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The aim of this paper is to evaluate the sales stuff of a shopping center in 
Timisoara. The analysis method is the “Mysterious Shopper” observation 
technique. The object of the assessment was to identify the best sales 
person in the shopping center and to motivate them. The statistical range 
studied was the number of sales person in the 145 shops of the shopping 
center. The data was processed using the SPSS (Statistical Package for 
the Social Sciences) program. 
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THE MYSTERIOUS SHOPPER TECHNIQUE 
This technique requires to prepare an operator and to teach him the 

criterion in which basis he is going to evaluate the subjects. 
The operator will learn the criterion he has to take into account in his 

observations in chronological order. Each criterion has to frame a certain 
behavior in one of the variables assigned for it. This method actually 
requires the evaluation of some persons by an operator that will play a role 
in such way that the one who is observed not to recognize his true identity, 
from here the name of “Mysterious Shopper” technique. 

1. Assessment methodology 
Objectives of the study 
The main objective of the assessment was the identification of the 

best sales person in Shopping Center Terra, in order to reward them and to 
show others that performance is rewarded. 

Establishing the assessment background 
Population (universally statistic studied): the total number of sale 

person from the 145 shops of the shopping center Terra. 
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Assessment Method used: quantitative study, opinion survey. 
Information collecting instrument: evaluation formulary of the 

mysterious shopper.  
University of agricultural management   
Technique used to apply the questionnaire: personal interview 

through interview operator. 
 Evaluation range: the entire surface of Terra commercial center. 
 Evaluation period: 15-22.04.2008 
 Test Sample: 

• Sampling method: there has been used a certain sampling 
method, more precisely quota sampling. At least one sales 
person from the 145 shops has been interviewed 

• Sampling dimension: has been assigned for 436 sales persons 
• Reference Unit: sales persons 

 Processing Data: the data obtained after applying the questionnaire 
will be processed using the SPSS (Statistical Package for the Social 
Sciences) program. 

CONCLUSIONS 
For the research, the shops have been divided into seven sections, as 

it follows: Section 1: Services, Section 2: Public Alimentation & 
Entertainment, Section 3: Casual, sport and children confections, Section 4: 
Business, elegant confections, Section 5: Accessories, Section 6: Stationery 
and Decorations, Section 7: IT and Mobile. 

While the Mysterious Shopper entered the shop, 14.9% of the sales 
persons were chatting and seemed unprofessional, and rest-85.1% either 
were busy with other clients, or not busy, adopting a professional attitude.  

The client majority (58.9%) waited less then 2 minutes to be noticed 
by the sales persons, 28.7% waited between 3-5 minutes, and 12.4% were 
observed after more then 5 minutes. Out of the sales persons busy with the 
clients (65), in the moment the mysterious shopper entered in the shop, 20% 
noticed him in less then 2 minutes, and 40% between 3 to 5 minutes, 
respectively more then 5 minutes. Out of the ones that were not busy with 
other clients, adopting a professional attitude (248), there were also sales 
persons that noticed him in more then 5 minutes (11 sales persons- 4.45%), 
but most of them noticed him in less then 2 minutes (74.6). Regarding the 
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sales persons that were chatting and looked unprofessional, 48% noticed the 
client in less then 2 minutes, and 13.82% in more then 5 minutes.  

Concerning the sales person approach and salutation form, 15 sales 
persons (3.4%) were impolite with the customers (2 from Accessory 
Section, 4 from Business, elegant confections  and 11 from Casual, sport 
and children confections Section), 18.6% showed a mechanic, bored and not 
interested attitude, 36.5% a business and gallant style, but less convenient 
and enthusiastic, 45.1% adopting a more friendly, courteous and interested 
style (Services- 48% of the sales persons from this section, Public 
Alimentation and Entertainment-42.85%, Casual, sport and children 
confections- 39.28%, Business, elegant confections- 40.47%, Accessories- 
40.54%, Stationery and Decorations- 46.15%, IT and Mobile- 32.35%). 

Regarding the interaction sales person-client, 34.6% showed a vivid 
interest, asking questions and making suggestions,48.2% answered politely 
to the questions asked by the client, but didn’t offer him information and 
suggestions, 9.4% formally asked if they can help, while 7.8% had no 
intention to help the customer in any way. 

With reference to the sales person’s skills, most of them answered 
the client’s questions about the characteristics and benefits of the 
merchandise, and 31.9% presented this information without being asked. 

In relation to the ability of the sales persons to increase the sales, 
most of them suggested additional or similar products at the customer 
request (42.5%), only 31.9% suggested it without being requested (50% 
form Services Section, 40.51- Business, elegant confections Section, 
44.12%- IT and Mobile Section) 

The sales persons did not have a positive evaluation informing the 

client about the participation to the raffle.70% did not mention the raffle 
(Public alimentation and Entertainment-82.14%, Casual, sport and children 
confections Section-82.52%), 22% mentioned superficially about the 
existence of the raffle (Services Section-41.30%, Business, elegant 
confections-19.04%).Only 8% of the salesperson presented details about the 
raffle (Services Section-16.66%, Business, elegant confections Section -
15.28%). In this matter, best sections are Services and Business and Elegant 
Confections. 

Regarding then finish line of the merchants, answers to this matter 
are similar: 39.2% of the merchants thanked the customer and invited him in 
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a positive manner to come again, 32.8% said thank you and invited the 
client in a more mechanical manner to come again, and 28% didn’t thank 
and also didn’t invited the client to come again. 

Most of the merchants evaluated had a very tidy aspect (54.4%), and 
moderately tidy aspect (43.3%).Only 2.3% had an untidy aspect. All in all, 
42.2% of the salespersons had a neutral attitude (Public Alimentation and 
Entertainment Section-50%, Casual, sport and children confections Section-
43.45%), 41.5% showed a positive attitude (Services-58.70%, Casual, sport 
and children confections-32.14%, IT and Mobile-55.88%), and 16.3% a 
negative attitude. 

Concerning the observations noted by the mysterious shoppers in the 
evaluation formulary: 2 out of the salesperson had an arrogant attitude, 49 
had a negligent behavior, regardless the client (27 from Casual, sport and 
children confections Section), and 374 had no observations. 

As a result of using the Z Test, we noticed that the medium score 
obtained by the salespersons 57.8509 doesn’t differ much from the medium 
score from the evaluation formulary of the mysterious shopper 50. The 
situation of salesperson is little above the medium score, which means, in 
total, the salespersons are situated on a medium level of performance. 
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