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Qëllimi i kërkimit: Objekti i kërkimit është që të fokusohet në aspekte teorike dhe praktike të rolit të shërbimeve dhe cilësisë së shërbimeve, rëndësia e tyre në një organizatë të caktuar dhe në zhvillimin ekonomik të Shqipërisë. 
Materialet dhe metodat: Materialet e përdorura në këtë studim janë marrë nga burime primare dhe sekondare dhe janë përballur me teoritë bashkëohore të shërbimit ndaj klientit, përzgjedhur dhe analizuar në kontekstin e shërbimeve perëndimoire dhe atyre në Shqipëri. Për të ilustruar aplikimin e teorisë kemi marrë në shqyrtim një proces specifik shërbimi që është familjar me shumë njerëz.
Konceptet janë mbledhur dhe përzgjedhur me kuotime, citime, perifrazime dhe përmbledhje korresponduese. Në bazë të materialeve dhe këndvështrimeve personale të gjeneruara gjatë studimit të kësaj çështjeje, ne e kemi parë aplikimin në mjedisin Shqiptar duke nxjerë konkluizionet përkatëse dhe më tej rekomandimet janë nxjerrë mbi bazën e këtyre konkluzioneve.
Rezultatet: Konkluzioni kryesor i këtij studimi është që niveli i lartë i shërbimeve është i nevojshëm për zhvillimin ekonomik dhe në bazë të parakushtit për zhvillimin e biznesit dhe qasjen e ofruesit të shërbimeve. Nën kushtet e fitimit të statusit të vendit kandidat për Shqipërinë, ky zhvillim është më shumë se kurrë i nevojshëm. Duke krijuar një kuadër nën të cilin mund të analizohen pritshmëritë e klientëve, komponentët e shërbimeve mund të vlerësohen dhe përgjigjia e ofruesve të shërbimeve mund të formulohet jo vetëm për përmirësin e organizatës por edhe për të tërë ekonominë.
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Aim of the research: The objective of the research is to focus on the theoretical and practical aspects of the role of service and service quality and its importance in a given organisation and thus economic development and services in Albania. 
Materials and methods: The materials used in this study were obtained from both primary and secondary sources and matched against contemporary theories of customer service, selected and analysed in the context of both western services and those in Albania. We have taken a specific service process that is familiar to many people to illustrate the application of the theories.
The concepts have been collected and selected with the corresponding quotations, citations, paraphrases and summaries have been done. On the basis of materials and personal views generated during the study of this issue, we look at the application in an Albanian environment with conclusions drawn. Recommendations have been drawn under the bases of conclusions.
Results: The main conclusion of the study is that a high level of service is necessary for a developing economy and a basic pre-condition for development of businesses and the attitudes of the service provider which are necessary. With Albania’s candidate status, this development is more necessary than ever. By creating a framework within which customer’s expectations can be analysed, the components of the service be evaluated and the service provider’s response to them can be formulated, not only will the organisation improve but so will the economy as a whole.
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Introduction
Quality in general terms has been studied and implemented in business processes since the 1930’s but became a serious force in economic development after World War 2 when American management and production were introduced to Japanese industry. This focus on optimum quality in the production process were accepted and developed further in a Japanese context. It can be argued that the Japanese cultural respect for processes was a good environment to flourish. 
At all events the ideas introduced primarily by W. Edwards Deming and others were applied by such people as Kaoru Ishikawa. A common area of debate, then as now, is what defines ‘quality’ both generally and in specific contexts. For example, it can be defined as ‘conforming to (set) requirements (Crosby) or applied in the context of the specific product.
In terms of products’ quality this can be a relatively straight forward process as tangible benchmarks can be set. In terms of service, while the ‘technical quality’ of a service can be defined and benchmarked, that of ‘functional quality’ as an abstract concept which is also, to an extent, subjective, cannot be so readily defined in a way that people can uniformly recognise or agree with. This is one of the challenges of service quality, both in terms of management objective setting and implementation.
The definition and implementation Quality of service has been generally not understood and neglected, particularly in post communist societies in the early stages of their development.. This is in part due to a lack of interest in what the customer wants and needs, an inability to do so and partly  because services are more complex than tangible products. 
Service providers need to not only understand what customers want but also  how services are evaluated by customers, in order to find ways and tools to improve them. In trying to address this, the service provider needs to be able to define the various components of the service. Such components include different procedures, tools, techniques, materials and devices for the same or similar service
Academics divide quality in two separate categories. Firstly, technical quality. This refers to the mechanics of the service, whether it is the process of repairing the washing machine or getting a service in the bank or arriving at an airport and going through immigration, customs, landside, getting a taxi and so on.  Thus, Technical Service refers directly to the interaction with the customer. 
Secondly, there is functional quality, which is the quality of the service offered, how quick, how punctual, the ambience of the bank and so on. While technical quality can be measured objectively by the customer, the other side of the service, Functional quality cannot. The functional service can be perceived and evaluated (e.g. ‘I waited too long in the bank’) and either feel satisfied or dissatisfied,  they can rarely measure it against a benchmark, except to compare it against competing service  that they have experienced or against their expectation..
Their expectations arise as a result of different influences. Such influences include what the company has said about itself, what others have said about it, the origins (e,g. German – technology, French – luxury, British – dependability, the perception of price versus quality, word of mouth, the customer’s needs, customer values and so on. Quality of service can be measured based on several dimensions, techniques and models.

1. Service quality – the practical application
It was not until the 1890’s that the analysis of Service quality. Shostak defined the Process as the product. Service quality is a comparison of expectations with performance. A business with high service quality will meet customer needs whilst remaining economically competitive. The implication and ultimate aim, it is suggested, is that better  service quality should  have a direct and positive impact on the company’s competitiveness and ultimately,  its profitability.
To illustrate the practical application of the general theory of Service  quality and the focus on customer needs, this paper has  taken the example of the customer experience of the person arriving to the airport Specifically, we should put ourselves in the shoes of the tourist arriving to Albania for the first time. 
First of all, the analysis of the servicer covers the basic steps. As a basic check list it highlights each stage of the service and therefore the points at which the service can be improved.
To do this, we can use the framework of the 3 ‘p’s of service i.e. Process, people and physical evidence. It can be divided thus:
Process
1. Getting off the plane
2. Getting on the bus to the terminal
3. Queuing for passport control
4. Passport control
5. baggage  
6. Customs control 
7. Change money
8. Directions to destination
9. Getting to destination
People
· Air hostess
· Immigration official
· Customs officials
· Taxi driver
· Bus driver
· Announcer
· Cleaner
· Shop assistant
· Car hire representatives
· Banking services representatives

Physical evidence
· Bus
· Information
· Cleanliness of the airport
· Banks
· Uniforms
· Signs at Immigration control, baggage collection
· Visa application forms
· Available written information about Albania, Tirana, hotels etc. 
· Customs allowance
· Signs for the taxi / bus
· Taxi uniform/ bus driver uniform

These represent both the functional and technical elements between customer and service provider and the ‘touch points’ between the airport and customer. From a suppliers point of view these are the areas in which both efficiency and effectiveness in terms of customer satisfaction can be maximised. From the viewpoint of business administration, service quality is an achievement in customer service. It reflects at each service encounter.
Thus, this begs the question, what is customer satisfaction? The Service quality gap implies that service quality is the extent to which customer expectations are being realised. Customers form their expectations from a number of sources, notably, past experience, word of mouth from others, what they need and advertising.
In the case of the customers of Tirana Airport (Nene Tereza), the level of  expectations depend on the types and the needs of the customer  that uses the facilities – that arrive from abroad into the airport. A basic segmentation can be made between   those who have experienced the service before, those who have haven’t. For the second, there is a further sub segmentation between those who have flown before and those who have not. For the first two, their past experience has determined their expectations and determine the extent to which they will be satisfied or disappointed.
The first time visitors to Albania are in most need of strongest support and stress-free process environment are those whose impressions are most important and it is to those, that the service provider should seek to create satisfaction.  Thus, service levels should be geared to satisfying these, along with those passengers who have experienced good service at other international airports. It is to these that Tirana International airport is to be benchmarked.
Overall, the aim of the airport is to understand its own processes so that problems can be indentified quickly and systematically and optimising the customer experience by establishing valid and service outcomes. This accurate management needs predetermined criteria of service quality.

2. Service Quality Model (or) GAP model
As service market theory has it, the service quality model or the ‘GAP model’ developed by a group of authors, inter alia, Parasuraman, Zeithaml and Berry. It  highlights the main requirements for identifying where the service deficiency lies. It identifies five ‘gaps’ that cause unsuccessful delivery. Customers generally have a tendency to compare the service they 'experience' with the service they 'expect'. If the experience does not match the expectation, there arises a gap 

GAP 1:
This is gap between consumer expectation and management perception: This gap arises when the management does not correctly perceive what the customers want.  In the case of the airport the perceptions can be correctly perceived by feedback from the different segments of passengers either through informal or formal market research. Equally valid is the use of ‘mystery shoppers.’

 There also has to be a formalised flow of information whereby employees, particularly front line staff themselves can feed service failures and positive ideas into the system. By focussing on the ‘touch points’ outlined above, the management can be made aware of the specific areas of dissatisfaction.

GAP 2:
This is defined as the gap between management perception and service quality specification: Here the management might correctly perceive what the customer wants, but may not set a performance standard.. Thus, in the case of the airport, while the requisite consumer  research has been carried out, this needs to be translated into a series of quality standards covering each ‘touch point’ This is not a straightforward exercise since identifying the problems may be one thing, finding  solutions and translating them into standard operating procedures may be quite another. In addition, it may call for resources which may simply not be available.

GAP 3:
This is the gap between service quality specification and service delivery: This gap may arise owing to the service personnel. The reasons for this may be poor training, incapability or unwillingness to meet the set service standard.
Once the standards and procedures have been set, the personnel, in this case, all the airport personnel plus those out with the direct control of  the airport authorities should be  aware of and able to implement the correct procedures. Thus, as much as the airport can influence this, it not only concerns, the staff, but also, those employed at the money change, the car rentals, the bus service and even the airline personnel themselves, in other words, the ancillary services. . For the airport staff these quality issues arising from the market research are not only incorporated and updated into the training but also performance must be continually monitored to ensure compliance.

GAP 4:
Gap between service delivery and external communication in other words what the organisation says about itself and what the customer perceives to be his or her experience: Consumer expectations are highly influenced by statements made by company representatives and advertisements. The gap arises when these assumed expectations are not fulfilled at the time of delivery of the service.
In the instance of an airport monopoly, such as Tirana International, this is not quite so crucial as the airport does not necessarily need to advertise its services to gain business. However, any communication, and specifically information on the website covering their services and those of third parties, must absolutely reflect the service themselves. Any departure from this will result in dissatisfaction either with the service or the information of it.

GAP 5:
The logic of gap 5 is that if all the other gaps are minimised, then the gap between customer expectations and their perceptions will be closed. Thus, the airport user gets exactly what he expects as benchmarked by his needs, his experiences elsewhere and the prior information he has received.

3.  Dimensions of service quality
The dimensions of the service quality are the criteria in which the satisfaction levels identified in gap 1 is measured. Five determinants that may influence the appearance of a gap were described by Parasuraman, Zeithaml and Berry. 

Tangibles  - what we referred to as ‘physical evidence’ earlier on. This may include cleanliness, particularly in areas of most concern such as toilets, quality of restaurants i.e. both those facilities directly under the airport’s control and those franchised or managed by external providers.

Reliability - consistent and dependable performance that doesn’t cause inconvenience to the airport user. These might include, delays caused by long queues, baggage delays or a breakdown in technical equipment.

Responsiveness – specifically how the staff   people and,   to a lesser extent technology, responds  to customer enquiries and problems. Ideally, this should be covered by a series of standard operating procedures. However, as new customer problems occur all the time, such problems and solutions are fed into the system to update procedures. It also helps to empower staff to  help the customer over and beyond what their job specification states.

Service assurance – that the customer has the confidence in the knowledge and skill of the advisor. A command of the requisite foreign language is a must, and staff should be trained to have a knowledge of the main languages with, for example, all the 12 major global languages being covered. 

Empathy - This involves listening to customers’ needs. Skills of empathy, whether innate or trained are important here. Thus, such phrases as ‘;I don’t know’, ‘it’s not my job’ are to be eliminated and phrases such as ‘I don’t exactly  know but I will find somebody who does’ or ‘of course, I’ll try to help you,’ introduced at all levels and, of course acted upon.

4. Approaches to the improvement of service quality
This entails several crucial issues: the efficacy of the feedback from customers; the commitment of management to make requisite changes; the ability and the willingness of the staff to make it happen as well as the effective coordination of all staff, including those in charge of customer communications. Here staff morale is critical as no matter how much senior management understand the needs of the customer and can set procedures, it will all be wasted if the staff are either too unmotivated or unqualified to implement them.

5. Blue-printing and fail-safing
The former includes setting out in minute detail, the stages that the customer goes through in the process as well as the visible and invisible tools needed to support the process. Done well and appropriately, it is extremely complicated and complicated because it covers all the real and potential processes. So, a blueprint of the immigration procedure would cover not only checking passports and waving through, but also stamping them and dealing with all the potential problems an passport controller may have, along with the separate processes of dealing with them.

Fail-safing is the process of anticipating things that go wrong and setting out processes either to avoid them or to deal with them when they occur. It is a powerful tool when used effectively and judiciously. Thus, at the airport fail-safing this may include baggage being delayed at a transit airport, or a power failure on the baggage trolley. It should also include events not directly connected to the airport e..g delays on the main road into Tirana.
The errors fall into three categories:
· Task errors – doing the job too slowly, too carelessly or in the wrong order
· Treatment errors – the staff failing to respond appropriately to the customer’s request
· Tangible errors – dirty toilets, dirty uniforms; temperature, strong smell of disinfectant or loud music


6.  Organizational orientation
The marketing department of a company is usually designated as the area which has overall responsibility for bringing the different elements of quality i.  different departments and as such is of prime importance, This is not always recognised by an organisation which sees the marketing function as mainly for external communications rather than as a department monitoring the added value of the organisation to the customer. In this case, while the HR department monitors the capabilities of its staff, the facilities department, the toilets etc, nobody is coordinating the efforts of these departments. At best therefore, the ‘message’ of the airport may be uncoordinated, and lack uniformity. At worst, each department is fighting over limited resources with that the overall benefit to the customer is lost.
Of course, customer service is the concern of all employees and it does not necessarily need to be the marketing department, but the process outlined in this paper has to be the responsibility and chief focus of one person dedicated to making this happen  with or without a department, but certainly with the complete support of senior management.

7. Internal Marketing
Internal Marketing , or how employees are trained and managed to deliver the service in a way that conveys the companies objectives and keeps the customer happy, is an oft-talk about but often neglected area.
To maximise customer service, there has to be a general culture in the organisation of the importance of customer satisfaction. To achieve this, employees are selected on the basis of, not only their skills and experience, but also on their personality, in particular their empathetic skills.  
However, the employees must be motivated by good management, and trained. Their areas of responsibility must be clear to them and to their colleagues and full support for doing the job. This suggests that there are personnel who are skilled, motivated and customer-focussed at all levels of the organisation.

8.  Market segmentation
Market segmentation is the subdivision of the customer base into groups of persons with similar needs and wants. In the case of the airport, meaningful segmentation can be on the basis of  such   specific needs  - get through as soon as possible, have lots of time and can stay there and spend money on the facilities, enjoying the ‘airport’ experience, the reasons why they have come to Albania, , or the more traditional segmentation on the basis of age, lifestyle etc. In both cases, this will determine such things as the speed of the process, the amount of information or help  needs and the airport facilities required. In the arrivals, for example, there are people who need to speed through and this should be recognised and there are people who are not in a hurry and therefore is an opportunity for booksellers, cafe facilities and even advertisers. These are often a function of the types of passengers who use the airport, i.e. business, holiday, first timers, etc.
 
9. Market Research
The type of Market research needed to ascertain consumers’ preferences will come in two forms.
· Primary research (also known as field research), which involves the conduction and compilation of research for a specific purpose. This involves working with the consumers directly to look at their expectations and how adequately the service met their expectations, and how it could do better
· Secondary research (also referred to as desk research), initially conducted for one purpose, but often used to support another purpose or end goal. This is equally important and often neglected. At the very minimum, it means benchmarking each aspect of the service process, people and physical evidence against the best, in this case, other international airports.

10. Marketing planning  and strategy implementation
It must not be borne in mind that good customer service not only fulfils the needs of the customer but does so in a way that is keeping with the organisation’s objectives, image and a  cost at which the company is allowed to make a profit. Thus, each of these must be defined. 
The early stages of defining ‘where we are’ (as opposed to ’where we are going,’ how do we get there’) includes an understanding of what the different segments of the customer base expects and the organisation’s current ability to satisfy them. In marketing terms, this means not only using the 4 p’s but also recognising the aspects of the 3 p’s of services as given earlier.

11. Marketing Promotion strategies
Referring to gap 4 in the gap model, a major source of customer dissatisfaction can  the advertising services which can make false claims or be absent altogether. This underlines the importance of those tasked with external communications having a complete understanding of the organisation’s strengths and weaknesses of the organisation and its services , in order not to make misleading promises. Thus, if the process of the passport control is erratic or the number of shops limited, the airport cannot boast of ‘a positive airport experience.’ If the staff are unfriendly, the organisation should not show a picture of smiling staff.  Equally, if the airport introduces automated flight check-ins, it can communicate this as a positive in its external communications. In all cases, the lack of internal communication between the advertising and other departments can have major implications on customer satisfaction.

12. Use of technology
An important aspect of improving the service process is the introduction of technology. In the case of arrivals, aspects of the process can be streamlined. For example, at some airports, the introduction of retina/eye recognition software has not only speeded up the passport control procedures but also reduced costs in terms of manpower, in other words achieving the twin aims of greater efficiency and effectiveness.  Appropriate Technology can be introduced at all levels from the introduction of food vending machines in arrivals to baggage recognition software.  

13. Services quality and Total Quality Management
The development of the quality concept necessitates the ability to introduce quality concepts at every stage of the design, planning, and delivery of the service. Thus Total Quality Management (TQM) is particularly important in regard to service marketing. Briefly this concerns,
· Focus on customers
· Base decisions on facts
· Focus on processes
· Improve continuously
· Let everybody be committed

What this stresses is that quality is a continuous process. In a service where perceptions of quality and needs are constantly changing and the benchmarks get higher as best practice improve with, among others, the introduction of  newer technology, this is especially important. In this respect the level of quality becomes dependent on continuous feedback and improvement based on an organisation’s ability to react positively to the feedback. This process is known as a quality system, or as a commitment to a company-wide culture where everyone is clear of the direction and objectives of the organisation and work in support of each other to achieve these goals (14), however, it is noted that while there is general agreement about the theoretical aspect of TQM, the practical aspects of implementation are more problematic. In an extreme case, the expense of optimising quality may be higher than the ultimate benefits in terms of customer experience. In other words, there has to be a balance between what is desirable and what is affordable.

14. Services quality and International standards
National and international standards authorities have turned their attention to quality in recent years. In the UK the British Standards Institution (BSI) first published BS 5750 in 1979 for quality systems and the standard was further developed by the International Organisation for Standardisation (ISO) into the ISO 9000 series. 
A useful definition of quality is found in ISO 8402: "quality is the totality of features and characteristics of a product or service that bears on its ability to satisfy stated or implied needs". This has since been refined to "the totality of characteristics of an entity that bear on its ability to satisfy stated and implied needs".
The ISO 9000 approach has been applied in many different organisations and obtaining certification can be essential in some industries. Although services can be included in the certification process, ISO 9000 is seen primarily as a product-orientated rather than process-orientated model.

15. Services quality and Benchmarking
Benchmarking is defined as "the continuous process of measuring products, services and practices against leaders, allowing the identification of best practices which will lead to sustained and superior performance". Benchmarking can be carried out with relation to different types of organisation: 
· Internal benchmarking - comparisons with other parts of the same organisation, in terms of people and , processes.
· Competitor benchmarking - comparisons with a rival organisation – other airports.
· Functional benchmarking - comparisons with non-competitive organisations carrying out a similar function, in this case that involve moving people from A to B, in terms of keeping people for as long as possible to spend money or processing documents or giving a service ( banks)
· Generic benchmarking - comparison of similar processes in organisations with different functions
The purpose of the benchmarking process is not just to understand the processes carried out by other organisations, but to enable a considered self-assessment to be made of your own organisation.

16. Conclusions and recommendations
Improving the quality of service can only be achieved through management commitment to improving quality, the components of its own service and total quality management. Given that the tools of marketing are used as a framework for analysis and implementation e.g. analysis techniques, objective setting, the setting and application of strategy of the 7 ‘p’s of the marketing mix and the use of modern service marketing techniques and design methods, it would be logical to suggest this is the remit of the marketing department.  Defining customer expectations, performance measurements and finding discrepancies between what the client expects and what it receives is the ultimate driver of good service.
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