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1. Give short answers for the following questions.

i. Define the term “quality”.
The quality term has extremely broad understandings, starting from the degree of satisfaction as being the gap between perceived performance and expectations of customers regarding e.g. basic requirements as cleanliness factors like hygiene of the bathrooms, rooms and dishes, as well as common practices, customs or traditions as factors like trails, room facilities, meal times, menus and recipes, being all in close connection with the level of needs, usage, education, experience, health, wealth and information of customers.

Professionally speaking in the era of tourism globalization quality is understood as an expression of compliance with good practices, legal enforcements and assumed international standards, the quality level being in this case clearly monitored, evaluated and maintained by customers satisfaction assessment campaigns, processes self-assessment as well as external inspection, audit, and certification by specialized bodies.

After all, perceived quality can be for special, premium or luxury hospitality the ability to surprise by excellence and uniqueness through style, culture and pampering, when customers receive value beyond expectations not limited to highest standards of quality and loyalty schemes.

ii. What is the difference between ‘tangible’ and ‘intangible’ elements of service quality?

The mix of products and services offered In hospitality industry has to be understood as having some specific characteristics as intangibility, variability, inseparability, and perishability because it is demonstrated that the value of services is usually more important than the intrinsic value of products. The hospitality industry has some specificity regarding the necessity to guarantee, assess, adapt and continually improve the quality of the tangible and intangible aspects of delivered services as most determining factor in perceiving the value which makes sense for repetition of the purchase and the mouth-to-mouth recommendation. 

Tangible elements are those physical parts with which the client comes into direct or indirect contact, with whom he / she has to interact, which becomes his property or which he / she may subsequently receive, such as venues, amenities, indoor or outdoor facilities, technologies, equipments, food, beverages, suppliers, staff, communication tools, price and rewards.

Intangible element are those signals received by the client through his / her senses that lead to emotions, feelings, opinions, motivations, decisions and ultimately actions taken by the client on the hospitality market, elements feed by factors such as: safety and security facilities, appearances, brand, accessibility, abundance, smile, involvement and quick resolution of requests, market image, attention paid as for an important person in the spotlight, arguments that the price is correct, possibly lower than the value received as well as the force of loyalty offers that can help customers overlook less pleasant details.

By consequence, services must be analyzed in both terms of material and non-material exposure, elements which are closely linked to each other in one particular impact on the customer.



iii. How is the hospitality service quality different from retail service quality?

Hospitality and retail are two different industries both from service sector - the tertiary sector after row materials and manufacturing. The hospitality industry’s offer is heading to guests when they are away from home. The retail industry offer consumer goods and service packages ready to use delivered through multiple channels of distribution. A symbiosis between the two industries is hospitality retail which is performed in hospitality establishments in order to the diversification and completion of the hospitality offers by implanting from a simple corner, gift shop or pop-up retail store to a boutique, concept store, destination store, club store or even a luxury integrated concept.  Offerings are such as: useful consumer products like swim suits, umbrellas or coffee boxes; gifts like local non-food or food but authentic, inedited or handmade; additional packages of services like tickets for tours in the area or concerts; luxury brands from diamonds and fashion to sweets and fine drinks.

So the main difference between hospitality and hospitality retail lies in the difference in the status of outputs. Hospitality mostly provides a mix of services-products that are made as they are consumed, such as serving a cup of coffee on the terrace of the hotel. By contrary, hospitality retail service mostly provides a mix of services-products readymade by suppliers and ready to use for his customers, for example when the hotel customer buy a coffee box by room-service to drink it in the morning on a tour, or when he or she buys o tour ticket and receive a cup of coffee on a boat. 

By consequence, main differences between management of the hospitality service quality (HSQ) and hospitality retail quality (HRQ) consist in:
· branding: HRQ impose additional requirements regarding the alignment and association of each new product-service mix and new suppliers brand with own brand, including it in own marketing, site and promotion campaigns
· infrastructure: HRQ impose additional requirements regarding the alignment of retail infrastructure consisting of construction elements, location, theme, arrangement, guest and staff flows, decorations, furniture, shop windows, IT infrastructure and management software
· compliance of inputs: quality documents, legal endorsements and supplier's compliance statements are made for raw materials in case of HSQ and for ready to sale products and services for HRQ
· operations: in the case of HSQ is assured the entire cycle of marketing, sales, manufacturing, service providing, consumption guidance and post-consumption guarantee, whereas in the case of HRQ is assured the shorter cycle of retails as marketing, sales, customer care
· quality certification: HRQ asks extension of HSQ certificate or new certification depending of the specificity of retail cycle and outputs offered
·  compliance of outputs: HSQ assure full responsibility but HRQ can redirect complains to suppliers
· staff: training and monitoring of staff in conformity with the role of each person in hospitality cycle for HSQ and the different retail cycle for HRQ
· quality management, risk management and evidences: are different depending of specificity HSQ and HRQ cycles, procedures and legal enforcements

As a conclusion, hospitality has to learn from retail to offer abundance of all what customers want, where & when they want, but also retail has a lot to learn from the hospitality industry because in retail deals, discounts and efficiency of products it becomes emphatic so that it looks like “products  can sell themselves", in hospitality the same products are sold with a higher perceived value due to the added services, atmosphere, presentation, and especially because of the staff that is taught to be truly friendly and helpful.

iv. What are the five dimensions of service according to the SERVQUAL System of Quality?

Any service consumed leads to an individual difference between post-consumption perception and pre-consumption expectations. Principal gaps are about KSDC - Knowledge, Standards, Delivery and Communication of quality dimensions. These 4 gaps make the difference between an angry, disappointed, neutral, satisfied or delighted customer. In order to evaluate and measure the  service quality and customer satisfaction were proposed more models as SERVQUAL , DINESERV,  LODGSERV, INSQPLUS, HOLSAT, Nordic European model, Quality Function Deployment and were integrated different models, like Kano-model and quality mix.

SERVQUAL is a Nordic American model that defines the main dimensions of service quality especially for hotel industry. The analysis started from 100 possible causes and then was selected 10 and finally the remained 5 dimensions which are built on the expectancy-confirmation paradigm are stable from statistical point of view and can be used to conceptualize any service quality management system, to build questionnaires and focus quality analyzes.

RATER means:
· Reliability: the ability to perform at Communicated Standards
· Assurance: the ability to Communicate trust and confidence by employees who have the necessary Knowledge
· Tangibles: the ability to Deliver appearance of physical facilities, equipment, personnel and Communication materials
· Empathy: the ability to Communicate and Deliver individualized attention and right care to customers
· Responsiveness: the Knowledge and willingness to prompt Communicate and feedback, Deliver help to customers and to provide service on Standard

By overcoming the form deficiencies that appear when simplify any model, the principal substance deficiency of SERVQUAL model is that it attempts to quantify the results based on subjective appreciations that change from one person to another and to the same person in time since the post factum it  is asked to a client to describe what was his expectation before consuming the service and also the precariousness of perceived values after several such experiences on market.

Finally I agree that any analysis model is better than the lack of analysis, but on the other hand who is certified by TUV as auditor ISO 19011: 2015, ISO 9001: 2015, ISO 14001: 2015, ISO 22000: 2005 can have another more detailed perspective on the quality management.


v. What is ‘Total Quality Management?’
We all have an empirical personal management system of quality! So, including the case of hospitality services, the main challenge is that quality is defined by the customer, it is measured by the customer and the final decision is taken by the customer no matter what the hospitality providers will do.
Therefore the purposes of hospitality quality systems is to cover as well as possible:
· fulfilment or even overcoming the requirements and expectations of the clients: satisfaction, delights, experiences
· understanding the customer's expectations and the best way to communicate quality of the hospitality mix of products and services
· construction of a plan and proactive process to meet these requirements.

Total Quality Management aims to cover all these aspects applying continuous improvement in all activities. On this line, J.M. Juran considers that quality management consists of three main managerial processes, called the "quality trilogy" which also assure the above requirements KSDC and RATER:
· quality planning aims to create a process and a set of operations capable of meeting the quality objectives
· quality control is the process applied for satisfaction the quality objectives during the application of the work procedures
· continuous improvement of quality is the process for achieving some performance levels superior to performance initially planned.

So TQM should ensure compliance with all requirements specified by customers, not yet specified by the customers, as well as legal, regulatory and a complete set of industry standards such as ISO, IFS, HACCP, OHSAS, IiP regarding objectives, operations, technologies, people and environment, that means sustainability.
From 2015 ISO system propose for TQM following approach:
1. Customer orientation;
2. Leadership;
3. Commitment of staff;
4. Approach to the process;
5. Improvement;
6. Making decisions based on evidence;
7. Relationship management with stakeholders.

2. Discuss in details the “quality advisors” visit report and the areas it covers.

It should not be forgotten that, besides knowledge, willingness and people the organization of implementation of a quality system implies certain costs that initially appear to be additional costs for the launch of the business, and along the way can be hard to find the necessary time or additional funds. That is why on the market there is a great variety of facts and understandings of the concept of quality. 
As a result, in the Quality Function Deployment there are three cases:

I. The most satisfying level, which denotes the existence of a quality concept, healthy funds and excellent turnovers, is the quality certifications already acquired such as in:
· ISO 9001 – requirements of Quality Management System
· ISO 14001 – requirements of Environment Management System
· ISO 22000/HACCP/IFS – requirements of Food Safety Management System
· ISO 20121 – requirements of Sustainable Events Management System
· ISO 27001 - requirements of Information Security Management
· ISO 26000 – Corporate Responsibility System
· ISO 10018 – Customer Protection System
· OHSAS 18001 – Work Safety Management System
· IiP – People Management System
In this case assessment is regulated in conformity by ISO 19011, ISI 18513 and IiP regarding auditing of quality/environment/people management systems

II. If there are no ISO certifications, will be required and tested internal procedures, documents, and reports that demonstrate compliance with own in-house standards and statutory regulations and the ability of management and people to combine the following generally key elements to ensure customers satisfaction, safety and security from first contact up to the point of final consumption:
· mission, objectives, principles and assumptions communicated by the management
· the collection of all internal documents that can be understood as an ad hoc internal quality system, as: procedures, evidences, compliances, measures and decisions, announcements and interactive communication
· elements of security and safety living, food and working in hotel
· prerequisite programs
· the results of internal controls, suppliers and contracts evaluations, external quality advisors missions or authorities controls.

III. In the absence of a formal quality system or on site surveys it has to be audited as it follows:

a) Quality directions, as:
· management priorities
· commercial intentions
· management system requirements
· regulated and contractual requirements
· the need to evaluate suppliers
· customer requirements
· the needs of other stakeholders
· potential risks to the organization.

b) Quality reas, as:
· Safety and security (treatment of risks as slipping, falling, injury, biting, drowning, food poisoning, contagious diseases from other people or animals, electric shocks, burning, theft/loss/degradation of guests goods as well as intervention measures in emergency cases as earthquake, fire, floods, attacks, as well as protection of the customer's private information)
· Cleanliness (sanitation of rooms, corridors, kitchen, restaurant, bar, halls, toilets, outdoor facilities, surroundings)
· Maintenance (warranty, maintenance and repair of building elements, roads, interior and exterior decoration, furniture, dishes, coatings, appliances and technologies to keep things pleasant, safe and efficient)
· Annexes (full presentation of other spaces, facilities, services that can be used by customers)
· Reservations and Prices (booking procedures, payment, pricing value, ethical and unhidden prices)
· Administration (tickets, vouchers and bills must be issued and managed with clear specification of the owner, data, location, type of room with pieces, surfaces, dimension of main furniture, type and program of meal, unit and total price including taxes, all facilities and services included, not included and the conditions in which additional costs may arise, as in booking cancelation case) 
· Advances (policies, procedures, complaints, solutions)
· Ratings (correctly, legally and uniformly fit the rooms, restaurant, bar and services in the established rating characteristics as well as fairly correlation between declared rating and price level)
· Access (unrestricted offerings and facilities when customers  comply with the indications communicated, as payment, equipment, health conditions, sex, age)
 As well as:
· Comfort (rooms, atmosphere, beds, chairs, restaurant, bar, stairs, regarding noise, air, temperature, light)
· Location (proximity of the city center, bus station, airport, of cultural and historical attractions, proximity of the competition, accessibility of mobile voice and internet signal
· Facilities (AC, WiFi, lifts, swimming pool, wellness, Spa, sports and recreation, entertainment, meetings, conferences, expositions)
· Staff (kindness, professionalism, communicativeness, language skills, ability to cope with unexpected situations).

c) Quality factors (to be assessed in accordance with predefined check list and values regarding the compliance with the norms, requirements or needs) as:
· Guests itineraries:
· access (as correct address, landmarks, car entrance from the street, parking access, platforms and zoning, number of exclusive and non-exclusive parking places, VIP parking places, pedestrian acces from the street, entry for quests and for VIPs, outdoor and indoor signaling)
· reception (see below)
· retail points (visual integration, goods, brands, staff, sales)
· elevators and stairs (number, lighting, maintenance,  places and signaling access for special halls)
· rooms (lobby and access stairs, emergency stairs, upstairs lobby, door and entrance procedures, entrance hall, luggage space, wardrobe, gown and slippers, fridge, safe, living room, furniture, TV, WiFi, , bathroom, bedrooms, bed and furniture, balcony, view)
· special spaces (restaurants, bars, conferences, meetings, coffee breaks, entertainment, garden, terraces and tents)
…………………………
Ex. Reception (with a scale from 1 to 10 and explained level)
1. General (e.g. atmosphere, first impact seen on guests, decoration, doors, floors, floor coverings, lighting, natural illumination, heating, AC, fixture, security procedures and announcements)
2. Car valet and reception valet procedure  (e.g. number, receiving place, addressing mode, costume, equipment, languages) 
3. Valet attitude (e.g. interaction observed for 10 guests reception and 10 departures)
4. Valet efficiency (e.g. number of effective services per day, % of guests avoiding valet)
5. Reception, check-in and check-out procedures (e.g. number, receiving place, costume, equipment,  attitude, addressing mode, feedback procedure, software abilities, languages, school level, training )
6. Reception attitude (e.g. interaction observed for 10 guests reception, 10 check-in and 10 check-out)
7. Reception efficiency (e.g. effective staff number, accommodation medium time, check-out medium time, complains, resolutions, recommendations received on social media))
8. Public areas (e.g., surfaces, signage, lighting, temperatures, floor, wall decoration, number and status of furniture for rest and waiting, number of reception staff, procedures, luggage room, number and status of toilets)
9. Public area efficiency (e.g. surface/medium number of guests presented simultaneously, number of guests waiting at toilets, evidences of toilet sanitation, number of sitting places/number of medium and maximum simultaneously gusts, capacity luggage room and medium usage) 
10. Management implication and staff competences (e.g. quality documents, evidences, theoretical and practical tests)
……………………………
· Facilities (equipment, accessories, furniture, products, tools, special clothing and protective clothing and sanitation for special spaces and services as kitchens, restaurants, bars, clubs, confectionery, catering, terraces, entertainment, dance halls, games, makeup, hairdresser, swimming pools, showers, toilets, SPA, kitchen, laundry, dressing room, smoking areas or other special spaces)
· Utilities (power, water, heating, cooling, backups, fire protection, security, antihero, anti-theft systems, video monitoring)
· Logistics (as provision for goods receptions, deliveries, warehousing, keeping refrigerated and frozen chains between reception to final preparation, selective flows and collection of waste)

Quality is often perceived as a cost in money, time and people. But the real costs appear in the absence of quality reflected in the lack of performance, attractiveness, customers and finally on money inputs.
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