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Abst ract

Nowadays the quality becane a strategic elenent in the service conpanies
because it deternmines the ,conpetitivity” at the highest level. In the
European Charta of Quality, the quality is defined as the ,key to
conpetitivity” in conpanies, being forced to work for pronoting the
comon objective of quality in all the European Union countries.

By inmplenmenting a system of quality nmanagenent in the Romanian touristic
sphere, a continuous inprovement of the quality performance of a product
or service will be granted in order to reach the quality objectives.
Nowadays, the mmjor tendency in the quality sphere of the Romanian
tourism services is to introduce an ensenble of nmethods in order to
obtain the pernmanent amelioration products quality and services
acconplished by neans of permanent functioning inprovenent and by
i ncreasing the supply conpani es performances

Keywords: tendencies, evolutions, quality, conpetitivity, growh and
per f or mance.

I nt roducti on

In the econonmy of a functional nmarket, because of the nore and nore
i ntense conpetition, the providers of the tourism services are nore and
nore forced to keep into account the needs, requirenents and expectations
of custoners and consuners, because of the fact that they are nore and
nore infornmed and educated and prefer nore and nore frequently to buy
products and services of nmaxinum quality at a mnimm price/ tariff.
There for, managers and enployees from the Romanian tourism industry
would have to have to have the concern to offer on the nmarket only
touristic services of quality at tariffs as |ower as possible.

The quality of the services provided by the touristic conpanies from
Romania and their inage represent a problem of surviving for them

Excessive industrialization in the conmunist period of time, as both as
in the bad understood capitalism that followed comunism had a great

i nfl uence upon the Romani an touristic base, and upon the managers way of

t hi nki ng, who didn’t know what to do with all the sudden changes.

In the last years we can see an ascendant trend that shows the fact that
the young generation of nanagers |learned their lesson and their trials
al t hough shy, have started to be visible. To provide services of quality
is no |onger possible without strong know edge of quality and nmanagenent
of quality, as well as wthout strong knowl edge of coherent and
sust ai nabl e operati on.
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As a consequence, Associate Professor Ph.D. in his paperwork ,To assure
the quality of the services provided in tourism” underlies the fact that
nowadays it is necessary for the problem of quality of touristic services
to becone a problem of nodern nanagenent, a problem of vision, values

obj ectives and strategies, a problem of codes of good practice, standards
and nodel s of excell ence.

In order to sell tourismservices of quality, the managers and enpl oyees
fromthe field nust want, be able to and know how to offer, evaluate and
improve the quality in a continuous way. In order to do so, they have to
i mplenent a system of quality nanagenment, according to the |SO 9000
standards, in the touristic conpanies they are running, a system that
involves to plan, control, ensure and inprove quality of tourism
servi ces, especially those of accommopdati on.

Because of the increasing of the conpetition on the global and also on
the national level, it’s necessary for those who offer tourism services
to take neasures to readapt or retire in order to survive on the market,
by diversify and correlate the quality with the price of the touristic
product. It is tine for the specialists from the touristic industry to
understand the new tendencies that take place in the devel opnent of the
Romani an tourism and realize the fact that the custoners requirenents
that are bigger and bigger are forcing them to use new instrunents of
managenent. More than that, it is not enough only to be aware of this
fact, but also for all that are involved in this field to put in practice
all these ideas and instrunents.

The theoretic context regarding the quality and the
managenent system of quality

There are a lot of definitions of quality, all having their own val ue.
From the business point of view, the quality can be defined as “ the
totality of characteristics and features of a product or service,
reunited in order to satisfy a given or inplicit need” (British Standard
4778,1987) or "The quality represent the aptitude of an entity to have an
ensenble of intrinsic characteristics that gives it the opportunity to
satisfy in a certain degree sone specified or inplicit requirenents
(Maxim Em| - The Total Quality Mnagenent, ed. Sedcom Libris, |lassy,
2007). The given or inplicit need supposes that in the end the custoner
becones the arbiter of quality. The activities perforned in the conpanies
of services involve knowing the inplicit needs of custoners. For exanple,
in the nonent of signing a contract of providing services, this type of
needs can be established together with the custonmers. Then, they becone a
type of expectations in the mind of the custoners- expectations regarding
the type of service they would like to have, or regarding how rmuch they

are willing to pay for this type of service etc. If this kind of
expectations are bigger than those desired or imagined by the custoner,
then, he/she will be satisfied and will have a “quality“ experience. If

these unwitten expectations are not in accordance with those desired or
i magi ned by the custonmer, then, he/she and his/ her expectations wll
remai n unsatisfied. These differences between the custoners expectations
and offering the required services have been very well researched by
Par asuraman, Zeitham si Berry (1985).
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I n the 9000-2000 standard, the quality is defined as being “ the neasure
in which an ensenble of intrinsic characteristics are according to the
requirements”.

Nowadays the quality becane a strategic elenent in the conpanies of
servi ces because it determines the ,conpetitivity” at the highest |eve
In the European Charta of Quality, the quality is defined as being , the
key to conpetitivity” of conpanies that nust work towards a commpbn goa
of pronoting the quality in all the European Union countries.

The managers of the tourism conpanies have to beconme aware and also to
recognize the fact that their role supposes the clear and precise
definition of the criterions used to establish certain levels of quality
services and to fix and launch on the narket these standards of quality,
to evaluate with regularity in order to gain these standards and to
ensure the system of providing services that reflect and strengthen these
standards according to the way the internal and external custoners have
react ed.

By using the managenent system of quality the continuous inprovenent of
qualitative perfornmance of a product or service by inplenmenting and
reaching the goals of quality, is ensured. According to the |ISO 9000: 2000
standard, the managenent system of quality represents the “ensenble of
organi zational structures, responsibilities, procedures and resources
that have as goal to create quality”

oserved in dynam c, those conponents are changing and then they neet at a
hi gher |evel reflected through the quality spiral
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In this chart frequently nentioned in the literature of tourism are
presented the nmain stages that appear when services and products are
delivered and inproved: scientific research, witing the docunents,
ensuring the human resources needed, ©production, control, sells,
assenbl age, service

The 1 SO 9000 standards establish requirements and recommendati ons for the
managenment system of quality, not for the products, as you can see in the
foll owi ng table:

PROVI DERS ORGANI ZATI ON | NTERESTED PARTS
| nputs, for which Transformations CQutputs, for which they define:
are defined: - their nature
- their nature - quality
- quality - quantity
- quantity - price
- deadlines - deadlines
- effects
- Consequences.
Equi pnent s The network of Useful products
Mat eri al resources processes Scrap and pol | uted em ssi ons
Human resour ces Financial results
I nformati on Ef f ects upon the enpl oyees
Technol ogi es I nformati on
Fi nanci al resources Fai | ures

Ener gy

The requirements for products are established by standards of products,
agreements, market research etc.

M. Andrei Cctavian Paraschivescu, the author of the book , Mnagenent of
Quality” (2006), defines the managenent system of quality as being ,the
ensenbl e of organizational structures, responsibilities, procedures,
processes and resources, that have as goal keeping under control an
organi zation in the quality field”.

To increase the conpetitivity in conpanies, you nmust increase the
qualitative level of touristic products and services. From this point of
view, the enployees from a tourism conpany nust involve and perform
activities that guarantee the fact that the conpany wll have an
attractive offer. Managers should ensure all conditions in order to
i mpl enent a nmanagenent system of quality. This conpany should make the
conpany understand the inmportance of ensuring the internal and external
conditions required in order to develop quality.

Hence, the quality becomes the result of inplenentation when we are
tal ki ng about the managenent system of quality.

How to descri be the nmanagenent systemof quality in a tourism
conpany

In a tourism conpany, the managenent system of quality is an ensenble of
politics, procedures and instruments that allow the managenent of quality
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to perform in very efficient conditions in order to increase the
satisfaction of potential consuners.

To project the managenent system of quality requires an efficient and
continuous inplenmentation of the conpany’'s performance, taking into
consideration all the interested parties want.

An efficient inplenentation of the nanagement system of quality appears
when the processes of managenent are kept under control, the resources
are provided, the products and the processes of supervising and
measur emrent are done.

Keeping wunder <control and continuous inproverent of the required
processes for an efficient inplenentation of the nanagement system of
quality nust appear only through the follow ng actions and nethods:

identification, measurenent, supervision and analysis of the activity
performed in the touristic conpany;
i mpl ementation of the required actions necessaries in order to achieve
the goals and i nprove the activity;

keepi ng under control of all docunents and additional records.

The managenent of a touristic conpany, once a nmanagenent system of quality
is inplenented, needs to achieve the follow ng goal s:

to respect all the requirenents in order to increase the quality of the
touristic services, preventing the defects;
to train and inprove recurrently and in an organized way the entire
personal in order to be aware of how inportant the quality and the
achi evenent ;
to recurrently analyze the docunents of the managenent system of
quality and the results achieved after inplenmentation in order to
continuously inprove quality.

The politics in the quality field, declared by the nanagenent of a

touri smconpany, is based on the followi ng criterions:

- The managenent of the conpany approaches quality as a function being

under the responsibility of the entire personal a conpany has, that is
involved in certain activities for quality starting with the top
managenent .
The actions of all the factors in the conpany are directed towards
achieving the satisfaction of all the requirenents and exigencies the
custoners have, at the sane tinme with respecting the laws and norns in
the field.

The managenment of the tourism conpany adopts a system of quality in
order to continuously inprove the activities perfornmed, the quality of
the products, elimnating the reasons for defects, as a key factor to
conpetitivity in conpany.

The politics in the quality field is part of the business politics of a
tourism conpany searching to obtain the satisfaction of the customers on
long term and represents the directions of strategic actions established
by the top managenent in order to apply the nission of the organization.
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The strategic directions are part of a document that establishes the
strategic goals on long termand the departnmental goals on nediumterm

The main goals on long term as a conponent of the process of continuous
i mprovenment of the activity performed in a tourism conpany, are mainly
focused on:

Accompl i shing touristic products and services in accordance with the
needs, expectations and requirenents the customers have and wth
respecting the standards in the field, following the motto: ,production
with cu zero defects”

to gain success in business due to continuously inprovenment of a
touri sm conpany performance in the quality field;

to evaluate the performance of a tourism firm according to the
performances of other simlar conpanies that are a nodel of excellence
in the quality field, in order to identify the strong and weak points
of the conpany;

to evaluate a tourism conpany in order to establish the level of
performance reached and the degree of maturity of the managenment system
of quality.

In a tourism conpany, the departnental objectives on a nedium term can
be:

the strategy of nmarketing and public relations;
the strategy of production and devel opnent;

the financial strategy;

t he human resource strategy.

In order to ensure an efficient coordination, the managenent progranme
regardi ng planning of a tourism conpany’s goals, is part of its genera
strategy.

Hence, from the dynam cs of devel opnent that generates new activities in
the conpany, the nmanagenent programme is established flexible enough to
be adaptable at all these changes. In order to do so, the programe is
recurrently evaluated in order to reflect the changes in the objectives
and the goal s of the conpany.

It is recommended for the nmanagenent of a tourism conpany to anal yze each
senester the inplenentation phase of the managenent system of quality.

The goal of all these analyses is to ensure that the managenent system of
quality is adequate and efficient enough to satisfy the custoners
requirements, nornmative and |aws requirenents, as well as the politics
and the objectives regarding quality, established by the conpany’s
managenent .

The anal yses wants:
to establish the degree of satisfaction of requirenents according the

applied standard and the objectives of the politics in the quality
field;
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to establish actions of prevention and correction;

to establish programes of inprovenent the quality of the touristic
servi ces;

to establish the resources needed.

The internal communication regarding the nanagenment system of quality is
ensured by adequate nmethods in order to know the results of the products
and neasured of quality inprovenent.

The manager of the tourism conpany can define and and inpl ement processes
of communicating the politics and objectives in the quality field, the
requirements and the results. Providing these information becones a
source of inprovenent and involvenent of enployees in order to reach the
objectives in the field of the quality.

The nmeans of communi cation i ncl ude:

neetings of the conpany’s nanager;
neeti ngs between the manager and the enpl oyees;

operational neetings between nanagenent and heads of departnments and
bet ween heads of departnents and personal in order to anal yze the tasks
regarding planning and performing the activity, communication of
deci sions and work orders fromthe managenent;

internal instructions;

di spl ay and i nprovenent proposal s panels.

As a result, although the nmanagenent system of quality in tourism
services is a required condition to a continuously inprovenent of quality
in tourism services and products of a conpany, it is not enough. If a
conpany of tourism has inmplenented an excellent system of nanagenent of
quality, but doesn’t have an efficient system of solving the problens as
ateam it will never reach the necessary | evel and rhythm of inprovenent
in order to renain conpetitive on the market.

Quality in the Romani an tourism services

The sphere of services presents a series of particularities that lead to
different ways of action and manifestation of sonme of the criterions of
nmeasuring the quality of the provided services.

In tourism services, these differences are often neet. These services
represent a very big field, which nmakes the global approach of the
quality problens very difficult.

Excelling the classic area of the study of quality and reporting strictly
to the touristic services, we have to take into consideration the
following indexes related to the touristic quality services: quality of
life, conpetitive values of the tourism activities and the qualitative
di rension of the tine for fun, sport and recreation.

The quality of life has a direct link with the way the nine fundanental
needs are satisfied: support; protection, affection, understanding
participation, fun, creativity, identity and freedom
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For exanple, in the transport services, the quality of the services
depends nostly on the technical condition of the transport neans and on
the used gas, norns of pollution and safety. A range of activities such
as the ones of the guides, animators, nonitors, actions of pronotion and
the advertising ones are the nost difficult to conpare and neasure from
the qualitative point of view

In the last years, the quality of the services offered by nost of the
tourism conmpanies in tourism has increased a lot. The touristic narket
in Romania has developed a lot too. The international flux towards
Romani a registered an increase, the nost explosive period of tine being
2004, as you can see in the table 1.1.

Table 1: Arrivals of foreign guests in Romania on the main countries they
cone from (thousands arrivals)

Area 2000 2001 2002 2003 2004 2005
Eur ope - 5024 4696 4551 5344 6306 5522
t ot al
Eur opean 2311 2401 2502 2951 3847 2868
Uni on
Austri a 66 85 88 101 90 129
Bel gi um 19 23 24 27 24 27
Czech 71 78 78 65 61 50
Republic
Cyprus 6 6 6 7 7 9
Denmar k 10 12 12 13 11 15
Estoni a 1 1 1 1 2 1
Fi nl and 4 4 4 5 4 4
France 76 88 92 101 93 110
Ger many 255 328 359 380 296 354
G eece 7 67 59 60 46 61
I rel and 4 5 6 7 5 6
Italy 189 219 230 259 231 271
Lat vi a 1 1 2 7 2 3
Li t huani a 5 5 5 4 5 4
Luxenburg 1 1 1 1 1 1
Mal t a 0 0 0 1 1 1
Hol | and 55 58 56 58 39 53
Pol and 102 106 113 109 133 62
Por t ugal 3 3 4 4 4 6
Sl ovaki a 80 84 103 84 89 48
Sl oveni a 8 8 8 8 11 9
Spai n 12 14 17 21 20 29
Sweden 17 18 21 22 14 16
Uni t ed 53 56 60 69 55 77
Ki ngdom
Hungary 1203 1131 1153 1537 2603 1522
Bel ar us 28 26 25 23 25 34
Bul gari a 363 392 363 340 375 389
Ser bia and 143 127 175 271 220 148
Mont enegr o
Macedoni a 15 11 10 6 7 7
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Mol davi an 1436 1033 857 1059 1213 1435
Republic
Russi an 83 86 80 85 53 49
Feder ati on
Tur key 253 230 191 205 195 201
UKr ai ne 330 324 289 349 310 328
Africa - 5 3 4 4 5 4
Egypt
Anmerica - 79 78 82 92 111 120
USA
Asi a - 51 61 53 48 55 59
| srael
Australia 7 6 6 6 7 8
and Cceani a
O her 2 2 2 1 1 1
countries

Source: Statistic Yearbook of Ronmani a 2006

I[f in 2000, the arrivals of tourists from the European Union in Ronmania
were about 2.311 thousand, in 2005 this figure has increased 577 thousand
arrivals, which is nore than 20% in only 6 years. Minly the countries
from where nost of the tourists conme from are from the European Union:
Austria, France, Germany, Italy, Hungary, Mol davian Republic. The tourists
from all Europe chose mainly to practice tourism at seaside or in the
nmount ai ns, and recently the tourismfor treatnments such as SPA

In this global |andscape, the tourism circulation registered a series of
quantitative and qualitative evolutions, the main tendency being that of
the growth of the arrivals each year.

If we strictly refer to those continents, America is the continent that
generates the highest number of arrivals in Romania from 95 thousands in
2000, to 154 thousand arrivals in 2005, being registered a growth from 59
thousand arrivals in only 6 years.

8000

6000

4000

2000

2000 2001 2002 2003 2004 2005

|. European Union B Europe B Africa OUSA O Asia B Australia and Oceania B Other countries

Figure no. 2 The dynamic of arrivals of foreign guests in Ronania on
continents they cone from
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You can notice a growh in the nunber of actors in this narket share as
well as a devel opnent of their activity. Wwen we talk about the
devel opment of agencies we refer to those which in the last years, have
started to ally to the Wstern standards. In this nonment, the system of
booking has a vital role in offering quickly services to the custoners
coming from agencies. It is no |onger enough to receive a sinple voucher,
a professional agency nust deal with the transfer from the airport and
with all that we call service at the ground for its custonmers. The
touri sm agent nmust understand the needs and they way you want to plan
your holiday. An agent doesn’t have to hurry to give u brochures and
recommend you a hotel without asking you if you have children or no, if
you intend to rest or to visit, to spend nore tine in the hotel or
outside, and what kind of conditions of accommpdation you want.
Qoviously, the quality of the tourism performance is according to the
quality of the human resource’s professional qualification.

The analysis of the dynamics of tourism services in Romania, underline
sone aspects, the nost inportant one being their decreasing after 1989.

During 200- 2005, you can observe a constant naintaining of the nunber of
the touristic actions in sone areas of the country.

Table 2: The tourism organized by the tourism agencies in Ronania on
touristic activities and touristic areas ( thousands of peopl e)

Number of Nunber of Nunber of Nunber of Nunber of
tourists tourists tourists tourists tourists

2001 2002 2003 2004 2005
Internal activities 1322 1203 1234 1429 1210
of tourism
Mountain area-cities 340 312 341 372 293
Health resorts 360 330 334 317 288
Seasi de 376 304 318 389 332
Mount ai n ar ea- 86 80 89 121 76
villages and
touristic roads on
t he nount ai ns
H storical areas 68 62 50 61 44
Areas of religious 2 4 4 4 13
pi | gri mage
Ri ver cruises 1 4 18 44 54
Di fferent ranges 7 7 5 12 37
O her areas 82 100 75 109 73

Source: Statistic Yearbook of Ronmani a 2006
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Figure no.3: The dynamic of the tourism organized by the tourism agencies
on touristic activities and touristic areas

I n 2005, conparing with 2004, a decreasing of the total nunber of tourists
that has as goal different reasons to travel. This reduction of tourists
is of about 6 thousand tourists a year.

Tabl e 3: Nunmber of tourists, journeys and staying overnights because they
travel (no.)

Tot al Tot al Jour neys Jour neys St ayi ng St ayi ng
tourists tourists overni ghts overnights
2004 2005 2004 2005 2004 2005
Tot al 8478311 7779327 11735842 9917719 63322463 57578058

Hol i days 7560117 6830944 10376306 8738278 52034891 46117985
Visits to 4919745 4503124 7350829 6149656 31006639 29161154

friends and
relatives

Busi ness and 383830 309863 628489 487943 4988150 3616325

pr of essi onal
reasons

O her 534364 638520 731047 691498 6299422 7843748

reasons
(treatnent,

pi | gri mage)

Source: Statistic Yearbook of Ronmani a 2006
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Fig. no.4: The dynamic of the tourists when they travel
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In 2005 comparing with 2004, the nunber of tourists acconmodated registers
a decreasing from 63 thousand staying overnights to about 57 thousands, a
di fference of about 6 thousand staying overnights during a year.

10000000]

2004 2005

O Holidays

@ Visitsto friends and relatives

O Business and professional reasons
O Other reasons

Fig. no.5: The dynami c of staying overnights when they travel

The nunber of travels also registers a tendency of decreasing in the sane
period of time, reflecting the power of attraction of the tourism
destinations, mainly because of the quality of the tourismstructures.

ZOOOOOOi]
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B Visits to friends and family

O Business and other pofessional reasons
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Fig. no.6: The dynam c of the journeys when they travel

Fromthe point view of the tourism destinations, the nountains and seaside
are appreciated by Romanian tourists, the Black Sea coast mainly in the
sumrer and the mountains in the winter.

Al'though there is a low preoccupation for the quality of the Ronanian
operators fromtourism you have to notice the concerns about the ,quality
in tourisnmt of the National Authority for Tourism of the professional
organi zations in the Romanian tourism of the contractors in the field and
of the professionals from the Romanian |earning system From those just
nmentioned, the Mnistry of Transports, Constructions and Tourismwth its
National Authority for Tourism and General Direction of Authorization
started the steps for “* @ Mrk- a system of certification of the quality
in hotel services in Romania“.

The representatives of the National Authority in Tourism nanagers and
owners of hotels, representatives of the Federation of the Hotel I|ndustry

! Government Ordinance no. 668 fromJune 5, 2003 regarding the aproach
of the National Programme of increasing quality of hotel services and
[ aunching the "Q mark
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in Romania, of the Association ,Tourism Hotel, Restaurant, Consulting
Goup”, and the professionals in the hotel services quality have
di scussed about:

the quality of services offered in tourism

conpetitivity, good practices, standards, nodels of excellence;
i mportance of standards;

the inplenmentation of the standards in quality of the tourism services-
Q Mark, the safe premise of the devel opment of Ronanian tourism

introduction of a nanagement system of quality in hotel services in
Romani a.

The goal of this systemis to inprove the quality of the tourism services
in hotels in order to grow the level of satisfaction of the custoners,
and the opportunity to use a synmbol to pronote and recognize the
i mportance of hotels inside and outside the country.

The goal of the system of certification of quality in hotel services in
Romania has to be applied in practice by neans of a new series of norns
related to the quality of services in hotels in Romania for:

endownent in hotel units with a systemof intern and extern eval uati on,
that has to function as an efficient instrument of nanagenent in order
to guarantee the quality of services offered,

the building of a base of continuous action adapting the nanagenent
systemto the new needs, expectations and custoner’s requirenents?

These concerns are due to the fact that in the present, the Ronmanian
touristic service has to inpose on a market where the conpetition is in
full devel opnment and where the consuners are nore and nore inforned and
demanding. From this reason, the reassertion of Romania as a tourism
destination has to keep into account the growh of touristic quality of
servi ces.

Every conpany in the Romanian Tourism has to do an analysis about the
quality perforned. This analysis is the starting point in inproving the
strategi c managenent of the conpany. The goal of the analysis is focused
on the foll ow ng aspects:

to establish the level of the quality services;

to establish inportant decisions in order to inprove the touristic
services and products offered;

to know the strong and the week points of the organi zation;

to collect ideas and plan concrete neasures of increasing the quality
of the entire activity.

The inprovenent of the tourism services quality is closely linked by a
managenent inprovenent of the conpanies from the Romanian tourism This
fact becomes true when the management of quality services is applied
havi ng the foll owi ng concerns:

2 New aproaches of quality in the Romani an tourism servi ces— Associ ate

Pr of essor Ph.D. Puiu N storeanu
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to know the tourists expectations;

to maintain buildings and additional structures as well as additiona
utilities;

to increase the tourists satisfaction

to work as a team

to cooperate with partner organizations;

to pronote a fair notivation of the enpl oyees.

As a result, the managers and the enpl oyees of the conpanies in tourism
(operators in transport, hotels, restaurants, tourism agencies) nust
offer only maximum quality services at cheaper prices and tariffs. In
this way the custoners are kept, and the inconmes, the revenue, the market
share can increase constantly and conti nuously.

Al this is possible only if there is the desire, wllingness and
know edge to offer quality, to evaluate it and to perpetually inprove it
In order to put this in practice you have to know that P = PLAN, D = DO
C= CHECK, A = ACT which inmposes the planning, performng, checking and
acting. Hence in the world of the tourism practitioners, it is said that
you have the quality, you can control.?

In Romania, because the conpetition is more and nore intense, the
providers of the services are nore and nore forced to care about the
needs, requirenents and expectations the custoners and consuners have
because they are nore and nore informed and trained- they rather buy
services and products of nmaximum quality at the cheapest price/ tariff.
This should be the concern of all nanagers and enployees from the
conpanies in the tourism industry such as: hotel, restaurants, tourism
agenci es.

A conpany in order to be able to offer only quality services it’'s
necessary to entirely and correctly know the requirenents of the
custoners, and after they provide the tourism services they should know
as well as possible their reactions (satisfaction or discontent).

There is no such thing as absolute quality because it always depends on
the requirements the present custonmers have at a given nonent, on a
certain narket.

The quality of a touristic service( effect) depends nmainly on the quality
of the processes(causes) that conmes from But the processes can depend on
7 factors ( materials, equipnents, personnel, nmethods, environnent,
managenent and neasurenments) and other variable factors that should be
i ntroduced and mai ntai ned under control .

To ensure quality- which includes the control of quality- neans that you
have to avoid nonconformities by anticipating potential causes and
preventing their manifestation.

3 New aproaches of quality in the quality of the Romani an tourism
servi ces—Associ ate Professor Ph.D. Puiu N storeanu
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The managenent of quality could be achieved in an optinum way by
i mpl enenting a managenent system of quality in tourism conpanies. The
point of reference nost used with this goal is represented by t he
international standards fromthe 1SO 9000 famly

According to the European practices, in order to generate/ increase the
trust of custoners in products, services, people it is necessary to
certificate them and in order to generate/increase your partners’ trust
in organi zations you have to practice their accreditation.

The hierarchy of trust:

awards for quality( the point of reference: the voluntary nodel of
excel | ency )

the certification of rmanagenent of quality systens( reference
vol untary standar ds)

the certification of products/ services( reference: specifications,
vol untary nor ns)

accreditation ( reference: conpul sory norns)

In tourism- as in other fields- only the first step( the authorization,
that confirms the satisfaction of mininum conditions) is conpul sory, the
others are optional, but indispensable if we want to maintain a tourism
conpany on the narket. Only those business that could satisfy the
interests of all business partners have the chance to nmaintain thensel ves
in time and even to develop thenselves. This is the spirit of
international standards in the managenment of quality®*

Tendencies in the quality sphere of the Romanian tourism
services

Lewis in 1989 clains that in all business a special attention to quality
nmust be paid. There are 3 main sources that determne the increasing of
the quality level of a conpany. First of all, the custoners are nore and
nore demanding with the products and services they buy, and with the way
these products and services are delivered. Even in the United Kingdom
the custoners are not being taken in serious when they are conpl aining
about a bad service. Second of all, the developnent of a very high
technol ogy both hard and soft, allow managers to offer an extra quality
and nore affordable products, even if the face to face contact is stil
considered to be very inportant. Metaphorically speaking, the technol ogy
can be conpared with the structure of a house, but the ,direct contact”
is still very appreciated by consuners when they ask for a certain
product to be delivered. Third of all, on a national and international
mar ket where the conpetition is very intense, the quality deternines the
edge of the conpetitive advantage.

CGenerally speaking, the quality of services became a key factor in the
process of decision making of the custoners when they choose a certain
conpany in tourism By devel oping an econony of market, the tourism al so
devel oped and t he expectati ons are hi gher and hi gher.

* Fanily EN | SO 9000: 2000
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The increasing of quality neans both the increasing of offer and denand
of touristic services. From this point of view a series of tendencies
appear .

In order to better understand the behavior of the tourist on the intern
market of touristic services, it's essential to analyze the ngjor
t endenci es of the tourism nowadays.

From the docunents provided by the Wrld Tourism Organization, one can
notice that the first qualitative analyses of the denmand in tourism were
made in about 1980, and the official noment of debating the topic was the
Mani | a Conference that took place in the sane year.

During the conference a series of major tendencies related to the behavior
in consunption of the tourists were identified. Anong these nmgjor
tendencies registered in tourismthere are:

the decreasing of the role of the flexibility in price when we chose a
product, while the role of the factor price/ quality is increasing- the
tourists are nore and nore selective and eagerly to find on
destinations exactly what they were prom sed with;

hol i days becone nore and nore active, nore particularized and nore
val uabl e;

the conditional role of environment and conmunication, of integration
and retrospection to the values the receiver environment has in

choosing a product, leads to a the birth of a new type of tourism
.integrated” also known as ,green” tourism
To increase the value of life- neaning a better appreciation of the

quality of life, safety and health;

The free tine is nore and nore val uabl e- because the quality of life,
the safety and health are nore val uabl e too;

The free time is nore valuable- because of the standardization, the
every day life becane nore standard and because of the increasing of
productivity, the opportunity cost of the free tine becane higher
[Pascariu, Gabriela, Carnmen - Evolutions and tendencies in the
international tourism flows, nmarkets, politics, Ed. Sedcom Libris,
| assy, 2006, pp.143-144]

On the Romanian tourism market, these tendencies could be classified as
fol |l owi ng:

The decreasing of requirenments for the intern tourismwhile the extern
tourismis increasing, because of the sane |evel of costs;

The accel erating reduction of the intern demand of tourism because the
power of buying is |lower and | ower;

The decreasing of the tourism of nmass because of the tendency of
popul ation to prefer the rural areas and because the quality of life is
decr easi ng;

The increasing of the demand in sone areas of the country (specially
the nmountains) for the weekend tourism because the week of work has
reduced and because the nunber of cars is higher, the transport being
nore easily;
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The reduction of the average journey, because the real incomes are
| ower for travel

Regardi ng the evolution of the denmand for the Ronanian tourism offer, the
foreign tourist have, the tendencies are the foll ow ng

The continuous decreasing of the tourismdenmand for the Romani an narket
coming from outside the country because of the political instability,
of the low quality of services and because of the linted range of
touristic pleasure programes;

The insignificant increasing for the Romanian agro-tourism a l|arge
nunber of foreign tourists prefer to stay overnight in private houses,
speci ally where the local customs are still naintained

The demand for the Ronmanian seaside is decreasing because of the
limted offer of touristic products and services.

On the global level, the situation is entirely different. The touristic
circulation knows a real boom because of the rich offer for the exotic
tourism for the adventure one and for the business tourism

In this context, we have to do a general analysis of the inportant
el emrents of the tourismdenand, in the next years and these coul d be

The increasing role of the quality/ price in order to ensure the
conpetitivity of the products;

The increasing role of the need for self harnony and for harnony with
nat ur e;

The increasing role of the | evel of education and of the training one;
The increasing role of the need for culture;

The increasing role of the need for freedom in association with the
need for communi cation

The increasing role of living on the high edge- because of the amazing
pressure of tine that doesn't let you live a normal |ife;

The increasing role of the need for security and nobility;

The increasing of the nunber of short holidays- we are tal king about
t he weekend hol i day;

The increased nunber of older people, with different preferences and
hobbi es.

Anal yzing the tendencies nentioned above, we discover that the tourism
market can register a higher dynanmic and reorganizations that could
attract important changes in politics applied in tourismconpanies, and in
our country the tendency will be a positive one, because of the huge
touristic potential, of the programmes of nodernization of the material

i nfrastructure and because of the diversity and increased quality of the
services in tourism

On the touristic market an intense conpetition is registered both between
the conpanies in tourism and between the touristic destinations. Fromthis
reason, the custoners becane nore and nore demanding and nore difficult to
satisfy, searching in the huge |ake of offer, the touristic products and
services with the highest level of quality at the | owest price
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The gl obal nmarket entered in a new phase, both because the tourist is nore
mature as custonmer and because of the strong devel opnent of the biggest
branch in the world- the tourism

In this way, the conpanies that provide products and touristic services
shoul d adapt to the new conditions of the touristic market by being nore
concerns to diversity the offer and to increase its attractivity and
aggr esi veness.

Anong the mmj or tendencies registered by the organi zation of the touristic
market at the global level, we have to take these follow ng aspects into
consi deration

The touristic offer registers a tendency of grouping the touristic
services, into big and very big conpanies, such as the ones in the
hot el business where voluntary chains appeared, in order to offer a
honogeneous product with a higher quality at the sane prices;

The touristic market is nore and nmore global- it’'s about that
phenonenon of convergence of the tourists’ tastes and preferences for a
certain standard of quality in touristic services. The nost eloquent
exanple is the tendency of introducing a new technol ogy, of devel oping
conput eri zed systens of booking at the global |evel.

The touristic offer is more and nore diversified because of the
diversification of the touristic demand- a larger and |arger range of
touristic services and products is offered, giving satisfaction to a
| arge sphere of custoners.

The touristic offer is nore focused- on 3 ways: on the horizontal |ineg(
t aki ng pl ace between conpanies with the sanme stadium of touristic flux:
hotel, travel, commerce of services), on the vertical (wanting to becone
as one group of conpanies performng the sane conplenentary activities
in certain stages of the touristic programme) and as touristic
clusters( in the classical shape of focus by fusion or buying another
conpany wthout activities related).

On the touristic market in Romania, when the touristic offer is organized,
a series of tendencies wth positive inplications on the tourism
devel oping, could appear. The specialists think that these tendencies
coul d be:

The reach and diverse range of natural and touristic resources nade hy
humans, offers a nmore inportant availability in tourism to this
country. Relevant in this sense is the declaration of the high
secretary in command of the dobal Oganisation of Tourism ,a country
that has the Danube Delta, the Black Sea Coast, the nonasteries from
Northern Ml davia, and various destinations for health cure, could
survive and develop only fromtourisni.

Steep decreasing of the internal and external touristic demand, because
of the economic reorganization, inflation, privatization, new |aws,
descentralisation, conflicts between old nentalities and new directions
of the Romani an society.

The developnent of the touristic products and services for the
potential custoners, because Romania has a diverse and rich touristic
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potential: journey at the seaside, in the mountains, in health resorts,
winter sports, hunting, fishing, cultural touristic tours.

The devel opnent of tourism at the end of week- short journeys in rural
areas, health resorts, mountain trips.

| nadequate capitalization of the touristic resources- the fact
contributed to the reduction of their market value and the inadequate
presentation of the touristic products at the international |evel.

As a result, the tendency on the intern nmarket of touristic services is
i ncreasing, new types of tourism being devel oped because the custoners
woul d not be able to consune in the sane time the same type of space and
entertainment. The touristic offer will be oriented towards nountains,
seaside, «cities, rural areas, in this way they try to distribute
harmoni ously the potential consuners in order to avoid the exceeding of
t he support capacity of destinations.

Concl usi ons

The quality and inplenmentati on of a managenent system of quality, allow
managers to see where the financial effects of a low quality, are,

establish priorities of efforts of quality inprovenent, creating an
equilibrium between prevent and inspection and establish budgets.

Mai nt ai ni ng a managenment system of quality is the key to conpetitivity in
conpani es and the only way to survive in a conpetitive war.
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