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Zamiar ponownych odwiedzin  
w świetle usług gastronomicznych pięciogwiazdkowych hoteli:  
podejście ilościowe oparte na jakości usług gastronomicznych 

Streszczenie 

Celem badania było ustalenie, w jaki sposób jakość usług gastronomicznych wpływa na satys-
fakcję gości, i ponowne przyjrzenie się polityce hotelowych usług gastronomicznych. Zebrano 260 
odpowiedzi od gości 17 restauracji pięciogwiazdkowych hoteli, a proponowane korelacje przea-
nalizowana za pomocą PLS-SEM. Ankietę przeprowadzono wśród gości restauracji hoteli pięcio-
gwiazdkowych, w rezultacie potwierdzono dwie z trzech przedstawionych hipotez i pięciowymia-
rowy charakter DINESERV. Niniejsze badanie analizuje zastosowanie DINESERV w restauracjach  
w celu pogłębienia wiedzy na temat jakości usług gastronomicznych. Przeprowadzone badanie 
dostarcza empirycznych spostrzeżeń na temat jakości usług gastronomicznych oraz satysfakcji go-
ści, w powiązaniu z chęcią ponownej wizyty. Analiza DINESERV tego badania poszerza wiedzę  
o zarządzaniu hotelami z punktu widzenia zarówno gości, jak i pracowników. Wyniki badania po-
szerzyły wiedzę na temat najlepszych praktyk w zakresie jakości usług gastronomicznych w branży 
hotelarskiej i myślenia o nich. Badanie ocenia jakość usług gastronomicznych i odpowiada na kilka 
fundamentalnych pytań dotyczących znaczenia zadowolenia gości, jego praktycznych implikacji 
oraz zrozumienia, dlaczego goście zapewne wrócą do pięciogwiazdkowego hotelu w Bangladeszu. 
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Kierownik ds. żywności i napojów w hotelu może wykorzystać wyniki badań, aby zaoferować go-
ściom niepowtarzalne doświadczenie w celu zwiększenia szans na ich ponowne odwiedziny, za-
pewniające hotelowi dochód. 

Słowa kluczowe: branża hotelarska, jakość usług gastronomicznych, satysfakcja gościa, zamiar 
ponownych odwiedzin. 

Abstract 

This research looked at how food service quality impacts guest satisfaction and revisited the 
intention of a hotel’s food service outlet. We have collected 260 responses from restaurant pa-
trons of 17 five-star hotels, and the proposed correlations were carried out using PLS-SEM. A ques-
tionnaire was administered to the restaurant guest of five-star hotels, resulting in evidence con-
firming two of the three presented hypotheses and the five-dimensional nature of DINESERV. This 
study examines the DINESERV application in restaurants to advance knowledge of food service 
quality. The research provides empirical insights regarding food service quality and guest satisfac-
tion, being simultaneously linked with a revisiting intention. The DINESERV analysis of this study 
broadens knowledge within and beyond hotel management research. The output of the study has 
enhanced understanding of learning and thinking of the best practice in the hotel industry’s food 
service quality. The study assesses food service quality and answers some fundamental questions 
concerning the importance of guest satisfaction, its practical implications, and understanding why 
guests are likely to return to a five-star hotel in Bangladesh. The hotel’s food and beverage man-
ager can apply the study findings to create a valuable experience for their hotel guests so that 
they would like to return, and ensure revenue. 

Keywords: hotel industry, food service quality, guest satisfaction, revisiting intention. 

Introduction 

Due to increased competition among hotels and restaurants, gaining new 
guests does not guarantee revenue and success, but keeping current guests is 
critical (Liasidou et al., 2023). A competitive restaurant business environment 
provides guests with more options for selecting new catering establishments for 
food service quality. It is recommended by García-Salirrosas et al. (2022) that 
the high quality of food service be essential for building guest satisfaction and 
pride in the study. According to Majid et al. (2018), any food service establish-
ment’s primary objective is to provide quality food service quality so that guests 
get good value for their money. As a result, the food service industry is now  
a lucrative entrepreneurial venture. The rigor and trustworthiness of visitors to-
ward 5-star category hotels will become challenging to investigate, paving the 
way for learning in the food and beverage service area. Bangladesh has 17 five-
star hotels, among them eight five-star hotels in Dhaka (Mocat, 2023).  

According to a survey conducted in star-category hotels, the hotel industry 
must enhance the quality of food service to survive in a competitive market-
place. Many researchers, i.e. George (2021), Nazri et al. (2022), and Talukder et 
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al. (2023) used the SERVQUAL version to measure first-rate service quality. On 
the other hand, LODGQUAL (Lodging Quality Model) has emerged as a specific 
program for the hotel business. This version is entirely based on SERVQUAL and 
is used in the lodging industry to estimate first-rate carrier. LODGSERV and 
HOLSERV were improved using the SERVQUAL version (Lodging Services Model). 
This version has been enhanced to examine the high quality of the hotel’s food 
service offerings. The DINESERV version appears to be the best for grading first-
rate food service quality (George, 2021; Talukder & Bhuiyan, 2021). The study 
by Knollenberg et al. (2021) expected to use the version’s twenty-nine tools to 
obtain powerful outcomes, including 10 in tangibility, five in reliability, three in 
responsiveness, six in assurance, and five in empathy. 

Therefore, we anticipate that enhancing the quality of the food services and 
guests’ satisfaction with the hotel’s food services will increase the intention to 
return to five-star hotels. To better understand the hotel sector, this study 
blends the quality of the food service with that of the guests’ satisfaction. 

Literature review 

Food service quality 

In a restaurant, the quality of the food and service is crucial for ensuring 
guest satisfaction (Nazri et al., 2022; Talukder et al., 2023). The research done 
by Biswas and Verma (2022) mentions that the quality of food service is essential 
in meeting the guest’s needs and expectations, which is an integral part of  
a restaurant’s total food service experience. The most important consideration 
when choosing a restaurant is food service quality, which is closely tied to guest 
satisfaction and their intent to revisit (Choi et al., 2022). It influences guests’ 
intention to return, and guests evaluate the restaurant based on food service 
quality. Food service quality affects guests’ satisfaction and willingness to return 
to the restaurant, based on speedy services (Ahmed et al., 2022). Some guests 
remarked on a sense of urgency about services because they might have sped 
outside the hotel premises (Kabadayi et al., 2020; Talukder, 2020). The impact of 
restaurant features and advantages was investigated taking into account patron 
satisfaction, behavioral intention, and restaurant familiarity (Tuncer et al., 2021). 

Given that the variety of menu items is an essential aspect of the quality of 
food service, academic interest in restaurant menus is expanding (Baiomy et al., 
2019). The research conducted by Mensah and Mensah (2018) mentioned that 
the reassurance of quality services is a significant aspect of food services. After 
getting food services, guests want to evaluate the services with perception im-
pacting the overall food quality (Uzir et al., 2021). 
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Quality of food service is a relatively new concept because it measures the 
excellence of brands that impact the primary and secondary catering industry. 
The level of service provided by food service establishments affects how well 
guests are served (Slack et al., 2020). The quality of the food service leaves  
a lasting impact on guests, who then judge the standard of luxury hotels (Padma 
& Ahn, 2020). To maintain a sustainable competitive advantage, the food service 
industry provides high-quality food service to its guests (Knollenberg et al., 
2021). The restaurant’s food service quality determines guest satisfaction be-
cause the level of friendliness and care influences guests’ evaluations of food 
service quality resulting in positive word of mouth, guest satisfaction, increased 
revisits, and increased business performance. Previous research by Megahed 
and Abbas (2021) and Padlee et al. (2019) suggests that food service quality im-
proves guest revisits and behavioral intentions in the food service outlet of the 
hotel industry. 

Guest satisfaction 

Guest satisfaction encompasses pleasure and wellbeing in the service indus-
try (Falter & Hadwich, 2020). Understanding what the guest expects from the 
service increases guest satisfaction (Padma & Ahn, 2020). According to Wijaya 
et al. (2019), consumer behavior and social psychology have extensively re-
searched guest satisfaction. In the hotel industry, guest satisfaction is defined as 
“the guest’s subjective assessment of the consumption experience based on cer-
tain associations between the guest’s perceptions and objective product char-
acteristics” (Talukder & Hossain, 2021; Zhang & Yang, 2021, Michel et al., 2021). 
The extent to which a consumption experience evokes favorable feelings is 
known as guest satisfaction (Lajante et al., 2021). Guest satisfaction “compares 
the guests’ perceived efficiency, quality, or other consequences of a good ser-
vice that meets an evaluation criterion” (Al Karim, 2019). The definition of 
“guest satisfaction” is “a guest’s overall evaluation of an experience” (Padma  
& Ahn, 2020). Guest satisfaction results from meeting guests’ needs (Aburayya 
et al., 2020). Guest satisfaction leads to increased repeat purchases and referrals 
(Shamsudin et al., 2020). Disappointed guests are reluctant to revisit the establish-
ment (Ineson et al., 2019). A positive dining experience can encourage patrons to 
come back (Chen et al., 2019). When guests seek great core items and a high level 
of service because they are satisfied with the brand, positive WOM is generated 
(Serra-Cantallops et al., 2020). It was discovered that the quality of a website’s ser-
vice contributes to guest satisfaction, influencing guest satisfaction and engage-
ment behaviors on kindness and professionalism (Muharam et al., 2021). 

Many academics have studied guest satisfaction and service quality in vari-
ous businesses. The research conducted by Parasuraman, Berry, and Zeithaml 
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was the most widely recognized example of standard service elements. SERV-
QUAL is a twenty-two-item instrument for evaluating service quality (Getachew, 
2019). It was divided into two stages, including 29 items and ten service quality 
determinants (Shafei et al., 2019). Due to determinant overlap, the correct num-
ber was reduced to five. Tangibility, empathy, responsiveness, assurance, and 
empathy were the factors (Pakurár et al., 2019). It was suggested that the re-
sulting model be used in future studies because it was reliable and valid. One of 
the previous models’ shortcomings was that they needed to consider the impact 
of guest satisfaction on the growth of guest revisit intention levels (Damanik  
& Yusuf, 2022).  

Revisit intention 

Revisiting intention is “the extent to which a person has made conscious 
plans to perform or refrain from performing certain future behaviors” (Arya  
& Chaturvedi, 2020). This study refers the intent to revisit to the likelihood that 
visitors will return to the food service outlet (Richardson et al., 2019). The revisit 
aims to help “guests willing to return to a similar location for satisfying experi-
ences and recommend the location to friends to develop loyalty” (Kumar et al., 
2020). Guests form relationships with service providers based on their previous 
experiences with them (Kabadayi et al., 2019). This attitude can be manifested 
as a persistent reluctance to experience any similar service (Willis et al., 2020). 
This pertains to the visitor’s desire to support the business and spread word of 
mouth (eWOM) online (Verma & Yadav, 2021). The intention to return is at the 
heart of the guest’s satisfaction and commitment to return (Amoako et al., 
2019). The desire to repurchase is essential to behavioral constructs and atti-
tudes (Lim & An, 2021). The intention to return was described as an optimistic 
probability of returning to the restaurant (Rajput & Gahfoor, 2020). 

Price was determined to be the most important factor, influencing the revisit 
intention in food service outlets of the hotel industry (Hashim et al., 2023). Price 
is also affected by geographic, demographic, psychographic, and behavioral fac-
tors (Ali & Ali, 2020). It is also directly related to the hotel’s profitability. How-
ever, price determines the connection between value perception and quality. In 
a competitive environment, the cost can also attract more guests to a restau-
rant. Furthermore, a good location and good food service quality can influence 
revisit intention and profitability (Chun & Nyam-Ochir, 2020). 

Objectives of the study 

The researchers proposed the following goals for the remainder of the study 
based on available literature and current events: 
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— to analyze the relationship between food service quality and guest satisfac-
tion of the five-star hotels of Dhaka, 

— to investigate the relationship between food service quality and revisit in-
tention of the five-star hotels of Dhaka guests,  

— to ascertain the effect between guest satisfaction and revisit intention of the 
five-star hotels of Dhaka guests. 

The hypothesis of the study 

In five-star hotels, our study examined the connection between the food 
service quality level, guest satisfaction, and a revisit intention. The model de-
scribed above is seen in Figure 1. 
H1 Food service quality positively affects guest satisfaction with five-star hotels 

in Dhaka.  
H2 Food service quality positively affects a revisit intention towards five-star ho-

tels in Dhaka.  
H3 Guest satisfaction positively affects a revisit intention towards five-star ho-

tels in Dhaka. 

 

Figure 1 
The proposed food service quality, guest satisfaction, and revisit intention model. Conceptual 
Framework 

Source: Compilation by the Authors. 

Research methods and materials 

We opted to utilize the developed DINESERV tools (Abezie, 2020), which 
have proven to help measure guest satisfaction with food service quality. Addi-
tionally, we selected this model because it was created especially for the hotel 
sector. What is more, we used this pre-developed questionnaire to maintain ob-
jectivity concerning the established criteria and prevent future results from be-
ing skewed by our ideas or suggestions. 
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Food service quality, guest satisfaction, and the likelihood of a repeated visit 
were initially examined. We then experimented to see whether or not the hy-
pothesized connections between the variables were stable. This indicates that 
we employed a deductive strategy in our investigation. 

We utilized a preexisting survey and the DINESERV tools to collect accurate 
data from 260 participants on their evaluation of the food service quality, guest 
satisfaction, and a revisit intention. The questionnaire was distributed to the 
restaurant patrons of 17 five-star hotels in Bangladesh.  

Since it was the most practical way to visit the top five-star hotels in Dhaka 
city, we chose non-probability convenience sampling. Additionally, we accom-
plished this by handing out comment cards to visitors in the dining areas of five-
star hotels in Dhaka between June and December 2022. Other approaches were 
abandoned due to ethical and legal constraints that forbade the release of guest 
information without their express written consent. 

Analysis and experiment results 

We evaluated the data using the SPSS, SmartPLS software, and structural 
equation modeling (SEM). The characteristics of the sampled participants are 
displayed in Table 1 below. Table 2 shows the average values and ranges for 
guest satisfaction, food service quality, and the likelihood of returning. 

Reliability test 

The reliability of the questionnaire was evaluated using the Cronbach alpha 
test. Table 3 displays the results of the tests for the variables’ reliability. With all 
reliability estimates above 0.70, scale reliabilities seem to be acceptable (Siri-
mongkol, 2022). 

First, the measurement model’s convergent validity was tested. With the 
help of Composite Reliability (CR) and Factor Loadings, we analyzed the AVE 
(Dash & Paul, 2021). Table 4 displays that all composite reliability ratings for 
predicting the latent construct using the construct indicators exceed the thresh-
old value of 0.7 (Ali et al., 2016). Table 4 shows that the variation explained by 
the latent construct was more than the threshold of 0.5 for the indicators (Ali et 
al., 2016). 

We looked at the discriminant validity, measured by ensuring a few correla-
tions between the significance and other concept measurements. Discriminant 
validity is “the extent to which the measurements are not a reflection of some 
other variables” (Ramayah et al., 2014). Table 5 demonstrates good discriminant 
validity by showing that the sum of the square roots of the values of all the con-
structs exceeds the corresponding correlation coefficients (Ab Hamid et al., 2017). 
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Table 1 
The respondents’ characteristics 

Characteristics n % 

Gender of the participants 

Female 124 47.7 

Male 136 52.3 

Age of the participants 

18-25 33 12.7 

26-35 108 41.5 

36-45 108 41.5 

>45 11 4.2 

Education of the participants 

HSC 13 5 

Graduate 97 37.3 

Postgraduate 149 57.3 

PhD 1 0.4 

Monthly income 

< 20000 37 14.2 

20000-30000 63 24.2 

30000-40000 72 27.7 

40000-50000 47 18.1 

50000 – 60000 27 10.4 

60000- 70000 10 3.8 

>70000 4 1.5 

Source: Authors’ Compilation. 

Table 2 
Mean values and standard deviations for food service quality, guest satisfaction, and revisit intention 

Descriptive Statistics 

Study variables N Mean Std. Deviation 

Food Service Quality 260 3.8423 .66109 

Guest Satisfaction 260 3.7067 .75556 

Revisit Intention 260 3.8096 .77233 

Valid N (list-wise) 260   

Source: Authors’ Compilation. 
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Table 3 
Reliability outcomes 

Categories No. of items Cronbach’s Alpha 

Food service quality 10 0.965 

Guest satisfaction 8 0.938 

Revisit intention 6 0.876 

Total 24 0.880 

Source: Authors’ Compilation. 

Predicted structural features: outcome from smartPLS 3 

 

Figure 2 
Estimation of the coefficient values and visualization of the pathways for structural models with 
all variables associated. Source: Compilation by the Authors 

Table 4 
Construction of reliability and validity 

Study Variables Cronbach’s Alpha rho_A 
Composite 
Reliability 

Average Variance 
Extracted (AVE) 

Food Service Quality 0.965 0.989 0.969 0.757 

Revisit Intention 0.876 0.870 0.907 0.624 

Guest Satisfaction 0.938 0.946 0.948 0.698 

Source: Authors’ Compilation. 
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Table 5 
Discriminant Validity 

Study Variables Food Service Quality Revisit Intention Guest Satisfaction 

Food Service Quality 0.870   

Revisit Intention -0.099 0.790  

Guest Satisfaction 0.030 0.327 0.835 

Source: Authors’ Compilation. 

Our research has shown that a measuring model is necessary in order to estab-
lish the convergent validity of the test, and this model has been shown to have suffi-
cient convergent and discriminant validity. Table 6 also presents the Heterotrait-
Monotrait (HTMT) ratio of correlations, which evaluates discriminant validity by re-
flecting on how it compares to other construct measures within the same model. 
This ratio may be found in the footnotes of the table. The vast majority of the research 
published so far suggests that discriminant validity between two reflective concep-
tions may be demonstrated if the HTMT score is lower than 0.90 (Hair et al., 2021). 

Table 6 
Heterotrait-Monotrait Ratio (HTMT) 

Relation between study variables HTMT score 

Food service quality with a revisit intention 0.103 

Food service quality with guest satisfaction 0.070 

Guest satisfaction with a revisit intention 0.315 

Source: Authors’ Compilation. 

Table 7 
Cross loading  

 Study variables 

Measures Food Service Quality Revisit Intention Guest Satisfaction 

Attitude 0.724 −0.025 0.006 

Comments 0.033 0.285 0.806 

Commitment  0.760 −0.005 0.065 

First choice −0.117 0.544 0.291 

Guest comfort 0.841 −0.133 −0.007 

Hygiene −0.015 0.253 0.892 

Individual needs 0.912 −0.078 0.060 

Kids zone −0.086 0.843 0.282 

Kindness 0.054 0.306 0.777 

Layout 0.094 0.264 0.779 



 Revisiting intention in food service outlet… 147 

Table 7 
Cross loading (cont.) 

 Study variables 

Measures Food Service Quality Revisit Intention Guest Satisfaction 

Menu variety  0.914 −0.069 0.026 

On-time 0.064 0.246 0.889 

Overall 0.008 0.292 0.901 

Patience 0.889 −0.060 0.051 

Price −0.105 0.814 0.079 

Professionalism −0.064 0.322 0.865 

Quality service −0.016 0.837 0.265 

Reassurance 0.892 −0.095 0.007 

Simple technology −0.013 0.841 0.251 

Sincerity 0.921 −0.073 0.046 

Special request 0.880 −0.090 0.022 

Speedy service 0.941 −0.109 0.026 

Technology 0.056 0.122 0.761 

eWOM −0.122 0.816 0.229 

Source: Authors’ compilation. 

Table 8 
Multicollinearity statistics 

Coefficients 

Model 
Collinearity Statistics 

Tolerance VIF 

Food service quality .998 1.002 

Guest satisfaction .998 1.002 

Source: Authors’ Compilation. 

Table 9 
Common method bias 

Total Variance Explained 

Component 
Initial Eigen values Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

Food service quality 1.278 42.610 42.610 1.278 42.610 42.610 

Guest satisfaction 1.021 34.049 76.658    

Revisit intention .700 23.342 100.000    

Extraction Method: Principal Component Analysis. 

Source: Authors’ compilation. 
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In Table 7 above, values in bold represent components under a specific con-
cept (Nisar et al., 2021). Loadings across columns show that an indicator’s sig-
nificance is greater when used with its construct than with other constructs. The 
findings demonstrate that all ideas have discriminant validity in accordance with 
the cross-loadings requirement. With tolerance values below 0.20 and VIF val-
ues over 5, the critical importance for collinearity, a multicollinearity test was 
run using the tolerance and VIF values shown in Table 8. 

Common method variance can significantly impact the observed connec-
tions between predictor and criterion variables (Podsakoff et al., 2003). Accord-
ing to Table 9, common method bias does not exist for further analysis when the 
proportion of variance is less than 50%. 

The suggested model with three components was estimated using the SEM. 
The path coefficients for each of the model’s proposed pathways are displayed 
in Table 10. 

Hypothesis 1: The findings indicate a correlation between food service qual-
ity and guest satisfaction in the restaurants of five-star hotels, with a standard 
coefficient of 0.030 confirming the association. 

Table 10 
Estimation of Structural Parameters (Checking the Hypothesis) 

Speculative route Coefficient Result 

Hypothesis 1: FSQ Vs GS 0.030* Supported 

Hypothesis 2: FSQ Vs RI −0.109* Not Supported 

Hypothesis 3: GS Vs RI 0.330* Supported 

Note: *p < .05. Source: Authors’ compilation. 

Hypothesis 2: Results show that although there is an association between 
food service quality and a revisit intention, statistical analysis could not support 
the link; the standard coefficient was -0.109.  

Hypothesis 3: The study showed a correlation between guest satisfaction 
and intent to return to the five-star hotel’s restaurant, with a standard coeffi-
cient of 0.330, validating the hypothesis. 

Conclusion and discussion 

It is important to remember that at 5-star hotels, guest satisfaction and food 
service quality are vital determinants of whether they would return. The study’s 
findings align with a few others from the past. The results of earlier studies sug-
gesting a correlation between guest satisfaction and propensity to revisit are 
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consistent with this conclusion. According to our research, the five-star hotel 
restaurant’s food service quality significantly impacts guests’ contentment. Ac-
cording to Nisar et al. (2021), the caliber of the hotel’s dining services can affect 
guest satisfaction at five-star hotels. It also agrees with the vast majority of studies 
that have found that high-quality food service is a key factor in guest satisfaction 
across many service businesses, including hotels, restaurants, and cruise ships. 

According to a study by Takieddine and Tabbah (2020), the COVID-19 pan-
demic has made people more worried about viruses and infectious diseases, sig-
nificantly impacting where they choose to eat and how satisfied they are with 
the service they receive. To increase the likelihood of repeat business, food ser-
vice managers must increase guest satisfaction. 

Restaurant guests are more likely to return to the same hotels in the future 
if they are pleased with the food service. In addition to providing high-quality 
food service, five-star hotels’ food service outlets must be professionally run, 
clean, and hygienic to maintain a positive relationship with its guests and en-
courage them to return (Sepula, 2019). 

But as mentioned by Hasan et al. (2020), we also discovered that the inten-
tion to return to a restaurant is directly unaffected by food service quality. This 
is consistent with the conclusions of Spagnoletti (2018), who claimed that food 
service quality has little bearing on guests’ intent to return to a hotel. However, 
the data indicates that if visitors are not pleased with food service quality, they 
might not stay at the same hotel again (e.g., poor menu, late service, or less 
sincerity). 

According to the study’s findings, the quality of the food service provided at 
the hotel’s five-star restaurant is critical in determining whether a guest would 
be satisfied. Additionally, the likelihood of returning is positively impacted by 
guest satisfaction. Interestingly, the food service quality level does not directly 
affect whether they plan to revisit. 

These results support the need for high-quality food service, satisfied guests, 
and a desire to revisit. In evaluating the high standard of food service quality 
that may be expected to be found in the restaurants of five-star hotels, we have 
discovered some original contributions to the studied topic. It emphasized ele-
ments of guest satisfaction that may be maintained appropriately to encourage 
hotel guests to return. The study also confirms findings from earlier studies by 
demonstrating that food service quality does not directly impact the component 
of a revisit intention. However, successful return visits depend heavily on guest 
satisfaction factors in five-star hotels. DINESERV theoretically seems to be the 
best method for evaluating the caliber of the meal service offered by a hotel’s 
food service outlet. The practical implication suggests that guest satisfaction 
with food service quality needs continuous improvement for guests to prompt 
their intention to revisit the hotel’s restaurant. Lastly, the hotel authority should 
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prioritize creating guest satisfaction with food service quality. They can use the 
necessary dimensions of the study as a marketing tool for food campaigns on 
social or other media. It would have been preferable if we had managed to in-
terview the hotel personnel, especially those at a higher level, to make the re-
search generate new insights. However, there is not much time left for us to go 
further. Non-probability sampling was the method used for sampling (i.e., conven-
ience sampling). This is due to a time limitation, and the cost of doing it is expen-
sive. Therefore, we propose that future researchers use probability sampling in 
their research. Additionally, it will be advantageous if they can determine the ef-
fects of food service quality in other star-category hotels in Bangladesh. 
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