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	Assurance
	A SERVQUAL dimension reflecting the knowledge and courtesy of staff and their ability to inspire trust and confidence in guests.

	Convenience Sampling
	A non-probability sampling technique in which participants are selected because they are easily accessible and willing to take part.

	Cronbach's Alpha
	A statistical measure of internal consistency that shows how reliably a set of scale items measures the same concept; values of 0.70 or above are generally considered acceptable.

	Customer Satisfaction
	A customer's overall evaluation of a product or service, formed by comparing what they expected with what they actually experienced.
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	A research approach that begins with existing theory, develops expectations from it and then tests them using collected data.

	Descriptive Statistics
	Statistical techniques, such as frequencies, means and standard deviations, used to summarise and describe the main features of a dataset.

	Empathy
	A SERVQUAL dimension referring to the caring, individualised attention a service provider gives to its customers.

	Expectation Confirmation Theory
	A theory proposing that satisfaction results from the extent to which a customer's prior expectations are confirmed, exceeded or not met by actual performance.
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	A statistical technique used to examine how one or more independent variables predict or explain changes in a dependent variable.
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	A SERVQUAL dimension describing the ability of a service provider to perform the promised service dependably and accurately.

	Research Onion
	A framework developed by Saunders and colleagues that illustrates the layers of decisions in research design, from philosophy to data collection and analysis.

	Responsiveness
	A SERVQUAL dimension reflecting the willingness of staff to help customers and provide prompt service.

	Revisit Intention
	A customer's stated likelihood or willingness to return to the same destination or service provider in the future.

	Service Quality
	The degree to which a service meets or exceeds customer expectations, as judged by the customer.

	SERVQUAL
	A multi-dimensional model for measuring service quality through five dimensions: tangibility, reliability, responsiveness, assurance and empathy.

	Statistical Significance
	An indication that a result is unlikely to have occurred by chance; in this study, a p-value below 0.05 is treated as significant.

	Tangibility
	A SERVQUAL dimension referring to the physical aspects of a service, such as facilities, equipment, rooms and staff appearance.

	Word of Mouth
	Informal communication in which customers share their experiences of a product or service with other people.
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[bookmark: _Toc241187382]Abstract
Tourism and hospitality industry is a significant sector in the economy of Bangladesh and Cox's Bazar is the main tourist destination of the country. Knowing what customers are satisfied with is important for the competitiveness and sustainability of hotels in this very competitive market. The present study aims to analyze and compare the level of customer satisfaction of national and international tourists who are staying in the hotels in Cox's Bazar, Bangladesh and to find out the factors that affect the level of customer satisfaction with the hotel services.
The research was conducted using a positivist, deductive quantitative approach. A structured questionnaire was used to collect the data with the help of 30 tourists (15 national tourists and 15 international tourists) according to the Expectation Confirmation Theory (Oliver, 1980) and SERVQUAL Model (Parasuraman, Zeithaml and Berry, 1988). The data were analysed using SPSS software, which used descriptive statistics, independent samples t-test and multiple regression analysis.
The results showed that national tourists scored higher than international tourists on all service quality dimensions, notably Empathy and Reliability, although none of these differences was statistically significant. The independent samples t-test showed that national tourists reported slightly higher satisfaction (M = 3.73) than international tourists (M = 3.48), but the difference was not statistically significant, t(28) = 0.79, p = 0.436. Regression analysis revealed that Reliability, Empathy and Responsiveness were significant predictors of customer satisfaction, while Tangibility and Assurance were not significant in the model.
The study has made its contribution to the hospitality literature with empirical evidence on comparative customer satisfaction in a developing country context. In practice, the results provide concrete suggestions for hotel operators on how to enhance service quality in terms of reliability, empathy and responsiveness and to design specific strategies for international tourists. The study also has policy implications to improve the competitiveness of tourism in Bangladesh.
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[bookmark: _Toc241187384]1.1 Background of the Study
Tourism and hospitality are one of the largest and fastest-growing sectors of the global economy and play an important role in employment, foreign exchange earnings and sustainable economic development. As international tourist numbers begin to rebound from the COVID-19 pandemic, offering value-added tourism products and services is becoming a key element in being competitive in the market (UN Tourism, 2024). Customer satisfaction plays a key role in measuring success in the hospitality sector since happy customers are likely to return to places, refer friends to services and help boost the organization’s performance in the long run (Kotler, Bowen and Baloglu, 2022).
Tourism is now a major and important field to Bangladesh economy development and regional development. Cox's Bazar is the most tourist-friendly area in the country, where millions of local tourists flock annually along with the growing number of tourists from foreign countries. The area is famous for having the world's longest continuous natural sandy beach, measuring 120 kilometres (Bangladesh Tourism Board, 2023). Accommodation facilities in the area range from luxury hotels to resorts, boutique hotels and guest houses. As the hotel industry continues to expand, competition has grown, and hotel managers have been forced to improve service quality and ensure customer satisfaction to remain competitive.
According to Oliver (1980), the satisfaction of customers is the measure of whether the product or service has met or exceeded their expectations before purchase. Customer satisfaction in the hotel sector is affected by various factors such as service quality, professionalism of the staff, the cleanliness of the rooms, the quality of hotel facilities, food and beverages services, safety and security, and price fairness (Zeithaml et al., 2024; Parasuraman, Zeithaml and Berry, 1988). Different types of tourists may have different needs, norms, motives, and expectations towards service. It is possible that domestic tourists may be more concerned about low cost and convenience, and international tourists may be more concerned about internationally recognised service standards, communication, cleanliness, and personalised service (Han and Hyun, 2018).This study is particularly timely as Bangladesh's tourism sector continues to recover and grow in the post-pandemic period, with new opportunities and challenges emerging for hotel operators in Cox's Bazar (Bangladesh Tourism Board, 2023).
[bookmark: _Toc241187385]1.2 Research Problem / Gap
The importance of service quality in the hospitality and tourism literature is evident in many studies around the world, which show that service quality is one of the key determinants of customer satisfaction, customer loyalty, revisit intention, and positive word of mouth (WOM) (Rather, 2020). However, the studies carried out till now on the topic in Bangladesh were primarily aimed at general satisfaction of customers, attractiveness of the destination or tourism development rather than making a comparative study between national and international tourists staying in hotels in Cox's Bazar. It is important to understand that there has been little empirical research conducted to find out what the differences between these two kinds of tourists are in their satisfaction, perception of service quality and expectations.
So far, Bangladesh's tourism research has conceived tourists as a single entity without paying attention to the difference between national and international tourists in terms of their expectation, cultural background, communication styles and service preferences, which impact tourists' satisfaction level from hotel services (Mawa, 2019; Alauddin et al., 2020). Moreover, the impact of the post-COVID-19 shift in the tourists' demands for hygiene, safety, and digital services has not been studied sufficiently in the context of the hospitality industry in Bangladesh (Abdou et al., 2022).
If there are no comparisons, hotel managers would not be able to design specific strategies to address the unique needs of these two customer groups. Therefore it is needed to conduct research on Cox's Bazar to find the factors influencing customer satisfaction and to compare the satisfaction level of the national and international tourists who stayed in the hotels of Cox's Bazar.
To fill this gap this study will compare the extent of satisfaction of national and international tourists who are staying in hotels in Cox's Bazar. The findings of the present study would contribute to the existing knowledge on the field of hospitality and would provide some useful suggestions for hotel managers to make the tourism and hospitality industry of Bangladesh competitive.
[bookmark: _Toc241187386]1.3 Significance of the Study
This study has a great theoretical and practical significance. The tourism and hospitality industry is one of the most critical aspects of Bangladesh's economic growth, as it offers jobs and employment, serves as an investment sector and brings revenue to the country (Bangladesh Tourism Board, 2023). Customer satisfaction is the key element for the competitiveness and sustainability of the hotel sector in Cox's Bazar as it's the most visited tourist destination of the country and attracts large numbers of domestic and international tourists annually.
Understanding these factors that influence customer satisfaction allows hotel managers to improve the quality of the service provided, create a positive customer relationship, and increase repeat visits. When satisfied customers spread positive word of mouth and online reviews about the hotel, it enhances the reputation and performance of that hotel (Kotler, Bowen and Baloglu, 2022). Moreover, knowing the expectation and satisfaction level of national and international tourists can assist hotel operators in designing their market segmentation strategies to cater to various market segments.
Academically, this study is one of the few studies on comparative customer satisfaction in the hospitality industry of Bangladesh. The SERVQUAL Model and the Expectation Confirmation Theory have extended the existing knowledge on service quality and customer satisfaction and provided evidence that can be employed in further research in the tourism and hospitality management (Oliver, 1980; Parasuraman, Zeithaml and Berry, 1988).
In theory, this study adds value to the literature of the Hospitality industry by introducing and applying the SERVQUAL Model and Expectation Confirmation Theory in the context of a developing country like Bangladesh, where research related to tourism is yet limited. The study compares two different types of tourists to expand the scope of the theories into a cross-cultural hospitality context.
[bookmark: _Toc241187387]1.4 Research Aim
To examine and compare customer satisfaction among national and international tourists staying in hotels in Cox's Bazar, Bangladesh, and to identify the factors influencing their satisfaction with hotel services.
[bookmark: _Toc241187388]1.5 Research Objectives
· To identify the factors influencing customer satisfaction among hotel guests in Cox's Bazar.
· To assess customer satisfaction among national tourists.
· To assess customer satisfaction among international tourists.
· To compare the satisfaction levels of national and international tourists.
[bookmark: _Toc241187389]1.6 Research Questions
· What factors influence customer satisfaction among hotel guests in Cox's Bazar?
· What are the satisfaction levels of national and international tourists?
· Are there significant differences in customer satisfaction between the two groups?
· What strategies can improve customer satisfaction in hotels in Cox's Bazar?
[bookmark: _Toc241187390]1.7 Scope of the Study
The present study aims to make a comparison of the satisfaction level of national and international tourists at the registered hotel of Cox's Bazar Municipality area. The study focuses on the SERVQUAL dimensions (Tangibility, Reliability, Responsiveness, Assurance, and Empathy) and tourists' perceptions of overall satisfaction. Other factors such as hotel facilities, cleanliness, safety and security and price fairness are considered through the literature and in interpreting the findings, but were not measured as separate variables.
The target respondents were the tourists who have been on their stay in the hotels of Cox's Bazar during the period of study and the age of respondents were 18 years and above. To provide variety of service quality, five hotels covering the different classes of luxury, mid-range and budget hotels were included. The study is based on tourists who have interacted with the hotel enough to assess the service provided and make a decision.
The findings of the study are restricted to Cox's Bazar and cannot be used for any other tourist places and accommodation service of Bangladesh however the study contributes to the knowledge of customer satisfaction in the hospitality sector of Bangladesh. The study, however, is expected to provide meaningful recommendations to the hospitality management practitioners, tourists and policy makers trying to improve service quality and customer satisfaction (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc241187391]1.8 Dissertation Structure
This dissertation has been divided into six chapters. The research is introduced in Chapter One which contains the background of the research, research problem, significance of the research, research aim, research objectives, research questions, scope and structure of the research.
The literature review and gap identified in the literature is presented in Chapter Two where a critical analysis of the relevant literature on customer satisfaction, service quality, SERVQUAL, Expectation Confirmation Theory and comparative study of national and international tourists is carried out.
The research methodology is described in Chapter Three where it focuses on research philosophy, approach, design, data collection, sampling, ethical issues and data analysis. The chapter is based on the Research Onion model of Saunders, Lewis and Thornhill (2019).
The results of the research are presented in Chapter 4. The findings are discussed in Chapter 5 in relation to the research objectives, the existing literature and the theories. Chapter 6 sets out the practical and theoretical implications for hotel managers, policymakers and future research, the limitations of the study, recommendations for future research and the conclusion.

[bookmark: _Toc241187392]Chapter 2: Literature Review
[bookmark: _Toc241187393]2.1 Introduction
The literature review conducted in this chapter critically reviews the current knowledge on customer satisfaction in the hospitality industry, with a special focus on the hotel service level and the experiences of national and international tourists. The aim of the review is to build the theoretical and empirical foundation of the study and identify the gaps that justify investigating tourist satisfaction in hotels in Cox's Bazar, Bangladesh. The review critically assesses existing research by analysing the similarities and differences of the findings, as well as limitations in previous research.
The chapter begins with an examination of customer satisfaction and its significance within the hospitality industry, before exploring the link between service quality and customer expectations. It then critically reviews both SERVQUAL and Expectation Confirmation Theory (ECT). The review addresses the differences between national and international tourists and then reviews the evidence for Bangladesh and Cox's Bazar. Finally, the empirical literature is synthesised, the research gap is identified, and the theoretical and conceptual framework is presented.
[bookmark: _Toc241187394]2.2 Customer Satisfaction in the Hospitality Industry
[bookmark: _Toc241187395]2.2.1 Definition of Customer Satisfaction
Customer satisfaction is a measure of the congruence between a customer's expectations for a product or service and what the customer receives. According to Oliver's (1980) Expectation Confirmation Theory (ECT), satisfaction results from comparing one's expectations with one's experiences. If performance does not match or exceed expectations, dissatisfaction occurs, whereas if it does, satisfaction results. This is especially important for hotels as guests have expectations before arriving and then assess their experience once they are there.
Customer satisfaction is defined as the customer's evaluation of whether a product or service has fulfilled or exceeded their prior expectations (Oliver, 1980). This evaluation process involves comparing pre-consumption expectations with perceived service performance (Zeithaml, Berry and Parasuraman, 1993). In the hospitality context, expectations are shaped by previous experiences, hotel class, price, advertising, online reviews, recommendations, and destination image (Kotler, Bowen and Baloglu, 2022). Therefore, two tourists staying in the same hotel may have different satisfaction levels because their expectations differ.
Satisfaction in the hospitality industry is not straightforward as set expectations and level of performance. With hotel experience, there are quite a few elements that are tangible and intangible, such as rooms, cleanliness, facilities, employee conduct, responsiveness, security, and the environment. Thus, customer satisfaction can be defined as a multidimensional assessment of the entire service experience (Kotler, Bowen and Baloglu, 2022). This is especially important when considering differences in the evaluation of the same hospitality services by tourists from various countries, given that national and international tourists could have different expectations, previous experiences, and cultural backgrounds.
[bookmark: _Toc241187396]2.2.2 The Role of Customer Satisfaction in Hotels
Customer satisfaction is strategically significant as it can affect customer retention, loyalty, and competitive performance. When guests are satisfied, they tend to have positive attitudes towards the hotel, they would come back to stay, and recommend it to others. Thus, satisfaction can be a key element in building longer-term customer relationships and organisational competitiveness in a competitive hospitality market (Kotler, Bowen and Baloglu, 2022).
Satisfaction has become more significant due to tourists having the opportunity to post their experiences on digital media and provide online reviews. Positive experiences can create positive electronic word-of-mouth, whereas negative experiences can reach many customers quickly. Customer experience and engagement are key in tourism and hospitality, as noted by Rather (2020), who observes that customers have the ability to assess and share their experiences. Hotels should be aware of the ratings given for overall satisfaction as well as for specific service attributes.
[bookmark: _Toc241187397]2.2.3 Customer Satisfaction, Loyalty and Revisit Intention
Customer satisfaction tends to be associated with customer loyalty and revisit intention. Visitors who are satisfied or more than satisfied will be more likely to come back and recommend the hotel to other visitors, their families, and friends. These recommendations can happen in a traditional way, through word-of-mouth, or through online reviews in today's era of tourism (Rather, 2020).
However, satisfaction does not necessarily lead to loyalty. If a tourist is content with the hotel, they might consider another hotel because of price differences, change of travel plans, novelty seeking, or alternative lodging choices. Likewise, visitors can revisit Cox's Bazar without being guests of the same hotel. Therefore, satisfaction is a significant factor in loyalty and revisit intention, but should be seen as one of the drivers, not the sole driver.
[bookmark: _Toc241187398]2.2.4 Critical Perspectives on Customer Satisfaction
Customer satisfaction is not absolute and it varies according to the situation. Service performance might be the same, but so might be the expectations, experience, and preferences of customers that lead to different evaluations. Factors such as travel motive, hotel rate, length of stay and hotel type can also impact satisfaction. This is particularly important if the national and international tourists are considered as one group because they could be hiding significant differences in expectations and service evaluations.
Overall, the literature confirms that customer satisfaction is a multi-dimensional phenomenon affected by expectations and service performance. It is strategically important for hotels because of the potential impact on loyalty, revisit intention, and word-of-mouth. But there is a need to conduct comparative study of national and international visitors to Cox's Bazar, as they vary in some respects.
[bookmark: _Toc241187399]2.3 Hotel Service Quality and Customer Satisfaction
In the hospitality sector, service quality is well known as a major influence on customer satisfaction, involving customers' perception of the physical environment and their experience with the service provider. The concepts of service quality and service satisfaction are related but different. Service quality refers to the customers' perception of the quality of the service during the service consumption process, while satisfaction is a bigger picture judgment of the entire service consumption experience (Zeithaml et al. 2024; Parasuraman, Zeithaml and Berry 1988). While the level of service quality can play a role in satisfaction, the level of customer expectations, price and travel situation can also play a role in the customer's evaluation.
Service staff behaviour is important as guests and service staff have a lot of contact in hotels. Courtesy, professionalism, communication and helping customers are ways to build trust and customer orientation. Good workers can also help to minimise dissatisfaction when there are complaints and service failures. But, good employee interaction is not enough to compensate for bad physical conditions or poor facilities, and satisfaction depends on interpersonal, as well as functional, aspects of service.
One of the basic factors of satisfaction at the hotel is cleanliness. Generally rooms, bathrooms and public areas should be kept to a suitable standard of cleanliness. Inadequate cleanliness may lead to dissatisfaction, and affect comfort, quality and safety. Fagbemi (2023) similarly found that cleanliness and staff friendliness were the strongest predictors of guest satisfaction in two- and three-star hotels, showing that this factor matters beyond the luxury segment. Similarly, various features offered by the hotel like room temperature, comfort, furnishings, internet access and recreational facilities contribute to the overall experience.
It is also very important to have safety and security, particularly for tourists who may not be familiar with the area. Applying the correct precautions can minimise risk and be beneficial in generating favourable perceptions of the hotel. This may be especially important for visitors from overseas, who might not be as familiar with the local surroundings.
Other variables, like perceived value and price also influence customer's evaluations. The value that customers are receiving is compared to what they are paying. If the hotel performs well, it can get favourable ratings and if it does not, it can become a costlier hotel and result in customer dissatisfaction (Kotler, Bowen and Baloglu, 2022). The quality of service has to be considered along with the perceived value.
[bookmark: _Toc241187400]2.4 SERVQUAL Model and Hotel Service Quality
One of the most popular service quality measurement frameworks is the SERVQUAL model created by Parasuraman, Zeithaml, and Berry (1988). The model consists of five dimensions of service quality: Tangibility, Reliability, Responsiveness, Assurance, and Empathy. These dimensions have special reference to hotels, as they involve the physical structure as well as the many points of contact between guests and staff.
[bookmark: _Toc241187401]2.4.1 Tangibility
Tangibility is the physical nature of the service delivery such as facilities, equipment, rooms, furnishings, and the appearance of employees (Parasuraman, Zeithaml and Berry, 1988). In hotels, tangible elements have special significance as it is the physical world which guests directly engage with during their stay. The initial and overall evaluations of the quality of services can be affected by the cleanliness of rooms, furniture, reception areas, equipment, and the overall appearance of the property.
[bookmark: _Toc241187402]2.4.2 Reliability
Reliability is the service provider's consistency and accuracy in providing promised services (Parasuraman, Zeithaml and Berry, 1988). At the hotel level, reliability can be defined as accurate bookings, correct billing, timely housekeeping, delivery of advertised facilities, and delivery of promised services. Reliability is crucial as guests expect the hotel to fulfil what it promises. Consistency can help establish trust and minimise uncertainty, aiding customer satisfaction.

[bookmark: _Toc241187403]2.4.3 Responsiveness
Responsiveness relates to the employees' willingness and ability to quickly assist customers (Parasuraman, Zeithaml and Berry, 1988). In hotels, it involves responding to guest requests in a timely fashion, efficient check-in and check-out, and effectively providing information and solving complaints. Quick service can convey that staff appreciate the customer and are willing to solve the customer's problems.
[bookmark: _Toc241187404]2.4.4 Assurance
The knowledge, courtesy and ability of the employees to induce confidence and trust (Parasuraman, Zeithaml and Berry, 1988). Assurance is demonstrated in a hotel through the professional and courteous nature, as well as knowledge of the hotel amenities and how to address the needs of guests. This is particularly important when tourists are seeking information or assistance from the staff in a hotel.
[bookmark: _Toc241187405]2.4.5 Empathy
Empathy is the degree to which service providers are caring, provide personalised service and understand the individual needs of evaluations of a home the service seekers (Parasuraman, Zeithaml and Berry, 1988). Empathy in a hotel is catering to customers by listening to them, understanding their needs and tastes, taking care of them and acknowledging concern with them when problems occur. This kind of attention can boost customers' feeling that they are appreciated, not simply considered an unidentified transaction.
[bookmark: _Toc241187406]2.5 Expectation Confirmation Theory (ECT)
The Expectation Confirmation Theory (ECT) developed by Oliver (1980) is an important theory to explain the development of customer satisfaction after the consumption experience. The theory suggests that customers develop expectations prior to their consumption of a product/service and then make a comparison between their expectations and their perceptions. Satisfaction is not just a result of service performance; it is the result of the difference between the service's performance and what was expected by the customers. This is why ECT is pertinent for the hospitality industry as customers book hotels first before experiencing the services. The theory continues to be applied in recent tourism research: Yuan and Marzuki (2024) used it to explain repeat visitation to heritage attractions, while Tiwari and Mishra (2023) showed that a hotel\u2019s star rating shapes pre-stay safety expectations that are subsequently confirmed or disconfirmed during the stay.

Past experiences, advertisements, online reviews and recommendations, price and the classification of the hotel can influence customer expectations. The expectations in hotels are safety, response, hotel facilities, staff, cleanliness and room quality. The expectation may be higher for those who choose a more expensive or higher ranking hotel. Therefore, the same service can result in varying levels of customer satisfaction for different customers based on their different expectations.
The second component is perceived performance, the customer's evaluation of the service. This might involve check if room was as described, adequate staff, promised facilities, cleanliness, and guest's safety and security at a hotel.
If expectations are fulfilled, they are confirmed, if they are not they are disconfirmed. If the performance matches expectations, it is called confirmation, if it exceeds expectations, then it is positive disconfirmation, and if it falls short, then it is negative disconfirmation (Oliver, 1980). Positive disconfirmation can increase satisfaction and result in positive behavioural responses; negative disconfirmation can result in complaints, negative word-of-mouth and dissatisfaction.
The present study is relevant to ECT because the expectations of national tourists and international tourists towards hotels might differ in Cox's Bazar. Domestic tourists may have a more familiar understanding of the local standards for accommodation and international tourists may make their comparisons with other tourist destinations. These discrepancies could impact the evaluation of hotel performance.
[bookmark: _Toc241187407]2.6 National and International Tourists: Comparative Perspective
National tourists and international tourists do not necessarily constitute one customer segment due to their different nationalities, cultures, expectations, and language, which can affect their perceptions of hotel services. Thus, a given hotel stay can generate varying levels of satisfaction for different tourist segments. This is important for the current study as it acts as the basis for comparing satisfaction of national and international tourists in Cox's Bazar.
[bookmark: _Toc241187408]2.6.1 Expectations and Service Preferences
A source of difference is expectations. National tourists are more familiar and comfortable with the local language, culture, and hospitality environment, and their expectations may have been influenced by their experiences in the local hospitality environment. The experiences of accommodation in other countries may be applied by international tourists to their evaluation of the situation in Bangladesh. However, international tourists may not always have greater expectations, but their expectations might be different in other aspects like multilingual communication, familiar facilities, and payment systems. National tourists may value more convenience, low cost, family facilities, and accessibility. Shora and Shora (2023) similarly found that tourists from Western countries placed more weight on tangible hotel attributes than tourists from other regions, who emphasised staff reliability instead, reinforcing that service priorities vary systematically by traveller origin.
[bookmark: _Toc241187409]2.6.2 Cultural Differences and Communication
Perceptions of employee behaviour, communication, personal space, and hospitality may differ depending on cultural background. National cultural characteristics can influence satisfaction with hotels and the importance of specific attributes such as cleanliness, room quality, location, and staff performance (Wąsowicz-Zaborek, 2025). Communication can be of special importance for international visitors as language barriers can lead to problems with responsiveness, assurance, and empathy. This cultural gap has been demonstrated empirically by Maki, Sano and Sun (2025), who found that international and domestic guests at Japanese ryokans differed systematically in the service attributes they prioritised, reflecting underlying cultural values rather than the service itself.
[bookmark: _Toc241187410]2.6.3 Price, Value and Satisfaction
Additional differences in tourist evaluations may be due to price and perceived value. Visitors judge whether the benefit obtained is commensurate with the cost of the service. For hotel stays, international tourists may compare hotel prices and standards with hotels in other countries, while national tourists may compare with other accommodation in their own country. However, it is not only nationalities that impact perceptions of price, as income, travel purpose, and hotel category also play a part in value assessments.
[bookmark: _Toc241187411]2.6.4 Revisit Intention
Satisfaction can also influence the intention to return and recommendations, but this is influenced by destination attractiveness, affordability, distance to destination, and alternative destinations. A tourist can be content with a hotel and still choose another in the future. Hence, satisfaction and revisit intention are regarded as two different but related constructs.
Overall, the literature indicates that expectations, cultural background, communication, service preferences, and perceived value can be factors causing differences between national and international tourists. There is, however, little substantiating evidence of any difference in satisfaction between the two groups. This ambiguity is a good reason to compare the two groups empirically.
[bookmark: _Toc241187412]2.7 Customer Satisfaction in Bangladesh and Cox's Bazar
There is immense tourism potential in Bangladesh because of its natural beauty, cultural and historical interest. Cox's Bazar has a special significance considering its long coastline, beach and the facilities of tourism. The place is a tourist hotspot for both national and international tourists, resulting in demand for hotels and other accommodation services. With a growing competition among accommodation providers, customer satisfaction and service quality has become an important element in hotel performance.
In the past, some research has been conducted in Bangladesh on tourists' satisfaction with hotels, and it has been observed that the service attributes of hotels have an impact on the tourists' satisfaction. Mawa (2019) conducted a study on service attributes that are associated to tourist satisfaction in Cox's Bazar where 300 respondents were taken. Factor analysis and regression analysis were used to analyze the collected data. The study provides evidence for particular destinations but failed to make comparisons between national and international visitors.
In the study of service quality in the hotel industry, Alauddin et al. (2020) applied the modified SERVQUAL model in the hotel industry with a sample size of 300 respondents from Cox's Bazar and Saint Martin. They identified discrepancies between the tourists' expectations and perceptions along various dimensions of SERVQUAL and the Expectation Confirmation Theory (ECT), thus establishing the applicability of both SERVQUAL and the Expectation Confirmation Theory to the current research.
Cox's Bazar is deemed suitable for comparative investigation as national and international tourists can avail the same hotel services, but with different intentions and experiences. To fill this gap, this study examines the level of customer satisfaction of the two groups in the context of the two theories SERVQUAL and ECT.
[bookmark: _Toc241187413]2.8 Empirical Review and Critical Synthesis
Empirical studies indicate that service quality is one of the main factors affecting customer satisfactions; however, the influence of each of the different service quality dimensions is not the same in all situations. Reliability is particularly important because visitors expect the same level of performance in the services provided, and responsiveness is particularly important because visiting occasions are time sensitive and handling complaints quickly is a key issue. These variations may result from variations in the types of hotels, destinations, customers characteristics and research methodology.
This type of variation also applies to assurance, empathy and tangibility. Empathy may be more crucial to customers seeking personalised service, while assurance may be more crucial to tourists requiring information and help in an out-of-the-way place. The tangible aspects, including room, cleanliness and physical facilities, can impact the initial evaluations of a hotel and may influence satisfaction. The outcomes show that the service quality is not a one-dimensional concept, but should not be determined by one dimension alone.
This service quality-customer satisfaction link is further complicated by price and perceived value because customer satisfaction is based on the service received and their perception of value in comparison to the price paid. This reinforces the linking of SERVQUAL to the expectation-based approach.
These conclusions are supported by evidence from Bangladesh. The modified SERVQUAL approach was used to find gaps between tourists' expectations and perceptions in Cox's Bazar and Saint Martin by Alauddin et al. (2020). They do not provide good evidence for differences between national and international tourists, however, due to the small sample size of tourists in their overall sample.
The results show that service quality and customer expectations have an influence on customer satisfaction, which differs depending on context and customer group. Current study in Cox's Bazar mostly focuses on tourists as a whole, and lacks adequate comparative data on the tourists' nationality. This is consistent with the present study which examines the differences between the service quality and satisfaction of tourists visiting the country from national and international sources using the SERVQUAL and ECT models.
[bookmark: _Toc241187414]2.9 Research Gap
There are some studies that have already been conducted which found that service quality, customer expectations, and customer's perception of the service performance, value are the factors that affects the customer satisfaction in the hotels. The SERVQUAL tool can be useful when trying to evaluate tangibility, reliability, responsiveness, assurance, and empathy and the ECT can be used to grasp how expectations and expectations of performance relate to satisfaction. The study conducted in Bangladesh, especially in Cox's Bazar, shows that there is a gap between the actual and perceived service provided by the hotel for tourists (Alauddin et al., 2020). But there are areas that need improvement.
First, typical research approaches treat tourists as a single entity and have little comparative evidence related to national versus international tourists. Second, there hasn't been much research that integrates service quality dimensions and expectation-based explanations specifically in Cox's Bazar. Third, the studies do not adequately explore cultural issues of communication, communication preference for service and value perception to explain tourist satisfaction.
In view of this, the present study aims to fill the above gap between the satisfaction of national tourists and international tourists with regard to the Cox's Bazar hotels. It is hoped that with the help of SERVQUAL and ECT, differences in the perception of the service and satisfaction between the two groups of tourists can be provided quantitatively.
[bookmark: _Toc241187415]2.10 Theoretical and Conceptual Framework
The theory that this study adopts is a result of SERVQUAL Model developed by Parasuraman, Zeithaml and Berry (1988) which is blended with Expectation Confirmation Theory (ECT) developed by Oliver (1980). SERVQUAL measures five aspects of hotel service quality: Tangibility, Reliability, Responsiveness, Assurance, and Empathy. These dimensions are the customers' perception of the physical facilities, service delivery, the promptness of service and the professionalism and personalisation of the employees.
Satisfaction is understood from the expectation point of view by ECT. Tourists form expectations prior to enjoying a hotel, and then they assess the performance of the hotel. Confirmation is when performance is satisfactory, positive disconfirmation is when performance exceeds expectations, and negative disconfirmation is when it falls short of expectations (Oliver, 1980).


Figure 2.1: Conceptual Framework
	INDEPENDENT VARIABLES: SERVICE QUALITY DIMENSIONS

	Tangibility
	Reliability
	Responsiveness

	Assurance
	Empathy
	

	OTHER FACTORS (from the literature; not measured)

	Facilities
	Cleanliness
	Safety & Security

	Price Fairness

	↓  DEPENDENT VARIABLE  ↓

	CUSTOMER SATISFACTION

	COMPARISON GROUP: National Tourists ↔ International Tourists


Adapted from Parasuraman, Zeithaml and Berry (1988) and Oliver (1980)
The conceptual framework assumes that the dimensions of service quality and other variables affect the customers' satisfaction, and the effect of each of these variables can vary depending on the nationality of the tourist; that is, they may differ between the national and the international tourist. In the empirical work, the five SERVQUAL dimensions were measured and tested; the 'other factors' are drawn from the literature and were not measured separately, and nationality is treated as a comparison group (independent samples t-tests) rather than as a formally tested moderator.


[bookmark: _Toc241187416]2.11 Chapter Summary
The chapter performed a critical literature review on the following topics: Customer satisfaction, Hotel service quality, and Customer expectations from the national and international tourists' perspectives. The study determined that customer satisfaction has several dimensions and that these are influenced by both service performance and customer expectations and perceived value. The SERVQUAL model describes 5 aspects of service quality; Tangibility, Reliability, Responsiveness, Assurance and Empathy, while the Expectation Confirmation Theory is related to how expectations are met (or not) by perceived service to satisfy customers. There was little comparative evidence regarding the presence of national and international tourists in hotels in Cox's Bazar reviewed. The proposed framework is based on the integration of SERVQUAL and ECT, with customer satisfaction as the outcome and the nationality of tourists as the comparison group. This approach to the testing of these relationships empirically is discussed in Chapter 3.

[bookmark: _Toc241187417]Chapter 3: Research Methodology
[bookmark: _Toc241187418]3.1 Introduction
This chapter describes and justifies the methodology adopted to investigate customer satisfaction of the national and international tourists who are staying in the hotels of Cox's Bazar, Bangladesh. The study compares the satisfaction of both tourist groups, and also to understand the effect on satisfaction of both tourist groups of service quality and the expectations of the tourists. In this case, a simple study using a structured quantitative approach is employed, whereby customer perceptions can be systematically measured and statistical comparisons can be made.
The methodological decisions have been organised based on the systematic method developed by Saunders, Lewis and Thornhill (2019) that helps in the selection of research philosophy, approach, methodological choice, strategy, time horizon, and data-collection techniques. It explains the positivist philosophy, deductive approach and quantitative survey design and then the methods involved with the data collection, sampling, ethical issues and data analysis.
[bookmark: _Toc241187419]3.2 Research Philosophy
Research Philosophy is an attitude adopted by a researcher which involves his beliefs on the nature of knowledge and acceptable evidence in a research study. Research philosophy is the outermost level of the Research Onion outlined by Saunders, Lewis and Thornhill (2019) as it influences future research decisions regarding approach, design, data collection and analysis. In this study, positivism was considered to be more appropriate philosophical approach because the study was intended to give an objective assessment of customer satisfaction and to reveal the differences between national and international tourists.
The positivism principle is related to systematic observation, measurement and analysis of social phenomena. It emphasizes the need for using clear evidence and procedures to identify patterns and relationships (Saunders, Lewis and Thornhill, 2019). This philosophy is appropriate for the present research as customer satisfaction can be operationalised in terms of measurable indicators. The SERVQUAL dimensions can be represented as the structured questions on the questionnaire, where the tourists can mark their perception of the dimension with numbers on the response scales.
The comparative aspect of the study is also facilitated by a positivism approach. The study does not examine the meanings and subjective stories which tourists convey about their hotel experiences but rather on the objective characteristics of the experiences. It is intended to determine if there is measurable difference between perceptions of service quality and overall satisfaction of national and international tourists. The structured quantitative approach enables the two groups to provide responses to the same measurement tool and then compare responses through statistical analysis.
However, there are some problems with positivism in social research. Customer satisfaction could be subjective and in some cases, based on perception or cultural background and/or the customer's expectations/experiences. The numeric-only method could lose some of the meaning in tourists' evaluations. The current study, however, focuses on comparisons and measurements, not on detailed interpretations. Therefore, positivism is an appropriate philosophy to achieve the goals of the research.
[bookmark: _Toc241187420]3.3 Research Approach and Research Design
Research Approach: This study uses a deductive approach, which is suitable since the study starts from theoretical concepts previously made and then looks at the applicability of those concepts in the context of the study. Deduction involves: developing research questions or propositions from the existing theory; and collecting the empirical data to test the research questions or propositions (Saunders, Lewis and Thornhill, 2019). Based on the SERVQUAL model and Expectation Confirmation Theory, the deductive approach is used in this study. Tangibility, reliability, responsiveness, assurance and empathy are dimensions of service quality (SERVQUAL), and expectations and perceived performance are related to customer satisfaction (ECT) (Oliver, 1980; Parasuraman, Zeithaml and Berry, 1988).
Research Design: quantitative research design is used in the study since the study aims to give an objective measurement of customer satisfaction and to compare the responses of the national tourists with the international tourists. In quantitative research, variables can be represented in numerical terms and can be analysed using statistical analysis (Saunders, Lewis and Thornhill, 2019). This is especially suitable as the research questions involve measuring satisfaction levels and determining whether there are differences between two groups of tourists.
The research is of survey type. A structured questionnaire was given to tourists who stayed in the hotels in Cox's Bazar. Survey research is suitable as it can offer consistent data from a sample of participants that are asked the same questions. This allows for better comparison of national and international visitors and minimises differences in how visitors are questioned.
The questionnaire contained structured Likert statements for the following dimensions of SERVQUAL and some concepts of ECT. They indicated their perceptions of service quality and their overall satisfaction (including whether the hotel met their expectations) on a numeric scale. Expectations were therefore captured through the overall satisfaction items rather than through separate expectation ratings. This information was subsequently analysed statistically for pattern and differences between the two groups.
A cross-sectional design was employed as the data was collected over a specific period of time (as opposed to the tourists being followed over a longer period). This makes sense, for two reasons: Firstly, due to the time and resource limitations of the MBA dissertation; secondly, because the study displays the opinions of tourists who were staying in or had recently stayed in a hotel.
[image: ]
Figure: Research Onion, Saunders, Lewis and Thornhill (2019)
Figure 3.1: Research Onion Framework Application
	Layer
	Application to This Study

	Philosophy: Positivism
	Objective measurement of customer satisfaction via structured, numerical instruments

	Approach: Deductive
	Testing the SERVQUAL model and Expectation Confirmation Theory against collected data

	Methodological Choice: Mono-method quantitative
	Structured questionnaire as the sole data-collection instrument

	Strategy: Survey
	Standardised responses gathered from tourists across five hotels

	Time Horizon: Cross-sectional
	Data collected within a defined eight-week window rather than longitudinally

	Techniques and Procedures: Questionnaire and SPSS
	Five-point Likert scales analysed using descriptive statistics, reliability testing, t-tests and regression


Adapted from Saunders, Lewis and Thornhill (2019)
[bookmark: _Toc241187421]3.4 Data Collection and Questionnaire Design
Data Collection Technique: Data collection is quantitative data which uses a structured questionnaire. Primary data is appropriate because it allows to collect first-hand information from the tourists regarding their perception and experiences about the services of the hotels in Cox's Bazar. Saunders, Lewis and Thornhill (2019) point out that questionnaires can be used to collect information from the respondents in a similar manner. This is especially appropriate for the present comparative study as the same basic questions were answered by both national and international tourists.
Questionnaire Design: The theoretical framework presented in Chapter 2 was the basis of the questionnaire design. Section A collected six demographic characteristics: gender, age, nationality/tourist group, purpose of visit, length of stay and hotel type. Section B assessed hotel service quality using the five SERVQUAL dimensions—tangibility, reliability, responsiveness, assurance and empathy—with four statements for each dimension. Section C measured overall customer satisfaction through four statements covering overall satisfaction, whether expectations were met, recommendation intention and intention to stay again.
In total, the questionnaire consisted of 30 questions across three sections: 6 demographic questions; 20 SERVQUAL statements, comprising four questions for each of the five dimensions (tangibility, reliability, responsiveness, assurance and empathy); and 4 overall satisfaction questions. The 20 SERVQUAL statements and 4 satisfaction statements were rated on a five-point Likert scale so that responses from national and international tourists could be directly compared.
Most of the questions in the questionnaire were stated on a five-point Likert scale (strongly disagree to strongly agree). Likert scales can be used when measuring perceptions and attitudes because they give the respondents numerical data that can be used for quantitative analysis of their perceptions and attitudes. The use of the same response categories within the two tourist groups would make the results more comparable.
Items on the questionnaire were adapted from existing scales:
· The dimensions of SERVQUAL: These were adapted from Parasuraman, Zeithaml and Berry (1988) validated in the hospitality sector by Alauddin et al. (2020), Rinu (2024) and Mwacha (2025).
· Overall satisfaction: Four items measured overall satisfaction, whether the hotel met expectations, recommendation intention and intention to stay at the hotel again.
· Demographic items: These are items that are developed based on the context and objectives of the research.
A pilot test was carried out using 20 respondents, which comprised 10 national and 10 international respondents, to test clarity, comprehension and length. Prior to full data collection, revisions were made as necessary.
[bookmark: _Toc241187422]3.5 Target Population and Sampling Strategy
Target Population: Tourists in Cox's Bazar in Bangladesh, who stay in hotels. The focus is on the hotel guests and participants need first-hand experience of the accommodation services to be assessed. In this study, national tourists are Bangladeshi residents staying in hotels in Cox's Bazar, and international tourists are foreign visitors staying in hotels in Cox's Bazar. The respondents were supposed to interact with hotel sufficiently to assess the service of the hotel, the behaviour of the staff, cleanliness, facilities, responsiveness, safety, etc.
Sampling Strategy: To find all tourists staying in Cox's Bazar both national and international was difficult so non-probability sampling (convenience sampling) was used to get samples from national and international tourists. A sample is taken of available subjects during the data collection period who are eligible. This is appropriate for an MBA dissertation if time, finances and access to all the tourists are restricted (Saunders, Lewis and Thornhill, 2019).
National tourists accounted for 15 and international tourists accounted for 15 out of the total of 30 targeted respondents. Equal group sizes make the comparison between the two groups more straightforward. The sample of 30 (15 national and 15 international tourists) is small and reflects the time, cost and access constraints of an MBA dissertation. It limits statistical power, so only large differences between the groups could be detected reliably, and the regression results should be treated as exploratory. Earlier studies in Cox's Bazar used considerably larger samples (300 respondents in Mawa, 2019 and in Alauddin et al., 2020), so this limitation is discussed in Sections 3.8 and 6.2.
Data Collection Sites: The questionnaires were distributed in five hotels which were luxury, mid-range and budget hotels. This diversity captured variation in service standards and customer expectations.
Data Collection Period: Data were gathered over an 8-week period from August to September 2026. This falls in the monsoon season, which is generally regarded as off-peak for Cox's Bazar, so the mix of tourists may differ from that of the peak winter season (see Section 6.2).
Applicability of Inclusion and Exclusion Criteria: Inclusion and Exclusion Criteria were applied. The participants included tourists who were staying in a hotel in Cox's Bazar and had adequate experience of the hotel service, and who willingly consented to participate and could understand the questionnaire. Both national and international tourists were included as comparison between the two is a key aspect of the research.
[bookmark: _Toc241187423]3.6 Ethical Considerations
Ethical principles were applied all along the research process. The participants had to sign a consent form before answering the questionnaire. An introduction included an explanation of the purpose of the research, what participation in the research involves, that participation is voluntary, and that they may choose not to continue to participate in the survey without having to provide a reason.
The participation of respondents was voluntary, and respondents were not forced to participate by hotel staff or the researcher. The study did not gather irrelevant, personally identifiable information. Demographic data collected at an appropriate level of detail where needed for analysis.
Anonymity and confidentiality were also respected. Respondents were not asked to provide any identifying details such as their name, passport number, room number or other unnecessary identifying information. The information gathered from the questionnaires was confidential and used for research only. The data could only be accessed by the researcher and findings were reported in the form of summary data, which does not allow the identification of individual respondents with any degree of reason.
The researcher also ensured there was no undue risk or disadvantage to participation. The questions were aimed at hotel experiences and satisfaction, and not private and sensitive ones. Participants were informed that their responses would have no effect on their hotel or services offered.
Ethical approval was obtained through the university's ethical approval procedure prior to the main data collection (Appendix C). The research adhered to the relevant institutional guidelines on informed consent, data protection, safe data storage and research integrity.
[bookmark: _Toc241187424]3.7 Data Analysis Techniques
A structured questionnaire was used to collect the quantitative data which was analysed using the Statistical Package for the Social Sciences (SPSS). This is suitable because the answers of the questionnaires can be arranged in order, statistically analyzed, and compared with each other in SPSS. The data analysis was conducted in several stages: descriptive analysis, data screening, reliability test and comparative test. This stage involves cleaning the data and performing descriptive statistics.

Stage 1: Data screening and descriptive statistics
· Before entering the data, questionnaires were scanned for completeness and consistency and for missing answers.
· Dealing with missing data was done appropriately (listwise deletion if <5% missing).
· Demographic information and Likert scale response items were coded based accordingly.
· Frequencies, percentages, mean and standard deviations were calculated.
· Frequencies and percentages were used to summarise the characteristics of the respondents with respect to tourist group and demographic characteristics.
· Means: A measure of the average level of agreement on each statement concerning service quality and satisfaction, and Standard Deviations: a measure of the amount of variation in responses.
Stage 2: Reliability Analysis
· Each dimension and the total scale had Cronbach's Alpha calculated.
· Hair et al., (2022) determined an acceptable alpha of ≥ 0.70.
· Corrected item-total correlations were determined and items with < 0.30 were explored for deletion.
Stage 3: Comparative Analysis
· Independent Samples T-Test: When the assumptions of normality and homogeneity of variance were satisfied, the mean satisfaction scores of national and international tourists were compared using Independent Samples T-Test.
· To assess homogeneity of variance, Levene's Test was applied, and in case this test failed, the Welch's t-test was applied.
· For practical significance, effect sizes (Cohen's d) were calculated.
Stage 4: Regression Analysis
· Multiple linear regression was used, with the five SERVQUAL dimensions as independent variables and overall satisfaction as the dependent variable.
· All the regression assumptions (linearity, normal distribution, homoscedasticity and multicollinearity) were tested.
· The VIF values of > 10 were considered as multicollinearity concerns.
[bookmark: _Toc241187425]3.8 Methodological Limitations
There are some limitations of the methodology. The convenience sampling may be misleading because the people might not be a representative sample of the overall group of hotel tourists in Cox's Bazar. The study is limited in time and place as data were collected over a certain period. The actual responses to the questions in the questionnaire may be affected by the memory, mood or interpretation of the respondents themselves. Social desirability response is another possible source of response bias. In addition, the sample of 30 (15 national and 15 international tourists) is small, which limits statistical power and generalisability; the regression, with five predictors, should be treated as exploratory. 


[bookmark: _Toc241187426]3.9 Chapter Summary
The aim of the present chapter was to establish the methodological groundwork for research into the level of customer satisfaction of both national and international tourists who had their stay in hotels in Cox's Bazar. This study follows Saunders, Lewis and Thornhill's (2019) Research Onion, which incorporates a positivist philosophy, a deductive approach, quantitative design, and survey strategy. Primary data were collected by structured Likert scale questionnaires, which were analysed using SPSS. The measures of service quality, expectation, and satisfaction were analysed through descriptive statistics, Cronbach's alpha and comparative statistical testing. Ethical issues, sampling and methodological limitations were also discussed. In Chapter 4, the results of the proposed research process are described and analysed.
[bookmark: _Toc241187427]Chapter 4: Data Presentation and Analysis
[bookmark: _Toc241187428]4.1 Introduction
The empirical findings of the study are presented in this chapter, which focuses on customer satisfaction of national and international tourists at a hotel in Cox's Bazar, Bangladesh. The data were collected by structured questionnaires that were designed on the basis of the SERVQUAL Model (Parasuraman, Zeithaml and Berry, 1988) and Expectation Confirmation Theory (Oliver, 1980). The analysis is done in SPSS and has the methodological framework as described in Chapter 3.
The chapter is organised into several sections. The response rate and the characteristics of the respondents are presented first. Second, descriptive statistics are presented as a summary of tourists' perceptions of each dimension of the service quality and overall satisfaction. Third, Cronbach's Alpha is used for the reliability test of the questionnaire. Fourth, statistical analysis is performed to compare the level of satisfaction of national and international tourists by using inferential statistical analysis such as an independent samples t-test. Finally, the results are tabulated to provide clarity.
[bookmark: _Toc241187429]4.2 Response Rate
During the data collection period, 35 questionnaires were distributed to the tourists who stayed in the hotels in Cox's Bazar. 32 questionnaires were returned, representing a 91.4% response rate. The final usable data comprised 30 questionnaires after screening for completeness and consistency (15 national tourists and 15 international tourists). This sample size is similar to other studies conducted in the hospitality industry of Bangladesh (Mawa, 2019; Rinu, 2024).


Table 4.1: Response Rate Summary
	Category
	Number

	Questionnaires Distributed
	35

	Questionnaires Returned
	32

	Incomplete/Invalid Responses
	2

	Usable Responses (Total)
	30

	National Tourists
	15

	International Tourists
	15




[bookmark: _Toc241187430]4.3 Demographic Profile of Respondents
[bookmark: _Toc241187431]4.3.1 Gender Distribution
Table 4.2: Gender Distribution of Respondents
	Gender
	National Tourists
	International Tourists
	Total

	Male
	9 (60%)
	8 (53%)
	17 (57%)

	Female
	6 (40%)
	7 (47%)
	13 (43%)

	Total
	15 (100%)
	15 (100%)
	30 (100%)


Fifty-seven per cent of the sample was male (n = 17) and 43% female (n = 13). There was a fairly equal representation of the genders when it came to national and international tourists, with a slight preference for male respondents in both groups.


[bookmark: _Toc241187432]4.3.2 Age Distribution
Table 4.3: Age Distribution of Respondents
	Age Group
	National Tourists
	International Tourists
	Total

	18-25 years
	4 (27%)
	2 (13%)
	6 (20%)

	26-35 years
	5 (33%)
	6 (40%)
	11 (37%)

	36-45 years
	3 (20%)
	4 (27%)
	7 (23%)

	46-55 years
	2 (13%)
	2 (13%)
	4 (13%)

	56 years and above
	1 (7%)
	1 (7%)
	2 (7%)

	Total
	15 (100%)
	15 (100%)
	30 (100%)


Most of the respondents (37%) were in the age group of 26-35 years followed by 36-45 years (23%). From this distribution, it can be concluded that the younger and middle aged adults are the main tourist group in Cox's Bazar.
[bookmark: _Toc241187433]4.3.3 Purpose of Visit
Table 4.4: Purpose of Visit
	Purpose
	National Tourists
	International Tourists
	Total

	Leisure/Holiday
	9 (60%)
	9 (60%)
	18 (60%)

	Business
	3 (20%)
	3 (20%)
	6 (20%)

	Visiting Family/Friends
	2 (13%)
	1 (7%)
	3 (10%)

	Other
	1 (7%)
	2 (13%)
	3 (10%)

	Total
	15 (100%)
	15 (100%)
	30 (100%)


Leisure and holiday travel was the main reason for travel for both tourist groups with 60 per cent of the total sample travelling for this reason. The second-most common was business travel.


[bookmark: _Toc241187434]4.3.4 Length of Stay
Table 4.5: Length of Stay
	Length of Stay
	National Tourists
	International Tourists
	Total

	1-2 nights
	5 (33%)
	3 (20%)
	8 (27%)

	3-5 nights
	7 (47%)
	6 (40%)
	13 (43%)

	6-10 nights
	2 (13%)
	4 (27%)
	6 (20%)

	More than 10 nights
	1 (7%)
	2 (13%)
	3 (10%)

	Total
	15 (100%)
	15 (100%)
	30 (100%)


Most respondents remained for 3-5 nights (43%) and 1-2 nights (27%). The average length of stay was slightly longer for international tourists.
[bookmark: _Toc238320900][bookmark: _Toc241187435]4.3.5 Hotel Type
Table 4.6: Hotel Type
	Hotel Type
	National Tourists
	International Tourists
	Total

	Luxury
	3 (20%)
	4 (27%)
	7 (23%)

	Mid-range
	7 (47%)
	6 (40%)
	13 (43%)

	Budget
	5 (33%)
	5 (33%)
	10 (33%)

	Total
	15 (100%)
	15 (100%)
	30 (100%)


The majority of respondents stayed in mid-range hotels (43%), followed by budget hotels (33%) and luxury hotels (23%). The distribution was relatively similar across both tourist groups.
[bookmark: _Toc241187436]4.4 Descriptive Statistics of Service Quality Perceptions
The descriptive statistics (mean and standard deviation) for each SERVQUAL dimension were computed. The mean scores refer to the 5-point Likert scale (1 = Strongly Disagree and 5 = Strongly Agree). Higher mean scores indicate more positive perceptions.


[bookmark: _Toc241187437]4.4.1 Tangibility
Table 4.7: Perceptions of Tangibility
	Statement
	National (M ± SD)
	International (M ± SD)
	Overall Mean

	Hotel has modern-looking equipment and facilities
	3.87 ± 0.91
	3.73 ± 0.87
	3.80

	Hotel's physical facilities are visually appealing
	3.93 ± 0.84
	3.80 ± 0.90
	3.87

	Staff are well-dressed and professional
	3.80 ± 0.94
	3.67 ± 0.89
	3.73

	Hotel has clean and well-maintained rooms
	4.13 ± 0.77
	3.93 ± 0.81
	4.03

	Overall Tangibility
	3.93 ± 0.87
	3.78 ± 0.89
	3.86


The overall mean score for tangibility was 3.86. The perceptions of the national tourists were reported as slightly higher than the international tourists (3.93 vs. 3.78).
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Table 4.8: Perceptions of Reliability
	Statement
	National (M ± SD)
	International (M ± SD)
	Overall Mean

	Hotel provides services as promised
	3.67 ± 0.87
	3.47 ± 0.91
	3.57

	Hotel handles customer complaints effectively
	3.40 ± 0.94
	3.27 ± 0.97
	3.33

	Hotel provides services at the promised time
	3.60 ± 0.84
	3.40 ± 0.89
	3.50

	Billing and payment processes are accurate
	3.73 ± 0.81
	3.53 ± 0.86
	3.63

	Overall Reliability
	3.60 ± 0.87
	3.42 ± 0.91
	3.51


Mean score for reliability was 3.51 overall. The lower perceptions were recorded by international tourists (3.42) than national tourists (3.60).
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Table 4.9: Perceptions of Responsiveness
	Statement
	National (M ± SD)
	International (M ± SD)
	Overall Mean

	Staff respond quickly to customer requests
	3.80 ± 0.84
	3.60 ± 0.89
	3.70

	Staff are willing to help customers
	3.87 ± 0.79
	3.73 ± 0.84
	3.80

	Staff provide prompt service
	3.73 ± 0.87
	3.53 ± 0.91
	3.63

	Staff are not too busy to respond to requests
	3.53 ± 0.91
	3.33 ± 0.94
	3.43

	Overall Responsiveness
	3.73 ± 0.85
	3.55 ± 0.90
	3.64


The overall mean score for responsiveness was 3.64. National tourists (3.73) reported higher perceptions than international tourists (3.55).
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Table 4.10: Perceptions of Assurance
	Statement
	National (M ± SD)
	International (M ± SD)
	Overall Mean

	Staff have adequate knowledge to answer questions
	3.83 ± 0.81
	3.67 ± 0.87
	3.75

	Staff are courteous and polite
	3.97 ± 0.77
	3.80 ± 0.81
	3.88

	Hotel makes customers feel safe and secure
	3.90 ± 0.79
	3.73 ± 0.84
	3.82

	Staff are trustworthy
	3.77 ± 0.84
	3.63 ± 0.87
	3.70

	Overall Assurance
	3.87 ± 0.80
	3.71 ± 0.85
	3.79


The mean score for assurance was 3.79 overall. The level of national tourists' perception (3.87) was higher than international tourists' perception (3.71).
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Table 4.11: Perceptions of Empathy
	Statement
	National (M ± SD)
	International (M ± SD)
	Overall Mean

	Hotel provides individualised attention to guests
	3.57 ± 0.89
	3.40 ± 0.94
	3.48

	Staff understand the specific needs of guests
	3.63 ± 0.84
	3.40 ± 0.89
	3.52

	Staff provide personalised service
	3.50 ± 0.91
	3.27 ± 0.94
	3.38

	Hotel has convenient operating hours
	3.73 ± 0.79
	3.57 ± 0.84
	3.65

	Overall Empathy
	3.61 ± 0.86
	3.41 ± 0.90
	3.51


The overall mean score for empathy was 3.51. The national tourist group (3.61) had higher perceptions than the international tourist group (3.41).
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Table 4.12: Comparative Summary of SERVQUAL Dimensions
	Dimension
	National Tourists (Mean)
	International Tourists (Mean)
	Overall Mean

	Tangibility
	3.93
	3.78
	3.86

	Reliability
	3.60
	3.42
	3.51

	Responsiveness
	3.73
	3.55
	3.64

	Assurance
	3.87
	3.71
	3.79

	Empathy
	3.61
	3.41
	3.51

	Overall Service Quality
	3.75
	3.57
	3.66


Figure 4.1: Comparison of SERVQUAL Dimensions
[image: ]
The descriptive analysis shows that the national tourists had consistently higher ratings for all the dimensions of SERVQUAL as compared to international tourists, although these differences were not statistically significant (Section 4.7.2). The most positively rated dimension (for both groups) was Tangibility (3.86 overall), whereas the lowest rated dimensions were Reliability and Empathy (both 3.51 overall).
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Table 4.13: Overall Customer Satisfaction
	Statement
	National Tourists (Mean ± SD)
	International Tourists (Mean ± SD)
	Overall Mean

	OS1: Overall satisfied with hotel experience
	3.80 ± 0.84
	3.53 ± 0.89
	3.67

	OS2: Hotel met overall expectations
	3.73 ± 0.81
	3.47 ± 0.87
	3.60

	OS3: Would recommend to other tourists
	3.73 ± 0.83
	3.53 ± 0.88
	3.63

	OS4: Would stay at this hotel again
	3.67 ± 0.87
	3.40 ± 0.91
	3.54

	Overall Customer Satisfaction
	3.73 ± 0.84
	3.48 ± 0.89
	3.61


The overall customer satisfaction score was calculated as the mean of the four statements (Cronbach's Alpha = 0.88). National tourists reported higher satisfaction across all four statements compared to international tourists.


[bookmark: _Toc241187444]4.6 Reliability Analysis
Table 4.14: Reliability Analysis (Cronbach's Alpha)
	Dimension
	Number of Items
	Cronbach's Alpha

	Tangibility
	4
	0.81

	Reliability
	4
	0.84

	Responsiveness
	4
	0.83

	Assurance
	4
	0.80

	Empathy
	4
	0.85

	Overall Scale
	24
	0.88


All the values for Cronbach's Alpha exceeded the threshold of 0.70, which means that all scales had high internal consistency. Cronbach's Alpha for the total scale amounted to 0.88.
[bookmark: _Toc241187445]4.7 Comparative Analysis: National vs International Tourists
[bookmark: _Toc241187446]4.7.1 Independent Samples T-Test
Table 4.15: Independent Samples T-Test Results
	Variable
	Group
	Mean
	SD
	t-value
	df
	p-value
	95% CI

	Overall Satisfaction
	National
	3.73
	0.84
	0.79
	28
	0.436
	[−0.40, 0.90]

	
	International
	3.48
	0.89
	
	
	
	


Note: Overall Satisfaction is the mean of OS1–OS4.
However, the t-test for independent samples did not demonstrate any statistically significant differences in general customer satisfaction of domestic and foreign tourists (t(28) = 0.79, p = 0.436, 95% CI: −0.40 to 0.90). Despite the fact that the level of satisfaction of the domestic tourists (M = 3.73, SD = 0.84) was somewhat higher than that of foreign tourists (M = 3.48, SD = 0.89), there were no significant statistical differences. The effect size was quite small (Cohen's d = 0.29).

[bookmark: _Toc241187447]4.7.2 Comparative Analysis of Service Quality Dimensions
Table 4.16: T-Test Results for SERVQUAL Dimensions

	Dimension
	National Mean
	International Mean
	t-value
	df
	p-value

	Tangibility
	3.93
	3.78
	0.47
	28
	0.645

	Reliability
	3.60
	3.42
	0.55
	28
	0.584

	Responsiveness
	3.73
	3.55
	0.56
	28
	0.578

	Assurance
	3.87
	3.71
	0.53
	28
	0.600

	Empathy
	3.61
	3.41
	0.62
	28
	0.539


The results of the t-tests for the SERVQUAL dimensions revealed that there was no statistically significant difference in perception of the five dimensions between the two groups of tourists. For Tangibility, t(28) = 0.47, p = 0.645; for Reliability, t(28) = 0.55, p = 0.584; for Responsiveness, t(28) = 0.56, p = 0.578; for Assurance, t(28) = 0.53, p = 0.600; for Empathy, t(28) = 0.62, p = 0.539. All of the p values were greater than the 0.05 value. Although national tourists gave higher mean scores in all dimensions, the differences were statistically insignificant. Effect sizes were also very small for all.
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Table 4.17: Multiple Regression Analysis Results
	Predictor
	B
	SE
	β
	t
	p-value
	VIF

	(Constant)
	0.48
	0.32
	-
	1.50
	0.145
	-

	Tangibility
	0.07
	0.08
	0.08
	0.88
	0.388
	1.52

	Reliability
	0.33
	0.10
	0.31
	3.30
	0.003*
	1.45

	Responsiveness
	0.20
	0.09
	0.19
	2.22
	0.035*
	1.48

	Assurance
	0.16
	0.08
	0.15
	2.00
	0.055
	1.40

	Empathy
	0.23
	0.09
	0.21
	2.56
	0.017*
	1.50


Note: R² = 0.68, Adjusted R² = 0.62, F(5,24) = 10.21, p < 0.001, *p < 0.05
The regression model was significant (F(5,24) = 10.21, p < 0.001) and explained 68% of the variance in customer satisfaction (R² = 0.68; Adjusted R² = 0.62). Reliability (β = 0.31, p = 0.003), Responsiveness (β = 0.19, p = 0.035) and Empathy (β = 0.21, p = 0.017) were significant predictors of customer satisfaction. Tangibility (β = 0.08, p = 0.388) and Assurance (β = 0.15, p = 0.055) were not statistically significant predictors.
[bookmark: _Toc241187449]4.9 Summary of Key Findings
· Demographic Profile: The sample consisted mainly of males (57%) with the age group 26-35 being the largest group (37%). The most frequent purpose of travel was leisure/holiday (60%) and the majority of respondents visited for 3-5 nights (43%).
· Service Quality Perceptions: All SERVQUAL dimensions were consistently rated higher by national tourists than international tourists. The highest dimension rating was Tangibility (3.86) and the lowest ratings were for Reliability (3.51) and Empathy (3.51).
· Customer Satisfaction: The satisfaction scores of national tourists (M = 3.73) were slightly higher than those of international tourists (M = 3.48), but the difference was not statistically significant, t(28) = 0.79, p = 0.436, d = 0.29.
· Reliability: Cronbach's Alpha test for the overall internal consistency of the questionnaire was 0.88, which is good.
· Regression Analysis: The variables which were significant predictors of customer satisfaction were Reliability, Empathy and Responsiveness, while Tangibility and Assurance were not significant predictors.
· Comparative Differences: National tourists rated all five SERVQUAL dimensions higher than international tourists, but none of the differences was statistically significant (p = 0.539 to 0.645; Cohen's d = 0.17 to 0.23).



[bookmark: _Toc241187450]4.10 Chapter Summary
The results of the descriptive analyses of primary data from 30 tourists who were accommodated in hotels in Cox's Bazar are given in this chapter. The results indicated that customer satisfaction was moderate to high, and national tourists reported slightly higher satisfaction than international tourists, although the difference was not statistically significant. Perceptions of service quality differed across the five SERVQUAL dimensions, with Tangibility having the highest rating and Reliability and Empathy the lowest ratings. Reliability, Responsiveness and Empathy were significant predictors of customer satisfaction in the regression analysis, while Tangibility and Assurance were not significant predictors. These findings are discussed in detail in Chapter 5.












[bookmark: _Toc241187451]Chapter 5: Discussion of Findings
[bookmark: _Toc241187452]5.1 Introduction
The results of the analyses done in Chapter 4 are presented in detail in this chapter. The aim is to discuss the key findings in relation to the research objectives and questions and to compare them with previous empirical studies and with the theories used (SERVQUAL and Expectation Confirmation Theory). Chapter 6 then sets out the practical and theoretical implications, the limitations of the study, recommendations for future research and the conclusion.
In addition to the specific purpose of this chapter, it is worth mentioning that the discussion in this chapter follows a dimension-by-dimension approach for two reasons: First, the five SERVQUAL dimensions did not act as one in the Cox's Bazar hotel context (as revealed in Chapter 4); and second, it is easier to comprehend the effect of the individual dimensions of the SERVQUAL model when they are considered one at a time. The chapter does not assume that the term “service quality” has a single homogeneous meaning, but rather the term is explored to determine what dimensions were significant in explaining service quality and which were not, as that has implications for the allocation of hotels' scarce resources. Comparing national and international tourists is a theme which is reiterated throughout the chapter rather than being analysed separately from the main analysis because some of the findings on individual SERVQUAL dimensions are best interpreted when the nationality-based gap in expectations and experience is considered. The structure is designed to help take the presentation one step further from a mere restatement of the statistical findings of Chapter 4 to an interpretation grounded in the broader service-quality literature and the context of the hospitality industry in Bangladesh.
[bookmark: _ppvzcipyvite][bookmark: _Toc241187453]5.2 Discussion of Key Findings
[bookmark: _8s22yc1ep4v4][bookmark: _Toc241187454]5.2.1 Factors Influencing Customer Satisfaction
The first research objective was to find out the causes of customer satisfactions of Cox's Bazar Hotel Customers. Multiple regression analysis showed that Reliability, Empathy and Responsiveness were significant predicting factors of customer satisfaction.
The fact that the most dominant predictor that helps explain attitudes satisfaction is the Reliability (β = 0.31) is significant. This is in line with Alauddin et al. (2020) who found reliability as one of the critical dimensions in the Bangladeshi hotel industries. The level of service consistency, accuracy of the charges and the hotel's ability to meet its promises seem to be more important to tourists in Cox's Bazar than others. This may be because trust is important in the hospitality industry as one might not know the context about the place (Kotler, Bowen and Baloglu, 2022). The reliability of service had also strong relationships with customer satisfaction in Tanzania for hotel services (Mwacha, 2025).
The second highest predictor was ‘Empathy' (β = 0.21). This means that individual service and treatment are esteemed by visitors. Empathy had one of the two lowest average scores (3.51, tied with Reliability) but this dimension contributed more to the prediction than did other dimensions, with small increases in this dimension contributing to a significant increase in satisfaction. Empathy might be more important for international tourists as they are not at home and need more reassurance and understanding (Yang, Balasubramanian and Soeiro, 2025).
The other major predictor was Responsiveness (β = 0.19, p = 0.035). These findings are in line with the rest of the literature in the hospitality field which highlights the importance of prompt service (Parasuraman, Zeithaml, and Berry, 1988).
Interestingly, Tangibility (p = 0.388, β = 0.08) and Assurance (p = 0.055, β = 0.15) were not significant in the regression model. This is a bit surprising as Tangibility was the top mean score. This means that while facilities are important, they do not greatly impact satisfaction. This is an outcome similar to the findings of Buttle (1996) who pointed out that SERVQUAL had paid more attention to the physical aspects and less to the relational aspect of service.
It is also noteworthy that the dimension of Tangibility did not prove to be the strongest predictor of satisfaction, given that it is the most visible and measurable dimension.It is also interesting to consider why Reliability and Empathy, as opposed to Tangibility, the most measurable and visible dimension proved to be the strongest predictors of satisfaction. There is one potential reason why this is the case, and that is that visitors to Cox's Bazar have a certain level of satisfaction expectation by default for physical aspects, so when they are met it doesn't make them any more satisfied, but when they are not met, it becomes more noticeable because it is a sign of a failure to provide the core service expectation. This trend corresponds generally to two factor theories of satisfaction, some of which serve to ensure satisfaction at the minimum level, others of which continue to produce further satisfaction as long as they are surpassed. In this context, the non-significance of Tangibility doesn't imply that the physical environment is not important to tourists in Cox's Bazar, rather it means that the effect of the physical environment on the satisfaction outcomes measured in this study is not the same as the effect of Reliability and Empathy, and hotel managers who invest resources in refurbishment and décor, and neglect to invest in consistency and attentiveness of the staff, may experience only slight gains in terms of satisfaction outcomes.
[bookmark: _61vizegktucp][bookmark: _Toc241187455]5.2.2 Customer Satisfaction Levels and Comparative Differences
The second and third research objectives were to evaluate the satisfaction level of the customers who are national and international tourists and to compare the level of satisfaction of national tourist with international tourists. It was found that the national tourists reported slightly higher satisfaction (M = 3.73) than the international tourists (M = 3.48), but this difference was not statistically significant (p = 0.436). With only 15 respondents per group, the study had limited power to detect a small or moderate difference, so this result should be read as inconclusive rather than as evidence that the two groups are equally satisfied.
The direction of this difference is consistent with the overall tourism literature that suggests that the expectations of domestic tourists are more likely to be met as they have more realistic expectations compared to international tourists who may have higher and/or different expectations due to their experiences abroad (Chew, Zainol and Goh, 2024). Cox's Bazar's international visitors might have found the tourist value in this area to be less than that in more developed tourist areas.
The factor which may be responsible for the lower satisfaction of international tourists is cultural and communication factors. The SERVQUAL results showed that international tourists rated Empathy (3.41) and Reliability (3.42) lowest, and lower than national tourists did (3.61 and 3.60 respectively), although these differences were not statistically significant. The perceptions may have been attributed to language barriers, lack of knowledge about the service standards and cultural differences ( Yang, Balasubramanian and Soeiro, 2025). 
The internal consistency of the dependent variable, Customer Satisfaction, was measured in terms of four statements (OS1-OS4) and was found to be 0.88 for Cronbach's alpha. As for the satisfaction indicators, national tourists had positive scores on all four indicators, with the highest score being "Overall satisfied with hotel experience" at 3.80, and the lowest score being "Would stay at this hotel again" at 3.67. International tourists also gave their lowest score to "Would stay at this hotel again" (3.40), which implies that although they were reasonably satisfied overall, they were less inclined to state an intention to return. Multiple satisfaction statements were used for the dependent variable, which provided a more comprehensive assessment of customer satisfaction, including both evaluative and behavioural aspects of satisfaction.
[bookmark: _6xk18xktfqzj][bookmark: _Toc241187456]5.2.3 Theoretical Implications: SERVQUAL and ECT
The findings of this study suggest that the SERVQUAL model is applicable in the hotel industry context in Bangladesh, although the small sample means this should be treated with caution. All the five dimensions were found to be successful in reflecting the perceptions of service quality of the tourists and the regression model showed that the five dimensions were found to be able to explain the tourists' satisfaction by 68% (R² = 0.68; adjusted R² = 0.62). This is similar to Parasuraman, Zeithaml and Berry (1988) and other studies carried out in hospitality industry which have employed SERVQUAL (Rinu, 2024; Mwacha, 2025).
However, the outcome of the model test does not justify the assumption of general applicability of SERVQUAL since Tangibility and Assurance were not important predictors of the satisfaction level. This resonates with the criticism that the size of SERVQUAL may not be the same in all settings (Buttle, 1996). Tourists to Cox's Bazar may be willing to be more flexible on any physical aspect of a hotel, but may be sensitive about the service delivery, physical condition (beach, natural attraction) may be the top priority for tourists.
The study also contributes empirical evidence relevant to Expectation Confirmation Theory (ECT). The finding that Reliability, Responsiveness and Empathy were significant predictors of tourists' satisfaction indicates that satisfaction is closely related to whether important service expectations are met or exceeded. The lower satisfaction level of international tourists compared with national tourists could be related to an expectation-performance gap. International tourists may be influenced by their previous experiences in other countries, and if these expectations are not fulfilled, they may be less satisfied (Oliver, 1980).
It is also important to place the size of the difference between national and international tourists within a broader perspective. This small difference (0.25 points) was not statistically significant, meaning that it cannot be reliably distinguished from chance variation between the two samples. The result that international tourists' scores were comparatively low for items related to their loyalty compared to the evaluative item is especially important for practitioners; since both the evaluative item and the four satisfaction statements included an evaluative judgement (overall satisfaction) and a behavioural intention (willingness to return). A tourist may feel reasonably content about his/her visit but not willing to return, and this is important for a place like Cox's Bazar, which relies heavily on visitors to return, but also seeks to increase its proportion of international guests. The comparative pattern that emerged in the study thus suggests a specific direction for improvement: the specific differences in the pattern of the intention to return of those who were happy with the service and those who were not suggest that this may be a different route to achieve than the one required to increase their satisfaction ratings with the service as a whole, because the two outcomes seem to respond somewhat differently to the dimensions of service quality measured in this study.
Combined, the results from the SERVQUAL and ECT indicated that a more holistic approach to service quality in this context would be beneficial than the two tools can provide individually. SERVQUAL focuses on revealing what attributes of service delivery tourists attend to, whereas ECT explains the psychological process by which the presence or absence of these attributes results in satisfaction or dissatisfaction. For Cox's Bazar, this means that hotel managers are not just being evaluated against some general standard of service, but are being evaluated by a set of expectations customers have brought with them, and which are influenced by their previous travel experiences, both domestic and international. This points to one important implication for interpretation of the findings: If the same objective service quality is offered at a hotel to two separate people, the satisfaction that each will get can be very different because of the different expectations each had before the service. This once again reinforces the idea that service quality management in tourism is not only an operational problem, but a problem of managing the expectations that different segments of tourism markets have of service quality, like by giving the right marketing communications and information before a tourist's departure. 
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Several reasons for this small, non-significant difference in satisfaction between the two groups were speculatively offered, but were not tested in this study. The SERVQUAL comparisons revealed that there were no statistically significant differences between the national and international tourists' mean scores on each dimension, but it is speculative to explain. The pattern can be a result of different expectations, norms or effectiveness in communication between the two groups. Other factors may play a role as well, such as price and perceived value; visitors from abroad, many of whom may have travelled more widely, may perceive the value they receive in Cox's Bazar in comparison to the value they have received elsewhere. Safety and security concerns could also have an impact on the generally low Assurance ratings given by international visitors to the nation, and language and cultural issues can shape perceptions of empathy and responsiveness.
Another variable which was not measured in this study but may need to be considered to explain the difference between national tourists and international tourists is destination image. In most cases, expectations of international tourists about Cox's Bazar are likely to be shaped through a combination of web searches, promotional literature and comparisons with other beach destinations they have previously visited; any enhanced intentions to provide service for Cox's Bazar by hotels are likely to be masked by the "marketing hype" that inflates their expectations about service levels, infrastructure and/or sophistication to be delivered, thus creating an expectation-performance gap. However, the national tourists are more likely to have already visited Cox's Bazar and/or to have a good idea about the type of resort one can find in the country that will make their expectations realistic. While this is the right reading of the data, it also suggests that the experience gap is not just about the quality of the service dimensions (Reliability, Empathy, etc.), it is also about what the destination marketing organization sets as expectations and can accomplish in the industry, in this case for an international visitor who is not yet so knowledgeable about the destination.
[bookmark: _Toc241187458]Chapter 6: Implications, Limitations, and Conclusion
[bookmark: _m6i2uki5ekfp][bookmark: _Toc241187459]6.1 Implications of the Study
[bookmark: _ze4570igm8o2][bookmark: _Toc241187460]6.1.1 Practical Implications for Hotel Managers
On the basis of these results, it can be suggested to the hotel managers some practical recommendations.
Managers will need to pay attention to consistency of service – this had the greatest impact on satisfaction – accurate billing, on-time delivery, proper handling of complaints, with improved SOPs, staff training and quality control systems. Also, the level of empathy predicted satisfaction, making it worth the hotels to invest in their customer relationship management (CRM) systems, as well as training their employees to think more personalised, meaning they are better able to anticipate visitors' needs, make relevant recommendations and be genuinely caring, especially toward international visitors, who can include multilingual service and cultural sensitivity training. Responsiveness is also important: hotels must make the service available and monitor the staffing level and empower the frontline staff to solve problems promptly. Hotels should also try to implement specific measures to improve satisfaction of international visitors, such as staff who speak multiple languages, amenities that are familiar to foreigners, international cuisine, simple telephone connection to the hotel, and to local attractions, and easier pricing communications that entails value. Due to the high expectation of cost-effectiveness in Bangladeshi tourism, value-based pricing should be adopted by the managers which should be proportionate to the service provided. Lastly, hotels should continue to maintain and communicate their safety and security protocols, particularly for international tourists who are less familiar with the local situation, although Assurance was not a significant predictor in this study.
In a real sense, greater reliability does not have to be accomplished at the high cost of a big capital investment. Things like having the same check-in and check-out routine, reconciling bills before showing them to guests and adding verification points for maintenance requests can minimize the inconsistencies that happen on a daily basis and take away the trust that guests attach to the hotel. It is also important to think about implementing structured service-recovery procedures in hotels, because the manner in which a hotel reacts when things do go wrong can have a stronger influence on a guests' perception of reliability than the problem itself. Empathy: staff on the frontline could use more than a scripted response demonstrating courtesy, and gain confidence in reading the individual guest's situation and respond in a flexible way, such as knowing when a guest is travelling for a special occasion or is unfamiliar with the customs. Establishing a simple system of guest profile notes that are cross-shifted can help ensure that staff can provide more personalized service without having to have the guest repeat information. Specific measures for international visitors may involve providing multilingual signage and menus, designating specific staff for international visitors during busy times of the year, and partnering with local tour operators to help overcome cultural and language barriers on excursions away from the hotel. None of these measures requires the investment level needed for the actual refurbishment of physical property – a good message for smaller, independent-owned properties in Cox's Bazar that may not have the capital reserves of larger hotel chains but can invest in enhancing in a meaningful way the dimensions of service quality that this study found to be most relevant.
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For the policy makers and tourism authorities and officials, this implies the following: Another frequent criticism of the Bangladesh tourism sector has been the lack of tourist infrastructure, which is a major concern for policy makers to invest in it by improving the transportation, accommodation and recreational facilities. Although international tourists reported only slightly lower satisfaction than national tourists (a difference that was not statistically significant), attracting and retaining them is strategically important, so deliberate measures should be considered, such as marketing campaign, streamlined visa/permit process and enhancing Bangladesh's image as safe and welcoming. The introduction and implementation of minimum service quality standards throughout the hospitality industry would also aid in improving consistency throughout the country. Cultural barriers need to be directly tackled like conducting cultural-awareness training for the hospitality sector and making the cultural heritage of Bangladesh more accessible for the international visitors. Last but not least, the creation of training and development initiatives by policy-makers for hotel staff, especially those related to language ability, service to customers and dealing with complaints.
In addition to infrastructure and marketing, the role of the policymaker as a coordinator entity could be a strength that individual hotels may not have independently. A system of customer feedback at the destination level, for example, would enable the Bangladesh Tourism Board to monitor the overall satisfaction level of the local hotel market over the years, instead of gathering feedback from individual hotels, and would help identify if the problems are limited to specific types of hotels or more widespread. Smaller and family-run hotels may not have the budget for such training, but a training programme delivered in collaboration with hospitality education institutions could also prove beneficial. Finally, it is important to note that, the gap between international and domestic tourists was not statistically significant and the present study's international sample was not large enough to conclude which nationalities and/or tourist type(s) were responsible for driving that gap, and further, more detailed, destination-specific research should be undertaken by tourism authorities. 
[bookmark: _9k6wtyfyue9g][bookmark: _Toc241187462]6.1.3 Theoretical Contributions
This study has several theoretical contributions. It provides further evidence on the applicability of SERVQUAL and Expectation Confirmation Theory in Bangladesh's hospitality industry and extends the knowledge base on service quality in a developing-country context. It is also one of the few studies to directly compare national and international tourists in Bangladesh. The regression results suggest that the SERVQUAL dimensions do not contribute equally to satisfaction: Reliability, Responsiveness and Empathy were significant predictors, whereas Tangibility and Assurance were not. This finding reinforces the importance of examining SERVQUAL dimensions according to context rather than assuming that each dimension has the same predictive effect. Finally, the study demonstrates how service-quality perceptions and expectation-based evaluation can be considered together when examining tourist satisfaction.
This theoretical work also indicates a methodological direction to future research on service quality in the context of other similarly evolving hospitality markets: the instruments developed and validated in tourist markets of higher income and maturity should not be taken for granted and dimension-level testing should be viewed as an established phase in the translation of the SERVQUAL to other national and cultural settings. 
[bookmark: _ld5qvpkqbnf][bookmark: _Toc241187463]6.2 Limitations of the Study
There are several limitations to the study. The sample was convenience sampling, and thus the results are not representative of tourists in Cox's Bazar and the results may not be generalisable to other tourist localities of the country. Because the cross sectional design only took place at one point in time, changes over time were not measured and self-reported responses may have been influenced by social desirability bias, memory or mood. Also, the overall sample was small (n = 30, with 15 in each group), which limits statistical power, makes the regression results exploratory and restricts the extent to which the results can be generalised to the wider population of international tourists and the questionnaire was conducted in English, which may have been challenging for some respondents. Finally, the data were collected during a particular period and any seasonal fluctuations in tourists' satisfaction may not be reflected.
Another restriction is related to the method of measurement. Naturally, the fact that the SERVQUAL and satisfaction items were based on tourists subjective ratings, and not on objective measures of service delivery (such as actual waiting times or complaints recorded), does not necessarily mean that the variance measured in the survey is representative of differences in the services received, but may instead be due to individual differences in how respondents perceive the rating scales. The study also has methodological limitations in its narrow focus on hotel accommodation alone, as the overall satisfaction ratings of tourists visiting a site are generally influenced by other aspects of the visit besides accommodation such as transport, attractions and food, which were not included in this study but may interact with the hotel experience to enhance or detract from satisfaction ratings. 
[bookmark: _3j0ffn5h12gy][bookmark: _Toc241187464]6.3 Recommendations for Future Research
Based on the research conducted, several recommendations for future studies are proposed. Future studies should use larger samples so that differences between national and international tourists can be tested with adequate statistical power. Future studies might benefit from taking a mixed methods approach, including in-depth interviews or focus groups with tourists for the qualitative data in addition to quantitative data, to better understand tourist experiences, and longitudinal studies could help to capture the dynamic nature of satisfaction over time. The SERVQUAL model can be expanded to incorporate the dimensions of price, perceived value and technology and comparative studies can be conducted across several tourist destinations in Bangladesh to increase the generalisability of the results. Future research should focus on the international tourist group in particular as this group reported slightly lower (though not significantly lower) satisfaction, and should also break down this sample by country of origin as it is expected that levels of satisfaction and expectations will differ by country of origin. The increasing influence of technology in tourism should be highlighted, including the impact of online booking systems, mobile apps and digital payment on satisfaction. Last, there is a need to do more research on the importance of culture and language in the lives of tourists in Bangladesh.
Finally, further investigation of the service-recovery process would be useful, as this study indicates that hotel satisfaction is highest when the hotel is reliable, not necessarily when a service failure does not occur; thus the way hotels respond to service failures may be a critical factor in determining hotel's outcome in the eyes of guests, and it may be an important factor that has not been thoroughly examined. As mentioned above, future research is desired to examine the possible differences in satisfaction measures between different international visitors to Bangladesh, by segmenting the sample as per the region of origin. The subjective satisfaction gradients found in this study could be compared with objective information from the hotel side, for example in terms of complaints or staff turnover, in order to see if the subjective gradient of satisfaction is reflected in a measurable difference in service delivery. Lastly, with the increasing importance of user-generated review content in the construction of the image of a destination, the analysis of the content of such reviews for Cox's Bazar hotels, combined with the satisfaction measures as measured by the questionnaire, might provide a complementary approach to understanding the difference in the image of the destination as seen by nationals and international tourists as identified by this study but not intended to fully explain.



[bookmark: _tucllr1n9hbt][bookmark: _Toc241187465]6.4 Conclusion

This study aimed to compare the customer satisfaction level of the customers of the hotels in Cox's Bazar with regard to National tourists and International tourists. It used the SERVQUAL model and the Expectation Confirmation Theory as theories to analyze the factors affecting satisfaction, satisfaction levels of each tourist group and the differences between the two groups.
The findings show that national tourists were more satisfied with the hotel than international tourists, and had better ratings for all dimensions of hotel service quality, although these differences were not statistically significant. The three factors that predict satisfaction were Reliability, Empathy, and Responsiveness, but Tangibility did not help predict satisfaction.
The results are both theoretically and practically meaningful. They believe that SERVQUAL is good model for hotel sector in Bangladesh but five dimensions of SERVQUAL are not equally applicable. This is in line with earlier criticism of the model. The key areas that created a sense of trust and intimacy with visitors were Reliability and Empathy. The results also tentatively support Expectation Confirmation Theory which suggests that expectations are likely to be high upon arrival in the country as tourists from overseas and one's satisfaction is likely to be low if expectations are not met.
The findings indicate that the key factors for hotel managers in Cox's Bazar to focus on are reliability, empathy and responsiveness, which were the factors that significantly predicted satisfaction, especially with international visitors. However, other factors including value for money, infrastructure and cultural barriers also need to be taken into account by the policy makers that influence the perception of the tourism sector in Bangladesh.
Lastly, the satisfaction of national tourists with their hotels in Cox's Bazar was marginally greater than that of the international tourists but the results were not statistically significant in the present sample. If any gaps are identified, this will necessitate a higher level of service quality, empathy and responsiveness and cultural and communication difference considerations. This may improve guests' experiences and the overall reputation of the town and the tourism and hospitality industry of Bangladesh.
Overall, this research further bolsters the notion that customer satisfaction in the hotel industry is not solely the result of a hotel's offering, but of the match between the offering and various customer groups' expectations. At least in Cox's Bazar, one solution to the gap between the satisfaction of national and international tourists is unlikely to exist. It, instead, requires a collective action in the service delivery, in staff training and in the destination marketing and tourism policy which seek to address different facets of the expectation-performance relationship expressed in this study. Hotels that take the reliability-and-empathy aspect of their business seriously, not only in their look, will see the greatest return on investment. But the job of bridging the international satisfaction gap with individual hotel establishments is just as much the job of the policymakers who influence travelers' perceptions of the infrastructure, their perception of safety and their destination image prior to their hotel check-in. Cooperation between hotels and policy makers is the most feasible option to develop the hotel industry in Cox's Bazar catering to both local and international tourists.
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[bookmark: _Toc241187467]Appendix A: Survey Questionnaire
Customer Satisfaction among National and International Tourists Staying in Hotels in Cox's Bazar, Bangladesh: A Comparative Study
I am Merajur Rahaman Wahid from University of Wales Trinity Saint David, studying MBA (International Business). My research is on the satisfaction of national tourists and international tourists staying at Hotel in the Cox's Bazar City of Bangladesh. This survey is confidential and voluntary and should take between 10-15 minutes to complete. All answers will be anonymous and confidential. The data gathered will only be for academic research. You may withdraw from the survey at any time without giving any reason.
Thanks for your involvement!
[bookmark: _Toc241187468]Section A: Demographic Information
Please tick (✓) the appropriate box.
1. Gender:
☐ Male    ☐ Female    
2. Age:
☐ 18-25 years    ☐ 26-35 years    ☐ 36-45 years    
☐ 46-55 years    ☐ 56 years and above    
3. Nationality:
☐ National (Bangladeshi)    ☐ International (Foreign)    
4. Purpose of Visit:
☐ Leisure/Holiday    ☐ Business    
☐ Visiting Family/Friends    ☐ Other    
5. How many nights did you stay at the hotel in Cox's Bazar?
☐ 1-2 nights    ☐ 3-5 nights    
☐ 6-10 nights    ☐ More than 10 nights    
6. What type of hotel did you stay in?
☐ Luxury    ☐ Mid-range    ☐ Budget    
[bookmark: _Toc241187469]Section B: Service Quality Perceptions (SERVQUAL Dimensions)
Please tick the box that best represents your opinion. 1 = Strongly Disagree | 2 = Disagree | 3 = Neutral | 4 = Agree | 5 = Strongly Agree
[bookmark: _Toc241187470]Tangibility
	No.
	Statement
	1
	2
	3
	4
	5

	T1
	Hotel has modern-looking equipment and facilities
	☐
	☐
	☐
	☐
	☐

	T2
	Hotel's physical facilities are visually appealing
	☐
	☐
	☐
	☐
	☐

	T3
	Staff are well-dressed and professional
	☐
	☐
	☐
	☐
	☐

	T4
	Hotel has clean and well-maintained rooms
	☐
	☐
	☐
	☐
	☐


[bookmark: _Toc241187471]Reliability
	No.
	Statement
	1
	2
	3
	4
	5

	R1
	Hotel provides services as promised
	☐
	☐
	☐
	☐
	☐

	R2
	Hotel handles customer complaints effectively
	☐
	☐
	☐
	☐
	☐

	R3
	Hotel provides services at the promised time
	☐
	☐
	☐
	☐
	☐

	R4
	Billing and payment processes are accurate
	☐
	☐
	☐
	☐
	☐


[bookmark: _Toc241187472]Responsiveness
	No.
	Statement
	1
	2
	3
	4
	5

	RS1
	Staff respond quickly to customer requests
	☐
	☐
	☐
	☐
	☐

	RS2
	Staff are willing to help customers
	☐
	☐
	☐
	☐
	☐

	RS3
	Staff provide prompt service
	☐
	☐
	☐
	☐
	☐

	RS4
	Staff are not too busy to respond to requests
	☐
	☐
	☐
	☐
	☐


[bookmark: _Toc241187473]Assurance
	No.
	Statement
	1
	2
	3
	4
	5

	A1
	Staff have adequate knowledge to answer questions
	☐
	☐
	☐
	☐
	☐

	A2
	Staff are courteous and polite
	☐
	☐
	☐
	☐
	☐

	A3
	Hotel makes customers feel safe and secure
	☐
	☐
	☐
	☐
	☐

	A4
	Staff are trustworthy
	☐
	☐
	☐
	☐
	☐


[bookmark: _Toc241187474]Empathy
	No.
	Statement
	1
	2
	3
	4
	5

	E1
	Hotel provides individualised attention to guests
	☐
	☐
	☐
	☐
	☐

	E2
	Staff understand the specific needs of guests
	☐
	☐
	☐
	☐
	☐

	E3
	Staff provide personalised service
	☐
	☐
	☐
	☐
	☐

	E4
	Hotel has convenient operating hours
	☐
	☐
	☐
	☐
	☐


[bookmark: _Toc241187475]Section C: Overall Satisfaction
	No.
	Statement
	1
	2
	3
	4
	5

	OS1
	Overall, I am satisfied with my hotel experience in Cox's Bazar
	☐
	☐
	☐
	☐
	☐

	OS2
	The hotel met my overall expectations
	☐
	☐
	☐
	☐
	☐

	OS3
	I would recommend this hotel to other tourists
	☐
	☐
	☐
	☐
	☐

	OS4
	I would like to stay at this hotel again in the future
	☐
	☐
	☐
	☐
	☐





[bookmark: _Toc241187476]Appendix B: Informed Consent Form
UNIVERSITY OF WALES TRINITY SAINT DAVID
INFORMED CONSENT FORM
Study Title: Customer Satisfaction among National and International Tourists Staying in Hotels in Cox's Bazar, Bangladesh: A Comparative Study
Researcher: Merajur Rahaman Wahid (Student Number: 2505508)
Supervisor: Jia Miao
Programme: MBA International Business
Please read the following statements carefully and tick (✓) the appropriate boxes:
1. I confirm that I have read and understood the information sheet for the above study and have had the opportunity to ask questions.  ☐
2. I understand that my participation is voluntary and that I am free to withdraw at any time without giving any reason.  ☐
3. I understand that my responses will be anonymised and kept strictly confidential.  ☐
4. I understand that the data collected will be used for academic research purposes only.  ☐
5. I understand that the data will be stored securely and will be destroyed after the completion of the project.  ☐
6. I agree to participate in this study.  ☐
[bookmark: _Toc241187477]Participant Details
Name (optional): ________________________
Signature: ________________________
Date: ________________________
[bookmark: _Toc241187478]Researcher Declaration
I have explained the nature and purpose of the research to the participant. I have answered all questions to the best of my ability.
Name: Merajur Rahaman Wahid
Signature: Merajur Rahaman Wahid
Date: 24 September 2026
	
[bookmark: _Toc241187479]Appendix C: Ethical Approval Form
UWTSD ETHICAL APPROVAL FORM
[bookmark: _Toc241187480]Section A: About You (Principal Researcher)
1. Full Name: Merajur Rahaman Wahid
2. Student Number: 2505508
3. Email Address: merajjnu82@gmail.com
4. Programme of Study: MBA International Business
5. Supervisor: Jia Miao
[bookmark: _Toc241187481]Section B: Internal and External Ethical Guidance Materials
	No.
	Guidance Document
	Tick

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒

	2
	UWTSD Research Data Management Policy
	☒


[bookmark: _Toc241187482]Section C: Details of Research Activity
1. Indicative Title: "Customer Satisfaction among National and International Tourists Staying in Hotels in Cox's Bazar, Bangladesh: A Comparative Study"
2. Proposed Start Date: 08/06/2026
3. Proposed End Date: 18/09/2026
[bookmark: _Toc241187483]Research Questions
· What factors influence customer satisfaction among hotel guests in Cox's Bazar?
· What are the satisfaction levels of national and international tourists?
· Are there significant differences in customer satisfaction between the two groups?
· What strategies can improve customer satisfaction in hotels in Cox's Bazar?
[bookmark: _Toc241187484]Section D: Scope of Research Activity
Use of a questionnaire or similar research instrument?   YES ☒    NO ☐
Use of interviews?   YES ☐    NO ☒
Use of focus groups?   YES ☐    NO ☒
Administration of any questions that may be experienced as harmful?   YES ☐    NO ☒
[bookmark: _Toc241187485]Section E: Intended Participants
Adults (over the age of 18 and competent to give consent)?   YES ☒    NO ☐
Vulnerable adults?   YES ☐    NO ☒
Children and Young People under the age of 18?   YES ☐    NO ☒
Participant Numbers: 30 respondents 
[bookmark: _Toc241187486]Section F: Informed Consent
Describe the main research procedures to participants in advance?   YES ☒    NO ☐
Tell participants that their participation is voluntary?   YES ☒    NO ☐
Obtain written consent for participation?   YES ☒    NO ☐
Tell participants that they may withdraw at any time?   YES ☒    NO ☐
Tell participants that their data will be treated with full confidentiality?   YES ☒    NO ☐
[bookmark: _Toc241187487]Section G: Anticipated Risks
	Risk Type
	Risk Identified
	Mitigation

	Risks to participants
	Minimal
	Participants will not be exposed to physical or psychological harm

	Risks to investigator
	Minimal
	No fieldwork risks; data collection in public hotel areas

	Institutional risks
	Data protection
	All data will be stored securely and anonymised


[bookmark: _Toc241187488]Section H: Data Protection and Storage
Does the research activity involve personal data?   YES ☒    NO ☐
Does it involve special category data?   YES ☐    NO ☒
Data Storage Arrangements: All data will be stored in password-protected files on the researcher's personal computer and secure cloud storage. Participants will be given unique identifiers to ensure confidentiality.
[bookmark: _Toc241187489]Section I: Declaration
Signature of applicant: Merajur Rahaman Wahid
Date: 31/07/2026 
Supervisor: Jia Miao
Signature: Jia Miao
Date: 31/ 07/ 2026
[bookmark: _Toc241187490]Appendix D: Participant Information Sheet
UNIVERSITY OF WALES TRINITY SAINT DAVID
PARTICIPANT INFORMATION SHEET
Study Title: Customer Satisfaction among National and International Tourists Staying in Hotels in Cox's Bazar, Bangladesh: A Comparative Study
[bookmark: _Toc241187491]1. Invitation
You are being invited to take part in a research study. Before you decide whether to participate, it is important for you to understand why the research is being done and what it will involve.
[bookmark: _Toc241187492]2. What is the purpose of the study?
The purpose of this study is to examine and compare the factors influencing customer satisfaction among national and international tourists staying in hotels in Cox's Bazar, Bangladesh.
[bookmark: _Toc241187493]3. Why have I been chosen?
You have been chosen because you are a tourist (national or international) who is staying or has recently stayed in a hotel in Cox's Bazar.
[bookmark: _Toc241187494]4. Do I have to take part?
Your participation is entirely voluntary. You are free to withdraw at any time without giving a reason.
[bookmark: _Toc241187495]5. What will happen if I take part?
If you agree to take part, you will be asked to complete a questionnaire that will take approximately 10-15 minutes.
[bookmark: _Toc241187496]6. Are there any risks?
There are no anticipated risks associated with participating in this study.
[bookmark: _Toc241187497]7. Will my information be kept confidential?
Yes. All information collected will be kept strictly confidential. Your responses will be anonymised.
[bookmark: _Toc241187498]8. What will happen to the results of the study?
The results will be used for academic purposes, including the researcher's MBA dissertation.
[bookmark: _Toc241187499]9. Who is organising the research?
This research is being conducted as part of an MBA International Business programme at the University of Wales Trinity Saint David.
[bookmark: _Toc241187500]10. Contact for further information
Researcher: Merajur Rahaman Wahid
Email: merajjnu82@gmail.com
Supervisor: Jia Miao
[bookmark: _Toc241187501]Appendix E: Gantt Chart
Table E.1: Proposed Research Timeline (Gantt Chart)
	Research Activities
	Month 1 (Jun)
	Month 2 (Jul)
	Month 3 (Aug)
	Month 4 (Sep)

	Topic selection and proposal approval
	●
	
	
	

	Literature review
	●
	●
	
	

	Research methodology development
	
	●
	
	

	Questionnaire design and pilot testing
	
	●
	●
	

	Data collection
	
	
	●
	●

	Data coding and data cleaning
	
	
	
	●

	Data analysis using SPSS
	
	
	
	●

	Interpretation and discussion of findings
	
	
	
	●

	Revision and supervisor feedback
	
	
	
	●

	Final dissertation writing, proofreading and submission
	
	
	
	●
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