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The services in the restaurant business have great influence in creating customer impressions and experience, while using restaurant products. Quality service means satisfying customer needs and expectations. Quality service is very important in generating long-term unique offer, gaining reputation and steady customers. The restaurant service quality improvement in this paper is treated through the interpersonal communications between restaurant human resources and customers, through the concept - culture in services and analyses the services from the customer's  point of view.

Key words: services, quality, interpersonal communications
INTRODUCTION

The services in the restaurant business represent  the  immaterial value of the product. Unlike the material product, which is produced independently of the consumers, the services cannot be created separately from the customers.

Services have great influence on client's  final experience and  impression , while using restaurant products. These include interaction between at least two parties: the service provider and the service user. The service provider in the restaurant business is often the most important determinant of the success of the services. 

Quality service means satisfying customers' expectations and needs. Quality service is  very important in generating long-term unique offer, gaining a reputation and steady stream of customers.

Nowadays, the customers look for  more than just a single product or service. They look for a good  design, good performances, stability, supportiveness, value, i.e. - good quality.

The ability of the product or the service, regardless of the type, to satisfy customers' needs i.e. the quality of the products, today is considered as a very important factor for an organisation's success .

The quality of the products and services in the restaurant business  has five components: features of   the product, availability, technical  quality, functional quality  and ethical quality
. These elements are  connected to each other by satisfying or even surpassing the expectations of the guests.

The  features of the product , as quality features, increase customers satisfaction. For  these privileges, guests should be willing to pay a higher price. For example, the full board guests who want to order a meal, outside the set  menu, pay higher price than the one set with the full board offer.   Serving dinner and breakfast  in a room has of course higher price than  the same service in a restaurant etc.

Availability   can also contribute to the increase of guests’ satisfaction. On the contrary, the shortages disturb the guests. For example: shortages in the set menu, as a result of lack of consideration of  the profile of guests, age, sex, standards, calorie value etc., are contrary to guests’ expectations and make them feel discontented.

Technical quality  refers to the product itself. For example,  -the meal in the restaurant, while the functional quality refers to the process of delivery of the product meal in the restaurant: meeting the guest, finding him/her a seat and choosing a table,

offer of the products- sale, choosing the  food, serving, consuming, payment, saying goodbye to guests. The good functional quality may compensate for the meal that was not according to the expectations of the guests.

The social  or ethical quality is  a quality of reliability. Namely, contemporary consumers are highly informed  about the nutritional values of  food and its health and  sanitary  safety, as type of food culture resulting from the dynamic development of the food and hospitality offer.  This,  on the  other hand, imposes the need  for a proper offer and a quality food as an element of  the  total  restaurant product. Food and drinks must fulfill the quality standards, the standards for health and sanitary safeness, organic features, they must also be economically approved and available to different categories of consumers. In order to accomplish this, it is necessary to recognise and to use the knowledge of experts and scientific institutions, as well as to accept contemporary trends in  diet, i.e. in the process of its preparation and serving in hotels and restaurants.

1. Interpersonal communication in services

Interpersonal communication in  restaurant services  is carried out through  communication between the employees and their guests then “ the moments of truth “
 take place. On one hand, these are the skills, motivation and  means used by the representative of the firm/enterprise and on the other hand client’s behavior. Together the representative of the firm and the client create the process of service delivery. According to Norman, the thing that happens in “the moment of  truth” is not under great direct influence of the company. An  error made by the service provider or an unexpected request of  the guest  may result in a dissatisfied guest.

The success of interpersonal contacts between service providers and  consumers  consists of permanent ennoblement of relations with people. Most of the services in this sphere are based on interpersonal contacts. Hospitality should be present in each interpersonal  communication  for the referred relation. 

There are also concepts, such as for example, “ aggressive hospitality”
 Aggressive hospitality means that the guests  should not ask for any  help .

The caterer  should be  present in every single situation when the guest needs help. This concept, which in fact is management of human resources, is  carried out by appropriate selection and staff training and their referral to follow "the aggressive hospitality" philosophy, which has to contribute to as pleasant as possible stay of the guests. 

The complete restaurant product cannot be  imagined  without being kind to guests, without  a kind greeting, sincere smile, pleasant voice. These  things make customers delighted, encourage them to come back once again and  to positively advertise in their environment. 

Proper attitude towards interpersonal relations in the restaurant reception, as well as setting these relations on the necessary level, their constant improvement and upgrading, inevitably leads to their usage as a powerful tool in the hand of the   managers.

2. Culture in services and organizational culture

Culture in services is a concept directed towards satisfying customers' needs according to set policies, procedures, systems of rewarding and activities. On the other hand, the organizational culture is a frame of values and beliefs , which for the members of the organisation mean rules of conduct within the organisation. Therefore, these two systems are tightly connected to each other. The role of the managers is very important for the success of these systems. If the managers expect from their staff  to have a positive attitude towards customers, they must be aware that  primarily they are the ones who should have a positive attitude towards the employees and the customers. 

In successfully managed enterprises all employees are integrated and led towards accomplishing the objectives of the organizational culture. The appropriately  set organizational culture directs the employees towards proper behavior and  gives them a clear image of what is expected from them. The successfully set organizational structure  makes the employees aware of the worthiness of the set objectives and in the same time is motivation in their work. In this way the organisational culture unites/integrates the employees.  

The successfully set culture in services, encourages the employees to be customer oriented  and is first step towards establishing and development of a so called  customer oriented organization .

The development of this kind of organization is based on accepting this concept and the conduct according to its standards, primarily by the managers. The culture in services is developed through managers' activities. For example : the manager takes part in meeting the guests in the restaurant and settling them down, he/she also participates in solving  occasional problems in the serving  hall/room etc. The organization  cannot expect from the employees to orient towards satisfying customers' needs, unless the managers support it.

In customer oriented  organizations , the organisational structure is changed (chart 1). For example: On the top of the hierarchical scale in a restaurant is the manager, then his assistant and the deputy manager, the head of service, then come the heads of other departments (if there are in the restaurant) and the supervisors i.e. managers of third level. In this type of organisation, problems are generated as a result of the tendency of each level to satisfy the level above in the organisational scheme, and very little attention is paid to customers.

When the organisation accepts the concept of the culture in services, then this organisational scheme is led in an opposite direction. Now the customers are on the top, whereas the management is at the bottom of this structure. In this type of organisation everybody works for the needs of the customers. The top management supports the departments in satisfying customers' needs. The heads of  departments work on the development of appropriate systems that enable supervisors to offer adequate and quality services  to customers, as well as to help the staff in the production and service offer to customers.

Figure 1: 
Alteration of the organizational structure according to the concept-culture in services
 


Example: A waiter in the restaurant informs his supervisor that a guest, who has recently arrived in the hotel, has not been served a menu component that he chose from the menu. This is a result of a misunderstanding between the waiter and the staff in the kitchen. This means : empty space in the service contact in the restaurant i.e. irresponsivness to customers' wishes and needs and a break in  the hotel's service chain. This  results in an unpleasant experience of the customer.

Initially, the head of the serving room/hall apologises to the guest, then he notices in the computer that this particular guest has already had a problem and unpleasant experience and  concludes that the staff should provide exceptional service to this guest in order to make up for the mistake and to encourage the guest to develop  a positive opinion about his stay in the hotel.
The problem  solving in services in this way is  possible solely within the frames of the concept culture in services. 

On the other hand, in the conventional organizational structure if some of the employees make a mistake he/she hopes that his/her supervisor will not find out about the problem. Thus , in this way the system of co-operation between employees in solving problems in the services  does not operate.

3. Restaurant services from customers' point of view

According to a research that we have carried out in larger hotels in the Ohrid-Prespa region, related to the staff’s behavior, most of the interviewees stated that all aspects of staff's behavior are equally relevant to the establishment of an overall impression. (Figure2; charts 1,2, 3)
 . However, from the aspects of  staff's behavior given in the questionnaire, attentiveness is in  ranked first place in order of importance- i.e. 106 interviewees or 25, 06% from the total numbers of interviewed visitors, considered this aspect as the most relevant one. Then in the second place is cordiality  - i.e. 90 interviewees or 21, 28% from the total numbers of interviewed visitors, gave priority to this aspect. Then follows professionalism with 15, 60% and education with 2,60 %.

The data from the research about staff’s behavior, estimated by the attributes: attentiveness, cordiality, education and professionalism, show that  the educational factor does not have the proper role in the process of educating staff in the hospitality industry. 

 According to the results of the interview, professionalism and education are ranked are last on the list of  attributes.

As far as attentiveness and cordiality are concerned, as aspects of staff's behavior, our hotelkeepers do not lack them.

The high level of contingency  within independent variables: sex, level of education and age structure, shows that  is a significant  dependency in the identification of the visitors for a particular aspect in the staff behavior, as a specific type of promotion. For example; attentiveness has made biggest impression to the female interviewees, whereas male interviewees are impressed by cordiality. Visitors from 31-40 years old like professionalism, the interviewees from 41- 50 years old and 51 - 60 like attentiveness etc, this means that the same aspect of the staff’s behavior is differently perceived depending on the age.

Considering, the results from interviewees with different educational level/degree, it can be concluded that the interviewees with postgraduate education, are impressed by attentiveness. The ones with high school education- give priority to education, whereas the interviewees with university degree -prefer professionalism.

Table 1. Interviewees' opinion about staff's behavior in the hotel they stay, according to sex

	Question:   Which aspect from the staff's behavior in the hotel you stay in has 

                    made a greatest impression on you? 

	Interviewees according to sex
	Attentiveness
	Cordiality
	Level of

education
	Professiona-lism
	I like all

aspects
	Total:

	Male
	13   53,88

(6,05%)
	46   45,74

(21,40%)
	7   5,59

(3,96%)
	34   33,55

(15,81%)
	115   76,24

(53,49%)
	215

	Female
	93   52,12

(44,71%)
	44   44,26

(21,16%)
	4   5,41

(1,92%)
	32   32,45

(15,39%)
	35   73,76

(16,83%)
	208

	Total
	106

(25,06%)
	90

(21,28%)
	11

(2,60%)
	66

(15,60%)
	150

(35,46%)
	423


Table 2. Interviewees' opinion about staff's behavior, according to age
	Question:   Which aspect from the staff's behavior in the hotel you stay in has 

                    made a greatest impression on you? 

	Interviewees according to age:
	Attentive-ness
	Cordiality
	Level of

education
	Professiona-

lism
	I like all

aspects
	Total:

	18 - 30

years old 
	30   39,09

(19,23%)
	47   33,19

(30,13%)
	4   4,06

(2,56%)
	32   24,34

(20,51%)
	43   55,32

(27,56%)
	156

	31 - 40 

years old
	13   13,78

(23,64%)
	8   11,70

(14,55%)
	1   1,43

(1,82%)
	17   8,58

(30,91%)
	16   19,50

(29,09%)
	55

	41 - 50 

years old
	30   24,56

(30,61%)
	11   20,85

(11,22%)
	3   2,55

(3,06%)
	9   15,29

(9,18%)
	45   34,75

(45,92%)
	98

	51 - 60 

years old
	24   18,54

(32,43%)
	12   15,74

(16,22%)
	2   1,92

(2,70%)
	5   11,55

(6,76%)
	31   26,24

(41,89%)
	74

	61 - 70 

years old
	6   7,77

(19,35%)
	11   6,60

(35,48%)
	1   0,81

(3,23%)
	3   4,84

(9,68%)
	10   10,99

(32,26%)
	31

	Above 70 

years old
	3   2,26

(33,33%)
	1   1,91

(11,11%)
	0   0,23
	0   1,40
	5   3,19

(55,56%)
	9

	Total
	106

(25,06%)
	90

(21,28%)
	11

(2,60%)
	66

(15,60%)
	150

(35,46%)
	423


Table 3. Interviewees' opinion about staff's behaviour in the hotel they stay, according to sex

	Question:   Which aspect from the staff's behavior in the hotel you stay in has 

                    made a greatest impression on you? 

	Interviewees according to sex
	Attentive-ness
	Cordiality
	Level of

education
	Professiona-lism
	I like all

aspects
	Total:

	Male
	13   53,88

(6,05%)
	46   45,74

(21,40%)
	7   5,59

(3,96%)
	34   33,55

(15,81%)
	115   76,24

(53,49%)
	215

	Female
	93   52,12

(44,71%)
	44   44,26

(21,16%)
	4   5,41

(1,92%)
	32   32,45

(15,39%)
	35   73,76

(16,83%)
	208

	Total
	106

(25,06%)
	90

(21,28%)
	11

(2,60%)
	66

(15,60%)
	150

(35,46%)
	423


Chart 2. Impressions from the different aspects of staff’s behavior
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The service that the customer receive from the staff for serving is relevant because of the following two reasons :

- it determines the value of the complete restaurant product perceived by the guests  and

- it has a direct influence on  customer's experience in using the products of a restaurant

Determining the value. Mainly, the higher the level of service offered to customers, the greater number of customers willing to pay more for the consumption. There is a positive correlation between  the greater level of attention and the expected higher price of the products and services. For example, if we compare a meal served in a fast food restaurant and the same meal in a restaurant with a complete service on table, we can conclude that the customers expect the same quality in both of the restaurants. However, the main differences are within the level of the service offered in the two types of restaurants. In the fast-food restaurant which is primarily featured by fast service delivery, the customer should order the food himself/herself, to bring it to the table on his/her own, to find a seat, and as far as the food is concerned it is packed in a paper, and the seat is not very comfortable. On the other hand, the restaurant with complete service on the table , it offers much more. The guest receives special services from the moment he/she enters the restaurant (meeting, settling) The waiter receives the offer and delivers the food, and the comfort offered here cannot be compared. This means that the differentiation according to the value and the price of the same type and same quality food is made by the service.

The additional value of the restaurant product, which is a result of the services, is a  key point for a great number of customers in choosing to visit one restaurant.

Provision of positive experience. The staff involved in serving has a direct  influence, positively and negatively, on guests' satisfaction and their mood, as well as on their decision whether to visit the restaurant again. This staff, spends most of the time with customers , and therefore influence on the formation of  their experience . Ideally staff would be involved in serving in the restaurant, is always available to customers when needed . Well trained staff knows how to suggest when selling the product and do it discreetly and gently.

Customers judge staff involved in serving in different ways. Namely, the customers expect more than just: acceptance of the offer-its ordering in the kitchen- and its delivery to the customer. Key points in establishing customers' positive experience are the following:

-Privileges/Comforts

-Behavior

-Attention

-Service offered on time/punctual service

-Suggestive sale  

Comforts. When planning the menu it is not possible to guess all combination of food that can be expected by the customers. Sometimes, the customers are not satisfied by the menu because of the stereotypes, therefore that wish different combinations. If the objectives of the restaurant are to  satisfy customers' needs, it is necessary to establish certain policies, that will be supported and to have open communication with all parties involved in accomplishing the objectives. The staff involved in serving should permanently work on satisfying customers' needs. Some simple things that are not difficult to be prepared, as for example: substitution of one garnish component with another or preparation of a sandwich which is not listed in the children's menu but the children love it or serving "half  portion" if there is not a children's menu  are all directed towards showing a special care to the customers- guests. Many of the customers highly estimate these little privileges/comforts  offered by the staff. Thus, it is useful that the managers make a list of adaptable  menu components which in order to create extra privileges for customers.

Behavior. The behavior of the staff involved in serving has a great influence on customers' satisfaction. Staff that are indifferent, unpleasant, can ruin even the perfectly prepared meal. On the other hand,  a  kind and attentive staff can prepare' a perfect meal".

Attentiveness.  Another segment within the  complex target of the staff involved in serving is attentiveness /showing care towards customers' requests and wishes. The attentive staff immediately notices the guest.  Lot customers are upset if their order is late. Customers should be informed if  it takes longer than ordinary to prepare the meal that they have order. The staff should also be careful about the non-verbal reactions of the customers and to undertake activities in order to solve the problem.

Punctual service. Within the good service, punctuality means showing respect to the  time that is available to customers. Punctuality should be present in all service contacts in the service chain.

Suggestive sale, this is a technique that  has already been mentioned and is used by the staff involved in the sale of the product. By using this technique the customers are discreetly  encouraged to buy even the products and services they have not intended to. It has been previously mentioned that for this kind of method it is necessary to make a proper selection of the staff. 

The previously explained factors: comforts, behavior, attentiveness, prompt/punctual service delivery, suggestive sale , which are key points in the creation of customers' positive experience , are all ways of staff's  training delivered by the managers. Aiming at the common objective, the managers should  unite all the employees according to the application of these key factors.

CONCLUSION

Quality in the concept of the restaurant means production and offer of food and drinks , services and environment that will satisfy or even surpass customers' expectations. The application of the quality enables the restaurants to overcome competition. At the same time, by  looking after the quality,  restaurant owners can provide long-term loyalty from their customers, and to improve the success  of their operations expressed in the profit.

Customers' satisfaction and profitability are tightly connected with the quality of products and services. The higher the level of quality the greater the customers' satisfaction, which means support of higher prices and lower costs.

For these reasons, it is necessary to incorporate  quality concepts into a restaurant strategy. 
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�  Philip Kotler, John Bowen, James Makens, Marketing  for Hospitality and Tourism, Prentice Hall, USA 1996, pg.354


� The term " moments of the truth" was developed by Richard Norman, according to whom  a key element in almost every service organization is a certain innovative arrangement or formula for mobilizing or focusing on human energy- Richard Norman, Service Management, Strategy and Leadership in Service Business, New York: John Wiley & Sons, 1984, pg.33, quotation., Philip Kotler, John Bowen, James Makens, Marketing for Hospitality and Tourism, Prentice Hall, USA 1996, pg. 318.


� This concept is known as a Lakeway's strategy, and is developed in Lakeway Resort, a  resort center, specializing in organizing meetings and conferences. It is located in the vicinity of Austin, Texas, SAD- Fred Lutans, Richard M. Hodgets, Business, s.e. Forth worth, The Dryden Press, 1992, pg. 301.








� Adjusted per Philip Kotler, Jphn Bowen, James Makens,


� In the research, a simple unintentional model is used. It consists of 423 interviewed guests - out of which 105 are foreign and 318 domestic tourists. The guests were grouped according the method of  random choice from the visitors' registry/main book in the larger hotels in the Ohrid -Prespa region.





� Wallace L. Rand, Professional Foodservice, John Wiley & Sons, Inc., USA , pg.204
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