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OZET
Yuksek Lisans Tezi
Bes Yildizli Turk Otel Hizmetlerinin Yabanci Mu sterilerine Deger
Yaratmasinda Analitik bir Yakla sim: Kalite Fonksiyon Gécerimi (KFG)
Yontemi
Cristalina DANII

Dokuz Eyliil Universitesi
Sosyal Bilimler Enstitlisu
ingilizce Isletme Anabilim Dali
Tezli Yuksek Lisans Programi

Gunumuzde kiresellsme sonucunda gletmeler artan rekabetle karsl
karsiyadirlar. Bu kosullarda isletmelerin hayatta kalabilmek icin Urettikleri
arinleri ya da sunduklari hizmetleri mausterilerinin istek, ihtiya¢c ve
beklentilerini  kar silayacak  sekilde planlamalari ve tasarlamalari
gerekmektedir. Kalite Fonksiyon Gogerimi (KFG), firmalarin mdasterilerini
tanimalarina yardim eden, onlarin ihtiyac ve beklefilerine en kisa suirede cevap
verebilen bir yontemdir. Yontemin temeli, Mdusterilerin Sesini dinlemeye

dayanmaktadir. Bu 6zellik onu, standart kalite yonemlerinden ayirmaktadir.

Bu calsmanin amaci Kalite Fonksiyon Gogeriminin turizm oté
hizmetlerinde uygulamasini ortaya koymaktir. Bu ama@ dogrultusunda
Antalya’daki otelcilik sektoriiniin énca kurulu slarindan bes yildizli bir i sletme
secilmistir. Secilen isletmede KFG sireci uygulanmaya cagiimis ve bu sekilde
KFG surecinin secgilen gletmedeki uygulanmasi incelenngtir. Bu calismada
kullanilan bilgiler, anket ve odak grup calsmasi yoluyla otel misterilerinden
alinmistir.  Ayni  zamanda otel yodneticilerinden bir KFG takimi
olusturulmu stur. Uygulamaya sirasiyla Ne, Nasil, Ne ve Nasil asindaki
fliskiler, Ne Kadar kisimlarinin olusturulmasiyla baslanmis ve sonugta otelin
Kalite Evi ortaya cikariimi stir.

Anahtar Kelimeler: Hizmet, Hizmet Kalitesi, Kalite Fonksiyon Gdgerin@telcilik
Sektord, Kalite Evi



ABSTRACT
Master Thesis
Analytical Approach in Creating Value for Foreign Customers of Turkish Five
Stars Hotel Services: Quality Function Deployment@FD) Model
Cristalina DANII

Dokuz Eylul University
Institute of Social Sciences
Department of Business Administration
Master Program (with Thesis)

Nowadays, companies are encountered with a stricbmpetition, mainly
due to globalization. Therefore, in order to survie, companies have to plan and
design their products or services according to theicustomers’ requirements
and expectations. Quality Function Deployment (QFD)s the key instrument to
help companies understand their customers and offerthe best solutions to
fulfill customers’ needs. The distinguishing elemenof the QFD model is to
listen to the Voice of Customers. Thus, it differsfrom other, standardized

quality measurement methods.

The purpose of this study is to reveal the importace of the QFD model
in the tourism service sector. One of the major fig star hotels in Antalya was
chosen in order to analyze the application of the ED process. The information
used in this study has been derived from questionimas and focus group studies
with hotel guests. In addition, a QFD team was formd including hotel
managers. The practical implementation of the QFD mdel started with
specifying features of What, How, What and How Rel@onships and How Much

inputs and, as a result, a House of Quality for th€ase Hotel was built.

Key words: Service, Service Quality, Quality Function DeploymeHospitality
Industry, House of Quality
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INTRODUCTION

Considering the fact that technologies are deveppaster and faster from
year to year, the customer expectations are atseasing. It is very important when
marketers are able to guess all of these expewctatio order to gain competitive
advantage. The competitiveness today does nobrdlyon the technology utilized,
but also on how successful the company is in iatégy technology with managerial
capabilities. For getting a better result in thiegess, proposed products or services

must correspond to the customers’ wishes.

Especially in the industrialized nations, over thast three decades, the
service sector started to be the most dominantexient the economy. Also, since a
lot of studies specified that service quality is ierportant detail for success and
survival in actual competitive environment, theenaist in service quality increased
impressively (Ghobadian et al., 1994). Despite ith@easing importance of the
service sector and of the quality as a signifia@rpetitive factor, service quality
concepts are not well developed (Ghobadian etl8P4). As service quality is a
vague concept, there are a lot of debates in titsraelated to this topic, about how
to conceptualize this phenomenon in a better wane@lly, definitions of service
quality proposed by researches concentrate ondgeethat it is the outcome of the
comparison customers make between their expectabbout a service and their
perceptions of the way the service has been peedr(Booms and Lewis, 1983;
Gronroos, 1984; Parasuraman et al., 1988). Thesarks bring to the conclusion
that service quality must be defined from the congtids point of view. Thus, a lot of
studies concentrate on the question of how seiedity is perceived by customers
and which is the way perceived service quality ¢en measured (Stauss and
Weinlich, 1997).

Service quality leads to customer loyalty and atioam of new customers,
positive word-of-mouth, employee satisfaction an@mmitment, agreeable
corporative image, reduced costs, and increasiriguginess performance (Berry et
al., 1989). Gryna and Juran (1993), has conclutlatl dompanies with perceived



high quality goods and services had higher matkates higher return on investment
and asset turnover than companies with perceived daality. Thus, the most
important factor influencing the business perforoais the quality of goods and

services offered by an organization, relative $actimpetitors.

As it was already specified, increasing economesgures from competition,
governments and very fast developing technolod@sed companies to pay more
attention to quality of services they deliver. Tégserspectives conduct to some
alternative frameworks: SERVQUAL (Parasuraman et H85; Zeithaml et al.,
1988) and SERVPERF (Cronin and Taylor, 1992). Eiémese two models are used
a lot in quality measurement of services, somearebers consider that they are not
generic and several changes should be introduceach of them (Carman, 1990;
Dabholkar et al., 2000; Finn and Lamb, 1991; Zhaal.e2002). There are also other
alternatives in literature, like some modified vens of SERVQUAL and the
importance-performance paradigm suggested by Jaames Martilla (1997).
Traditional approaches to assure service qualitgnofocus on work standards,
automation to eliminate people, or, in more devetbporganizations, Quality
Improvement Teams (QulTs) to empower employeesoteesappeared problems
(Love, 1986).

Quality Function Deployment (QFD) model is quitéelient from traditional
quality systems, which aim to minimize the negatjuality (such as poor service or
inconsistency). With those systems, the best thatbe achieved isothing wrong,
which is not enough in case all the players inrteket are good. In addition, to
eliminate poor service, features like fun or luxunust conduct to maximizing

positive quality, because this creates value (Mak293).

Stuart and Tax (1996) argued that the features amstdimptions of QFD are
extremely relevant to services and can effectiveget the needs of service design.

They accentuated several principles to supportdies:



QFD provides a common focus for marketing, humaouece management
and service operations in the organization and wages the unified
approach which is very important in service desagil delivery. A clearer
understanding of the service logic inside the ogion is likely, with
everybody more conscious of the impact of theirisienn and actions on the
attributes of the service.

QFD recognizes that service design and process gearent must be
customer led and that the attributes of the semriast conform to customer
needs and wants. The causes of Gap 1 in the SERVQu@del would be
addressed by QFD process and the service concegtvbe sensitive to
market factors.

QFD accentuates the importance of the service enenand moments of
truth. It specifies also the need to analyze eatéraction in the service
process.

The overview provided by QFD enables the “tradeoffetween features to
be studied and evaluated. For example, improvincess to a site and
enhancing its amenities by attracting visitors wthen impact on its
perceptual capacity and quality; or adding to #eglres of an airline service
with the risk to making more mistakes or standangizor speeding up the

delivery of a service but with the danger of makitgss personal.

Mazur (1993) mentioned that QFD in services is thage a three-phase

process:

* Service planning (design requirements)
* Element planning (service process elements andiceerdelivery
development)

» Operations planning (process control)



Thus, QFD has three important objectives for baipglied in practice:

* |t identifies the customers.
+ |tidentifies the customers’ needs and wants.

» Itidentifies how to meet the customer requirements

The purpose of this thesis is to show the impoeawfcservice quality in the
hospitality industry by using QFD method for prawigl better service to hotel’s
guests, based on guests’ points of view. The bisnefi offering higher service
guality have influence on both: hotel sector ansl dustomers. Competitive
advantages, management leadership, productivityowgment, work development,
reduced costs, increased economic profits, empfysaisfaction and increased
working value, staff empowerment, customer satigfacand customer loyalty are
some of the main points which can be reached by @FEents used during this
research.

The hospitality industry, hotels included, will beot an exception in
implementing QFD model. This area employs thousarfdpeople and generates
high revenues annually in value-added servicesowling to the fact that general
attributes are only an abstract overview and do¢sover all industries completely,
Parasuraman et al. (1985) argue that in the hdspitadustry, there are other
attributes that are of importance for service dqualevelopment. Many factors of
service quality are not standardized, some qualgyects such as “helpfulness”,
“friendliness” and “politeness” are likely to betenpreted differently depending on
each guest and therefore assessed subjectivelythémamportant aspect to be
considered is the seasonal factor of the hospitaldustry where it is commonly
clustered around peak periods of the day or yesh ss checkout time or holiday
season. These peaks make it more difficult to nreasuconsistent service quality
(Olsen, Sasser and Wyckoff, 1978).

According to von Friedrichs Grangsjo (2001), thare at least five factors that
describe and influence the tourism product:



* Tourism is dominated by services; this means tloaisemption occurs in
interaction with the suppliers of those services.

 Demand for tourism is significantly influenced byasonal variations,
including climatic seasons and the time of vacaj@consequence of this is
that many staff members are hired for only shoriogis.

* The tourism industry consists of a mixture of ptevaector businesses and
public sector organizations; as a result, the itrglusperates within two
systems that have different requirements, ruled famm of control.

e The tourism industry is fragmented. It consistsnzdny small companies
working in various business areas-including lodginavel, food and leisure.

* Tourism consists of a number of ingredients expegd over time and it is
seldom the case than one actor has control oveomaiponents.

These factors mean that “tourism quality” is a ctempconcept. Hazlett and
Philip (1997) likened it to a puzzle that has marerts that must fit together
perfectly to satisfy the tourist. Nevertheless,pitesthe difficulties, satisfying the
tourism customer is important, not only becaudeatls to positive word-of-mouth
recommendation and repeat customers, but also $eealack of satisfaction leads
to complaints, and dealing with such complaints lbarexpensive, time consuming

and injurious to a destination’s reputation.

The term “experience” has become increasingly pampuwvithin tourism as
entertainment options have increased rapidly in bemand variety. Bitner (1992)
and Mossberg (2003) have both related “experientesservice quality. Bitner
(1992) used the expression “servicescape” to dmscthe customer’s overall
perception of services on offer, and Kumra (2008)etbped this specific reference
to tourism in discussing so-called “experience siteAccording to Kumra (2008),
these “experience areas” can include several @egtits over extended geographical

distances and quite long periods of time.



Quiality is judged subjectively by consumers anddfoge it is a difficult concept
to assess and measure. It is even more complicatedirism experiences, because
“quality” in this setting includes many interact®with a variety of providers.

The hospitality industry has witnessed increasiognpetition for high service
quality and customer satisfaction. This is becawustomer retention through service
quality and satisfaction has become vital in suatureted markets as the lodging
industry. Today, the majority of hospitality firmae implementing one or two
corporate-wide quality management programs desi¢gméuprove service offerings
and market retention. For example Ritz-Carlton’staloQuality Management
program has been widely recognized as a qualityh&vir{Oliver and Rust, 1994),
while Sheraton initiated the Guest Satisfaction t&ysto enhance customers’
lodging experience and boost return rates. Itgs albtable that, as a central part of
these industry wide efforts, a number of reseamtagigms such as SERVQUAL,
the expectancy-disconfirmation model, and LODGQU#dve been introduced into
the hospitality industry (Parasuraman et al., 1988gn today’s market conditions
as well as increasingly diversifying customer prefees are considered, the

importance of service quality and customer satigfads expected to grow further.

Despite these increased customer-oriented marketfogs in the hospitality
industry, relatively little attention has been givi® the process of service design.
Although most research programs have focused osumieg customers’ perceptions
of service quality and satisfaction, few have pded company-specific guidelines
for how to design services to meet the quality déads expected by customers. That
means, the extant service quality and satisfagifograms were developed primarily
as a tool to diagnose a company’s service perfocmand to understand consumer
purchase behavior, but they have not consideregectthe intra-organizational
service development processes that can supportnthgketing initiatives of

hospitality firms.

With the help of QFD implementation, service design development
processes should be emphasized in every servidgygarad satisfaction program in

hotel industry. Although the ongoing quality impeswent programs can provide



hospitality managers with useful information abthé company’s performance and
its customers, improvement in service quality anst@mer satisfaction cannot occur
unless the obtained information is successfullpiporated into subsequent service

deliveries.

The present study is composed by four chaptersfiidtehapter represents a
theoretical view of the service concept with itsfimions given and its main
characteristics being analyzed. Marketing mix ofviees, the development of
service sector in the world and an overview of $keevice industry’s situation in

Turkey occupies also an important place of thigptdra

As quality of services represents an important fptonbe achieved when
offering services, the importance and definitiorgaélity, ISO quality standards, the
concept of Total Quality Management and a brieflyams of some service quality

measurement methods have been highlighted in ttumdechapter.

The third chapter concentrates on explaining theal@u Function
Deployment Model as one of the most productiveruments in measuring the
guality of services. Methodology, results, and ¢osions of the study are presented

in the last chapter.



CHAPTER |
SERVICES

1.1. IMPORTANCE AND DEFINITION OF SERVICES

Nowadays, the service sector occupies a very irapbrposition in the
economies of most countries. As incomes continuast people’s needs become
less material and they begin to demand more serween health, education,
entertainment, and many other areas. The tradltegr@ices that once represented
lodging, meal preparation, housecleaning and basbeps, have been impressively
supplemented by modern banking, insurance, congputeommunication and

business services.

Johnston and Clark (2001) remark that every persegryday, comes several
times in contact with different service operatioDsy after day, more services are
produced and consumed. According to Brown and SwafA89), highly developed
economies can be characterized by an over propaitiand strong growth of the
service sector. Evidence to this statement canotieed by looking at the statistics
of different countries. In the recent years, theas been an increase in demand for
the services in technical, banking, tourism, mddacel a lot of other industries. At
the same time, the manner in which services aresraadilable to the final consumer
is changing. While private sector service compaaresincreasing their competitive
advantage, a further group of public services agriming to experience the realities

of competitive markets for the first time.

One way to understand the structure of an econanjoicompare the
country’s total output and employment with respéxtits three main sectors:
agriculture, industry and services. Because ofdbethat the service sector produces
intangible goods, producing services tends to reqeélatively less natural capital
and more human capital than producing agricultarahdustrial goods. As a result,
all over the world the demand for most educatedkessr has grown imposing

countries to invest more in education — an ovdrahefit to their people. Another



benefit of the growing service sector is that byngdewer natural resources than
agriculture or industry, it puts less pressure ba tocal, regional and global
environment. According to Berry (1980), in formegdhkanned economies the service
sector was previously developed because governneentsolled supply and failed
to respond to growing demand for services. In @alditmany modern services which
play an important role in market economies (finahcbusiness and real estate
services) were not needed under socialism. Duhiegbuntries’ transition to market
economies, the service sectors have grown rapallynéet previously unfulfilled
demand and needs. Growth of services in transiBoanomies is particularly
important because it gives the permission to tleesmomies to employ a share of

the educated labor force.

Service producers have to be absolutely sure llegtdre producing the right
services at the right places at the right time tfo right price. In other words,
marketing within the service sector is more impuairtdan it has ever been. Catts et
al. (2006) specified some principal points abow importance of services in the

world:

* They contribute to the domestic growth (in 2003tdbnted an average of 68
% of the global Gross Domestic Product - GDP).

e« They are supporting the entire process of goodslyatocon by providing

value added inputs for competitive industrial depehent.

* They contribute to job creation (service activitiegve become important

creators of new jobs, for over 90 % new jobs gliybal
* They contribute effectively to the process of poyetimination.
Early economists paid little attention to servicesnsidering them to be

totally unproductive, adding nothing valuable toemonomy. Adam Smith (1977),

writing in the eighteenth century, distinguishediween production that had a



tangible output — (such as manufacture or agriceltand production for which there
was no tangible output. This remained the domimdiitiude towards services until
the later part of the nineteenth century, whene&lfMarshall cited in Palmer (1994)
argued that a person providing a service was gistapable of giving utility to the

recipient as someone producing a tangible prodandeed, Marshall recognized that
tangible products may not exist at all, without sospecial services performed in

order to produce them and to make them availabtensumers.

Today, despite some old beliefs that the servictosés an insubstantial and
relatively inferior sector of the economy, consalde attention is paid to its direct
and indirect economic consequences. For organimtguch as airlines, trains,
universities, car rental, health or government age service forms the important

part of what they have to offer.

In 1981, Berry noted that from the beginning of d®@anarketing, services
established an area with specific needs and clegistats which demand a lot of
consideration. Services researchers always emmthsimat services are not less
important than usual products and that they aretraleno marketing theory
(Gronroos, 1991; Lovelock, 1983).

There is argument about the extent to which sesvat®uld be considered a
distinctive area of study in marketing. On the dvaad, some have argued that a
service contains many important elements commogotms which make services
marketing no longer in use as a separate disciplihes, Levitt (1972:41) observed:
“there is no such thing as service industries. &tae only industries where service

components are greater or less than those of withestries”.

On the other hand, many have pointed to the lifoibat of traditional
marketing principles when applied to the marketfgservices. Berry (1980),
Gronroos (1978), Lovelock (1981), Rathmell (19749 &hostack (1977) are among
the critics who have argued that the differences éxist between goods and services
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mean that the marketing tools used for goods miaketnnot easily be translated to

services marketing.

Johnston and Clark (2001:92) noted that the womtvise” has a great
richness and diversity of meaning. Levitt, (198):8pecified that a service is “the
intangible equivalent of an economic good”. Kotherd Keller (2006:402), refers to
services as “any act of performance that one pant affer to another, that is
essentially intangible and does not result in thearship of anything. Its production
may or may not be tied to a physical product”. Aitar definition was stated by
Collins and Payne (1991:32), they insisted thatrvises are any primary or
complementary activity that does not directly proela physical product — that is the
non-goods part of the transaction between custameprovider”. The definition of
service used by Palmer (1994:3) is “the productidnan essentially intangible
benefit, either in its own right or as a signifitatement of a tangible product, which
through some form of exchange satisfies an idedtiftonsumer need”. This
definition recognizes that, in addition to the prots which are a combination of

goods and services, some marketing activities deasily fit on this scale at all.

Sower et al. (1999:54) visions considering the iserdefinition could be

presented as follows: “a service is a set of simgahd perishable benefits

+ Delivered from the accountable service providerstiyoin close co-action
with his service suppliers;

« Generated by functions of technical systems anoyodistinct activities of
individuals, respectively;

« Commissioned according to the needs of his secoosumers by the service
customer from the accountable service provider;

* Rendered individually to an authorized service comsr at his/her dedicated
trigger;

« Finally, consumed and utilized by the triggeringve®e consumer for

executing his/her upcoming business or privateviyti

11



There has however, been no consistent definitiorwbét constitutes a
service. In his study of the United States (USyisereconomy, Fuchs (1968), for
example, excluded transportation and communicadiguing that they formed an
integral part of goods, while nowadays these ams@f important areas of service
industry. Stanton (1981) included activities susheatertainment and tourism, but
excluded delivery services and credit facilitiefiene these are essentially attached
to a tangible good offered for sale, while todagsth are considered the most

necessary and effective services all over the world

1.2. CHARACTERISTICS OF SERVICES

“Pure” services have a number of distinctive chimastics which
differentiate them from goods and have implicatibmsthe manner in which they
are marketed. These can be described as intatgililiseparability, variability,

perishability and the inability to own a service.

1.2.1.Intangibility

A pure service can not be assessed using any gihtyscal senses; it is an
abstraction which can not be directly examined teefbis purchased. A prospective
purchaser of most goods is able to study them forsipal integrity, aesthetic
appearance, taste, smell, etc. Many advertisingnslaelating to these tangible
properties can be verified by inspection prior toghase. On the other hand, pure
services have no tangible properties which can s by consumers to verify
advertising claims before the purchase is made.ifthagible process characteristics
which define services, such as reliability, persazae, attentiveness of staff, their
friendliness, etc. can only be verified once a isenhas been purchased and

consumed.
Intangibility has a number of important marketimgplications. The lack of

physical evidence that intangibility implies incsea the level or uncertainty which a

consumer faces when choosing between competingcesrnvAn important part of
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service marketing program will therefore involvelueing consumer uncertainty by
such means as adding physical evidence and théopevent of strong brands. Pure
goods and pure services tend to move in oppogsieetdins in terms of their general
approach to the issue of tangibility. While servioarketers seek to add tangible
evidence to their product, pure goods marketeenadeek to augment their products
by adding intangible elements, such as after-ssesce and improved distribution.

1.2.2. Inseparability

The production and consumption of a tangible good @vo discrete
activities. Companies usually produce goods in a@eetral location and then
transport them to the place where customers most twabuy them. In this way,
manufacturing companies can achieve economies ale sthrough centralized
production and have centralized quality-control alise The manufacturer is also
able to make goods at a time which is convenientslf, and then make them
available to customers at times which are convenien them. Production and
consumption are said to be separable. On the dthed, the consumption of a
service is said to be inseparable from its meangrofiuction. Producer and
consumer must normally interact in order for thadfis of the service to be realized
(Zeithaml, 1981). Both must meet at a time andaaghwhich is mutually convenient
in order that the producer can directly pass onigebenefits. In the extreme case of
personal care services, the customer must be prdseing the entire production
process: a doctor cannot provide a service witlloeiinvolvement of a patient. For
services, marketing becomes a means of facilitatiogplex producer-consumer

interaction, rather than being merely an exchangdinm.

Inseparability occurs whether the producer is huymas in health-care
services, or a machine, as in the case of a bamidated Teller Machine (ATM).
The service of the ATM machine can only be realidgtle producer and consumer
interact. In some cases, it has been possible gara® service production and
consumption, especially where there is little nfegersonal contact.
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Inseparability has a number of important marketmglications for services.
First, whereas goods are generally first produtieeln offered for sale and finally
sold and consumed, inseparability causes this psotee be modified for services.
These are generally sold first, then produced amdwmed simultaneously. Second,
while the method of goods production has little artpance to the consumer,
production processes are critical to the enjoyméservices.

In the case of goods, the consumer is not a patieoprocess of production
and, in general, as long as the product of whiday ttake delivery meets their
expectations, they are satisfied (although theeeexceptions, for example, where
the ethics of production methods cause concernwlogre quality can only be
assessed with a knowledge of production stagesatkatidden from the consumers’
view). With services, the active participation dfetcustomer in the production
process makes this as important as defining thebendfit. In some cases, an
apparently slight change in service production raglly destroy the value of the
service being provided. A person buying a ticketdaconcert by Whitney Houston

may derive no benefit at all if it is subsequeiyyBritney Spears instead.

1.2.3. Variability

For services, variability impacts upon customergermms not just of outcomes
but also of processes of production. It is thestgtbint that causes variability to pose
a much greater problem for services, compared tmgjoBecause customers are
usually involved in the production processes fareavice at the same time as they
consume it, it can be difficult to carry out momit@y and control to insure standards.
The opportunity for pre-delivery inspection andergjon which is opened to the
goods manufacturer is not normally possible withivises. The service must
normally be produced in the presence of the customighout the possibility of
involving the quality control. Particular problencan occur where personnel are
involved in providing services on a one-to-one $asuch as hairdressing, where no

easy method of monitoring and control is possible.
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The variability of service output can pose problefomis brand building in
services compared to tangible goods, for the lattes usually relatively easy to
incorporate monitoring and quality control proceshiinto production processes in
order to insure that a brand stands for a consigten output. The service sectors
attempt to reduce variability concentrate on meshosed to select, train, motivate
and control personnel. In some cases, servicesolffave been simplified, jobs have
been “de-skilled” and personnel replaced with maeiin order to reduce human

variability.

1.2.4. Perishability

Services differ from goods in that they cannot tmeesl. A producer of cars
which is unable to sell all its output in the cuntreeriod can carry forward stocks to
sell in a subsequent one. The only significant c@st storage, financing and the
possibility of loss through obsolescence. In caifrthe producer of a service which
cannot sell all its output produced in the currpatiod has no chance to carry it
forward for sale in a subsequent one. An airlinecioffers seats on a 10:00 a.m.
flight from Istanbul to Strasbourg cannot sell ampty seats once the aircraft has
left. The service offer disappears and spare seamsot be stored to meet a surge in

demand which may occur at, say, 11:00 a.m.

The perishability of services results in greateerdgton having to be paid to
the management of demand and in scheduling sepsgduction to follow this

pattern as much as possible.

1.2.5. Ownership

The inability to own a service is related to itgsamgibility and perishability.
In purchasing goods, buyers generally acquire tiitlthe goods in question and can
subsequently do as they want with these goodsh®wother hand, when a service is
performed, no ownership is transferred from théesdb the buyer. The buyer is

merely buying the right to a service process susththe use of a car park or a
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solicitors’ time. A distinction should be drawn Wween the inability to own the
service act and the rights that a buyer may acduoifeave a service carried out at

some time in the future. For example, a theat&etigift vouchers.

The inability to own a service has implications tbe design of distribution
channels; a wholesaler or retailer cannot take, @#$ in the case with goods. Instead,
direct distribution methods are more common andrehetermediaries are used,

they generally act as a co producer of the service.

1.3. SERVICES VERSUS PHYSICAL PRODUCTS

In practice, it can be very difficult to distinghiservices from goods, for
when a good is purchased there is usually an eleafeservice included. Similarly,
a service is frequently augmented by a tangiblelycb attached to the service. In
this way, a car may be considered to be a goocerdlian a service, yet cars are
usually sold with the benefit of considerable igfilate service elements, such as a
warranty or a financing facility. On the other haadseemingly intangible service as
a package holiday includes tangible elements imptirehase — use of an aircraft, a
transfer coach and a hotel room, for example. twéen is a wide range of outputs
that are a combination of tangible goods (the faad physical surroundings) and
intangible service (the preparation and deliveryheffood, reservation service, etc.).
In fact, all productive activities can be placedeaoscale somewhere between being a
pure service (no tangible output) and a pure goodr{tangible service added to the
tangible good). In practice, most products falwesn the two extremes by being a

combination of goods and services.

Oliver and Rust (1994) mentioned that all servigetially are products and
gave the example of salt. People do not buy sa@iause it has any intrinsic value,
but because of the fact that it performs a sericaltering the taste of food. Despite
some well established facts in service marketitegdture, some researchers argued
that there is a difference between services andererg concept of product

marketing (Brown and Swartz, 1989). Scholars pregothat consumers make
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expenditures not for goods and/or for services m#tead, for value satisfactions
they believe in, and that products have varyingrelegf tangibility-intangibility,
that is why services are also associated with paygioods. The fighters of this view
considered that goods-type and service-type predai not necessarily mutually
exclusive (Enis and Roering, 1981; Levitt, 1981).

Anyway, to find the product and service distinctignis helpful to consider
the relationship between goods and services. Id ,1R@thmell proposed to define a
good as a thing and a service as an act, thebfisg an object and the last being a
performance or an effort. In this situation, ecorogoods were to be analyzed as
lying between a good-service continuum with puredyoat one extreme and pure
services at the other extreme, but with most omtHalling between these two
extremes. Some will be considered as goods withcgesupport, while some others
will be seen as primarily service with goods suppor

Shostack (1982) presented a refreshed version ef gbods-services
relationship. The important point of this goodsvss continuum is that the ability
to see, touch, smell or taste increase or decreaseone situation to another. For
example, tangible entities are in evidence suchgagpment used by a nurse, but in

general, they can not be used or possessed likersibg food.

In other words, while a good can be defined, astl@artially as a physical
object having tangible attributes which buyers pase to satisfy specific needs,
features like intangibility, simultaneity of prodian and consumption, inseparability
and non standardization belong to services. Am@atpecified (1994), the quality
of goods is homogeneous. Once a good is produlcedjuality is uniform across all
line of products. At the same time, products canséparated from the seller or
provider and they do not depend on the sourcedatelivery to the purchaser. From
the other part, services are inseparable from éndce provider and their quality is
heterogeneous. Each time the service is offeradaif vary in quality, output, and
delivery. It cannot be controlled and is dependenthe human effort in achieving

that quality. Another important key distinctiongsrishability of services and the non
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perishability of goods. Goods have a long storafe and are generally non
perishable. Whereas services are delivered atmbatent, they do not have a long
life, cannot be stored for repeat use. With thedpotion and consumption taking
place simultaneously in services, it differs fromods on simultaneity and the
provisions for quality control in the process (Beinl, 1981). As a result of these
conceptualizations, marketing researchers hasgabtat the existence of an intrinsic
division between marketing offerings of goods aretvices (Bateson, 1977;
Lovelock, 1983). Contrary to goods, many serviggscally involve costs which
can not be fully determined by the consumer betbee purchase decision. For
virtually all nonservice market offerings, priceestablished before the act of buying
and consumption; for services, however, this is exdry time possible, as many
services are associated with variable time of imgletation (Murray and Schlacter,
1990).

According to their types, services have been aasatiwith high degrees of
intangibility, simultaneity of production and comsption, direct provider-consumer
contact, and nonstandartization (Zeithaml, 1981hil&/there is necessary some
degree of risk to be involved in the buying procéiss predicted than more risk is
associated with services than with goods (Guserh@8]; Lewis, 1976; Zeithaml,
1981). In this context, service marketers have dopa special strategies for
decreasing the degree of perceived risk while wifea service. This approach is
consistent with Young (1981) who insisted that econers find post-purchase
evaluation more essential with services than witlod$, since services possess

experience qualities which can not be evaluatemtlirance of purchase.

1.4. MARKETING MIX OF SERVICES

Service features add a lot of changes in the marlete over the goods
marketing. The traditional marketing mix can be liempented also in services, but
usually that is not enough, because generally adopbarketing labels cannot
resolve problems associated with the marketingeo¥ises. Marketing researchers

identified the limitations and insufficiencies dfiet traditional marketing mix if
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applied to services. Booms and Bitner (1981) sugdes seven P’s marketing model
for service using process. According to them, tharketing mix for service
organizations is:

* Product

* Physical evidence

* Price
*+ Place
* People

« Promotion

* Process

1.4.1. Product

As service is an intangible product, it consistaefarious number of features
and benefits which can be related to specific tanggrkets. That is there is a high

level of flexibility and opportunity to be introded in designing a product offer.

1.4.2. Physical Evidence

As most services cannot be offered without the ertppf tangibles,
customers cannot see the service; they can onlgeper the associations with
something tangible. After examining these assamiati customers form an idea
about the service provider. So, a passenger transgganization’s promise of a safe,
comfortable and timely journey from one destinatioranother will be analyzed by
condition of transporting vehicle, seating fac##tj the personality of the driver or
the way in which personnel behave to customersni@ay 1990). All these physical
features are used by consumer as evidence to tinthe performance of the service

provider.
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1.4.3. Price

The pricing decision is critical in services tos, tais component determines
the revenue of the firm. Consumer sensitivity taemwill be higher according to
services than according to goods (Guseman, 198i)s,Tthe pricing strategies for
services depend on value perceptions of varioumests of people targeted by a

service organization.

1.4.4. Place

As services are intangible and inseparable, sefinmes cannot use the same
channel alternatives as in case of goods markedilng.to the intangible character of
service, traditional wholesalers and retailers caroe used. As services cannot be
stored or separated from their producers, retadengnot be developed as a separated
activity in service marketing. Production, distriimm and consumption will be used

as simultaneous activities in services.

1.4.5. People

Service organizations are people-oriented (Armsgfrori991). Every
employee of the service organization is a marketeson involved in a marketing
activity. Whatever if an employee has a direct aohtwith the consumer or not, if he
was visible for consumer at least once, his bemawitivities and performance will

have a direct influence on consumer.

1.4.6. Promotion

Logically, consumers are co-producers in the serbigsiness. The quality of
service depends not only on the performance oséneice provider, but also on the
performance of the consumer (Berry, ParasuramanZaitttaml, 1990). Service
organizations have the responsibility to educastauers in order to make them use

a service efficiently. Thus, a very good preparednmwtional program will help
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service organizations to inform, persuade and t@istomers to improve their

experiences.

1.4.7. Process

Process is a functional activity to guarantee seravailability and quality.
According to Minor et al. (2004), if the physicatsngs and all their functions are
well programmed, the efficiency of service proceds increase. The management
process is to control the service encounters @otem between personnel and
customers, customers and service environment, regstand other facilities)
efficiently. Gronroos (1991:10) has commented psecas “interactive marketing
where moments of truth occur and the demand ofgsmanagement is to improve

this moment of truth”.

The main objective of seven P’s in the service reiank is to achieve seven
distinctive goals. They have the mission to esshblihe relationship between
consumer needs and wants, consumer quality execatconsumer perception,
consumer satisfaction, customer relationships, €hus, service firms appear to
achieve a lot of success only when they organieentlarketing mix in a dynamic

way and adaptable to varieties in the marketingrenmnent.

1.5. DEVELOPMENT OF SERVICES IN WORLD ECONOMIES

With manufacturing slipping to less than 20% of G&fel the role of services
rising to more than 70% in some world countriesyises are seen as playing a
principal role in economies. There is a consideralhriation across world
economies in the extent to which they have expeeémapid development of high-
growth service industries. This has been influendgd major differences in

underlying policy conditions.

In the United States, there has been extensivauotisting of existing firms

which have reorganised their activities around rthebre competencies and
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outsourced a wide range of service-related aawitiStrong growth in Internet
related service providers has contributed to thmdrgrowth of an increasingly
sophisticated range of innovative service produttese developments have been
brought to a number of interrelated factors, ingigdlightly regulated product
markets, efficient markets for corporate controiprsg supply of venture capital and
a climate that is conducive to risk-taking and epteneurship. Strong growth in
services has also occurred in Canada and Austrialia, countries with open
economies and relatively few regulatory barrienscdntrast, growth in services has
been slower in countries like Japan and Korea, evkigg business environment has

been less favourable to entry of newcomers (Palh®€4).

Services play a key role in world economies and fast developping,
accounting for over 60% of total economic activitymost countries, and for more
than 70% in countries like Australia, Austria, Balg, Canada, Czech Republic,
Denmark, Finland, France, Germany and Greece (fmhrad Clark, 2001). The
same authors specify that the most rapidly grovdectors in countries like Japan,
Korea, Mexico, Netherlands, Turkey, Switzerlan@lyit Spain and Portugal are
finance, insurance and real estate, business amusrto services. The relative
importance of transport and communication servioewtal services, on the other
hand, has generally fallen over the world, as hasshare of the distribution sector.
The declines reflect saturated demand for soméneset services, while relatively
rapid productivity growth in sectors such as comitations has contributed to
changes in relative prices and reduced the shatieest sectors in total output and

employment.

Strategic business services — which include compweftware and
information processing services, research and dpuent and technical services,
marketing services, business organisation sendndshuman resource development
services — have shown rapid growth and strong gmpdat generation in recent
years in European countries. Total turnover in éhgsrvices is estimated to have
exceeded 1.1 trillion USD for European countried 995 (Sower et al., 1999). More

recent data from countries indicate that strongmjnohas continued since 1995,
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thereby increasing the importance of these aawith world economies (Cattaneo et
al., 2010).

One of the key development and innovations has heethe field of
electronic commerce (e-commerce), which is progdimew ways to conduct
business that will have beneficial effects on eeomicogrowth, productivity and
efficiency, jobs and consumer choice. Accordindailer and Keller (2006) it has
already affected the communications, finance atallteade sectors of United States
and European countries (comprising together ab0%t 8f GDP), but it also holds
promise in areas such as education, health andrgoeat (about 20% of GDP).

The diversity and continuos development of servicegeflected in the
character of the labour force, which, as in manufag, ranges from relatively low-
skilled workers to highly skilled specialists. Anadysis of employment growth by
skill level during the 1990s in Belgium, Australiggreece, Canada, Denmark,
Germany and France shows that the growth rate ighlyh skilled white-collar
workers was higher than for other categories itailone of the countries examined,
while growth in jobs for highly skilled blue-collavorkers, on the other hand, was

generally relatively weak (Gale and Wood, 1994).

Trade in services has also a serious impact onlmmwvent of service
industries worldwide. It has been increasing inengécyears, driven partly by the
globalisation of industry. Technological advances @so key to expanded trade, as
they have enhanced the ability of service provideisterface with foreign clients in
a time-sensitive, highly cost-effective manner. Elepment of a greater variety of
discrete “service-oriented” products (such as saftwand interactive databases that
can be easily accessed) has also been key as ardeted an effective medium for
packaging and distributing storable knowledge anftbrimation (Kandampully,
2001).
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1.6. INTERNATIONAL TRADE IN SERVICES

The scope of services presented in General Agreeamefirade in Services
(GATS) of the World Trade Organization (WTO) wapnesented by Cattaneo et al.
(2010) like:

e Business services

e Communication services

e Construction services

e Distribution services

e Educational services

« Environmental services

* Financial services

» Health-related and social services
e Tourism and travel related services
* Recreational, sporting and cultural services
» Transport services

* Other services not elsewhere included

The service sector is a key to economic growthpexpompetitiveness and
poverty reduction (Gershuny, 1978). Kandampullyo0mentioned that from the
beginning of agreement with the WTO, US cross hiosdevices exports have grown
impressively, from $186 billion in 1994 to $338lioih in 2004. The US considered,
the world’s largest service exporter, exporting cevithe value of commercial
services as the next big exporter, the United KamgdUK). As a share of world
commercial services exports in 2004, the US reptegel5.2% and the UK 8.1%.
Other major service exporters include China (2.8%he world total), Hong Kong
(2.6%), Canada (2.2%) and Korea (1.9%).

Considering Asian continent, since the early 199@s,world has witnessed

the spectacular growth of the economies of Chirthladia (averaging 10.2 and 6.2
% annually from 1992 to 2005, respectively). Asatenl with this growth has been
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the dramatic development of the service sectothentwo big Asian countries. In

India, the service sector has become the domirmantibutor to the Indian economy,

accounting for 54.2 % of GDP in 2004. In China, bwer, the service sector has live
behind the manufacturing sector, though its roltnéneconomy improved slightly in

the last 15 years. From 1990 to 2004, the senackos as a proportion of China’s
GDP increased modestly from 34.3 % in 1990 to 40.in 2004 (Catts, 2006).

Generally, it is considered that trade in servisean opportunity used only in
developed or developing countries, while less dmedl countries have nothing to
do with the service trading process. Oakland (200@@monstrated that the
development level of a country has nothing to dihhe trade of services and every
country, including the least developed one, caroimeca member of service trade

exporters and benefit from increased market opening

The trade in services has grown faster than tlietia goods, and the share
of the trade in services in overall trade increasdat in the last thirty years. In their
research, Cattaneo et al. (2010) specify that EaoepgJnion together with United
States account for over 60 % of service exporthéworld. The business service
exports of Brazil, China and India increased with% every year in the last decade.
Within the trade in services, commercial servicg® lcommunication services,
financial services, business or professional sesvare also widely and continuously
developing. According to the same source, nowadhgsservice industry constitutes
72 % of the gross domestic product (GDP) in higteme countries, 53 % in
middle-income countries and 46 % in low-income dades. Table 1.1., represents a
list of countries by service output in 2009. It slsothat European Union countries
occupies the leading place in delivering servicgsi output of 11,973,605 million
US dollars (USD), followed by United States with,96€8,075 million USD and
Japan with an output of 3,877,605 million, respetyi. Countries like Brazil and
Spain seem to be less productive on this topitoved by Canada which occupies
the last position in the presented list, with aser output of 952,972 million USD.
While being not developed, but still a developiogiatry, Turkey is not included yet

in presented list, but it improves its economid@@nance impressively from year to
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year and the growth of the service sector in Tuikey normal part of this country’s
development process.

Table 1.1.: List of Countries by Service Output in2009

Rank Country Output

(million USD)
1 B8 European Union11,973,605
2 B= United States (10,963,075
3 ® Japan 3,877,065
4 = Germany 2,424,032
5 B WFrance 2,111,325
6 i China 2,091,226
7 £#= United Kingdom1,637,705
8 I taly 1,548,451
9 Brazil 1,078,217
10 == Spain 1,024,828
11  E+iCanada 952,872

Source: Carvalho et al. (2010), p. 72.

The trade in services can be considered an imgaataibute in the economy
of majority of countries all over the world. It rggents more than 50 % of GDP in
18 countries among 59 according to the WTO da00b (Kumra, 2008).
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1.7. GENERAL OVERVIEW ON SERVICE SECTOR IN TURKEY

1.7.1. Turkish Trade in Services and Its FDI Stock to Other Countries

The service sector is becoming one of the most rtapb contributors to the
GDP in the majority of countries all over the worlnyway, the general level of
productivity in European or Asian countries canbetcompared with the high level
of productivity in US service industry. Minor et §2004) suggest that it is important
for all countries to focus on productivity improvent in the service sector in order

to get better results in developing their econostédement.

Turkey improves its economic performance impredgiftom year to year.
As the growth of the service sector is a normal péra country’s development
process, Turkey does not represent an exceptiom.rddsons for this trend are not
hard to define. As people’s income grows, they tendpend a lower proportion on
food and clothing and a higher proportion on itggrevided by the service industry,
such as better housing, medical care, travel angsaments. Telecommunications,
transportations, finance and especially tourismmsée represent one of the most
important and developing services in Turkey.

During 2006-2007 foreign direct investment (FDIpvits increased, and
Turkey's real GDP which represented 6.1 % in 2G#formed the growth rate of
7.4 % in 2006. Value added in services sectorials@ased by 6.1 % and this sector
was leading in the real GDP growth (Akbaba, 2006}erms of industrial subsector
allocations, a majority of FDI inflows to Turkeyeapriented to the service sector.
Huekman and Togan, (2005) noticed that by the ér&2000 over 57 % of total FDI
stocks in Turkey were directed to services, ineigdhree of the top five subsectors:
transport and communications, banking and otheanfiral services, trade and
repairs. Table 1.2. illustrates the statistic dawaFDI stocks in Turkey’s service
sector by year 2000. It can be observed that atpghriod services like transports,
storage and communications occupied the leadingigosn the countries service

industry, followed by finance and, trade and repsarvices. Anyway, hotels and
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restaurants, and construction industries, whichupied only the fifth and,
respectively the seventh position in the economyhef country in 2000, began to
increase impressively by year 2006 (Cattaneo, 2010)

Table 1.2.: FDI Stocks in Turkey’s Service Sectomi 2000

Service Sector Total 57, 2 (%)
Construction 0,8 %

Trade and repairs 8,1 %

Hotels and restaurants 4,4 %

Transports, storage and communicatiomn 17,0 %

Finance 16,6 %

Real estate and business activities -

Education -
Health and social services 7,5 %
Other services 2,8 %

Source: Huekman and Togan, 2005, p. 268

At the same time, Turkey has been impressivelye@ging its contact with
other countries at the service industry level (Mavia, 2003). Since 1992, Russia has
become the best market for Turkish constructionises. Also in Russia, by year
2002, 48 % of Turkey’'s FDI was invested in finah@arvice sector. For instance,
Efes Beverage Group is one of the biggest Turkisiestors in Russia, while since
1997 Ko¢ opened ten big supermarkets in Mosco0D8, Turkey invested also its
23 % of FDI in tourism sector and 20 %, respectivel financial service sector of
Kazakhistan. Also the biggest hotels of this copmtere constructed and are being
operated by Turkish firms. Banking service sectreificiently developing in
countries like Rumania and Bulgaria, also with Tsitk support and

implementations.
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Over the last two decades, Turkey has made coméldemvestments on its
infrastructure. This also includes transport inimasture such as improvement,
modernization of airports and air terminals as vasllconstruction of new ones. In
addition to the international airports in the maities and resort destinations, Turkey
has domestic flights to all major cities and tourenters. The highways
crisscrossing the entire country; regular comfdedius services and coach tours
make travelling in Turkey easy and enjoyable. THa@gport infrastructure and the
efficiency of services as well as advanced comnatitioc network system meet all

necessary requirements.

1.7.2. Turkish Tourism Industry as Substantial Partof Service Sector

Tourism and the accommodation industry at presectuding a range of
facilities from the top quality, super modern deugategory hotels and holiday
complexes, boutique hotels to the affordable omepresents one of the most
developed service subsectors in Turkey. Althoug lvotels, summer resort hotels
and holiday resorts constitute the greater pathefaccommodation industry, there
are numerous ski, winter resort and spa hotelsarous parts of the country. Most
high standard hotels and holiday resorts have aetyarof recreation and
entertainment facilities. There are also a numblelgaf clubs in international

standards in various parts of the country.

Turkey has been recognized by WTO as a countrptefnational reputation
for hosting the most important meetings and conweastof the world (Huekman and
Togan, 2005). World famous Turkish cuisine as wadl international ones,
restaurants, bars, entertainment life, culturavaes can appeal to tourists from all

over the world.

Tourists are flocking to Turkey in increasing numsbeRecords have been
increasing from day to day. There is a consenspsrating on research findings that
the Turkish tourism will continue to grow at a heglrate than the European and the

world average. The future prospects in the longhteeem also to be very bright.
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Table 1.3., shows the increasing number of Turkiakel agencies between years
1973 to 2009. At the same time, Table 1.4., prestmd increasing numbers in the
Turkish accommodation facilities between years 12833. Starting with 1973 a
number of 118 travel agencies was registered icdl@try, growing to 1737 only in
10 years and attending the figure of 5751 by yd#392 On the other side, 611
accommodation facilities were licensed by the Mmyiof Tourism in 1983, with
their increasing number of 2240 after 20 years famally, 2566 accommodation

facilities with 567,470 representing the total nemobf beds being licensed in 2008.

Table 1.3.: Number of Turkish Travel Agencies betwen Years 1973-2009

YEARS NUMBER OF TRAVEL AGENCIES
1973 118
1983 379
1993 1737
1998 4200
1999 4350
2002 4472
2003 4495
2004 4493
2005 4478
2006 5165
2007 5184
2008 5672
2009 5751

Source: Akbaba, 2006, p. 174
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Table 1.4.: Number of Turkish Accommodation Facilites between Years 1983-
2008

YEARS BEDS ESTABLISHMENTS
1983 65,934 611
1993 235,238 1581
1997 313,298 1933
1998 314,215 1954
2001 364,779 1980
2003 420,697 2240
2004 454,290 2357
2005 483,330 2412
2006 508,632 2475
2007 532,262 2514
2008 567,470 2566

Source: Akbaba, 2006, p. 176

After achieving moderate growth in 2009, the Tumki®urism sector is
poised to see more impressive figures due to thgeraf travel options it offers,
especially its all-inclusive holiday packages, whitave become a popular tourism
trend because of the economic slowdown. The glofisik influenced tourism sector
a lot in 2009, year in which traveling for pleasuvas regarded as a luxury, not a
necessity. However, Turkey succeeded in increasiaghumber of tourists visiting
the country during such a critical year. Data frone Ministry of Culture and
Tourism show that some 25.9 million tourists viditeurkey in the first 11 months of
2009, representing a 2.4 % increase compared tesdhee period of 2008. The
number of tourists traveling to Turkey rose by 10% in November 2009 over the
same month of the preceding year, reaching 1.4amillThis trend is expected to
continue throughout 2010 and 2011.
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Tourism Journalists and Writers Association (TUYEDhairman Kerem
Kofteoglu (“Zaman”, January 03rd 2010), attributed thisvapd trend to the high
number of all-inclusive holiday packages Turkeyedo$f which attract families with

children because of their affordable prices.

Ahmet Barut, the chairman of the Turkish HoteliEesleration (TUROFED),
according to the publication specified above, mirsg the performance of the sector
in the face of the crisis in year 2009 as pleasatigijbuted this decline not to the
sector, but to financial problems in other coumstride insists that these rates should
be considered reasonable during times of crisis ted tourism sector had to
decrease its prices in 2009 due to the recessidrtaumists acting cautiously when
spending money. However, he states that the damh&gurism sector faced was
very low when compared to other sectors and tref tirkish tourism sector expects
to see 3 % growth in 2011.
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CHAPTER Il
QUALITY AND SERVICES

2.1. DEFINITION OF QUALITY

The “quality” concept is not new. From the very iant times, people were
always interested in quality (Kandampully et al002). People are preoccupied
about the food they eat, the quality of shelterytlimave, the quality of their
relationships and generally about the quality eirthfe. Gitlow et al. (1995) pointed
that the history of quality dates to the year 28@) Discussions about quality were
initiated by Socrates, Plato, Aristotle, and otfeek philosophers (Kuei, 1995).
Nowadays, quality is an important tool through whan organization can achieve
the highest degree of competitive advantage (M&fid4). Quality approaches
helped leading firms like IBM, Xerox or Harley Ddgon to survive in their
competitive environment. A big number of executiaegue that the improvement of
service and product quality is the most criticahlidnge facing global businesses
(Zeithaml, 1990).

In today’s economy, competition is bigger than evEnese fact forces
companies to become more customer focused in tferings. Every day, the

importance of quality increases more and more. Blemqaality wins over quantity.

The importance of quality in business and industcyeases in a fast way due
to factors like competition, growing demand fromstmumers for better quality,
increasing number of laws related to quality anel global economy. At the same
time, the cost of quality control accounts formsuend 7-10 % of the total sales
revenues of manufacturers. Nowadays, the main tgeof the companies is to
reduce this amount and to improve the quality afdpcts and services (Deming,
1993).

Tuchman (1980: 38), argued that “quality meansstiment of the best skill

and effort possible to produce the finest and nadstirable results possible.... You
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do it well or you do it half-well”. From an otheromt of view, Feigenbaum
(1982:22) sustained that the notion of “value” hadbe included in any quality

definition.

Crosby (1980:43) defines quality as “conformancedquirements”; Juran
defines it as “fitness to use” (1988:62); while Degs (1993:51) insisted that it is “a
predictable degree of uniformity and dependabdityjow cost and suited to market”.
Quality has been described also as “the single mmggortant force leading to the
economic growth of companies in international megkéFeigenbaum, 1982:23);
also defined as “conformance to specifications'lrf®re, 1974:32; Levitt, 1981:43),
“loss avoidance” (Taguchi, cited in Ross, 1989:ard “meeting and/or exceeding

customers’ expectations” (Grénroos, 1984:38; Paaisan and Zeithaml, 1985:44).

By the 1950s, the role of product quality begaapgpear in economic theory.
Abbott (1955) argued that by focusing on price cetitipn, economists ignored a
critical component of consumers’ decision on gyaitocess. Both, price and quality
had to be considered in a competitive market. Ablast well as Feigenbaum
suggested that differentiation in levels of botlalgy and price, or value, is
important in consumers’ decisions. Researchers i€rand Taylor (1992) have
advanced the notion that purchasing decisions neainfluenced by convenience,

availability, or price, as well as by judgmentsyjoflity.

Lovelock and Wirtz (2007) identifies five perspees on quality:

* The transaction view of qualiig synonymous with innate excellence which
is a mark of uncompromising standards and high eaeiment. This
viewpoint is often applied to the performance afudl arts. It is argued that
people learn to recognize quality only through éxgerience gained from
repeated exposure and managers or customers sollkalow quality when

they see it is not very helpful.
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 The product-based approackees quality as a precise and measurable
variable. Differences in quality, it is argued,leet differences in the amount
of an ingredient or attribute possessed by theumrodr service. Because this
view is totally objective, it fails to account fdifferences in the tests, needs,

and preferences of individual customers or evemeentarket segments.

» User basedlefinitions starts with the premise that qualigslin the eyes of
the beholder. These definitions equate quality wthximum satisfaction.
This subjective, demand oriented perspective rdzegnthat different

customers have different wants and needs.

« The manufacturing base@pproach is supply based and is concerned
primarily with engineering and manufacturing preet, quality is also

operation driven.

* Value baseddefinitions define quality in terms of value andcp. By
considering the tradeoff between perception andepmuality comes to be

defined as “affordable”.

The most common definition of quality remains tixéeat to which a product or
service meets and/or exceeds a customer’s exmewatBuzzell and Gale, 1987,
Gronroos, 1991; Zeithaml et al., 1990). This dé&fam comes out from the services
marketing literature (Lovelock, 1981; Normann, 19&hostack, 1977; Zeithaml,
1981), where researchers argued that a conform@anspecifications definition of
guality failed to address the unique charactegsticservices.

Regardless of the time period or context in whiakalify is examined, the

concept had multiple and often some vague defimstiand has been used to describe
a large diversity of phenomenons.
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2.2. TOTAL QUALITY MANAGEMENT

The majority of quality problems have their origimst in the manufacturing
or operations areas of a company, but in the makeservice, finance, personnel
and administration functions. That is why; qualityst be involved in all of the
organization’s departments and accepted by alltofemployees. Total Quality
Management (TQM) is “a way of managing to improlve éffectiveness, efficiency,
flexibility and competitiveness of a business awlale” (Oakland, 2000:72). It
involves the whole company getting organized ancbtyveng committed to quality
with each department, each activity and each peetosach level. TQM recognizes
that for an organization to be truly effective, leaxf its parts must work smoothly
with the other parts, because every person and/eaivity affects and in turn is
affected by others. The techniques of TQM can lpdiegh throughout a company, so
that people from different departments, with difer priorities and abilities,

communicate and help each other.

W. Edwards Deming is considered the father of TQMhile his earlier
definitions regarded quality from the statisticalirg of view, later in his researches
he viewed quality from both, statistical and mamedgerspectives (Emmanuel and
Kroll, 1998). He insisted that quality should beaaganizational-wide effort and it is
the responsibility of everyone, with managemenyipla the most important role.
TQM is “an organizational-wide quality program tontinuously improve products
and services delivered to customers by developipgative organizational culture
and implementing statistical and managerial tog3&ming, 1993:17). This new
focus on quality can be differentiated from thesslaal analysis of quality concept,
where the responsibility for quality is supportey ibspectors. With TQM, every
employee is an inspector of his or her own worknére detailed view on this topic
was provided by Kuei (1995), who introduced Stratégptal Quality Management

(STQM) as reflection of the overall performanceadirm.
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TQM:

Deming (1986) adapted 14 principals for managenremnplementation of

Create constancy of purpose to achieve continuaoysavement of products
and services and survival of the firfhis point accentuates the importance
of the leadership.

Adopt a new management philosophy where managemesit respond to
challenge and lead through changehis philosophy insists on understanding
of a better way to manage people and processes.

Cease dependence on inspection and build quality tine product This
point argues that dependence on inspection supperproduction of low
quality, which conducts to the situation when tlhiarmtity is more important
than the quality.

Cease the practice of awarding business contrantshe basis of price tag
alone Often, a lower cost does not offer the best tpalfost should be
related to value and quality of work.

Continuously improve the system of production aedvise to improve
quality and productivity There is a common goal or mission in the
organization and this cannot be achieved if every works by itself like a
separated island. The action of each unity or poedfects quality.

Institute training on the jobEmployees need to be trained in order to know
how to use statistical charts, the skills needetnjarove their work and to
understand their role in the process of improvingligy within organization.
Leadership of management and production workershétp people and
machines to do a better joheaders should participate and support quality
improvement, teamwork and reward innovation.

Drive out fear to improve effectivenedsvery employee can participate
actively in finding problems and solutions withdwaving fear.

Breakdown barriers between departments and enceutagmwork This
point refers to the fact that usually organizatlopeoblems come from

internal competition between different departments.

37



* Eliminate slogans, exhortations and targets from Workforce It may lead
to emotional issues and may create other workeelptoblems.

* Eliminate work standards, management by objectares numerical goals
The use of numerical goals supports quantity reathem quality.

 Remove barriers that rob the hourly worker, peoplemanagement and
engineering their right to pride in workmanshipater the term “pride” was
replaced with term “joy” (Gitlow et al., 1995).

e Institute educational and self-improvement prograiftse workforce should
be open to changes in their working process thradyitation and training.

* Act to accomplish the transformatiohop management must lead the quality
movement. When top management concentrates ortyquahployees notice

that and adapt to this new style of management.

Juran’s (1988) approach to the total quality movweime almost similar to

Deming’s one. Juran’s contribution to this topiocentrates on two central areas:

» Cost of quality In order to attract top managers’ interest toligyahey
should be communicated the language they understamahey.

* Quality trilogy. According to the author, quality management folans
trilogy which consists of quality planning, qualigpntrol and quality

improvement.

» Quality planning — concentrates on need to recognize and

understand the customer group (including intermal external
customers). Their needs must be recognized in dodenprove
quality.

» Quality control- sustains that a statistical control process shoul

be used to monitor the process in order to deisct r

» Quality improvement- while quality control will only lead to

maintain a stable process, quality improvement wiklp
organization to break down the frontiers and tesssew levels

of quality.
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Crosby (1980) recommended a more radical appraachanaging quality.
He argued that managers must support zero defactsnasisted on the fact that
quality is free, because savings from quality inweraent will already represent the
investments on quality. He rationalized qualitysatisfying customers’ needs and he
was against the use of statistical control. Howewerhis work “Management
Maturity Grids” (1980:44) he presents a five-stggecess which can help managers

to achieve better quality:

Uncertainty There is no information about the cost of quaditygl the reasons

of the poor quality cannot be clearly defined.

* Awakening Teams may be formed in order to fight with somajan
problems in a short period of time.

* Enlightenment An organized approach to solve quality problenss i
developed with regular corrective action

* Wisdom Management is more involved and actively parétig in quality
activities. A preventive approach to quality probteis adopted

« Certainty Management sees quality as a part of the dailgk vpoogram.

Quality is now necessary for corporate survival graivth.

2.3. ISO QUALITY STANDARDS

A list of quality standards has been introduced thg International
Organization for Standardization (ISO) based in €&ven Switzerland. The big
majority of these quality standards are globallgegpted. Such quality standards as
ISO 9000 and ISO 14 000 series gained a univeesaignition. Standardization
helps guide economic policies worldwide and esplgaia newly industrializing and
developing countries. Standardization is importemt businesses as it motivates
healthy competition, support innovations, brings rldio markets and needs

uniformity.
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After standards like BS-5750 and CSA-Z299 which evavidely used
especially in UK and Canada; by year 1986, the éditions of ISO 9000 standards,
that include 1ISO 9000, 9001, 9002, 9003 and 9004 wempleted (Oakland, 2000).
In the early part of 1987, these standards werdighgda and were adopted by ISO.
These series of standards establishes guidelimgpm@anciples to assess quality in
business processes. ISO 9000 is perhaps one widsiewidely recognized standards
of quality. According to Palmer (1994), after ISO09 series were introduced, they
have been adopted by more than 100 countries amtdational standards for
guality and tens of thousands of companies impléatethese standards and are
certified according to them.

As Madu (2004) specifies, already in 1992 at |&dstountries adopted 1ISO
9000 without change (France, Germany, lItaly, Pattugsreece, Netherlands,
Finland, Sweden, US, Japan, etc.). Increasing ntsxdfecompanies are interested in
registration through ISO 9000. There is an incréasgerest in ISO 9000 as an

advantage to do business in integrated Europeaketsar

Aquilano and Chase (2006) noticed that there are fiarts of ISO 9000
standards:

* ISO 9001- considered being the most highest level, iiésrhodel for quality
assurance when there is need to conform to speciguirements in design,
procurement, production, installation and servicing

« ISO 9002 — has fewer requirements than ISO 9001, it expdots
conformance to specified requirements only wheninterest is in the stages
of procurement to production.

* ISO 9003- deals only with conformance to specified requeats during
producing process.

e 1SO 9000 and 9004 deal with guidelines for use.
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ISO 9000 standards are not static and pretend tevi@wed every 5 years in
order to be revised. Nowadays, a lot of major fiares ISO 9000 certificated. Stelzer
et al. (1996) illustrated some benefits from IS@®@@egistration:

e Customer/supplier partnering relationship ISO 9000 standards help to
improve competitiveness, as customers become meceptive to the
company.

* Prevention pays ISO 9000 standards help to cut quality cost.

* Documentationr- documentation of quality program can serve adeexce to
customers of the firm’s quality progress.

e Training — employees gain better knowledge of the job are dhality
system.

» Customer focus focus on customers’ needs increases.

* Competitiveness ISO 9001 helps all the countries with trade ibesr

* Reduction in customer audits reduction in number of costly and time-
consuming customer audits.

* Objective evidence of complianeethis ensures customers that an effective
quality program is in place.

* Reduction in inspectior- time and money are saved as the number of
incoming inspections conducted by customers isaedu

« Enhanced marketability recognizing of logos and certificate numbers.

Hoyle (2005) insists that an important part in iempenting ISO 9000 is the
SWOT analysis. A firm should find out and recognit=e strengths, weaknesses,
opportunities and threats and how these affect ithelementation of quality
standards. In this context, one of the most curstrgngths may arrive from the
existence of Total Quality Management programs twhielp to develop an

organizational culture that is supportive of qua#ind continuous improvement.
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2.4. THE CONCEPT OF SERVICE QUALITY

According to Parasuraman et al. (1991), comparaesget their competitive
advantage by using the technology for the purpdsmbancing service quality and
gathering market demand. Quality can have differmatinings to different people
and generally, it deals with a person’s expectatimd perceptions about how all of
these expectations are satisfied (Madu, 2004).example, a customer at a bank
may have different expectations of the quality he/seceives. If the bank employee
behaves in a nice way and seems to be friendlyctséomer may overlook such
factors like the time it took to provide the seeviand the errors that the employee
maybe committed while offering that service. Ancteviversa, if the employee
offered the service quickly but was unfriendly, thestomer may not be happy with
the quality of service. This example shows theidiffy to achieve quality in a
service, because aspects of quality in serviceosemte intangible, indirect and

difficult to measure.

Considering tangible items or products, quality benmeasured differently.
Garvin (1988) identified the product quality itemkich are presented bellow:

« Performance- deals with operational characteristics of trapct or service

» Features- secondary characteristics

* Reliability— deals with consistency of performance over time

» Conformance- control if product meets its design specificasion

* Durability — concerns the useful life of a product

« Serviceability- responsible for ease of repair or obtain semwicen needed

* Aesthetics- deals with sensory attributes of a product swglieal, sound,
look

* Perceived quality- deals with customers’ perception of quality
For decades, many researchers have developed mesgmrspective of

quality (Foutz and Thompson, 1998; Zeithaml et 4P90). Chang (2008:314)
describes that the concept of service quality “&hdae generally approached from
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the customers’ point of view because they may hdiWkerent values, different
ground of assessment, and different circumstancBgtry, Parasuraman and
Zeithaml (1994:5) mention that service quality ian“ extrinsically perceived
attribution based on the customer’s experience tattuservice that the customer
perceived through the service encounter”. Accordiogthe work of Kumra
(2008:426), service quality is not only involvedtire final product and service, but
also involved in the production and delivery pra;dbus employee involvement in
process redesign and commitment is important tdywe final tourism products or

services.

Another research study on service quality is prieseby Gronroos (2007)
who focuses on a model that represents a comparestoreen customer expectations
from a service and their experience of the serthey have received before. This
model is named “total perceived service quality’s Ae emphasizes on what
customer is really looking for and what they evéduahe service quality concept is
based on two dimensions. The first dimension is“teehnical quality” and this
dimension refers to the outcome, what is deliveyedvhat the customer gets from
the service. The next dimension is the “functiogaklity” which refers to the
manner in which the service is delivered or hovsitelivered. Both dimensions
affect the corporate image and the perception afityun various ways. According
to total perceived service quality model, perceigelity of a service is not only
affected by the experiences of the quality dimemsithat the consumer used for
evaluating whether quality is perceived as goodtnag or bad. It is also affected by
the perceived quality of given service as well s butcome of the evaluation

process.

Gronroos (1984:38) gives different definitions ammie of them is “service
quality is conformance to specifications”. Serviege performances and often they
are performed in the presence of the customer.isnhave a nature of varying
from one firm to another and from one situationatwther. It is also possible to
make a distinction between technical and functisealice quality, technical quality

is connected to what is delivered and functionalitys is connected to how it is
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delivered. Another example is Kennedy and Youn@9188) who describe service
qguality in terms of “process quality” and “outpuuality”. Process quality is
evaluated during the service delivery and outpatitis evaluated after the service

delivery.

In the study conducted by Gronroos (1984), 10 datants of service

quality were identified:

* Reliability. That is connected to the consistency of perfooeaand
dependability. Here it is determined if the compaiye the service in the
right way the first time and keeps to its promises.

» ResponsivenessThis factor concerns to what extent the employaes
prepared to provide service. This involves factetech as mailing a
transaction slip immediately, calling a customerkoa short time and giving
prompt service.

 CompetenceCompetence is connected the knowledge and sKiltontact
personnel, operational support personnel (and r@search capability) that
are needed for delivering the service.

» Access This factor is connected to the approachabilityiclv means for
example if the operating hours are convenient|dbation of the facilities are
convenient, the waiting times are short and alsy eacess by telephone.

e Courtesy This factor involves politeness, respect, consitien, friendliness
of contact personnel (including receptionists,dbtene operators and so on).

e« CommunicationThis is about keeping the customer informed larguage
they can understand and also listen to the custohler company may have
to make some adjustments in order to include foreigstomers.

e Credibility. Factors such as trustworthiness, believabilitd &onesty are
included. It means to the level the company hastiséomer’s best interest at
heart. Factors that affect the credibility are toenpany name, reputation,
personal characteristics and the degree to whiethénd sell is connected to

interactions with customers.
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e Security Security means freedom from danger, risk or douk#ctors
included are: physical safety, financial securitd @onfidentiality.

* Understanding the customeérhis is about making an effort to understand the
customer which involves learning about specificuregments, providing
individualized attention and recognizing also tegular customer.

e Tangibles They include physical aspects of the service sashphysical
facilities, appearance of personnel, tools or egeipt that is used to provide

the service, physical representations or othewocwsts in the service facility.

Gronroos (1984) mentioned that service quality stednined by the
customer’s perceptions which result from compaergectations that the customer
have before receiving the service and the actupémence that the customer gets
from the service delivery. If the expectations e, the service quality is described
as satisfactory. They can also be exceeded andllgrare considered as more than
satisfactory. The evaluation depends on the serprogess and also the service
outcome. It is described that there exists two sypieservice quality: quality at the
level where the regular service is delivered arddhality level where expectations

or problems are handled.

While Chang (2008) supports the earlier line ofnkimg by Gronroos;
Parasuraman, Zeithaml, and Berry (1988) develogdte “Gap Analysis Model”,
which is a well known model of service quality. $hinodel shows an integrated
view of the consumer-company relationship. The nidéa of the model is focused
on the premise that service quality is dependerthersize and direction of the five

gaps that can exist in the service delivery pracess

« Gap 1 the gap between customer expectations and theseeiped by
management to be the customer’s expectations

* Gap 2 the gap between management’s perception of cogiIserpectations
and the firm’s service quality specifications

* Gap 3 the gap between service quality specificatiorssarvice delivery
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* Gap 4 the service delivery, external communication gap
« Gap 5 the perceived service quality gap, the differebetween expected

and perceived service (Parasuraman et al., 1990)

The first four gaps are identified as functiongteg way in which service is
delivered from the service provider to the custgnwehile gap number five is

connected to the customer and as such is consitteteglthe truth of service quality.

Lovelock and Wirtz (2007) describe that researclhegsie that the nature of
service quality requires a distinctive approachirtdentify and measure it. The
intangible, multifaceted nature of many serviceskesait harder to evaluate the
quality of a service compared to products. Becaustomers are often involved in
service production, a distinction needs to be dréetween the process of service
delivery and the actual output of the service whgchalled technical quality. Other
researchers suggest that the quality of serviteeisesult of an evaluation process in
which customers compare their perceptions of serdielivery with the expected

outcome.

2.5. SERVICE COMPONENTS INFLUENCING PERCEIVED
SERVICE QUALITY

Fiore and Kim (2007) present a conceptual framewtbd concerns the
influences on the consumption experience by enmienmtal variables such as
physical elements of the service environment, iicdial variables, individual
attributes and person-environment variables oasdus. The physical environment
has the possibility to provide ideas about theuisfice of customer perceptions on
the brand image. Bitner and Zeithaml (2000) arguet tustomers do perceive
quality in more than one way and they also havegpions about multiple factors

when quality is assessed.
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Baker et al. (2002) describe three components itifatence the service
encounter elements. The first component is physoaironment and includes for
example music, lightning and external and intereaalironmental design. The
second one is customer interactions with intangéne tangible elements in the
service environment and the periods when custom&sact with physical facilities
and other tangible elements in the service enviemtmThis second component is
connected to the relationship between the servicpl@yee and the customer and
behavior is a key determinant of how the servic# ke appreciated. The third
component is about how customers are influencea tiee appearance, perceptions
and behavior of other customers. Baker and Camétea6), discusses that the
behavior of other customers affect perceptions #rad makes it important for

service providers to be careful about the inteoaichietween customers.

Lovelock and Wirtz (2007), analyze the concept feavice encounter by
explaining that it is a period of time during whittte customer interacts directly with
the service provider. Some of these encounterseme brief and consist of just a
few steps. If you use a service that requires tlstorner to make a reservation this
first step might have been taken days or even wbekwe the customer arrives at
the service facility. Service processes usuallys@irof a series of encounters, such
as your experience with a flight that consist apst from making reservation to
checking in, taking the flight, and retrieving auster's bags on arrival. Knowledge
of role and script theories can help people undedstdesign, and manage both
customer behavior and employee behavior duringetlemsounters and to improve

efficiently the service quality.

2.6. CUSTOMER EXPECTATIONS

Ekinci (2002) argues that the term expectatiorenvise quality literature has
different meanings for different authors. Accordingram (2005), it is important for
success in process of influencing customer satisfatco understand how customer
expectations develop and analyze how they updae) & the term expectation is

vague and difficult to define. Kandampully et &001) noticed that the management
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of customer expectations is also an imperative eght firms and companies for
further products and services designed to matcleaoeed those expectations.

Gronroos (2009) suggested that in order to incréasg term quality, the
customer expectations should be focused, revealsd,calibrated. Also, the same
author developed the dynamic model of expectatiescdbing that the quality of
professional services develops in a customer oglghiip over time. He classifies the
expectations into three distinguishable types whialm be characterized in the

following way:

 Fuzzy expectations (vague expectatiorisjist when customers expect a
service provider to solve a problem but do not hawear understanding of
what should be done. For example, if thinking aehatsort where the
customer spends its holiday, when the sand isrbtlee customer intentions
to pass through from its sun bed in order to ethtersea, he becomes nervous
because of the sand which is burning his foots. eéxpects the hotel
management to solve this question and to decrdasdéemperature of the
sand under the sun, but he has no idea about hdwito

* Explicit expectations (dominant expectationd)hey are clear in the
customer’s mind in advance of the service procéssy can be divided into
realistic and unrealistic expectations. For examwleen being very nervous
and acting in a very angry way, the customer issetipg the employees of
an organization to be calm, patient and to reaptapiately in order to solve
the problem in the benefit of the customer.

* Implicit expectations (recessive expectatioi@fer to element of a service
which is so obvious to customers that they do mwisciously think about
them but take them for granted. Continuing the Ih@t®ort topic, an example
of explicit expectations can be the fact that wlaeriving at the holiday
destination, customer expects to find a comfortald clean room, a mini
bar in the room which is daily refilled with bevges, delicious food offered
three times per day and some other features whiehcansidered like

“normal” and “should be” in the customer’s mind.
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The author stated that an explicit service provssteould understand fuzzy
expectations because these expectations still impact on customer satisfaction
about quality and customers will be disappointedase the service provider does
not fulfill it. The characteristics in fuzzy expatibns are: “customers may feel that
there is a need for understanding what would fuliis need or change their current
state in general, but they do not have a clear nstaeding of what would fulfill this
need or change in the current situation”. Gronro@f09:72) also states that
customers expect something more in addition to eeedbut they do not know

exactly what and how it should be done.

Concerning explicit expectations, Grénroos mentiothe@at customers
normally presume that explicit expectations willlhet and unrealistic expectations
might be exciting. Service providers have to halptomers adjust these unrealistic
expectations into more realistic ones to ensuré¢ #hgervice delivery will meet
customer expectations. In this stage, service gessishould be aware of the more
vague promise or “implied-in-fact” promise becaitsean form unrealistic explicit
expectations that lead customers to believe thaices offered will include features
that in fact are not included. Beside explicit estpgons, implicit expectations also
have to be fulfilled because they are apparentdhstomers are clearly expressed.

Such implicit services will become explicit if thaye not fulfilled.

According to Lovelock and Wirtz (2007), understarglihe expectations of
customers means to understand the process wheynmrst evaluate service; when
customers compare their expectations with what teegived from the supplier. In
case when expectations are met or even exceedadnwrs believe that the service
has a high quality. Customer expectations vary iéipg on what kind of business
the service is connected to. Expectations also gdapgnding on different positioning
strategies of different service providers. Thirdlye expectations are influenced by
previous experiences of the service provider, cdimgeervices in the same industry
or related services in different industries. If tousers do not have any previous
experience they are more likely to base their etgbens on word of mouth, news

stories or the marketing efforts of the companye @more thing to consider is that
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customer expectations vary over time because theynfluenced by advertising,
new technologies, service innovation, social treetts (Kandampully et. al, 2001).

2.7. RELATIONSHIP BETWEEN CUSTOMER EXPECTATIONS,
PERCEPTIONS AND SATISFACTION

Baker et al. (2002); Bitner (1992); Minor et al0(2) put forward that the
environment influences customer satisfaction. Loskeland Wirtz (2007) discuss
how confirmation or disconfirmation of expectatioissrelated to satisfaction and
delight. The terms “quality” and “satisfaction” asemetimes used interchangeably.
Some researchers believe, however, that perceieedce quality is just one
component of customer satisfaction, which alseeotdl price/quality trade- offs, and

personal and situational factors.

Oliver (1997:56) mentions that customer satisfactltas a big research
tradition of more than three decades. He also gavegefinition about customer
satisfaction: “a judgment that a product or senfeaure, or the product or service
itself, provides pleasurable consumption relatdfillfoent. Another definition from
Oliver (1997:58) is that customer satisfactionas ‘bverall emotional response to an
entire service experience for a specific serviceoanter after purchasing and
consumption”. In an earlier article, the same authscusses that satisfaction can be
understood as the discrepancy between expectatahperceptions. Differences are
to be expected between importance attributes kaat segments. Ellis and Pizam
(1999:328) explain that customer satisfaction candbscribed as “a comparison

between performance and expectations”.

Oliver and Rust (1994:44) expand the definition amenhtion that customer
satisfaction is “an affective term” and they idénfive different types of satisfaction
which are pleasure, relief, novelty and surpriseeré€ are many definitions but
according to White and Yu (2005:415) one consetisascan be found is that the
construct includes either cognitive or affectivepenses and customer satisfaction

can be either product or service focused.
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Ghobadian et al. (1994) confirmed once again i stadies the well known
fact that satisfied customers become repeat puechad a product or service and
provide positive word of mouth. That means thas itmportant to understand what
factors influence customer satisfaction in ordecrtgate good products or services.
Bitner and Zeithmal (2000) expands this discussiod describes that there is an
overwhelming interest in service quality and thasan for that is both, practitioners’
and researchers’ believe that quality is crucial e success of any business
organization. The construct has great impact ontoowsr satisfaction, repeat
purchase behavior and in the long run, also thditabdity of the organization.
Bitner (1992) also mentions that if the serviceaffective, it has a direct and

immediate affect on the customer satisfaction.

Zhao et al. (2002) argue that customer satisfacias become a major
contributor for enhancing a service company suchlomg term profitability,
customer loyalty, and customer retention. Thus iinportant to encourage the staff
to deliver the right service to the right peopleré@sonable time and showing good
manner. Satisfied customers may also give posiweed of mouth and for that
reason attract new customers and create long tesmedss profit.

Crosby (1980) suggests that in order to createomest satisfaction it is
important for the company managers to identify Wwhicoduct or service attributes
that can enhance customer satisfaction or delilyleds, than the performance can be
improved and it will also be possible to find outiah attributes that are expected by
the customers (expected attributes can createtidissdion by their absence). Many
researchers argue that customer satisfaction lgasnpiact on customer intentions to
repurchase (Brady and Cronin, 2000). The same nds®ma also confirmed that
satisfaction is an indicator of intentions to rettw the supplier.

51



2.8. SERVICE QUALITY MEASUREMENT METHODS

The service sector fights with an incredible contjet in order to meet
profitable ways which are influenced by privatipatiand globalization. Thus, for
attending of great success in businesses, compahasdd offer a high quality of
services (Brown and Swartz, 1989). Researchersiomexat above explained the
importance level of quality to firms activating ithe service industry and
demonstrated its strong relationship with profitgreased market share, return on

investment, customer satisfaction and future pwgehiatention, etc.

The improvement of service sector and quality mesasent has been
perceived differently and has been based on divaseeptualizations (Buzzell and
Gale, 1989). Various methods appeared and have imeestigated for service

guality measurement.

2.8.1. SERVQUAL

Berry, Parasuraman and Zeithaml (1988) develop@dubi-item scale for
measuring service quality called SERVQUAL. It is amstrument used for
measurement of perceived service quality betweemswuoers’ perceptions and
expectations. These researchers also concludedthtbed are five dimensions in

measurement of service quality:

e Tangibles physical facilities, equipment, and appearancenogployees.

* Reliability: ability to perform the promised service accunatel

* Responsiveneswillingness to help customers and providing avems in a
rapid way.

» Assuranceknowledge and courtesy of employees and thelityalo inspire
confidence.

* Empathy individualized attention the firm provides to dasstomers.
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2.8.2. LODGSERV

Knuston, Patton, Wullaert and Yokoyama (1990) desig LODGSERV
model to improve and measure service quality ingilogl properties especially.
Among the five dimensions specified previously ime tSERVQUAL model,
reliability was found to represent the most impettaoint for consumers of lodging

industry, followed by assurance, responsivenesgijliles and empathy.

In 1992, Knuston, Patton, Stevens and Thompsonyzewl consumers’
expectations for service quality in economy, mid@rand, respectively, luxury
hotels. Across these three hotel types researébensl out that the five dimensions
maintained the same classification specified abawé that the higher the price
category, the higher the consumer expectationsenfice quality. As a following
step to this, Knutson, Patton and Stevens (19%)skated the LODGSERYV in
foreign languages and implemented the model adiessdifferent cultures. The

result worked equally well and maintained its levhigh validity.

2.8.3. LODQUAL, HOLSERV AND HOTELQUAL

Getty and Thomspon (1994) adapted SERVQUAL to dgvelthe
LODQUAL model. This instrument is based only onethrdimensions: tangibles,
reliability and contact. Dean et al. (1999) conddct study in Australian hotel
industry and proposed the HOLSERV scale. In commtuf this, it has been
demonstrated that employees, tangibles and retiabile the leading dimensions of
service quality, with “employees” as the best praati Becerra Grande et al. (1999)
designed a model called HOTELQUAL to examine cugisnperceptions of hotel
and specified three important factors in achievimgh quality: hotel facilities,

appraisal of the staff, followed by functioning amdjanization of services.
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2.8.4. SERVPERF

As Catts et al. (2000) sustained, SERVPERF is #réopnance component
of the service quality scale (SERVQUAL). This meathsuggests that the five
dimensions (tangibles, reliability, responsivenesssurance and empathy) can be
treated as five different stages of service qualiygher than as five qualitatively

different dimensions.

2.8.5. DINESERV

DINESERYV was adapted and reformed from SERVQUAL B&IDGSERV
as an instrument for measuring service qualityhm riestaurant business, including
the airport food service (Heung et al. 2000). &irly to LODGSERYV, DINESERV
was found to have a high degree of reliabilitysltomposed from 29 statements on
7-point response scale. Usually it is used to uader periodical surveys and to
determine changes in perception as the result afigds in normative expectations

and of service quality delivered.

2.8.6. QUALITY FUNCTION DEPLOYMENT (QFD)

Quality Functions Deployment (QFD) is a quality m@@ment instrument
created by Japanese researchers. QFD model is djffikeent from traditional
quality systems, which aim to minimize the negatjuality (such as poor service or
inconsistency). With those systems, the best thiatbe get i:othing wrongwhich
is not enough in case all the players in the maaketgood. In addition to eliminate
poor service, features like fun or luxury must aectdo maximizing positive quality,
because this creates value (Mazur, 1993). QFD esahly one comprehensive
system which aims specifically to satisfy the coso. It is “...an overall concept
that provides a means of translating customer reménts into the appropriate
technical requirements for each stage of produgeldpment and production (i.e.,
marketing strategies, planning, product designeagineering, prototype evaluation,
production process development, production, sal&Sullivan, 1986:92). The QFD
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model concentrates on maximizing customer satisfacit focuses on delivering
value by seeking out both, spoken and unspoken speteanslating these into
actionable services, and communicating these thrdlg organization. Then, QFD
gives the permission to customers to prioritizeunements they have, to explain the
firm which is its current situation comparativeite competitors and to direct firms
optimize those aspects of their services that wWiling greatest competitive

advantage.
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CHAPTER 1lI
QUALITY FUNCTION DEPLOYMENT

3.1. REASONS FOR AND BENEFITS OF USING QFD

QFD is “a method for structured product planningl atevelopment that
enables a development team to specify clearly tistomer’s wants and needs, and
then to evaluate each proposed product or serdpalility systematically in terms

of its impact on meeting those needs” (Cohen, 1895:

QFD has several names. In Japan, the original i@an@FD is “hin shitsu, ki
nou, ten kai” (Emmanuel and Kroll, 1998). There diféerent translations of these
words, like “features mechanization evolution”, &jty function diffusion”, “quality
function deployment”. Other popular words which ased while meaning QFD are

“policy deployment”, “voice of the customer”, “hoai®f quality”, “customer-driven

engineering”, “matrix product planning”.

The origins of QFD can be considered parallel totsibishi’'s Heavy
Industries Kobe shipyard in Japan in late 1960sr&/lQFD was used to facilitate
cross-functional product development process (Fantz Thompson, 1998). A 1986
survey by the Japanese Union of Scientists andnéegs showed that more than half
of the companies surveyed were using QFD. ToyotaoM&ompany and its
suppliers are also among the big companies whiohela applied QFD model
(Akao, 1997).

The increased competition in global market focudbd attention of
international businesses on QFD. For example, Q&&xhed the US during the
quality revolution in 1980. Japanese companies eghicompetitive advantage in
businesses dominated once by US manufacturers (Boehand Krol, 1998). Thus,
there was a big interest for top management to rstaied Japanese management
practices, especially in the area where these ipegctire related to quality of a

56



product. QFD became one of the important tools vhielped managers understand
customers and integrate their requirements in prooiu of goods and services.

Hales (1995) noted that product failures can beadmng for a company and
decrease it's financial and human resources asd#nee time. They affirmed that
some companies which analyzed and were attentivkeio customers’ needs have
achieved high profits; such as “light Coke”, “dreds” or “smokeless cigarettes”.
Thus, in achieving success by implementing QFIs itecessary not only to collect
information about customers’ requirements, but &bsanalyze this information and
translate its results to the design and manufactfireustomer-driven products.
Services or products that customers do not wamesept themselves in terms like
functionality, practicality, quality, cost, timingfc. Authors insist on the fact that use
of QFD with target costing has strong relationsiwith the company’s customer-
focus level. QFD supports the fact that a prodaet be designed and produced to
meet the customers’ requirements. However, costsldlbe taken into consideration

in order to determine what the market is able forof

QFD has a lot of important benefits, especiallycase of companies which
are interested in gaining competitive advantageremsing market share and
improving productivity. Firms which adopted QFD iag=sd also to significant cost
reductions (Gale and Wood, 1994). Mazur (1993) ifipsc some important

advantages caused by QFD using are presented bellow

* Reduction in cycle time is achieved. The produdntsoduced faster to the
market. Start-up costs are lower. Quality is imgchv

e Products are produced at a lower cost because #nereeductions in the
operational cost.

* QFD is applied in a cross-functional team conteit. departments are
fighting for the same purpose.

* Information gathering is an ongoing process of QFD.

» Design and production efficiency is achieved byng<pFD.
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Organizational harmony improves through formatioh cooss-functional
teams.

Problems are easier to identify due to the dattedlto voice of customers.
Market information gained by using QFD can be alsed to determine
product price, quality and functionality.

Increased competitiveness.

Improved efficiency.

Improved the employees’ psychological statementthanl motivation.

3.2. SOME IMPORTANT OBJECTIVES OF QFD

As specified previously, QFD seems to be differgam other traditional

quality measurement instruments and being prefaoagse by a major number of

services organizations. Researchers mention canisty the advantages of this

model and underline its important objectives fongeapplied.

To drive long-term improvements in the way new jpictd are developed in
order to create value for customers (RaghunathdiWanderembse, 1997)
Identify the customer; determine what the customents; provide a way to
meet the customers’ desires (Motwani and Kathavi£l84).

Definition of the products characteristics, whickeehthe real needs of the
customers; gathering all of necessary informatmrsdt up the design of a
product or a service, without neglecting any paaftview; supplying a
support to competitive benchmarking; preservatibnamerence between the
planning and manufacturing processes of a progwotjision of an audit trail
from the manufacturing floor back to customer dedsarauto documenting
the project during its evolution (Zairi, 1995).

Identify current performance measures that areebjdmked to CR; identify
current performance measures that are redundamiitifigl new customer
oriented performance measures that are requiredtifg conflicts associated
with different performance measures; identify targalues for customer
oriented performance measures; assess the degdiffiaflty of achieving

the target value (s) for specific performance meas(Jagdev et al., 1997).
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3.3. QUALITY DIMENSION DEVELOPMENT

“Quality dimension” has the same meaning with “ons¢r requirements”
(Day, 1993). Customer requirements represent ‘tindates or features of a product
or service that the customers consider importanbrater to achieve satisfaction”
(Evans and Lindsey, 1999:56). Actually, the custoo@n perceive a lot of different
features or attributes and these can be diverdifeed a product to another and from
a service to another. However, certain sectors bewiar attributes. For example, in
auto industry or medical sector, safety attribuiéd always be important for the
customers. In the service sector, Kennedy and Y@L889) found out four common
attributes or quality dimensions as availabilitgsponsiveness, convenience and
timeliness. Researchers of SERVQUAL model presefited attributes of service
qguality as tangibles, reliability, responsiveneassurance and empathy (Berry,
Parasuraman and Zeithaml, 1990). Anyway, theseitgudilmensions seem to be

specific to service organizations.

Madu (2004) argues that quality dimension reliestlo@ cross-functional
teams and gives the following example in order larify the inter-departmental
work inside an organization by analyzing how neafdsustomers are satisfied. Thus,
if supposed manufacture process of a car, a saofpstomers’ requirements

features may consist from:

» Operational- the ease of opening the car’s door; the lengtinod between
scheduled services

« Aesthetics- the size or shape of the car

» Availability of support- the availability of mechanical services

* Responsivenessthe time it takes to perform scheduled services

After organizing the features above, the crossitfonal team can work with

specific quality dimensions which cover a list astomer requirements.
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While talking about customer requirements, it ipariant to specify some of

the most important methods for collecting this dAtecording to Cohen (1995) there

are two basic types of this process:

Reactive dataan be found as customer complaints, complimée¢siback,
hotline data, product returns and/or warranty ctaimhhis data is usually
negative and however difficult to hear, it typigallepresents significant
improvement opportunities. For example, it is likethat a customer
complaint occurs after the person experiences adugto or service
dissatisfaction multiple times. Other unsatisfiedtomers may not announce
a complaint and just immediately switch to a contpet
Proactive data can be collected from customer interviews, susydgcus

groups, observations, etc. :

> Interviews

A traditional collection method of customer requments. This technique
is used to provide a specific customer point-ofaviegarding product or
service issues, attributes and performance meadun be performed
by the organization directly to one customer omtgroup of customers,
such as within a single customer segment.

» Surveys

This collection technique is used to measure thdopeance of a
product, service or attribute across an entireornst segment or group
of segments. It is recommended to have a minimérh06 answered
questions per data subgroup to minimize the madggirerror. When
developing the survey, it is important to deterntime measurement scale
for answers, test the individual questions agaihstsurvey objectives,
and validate the questions through a pilot befaumthing it. These steps
will significantly improve the data collection sess (Day, 1993).

» Focus Groups

This is where a group of 8 to 12 potential cust@maithin the

demographic groups that the company wants to targedt in a room
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together and are asked to share their perceptl@igfs and opinions
about a product or service. Typically the grouptipgrants are free to
openly talk with one another. This data collectoathod is used to gain
insights into the customers’ prioritization of neeahd/or to test concepts
and get feedback. Focus groups are sometimes umsembdition to
interviews and surveys as the last step to furtimestigate and
understand the Voice of the Customer for each efdbmpany’s touch
points.

» Going to the GEMBA

This is an alternative customer research methodsfag on discovering

customer needs or problems. This method relies morebservation of
customer behavior and direct interviewing of thetomers. The outcome
of such research is an understanding of customedsnand problems,
which can feed into the earliest phases of theywntifiature development

process.

3.4. QFD METHODOLOGY

The QFD method includes building one or more mesriknown as “quality
tables”. The first matrix is named as the “HouseQofality” (HoQ). It exhibits the
customer’s needs on the left hand side, and tHeniesl response to meeting those
needs along the top. The figure bellow shows eddheosections contained in the
HoQ. Every section holds important data, specdia fpart of the QFD analysis. The
matrix is usually completed by a specially formeém, who follow the logical
sequence suggested by the letters A to F, butrtieess is flexible and the order in
which the HoQ is completed depends on the teanur&i8.1., illustrates a schematic
view of HoQ. Section A has a list of customer ne&#xtion B contains market data,
strategic goal setting for the new product and aatadons for prioritizing the
customer needs; Section C includes informationansiate the customer needs into
the organization’s technical language; Section Dt&@ios the relationship between
each customer need and each technical respong@rSEqthe “roof’) assesses the

interrelationships between elements of the technésponse; Section F contains the
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prioritization of the technical responses, informaton the competitors and technical
targets. Moving on from the HoQ, QFD compriseslibigding of other matrices that
help to make detailed decisions throughout the ymbdlevelopment process,
however in practice they are rarely used (Cohe@51L9The main reason for this is
that the integration of people required to build subsequent matrices, will use 80 %

of a company’s employees (Amos, 1997).

Figure 3.1.: Schematic View of HoQ
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Source: Aspinwall and Delgado (2003), p.3

In order to better understand the structure of Hlo€), a brief example is
presented in Figure 3.2. It concerns the improverogn pizza (Sower et al., 1999);
its HoQ is shown in the following figure. As can &een, the customers want value,
taste and the pizzas delivered hot. The currerdymtois superior to competitor X on
two of the three customer requirements, but ragksileto or below competitor Y on
all three requirements. The purpose of this prodedesign project is to make the
current product superior to both competitors ontlalee counts. There is a strong

positive correlation between the design requires@ftmeat and cheese and the
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customer requirement of value. That means thatrtbee meat and cheese on the
pizza, the higher the value to the customer. Tl shows that there is a strong
negative correlation between meat and cheese arg prhich means that there is a
trade-off to be considered. A way to provide a meaheesy pizza at a low price
must be found. The bottom of the HoQ shows theetarglues that the design team
has determined must be met to meet the technicglonses. These are the
specifications for the pizza that will put the ant product ahead of its two

competitors.

Figure 3.2.: HoQ for Improvement of a Pizza
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Source: Sower et al. (1999), p. 76
3.4.1. Customer Requirements

The HoQ can be built in many shapes and forms. Jéreral purpose of

QFD model includes the Customer Requirements (&) known as Voice of
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Customers (VoC). They are the “whats” the customest from the product to be
developed or service to be offered. They contastauer wishes, expectations and

requirements (Shahin, 2004).

3.4.2. Customer Importance Ratings

Once these “whats” are in place, the customer nezgsovide numerical
ratings to these “whats” items in terms of theirportance to the customer. A
numerical rating of 1 to 5 is often used, in whtble number 5 represents the most
important and 1 the least important one.

3.4.3. Customer Market Competitive Evaluations

In this block, a comparison is made by the custobsween a company’s
product/service and similar competitive productsises on the market. The
comparison results will help the developer positioe product on the market as well
as finding out how the customer is satisfied noatr Each product, the customer
gives 1 to 5 ratings against each CR, 5 beingdsstfied and 1 the worst.

3.4.4. Technical Specifications

Technical specifications are to be built in a prddkervice with the intention
to satisfy CR. They are sometimes referred as “hdmgsause they are the answers
to CR: how can the requirements be addressed isfisdt They are the engineers’
understanding in technical terms what customerdlyremant. The technical

specifications must be quantifiable or measurablnat they can be used for design.

3.4.5. Relationship Matrix

Relationship matrix is used to maintain the reladldp between CR and

design requirements. In other words, the matrixesponds to the “whats” vs.

“hows”. It is the center part of HoOQ and must benpteted by technical team. A
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weight of 1-3-9 or 1-3-5 is often used for interma@presentation of relationship, 1
being the weak and the biggest number showingtthagsrelationship.

3.4.6. Correlation Matrix

Correlation matrix is the triangular part in the ®o- the “roof’. The
correlation matrix is used to identify which “howd&ms support one another and
which are in conflict. Positive correlation helpgemtify “hows” items that are closely
related and avoid duplication of efforts. Negatoarelation represents conditions
that will probably require trade-offs. The positisad negative ratings are usually
quantified using 2, 1, (-)1, and (-)2 ratings, wRhbeing the two “hows” items
strongly supportive to each other and (-) 2 beiogflective ones. Sometimes only 1

and (-) 1 are used.

3.4.7. Performance Goals

Completed by technical team, these are the “howhsiuof the technical
“hows” items. They provide designers with speciéchnical guidance for what have
to be achieved as well as objectively measuringptiogress. The goals have to be
quantified in order to be specific and measurable.

3.4.8. Technical Difficulty Assessment

Technical team conducts the assessment. It helpstéblish the feasibility
and realization of each “hows” item. 1 to 5 ratirge used to quantify technical
difficulty with 5 being the most difficult and 1 o the easiest one.

3.4.9. Technical Competitive Evaluation

The technical competitive evaluation is used famparing the new product
with competitor's products to find out if these iaccal requirements are better or
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worse than competitors’ ones. Again, 1 to 5 ratang used, with 5 being fully
realized each particular “hows” item and 1 beingworst realized.

3.4.10. Overall Importance Ratings

This is the final step for finishing the HoQ in fisst phase. For each column,
sum all the row numbers each of which is equalht® pgroduction of relationship
rating and customer’s important rating. The restkdp identify critical product

requirements and assist in the trade-off decisiaking process.

3.5. STRENGTHS AND WEAKNESSES OF QFD

3.5.1. Strengths

The QFD process, when adopted carefully, offers eroos direct and
indirect benefits. Some of the salient benefitsl Wi analyzed bellow. First, it
systematically interfaces external customer neeitls & firm’s service generation
efforts. This point is particularly important inathmany other service quality and
customer satisfaction programs concentrate mainlyhe external market demand.
In this context, the QFD process can be an exddiben to close simultaneously all
the “five service gaps” proposed in service qualitpdel by Parasuraman et al.
(1985) and Zeithaml et al. (1988) (i.e., the GapsdM). For example, service gaps
occur when management misperceives customer n&ags X); when services are
misspecified (Gap 2); when services are misdelivd@ap 3); when services are
miscommunicated (Gap 4); and when service perfocemndo not meet the
customers’ expectations (Gap 5). Customer-defingubrtance of need attributes in
the beginning of QFD process minimizes Gap 1. Actparticipation and strong
cooperation required of functional managers in tosing the relationship matrix
contributes to the elimination of Gaps 2-4. Thém tlosing of Gap 5 is one of the

ultimate goals of the whole QFD process in the Innyg
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Second, the QFD model offers a realistic opporrid advance the
previously proposed models to remedy service probléds a result of more than a
decade-long research program, Berry et al. (199d4nhd that delivering quality
service was in part a design challenge. They prghdservice mapping” as one of
the ways to improve service system design. SingilaBhostack (1982) earlier

introduced “service blueprints” as a way to diagnssrvice delivery problems.

Nevertheless, these proposals did not include aifgpenstrumental method
for doing so. When added to service mapping andgiating techniques, the QFD
process is expected to provide management with axirens-oriented guidelines for
service design as well as a more holistic viewhs service delivery and design

process.

Third, QFD also provides a structured method fonaptively designing
quality into a process (Murgatroyd, 1993). Few agske paradigms have suggested
specific guidelines for translating market demamdoia service company’s
production process. This is particularly criticat Eervice organizations with limited
resources. Therefore, an accurate translation stomer needs into company-
specific quality or service function deploymentastgies is the first step for a
company seeking to maximize the output of limiteesaurces. QFD assists

management in improving the process of servicegdesith limited resources.

Fourth, the QFD process promotes not only effeatm@munication but also
close cooperation among functional managers anthd®sss units. Strong team work
was emphasized by Berry et al. (1994) for servigeekence. Because group
consensus on the assignments of numerical valuesghout the house of quality is
essential, QFD participants are required to compaiai extensively about both
customers’ needs and management requirements.pfdigss is likely to help in
enhancing cross-functional relationships within eaviee organization, which is

essential for maintaining a healthy organization.
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Another unique feature of QFD is its capability deal with several key
competitors simultaneously. Assessments of key etibops with regard to the
capabilities of the company as well as the marketahd may provide the company

with valuable strategic visions.

The QFD process also affords a great deal of fieyikin its application.
Although the QFD process may look complicated, cangs need not attempt to
construct a house of quality for the entire orgatian from the beginning. QFD can
be applied to one or two focal functional areastfand companies may expand the
house by including other functional areas laterthea same way, a few strategic
customer needs may be a good starting point fddibgi a house of quality and then,
additional needs can be incorporated periodicatlyhis way, management reserves

full control over the QFD process based on the @is strategic intent.

3.5.2. Weaknesses

Despite the strong potential of QFD, several paérnimitations must be
considered with future applications. First of &FED relies heavily on data obtained
from the customers through market research and frorational managers through
formal and informal discussions. Thus, inaccurafi data due to such reasons as
response bias, wrong research methods may prowigdiable guidelines for service

management.

Secondly, the entire QFD process may be a cumberspmocedure,
demanding excessive involvement from various fumal units. Once established,
however, QFD becomes a baseline process; subsegwesions and updates can be
done easily thereafter. In particular, when the seoof quality is prepared with

spreadsheet programs, revisions and extensiormaasy task.

Finally, another limitation might be that the charay quickly become too large
to handle. This problem may be solved by reduchegrtumber of service attributes
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and service design/management requirements to Hesmeat of key items (Jeong
and Oh, 1998).

3.6. STUDIES ON QFD

Considering review of literature on quality, it Hasen found that the earliest
researches related to quality definitions and nremsents were conducted in the
manufacturing sector. While systematic studies omality started in the
manufacturing sector in the 1920s, researches alitgjin services began to grow in
the late 1970s worldwide (Gummesson, 1991).

Zeithaml et al. (1990) sustain that service quafignnot be objectively
measured as can physical goods. The evaluationuality) for services is more
complicated than for products because of servickatacteristics of heterogeneity,
inseparability of production and consumption, dealslity and intangibility (Frochot
and Hughes, 2000). These distinguishing featureefices make difficult to define

and measure service quality.

The QFD model concentrates on maximizing customesfaction. It focuses
on delivering value by seeking out both, spoken andpoken needs, translating
these into actionable services, and communicatieget through the organization.
Then, QFD gives the permission to customers taigide requirements they have, to
explain the firm which is its current situation coanative to its competitors and to
direct firms optimize those aspects of their sawidhat will bring greatest

competitive advantage.

Since being introduced by Shigeru Mizuno and Yokaéd of the Tokio
Institute of Technology in the 1960s, QFD was amadlyand improved in a wide
variety of countries all over the world, like Jap&iS, Australia, Belgium, Brazil,
Germany, Finland, China, Korea, Netherlands, SlayeSweden, etc. Turkish
researchers also presented a big interest in anglyhe QFD process. A lot of
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studies in various areas are conducted more oritesse majority of Turkey’s

institutes and universities.

The first two reported applications of QFD wereshipbuilding (Nishimura,
1972) and electronics (Akao, 1972) industries. €hdy applications of QFD were
concentrated on such industries as automobiles €&od, 1993; Dika, 1995),
electronics (Haavind, 1989; Williams, 1994) andiwafe (Barnett and Raja, 1995).
Nowadays it will be hard to find an area of senirgustry in which QFD remains
not applied. As Chan and Wu (2002) specifies altsidhistory, QFD model was
implemented in service domains like transportaind communication (Hendersson,
1994; Hales, 1995), accounting (Booth, 1995), bamk{Ko and Lee, 2000),
engineering services (Pun et al. 2000), food distion (Hines and Samuel, 1999),
hotels (Dube et al. 1999), retail (Nagendra ando@sh 2000), technical library and
information services (Chin et al. 2001), wholeq&leenan, 1996).

More than forty years have passed since Japaneaderaccs and
industrialists began to formalize the QFD proceass t its effectiveness in product
development and quality management. Starting vinéth period, many QFD process
applications and studies have been reported. Resulaptations of the original
process to services, service applications of thB @iethod remain limited. In Japan,
there are more than 1000 documented case studi€3FGnmodel (Akao, 1997),
while Mazur (1997) reports only 136 documented igptibns worldwide for

implementation of QFD in services.

Yenginol (2000) conducted a doctoral thesis comsidethe importance of
QFD in frame of the TQM process. The author analytee general areas of QFD
implementation and the most important phases ts gasugh when applying this
model. The QFD instrument was used related tossitatcourses at the Business
Faculty of Dokuz Eylul University and as conclusioh the study, the most

important points in the process of planning stagstourses were been specified.
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Oter and Tiitlincti (2001) analyzed QFD from a germwait of view, while
being applying to the tourism sector. During thetudy, the authors focused

especially on the advantages and disadvantagés ohddel.

Kagnicigglu (2002) presented an article related to the malct
implementation of QFD in product planning procd3sints like what the marketing
advantages are for firms when using QFD and howoitapt the customer

requirements are during product planning process wederlined during this study.

Gulli and Ulcay (2002) analyzed what the most ingoarQFD mechanisms
are while talking about the product developmentcess and presented a practical
implementation of the model inside a cable prodgidirm with explanation of the

interpretation of QFD results.

Akbaba’s research (2003) is related to using of QfrDhe tourism sector
with all detailed description of the model. Resbarcspecified also historical facts
of the model and described how QFD was implemeimtgatactice during different
periods of time. By the end of the study the auph@sented some important points
to be taken in consideration when using QFD ingide hospitality industry, with
specifying how to improve the hotel quality of sees and the customers’

satisfaction through the application of the model.

The literature regarding the application of the QIlpibcess in hotels,
particularly, or the hospitality industry, geneyalis limited. The majority of studies
are limited to only a general description of howe tQFD process must be
implemented. Despite of that, some studies on topguestion deserve to be taken
in consideration when analyzing the QFD model:

QFD method for customers requesting a hotel roors thia essential topic
for Galanty and Kirk's study in 1994. The framewask this study uses several
methodologies. QFD is extensively used in ordesuggport the most important phase

of the framework. Kano’s model of customer requieets has been integrated in the
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QFD structure by means of an original method depesloby authors. Requirements
related to hygiene and comfort rooms are foundedngnthe most important ones
when requesting the hotel’'s accommodatibelivery of such unexpected quality in
service or product, as “exciting quality”, couldrtaénly catch the customer’s
attention. But for it to be effective, the baseltegpected quality” must be fulfilled.

This means rooms cleaned promptly, bathroom resthdundry returned on time,
and so forth — the tasks that are typically perfinby the hotel’'s housekeeping.
From other part, this study’s limitation is thatdbes not have the intention to
describe the service design and management toltadbcuses a lot on the transfer of

industrial methods and techniques to the servictose

Stuart and Tax (1996) identified the potential dilQprocess through the
House of Quality as an effective tool, both for gtetegic service positioning level
and for the service quality delivery planning prexat the tactical level. During all
their study, authors analyzed the adoption of QFBdeh while service design
process and presented case studies to gain addibsights into design challenges.
It was established also that adding more tangytiithe service encounter of a hotel
will reduce the risk of creation of a big gap betwecustomer expectations and

perceptions.

In 1998, Haemoon and Miyoung developed a hypothetiQFD
implementation in the lodging industry in ordeiltostrate future applications in this
area. Authors demonstrated that QFD has more aalyastand benefits when
compared with other, traditional service qualityasigrement approaches. Anyway,
they presented also the weaknesses of the modet sbthem being the difficulty to
control all of the customer requirements when khi@ng data to be analyzed or the
difficulty to handle all the phases of building tHeuse of Quality, while becoming

big enough, this instrument it is not so easy tadrgrolled.
Dube, Johnson and Renaghan (1999) analyzed a ed@#D approach for

extended-service transactions and empirical demadiest with luxury business

hotels. Researchers adapted the QFD model genenaltpntext of the service
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design process. Authors reported intangible benstith as reduction in loneliness
and monotony, increased job enrichment and teamwloekter communication
between team members and between guests and teambense and stronger
customer-supplier relationship between housekeemnd laundry as being

important in providing better quality services.

Oke et al. (2008) showed the combined applicatibrQBD and Pareto
Analysis to hotel services through a hotel casdystiihe Pareto Analysis is applied
as a prioritization tool for the purpose of finaldnvestment decision. This paper is
considered new and appears to be the first applicalf the Pareto related to QFD
principles in hotel services, and a new way of gitiation and quality improvement
in hotels systems. As a conclusion of this studysearchers specify that the
implementation of Pareto analysis results into eased customer patronage and
improved hotel profit margin.
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CHAPTER IV
METHODOLOGY

4.1. RESEARCH ENVIRONMENT

This study has been conducted in a five star hintéintalya. The hotel is
situated at the Lara Beach; 15 km to downtown Amtaand 11 km to the
international airport. It has its own, private, 280ong sand beach. The Case Hotel
Is a part of a resort which includes already footels in it and a project for building
a fifth hotel is implemented nowadays by this résawners.

Case Hotel has 462 rooms in the main building, edclvhich has either a
sea or a mountain view. It has 385 standard ro&@&sduplex family rooms, 11
standard family rooms, 2 rooms for handicap personks6 suits. All types of rooms
have a mini bar (refilled daily with soft drinkgjirect telephone, information and
music channels, satellite TV channels, centrataiditioning, toilet and bathroom,
hairdryer, safe, balcony, wireless internet, slippend bathrobes. The hotel has one
main restaurant for breakfast, lunch and dinnen witapacity of 650 indoor and 155
outdoor seats, also 8 A la Carte Restaurants wdfien Turkish, French, Mexican,
Japanese, Chinese, Italian foods, and a fish euiSinere are 11 bars on the territory,
with a Turkish Topaz Teahouse included, where dxamty can enjoy Turkish tea,

coffee or a water pipe.

The Case Hotel has three outdoor and one indoanswvig pool. A holiday
in this hotel can also be enjoyable by using thiéeyball, basketball or three tennis
courts. There is also a SPA centre with a lot a@lcpdures offered (aromatic, Thai
and peeling soap massages, facemasks, body maskspéeling, etc.), two saunas
and a Turkish bath. Two fitness centers are alsmeq to guests who are interested
in. Animation works daily around the pool and evegs at the amphitheatre.
Children can be involved in different daily and ewg activities at the Mini Club.
The payment acceptable in the hotel is cash, Wsater or Euro Cards.

" Since the hotel management wanted its name rim tevealed, in this thesis, the hotel name is
given as “Case Hotel".
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The Case Hotel activates according to an Ultralddlusive (UAI) system.
Accommodations and services included in UAI ardcame with champagne, fruits
in the room, open breakfast, late breakfast, ludater buffets and midnight snacks,
brunch with champagne on Sundays, ice-cream, todmisdog, A la Carte
Restaurants, alcoholic, non-alcoholic and localongd drinks, pressed fresh juices,
digital safes in the rooms, tennis courts, Turlbslth, sauna, fitness, jakuzzi, water
slides, water sports activities without engine, beds, beach towels, room service,

wireless internet, water pipe and Luna Park .

Services that are not included in the UAI: phondscdax, water sports
activities with engine, internet café, laundry, lgasaloon and hairdresser, tennis
lessons, massage, diving school, doctor, shoppireetsand some very special
import drinks (like very select sorts of French mipagne, Italian wines or Irish
whiskey).

The hotel is opened for its customers twelve moatlygar. The average of
fulfillment of the hotel per each month is presenite Table 4.1. During special
occasions, Turkish religious feasts or some importaternational holidays, the
general average of the guests staying in the o&hvays more than 85 %.

Table 4.1.: The Average of Guests Staying in the kg (January-December)

Month Average (%)
January 70
February 65
March 53
April 62
May 80
June 94
July 95
August 93
September 92
October 86
November 72
December 68
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Hotel customers’ nationalities are generally like% German, 12 % Dutch,
11 % Russian, 5.6 % English, 4.8 % Turkish and %.4people coming from
countries like France, Swiss, Austria, USA, SerbiRumania, Moldova,

Scandinavian Countries, etc.

Hotel possesses already an ISO 9000 certificatahé&tmoment when this
research was conducted there were 202 employedsngadn the hotel, including

the general manager and ten department managers.

4.2. RESEARCH METHODOLOGY

The research methodology to be used in this stadgrder to answer the
research questions was quantitative in nature. &twsnof qualitative research like
observation, and focus group studies, were alsdeimgnted for accomplishment of
this work. According to Ghauri et al. (2002), thtgpes of research can be identified;
these are: descriptive, exploratory and causakeSthis study aims at exploring the
foreign customers’ expectations from Turkish fivarfotels and as long as a concrete
hotel case study is analyzed, a combination ofaapbry and descriptive researches

was employed.

4.2.1. Research Objectives

The main objective of this research is to identifg most important foreign
customers’ expectations from a five star TurkishehoBesides that, the technical
specifications to be implemented in order to corgpline customers’ needs, the
actual hotel performance, the situation of the Ihotensidering one of its main
competitors, and the changes in hotel's point tdssare to be found out by the end
of this study. Considering some other studies cotetliin the hospitality industry,
the QFD model will be implemented in accomplishmathis research as one of the
most important tools which helps managers undedstastomers and integrate their

requirements in service design.
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4.2.2. Research Hypotheses

Besides the implementation of the QFD model, tw@dtlyeses will be
formulated. Since needs and requirements of cussommay be shaped by their
cultures, the study proposes that hotel guestsrapifinom different countries might
have different requirements or perceptions/evaaatiof the hotel performance.
Therefore, besides implementing QFD methodologis #tudy aims to find out
whether the importance degrees of requirementshatel performance evaluations

differ with regard to different nationalities. Hendhe bellow hypotheses are formed:

Hi: There is a difference in importance degrees qtirements between different
nationalities.
H2: There is a difference in evaluations of hotelf@@nance between different

nationalities.

4.2.3. Research Design

The research design applied in accomplishmentisfstudy is composed of
two sections. Section one represents the gatherfingustomer requirements and
focuses on the application of a questionnaire tecte while the second part is
related to a practical implementation of the QFDdeloFor the second phase of the
study a QFD team was formed in order to have a-lmelt QFD instrument. The
QFD team included ten employees of the hotel: G#nktanager, Front Office
Manager, House Keeping Manager, Food and Beveragealyer, Chief Cook,
Security Manager, Guest Relations Manager, Techr8eavices Manager, Sales
Manager and Human Resources Manager. The QFD rgsetook place in a

conference room inside the hotel during four months
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4.2.3.1. Voice of Customers

4.2.3.1.1. Determination of Customer Requirements

Determination of customer requirements is an ingyarstep in the practical
application of the QFD model. Methods like intewse observations, focus groups
and going to the GEMBA were used to identify thestmanportant customer
requirements. While going to the GEMBA method (Whiepresents a major part in
accomplishment of this study), nine different fogueups were organized, each of
them with nine representatives of the same natiynaberman, Dutch, English,
Turkish, Russian, Rumanian, French, Swiss and &erfihe decision to organize
nine different focus groups was due to the fact ffe@ople are expressing better
opinions by using their native language. At the sdime, since the purpose of this
study is to determine the expectations of foreiguarists from Turkey's five star
hotels, the Turkish focus group, was composed biSln people who was born,
educated, and actually live abroad. People invitethke part in the focus groups
were of different age, gender, marital status, ggsion, etc. — in order to understand
the needs of every segment when identifying requérgs. The guests were asked to
explain and to discuss points like:

* Why they chose Turkey as a holiday destination

« What comes in their mind when they are thinkinguahdAl system

* What would they change in the hotel if they had tpportunity

* Which things are absolutely bad or negative inhbil

* Which factors can motivate them to come back tdhtitel

* Which factors can demotivate them to come backedbtel

* What other things/services can be included in badéflering UAI system in

order to satisfy guests more

Besides focus groups, the files of guests’ comdanvllected by the Guest
Relations Department during the whole season haee hnalyzed and results from
this phase have been compared with the guestsbmesp and reactions resulted

from focus group discussions. Generally, both wesarly the same. The results
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from these phases are presented in Table 4.2 abte itlustrates the initial list of 30

most underlined customer requirements.

As some of the requirements seemed to be similasthier requirements,
another group of nine guests, from different omgispeaking English fluently (as a
common language), was invited to categorize remerds. Each customer
requirement was written one by one on separateésbégaper. The group members
discussed the similarities between presented remeints and grouped them. During
this process, the initial list of customer requiegnts has been reduced due to the fact
that some of the requirements were seen havingahme® meaning and related to the
same topic. For example, “hotel rooms should beolabey clean” and “hotel
territory should be absolutely clean”, were evaddaas the overall cleanliness in the
hotel. Similarly, “food and beverages should bacitals and diversified” has been
added to the “food and beverages should be hygi@nic high quality”. “All the
technical equipment should be clean and good wgtkias been associated to “all
the technical equipment should be new”, while ‘fstahould know foreign
languages” has been seen as a part of “staff st@uftofessional and experienced”.
At the same time, “guests should always find thempetent person for solving a
problem” has been mixed with “services should Weretl immediately and at the
right time”, accordingly, “children should feel saih the Mini Club” has been seen
as a part of already existing “guests should faé# 1 the hotel area” item. Another
common point has been found between “there shauldobdiscrimination according
to guests’ origins” and “every procedure and sengloould be adapted in conformity
with different cultures”. The final list of customeequirements which have been

reduced to 23 is given in Table 4.3.
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Table 4.2.: Initial List of Customer Requirements

No | Customer Requirements

1 Hotel should have a nice outlook, design, furnitame overall a positive atmosphere

2 Hotel rooms should be absolutely clean

3 Hotel should have enough swimming pools, barsameants, elevators for all the guests

4 Hotel rooms should be comfortable

5 Food and beverages should be delicious and diietsif

6 Food and beverages should be hygienic and higlityjua

7 Offered room products should be new and enougbkverybody

8 Hotel territory should be absolutely clean

9 All the technical equipment (air conditioners, e&ffmachines, etc.) should be clean and gog
working

10 | All the technical equipment (air conditioners, e&ffmachines, etc.) should be new

11 | Services should always be offered immediately

12 | Guests should always find the competent persosdiwing a problem

13 | Staff should always smile and reflect their satisém with the job they are doing

14 | Staff should be professional and experienced

15 | Staff should know foreign languages

16 | Staff's uniform should always be clean and goodilog

17 | Hotel should have enough staff in every department

18 | Reservations should be done correctly

19 | Sport activities should be diversified

20 | Animation should be various

21 | Guests should feel safe in the hotel area

22 | Management should be sensitive to guest wishesrplaints

23 | There should be a Mini Club in the hotel

24 | Children should feel safe in the Mini Club

25 | There should be special offers (special VIP prists,| free SPA, free hairdressing, etc.) for
repeat guests

26 | Hotel prices should stay constant

27 | There should be a good sound isolation in the rommasin the hotel area

28 | Every procedure and service should be adaptednfouity with different cultures

29 | There should be no discrimination according to tgiesigins

30 | There should be a dress code in the hotel, espeatadinner
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Table 4.3.: Final List of Customer Requirements

No | Customer Requirements

1 | Hotel should have a nice outlook, design, furnitamd overall a positive atmosphere

2 | Hotel should have enough swimming pools, barsaveants, elevators for the total
amount of the guests
Hotel rooms and hotel territory should be absojutédan
Hotel rooms should be comfortable
All the technical equipment (air conditioners, eaffmachines, refrigerators, etc.) us
in the hotel should be new, good working and clean

6 | Offered room products (soaps, towels, etc.) shbaldew and have an amount well
enough for every person using that room
Food and beverages should be hygienic, delicidgh, duality and diversified

8 | Services should always be offered immediately anbearight time

9 | Staff should always smile and reflect their sat8&m with the job they are doing

10 | Staff should be professional and experienced

11 | Staff's uniforms should always be clean and goatdkilg

12 | Hotel should have enough staff in every department

13 | Reservations should be done correctly

14 | Guests should feel safe in the hotel area

15 | Management should be sensitive to guest wishesroplaints

16 | Animation should be various

17 | Sport activities should be diversified

18 | There should be a Mini Club in the hotel

19 | Hotel prices should stay constant

20 | There should be special offers (special VIP piists,| free SPA, free hairdressing, etc.
for repeat guests

21 | There should be a dress code in the hotel, espeatalinner

22 | There should be a good sound isolation in the rcamdsin the hotel area

23 | Every procedure and service should be adaptedifouity with different cultures
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4.2.3.1.2. Questionnaire Design

All of the customer requirements from the list slitated in Table 4.3., were
introduced in the questionnaire form, presentedgtests, as the questionnaire
technique was utilized and data were collectedquiestionnaires in accomplishment
of this study. The questionnaire used in this studg composed of two parts. Part
one presented questions considering informatiomtatamuntry of origin, gender, age,
profession and education of respondents. In padi farticipants were asked to
specify the importance degrees of the presentetbroes requirements. In addition,
the respondents were requested to mark the penfmeniavel of these requirements
in the hotel. In order to measure these, a 5-dokdrt scale was used, 1-representing
“very unimportant” and 5-representing “very impatia for specifying the
importance degrees; l-representing “very low” angpesenting “very high” for
identification of the performance levels. The dimmaires were distributed in
English, German, Turkish and Russian languagescH)URumanian and Serbian
guests completed the questionnaires in EnglishlewRrench and Swiss guests
answered at the German questionnaires due to ¢héht their knowledge of German
language was specified by the guests their selsdseing good. The procedure was
applied starting from October 2010 to mid Janu&y12

4.2.3.1.3. The Sample

The population was comprised by people who comallysuo spend their
holiday in five star Turkish hotels. Conveniencenpé technique was applied for this
research as the selection of the sampling units eexsded by the interviewer.
Convenience sampling is mostly used for researdregenerating ideas, insights and
hypothesis. Also, this technique is consideredtleapensive and time consuming
technique (Malhotra, 2004:321). Since the guestpatticipate in the questionnaire
presented in this thesis were selected by thevieteer and due to the fact that two
hypotheses were formulated in order to answer gesearch questions, this sampling
technique was found appropriate for the accomplésitrof this study.
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Despite the fact that all types of guests seem doirbportant when
implementing a QFD model in the lodging industryiugdt and Tax, 1996), the
matrices would be very extensive and difficult ntlle when analyzing all of the
guests’ categories. Thus, in order to avoid thagsts which spent at least one night
in the Case Hotel and have been already at therkchut point, were chosen as a

main customer segment to be analyzed.

In line with the previous studies, a sample size approximately 250
respondents was determined in advance. The masonsafor determining this
sample size was based on several qualitative factbe nature of the research,
number of variables, and the sample sizes usemhiias studies. Since the nature of
this study is exploratory with descriptive elemeitte sample size is typically small
to large (Malhotra, 2004:318). Average size of saspised in similar studies is 200
minimum, thus a sample size of 250 for this redearas considered satisfactory. The
total capacity of the hotel at the moment when tresearch was conducted

represented 71 %.

From the total number of 250 questionnaires, 37ewwt returned and 62
were not totally completed, which made them unwesébt the research. In the end,

151 samples were obtained that were later useithéostudy.

4.2.3.1.4. Data Analysis Procedure

In order to achieve the purpose of this reseaioh,customer requirements
were established while using methods like goinghi® GEMBA and focus group
studies. SPSS 16.0 version was used to help andteollected data after the
implementation of the questionnaire technique. Tnenbach’s alpha was used for
reliability analysis, while analysis of variance N®VA) was applied to asses the
difference across certain groups of respondentsidenng the importance degrees of

requirements and their performance levels in thelho
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4.2.3.2. The Activity of QFD Team

Members of QFD team established technical spetifics, relation degrees
between technical specification and customer requeénts, and completed the
planning matrix, which represents an important pard House of Quality. The four
months activity of the QFD team composed in orderconduct this research is

described in following parts of this chapter.

4.2.3.2.1. Technical Specifications

Technical specifications are to be built in order datisfy the customer
requirements. Thus, every single guest requirerpeggented in the questionnaire
form was deeply analyzed by members of the QFD teard for every customer
requirement, an improvement solution was foundrauthe QFD meetings. The list

of established technical specifications is illustdain Table 4.4.

4.2.3.2.2. Relationship Matrix

Relationship matrix is used to maintain the relatup between “whats” and
“hows”, or in other words between customer requeeta and technical
specifications. As specified above, during QFD rnimgst every single customer
requirement was underlined and solutions for itevefentified. In this way, the
influence of every technical specification on evexstomer requirement can be
highlighted.

In the relationship matrix, every cell was compievath special symbols in
order to show the relationship between a speciatooner requirement and a
technical requirement corresponding to it. The syimlthosen to be used in this

research are presented in Table 4.5.
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Table 4.4.: Technical Specifications

Employees’ competence

Product quality

Optimal quantity of the staff

Hygiene

Social facilities

Security services

Empathy

Exceptions from rules

Management’s ability to solve problems

Animation

Comfort and design

Territory’s outlook

Optimum capacity of the service unit

Preventive and regulative maintenance

Uniform

Effective use of time

Easy booking

Dress code implementation

Table 4.5.: Numerical Values Chosen to Show the Retionship Degree

Relationship Degree

Numerical Value

Strong Relationship 5
Moderate Relationship 3
Weak Relationship 1

No Relationship

The cell will be left empty
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4.2.3.2.3. Competitor Analysis

Every guest requirement was analyzed from the padimtew of a competitor
hotel's activity. This mission has been also congady members of the QFD team.
They chose a five star hotel activating in the saeggon, with approximately the
same room capacity and offering nearly the same ¢dhkcept as Case Hotel, which
is considered the nearest competitor. These dave Heeen presented in the
“Competitor” column inside the planning matrix. Rraunderstandable reasons, the

name of the competitor hotel was also not revealed.

4.2.3.2.4. Performance Goals

Members of QFD team also specified the major peréoice goals of the
organization according to every guest requirememese results have been presented
in “Performance Goals” column inside the planningtmx. Finding this data has a
big importance for the relationship between poiike employees, hardware and
financial resources of the organization. In otherds, hotel managers decided at
what level they want to meet the requirements efciisstomers.

4.2.3.2.5. Point of Sales

The point of sales (POS) data was presented caongjdthe fact that if there
iIs an improvement in the implementation or perfanoeof a guest requirement,
than an improvement in sales will also occur. Reswkre established according to
hotel's budget by QFD team and were also introduneithe planning matrix. The
points given for point of sales establishment wesed as follows (Oter and Tutiincu,
2001):

1.50. A characteristic which influences the PA&ta

1.20. A characteristic whose importance is moeei@tthe POS process.
1.00 A characteristic which has no influence orSPO
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4.2.3.2.6. Improvement Ratio

Data in the “Improvement Ratio” column were computey dividing
performance goals found for every guest requirembent the “Case Hotel
Performance” values. The improvement ratio is abergid to have a big importance
when performing customers’ whishes and needs becdugives a quantitative
information on effort required to improve, but éative to current performance level
(Akbaba, 2006).

4.2.3.2.7. Raw Importance Weight

Raw importance weight represents the relative inamae of each need and it
was calculated during the QFD meetings by multiqgygiven importance ratings
specified by guests with improvement ratios andhWiOS values.

4.2.3.2.8. Normalized Raw Importance Weight

“Normalized raw weight gives an organizational intpace to meet a need
that reflects sales and market priorities” (Chad@)8:313). Data included in this
column of the planning matrix were presented ineacentage form and were
computed by the QFD team while dividing the raw amiance weight for every
guest requirement to the total numerical valuénefraw importance weight.

4.3. FINDINGS

4.3.1. Demographic Profiles of Respondents

Table 4.6., illustrates the gender distributiorregpondents. When analyzing

these data a big majority of 58.9 % German gueside observed, this is similar also

to the general nationality profile of hotel guests.
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Table 4.6.: Distribution of Guests According TheirCountry of Origin

Nationality Frequency | Percentage (%

German 89 58.9
Dutch 19 12.6
English 13 8.6
Russian 5 3.3
Turkish 5 3.3
Other (French, Austria, Swiss, etc.) 20 13.2
Total 151 100.0

Table 4.7., illustrates the gender distributiontleé participants. As can be

observed, 43.7 % of them are male, while 56.3 %earale, respectively.

Table 4.7.: Gender Distribution of Guests

Gender Frequency Percentage (%)
Male 66 43.7
Female 85 56.3
Total 151 100.0

In Table 4.8., the age distribution of participamdspresented. 30.5 % of
respondents are 55 years and older, 21.9 % repseen 45-54 year group, while
21.2 % are between 35-44 years old. This illustrateat the sample is mostly
composed of older respondents; this is paralléhéoage profile of the hotel guests in

winter season.
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Table 4.8.: Age Distribution of Guests

Age Frequency Percentage (%)
18-24 10 6.6
25-34 30 19.9
35-44 32 21.2
45-54 33 21.9
55 and more 46 30.5
Total 151 100.0

Table 4.9., illustrates the profession distributioinparticipants. 27.8 % of
them being retired, 23.2 % - workers, 15.9 % pedyleing their own business and
15.2 % occupying management positions. The majorfitthe sample is represented

by retired people; this fact supports the data ftbenprevious table.

Table 4.9: Profession Distribution of Guests

Profession Frequency Percentage (%)
Manager 23 15.2
Worker 35 23.2
Retired 42 27.8
Own business 24 15.9
Student 2 1.3
No working 5 3.3
Other 5 3.3
Total 151 100.0
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Table 4.10 presents distribution of participantgoading their education
level. The majority is represented by the group reSpondents who have
accomplished their high school studies — 43.0 %eyTéare followed by 27.8 % of
people who have a university degree. The smallasioer inside the table is 4.0 % -
representing people who have only the elementdrgadevel of education. Hence,
the sample is generally composed of medium levetotcated people.

Table 4.10: Education Level Distribution of Guests

Education Level Frequency Percentage (%)
Elementary School 6 4.0
High School 65 43.0
University 42 27.8
Master Degree 15 9.9
Doctorate 0 0.0
Other 23 15.3
Total 151 100.0

Finally, Table 4.11., shows how often respondep&nd their holiday in the
hotel. By analyzing the data from this table, ihd# observed that 47.7 % of the
respondents spend their holiday in the hotel mioaa bnce in a year, while 40.4 %
of respondents visit the hotel at least once iear.yThus, almost half of the sample

is made up of loyal and frequent guests who Mtrotel more than once in a year.
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Table 4.11.: Distribution of Guests Considering Nurber of Times They Visited
Hotel

Visits Frequency Percentage (%)

Less often than once in 2;3
0 0.0

years
Once in few years 18 11.9
Once in a year 61 40.4
More than once in a year 72 a7.7
Total 151 100.0

4.3.2. Reliability Test

As it was mentioned previously, the Cronbach’s alplas used for reliability
analysis. That is, reliability is measured in terofshe ratio of true score variance to
observed score variance. For social sciences stuaieeliability higher than 0.4 ¢
0.7) is considered acceptable (George and Malkf§3:231).

At this stage, 2 alpha values were computed; ondhi® items in case of
importance degrees, and another for items in chperformance levels. The alpha
values of importance degrees and performance lewelgqual to 0.873 and 0.880,

respectively, which are both satisfactouy>0.7).

4.3.3. Importance Degrees of Guest Requirements

The importance degree of every listed requiremfamtevery single guest,
inside every guest group (specified in Table 4¥3s found out during the analysis

of the answers given to the questionnaires andoalasilated according to the model

presented in Table 4.12.
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Xij data and indexes used in the table are considerfadl@aws:

[ : Guest requirement:

i = 1: Hotel should have a nice outlook, desigrmniture and overall a positive
atmosphere;

I = 2: Hotel should have enough swimming, poolssheestaurants, elevators for the
total amount of the guests;

I = 23: Every procedure and service should be a&dijt conformity with different

cultures.

| : Points:
for5,j=1
ford,j=2
for3,)=3
for2,j=4
forl,j=5

Xij = amount of guests giving a “j” point to an “i"” r@gement.

According to these, for every guest group, the irggece degrees given for

every requirement was calculated as follows:

X1=5xXu1+4xXxX2+3XX3+2XXa+1XxXis
X2=5XxX1+4 X X2+3XX3+2XXa+1XXes

X23=5 X X231+ 4 X X232+ 3 X X233+ 4 X X234+ 5 X Xo3s
XT=X1+ X2+ X3+ Xa+ .ooiiiiiiiinnnnnnn.. + X2+ X23
The averageils calculated as:

P = Xi / amount of guests inside the group
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Table 4.12.: Computation Model of Importance Degree of Guest Requirements

5 _ S . & &
E |5 | 2§ | & |.¢
> E £ 8 E = =
S 2 E S > >
Guest <&
Requirements > 4 3 2 ! 8 g
P I
1 X11 X12 X13 X14 X15 X1 P1
2 X21 X22 X23 X24 X25 X2 P2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22 X221 X222 | X223 X224 X225 X22 P22
23 X231 X232 | X233 X234 X235 X23 P23
Total XT
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The importance degrees given for every single requent, inside every
guest group were computed according to formulaseoted in the model above.
Results are illustrated in Table 4.13. The mostartgnt items are showed inside
every column with underlined bold, and the mosmpuortant ones, with underlined
italic characters. It can be observed that the daghtems are given by Turkish
guests. Thus, their expectations from a five stdelhcan be evaluated as very high
and exigent, while English guests are not so alfittonsidering their expectations.
Items like “hotel rooms should be comfortable”, &gts should feel safe in the hotel
area”, “food and beverages should be hygienic, caels, high quality and
diversified”, “hotel rooms and hotel territory shdue absolutely clean” seem to be
very important for all the nationalities. Requirarteelike the implementation of a
dress code by dinner, the accomplishment of correservations process, the
satisfaction of the staff with the job they arerdpis found to be very important for
Turkish, Russian, Dutch and guests of other nalittes® while English people seem
to be not so preoccupied about these topics. The ®liub, animation and sport
activities seem to be less important for German Bndlish guests, while Dutch,
Turkish and other nationalities found these requéets as being relatively
important. Also, all the guest groups seemed t@dyg pretentious considering the
guest origins topic by given a high rating to tlee€ry procedure and service should
be adapted in conformity with different cultureséquirement. The general
atmosphere and the hotel design presented a mederpbrtance degree for all the

guest categories.
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Table 4.13.: Importance Degrees of Guest

Guest Groups

Requiremtn Given by Different

Nationality
No Guest Requirements = < < -
E |§ |2 |8 |2 |&
G 5 2 = 5 £
O (@) I} x [ O
1 Hotel should have a nice outlook, design, furniture
. 3.83 | 416 | 3.69 | 440 | 4.80| 4.15
and overall a positive atmosphere
2 Hotel should have enough swimming pools, bars,
restaurants, elevators for the total amount of |the26 | 4.32| 3.92 | 4.80 | 4.80 | 4.15
guests
3 Hotel rooms and hotel territory should be
4.55 | 4.63 | 4.31 | 480 | 5.00 | 4.45
absolutely clean
4 Hotel rooms should be comfortable 4.364.47 | 4.15 | 4.80 | 5.00 | 4.15
All the technical equipment (air conditioners,
coffee machines, refrigerators, etc.) used in |the06 | 4.21| 3.77 | 4.60 | 5.00 | 4.00
hotel should be new, good working and clean
6 Offered room products (soaps, towels, etc.) should
be new and have an amount well enough for eye#y21 | 4.32| 4.08| 4.4Q0 480 4.3
person using that room
7 Food and beverages should be hygienic, delicipus,
: : N 4.56 | 4.58 | 4.38 | 4.80 | 4.80 | 4.35
high quality and diversified
8 Services should always be offered immediately
) ) 433 | 432 3.85| 4.20 | 480 | 4.25
and at the right time
9 Staff should always smile and reflect their
. 4.37 | 416 | 3.92| 4.20 | 5.00 | 4.35
satisfaction with the job they are doing
10 | Staff should be professional and experienced 426324 4.08| 4.60| 4.40 4.05
11 | Staff's uniforms should always be clean and good
) 427 | 421| 4.15| 4.00 | 480 | 4.25
looking
12 | Hotel should have enough staff in every
426 | 4.26| 3.77 | 3.80 | 5.00 | 4.20
department
13 | Reservations should be done correctly 438 | 3.95| 3.85 4.60| 4.60| 4.05
14 | Guests should feel safe in the hotel area 4.61 | 4.47 .69 | 4.80 | 5.00 | 4.45
15 | Management should be sensitive to guest wishes
) 443 | 432 4.08| 5.00 | 5.00 | 4.20
or complaints
16 | Animation should be various 3.84 | 442 | 3.77 | 460 | 4.60| 4.50
17 | Sport activities should be diversified 3.72 | 4.37 3.85 4.20| 4.00 | 4.35

95



18 | There should be a Mini Club in the hotel 349 | 411 | 354 | 3.40 | 3.40 | 4.30
19 | Hotel prices should stay constant 4.814.11 | 4.00 | 4.60| 4.80| 4.20
20 | There should be special offers (special VIP price
lists, free SPA, free hairdressing, etc.) for reged.07 | 4.00 | 3.77 | 460 | 4.80| 4.20
guests
21 | There should be a dress code in the hotel,
. . 346 | 4.11 | 2.92 | 4.00 | 3.40 | 4.25
especially at dinner
22 | There should be a good sound isolation in |the
) 408 | 421| 3.77 | 460 | 4.80| 4.20
rooms and in the hotel area
23 | Every procedure and service should be adapted in
o 424 | 458 | 454 | 4.60 | 4.80 | 4.35
conformity with different cultures

4.3.3.1. Analysis of Variance for Importance Degree

In order to find out if there are differences iregtirequirements’ importance

degrees with regard to different nationalities, AMOVA method was used. Results

are presented in the following table.

Table 4.14: ANOVA for Importance Degrees With Regad to Nationalities of

Guests

Variation Sum of Degrees of | Mean Test P Value
Source Squares Freedom Square Statistic

Between

Groups 6.103378 5 1.220676 10.66304 0.000
Error

Within 15.111000 132 0.114477

Groups

Total 21.214380 137

P value is equal to 0.000, (P<0.05). It demonstratat, from a statistical

point of view there is a considerable differencénreen given point for importance

degrees of 6 different nationalities participatinghe accomplishment of this study.
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That means, the importance ratings of each nattgrdiffers significantly. Thus, H
will be supported.

4.3.3.2. Weighted Importance Degrees

Complementary calculations will be effectuatediides to find the value of P
(the average point), or in other words, to find #adues expressing the average of
weighted importance degrees specified by all thestyu These data will be

calculated considering the examples bellow:

P1 — Hotel should have a nice outlook, design, fumeifutand overall a positive
atmosphere —

P1=3.83x0.58 +4.16 x 0.13 + 3.69 x 0.09 + 4.4D08 + 4.80 x 0.03 + 4.15 x 0.13
= 3.95. The given point for a requirement in a gugsup is multiplied with the
deviations’ result between the total number of ¢iesside that group and the total

number of guests participating in questionnaire.

The same calculations will be made for the remagiri@ items and will be
introduced in the planning matrix. The final resutre presented in Table 4.15. The
most important items are illustrated with undedindold, while the most
unimportant ones with underlined italic charactérgan be observed that the most
important and expected requirements of absoluleth@ guests are related to safety
in the hotel area, to the cleanliness and hygiemdhe high quality of food and
beverage products, to management’s sensitivityidering guest complaints and to
the comfort of the rooms. The less important regquents include the existence of a
dress code by dinner, the animation and sport idesy and the outlook and hotel

design.
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Table 4.15: Weighted Importance Degrees of Guest Reirements

Weighted
No Guest Requirements Importance
Rating Average
1 Guests should feel safe in the hotel area 4.59
2 Hotel rooms and hotel territory should be absojutédan 4.55
3 Food and beverages should be hygienic, deliciough lyuality and 453
diversified -
4 Management should be sensitive to guest wishesraplaints 4.39
5 Hotel rooms should be comfortable 4.36
6 Every procedure and service should be adapted mmfomity with 4.35
different cultures '
7 Staff should always smile and reflect their satisén with the job they ar¢ 431
doing '
8 Services should always be offered immediately anlearight time 4.28
9 Hotel prices should stay constant 4.27
10 | Staff's uniforms should always be clean and goadilag 4.26
11 | Hotel should have enough swimming pools, barsatgants, elevators far 4.5
the total amount of the guests '
12 | Offered room products (soaps, towels, etc.) shdaddhew and have an 4.5
amount well enough for every person using that room '
13 | Reservations should be done correctly 4.25
14 | Staff should be professional and experienced 4.24
15 | Hotel should have enough staff in every department 4.22
16 | All the technical equipment (air conditioners, eaffmachines, 4.09
refrigerators, etc.) used in the hotel should be, g®od working and clean '
17 | There should be special offers (special VIP prists| free SPA, free 4.09
hairdressing, etc.) for repeat guests '
18 | There should be a good sound isolation in the roamasin the hotel area 4.07
19 | Animation should be various 4.04
20 | Hotel should have a nice outlook, design, furnitanel overall a positive 305
atmosphere '—
21 | Sport activities should be diversified 3.92
22 | There should be a Mini Club in the hotel 3.68
23 | There should be a dress code in the hotel, espeatadinner 3.61
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4.3.4. Performance Levels of the Case Hotel

The performance level of every listed requireméot, every single guest,
inside every guest group (specified in Table 4} found out during the analysis
of the answers given to the questionnaires andcatasilated according to the model
presented in Table 4.16.

Table 4.16.: Computation Model of Performance Leval of Guest Requirements

5 g g
I tz___m o % |
> = >
(0]
Guest 5 4 3 2 1| - g
Requirements & o
Sk
1 X11 X12 X13 X14 X15 X1 P1
2 X21 X22 X23 X24 X25 X2 P2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21 . . . . . . .
22 X221 X222 X223 | X224 X225 X22 P22
23 X231 X232 X233 | X234 X235 X23 P23
Total XT
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Xij data and indexes used in the table are considerfdl@ws:

[ : Guest requirement:

i = 1: Hotel should have a nice outlook, desigrmniture and overall a positive
atmosphere;
I = 2: Hotel should have enough swimming, poolsspeestaurants, elevators for the

total amount of the guests;

I = 23: Every procedure and service should be a&dijt conformity with different

cultures.

] : Points:
for5,)=1
for4d,j=2
for3,)=3
for2,j=4
forl,j=5

Xij = amount of guests giving a “j” point to an “i"” r@gement.

According to these, for every guest group, the grerince level given for
every requirement was calculated as follows:
X1=5xXu1+4xXi2+3 X X3+ 2X Xua+1X Xis
X2=5xX1+4xX2+3XxX3+2XXa+1XXes

X23=5 X X231+ 4 X X032+ 3 X X233+ 4 X X034+ 5 X Xo3s
XT=X1+ X2+ X3+ Xa+ .oooviviiiiinnnnnnn.. + X2+ X23
The averageils calculated as:

P = Xi / amount of guests inside the group

100



The performance levels given for every single regjuent, inside every guest
group were calculated according to formulas preskabove. Results are illustrated
in Table 4.17. As being done previously, the mastfggmed items inside every
column are illustrated with underlined bold, whilee less performed ones are
showed using italic characters. It can be obsetbhatl generally, considering the
Case Hotel's performance levels, the most satisiedRussian and Turkish people,
because their ratings represents the higher raimtige table. At the same time, one
of the most unsatisfied groups is represented loplpefrom Serbia, France, Swiss,
and Rumania. Their ratings seem to have the lowsrenical values. All the groups
found the safety in the hotel area and the hotdé€anliness being performed well.
From other part, the implementation of the drestec@nd the hotel’s outlook and
design were found as having a low performance Ibyaiearly all the guests. While
German and Russians found the management sensitoonsidering guest
complaints as having a high performance level, Bugtiests considered this
requirement not well enough performed. Also, Dudld English guests marked the
technical equipment used in the Case Hotel as behgptally new, clean and good

working, while Russian found the same item as beowgred at a necessary level.
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Table 4.17: Case Hotel's Performance Levels GiverylDifferent Guest Groups

Nationality
No Guest Requirements = = g <
E |§E |5 |8 |§ |8
3] 5 c S 5 =
o e L 14 [ O
1 Hotel should have a nice outlook, desig
furniture and overall a positive atmosphere n3—1 3. 3.38 | 340 4. 3.50
2 Hotel should have enough swimming pools, bars,
restaurants, elevators for the total amount of|tt%62 3.08 | 3.80 3.60
guests
3 Hotel rooms and hotel territory should b
absolutely clean 3.89 3.85 | 4.00 4.15
Hotel rooms should be comfortable 3.87 3.77|  4.00 3.55
All the technical equipment (air conditioners,
coffee machines, refrigerators, etc.) used in |tt&96 3.08 | 4.40 3.85
hotel should be new, good working and clean
6 | Offered room products (soaps, towels, efc.)
should be new and have an amount well enou@m3 3.62 | 3.60 3.50
for every person using that room
7 Food and beverages should be hygieni
delicious, high quality and diversified 3.08 3.77 | 4.00 3.90
8 | Services should always be offered immedialnelg 99 369! 3.20 3.70
and at the right time ' ' == '
9 | Staff should always smile and reflect their o
satisfaction with the job they are doing 3.96 362 380 3.75
10 | Staff should be professional and experienced | 403 4.00 | 3.40 3.20
11 | Staff's uniforms should always be clean anq 01 392| 3.80 3.05
good looking ' ' ' =
12 | Hotel should have enough staff in eve ™" 03 346 4.00 365
department ' ' '
13 | Reservations should be done correctly 4.12 3.62 | 4.20 355
14 | Guests should feel safe in the hotel area 4.24 4.00 20 3.55
15 | Management should be sensitive to guest wishes
or complaints 215 3.77 | 4.40 3.85
16 | Animation should be various 3.82 3.54| 4.20 3.70
17 | Sport activities should be diversified 3.65 3.69| 4.00 3.65
18 | There should be a Mini Club in the hotel 3.21 3.31 | 3.20 3.25
19 | Hotel prices should stay constant 4.08 3.85 | 3.40 3.65
20 | There should be special offers (special VIP price
lists, free SPA, free hairdressing, etc.) for repe&.89 3.62 | 4.00 3.60
guests
21 | There should be a dress code in the hg tej,89 277 | 3.20 295
especially at dinner = = | == ==
22 | There should be a good sound isolation in [th
rooms and in the hotel area %01 369 | 4.20 | 460 3.95
23 | Every procedure and service should be adapted ]
conformity with different cultures dbs 3.85 | 400 | 4.00 | 3.75
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4.3.4.1. Analysis of Variance for Performance Levsl

Similarly to the case of importance degrees, awag analysis of variance

will be used in order to find out if there are sooomsiderable differences between

points given to the implementation level of guesfuirements in the hotel, by guests

from different origins. Results are illustratedTiable 4.18.

Table 4.18.: ANOVA for Performance Levels With Reged to Nationalities of

Guests

Variation Sum of Degrees of | Mean Test P Value
Source Squares Freedom Square Statistic

Between

Groups 7.959602 5 1.59192 12.78073 0.000
Error

Within 16.44144 132 0.12455

Groups

Total 24.40104 137

P value is equal to 0.000, (P<0.05). It demongr#tat, from a statistical

point of view there is a considerable differencesMaen given point for performance

levels of 6 different nationalities. Thus,2 Will be supported. That means, the

performance ratings of each nationality differsdigantly.
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4.3.4.2. Weighted Performance Levels

Complementary calculations will be effectuated idev to find P’s value (the
average point), or the average of weighted perfaoadevels among all the guest

nationalities:

P1 — Hotel should have a nice outlook, design, fumeiftand overall a positive
atmosphere —

P1=3.61x0.58 +3.79 x 0.13 + 3.38 x 0.09 + 3.4D08 + 4.40 x 0.03 + 3.50 x 0.13
= 3.61. The given point for a requirement in a gugsup is multiplied with the
deviations’ result between the total number of ¢au@sside the group and the total
number of guests participating in questionnairelse Bame calculations will be
effectuated for the remaining 22 items and wilimteoduced in the planning matrix.
The final results are presented in Table 4.19. lest performed requirements are
illustrated with underlined bold, while the lessvered ones are showed by use of
italic characters. While analyzing the table’s iesut can be noticed that
requirements like “guests should feel safe in tbelharea”, “hotel rooms and hotel
territory should be absolutely clean”, “food andvéeges should be hygienic,
delicious, high quality and diversified”, “managamehould be sensitive to guest
whishes or complaints”, are among the most weligpered items in the Case Hotel
according to guests of all origins. Requirementssatering the implementation of a
dress code by dinner, the existence of a Mini Cilaé variety of animation programs
and sport activities and the hotel's outlook andigle are among the items to be

improved in the Case Hotel.
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Table 4.19.: Weighted Performance Levels of Guestdguirements

Weighted
No Guest Requirements Performance
Rating Average
1 Guests should feel safe in the hotel area 4.18
2 Hotel rooms and hotel territory should be absojutéan 3.96
3 Food and beverages should be hygienic, delicioigh huality and 4.00
diversified -
4 Management should be sensitive to guest wishesraplaints 4.02
Hotel rooms should be comfortable 3.82
6 Every procedure and service should be adapted mfowuity with 383
different cultures
7 Staff should always smile and reflect their satisém with the job they ar¢ 3.89
doing
Services should always be offered immediately dridearight time 3.89
9 Hotel prices should stay constant 3.9
10 | Staff's uniforms should always be clean and goadkilog 4.01
11 | Hotel should have enough swimming pools, barsateants, elevators far 362
the total amount of the guests T
12 | Offered room products (soaps, towels, etc.) shddldhew and have an 288
amount well enough for every person using that room
13 | Reservations should be done correctly 3.99
14 | Staff should be professional and experienced 3.89
15 | Hotel should have enough staff in every department 3.92
16 | All the technical equipment (air conditioners, egffmachines, 385
refrigerators, etc.) used in the hotel should bhe, gwod working and clean
17 | There should be special offers (special VIP pricts| free SPA, free 381
hairdressing, etc.) for repeat guests
18 | There should be a good sound isolation in the roamasin the hotel area 4.01
19 | Animation should be various 3.83
20 | Hotel should have a nice outlook, design, furnitarel overall a positive 361
atmosphere T
21 | Sport activities should be diversified 3.70
22 | There should be a Mini Club in the hotel 3.25
23 | There should be a dress code in the hotel, espeatadinner 2.83
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4.3.5. Planning Matrix

With the help of Case Hotel's guests and theirvactparticipation, the
importance degrees of guest requirements and pleeiormance levels in the hotel
were identified. In addition, the members of theDQieam calculated values of the
hotel's performance goals, improvement ratio, ponftsales, situation of the
competitor, and the raw importance weight for evgugst requirement. All of these
rates were introduced in the planning matrix. Rssaf this entire process can be
analyzed in Table 4.20. The detailed descriptiorthef most important numerical
values, their meanings and relationships betweem till be given while analyzing

the whole House of Quality.
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Table 4.20.: Case Hotel's Planning Matrix

s s 8s |§ |E |5 3 |3 8
Guest Requirements 35 | 2388 % g E Eg S.| & 5.
55E 258 £ £5 | 89k 255 £:85
SEE 5288 |88 |EE|& |8EZ| SEES
Guests should feel safe in the hotel area 459 | 4.18| 450! 5.00 1.20 1.5D 24 6.26
Hotel rooms and hotel territory should D& x| 396! 5000 500 126 120 6.88 508
absolutely clean ' ' ' ) ' ' ' '
Food and beverages should be hygie 1i91 53| 400! 450 500 125 100 546 431
delicious, high quality and diversified ' ) ' ) ) ' ' '
Management should be sensitive to gueszf 39| 402| 450! 450 112 150 746 5.06
wishes or complaints ' ' ' ) ' ' N '
Hotel rooms should be comfortable 436 | 3.82| 450/ 450 1.18 15p 7.71 5.86
Every procedure and service should |be
adapted in conformity with different 4.35 | 3.83| 4.00| 450 1.17 1.0p 5.11 3.88
cultures
Staff should always smile and reflect th air4 31| 389| 400/ 450 116 120 5.99 45n
satisfaction with the job they are doing ' ' ' ) ' ' N '
Services should ~always be offered) 55 |\ 389 450 450 116 1.20 595 459
immediately and at the right time
Hotel prices should stay constant 427 | 397| 450/ 450 1.18 1.2p 5.80 4.41
Staff's uniforms should always be clean, ,q |\ 41 | 450 450 112 1.00 477  3.68
and good looking
Hotel should have enough swimming
pools, bars, restaurants, elevators for [thé.25 | 3.62| 4.00| 450 124 120 6.35 4.88
total amount of the guests
Offered room products (soaps, towels,
etc.) should be new and have an amourlt os | 388! 450l 450 116 100 443 375
well enough for every person using that™ ‘ ‘ ' ‘ ' '“ e
room
Reservations should be done correctly | 425 | 3.99| 450/ 450 1.18 100 4.79 3.64
Staff should be professional afd >, | 39| 450 450 1.16 1.0p 490  3.78
experienced
g"te' should have enough staff in every, »» | 395 | 450 450 1.15 1.00 484  3.68
epartment
All the technical equipment (air
conditioners, coffee machines, 409 | 385| 450 450 117 100 477  3.68
refrigerators, etc.) used in the hotel
should be new, good working and clear
There should be special offers (spegial
VIP price lists, free SPA, free 409 | 3.81| 4.00f 450 118 120 5.719 4.40
hairdressing, etc.) for repeat guests
There should be a good sound isolation iq 07 | 401! 450 450 112 100 457 3.47
the rooms and in the hotel area ' ) ' ) ) ' N '
Animation should be various 404 | 3.83| 450/ 450 118 15p 7.13 5.42
Hotel should have a nice outlook, design,
furniture and overall a positive 3.95 | 3.61| 4.00f 4.00 111 120 5.24 3.99
atmosphere
Sport activities should be diversified 392 | 3.70| 4.00, 4.00 1.08 1.2p 5.08 3.87
There should be a Mini Club in the hotel 368 | 3.25| 4.00 4.00 1.23 1.00 4.53 3.44
There should be a dress code in the hg te§, 61 | 283| 400 400 141 100 511 388

especially at dinner
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4.4. HOUSE OF QUALITY ANALYSIS

In analyzing the HoQ, it is logical to start witts ifirst phase completed —
customer requirements. Since this study was coeduct the frame of hospitality
industry the term “customer” was often replacedhwibe term “guest”. While
looking at the importance ratings of guest requésts inside the planning matrix it
is possible to understand which of the listed resraents are more important for
hotel guests. In this Case Hotel situation, it hasn observed that “guests should
feel safe in the hotel area”, “hotel rooms and hteeitory should be absolutely
clean” and “food and beverages should be hygietddicious, high quality and
diversified” are among the most requested needbisfhotel guests. At the same
time the ability of “management to be sensitivgbest whishes or complaints” and
the comfort of hotel rooms were see as being aé&sg important for people who
decide to spend a holiday at Case Hotel. Also, wbeking at the results of the Case
Hotel performance, it can be understood that thetysaf the guests in the hotel area,
the ability of hotel's managers to be sensitivegteest whishes or complaints, the
cleanliness of the staff’'s uniform and the highelesf rooms and territory’s sound
isolation are among the well performed and goodiemented requirements in the
hotel's activity. From other part, when analyzinge tsame column, it can be
specified which guest requirements are not comlgldidfilled or just partially
covered by the hotel. In this case, a dress codaglthe dinner time, the Mini Club
and generally, the animation and sport activitieesent the necessity to be

improved.

The competitor analysis gives the possibility talenstand which details are
to be improved in the hotel’s activity. Also it g the permission to establish the
hotel's new performance goals. In Case Hotel, fsthbduld always smile and reflect
their satisfaction with the job they are doing’efgices should always be offered
immediately and at the right time”, “hotel's pricebould stay constant”, “hotel
should have a nice look, design, furniture and @Vex positive atmosphere” are

some of the requirements to be better planned atdmthe future.

108



Data from the “Point of Sales” column give the plosity to observe which
guest requirements are influencing the increasalels more, while the data from the
“Normalized Raw Importance Weight” illustrates wiiguest whishes and needs are
more important in providing customer satisfactiomsidering competitors and sales
concern. At this point, meeting of requiremente lilguests should feel safe in the
hotel area”, “hotel rooms and hotel territory shibube absolutely clean”,
“management should be sensitive to guest whishesoomlaints”, “hotel rooms
should be comfortable”, “animation should be vasigware found to provide more
satisfaction considering the hotel guests. The géramalysis of guest requirements
and the planning matrix offers the possibility @ out which are the whishes and
needs to be improved during the development ofl'sdbesiness activity in order to
gain competitive advantage. The evaluation proceksthe most important
requirements, with regard to normalized raw impweaweight, emphasizes which
changes are to be made in the future activity ef hiotel, having as basis the
available human resources and budget requesthiitdpic, the example of dress
code implementation in the Case Hotel could begmiesl as a requirement whose
improvement ratio was calculated as being highaktu 1.41, while the weighted
importance degree given by guests for the samarezgent has been evaluated very
low (3.61), thus the normalized raw importance \Weigf this item was found as
being also relatively low (3.88). At the same tirttee Mini Club activity in the Case
Hotel was found as being unimportant consideringdrtance degrees, POS, raw
importance weight and normalized importance wergherical values. It happened
also in the case of item related to sound isolatiothe hotel area. Vice versa,
specifications as safety, management’s sensitigetoeguest whishes or complaints,
comfort and animation were evaluated as influenandpt, especially the POS
activity. Due to similar examples, the hotel mamaget has the opportunity to plan
its resources in a more productive way, while us@erding exactly what the guest

necessities are and which of requirements are wriiamt for hotel visitors.
Technical specifications represent also an imporg@oint to be analyzed

inside the HoQ. Every technical specification wasnid out according to listed guest

requirements in order to meet the hotel customesgectations better. When
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examining technical specifications it is possildeunderline which ones are more
important in providing satisfaction of guests. “poyees’ competence”, and at the
same time, “product quality”, “optimal quantity tfe staff’, “hygiene” and “social
facilities” are to be found as representing thedileg positions in achieving
satisfaction of hotel guests. This analysis oftées possibility for the QFD team to
underline the critical factors among technical #p=tions and to focus on these

while planning its future activity.

The relationship among guest requirements and temhrspecifications
highlights also an idea about how to increase tbeells performance in the
achievement of guest expectations. In presented, aasstrong relationship was
established between the requirement “hotel showalde ha nice outlook, design,
furniture and overall a positive atmosphere” ana ttechnical specification
“territory’s outlook”; the requirement “hotel shaluhave enough swimming pools,
bars, restaurants, elevators for the total amotugtiests” and technical specification
“optimum capacity of the service unit”; requiremefiiotel rooms should be
comfortable” and technical specification “comfortdadesign”; requirements like
“hotel rooms and hotel territory should be absdutdean”, “food and beverages
should be hygienic, delicious, high-quality and etsified” and technical
specification “hygiene”; the technical specificatitproduct quality” was found as
totally covering requirements like “hotel rooms shib be comfortable”, “all the
technical equipment used in the hotel should be, wd working and clean”,
“food and beverages should be hygienic, delicidugh-quality and diversified”,
while the technical specification “employees’ cotgpee” was found as being in
strong relationship with requirements like “hotebms and hotel territory should be
absolutely clean”, “food and beverages should bgiemyc, delicious, high-quality
and diversified”, “services should always be ofteienmediately and at the right
time”, “staff should be professional and experielicd moderate relationship was
established between requirements like “hotel ro@md hotel territory should be
absolutely clean”, “services should always offeérachediately and at the right time”
and the technical specification “optimal quantitf tbhe staff”, while the same

technical specification was found in a weak relalip with requirements like
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“reservations should be done correctly”, “staff sldoalways smile and reflect their
satisfaction with the job they are doing” and “@aehould be special offers for repeat

guests”.
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Table 4.21.: The Case Hotel's House of Quality

-
© m ™ © © o] < N — ™
ybrap aouenodw| | s < S @ es) 0 0 | < @_|
mey pazirewlon | © w w ® A B B ™
=t o T
© Ln wn n n
< @ © —
NIRRT > |8|°| K
wbBap souenodw mey | ® ™~ ™~ ~
B8 & 188
o o o 3 o - i | 4 8
Lﬂ.l R Q ‘_il | o
L - L
S9[es Jo ulod
(o] N~ © © ™
A = = =
o © [Te) ﬁ i — - - — ﬁ
N N N - -
oney uswanoidw| | « . —
I_{C)_’ Q Q 8 Q
o 4 n n ) | W0
8.| g | 2 B |~Y| ¥ | ¥ |v|<| 8
[eos) aouewlopad | £ o ol ~ ~
> =4 = =4
o o o o 0 Q o 0 | o
Ire) o.l 0 Ire) < < < < | < re)
Jomadwo) | < 0 < < <
SIS 8 | 225
souewlopad | % 8 S <r| poc pic poc o | o 2
pawybiapn [910H aseD | « ™ <
Ln [92] ()] O n — [ee) N~
Buney %_ 0 0 ™ ™ ™ ™ NN ﬁ_
: < < < <
aouepodw| payybiapn ql | | M M M ¥ M
uoneluawa|dwi
apod ssalqg
sanljioe} [eros
uonewiuy
Ayredwg ™ o
S80IM8S Alndag | A
iwa)qoid anj0s
01 Alljige sjuawabeuep okt
s9|nJ wol} suondaoxy e}
aoualadwod saakojdwg 0 0 ™ 0 0 [T}
Bunjooq Aseq -
awin Jo asn aAldayg o
yels
ays Jo Amnuenb rewndo ® “' ™
wioHun o
Aurenb 10npoid o) To)
aoueUBIRW dAIRINBaI
pue aAnuanald
auaIbAH 0 o)
ubBisap pue o0 0
HuN B2IAIBS
ay} jo Aoedes wnwndo
300N0 S A101118 |
[=
o —_ =
= c o - )
" £ =y @ @ 02 o 3
= () £ < o O a2ge g+ n > o
€ R . 5 - |lac |o s |€ > |8 25
@ < |o 40|26 |2 |89 (o5 | |8 |3
£ @ 1o 8322z |5 |[ER8 |oS |2>s |28
g T €2 |28% 32 |3 |S0E |zoocgs |5
= Q UQ:E:5£$ o vaT ;w.EUEO wn S
=3 cg82 883225 |F |SzE |E585T|5 |ES
9] S @ Sle S35 = 8]
@ 3223585352 20835 |vE028w |50
B cSEGHTTEECLES8s 2 |29s|2E8 |Eg
n = O O @ o c @ = 0= O x 0 .= = o
8 ,@%9?‘5%'5’3%;29‘5‘18§$%85‘8vQ%igg
o 2z 2955 2E|C e s EgS L5 sasE s gs
SolcEB8¢ 88550585558 8e|lada5820
OSTLELAOT|I=n O|TOo|ll v © 0|0 8.2 BT ol © L

112



€Tt

88'¢

00'v

00'v

3p0od
SSalp e 8g p|noys a1y L

3

00'v

00'v

anio
IUIN B g pNoys 219y L

L8'€E

00'v

00'v

PaYISISAIP
8q pjnoys saninoe uods

vZ'S

0cT

00'v

00'v

S6'C

alaydsouwie
annisod pue 3oopno
991U B aARY pINoYs |910H

(tisn74

DS'v

vo'v

snolea
8 p|noys uonewiuy

0s'v

0S'v

L0V

[2104 8y} Ul UoNe|os| punos
poob e aq pjnoys alayL

asv

DO’V

60V

s1sanb 1eadal 10} SIay0
[eroads ag pjnoys aiay L

I'T

0s'v

S'v

E8'E

60V

ues|o

pue Bupjiom poob ‘mau

a( p|noys |a10y 8y} ui pasn
juawdinba eoiuyosal ayl v

Tt

asv

DSV

c6'E

ecy

Juawiedap A1ana ul yels
ybnoua aney pjnoys |310H

€L'E

o

T

as'v

DSV

68°C

vev

paousiadxa pue
[euoissajoid aq pinoys yeis

v9'€

't

as'v

SV

66°€

Sy

Apo8110d
BUOP 8¢ PINOYS SUONeAIaSaY

GL°€

T'T

asv

DSV

88°C

Sy

wool

1ey) Buisn uosiad A1ans Joj
ybnous pue mau aq p|noys
sjonpoud wool palayo

€8y

GE'9

0C'T ve'T

(tisn74

DO'¥

c9'¢

Scv

sisanb

3y 4O JuNowe [e10} 3y}

10} SI01eA9|3 ‘SlueINelSal
‘sreq ‘sjood Bulwwims
ybnoua aney pinoys |910H

1yb1apn @ouenodw|
Mmey paziewioN

wbram

aouenodw] mey

sa[es Jo Wiod

oney uswanoidw|

|e0o aduewlolad

Jomadwo)

UJUCW.{U*JUG
pawybiam
|910H ase)

pawybam

Buirey aouenodw|

uonejuawalduwi

9P0I ssalg

salljioe) [e190S

uonewiuy

Ayredwg

$32IA18s AIN2as

A0S 01 Aljiqe
s uawabeuey

woyy suondaox3y

Ss9ako|dw3

Bujooq Aseq

awli} J0 3sn aAaYg

yels ayy

jo Anuenb rewndo

wiopun

Aurenb 1onpoid

aoueUSIURW

annenbal
pue aAnuanald

aualbAH

ubisap pue LojwoD

1uN 32IAI3S 8y}

10 Ayoedes wnwndo |,

300[IN0 S, AI0NIIB |

sjuswalinbay 1sen




4.5. CONCLUSIONS

Managing service quality has always been a targetniost hospitality
organizations because it results in customer satish that every organization
intends to accomplish. The more influence an ommim@n has over its service
quality, the better it will have control over itauistomer satisfaction (Grénroos,
2009:82).

QFD is an instrument which has the characteristiasonverse all functional
components inside an organization providing a pcodbiservice. It is carried out by
a large team in order to meet the most importastotner whishes and needs.
Although QFD model is very detailed and structureat, at the same time flexible

and easy to be understood, it influences the orgéinnal development a lot.

With the practical implementation of the QFD methdte customer
requirements can be understood better. It offeegpthssibility to listen to the Voice
of Customers and according to this to find new smhs in covering customer needs
and respectively, gain competitive advantage. WIih right understanding of
customer needs, a customer-focused decision-makiocess can be planned in a
more productive way. A multi-functional team-worlkanc design some problems
which can be prevented before they occur more. QR® model offers also the
possibility to use time more efficiently. It infloees the process of providing high
guality services, increasing the customer satigfact establishing a higher

organization’s image and influences sales in atippesiay.

This study was undertaken to analyze the expeotatal foreign tourists
from a five star hotel in Turkey. The purposes bis texploratory-descriptive
research were (a) to identify the most underliregirements of guests of different
origins which come to spend their holiday in Turkfgse star hotel; (b) to analyze a
concrete hotel in order to find out the importadegrees of presented requirements
established by this hotel guests; (c) to identifg performance levels of presented
requirements in the Case Hotel; (d) to implemeat@*D model and to build a QFD
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team in order to find out the most important techhspecifications to be established
in order to meet the guest needs and which is ¢heahbsituation of the Case Hotel
considering one of its main competitors; (e) toniifg new performance goals for
the organization and to calculate the improvemetitor point of sales, raw
importance weights and normalized importance wsightorder to provide a better

quality of services and to gain competitive advgata

This study was conducted in a five star hotel irtafya. Through methods
like going to the GEMBA, focus groups, observatiorss list of customer
requirements was formulated in order to specify ithportance degrees of these
requirements for the hotel guests and the perfocm#vels of these requirements in

the hotel. A questionnaire technique was implengente

The most important guest requirements were clasisds “guests should feel
safe in the hotel area”, “hotel rooms and hoteittay should be absolutely clean”,
“food and beverages should be hygienic, delicibigh quality and diversified” and
“management should be sensitive to guest whishesmplaints. From other hand,
requirements like “there should be a dress codienhotel, especially by dinner”
and “there should be a Mini Club in the hotel” wédentify as less important for

hotel's guests.

It was found that importance degrees and performéenels evaluations of
the customer requirements differ significantly witbgard to nationality of the
guests. Turkish guests were found as being morgeekiin their expectations
considering a five star hotel, while English guestemed to be not so critical in their
whishes and needs. Also, Russian and Turkish ghastsbeen observed to be more
satisfied with the performance levels of listedtooser requirements in the Case
Hotel, while guests of other origins, like Serbi&ymanian, French, Swiss, etc.

evaluated the majority of customer requirementsesisg not enough performed.

Since a QFD team was formed, some technical rageinés were specified

in order to cover the guest wishes and needs. Affeur months working process of
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the QFD team, “comfort and design”, “employees’ patence”, “product quality”,
and “optimal quantity of the staff’ were identifie@s most important technical
specifications. Results presented in the HoQ,tiiis that the technical specification
related to the hotel employees’ competence sedmwe a strong relationship with a
lot of customer requirements. It means that thelhmanagement and the Human
Resources Department especially, should be moenta# and exigent while
acquiring people and future hotel employees. Ademe points to be focused on are
the hygiene and the quality of products used, itemnigh can also improve a lot the

hotel's future activity.

During the accomplishment of this study, it wadtsund out that customers
generally consider the way how the service emplayeservice provider performs
recovery efforts, how adaptable the service em@oye service provider is, how
good the spontaneity is and how good the servigel@me or service provider is in

solving customer’s problems.

There were also some difficulties to be passedutiiravhile working on the
creation of the HoQ. It is not so easy to underbtédre guest requirements and to
establish the right technical specifications foerth that is why it caused long
discussions and debates inside the QFD team befoning to a common result. It
was also difficult to concentrate on the entirenpiag matrix and to manage it since

the number of columns began to grow.

4.6. LIMITATIONS OF THE STUDY AND RECOMMENDATIONS
FOR FURTHER STUDIES ON QFD

During this study many factors may have affectes risults of this work.
First, this study was conducted at the end of &asan, factor which can influence a
lot the results of the established hotel perforrearatings. Since one of the hotel's
strategies is to reduce the number of employeesngfavith October and until April
every year, it is logical that this fact influenadée quality of offered services a lot

and affects generally the hotel's performance led¢lthe same time, some small
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construction works were held in some of the hoteha and outside it, at the time
when this study was performed. This could influen@spondents in their

evaluations.

Another limiting factor is the risk that respondentay not accurately answer
to the questionnaire or they may avoid giving infation about their personal data,
or expressing their true positive or negative apiniand instead giving neutral
responses. Respondents may also misunderstand goestions and thus give
answers that do not reflect their true opinion.the same context, from the total
amount of 250 questionnaires offered to guestgmount of 151 questionnaires to

be correctly fulfilled and analyzed can be consdea disadvantage.

The establishment of technical specifications drel grocess of identifying
the relationships between technical specificatiand given guest requirements are
not an easy mission. It can often conduct to lorsgu$sions and serious debates
inside the QFD team, which can be also considesetieing a limiting detail in

accomplishment of this study.

Finally, at the time when this research was coretijahe hotel management
was concentrated a lot on other project, includivgbuilding of a fifth hotel in their
resort, so logically, all the resources and budgete planned according to this. It
influenced a lot the establishment of performanoealg of Case Hotel. This fact,
impede also the implementation of a more wide QFR@eh That is why it can be
recommended for the further similar studies on Q&@nalyze more extensive the
technical specifications and customers overallstattion, with establishment of a
Pareto diagram and with the computation of raw irtggwe weight and normalized
raw importance weight for every single technicaafcation given in the planning
matrix. At the same time, establishment of a catr@h matrix in the HoQ can be

recommended for further studies, as it could chamgefluence the final results.
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4.7. RECOMMENDATIONS TO THE CASE HOTEL

As main recommendations to be specified, addingemangibility in the
service encounter of the hotel will minimize thekriof having a big gap between
customer expectation and perception. Cultural dspe@nother point that will
influence the performance of a quality service m&fein Case Hotel. Also, having
detailed service blueprint for every service operawill help Case Hotel have more
control over service encounters and ensure seexcellence. In the same context,
some changes should be introduced in the orgaoidtculture in order to motivate
all Case Hotel's departments to work as a welltbtébm in achievement of a
common goal and in accomplishment of a common omnssht the same time, the
Case Hotel's Human Resources Department shoulckigerg enough in acquiring
experienced and professional employees. The Casel Hmnagement should be
attentive to the number of employees working in tiegel, while a right and
optimum capacity of the staff in the hotel areduence a lot the quality of offered
services. It would be also agreeable if there wdnddsome activities performed for
the hotel employees’ in order to improve their waonbotivation. Finally, several
kinds of trainings will be also necessary for empls, such as: multicultural
training programs, language training programs anaors
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APPENDIX I: Questionnaire

Dear Guests,

Nowadays, the increasing service quality in thepitabty industry is very important.
Through this questionnaire the real and the mogtomant guest wishes and
expectations considering our hotel could be spetifind serve as a basis for a
research considering this area. The main goalisfstiudy can be reached only with
your help and involvement. All of personal informoat presented in this
guestionnaire will remain confidential. The datdlexied and the results of this
questionnaire will be introduced in a master deghesis research performed at the
MBA Faculty.

Thank you for participation.
Cristalina DANII
Dokuz Eylul University, Faculty of Business Admitnetion

PART 1

1. Where do you come from?

2. Your Gender
( ) Male

( ) Female

3. Your Age

( )18-24

( )25-34

( )35-44

( ) 45-54

() 54 and more
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4. Your Profession
( ) Manager

( ) Worker

( ) Retired

() Own business
( ) Student

(
(

) No working

Your Education
) Elementary School

) High school

) Master Degree

5.

(

(

() University
(

( ) Doctorate
(

6. How often do you spend your holiday in our hotel?
( ) Less often than once in 2-3 years

() Once in few years

( ) Onceinayear

() More than once in a year
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PART 2

Guest requirements expected from a hotel resorpr@sented bellow. Please, while
reading and analyzing all of these requirementscifp the importance degree of
these requirements for you and, respectively, ¢évellof their performance in our
hotel, by circling the related and appropriate nuocad value.

IMPORTANCE DEGREE PERFORMANCE

LEVEL
. <
¢ € §; ‘g
GUEST §8] 24z |8z @ s
REQUIREMENTS { 0| »« @ { & £| © I =
{2 258806 | = = Tl =
£i5|2E5E [2/2]/8|=/F|8
Hotel should have a
nice outlook, design
ice outlook, design, |, | | 4 4| 5| 1] 2| 3] 4 s

furniture and overall a
positive atmosphere

Hotel should have
enough swimming
pools, bars, restaurants, 1 2 3 4 5 1 2 3 4 5
elevators for the total
amount of the guests

Hotel rooms and hotel
territory should be 1 2 3 4 5/ 1| 2| 3| 4] 5
absolutely clean

Hotel rooms should be
comfortable

All the technical
equipment (air
conditioners,
refrigerators, etc.) used 1 2 3 4 5/ 1| 2| 3| 4] 5
in the hotel should be
new, good working and
clean
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IMPORTANCE DEGREE

PERFORMANCE LEVEL

GUEST
REQUIREMENTS

Very
Unimnortan
Unimportant
Neither
Important Nor
Unimbortan
Important

Very Important

Very Low
Low
Moderate
High

Very High

Offered room products
(soaps, towels, etc.)
should be new and have
an amount well enough
for every person using
that room

Food and beverages
should be hygienic,
delicious, high quality
and diversified

Services should always b
offered immediately and
at the right time

Staff should always smile
and reflect their
satisfaction with the job
they are doing

Staff should be
professional and
experienced

Staff's uniforms should
always be clean and goo
looking

Hotel should have enoug
staff in every department

Reservations should be
done correctly

Guests should feel safe i

the hotel area
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IMPORTANCE DEGREE

PERFORMANCE
LEVEL

GUEST
REQUIREMENTS

Very
Unimportant
Unimportant
Neither
Important Nor
Unimportant
Important

Very

Important

Very Low
Low
Moderate
High

Very High

Management should
be sensitive to guest
wishes and
complaints

(631

=
N
w
N

Animation should be
various

Sport activities shoulg
be diversified

)

There should be a
Mini Club in the hotel

Hotel prices should
stay constant

There should be
special offers (special
VIP price lists, free
SPA, free
hairdressing, etc.) for
repeat guests

There should be a
dress code in the
hotel, especially at
dinner

There should be a
good sound isolation
in the rooms and in
the hotel area

Every procedure and
service should be

adapted in conformity
with different cultures
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