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Telephone Mystery
Shopping

Call Centers
Business to Business
N Business to Consumer e

Timireg Greetng  Knowledge  Selling More

Rings to answer Friendliness Features Upsell Ask forluse

Hold times Provided name  Benefis Asking for customer

Transfer times Company name  Clear info order name

Call length Offer to help Appropriate Listening Follow up

products

Profiles Voices Time of Day Call Type Frequency
Local or ; Recorded or not

Gender, age, Morning : Monthly,

interests or call frgm Afternoon I"qlé']ﬂ" or Weelkdy

experience of = anywnere Evening grhoopgrgr Fiscal periods

shopper I oo nceent or Late night knowledge promo periods
accent neutral needed

Accountability: Who Gets the Data, Who Acts on [t.

Sesror Manf_rgement

Team, HK, Training E?'g =l
Trends

Field Level (Region, Unit bv Unit S F Behavior
y Unit Score ¢

Distriet, ﬁrea]f Franchisees Performance, Key Analysis

Behaviors to Coach

Unit Level Managers

Build trust in the program and Ensure your program respects

process. Iéwqm; every level in /\ [\ state audio recording laws and
program design. two-party recording nofifications
(if applicable).

7 own and coach from the results. results (operations research) with
Punitive programs do not customer satisfaction (perception
succeed. research).

~—+  Reward performance. Fairly. And for Choose a mystery shopping
all involved. Confirm plan with HR. provider with the experience and
: Determine fulfillment options for capability to partner with you on
rewards. this journey.
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