
Journal of Business Studies, Vol. XXXVI, No. 1, April 2015 

 Investigating the Impact of Service Marketing Mix 
on Tourists’ Satisfaction: An Empirical Study on 

Kuakata Sea Beach 

Dr. Mohammad Amzad Hossain Sarker* 
Dr. Sumayya Begum** 

Abstract: The prime objective of this study is to examine the impact of service 
marketing mix on tourists’ satisfaction. To accomplish the objectives, total 128 
respondents were chosen by convenience sampling techniques and interviewed 
through structured survey questionnaire. The survey was conducted from March to 
May 2013. Sample respondents were divided into three groups. First group consists 
of 50 students, second group consists of 50 service holder and third group consists 
of 28 Businessmen. All of the students were taken from Comilla University, 
Southeast University and Bangladesh Islami University. Service holder respondents 
were taken from different commercial banks and private company and the entire 
businessmen respondents were taken from Dhaka and Comilla. Data were analyzed 
by using software SPSS-17 version by adopting the statistical techniques, 
correlation and regression. The findings of the study revealed that product, 
promotion, people, process and physical evidence have significant effect on tourists’ 
satisfaction but service distribution system (place) and cost of visiting (price) is not 
satisfactory element to the tourists’. Besides, accommodation facilities, transport 
system, communication (road) could not meet tourists’ expectation. Therefore, some 
recommendations have been given for government, NTOs and other concerned 
authorities for attracting domestic and foreign tourists. 
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Introduction 

Today tourism has contributes to increase growth and deepening  diversification to 
become one of the fastest growing economic sectors in the world.  Modern tourism is 
closely linked to development and encompasses a growing number  of new destination. 
These dynamics have turned tourism into a key driver for socio- economic progress.  
Tourism has become one of the major actors in  international business and represents at 
the same time one of the thrust sectors for many developing countries like Bangladesh. 
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Now a day, travel is considered as the basic trait in human nature. Millions of people are 
traveling each year from one part to another part of this world (Hasan, 1985). People now 
want to gather experiences about new places, new pleasure and know multi cultures 
through visiting destinations. 

Kuakata is an eye-catching sea beach on the southernmost part of Bangladesh and located 
at a distance of 70 km. from the district headquarters of Patuakhali. It is locally known as 
Sagar Kannya (Daughter of the Sea) and is the second most popular sea beach in 
Bangladesh. It is about 30 km. in length and 6 km. in breadth. This is among few places 
in the world from where people can enjoy the full view of sunrise and sunset from the 
same place. Kuakata is enriched with beautiful natural beauty having a long sandy sea 
beach evergreen forest, blue sky, colorful sailing boats, towering cliffs, surfing waves and 
so on (Pandey, 2004). Every year numerous migratory winter birds come to this sea 
beach, which enhance the beauty of the sea. There are also series of coconut trees along 
the sea shore which might attract someone’s eyes during the visit at the beach. The 
unique custom and costumes of the ‘Rakhyne’ tribal families and Buddhist temple 
indicate the ancient and cultural heritage of Kuakata which are actually attracts tourists. 
During ‘Rush Purnima (full moon)’ and ‘Maghi Purnima (full moon)’ many Hindu and 
Buddhist people come here to celebrate their religious festivals (Parjatan, 2013). 

Justification of the Study 

As a developing country Bangladesh is moving towards facing challenges of 
globalization. Its tourism appears to have suffered mostly due to inadequate 
infrastructure, insufficient transport facilities and absence of facilities at destinations 
(Hossain, 1999). Bangladesh also suffers for its image problem. Many foreigners 
believe that Bangladesh is a political unrest country. Besides, tourism service provider 
Bangladesh Tourism Board (BTB) and Bangladesh Parjatan Corporation (BPC) has lack 
of marketing orientation and could not formulate service marketing mix strategy 
appropriately. But most of the tourists are concerned about the impact of service 
marketing mix on their satisfaction and future traveling behavioral intentions. Besides, 
there is a few research was done to development of tourism in Kuakata and it did not get 
much attention by the researchers and academicians. Thus, there is an ample scope to 
conduct this study to investigate the impact of service marketing mix on tourists’ 
satisfaction. 

Literature Review 

A few number of researches conducted to know the relationship between service 
marketing mix and tourists’ satisfaction of different tourist spots in this world. As a 
developing country Bangladesh found a few researches in this context. The term ‘mix’ 
has gained prominence in the last few decades. It means mixture of elements which 
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interact and complement each other to achieve organizational goals. The origins of the 
concept of the marketing mix are described by Professor Neil H. Borden in the year of 
1965 (Cowell, 1988).Marketing mix is an essential element of any marketing strategy. In 
this regard, Zeithaml V. A. et al. (2012) defined marketing mix as the elements an 
organization controls that can be used to satisfy or communicate with customers. 
Actually this is the process of mix formulation and balancing each element for producing 
and offering final goods. Also, Kotler et al. (2005) denoted marketing mix as controllable 
elements includes product, price, promotion and distribution. In this regard, McCarthy 
(1964) showed that market mix as the 4P’s as a means of translating marketing planning 
into practice: product, price, place and promotion. He also noted that market mix is the 
pillar of business organizations success. Kotler (2007) explained that marketing mix has 
significant impact on marketing for tourism services. He also added extra three P’s: 
People, Process and Physical evidence. Zeithaml V. A. et al. (2012) considered these 
extra three P’s as expanded mix for services. The literatures related with each 
elements/factors are discussed below: 

Product 

People satisfy their needs and wants with products/services. The product in service 
marketing mix is intangible in nature. Like physical products such as soap or a detergent, 
service products cannot be measured. Tourism industry or the education institution can be 
an excellent example. A product is anything that can be offered to a market for attention, 
acquisition, use or consumption that might satisfy a want or need (Kotler, 2005).  In the 
study, Chowdhury (2010) defined “A product is the sum of the physical and 
psychological satisfaction it provides to the buyer. In his study, he showed that in case of 
tourism product, the basic raw materials would be the countries beauty, climate, history, 
culture and behavior of the people. Other aspects would be the existing facilities such as 
accommodation, roads, transport, communication and other essentials. A product should 
be designed in such a way that can be offered not only sell but also satisfy the majority of 
the target customers. As for services, according to Hirankitti et al. (2009) the product 
offer in respect of services can be explained based in two components: (a) The core 
service which represents the core benefit; (b) The secondary services which represent 
both the tangible and augmented product levels. Zeithaml V. A. et al. (2012) defined 
services as products which represent a wide range of intangible product offerings that 
customers value and pay for in the market place. 

Tourism product considered as a bundle of services and experiences (Ashworth & Voogt, 
1990; Vassiliadis, 2008). In the relevant study, Gunn’s (Gunn’s, 1988; Murphy, 2000) 
model of the Tourist System denoted the tourism product as a complex consumptive 
experience that results from a process where tourists use multiple travel services during 
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the course of their visit (information, transportation, accommodation, and attraction 
services). In terms of marketing thinking, tourism product developers and marketers 
should be aware of what is normally included in a tourism product-both tangible and 
intangible elements (J.B. Xu, 2009). 

Price 

Pricing in case of services is rather more difficult than in case of products. Pricing policy 
is the course of action or guiding philosophy that helps a business firm to make pricing 
decisions smoothly and perfectly. In this regard, Kotler (2007) considered the price of the 
tourism services is cost of producing, delivering and promoting the product charged by 
the tourism organization. 

Price is the only marketing mixes element that produces revenue and rest of the elements 
represent costs. More broadly we defined price as the sum of the values consumers 
exchange for the benefits of having or using the product or service. In this regard, 
Chowdhury (2010) showed that pricing in tourism products is mainly based on three 
factors: (a) Quality of destination (b) Service provided (c) Infrastructure. Zeithaml V. A. 
et al. (2012) explained that three key differences between customer evaluation of pricing 
for services: (a) Customers often have inaccurate or limited reference prices for services 
(b) Price is a key signal of quality in services (c) Monetary price is not the only price 
relevant to services customers. 

Place 

Place in case of services determine where is the service product going to be located. In 
this regard, Kotler (2007) expressed that the place (distribution) in tourism is providing a 
guideline about different tourist spots. Distribution channels are the paths by which 
tourism organizations communicate and sell their products and services. To varying 
degrees, most of the tourism product suppliers depend on these channels for the 
distribution of their products (Bitner & Booms, 1982; Gartner & Bachri, 1994; Williams 
& Richter, 2002). In this regard, Leo Huang et al. (2009) identified the variety of 
marketing channel efficiencies for marketing activities and sets up an optimal marketing 
distribution mix for different wholesaler travel agencies. They found that Taiwan’s 
wholesaler travel agencies adopt the retailer travel agency as their highest priority of 
channel selection, while travel agency websites hold it as their second priority. In 
accordance with this line of research, Chowdhury (2010) found that the distribution 
system of tourism product differs from that of a tangible product. The consumers have to 
reach to the destinations in order to consume the tourists’ products. He showed that most 
used channel members in tourism services marketing in Bangladesh are airlines, tour 
operators, travel agency and travel clubs etc. In other study, Zeithaml V. A. et al. (2012) 
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explained that many services are now provided electronically through computers, kiosks, 
cell phones, televisions and landline telephones. In the relevant study, Hossain and 
Nazmin (2006) showed that Bangladesh has underdeveloped channel of distribution due 
to small number of tour operators, insufficient national airlines, and insignificant role of 
travel agencies and shortage of professional guides. 

Promotion 

The main objective of promotion in tourism marketing is to link the existing and potential 
tourists. Marketing communication mix (Promotion mix) consists of the specific blend of 
advertising, personal selling, sales promotion, public relations and direct marketing tools 
that the company uses to pursue its advertising and marketing objective (Kotler, 2005). In 
this regard, Zeithaml V. A. et al. (2012) explained that promotion mix consists of word-
of-mouth communications, social media, publicity, customer-generated media, and 
customer experiences with other service providers and customer needs. In other study, 
Chowdhury (2010) found that promotion is a fundamental activity in a firm’s marketing 
mix. His research findings showed that Bangladesh Parjatan Corporation (BPC) used 
different promotional activities: advertising, tourism literature, sales promotion, tourism 
month, arranging seminar. In the relevant study, Sabreen (2010) assessed tourist images 
of Egypt in the United Kingdom through content analysis of the brochures of United 
Kingdom tour operators using 35 image attributes which are rated on a 5-point Likert 
scale. The findings of the research are that most of the brochures in the United Kingdom 
market present Egypt positively and its physical attractions-beaches, historical sites, 
luxury accommodation attract foreign tourists.In promotional strategies, tourism industry 
requires making decisions about which promotional tools, media, images and formats to 
use (Hossain & Firozzaman, 2003). 

People 

People define a service. People mean the human resource in tourism organization. It 
plays significant role in behaving, quality control and personal selling in hospitality 
sector (Kotler, 2007). For providing training and development program to the employees 
organizations need to establish own training institute. In this regard, Chowdhury (2010) 
found that for tourism industry, Bangladesh has created National Hotel and Tourism 
Training Institute (NHTTI) through which it has been providing two year long diploma in 
Hotel management as well as training on six disciplines. In other study, Hossain and 
Nazmin (2006) explained that professionally skilled people are pre-requisites for tourism 
development in Bangladesh. The lacking of professionally skilled people hampers the 
proper development of this industry. In other study, Zeithaml V. A. et al. (2012) showed 
that people as human actors who play a part in service delivery and thus influence the 
buyer’s perceptions. 
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Process 

Process denotes the way in which a particular action is carried out. Tourism marketing 
should take care of all the procedures, schedules, mechanisms, activities and routines 
which are practiced when the tour is going on. In this regard, Kannan Srinivasan (2009) 
mentioned that the process in tourism includes (a) trip planning and anticipation, (b) 
travel to the site/area, (c) recollection, (d) trip planning packages. Zeithaml V. A. et al. 
(2012) defined process as the actual procedures, mechanisms and flow of activities by 
which the service is delivered-the service delivery and operating systems. They explained 
that as a marketing mix elements ‘Process’ can control by the organization because this 
element may influence the customer’s initial decision to buy the service and the 
customer’s level of satisfaction and repurchase decision. In other study, Hirankitti et al. 
(2009) showed that the pace of the process and the skill of the service providers are 
clearly revealed to the customer and it forms the basis of his or her satisfaction with the 
purchase. 

Physical Evidence 

Physical evidence can be easily associated with the product by the customer. Physical 
evidence is the element of the service mix which allows the consumer again to make 
judgments on the organization. In tourism industry physical evidence is actually depends 
on travel experience, stay record (hotel register), and comfort. Zeithaml V.A. et al. (2012) 
defined physical evidence as the environment in which the service is delivered and where 
the firm and customer interact and any tangible components that facilitate performance 
and communication of the service. In this regard, Kannan Srinivasan (2009) showed that 
in tourism the physical evidence is basically depends on travel experience, stay, and 
comfort. Another researcher, Chowdhury (2010) showed that Bangladesh Parjatan 
Corporation arranged few physical evidence like attractive parjatan hotel, restaurant, bar, 
transport facilities, children park, currency exchange service, rent a car service, health 
care facilities, sightseeing, package tour and river cruising etc.  

Tourists’ Satisfaction 

In tourism, satisfaction is a tourist’s emotional state of mind after an experience. Tourism 
is not only attribute-based but also it is ‘experiential’ based (Baker and Crompton, 2000) 
and “People’s emotions act as a mediator variable between performance and satisfaction” 
(Otto and Ritchie, 1996). In this regard, Bojanic (1999) found that in tourism industry 
there is a strong positive correlation between perceived value and satisfaction. Baker and 
Crompton (2000) argued that tourism satisfaction is the emotional state of tourists after 
getting the opportunity from tourism service or experience. In the relevant study, Heng 
and Chou (2006) evaluating satisfaction in terms of traveling experience is a post-
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purchase process that could help managers to evaluate the destination performance in 
terms of products and services offered at the destination (Neo and Uysal, 1997). In the 
study, Chon (1989) found that tourist satisfaction is based on the goodness of fit between 
tourist’s expectation about the destination and the perceived evaluative outcome of the 
experience at the destination area. In this regard, Hossain and Nazmin (2006) found that 
tourism arrangements in Bangladesh are not as bad as has been perceived by the potential 
tourists before their visits. They suggested that government agencies should take effective 
measures immediately with a view to enhancing tourists’ satisfaction. In the relevant 
study, Tidti et al. (2010) explored tourists’ satisfaction level toward cultural tourism 
products of Thailand. They showed that international tourists have a higher level of 
satisfaction than national tourists in almost all areas, especially cultural products. In other 
study, Yoshifumi and Fujihara (2012) focused on the evaluation of tourism resources and 
tourist facilities on tourist satisfaction. They noted that health restoration, novel 
experience, self-contemplation enhanced tourist satisfaction. 

In this regard, Ehsan et al. (2012) identified the factors affecting tourist satisfaction and 
explain consequences of the satisfaction. They found that destination image, tourist 
expectation, and perceived value as influential factors on satisfaction. 

Objectives of the study 

The prime objective of this study is to examine the impact of service marketing mix on 
tourists’ satisfaction. Other objectives are to explore the extent to which each service 
marketing mix relate to tourists’ satisfaction; and to give suggestions for government to 
improve Kuakata to attract tourists. 

Methodology 

To fulfill the objectives of this study, total 128 respondent (N= 128) were chosen by 
convenience sampling technique. The condition was that all of the respondents were 
visited Kuakata sea beach. They were divided into three groups. First group consists of 
50 students, second group consists of 50 service holder and third group consists of 28 
Businessmen. All of the students were taken from Comilla University, Southeast 
University and Bangladesh Islami University. All of the service holder respondents were 
taken from different commercial bank and private company and the entire businessmen 
respondent taken from Dhaka and Comilla. The main methodology chosen for this study 
is the questionnaire survey method. The survey was conducted from March to May 2013. 
Primary data were obtained through a structured survey questionnaire. Total twenty four 
questions under the head of seven marketing mix elements (Product, Price, Place, 
Promotion, People, Process and Physical Evidence) and three questions for tourists’ 
satisfaction are included in the survey questionnaire. For the purpose of the study, 
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respondents were asked to give tick marks on right side of different statements. 
Dependent and all of the independent variables were measured on five point Likert scale. 
The response scales for each statement in the survey questionnaire were as: 1= Strongly 
disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree. 

Conceptual Model and Hypotheses 

The conceptual model for this study is shown below: 

 

 

 

 

 

                                             Figure-1 Conceptual model of the study 

The general equation of the model was as follows: 

TS = α + β1X1 + β2X2+ β3X3+ β4X4+ β5X5+ β6X6+ β7X7+ e 

Where, TS = Tourists’ Satisfaction, X1 = Product, X2 = Price, X3 = Place, X4 = 
Promotion, X5 = People, X6 = Process and X7 = Physical Evidence 

And α is constant and β1, β2, β3, β4, β5, β6 and   β7 are coefficient to estimate, and e is 
the error term. 

Hypotheses 

H1: Tourists’ satisfaction and product is positively related to each other. 

H2: Tourists’ satisfaction and price is positively related to each other. 

H3: Service distribution system and tourists’ satisfaction is positively related to each 
other. 

H4: Tourists’ satisfaction and promotion is positively related to each other. 

H5: People and tourists’ satisfaction is positively related to each other. 

H6: Process and tourists’ satisfaction is positively related to each other. 

H7: Tourists’ satisfaction and physical evidence is positively related to each other. 

Service Marketing Mix 

1. Product 
2. Price 
3. Place 
4. Promotion 
5. People 
6. Process 
7. Physical Evidence 

Tourists’ 
Satisfaction 
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Findings and Analysis 

Data were analyzed by using software SPSS- 17 version. The following statistical 
techniques were applied to analyze the data: 

 Cronbach’s  alpha ( Reliability test table 1) 

 Descriptive statistics and correlation (Table 2) 

 Regression analysis (Table 3) 

 

Table 1: Reliability Test 

SMM 

& 

TS* 

Product Price Place Promotion People Process 
Physical 

Evidence 

Tourists’ 

Satisfaction 

CA** 0.805 0.711 0.722 0.730 0.839 0.750 0.885 0.807 

Source: Calculated , *Service marketing mixes and Tourists’ Satisfaction **Cronbach’s alpha (α) 

 

Table 2: Descriptive Statistics and Correlation 

 M SD 1 2 3 4 5 6 7 8 

Product 3.92 .771 1        

Price 4.00 1.110 .233** 1       

Place 2.43 .933 -.176* -.218* 1      

Promotion 3.28 .814 .003 -.120 .284** 1     

People 3.64 1.148 .032 .157 -.070 .112 1    

Process 3.95 .954 .027 .179* .239** .342** .279** 1   

Physical 

Evidence 

4.05 .907 .203* .132 -.024 .266** .299** .276** 1  

Tourists’ 

Satisfaction 

4.35 .818 .297** .157 -.134 .342** .403** .313** .525** 1 

**Correlation is significant at the 0.01 level (2-tailed), *Correlaton is significant at the 0.05 level 
(2-tailed) 
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Table 3 Regression Analysis 

Source: Calculated, * Unstandardized Beta Coefficients in parenthesis 

Cronbach’s  alpha 

By using Cronbach’s alpha internal reliability of the questionnaire was tested.  According 
to Nunnally, J. (1978) Cronbach’s α with larger α values (greater than 0.70) indicating 
higher internal consistency in the measured dimension and hence greater reliability. In 
our study the entire variables Cronbach’s alpha is greater than 0.70 (Table- 1). So, it is 
clear that the questionnaire used in this study had strong internal reliability and it could 
be used with confidence for the application of next statistical analysis and interpretation. 

Descriptive statistics and Correlation analysis 

Table 2 represents descriptive statistics and correlation between each variable. If the 
mean scores of independent variables are observed then we found that physical evidence 
has higher mean value 4.05 then the rest of the order is as follows: Price (4.00), Process 
(3.95), Product (3.92), People (3.64), Promotion (3.28) and Place (2.43). The mean score 
of the tourists’ satisfaction is 4.35 indicates tourists’ are satisfied with visiting Kuakata 
sea beach. Range of correlation among variables is from -.218 to .525. Therefore, all the 
variables are positively related to each other (Table 2). 

Regression analysis 

In order to know the effect of each independent variables on dependent variable and 
regression analysis was applied to test the hypotheses developed. Results of regression 
analyses are shown in Table 3. 

Variable R t-value coefficient F-value P-value 

1. Product .297 3.494 .297(.316*) 12.207 .001 

2. Price .157 1.787 .157(.116*) 3.192 .076 

3. Place .134 -1.518 -.134(-.118*) 2.304 .132 

4. Promotion .342 4.087 .342(.344*) 16.704 .000 

5. People .403 4.948 .403(.288*) 24.479 .000 

6. Process .313 3.704 .313(.269*) 13.718 .000 

7. Physical Evidence .525 6.920 .525(.474*) 47.888 .000 
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 Hypothesis 1 expresses that product quality has significant effect on tourists’ 
satisfaction. 

H1: Tourists’ satisfaction and product is positively related to each other. 

29.7% variance in tourists’ satisfaction is explained by product, which is evident by the 
value of R = 0.297, F = 12.207 at P = 0.001 explains the model’s goodness of fit. The 
value of t = 3.494 is the evident of significant positive relationship between independent 
and dependent variable. Therefore, on the basis of these results it can be inferred with 
confidence that H1 is accepted. 

Hypothesis 2 expresses that the total cost of visiting (price) has significant effect on 
tourists’ satisfaction. 

H2: Tourists’ satisfaction and price is positively related to each other. 

15.7% variance in tourists’ satisfaction is explained by price, which is evident by the 
value of R = 0.157, F = 3.192 at P = 0.076 explains the model’s goodness of fit. The 
value of t = 1.787 is the evident of insignificant relationship between independent and 
dependent variable. Therefore, on the basis of these results it can be inferred with 
confidence that H2 is not accepted. 

 Hypothesis 3 postulates that service distribution system of Kuakata sea beach has 
significant effect on tourists’ satisfaction. 

H3: Service distribution system and tourists’ satisfaction is positively related to each 
other. 

13.4% variance in tourists’ satisfaction is explained by place, which is evident by the 
value of R = 0.134, F = 2.304 at P =0.132 explains the model’s goodness of fit. The value 
of t = -1.518 is the evident of insignificant relationship between independent and 
dependent variable. Therefore, on the basis of these results it can be inferred with 
confidence that H3 is not accepted. 

Hypothesis 4 postulates that promotion strategies have significant effect on tourists’ 
satisfaction. 

H4: Tourists’ satisfaction and promotion is positively related to each other. 

34.2% variance in tourists’ satisfaction is explained by promotion, which is evident by 
the value of R = 0.342, F = 16.704 at P = 0.000 explains the model’s goodness of fit. The 
value of t = 4.087 is the evident of significant positive relationship between independent 
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and dependent variable. Therefore, on the basis of these results it can be inferred with 
confidence that H4 is accepted. 

 Hypothesis 5 expresses that employees’ cordial behavior has significant effect on 
tourists’ satisfaction. 

H5: People and tourists’ satisfaction is positively related to each other. 

40.3% variance in tourists’ satisfaction is explained by people, which is evident by the 
value of R = 0.403, F = 24.479 at P = 0.000 explains the model’s goodness of fit. The 
value of t = 4.948 is the evident of significant positive relationship between independent 
and dependent variable. Therefore, on the basis of these results we accept H5. 

Hypothesis 6 expresses that service delivery process has significant effect on tourists’ 
satisfaction. 

H6: Service providing process and tourists’ satisfaction is positively related to each 
other. 

31.3% variance in tourists’ satisfaction is explained by process, which is evident by the 
value of R = 0.313, F = 13.718 at P = 0.000 explains the model’s goodness of fit. The 
value of t = 3.704 is the evident of significant positive relationship between independent 
and dependent variable. Therefore, on the basis of these results it can be inferred with 
confidence that H6 is accepted. 

 Hypothesis 7 expresses that good travel experience, stay, and comfort has significant 
effect on tourists’ satisfaction.  

H7: Physical evidence and tourists’ satisfaction is positively related to each other. 

52.5% variance in tourists’ satisfaction is explained by physical evidence, which is 
evident by the value of R = 0.525, F = 47.888 at P = 0.000 explains the model’s goodness 
of fit. The value of t = 6.920 is the evident of significant positive relationship between 
independent and dependent variable. Therefore, on the basis of these results we accept 
H7. 

Discussion 

Among the mean scores of service marketing mix, place is the lowest mean score (2.43). 
It indicates that service distribution system provided by the authority is not satisfactory to 
the tourists’. Therefore, the distribution system (place) has no significant effect on 
tourists’ satisfaction. In this study, the mean value of price is 4.00 means tourists showed 
their agreed opinion regarding cost of visiting this spot. Therefore, price has shown 
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negative relationship with tourists’ satisfaction. Except place and price, remaining five 
element, product, promotion, people, process and physical evidence have significant 
effect on tourists’ satisfaction. The findings also revealed that ‘Physical evidence’ has the 
most significant effect on tourists’ satisfaction. ‘Process’ is the second significant 
element that effect on tourists’ satisfaction. The third influencing element is ‘Product’ 
which have significant effect on tourists’ satisfaction. The fourth influencing element is 
‘People’ which have significant effect on tourists’ satisfaction. The fifth influencing 
element is ‘Promotion’ which have significant effect on tourists’ satisfaction. Finally, the 
mean score of the tourists’ satisfaction (4.35) is explained that tourists’ are satisfied with 
visiting Kuakata sea beach. 

Recommendations 

Though Bangladesh has lot of opportunities to gain profit by offering this sea beach to 
local and foreign tourists’ but there are some problems which are made obstacles to boost 
up tourism in Kuakata. Therefore, the following recommendations for Kuakata requiring 
improvement: (i) Authority should establish more hotels and motels for facing peak 
period demand. (ii) Through police administration authority should ensure security of the 
visitors, especially at night. For that purpose special legal authorities should prevail in 
beach area for around the year. Besides, proper monitoring system should be introduced 
to control and improve hotel business, security issues and transportations.(iii) There must 
be enough life guard people for rescue the visitors from sea and need to build net around 
the sea for visitors’ protection. (iv) Need to increase the facilities for changing dress and 
keep materials at the beach. As a result, conservative women and young girls can keep 
their privacy. (v) Need to arrange amusement like bar club, night club, disco club, 
theatre, and exhibitions etc. for local and foreign tourists’. Local authority should be 
arranged good shopping mall for shopping or places to sit outside and gossip within the 
tour group member just for recreation. (vi) Need to proper training for the employees of 
the hotels and motels. (vii) Entry and exit control mechanism should exist. (viii) No 
shopping facilities to remain on the sea beach. (ix) The environment in Kuakata sea 
beach is still neat and clean, but it is forwarding towards the way of pollution. So, proper 
initiatives should be taken to protect it from pollution and local people should be 
encouraged not to destroy the beauty of the beach area. (x) Authority should fix up the 
unique rent of hotels and motels around the year because most of tourists’ have negative 
attitude toward price. They can also offer discounts for family visitors’ and students. In 
offseason like summer they can offer discount price for attract more visitors’. (xi) The 
quality and price of the food item should be controlled by the authority in beach area. 
(xii) Government should take initiative to completion of Bridges on river immediately 
which are now under construction because Ferry service is not sufficient and time 
consuming. (xiii) Government should increase BRTC bus service for direct 
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communication from Dhaka to Kuakata (xiv) Local authority should take initiative to 
stop unplanned establishment in sea sight, like to build hotels and motels etc. Because 
present situation tells us that these establishments destroy the beauties of beach and 
environment also. (xv) Government should take steps for highlighting Kuakata to 
domestic and international tourists through proper marketing strategies. For example, 
NTOs (BPC, BTB) should be given their concentration to promote Kuakata through 
electronic media, websites, YouTube or social media, local and foreign tour operators, 
tourism agencies, foreign Bangladeshi missions, travel writers etc.(xvi) At the beach, 
there is not enough information and guideline about the pathways of different beach 
attractions in English and other languages. So, authority should setup more sign boards in 
English and other languages about the pathway direction of different locations. 

Limitations and Future Research 

Despite the importance of the contribution of this study to investigate the impact of 
service marketing mix on tourists’ satisfaction and its valuable implication, it has some 
limitations. First limitation of this study is the use of self evaluation criteria of 
investigating the tourists’ level of satisfaction, which may be biased. Second limitation is 
that sample size could be higher to make it more representative. Third limitation is some 
respondents have shown reluctant to give their opinion due to their time limitations. 
Fourth limitation is number of businessmen; it could be more representative if we took 
more businessmen as sample. Finally, it was expensive. Budget was limited which 
actually made difficulties to craft the research successful in all respect. In this study, 
researcher only focused on to know the relationship between tourists’ satisfaction and 
service marketing mixes. But there are several potential research areas. For example, 
Tourists’ psychological and economical factors may impact on visiting or revisiting to 
Kuakata and also their attitudes. Other study can be done with other influential factors 
like demographic, behavioral, and cultural. The results of this study were carried on by 
using the regression analysis. The relationship of the variables could be modified and can 
be done other advanced statistical techniques. 

Conclusion 

As a developing country tourism industry can play important role to boost up the 
economy of Bangladesh. On the basis of this study we concluded that except place 
(distribution system) and price, remaining five elements have significant effect on 
tourists’ satisfaction. Therefore, government should take realistic initiatives to develop 
service distribution system and long term plan to develop Kuakata as a dream destination. 
Easy and quality transport communication, accommodation facilities, available ATM 
services and security are the most important factor to inspire tourists to choose Kuakata 
as their travel destination. Therefore, government, NTOs, local administration, owners of 
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hotels and motels, private tour operators and travel agencies should work in an integrated 
approach which create a positive impression about Kuakata in the tourists mind and feel 
free to visit and recommend others. 
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