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ABSTRACT: The tourism industry is one of the major service sectors expanding rapidly. 

Hotels play a prime role in delivering service to guests and creating satisfaction. This study 

aims to measure the guest insight regarding the service quality of star-ranking hotels in 

Bangladesh. Thus, a quantitative approach was used to conduct the study, and a well-structured, 

close-ended questionnaire was developed. This study used a five-point Likert scale for 

collecting data. Statistical tool SPSS 24 was used for data analysis. The analysis of guest insight 

towards the service quality of star-ranking hotels in Bangladesh shows a positive picture. Key 

areas such as service quality, food quality, location, and modern facilities receive high 

satisfaction scores, indicating the hotel's strengths. Safety and security measures are also well-

regarded, although in-room security features need enhancement. Employee behavior shows a 

favorable view, particularly in complaint resolution, though overall service and interaction 

could improve. Green environment practices are recognized but have growth opportunities, 

especially in promoting energy-saving initiatives. This study will help to reshape the hotel 

services in Bangladesh and give direction for more extensive research to identify the 

segmentation-based hotel service.   
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1. Introduction 

The booming sectors of the economy are the tourism and hospitality sectors, mainly composed 

of services. As a result, the tourist and lodging sectors are among the most significant in the 

world due to their worldwide character [1]. This sector influences the lifestyle of nations and 

also drives the foreign currency toward the national economy [2]. So, the accommodation 

sector has become the backbone of the tourism and hospitality sector and has contributed 

significantly to Bangladesh's GDP [3, 4]. Quality service is currently the only thing that 

contemporary hotels can afford; thus, it has evolved into a crucial component of the client's 

market for hotels [3].  

The GDP of the entire country kept rising at a satisfactory pace over the years, which has 

been highlighted significantly [4]. It has been noted that the physical environment in which 

hotels operate is shifting drastically. Since the worldwide economy is more challenging to beat, 

hotels focus more on guests’ demands [5]. Multiple researchers emphasized the quality of 

service in hotels [6]. A further study by scholars demonstrated that psychological consequences 
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reveal the level of service provided by hotel businesses and the effectiveness of visitor 

attractions [8, 9].  

High-quality services create guests' loyalty to hotels. [7]. Evidence shows that, in 

economically advanced countries, the hotel business's service level enormously affects guests' 

trust in the hotel's brand [8]. Service providers work tirelessly to deliver outstanding services 

to visitors to guarantee the profitability of their organization [9]. Due to internationalization, 

hotels must meet client demands and ensure superior quality. Because of rivalry, hotels have 

now discovered fresh opportunities to keep both their current clientele and attract those of their 

rivals [10]. According to research [11], a key consideration when measuring client happiness 

is the quality of service [12]. Service quality involves knowing what clients want from a 

particular service and continually conforming to their requirements [13]. In the lodging 

industry, guests often enter with preconceived notions about the standard and level of service 

[14]. As a result, clients will feel happy when the quality of the service meets their standards. 

However, meeting client demands is a significant issue in the hotel industry. Hotel service 

quality is critical, with revisit correlated with guest contentment, while dissatisfied are less 

likely to return [4].  

This type of study is necessary for the hotel sector from every country's perspective. 

However, a microscopic study has been conducted in the context of Bangladesh, so this study 

aims to measure guest insight regarding the service quality of star-ranking hotels in 

Bangladesh. Thus, the study focuses on several factors like hotel facilities, safety and security, 

employee behavior, green environment practices, room quality expectations, and the hotel's 

front office and housekeeping facilities to fill the current gap in the study. 

2. Literature Review 

Realizing behavior in the tourism and hospitality sector is highly influenced by the quality of 

the services given [15]. When considering lodging facilities as their place to stay, visitors 

emphasize priorities depending on six criteria: value, service, location, cleanliness, sleep 

quality, and room quality [16]. According to the researcher, five service quality features have 

been used to assess how effectively clients understand and anticipate obtaining hotel services 

[17]. These involve responsiveness, reliability, certainty, tangibility, and empathy. Visitors' 

expectations concerning hotel amenities are vital to achieving their happiness; according to a 

study, there is frequently an overlap between visitor expectations and their real-time 

experience, implying that establishments must enhance their offerings to fulfill or surpass these 

expectations [18]. Guest views are greatly affected by factors like the absence of errors in 

service, guest room design, safety, and cleanliness [19]. Furthermore, guests' desire for hotel 

services is often affected by their social and cultural history; brand identification, language, 

and place of residence might affect what visitors want from their stay [23, 24]. 

Hotel properties must meet guest needs, including facilities, room design, personalized 

service, and security, to enhance customer satisfaction and trust [20]. During hotel experiences, 

guests seek kindness, social connections, knowledge, and hospitality amenities that fulfill their 

interests. These greatly enhance the general hotel experience for guests [21]. In lodging 

establishments, guests want access to guest devices and faster broadband internet access. Both 

commercial and leisure guests place equal importance on the room technology, which 

influences their overall experience and hotel preference [22]. The process by which individuals 
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arrange and explain their sensory experiences to make sense of their surroundings is known as 

guest perception [23]. 

On the other hand, the perception of anything can range radically from the objective fact. 

In marketplaces where competition is intense, companies view client satisfaction as their most 

essential asset [24]. Generating profits by meeting the desires and requirements of customers 

highlights the core idea of the client-fulfillment marketing approach [25]. The way that guests 

view and anticipate the amenities offered by hotels is a significant factor in determining their 

fulfillment and commitment level [26]. Research shows that guests' inclinations for technology 

facilities rely on their socio-economic status, which enormously affects how satisfied they are 

and how they will behave in the coming years when choosing a lodging establishment along 

with the location [18]. Moreover, assessing accommodation service quality, encompassing 

staff competence, comfort, and tangibles, is crucial for fostering guest contentment and loyalty 

[15].  

Research focuses on safe cleaning [27] and comfortable guest rooms [28]. To comply 

with visitor demands, particularly in light of the booming internationalization of travel. 

Bridging the overlap between demands and experiences, such as offering faultless service and 

aesthetically pleasing facilities, is essential to recognizing and fulfilling guests' expectations 

and raising guest satisfaction [29]. Environmentally friendly measures by hotels dramatically 

impact guest experiences in various ways, such as by satisfying expectations and improving 

offerings [30]. Food outlets and free breakfasts score well among hotel visitors, as do common 

areas like garages and swimming pools and individual room-related conveniences like TVs 

with flat screens. Opportunities for environmentally friendly practices, such as electric 

automobile charging and handicapped entry, are highly appreciated [31]. Visitors from other 

countries may have significantly contrasting views on how good the identical service is. The 

investigator argues that every country possesses a unique culture and way of assessing hotels 

[32]. Divergent opinions on the quality of services may result from cultural differences.  

The tourism sector is becoming increasingly vital to travelers from many different 

backgrounds because of the complex and ethnic variety of attitudes and decisions they make 

[33]. Costs in terms of money and behavior have an immense effect on how guests perceive 

the standards of the hotel business [39, 40]. It affects decisions taken by buyers about purchases 

and services [34]. Again, another author, outlines how Bangladeshi hotel visitors perceive their 

expectations according to five attributes of outstanding service: assurance, reliability, 

tangibleness, responsiveness, and empathy [35]. Satisfying clients is critical to achieving client 

retention [36]. To increase customer satisfaction, a company adopts an approach that prioritizes 

consumers [37]. As a result, innovative establishments gauge their performance using client 

satisfaction figures [38]. Retaining clients is a crucial success metric, as more than client 

fulfillment is required [39]. The most challenging thing for lodging businesses to achieve and 

sustain is guest happiness [40]. They are improving their services to boost client happiness, 

commitment, and the standard of their hotel interactions [41]. Understanding the critical issues 

around client satisfaction and service quality and prioritizing them is essential for the 

hospitality provider [17].   

According to [42], experts in the tourist industry have seen greater clarity in the 

requirements of customers due to the need for superior products and services [43] the argument 

is that combining service and product quality establishes a positive guest perception. Friendly 

relationships can increase guest loyalty and the probability of returning to the property [44]. 
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The variation between what clients think they will receive from providers of services and how 

they feel about the service is known as service quality [45]. Experts highlighted that the quality 

of service is determined by the guest’s assessment of the superiority or effectiveness of the 

service [46]. In the lodging world, the quality of service is not only recognized as a tool for 

generating sources of revenue but is also considered a key competitive component. This has 

led to the use of clichés like "the strongest rivalry tool" [47]. The study has acknowledged the 

crucial role of service quality in lodging operations due to its immediate impact on guest 

satisfaction and its indirect effect on guest loyalty [48]. The lodging industry is the most 

intricate tourism and hospitality business [49]. For service businesses like hotels, service 

quality has become a vital hurdle [50].  

Researchers further described the variations between the client's perceived and expected 

service levels [45]. When expectations exceed service performance, the perceived standard 

falls short of expectations, leading to dissatisfied customers [51]. Concerns about the 

environment are receiving increasingly more attention from clients nowadays [52]. Hotel 

establishments are utilizing environmentally friendly practices as a strategic approach to 

strengthen their competitive advantages for their guests. They are implementing regulations 

concerning the environment and ecologically conscious procedures that reduce the use of 

water, energy, and solid waste. 

On top of that, by reducing pollution and exhaustion of resources, environmentally 

friendly hotels lessen their adverse effects on the environment. Guests are becoming more 

proactive in their environmental inclination to develop positive behavioral intentions towards 

ecologically friendly hotels in the future [60, 61]. The eco-label approvals put into context 

sustainable hotels' capacity to interact with and impact guests on an environmental level [53]. 

Employee civility, cost, location [54], and issues related to safety and security [55] are several 

illustrations of intangible and physical components that hotels allow when offering their 

services.   

According to Provotorina et al., the physical components of the services determine how 

effectively guests evaluate their quality [56]. To attract possible guests, concentrate on catering 

services, cuisine [57], hotel reputation, and image [58]. Several examiners assumed that 

marketing campaigns. [59], environmentally friendly components [60], cleanliness, comfort, 

and prime locations [61] attract guests to the lodging. In the lodging industry, location is 

essential. Thus, the initial phase in evaluating a location's effectiveness is to ascertain its 

importance now and, in the future, [62]. Hotel visitors find room service particularly tempting 

since it meets their expectations. According to the researchers, it is common for hotel visitors 

to concentrate on spotless and roomy accommodations [63],. 

Conversely, in a well-managed space with modern equipment facilities, the new features 

that help create a favorable mood, such as clean and comfortable bedding for guests, include 

the temperature in the contemporary smart room [73, 74]. The standard of the front desk is 

another consideration. It has to do with how well the baggage gets carried away, how well the 

procedure for checking in performs, and how problem-solving the staff at the front desk is. 

Empirical data was offered by the investigator, indicating that the efficiency of front desk 

workers most significantly impacts guests' overall assessment of satisfaction and quality of 

service [39, 74]. The housekeeping department's amenities are essential to hotel visitors' 

satisfaction with stars. Empirical studies underline the significance of meeting visitors to 

enhance satisfaction levels. In addition, the impact of hired cleaning services on visitor 
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satisfaction is pointed out, emphasizing the role of cleanliness and staff behavior in determining 

visitors' experiences [74, 75]. The entire cleanliness of the hotel must be guaranteed by the 

housekeeping personnel, with specific attention to the restroom, which is a significant factor in 

guest pleasure [64]. 

3. Methodology  

The research design aims to create a framework appropriate for the study by identifying 

relevant data and incorporating multiple related judgments. According to [65], the research 

design is a general approach to addressing a research issue. The research design illustrates how 

these researchers identify their problem and purpose and present their conclusions based on the 

data obtained throughout the study. A research design, sometimes called a research strategy, is 

a plan to address several topics [66]. This is a quantitative study and used a non-probability 

convenient sampling method. Data were collected from the four renowned tourist destinations 

in Bangladesh which are Cox’s Bazar, Sylhet, Bandarban, and Rangamati. Thus, data were 

collected from the tourists who stayed at least one night in the hotel. The researchers used a 

well-structured, closed-ended questionnaire to conduct efficient research and collect data. First 

of all, the questionnaire was developed in English and then it was translated into Bangla for 

the understanding of respondents. For data collection, almost 280 questionnaires were 

distributed among the tourists. 255 questionnaires were returned by the respondents and 230 

respondents stayed at the hotel in tourist destination. Data were collected from 230 respondents. 

A sound structure was developed to gather data for this study. This questionnaire was divided 

into two major parts. The first part of the questionnaire consists of the respondents' socio-

demographic information and the second part is questions about hotel services and facilities. 

This study used a five-point Likert scale for collecting data. After that, statistical tools, such as 

SPSS 24, were used for data analysis. Table 1 shows the variables used in this study and their 

sources.  

Table 1. Variables of the study. 

Variables Source 

Hotel Facility 

The hotel's existing facility is worth the money. [16] 

The hotel's service quality is satisfactory for guests.  [40] 

The hotel maintained the quality of the food served at the restaurant. [40] 

The restaurant setup is suitable for the visitors. [40] 

The location of the hotel is convenient for the guests [16, 40] 

The price of the hotel service is reasonable. [40] 

I think the hotel holds a good image. [40] 

Hotel Facilities are modern and up-to-date.  [3, 16] 

Safety and Security 

The safety and security of the hotel is well maintained.  [23, 65] 

There are accessible fire exits at this accommodation. [24, 65] 

The accommodation is located in a safe area. [24, 65] 

The room door has adequate security features. [24, 65] 

Employee Behaviour 

The hotel complaint-solving process is prompt and effective.  

The staff helps deliver their services. [24, 65] 

The hotel employees serve the guests well. [24, 65] 

Hotel employees address guest complaints quickly and promptly. [61, 62] 

Green Environment Practices  

The hotel promotes green products in marketing and promotion.  [62] 

The hotel uses green and eco-friendly products and services. [61, 62] 

The hotel encourages the guests to use energy-saving practices.  [61, 62] 

The hotel is trying to lessen pollution in every aspect of its operations.  [61, 62] 

I am willing to pay more for the green products and green services  [61, 62] 

Room Quality Expectation Statements  
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Variables Source 

The room size is adequate. [40, 61, 62] 

The room is well furnished with modern equipment  [40, 61, 62] 

The bed, pillow, and mattress are clean and comfortable.  [40, 61, 62] 

The room temperature is comfortable and well-controlled.  [40, 61, 62] 

Front Desk Service  

The check-in procedure at the accommodation is good [16, 40] 

Luggage transfer is adequate. [40] 

In general, the front desk employees can solve my problems [3, 40] 

Housekeeping Services 

Housekeeping staff are well trained to provide room services.  [40] 

Housekeeping staff respond quickly to satisfy guest needs.  [3, 40] 

Housekeeping staff behave and professionally communicate with guests.  [40] 

4. Data Analysis and Discussion  

The socio-demographic data presented provides a comprehensive overview of a sample 

population of 230 respondents, as shown in Table 2. The result showed that 84.79% were male 

(195 respondents) and 15.21% were female (35). The largest group falls within the 40-49 years 

category, accounting for 38.70% of the sample, followed by those aged 30-39 at 26.09%. 

Individuals under 30 are 10.87%, those aged 50-55 are 15.22%, and those over 55 are 9.13%. 

Occupationally, the majority are engaged in business (65.22%), while 30.43% are service 

holders, and 4.35% fall under 'Others.' Regarding educational background, a significant 

majority have attained university education (73.91%), 21.74% have completed college or 

diploma level education, 4.35% have a secondary or high school education, and none have only 

primary education. This data highlights a predominantly male, middle-aged, business-oriented, 

highly educated sample population. 

Table 2. Socio-demographic Information 

Information Frequency Percent 

Gender 

Male 

 

195 

 

84.79 

Female 35 15.21 

Total 230 100.0 

Age   

<30 years 25 10.87 

30-39 years 60 26.09 

40-49 years 89 38.70 

50-55 years 35 15.22 

>55 years 21 9.13 

Total 230 100.0 

Occupation   

Service Holder 70 30.43 

Business 150 65.22 

Others 10 4.35 

Total 230 100.0 

Educational Background   

Primary education 0 00 

Secondary / High School 10 4.35 

College / Diploma 50 21.74 

University education 170 73.91 

Total 230 100.0 

4.1. Hotel facility.  

Hotel facilities refer to amenities or spaces set aside to make an activity easier. A hotel offers 

different kinds of facilities to the guests. These facilities range from in-room amenities to 

restaurant services, customer care, and other services. Thus, the guest perception was measured 

about hotel facilities where they stay. Table 3 shows the results of the study on hotel facilities. 
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The assessment of the given mean scores indicates that the hotel is highly regarded in several 

key areas. Guests find the service quality (mean 4.62; SD 0.602), food quality (mean 4.58; SD 

0.634), and location (mean 4.60) particularly satisfactory. Additionally, the hotel is perceived 

to have a good image (mean 4.52; SD 0.601) and modern, up-to-date facilities (mean 4.57; SD 

0.570), contributing to overall positive guest experiences. The value of the existing facilities is 

also appreciated (mean 4.44; SD 0.648). However, the restaurant setup (mean 3.61; SD 0.716) 

and the reasonableness of the service prices (mean 3.33; SD 0.826) score lower, suggesting 

areas for improvement. Enhancing the restaurant's ambiance and reassessing pricing strategies 

could enhance guest satisfaction and perceived value. 

Table 3. Hotel facility. 

Hotel Facility  Mean Std. Deviation 

The hotel's existing facility is worth the money. 4.44 .648 

The hotel's service quality is satisfactory for guests.  4.62 .602 

The hotel maintained the quality of the food served at the restaurant. 4.58 .634 

The restaurant setup is suitable for the visitors. 3.61 .716 

The hotel's location is convenient for the guests. 4.60 .630 

The price of the hotel service is reasonable. 3.33 .826 

I think the hotel holds a good image 4.52 .601 

Hotel Facilities are modern and up-to-date.  4.57 .570 

4.2. Safety and security. 

The assessment of the mean scores for the hotel's safety and security reveals a generally 

positive evaluation from guests (Table 4). The overall maintenance of safety and security at the 

hotel scores well (mean 4.48; SD 0.719), and the accessibility of fire exits is slightly higher 

(mean 4.50; SD 0.651), indicating that guests feel confident in the emergency preparedness of 

the accommodation. The hotel's location is also perceived as safe (mean 4.43; SD 0.768), 

further contributing to a sense of security. However, the security features of the room doors 

score significantly lower (mean 3.49; 0.615), indicating that guests might have concerns about 

the adequacy of in-room security measures. Enhancing the security features of room doors 

could improve guests' overall sense of safety and security during their stay. 

Table 4. Safety and security. 
Safety and Security Mean Std. Deviation 

The safety and security of the hotel is well maintained.  4.48 .719 

There are accessible fire exits at this accommodation. 4.50 .651 

The accommodation is located in a safe area. 4.43 .768 

The room door has adequate security features. 3.49 .651 

4.3. Employee behavior. 

The hotel industry is a service-based industry. Customer satisfaction largely depends on the 

quality of employee services. The assessment of the average scores for hotel employee 

behavior indicates a favorable view, with some areas for improvement (Table 5). The hotel's 

complaint-solving process is rated highly (mean 4.48; SD 0.650), demonstrating effectiveness 

and promptness in addressing guest issues. Staff helpfulness in service delivery scores well 

(mean 4.11; SD 0.626), suggesting that employees are generally perceived as supportive. The 

promptness of addressing complaints also receives a positive rating (mean 4.12; 0.685). 

However, the overall service provided by the hotel employees scores lower (mean 3.89; 0.580), 

indicating room for improvement in how employees interact with and serve guests. Focusing 
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on improving the quality of service and employee training could enhance guest satisfaction in 

this area. 

Table 5. Employee behavior. 
Employee Behaviour  Mean Std. Deviation 

The hotel complaint-solving process is prompt and effective. 4.48 .650 

The staff helps deliver their services. 4.11 .626 

The hotel employees serve the guests well. 3.89 .580 

Hotel employees address guest complaints quickly and promptly. 4.12 .685 

4.4. Green environment practices. 

The assessment of the mean scores for the hotel's green environment practices shows a mixed 

but generally positive commitment to Sustainability (Table 6). The hotel's efforts to promote 

green products (mean 3.82; SD 0.86) and use eco-friendly products and services (mean 3.79; 

SD 0.90) are moderately recognized by guests, indicating a decent level of awareness and 

implementation. The attempt to lessen pollution in operations scores slightly higher (mean 

3.94; SD 0.80), suggesting that guests perceive some effort in reducing environmental impact. 

However, encouraging guests in energy-saving practices scores lower (mean 3.42; SD 0.89), 

highlighting an area needing improvement. Additionally, the willingness of guests to pay more 

for green products and services (e.g., 3.55; SD 0.95) indicates moderate support, indicating 

potential for growth in promoting and enhancing green initiatives. Improving communication 

and engagement regarding energy-saving practices and expanding eco-friendly offerings could 

further strengthen the hotel's sustainability efforts. 

Table 6. Green environment practices. 
Green Environment Practices Mean Std. Deviation 

The hotel promotes green products in marketing and promotion.  3.82 0.86 

The hotel uses green and eco-friendly products and services. 3.79 0.90 

The hotel encourages the guests to use energy-saving practices.  3.42 0.89 

The hotel is trying to lessen pollution in every aspect of its operations.  3.94 0.80 

I am willing to pay more for the green products and green services  3.55 0.95 

4.5. Room quality expectation statements. 

The analysis of the mean scores for Room Quality Expectation Statements specifies that the 

hotel generally meets guest expectations in this area (Table 7). The cleanliness and comfort of 

the bed, pillow, and mattress receive the highest score (mean 4.55; SD 0.67), indicating that 

guests are delighted with the sleeping arrangements. The modern furnishing and equipment in 

the rooms also score highly (mean 4.45; SD 0.76), suggesting that the hotel's efforts to provide 

contemporary amenities are well appreciated. The adequacy of room size is moderately rated 

(mean 4.02; SD 0.78), indicating general satisfaction but with room for improvement. 

However, the room temperature control scores were lower (mean 3.88; SD 0.86), pointing to a 

potential area of discomfort for some guests. Enhancing temperature control systems and 

providing consistent comfort could enhance guest satisfaction with room quality. 

Table 7. Room quality expectation statements. 
Room Quality Expectation Statements Mean Std. Deviation 

The room size is adequate 4.02 .78 

The room is well furnished with modern equipment  4.45 .76 

The bed, pillow, and mattress are clean and comfortable.  4.55 .67 

The room temperature is comfortable and well-controlled.  3.88 .86 
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4.6. Front desk service. 

The analysis of the mean scores for Front Desk Service reveals that guests generally have a 

positive experience in this area (Table 8). The luggage transfer service receives the highest 

rating (mean 4.65; SD 0.1.13), indicating that guests find this service highly satisfactory and 

efficient. The check-in procedure is also rated well (mean 4.14; SD 0.624), suggesting a smooth 

and efficient process for guests upon arrival. Front desk employees' problem-solving ability 

scores slightly lower (mean 4.08; SD 0.89) but still reflect a positive perception of their 

competence and responsiveness. Overall, while the front desk services are well-regarded, there 

is always room for enhancing problem-solving capabilities to ensure even higher levels of guest 

satisfaction. 

Table 8. Front desk services. 
Front Desk Service Mean Std. Deviation 

The check-in procedure at the accommodation is good 4.14 0.624 

Luggage transfer is adequate 4.65 1.13 

In general, the front desk employees can solve my problems 4.08 0.89 

4.7. Housekeeping services. 

The analysis of the Housekeeping Services standard scores indicates significant areas for 

improvement (Table 9). The scores for housekeeping staff being well-trained to provide room 

services (mean 3.25; SD 1.21) and responding quickly to guest needs (mean 3.28; SD 0.89) are 

relatively low, suggesting that guests are not fully satisfied with the efficiency and 

effectiveness of the housekeeping services. The highest score for professional behavior and 

communication (mean 3.63; SD 0.62) is still moderate, indicating that while the staff generally 

conduct themselves professionally, there is room for enhancement. Additionally, focusing on 

better training for housekeeping staff and increasing their response times could significantly 

enhance the guest experience in this area. 

Table 9. Housekeeping services. 
Housekeeping Services Mean Std. Deviation 

Housekeeping staff are well trained to provide room services.  3.25 1.21 

Housekeeping staff respond quickly to satisfy guest needs.  3.28 0.89 

Housekeeping staff behave and professionally communicate with guests.  3.63 0.62 

Table 10: Reliability Statistics 

Cronbach’s Alpha No. of Items 

0.795 31 

The test was conducted by calculating the Cronbach Alpha score to determine and 

confirm the internal consistency and reliability of the questionnaire items [67]. According to 

[68], a study's data reliability is indicated by a Cronbach Alpha score of at least 0.70 in that 

study. The current research discovered that the Cronbach Alpha value for the 31 selected 

predictors was 0.795, demonstrating the validity of the information gathered in Table 10. In 

the above table, 300 Varimax Rotations were used to identify seven variables. Table 11 lists 

the eight characteristics necessary to analyze guest satisfaction with hotel services. It also 

outlines the groups of essential variables. It presents that, from the factor analysis, seven factors 

were used after the analysis. Four factors were found significant for the hotel service quality. 

Four factors, hotel facilities, safety and security, employee behavior, and green environment 

practices, have 18.05 percent, 13.22 percent, 11.86 percent, and 10.66 percent variance.  
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Table 11. Factor loading of the study. 

Factor Factor Loading Variance Explained 

Hotel Facility  

The hotel's existing facility is worth the money to me 

 

.756 

 

 

18.05% The hotel's service quality is satisfactory for guests.  .823 

The hotel maintained the quality of the food served at the restaurant. .788 

The location of the hotel is convenient for the guests .852 

The price of the hotel service is reasonable  .752 

I think the hotel holds a good image .778 

Safety and Security   

The safety and security of the hotel is well maintained.  .863  

13.22% There are accessible fire exits at this accommodation. .812 

The room door has adequate security features. .799 

Employee Behaviour.    

The hotel complaint-solving process is prompt and effective. .712 

11.86% 

 

The staff helps deliver their services. .844 

The hotel employees serve the guests well. .796 

Hotel employees address guest complaints quickly and promptly. .823 

Green Environment Practices   

The hotel uses green and eco-friendly products and services. .783  

10.66% The hotel encourages the guests to use energy-saving practices.  .833 

The hotel is trying to lessen pollution in every aspect of its operations.  .742 

I am willing to pay more for the green products and green services  .769 

Room Quality Expectation Statements   

The room size is adequate .832  

8.33% The room is well furnished with modern equipment  .786 

The room temperature is comfortable and well-controlled.  .754 

Front Desk Service   

The check-in procedure at the accommodation is good .795  

7.02% Luggage transfer is adequate .869 

In general, the front desk employees can solve my problems .761 

Housekeeping Services   

Housekeeping staff are well trained to provide room services.  .811  

5.54% Housekeeping staff respond quickly to satisfy guest needs.  .705 

Housekeeping staff behave and professionally communicate with guests.  .722 

5. Conclusion  

The analysis of guest insight regarding the service quality of star-ranking hotels in Bangladesh 

shows a generally positive picture. Key areas such as service quality, food quality, location, 

and modern facilities receive high satisfaction scores, indicating the hotel's strengths. Safety 

and security measures are also well-regarded, although in-room security features need 

enhancement. Employee behavior shows a favorable view, particularly in complaint resolution, 

though overall service and interaction could improve. Green environment practices are 

recognized but have growth opportunities, especially in promoting energy-saving initiatives. 

Room quality meets expectations in cleanliness and modern amenities but falls short in 

temperature control. Front desk services are praised for efficiency, especially in luggage 

transfer, but problem-solving capabilities could be better. Housekeeping services exhibit the 

most significant need for improvement, particularly in staff training and responsiveness. The 

findings emphasize the importance of maintaining high service delivery standards and 

promptly addressing guest concerns to enhance overall satisfaction. Additionally, a moderate 

but growing appreciation for green practices suggests that hotels could benefit from further 

integrating and promoting sustainable initiatives. Improving specific areas, particularly 

housekeeping efficiency, room security, and energy-saving practices, could further elevate the 

guest experience. Overall, hotels in Bangladesh should focus on continuous training for staff, 

effective problem-solving, and expanding eco-friendly practices to meet and exceed guest 

expectations, thereby strengthening their market position and reputation. Generally, while 
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guests appreciate many aspects of the service quality at these hotels, addressing the identified 

areas of improvement could further elevate guest satisfaction and solidify the reputation of 

hotels in Bangladesh. This study gives a general understanding of hotel service in Bangladesh. 

However, future research should explore the segmentation-based hotel services needs in 

Bangladesh. After that, the technological importance of guest satisfaction is another important 

aspect for future researchers. Additionally, recognizing the perspectives of hotel staff can give 

an inclusive view of service dynamics and areas for improvement. 
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