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1. Will I be able to get copies of the slides 

after the event?

2.   Is this web seminar being recorded so I or 

others can view it after the fact?

3.   Can I ask questions during this event? 

Common Questions
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AgendaAgenda

� Multi-Modal Survey Research: Definition

� Importance of Multi-Modal Research

� Process Considerations

� Technical Considerations

� Demonstration
� Creating and deploying the survey
� Conducting a multi-modal survey in phone and online 

environment
� Respondent and project management

� Question and Answer
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Multi-Modal: A Definition

� A survey that is administered in multiple 

research modes; for example, web-based and 

phone-based, web-based and paper-based, 

etc.
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Challenges in Reaching the Right 
Audience

Online Interview

Phone 
Interviews

Channel 
(Mode)

�Response rates fairly
low and declining

�Quality questionable

�Quicker and typically
cheaper

�Variety of low-end
technologies

�Costly and labor
intensive

�Takes too long

�Better quality research

�Targeted reach for more
representative results

DrawbackBenefit
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Multi-Modal Benefits

� Increased response rates, reduced non-response error
� Multi-phase approaches have proven effective
� e.g. media studies with large, burdensome booklets 

� Improved sample coverage
� Hard to reach demographics 
� Cell phone only households

� Respondent centric
� Offer participants choices in how and when to complete 
� E.g. customer research, where respondents are highly 

valued

� Research spanning intercontinental boundaries
� Mode dependent on local infrastructure and customs

� Reducing cost
� Balance increased admin vs. reduced interviewing cost
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Traditional Research 



Copyright 2008-9, SPSS Inc.Copyright 2008-9, SPSS Inc. 9

Modern Research 
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� Key Impacts
� Respondent driven

� Fluid

� No data silos

� Real-time results

Modern Research 
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What Does Multi-Modality Affect?

Authoring
Data Collection

Analysis and Reporting

All Phases of Research
Lifecycle
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Overcoming Research Challenges
SPSS Dimensions for Comprehensive Surveying

� Take control of your research
� Create and conduct surveys fast

� Reach a broader audience, 

easier
� Build surveys once, leverage in 

multiple ways, and in multiple 

languages

� Consolidate research efforts
� Find and reuse questions and 

surveys 
� Share results quickly

� Secure sensitive data

� Leverage previous research
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Multi-modal, multi-lingual 

survey authoring
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One Survey, All Respondents

Online By Phone In Person On Paper
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Multilingual Capabilities
One Survey, 100s of Languages
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Single point of collection for 

all modes
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True Multi-Modal Data Collection
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True Multi-Modal Data Collection
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Managed In-Person Interviews

Project Selection

Case Selection

Intelligent 

synchronization in 

background
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Managed In-Person Interviews

Data Entry View

Graphical, Interactive View
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From survey to insight with 

a central, secure framework
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Survey Management

Project Management
Tools

Organized Project 
View

Survey Management
Tools
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Visibility for Administrators

Manage your users and

see what they are doing

Insight into system activity

Phone administration: 
Dialer and Monitoring
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Visibility into Sample
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Visibility into Quotas
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Visibility into Phone Center
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Visibility into Remote Operations
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Immediate Access to Data
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Immediate, Accessible Insight
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Increase productivity and 

resource utilization in the 

call center
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The Modern Call Center: Phase I

Company XYZ -- starting with small, low volume projects

Manual/Modem

Power Dialer

Predictive Dialer

VOIP Dialer

XP/Vista/WYSE TerminalsXP/Vista/WYSE Terminals

Interview/Supervisor StationsInterview/Supervisor Stations

Using IE/Firefox browserUsing IE/Firefox browser

Analog phonesAnalog phones

Separate from DimensionsSeparate from Dimensions

Optional: Supervisor monitoringOptional: Supervisor monitoring

Optional: ModemsOptional: Modems

Windows 2003 Windows 2003 

ServerServer

Dimensions Dimensions 

Call center Call center 

technologytechnology
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The Modern Call Center: Phase II

Company XYZ – numerous large volume projects

Manual/Modem

Power Dialer

Predictive Dialer

VOIP Dialer

Dimensions DialerDimensions Dialer

Connected to Connected to 

-- Dimensions call center Dimensions call center --

-- External phone provider External phone provider --

-- Internal phone network Internal phone network --

Power Dialing dials one number for each Interviewer

Analog phonesAnalog phones

IntegratedIntegrated into Dimensionsinto Dimensions

Supervisor monitoringSupervisor monitoring

Remote AccessRemote Access

Users connected toUsers connected to

Dimensions remotelyDimensions remotely
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The Modern Call Center: Phase III

Company XYZ – numerous largerlarger volume projects

Manual/Modem

Power Dialer

Predictive Dialer

VOIP Dialer

Predictive Dialing attempts to reduce 
interviewer wait times by 

attempting more calls than there are waiting 
interviewers.
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The Modern Call Center: VoIP Enabled

Company XYZ – numerous largerlarger projects, interviewers located remotely

Manual/Modem

Power Dialer

Predictive Dialer

VOIP Dialer

Voice over Internet Protocol
What is VOIP ?

analog analog

digital
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Demonstration

� Create a single survey for phone and web 

participants

� Conduct a phone survey as an interviewer

� Transition a respondent to the web seamlessly

� Demonstrate respondent and project 

management tools
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� Expert Training

� Public Courses

� On-site Course

� Web-based Training

� Professional Services

� Installation and Upgrade

� Operation and Administration

� Scripting Management

� Strategy Services

� Technical Support

� Troubleshooting

� Track Issues Online 

� Worldwide Phone Roll-over

� Flexible Engagement Models

� Software Ownership (Purchase)

� Service Bureau (Outsourcing)

� ASP (Application Service Provider)

� MSP (Managed Service Provider)

We Can Help You Get ThereWe Can Help You Get There……
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Questions?

Jane Hendricks

Product Marketing- Dimensions
SPSS Inc.

Chicago, IL 

P. 800.543.2185 extension 3026

e-mail: jhendricks@spss.com

website: www.spss.com

Mike Burrell

Sr. Manager, Sales Engineering
SPSS Inc.

Chicago, IL 

P. 800.543.2185 extension 3867

e-mail: mburrell@spss.com

website: www.spss.com


