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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	
1. 
i. ‘Quality’ can be defined as something that is high grade, superior, or excellent. But the term also describes essential or distinctive characteristics, properties, or attributes. 

In the service industry, quality can be defined as the supply of a standard of service and product that is correct for the business’s customers, all the time. This means first of all, that the target market must be described, the needs of these guests must be assessed, and then these needs must be consistently met – thereby providing a ‘high grade’ service. The hotel must do what the guests want from their first encounter with their premises until their last. 

[bookmark: _GoBack]Quality is often dependent on the guests experiencing feelings of belonging and luxury, though cleanliness and friendliness are also very important factors. Quality in this industry is often described in terms of a star rating; there are generally two types of star rating, a customer generated rating based on reviews and a professional grading by a quality advisor.

There are many methods of making sure that this quality is provided, including schemes such as Investors in People, ISO 9000, and quality management. 

ii. The tangible elements that contribute to service quality are the standards of physical amenities available at a hotel, its equipment, staff, and communication tools. These could include the size of the spa facilities, the number of staff per guest, or the speed of the WIFI. The need for these elements and their specification can be estimated to an acceptable level prior to opening, which means that a certain level of quality can be planned and budgeted for. 

Intangible elements of service quality are often those features of a service that consumers find to be most significant, such as being cherished, being made to feel important, or hospitableness. While management can invest in staff training, in contrast to tangibles, intangibles cannot be counted, measured, or guaranteed in the same way. Customer reviews are, however, a good way for the hotel to understand the extent to which it is meeting the expectations of its guests in terms of the intangible elements of service quality. 


iii. Hospitality service quality differs from retail service quality in many ways. These are outlined below:

· Due to its elusive components, it is harder for guests to understand the benefits they can expect from a service before the purchase. In a retail environment, the shopper can see the product, perhaps even touch or use it, before they purchase it, ie. They know exactly what they will get at the end of the transaction.

· The delivery of hospitality services is often inconsistent and hard to standardise because of the personal nature of the interactions between the guests and the service provider. The delivery of retail services can be standardised. 

· In the hospitality industry, the production and consumption of services are inseparable. In retail the product can be (but is not always) considered very separately to any service that is required to purchase that product. For example, if a person buys an Apple iPad from Amazon.com and the delivery is late, the buyer will think less of Amazon but not of the iPad when it arrives.

· Patrons in hospitality services are themselves contributors to service quality. Their presence in a bar or restaurant contributes to the atmosphere of that bar or restaurant, which is one factor which will come into a customer’s assessment of the quality of the service.  This cannot be said of retail service.

· Defects in hospitality service quality cannot be amended and given back to the customer, as can be done with a manufactured product in retail. Services have to be perfect as and when they are demanded, therefore it is hard to plan service delivery to match service demand, ie. A hotel cannot necessarily estimate demand using a straight line on a graph, it may fluctuate according to events, season, popularity of a given destination, or changes in the reputation of the hotel. 

· The quality of a hospitality service is not necessarily as memorable as that of a physical product sold in a retail environment. For example, hotels do not often leave customers with permanent physical reminders of their stay, whereas a suit bought from a shop will remind the wearer of the quality of that experience every time it is worn.


iv. The five dimensions of service according to the SERVQUAL system of quality are identified as “service gaps”, where there may be disparity between the expected level of service and the awareness of the service being provided. They are used by some hospitality providers to equate consumers’ anticipations with their experiences and, therefore, understand the strengths and weaknesses of the service. These five dimensions are outlined below: 

· Reliability: 		This is the skill to provide the guaranteed service consistently and precisely;

· Tangibles: 		The presence of physical amenities, equipment, staff, and communication tools;

· Responsiveness: 	The inclination to help customers and deliver rapid service;

· Assurance: 		The ability and willingness of staff to deliver with confidence;

· Empathy:		Personalised consideration provided to the customer.

It is important to note here that four out of five of these elements relate to staff performance – underlining the significance of training and the value of good staff.


v. Total Quality Management is a management approach that originated in the 1950s and has become increasingly popular over the last 30 years.  It has the intention of making the delivery of services a core organisational concern. The dedication of senior administration is important and the approach has to infiltrate every part of the business. Its goal is to push for quality improvements throughout the organisation by developing a culture.
 
Quality in this system is viewed, as above, as meeting the needs of the customer; the arrangement is entirely focused on this and the elimination of any hurdles to its provision. Individuals within the organisation are crucial to delivering this quality and effectively satisfying the customer’s needs, and so, staff training, incentives, and staff empowerment are vital tactics to fulfilling the central aim of the system.


2. The Quality Advisor’s visit report includes eight distinct areas that are checked for their quality across the hotel. Further to these, the advisor will also check that the hotel is meeting the requirements set out in the relevant legislation, and assess specific locations and services inside and outside the hotel. The resulting score informs the grading of the hotel.

The eight general areas the advisor will consider and the expectations for them are set out below:

· Safety and security:	the main entrance should be clearly identified and well illuminated. There should be a great amount of safety and security measures in place, including knowledge on relevant procedures in the case of an emergency. Also, there must be written details of how gusts can call for assistance in case of an emergency at night. There should be a way to lock bedroom doors from the inside and out, allowing entry with a key, but exit should be possible without one. Sufficient lighting should be in place in all public areas so that guests can navigate them safely at any time. Meticulous attention should be paid to the security of guests, especially those staying on the ground floor.

· Cleanliness: 	A high standard of sanitation should be present throughout the hotel, with specific attention paid to the bathrooms, showers and toilets.

· Maintenance: 	Structures, their fixtures and fittings, the furniture and the décor, must be well maintained in a sound and sparkling condition. They must be safe for the purpose intended. All electrical appliances should be well maintained and in excellent working order.

· Annexes:		Where these are part of the hotel, the amenities supplied in them are included in the assessment. Paths and halls leading to the annexe must be in excellent condition, well-lit and evenly surfaced. Guests must be informed at the time of booking or later in the event of a change, if the lodgings offered are in a separate annexe. Its location should be specified. 

· Reservations and prices: 	The style of the accommodation should provide suitable welcoming and well organised service. All questions, requirements, reservations, communications, and grievances from guests should be attended to quickly and courteously. It should be specified to the guests precisely what is included in the price quoted for the room (this should always include VAT). A pamphlet or brochure should be accessible. The price quoted at the time of booking should not be surpassed. All providers should display inside and outside the building information that includes: the existing price of the cheapest and most costly single room, twin or double, and family room; prices should be quoted either as ‘per person’ rates or ‘per person’; prices should include VAT.

The hotel’s cancellation policy should also be clearly explained to guests when they book their room as well as details of charges of additional services or amenities available, along with their details. The conveniences, services, and facilities that are provide by the hotel should be clearly described to guests and visitors through adverts, brochure or verbally. Information about policies governing such things as smoking should be made clear at the time of booking. Guests should be able to visit and see inside rooms before booking should they wish to. Potential guests should also be informed of renovations taking place at the time of their visit.

· Access:		Once a guest has checked in to the hotel they must have unrestricted access to it and their bedroom. The owner and/or workers must be accessible during the day.

· Advances ratings: 	For an establishment to achieve a higher award, i.e., four or five star status, additional requirements must be met.


Though the advisor’s report will be based on these eight areas, his assessment will take him around all parts of the hotel. During the assessment, it will be checked that the hotel and its staff are meeting their legal requirements, set out in the relevant legislation for the specific legal jurisdiction they are in. These might include Acts covering: Trade Descriptions, Fire Precautions, Food Safety, Hotel Proprietors, Health and Safety, Disability Discrimination, and Consumer Protection.

The advisor will also take into account the quality of the following specifics about the hotel: 

· The façade/exterior of the building
· The bedrooms:	their décor; amenities; and overall impression;
· The bathrooms:	their décor; amenities; and overall impression;
· Public areas: 	their design; amenities; and ambiance
· Dining room: 	decoration; amenities and ambiance;
· Food:	its arrangement and quality;
· Hospitality service: the reception welcome, friendliness, and efficiency; housekeeping in bedrooms and public areas; dining room service; and checkout efficiency;
· Other: 	available tourism information, available tours etc.

Finally, the advisor will score each element on his assessment sheet out of 10 (with 0 being not suitable and 10 exceptional) and this will be used to produce a grading for the hotel, which will be between a Fail (less than 60% of available marks) and 5 stars (93-100% of available marks).
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