay at the Hilton Tower Bridge?	
Excellent	Good	Average	Poor	Very Poor	24	10	30	14	2	



Q 4: How satisfied are you with the pricing strategies (e.g., discounts, special offers) at the Hilton Tower Bridge?	
Very Satisfied	Satisfied	Neutral	Dissatisfied	Very Dissatisfied	25	14	26	10	5	



Q 5: How important is service quality in your overall satisfaction with your stay at the Hilton Tower Bridge?	
Very Important	Important	Neutral	Not Important	Not at all Important	35	12	18	10	5	



Q 6: How would you rate the quality of service provided by the staff at the Hilton Tower Bridge?	
Excellent	Good	Average	Poor	Very Poor	34	15	8	15	8	



Q 7: How satisfied are you with the speed and efficiency of service at the Hilton Tower Bridge?	
Very Satisfied	Satisfied	Neutral	Dissatisfied	Very Dissatisfied	31	22	14	10	3	



Q 8: How likely are you to recommend Hilton Tower Bridge to others based on the price and quality of service?	
Very Likely	Likely	Neutral	Unlikely	Very Unlikely	28	14	10	15	13	



Q 9: How do you perceive the relationship between the price you paid and the quality of service you received?	
Very Satisfied	Satisfied	Neutral	Dissatisfied	Very Dissatisfied	30	15	18	12	5	



Q 10: Would you choose Hilton Tower Bridge again for your next stay based on your experience with price and service quality?	
Definitely Yes	Probably Yes	Neutral	Probably No	Definitely No	24	13	18	14	11	



Q 7: How satisfied are you with the speed and efficiency of service at the Hilton Tower Bridge?	
Very Satisfied	Satisfied	Neutral	Dissatisfied	Very Dissatisfied	31	22	14	10	3	



Q 8: How likely are you to recommend Hilton Tower Bridge to others based on the price and quality of service?	
Very Likely	Likely	Neutral	Unlikely	Very Unlikely	28	14	10	15	13	



Q 9: How do you perceive the relationship between the price you paid and the quality of service you received?	
Very Satisfied	Satisfied	Neutral	Dissatisfied	Very Dissatisfied	30	15	18	12	5	



Q 10: Would you choose Hilton Tower Bridge again for your next stay based on your experience with price and service quality?	
Definitely Yes	Probably Yes	Neutral	Probably No	Definitely No	24	13	18	14	11	
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