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Introduction:
The WTO forecasts show that the success of a field in tourism in the future will be more and more determined by the quality and quantity of supplementary services rather than by natural conditions because nowadays almost everything can be imitated in any part of the world.
Tourists are longing for active recreation, relaxation, and adventures and since our century-the 21st one – is very rich in stimuli, the requirements are becoming higher and higher, so it turns out more and more difficult to meet them.

Concept explanations:

The concept of quality can be defined from different aspects.

Regarding it in a broader sense, the Encyclopaedia of Philosophy says that quality is a significant determinant of an object due to which the object is what it really is and not another object. (Rozental-Jugyin, 1953) This definition highlights the unique nature of objects and services on the basis of which we can distinguish them.
The philosophical approach of quality of the Hungarian Explanatory Dictionary stresses that it is the entirety of all the characteristic features of the object that determine the essence of  the given object. According to another interpretation, quality means a feature that includes the evaluation of something. (Juhász and colleagues, 1975) This definition already interprets quality as a set of features, which means that quality is a complex category and it is difficult to define it.

The question of valuation refers to the fact that quality always carries certain values. The close relationship between quality and value is stressed by the Révai Big Encyclopaedia as well, according to which quality is the entirety of those features of the products on the market that influence the value of these products. (Vadász, 1993)
We can find a value-centred definition in the work of Molnár (2000) too:

Quality helps us to distinguish good from bad, the acceptable from the unacceptable, and the lazy man from the hard-working one. Quality is based on values and is expressed by choice. Generally expressed, quality prefers excellence in everything and is a moral world-concept of the best performance, the appreciation of professionalism, beauty, and skilfulness.
According to the encyclopaedia- like publication of the Industrial Quality Club of the Academic Engineering Association quality is the entirety of those features of an item that influences its ability to fulfil specific and expected requirements. It is not proper to use the concept of quality alone to express the degree of excellence in comparative and quantity senses or for technological valuations. According to another interpretation, quality means “suitability for use” or suitability for the aim. Seghezzi: quality is the measure of the users’ requirements the fulfilment of targets.
Dukáti, Sallay: quality means suiting carefully set up standards and prescriptions, consequently if any of them does not exist for certain reasons, we cannot talk about quality either. (Kondor, 1997 edited.)

P.B. Crosby belongs to the so-called classical quality school known from the classical organisational and management science who defines quality as the suitability to the requirements on which the ISO regulations are based. (Crosby, 2000) Another prominent representative of the classical school is E.W.Deming
. The basic quality approach of his philosophy on quality requires the following:
-   you always have to set permanent aims in order to increase the quality of the products and

     services,

· you have to motivate your staff in such a way that they can be proud of their jobs and be

      satisfied with them,

· you have to work out leadership styles and apply statistical methods in order to reveal

problems.

The interpretation and the importance of the concept of quality in Tourism:
Between 8-10 October, 1998, the WTO held an international conference in Krakow, Poland entitled Strategies for Excellence and Quality in Tourism. The conference drew attention to the concept of quality that is coming into the limelight in Tourism. At this forum it was stressed that although the volume of tourism and the revenue coming from it is increasing globally, there are certain destinations that leg behind in the sharpening competition. The condition of staying in the competition in the market of tourism supply is quality, what’s more in each aspect of the tourism product, that is a kind of holistic approach, reasonable prices, well-thought marketing. The most important tools of reaching quality are the improvement of infrastructure, the education of the staff, authenticity, originality, set standards, and sustainable improvement of tourism.
The Director of the Quality Programme of the WTO defines quality as follows: legal fulfilment of consumers’ demand at acceptable prices. (Halassy, 1999)
As consumer demand changes, the elements of quality aren’t constant either, that is why in the course of developing tourism products these changes must be taken into consideration.
The European trends in Tourism also support the importance of quality – can be read on the homepage of spahungary
.

Europe’s population is ageing, so the demand for quality, comfort, and security is increasing. There will be a higher demand for tailor-made, out-off season products.

Due to more experienced consumers having higher education the elements used in communication should be more creative and should have higher standards

The consumers of tourism services are a lot more well-informed regarding their rights. From that comes that the expected quality level will be higher. Due to changes in lifestyles the demand for cheap accommodation and services will fall. Tailor-made services and personal care is becoming more and more important. The stressed role of security is also very important. The excellence of water quality will gain an overriding importance. A critical tourist will complain sooner if he finds the services provided unacceptable for himself.
The responsibility for the environment will increase, the role of sustainable development will dominate, and so clean, calm, landscaped aesthetic environment will be an essential criterion for tourists.

 Our own research on baths in Karcag and Cserkeszőlő (Müller-Könyves 2006) that measured guest satisfaction also supports the importance of the environmental elements. From the answers it turned out that the visitors of the baths miss a higher proportion of wooded and landscaped areas and a wider choice of adventure elements and recreation activities. The environmental culture among the visitors is a preferred value, that’s why in the future developments we have to enforce the principles of environment consciousness by increasing the areas of attractive green fields and by applying design elements.

Looking for adventures is one of the important motivations of the tourists of the 21st century.

“In case of tourism products consumers don’t pay as much attention on the price- value ratio as on the ratio of the invested energy, efforts (not only money) and adventures received.” – was delivered at the conference in Krakow. (Halassy 1999)
The domestic wellness tourism where vast developments have taken place in the recent decade, also builds on this adventure-centred behaviour.
The next example to follow is the large-scale development in health tourism in Hajdúszoboszló (Istók 2003)

There are not only domestic but foreign examples as well for investing billions in tourism, more precisely into quality.
Regarding the amount of tourism revenue and investments, the year 2005 brought a record for Croatia.

In 2006, the tourism organisations, state authorities, and municipalities are planning to invest 6 billion kuna in the development of the islands, joining them to the mainland, the renewal of hotels, building new ones, and building motorways, promenades and tidy beaches.

(Almási, 2005)

In the sharpening competition of the countries and regions those companies or societies will take advantage that put quality into the focus of their activity, provide constant high-standard services and have a certificate about it as well. The West-Balaton Regional Marketing non-profit company also grabbed this opportunity. In October, 2005, within the framework of the German IdeQua project, the company obtained the German qualification
of DIN EN ISO 9001:2000.

The component of “quality and tourism” forms a part of the project. The project financed by the Regional development Funds of the EU started by carrying out the qualification process of two firms (Tourinform Office) in Keszthely. The examination material mainly contained the systematization of the processes carried out in the offices, the system of communication with the partners and all the work phases.
Quality trade marks, awards in tourism:
The OIB (National Tourist Board) established the “Quality Award” for hotels and restaurants. The award guarantees that the given service provider really meets the expected requirements of its category from both the guests and trade’s point of view – can be read on the homepage
  of the OIB (National Tourist Board). The basic interest of the Hungarian Tourism Trade is that our country would be a trade mark on the international market. In order to reach this goal it is necessary to guarantee reliable services. A country as a tourism product is in fact the aggregation of activities and colourful services.

Each “chain-loop” of the service chain influences the opinion of tourists of our country, that’s why the quality of these loops is very important. The developments and investments in Hungarian Tourism will be only be successful and effective on the EU market if they can offer services of constant quality  to the guests that comply with their category. That’s why it is very important that the different “chain-loops” (transportation, accommodation, catering, baths, information etc.) should provide balanced and harmonized services. So, the necessity of the qualification of tourism services comes to the focus.
In 2001, the Hungarian National Tourist Office was charged with this task by the former Tourism Under-Secretariat. The set-up Organizing Committee set up, established the “Hungarian Tourism Quality Award” project (based on the systems of Total Quality Management and the European Quality Model EFQM) that helps to increase the quality level of Hungarian Tourism. According to it, in 2002, the proposal for the criterion system for the four basic trades (hotels, catering units, travel agencies, guides) was set up and the professional organisations and the Chambers of Trades expressed their opinion on it.
From 2004, the OIB took the control of the project from the Hungarian National Tourist Office.

In Germany, with “The Comprehensive Environment Protection Brand Name“ named Viabono, not only to orientation of consumers looking for environment-friendly offers was targeted but also the winning over of new consumers for the environment-friendly travel market.
Tourism
 in Jász-Nagykun-Szolnok County
One part of the county belongs to the tourist region of Northern-Hungary and the other one to the tourist region of Lake Tisza. In 2004
, the foreign tourist traffic of the commercial accommodation sector increased by 7%, while the domestic one decreased by 2% as compared to the previous year. The number of guest nights spent in commercial accommodation establishments by guests visiting the county was 381 thousand. Similarly to the guest number, the average length of stay (3 nights) also stagnated and was identical with the previous year’s figure. Regarding the tourist traffic of the county according to the various types of accommodation the guest traffic had a dynamic rise of 8% and one-third of the total number of the guests stayed here. At the same time 4% fewer guests stayed in other accommodation establishments providing lower level services and their length of stay was also shorter.
More than one-third of the foreign guests visiting the county came from Germany. The number of guests coming from Poland, the Netherlands, and Austria was also significant.

The seasonality of the guest traffic of the commercial accommodation establishments, as shown in table 1, is very high.   
Table 1. Guest number of the commercial accommodation units in Jász-Nagykun Szolnok County per month in 2004
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Primer research

The General Assembly of Jász-Nagykun Szolnok County, with its resolution of 4/2006.(II.17.)
, established the “Tourism Trade Mark of Jász-Nagykun Szolnok County” title  to reward outstanding performance in introducing, using and developing the tourism products of the county.
The title of the tourism trade mark of the county can be gained on a voluntary basis. You can compete for it with special and excellent tourism services and products provided in the settlements of Jász-Nagykun Szolnok County.

The condition of gaining and using the title is that the service or product should meet the requirements of the criterion system accepted by the professional committee.10 titles of the “Tourism Trade Mark of Jász-Nagykun Szolnok County” can be awarded per year in the following categories: tourist accommodation, catering unit, other tourism service or product (including: thermal and medical baths, exhibition sites, programmes, local products and publications).
Winning the title has several advantages: the winners get a diploma, a plaque, and the opportunity for county-wide presence. The title is granted for three years, but the quality level of the services can be checked during the three years as well. Upon of the three-year expiration period and on the favourable experience of the body judging the application the title can be lengthened at request by a simplified process. The plaque can be placed in the premises awarded. The appearance possibility on the homepage and in the thematic publication on tourism of Jász-Nagykun Szolnok County is also assured. The owner of the title can use the title in his promotional activity as well.
The tender is announced and the title is awarded by the Committee of Tourism and Environmental Protection of the General Assemly of Jász-Nagykun Szolnok County.

The evaluation criterion system of the tender has been worked out by the colleagues 
   of Tiszainform Office.
The evaluation of the tenders is done on the basis of the set-up criterion system by the experts
  working in the county.

The evaluation

The criteria of the evaluation can be divided into three categories. The committee has to consider the following criteria: the criteria concerning the location of the product or service, the criteria concerning the product or service itself, and the criteria concerning the marketing of the product or service and they have to give points on a 1 - 5 scale where 1 means the worst and 5 the best evaluation.

In the case of the criteria concerning the location of the product or service they evaluate the following: accessibility, road information (road signs), fitting the product or service into its surroundings, access for handicapped, parking facilities, tidiness of the environment and waste management.
The criteria concerning the product or service itself include the following: the extent of being traditional or the suitability for creating traditions, fitting into the culture of the region, the complexity and  the quality of the programmes, being an original tourist attraction, the number of visitors per year, the scope of the product or service (local, county-wide, regional, country-wide, international), the inner atmosphere and quality of the main building, the number, the cleanliness and the hygiene of the lavatories, and the proficiency of the staff.  
The criteria concerning the marketing of the product or service belong to the third big group of the evaluation criterion system. The judges must evaluate the quality and the professional soundness of the publications on the product or service and the answers to the following questions: Does the product have a well-defined image? Is the cooperation with the professional bodies appropriate? Can the product or service be found in the database of the Tiszainform Office?

What is the scope of advertising of the product or service (local, county-wide, regional, countrywide, or international)? What is the quantity of the advertising tools used (radio, TV, newspapers)? Does the product or service have an own homepage?         

By the evaluation of these criteria altogether 115 points can be reached. The total score and the percentage result are calculated as compared to the maximum available points. This scale evaluation is supplemented by an evaluation with words based on the experience of the location study of the experts.

The sample:

This was the first year when this tender was announced. 14 tenders were received but one was disqualified because it did not meet the requirements. So, 13 valid tenders were evaluated by the experts.

Category of the sample:

	Category

	Accommodation unit (piece)
	Catering unit
(piece)
	Other tourism product or service
(piece)

	Total
(piece)

	Settlements
	
	
	I.
	II.
	III.
	IV.
	

	Abádszalók
	
	
	
	
	1
	
	1

	Berekfürdő
	1
	
	1
	
	
	
	2

	Cserkeszőlő
	
	
	1
	
	
	
	1

	Jászberény
	
	
	
	
	1
	
	1

	Karcag
	
	
	
	
	1
	
	1

	Kunhegyes
	1
	
	
	
	
	
	1

	Martfű
	1
	
	
	
	
	
	1

	Szolnok
	
	1
	
	
	1
	
	2

	Túrkeve
	
	
	
	
	
	1
	1

	Rákócifalva
	
	
	
	1
	
	1
	2

	Total (piece):
	3
	1
	2
	1
	4
	2
	13


Three tenders were received in the accommodation category. One of them was a 3+ star wellness hotel (Berekfürdő), the other was a rural accommodation establishment (Kunhegyes) and the third one was a 4-star health camp site (Martfű).

The criterion system of wellness hotels is regulated by the 54/2003 GKM decree on the classification of commercial accommodation establishments. It determines that a 3-star wellness hotel should have a minimum number of points out of the seven elements
, there is also a prescription concerning the human resources, and wellness hotels have to collect 90 points for the so-called optional services. The hotel exploits “the gold of  Nagykunság” that is high quality medicinal waters
. It is the newest hotel of the region of the Lake Tisza which has a modern external and internal appearance and strongly-marked features. Since it has been opened not long ago it has an apartment designed for the handicapped and we can find obstacle-free surroundings as well.

It has got a large closed parking area and a conference room with a seating capacity of 200 people which is unique in the region of the Lake Tisza. They offer a wide range of wellness treatments and free-time activities (bowling, billiards, table football etc.)

In 2006, the investments involve the opening of an open-air bath with a swimming pool, kids’ pool, and a Jacuzzi which supplement the closed pools well. The programmes organised by the hotel are designed to introduce the tourist values of the county (eg. boating on the Lake Tisza with guide, equestrian and archery shows in Kisujszállás, visiting the Kun-stable in Karcag, carriage riding, stud driving, a pig- killing weekend with Hungarian folk song evening, a garden party with music and mutton cooking, the weekend of Hungarian dishes and wines with wine tasting etc.)

In the other accommodation category one rural accommodation unit handed in its tender. The qualification of rural accommodation units is regulated by the above mentioned decree. The quality level of the houses is marked by 1-4 sunflowers. The rural accommodation unit, which operates in the form of a family venture, has more buildings. One of the houses using the logo of Village + since 2006 is a columned peasant house with a gang and it is suitable to host guests all year round. The rooms having separate entrance have well-equipped kitchens and bathrooms. The rooms are furnished with traditional peasant furniture and old articles for personal use. The family has purchased the birthplace of a local writer and historian of literature
 which is furnished with the personal objects and photos of the writer. A Jacuzzi and a Bio-Nádas peasant house were attached to the guesthouse which has a restaurant suitable for accepting 60 guests and provide accommodation for 14 people. It has a modern image but the inner part of the restaurant reflects a rural atmosphere. In the guesthouse we can find the paintings of the famous painter who was born in the settlement. To widen the product range they provide an automatic bowling alley, table tennis, table football, billiards, and darts facilities for their guests.

Dutch experts, who know the western (EU) demands well, assisted in designing and operating the medical campsite. The campsite was opened in 2005 but its improvement is continuous. Since the opening a sauna and a solarium have been put into operation and massage treatments and yoga courses were started. A recreation centre is being built which will provide facilities for active recreation and sports for the guests of the campsite. This centre is located on the bank of the river Tisza. The guests coming here can indulge in water- equestrian, and cycling tourism and their hiking passion. The rich fish and game stock provide good facilities for anglers and hunters. The nearby open-air schools get us familiar with the nature. An artificial lake will be also created which will widen the service palette of the recreation centre.

All the accommodation units competed have a homepage and use several marketing tools to attract their target group.

In the category of catering unit one tender has arrived. This restaurant is located in the city centre. The cave- restaurant with a seating capacity of 40 guests was widened by a beer garden the mud oven and pig-grill of which make the restaurant full of feeling. In the table decorations the objects of the local craftsmen dominate (Hungarian weaved tablecloths, fired clay ceramics from Karcag etc.)

The recipes of old dishes, traditional old peasant tools, kitchen utensils, and red geraniums on the walls of the beer garden make it more Hungarian. On the menu you can find traditional Hungarian regional dishes and drinks and the dishes of the up-to date modern cuisine as well. Their services include organising get-together parties and receiving tourist groups, during such occasions the dance group of Tisza and the folk dance group of Sodrás usually show their folk performance.           
The main clientele of the restaurant is made up of the managers of business ventures and institutions operating in the town, public figures (VIPs), artists, and politicians. They pay special attention to the guests arriving with children that is why there is a play-room for them in one part of the cave. Since the restaurant is situated in the town centre the guests should only use paid parking places. Their homepage is on the internet and can be found on more theme portals. Although many foreigners visit the restaurant it is difficult to become known on the foreign market.   
The thermal and medical baths belong to the first sub-category of the main one called other tourism product or service. Two tenders have arrived in this category from Berekfürdő and Cserkeszőlő. Both settlements are internationally recognised health resorts. Noticeable improvements took place in both baths due to the investments of the previous years. In Berekfürdő the traditional health services came into the limelight while in Cserkeszőlő the dominance of adventure elements, the unique canvas slide, and the other design elements give the special atmosphere of the bath.

The improvement of quality in health tourism is especially very important because “it will assist the operation of the National Health Care Service.”(Kékes-Kincses-Várhelyi, 1993) 

Both baths have a wide foreign clientele. They use the wide range of marketing tools to attract their target groups.      
Exhibition sites belong to the second sub-category of the main one called other tourism product or service. Only one tender has arrived in this category from Rákóczifalva. It was the museum having the internationally recognised teddy-bear collection. The exhibition had a great success not only in several towns of the country but in Poland as well.  
Programmes belong to the third sub-category of the main one called other tourism product or service. It was the most popular category since four tenders have arrived in this category.      
The programmes in Abádszalók and Jászberény take several days but they are complex programmes since they contain gastronomic, musical, cultural, entertainment sports and other elements. Thank to wide marketing activities these programmes have become international.

The gastro programmes in Karcag and Szolnok are shorter and dominantly focus on preparing traditional Hungarian dishes: goulash and lamb stew. These programmes have country-wide recognition.

Local products belong to the forth sub-category of the main one called other tourism product or service from which two tenders were born. One of them is the Kuruc bear which has historic roots as well. To the other belong the eco-tourism services of an association of Túrkeve. Among the supply of the association we can find boat trips, angling facilities, bird-tourism, horse-riding, equestrian tourism and open-air schools. The association that won the Pro-Natura award in 1996 aims to protect the environment, to preserve the natural values, and shape the responsibility for the environment.      
The evaluation of the tenders is still in process. 

Conclusion:
The aspects of quality tourism will be more and more important in the future in the sharpening competition. The trade marks and brand names in Tourism will increase the competitiveness of the successful tourism business ventures.
The demand for quality tourism is getting stronger and stronger in Jász-Nagykun Szolnok County. This fact is supported by the announcement of the tender for winning the title of “the Tourism Trade Mark of Jász-Nagykun Szolnok County and by the intentions lying behind it. It can be stated that the most important tourist destinations and competitors recognised the marketing importance of the trade mark. It is the first step of a beginning process since “quality consciousness” is becoming more and more determining in the less frequented tourist destinations as well. On the basis of the research, it can be concluded that the tenders concerning traditional programmes were dominant in the county. This fact shows that the competitors have recognised the importance of the unique traditions in tourism and authentic culture and its elements play an important role in creating adventures.
In recent years, the accommodation facilities of the county have widened with new capacities that are suitable for meeting the requirements of different target groups. This fact can be explained by finding new accommodation units among the competitors which also show the management’s efforts for quality.      

According to our hopes, the recognition of the marketing advantages of winning the trade mark will increase the number of the tenders and the commitment to quality will strengthen.
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�One-one member  from the following organisations: Regional Marketing Directorate of the Northern Great Plain Region of the Hungarian National Tourist Office,(MTRT), Regional  Tourism Project Office of Lake Tisza Region of (MTRT), Consumer Protection Directorate of Jász-Nagykun Szolnok County, the Camber of Commerce of Jász-Nagykun Szolnok County, the Association of Thermal and Health Tourism of Jász-Nagykun Szolnok County, the Association of Rural Tourism of Jász-Nagykun Szolnok County, the Association of Goulash Festival of Szolnok, the Tourism Association of „Jászkapu” of Jazygia and its neighbourhood, the Tourism and Catering Department of Szolnok College, Tiszainform Office, the Regional Development Office of  the County Municipality was delegated  to the decision making committee 


� I.: thermal and medical bath, II: exhibition site, III: programme; IV: local product


� pools, sauna and steam baths , therapies and relaxation, beauty programmes, sports and exercises, gastronomy,    social programmes


�It was qualified as medicinal waters in 1974.


� Zsigmond Ferenc
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