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[bookmark: _Toc8076362]Executive Summary
The perceived customer value and the customer satisfaction level are close as the two factors are considered by the companies to formulate strategies to attract customers. Through the different benefits and offers provided to the customers, organisations are able to increase the customer value. The increase in customer value would ultimately increase the customer satisfaction level. The aim of this report is to conduct an investigation into the relationship between the customer perceived value and the customer satisfaction level in the UK travel industry. Analysing the different secondary information, it could be said that there exists a positive relationship between the customer perceived value and customer satisfaction as through the enhance customer experience and superior service quality; the travel companies in the UK are able to increase customer value and also customer satisfaction level. It is recommended that primary research would have been effective in substantiating the claims of the secondary research outcomes. 
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Introduction
[bookmark: _Toc8076364]Rationale
The context of perceived customer value and customer satisfaction has been majorly related to the retail sector, hotel industry and banking services. There has been scarce research on the travel industry, considering it to be one of the leading service industries that provide value to the customers (Malik, 2012). Considering the competition in the travel agencies such as hotels, airlines and other modes of transportation and offers of holiday packages, there has been a constant thrive towards attracting more customers. This act of attracting customers has invoked the importance of customer perceived value and a pathway to increase the customer satisfaction level, especially in the travel industry. The rationale of this research is to identify the relationship between the customer perceived value and customer satisfaction prevalent in the travel industry in the UK. 
[bookmark: _Toc8076365]Research Aim and Objectives
The aim of this research is to investigate the relationship between the customer perceived value and customer satisfaction with reference to the travel industry in the UK. The objective of this research is: 
· To identify the factors that influence customer satisfaction and customer perceived value
· To analyse the different aspect of customer satisfaction within the UK travel industry 
· To evaluate the relationship between the customer perceived value and customer satisfaction in the travel industry in the UK

[bookmark: _Toc8076366]Literature Review
There are different ways to understand the concept of customer value as linked with the general meanings of value for people. Amidst the different interpretation of values consumer strive for, it is interpreted as the amount of utility that the customers perceive in a different object that acts like a maximising factor in the act of buying and consuming. According to Ali et al. (2015), the value can be derived from the decision of purchase, consumption and disposition of goods and services made by the consumers. There has been evidence on the link between customer perceived value and customer satisfaction. According to Karadeniz(2014), customer satisfaction is defined as the key for the achievement of goals in a business environment which entails the meeting and exceeding of the needs and demands of the customers. In the case of the tangible and non-tangible goods, the behaviour of the customers in purchasing these goods is also associated with the increase in the satisfaction levels of the customers. 
Quality has the key factor that influenced and increased customer satisfaction. Customers have been seeking to purchase products that are worth their money which is only decided through the quality of the products and services and the utility that the product serves the customers (Singla, 2012). Considering Herzberg’s motivational theory, the hygiene factors and motivational factors tend to influence the satisfaction level. The choice is also a crucial factor that influences customer satisfaction as the customers want to have a plethora of options to choose from which tends to make them emotionally satisfied with their selection (Ozsoy, 2019). According to Shirani (2014), deliverability and convenience are factors that have great influence with customer satisfaction as the customer wants their products and services to be delivered efficiently and effectively and that the customers must have great and easy access to the products and services at their convenience. Considering the advantages of customer satisfaction includes increase in the word of mouth as the satisfied customers who share their positive experience from the product and services to the friends and relatives, enhances brand loyalty as the customers would make repeat purchase of the products deriving greater value and also increases the revenue of the companies such as travel companies with greater and loyal customer base (Lee, 2014). The disadvantage of customer satisfaction reveals that there is no perfect measurement which might underestimate the customer perceived value. On the other hand, with too many engaged and loyal customers, their participation in the surveys would only result in overestimated satisfaction level. 
[bookmark: _Toc8076367]Research methodology
The research methodology is the systematic process which decides the course and direction of the research. In short, research methodology entails the different ways in which the research would be collecting, interpreting, analysing and synthesising the data and information in order to achieve the aim and objectives of the research. In the field of academic research, there are two different types of research methods such as qualitative and quantitative methods (Cooper & Schindler, 2014). The quantitative methods involve the study and evaluation of the behaviour and nature of the data using mathematical and statistical techniques and measures to present reality in terms of numerical values. The qualitative methods, on the other hand, involve the evaluation of the non-numeric data using measures like content analysis, discourse analysis, thematic analysis and coding etc. The current research has applied the qualitative research methods to understand the context of the customer satisfaction in the travel industry and link it with the customer perceived value using descriptive contents (Lune & Berg, 2017). The qualitative research has been conducted using thematic analysis in which relevant themes have been created from the data to analyse the information and attain the research objectives. 
[bookmark: _Toc8076368]Data Collection methods
In the field of academic research, there are two types of data that are collected which includes the primary data and secondary data. The primary data involves the collection of data from first-hand sources through questionnaire and interview while the secondary data is collected from second-hand sources (Saunders, et al., 2016). The current research has collected secondary data from journal articles, books and company websites in order to synthesise the information and conduct an investigation into the relationship between the customer perceived value and customer satisfaction in the travel industry in the UK. 
[bookmark: _Toc8076369]Finding analysis & discussion
[bookmark: _Toc8076370]Thematic analysis
Theme 1: Customer experience and service quality influences customer satisfaction
Customer experience tends to add up to the evaluation of the cumulative satisfaction level. In the case of the travel industry, it is the tourist’s evaluation of the overall experience at the destination that would determine the customer satisfaction level. This would include the price of the tour packages and facilities available at the trip such as a personal car that shapes the customer experience which in turn increases the customer satisfaction level. For example, Trafalgar is a reputed travel company in the UK that offers frequent traveller discounts in the form of year-round vacation savings that increases the customer satisfaction level as it reduces the price of the packages (Trafalgar, 2018). On the other hand, the service quality is also essential for the customer satisfaction level as the customer seeks to get attention and esteemed treatment from the airlines and hotels and resorts which includes welcoming the guests at the resorts, offering complimentary drinks and lunches, providing a personalised car for the entire trip etc. These would increase the customer satisfaction level in the travel industry in the UK. 
Theme 2: Brand loyalty and overestimation of satisfaction have varying impact on customer satisfaction
The satisfied customers tend to repeat their purchases and also refer other potential customers. This could be deemed as brand loyalty as the customers are loyal to the brand and would only make a purchase from the same. According to Kachwala et al. (2018), brand loyalty has incited positive feeling among the customers towards the brand which invoked dedication to the purchase of the same brand regardless of the competitor brands. Audley Travel in the UK provides experiential travel to a different international location and is famous for operating superior customer service and exceptional drive for loyalty with high levels of repeat customers and referral. This implies that the customers have a high level of satisfaction towards the brand due to refinancing facilities and digital develop for travel services (3i Group, 2019).  On the other hand, too many satisfied customers tend to display inaccurate results. This is because these satisfied customers would participate in the survey and represent an overestimation of the services which would deny the company to find scope for improvement. 
Theme 3: There is a positive relationship between customer perceived valued and customer satisfaction in the UK travel industry 
Considering the factors influencing customer satisfaction level and other factors that are advantageous of the same, it can be said that each of these aspects tends to add perceived value for the customers. In the travel industry, the customers are seeking for high-quality travel experience and service quality and hence the travel companies are formulating discounts and deals to attract them and also help them to increase their customer base through the word of mouth. The UK travel industry witnesses more than 100.6 million travellers which have been a tough competition for the companies (Visit Britain, 2017). Hence, through perceived value to the customers, the travel companies can attract them. This is possible through prices, offers and deals, air travel concessions, rated hotel stay, personalised cars and other facilities (Terblanche & Taljaard, 2018). Therefore, there is a strong and positive relationship between customer perceived value and customer satisfaction in the UK travel industry. 
[bookmark: _Toc8076371]Findings
The companies in the travel industry an offer value to the customers through their offers for airlines, hotels and resorts and also discounts and greater quality service and travel experience. However, it is the increased customer experience and service quality that tend to influence the satisfaction level of the customers which is imperative in case of the travel industry. These elements also provide value to customers. With positive travel experience, customers would feel satisfied with the service and this would increase the brand loyalty of the travel companies and also help them to gain higher profitability (Kachwala, et al., 2018). However, too much of customer being satisfied would misrepresent the effectiveness of the services and may overestimate customer satisfaction. Through the creation of perceived customer value, the customers tend to experience a higher level of satisfaction and display their loyalty towards the companies. Therefore there is a direct and positive relationship between perceived customer value and the level of satisfaction (Terblanche & Taljaard, 2018). 
[bookmark: _Toc8076372]Limitation of the research
There have been some faced limitations to the research that has undermined the delivery of this research. One of the significant factors is the lack of time that has affected the nature of the data collected. With sufficient time, there would be a provision of collecting primary data while lack of time also limited enough secondary research. 
[bookmark: _Toc8076373]Recommendation for future research
The future research would tend to increase the scope of this research by understanding the perspectives of the customers in perceived value and their satisfaction level in availing the services from the travel companies in the UK. 
[bookmark: _Toc8076374]Ethical consideration of future research
Future research would be based on collecting primary data by interviewing travellers or customers of the travel industry. The researcher would ensure that the interview would harm no individual and that there would be no impact on any other individual. The data so collected would maintain privacy and confidentiality and would not be accessed by others. However, after the completion of the research, the data would be destroyed. 
[bookmark: _Toc8076375]Conclusion
Thus,travel companies have been formulating strategies to deliver superior value to the customers to influence their satisfaction level. It has been observed that the companies have been reorienting their operations to create and deliver customer value. In short, the customer perceived value is considered to be a subjective construct that tends to differ across customers. It is upto the travel industry to provide an enriching experience and superior service quality to improve brand loyalty and also prevent overestimation of the perceived customer value. 
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