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GfK Mystery Shopping
UBM

Mystery Shopping Webinar
Top 50 Call Centres for Customer Service 2011
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Agenda

Background to mystery shopping and the Top 50 Call Centres for Customer 

Service

Who are the shoppers?

Scenario generation

Questionnaires and scoring

Quality assurance
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Background to mystery shopping

Mystery shopping: Provides an objective measure of 
performance across any industry providing business to consumer 
contact and across all channels – including face to face, telephone 
and on-line.

Effective mystery shopping will: 

- Be representative of the customer journey/enquiry type

- Focus on the key drivers of good performance

- Understand the business context

- Provide actionable recommendations and drive change
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5 service areas

6 industry sectors

100 emails per 
organisation

Now in 4th year

5 service outcome 
questions 

200 calls per organisation

Top 50 Call Centres for Customer Service
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Who are the shoppers

- Digital recording

- 25 booths

- Central control

- Cost efficient for 

right task

- Trained and tested

Mystery call unit
-15,000 shoppers

- UK and S. Ireland

- Geo-

demographically 

representative

- Ongoing 

recruitment

- Trained and tested

National field force

Mostly ordinary people with no axe to grind
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Trained and tested

Shoppers are given extensive briefing instructions and have to 
pass a test at 100% before they can proceed
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Where census data is 
unavailable, we carry out 
‘shout-outs’ to the panel.  
This is built into the 
database.

Profiling

Census data allows us to select by age/gender/region/previous history and 
many other attributes such as bank account held, home owner and product 
holdings.

Our Cybershop allocation system 
also contains questions on

- Willingness to use real details

- Security

- Information that must be provided

- Assessment volume restrictions
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Step One

Completion 
of scenario 
templates

Step Two

200 calls 
and 100 
emails per 
member

Step Three

Split into 
customers 
and non-
customers

Step Four

Split into 
simple 
and 
complex 
scenarios

Templates 
checked –
is profile 
too 
specific?

Step Five Impact on 
shopper or 
organisation?  
Is the task 
clear?

Step Six
Step 
Seven

Some 
individual 
scenarios 
will be 
discarded

Scenario generation I
Levelling ensures comparability across organisations
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Attribute 1

Whether 
call to be 
recorded

Attribute 2

Date of 
Call/email

Attribute 3

Sector

Attribute 4

Restriction 
rules

Data codes 
for analysis

Attribute 5 Top 50 
Member 
name

Attribute 6
Attribute 7

Unique ID 
number

Scenario generation II
Additional attributes and instructions added in

(30+ attributes)
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Not scored

EXPERIENCE

20 points

PERSONALISED

20 points

KNOWLEDGEABLE

20 points

RELIABLE

Questionnaire

One calls version, one email version.  Same questions across the board

Based on consumer research.

20 points

EASY TO USE

20 points

TIMELY

Satisfaction, 
perceptions, 
recommendations

Softer skills, 
proactivity, 
ownership, 
engagement

Technical 
knowledge 
and ability to 
resolve 
enquiry

Easy to hear, 
enquiry 
resolved
Email spelling, 
grammar and 
accuracy

IVR, easy to 
understand, 
transfers
Clear email 
subject, format 
etc.

Time to get 
through/ 
receive email 
response
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Measurement elements fully defined for 
objectivity and consistency
Examples:

GETTING THROUGH

If you cannot get through:

-Wait for 10 minutes on the line – unless 
engaged or otherwise cut off

- Try again at 15 minute intervals

- Try for up to 6 attempts 

OWNERSHIP

Rate the CSA on whether they really made 
an effort, went out of their way to personally 
help you resolve your enquiry and took your 
enquiry seriously.  As an example they may 
say – ‘I can see this is a problem for you, let 
me look into it personally and get back to 
you with an answer’.   Mark them down if 
you felt they were only ‘going through the 
motions’ or took no personal responsibility in 
answering your enquiry. 
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Changes in 2011

Calls:
-Timeliness – maximum points for getting through in up to 1 minute

- Easy to use – maximum points for no IVR OR 1 layer

- Whether any problems with IVR (not scored)
- Easy to use - whether asked a second time for personal details not    
already provided during IVR process (1 point)

- Personalised – sincerity added to understanding & caring question

- Personalised – expanded definition for ‘thanked at end of call’

- Personalised – expanded definition of further assistance offered

- Likelihood to recommend moved to a 10 point scale (not scored)

Emails: 
- Likelihood to recommend moved to a 10 point scale (not scored)

Based on updated consumer research
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TIMELY

10 points

5 points

No helpful 
messages / not 
thanked for 
waiting

3 points

2 points

Cannot get 
through

CALLS

EMAILS

Points lost if:

5 points

3 points

Holds not well 
handled

2 points

10 points

Length of call 
reasonable / 

full email 
response within 
1 working day

Not put on hold / 
email clarified full 
response timing

Through to a CSA 
in 1 minute / 

acknowledgement 
email in 10 mins

Through on 1st

attempt / no 
problems sending 

email

20 POINTS
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EASY TO USE

5 points

4 points

2 points

4 points

CALLS

EMAILS

Points lost if:

4 points

4 points

1 point

4 points

8 points 

4 points

Transfers not well 
handled

Not asked for 
details more 
than once / 
named staff 
member on 

email

No more than 5 
options per IVR 
layer / offer of 

further contact in 
email

No IVR/1 layer 
IVR/ no email 

jargon

CSA speaks clearly 
/ good English/ 

clear email subject

Not transferred 
/ call backs 

handled well / 
email tel no 

and acceptable 
format

20 POINTS
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RELIABLE

2 points

5 points

3 points

5 points

Cut off

CALLS

EMAILS

Points lost if:

15 points

5 points

Call backs not 
offered or 
delivered 
successfully

5 points

Email took 
account of 
security

Enquiry resolved / 
email showed 

accurate customer 
details

No technical 
problems / email 

reads well

No background 
noise / email spelt 

correctly

20 POINTS
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KNOWLEDGEABLE

10 points

20 points

10 pointsCALLS

EMAILS

Points lost if:

Correct response 
data also 
captured but not 
scored

Ability to resolve 
enquiry/ email 

answered enquiry

Product/technical 
knowledge

20 POINTS
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PERSONALISED

16 points

6 points

1 point

6 points

CALLS

EMAILS

Points lost if:

1 point

4 points

2 points

4 points

Thanked 
caller/emailer

Anything else 
they could help 
with / tailored 
email response

Softer skills / 
email friendly and 

polite

Introduced by 
name / email 
included name 
and job title of 

sender Friendliness

Politeness

Eagerness

Understanding, 
caring, sincere

Efficiency

Proactivity

Appropriate 
conversation

Ownership

20 POINTS
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SET UP – scenario 
levelling, telephone 

number and email address 
checks, system checks, 

test questions, validation, 
scoring

FIELDWORK – validation 
at point of entry, staff 

names, verification 
against recordings / 

email samples where 
possible, checks on field 
spread, queries back to 

shoppers

REPORTING – double 
checks against raw data, 
consistency checks across 
report types, double 
checking of manual entry, 
spelling and grammar

DATA – automated 
validation, attribute 
checks, routing checks, 
proofing of comments, 
automated double score 
checker

Quality 
Assurance
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ISO 9001:2008 
Quality Assurance 
Standard: GfK 
NOP has been 
accredited to the 
standard since 
1994, thus 
ensuring quality is 
an integral part of 
how we work 

ISO 
20252:2006 
Market, Opinion 
and Social 
Research 
Standard: GfK 
NOP has been 
accredited to 
this standard 
since it’s 
inception

GfK NOP is a 
Market 
Research 
Society (MRS) 
Company 
Partner

A member of 
Interviewer 
Quality Control 
Scheme 
(IQCS) since 
it’s inception in 
1978

Company 
Membership of 
the Chartered 
Quality Institute 
(CQI), since 
1996

GfK NOP is 
wholly 
committed to 
meeting the 
requirements of 
the UK Data 
Protection 
Act 1998

GfK NOP follows 
ICC/ESOMAR 
The World 
Association of 
Research 
Professionals

Systems and security

Full GfK NOP full Terms and Conditions, Quality Policy Statement, Certificates and other company information 
can be found on gfknop.com/company/the_small_print

http://www.gfknop.com/company/the_small_print/index.en.html
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