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ESTRATEGIAS DE OPERACOES DE
SERVICOS HOTELEIROS

OPERATIONAL STRATEGIES
INHOTELSERVICES

Ualaring de Tatima da S1L.¥A"

RESUMO

Hoje, as empresas hoteleirds competemn om ambicenies
complexos, ponange, € fondamented gue exist uma pees
feila compreensio de suas metas o dos métodos para
alcean- s, Pars conduzin os organiragaes modemas em
e g wn aimbiente competit v compleso, o8 cRTCUNIVGE
precisam de indicaderes sobre virios aspeclay d dnbi-
ente o desempentm orsanisacional, s2m o que ndo lenam
corno monier oongme da exeelénci cnpresaeal (Kaplano
Boorton, 19Y7]. Messes wmmiznies ¢rn censlante ranslur-
i, novs @51raldEiag podent surgie do aprose menes
e {:pl]_"['.'l]'l_ll'_’ﬂih:'_\-' [T o ol o [ I l!]'l'lL“HIL:.i".':-l Iii'll'l-l'l'l’t‘l"r’i?i[d!'i
na Tormulaciodo placo estratézico inicial. Pode-sz mferir,
portanto, que 4s cstratégias da orgaricacio holelet de-
vent estar vollodas para atingie of abjztivos eagados o
plancjaumento csidégicn global ¢ em perleila harmons
e d dssdn da orsanizagio, dovem aindy ser feoxiveis e
addaplavel s bs siluagies gue se apresentam, Essas estrald-
R HL LSV imT e YISLDE CEITTHY LHELLHE B L‘i!r;llﬂ.‘-‘llFl.i‘r'd. Il
gquais as compeldne.as, WAlo w8 Ccssensiis v as
complementares, desempenbario papel decisivo pir
canguisia ca preleréncia o da Tdehizagio co chenre o
deizomimadir hotel.

Palaveas-clave: Bqarawgas; Yaompem Compeinivie: Ope-
'ilg:l"-:"- el .‘\'f&h‘il:l'ﬁ

ABSTRACT

Herel commpanics nowadays are compeling in coniplsx
eovivoreenls, bisvever it is funcionental that they huve o
perdect understanding ol ther guoads acad U methods of
teaching these powis, Incorder o goede modem orzaniza
tions withie this comples connelitive environmenlt,
execuves meer misaters an warions aspects of envion-
mental and onganizational perfommance, withoul which
they bave nu menns o maintaining eompany caoelence
(Keplan and Norton, 19971 in these conslanily changing
cnvironmenls, new Saieg s Tor making the mosl 0! the
availuble opnorunitics can somelimes emerge. oF wisys ol
reaponding to unfneseen threats i the frmalon of the
imirial strategic pluen. T ean be concladed. theeeloce., that
hiotels’ arganizaians scrategivs shold i towards the
objectives proposed in the global sirategie plan, as well o
being i perfect barmamy wilk the orgarization’s mission;
they shoold stll be flexible ane dble do adep w the
situztions that may anise. Thesa serarcgios shoold be scen
gx 8 cennpetilive advantage, in which the aranizacion’™s
strecgths, both cssential and complementery, will
porlerm & decisive rele in winning the prefzeenee smd
lwvediy ol cliensts o speciile hotels.

Key words: Stralegies, Oenpetlive Advantape. Sorvie
Uporaitons,

ESTRATEGIAS DE OPERACOES
COMO YANTAGEM COMPETITIVA

Avantagem competitiv estil relacionada com
a capacidade ou circunstineis que confers 8 orga-
nizagdo hoteleira uma vantagen reladiva sobre suss
FIvais. Ol §&jd. uma nargem sobre seus Concorrenies.
Para Porer { 1982, p. 3G) “a estratégia de uma unidade
emprasarial € o caminbo para @ vantagen compelifiva
que determinard sew desempenhn™.

OPERATIONAL STRATEGIES AS
COMPETITIVEADVANTAGE

Competitive advaniage s related to the ca-
pacity or condition that gives the hotel organizalion
a relative advantage cver its rivals, 1.e.. & margin
over s competitors, For Porter (L1989, p. 30) "un
oreanizalion's sfrategy is the means of achweving
competitive advantepe thot wil? determine s
perfirmanes™
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Segundo Griinroos ( F9035), tréy regras basicas
devem ser seguidas parn gue ama empresa man-

tenha sua posicho competiliva, sio elas:

eoclimimnn o cushe unildcis dos pr{_\duluﬁ., redu
zindo os custos de prodogio e adminisiragaa;

+ imvestir mais cm markeging, comn publicidade,
promogico de vendas, o lim de sumentar o setomi
sohre ativies & oulros resuliados fnanceimos e

* focalizar on exforges no desenvelvimento da
produle ou servigo.

Fertuz e o (1993, p. 13 definem compe
titividade como “a capacidide da empresa farmaler
e implementar estratégins concomenciais, gue The
permita wnphar oo conservar, de forma doradoara,
unta posicio sustentiavel mo mercada™,

0 foce da competitividade deve ser claro
guanto 405 segmentos de clientes ¢ mercados pelos
quitis estard competindo; a organizagdio hoteleira
deve identificer objetivos © medidas para seus
processas inlernos, deve buscar a exceléncia para
gue suz estratégia seja bem-sucedicda.

O ideal € que as metas relaciongdas aos clienles
derivem da satistagao ou da superagiio dos expec-
tativas do cliente, As preferéneias dos clientes atuais
2 poelenciais deven ser examinadas i procura de um
desempenhao excepcional {Kaplan e Noon, 1997,

A vamagem competitiva de wma organizegao
hoteleira estd relacionada com o conhecimento e
reconheciments daguoilo que ela sabhe fazer de
melher, oo seja. sus core congpetence, que [he
paractird a conguisto ¢ manulengao dos clicntes
através de estratégins direcionadas a usufruir
dessas competéncias. Etambén da dentificachio de
suas compeléneizs complementares, gque integram
e processaos de prestcdo de servicos, as guals
estdn diretamante higadas s operagdes de servigos.

ESTRATEGIAS K OPERACOES
DE SERVICOS

As cstratégias de operagies de servigos
hoteleires devem adecuar-se s dirctrizes tragadas
pelas cstratégias corporiiiva @ compelitiva, suas
apies serio derivadas dos plancs estabelecidos
por estas e complementarde as agoss para chegar
s resutados aimejados pely organizagio.

Diante disto, vma estrudpin de operagies de
servigos deve caplar o gque 0% clienies velorizam
nas servicos 2 realgar as reals pricrmledes do
chente, bem como estar d2 acordn cenr o gue i
plansiade come objetivo o ser alcangado, com a
misado da arpanizacio e com o foco pretendido pela
mest Ranesi, 1Y Rehbins, 2000),

According to Grilnroos (L9953 any organi-
zalion should follow three basic roles in order 1
miaiiain its compotitive position. These ans.

+ (0 lower the umil cost of products. reduciog
the costs of producton and adminisiration:

« 0 invest in marketing, such as publicity and
sales promaotion, in order to increase the on
asscls and Tinancial resuils and,

» 1o Tocus s efforts on the development of the
product or serviee.

Ferraz or aef. (1993, p. 13) defins competitivity
as 'a company’s ability o fornulate and implement
competitive stratesies that will enable it 1o increase
or conserve, 1n a lasting way, a sustzinable position
in the market™.

The tocus of competivity should be clearly-
deflired in terms of the client and market sectors
which the hodel organization 13 competing for:
it shouald identify objectives and medasures Tor
its internal processes, seeking excellence in order
1o ensure the spccess of it stalegy,

Ideally, the client-related poals sheuald arise
[riwn :iHlixI':,'inl:_ cliens or SUFPEESAITE their expec-
rations. The preterences of current and poten-
zizd clients should be examined as part of the
search for owtstanding performancs (Kanlan and
Norton, 19977,

A hotel creanization’s competitive advantage
is related to the knowledge and recornition of
that which 1t does best, i.e., its core competencics,
which will cuaranies thatl i1 wins and keeps clients
through strategies aimed at epjoying the benefis
ol these competences, It also involves identifying
the complemeantary strengrhs that make up the
prowcosses of service provision, which are directly
linked w the service oparations.

STRATEGIES AND SERVICE
OPERATIONS

Hotel arganizstions’ operatinnal strategies
should be adapted to the directives defined by the
corporalive and competitive strategies. Their
actions wili be based on plans established by these
stratcoice and will complement the actions laken 10
abtain the results desined by the organization,

In view of this, a sirategy [or service
operations should encapsulate what the clisns
vulue mest i the services and emphasize the real
prioinies of the client. It shewld also correspond
with the planned objectives, the organization’s
mission and i1s proposed focus (Gianesi, 1996,
Buxbsbinis, 2000).
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Berry (1996} afirma gue existemn caracter(sticas
importantes na estratégiz de servigos gue inclui o
COMPromMissa Com quated principios de qualidade
gue sdo: credibilidade (capacidade de cumarir o
praomeiida), surpresa {osforgn extraordindrio).
TECUPErERan [;T::SH:'.;'H;:- g I [,H':lhh:rrm} e inlcﬂ_‘iflm:[&
[ética). Esses principios cstio prescntes nas
expeciativas Cos clientes, dos guais depende o
alcarce dos objetivos tragadas.

5 necessdrio desenvolver uma estratégzia de
operagies que envaolva decistes referente 2 estrutura
¢ { inlra-catruturs do gistema de opersges. de modo a
focalizzr suas habilidades num conjunto de priori-
dades competitivas que sejam valorizadzs pelo seg-
menio de mercado pretendido (Costa, 1999,

Pars Berry (1996, p. 62 a wdentificagds de uma
estratépia de scrvigos implica responder trés
perguntas importanles:

« “gue atributos  de  servigos sdo - 8
continuardo a ser - nuais impoctantes para ¢
noesns mercados-alvo?

r (quais 0% pontos fracos da concorréncia em s
tratando de atributos de servigos importantes?

+ & quuis a5 capacidades ¢ competéncias de ser-
vigos existentes e potenciais de nossa empresa ™

Portagto, as organizagdes de servigos hote-
lewros devem ter seus objetivos claramente defi-
nidos, devem possuir uma estratdpia que assegure
cumprir o que foi estobelecido na missio ¢ devem
priorizar o envolvimento de odos para alcanga: os
tesuliados esperados,

CONSIDERACOES A RESPEITO
DAS OPERACOES DE
SERVICOS HOTELEIROS

Ag operaghes de servigos devem ser conside-
radas como arma competitiva poderosa pelos admi-
nistradores de hotéis, pois estabelecem interligagies
com as outras funcdes da oreanizaclco hotelenrz,
representando papel fundamentzl para o desempenho
destas. As operagdies integram um sislema que mar-
tém interfaces com outros sisternas e subsistemas
dentro e fora da organizagao (Gianesi, [990).

As operagles devem ser vistas, de acordo com
CHEC ANOT, COMO armas competitivas, desce que via-
bilizadas e perenciadas adequadaments, as guais tém
o potencial de criar vantagem competitiva sustentada
através do alcance da exceléncia em suas priticas.

As operagdes influenciam diretamente al-
puns critérios competitivos da empresa hoteleira
como: o tempo e 3 qualidade do arendimento, a

Berry (1990} afficms that the service strat-
egy has several important characteristics. One of
these is a commirment o the four principles
of quality: credibility {the capacity to Tulfil what
was promised), surprise {effort beyond what s
expecied), recovery (reaction to problems) ard
integrity {ethics), These principles are present in
client expectations, and the attainment of the
defined objectives depends on them.

An operaticnal strategy should inglude deci-
aroms concerning the structure and infrastrucnire
of the operalions system, 0 a way that focuses
it abilities on a set of compelitive priorities
that will be valued by the targeted market sector
(_osta, 1999).

For Berry (1996, p. 62) the identification of

a service strategy invelves three imporant gues-
wons:

= “what attributes of the services are -- and will

continue 1o be — most important for our targel
markets?

» what are the competition’s weak poants o
terms of important service attributes?

= gl what are the abilities and strengths of owr
company s existing and potential services ™

Huotel service ozganizatons should, therefore,
have clearfy defined objectives, and a strategy that
will ensure the organization’s mission is achieved.
One of the priorities of the objectives should e to
ensute that evervons is involved in achieving the
dasired rasults.

SOME CONSIDERATIONS ON
HOTEL SERVICE OPERATIONS

Service cperations should be considered as a
powerful competitive weapon in the hands of hotel
managers, since they establish links with other
hotel functions. playing a fundamental role in theur
performance. Operations serve to integrate a
zystem which maintains interfaces wirh olher
systems and subsysiems within and outsice the
arganization {(Gianes:, 1996).

According 1o the above author, operaons
thould be seen as competitive weapons which,
once they are pur into practice and suitably
menaged, have the polential to create sustained
compet:tive advaniage through achieving excel
lence e hotel practices.

Operations directly influence $ome com
patitive criteria of the hotel company such as: the
time and quality of service, the reliability and
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confiabilidade e a consisigncia deste atendimento,
bem como 03 custos e 3 flexibilidade, entre outros.
Crresiliado aleangado pelo desempenho das apera-
goes de servigos levam A diferenciagio. i guslidade
g a gwitehing costs que garantam 2 organzagio
hoteleira a manutengfo da vantagem compatitiva
sobre seus concorrentes (Gianasi, 1996).

Mo entanse, extstem diferenges fundamentadis
entre operagdics do manufatura ¢ operagoes de ser-
viges hoeleiros, que devern ser levadas em consi-
derigan quanda se analisam operagdes, Giangsi
{1996) apresenta rés caracteristicas principais das
operaydes de servigos: a intangibilidade: a neces-
sidade da presenga do cliente ou de wm bem de sua
propriedade e o fato de que geralmente os serviges
sao produzidos e consumidos a0 mesmo tempo,
Essas caracierislicas espocizis das operagées de
servigos os hotéis irdn definle o avaliagio dos
resullados e a gualidade dos servigos prestados,

A qualidade dos servigos pode ser percebica
pelos clientes através dos seus componentes tangivers
g intangiveis. A wogibilidade de wil sérvigo Soncsse
naguilo que o clicnte sente ¢ vé, coma, por exemplo, a
aparéncia fisica do hotel, @ interna Quants externa-
mente, cu s8ja, conservagdo do prédic, jarding bem
cutdados, luminacio nteras e externa. sinalizacio,
decaracdo, limpeza do ambiente, accsso. uniforme,
asseso € apresentagdo dos funciondrios. Os compo-
nenies inangivews 530 amakilidade. cordialidade e
conperagiio: a cordialidade & raduzida atrevés de wm
somiso, de expressdies adequadas, de uma atimde gue
traduza a “disposigan de servir”, Purtanio. 0 comgpo-
nentes intangiveis estao diretamente vinculados ao
relacionarmento chi fn:k..mm do hiotel com os clientes.

A atengio deve voltar-se para as operagoes de
servicos, ou seja, para o cslabelecimento de esloate-
gids que assegurem o seu desempenho, visie que as
operayies de servigos desempenham papel impor
Lante para 2 competitividade dos servicos hoteleiros &
uma vez que a competitividade esté se wermando cada
vez malor, principalmente pela internacionalizagic
dos servigos, alavancada pela globalizacdo gue trouxe
rransformaces na estrotirn produtiva, ocasionando
mudancas substanciaiz ha natureza duy stividades
manfanreing, bern como no atendimento das de-
mandas por produtos e servicos, hoje reslizado por
uma economia mundial. De uvma forma geral, os
servigos desempenham um papel crescentémente
importanie nas relagbes ceondmicas enlre as nagles,
além do papel considerive! nus economias nacionais
em lodos o8 nives de desenvolyvimenta (Kon, 194699

Geralmente 2 parte critica estd na dimensio
funcional da qualidade do processe em si e nio na
gualidade técnica o resultado dos processos do
servige. A eficiéneia interna necessita de pessoxl

gonsisteowy of the service and cost and fexibil-
ity, ameng othess, The results achieved by the
performance of service operanons leud 10 differ-
eatiation, guality and switching costs, which
guarantec that the hotel organization will maintain
a compeliive advaniage over ils competitors
{Ulianes, 1940,

There e, however, some basic differences
between manufaciuring operations and botel
service opergtions, wiich shouold be raken into
comsiderstion when analysing operations. Giancsi
(1096 shows three principal characteristics
of service operations: intangiblity; the need for
the presence of the clienl or his passessions:
and the fact that services are gencrally produced
and consumed sitnultaceausly. These special
characteristics of hotel service operations will
define the evaluation of the resulis and the quality
ol the services provided.

The quality of the services can be scen by
clients through their langible and intangible
components. The tangikility of a service consists
of (nat which the clizn feels and sees. for ¢xampla
the inlernal and exiernal physical appearance of
the hotel. Thiz includes preservation of the buld-
ing. well-kept pardens, nternal and external light-
ing signs. decoration, cleanlingss, access, unitorm,
neatness angd siaff presenmtiﬂn. The intargible
dsprels friendliness, cordiality atd cooparanon,
cardeality is seen in a smile, a suitabie facial
expressions and an aititude of heing “eager fo
serve”. The intangible compenents are, therelors,
directly linked o the relazionship between the
hotel stafl and 112 guests.

Adtenticn should be focused on service
uperzlions, that ts, the establishment of stralegies
which cnsure their performance. since service
operations perform an importaal rofe fir the
competivity of the hotel services, and also
due 1o the cver-increasing cempehitiveness. This
competitiveness 1s seen in the mlernationalisation
of services brought aboutl by globalisation, which
has brought transformations in the productive
strueiire, causing substantial changes in the nature
of munuiacturing activities, as well as in the mecting
of demands for products and services that is today
varried out by & globst economy. In peneral.
services perform an increasingly imporiant rele
i1 econoirtic relations berwesn nations, as well as
iz natienzl economies at all levels of develop-
ment {Kon, 19997,

The maost critical part is generally in the
fusctional dimension of the quality of the process
sself and nor i the izchnical quality of the result of
the service processes. Internal efficiency reguires
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preparacdo pary operar os processos gque enlrcearie
ar cliente o servigo com qualidade, que seri per
cehida por este; neste momento estar-se-d obtendo
a aficiéncia cxternz e qualidade no resultado dos
Processos do servigo.

Falor importanie ¢ ser observacdo & o clima
interae, pois quando o cling interna enwe fenciond-
ris & gerfncia a0 estd satsfardoo, como saliena
Grimroos { 195), hi reperewssdes nas operagics de
servigo do holel, causando impacto negativo nz
atrmosfera interng das operagdes, gue auunnativa-
mente serdl seatida pelos cligntes. Uma estraéyia
de sucesso sent aguely que estiver hem ajustada so
ambiente, tanm interna come extarma, sendo gue
a5 Operactes devem priorzar o ambicnte tntemo.

Liante do exposto, o foco das operagies hobe-
leiras deve ser priogizado, pois dificilmente um hotel
apresentad um sistema de operagics excelente em
tedis 08 aspeotos, anto em qualidade, custos, compe-
titividade, P&D e outrgs. Quando o foco estd centrali-
zada, ende-se o desenvolver competéncias especifi-
cas em determirndss freas; corhecendo-se o T, os
esforgos podem ser melhor direcionados, sem desper-
digar esforgos. O foco estd relacicnado 3 oblencio de
determinada vantagem cm um sepimento esireilo, ou
seja, ragam se estratépias que atendam a wm determ:
nada peblica ou segmento especilico (Poner, 19991,

Ax vperacies de servigos hoteleiros estio inse-
ridas em L macno ambients, 0u sgja, as operagies de
servigos des holdis fazem parte de smomicro ambiente
e et inserido nom ambiente maios, que polemos
denominar de macro ambients; este spresenta forcas
extermas que podem afetar o dessinpenho do hotel
&, conscqiientemente, de suas operagies; nesie macn
ambiente est3o incluidos os formecedores, clientes,
COMCOrTEnLes, sindicalos, Orgenismos guvermamantais
reguladores & propos de interesses especiais, {os
Stakeholders). Para que uma estritégia de operagio de
SCTVICO Podsa sor adequada A situacdo (ambiente) em
quz ¢ hotel estd inserido, deve levar cm consideragiio
influgnecia gue este macri: ambiente exerce sobre suas
operagies. Robbins (2000} apresanta quatn téonicas
de somdagem ambeental que podemn ajedar no momento
de renlizar as cstratémas de eperagies de serviges que
sdo: beuclunarking, inteligéncia competitiva, desen-
volvimento de cenfirios e previsio.

Ag organizagies de servigos - o mestas
imclucm-se ox hotdis -~ podem fazer wso do
benchmarkeng para aperfeicosr ou melhorar as
operagdes, comparando, por meio de algum pardi-
mctre mensurivel, o desenvalvimentn de uma
uperagio tundamenial da empresa com wma aperzgio
semelhante em owras organizagies. O melhor da
classe nesta operagio pode servir de modeln o
set seguido para se alzangar a melthoria da operagio.

personnel who are prepared o operale the
processes that will deliver a guality service 10
the clicnt. This will be secn by the client; who a3
that meoment will be receiving external elficiency
and quality tn the resull of the service processes,

The mternal climate should be scen as an
important Tactor, because when he interpal climata
between: slaff and managerent is unsatisfactory, as
Crritorons points vl there w.ll be repercussions an
the hatel’s service operations. This 1n wrn causes
negative impacts on the interral armosphere of
the: operatons which will autamatically be felt
by the chents. A successiul strategy is oo that is
well-adjusted to the atmosphere, both internal and
external, with operations giving priority (o the
imlernal atmasphere.

In view of the above, the hotel operations
should be priorinsed, since i is diflicult for 2 hotel
wr show an excellent operanonal system in every
aspect including cuality, costs, competivity, R&D
ete. When the focus is centralized, the arganization
lends o develop sirengths in particular areas. Onee
the fovus is determmned, #lforts can be better
directed, without being wasted, The lecus is related
to obizimng & determined advantage in a narrow
sector, Le., stralegies are defined which serve a
specific public or secmor (Porter, 19999,

Hotel service operations furm part of =
MILTO Enviromment, Le., they form part of a micro
environment which in mrn foces part of & wider
envirenment. We can call this the maero
environment, it presents exlernal {orees that can
affect the hote!’s performance and consequently, ils
aperalions. This macro eavironment includes
suppliers, clients, competitors, unions, regulatory
governmenta: organtzations and special interest
groups (he stakeholders). For a service operations
strategy to be appropriale 1o the situation
tenvitonmen:) 1o which the hotel is inserted, it
musi lake into considerztion 1he infiuence that this
MACTy CnviTonment gxerts on ils operations.
Robbins (20007 presents four techniques for
environmental testing that could assist the (I ncEss
ol carrying out service operation strategies. These
are: benchmarking, competitive intellipence and
the development of scenarios and forecasting

Service organizations — ingluding hotels -
cun make vee of benchmurking 1o perfect or im-
prove their operations. comparing, by means of
some measurable paramewer, the development
of a fundammental operation of the company with a
similar operulion in other crganizations. The best of
th= category in the performance of this operation
could serve as model e be falliowed by the others 1o
achieve improvement in their own operations,
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O benchmerking & viste on pode ser classificado.
como uma téeaica de sondagem ambiental descrita
por Robling [2000), que pode auxiliar o administrador
ni aperfeigoaments € avaliagde ¢as operagoes.

A inteligéncia competitiva lambém € consi
derada urma ferramenta de sondagem ambiental pars
obter informagées bisicas sobre 0s concorrenles,
que podem sor oblidas de maneira scessivel, comn
acesso a banco de dades comercializados por
companiias especializadas.

A previsio sstd relacionada com a sondagem
ambiental quande esta cria a base para as previsoes,
as quais sio um conjunto de regras matemditicas
aplicadas a uma séric de dades passados para
prever resultadas futures, sende as informagoes
obtidas pela sondagem utilizadas parl compor
cendrics. Estes, por sua vez, estibelacenl pard-
metros, gue sic previsoes de résultades, O qutor
cita, ainda, varios tipes de previsio, Tais como:
previsio tecnoldgica, quantitativa e qualitativa.

O desenvolvimento de cendrics leva & dife
remdes premissas gque geram diferentes resultados.
Ouando se analisa wma situagio baseando-se em
cendrios, o cbjetiva nde & tenrar prever o futurd,
mas reduzir a incerteza, simulando situagdcs
polenciais sob condigtes especificas diferentes.

Dwois oueros fatores imporfantcs a serem leva-
dos em consideraciio quando se estabelecem esira-
woias de operages de servigos, essencialments de
servigos hoteleiros, sao a seamentagiio & O posicio-
namento de mercado. O scgmento a ser atingido deve
estar claramente definido, pois garantivd o Fco das
operagics, ¢ deve levar em conta as expectativas dos
clientes. Toma-se como conceilo de segmentagiio o
processo de identificagio de grupos de consumi-
dores com sulicicnles caractorislcas e comilm, gque
definirdo 2 cstratéoia a ser adotada (Gianes: 1596).
O posicionamento de mercado esta relacionado com o
processe de atendimento das necessidades dos
chientes, analisando-s2; o que & unt bom sarviga? qual
o papel da concorréncia na prestagao de um bom ser
vign?, bem coma a andlize interna de suas potencia
lidades, ou seju, estou oferecendo um bom servigo?

CONSIDERACOES FINAIS

A andlise do referencial tedeico a respeite de
estratégias de operagies de servigos, principal-
mente 05 hoteleiros, servin de base para se ragar
consideragtes sobre:

= & importincia de um plangjamento estraté
give consislente com a nssao e vhjetivos da
arganizagio hotelewra;

Benchmarking can be viewed or classified as an
ervironmental testing technigue descnbed by
Robhins { 2000). which can help the adminstrator in
perlecting and evaluating operations.

Competitive intefligence is also seen as an
envirpnmental testing tool for obtaining basic
information about competitors. This information
could be obtained in an accessible mannct, with
tecess 1o a commercialised database by specizlized
companies.

Forecasting is related to environmentil
tesling when the latter creates the basis for the
forceasis. These comprise a set of mathematical
rules which are applied o a series of past data in
order to predict future results, The information
obtained by the testing is wied o make up
seenarios. These, in ture, establish parameters
which are forecasts of the results. The author cites.
furthermere. vasious types of forecast such as:
technological. guantitative and qualitative.

The development of scenarivs leads to
different premises which generate ditferent results.
When a situation i analysed hased on scenarios,
the objective is not w ry w predict the future, but to
reduce uncertainty, simulating potential sitbalions
under differant specific conditions,

Twa ather important factors 1o be taken into
consideration when establishing strategies for
service operations, particularly in hotel services, are
the market sector and positioning. The target sector
should be clearly defined, since this wiil guaranice
a focus for the operations. This should tske
into account clients' expectations. The process of
identifying groups of copsumers with sutficient
characteristics In common is understood as a
concept of segmentalion. These groups will define
the strategy to be adopted (Gianesi. 1996).
The murket position s related to the process of
serving client needs, by examining the tollowing
questions: what is a pood service” What is the role
of the competition in the provision of a good
service? As well as internal analvsis ol its polential
i.e. am [ offering a good service?

FINAL CONSIDERATIONS

The analysis of the theoretical framework
with respect o strategies for service operations,
particularly in hotels, served as a hasis for consid-
eratinns on:

+ the impartarce of strategic planning that is
comgistent with the missioen and objectives
of the hotel orgamization;
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= a elaboragdo de estratégias que passam pelo
atendiments das expectativas ¢ necessidades
dos clientes em busca da vantagem compe-
titiva diretamente relacionada com as compe
lEneiss contrais da orgenizacao hoteleira;

* e a busca constante de cstratéging que prio-
rizem & qualidade dos servicos oferecidos
nelas hotéis.

) cenhecimento desses componantes permi
tivd & organizagio wagar cstradpias de operagdes
de servigns condizentes com a realidade da orga-
nizagEo, que venhara ao encontro da satisfagdo des
clientes = da melhoria comtinua.

Esle artigo nao tem a pretensiio de ser conclu-
siviey, pois resulta um estudo preliminar, gues aborda
apenas alguos dos aspectos das estrardgins de opera-
¢oes de servigos hoteleiros, representa a base para
futuras trabalhos oo drea. devido a sua complexidade
¢ miltiplas nuances que podem ser exploradas,

« the elaboration of sirategies which go bevond
meating the axpectations and needs of clients
in the search for competitive advantage that is
directly related to the hotel orpanization’s core
strengths,

= and the constant searcl for strateples which
prioritize the cuality of the services of fered by
halisds.

A knowladge of these components will enable
the organization to outline strategies for service
cperations that will lead to an organizational reality,
which will satisly clienls and ensure continuing
ITprovemsnt.

This arttcle does rot claim o e conclusive,
as it is the result of a preliminary study which
addresses only some of the aspacts of strategies for
hotel service operations. It represents a basis
for future study io the area, due to its complexity
and many nuances that can explored.
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