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INDUSTRY COMPANY
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Our Focus

RESPONDENT CALL CENTER
TARGETING PRODUCTIVITY CHANNEL
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Phone Data Collection

Automated Phone Survey Live Phone Interview
IVR CATI
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Why Phone

Reach key demographics
Validate identities

Target under-quota segments

Fill quota, complete projects faster, minimize weighting
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Non-Internet Community

Many still without internet ...

= Non-white

= Over 65

# Income under $30,000
s No high school degree

i

s Rural

...yet have purchasing power, consume services, and vote
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Respondent Targeting

POTENTIAL RESPONDENTS DEMOGRAPHIC QUOTAS
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CUSTOMERS, EMPLOYEES, PROSPECTS, VOTERS RESEARCH TARGETS

“*: SURVOX

Copyright 2015 | Survox, Inc. 10



Respondent Targeting Across Collection Modes
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Respondent Recruitment
across multiple modes

Quota Fulfillment

Live Phone Interview
...plus Call Center Management

Automated Phone Interview
a.k.a. Interactive Voice Response (IVR)

Online Survey
Survox and other vendors
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Multi-Mode Research

SURVEY COLLECTION DATA SET
METHODS FOR ANALYSIS
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Survox, Inc.

MARKET LEADER
Commercial phone-based research

RESPONDENT TARGETING
Speeds data collection | Shortens time-to-insight

DEMOCRATIZING PHONE RESEARCH
Technology is no longer a barrier

“*: SURVOX

Copyright 2015 | Survox, Inc. 13



“*: SURVOX

Copyright 2015 | Survox, Inc. 14



TCPA
TELEPHONE CONSUMER
PROTECTION ACT - 1991

TCPA prohibits
automated dialing of
cell phone numbers
without express prior
consent*
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What Compliance Looks Like

GRAPHIC SOURCE: ALERT! MAGAZINE FOURTH QUARTER 2014 COMPLIANCE AND THE TRUE COST OF CELL PHONE DIALING By Mary McDougall
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http://www.marketingresearch.org/alert-magazine-fourth-quarter-2014-compliance-and-the-true-cost-of-cell-phone-dialing

SAMPLE PREPARATION
Differentiate Cell Phones From Landlines

RDD Samples & Purchased Lists

Analyze each

number against cell
phone number _ Numbers

ranges {/
Cell Phone # \
Landline # \\
\
. . \
Scrub Land Line list N
for numbers ported 1 )

to cell phones Cell Phone »
Numbers transported

to Cell
Phones
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SAMPLE PREPARATION
Trust, Verify or Assume Worst Case

Proprietary Lists

Trust list provider

Verify permissions

Use most compliant,
most costly, dialing method
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What we’re seeing

Re-examination of process
o Separating cell from land line calling
o Re-engineering dialer workflows

: Greater scrutiny of client lists
o ldentify sample source
o Verify that permission was not with-held

Price changes to reflect true cost differential
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Actively Participating

Future of Telephone Surveying Task Force Call for Data

by David Dutwin, Member, Future of Telephone Surveying AAPOR Task
PHONE Force Member, and Telephone Outcomes Data Analysis Coordinator and Paul

J. Lavrakas, Chair, Future of Telephone Surveying AAPOR Task Force

AAPOR Executive Council has appointed a TCPA working group to provide
information for AAPOR members and to advise the Executive Council on what
steps AAPOR should be taking to protect the interests of AAPOR members
regarding the TCPA regulations. The members of the AAPOR TCPA working
group are Paul Braun, Mary McDougall, Andy Weiss, Tom Guterbock, Bob
Davis, Missy Koppelman, Mary Losch and Jason Boxt. This working group will
be coordinating the next steps that AAPOR will be taking to keep its members
informed on this important topic.
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Promoting Phone l‘ { A )

“*: SURVOX

Copyright 2015 | Survox, Inc. 21



“*: SURVOX




Increase Response | Expand Reach

THANK YOU FOR EATING AT U 8 O O
TAC
IF YU ﬁeru ANY Buﬁsgrifoﬂs R L + #
OR COMMENTS PLEASE CALL LEAH AT
BE4 - 3664
REG 2 RUER  STORE 016465 f 15% higher overall
3/05/05 14:34
2 G-BFSP 2.78 f 75% more Seniors
BF .00
.
RICE .50
" 25% more customers

who are...

» High school only
e Rural resident
e Lower income
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Offer Engagement Choices

URL PHONE #
E-—
Fresneeesd RESPONSE DATA CRIINS:
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Consider Outbound

I; Franchise HGéﬁguértcra ;

il ¥ B

g2,
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o

'Franc:hiﬁs rators

SET QUOTA...

Per agent
Per store

Per region
Per day
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Solicit Feedback from Representative Sets

OUTBOUND

TRANSACTION sew
DATA EEE
Optimized Dialing

to Meet Quota

"""" 4 RESPONSE DATA p3d
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Can One Survey Fit All?

CUSTOMERS WORKFORCE
TOP 10 In-Person CXO
MAJOR
ACCOUNTS MANAGERS
ALL OTHER ALL OTHER
CUSTOMERS EMPLOYEES
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Mixed Modes, Mixed Vendors

SURVEY COLLECTION DATA SET
METHODS FOR ANALYSIS
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Mixed Vendor, Multi-Mode Workflow

ONLINE SURVEY PLATFORM

Create Collect Analyze
Survey Responses Data

Create T Activate RUN Call Ce.nter
Project S r?x | Study & Stud Operational
Set up & — ample Interviewers BIeby » Reporting
Assign Sample Disposition,
nfieienls Manage Sample, Quota, Interviewers, IS RENES,

g Productivity
Studies & Process

PHONE SURVEY PLATFORM
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Your Call Center....or “THEIRS”

SINGLE [

ONLINE DATA SET
RESEARCHER

CALL
CENTER

ONLINE
ONLINE SURVEY
RESEARCHER s

SPECIALIZED
PARTNER

“*: SURVOX

Copyright 2015 | Survox, Inc.



“*: SURVOX




Coming....Operational Dashboards

ACTIVE STUDIES

QUOTA COMPLETION

Shop level view of active studies.
Streamlined respondent recruitment.
Quota completion.

Productivity optimization.

INTERVIEWER
PRODUCTIVITY

2 SURVOX
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Survox Solutions & Services

RESPONDENT CALL CENTER
TARGETING PRODUCTIVITY CHANNEL
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For the next two days....

= Actively engage
o Engage with the presentations
o Add to the discussion
o Share with your peers

: Seek out our engineers
o Describe what you do (they are focused on ‘roles’)
o Talk about your challenges
o Tell them how they can help you
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The Future of
Telephone

Research

DAVID DUTWIN
SSRS, Chief Methodologist

AAPOR, Executive Council
2016 Conference Chair
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