Conveo

Confident decisions in days
with natural Al-led video
Interviews at any scale

Your Al co-worker designs expert studies, interviews real people at
any scale and instantly analyzes your videos. Get robust, actionable
Insights and tell powerful stories to your stakeholders in no time.

USED BY OVER 300 ORGS INCLUDING
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Head of Research & Methods
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You mentioned you don't really know what it is,
could you elaborate on that?

DETECTED FACETS AND INSIGHTS

’ LINDA RAMOS Brand messaging misaligned Us

; Messagi ° -
t all over the place. The slogan is ging Modem || Visual desigr

, and the messaging doesn't help
| have no idea what the product
/ does. There's no clarity.
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what the product actually does. There's no Clarity.
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THE PROBLEM

Research matters more than ever
but your team 1s constrained

o
Time
The Business moves too fast with too Limited resources force you to
many requests compromise on quality
o Great research takes time, but decisions e Default to low signal methods or low sample, to
can't wait save time & resources
o Constant stream of requests, many o Just as the world gets harder to understand,
low-priority you're asked to do more with less
e No time for real thinking, or synthesis e Pressured to adopt Al, but nothing really works

(great marketing though!)

Its as if the pressure was rising — but our processes and systems weren't built for the pace, volume, or complexity of today.
VP Insights, JDE Peets

()

o Impact

Insights struggle to drive impact and are
not reused

o Stakeholders hear what they want to hear, they
don't believe the insights

e You have mountains of existing stale data
(videos, transcripts, reports,...)

e You're seen as a gatekeeper to knowledge, but
there's no other option



Ben & Jerry's ‘Exotic
Fusion’ ice cream flavors.

o What is the potential of an "Exotic Fusion Ice Cream" line?
e Explore brand fit for Ben & Jerry's

e How to optimize these concepts for market success?

Number of completions Avg. interview time

153 38m 4bs

Tot. time to interview, analyse and summarize

4h rS Because ever yone eats ice cream




Brands redefine consumer insights with Conveo

[ Brand Perception Acme Inc. Insights by Theme

Question 3 :

Revolutionary data collection Why at scale enables
. Truly natural video interviews with real people . \What decisions to make Which platiorms do you tind most usetul for
. Multi-ingual + With much higher confidence A gathering information about which products or
N . 1 2
- Rapid iteration o | servicesto buy’
Unparalleled insight extraction —
« Al research coworker across studies Easier and more pOWGI"fUl stakeholder « Reddit: A trusted source for honest, community-driven product reviews—especially useful
. - . ) X for niche or technical purchases amid economic uncertainty.
’ MU|t|mOda| ana|y8|s. emOJ[lOﬂS, deta”ed b@h@VlOr, engagement » YouTube: Valued for its in-depth video reviews and visual demonstrations, helping users
brand detections : understand products better, particularly for big-ticket items.
) \/ldeO Of rea| CONSUMErs  Social Media (Instagram, TikTok, Facebook): Influential for discovery and inspiration,
e |Nnteractive re pOrJ[S though authenticity concerns arise due to paid promotions. Users often cross-check with
Reddit or YouTube.
* EXpO e ppt » Word of Mouth: Personal recommendations from friends and family remain important,
showing that offline trust still complements digital research.
Stakeholder insight modules (curated access)
o I\/l 3 rketl N g Platform Use Offline Word-of-Mouth Influence
. Product & Innovation - i
U S E D BY ' YouTube [ § 38
. Sales stories = s
Instagram 34 - “J
M . ° TikTok )
orange ’ FI g mq UMWW Pinterest >
: c dgarqd
ABInBev  Givaudan ooper

Deeply adopt Al - ~ Save weeks per project ~ Run10x more projects  + Centralize repository ~ +  Consolidate tools



Teams drive revenue across use cases

with Conveo

B Product & Innovation

a Consumer Insights @

Uncover unmet needs Buyer motivation  Claims testing Ideation  UX testing
Localized research Message testing  Brand tracking Product development  IHUTs
Voice of customer  Behavorial Brand perception  Ad testing User stories  Jobs to be done
Etnographies  Purchase drivers Journey mapping  Brand Strategy Concept testing

Category entry points Persona building  Brand promise White space mapping
Attidudinal research KOL research  Cultural tensions

Multi-country  NPS & CSAT



The best
Insight quality
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THE BEST INSIGHT QUALITY: MODERATION DEEP-DIVE

[t's not just an Al-follow-up
It’s a fully personalized, natural conversation

Conveo’s moderator:
I'm very satisfied with my machine. This is actually my second picks up emotion and
ELISABETH
machine. The first one had some issues. | actually bought 2, one nuance
It's great to hear that you're very satisfied
with your Nespresso Vertuo machine and for our camper as well.
even have one for your camper! You
mentioned that your first machine had
some issues. Could you tell me more
about what specific problems you

encountered with it and how the new It's great to hear that you're very satisfied with your Nespresso understands context and

model has addressed those issues? CONVEO
Vertuo machine and even have one for your camper! You research goals
mentioned that your first machine had some issues. Could you
tell me more about what specific problems you encountered with uses expert qual techniques
it and how the new model has addressed those issues?" to probe (e.g., laddering)
It was very, very difficult to open and close this, and then | actually remembers the whole

ELISABETH L . : e
felt like it hurt my hand when | did that, my wrist when | did it with conversation
A the old machine. This one is much easier. | also just like how much

hotter this one makes the coffee.”

00:12:36




Recruiting in Conveo is effortless with global reach & ©

easy Integrations

Easily share with your own
audience pools

Recruit globally from Conveo’s
integrated panels

Global coverage, local nuance Just copy & share Conveo's interview link

50+ languages with free translations . People just click & interview in the browser

Easy incentives with Conveo Credits
« Choosein USD, deducted from credits

Easily generate personalized links

« (Generate unigue links without sharing Pl

Conveo integrates with multiple panels. Integrations with your own audience pools

« \We can likely add yours! » |etsdiscuss integrating

¢ j;:::-- dynata SAGO norstCIt
Sz Prolific
Bilend

4
KR RESPONDENT

user interviews

Nature Valley Crunchy... ©

Setup
% Design

23 Recruit

Analyze

EE Interviews 81
Talk to your data

& Favorites

Insights

“v Executive summary
[ Stories

@ Thematic analysis
2 Question analysis

‘gt Personas Beta

<+ Add panel

< Self-recruited panel

@ 15 x UK (nhon-
advocates)

Bl @ 15xFR (non-advocates) -

B 15 x DE (non-advocates)

== 15 x NL (non-advocates)

EA 15 x KSA (non-advocates) -

@ 15 x AUS (non-
advocates)

@ 15 x Mexico (non-
|
advocates)

15 x Mexico (non-advocates) % Share @ Teststudy

0 15
TlSSsssssss————————S€S—S—“S—“S—S“S—S—S—SS@OSOBMMMMMMLL S —S————

Metrics and cost
Target panel size 15 people Estimated interview duration 32 minutes

Incentive per participant  $30 Estimated total panel cost  $648

Selection criteria
Country Mexico Age groups  18-20 21-28 30-39 40-54 55+
Gender No preference Interests  No preference

Past participants  Excluded

Study description shown to participants

This study aims to get a view on the general population's food preferences.

Screening questions

How often do you buy snack bars?

+ More than once a week © Qualify
« Once a week @ Qualify
* Once every 2 weeks & Qualify
* Once a month @ Qualify
* Once every 2 months X Disqualify
+ Once every 6 months ¥ Disqualify
* Once a year or less X Disqualify

Do you only buy snack bars when they are in promotion or not?

» | buy shack bars regardless of promotions @ Qualify
» | buy snack bars only when they are in promotion ¥ Disqualify
» | don't buy snack bars ¥ Disqualify

| am aware of and have considered buying the following snack bar brands

+ Panel completed

No app i -



From the raw data across studies & uploads

to your story with your Al research coworker

Detected facets and insights
ME Guestion: Which of these pratein bar brands do you prefer? Biease select all that ..

Recent Changes in Product Choices  Yes

Racant Protaln Bar ! Protain bar aftar warkout or during tr.

Protain Bar Consumption Timing ~ On-tha-go  After Workout

Protein Bar Brand Assaciations  BIND  PureProtein  RNBAR  Power Crunch
Preference Factars  other  prica

Protain 8ar Types  FeanutButter  PlantBased  Leanyand Lary  GQuest Bars
Protein Bar Motivation  convenience  dietaryneeds  Proteln Product Type P
Reaseng for Brand Switching  Detter iternatives  Protein Bar Preference Reasons
Protein Bar Role  cccasional snack Switched Protein Bar Brand  yos

Drivers 1o Inorease Protein Bar Pu

rchases  Promations  Better pricing  Improved

Protain Bar Association  Grams Proferred Protein Brands  Labny and Larry's

Top-down themes based on
research objectives

P (AT [ e ]

Conveo's Al finds subtle themes across

Erandmasaagngfeelsmlsa
S S mmemenae QUESHIONS, with automated video reels &
- - e ol : .
drill-downs

Automated & flexible coding &

-
other powerful tools C mpemmes T
All data is automatically coded. You can S—

manually override or instruct the Al to

IR T S et =n b

look for & code anything

ety ke customer fruek
Livamet it AR ST e e

Raw transcripts & videos

Every single datapoint is rooted in the

actual transcript and videos.
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Your Al research coworker
with full access to all tools

Efficiently create the most impactful
stories with your Al research coworker
doing the heavy lifting for you

Chat with your & Al Research Assistant

Prashous comersation:

iri ten *empunga
sy Wt Freasacy G Workan hatits & A1 -
[T ———— Unpaziing e Feasen avd Bting e 4D s g

Fishar teting plsformoppoies Lnpeceng fae Fuason o bettrg e 4D o e
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Exurs Lok ioe Gisrm Corcept 1o Cimirn Finwed Covcuplu deenate] 4B gup e

Bottom-up catch-all analysis,
quant & qual

Conveo’s Al research coworker gives
bottom-up question-level analysis

ensuring nothing is missed

Uploaded data & context on
your company

Create a new research request

Conveo'’s Al becomes smarter over time

w- —— o= surfacing insights your team might miss

otherwise

Cross-study compounding
knowledge

Conveo's Al finds subtle themes across
questions, with automated video reels &
drill-downs

, powerful platform, strategically compounding insights oy



THE BEST INSIGHT QUALITY: MULTIMODAL ANALYSIS ON VOICE & VIDEO

Unique multimodal
capabilities

Conveo's Al research coworker has the most advanced e ) e

Research Objective1 Examine Navigation, Shelf Interaction, and In-Store Marketing
Question2 Please go to the protein bar shelf, flip your camera (using the icon on the screen), so we can..

s So this is the protein bar shelf in Myers. What | noticed first is, the Pure Protein brand stands out
Vide' more, and it's on the first, two shelves. And then you have the other brands that kinda go down
after that. There's really no particular organization that catches my eye other than it's color
coordinated with the brands. It's packet well, it's assembled on the shelf, What it looks like to
based on maybe the more popular brand, Pure Protein, I'm gonna assume is more popular. And
then you got Robert's Fit Crunch and then med FedEx. | don't know how to say that. But
@ 227 % Classified as “answered”

Visual Shelf Fea...  Product location affects shopping exp...  Brightcolorsen ... Well organized ...

All detected emotions for question 2 sadness surprise

~ Visual Analysis (23 cues)

[ 2:27-10:19 Boxes of ONE protaln bars are visible on a store shelf, visual

o i ; [= 2:27-10:19 Gatorade protein products are visible on the bottom shelfl of the store aisle, visual
410 10

[> 9:27-9:30 The camera pans to show a store shelf with various products. visual

Panel data

[ 0:27-10:19 A store aisle is shown, featuring shelves stocked with various brands of protein bars ... visual
° ° oNe . o ° Age 46 Gender Female City Lansing State M| Country  United States
u ltl I I I Od a | a I I a IyS I S C a pa b I I Itl eS I I I tl I e I I I a rket Education  Master's degree Senicrity level  Manager Household income  $60,000-$79,999 [ 9:27-10:19 A store aisle is shown, with shelves stocked with protein bars and supplements from ... visual
I I I [
Detected facets and insights [> 9:27-10:12 Boxes of Quest protein bars are visible on a store shelf. visual
Ease of Finding Products  easy Shopping Companions  alone Store Identification  Myers grocery store . . . )
[» 9:27-10:1% Boxes of MET-Rx protein bars are visible on the lower shelves of a store aisle, visual
Shopping Fraguency 1 Protein Bar Shopping Challenges  [nadequate product availability
[ 9:27-18:1% Boxes of Fit Crunch protein bars are visible on a store shelf. visual
N hd hd . e Preferred Store Type  mass  grocery Purchase History  Bought Power Crunch
u r p ro p rI et a ry I I a yS I S I pe I I I e eCO I I St r u CtS a I I I p utS Mobile and Store Confirmation  Yes Protein Bar Choice  Pure Protein [> 9:36-8:34 The person describes the contents of the store shelf. verbal
Show mare [» 9:31-89:48 The person speaks in a descriptive and observational tone. vocal
tely t te si | d teb K Iti

Word choice |

Facial expression Téhieof voioe®

In:

e ~
Emotion: | Al ) © Happiness Surprise @« Disgust o Fear & Anger © Sadness
T
Category:{ Al /ﬁl Visual Vocat Yerbal
Intensity: | A ) 1 2 3 4 5
D t. I I I o
Y ) ° Strong concern expressed about 'disturbing images® and the difficuity of discerning -sadness verbal 4/5
e Visual analysis (brands, behaviors, say-do ga '
, , Clear serious and concerned tone when describing ad as 'powerful sadness vocal 35
Clear seriols exprassion, brow furrowed, nodding In reaction to ad sadness | visual 35

"‘Conveos multimodal capabilities are totally revolutionary. It's

happiness

as if you were with the person in the moment and noticed il o

disgust a1
=

fear: 3

everything.” - i

sadness i

Emotion




REVOLUTIONARY INSIGHTS: Al RESEARCHER
Create 4 Concepts for new flavors of Ben & Jerrys's exotic fusion Ic

Al does 1mpossible
amounts of work for you L

@ Generated an image

@ Generated an image

Ask your questions and let your Al research coworker ®© Generated an image

Here are 4 concepts for Ben & Jerry's Exotic Fusion Ice Cream flavors, each with
you can use:

do the heavy lifting - whether you're revisiting a Conveo
StUdy or integl’ating Iegacy researCh from Other Vendors 1. Mango Matcha Tango A tropical fusion of creamy mango ice cream with swirls

matcha and chunks of candied mango.

Some examples:

1. "What did Gen Z consumers say about sustainability in the last 3 pack tests?”
2. "How did emotional tone shift across markets in our 2023 brand equity work™?”

3. "Are there recurring unmet needs mentioned in our pain point studies across
APAC"

-
Ice Cream Flavor Concepts (monad...

Compound knowledge with every new study

lAsk any question about your studies and our Al Research Assistant will analyse all interview trar

%

L




REVOLUTIONARY INSIGHTS: FROM WEEKS TO DAYS

Run your research project in days instead
of weeks with Al helping you at every step

e - @ Conveo e =
B Mm nnnnnnn 3 _ o \Q;:iachplatfo 'ms do you find most useful f o o )
":;;;_mm: wwwwwww o R M“;b;” S =
@ s e S —
e R i
S I e [ Pod - - et
Assisted Recruiting Moderating Automated Instant insight
research set-up respondents conversations analysis sharing
Be confident in your research Easily recruit high quality Go deep at scale with Save hundreds of hours of Inform your stakeholders
as our platform co-creates respondents or share with Conveo's Al moderator, analysis and trust your directly with shareable results
the topic guide with you in your own audience without the need for human insights - with all your data in
minutes interviewers one place

T S belaiia i s



Actually driving
revenue with
stakeholders
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The team 1s overwhelmed with stakeholder requests

-

A

® [URGENT] Request for study X [i ﬁ = Quick question: which segment  ®
® TODAY: Can we do a quick study < X [URGENT] What do we knowon @
® Topic guide iteration 847: Id like M < D] Can't find those study results @

L

Conveo finally gets you on top:
Your core stakeholder workflows become Al assisted

. — ~  Al-powered study requests — ~ Al-powered knowledge access
=es== - Rapidly validate both digital and > > == e Rapidly validate both digital and
ettt W TS ) o eimiesere e (e ) o
R physical products and digital R physical products and digital
s innovations with real. T innovations with real.
e Stakeholder modules e
for consumer-driven decisions
Marketing & advertising % Product & innovation %
Persona module for marketing and advertising teams to drive consumer empathy Concept module to innovate based on consumer feedback

Coming soon Brand teams Coming soon Category teams Coming soon Strategy teams Coming soon Sales teams




DRIVING REVENUES

Persona module: for your
Innovation & marketin
teams

Talk to your personas for quick choices and ideation
across teams

Personas are flexible:

- Upload your own personas & have respondents map to them

-« Have Conveo generate personas based on the study

Personas are not just based on demographics, but actual
drivers of behavior

K
BB

L

<>

Unpacking the Passio...

Setup

% Design

22 Recruit

Analyze

BB Interviews 32
Talk to your data

QO Favorites

Insights

- Executive summary
M Stories

@ Thematic analysis

? Question analysis

R Personas Beta

Personas Beta

542 10 participants v

Meet Your Personas

Al-generated personas based on real interview data, ready for interactive conve

(® Chat

<& Auto-derived from 32 participants

Hayley

The Strategic & Social Superfan
Age 37 Gender Female Location Uppingham, England, UK
Engagement High (follows all football, regular varied betting)
Betting Style  Strategic, experimental, social Favorite Team  Tottenh:

Platform Preference  Paddy Power

About Hayley

Hayley is a 37-year-old football superfan from Uppingham who lives
following both men's and women's football with a special place in he
For Hayley, betting is more than just a flutter—it's an intellectual chall
her engagement with every match. She thrives on variety, regularly p
builders, quirky novelty bets, and even wagers on managerial change
excitement comes from tracking multiple outcomes and thinking crea

Hayley values platforms that are quick, easy to use, and packed with
experiment and be spontaneous. She enjoys betting socially, often in
sparking lively conversations about players, lineups, and match predi
experience is one that combines strategic thinking, social fun, and th
new. She wishes for more innovative bet types and playful features—
bets on unique moments—that make every matchday memorable.

"So my name is Hayley, and | follow all football, men and women'
Hotspur have my heart."

— (source)

+4 more quotes v

Martin



DRIVING REVENUES

Concept innovation
pipeline module

Concepts live across studies and require consumer-
driven iterations to get them just right for successful
market adoption

Conveo drives revenue impact with its concept pipeline
module:

e Collect & compound insights on products & concepts
across studies & uploaded documents

o Generate improved concepts based on consumer
feedback to iterate rapidly

e Enable business stakeholders to work with
consumer-driven data

< Back to Concepts

Hellmann's Packaging Evolution

Original packaging concept with consumer feedback and Al-generated improvements

Original Concept

M

i 3"
— = .(é -

g

Hellmann's Real Mayonnaise

Consumer Feedback Analysis

Packaging Functionality

64% Fair

e Consumers struggle with jar opening, especially elderly
users

« Desire for larger family sizes to reduce shopping frequency

¢ Need for better portion control to manage calorie intake

"The jar is too hard to open when it's new”
Interview #12 [

"l go through this so fast, need bigger sizes"
Interview #18

"Hard to control how much I'm using"”
Interview #07 [

e ([ . [
~ ’

Description

Classic Hellmann's mayonnaise in traditional glass jar
packaging, positioned as the premium mayonnaise choice
for families and cooking enthusiasts who value authentic
taste and quality ingredients.

Original Goals

Maintain Hellmann's position as the #1 mayonnaise
brand

Appeal to families seeking quality condiments
Communicate real ingredients and authentic taste

Drive household penetration and usage occasions

Purchase Intent

78% Good

e Strong brand lovalty but price sensitivity on larger sizes

e Interest in premium variants for special occasions

o Sustainability concerns affecting purchase decisions

"Love Hellmann's but the big jars are expensive"
Interview #23 [

"Would pay more for a gourmet version”
Interview #31 [

"Wish the packaging was more eco-friendly"

A are A

/\ Unsaved Changes Reset

Package Concerns 48 people
Hard to open jar 18
aEEss———————

Need larger family sizes 15
[ —

Packaging looks outdated 12
- s—;)

Not environmentally friendly 11
O

Poor value perception 9
&=——

No portion control 8
T

Difficult to store 6
a——

Can't see product quality 5
o

+ Create chart

Brand Perception

85% Good

&

¢ Hellmann's seen as trusted, authentic mayonnaise brand

e Packaging perceived as traditional but could be more
modern

¢ Strong association with gquality ingredients and taste

"Hellmann’s is the only real mayonnaise"”
Interview #05 [

"The jar looks the same as when [ was a kid"
Interview #29 [

"You can taste the quality difference”
Interview #22 [



Conveo
Decisions based on real stories.

Head of Research & Methods

Niels Schillewaert, PhD
FORMER PRESIDENT ESOMAR
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