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About the conference

“Contemporary Trends in Tourism and Hospitality - CTTH 2011” is international
conference regarding research in tourism, leisure, hotel management, gastronomy
and multidisciplinary studies. The CTTH is traditionally organised since 1997 du-
ring the International Fair of Tourism at Novi Sad Fair, for the 14th time this year.
Until 2009 it was annual, when it was rearranged as biennale.

The scientific meeting comprised the following topics: contemporary tenden-
cies in tourism, sustainable tourism development, cultural tourism, economical as-
pects of tourism and leisure, marketing and management, hotel management, spe-
cific forms of tourism, animation in tourism, hospitality and gastronomy.

The title of the CTTH 2011 is “Via Danube, the main street of Europe”. From 14
Danubian countries, eight are EU members. This region is populated by 115 million
people and development of tourism could contribute better positioning of each of
the Danubian countries on tourism, and economic and business maps of Europe
Danube strategy is expected to bring more progressive economic and social devel-
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opment of the Danube region and promote more balanced regional development
and the quality of life. This year’s scopes and themes could be seen.
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MARKETING AND E-TOURISM

Measuring Business Outcomes

within Macedonian Travel Companies

Elizabeta Mitreva PhD*, Vesna Prodanovska MA, Cane Koteski PhD,

Zlatko Jakovlev PhD, Tanja Angelkova MA

University “Goce Delchev” - Shtip, Macedonia, “Corresponding author: elizabeta.mitreva@ugd.edu.mk

Main discrepancy between the TQM
(Total Quality Management) strategy
and the regular quality management
methods within travel companies co-
uld be met with the fact that the latter
one is based on the following approach:
planning, organizing and control, whi-
le TQM strategy besides the appointed
activities insists on amending through
learning and investigation of issues and
therefore gaining the final aim of con-
tinuous quality improvement. In order
to become flawless, measuring the busi-

ness outcomes comes with the purpose
to derive a feedback for how well thin-
gs are done, what is lacking according
the planned actions. The evaluation
into travel companies needs to be done
in each stadium and the outcomes gai-
ned should be used as a powerful wea-
pon in order to continue the follow-up
cycle towards continuous improvement.

The analyses in this paper are under
the influence of the percipience from
our practice, manner of self-assessing
and the issues that Macedonian travel
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companies experience with European
and world market as well as the meas-
ures that are undertaken from the man-
agers in terms of improvement of servic-

es and business processes.

Keywords: TQM (Total Quality
Management) strategy, evaluation, con-
tinuous quality improvement.
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ABSTRACT

Main discrepancy between the TQM (Total Quality gement) strategy and the regular
guality management methods within travel compacm@msd be met with the fact that the
latter one is based on the following approach: mlag, organizing and control, while TQM
strategy besides the appointed activities insists amending through learning and
investigation of issues and therefore gaining thal faim of continuous quality improvement.
In order to become flawless, measuring the busioessomes comes with the purpose to
derive a feedback for how well things are done,tgHacking according the planned actions.
The evaluation into companies needs to be doneach stadium and the outcomes gained
should be used as a powerful weapon in order tdiraon the follow-up cycle towards
continuous improvement.

The analyses in this paper are under the influesfcthe percipience from our practice,

manner of self-assessing and the issues that Ma@edtravel companies experience with
European and world market as well as the meashatste undertaken from the managers in
terms of improvement of products/ services andriss processes.

Keywords: TQM (Total Quality Management) strategy, evaluaticontinuous quality
improvement.

INTRODUCTION

Every organization should develop the activities tbé quality system, which can be
represented as a "house of quality” (Cepujnoskd9RFig. 1.
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Fig. 1: House of quality (Cepujnoska, 2009)

Pillars of the house of quality: internal standamethods and techniques flawless work,
education and motivation and costs. The top manageis most responsible in the "house of
quality” and is the one that “holds on" the fouigrs, which are subsystems of the system of
quality management. The core of the house of quatita company lies in the defined
measurement, the collected data to business pex;egasorder to understand and control, and
to gather important information about products &edvices to improve their quality and
optimization of business processes. Monitoring (Rejret al., 2006) does not go only in the
guality of products/ services, but also the adegudche TQM (Total Quality Management)
system in the implementation of the functions aodlgy. Measurement is necessary for:

* understanding of the process, products/ serviessurces. It can serve as a basis for

future comparison;

* controlling of processes, product/ services, resssr including corrective and
preventive measures, which means, by analyzing ndleasurements can identify
opportunities for improvement and defect procegsesjucts/ services, resources;

* improving of processes and products. Measurememtse used to predict the future
behavior of processes, products.

THE NEED OF METROLOGY - BASIS OF THE HOUSE OF QUALI TY

Self-evaluation as a basic approach in the impl¢atem of TQM strategy is of crucial
importance in order to perform a correct applicatd it. Self-evaluation is realized through a

8



multitude of documented procedures to compare tbdeinrealized in terms of projections.
To realize the measurement there is an actual olegulalified people. In case there isn't, it is
necessary to develop alternative training for thplementation of TQM strategy as follows:

course - training for self - assessment, whichausérintegral methodology of TQM
system will provide broad theoretical and practicawledge of its use in practice;

Benchmarking workshops: <<examples of good praeticéhat presents the best
practices of successful domestic companies and amapthe practice of other
successful companies that apply the TQM strategynitdring covers all subsystems
from the house of quality, and by using documengestedures and the criteria of
EFQM are assessed (European Foundation for QUudkiyagement) used to assess
the progress of companies in achieving businesellence (EFQM, 2000). The
criteria for obtaining a European Quality Award :deadership, policy and strategy,
management staff, resources, processes, customssfadion, employee’s
contentment, impact on society, business results.

Checkup of the system after TQM must be part ofetreryday care of strategic management.
It should be a function of taking timely correctiveasures. The assessment refers to:

analysis of the external environment (businessdgelegislation, sales, competition,
customer satisfaction / customer, pleasure prosjdempact on society);

analysis of internal environment (effectivenessicieincy, structure and employee’s
contentment, business results);

analysis of the company in terms of area (Benchmgjk

The results of the measurement should indicate: whahe company has accomplished,
and the features show how these results are achieve

Analysis of external environment includes the faiilog activities (Cepujnoska, 2009):

collecting and processing information for the ma@wer of buyers/ users based on
defined standards of quality in the organization;

participation in the qualitative and quantitativeansformation of information
standards, standards and indicators, which mustateurately measured and
expressed,;

determining the distribution channels for produtiseting the relevant requirements
of customers and achieving policy JIT (just in tjme

The information should relate primarily to:

the scope and characteristics of the needs of mestd users, the opportunities the
company to meet them at the required level of iguals well as limitations and
problems of that time;

what the competition offers, what is their competitadvantage, what are their
capabilities and weaknesses;



* streamlining the system of information and makingposals in order to maximize the
advantage over competitors or revitalize the lacks.

Designing measurement system provides a systegpioach to the results of the analysis
of external environment analysis and detectionritical points, determination of the losses,
application of solutions to problems and their @ssful implementation. To close the circle
PDCA (Plan - Do - Control - correct), is necesstycheck the results and implement
corrective measures in order to achieve a spioaticuous improvement that will lead to new
opportunities for improvement. The improvement pgxis the process of solving problems
(Shiba, Walden, 2002). One of the key criteria feceiving the Malcolm Baldrige Award
(National Institute of Standards & Technology, 1p88d European Quality Award (EFQM,
2000), is the satisfaction of customers/ usersmaedsurement of business results.

METHODS AND DATA

This paper presents an analysis regarding the ttondbf Macedonian travel companies
through one of the criteria for receiving a Eurap&uality Award in the direction of the
activities undertaken in relation to achieve thanplked satisfaction of all those who have
financial interest in it (Mitreva, 2010).

Those researches were done by questionnaire ants lpwn aspects regarding the real
condition within Macedonian Tourist companies. Tdalysis of the findings was done
through mathematical statistics and the researchceaducted in 151 companies.

Listening of the desires, the needs of customessfsuand companies and the trial to meet
their needs will increase customer satisfaction nodide competitive advantage. Collecting
data on customer satisfaction for the quality @dorcts/ services should show what measures
companies should take to improve their satisfactiSources of measurement may be
objections, complaints, surveys, debates and nidakata, 2002).

As to the question in what way do they get informétht their customers/ users require, the
following data is obtained:

* 90 respondents, or 60%, desires and needs of cestdimd out by analyzing the
consumption/ supply

* 30 of them, or 209y analyzing the questionnajre
* 5 of them, or 3%¢lid not deal with that issye

* 26 of them, or 17%, undeother’ listed (direct contact with customers/ users and
finding common optimal and acceptable solutions).

The fact that is concerning is that there is atinadly weak interaction between customers/
users and manufacturers, indicating poor functigmihmarketing services. Missing or poorly
developed marketing services to Macedonian compataprive them from of knowledge and
providing of market needs and thus adapt them tet these needs.

As for the question whether they had requests fcastomers/ users who cannot meet, the
following results are obtained:

* 59% of respondents, fully able to meet the needsstomers/ users;
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* 41% of them are not possible.

The reasons relate to the lack of technologicahbdities, unrealistic demands of customers/
users as well as requirements for delivery deaslla@pearing as shorter than optimal. Our
companies ‘a usage of questionnaires to measustasibn or dissatisfaction of customers
of their products is very little because regarding question what the way in finding out that
their products/ services do not meet the expectataf users, the following responses are
received:

* 54 respondents, or 35.7%, reported that for thedoality of its services they find out
from complaints by customers;

* 36 of them, or 23.8% from the realized sales (wreithcreased or decreased);
* 26 of them, or 16.7%, by analyzing the questioreirusers;

o 21 of them, or 14% by the reports from servicdligueontrol,

o 7 of them, or 4.7%, from monitoring the competitanmd

o 7 of them, or 4.7%, reported for “other” (they fitttht direct contacts with customers
is much of a help in discovering whether their ggs meet their expectations).

To promote company services, it is important nanterpret located objections or complaints
of customers incorrectly and to practice contindypusonitoring their satisfaction, which will
give a priceless information source for businesdyais, and their management.

For the company to reach successfully the conditibrits position and position of their
products on the market, it is necessary to adelyuedéiect and evaluate data and parameters
of users in terms of the product, their experierares expectations regarding products, their
degree of satisfaction with the usage of those ystsd

Measurement of performance should be financialadditional. When asked what problems
are encountered with the performance of the mgdahestic and foreign) the following data
is received: The survey results show that the Biggwoblem facing the Macedonian
company is:

* 53 respondents, or 35%unfair competition

o 44 of them, or 29% high-priced productsservices;
e 29 of them, or 19% strong competition

* and 17 of them, or 11%, are reported undather”.

Under “other” is statedlliquidity of firms, lacking of distribution netwks, the frozen rate of
the euro, fake brands, protectionist in terms ofegament procurement resulting in poor
distribution of capital and concentration of capitanly in certain structures, reduction of
customs formalities as well as electronic approwéllicenses and permitdNone of the
examined companies have put forward the qualityhei products/ services (non - quality) as
a problem faced by the participation of domestid fameign markets.
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In measuring business results, the trend of pedona results and comparison with
competitors in key business areas is being follovgalf - assessment of the company by
comparing its practices with best practice, usimpdhmarking strategy should help the
organization and to encourage internal creation.

The question whether competition is a threat tontla@d they see the benefits of competition,
provided the following data:

* 76% of respondents reported thampetition is a threat to them
¢ 24%see no threat of competition

And 86% of them cited reasons that can be seerddhger of competition as: better of
guality; design; competitive prices; more efficiedistribution networks; quality input
supplies, etc.

Advantages of competitors as a threat for companies

* 34 respondents, or 26%, the advantage of compefitid better at the quality of their
products/ services;

* 34 of them, or 26%, reported that low prices ameagor advantage of competition;

o 27 of them, or 21%, and take advantage of well-tgeal distribution network
competition;

* 16 of them, or 12%, an advantage highlight the ingreze of quality of incoming raw
materials;

* 12 of them, or 5%, reported that the design of petsl is key to the success of
competitors;

¢ 2 of them, or 10%, for another.

10% of the researched companies the advantage ropetdors see the "favorite" brand

(lovebrend). Customers/ users should be in lové wie brand in Macedonian companies.
Creating Macedonian brands that identify with thadedonian identity is a necessity. For
example, if you want to promote Macedonian wine geed to compete on all wine festivals
and will probably win. And then you say that the dddonian wine had just beaten the
German one and would be proud of it. People in Man& are very sensitive to the pride,
identity and nationality, so it should be used. Thet that Macedonians are avoiding

Macedonian products does not mean that they arstaudkard, but it is necessary to
strengthen the brand. Here there are some braradsptbduce a sense of pride, as a
"Skopsko" because everyone will say it best. Tikwesery which is the largest winery in the

Balkans has "Tga za jug" as a symbol of the Maceaoneauty and love for motherland and
Macedonian lovebrend.

CONCLUSION

Our research showed that 68% of the examined coepaerform consistent compare with
the competition which are the best in their fielddatake measures to improve business
processes and products. Based on these measurethentsompetitive advantages of
competitors are revealed, and 26% of the examinatpanies have said that the advantage of

12



competitors is improved quality of their producsgfvices. In this way, benchmarking is a
useful method in the management of quality, espgcfar observation and continuous
measurement of the gap between internal (own) pesttice and external practice in
establishing dynamic measurable standards, anddb@asdhese measurements policy and
strategy organizations are being built. Turningtlais information into measurable indicators
and standards is necessary in order to meet thardsmof customers, but a platform for
understanding and cooperation with internal depantsiand services within the organization
to meet those requirements is needed. Thus, trEafuent of these indicators and standards
enabling the measurement and monitoring of quadithieving an acceptable level of quality
in all sectors, elimination of defects and wastej thus, avoiding the presence of a separate
control of each workplace and costs are reducedhfair purpose. Measurement should not
encourage imitation, direct copying a competita, mass movements and trends in our
country, but it is also a kind of manipulation ofstomers/ users.
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