Quality Management models for the Services of a Tourist Destination or Company
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Main issues related to quality management
in local and national tourism destinations?
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MAIN ISSUES RELATED TO QUALITY
FOR TOURISM DESTINATIONS
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Are there international quality norms for tourism?

There is no international norm which provides a
complete response for the whole tourism sector,
but there are numerous local, regional and
national referents, which can be used as examples
of “good practice”

The setting up of international standards /
referents / best practice is common practice in
other sectors of activity
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Who is currently promoting / taking part in
the establishment of international standards?

The UNWTO: standing point on its agenda; TedQual certification

The ISO, especially the recently established technical committee on
“Tourism and Related Services” (ISO/TC 228)

The Council for Trade in Services of the World Trade Organization:
promoting disciplines/ codes of conduct

National consumer platforms, especially in Europe

Various tourism industry forums: such as international airports and rural
tourism establishments in Europe

National institutions: defining new standards for tourism activities

Private sector: accommodation chains, tour operators, GDS systems,
etc.
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Application scope of quality in tourism destinations
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FOCUSED APPROACH TO QUALITY
FOR TOURISM DESTINATIONS
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local
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Where to begin: The tourist satisfaction chain

To get To book and To stay in

information to get there the destination

Intermediation

& transportation (EEITIERE

Information

* Internet o * Hotels

8 Operators
services P « Apartments
« Travel -
* Call « Villas
Agents "
centers ) « Private rooms
. « Airplanes )
* Tourist b . « Campsites
. ) + Airport-city transport
information ) « Lodges
5 * Ferries & Boats
offices * Resorts
+ Coaches/ R .
« Etc. « Cruise ships
buses
. « Etc.
« Taxis
* Rent-a- car

« Etc.

To enjoy
the destination

Attractions
& leisure
services

* Natural / cultural
attractions

* Tourist guides

* Sport & health care
activities

« Excursions

* Theme parks

« Events

* Meetings facilities

« Food & beverage
services

« Night entertainment

* Etc.

Safety &
Security

Physical Competitive
environment framework

Underlying

Access and
communication environment

Human / social Political
environment environment

Support services

« Banking, health care, security, telephone communication, etc.
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Quality management for the whole local destination
A systematic approach

Project Phases

Quality System Implementation
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Current situation assessment:
identifying quality gaps crossing 3 points of view

Customer

Local / \. Outside
stakeholders experts
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> 8 R Cross-sector quality factors

YA\ and quality management tools
R\

A

- Technical skills

- Languages

- Attitude

- Personal appearance
- Security

- Environment

- Maintenance

- Cleanliness

- Information

N

15 cross-sector factors

10- Price/quality relationship

45 quality management tools which can be - Product variety
applied across all sectors to improve the _ Additional services
15 factors - Service speed/efficiency
- Opening Hours
- Sign posting system
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The present international situation concerning thée
degree of use of tourism quality systems

* Quality management systems:

— Several initiatives in national destinations (Spain,
Switzerland, Italy, Malta, ...)

— Numerous initiatives in the field of the environment with
public or private certification: more than 100 certification
labels have been identified in the world although few of
them really stand out more than the others.
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The present international situation concerning the
degree of use of tourism quality systems

* In general: a high level of interest but a very low level
of use. Very recent technology still at a very
experimental stage.

* Product certification:

— Several initiatives exist (including the WTO) which
establish indicators, but there are no certification systems
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E Reference schemes: Spain

> SICTED: Integrated Quality System for (Local) Tourism
Destinations
http://www.sgt.tourspain.es/paginas/CalidadDestinos/Sistemalntegral.a
sp?menu=integral&scroll=cdestinosSictedIntro

>“Excellence” Plans for mature destinations
http://www.sgt.tourspain.es/paginas/CalidadDestinos/PlanesExcelencia

Mapa.asp?menu=excelencia&scroll=planexce
>“Excellence” Plans for mature destinations

http://www.sgt.tourspain.es/paginas/CalidadDestinos/PlanesExcelencia
Mapa.asp?menu=dinamizacion&scroll=dinamiza
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Approach by sectors:
Establishing standards for specific sectors of activity

BRAND to Information levels Compulsory/voluntary?

guarantee
information

Category
5 l: Special labels

+ Specialization / differentiation

fm Quality labels .

N/ - + 3 possible levels C\J’glt{?nntgl&

~— for classified
lodging units

Quality management process
* Internal system to quarantee
quality and oriented towards total
quality objectives

Product certification: steps 1 to 3 Quality management certification: step 4
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How the “Management Body” can lead the elaboration
process of quality indicators for destinations

Step 1:
understanding the overall scope of quality

Step 2:
assessing the current situation of the destination to identify
improvement priorities by sectors of activity / cross-sectorial factors

Step 3:
defining the core businesses as a tourism destination (urban, cultural,
coastal, natural, etc.)

Step 4: using international references as a benchmark to establish its
own list of standards
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Defining and managing quality in the destination

Creating a management body for tourism quality in the destination,
based on a public-private partnership, whose objectives should be:

+ Generating awareness regarding quality issues among public and
private organizations in the destination and the local population

+ Defining quality values, criteria and indicators encompassing the
whole quality chain

+ Building up consensus (in charge of the management body) among
local stakeholders regarding quality issues, priorities and action plans.

+ Monitoring quality improvement programs, performance indicators
and dynamising the overall quality improvement process in the
destination

What tourism destination managers
should think about?

Based on the presentation, think about the following issues:

How do you see the application of these international best practices in
your Regional, National or Local context:

+ How much can be applied?
+ How much needs to be adapted, in which scope and how?
+ Do we need to add any other practice?

A systematic approach is proposed in UNWTO worksheets for tourism
destinations:
http://www.unwto.org/quality/std/en/pdf/03_2_frm_cia_dest.pdf
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What tourism destination managers
should think about?

Specific issues to be addressed, related to the design and
implementation of a quality system for a tourism destination:

+ Technical system: which norms and standards should be adopted?

+ Which kind of auditing, certification and accreditation system should
be implemented?

* Which management and organization system of public-private
partnership should be recommended?

+ Internal promotion (among organizations within the tourism
destination): which actions should be undertaken?

+ External promotion to tourists, intermediaries and sponsors (press for
instance): which actions should be undertaken?

* Financing system: how to fund all the above?
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HOLISTIC APPROACH TO QUALITY
Quality = sustainability
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Five keys to success for managing quality
in tourism destinations

1. Value chains and weight on
“intangibles”
Step by step
Independent audit and
certification

Public-private co-operation

Strong link with individual _{'-ﬂ"!"
company & destination i! y
promotion
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WTO indicators of sustainable development

for tourism destinations
http://www.world-tourism.org/frameset/frame_sustainable.htm|

The new guidebook describes over 40 major sustainability issues, ranging from the
management of natural resources (waste, water, energy, etc.), to development control,
satisfaction of tourists and host communities, preservation of cultural heritage,
seasonality, economic leakages, or climate change, to mention just a few.

For each issue, indicators and measurement techniques are suggested with practical
information sources and examples. The publication also contains a procedure to

develop destination-specific indicators, their use in tourism policy and planning processes,
as well as applications in different destination types (e.g. coastal, urban, ecotourism,
small communities). Numerous examples and 25 comprehensive case studies provide

a wide range of experiences at the company, destination, national and regional levels
from all continents.
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Agenda 21

http://www.unep.org/
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Agenda 21 and Tourism e GREEN GLOBE

http://www.greenglobe21.com/

* Key Aspects
Sustainable tourism strategies
and local management tools

> Establish effective structures for the
participation of tourism agents;

» Design a sustainable tourism
strategy integrated into local
development and linked with the
destination’s other productive and
economic activities;

|

Tourism actions estéb!ished "Management

> Identify and implement a set of ina Local Agenda 211+ ’ = structures

actions for the economic, social and
environmental sustainable
development of the destination.
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GREEN GLOBE

* Key data

> A global system for the Benchmarking,
Certification and Improvement for
Sustainable Tourism. List of sector: hich indicators
» Based .on Agenda 21 and the principles have been developed
for Sustainable Development approved by the -
s . 3 Accommodati | Car hire Marina Campsites.
Earth Summit in Rio de Janeiro. on e Railways Vineyards
> Provides companies, communities and GUIIEET || €D Restaurants | Visitor centers
. . . affce Crise ships | Resorts
consumers with a guide for sustainable Aerial Exhibltion hals
management. cglﬂeway Farm stay Operators
. i P Arines Golf course | Tour
> Specific certification standards have been Airports oy
developed for Ecotourism. ‘:;:pames (tiaes )
» With members in approximately
50 countries.

Tour

Other reference schemes:
European Union

> EMAS (Eco-Management and Audit Scheme)
http://europa.eu.int’‘comm/environment/emas/index_en.htm

> Towards quality tourism: Integrated quality management (IQM) of:
a) Rural destinations

b) Coastal tourist destinations

c) Urban tourist destinations
http://europa.eu.int/comm/enterprise/library/lib-tourism/
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GREEN GLOBE

» Main benefits

»Cost savings: through the integrated
focus on waste consumption

» Competitively: through the Annual
Benchmark Advisory Report which allows
comparison with Green Globe’s own
benchline.

» Consumers: greater orientation towards
mayor orientation growing environmental
awareness indicated by 84% of consumers
» Community: Reduction of the

» Greenhouse Effect as part of the
»Benchmark process.

Thank you!
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International Tourism & leisure Consultancy

Calle Calaf, 24, 4°, 3% 08021 Barcelona (Spain)

Tel. (34) 934 440133 Fax (34) 934 390 590
cdebruyn@mhiturismo.com

www.mhiturismo.com
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