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THE NEW VIEW ON QUALITY 

MENAGEMENT IN TOURISM  AND 

HOSPITALITY 
 

Abstract: Quality in tourism and hospitality industry involves 

consistent delivery of products and guest services according 

to expected standards. Delivering qulity service is one of the 

major challenges the hospital managers will be facing in the 

following years as it is an essential condition for success in 

the emering keenly competitive global hospital markets.There 

are various tools that measure and improve quality service as 

well as mechanisms for quality recognition in the tourism and 

hositaly industry.The managers should identify,record and 

weigh up in the impact of cost profit and be in a position to 

prioritise towards a quality improvement process for their 

own property .The present study show that tourism 

stakeholders percive quality service in a notes as a value for 

money , a comfortable room friendly staff and tasty food. 

Moreover, the survey show that there is always room for 

furher improvement of the hospitaliry services.Other result of 

the survey reveal that the most important factors for a hotel~s 

future are quest satisfaction, guest retention and word of 

mouth advertising.Aming at excellence and profitability the 

outcomes of survey suggest focus on quality service retention 

of existing quest by their expectation, continous quality, 

improvement employment, regular training and empowement 

of service oriented staff. 
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1. INTRODUCTION  
 

A sample, customer-driven definition of 

quality that is popular today is:Quality is 

meeting or exceeding customer expecation. To 

meet or exceed customer expectations, 

organizations must fully understand all service 

attributes that contribute to customer value and 

lead to satisfaction and loyality [1]. 

Quality Management is closely linked to 

he concept of continuous improvement, it does 

not take the form of capital-in the sense of an 

asset, but involves work to make something 

evolve, it is implemented within a reference 

framework , it uses tools and methods and 

involves repetition and evaluation. 

The International Organization for 

Standardization (ISO) defines quality 

managament as „all activities of the overall 

management function that determine the quality 

policy, objectives and responsibilities and 

implement them by means such as quality 

planning, quality control, quality assurance and 

yuality improvement within the quality system“  

As companies came to recognize the broad 

scope of quality, the concept of total quality 

(TQ) emerged. Total qualitity is a people-

focused menagement system that aims at 

continual increase customer satisfaction at a 

continually lower real cost. TQ is a total system 

approach and integral part of a high level 

strategy; involves all employees, top to bottom 

and extend backwards and forwards to include 

to supply chain and the customer chain. 

In the area of hospitality, total quality 

management (TQM) is a participatory process 

that empowers all levels of employees to work 

in groups in order to establish quest service 

expectations and determine the best way to 

meet or exceed these expectations. A successful 

property will employ leader-managers who 

create a stimulating work environment in which 

guest and employees become intgral parts of 

the mission by participating in goal and 

objective setting [2]. 

Though their organization and 

management process, the tourism 

accommodations are called to adjust to many 
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changes in order to produce and offer products 

and services suitable to satisfy their guests. It is 

expected the TQM implementation in the 

tourism sector to inspire and motivate its 

human resources, as well as to create a 

competitive advantaghe that will enhance the 

property itself and the total tourisam industry 

[3]. 

 

 

2. THE IMPORTANCE OF QUALITY 

IN TOURISM AND HOSPITALITY  
 

Quality service is a management tool that 

provides companies with a means of 

monitoring service from the customers 

perspective. 

Quality assurance refers to any planned 

and systematic activity directed towards 

providing consumers with goods and services 

of appropriate quality, along with the 

confidence that they meet customers 

requirements. 

Quality assurance depends on excellence 

of two important focal points in business:the 

desigh of goods and services and the control of 

quality during execution of service delivery 

which is often aided by some form of 

mesurement and inspectation activity [1]. 

A quality service management system is a 

result oriented approach. It deals with the 

service characteristics that really matter to end-

users; it addresses service providers who have 

tangible results to expose to consumers; it 

guarantees to customers the high quality of 

service they can receive during their stay in a 

lodging and it provides staff with methodology 

to show commitment to quality service  

Quality in hospitality industry is defined as 

“consistent delivery of products and guest 

services according to expected standards“. 

Guests are willing to pay more when they visit 

hospitality properties offering service that 

meets or exceeds their service expectations. 

The concept is an important factor in the 

experience that guests receive during their 

visits to lodging operations [4]. 

By creating value for the guests, the 

lodging establichment can manage successfuly 

to retain its guests. Managers must recognise 

the importance of client retention, since the 

attraction of a new customer is regarded to be 

more expensive and time consuming  

In an increasingly competitive market, the 

issue of quality has grown in significante for 

hotel businesses. This has been influenced by a 

number of factors, such as the expansion of 

customers rights and the alleged emergence of 

„new“ quality conscious torists. In addition, 

greater competitiveness has cause hotel 

companies to be increasingly aware of the 

importance of quality as a source of 

competitive advantages [5]. 

The components of quality in hospitality 

industry that can be used todevelop and 

implement a quality service system are the 

following : 

 Considered the guests being served 

 Determine what the guests desire 

 Develop procedures to deliver what guests 

want 

 Train and empower staff 

 Implement revesed systems 

 Evaluate and modify service delivery 

sistems 

Regular and systematic analysis of the 

evaluation results may lead to a wide range of 

edvantages, amongst them: 

 Measuring the matching degree of 

customers’ needs and expectations, and 

comparing the results with perceived 

quality , 

 Acting as a basis  for the strategic process, 

identifying improvement activities, and 

 Controlling competitiveness in quality 

with the help of  benchmarking . 

Delivering quality service is one of the 

major chalenges the hospitality managers will 

be facing in the following years.It will be 

essential condition for success in the emering, 

neenly competitive, global hospitality markets.  

 

 

3. TOOLS MEASURING QUALITY 

SERVICE IN THE HOSPITALITIY 

INDUSTRY 
 

Despite the continuous efforts of 

hospitality properties to deliver high level 

services, sometimes gaps between the 

perceived and the offered quality may  occur. 

The reference that is to follow includes some of 

the most well-known models that measure 

quality service in the hospitality industry. 

-Perceived quality service model. [6] 

It is a helpful tool to understand factors 

that affect customer perceived quality in a 

company ’s service. The expected quality is 

directly influences by the methods of marketing 

total tourism experience within an enterprise, 
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the image created for a tourism procuct, the 

influence of the „word-of-mouth“ 

advertisement and the customer requirements 

and needs. Key questions for establishing an 

image are:what kind of services have been 

provided? How these services were delivered to 

guests? If the experienced quality is equal to 

the expected one, then total perceived quality 

has been managed holistically in the most 

successfull way. 

The five gap model. Parasuraman et al. [7] 

It is instrument to define the objectives of 

quality management, customer –oriented and 

helps to explain the co-service process. 

Quality Management Systems must 

attempt to close the five gaps in the model and 

to improve the quality of service as exerienced 

by means of compariason between expected 

and perceived quality after the customer has 

received the service. 

3.The SERVQUAL instrument. According  

to Postma & Jenkins [8], perceived quality 

needs to be measured, both internaly and 

externally. 

Internal measurement refers to the 

measurement of objective criteria developed 

and/or posed by the destination organization. 

Parasuraman et al. [7] SERQUAL 

Tehnique attempts to measure the five main 

characteristics of tangibles, relatibility, 

responsiveness, assurance, empathy, 

coresponding with the gaps 1 to 5 in the gap 

model respectively. 

External measurement refers to the 

subjective expectations, needs, wants and 

experienced of the customer (expected quality, 

experienced quality, perceived quality). 

The Critical Incident Technique (CRIT) 

attempts to understand what happening in the 

various „moment of truth“ and the 

organisations are able to understand customer 

problems and resolve them in flexibile way. 

Surveys of satisfaction(questionnaires) 

Mystery guests (technique of secretly 

visiting companies to prepare a submit 

feedback reports to management ) 

Market evaluations (market reports critical 

issues, such as competition and pricing policy) 

Audit reports 

Complaints and incidences are oral or 

written complaints in specific forms, indicating 

incidents in „moments of truth“ that led to 

guest’s dissatisfaction. 

Benchmarking. It is a process of 

comparing and measuring an organisation’s 

business processes againgst best-in-class 

operatons to inspire improvement in the 

organisation’s performance. It provide 

organisations with a foundation for building 

operational plans to meet and surpass industry 

best practices . 

Measuring quality service and quality 

assurance is a long-term consistency, wich also 

represents a cost, vut a welcomed and a lower 

one than that non-quality. 

Considerating all the above each manager 

will be in a position to prioritise towards a 

quality improvement process. The Cost-Benefit 

ratio of quality could be achieved though an 

equation of non –quality costs and of quality 

assurance towards the benefits of operational 

cost saving, as well as guest return rate and 

word of mouth recommendation. 

 

 

4. MECHANISMS FORM 

STANDARDIZATION IN THE 

TOURISM AND HOSPITALITY 

SERVICES 
 

Standardization in tourism, mainly refers 

to defining the rating (category) of items of 

buildings in which services are 

provided. Categories are defined by the 

standard of default activities and the quality of 

customer services [9]. 

Authors on the basis of a comparative 

analysis of different methods of standardization 

that is expressing your rating, outlines the basic 

elements of standards:  

 the types of activities that are offered in 

facilities; 

 The quality of the equipment, respectively, 

the technical elements of the service (type 

of network, aesthetic elements, etc.); and  

 the quality of services provided. 

In determining the categories based on the 

standard, the most difficult to assess the quality 

of services provided. Quality is relatively easy 

to assess, in the case of tangible elements (the 

restaurant menu, large act pool, size of rooms, 

etc.). However, if it comes to the quality of the 

elements services that involve the experience 

and atmosphere that exists in the house, it is 

estimated considerably heavier. 

Based on the assessed standard of service 

that can be provided in the facility, awarded to 

certain categories (rating) facility. Categories 

vary from state to state, Depending on the 

adopted legal norms, as well as the associations 

estimated rating. The ratings are usually 
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expressed in terms of stars, crowns, diamonds, 

sunny days or letters A and B categories. In 

order to increase the quality of tourist services 

in the global level there is a recommendation of 

the UNWTO, whose consideration for to 

equalize criteria standardisation facilities. The 

benefits of a proper system of categorization of 

the multiple importance for a country's Ministry 

of Tourism, hotels, travel agencies and 

turopeatore, and finally, and for the users of 

services. Standardization, expressed through 

categorization facility, significantly influence 

the creation of value future. Empirical research 

suggests that the category object does not show 

immediately the value provided to customers, 

which is due to the fact that the intangible 

elements of value can hardly be included 

standards [9]. 

However, according to a study conducted 

at Cornell University, a large hotels in the US 

are introducing categorization increased sales 

by about 20%, withoutthe previous changes in 

the quality of services, content and prices stay 

[10]. According to the same survey, small 

hotels after the introduction of categorization 

Average increase sales by just under 

40%. Research undoubtedly indicates the 

influencecategorization created to increase the 

value of customer service. Analysis of relevant 

literature suggests that categorization affects 

the value creation ona number of ways: 

•  categorization of the object affects the 

perception of value. Quality is one of the 

most influential elements of value creation 

in tourism. Object category on the relative 

objective manner communicates with 

tourists (a quality that can expect to stay in 

a hotel, restaurant or theme park) 

[10]. Category represents information for 

customers on the basis of which form a 

new perception of quality, and therefore 

the values they can obtain for sacrifice, 

which significantly affects the decision on 

the selection of alternatives; 

•  categorization allows tourists easier 

comparison between different alternatives 

to minimize assess. As already explained, 

one of the main characteristicsvalue for 

tourists is pronounced comparability 

(Through defined category, tourists find it 

easier to compare different values which is 

of particularimportance, especially if we 

take into account that tourism there is a 

spatial separation supply and demand; 

•  categorization impact on reducing risk. If 

we exclude differences in categorization 

that exist in different countries, based on 

the categories of tourists to the hotel 

minimizing risk in terms of quality of 

services that can get in the evaluation and 

selection of allternatives. Category for 

tourists represents a particular type of 

security and safety which affects the 

growth created value; and 

•  categorization affects the pricing, as one of 

the most important elements 

values. Tourists are willing to pay a 

"premium" price for a certain level of 

luxury who expect to receive during the 

stay and the use of services in the catering 

objective there. So, objects "de lux" 

category, whose services are aimed at a 

relatively small the number of tourists, 

who are willing to pay a very high price 

for superior quality services provided and 

the atmosphere during the stay [11]. 

Object category is determined by the lower 

and in the case of lower and upper categories 

limit price the guests are ready to pay. No 

matter what standardizing traditionally refers to 

catering services in today modern tourism is 

increasingly expressed in the category of means 

of transport (cruise ship with 5* charter 

transportation "de lux" category, etc.) and local 

services rating agencies and touroperators (Tui 

Gold Service). 

Standardization greatly influences the 

creation of the total value of customers tourist 

services, especially the total value of the tourist 

destinations. For this reason, it is important that 

in the destinations establish a level of control 

that would maintain the quality of services 

provided facilities, in accordance with the 

standard that applies to a specific 

category. Holders of offer guided short-term 

financial interests often provide a lower level of 

service (eg.insufficient investment in hygiene 

facility), which certainly reflects the drop to 

floor value. Control of service provision of 

adequate standards exist between the actors 

account in the value supply chain. Thus, for 

example, in the "Thomas Cook-in" range there 

is the particular organizational unit that 

evaluates and controls whether partners in the 

value chain provide services that comply with 

standards. 

 

 

5. CONCLUSION 
 

Quality and high level services are concepts 

indissolubly associated with the tourism and 
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hospitaly industry.Quality assurance is a long-

term commitment which represents  a cost, but 

a welcomed and a lower one than that non-

quality.The managers should identify , record 

and wigh up the impacts of yuality cost profit 

and be in a position to prioritise toward quality 

improvement processes. 

There are various mechanisms aimed at 

delivering yuality in tourism services.The two 

main reasons for establishing yuality labels and 

standardizations of services are to properly 

inorm consumers, enabling an informed choice 

to made that is based on some measure of 

quality as well as encourage investment and 

quality improvement by setting a standard that 

owners seek to reach and maintain. 
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