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At the same time, in the paper entitled “A Statistical 
Analysis of Consumer Attitudes to Hospitality Services 
Abroad” (Saierli, Vasilescu & Pater, 2010), we have used a 
Helmert test (χ2) to determine if the classification of hospitality 
services, in terms of their importance to respondents, reflected 
the reality of the situation, with a confidence level of 95%. 
 

The service Wi Oi,abroad Oi,country
The room 0.3 0.8 0.5 
The restaurant 0.4 0.9 1.0 
The bar room 0.2 0.7 0.6 
The recreation 0.1 1.0 0.8 

Tab. 1.The respondents’ attitude regarding hospitality services, 
i.e., tourism at home and abroad, after having processed the 
data 
 

In order to determine the attitude of respondent “k” for the 
tourism “j”, at home or abroad, normalization has been 
performed by using the relation (1). 
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Thus, on the basis of the data in Table 1, here is a 
respondent’s attitude to tourism in Romania and abroad 
respectively:  

Pcountry = 0.47 
Pabroad = 0.53 

It follows that this respondent definitely favours foreign 
tourism. 

We have proceeded along the same lines with all the other 
respondents and have obtained the following results:  
• 20.55% of our respondents prefer tourism in the our 

country. 
• 64.38% prefer to travel abroad. 
• 8.22% feel that tourism at home country is equal to tourism 

abroad. 
• 6.85% did not answer the questionnaire regarding these 

aspects. 
To see if indeed we can say with a 95% that the hospitality 

services in our country are rated less than abroad will apply a 
test to compare the averages for two statistical populations. 
Thus, because the volumes of the two samples (n1, n2) - 
regardless of the hospitality service that is taken into account - 
are higher than 30, we will apply the Laplace distribution 
function (z) (Andrei & others, 2008; Şipoş & Preda, 2006). The 
volumes of the two samples taken into account, for each 
hospitality service, are different because not all respondents 
have evaluated all services. Next, we establish the statistical 
hypothesis that will be verified: 
• H0: μ1 = μ2: The null hypothesis under which the average of 

the two services is equal. 
• H1: μ1 < μ2: The left-sided hypothesis under which the 

average of the hospitality service from our country is below 
the average of the abroad service. 
Then, we find out the computed value of the z-test using the 

formula (2): 
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Where, the population variances ( 2
1σ , 2

2σ ) are unknown, 

but they can be computed based on the sample variances ( 2
1s ,

2
2s ) by the formula (3). 
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 The 
room 

The 
restaurant 

The 
bar 

room 

The 
recreation 

In 
Romania 6. 90 7.20 6.63 7.37 

Abroad 8.68 8.86 7.87 8.98 
Tab. 2.The notes average for the hospitality services in the 
country and abroad 
 

From the statistical tables relating Laplace function for a 
confidence level of 95% ( 0.05α = ), we determine its critical 
value as 1.96zα = . Since cz zα< , for each services of 
hospitality separately, then with a 95% probability the null 
hypothesis is rejected and we can say that the abroad hospitality 
service are better than those quoted in Romania. 
 
4. CONCLUSION 
 

What might be the basis for success services in tourism? Is 
success guaranteed by the loyalty of its clients and suppliers or 
by their recommendations or by the quality of its services? We 
believe that the high standards provided, combined with a truly 
personalized service, are a quality sadly lacking in today's 
frenetic and careless world. The truth is that tourist services 
require high professional standards, a vast knowledge of all 
aspects in the holiday business and the dedication to offer 
customers the complete peace of mind that their holiday is 
going to be the best holiday ever. After checking the tourist 
information available on the Internet, we cannot help but notice 
an overwhelming preoccupation with increasing tourism at 
home by persuading more and more Romanian tourists to 
choose tourist destinations in our country. With this view in 
mind, interesting tourist programs have been initiated by the 
Ministry of Tourism and Regional Development; at times, these 
programs have emerged as a result of the Ministry's cooperation 
with tourist managerial agencies as for instance the "Free 
Holidays" program, and with travel agencies too - as for 
instance the "Holidays by Instalments" program. Unfortunately, 
in most cases, that is all we can say about the said 
preoccupation. As average tourists who have chosen to make 
most of our trips at home (90% of our trips, to be more precise), 
we, the two authors of the present paper, can vouch for the utter 
absence from all boarding houses, hotels and restaurants of 
tourist questionnaires on whether or not tourists have been 
satisfied with the services offered. We intend to pursue the 
study of tourism evolution in Banat region. 
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