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Do Report Cards Work?

Mystery Shopper Basics

Is your crew meeting their guests’ expectations? One reasonable way to answer 
this question is to get written feedback from a guest who is also a trained observ-

er—in other words, a mystery shopper.

Franchisee Dino Pimental of West Ware-
ham, Mass., has been using an outside 
fi rm to conduct mystery shop visits in 
his network for the last two years. Each 
of his restaurants is shopped twice a 
month on a random schedule. He says 
that mystery shopping helps him get 
an objective assessment of several key 
areas, including employee and restau-
rant appearance, employee profession-
alism, and accuracy of transactions.

Skeptical Franchisee
Pimental admits he was a bit skeptical at 
fi rst: “I was concerned that the shoppers might do one round of visits and then 
complete future surveys from home. But once I began receiving their reports, I 
could tell that the shoppers were actually in my restaurants. For one thing, they 
report the exact dates and times of their visits, and they’re very descriptive in their 
feedback. They tell us if our employees are wearing clean uniforms and nametags, 
and they even report on the employees’ greeting and suggestive selling comments.”

Better Cash Control
“None of us knows when a mystery shopper will visit one of our stores, so our 
shops have to be up to par at all times,” explains Pimental. “The program keeps 
our staff on their toes, because they know that any guest could be the mystery 
shopper. Not only has it helped us raise the bar in terms of guest service, but it also 
provides a greater level of cash control—you’re far less likely to see instances of 
under-ringing.”

Initial Fears
Pimental was pleased to see that the program was well-received by his manag-
ers and crew. “At fi rst I worried that our employees might feel like they were being 
spied on. But the more I thought about it, I realized that people who have nothing 
to hide wouldn’t react that way. They’re actually eager to be the person who serves 
the mystery shopper—they like the challenge of it.”

Average Ticket/Customer Count
Carmen Dwyer, Pimental’s general manager and vice president of operations, 
reviews the highlights of the mystery shop reports with her managers during week-
ly meetings, and then posts the results in the respective shops. 

“Because we’re meeting and reading through the [mystery shop] visit as a group, if 
one of my crew members didn’t greet the mystery shopper, she’s going to be embar-
rassed,” says Dwyer. “The fact that there’s an assessment of their service makes the 
crew try harder. They don’t want something negative written about them.” 

The mystery shopper program also pointed out that some employees weren’t sug-
gestive selling during peak times, says Dwyer. “You’d have a great mystery shop 
report except for that one area—suggestive sell. The written assessment really 
made that issue stand out. Now the crew’s suggestive selling or upselling with 
every order.”

Dwyer credits the mystery shopper program with helping to increase both average 
ticket and customer count. “There are a lot of factors impacting those increases—a 
price increase, the new espresso beverages. But our customer count is up 14 per-
cent year to date. Average ticket is up 10 to 13 percent. Has mystery shopping been 
a factor? Absolutely.” 

One Bad Shop
“If a guest has a bad experience in one restaurant, it can tarnish their opinion of 
the entire chain,” says Dwyer. “But if they know they can fi nd the same great service 
and products in every store, it will improve their perception of Dunkin’ Donuts as a 
whole and benefi t us all.”

Pimental agrees. “Once franchisees give mystery shopping a chance, they’ll see how 
much we stand to gain from it—both at the shop level, and across the brand.” n

Many of you are familiar with the mystery shop-
per program from district meetings or mailings. 

But just in case you haven’t heard much about the pro-
gram, here’s a quick summary:

Mystery shoppers are trained and certifi ed individu-
als who enter your restaurant during normal business 
hours to do a quick assessment 
of topics that include: restau-
rant cleanliness (exterior and 
interior), quality and variety of 
products, appearance of the 
backcase, accuracy of trans-
actions, and appearance and 
behavior of employees.

To ensure that the mystery shop surveys provide feed-
back that is both useful and fair, a group of franchisees 
and corporate employees collaborated to develop the 
mystery shop assessment form. You should already 
have a copy—if not, contact QSR Navigator at (877) 
800-2922.

Mystery shoppers complete the form at each 
restaurant they visit, and the results are post-
ed online within 24 hours so that franchisees 
and managers have quick and easy access.

ADQSR is conducting the fi rst phase of the 
program this spring and summer, with a full, 
system-wide launch scheduled for Septem-
ber. From now through 
August, ADQSR will 
sponsor mystery shop 
visits at 5,000 randomly 
selected restaurants. Par-
ticipating franchisees can 
review their restaurants’ 
results online.

When the program offi cially launches in September, 
all franchisees are encouraged to enroll and have each 
of their restaurants mystery shopped at least once a 
month. For more details on the mystery shopper pro-
gram, watch your mail in June for the program sign-up 
kit. To check out the mystery shopping website, log on 
to www.onlinekmc.com. n
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