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The particular nature of services determines the necessity to analyze 
concept of quality in this sector of activity. On the other hand, tourism is 
a service activity that requires a constant attention for development. 
Designing a quality management system for tourism firms is an important 
issue for managers of hotels, restaurants or travel agencies. 
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Quality is, on one hand, a philosophic category in the meaning that it 
expresses something inseparable from the given object or thing, offering it 
oneness, and on the other hand, is a category met in economy, representing 
an expression of the measure in which products and services satisfy the 
necessities of man and society (Lile, 2006). 

The creator of the first philosophic system, Aristotel, invented the 
concept of quality category, to which, another ancient philosopher, Cicero, 
gave the name of “qualitas” from “quails” (which). The quality designated 
the specific, the ego, the individuality, the style, the character, everything 
that could differentiate. About 500 years BC, the Chinese Sun Tzu 
elaborated the first treatise in management, regarding the art of war, 
considered the key of understanding the Chinese strategy. In this treatise, we 
can find a principle which is at the basis of assuring the quality:” The 
highest skills are those that give a solution to difficulties even before they 
appear, triumph meaning winning before feeling the threatens of the 
enemy“. This principle represents a parallel to the prevention of problems 
and nonconformities which is at the basis of quality insurance.     

2500 years later, the father of the scientific management, Frederick 
Taylor, (Isac, 2007a) invented the scientific organisation, laying the basis of 
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the first stage in the history of the quality management, that called 
inspection, its aim being detecting the defaults by supervision. 

The necessity of imposing the standards, the international 
regulations and organisms in the domain of quality can be felt at the 
beginning of the 20th century, and in 1947 Deming appeals to the quality 
control using statistic methods, in order to revolutionise the Japanese 
management. In 1950, Joseph Juran carries on Deming’s work in Japan, 
identifying the stage of quality insurance. He believed that 80% of the 
employees mistakes were due their leaders’ defaults in organizing work. 
According to Juran, the five points of quality were:  

- quality should be placed on the first position when dealing with 
equal values; 

- systemic defaults should be eliminated; 
- clients’ needs should be satisfied; 
- a process of improving the quality should be visible in every 

corner of activity; 
- the evaluation of the quality systems should be developed. 
The last stage in the history of quality is called total quality, between 

1970 - 1980 and has as forerunner Philip B.Crosby. Crosby defines quality 
as a compliance to the requirements, quality being obtained if a “zero 
default” level is assured, the prevention of defaults being more important 
than the quality control. In the definition of the total quality there are several 
main orientations: 

- total quality is a policy or a strategy of the  firm in the domain of 
quality; 

- total quality is a philosophy; 
- total quality represents the aim while the total management of 

quality represent the means of its fulfilling. 
Total quality is a much wider notion than the quality of the service, 

referring to the fulfilment of the needs of the external client. More than that, 
J.Kelada considers that this fulfilment of the needs is not sufficient; the 
client’s expectations should be exceeded, calling this “Beyond Customer 
Expectation”. The offered service should please the client, without 
forgetting the profitability requirements of the firm.  

Having as main object the fulfilment of the personal needs during a 
journey, tourism may be regarded, in its content, as a succession of services, 
for example, services of organising the journey, the transport, the 
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accommodation and the recreation. Some of them are connected with the 
daily necessities, others with some specific traveller’s needs (Minciu, 2004, 
p. 217). Traveller’s services are a combination of at least four basic types: 
transport, accommodation (bed and meals) and amusement.    

The traveller’s product is defined as a series of  material goods and 
services capable of fulfilling someone’s needs of tourism from the departure 
to the arrival at the place of departure. So, the traveller’s product consists of 
both material goods and services (Gherasim, 1998). The traveller’s product 
does not always suppose all the four types of services. 

All the elements defining the traveller’s product are important in 
fulfilling the traveller’s satisfaction, thing which is not very easy to do. In 
order to convey satisfaction, the traveller’s product should match the 
traveller’s motivations, which are extremely heterogeneous. The multitude 
of components which give content to the traveller’s product can have 
consequences upon its coherence and integrity. 

The aims of the quality help the units involved in tourism to know 
where they are, where they are going to and how they are going to get where 
they intend to, representing, thus, the assertion of the expected result (V. 
Rondelli, S.Cojocariu, 2004, p.46). There are five aims of the quality: 

- for the performance of the business- it refers to the market, 
environment and society; 

- for the performance of the product or the service – it refers to the 
needs of the client and the competition; 

- for the performance of the process – it refers to the skills, 
efficacy and efficiency; 

- for the performance of the firm -  it refers to the capacity of 
answering to the demands of change; 

- for the performance of the employees – it refers to their 
qualification, knowledge, ability, motivation and their 
development. 

In its programme, The World Tourism organisation operates with the 
concept of quality in tourism which represents the result of a process which 
involves the fulfilling of the needs of products and services, needs and 
expectations of the customer at a reasonable price, according to the quality 
standards referring to the safety and security of the travellers, their hygiene, 
accessibility, clarity, authenticity and harmony in the activity connected 
with tourism. The result is the expression of the customer’s satisfaction, or 
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the social, economic and environmental effects of the activity implied. The 
process means that only one action is not enough to obtain quality. 
Satisfaction brings about elements of subjectivity in the perception of the 
quality. The concept of needs comes from the interest of the offerer in the 
justified expectations of the travellers. The term expectations refers to the 
demands of the positive communication and the perception of the 
characteristics of the products by the potential consumer. The expectations 
have different levels. For example, in the case of a trip by coach they are: 

- basic: the comfort and the safety of the journey; 
- expected: based on the previous experience: drinks and toilet in 

the coach; 
- desired: the changes that occur during the visit; 
- unexpected: surprises, the delight of the clients. 
The resonable price suggests that the expectations can be fulfilled at 

any price and that the positive surprises don’t have to be too generous. 
Accessibility refers to the fact that the traveller’s products used must be at 
hand for every person, regardless the natural or acquired differences. 
Transparency is the key element to insure the legacy of the expectations and 
the protection of the customer. Authenticity is the determining factor of 
quality, the hardest to reach due to the subjective component of quality. This 
factor has also a competitive and marketing dimension, being culturally 
determined.  A theme park representing another country and being at a great 
distance from its cultural roots is a good example for an artificial product 
which can create a picture of authenticity through itself. The harmony with 
the human and natural environment is a concept which belongs to the lasting 
development. There is no persistence without quality. 

In order to identify the qualities of a service, we have to take into 
consideration the following aspects: 

- most of the services are done in the presence of the client, which 
offers the chance of an immediate appreciation of the quality 
(Isac, 2007b); 

- services should answer to some different needs from the part of 
the beneficiary; 

- the existence of similar services offers the possibility of 
comparisons, which sometimes prevents the price from being an 
important factor in the choice of that certain service; 
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- the service should obey the limits imposed by the normative 
regulations; 

- there should be a concordance between the expectations of the 
clients and the understanding of these expectations by the 
performer; 

- the employees should be able to perform services at the 
convenient quality level.  

The quality criteria for a traveller’s destination can be considered to 
be some loops in a value chain, quality in each loop being essential, the 
smallest detail in the performance of that certain service determining the 
final satisfaction of the client.  

 
Grid 1: Quality criteria in tourism   
  

Quality criteria regarding traveller’s 
destination 

Quality criteria for hotels 

The image before the visit Rezervation 
Rezervation Check-in 
The journey to the destination The room 
The reception and the check-in The sojourn  
The information received about 
accomodation, attractions and 
entertainment 

Check-out 

The infrastructure and the surroundings Contacts at the end of the visit 
The check-out and the journey back home  
Memories and contacts after the visit  

 
Quality in tourism and in the hotel business is much more difficult to 

attain than in other branches. If quality is assured in each of the three 
chronological phases which lead to the fulfilment of the clients’ satisfaction, 
there are laid the basis for both traveller’s destination and the hotel. 

- the pre-consumption phase : the reservation 
- the consumption phase : the experience of the offered product 

and service 
- the post-consumption phase: memories, satisfaction, solution to 

the complaints 
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As regarding the travel agencies, in their attempt to identify the 
quality criteria, they should have in mind the clear cut distinction between 
advantages in winning the market and advantages in qualifying for the 
market. (Rondelli şi Cojocariu, op.cit., 2004, p.67-69) 

The advantages in winning the market are the vital factors for a sale, 
such as: 

- the position of the agency (it should be placed in a central 
position in  order  to attract a grater number of clients); 

- the atmosphere in the agency should suggest the relaxed 
character in the selling experience; 

- the offer should be adapted to the needs of the clients in that 
region. 

The advantages of each agency in qualifying for the market are those 
important criteria which the product has to fulfil in order to be taken into 
consideration by the clients as a possible purchase. These advantages are 
represented by: 

- the price: even if the prices are higher, the agency will sell its 
products if it manages to convince the clients that they are 
profitable from the point of view of the relation quality- price; 

- quality; 
- accessibility; 
- services for the clients. 
The understanding of the differences between these two categories 

of criteria is important for the satisfaction of the clients at the lowest 
possible cost. 

In accordance with the international standards ISO 9000, the 
management of quality is “the series of activities of the general function of 
the management which determines the policy in the domain of quality, the 
aims and the responsibilities, in order to implement them in the quality 
system through specific means, such as: the planning of quality, the control 
of quality, the assurance of quality and the improvement of quality”. The 
traveller’s organisation which implements the management of quality 
intends to fulfil, in conditions of full efficiency and efficacy, those products 
which: entirely satisfy the needs of the customer, are according to the 
demands of society, are according to the standards and applying 
specifications, take into consideration all the aspects regarding the 
protection of the consumer and of the environment, are offered to the client 
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at an established price and time, convenient to him. Together with the 
diversification of the traveller’s market and of the offers, a lot of changes 
appeared as regarding the demands, and the customers became more critical 
and with higher standards. As an example, the priority factors in choosing a 
hotel as a business: 

 
Grid 2. 
 

Factors in the present Factors in the future 
1. Quiet rooms 1. Communication facilities 
2. Neatness,hygene 2. Safe location 
3. Temperature checking 3. Non-smoking rooms 
4. High security standards 4. High security standards 
5. Safe location 5. Efficient mail services 
6. Efficient mail services 6. Neatness and hygene 
7. Non-smoking rooms 7. Quiet rooms 
8. Location close to the center of the 
town 

8. Location close to the airport 

 
The positive effects of the applying of the quality management in 

any unity conveying traveller’s services are: 
- greater chances for coming back; 
- financial performance: the attraction of new clients is 5-10 times 

more expensive than keeping the old clients; 
- avoiding expenses in solving complaints; 
- a better motivation for the employees; 
- chain positive extreme effects (promotion, persistence in 

business, gaining new markets). 
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