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Abstract

Quality nowadays has become a strategic elemethidncompanies dealing with services be-
cause it determines “competitiveness” at its highesgel.

In the European Quality Charter, quality is definesl “the key to competitiveness” of compa-
nies that have the obligation to work for the mliigjective of quality promotion in all the Europea
Union countries.

By the implementation of a quality management systethe field of Romanian tourism, the
constant improvement of the qualitative performaoica product or service will be assured in the di-
rection of reaching the objectives of quality.

At present, the main tendency in the field of Raamatourist services quality consists in the in-
troduction of a set of methods with the purposeoofstantly improving the quality of products and
services by improving the functioning and incregdime performance of the service providers.

Key words: quality, tourist services, Q Mark, tourist prody@scommodation services
JEL classification: M19

1. Introduction

In the functional market economy, because of theg@ssively aggressive competi-
tion, the providers of tourist products and sersiaee more and more forced to consider the
needs, requests and expectancies of clients araiicns as - better informed and trained -
they prefer more and more often to purchase preduatl services of maximum quality at
the lowest prices. Consequently, the managers anpliogees from the hospitality industry
should aim to provide only services of high quadityminimum prices.

The quality of the services provided by the Roman@urist units as well as their im-
age represents a vital issue for them. Both thesstee industrialization during communism
and the misunderstood capitalism which followed hagowerful impact upon the Roma-
nian tourist base and also upon managers’ mentaltig found themselves powerless in the
face of the wave of changes occurring over night.

In the last years, a trend has been noticed whiolws that the young generation of
managers learned their lesson and their effortspadh timid, seem to get a contour. The
providing of high quality services is not possighout serious management knowledge,
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especially as quality and quality management ane@med, operating with them coherently
and constantly.

Consequently, in his workssurance of quality in tourist servicesDinu Vasile em-
phasizes the fact that at present the problemwfstoservices quality has become an issue
of modern management, i.e. one referring to visialues, objectives and strategies, to
good practice and the highest standards and models.

In order to sell quality services, managers andleyegs should aim, be able to, and
know how to achieve quality, evaluate it, and inyard@ constantly. To do so, according to
the ISO 9000 standards, they should implement &tguaanagement system in the tourist
businesses they are running, a system requiringnplg, control, assurance and improve-
ment of tourist services quality, especially thosacerning accommodation.

To increase competition at both national and irgteomal level means that the provid-
ers of tourist services should take the due steps-adjust themselves by diversifying their
offer and correlating the price and quality of greduct. These steps are decisive when try-
ing to survive on a specific market.

The time has come that the specialists in the $ouihdustry understand the new ten-
dencies in the process of developing internatioioalrism and the fact that clients’
increasing demands force them to use new manageimgniments. Moreover, it is not
enough to understand such phenomena, it is equafigrtant that all parties involved im-
plement these ideas and instruments.

2. Quality and the quality management system in taism

The aspects concerning tourist services have edtaibasic terminology: the producer
of services is called service provider; the consuaieservices is the client or beneficiary.
Services in general have several elements of "t#dofital" specificity, from this point of
view being original, even unique.

2.1. General aspects of the quality of services

Quality of services mearmnformity with the client's demandBhe companies try to
increase the quality of services, serving both gaiose of management services and a
strategy to develop the enterprise.

Quality of services hasvo componentglivan, 1998, 90]:

» The quality of the serving process;
» The level of quality for serving, i.e. the real\see provided.

As for a company’s level of service quality, it @apls on the way in which the offi-
cials approach the quality issue. Thus [Stanci032335]:

e The concept of quality should be approached sydteatiy;

* The client's demands should be understood andfthgied;

» The quality principles should be imposed at alictinral and organization levels of the
unit;

» The qualitative level of services should be acluesficiently;

» The diversity of services on the market should perananent aim.

A relevant aspect of any competition is to take iatcount all the aspects concerning
quality, not only quality of services.
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As for theconnections between perceived quality and realityyahe estimations may
vary from the client to the service provider dihect

The client very seldom is aware that he/she is s@ived and makes it publicly even
more seldom, while the discontent will be certawige spread. In addition, the main char-
acteristic of the quality of services is thedtativity [Jivan, 1988, 92]i.e. the impossibility
to measure and evaluate them.

Among theaspects of the quality of servingone should mention: personnel’s behav-
ior and attitude; duration of serving; availabilty information; advertisement; location of
serving units and their accessibility; environmet,

The total quality of a service is seen as a 3-camapbfunction:

« Body image- company’s image and its global attractiveness;

» Technical quality the essential attributes of services correspunth the needs to be
fulfilled,;

» Functional quality- the way to provide services.

The perception of the quality of a service is iefiaed by the attributes of its quality,
which are presented in the following table:

Table no 1 - The attributes of services quality

The attributes of Characteristics
services quality
Tangibility The existence of the physical suppdrservice, personnel communication.
Reliability The capacity of correct fulfillment dfi¢ service from the very first contact with
the client.
Rapidity The carrying out of a service within theéi limits desired and accepted by the
client.
Competence The serving personnel have the informatiml capabilities necessary for the
carrying out of the service.
Politeness The politeness, kindness and respdice @ontact personnel towards the client.
Credibility The credibility and honesty of the see/providing company.
Security and safety  The absence of danger, hagskdand doubt when providing the service.
Accessibility The easiness with which the serviae be used at the desired moment.
Communication The client is informed correctly, ifaaguage which is easy and accessible to
the client, and the employees have the abilityigteh and understand the cli-
ents.

Knowledge on clientUnderstanding clients’ needs and behavior.

Adaptation:[Nita , 2007, 111], [Lache 2002, 79-81]

We present the attributes of the quality of serwibecause the evaluation of this type
of quality is a delicate matter as for most servittee subjective aspects of evaluation from
the part of the clients are predominant.

2.2. The quality with the Romanian tourist services

The field of services presents a series of chatiatitss which lead to different ways of
action and manifestation of some of the evaluatigteria of service quality.

Within tourist services these differences are ofteat. This type of services represents
a very large area, which causes the global approfdhe problems concerning service
quality to be difficult.
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Going beyond the classical approach in the gerstualy on quality and referring es-
pecially to the field of the tourist services, oneed to take into account the indicators
connected to the tourist service quality:

* the quality of life;

» the competitive values of the tourist activities;

 the qualitative dimension of the time for recreatifun and sports, or recreational ac-
tivities

The quality of life is directly connected with they in which the nine basic human
needs are satisfiedubsistence, protection, affection, understandpagticipation, amuse-
ment, creativity, identity, and freedom

For example, with services for tourism transpootatitheir quality depends mainly on
the technical state of the means of transportaowell as on the combustibles used, norms
of pollution, or safety. A series of activities bugs guides, entertainers, or monitors, promo-
tion or advertisement are more difficult to evatuat compare from the qualitative point of
view.

In the last years, the quality of the services led by the majority of tourism com-
panies has increased significantly. The tourismketaof Romania has obviously developed.
The international tourist flow towards Romania stgied an increase, the most explosive
period of time was in 2007, as it can be seen bidao 2.

Table 2 - Arrivals of foreign visitors in Romantagusands arrivals)

Area 2003 2004 2005 2006 2007 2008
Europe - total 5024 4696 4551 5344 6306 5522
European Union 2311 2401 2502 2951 3847 2868

SourcefAnuarul Statistic al Roméaniei, 2009]

If in the year 2003 the arrivals of the visitorerfr the European Union towards Roma-
nia were 2,311 thousand, in the year 2008 theirbmirimcreased by 577 thousand, reaching
2,868 thousand arrivals, meaning an increase ofitaB@% in only 6 years. The tourists
coming from these parts of Europe generally chogardctice seaside or mountain tourism,
and lately they have practiced tourism for SPAttresmts.

In this global image, the tourist circulation regied a quantitative and qualitative
evolution, the main tendency being the increasth@mumber of arrivals from one year to
the other.

8000

2003 2004 2005 2006 2007 2008

| 0 European Uniorf@ Europe |

Figure no. 1. The dynamics of the arrivals of foreig visitors in Romania
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We can notice an increase of the number of thersatcthis market segment, as well
as a development of their activities. When we spdake development of the agencies, we
refer to the ones which, in the last years, stadadeet the Western standards.

At present time, the system of reservations haisahrele in offering prompt services
to the clients of the agencies.

It is not enough anymore to receive a simple voycaeorofessional agency should
deal with the transfer from the airport, and witlelything included in the services concept
for its clients.

The travel agent should understand the needs owdlys in which one wants to plan
his or her vacation. An agent should not hurryfferdorochures to the clients, or to recom-
mend them a hotel without asking them if they hakiddren, if they intend to rest, or to
visit, to spend more time inside the hotel, or wlgst, what accommodation facilities they
wish. It is obvious that in this aspect, the tausisrvice quality is according with the quality
of the professional training of the human resources

The analysis of the dynamics of the flows in Roraa@mmphasizes some aspects, the
most obvious being their decrease after the ye89.19

From 2004 to 2008, we can notice a constant maimntgiof the number of tourist ac-
tivities towards certain areas of the country.

Table no 3 - Tourism organized by the Romanianeiragencies according to tourist activities
and areas (thousands of persons)

Number of Number Number of  Number of Number

tourists  of tourists tourists tourists of tourists

2004 2005 2006 2007 2008

Internal tourist activities 1322 1203 1234 1429 1210

Mountain area —cities 340 312 341 372 293

Spa area 360 330 334 317 288

Seaside area 376 304 318 389 332

Mountain area — villages 86 80 89 121 76
and tourist trekking routes|

Historical areas 68 62 50 61 44

Religious pilgrimage areaq 2 4 4 4 13

River cruises 1 4 18 44 54

Miscellaneous circuits 7 7 5 12 37

Other areas 82 100 75 109 73

Source: [Anuarul Statistic al Roméniei, 2009]
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Figure no. 2. The dynamics of tourism organized byravel agencies according
to tourist activities and areas

In the year 2008, as compared to the year 2007#gegistered an increase in the total
number of tourists who had as a purpose differeasans to travel. Related to the total
number of tourists, this decrease is of approxiipatehousand tourists per year.

When there is a low concern for the quality frora gart of the service providers from
the Romanian tourism, people should notice the eonof the National Authority for the
Tourism, of the professional organizations from R@manian tourism, of the tourism un-
dertakers, and at last, but not the least, of thecialists from the Romanian tourist
education, for the “quality in tourism”.

Among the ones mentioned above, The Ministry oih$pmrtations, of Constructions,
and of Tourism, through The National Authority the Tourism, through The General Di-
rection of Authorization, has started an approamhthe “Q Mark - system of quality
certification of the services from the hotels innRmia“ [Governmental Decision no 668
of 5 June 2003 concerning the approach of the NatiBrogram of the increase of the ho-
tels quality services, and the launching of the N@Irk].

The representatives of The National Authority fbe tTourism, directors and hotel
owners, representatives of the Federation of thelslondustry in Romania, of the Associa-
tion “Tourism, Hotel, Restaurant, Consulting Group% well as specialists in the field of
the quality of the hotel services have discusssuakis as:

» quality of services in tourism;

» competitiveness, good practices, standards, modeiscellence;

» importance of standards;

» implementation of quality of the tourist servicéarglards — Q Mark, the safe premise
of the development of Romanian tourism;

* introduction of a quality management system of hedevices in Romania.

The purpose of the system is to improve the qualitgervices provided by hotels in
order to increase the level of the clients’ satista, as well as the possibility to use this
symbol in order to promote and to recognize thelsatationally and internationally.
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The objective of the quality certification systeiihotel services in Romania is to put
into practice a new set of regulations concernmgduality of services provided by hotels
in Romania for:

» endowment of the hotels with an internal and extkenaluation system, which should
act as an efficient management instrument in ctmlguarantee the quality of the ser-
vices provided;

» building a continuous action base, by adapting rttemagement system to the new
needs, expectances, and demands of the clientofdésiu, www.mmg.ase.ro] .

These concerns are due to the fact that at préiseatthe Romanian tourist service
must impose itself on a market where the compaetian full ascension, and within which
the consumers are more and more informed and dengarichis is the reason why the reaf-
firmation of Romania’s destination should be conedavith the development of the quality
of tourist services.

Each company from the Romanian tourism shouldzean analysis of the quality of
the activity developed. This quality analysis resgrés the starting point in the improvement
of the strategic leadership of the company. The@@se of this analysis is to aim to the fol-
lowing issues:

» setting the services quality level;

» formulation of the main decisions for the improventnef the services and of the tour-
ist products offered,;

» awareness of the strengths and of the weaknes#les ofganization;

» gathering ideas and planning for the specific messin order to develop the quality
of the entire activity.

The improvement of the tourist services qualitycissely connected with the im-
provement of the companies management from the Riamatourism. This could be
realized by applying a quality management of theises which should have among its
main concerns the following issues:

» awareness of the tourists’ demands;

* maintenance of the buildings and of the decoratiasswell as of the auxiliary facili-
ties;

* increase of the tourists’ satisfaction;

» team work;

» cooperation with partner organizations;

» promotion of a correct motivation of the employees.

As a result, the managers and the employees abthist companies (transporters, ho-
tels, restaurants, travel agencies) should offdy sprvices of maximum quality at the
lowest prices.

This is how the clients can be preserved, and rients can be attracted, and the turn-
over, the profit, and the market segment can isgreanstantly and continuously.

All these can be realized if desired, if one kndwsv to realize the quality, its evalua-
tion, and its permanent improvement. The puttintp ipractice of these objectives is
represented by the cycle P = PLAN, D = DO, C= CHE®K= ACT, which implies plan-
ning, realization, checking, and actidrhis is why in the world of the tourism people ¢her
is a saying, that one has the quality which one @amtrol [Nistoreany www.mmg.ase.ro].
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AVIRTUOUS CYCLE
1. P—PLAN o
2. D-DO
3. ¢-CHECK o e
4 A-ACT
(o)

Figure no. 3. The Virtuous Cycle [Q Mark, 2004, 22]

In Romania, due to the increasing competition, ttheist service providers are more
and more obliged to take into account the clieatsl the consumers’ needs, demands, and
expectations, because — being better informed ramket — they prefer more and more fre-
quently to purchase tourist products and serviéeraximum quality and minimum price.
This should be the concern of the managers angecémployees of the companies from the
tourist industry - hotels, restaurants, travel @ign

For a tourist company to offer its clients only lbijyaservices, it is necessary that be-
fore providing them, the tourist services shouldcbenpletely and correctly aware of the
clients’ demands, and after their providing, itngortant to learn as much as possible about
their reactions (satisfaction or dissatisfaction).

It is important to notice that there is no absolgteality, because the quality always
depends on the demands of the clients who existeattain time, on a certain market.

The quality of a tourist service (the effect) degemssentially on the quality of the
processes (causes) from which it appears. Butrimepses can depend on 7 decisive factors
(materials, equipments, personnel, methods, envieoh, management, and measures), and
which all vary, while they should be introduced andintained under control.

The quality assurance — involving quality contralequires to avoid the possible non-
conformities by anticipating the potential causes] to prevent their manifestation.

The quality management can be realized at its lipeghhe implementation of a quality
management system in the tourist companies. Tlegemte which is the most frequently
used in this purpose is represented by the intemeltstandards from the group ISO 9000.

According to the European practices, in order toegate/to increase the clients’ trust
in the products, services, processes, and pergsassiecessary to certify them, and in order
to generate/increase the trust of the partnersgarizations, they usually are accredited.

In this context, it is necessary to present thpsstd trust as it follows:
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AWARDS FOR QUALITY

(reference: optional model of 2xcellence)

CERTIFICATION OF QUALITY MANAGEMENT
SYSTEMS (reference: optional stancards)

CERTIFICATION OF THE PRODUCTS/SERVICES

(reference: specifications, optional rorms)

ACCREDITATIOIN

(reference: compulsory regulations)

Figure no. 4. Steps of trust [Q Mark, 2004, 22]

In the tourism industry — as well as in other feeld only the first step (corresponding
to the authorization, by which the satisfactiom@himal conditions is confirmed) is com-
pulsory, the others are optional, but indispensablene wishes to maintain the tourist
company on the market.

One can notice that only businesses where the tblgecof all the business partners
are satisfied as much as possible can have theeharresist for a long time, and even to
develop.This is the spirit of the international standaras the quality managemeffami-
lia EN 1SO 9000:2000].

2.3. The tourist products quality

The technical progress in general, the innovataorg especially the development of
the means of telecommunications, the increaseeoletvel of culture, education and profes-
sional training have determined the increase aaddbid evolution of the preferences and
taste concerning the choice of potential clientsafaertain tourist destination.

From this point of view, the quality of the tourfatoducts is considered as depending
on [Nistoreanu, 2004, 96]:

 the beauty of the tourist patrimony;
 the accessibility, and the technical performandaketourist infrastructure;
« the professionalism and the competence of the pees@roviding the services.

One should notice the influence of the subjectaadr in the client’s evaluation of the
qualitative level of a tourist product.

Thus, the level of the client’s satisfaction aseauit of the tourist consumption de-
pends on the degree of correspondence betweefffélséve components of the tourist offer
during the tour or the trip, and the image whioh tiurist has formed in this concern.

If one takes into account the complementaritiethefservices constituting the tourist
product, then an index ofhe final quality does not result necessarily from the addition of
the quality of the components. A superior qualityyne component cannot always compen-
sate the inferior quality of another component.

In this situationthe clients wish to be informed correctly and caetgdy in what con-
cerns the quality of the tourist product which tlvegnt to buy, so as they could choose the
product which would satisfy the best the levehefrtexpectations.
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The same, we should not forget that the touristsnawre and more demanding in what
concerns the quality of the tourist offers. As sulg “the image, but also the reputation of a
superior quality of a certain tourist product coitistes a major advantage on the market,
because the tourists have the perception of th&temde of a high risk connected with the
purchase of the package tourgNistoreanu, 2004, 96]

In the situation of a compromised tourist prodiieg reconstruction of its image re-
quires special marketing efforts for several yebesause the unpleasant experiences leave
strong impressions, which are difficult to change.

It is recommended that in the situations of a ¢tlgedissatisfaction, the service pro-
vider company finds the best solution to solve iegor problem determining the client’s
dissatisfaction, as a result of the consumptiothaf tourist product.

The qualitative level of the tourist products candmalyzed from the point of view of
the following characteristics:

 natural (for example the beauty of the landscapes met duhie voyage, the purity of
the air and of the water, the altitude where thaisb objectives are located, the cli-
mate, the season, the frequency and the amplitideecavalanches, the floods, the
earthquakes, etc.);

« technical(the accessibility of the tourist objectives, tipeead, the degree of safety and
the comfort of the tourist transportation means,dbgree of wear of the tourist recep-
tion structures, the conditions of signaling antbiniination, the noise and the
vibrations which accompany the tourist services, ¢hpacity of the accommodation
equipment of reception and production, transpanmatfood, entertainment, architec-
ture of the cities and of the buildings);

» organizational — the structure and the realizatiminthe circuit and of the tourist pro-
gram: the beginning and the ending of the tourist sesyitlke program of visits, and
of the entertainment activities, the synchronizatib services, the correspondence be-
tween the duration of the stay and that of the lmuyi services, the number, the
structure, the kindness, and the solicitude ofpmesonnel serving the clients, the peri-
ods of opening and closure of the resorts, theedegf overcrowding of the tourist
destinations, the duration of the service provijling
The quality of the tourigiroductscan be appreciated by the consumer taking as a ref-

erence their price, or the classification categdoy the means of transportation,
accommodation, or food.

Consequently, the concept of “quality of the toupsoducts” consists of all the issues
concerning the quality of tourist services représgnan extremely vast field where the
points of view of the ones who offer meet the poitview of the ones who consume.

2.4. The theoretical context of the concept of quali in the accommodation services (hotels)

The aspect of the services quality provided inhtbiels in Romania and their image is
a surviving issue for them. In other words, it isaspect of modern management, an issue
of vision, values, objectives and strategies, afesoof good practices, standards, and mod-
els of excellence.
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Figure no. 5. Determination of the performance stadards for the accommodation services

[Neagu, 2002, 33]

The quality of services in the hotels

 spatial quality — referring to the accessibility (the ways and rieans of transporta-
tion, the time required for the transportation frtm client’s place to the place where
the hotel is located), clarity of the traffic sigfminimum efforts of orientation), park-
ing facilities (the certitude of finding a parkitaf) and the possibilities offered by the
hotel neighborhood (additional real attractions).

 the quality of the choice— refers to the diversity of the propositions canagg the
variety of the rooms (location, view, decorationgahe variety of the services (food,
entertainment, recreation).

« the actual quality — refers to elements which can be easier to etealua
a) The material parameter— there are 5 norms taken into account:

norms of materials — the emphasis is on the chofcthe types of equipment
provided (accompanied by quality guarantees),

norms of use — the equipment used must be replacee often in order to be
according with the requirements of the fashion,

norms of maintenance — of the equipment by thatcied by the hotel owner,
norms of cleanliness — both for the accommodatma, for the restaurants, or
the area around the hotel,

norms of security — especially in the case ofgirevention.
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b) Availability of the personnel —the number of the employees per room is consid-

ered one of the criteria for the classificatioradfotel.
 relational quality — direct (between the hired personnel and the cliert)l indirect

(client-client, when one of them might be disturtisdthe other’s behavior) [MNi ,

Butnaru, 2007, 116].

For the implementation of the quality of hotel sees, it is required to have an open,
constructive, and cooperative attitude of the maradt is required to get from the empiri-
cal approach of the practicing in the field, basedsense and experience, to what is called
the scientific approach, that of the manager whdsagkinciples and laws, methods and
techniques, instruments, and standards to theseptm

So it is required to get from the logo “I have eglexperience, and | know what qual-
ity means in a hotel” to the logo "I am ready amgito learn anything which means more
clients, and more faithful ones for my hotel”.

In order to register within the approach describbdve, the only one generating true
and sustainable competitiveness, the tourist corapdrave made a few steps.

The first step consists of the general information of the entieespnnel concerning
quality issues, i.e. what and how quality is acbigvespecially the quality management, and
why it is needed. The manager must start to shagemrehensive vision, specific and to
the point, a profitable situation, which should mp#rhim to elaborate his policy, on the ba-
sis of the values stated in his declaration, andtabilize, in an achievable and profitable
way, the reference points and the objectives ofthwity on short term, medium term, and
long term.

The second steps the personnel selection from the ones who warstudy this in-
formation further, transforming it in knowledge, biits, and activity models, and who,
cooperating with the specialists from outside thmpany, will have as a mission and attri-
bution the design, the implementation, the cegtftm, and the permanent improvement of
some quality management systems according to differeferences: codes and models of
good operational and managerial practices. In otdespecialize themselves, the selected
ones must be registered in programs of formati@htemining, from the ones included in the
consulting activities, in different short-term cees in institutions specialized in the field of
quality, to different programs of superior specation.

The third step consists in designing and in the actual implenmgntof the quality
management system in the company. This means #tieation of the working tools — the
setting of the references (norms, standards, mpdéaks elaboration of the documentation
(manuals, procedures, working instructions, forrasfill, questionnaires, files, register
books), informing the entire personnel and trairting personnel involved in the work with
these instruments. This step is ended with thd ramination made by an internal audit,
of the system functioning, the setting and the atien of the corrective measures, and of
the preventive ones which are compulsory.

The final step, the fourth, consists of the certification of the system comfity with a
reference adopted by the company as a good prantidel. This action takes place through
an external audit realized by an independent @ztibn organism, and is finalized through
the emission of a conformity certificate, accompdridy a certification mark. This certifica-
tion mark, one of the most important and of the tmafficient image factor, is the main
marketing instrument of the company, the main etiiva, selection, and faithfulness of the
clients for the accommodation unit.
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As it can be noticed, the quality is the main deieant factor of the success of an ac-
commodation unit on the market. It is well knowmittithe quality merchandise does not
need advertisement, and it sells by itself’, areldbality hotel service is nothing else but a
quality merchandise.

The quality is the main determinant factor of cotitpeness, of performance, thus of
the profit, and it means good practices (at a sap&vel, the one of excellence, even the
best practices) according with the models of stetidation, with standards (and at a supe-
rior level, with models of excellence), as they presented in the following figure.

EXCELIENCE
(high performanca)

MODEL OF
EXCELLENCE

EP — Best practices
STANDARD
PERFORMANCE / . N
(medium) GP — Good practices \ STANDARD
LOwW /
PERFORMANCE / Common practices \

Figure no. 6. Performance and good practices
Source: [Q Mark, 2004, 11]

QUALITY

CONFORMITY (meeting
the demands)

INHERENT
e L i
REALIZED

NON-CONFORMITY
(not meeting the demands)

| NONQUALITY ‘

Figure no. 7. Conformity and non-conformity
Source: [Q Mark, 2004, 11]

The quality in the accommodation services requireth the quality of the reception
equipments, and the quality of the bed sheetdjefurniture, of the plumbing, of the tech-
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nology, and not in the least, of the personnelthstechnology becomes a more and more
important part of the daily life, the clients, esjadly the ones with business preoccupations,
will wish that this technology is not absent frone thotel rooms. Thus, the technology de-
velopment can change the physical concept, andsphee allocation of the hotel in the
future [Francis, J., Nardozza, Partnbigtional Hospitality Industry Directory K.P.M.G,
Pleat, Marvick, L.L.P.].

In the same time with the development of the peakatrategies for obtaining the
global competitiveness quality, the organizatioasdime aware of the special importance of
the quality of their providers, as well as of theality of products and of services provided
by them. The global competitiveness quality musstimclude an extremely important com-
ponentthe quality of the provider and of the products, and of the services purchased from
him [Suciu, Oprean, 2007, 229-230]. Consequently, thitell restructured rapidly their be-
havior and strategy towards this issue, re-dimemnsgthe initial relationship which was
rather the one between two organizations whichidensd themselves as independent, and
ready to pursue their own goals, to a more compgiand complex relationship.

Though the working cost is mainly the place whése value of the service is created
or added, it happens many times that this is urstierated, and treated superficially. A new
touch is brought by the Japanese concepts refeiwiKg\|ZEN, which focus the whole at-
tention of the company management towde#dMBA , the place in which the activities that
bring effective and direct value to the service degeloped, the entire process of obtaining
the client’s satisfaction being based on the efficy of the maintenance and of the continu-
ous improvement at the working place. We will guaeselves after the Japanese concept.
According to this, it is necessary that 2 cycles @vered for the implementation oftan-
dardized working manner at the working place [Suciu, Oprean, 2007, 229-231]. The first
one requires the setting of the standards necesatiie working place. Their realization
and assurance at the working place, verificatiotheffact that they are understood and ex-
plained, and, finally, acting for the eliminatiorf the non-functioning are determined
according to what was initially proposed (SIVA: &fardization, Implementation, Verifica-
tion, Action). The 2 cycle follows next, and it has in view the conting standards
improvement by applying Deming’s cycle: PIVA (plamplement, verify, act).

It is no doubt that the most important partner, ahe to whom the entire attention of
the organization is focused, is its client/clienthose present and future needs and expecta-
tions should be understood, and, certainly, satisfThe approach of the conceptgtdbal
competitiveness quality with the partners [Suciu, Oprean, 2007, 229-232sks the organi-
zation to identify not only the direct clients, kalt the interested parties, to identify their
demands, needs, and expectations, to solve thequaiddy, and to maintain at least a bal-
anced proportion. Another important aspect is #térgy of communication interfaces with
these parts.

2.5. Q Mark - model of good practices for implemergtion and certification of the quality
of the hotel services in Romania

In the conditions in which there is a low concesnthe providers quality from Roma-
nian tourism, the preoccupations of The Nationalthauty for the Tourism, of the
professional organizations from the Romanian towyrief the businessmen from the tour-
ism, and, of course, of the specialists from thenRian tourism education should be
mentioned for the “quality in tourism”. Among thees mentioned above, The Ministry of
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Transportation, Constructions, and Tourism, throtigke National Authority for the Tour-
ism, The General Direction of Authorization, stdrtbe approach for the)'Mark - system
of quality certification of hotel services in Roni@h[ Governmental Decision no 66&f 5
June 2003 concerning the approach of the NatiomayrBm of the increase of the hotels
quality services, and the launching of the "Q" Mark

The representatives of The National Authority fbe tTourism, directors and hotel
owners, representatives of The Federation of theelHodustry in Romania, of the Associa-
tion “Tourism, Hotel, Restaurant, Consulting Group% well as specialists in the field of
quality of hotel services have discussed issues lik

« the quality of services provided in tourism;

» competitiveness, good practices, standards, marfedsccellence; the importance of
standards;

» the implementation of the quality standards of isiuservices — Q Mark, the safe pre-
mise of the development of Romanian tourism;

« the introduction of a quality management systernatél services in Romania.

The purpose of this system is to improve the quality of services providedhmtels in
order to increase the clients’ level of satisfattias well as the possibility to use this sym-
bol for the promotion and acceptance of the hairla national and international level.

The objective of the quality certification system of hotel servicesin Romania is to put
into practice a new set of regulations concernimgduality of services provided by hotels
in Romania for:

« endowment of the hotels with an internal and extkeenaluation system, which should
act as an efficient management instrument, in cmguarantee the quality of the ser-
vices provided,

 building a base of continuous action, by adapthg hanagement system to the cli-
ents’ new needs, expectances, and demands. [Nistoreaww.mmg.ase.rd
These concerns are due to the fact that nowadayRdimanian tourist product must

impose itself on a market on which the competii®im full ascension, and where the con-
sumers are more and more informed and demandinig. i$hwhy the reaffirmation of
Romania’s destiny must be correlated with the iaseeof the tourist services quality.

Every organization from the Romanian tourism mestize an analysis of the quality
of the activity they developed. This quality an@yepresents the starting point in the im-
provement of the organization strategic leadershife purpose of the analysis has the
following aspects

 the establishment of the level of quality of seegic

« the formulation of the basic decisions for the immment of the tourist services and
products offered;

» the awareness of the organization strengths anknesaes;

» gathering ideas and planning specific measuresdardo increase the quality of the
entire activity.

The improvement of the quality of the tourist seed is correlated with an improve-
ment of the management of the organizations inwblire Romanian tourism. This is
possible by applying a quality services manageméith should have among its concerns
the following aspects:

» awareness of the tourists' expectations;

» maintenance of the buildings and of the decoratiassvell as of the utilities;

* increase of the tourists’ satisfaction;
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» team work;
» cooperation with the partner organizations;
» promotion of a correct motivation for the employees
As a result, the managers and the employees dbthist companies (transporters, ho-
tels, restaurants, travel agencies) should offdy services of maximum quality at the
lowest prices. This is how one can keep the clierga get new ones, and the turnover, the
profit, and the market segment obtained can cotigtand continuously develop.

3. Conclusions

The specialty literature offers several definitidasthe quality concept, among which
it is also included the one from 1986, offered hg tnternational Organization of Stan-
dardization, according to which this is “all theacacteristics of a product or service which
offer the aptitude to fulfill the needs expressedmplied.”

The quality in services consists in facttioé conformity with the client's demandsd
it hastwo components:

« the quality of the process of serving;
* the level of the quality of serving, i.e. the seevactually provided.

The quality of serving consists of the personnleékavior and attitude, the duration of
the serving, the possibilities of information, tdvertisement, the location and the access to
the serving unit, the neighborhood, and the enviremnt etc.

The immaterial character of the services makearil,,and sometimes even impossible
to measure the quality level.

The managers choose their own evaluation critefridie quality of services, and the
most used instrument is the one of the quizzespbil which the clients’ expectations and
demands are evaluated.

In order to realize the quality of products andsefvices at the level of an organiza-
tion, one needs a way to administrate all the meeg and thus there is the concept of
quality management.

At present time, the emphasis is strong on thd §itage of the development gfiality
managementin particular‘total quality management” (TQM).

According to Joseph M. Juran’s theory, the qualignagement is “the totality of the
ways through which one can obtain quality, estabiig in the same time three basic proc-
esses in its realization, respectively: quality npiag, quality control, and quality
improvement.

The quality of the services in tourism dependstanttaining of the employees who
are providing them, on how the managers act, tsat ah the culture of the company.

The client is assured of the level of servicesrefidooking at the marks applied on the
locations: stars, daisies, and dolphins.

The quality of the services in hotetxjuires:

» gpatial quality,which refers to the accessibility, the clarity dkttraffic signs and
marks

 the quality of the choiceayhich is given by the diversity of the propositicarsd by the
variety of the services

* the actual qualitywhich has in view elements which are easy to evalua

« the relationalquality, which is as it follows:
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« the direct relational qualitfpersonnel - employee), which includes the qualitye-
ception, that influences the client’s future atti
« the indirect relational qualityclient — client), which is the satisfaction ob&ihby a
client in relation to other clients.
The non-quality of the tourist servicedss given by the bad results of the polls, which
might be:
 the existence of some communication barriers anlo@glepartments of the hotel;
» bad application of the hotel marketing and managensehniques;
* inadequate personnel training, and the employeek’df training;
* lack of self-control from the part of the employees
» no polls, or other evaluation forms for the clients
+ lack of cleanliness inside and outside the hotel;
» inadequate activity of collecting and storing tleibehold waste;
» inadequate or old equipment in the sanitary faedior in other places;
 lack of knowledge concerning the norms of guidaiocehe hotel activity, etc.
The quality improvement as a principle of quality management requires therehse
of the non-quality to thezero defects goal”.
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