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ABSTRACT
Standards in the tourism and hospitality are set rules that help to norm the work, behavior, quality of work and a series of other segments in the work that needs to be present every day for all human resources within the company during the entire time.

Hospitality industry in general, and specifically in their own catering facilities, particular attention being given to human resources, because they directly affect the quality of service offered.
The quality of human resources is determined by their expertise, their appearance and behavior. Expertise of human resources is estimated on the basis of finished vocational school. Specific conditions of work in the tourist economy in particular highlight the role and importance of handsome appearance of their workers. Culture of behavior and ability to communicate are basic elements in the process of successfully communication with guests.
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INTRODUCTION
Standards are measures established by law. Standards in the tourism and hospitality are set rules that help to norm the work, behavior, quality of work and a series of other segments in the work that needs to be present every day for all human resources within the company during the entire time. 
Establishing standards in the hospitality contributes to the successful implementation of the categorization of the catering facilities. Generally known is the fact that to perform categorization of catering facilities, in addition to minimum technical requirements for categorization should take into account the quality of staff. Categorization of catering facilities, i.e. the number of stars of the catering facility, is a guarantee for a certain level of quality service. 
Quality of products and services in hospitality represents a set of attributes to be satisfied guests. In this context, the properties represent parts of a whole, while the whole is a reflection of quality.
The quality of catering products and services affect the conditions under which a process is executed. 
Hospitality industry in general, and specifically in their own catering facilities, particular attention being given to human resources, because they directly affect the quality of service offered. 
Formerly human resources are considered only as one of the factors of production which were not responsible for the quality. However, by 1961, Philip launched the so-called Crosby concept "without fault" or "zero deviation”. Specifically, the studies related to travel in space, proved that the errors occurred were conditioned by the human factor. That contributed to confirm the thesis that the creation of quality, it is necessary to pay attention to the role and importance of human resources. Thus developed the concept based on the liability of employees for quality. Taking into account that hospitality industry comprises more tertiary industries, it is necessary to discuss the dominant meaning of quality human resources.
Quality service to customers is consistent and constant ability to meet out needs, requirements and expectations of guests, whilst including procedural and personal meetings (link). In this context it is necessary to say that it is a continuous 100% high quality service delivery (this is very rare). It is possible that greater minimize errors in the operation. It is very important to be consistent, i.e. the guest to enable the promised service. This is necessary because the quality of service is based on the expectations of guests, not the needs of the company. Thus, the focus should remain the focus to stay, and quality of services to be determined from the viewpoint of the guest. It is a big challenge, and can only be achieved with good organization and high-quality professional staff. Expectations of the guests are divided into two dimensions: procedural and personal (personnel). There is always opportunity for improvement of quality, because perfection is a real rarity. Guests receive a high level of personal attention. The message to them is take care of you, and know how to do. 
ORGANIZATIONAL STANDARDS IN TERMS OF QUALITY
Each property has its own catering regular guests, and occasional guests or so guest pass. On the formation of opinion for a catering facility its effect have several groups of factors: Technical and technological - of the facility equipment, inventory for the preparation and serving food and drinks, modern means of communication, representation of additional activities, welcome the guests, serving, quality and quantity of food, price, etc. Organizing - compliance of the technological process and organization of work. Personnel - psychophysical attributes, skills, culture and business behavior, appearance, personal hygiene and hygiene of clothing and footwear, sex, age, power to rule themselves and others. Management - only the proper management of the company or catering facility can lead to profits. 
As can be seen from the above groups of factors, the service can be considered from two main aspects: on one hand are the technical and technological aspects of the service, and other human aspects. The human aspect of the service actually reflects the quality of human resources, or their significance and role in offering high quality service. The quality of human resources is determined by their expertise, their appearance and behavior.

THE QUALITY OF HR IN TERMS OF EXPERTISE
Expertise of HR is estimated on the basis of finished vocational school. Vocational education in the field of tourism and hospitality in R. Macedonia is obtained in specialized public high schools of hospitality and in the Faculty of Tourism and Hospitality in Ohrid. After completing secondary vocational schools in the area of tourism and hospitality are receiving the diplomas of educational profiles and occupations gastronomy, hotel management and travel agencies. On completion of the FTH regular or part-time study to receive diplomas in tourism managers, including: three years of studies of gastronomy direction (higher education), three year studies on the direction tourism and hotel restaurant direction (bachelor degree or diploma for completed level VII expert preparation). Besides undergraduate studies at the Faculty are organized and postgraduate studies in the field of international tourism management in tourism and hospitality management. As the highest level of professional education program of the Faculty is the development of doctoral studies and doctoral theses in the field of tourism and hospitality.
In addition, there is a possibility of obtaining certificates of tourist guide and tourist companion after the completion of specialized courses. These programs faculty are realized in cooperation with Tourist Union and Chamber of tourism of R. Macedonia. 
Faculty of Tourism and Hospitality offers the opportunity for expansion of training programs, depending on the needs and requirements of companies in the field of tourism and hospitality.
Training and training development as a permanent form of vocational training and upgrading are present as well.
Besides the above forms of vocational education and training, tourism workers coming into direct contact with guests should have a higher level of general education and general culture. In hospitality company that primarily concerns the work of the reception halls and restaurants, in the resort mediation refers to the work of the counters (the agencies), the theme parks most of the employees (as of booking office, different points of entertainment, catering facilities in their composition, etc.).. It is understandable if it is known that tourism workers in the process of working contact with tourists from different parts of the world, from different national and cultural backgrounds, have a different religion, different levels of education, professional interests vary and so on. Moreover, the nature of the tourists is very different. Therefore, knowledge and information from various fields help tourism professionals to pursue their work as more professional as possible, either in the process of offering services or to resolve a conflict situation.  

In the modern business of tourism (in particular, the operation of travel agencies and hotel) It is necessary the managers, but all employees to have knowledge about different cultures because of the large number of intercultural contacts. That way they will be able to understand and respect everyone's ethnic identity. Different cultures may be manifested in different ways and through tangible items (clothing, language, food, gesture, mannerisms, etc.) and invisible elements (values, assumptions and perceptions). Language is the most important means of communicating with people. Having this in mind, it can be said that knowing foreign languages is very important bargaining chip to communicate with tourists from different linguistic and cultural areas. Besides the knowledge of foreign languages is provided for communication with foreign guests and communication with foreign business partners, it is an important requirement for inclusion in the international market. 

QUALITY OF HR IN TERMS OF APPEARANCE

      Specific conditions of work in the tourist economy in particular highlight the role and importance of handsome look of their workers. For successful communication very important element is relatively good appearance of employees who are in direct contact with visitors or tourists, and should be adapted to the type and category of the property. That means cheerful spirit and pleasant attitude. These workers contribute to creating a warm atmosphere in the tourist facility and thus pleasant mood of the tourist clientele. Complete impression is naturally created a good business suits, tidy hair and hygiene. 
Where employees should not wear uniforms, they are challenged to communicate with guests through the manner of dress and personal appearance. So, the style to dress, along with the color of their voice, manner of expression and conduct, reflect the personality as a whole. The clothing usually covers 80-90% of physical appearance; therefore, the professionals in tourism and hospitality should know how to notice any message sent clothes to stay. Regardless of whether it comes to people involved in the sale, or directly communicate with guests, or members of the management team, overall appearance and behavior reflects on the quality of provision of services. For the appearance all employees should worry, not just those who come into direct contact with guests. This is because hospitality industry in general is a business that leads people-professionals in communication with tourists, with a professional appearance is one of the essential elements for quality service. So, regardless of the place they occupy in the organizational structure, personnel with its appearance should reflect the quality, helpfulness and friendship. The professional appearance gives to employees a sense of pride. Professional performance art inevitably involves the choice of clothing which is in addition to the physical characteristics of the individual and should conform to the actual workplace. The selection of appropriate clothing business is a real challenge for many people.  

Well-dressed professionals in companies in the field of tourism and hospitality are those who succeed to wear clothing and details of which: complements complexion and physical appearance; combine well the colors, materials and models; match the personality as a whole; match the occasion which are intended; reflect the personality and function that takes; employees who are permanent.
The working uniform is non-verbal message to tourists that speaks to the personality of the professional worker and the organization. This means that clothes can raise or lower ratings. 
 
One of the most critical elements in the selection of clothing is the choice of color. When there is balance and harmony between the complexions anyway, the color of hair and eyes on one side and clothing on the other hand, the employee looks brighter and nicer, and people notice it in a positive way. Selecting the right color assists the person to highlight its credibility, authority and accessibility. Some colors are a reflection of power and are used for the formal and others for informal occasions. In this context, dark colors contribute to more trustworthy appearance. Secondary colors (nor dark nor light), is a reflection of the lower authority. It is recommended to be used in less formal situations. Although pastel colors are very popular, modern business woman should be careful in their selection. Besides the above mentioned examples, should not be forgotten that the choice of colors should be harmonized with hair, eyes and complexion anyway. 

The checklists for employees in T&H property, who come into direct contact with guests, might consist of following: 
1. Required impeccable hygiene: Clean body, Clean teeth and fresh breath, Clean hair, Clean hands and nails neat at all times, Clean clothes, socks and underwear every day, Clean shoes - well polished;

2. The look should be accurate and of good taste: Meticulously styled hair; Nails clean, short cut without varnish; Minimum make-up; Do not use strong perfumes, toilet water, after shave, soap or hair lacquers; Not recommended wearing jewelry except wedding ring. 
3. Employees should take care of their uniform: Clean, no stains, in good condition before starting the shift; To wear socks and / or tights; Shoes for work, with low heels. 
4. Health and attitude: To be notified of any alleged illness, cuts, burns and others; To stand upright, be sure, steps and looks confidential.
Before commencing work hospitality/catering staff should check their appearance in full (Miller, et.al. 2002). 

Besides the color very important elements in the choice of wardrobe are the model, material and style. Besides the suit to determine the quality of clothing contributes shirts, shoes, and such details are used belts, ties, buttons, scarves, decorative handkerchiefs, socks, tights etc. Business woman should be able to assess situations in which can wear pants, and when it is desirable to wear a skirt or dress. People who wear glasses in particular should pay attention to the selection of the proper frame glasses. It also should be careful in the selection of jewelry. One should not exaggerate the jewelry (too many bracelets, rings, chains, etc.). Should wear lightweight sleek watches (not rough and sports with calculators, alarm, etc.). All that is necessary, because the difference between to be dressed and to be professionally dressed, depends on the selection and application details. Nowadays there is more freedom in choice of colors in the business world, especially when it comes to clothing for women. 
For employees of management position, can make specific checklists of appearance of men and women. Checking the appearance of women who are at a higher level in the organizational structure refers to the following points (refer to professional business appearance): Jacket not to be crumpled on back or reverse, to have easy buttons to be long sleeves to wrist, pockets to be smooth. Blouses - be longer than the hips, sleeves should be long to wrist, to avoid shirts without sleeves. Skirts should be freely moving around the body, not less than the knee, not to be seen lining, fold not be opened, to fall freely from the hips.  Dress - to have a classic expression around the neck, have medium length or long sleeves, moderate design (to avoid floral patterns). Pants - not wrinkled front, zip to be smooth, it is desirable to be broken up, to fall freely from the hips, to wear a jacket for a professional business appearance. Shoes and socks to select neutral colors to avoid sandals, very high heels and heel-less shoes; socks should be in natural color, the same color as shoes or lighter, to avoid pastel colors. Jewelry: small to medium earrings. Make up should be moderate and to act naturally, to choose simple haircuts (easy maintenance), if dye hair to cover the root of the hair, to avoid extreme fashion styles and colors, long hair can be properly collected, nails arranged (not very long to avoid hard colors), to avoid strong perfume.
Furthermore, the contact with the guests requires specialized personnel without psychophysical defects. 

QUALITY IN TERMS OF THE BEHAVIOR OF HR

Impolite bad relationship even of one tourist worker, negatively affect travel demand and consumption. Culture of behavior and ability to communicate are basic elements in the process of successfully marketing the products and services. Good manners, cultural and educated worker easily makes contact with every guest and tourist. Culture of conduct for tourism workers is present everywhere where tourists stay and that in all areas of tourism. Indeed service culture is present in welcoming the guests, serving, daily communication so until their dispatch. In any case, one of the primary tasks of the manager in hospitality and tourism mediation is building a strong service culture.
The rules for good behavior stem from earlier. It is believed that the first book in Europe, which belongs to the literature on etiquette to the modern world, was issued in XVI century. It described the manner of communication and customs of that period. However, even in the most lagging environments in the world today, from birth to death and other life events (fame, baptisms, weddings, religious rituals) are trailed (etiquette) cult rules of conduct, dress, etc, which are considered folk customs (Nikolic, 2001). 
 
The word etiquette (fr. Bon- ton) literally means good tone and is used to denote the fine behavior and good way of expressing good behave and well educated people. In free translation, the word etiquette includes rules of good behavior in society. So people in everyday life should take account of its behavior, but primarily in areas in which work regardless of occupation. Particularly important is the behavior of employees in the tertiary sector, i.e. in the services sector, which include tourism and hospitality. Due to the nature of work particular attention should be paid to the behavior of employees in direct contact with guests. 
In business ethics etiquette concerns rules of conduct in all forms of business communication, i.e. communication of different ways (mail, phone, e-mail), in various situations (business lunch, the manner of dress, behavior, etc.). Behavior and appearance, despite the expression, represent important factors for providing quality service by the human resources, and it contributes to business success as an individual and the company as a whole. So, all employees, especially those who come into direct contact with guests, and managers, should know how to behave and dress, because it is an integral part of quality of work. 
Employees in hospitality industry in communicating with the guests need to enjoy their interests and feelings, and thus will contribute to better service and greater satisfaction among the guests. Professional business behavior includes so-called golden rules that respect the guests. It can be shown through the appearance (try through the appearance to emphasize the best), manners (do not act selfish), honesty (act honestly and fairly), respect (watch oneself in the eyes of others), person (to express ones qualities), style and tactics (think before saying something).
Employees within hospitality industry, particularly those in hospitality, are in constant interaction with guests, who may come from different parts of the world. It obliges the human resources of a style of behavior, dress and observance of rules of etiquette to achieve the quality level of the culture of communication. Given this, any movement that would make every word that could be said by staff reflects their views. Moreover, the conduct and conversation are the external manifestations or way that the guest is introduced to the attitudes of employees. That way guests can make the evaluation of quality of service that they get. 
Body language is a form of silent communication with guests. That is one way of expressing thoughts and feelings. To not send a message that may be wrongly interpreted by the guests, it is good the employee to know what is meant by certain movements. In this context, facial expression is worth a thousand words. The guest may be noted that catering worker is relaxed and the mood, or is under pressure and fast. Through facial expression quietly announces mood, attitudes and emotional state. Smile on the face of staff presents a positive attitude to work and stay. In hospitality industry smiling presents a natural way of communicating with guests and reflects the positive energy that makes guests feel welcome. For human resources in hospitality industry smiling should be like painting the artist, easy and filled with pleasure. Eye contact is another important moment in the body language. Direct contact with the eyes is a reflection of the sincerity, interest and confidence. Eye contact is important in all interactions with guests, and is especially important when it appeared a problem or complaint. The movement of the hands and body is another form of silent communication. In this sense, cross-arms on one’s chest, reflecting bad mood for communication or take self-defense position. Successful business people perform as they have their own space. Professional space is where the job is done (in the office, at the entrance of the property, in laundry, in the kitchen, the reception, etc.). Respect the private space of the interlocutor is necessary for successful communication. In this space each person feels comfortable and will not allow others to enter without permission. Decent appearance - clean hands and face, neat nails and clothing, is the only accepted alternative for quality service. Picking the face, nose or hair is a reflection of the lack of attention in terms of standards for health and hygiene. 
The color of the voice is also a factor which affects the quality of service. While it is important what to say also very important is how it will say. Sometimes the way to say something significant is more important than the words. Appropriate tone of voice in hospitality industry may depend on the situation, circumstances and nature of work. In some situations you can communicate informally, while others impose extremely formal approach. Generally known is that the guests at the hotel, for example, want to hear a pleasant tone of voice that is not monotonous. Especially good is to feel the smile in one’s voice.
To provide quality service for guests, it should be woven with emotion. In order to achieve this, it is necessary to make huge power. Spending power in this way is called emotional labor. Emotional labor is very fatiguing. That is, late hours catering staff can feel emotionally too tiresomely. Namely, the fact is that the continued maintenance of a positive attitude to work and avoiding negative energy is not easy. It is best perceived by the number of contacts with hundreds of guests during the day, who have different needs, moods, and attitudes and so on. 
Employees in tourism and hospitality, to be successful, among other things, should use their heads, intellectually and physically. They should have a relaxed expression on their face, to hold their head upright, to smile, easy to handle direct contact with the eyes in order to communicate more effectively. 
Magic words - contribute to providing a higher quality level of service. Relatively easy and simple is to choose words carefully. Behavior should not only be professional when it comes to communicating with clients or guests who visit the property, but when it comes to communicating with colleagues or a member of the management team as well. Words should be chosen carefully, independently whether it comes to communicating with external or internal customers, because they affect the manner of interaction with the interlocutor. In everyday communication, employees in tourism and hospitality should be careful of the following terms: greeting, how can I help?; please, thank you, I’m pleased; sorry; I will be happy to, names etc.
Besides the above words that reflect the cultural terms of professional staff, there are words that employed in tourism and hospitality should avoid. These are words that can cause a negative reaction among the guests, for example: I do not know, we can not do it, you'll need, no etc.
In communication with guests is very important that employees know well to listen. Effective listening helps employees to understand the wishes of the guests, and thus can meet their expectations. That way they avoid misunderstandings and errors, and establishing good communication. 
RESUME
It can be concluded that there are three inseparable concepts: human resources, ethics and quality service. In situations where match all three components is achieved perfection or perfectionism. 

The existing practice of tourism and hospitality in the R.Macedonia still can run into unprofessional attitude, bad habits and tastes. It is the result of employment with inadequate human resources professional skills and qualifications on the one hand, and lack of appropriate legislation (the personnel aspect) in the field of tourism and hospitality. 
Quality in tourism and hospitality make up human resources, and that good people and good workers respect morality and ethics in life and work.

Be nice to people because life is very nice that way!
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