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Abstract

This research paper investigates the key determinants of the personnel's service performance which in turn
affect guest satisfaction in high-end hospitality venues, with Kempinski Hotels being the research context.
The main objective of the study is to point out the most important staff-related service behaviors from the
guests' perspective and the reasons as to why these factors play a significant role in maintaining the
competitive edge of five-star hotels. A quantitative deductive research method was used and the data were
gathered through an online survey which was structured and sent to the guests who had stayed in Kempinski
Hotels over the last twelve months. The survey assessed the perceptions of staff service performance and
overall guest satisfaction with the help of Likert-scale items, and the valid responses were processed by
Exploratory Factor Analysis and correlation testing. The study shows that guest satisfaction is a result of the
overall view of service rather than the isolated service encounters. The three main dimensions were identified
as the most influential: collaborative service behavior, professional service efficiency, and personalized and
empathic service delivery. The results indicate that the characteristics of the staff such as teamwork,
professionalism, empathy, and their discretionary effort play a significant role in determining the perceived
service excellence in the luxury hotel segment.
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Chapter 1. Introduction
1.1 Background information

The performance of staff in the service area, even
in the very competitive five-star hotel segment of
the hospitality industry, is still the main factor that
determines guest satisfaction and brand loyalty.
Guests usually point out the characteristics of
personal interaction like attentiveness, empathy,
professionalism, and responsiveness as the main
factors that influence their overall hotel
experience and their intention to return (Ali et al.,
2020). In luxury hotel settings where encounters
are very much personalized and expectations are
very high, the labor of frontline workers is
highlighted as the one that has to create the value

that cannot be delivered through the tangible
facilities. Studies have shown time and again that
the quality of human interaction is one of the
defining characteristics of luxury service as
petrceived by customers and a major reason for
their positive evaluations of the hotels
(Parasuraman, Zeithaml and Berry, 1988).
Kempinski and other luxury hotels have always
been known for personalized attention and high
service standards, which depend largely on the
employees' skills, attitudes, and behavior.
Research shows that providing well-trained and
service-oriented  staff can greatly improve
customer perceptions of the quality of the service
and, thus, lead to higher customer satisfaction and
stronger brand attachment (Kandampully and
Suhartanto, 2000). The same goes for the hotel



staff who can adjust their behavior to the needs
of each guest; they are very important for the
establishment of the very luxury, exclusivity, and
attentiveness that the hotel has to offer. There is
scientific evidence that service -consistency
backed by clear service standards and employee
engagement leads to reliable service delivery and
enhanced customer experience (Markovi¢ and
Raspor, 2010). Thus, the title "An Exploration of
Critical Factors of Staff Service Performance on
Guest Satisfaction at Kempinski Hotels" is very
pertinent as it indicates the necessity to recognize
particular areas of service excellence in the luxury
hotel business. The warmth and attentiveness of
the staff are often mentioned as being the most
important factors in client satisfaction at hotels
(El-Said, 2013). Also, the emotional regulation
and problem-solving initiatives of the frontline
wortkers have been found to uplift the guests'
service perceptions and thus, had a positive
impact on the satisfaction outcomes (Idris et al.,
2017). The investigation of these behavior
patterns in Kempinski Hotels might be very
useful as it would not only reveal how the
employees’ service performance aids in
maintaining service quality but also in winning
guest love in the luxury hotel industry.

1.2.Rational of stndy

The hospitality industry has obtained scholatly
attention on staff service performance and guest
satisfaction  in  relation  to  employee
empowerment, leadership styles, emotional
intelligence and organizational settings. To this,
Al-Ababneh et al.(2013) attempted to determine
the effect of employee empowerment on job
satisfaction in 5 star hotels. The empowering
employees positively affect their job satisfaction,
service quality, and guest satisfaction. Lee and Ok
(2014) tried to determine whether emotional
intelligence and emotional labor reduce burnout
to increase job satisfaction, concluding that
employees who have high emotional intelligence
and can use emotional labor well also feel less
burnout and provide better service to customers.
Chi and Gursoy (2009) empirical research to
study how employee satisfaction affects customer
satisfaction. This research demonstrated that
employee satisfaction creates positive effects on
customer satisfaction which leads to better
organization performance. The measures offered
by staff must be high standards in quality of
service, emotional attachment, and customization
of needs for a hotel to establish guest satisfaction
at the luxury level. Kandampully, Zhang, and
Jaakkola (2018) produced a framework for
customer expetrience management, focusing on
how loyalty and perception of the brand are
usually nurtured by the emotional attachment and
quality of service. Sukhu et al. (2019),study, which
was based on the integration of psychological

aspects of personnel behavior and placement,
prioritized customer perceptions and emotional
reactions in determining their satisfaction level.
Koo et al. (2020) studied the correlation between
job satisfaction, burnout, and performance in the
hotel industry and concluded that both emotional
and tangible rewards influence service quality and
intention to turnover. These factors are critical
for maintaining luxury service environments that
are consistently excellent.

1.2 Aim & Objective

This research aims to explore critical factors of
staff service performance on guest satisfaction at
Kempinski hotels. (EFA)

Objectives:

- To identify service strengths and explore
the employee behavior, characteristics, skills, and
practices that receive the most positive
recognition from guests.

- To identify their current actionable
strategies for staff training, service consistency,
and guest engagement to further elevate guest
satisfaction.

- To examine the levels of service
personalization and its impact on the staff
service—satisfaction relationship in the context of
Kempinski Hotels

1.3 Summary of Method

A positivist research strategy together with a
deductive orientation was the choice made by the
researchers for their study, as the measurement of
the employees’ performance and guests’
satisfaction was believed to be possible through
objective means and thus subjected to statistical
analysis. A correlational non-experimental
research design was used to explore the
relationship ~ between  service  performance
variables and guest satisfaction, even though the
study conditions remained constant. The
sampling technique employed was probability
random sampling, with the target population
being the guests who stayed at Kempinski Hotels
within the last year. A structured online
questionnaire was the primary means of data
collection, which was conducted through Google
Forms, and the number of valid responses was
nearly 75 responders.

The survey incorporated scales for staff service
performance and guest satisfaction with the items
being Likert scales adapted from previously
validated hospitality instruments. The following
data analysis procedure was carried out using
DATAtab: first,

Exploratory  Factor Analysis (EFA) was
performed to reveal setvice performance
dimensions and to establish construct validity;
then, the correlation among



the factors and the guest satisfaction measures
was computed in order to identify the strength
and direction of relationships.

Chapter 2. Literature review
2.1 The High-Performance Organization

This literature review investigates the major
aspects that affect service performance of the
staff and their connection to customer
satisfaction through the organizational behavior,
and service management and hospitality studies.
Employee behavior and service delivery are
greatly influenced by organizational culture.
Owen etal. (2001) describe the high-performance
culture as one with incorporated values, strategic
alighment, and a dedication to excellence such as
culture. Meanwhile, culture enables the
employees to become more compassionate with
the customers and take the initiative to provide
the best service. Therefore, if the management
invests in a culture that is customer-otiented and
giving authority, it will not only empower the staff
but also make the service mote consistent across
the board, and thus the customers will be more
satisfied. Leadership is a critical driver of staff
petformance. Buckingham and Coffman (1999)
emphasize  that effective leaders create
environments where employees feel valued,
supported, and aligned with organizational goals.
The High Performance Organization framework
identifies a set of five eclements of high
petformance quality of management, openness
and action orientation, long term focus,
continuous improvement and workforce quality,
that sustain success (de Waal, 2006,2012). As
captured in research, firms that perform well in
these dimensions outperform their competitors
(de Waal&Vink, 2009). The Servant Leadership
model adds wvalue to high performance
organizations by expanding on management
quality with trust, integrity, and coaching, and to
some extent, openness, action focus and
wotkforce quality. Continuous improvement and
long-term focus ate dimensions of improvement
that are less visible in Servant Leadership (de
Waal& Sivro,2012).

Katzenbach and Smith (1993) maintain that high
petformance teams contribute to the success of
an organization by sharing objectives, combining
expertise, and mutual accountability. These teams
differ from regular work groups because they
practice disciplined joint effort, adapt to change
and innovate. Such teams require effective
leadership founded on trust, communication and
learning. Additionally, the wider organizational
culture must promote team-based structures.
Trust, communication and leadership constitute
the foundation of performance that both
frameworks emphasize. The high performance
organization integrates strategy and structure at

the organizational level, whereas the team
literature focuses on adaptation and dynamics at
the team level. They integrate to propose that
enduring success for the organization depends on
the effective collaboration of process and
teamwork.

2.2 Employee Performance

To understand employee performance, one must
look at it as behavior and results combined, which
an employee shows related to their job position.
It includes not only the activities performed by
the employees but also the manner in which these
activities were done, thereby comprising both
actions and non-actions that impact the
organization’s outcomes. Since the definition of
employee performance is broad to be a scale of
attendance, quality and quantity of output, etc., it
also includes many areas such as interpersonal
skills, friendliness, and general attitude in the
wotkplace. Workers in the service-oriented
sectors where the quality of interaction with
customers defines perceptions and satisfaction
levels will particularly need to understand and
portray the behavior dimensions in an exact
manner. Thus, the evaluation of performance
should be based not only on results but also on
employee’s indirect input to the work atmosphere
and corporate culture. Yang (2008) mentions that
in many cases, it is hard to objectively judge the
petformance of a worker in the service sector
since the output is usually intangible, subjective,
and based on the customer's experience.
However, irrespective of these difficulties,
organizations can boost morale through the
establishment of reward and bonus systems
which will be in the form of recognition for
employees once their performance is made visible
and acknowledged. Performance visibility thus
becomes a most important factor that affects the
success of performance-based incentive schemes.
Bishop (1987) also points out that recognition
and reward are basic factors of employee
petformance. His research indicates that one of
the ways to tell the difference in the productivity
of workers is by recognizing their contributions.
Recognition reinforces the wanted behaviors and
at the same time inspires employees to continue
or do better in their performance. Moreover,
well-established reward systems help to create a
fair perception among the workers, which in turn
boosts their morale and loyalty to the company’s
objectives. Likewise, Yazici (2008) asserts that the
morale and productivity of workers are deeply
rooted in the poor performance management and
reward practices of the organization. If the reward
system is aligned with the performance outcome,
then it can be said that the system is perfect
because it meets the employees’ intrinsic needs,
boosts their satisfaction with the job and a sense
of value and belonging is created. This, in turn,



reflects positively on the overall performance of
the organization. To sum up, the existing
literature has shown that the recognition and
reward systems, as well as the organization’s
capability to measure, manage and communicate
performance expectations effectively, are the
main factors determining the employees’ service
petformance. These factors are of utmost
importance in the service sector, where the
behavior of the employees is decisive in forming
the customers' experiences and the success of the
organization.

2.3 Guest satisfaction

Guest satisfaction is a response of the mind that
embodies the guest's judgment on the whole
service experience. Guest satisfaction is not just
an acceptance or rejection but a continuum of
feelings based on the extent to which a hotel
overcomes or meets the guests' expectations
during their stay. Guest satisfaction can be a two-
edged sword which means the hotel either draws
good or bad results that in the end will decide the
hotel's being successful or not. A good time leads
to a hotel being visited again, spreading the word
about it, and even more, people's loyalty to the
brand; on the other hand, the hotel may have to
deal with customers' complaints, negative
reviews, and 2 loss in sales if it fails to meet the
guests' expectations. Consequently, it becomes a
must for the hotel industry to keep a close watch
on guest expectations and maintain high service
standards at all service points throughout the
hotel. In the hotel business, treating all guests the
same, no matter the type of service they have,
whether the economy or business class, is a basic
rule that brings about satisfaction. And the
expensive hotels are the ones that need to share
more so that their guests won't be disappointed
by the great service that is offered and by the
inconsistent ways of doing things. This is the
main reason why not only the hotels have to be
very much up-to-date and well equipped but also
the staff's quality of service has to be tremendous.
Thus, the continuous  attendant-to-guest
satisfaction cycle is firmly linked to the amount of
investment made in staff development and
training. As per the view of Boella and Goss-
Turner (2013), staff who have gone through the
training programs with a planned structure are
more skillful, confident, and service-conscious
that they can indeed meet and even exceed guest
expectations. The training that is done well will
house the quality service, the customer loyalty will
be made strong, and the service delivery will be
consistent. In luxury hotel settings where the
service encounters are very personalized, the
requirement for well-trained staff becomes even
more intense. Moreover, the behavior, skills and
personal contact of the employees were
distinguished among the most powerful factors

influencing  guests' opinions and ratings,
especially in the case of luxury hotels (Matkovié
& Raspor, 2010). The guests'assessment of their
stays or visits includes not only the physical
facilities but also the ways in which the staff
communicates, responds to requests, and shows
understanding, as the case may be. Besides, online
review studies which have been repeatedly
conducted also point out that guest service
petformance of the employees continues to be
the major factor affecting guest ratings and loyalty
(Xie et al., 2014; Tortres et al., 2015). Moreover,
supporting studies emphasize service
petformance of the staff as the most important
factor determining customer satisfaction. The
study of Kandampully, Zhang, and Bilgihan
(2015) points out that employee-customer
interactions are key events that affect customers'
emotional responses and loyalty in luxury hotels.
Gronroos (2011) further claims that perceived
service quality is mostly created at the moment of
direct interaction and cites the petformance of
the employee as the primary factor in determining
customer satisfaction. In the case of luxury
brands like Kempinski Hotels, the continuous
focus on the service quality of the staff is a
prerequisite for winning the highest guest
satisfaction levels. Looking into the vital aspects
of staff service performance is a source of
knowledge explaining how luxury hotels can not
only greet guests with an enhanced experience,
the brand reputation will get improved and the
hotels will be able to keep their competitive
advantage.

Chapter 3. Methodology
3.1 Research design

This study adopts a realist ontology and an
objectivist epistemology typical of a positivist
paradigm (Guba and Lincoln, 1994). As staff
behaviour through guest satisfaction can be
directly observed and measured numerically with
explanations coming through hypothesizing and
then testing statistical relationships. The fact that
these variables can be measured in terms of
positivism that holds to be derived from facts
which can be observed, and the social
phenomena can be studied by means of natural
sciences.  (Rothetfelder,  Ottenbacher &
Harrington, 2013).

The positivist paradigm for this research goes
hand in hand with the deductive testing approach
in hospitality service. There are general views that
the service of the employees generates the
customer satisfaction experience in the hospitality
industry while testing this hypothesis, and studies
have found that reliability, responsiveness,
assurance, empathy and tangible services of
service quality influenced how guests assessed
their stay (Ahsan et al., 2020). In a luxury hotel



setup where high expectations from guests exist,
employee behaviour and skills have a strong
presence (Mongkhonvanit & Chattiwong, 2018).
Understanding which factors of staff service
petformance the strongest predictors of guest
satisfaction are is crucial in relation to Kempinski
Hotels, seeing that the company positions itself as
a luxury brand (Jiang & Zhou, 2024). Research
about luxury hotels shows that some of the
factors leading to guest satisfaction include staff-
related factors, attitude, efficiency and employee
interactions  (Li, Hudson and So, 2020).
Deductive approach studies further indicate that
in luxury 5 star hotels, service quality mainly those
related to staff competence and behaviour can be
measured and wused to predict satisfaction
(Alananzeh, 2020).

This study employs a non-experimental
correlational research design investigating staff
service performance and guest satisfaction at
Kempinski hotels. Non-experimental researchers
claim that the factors ate observed in the manner
in which they naturally occur with no possible
manipulation and hence the possibility of
associative relationships between variables could
be observed. This method is the most suitable
given whether either ethical or practical
considerations ~may  render  experimental
manipulation impossible. Correlational analytics
has been commonly employed in the hospitality
sector to relate service quality with customer
satisfaction for example, the work of
Venkenteswaran et al. (2015) established the
impact of service quality on customer satisfaction
in the hotel companies. Similar to that would be
the study of Satheeshkumar (2015), which raises
customer opinion towards the front office staff
and hence stresses interactions of staff with
guests as a factor for general satisfaction of the
customer. Singh (2016) also investigated the
correlations between employee job satisfaction,
petrceived customer satisfaction, service quality
and profitability in hotels thereby suggesting that
staff satisfaction and guest experiences atre
interlinked.

3.2 Sample and data collection

The population for this study includes both with
hotel employees and the guests of Kempinski
hotels. Since this investigation focuses on the
determining factors for staff service performance
and consequently, guest satisfaction, the
patticipatory involvement of both whose details
of direct service delivery and expetrience may
apply is considered important.

This study utlises a probability sampling,
specifically a random sampling. The sample’s
inclusion criteria includes all front line service
staff such as the receptionist, the concierge, food
and beverage staff and housekeepers who work
directly with guests and provide service quality.

This study’s inclusion criteria will contain guests
who have stayed in Kempinski hotels at any time
during the past 12 months. The service providing
staff plays a huge role in creating experiences and
satisfaction for guests through their conduct
professionalism and service capability (Ladhari,
2009; Wu & Ko, 2013). The perception of guests
is essential in evaluating satisfaction and
identifying service performance gaps, this is
because  customer satisfaction is largely
dependent on perceived setvice quality and staff
interactions (Parasuraman, Zeithaml & Berry,
1988). This correlational investigation will delve
into and measure the extent to which essential
factors of employee setvice quality are related to
customer satisfaction at Kempinski Hotels. It will
be revealed through a survey method
incorporating validated measurement scales,
correlation and will be backed by the service
quality and hospitality research. Data for this
study will be collected by using a survey
questionnaire distributed to guests of Kempinski
hotels. The questionnaire will include items
measuring staff service performance and guest
satisfaction, adapted from wvalidated hospitality
instruments (Parasuraman et al., 1988; Mei, Dean,
& White, 1999). For this reseatch, a structured
whole questionnaire will be conducted in google
form to collect data. The sampling population
selected for this study includes approximately 70
participants. The online medium usage allows
hotel guests to be widely accessible, including
those who might be living in different places or
moving around a lot, like international travelers
(Bryman & Bell, 2015). The survey will gather
information about the guests' demographic
profile, the evaluation of the staff's performance,
and the level of satisfaction among the guests in
order to analyze the impact of the behaviors of
the lodgers on customers' experiences at
Kempinski Hotels. The information regarding the
demographic and stay-related characteristics (e.g.,
age, gender, occupation, length of stay, travel
purpose, and number of previous stays) will be
treated as control vatiables, since customer
characteristics are believed to influence service
expectations and satisfaction levels (Mensah-
Kufuor & Doku, 2017; Mattila, 2004).

3.3 Measures

The core constructs of staff service performance
and guest satisfaction were operationalised
through psychometrically validated and well-
established measurement scales which were
borrowed from prior hospitality and service
management research, and that the study has
petformed using the same psychometric scale.
The instruments used have been widely employed
in past research and are modified to be in line with
the operational context of Kempinski Hotels
without losing the original theoretical structure



and validity. Staff service performance is
determined by the actions of the frontline
employees who are in direct contact with the
customers during the service encountets.
Following the framework of prosocial service
behaviour proposed by Bettencourt and Brown
(1997), staff service performance is made up of
three components; role-prescribed — service
delivery, extra-role service behaviour, and
cooperation with coworkers. The three
components cover both formal job descriptions
and the voluntary behaviours that lead to service
excellence in the hospitality industry. The
measurement items consist of phrases like "I take
time to ascertain the needs of the guests on an
individual basis" and "I motivate my workmates
to suggest ways to enhance guest service." The
participants give their opinion on each statement
using a five-point Likert scale from 1 (strongly
disagree) to 5 (strongly agree). The average of
individual item scores is the composite staff
service performance score, with the higher scores
indicating  the higher petrceived — service
performance.

Guest satisfaction is interpreted as the overall
evaluative judgment of hotel experience by the
guests. Resorting to the established hospitality
research, especially to the work of Kandampully
and Suhartanto (2000), guest satisfaction has been
reflected through a multi-item scale measuring
overall satisfaction, petceived value, and
behavioral intentions such as willingness to revisit
or recommend the hotel. The scale very roughly
contains four to six items that are rated on a five-
point Likert scale. The responses are averaged out
to create one guest satisfaction score, where the
higher the score the higher the satisfaction level.

Proposed Model and Hypotheses

Looking backward into service management and
hospitality literature, this research suggests a
theory-based conceptual model that connects
service performance of the staff to customer
satisfaction in luxury hotels during the proposed
petiod. Following the deductive research method,
the model is constructed from theory and
previous empirical results and is validated
through quantitative analysis. Application of
Exploratory Factor Analysis brought to light
three separate aspects of service performance:
Collaborative Service Behaviour, Professional
Service Efficiency, and Personalised and
Empathic Service Behaviour. Guest satisfaction
takes the place of independent variables in the
proposed model. Collaborative Service Behaviour
signifies extra effort, taking responsibility,
cooperating and working together by employees.
According to previous research, in the delivery of
services, co-ordination and attracting
collaborators are among the factors that increase
service consistency and hence the good

evaluation of service by the guests in hospitality
contexts. Thus, it is posited in H1 that
collaborative service behaviour has positive and
significant impact on guest satisfaction.
Professional Service Efficiency is an attribute that
reflects  both  service  efficiency  and
professionalism in the way services are delivered.
Service quality theory identifies reliability,
responsiveness, and assurance as the most
important  factors  influencing  customer
satisfaction, especially in the luxury hotels which
have high-contact service. Hence, H2 puts
forward the idea that professional service
efficiency correlates positively and significantly
with guest satisfaction. Personalised and
Empathic Service Behaviour is the sum of
empathy,  helpfulness,  adaptability, and
personalisation. These trelational behaviours are
regarded as the main differentiators in luxury
hospitality and remarkably accurate predictors of
guest satisfaction and attachment. That is the
reason why H3 suggests that the personalised and
empathic service behaviour has a positive and
significant  relationship ~ with  the guest's
satisfaction.

3.4 Data analysis

The gathering of data for this research was
conducted through an online survey that was
placed on an online statistical website DATAtab
which is known for its efficient and user-friendly
data analysis. Online surveys are mostly accepted
for their quickness, easy access, and their
capability of providing a strong basis for
quantitative research, mainly when standard
replies of a varied population are sought. The tool
for the survey was made in a way to gather the
opinions of the customers about the quality of the
staff service that affects the satisfaction of the
customers at Kempinski Hotels. A well-
structured format was used for presenting the
items to make sure there was uniformity and to
lessen the effect of bias in the answers. The
responses were recorded in a digital way which
not only helped in avoiding errors in typing but
also made the immediate statistical analysis
possible.

As per Shadish and Campbell (2002), data analysis
is an integral part of every scientific investigation
and refers to the survey of one or more
characteristics of a population by means of an
actual or hypothetical sample. The destructive
measurement items were dropped through
Exploratory Factor Analysis (EFA) in view of the
necessity of making the data reliable and valid.
This action secured that only indicators that were
statistically valid would be used for coming
analysis.

EFA method was the first method considered for
finding and categorizing the factors in the staff
service performance and such other areas of



research, where previous knowledge about factor
sttucture was very limited (Netermeyer et al.,
2003). EFA makes it possible for the researcher
to identify the number of latent factors that affect
a set of observed variables and to ascertain which
variables are associated with each factor. On the
other hand, McDonald (1985) claimed that EFA
aims at finding out the least number of latent
factors that are common and at the same time
capable of providing an explanation of the
correlations between the observed wvartiables.
Thus, EFA was put into practice to uncover and
classify ~the main service performance
determinants that influence guest satisfaction at
Kempinski Hotels. Exact assessment called for a
proper measuring technique, which is the
conversion of visible and hidden traits into
numbers. On the other hand, as Hacking (1999,
2002) and Rorty (2009) contended, characteristics
are not naturally quantifiable into a single global
manner. Consequently, the measurement items
were created based on theoretical foundations
and the hotel environment's contextual relevance.
DATAtab was used for the analysis of all sutvey
data to maintain transparency and rigor in the
analytic process.

3.5 Ethical issues

Considering ethics is a prerequisite for preserving
the safety of the participants involved and also for
upholding the integrity and credibility of
academic research (Bhandari, 2021). The
investigation into the main features of the
personnel service efficiency influencing visitor
happiness at Kempinski Hotels was performed
under very ethical conditions that were in line
with the strict institutional and academic research
codes of conduct. The entire data collection
process informed all of the participants,
comprising both the guests and the hotel staff,
about the reason for carrying out the research, the
research aims, and the kinds of questions that
would be posed to them. They also received very
comprehensive information about the collection
of their data, how it would be used and where it
would be stored. Informed consent was acquired
from all the participants beforehand, thereby
making it clear that participation in the research
was absolutely voluntary. The participants were
specifically made awate of their right to leave the
research at any time without being subjected to
any punishment or negative repercussions. The
study took on clear-cut sampling methods as per
research good practice. The use of the right
sampling methods is said by Michael and Dean
(2017) to promote truthfulness in the research
design and contribute to the creation of a
representative sample. The method used allowed
for the reduction of bias at the same time as
impartiality in  participant  selection  was
guaranteed. For the research, there was strict

respect to  participant  anonymity  and
confidentiality all through the research.

There were no personal identifiers taken, and the
analysis or reporting of results contained no
information that could identify the patticipants.
The data were kept in a safe place and only the
researcher had access for academic purposes.
These precautions assured the application of data
protection principles, and the privacy of the
patticipants was ensured (Creswell, 2014).
Moreover, the researchers took extra precautions
not to let the respondents’ professional,
psychological or work-related aspects impacted
negatively. The survey questions were structured
in such a way that they were non-intrusive, and
no sensitive or personal information was required
from the participants. The study, hence, followed
the ethical research principles, which not only
protected the participants but also contributed to
the generation of credible, reliable, and ethically
sound research findings.

3.6 Limitations

The limitations of this research include vatious
aspects such as researchers, methodologies, and
data collection methods. First of all, the research
is based on a philosophy of positivism, which
assumes that hotel guest experiences and
satisfaction can be objectively measured through
structured questionnaires and thus is very
beneficial for conducting quantitative analysis like
Exploratory Factor Analysis (EFA) but may also
be detrimental as it could oversimplify the
complex and subjective nature of human
experiences in hospitality contexts. Such a
practice may limit the range of meanings that
qualitative methods could uncover when
examining guests' experiences. Secondly, the use
of an online survey method limits the study to a
great extent. Though online surveys are
convenient and cost-effective, they frequently
suffer from sampling bias and self-selection bias,
which makes it hard to determine a clear target
population and at the same time, it might not
represent the actual hotel guests accurately.
People who have not had the experience of
staying in the hotel might give answers that are
more like speculation than reflections, which
would impact the validity and generalizability of
the findings (Andrade, 2020).

Similatly, the choice of whether or not to include
both skilled and unskilled respondents might
have caused response bias and the research focus
on actual hotel users was diminished. The
researchers plan to survey only real hotel guests
(e.g., on-site or immediate post-stay) in order to
reach the research goals more closely.
Furthermore, the survey design itself indicates
limitations. The selection and the way of
presenting the queries can influence the
interpretation and the answers of the



respondents, which can in turn impact the factor
structures determined by EFA. Hence, these
decisions may also compel the reinforcement of
the current theoretical assumptions instead of
unearthing new emergent dimensions. To
conclude, there are several limitations in the use
of theoretical insights in practice since the
research has not empirically assessed how the
hotel in question applies hospitality theories to its

[ The first 3 components account for
62.5% of total variance (based on the current
factor count).

[ 3 components exceed an eigenvalue of 1
(Kaiser criterion).

[ Cumulative variance reaches 76.4% at
component 5.

[ Cumulative variance reaches 81.8% at
component 0.

decision-making processes among others.
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Responder 0.19 -0.11 -0.02

4.2 Explained total variance Empathy 0.25 0.20 -0.27

Extra Effort 0.73 0.18 -0.06

Component Eigenvalue % of variance Accumulated % Helpfulness 0.58 007 033

! 585 aa.97 aa.97 Personalization 0.62 -0.18 -0.41

2 22 941 54.38 Adaptability 0.60 0.07 -0.42

s 1.08 8.09 62.47 Efficiency 0.80 -0.24 0.14

4 098 753 70.00 Responsibility 0.56 0.19 0.12

° 0.83 6.37 7637 Professionalism 0.72 -0.40 0.03

6 on 545 81.82 Quality 0.62 0.27 -0.17

7 0.63 4.82 86.64 Cooperation 0.79 0.01 0.16

8 0.40 8.07 89.7 Collaboration 0.80 0.38 0.14

8 0.36 2.79 92.50 Satisfaction 0.76 -0.25 0.17
10 0.33 2.51 95.00
11 0.27 2.04 97.04

12 0.24 1.84 98.88 4.5 Interpretation

13 0.15 1.12 100.00

Factor loadings show how strongly each variable
relates to a factor(positive or negative). Interpret
a factor by the variables with the largest absolute
loadings: values around 0.40-0.50 indicates a
moderate relationship, while 0.60+ suggests a
strong association.

Variables with loadings above the threshold and
few cross-loadings point to a clear factor
meaning; mixed or low loadings suggest the factor
is weaker or the variable does not fit well.

4.3 Interpretation

Each eigenvalue shows how much variance a
component explains; values above 1 (Kaiser rule)
often indicate meaningful components. The
percent columns show the proportion and
cumulative share of variance explained: look for a
point where additional components add only
small gains to decide on a sensible number of
components. A clear elbow in the eigenvalues (in
a scree plot), or a levelling off in how much

additional variance each component adds, ) .
. 4.6 Factor-variable overview
suggests a sensible cutoff.
- Component 1 explains 45.0% of the u Factor 1: Extra Effort, Responsibility,

. o . . . uality, Cooperation, Collaboration
variance, indicating a dominant first dimension. Quality, P >



u Factor 2: Efficiency, Professionalism,
Satisfaction

u Factor 3: Empathy, Helpfulness,
Personalization, Adaptability

4.7 Factor correlation (Phi)

Factor 1 Factor 2 Factor 3
Factor 1 1.00 0.00 0.00
Factor 2 0.00 1.00 0.00
Factor 3 0.00 0.00 1.00

4.8 Communalities & Uniguenesses

Uniquenesses Communalities (h"2)

Responder 0.95 0.05
Empathy 0.82 0.18
Extra Effort 0.43 0.57
Helpfulness 0.54 0.46
Personalization 0.42 0.58
Adaptability 0.47 0.53
Efficiency 0.28 0.72
Responsibility 0.63 0.37
Professionalism 0.32 0.68
Quality 0.51 0.49
Cooperation 0.34 0.66
Collaboration 0.20 0.80
Satisfaction 0.32 0.68

4.8 Variance explained summary

SS Loading Proportion of variance Cumulative variance

Factor 1 2.36 0.18 0.18
Factor 2 2,62 0.20 0.38
Factor 3 1.77 0.14 0.52

Chapter 5. Discussion

The outcomes of this study respond to the
research questions by indicating the factors that
are responsible for staff service performance that
had the greatest influence on customer
satisfaction at Kempinski Hotels. In the case of
the first research question, it was shown that
employee traits such as empathy, professionalism,
efficiency, and service customization were the
hotel’s major service strengths from the guests'
perspective. These traits were linked to guest
satisfaction ratings on a higher scale

which means that guests in luxury hotels perceive
the quality of service mainly

through the interaction with the staff and not just
through the technical execution.

This finding is very much in line with the
SERVQUAL model. (Parasuraman, Zeithaml,
and Berry, 1988) that regards a high level of
empathy, responsiveness, and assurance as the
critical service quality and satisfaction dimensions
influencing customer perception. Additionally,
the results are also consistent with Expectancy
Theory (Vroom, 1964) regarding the second
research objective. The examination discloses
that the employees showing the extra mile and
being the ones taking more responsibility have
the greatest influence on the guest satisfaction.
Therefore, it can be inferred that the staff is most
likely to offer superb service when they see a clear
and significant link between their input and the
desirable outcome, such as guest admiration or
company recognition.

In this manner, employee motivation comes out
as a power that reinforces the service quality
perceptions. In general, the research gives the
verdict that the dissatisfaction of the guests in
high-end hotels is not dependent only on service
quality. On the contrary, it is the combination of
perceived service quality and staff of motivation
that decides customers' satisfaction. This
conclusion pushes forward service research in
hospitality by undetlining that the factors of
motivation and the quality of service through
behavior are intertwined instead of being two
separate concepts. Therefore, luxury hotels have
to treat performance in service as an area
requiring not only operational controls but also
management of the employees' motivation and
setting up of a culture that would allow and
recognize the behaviors that are discretionary and
are directed toward the guest.

)

ions of Service Quality

ce Qualit

8

—J

Figure X: SERVQUAL model dimensions
(adapted from Parasuraman et al., 1988).
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Perceived probability that
good performance will
lead to desired outcomes

Value of expected
outcomes to the
individual



Figure Y: Expectancy Theory model (adapted
from Vroom, 1964).

Chapter 6. Conclusion

The research results teveal that the foremost
reason for guest-recipes at Kempinski Hotels is
the whole teamwork of the employees could be
seen as one factor in their opinion, as opposed to
separate or single service attribute. The use of
Exploratory Factor Analysis led to pulling out
three interconnected dimensions— collective
service commitment, professional execution, and
humanised service delivery—which  were
reflective of the luxury guest's holistic view of
service quality. This overall judgment indicates
that the guests do not only rate the single service
moments but also build up their impressions
based on how staff keeps cooperating, adapting
and showing effort throughout the whole service
encounter. Therefore, the results have
implications far beyond the current hospitality
research by indicating that such characteristics as
discretionary ~ behaviours,  empathy, and
collaboration are not optional enhancements but
rather foundational determinants of perceived
service excellence. This conclusion also supports
the previous empirical studies that recognized
employee behaviour as the main mediator linking
service quality, guest satisfaction and loyalty
intentions (Chi and Gursoy, 2009; Totres et al.,
2015).

The outcomes from a practical point of view
imply a big change in the way to manage luxury
hotel service. The service culture is the issue of
operation and should be elevated to the level of
strategic organisational capability. Kempinski
Hotels will have to rely on the empowerment of
their staff to provide their guests with
personalized services that are both emotionally
intelligent and delivered in a cooperatively strong
alliance. The use of standardized procedures only
will not result in meeting the luxury guests' subtle
demands who are increasingly preferring and
expecting to be communicated with, to be
responded to, and to have an immediate and close
relationship with the hotel. Therefore, investing
in people's skills such as behavioural competency,
emotional intelligence, and cross-functional
training will yield greater service value than just
refinements in procedures. This is in line with the
existing research which claims that employees
who are empowered and motivated are in the best
position to provide superior service experiences
and thus create long-term customer value
(Bettencourt and Brown, 1997; Kandampully and
Suhartanto, 2000). The study, in relation to future
research, points out multiple possibilities for

further inquiry. It would be interesting to employ
longitudinal research designs to track the
evolution of guest expectations of personalized
service over time, especially digitalization and
luxury consumption patterns as their main
influencers. Furthermore, the use of mixed-
methods, wherein quantitative measures of
guests’ satisfaction would be accompanied by
qualitative insights from employees, would lead to
a richer understanding of the service dynamics.
Lastly, the conducted research might lead to the
conclusion of the identified dimensions of service
petformance being transferable and generalizable
through comparative studies performed in
different luxury hotel brands and cultural
contexts (Bloomberg & Volpe, 2016).
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