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This paper aims at investigating the quality of tourist services based upon 
the „walk-through” audit method. In order to achieve our purpose, we 
devised a study which relied on applying a questionnaire to one hundred 
respondents, all of whom were accommodated at „Dallas” Lodge, in 
Moneasa resort, the county of Arad. The results can prove useful for the 
managers of the lodge in order to improve the tourist services they 
provide. 
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When supplying a service, that service must be, from the beginning 

to the end, in accordance with the customers’ expectations. As the customer 
is part of the serving process, his or her opinions on the quality of services 
are influenced by a lot of remarks. An ambient audit can be a proactive 
management instrument to systemically assess the customer’s image upon 
the supplied services. A “Walk-through” (WtA) audit is a study focused on 
the customer, in order to identify the areas where improvements are 
necessary. 

Fitzsimmons and Maurer1 have developed this type of audit, for 
restaurants with dining places. This type of audit consists in a set of 42 
questions investigating the experience of supper serving, in restaurants. The 
investigation has started, in parking area, then inside the restaurant, 
following the customers’ reception and welcoming, the waiting time for a 
table, the manner in which the customers are escorted to their tables, how 
orders are taken, how beverages and dishes are served, and finally, how the 
bill is presented and payment done. The questions have included 9 
categories of variables: 

- maintenance items; 
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- “man to man” type services; 
- waiting time; 
- tables and chairs positioning; 
- ambient; 
- dishes/food presentation;  
- bill presentation;  
- suggestive promotion and selling; 
- tips 
This way, the whole experience of the customer is followed, from the 

beginning to the end. Being part in an effort to discover improvable items, 
WtA is, usually, focused on the details of the service supplying process.  

When designing such an audit, the first step is to prepare a graphic 
comprising consumer’s interactions with the serving system. In order to 
avoid the customer’s “supra - saturation”, WtA must be limited to two 
sheets of paper, printed on both sides (four pages). 

WtA can be managed in different ways (mail, interview, by phone, 
personally), the most efficient method being the management, administrated 
directly to the person, immediately, after the respective service was 
experienced. The degree of participation will significantly increase if the 
customer is rewarded with a gift-certificate or with a subsequently free visit. 

WtA is an opportunity to assess the experience with a certain service, 
from the customer’s perspective. When supplying a service, it is very 
important to offer, to that service, tangibility. This thing means to offer, to 
the customer, verbal, ambient or sensorial suggestions, which, will define 
that service for the customer and will encourage him to repeat the visit. 

At the same time, in order to assess the perception distance between the 
consumers and managers of the service supplying system, WtA can be an 
important diagnostic instrument for the management team. The customers 
visit, come in a certain place with a lower frequency that the managers of 
the respective location. Nevertheless, the customers are much more 
sensitive, than managers, to subtle modifications (spoiled paintings, worn-
our carpets, etc.). The quality of the services supplied to the customers can, 
gradually, go down and hardly to be noticed, both by the customers and by 
the managers. 
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 ASSESSMENT OF THE QUALITY OF THE TOURISTIC 
SERVICES BY MEANS OF  “WALK-THROUGH” TYPE AUDIT, AT 

“DALLAS” CHALET FROM MONEASA, COUNTY OF ARAD 
 

To determine the quality level of the services supplied in this 
location, we have elaborated a questionnaire which has been addressed to 
100 customers of this pension. These questionnaires have been distributed 
on a time interval of 6 months, three summer months (July-September 2008) 
and three winter months (December – February 2009). 

The first question was such a way formulated as to find out whether 
the customers have already been offered service, at this chalet, or not. The 
answers can be distributed as follows: 
Table 1  

 YES NO 
Number of persons 74 26 

Percentage 74 26 

 
The answers allow us to draw the following conclusion: a very large 

percentage out of the questioned customers have paid previous visits to 
Moneasa and were sheltered at this chalet. This is a very important aspect 
since it influences the accuracy of the opinions regarding the services 
quality. Due to the existence of a previous experience, the opinion of a 
person who has repeated the act of “buying” is, from this point of view, 
more “authorized” than that of a newcomer. 

The second question refers to the occasions and reasons which have 
caused the presence of the respective tourists in Moneasa. The motivations 
were as follows: 
Table 2 

Reasons Vacation Weekend/relaxation Treatment/cure Trips Others 
No. of persons 31 48 11 5 5 

Percentage 31 48 11 5 5 

  
It can be noticed that a significant percentage of respondents (48%) 

have come to Moneasa for weekend relaxation, while 31% of the 
respondents came in vacation. 

The third question follows to identify the sources of information 
used by tourists when choosing the Chalet “Dallas”. The distribution of 
answers was as follows: 
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Table 3 
Sources of 

information 
 

Internet 
 

Recommendations 
Tourism 
agencies 

Previous 
experien

ce 

Information 
offices 

Media 
advertising 

No. of 
persons 

16 23 22 25 2 12 

Percentage 16 23 22 25 2 12 

 
One can easily notice that an important source of tourists’ 

information is a positive previous experience and the suggestions coming 
from the tourism agencies. An interesting aspect, in our opinion, is the fact 
that very few tourists have used the services of information offices. It is 
possible that the consumers of tourism services might know nothing about 
their existence or about their role. 

The following question searches to identify the consumers’ 
expectations regarding the services supplied by “Dallas” Chalet. The 
distribution of answers is as follows: 
Table 4 

Expectations Rest Supplementary services To feel like home 
No. of persons 12 34 54 

Percentage 12 34 54 

We may draw the conclusion that, as far as the expectations are 
concerned, 34% of the consumers consider this chalet as being a location 
which must offer more than simple accommodation, while 54% wish to feel, 
here, like at home. Our opinion is that we have, here, a high level of 
customers’ expectations regarding the pension offer (high exigencies). 
 The next question intends to identify whether the tourists spend their 
time here alone or integrated in a group of tourists. The answers were the 
followings: 

 
 
 

Table 5 
 Alone With family With a friend In a group 

No. of persons 8 55 12 25 
Percentage  8 55 12 25 

 
We consider that a considerable percentage of the sample (55%) 

prefer to spend their time, here, with their family. Some researchers of this 
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domain (Gh. Gh. Ionescu, Adina Luca) consider that these are the signs of a 
collectivist culture. 

In the following lines, the questionnaire “core” is presented, that part 
of the questionnaire which will allow us to assess the quality of the services 
from tourism, supplied by “Dallas” Chalet. 
Table 6 

 
AFFIRMATION/ STATEMENT 

Total 
agreement 

 
Agree-
ment 

 
Indifferent 

 
Disagreement 

Total 
disagreement 

At reservation, I received prompt 
efficient answers to my questions 

44 22 17 12 5 

ARRIVAL 
The Chalet “Dallas” could be easily 
found 

10 8 12 45 25 

When entered the pension, we were 
welcome with hospitability 

11 6 15 38 30 

I felt like “being waited for”  14 12 45 12 17 

The room is in accordance with what I 
have asked for at reservation 

23 22 25 12 18 

THE ROOM 
When entered the room I found a 
clean, hygienic and comfortable space, 
with functional facilities 

43 21 14 11 1 

Along the whole period of my staying 
there, a calm and peaceful atmosphere 
was ensured 

54 28 1 14 3 

The personnel answered efficiently at 
my telephonic or verbal solicitations 

45 42 2 7 4 

The messages for customers are 
delivered immediately and discreetly 

36 38 22 4  

Along the whole period of my staying, 
room privacy was ensured 

54 44 2   

I was treated like as “the room was my 
own” 

24 21 34 11 10 

Along the whole period of my staying 
there, the room and/or the bathroom 
maintenance were impeccable   

56 28 12 2 2 

RESTAURANT 
The menu is  composed of many 
preparations and beverages, all of 
them of good quality 

16 25 8 23 28 

I felt the value and pleasure of an 
authentic vacation  

17 12 40 8 23 

I felt well welcome even when I eat 
alone 

20 11 6 25 38 

The service was supplied correctly 
and carefully  

22 10 3 21 44 

The personnel has given me 
suggestions and variants for having 
dinner 

10 8 35 23 24 
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AT PARTING 

When I paid the bill, I was warmly 
and cordially thanked  

45 28 11 16  

The parting was easy and with very 
few formalities  

58 42    

The price/quality ratio for the 
accommodation service seems good to 
me 

34 54 8 3 1 

CONTACTS AFTER VISIT 
The claims I have done were promptly 
and efficiently solved 

54 38 8   

In case an object was lost, it was 
(could be) easily recovered 

26 11 23 20 20 

I will recommend this place to my 
friends and acquaintances  

43 35 15 4 3 

For each item we will calculate the weighted average, then, for each 
quality assessment “area”, we will establish a simple arithmetical mean. The 
score will represent the quality level from the respective sector of the 
pension or from the respective moment of service. 

For reservation, the average score, obtained after analyzing the 
answers, is: 
M1= [44x2+22x1+17x0+12x(-1)+5x(-2)]/100=0,88 
For “Arrival” we have the following scores: 
S1=[10x2+8x1+12x0+45x(-1)+25x(-2)]/100=-0,67 
S2=[11x2+6x1+15x0+38x(-1)+30x(-2)]/100=-0,70 
S3=[14x2+12x1+45x0+12x(-1)+17x(-2)]/100=-0,06 
S4=[23x2+22x1+25x0+12x(-1)+18x(-2)]/100=0,20 
M1=(S1+S2+S3+S4)/4=-0,30 

For “Room” 
C1=[43x2+21x1+14x0+11x(-1)+1x(-2)]/100=0,94 
C2=[54x2+28x1+1x0+14x(-1)+3x(-2)]/100 =1,16 
C3=[45x2+42x1+2x0+7x(-1)+4x(-2)]/100=1,17 
C4=[36x2+38x1+22x0+4x(-1)]/100=1,06 
C5=[54x2+44x1+2x0+]/100=1,52 
C6=[24x2+21x1+34x0+11x(-1)+10x(-2)]/100=0,38 
C7=[56x2+28x1+12x0+2x(-1)+2x(-2)]/100=1,34 
 M2=(C1+C2+C3+C4+C5+C6+C7)/7=1,08 

For “Restaurant”, we have obtained the following scores” 
R1=[16x2+25x1+8x0+23x(-1)+28x(-2)]/100=-0,22 
R2=[17x2+12x1+40x0+8x(-1)+23x(-2)]/100=-0,08 
R3=[20x2+11x1+6x0+25x(-1)+38x(-2)]/100=-0,50 
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R4=[22x2+10x1+3x0+21x(-1)+44x(-2)]/100=-0,55 
R5=[10x2+8x1+35x0+23x(-1)+24x(-2)]/100=-0,43 
M3=(R1+R2+R3+R4+R5)/5=-0,35 

For “Parting”, the score is: 
P1=[45x2+28x1+11x0+16x(-1 )]/100=1,02 
P2=[58x2+42x1]/100=1,58 
P3=[34x2+54x1+8x0+3x(-1)+1x(-2)]/100=1,17 
M4=(P1+P2+P3)/3=1,25 

For “Contacts”, the score is: 
CT1=[54x2+38x1+8x0)]/100=1,46 
CT2=[26x2+11x1+23x0+20x(-1)+20x(-2)]/100=0,03 
CT3=[43x2+35x1+15x0+4x(-1)+3x(-2)]/100=1,11 
M5=(CT1+CT2+CT3)/3=0,86 

The next question was put in order to find out which were the 
tourism and cultural objectives visited, during their staying in Moneasa, by 
the tourists who have been sheltered at the “Dallas” Chalet. 
 
 
Table 7 

 
Objectives 

“Dezna” 
Fortress 

Bears’ 
Cave 

“Schmeltzer” 
Oven 

 
Izoi 

“Tinoasa” 
Plateau 

 
Others 

No. of 
persons 

67 42 6 39 12 12 

Percentage 67 42 6 39 12 12 

As far as the category “Others” is concerned, the distribution of 
answers was the following: “Liliecilor” Cave – 4, water lilies reservation – 
3, “Moneasa” Lake – 5. 

The last question was introduced in the questionnaire structure in 
order to assess and verify the tourists’ intention to come back to “Dallas” 
Chalet. The answers were distributed as follows:  
Table 8 

Intention to come back YES NO 
No. of persons 46 54 

Percentage 46 54 

The answers to the above mentioned question lead us to the 
conclusion that a significant percentage (56%) of the questioned subjects 
would not come back, for a new staying, at “Dallas” Chalet. This reason 
could be a change of preferences for another location and/or the low level of 
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some services quality. This fact should be seriously taken into consideration 
by the pension management team, keeping in mind one of the marketing 
principles which says that “bringing new customers is much more difficult 
than preserving the existent ones.” 
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