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Conveo
Technical Product
Overview

Your Al co-worker designs expert studies, interviews real people and instantly analyzes your videos.
Get robust, actionable insights and tell powerful stories to your stakeholders in no time.
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Conveo IS
Al that puts
people first

—Syrthetie- Data
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Mobile Application

Screen sharing through mobile applications

The Conveo mobile app enables Al-moderated interviews to be conducted on iOS and
Android devices, with a key focus on screen sharing capabilities for UX research and
shop-along studies.

The app supports camera capture and screen sharing-based probing and validation
studies.
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on the screen, | didn't know where to start.

@

What exactly felt
overwhelming? The layout,

features, or something else?
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Cool! Yeah walk me through the study results

Conveo MCP

Connect Al assistants like Claude to Conveo

Conveo exposes a remote Model Context Protocol (MCP) server that lets Al assistants
interact with your studies — designing research, managing questions, running analyses,
and more.

Studies - create and configure studies, update settings and welcome pages

Research objectives - add, update, reorder, and delete objectives

Questions - add, update, move, and delete questions; manage answer options & routing
Stimuli - create stimuli, attach assets, and link them to objectives or questions

Quotas & parameters - configure quota groups, parameter sets, and response limits
Analysis - create analysis sessions, query study data, and search interview clips

Quote reels - list and download quote reels, prepare snippet downloads

Recruitment - view recruitment overview and manage participant reporting

Marshaled study metrics to address results inquiry

i)

Query Study Data

Result

(Q Loading tools

2]

Query Study Data

Request

Organized findings into structured, engaging walkthrough format -

Here's the walkthrough — based on 294 completed interviews across 14 countries, with
strong recruitment quality (90% incidence rate, only 34 screen-outs).

The headline

The ad worked best as a high-enjoyment, high-recognition brand film with real collectible
potential. Most participants felt joy and surprise, instantly recognized it as LEGO, and walked
away understanding LEGO Editions are real products. The biggest tension: it succeeded more
as memorable entertainment than as a crystal-clear sales message.

Emotional response (Plutchik)

Strongly positive profile. Joy dominated both self-reported and observed reactions, with
surprise as the clear secondary emotion and meaningful anticipation. Negative emotions
were marginal. What drove the emotion wasn't abstract messaging — it was recognition and
reveal moments: Messi's reveal, the trophy setup, the player intros, and the final child reveal.
Celebrity recognition + playful competitive setup + unexpected ending did the heavy lifting.

Brand attribution & message comprehension

Brand attribution was strong — most participants explicitly recognized LEGO and found the
ad easy to understand at a broad level. On the key business question (do they get that LEGO
Editions are real purchasable collectible sets?), the answer is yes — strongly. A small minority
either missed it or found the offer vague.

The barriers when comprehension broke down were plot complexity, lack of explicit product
cues or labels, relian

=+ Opus 4.7 Adaptive

Clavde is Al and can make mistakes. Please double-check responses.
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Cool! Yeah walk me through the study results

Marshaled study metrics to address results inquiry

i)

Conveo API

Result

(Q Loading tools

Query Study Data

Go beyond the Conveo Ul

2]

Organized findings into structured, engaging walkthrough format -

. . . .
COHVGO S API a”OWS teams to programmatlca“y aCCess thelr researCh data - pUIIIng Here's the walkthrough — based on 294 completed interviews across 14 countries, with
studies, interviews, and results directly into external tools, dashboards, CRMs, or strong recruitment quality (90% incidence rate, only 34 screen-outs).

workflows, without manual exports from the app. The headline

The ad worked best as a high-enjoyment, high-recognition brand film with real collectible
potential. Most participants felt joy and surprise, instantly recognized it as LEGO, and walked
away understanding LEGO Editions are real products. The biggest tension: it succeeded more
as memorable entertainment than as a crystal-clear sales message.

Emotional response (Plutchik)

Strongly positive profile. Joy dominated both self-reported and observed reactions, with
surprise as the clear secondary emotion and meaningful anticipation. Negative emotions

Read-Only: Fetch lists of completed studies, pull individual interview data by ID, and

i ntegra te Conveo data into your own syste ms. It does not su ppo rt creatin g or editin g were marginal. What drove the emotion wasn't abstract messaging — it was recognition and
reveal moments: Messi's reveal, the trophy setup, the player intros, and the final child reveal.
studies. Celebrity recognition + playful competitive setup + unexpected ending did the heavy lifting.

Brand attribution & message comprehension

Access: not enabled by default. To get started, teams must email support@conveo.ai to Brand attribution was strong — most participants explicitly recognized LEGO and found the

. . . ad easy to understand at a broad level. On the key business question (do they get that LEGO
requ est access. Once gra nted' engineers or technical team members can connect via the Editions are real purchasable collectible sets?), the answer is yes — strongly. A small minority

API endpoints or MCP server either missed it or found the offer vague.

The barriers when comprehension broke down were plot complexity, lack of explicit product
cues or labels, relian

=+ Opus 4.7 Adaptive ®

Clavde is Al and can make mistakes. Please double-check responses.
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Custom templates

Toolbox for templates

Conveo’s Templates feature allows users to create and
reuse standardized study setups, reducing friction and
ensuring consistency across research.

Organizations can build their own custom templates with
a guided "fill-in-the-blanks" experience, making it easy
for non-researchers to spin up repeatable studies (e.g. ad
tests, concept tests) quickly.

Templates Your organization 6

£ Brand tracker
3 objectives - 8 questions - 2 stimuli

B3 Ad creative test
2 objectives - 5 questions - 6 stimuli

Templates can be tied to custom
output reports such as tailored
executive summaries, so every
study created from a template
automatically has the right
reporting configured.

Conveo library

. Concept test
2 objectives - 6 questions - 4 stimuli

E3 Pricing study
T objective - 4 questions - O stimuli

A curated library of starter
templates will be featured on
the homepage, allowing users to
jump straight into study creation
with excellent defaults.

+ New template

ul Post-launch eval
4 objectives - 12 questions - 1 stimulus

Admins will be able to manage
per-customer template
overrides, and template locking
ensures only designated fields
are editable.
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MaxDiff

Busy parents: MaxDiff on ...

MaxDiff in Qualitative Research: A World First

Add a MaxDiff question to any topic guide. Participants
complete the ranking the same way they would in any
standard MaxDiff study. After the ranking, participants
are invited to explain their choices on video. The result is
preference data and reasoning from the same
participants, in a single study.

In your analysis, the preference ranking sits alongside
your qualitative themes and quotes, ready to use
together.

WHAT THIS MEANS FOR YOUR RESEARCH

For the first time, researchers can run MaxDiff and come
away with both the preference ranking and the reasoning
behind it - from the same participants, in a single study.
No separate qual study, no extra weeks, no additional
budget.
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options multiple times, that's part of the exercise. Please select the most and least appealing
task on each screen.

Keeping the home clean and tidy

> Talk to your Data > Tidying vs. Laundry Pe...

35%

Supporting with homework and learning

Meal planning for the family

Doing and putting away laundry

Managing kids' use of technology and apps

Managing kids' diet and nutrition

Finding activities to keep kids entertained at home

Supporting children through emotional difficulties

Managing kids' extracurricular activities

Knowing how to respond when a child is unwell

Planning school holiday activities

Managing the family calendar

Dealing with school admin and communications

Keeping on top of kids' medical appointments

Researching schools and education options

Supporting kids through friendships and social dynamics

Booking and managing childcare

Managing the morning routine

Managing bedtime routines

-~

17%

16%

13%

13%

9%

9%

6%

5%

-3%

-3%

~4%

~4%

-5%

-8%

-8%

10%

16%

28%

Eakat

Ask any question about your studies and our Al Research Assistant will analyse all interview transcripts.
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Drill-down

X

he needs to do."

v Hide video (7 Viewininterview [J] Copy < Save

Thank you. Imagine there is a company
offering to take some of your daily...

&, Download

Thank you. What would that change concretely for you, in o
normal week, if that part were handled reliably?

"Ah, it would easily save me 30 minutes, or even an
hour a day, especially on weekends, so it would be a
time saving that would let me enjoy more time with
my son."

> Show video (7 Viewininterview [ Copy < Save

Aurélien M. 2 quotes 7 View interview

Thank you. In your choices, keeping the house clean and tidy
seemed to stand out quite strongly. What made that task seem
particularly appealing to delegate or have taken care of?

"I would prefer to offload anything involving cleaning
or home maintenance so | can have more time to
devote to my children."

v Hide video (7 Viewininterview [ Copy < Save

Thank you. Imagine that there is a company
offering to take some of your daily...

&, Download

I see. When you think about that burden of cleaning and home
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Topic guide comments

Collaborate on topic guides without leaving Conveo

Every question in your topic guide now has a comment
button. Click it to leave a note, suggest a change, or flag
something for a teammate. Others can reply, creating
threaded conversations right where the context lives.

When you're ready to act on the feedback, simply tell
Conveo what you want to do and it will help you do that.
For example, you can ask it to fix the comment on
Question 1, or simply read comments to you without
resolving.

With in-platform comments, the feedback loop stays
tight. Everyone sees the latest version, context is
preserved, and Conveo handles the grunt work of
applying edits. You can also use comments as notes to
self and reminders as you’re setting up your study, so
nothing gets lost.

f[] Micromobility Preference... > Design

Topic guide

> Download 5 Lock

[-] Comment

+ Add stimulus

Q2

Q3

Q4

Q5

Q6

To begin, how do you typically travel for short trips in your daily life?

(® Open-ended - L, 1-2 follow-ups & No video analysis & No routing + Add stimulus

i Advanced settings

+ Add section

® 15m A Test study £2 Share study Next: Recruit

Assistant Comments © Quality 3

Comments
1 open of 2 total comment threads

Q3 Can you tell me about the last time you chose a...

Nicolas Bossens
Could we add a stimulus to this question to
help surface a wider range of responses

Test
Reply...

Use as an icebreaker. Ask about typical transport modes used for short urban trips, how often they make
these trips, and whether micromobility is currently part of their routine. Register spontaneous mentions of T

e-scooters, bikes, e-bikes, public transport, walking, ride-hailing, and car use.

Can you tell me about the last time you chose a micromobility option, or considered one, for a trip?

(® Open-ended :+ L 2+ follow-ups & No video analysis A No routing + Add stimulus

Probe for the trip context: purpose, distance, time pressure, weather, who they were with, available

alternatives, and what they ended up choosing. If they did not choose micromobility, explore why not.

Register the specific occasion and competing modes considered.

What matters most to you when deciding whether to use a micromobility option for a trip?

(= Open-ended - Ly 2+ follow-ups & No video analysis A No routing + Add stimulus

Probe for choice drivers such as convenience, speed, cost, availability, safety, comfort, reliability,
sustainability, fun, weather, parking, and app experience. Ask them to explain which factors are most
important and why. Register their top decision criteria in their own words.

For what kinds of situations or occasions does micromobility feel like a good fit, and when does it
not?

(® Open-ended - L, Automatic probing <& No video analysis & No routing + Add stimulus

Probe for usage occasions including commuting, first/last mile, leisure, errands, tourism, nightlife, and

social visits. Explore what makes micromobility feel appropriate or inappropriate in each case.

How do you think about price when deciding whether a micromobility option is worth using?

(= Open-ended - L, 2+ follow-ups & No video analysis 4 No routing + Add stimulus

+ New thread

ot

Test Resolved comments (1) v

No comments yet.

s N
Could we include only 1 follow-up question with

more probing on conveniencel

\ S

Test

Test
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Panel Portal

Requesting a quote to launching your study

Request and accept a quote without leaving Conveo. The
whole flow, from request to launch, happens inside the
platform, and your panel partner works from the same
view, so pricing, statuses, and decisions all live alongside
your study.

There are three steps: request, receive, and review,
accept & launch.

Accepting a quote reserves the full quote value upfront.
If the partner under-delivers (fewer completes than
quoted), the difference is automatically refunded to your
balance once final delivery is confirmed.

Request a quote

Toluna has sent you a quote. Accept to continue, or reject to request a different one.

Participants: 100
Target audience detalls:

Target or population required: test
Geographies: test

Length of interview:

Recruitment timeframe:
Feasibility:

Any other information:

Line item

$36.00 x 100 participants

Recruitment fee

Total

Insufficient Balance  Need $3,612, have $2,537.70

UusSD Credits

S 3,600 & 180,000
S 1% < 600

S 3,612 < 180,600

Reject quote Accept quote & Launch panel
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Find the right people in days, not weeks

Reach beyond your existing base with 9 panel options, millions of verified respondents, and coverage in every market.

#° Respondent  NOKFStAt NewtonX® 38 userinterviews Ragkuten 8ilend diggg}c%.' SAGO Cint

Global Coverage Range Of Study Types Al-Moderated Conversations
Longitudinal Diary
[ B2B ] | B2C Unmet Needs Product Usage Testing
Attitudes + Behaviors Focus Groups Identity Verification ] | VPN Detection
APAC inc. China | | Americas Shopalongs Competitor Analysis Panelist Accountability } | Quality Scoring
EMEA Competitive Positioning And more... Replacement Guarantee }




Proprietary
multimodal
analysis

capabilities

Conveo’s Al platform has the most
advanced multimodal analysis
capabilities in the market.

We listen to what people say but
also how they say it, and analyze
any products or brands in the video.

EMOTIONAL ANALYSIS

Al analyzes emotional cues, building up
an aggregate emotional score from facial
expressions (video), tone of voice (audio),
and verbal analysis (transcript and
expressions)

ON SCREEN BEHAVIOR

Al analyzes what happens on-screen for
individual transcripts rather than combined
heatmaps

BRAND + PRODUCT RECOGNITION

Al maps brands and products without

the person having to verbalize.

Especially powerful in in-home studies
(showing contents of cabinets, pantry, etc)

00:12:36

CONTEXTUAL + ENVIRONMENT

Al can deeply describe the context and the
environment — was the subjects’s kitchen
messy, was the pantry well-stocked, was

it a wealthy person’s home, or a small
apartment

GESTURES + USES

Al recognizes gestures people make —
in frustration or pointing at a product,
or struggling with packaging

BODY LANGUAGE

Al analyzes and catches specific body language
cues, like shrugging, looking
bored, and others
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[ FEATURE ]

Live
moderation
based on
visual probing

=
REEN SHARE PROBING .

)etects actions and navigation on shared
reens, enabling the interviewer to probe on
what participants are doing during UX tasks

Ul EP TASK VALIDATION

ibility,
g. not driving)
o)

EMOTIONAL PROBING

Behaviours such as touching the face, playing
with objects, or repeated small movements

may indicate nervousness, tension, or cogniti
effort

MULTI-ANALYSIS ARCHITECTURE

The Al interviewer detects facial emotions
in real-time and probes participants on

what triggered those emotions during the
interview

Multiple visual analyses (quality checks,
emotional probing, verification) can run in
parallel per question, with priority-based
cascading probe logic.
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Video Resonance

The moments that actually landed

An ad, a concept, a prototype, Video Resonance reads
every face, voice and body signal frame by frame, then
surfaces the seconds that moved the needle, who
reacted, and why you can trust it.

Video Resonance plugs straight into Talk to your Data
and your reports. Reactions sit next to what participants
actually said in their interview, so you can join what
made people react to what they said about it, all in one
question.

Harry Potter Trailer

Insights

Ironic 'normal boy' narration with jarring cuts
creates tension and anticipation.

Friction 00:08-00:11

Intrigue as kids run and bully, hinting at Harry's
difficult start.

Intrigue 00:10-00:14

Unusual overhead shot of Harry's haircut hints at
his difficult life

Intrigue 00:17-00:20

Iconic letter to Harry Potter and new HBO series
reveal sparks nostalgia

Friction 00:31-00:39

Harry's cautious peek and longing for something
more builds intrigue

Intrigue 00:35-00:37

Hagrid's new look and emotional dialogue about
Harry's parents polarizes the audience

Polarization 00:44-00:54

Hagrid's mysterious words and Harry's journey into
the magical world

Intrigue 00:46-00:57

- New Harrv Potter. McGonaaall and Sortina Hat

Find what landed, fast

As soon as interviews complete,
the moments that moved people
are ranked, timestampeed and
ready to share.

Enjoyment 18% Fricton  13%
fv——:1 -

Polarization ZZ%J

100%

50%

WSSO

W

0%
nn-nn nn-32n

Evidence, not gut feeling

Every moment is quantified by
how many people reacted, how
strongly and how aligned the
cohort was.

155 interviews Ready

P1 - Xavier W. vs P1 - Sara D. - Friction

Attention 8% Intrigue 9% Resonance 10%

ni-nn

A1=R0 n2-nn

Defendable in any room

Every surfaced moment carries a
short, plain-English rationale.
You see why it’s there, not just
that it’s there.
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Fear Anger

Disgust

Surprise

Happiness
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Emotional
Analysis

3/5

vocal

happiness

Clear, enthusiastic tone when discussing parts of the movie

she likes.

4/5

verbal

happiness

Describes creepy elements as exciting and expresses

strong enjoyment for the genre and actress.

Q17bQ17c

happiness
surprise
disgust

uonows
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