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Introduction

[bookmark: _Hlk13457112]The following definition of services includes all types of services: "A service is an activity or a series of intangible activities, more or less, which normally, but not necessary, takes place in the interactions between the consumer and the employees and / or physical resources or goods and / or service provider systems that are offered as a solution to consumer problems. "(Grönroos 1990).
From the point of view of the guest, the hotel service is an experience, determined by the quality / price ratio, the atmosphere and the staff. The experience-gap gap must go to zero to get the customer's enthusiasm. Therefore, the hotel service is the sum of everything that happens to the customer in contact with a transaction or a series of transactions ‘’customer satisfaction and customer loyalty’’ (Szwarc, 2005).
The short version of the definition of good guest service is to make the guest happy. (Doyle, 2019).














Discussion/Evaluation and Critical  Analysis

Caro Hotel is located in Bucharest, Romania 10 minutes from downtown Bucharest and 20 minutes from Henri Coanda Airport. The shores of Lake Tei and the abundant vegetation surrounding the hotel contribute to creating a very pleasant ambience.
The 4-star Caro Hotel was built in an exclusive area on the shores of Lake Tei, the lush vegetation surrounding the property giving it a special character.
The hotel has a German-style architecture and comfortable and spacious accommodation units. ,,Rooms include a work desk, cable TV and a private bathroom with hairdryer’’(www.booking.com).
Guests of Caro Hotel can relax in an urban corner of nature in the hammocks offered by the property. They can also rent a picnic basket and spend pleasant outdoor moments or rent a binocular for observing the birds on Lake Tei.
The restaurant combines the unique décor of the hotel with modern elements. The restaurant serves both traditional Romanian dishes and international dishes, and the pleasant bar in the lobby offers exceptional drinks. In the evening, guests are welcome to discover their favorite wine at the 1000-chip wine bar.
Other facilities include a conference area of over 1000 sqm, a fully equipped business center, high-speed internet access available in each conference room, audio / video assistance, natural light and garden access and large landscaped grounds ideal for outdoor activities, team building and events.
Caro Hotel offers a health club where guests can relax in the dry and dry sauna and have outdoor beach facilities. A WorldClass pool, a fitness center and various sports activities are available for free in all rooms. The property is also accessible by wheelchair.
The restaurant also prepares coffee breaks or menus: business, standard or economical for rented conference halls. The restaurant as well as the Grand Ballroom can be organized and arranged for various events.
The business segment is the hotel's consistent clientele. The 13 halls bear the names of famous writers and poets of our culture.
The total capacity of 500 seats in the four rooms that make up Grand Ballroom CARO, inaugurated in April 2018, with an area of ,,450 square meters, places it the second largest in Bucharest, following the Marriott . The 24-hour rental of the Grand Ballroom costs about 1,000 euros, and the restaurant is 3000 euros ,,(www.carohotel.ro).
Grand Ballroom Caro is part of an investment of about 4.5 million euros, including the extension of one hundred hotel rooms, a trigeneration center, a business center and a restaurant with a capacity of 350 seats.
At present, the hotel has a capacity of 163 rooms with 326 seats, structured as follows:
- 60 rooms with individual bed (matrimonial), representing the space for use by one or two persons;
- 81 rooms with two individual beds, representing the space for the use of two persons;
- 12 junior suites;
- Two bedroom apartments with a double bed and a living room with a sofa bed (where one person or two can sleep);
- 8 duplexes consisting of a double bedroom upstairs and a living room with sofa and armchairs for one or two persons.
Adaptation of benefits and changes in the structure of the hotel product should be based on understanding and capitalizing on the specificity of the area, so that accommodation and dining will bring added tourist experience.

Custumer satisfaction, service quality and custumer expectations
According to Jana & Chandra (2016), customer satisfaction is the most important aspect of the hotel industry and then starting from Philip Kotler's proposed definition of well-known Principles of Marketing, marketing research consists in’’ designing, collecting, analyzing and systematically reporting data and information’’(Kotler,1997) relevant to a particular business situation. 
Consumer loyalty is vital to any business. If your clients are satisfied they will probably buy more from you or from you all the more regularly (Morrison & O‟Mahoney, 2002). 
Therefore, it is worth noting that a modern hotel equipped with sophisticated, functional equipment and facilities can not be successful if the staff is not able to prove the occupational behavioral qualities that the experience of hospitality considers indispensable. The role of marketing research is to present the possible solutions for improving the quality of hotel services and to make recommendations for subsequent actions, and the management of the hotel is the one that will have to take the final decision.
In order to carry out the research, one of the main types of marketing investigations, called descriptive research, which aims to describe and evaluate the coordinates of the researched marketing phenomenon, has been used. This kind of marketing research is part of the conclusive research category, aiming at ,, testing hypotheses and examining the relationships between marketing variables’’(Catoiu,2002). Therefore, a method of direct research - observation - which consists of recording the behavior of receptionists within the Caro Hotel, was investigated systematically.
In the preliminary stage of the research process is defined the following decisional problem: Is it necessary to improve the front-office service through a change in the behavior of the receptionist of the Caro Hotel?
This study aimed at determining the effectiveness of the receptionist at the workplace and determining the behavior of the receptionist was carried out.
The next step is the one that determines the information necessary for choosing the optimal decision-making option in order to implement the process of improving the reception behavior of the Caro Hotel.
The following objectives will be achieved:
• Customer satisfaction;
• The way receptionists get to understand;
• Solving customer problems;
• Interpersonal relationships between employees;
• The correctness of the performed operations;
• Proper reception at the reception.
Further, the research process involves the elaboration of the research hypotheses, which represent the possible answers to the investigated problem, which will be considered and verified at the end of the study.
· in less than 20 seconds, receptionists react when the client approaches the desk;
·  More than 50% of receptionists are able to present on time check-in services for accommodation and breakfast;
· 80% of foreign clients communicate effectively with receptionists;
· 10% of the relations between the receptionists and the other employees are tense;
· Relationships with colleagues do not influence the attitude of the receptionist towards the client;
· 60% of clients were satisfied with the services they received;
· 90% of clients' problems are solved;
· most of the invoices are issued correctly;
· Most customer problems are resolved within 10 minutes;
· The outfit is standardized.
Starting from the fact that the first impression is vital to the customer's opinion about the Caro Hotel, we considered it beneficial to thoroughly research the receptionist's behavior. Even though the Caro reception hall is welcoming, tastefully decorated, well-equipped, winning or losing customer confidence depends equally on the receptionist's behavior. Therefore, the most important tool of hotel marketing is the reception staff, the one who can create customer satisfaction, which will also make the best publicity for Caro Hotel.
In order to be sure that the services offered are up to the proposed qualitative level, the management of the Caro Hotel should compile a quality manual, including the operational (quality) standards of each service. Of course, service front-office standards will cover sequentially all specific operations reception: welcoming guests, recording personal data of the guest in the operative documents, highlighting reservations, highlighting consumption customers, customer information, complaint handling, sale of hotel services, providing security services . For example, quality standards for phone response, check-in, personal and clothing, etc. Standard quality should start pa principle "provides right the first time" proposing and realization of "zero defects"(Evans, 2005), which means that the standard is a training base for staff and a basis for the correct evaluation of the service.
Caro Hotel has to offer professional training programs, on the one hand because the world trend of accommodation units is to increase the share of qualified staff and on the other hand because - by working with qualified staff - increases the chances undertaking to provide quality services.
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Conclusion

The quality management system can be improved and can be done by engaging, supporting and developing staff (Element 6.2.1 of SR EN ISO 9004: 2001). The organization must provide on going training, defining responsibilities and authority of staff, setting individual and team goals, ensuring engagement in goal setting and decision making, ensuring and maintaining reward and merit recognition systems, permanent staff review, encouraging work in the team, analyzing the reasons that lead to personnel fluctuations, measuring the satisfaction of the staff.
The goal of continuous improvement is to raise and sustain the satisfaction of both parties. So opportunities to improve service quality can be determined from feedback from customers. The organization's relationships with its clients must be strong both economically and emotionally.
Many of Caro's services are often held in the presence of guests, which gives them the opportunity to immediately analyze their quality. In order to improve the quality of hotel services, it is necessary to identify, analyze, interpret and correct all the anomalies that occurred during their performance.
A very important element of the quality of the hotel service is the behavior of the hotel staff because the hotel service is not a mechanical act but a permanent human relationship. At the same time, the behavior of staff at an appropriate professional level will be able to change the client's impression in case of technical deficiencies or insufficiencies. That is why within CARO, it is always necessary to have a marketing approach that is able to offer solutions to improve the quality of services, especially through the behavioral component. This fact determines the ways in which the behavior of the staff can reach the maximum efficiency and through it the hotel differentiates itself from the competition.
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