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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. 
	Please insert your completed assignment ( in word format)  here:

1. Give short answers to the following questions: 


i. Discuss the concept of Quality Management.
The process of managing the quality of services delivered to a customer according to his/her expectations is called Service Quality Management. It basically assesses how well a service has been given, so as to improve its quality in the future, identify problems and correct them to increase customer satisfaction. Service quality management includes the monitoring and maintenance of the varied services that are offered to customers by an organization.(1) 
This is applicable for all kinds of businesses serving customers. The businesses should be reliable for their customers and able to perform the service dependably and accurately as promised, they should be responsive to their customers promptly and quickly to their problems and find to them solutions. Assurance has to be provided to the costumers to convey trust. Services if available 24/7 for the customer (especially in travel and tourism industry) this will enhance and maintain the relationships between customers and businesses, as they may require amending certain criteria within short notice and probably out of working hours. Affordability and competitive prices offered, and services by businesses will attract customers to such a business. Empathy is a quality of the employee to care for the customer and give them personal attention. It means ‘treating customers as individuals, giving them customized service’ (Zeithaml et al., 2006).

	
ii. Explain the term ‘service gap.’

Measuring of service quality relies on the customer’s perception and it is different from the expected services level standards. So according to Parashraman et al, 1985 the gab model is highlighting five inconsistencies (gaps), which can show service supply process and hinder with the service experiences as follows

1- Positioning: between management perception of customer expectations and expectations themselves.
2- Specifications: between management perceptions of customer expectation and actual service specified.
3- Delivery: between the services actually specified and that actually delivered.
4- Communication: between the service actually delivered and that externally communicated to customer (what has been advertised by the business).
5- Perception: between the service quality perceived and that expected by customer.

Also, in 1990 Brogowicz, et al. Introduced the GAP, model of service delivery, and Brown, et al.1990 has studied variations between service providers and customer’s assessment of service quality.
                                                           (Brogowicz, et al model)
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                                                          (Brown, et al model)
Professionalism and Skills: customers see the service providers as knowledgeable and able to solve their problems in a professional way.
Attitudes and Behaviors: customers perceive a genuine, friendly concern for them and their problems.
Access and Flexibility: customers feel that they have easy, timely access and that the service provider is prepared to adjust to their needs.
Reliability and Trustworthiness: customer can trust the service provider to keep promises and act in their best interests.
Recovery: customers know that immediate corrective action will be taken if anything goes wrong.
Reputation and Credibility: customers believe that brand image stands for good performance and accepted values.




iii. What are the challenges quality management faces in the tourism industry?

A big difference between tourism services industry and any many other industries that it has tangible and intangible services, for manufacturers industries the quality of products can be evaluated at a later period of time comparing these products of same types offered by competitors, same thing is applicable to some extent with tourism tangible products, but with intangible services (products) of tourism it’s far different.

Challenges of quality management may occur if the staff entered the industry with no post school qualifications. This will have negative impact on tourism industry as a result of the lack of formal education. 
Some external factors such as weather, transportation e.g. traffic disruption.
Political issues between two countries, countries may get banned to travel to some destination e.g. Trump decision to ban many Arab countries.

Some in office factors such as:
The top management does not assign employees priorities or when erroneous priorities occur, if the middle management and front line employees are not given the power to make suitable remedial decisions on the spot, when the upper management becomes too smug, if the higher management loses control of one of the gaps such as delivery or communication     

Also, some tourism industry sector associate boundaries of quality with the power of the tourist to purchase (considering a single tourist spends as much as three others). This tends to be in line with the objective of tourism development like The elevation in foreign exchange earnings, balance of payment improvements, and greater earnings through tourism, however economists think that calculating the daily expanses of tourist may not always be an accurate measure as the high daily expenses go hand-in-hand with short duration of stay.

iv. Explain the important points that managers must remember when developing
strategies for quality management.

Hold long term obligations to non-stop improvements. Train employees to comprehend customer-supplier relationships. When making purchases, the price should not only be the focus, consideration must be given to the total cost and quality. 
Perfection in delivery services should be practiced. New training and supervision methods should be found and applied. Breakdown of inter-departmental barriers is a must to improve communication and build teamwork, which in turn will aid managing service process. 
Build human resources strategies such as motivations, incentives, on the job – training, so expert or specialist employees will be leaders. Ongoing development of problem-solving strategies to be built and followed. Employees must be trained and monitored to adhere to (SLA) service level agreement, responding to emails/other enquires with a frame of time specified by their line manager.
Utilizing new technologies and software that offer quality management checks, before serving the customers such as Quality Assurance built-in GDS systems. 

Establishing systematic methods to manage the total implementation of a quality management program through 
1- Enhanced customer-service provider relations 2- Improved management procedures 3- Transformation in organizational culture 4- Employee commitment within the company. 

v. What are the reasons that may lead to a service gap or poor service quality in the
tourism industry?

Any gap of service quality that may occur as a result of lack of expected service quality which is connected to company image poor service quality will negatively affect the image of the company and its credibility and reputation.
	
promotional materials which is corresponding to delivered service quality, if there is not a match between promotional materials and delivered service quality that means that the customer have not had what s/he has been promised and will affect the company’s credibility and trust negatively in the eyes of the customer.

If the service quality specification and perception of quality required are not met, then the customer will complain about the product as they have not had the specified product that the firm advertised for and what he has paid for as a customer, and may ask for compensation.

If planning implementation and control did not lead to comparing mission and objective, then there is an issue with high management line.

Also, company image, promotional materials, perception of quality required, and expected service quality are corresponding to comparing mission and objective, so if all these are not in line with comparing mission and objective there will be gaps in service as explained above. It is a matrix like construction and if any element has a defect or error the other elements will be affected. 

vi. What is a gap model of service quality?

It is a paradigm that studies the variation between services provider and consumer’s assessment of service quality.

Professionalism and skills: customers see the service providers as knowledgeable and able to solve their problems in a professional way.
Attitudes and behaviors: customers perceive a genuine, friendly concern for them and their problems. 
Access and flexibility: customers feel that they have easy, timely access and that the service provider is prepared to adjust to their needs.
Reliability and trustworthiness: customers can trust the service provider to keep promises and act in their best interests.
Reputation and credibility: customers believe that brand image stands for good performance and accepted values. 

vii. How is customer care different from caring for customers in the tourism field?

Customer care: Customer care involves putting systems in place to maximize the Customers' satisfaction with your business (first time right: if something is done right first time, it is done perfectly every time, and no time and money is wasted).
It is to minimize the number of product issues that get past design release to cause rework, scrap, change orders and leads to displeased customers). So it’s (meet your customer expectations) a business related idiom.  

Customer service: is the provision of service to Customers before, during and after a purchase (it’s an ongoing process until the service is done). The perception of success of such interactions is dependent on employees "who can adjust themselves to the personality of the guest".

Caring for customer: refers to empathy or caring attitude with business or non-business customers when performing the service. It refers to customer contentment is gained through repeated business and good verbal publicity, not just providing value for money. In other words, it is an extra customer care may be involving friendship between a firm employee and another firm employee or a customer who is a friend or became a friend as a result of continuous repeated business interactions. So it’s (exceed your customer expectations) a business as well as human related idiom.
Staff working in travel and tourism industry should: remember to acknowledge the customer every time, smile authentically, address customer politely, do not forget to look into the eyes while speaking to them, if the customer name is known, use it.



2. Make a sample quality management plan for a tourism management organisation.


Situation1 

When selling standard services to a corporate client like traveler cheques (an equivalent of hard currency issued by a bank and never to expire), insurance policy, forging currency, collection, and application of visa and hotel vouchers. I still need to offer them an add-on service, e.g. may be taxi transfer, hotel extra amenities, that will give an idea to the customer that our firm policy is to offer services that others can’t do.

Situation 2

A passenger in a plane gets additional authentic smile from the air attendant and offering help “Sir, can I get you something” So here the customer will get the feeling that he is looked after, this refers to the intangible products of tourism and courtesy that should be applied by members of staff. The customer’s interest comes first. Some employees tend to please their superiors, and this is really bad, the employees should be people’s people, and have the innate quality to serve their customer authentically. Providing optimal standard service and care to customer should be implemented and recommended by managers to his staff. The secret to providing extra customer care (caring for customer) is anticipating the customer’s request before it is asked. An extra care has to be applied in case of complaints. The grievances need to be handled tactfully and convincingly, interjection comments like “I understand”, “I see”, “go on” said by the managers gives the customers the impression that the manager is paying attentions to their queries, however indicating agreement of what the customers have said should be avoided, as customers will expect some kind of compensation could reach legal level and tribunals. So 
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