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As the example above shows, the tourists’ satisfaction level from staying at destination depends not 
only on their experience on specifi c tourist services, but also or more intangible factors, for example 
hospitality, safety and security, and cleanliness. The success of a destination is therefore a function of 
many independent components. It underscores the need for an integrated approach to managing the 
quality of tourist destination. The objective of the article is to specify the preconditions of a destina-
tion for implementing Integrated quality management (IMQ) and to demonstrate the possibilities for 
using the methodological approaches of the Qualitest tool in the tourist destination of Znojemsko 
and Podyjí. The obtained results show problematic utilization of Qualitest in full extent and the ne-
cessity to modify it for its use in the conditions of the Czech Republic destinations.

Integrated quality management (IMQ), tourism destination, Qualitest

The quality of off ered products is the basis of 
a long-term success on the market. In case of the 
area of services it is necessary to consider certain 
specifi cations of services, such as for example their 
intangibility, evanescence or changeability. So the 
quality of services is very diffi  cult to measure. Nev-
ertheless, it is possible to evaluate it successfully ac-
cording to the level of customer satisfaction. A satis-
fi ed customer is the one who has got what he or she 
has expected, possibly even more. He or she usually 
broadens positive references and returns to a fi rm. 
On the other hand, a customer who is dissatisfi ed 
with a service can infl uence the reputation and sub-
sequently the success of a company signifi cantly. In 
case of companies off ering tourism services a satis-
fi ed customer and positive references are important 
marketing and competition advantage. That is why 
it is necessary to specify quality in a given company, 
to work on its increasing and to evaluate it continu-
ously. It is important to know customers’ require-
ments to be able to maintain quality and so to meet 
their requirements.

American authors EVANTS and LINDSAY (1999) 
maintain a position that quality cannot be deter-
mined unambiguously. It is a relative term based on 
subjective evaluations of various criteria provided 
by individuals who have diff erent roles in the mar-
keting-production chain and so diff erent require-
ments connected with this fact. At the same time 
their demands for quality still develop with the in-
crease of their experience. So, for maintaining qual-
ity it is important to understand various points of 
view on the basis of which it is evaluated.

The offi  cial defi nition of quality was formulated 
in 1978 by the American National Standards Insti-
tute – ANSI and the American Society for Quality – 
ASQ. Quality was defi ned as “a set of the features of 
a product or a service based on the ability to satisfy 
given needs”. However, later on many fi rms started 
to use an easier and consumer-oriented defi nition: 
„Quality is satisfying or exceeding a customer’s ex-
pectation”1. It follows from many authors’ opin-
ions that quality can be ensured and maintained by 
various means. Palatková (2006) identifi es with the 

1 In: EVANTS, LINDSAY (1999)
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opinion of BARTL, SCHMIDT (1998) and MÜLLER 
(1995) who consider a direct contact with a client 
and the identifi cation of quality from a client’s side 
to be the most reliable approach.

A tourist destination is a target place of a journey 
that disposes of a set of services provided in connec-
tion with the potential of tourism in the given area. 
It is a certain geographical space created by the off er 
of tourist attractions and all facilities necessary for 
realizing tourism services (accommodation, board-
ing, transportation, entertainment…).

Provided that a destination disposes of a quality 
potential for applying tourism it is inevitable to en-
sure the quality of individual services in all links of 
the chain that create a common product of the des-
tination if we want to reach an overall quality of the 
destination. The competitiveness and economic effi  -
ciency of the destination then depends on the diff er-
entiation and quality of the product.

So, in a destination it is necessary to strive for 
quality in all areas, which for example according to 
BUHALIS (2000) means:

Attractions – basic or in other words primary off er 
of tourism that due to its amount, quality and attrac-
tiveness elicits attendance (natural, culture-histori-
cal potential).

Accessibility and ancillary services – general infra-
structure that enables the access to a destination and 
movement to its attractions; here also belong the 
services used mainly by local inhabitants (telecom-
munication, medical, banking, postal and so on).

Amenities – derived or in other words secondary 
off er, superstructure and infrastructure of tourism 
that enable movement in a destination and using its 
attractions (accommodation, hospitality, sports-rec-
reational, culture-sociable and other facilities).

Available packages – prepared product packages.
Activities – the possibility to use sports, cultural 

and other experience activities for individual mar-
ket segments.

MATERIALS AND METHODS
The tool for reaching the quality of services in 

a destination is building and adapting a system of 
quality that has certain rules. The approach that 
considers overall satisfaction of all participating ele-
ments, such as consumers, service providers as well 
local inhabitants, is integrated quality management. 
The system of integrated quality management (IQM) 
is based on the model of exceptionality EFQM2. Its 
creation was initiated by European Commission 
(2003) on the basis of published studies providing 
the results of the best practices of quality manage-
ment in selected European destinations.

Integrated quality management connects four key 
elements of a destination in its approach (the satis-
faction of tourists, the satisfaction of service pro-
viders, the quality of local inhabitants’ lives and the 
quality of the environment). Its objective is to mon-
itor quality, compare it in time and improve it. It is 
an analytical and dynamic model that utilizes gained 
results for improving the conditions on the basis of 
which the quality of a destination is evaluated. It is 
a cyclic process consisting of fi ve following steps:
1. Identifying partners and determining a leader 

who is able to make the others interested to reach 
a united objective.

2. Suggesting and selecting measures leading to im-
proving the quality of a destination.

3. Realizing the measures.
4. Measuring the eff ects.
5. Evaluating and adapting.

For measuring the results of the quality of a desti-
nation concerning individual indicators it is possi-
ble to use the tool called Qualitest3 that was created 
by European Commission as a manual for evaluat-
ing the quality of a destination.

 Qualitest consists of 16 quality themes that pro-
vide information on basic factors of a destination 
and the quality of a tourist product itself. Each qual-
ity theme is evaluated by three indicators which are 
interlinked and refl ect the integrated approach of 
quality management that is essential in tourist des-
tinations.

Quality Perception Condition Indicators (QPCI) – state 
indicators – are considered to be the entrance points 
of quality management. They refl ect the level of sat-
isfaction of visitors and local tourism services pro-
viders. They are gained by a survey and based on 
subject opinions of the questioned people. Good re-
sults of these indicators are the main objective of in-
tegrated quality management. If the results are not 
satisfactory in case of any indicator (compared to 
previous years or similar destinations), the manage-
ment has to check relevant QMI and QPI and con-
duct actions necessary for improving them. Then 
the survey has to be repeated so that it is found out 
whether the previous QPCI results have improved.

Quality Management Indicators (QMI) are qualitative 
and are based on the self-evaluation of a destination 
management. The level of a destination manage-
ment is crucial for its successful development as one 
of the main activities of a destination management is 
ensuring the communication between investors and 
managers in the destination, for example by force of 
local organizations of tourism.

Quality Performance Indicators (QPI) are quantitative 
and make an objective counterpart of QPCI. QPI is 

2 The model of excellence EFQM is a manager model that applies crucial concepts of total quality management (TQM) 
into the structured system of management. It allows the self-evaluation of an organization in all its activities and con-
tinual benchmarking (comparing to other top organizations).

3 Qualitest – A Manual for Evaluating the Quality Performance of Tourist Destinations and Services (2003) (www.
ec.europa.eu). Annexe 1.
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linked to QPCI and QMI again for each qualitative 
aspect. The number of complaints concerning pub-
lic transportation in a destination per 100,000 pas-
sengers can be an example of QPI. VAJČNEROVÁ 
(2009).

RESULTS

The preconditions for implementing IQM in 
a tourist destination

• Geographical demarcation of a destination. For  easier 
data processing it is suitable for the borders of 
a destination to be identical with the borders of 
autonomous demarcation. To obtain  quantitative 
data for QPI it is necessary to base on the adminis-
trative classifi cation of the Czech Republic into 
regions, districts and municipalities that con-
duct surveying and collect suitable statistical data. 
Nevert heless, from the point of view of a destina-
tion defi nition and its perception by a customer it 
is suitable to work with a marketing division of our 
republic into tourist regions (17) and tourist areas 
(40). The agreement of administrative and market-
ing division is optimal – this condition is complied 
with for example by Vysočina when talking about 
the level of region – tourist region, or Znojemsko 
and Podyjí when talking about the level of district-
tourist area.

• Creating partner relations and determining a leader re-
sponsible for IQM implementation (a leader can be 
a destination agency or any other business or 
public subject that has personal and fi nancial 
possibili ties for evaluating the quality of a destina-
tion by Qualitest).

• The existence of a functional tourist organization realizing 
destination management for the purpose of obtaining 
data for QMI.

• The conditions for conducting surveys of the satisfaction of 
customers and service providers in tourism for the pur-
pose of obtaining data for QPCI (forming a set of 
responders, forming questionnaires, collecting 
data, evaluating outcomes).

• Unifi ed persuasion of the subjects providing tourism 
services about the benefi ts of partnership in the 
interest of increasing the quality of a destination.

• The cooperation with the public sector for the purpose 
of collecting data for QPI (the police, municipal 
authorities, Trade Supervisory Offi  ce).

The methodical process of evaluating the 
quality of a destination by Qualitest

For implementing IQM it is necessary to measure 
the quality of a destination and on the basis of the 
results to suggest and realize concrete measures for 
improvement. The evaluation of a destination qual-
ity can be conducted by Qualitest that consists of 
several surveys the results of which are assigned to 
individual quality themes in the chart that serves as 
a background material for implementing IQM.

Obtaining data for QPCI
The data for QPCI are obtained with the help of 

a primary research. For the purpose of gaining data 
for this indicator it is necessary to create a question-
naire for service providers in tourism and also for 
the visitors of a destination. The fi rst set of respond-
ers consists of all providers of tourist services in 
a destination. The second set of responders consists 
of tourists who spend at least one night in a destina-
tion. For small destinations the minimum number 
of responders is 100, it is ideal to address a represen-
tative set of responders representing main market 
segments. Responders answer question formed in 
the connection with individual quality themes with 
the help of a fi ve-level scale of answers from highly 
satisfi ed to dissatisfi ed. In the evaluation chart the 
answers are satisfi ed and more.

Obtaining data for QMI
The fi rst precondition for obtaining the values 

of quality management indicators is an analysis of 
a given destination with the aim to fi nd out whether 
there is a functional destination agency, or possibly 
a tourism organization, in the evaluated area. If there 
is such an agency or an organization, its self-evalua-
tion is conducted by a qualitative research concen-
trating on gaining answers in connection with the 
quality themes evaluated by Qualitest. If there is not 
such an agency or an organization, it is inevitable to 
identify an organization that substitutes the activi-
ties of a destination agency at least partially. Never-
theless, in this case it is necessary to recommend es-
tablishing a quality and fully functional destination 
agency as the fi rst step towards IQM implementa-
tion. The organization substituting the function of 
a destination agency can be determined by a quali-
tative research, too, using the techniques of in-depth 
discussions with the managements of organization 
that mention developing tourism in the content of 
their activities in a given area.

Obtaining data for QPI
Obtaining data for quality performance indica-

tors appears to be the most problematic. The rea-
son is that the most needed statistical quality themes 
in individual areas are evaluated according to ad-
ministration division, which means according to re-
gions or districts. Tourist areas that are tourist des-
tinations for which measuring quality is meaningful 
are not able to provide most quality themes indicat-
ing the quality of performance for their geographi-
cal area (these quality themes can be the number of 
crimes, the amount of waste, the number of com-
plaints about public transport and so on). However, 
for evaluating a destination by quantitative quality 
themes various data can be used that are available in 
the destination. Nevertheless, to be able to compare 
the level of a destination quality to other years it is 
necessary to use always the same quality themes.
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Evaluating indicators for individual quality 
themes

The level of a destination quality is measured by 
three indicators mentioned above for 16 quality 
themes. As the sense of conducting a destination 
quality measurements by Qualitest lies in compar-
ing the results in time, or possibly to competitive 
destinations, it is necessary to convert the obtained 
information into comparable fi gures and to create 
an evaluation chart where the gained fi gures and 
data will be demonstrated clearly and stored for the 
purpose of further comparison.

On the basis of the case study concerning the per-
formability of the mentioned methodology in the 
tourist area of Znojemsko and Podyjí a model evalu-

ation chart was created. It serves as a basic informa-
tion source for the application of IQM. 

DISCUSSION
Ensuring and maintaining the quality of a tourist 

destination is demanding as quality is directly de-
pendent on the level of customer satisfaction. It is 
a customer who evaluates a destination as a whole. 
Besides the off er of basic attractions the quality of 
a destination is also formed by a set of off ered ser-
vices, the quality of the environment, local inhabit-
ants’ attitudes and the level of destination manage-
ment. To harmonize all these attributes and to off er 
a quality whole to a customer needs a complex ap-
proach. IQM is the approach whose implementa-

I: The model evaluation chart of the quality of the destination Znojemsko and Podyjí for year 20104 

 Quality Themes QPCI QMI QPI

1 Viability of local tourism industry    

 Satisfaction with performance 86 % yes  

 Meeting management 43 % yes  

2 The support of tourism industry in the destination    

 Satisfaction with the possibilities of support 61 % yes  

 Awareness of the existence of the support programme 52 % yes  

 Successful project of the support programme 25 % …  

 Application for a fi nancial support for enterprise 13 % …  

3 Marketing of the destination    

 Satisfaction with marketing support 71 %   

 Checking marketing support … yes  

4 The quality of the acceptance by local inhabitants    

 Satisfaction with the acceptance by local inhabitants 94 % …  

 Local inhabitants’ opinions are respected  yes  

5 Safety and security 84 % yes  

6 The quality of air 94 % Do not know  

7 The quality of the environment 94 % Do not know  

8 Pre-arrival communication 76 % Do not know  

9 Accessibility 66 % yes  

10 Transport 70 % Do not know  

11 Accommodation 92 % Do not know  

12 Information 80 % yes  

13 Boarding 88 % Do not know  

14 Activities 78 % Do not know  

15 Bathing water quality 82 % yes  

16 Value for money 60 %  …  

The questionnaire results from service providers

The self-evaluation of the destination agency

The results of a survey among local inhabitants

The results of a survey among visitors  

Source: own work

4 The evaluation chart is not complete, the quality performance indicators are have not been processed yet and they are 
objects of further researching.



 IQM of a tourism destination as a tool of competitiveness 411

tion and application can lead to the required qual-
ity. In the article the methodology of Qualitest was 
introduced; it is a tool of IQM that shows basic qual-
ity themes infl uencing customer satisfaction and the 
ways how they can be measured. Nevertheless, the 
complete accomplishment of Qualitest is very de-
manding and so it is inevitable to modify it for an 

easier application in destinations. The conducted 
research, the partial results of which are introduced 
in the article, strives for proving the complete ver-
sion of Qualitest so that it is possible to identify real 
problems in its conclusion and to create a less de-
manding model that could be commonly used by 
destinations.

SUMMARY
The quality of tourism services is connected with customer satisfaction. A customer is satisfi ed if he or 
she has got what he or she has expected, possibly even something more. The immaterial character of 
services and their variability signifi cantly infl uence customer satisfaction and complicate maintain-
ing required quality. Nowadays when competitive pressures are so intense the strategies of traditional 
tourist destinations are based primarily on the quality of services. Ensuring the quality in a destina-
tion requires the cooperation of subjects that participate on tourism development in the destination 
with their activities. Creating and implementing the system of quality that has a certain conception 
and internal rules is a tool for reaching the quality of a destination. Integrated quality management 
(IQM) is a suitable system. The objective of the article is to specify the preconditions of a destination 
for implementing IMQ and to demonstrate the possibilities for using the methodological approaches 
of the Qualitest tool in the tourist destination of Znojemsko and Podyjí. The obtained results show 
problematic utilization of Qualitest in full extent and the necessity to modify it for its use in the con-
ditions of the Czech Republic destinations.
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1: Annexe 1. Qualitest 
Source: A Manual for Evaluating the Quality Performance of Tourist Destinations and Services, 2003


