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Real Issues
RetailMeNot, the world’s largest marketplace for 
digital offers, wanted assurance that its mobile 
app was working well for shoppers in thousands 
of their brick-and-mortar retail partners across 
the country. 

Chief among the concerns expressed by 
RetailMeNot were the following:

• Better insights into the customer experience
with in-store coupons

• Deeper insights into the point of purchase with
in-store discounts

• Measuring cashier and point-of-sale
challenges for RetailMeNot app users

RetailMeNot needed a scalable way to 
understand whether they were facing systemic
issues hindering its effectiveness at checkout. 
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RetailMeNot Chooses RBG to 
Help Consumers Save More

Real Solutions
Drawing from its national network of thousands 
of mystery shoppers, Reality Based Group 
(RBG) mapped out a course of action that 
would send a large pool of people to stores that 
accept RetailMeNot coupons; it also designed a 
customized scorecard for the shoppers to 
record their experiences using the app to 
capture the data points to meet RetailMeNot’s 
research requirements.

Over the course of three months, RBG deployed 
over 500 of its expert mystery shoppers to 537 
shopping malls and retail centers in 35 states 
with RetailMeNot’s retail partners. 

The customer experiences of each mystery 
shopper were meticulously tracked and 
tabulated to uncover hidden trends and truths 
that would point to a clear path of action for 
RetailMeNot.

“We wanted validation to make sure our offers are working for our 
customers. We have a validation process in place for online stores to 
ensure a discount is valid. 

But that’s much harder to do in-store systematically. We needed a 
partner that could provide us a representative sample of the user 
experience.”

Betsy Sheldon
Merchandising Manager, RetailMeNot



Still, the purpose of any mystery shopping 
program is to identify ways to improve the 
customer experience, drive even more value for 
customers, and map out the path to greater 
sales and profitability. 

To that end, RBG was able to identify several 
ways to improve RetailMeNot’s coupon 
redemption rates and drive demand among its 
retail partners for its in-store coupon program. 
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Real Results
The results of the RBG’s mystery shopping 
survey revealed the successes of RetailMeNot’s 
online coupon strategy with brick-and-mortar 
retailers as well as opportunities in optimizing 
its online coupon strategy. 

The majority of respondents were essentially 
“superfans” of the brand and tended to shop at 
the retailer 3-5 times more often than other 
customers.

Some of the successes uncovered included:

98.5% of shoppers received 
their expected store discount
95% said the RetailMeNot app 
was easy to use
95% anticipate using the app 
again in the future

RBG’s mystery shopping initiative served 
several important functions for RetailMeNot, not 
the least of which was providing assurance that 
its millions of users were satisfied with its 
coupon shopping online app for brick-and-
mortar retailers.




