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Introduction

The idea of ​​"hospitality", the history of this concept is ancient since the world, being mentioned in the biblical or ancient Greek writings. In those days, people knew that they had to be hospitable to foreigners, more for religious and superstitious reasons. In those times the missionaries, the priests, the pilgrims were the ones who moved to places considered holy. And for this reason, the locals felt obliged to be hospitable to travel.

The concept of "hospitality" comes from the English hospitality and has in view the set of principles and services in the hotel field, which have as final goal the satisfaction of customers in the tourism field.


Defining the concept of hospitality

The concept of hospitality, respectively the generous and cordial provision of customer services, is the fundamental principle of the industry. Hospitality is a subjective concept and the degree to which a client considers that he has been treated with hospitality also depends on the overall financial success of the hotel. Customers who feel that they have not been treated properly or have not received the full amount corresponding to the rates paid will look for other bidders. Hospitality is extremely important for both the client and the entrepreneur. Every client expects and deserves to receive a hospitable treatment. Providing hospitality according to the needs and desires of customers involves not only a positive attitude but also a wider area of ​​differentiated services that make the stay of the customer pleasant. The service provided to customers is a combination of two components: an objective basis and a qualitative one, respectively behavioural. The two components are dosed differently depending on the system used to provide the service. The quantitative component is easier to define, measure, compare and be aware of. The determining elements are: technical equipment, decor, food, working methods, routine tasks, number of human resources involved, information. But what the customer wants is not an operating procedure. The quality component is too often neglected by hotel managers. Even in training courses, the emphasis is on working methods and routine tasks. The relationship with the client gives content to the emotional quality, which cannot be copied, unlike the quantitative component. However, in the case of a good level of the behavioural component, certain shortcomings of the quantitative component can be overlooked. Proper professional behaviour can counteract some of the shortcomings of the quantitative component. In conclusion, in the staff-client relationship, the staff's behaviour, its attitude, the way to act and react are essential criteria for assessing the quality of services as a whole, elements that generate customer satisfaction and satisfaction.

All staff who come into direct contact with clients must behave appropriately. Ultimately, all hotel staff should meet this goal. Success or failure in providing hospitality often determines success or failure. It is important, however, to capitalize on the opportunity to provide hospitality.
But what does this concept mean for the entrepreneur or manager? The competition considers that this negative publicity will severely affect the company's profit and loss account. In this context, hospital treatment must become more than an option, respectively a standard of operations performed.
 


The managerial role in coordinating hospitality

By knowing in detail the whole offer and by his attitude, each worker will be able to recommend to the client the advantages of the company or simply to greet him before serving the client, to listen to him and to be at his disposal, making him feeling good and gaining his trust. However, it is not enough for the manager to decide that the staff must provide hospitable treatment. More is needed, namely, to develop a service management program, which emphasizes the company's focus on meeting customer needs and allows financial goals to be achieved. Even if the manager does not come into direct contact with the customer to provide services, he still is primarily responsible for quality and hospitality. He is the one who can develop rules, regulations and plans for the guests.

Quality is the most important competitive advantage of a tourism company or the "key to competitiveness". Currently, the quality of tourist services is one of the most important topics of management. Surrounded by strong competition, providers of tourism products and services are increasingly obliged to put the needs and requirements of customers and consumers first. Customers are now better informed and increasingly prefer to purchase products and services of the best possible quality at reasonable prices. Therefore, managers and employees should strive to provide only high-quality services at reasonable prices. Quality in this sector is defined as "consistent delivery of products and services to guests in accordance with expected standards."

Quality is directly related to the satisfaction of guests who have received products and services. The quality components in the hospitality industry that can be used to develop and implement a system of quality services are the following:

-Considering that guests are served
-Determining the wishes of the guests
-Develop procedures to provide what the guest wants
-Staff training and empowerment
-Implementation of revised systems
-Evaluation and modification of service delivery systems

Classification of services provided in the hospitality industry

When we talk about the consumption of the population, the thought leads us to the great collective structures of accommodation and food, in which we distinguish two categories of services:

a) Non-commodity services provided in social regime - are those in the accommodation structures in the collective food in hospitals, sanatoriums, hospices, military units, penitentiaries, construction sites, camps and boarding schools, university campuses, old people's homes, various other seasonal activities.

b) Merchandise services provided in commercial regime - commercial accommodation structures, as a rule, refer to the tourist reception structures with tourist accommodation functions, as well as to those in hospitals, sanatoriums and other similar establishments, private property, rooms rented from houses private property, to those in the railway passenger transport (sleeping wagons, cot wagons), naval transport, air transport.
The tourist product in the hospitality industry

In general terms, a product is the set of material and immaterial elements (services, symbols, brands) designed to create satisfaction for the buyer and for whom he is willing to pay the price set by the manufacturer.

In terms of the travel and tourism industry, the tourist product is a complex of material goods and services, concentrated in a specific activity and offered (package) to the tourist consumer.

The package of services is a pre-established combination of at least two of the following elements: accommodation, food, transport, spa treatment, leisure-entertainment and other complementary and adjacent services, representing a significant part of the package (when sold or offered for sale at a global price and when these benefits exceed 24 hours)

The services of the hospitality industry incorporated in the offers of tourist products are meant to create utilities. In economic practice there are five types of utilities, adaptable in most situations to the consumption needs in which the services are requested: the utility of the form (of the tangible elements associated with the services provided); the utility of the place (of the location of the service providers units as accessible as possible to the consumers and of the conditions that favour their accessibility to services); the usefulness of time (obtaining quickly services that meet needs that do not suffer any delay, such as services for meeting timely physiological needs for food so on); the usefulness of possession (of the degree of satisfaction associated with the diversity of offers and with the quality and value of consumption); the usefulness of information (knowing the content of offers as an effect of promoting services) and the recommendations and advice of providers to facilitate the choice of those services that will best meet the needs and preferences of potential customers.

In the hospitality industry, the seasonality of the demand for accommodation, food, transport, leisure services, .so on is strongly influenced by the dominant climatic conditions in the various geographical regions of the Earth.

Hospitality recipients perceive this sphere of service in the form of friendly receptions accompanied by good food and drink and a family atmosphere. . Regardless of the position they occupy, of recipients or providers of hospitality, it is certain that this sphere of activity has influenced the lives of all people, developing over time from a domestic to a commercial activity. a constant and continuous development of the tourism industries and hospitality. In order to receive those who travel the world, literally and figuratively, the hotel industry is also expanding, keeping up with their requirements. For many people, the facade, appearance or even location determines the first impression, which remains, and which is the most importance. The hotel industry, more than any other, is strongly people oriented. What creates that lasting impression on customers is the effectiveness, efficiency and hospitality of the people who, through their attitude and kindness, subconsciously cause them to return. The hospitality industry, for most people, consists only of hotels and restaurants. the notion of hospitality, the hospitality industry can be broadly defined as a series of commercial activities that provide accommodation and / or food services to people who are away from home, whether for longer or shorter periods of time.1 Otherwise The hospitality industry includes not only large hotels and restaurants, but also a wide range of commercial activities such as guest houses, snack bars and fast food establishments. The essence of hospitality is to provide food, entertainment and accommodation for those who are far from home



Conclusion

In conclusion, hospitality starts with: be where your client wants, be mobile like him to meet his needs. Each guest or client is unique and must be treated as such. 
Professional hospitality can be defined, therefore, as “the process of ensuring the comfort and psychological and physiological security of the client, during the consumption of the requested products, within the provider unit.
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