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Abstract: The goal of this study is to find out how hotel amenities and room prices affect how satisfied 

guests feel about their stays. Through in-depth interviews, focus groups, observations, and case studies, 

the study looks at how different facilities affect tourists' overall experience and how they think about 

value for money. The study also looks into how guests judge the importance of different amenities to 

their total image. The data show that one of the most important things that decides how happy a guest 

is is how well the price of the housing meets the quality of the services and facilities it offers. If people 

think the price is fair for what they get, they are more likely to have a good time. Including high-end 

amenities like spa services and delicious food makes the whole experience better for guests while 

keeping the important amenities. Pricing strategies and high-quality services must be used together to 

make customers as happy as possible. The poll also shows that guests have different tastes, which 

makes it even more important to be honest about how much the service costs. Here are some 

suggestions for hotel management: come up with a thorough plan for prices and facilities; use 

qualitative research to make services more relevant; and keep up with new changes in areas like 

technology and sustainability. This study is important for the hotel industry because it could help shape 

future strategies to make customers happier and keep them loyal to the brand. 
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INTRODUCTION 

Because the hotel business is all about the customer, how happy the guests are is a big part of 

how well the business does overall. From this point of view, it looks like the prices of the 

rooms and the extras that are provided to guests have a big effect on their total experience. 

There are a lot of quantitative studies that look at the link between these factors and how happy 

tourists are, but not nearly as many qualitative studies that go deeper into guests' feelings and 

thoughts (Domanski, 2020). As the hospitality business says, one important way to judge a 

hotel's success and reputation is by how happy its guests are (Bharwani, 2019). This is why 

the amount of satisfaction is stressed as being very important. The entire guest experience is 

looked at, from making the reservation to interacting with staff, as well as the level of the 

facilities and services provided. Adhistyo et al. (2021) say that when visitors are very happy, 

they often leave great reviews, come back, and spread the word through word of mouth. If you 

want your tourism business to grow and last, all of these traits are very helpful. Several things 
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affect a guest's general happiness with a hotel: how clean and comfortable the room is, how 

easy it is to get services, how responsive and friendly the staff is, and how much they think 

they are getting for their money. Making customer satisfaction a top priority helps hotels figure 

out what needs work and do it. This means that hotels may change what they have to offer to 

better meet the wants of their guests. The proactive approach not only makes the guests' stay 

better, but it also makes them more loyal, which means they'll be more likely to come back 

and tell their friends about the hotel, which is good for its long-term success. (Mehta 2023). 

The price of rooms is frequently seen to be one of the most complicated and multi-faceted 

parts of the hospitality sector. It is not just the real cost of the hotel but also the value the tourist 

perceives that they are receiving for the money that they are paying (Chica-Olmo, 2020). 

Visitors frequently judge their happiness with the quality and range of services they receive 

based on whether or not their spending aligns with their expectations. This is because the 

services clients get are expected to be a lot. A guest’s sense of value for money is important 

to consider when determining whether or not they are satisfied with the experience (Fadly, 

2019). The dynamics of room pricing can be vulnerable to major fluctuations depending on a 

variety of factors such as the hotel’s location, the season, and the degree of competition present 

in the market. For example, a hotel that is located in a prominent location may be able to 

demand higher prices during the peak season, but consumers will believe that the amenities 

and services will be equivalent with the premium cost imposed by the hotel. Similarly, in 

places with many of hotel choices, competitive pricing is a must. One of the most essential 

things for hotel owners is to be well aware of how visitors feel about the cost of rooms and 

how they feel about the fairness of pricing (Gao, 2021). It gives businesses the chance to refine 

their pricing strategies to align them more closely to the expectations of their visitors.  

Therefore, this may cause an increase in the overall enjoyment of the visitors, which may lead 

to a return business and favorable evaluations. If hotels can find out how customers perceived 

their rooms’ prices, they may formulate better pricing strategies to promote customer 

satisfaction and loyalty (Adiningtyas, 2024).  

This will enable hoteliers to develop better pricing strategies. The experiences that customers 

have during their stay at hotels are significantly influenced by the facilities they offer. These 

facilities include not just the basic aspects such as comfy mattresses and clean bathrooms but 

also the more expensive offerings such as spa treatments, superb meals and individualized help 

from the concierge (Baquero, 2023). The quality, accessibility and distinctiveness of these 
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amenities are highly correlated to the consumers’ impression of value and happiness they get. 

Basic needs are met by fundamental facilities and form the basis of a pleasant visit, while rich 

decorations add value and create memories that last a lifetime (Dafillin & Wijoyo, 2024). This 

method goes beyond quantitative research, showing the key aspects that impact the decisions 

visitors make and the levels of enjoyment they feel. Some visitors will want a comprehensive 

exercise facility to keep up with their training regimens, while others might value a relaxing 

lounge space more for leisure activities. Cultural variations also contribute to the 

determination of whether amenities are considered of major value. The hotels can employ 

qualitative research to customize their services to satisfy the varying needs and preferences of 

their customers to enhance their happiness and loyalty (Huang, 2019). When hotel operators 

understand this information well, they can dedicate their resources and sell the facilities that 

matter most to their target consumer. This allows guests to have a more tailored and fulfilling 

experience when staying at the hotel. In conclusion, with the help of qualitative insights it is 

possible to reach higher levels of guest enjoyment, positive evaluations and a rise in repeat 

business through the planned upgrade of hotel facilities. This is possible 

In the notoriously competitive hospitality industry, a hotel’s success hinges on the amount of 

client pleasure it can achieve. Many quantitative studies have been conducted to determine the 

link between room pricing, facilities and guests’ levels of pleasure; however, we know little 

about the qualitative attributes related to this relationship. Sometimes, quantitative data is not 

always able to give enough levels of information to grasp the unique experiences and opinions 

of visitors. In contrast, quantitative data may illustrate general trends and relationships. A 

difficulty for hotel marketers and management is the lack of detailed qualitative data. Their 

focus is on improving their pricing techniques and facilities to better meet the wants and 

expectations of their clientele. If hotels don’t really understand how consumers interpret and 

are influenced by room price and services, they may find it difficult to make improvements 

that really matter to customers. Other factors, such as personal preferences, cultural 

differences, and unique experiences, also play a big role in determining how satisfied tourists 

are.  

Guests do not think about the price of the accommodation and its facilities in isolation, but as 

part of the entire image they acquire of their stay. More study is needed to understand the 

multiple ways in which these elements interact with each other to affect levels of visitor 

satisfaction. This research is an attempt to fill an urgent demand and explore the qualitative 
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elements of the influence of hotel pricing and facilities on visitors’ levels of satisfaction. It is 

hoped that at the end of this research, hotels will have the knowledge that they need to improve 

the enjoyment and memorability of their visitors’ stay and that this will lead to an increase in 

their customer loyalty and positive word-of-mouth advertising. The purpose of this study is to 

acquire a comprehensive understanding of how hotel clients evaluate the value of the rooms 

they book and the quality of the services they receive, by using qualitative research 

methodologies. The purpose of the study is to determine the main factors that influence visitor 

enjoyment or dissatisfaction through in-depth interviews and focus groups. This approach 

allows hotels to better understand the specific likes of their visitors and provides them with 

useful information to enhance their price and service offers. Finally, our study contributes to 

the emerging debate on how to increase consumer happiness in the hyper-competitive hotel 

industry. 

METHODOLOGY 

The use of in-depth interviews is one of the most essential qualitative tools that can be used to 

investigate the experiences and opinions of visitors in more detail. Individual interviews with 

hotel guests are carried out as a component of this approach. The purpose of these interviews 

is to get comprehensive information on the customers' viewpoints on the cost of rooms and the 

services that are provided by the hotel. Semi-structured interviews are used by researchers so 

they may ask open-ended questions and allow participants to speak freely about their own 

experiences and perspectives. The study may be adapted to individual tastes, offering a fuller 

understanding of how customers perceive the fairness of hotel prices and how varied facilities 

affect their pleasure. The data is then analyzed using thematic analysis to identify reoccurring 

themes and patterns once the interview transcripts have been transcribed. This approach 

provides in-depth, contextual data that can uncover the underlying reasons for guest 

satisfaction or dissatisfaction, furnishing hotel management with vital information for 

improving their pricing strategies and facilities offers. (Creswell, 2023).  

The insights may be used to enhance the price and service strategies of the hotel. The use of 

focus groups may provide a collective awareness of the level of enjoyment experienced by 

visitors. This technique is when a few people have led discussions regarding their experiences 

with hotel room rates and facilities. The focus group sessions are interactive and the 

participation of focus groups allows for the creation of group dynamics and group opinions. 
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The focus group format provides an opportunity for open conversation among participants and 

a structured discussion guide ensures that all relevant topics are covered. Participants can build 

on each other’s comments, which leads to a more full picture of the preferences and fears 

shared by all participants. This method is beneficial in the search of tourists with different 

backgrounds and similar expectations as it shows not only the consensus view but also the 

contrasting opinions of the majority of visitors.  

The next step is to transcribe the data from the focus group and record it for themes. This 

approach provides a more complete understanding of how different aspects affect the amount 

of satisfaction visitors experience. This collective vision is in support of the individual insights 

gathered from the interviews which in turn contributes to a holistic picture of the needs of 

visitors.  

The qualitative data used to compliment the quantitative data is from a combination of 

observation and case studies . These approaches are based on specific hotel events and visitor 

behavior in real time. The observational strategy is systematic and uses various locations such 

as dining rooms, check-in desks etc. to record guests’ interactions with the hotel’s services and 

their responses to the room prices. This technology allows to capture the genuine behavior and 

involvement of visitors without compromising the quality of experience, providing practical 

knowledge about how guests use and respond to facilities. Case studies need detailed research 

of a range of hotels.  

The motivation of this research is to find out how the pricing strategies and the amenities of 

different hotels impact the satisfaction level of their clients. In-depth interviews, analysis of 

guest feedback and protocol-based monitoring of operations enable researchers to identify 

effective approaches and improvement chances in these hotels. Documents analysis, including 

online reviews and visitor feedback forms, helps extend this knowledge. These publications 

provide different views on the degrees of happiness. Different methodologies combined can 

provide a more full picture of the hotel guest’s experiences and find behaviors that consistently 

lead to greater levels of satisfaction across different types of hotels. 
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RESULT  

Perceptions of Room Pricing 

 There is a considerable correlation between the price of a room and the amount of pleasure 

that visitors feel, with the notion of obtaining excellent value for the money being a crucial 

influence. This was shown by the qualitative study that was conducted. It was more probable 

that guests would report being content with their stay if they believed that the payment was 

both transparent and commensurate to the quality of services and facilities that were offered. 

Conversely, visitors who perceived the price to be high or not adequate to the quality of the 

services provided, showed lower levels of satisfaction with the total experience. Interviewees 

and focus group members emphasized the necessity to preserve price parity; visitors like 

knowing precisely what they are paying for and any additional services or amenities. The 

findings revealed that customers were more inclined to write positive reviews and express 

higher satisfaction when they saw the prices as fair in relation to the originality and quality of 

the amenities supplied. But, any discrepancy between the quality of the experience and the 

price caused dissatisfaction. No matter how high the price was, or how inexpensive, this was 

true. Hotels thus need to make sure that their pricing strategies are totally in tune with what 

their consumers want and the value they think they are getting. The Importance of Hotel 

Amenities.  

The study underlined the importance of the hotel facilities in determining the level of happiness 

of the clients. The guests were very happy with the quality and cleanliness of the amenities 

and said that was the most significant part of their visit. High satisfaction levels were 

commonly reported with the inclusion of luxuries such as spa facilities, fine dining and 

personal concierge services. 

These aspects were important, but they were also included in the package. The results of an 

analysis of data gathered from focus groups and observations revealed that visitors who were 

supplied with facilities that were reserved exclusively for them and were kept in good 

condition reported having more amazing and satisfying experiences. The visitors, on the other 

hand, displayed a broad variety of preferences with regard to certain facilities. The pursuit of 

lavish and sumptuous experiences was actively sought by some people, while others placed an 

emphasis on experiencing essential comfort and pleasure. This version places an emphasis on 
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the need of understanding the preferences of visitors and tailoring the choices that are available 

at the facility to meet a diverse range of requirements. 

Integration of Pricing and Facilities 

Because of the combination of the price of the accommodation and the quality of the facility, 

there has been a considerable rise in the number of visitors who are more than happy with their 

stay. In order to achieve higher levels of client satisfaction, hotels that were able to effectively 

combine low prices with high-quality amenities were shown to be more successful. The results 

of case studies and document analysis suggested that the tourists appreciated hotels with a 

compelling value proposition. this meant that the charges were proportionate with the type and 

level of facilities provided. The poll found that the businesses that excelled were those who 

successfully connected their pricing strategy with the actual experience visitors had at their 

facilities. This aimed to make people feel it was money well spent. Customers were often 

angry when they felt there was a mismatch between the quality of a facility and the amount 

they were being charged. This pairing produced more happy visitors and favorable feedback. 

The study suggests that hotels should balance low rates with excellent services to improve 

client contentment. 

CONCLUSION 

The main point of the study is to show that there is a strong link between the price of a hotel 

room and the level of care that guests receive. One place where this link is important is when 

measuring how satisfied a customer is. The next part of the statement says that tourists' 

opinions on the facilities' quality and how much they cost are important factors that have a big 

effect on how satisfied they are with the experience as a whole. Most of the time, guests are 

happier with their stays at hotels whose prices are fair for the services they provide. Companies 

that run hotels want to make their customers happier, so they need to come up with a plan that 

combines low prices with well-kept, high-quality services. In this way, they will be able to 

reach their goal of making people happy. It's possible that qualitative research could help us 

understand and meet the different interests of guests, which could lead to better facility 

offerings and price plans. You can also help guests manage their expectations in a healthy way 

by being clear and accurate about what is included in the cost of lodging. More study is also 

needed to find out how new themes, like sustainability and technology progress, affect how 

visitors feel and how happy they are. In the very competitive hotel business, hotels can make 
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their guests' stays better and keep them coming back. This could be done by keeping an eye 

on these factors all the time and changing how they do things as needed. 
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