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How we're
helping the world’
biggest brands and
agenciles

USED BY OVER 300 ORGS INCLUDING

Google Camva MARS & Unitever PRG




Conveo

Our Mission

We accelerate and de-risk growth for
your clients by powering the discovery
layer underneath, so your team spends
1ts hours where the value lives: in the
Interpretation and the story.

Conveo 1s the GTM operating system for
agencles embracing Al to elevate and
ogrow capacity and lead clients into the
next era of customer understanding.




@ Conveo

Built by researchers,
for researchers

Built in research expertise

Conveo’s built in research methodologies embed research
grade rigor at scale, applying consistent methodological
standards — sampling + quotas / guide logic / systematic
probing / in-field quality assurance — to produce
defensible insights

ELIZABETH

I"'m very satisfied with my machine. This is actually
my second machine. The first one had some issues.
| actually bought 2, one for our camper as well.
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CONVEO

It's great to hear that you're very satisfied with your
Nespresso Vertuo machine and 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 model has addressed those issues?”
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It was very, very difficult to open and close this, and
then | actually felt like it hurt my hand when | did that,
my wrist when | did it with the old machine. This one
is much easier. | also just like how much hotter this
one makes the coffee.”
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Conversation + Observation

Conveo is multimodal, meaning it can analyse not just
what participants say, but also what they show and how

they react, surfacing emotion signals

Proactive Knowledge Layer

Conveo’s proprietary research layer is what turns
“an Al that can run interviews” into an enterprise grade

research system



Conveo

[t'snotal:l
replacement
for qual or quant

Conveo 1S a new,
hybrid approach

Developed by industry leading
researchers, Conveo unlocks
new categories of insight that
weren’t possible before

Quant

The Qual
Conveo

CREATIVE TESTING

Sweet spot

IN-HOME ETHNOGRAPHY

MONADIC CONCEPT TESTS

SHOPALONGS / MISSIONS

CX MEASUREMENT

CREATIVE TESTING

BRAND HEALTH TRACKING

t 4t 4

CREATIVE TESTING

A new
method

with better
business
outcomes




@ Conveo

Breakthrough
Insights from
studies that
simply weren't
possible betore

Clients move both quant and qual
projects to the new method —

Breakthrough insights come from
previously impossible studies

Quant use
cases In
Conveo

CONCEPT TESTING

CLAIMS TESTING

CX

“Conveo allows for large sample
sizes, has quant features, and
quantifies open ends. This allows
us to both test concepts and get
the data to know where to
improve! This is a total game
changer. I’d say we’re moving half
our quant use cases to Conveo”

Previously
Impossible
research

LARGE ETHNOGRAPHIC

LONGITUDINAL QUAL

UNMET NEEDS ITERATIONS

POS ETHNOGRAPHIES

“We got to thinking, what can

we do without these constraints.
Running longitudinal in-home
ethnographies with hundreds of
people, qualitative trackers, 5
concept tests in a week, each
improving on the last. The findings
made us completely rethink our
core brand & customer beliefs”

Qual use
cases 1n
conveo

SHOPPER STUDIES

UX RESEARCH

CONCEPT OPTIMIZATION

t + 44

FOCUS GROUPS *

“Previously, we could never run
qual because of time & budget
constraints. If we did, we resorted
to a focus group. Conveo doesn’t
“replace” a focus group 1:1, but it
allows us to do 10x more and
better qual in a different way. The
results are just more valuable”




@ Conveo

Multimodal
opens up a whole
new world of

use cases to

online research

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

SRS R R R B T R B CRURATE

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

Al maps brands and products without

the person having to verbalize.

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

Al analyzes and catches specific body language
cues, like shrugging, looking
bored, and others
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research enables
the human

“fly on the wall”
research at scale

VIDEO ANALYSIS

VISUAL ANALYSIS

CAPTURES

NON VERBAL EMOTIONS

BRAND RECOGNITION

PRODUCT RECOGNITION

ENHANCES

IN HOME ETHNOGRAPHIES

SHOPALONGS

VERBAL ANALYSIS

SKU RECOGNITION

GESTURES

ACTIONS

TASTE TESTING

PROTOTYPE OPTIMIZATION

CONCEPT OPTIMIZATION

VOCAL ANALYSIS

CONTEXT

ENVIRONMENT

ON SCREEN SHARING

CREATIVE ASSET TESTING

AD TESTING

TRAILER TESTING




Conveo

Run Your Studies 1n

With Al helping you at every step

-

0] Brand Perception Acme Inc. Design
STULY DESIGH ASSETANT

Areyou mainly ntErested in how potential clisnts
parcaie Acmelech comparad 1o compatitons, o
ia it more about thei fret impressions and
assocEtions with your brand?

We're focused on first mpressions and key '.,.
asaociations of AxmeTech with potential diens.
3 + Usdating the fitks of the study
~ Undating the research briefing
WUk e T 1o miake ary chenges o add mone

detaila before we mowve on 1o atting reseanch
oljectives?

Far your shady, | recommend 2-4 focusad
reszarch ohjectives.

Let's proceed with four chjsctives 2 our research '.,.
fecus and add guestions as wel

3 " Lindating the nhjsctives
\

STUDY NFORMATION

iy fille
Erand Percaption of AcmeTech Armong Poterntial B2B Clants.

Resrarch Bcfing
This stuchy aivs to understand how AcmeTach, 3 B2 Saas comparty
mid-sizs entarprises, = perosived by potential new cients. The goalis ©

LICOVED CUMTent percepticons, assocations, stengths, weakresses, and
opportunitias for improving brand poeitioning to better atract and engs|

Explore current perceptions and associations with the: AcmeTech brar
Ciective Descripion
Understand what potertisl cients cumently think and feel sbout Acmel]

Inchaing spentarecus asscobtions, ovemmllimpressens, and any pro
miofions sbout the brand.

Al-Assisted

o) Srand Parception Acme e Recuit

Paticipant: Vs o Farson

B Sett-recuned paticipants
=) #® Fi0

A parz
T auiciedt ome oroaps us an atachment.

18 50 pesple eged Z1-29in Bekgum *1 Bagiom

Technology & Informaton

Echuke ol participani:

#adtenal Someng Uoesiars

Thia stucy aime 1o AcmeTech, s BZB ormany tangeting mid sze enterprisss, & parceived
Rafeitial e lienis. The goal 5 10 unciies curent perciians, assockions, sirenghs, wesknesses, and opoof

Research Setup

Be confident in your research

as our platform co-creates the

topic guide with you in
minutes

Global Recruiting
from 8+ Panels

Easily recruit high quality
respondents or share with
your own audience
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What exactly felt overwhelming? The layout,
features, or something else?
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Al-Moderated

nstead of Weeks

Brand messaging feels misaligned with
actual experience.

Iegh Summary
While tha overall look and tora of Acme Inc. are mocern and appealing
many respondents feel that the orand's messaging doesn’t match how
the product or expenence comas across in reality. This disconnact
impacts parceved trust.

LINEA RAMOS
@ The meesage sounck good, outit doeent fesd rdl. Ite Foz they know

Conversations

Go deep at scale with Conveo’s
Al moderator, without the
need for human interviewers

Al-Assisted Insight

Building

Save hundreds of hours
of analysis and trust your
insights — with all your data in

one place

] Brand Percestion Acme nc relghis oy Questizng

Cuestan

Which platforms do you find most useful for
gathering information about which products
or services to buy?

= Reddit: A trusted sounce for henest, community-civen product revisws—ospecialy
usaful for nicha or fechrical purchases amid sconomic uncertzinty.

= YouTube: Valued for its in-cleoth video reviews and visual demenstrations, belping users
underztand products better, particulary for big-ticke: items.

+ Social Media {Instagram, TikTok, Facenoak): Influsntisl for discovary and inspiratian,

thaugh authenticity concerns aise cue o peid promations. Users often crass-check with
Resdohl on YouTube,

Platform Use Offline Word-of- Mouwsh Influence

e QD

eahe 38 25%
Fetagom Tz acklecdsomecorce: =
THT al
Acpest 3
il 45 B

fline Word-of-Mouwth Influence

& ces

‘fes. When I'm deciding an which products ar sanics
| o loak to the: Intemet to get, thoughits. | 9o on Redcl
inak on review sites, Yesh. That's pretty much whara

@ ssinn.

Ma. | dan't rzaly tend to lock at social media platfarms
anling forure for ry decisien making procass,

@ sanir

Sal bought some Chelsea booss from Thursday Bool
got thet advice from the Reddit Mal Fashion Advice.
peank were elling rmea how thay realy like that brand)
realy good desl for the value it got me. Sa, yesh, it def
riflueced my choice,

& ronaan

‘fep Redd, | Lsed it yesterday, | was making a purchs
whiskey for my dad's birthday, | was just e, | typedin
1 the whishey brands. | can'l remember he axsct bz
name &t this point. | tyned in And then read the comg?

Compound

Across Studies

Inform your stakeholders

directly with shareable results
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OPTIONAL ADD-ONS

LIVE GROUNDED
PERSONAS

CONCEPT DEVELOPMENT ADS MODULE

Where A
research ! ) J

meets results

STAKEHOLDER REQUESTS Ta]_k TO Your Data

Leading clients are using Conveo
across functions to drive marketing,

sales, and innovation outputs — YOUR INTERNAL KNOWLEDGE BACKBONE

MARKET RESEARCH PRODUCT RESEARCH

[ [ i |

COMMS TEST SEGMENTATION PACK TEST




@ Conveo

Tomorrow’s cooks

Video analysis for brands + behavior

14 663

> Broad understanding
» Robust Gen Z persona creation

» Usage & attitudes of key
ingredients & products

> Post Study — looking back
for air fryer usage

30

Live moderation —
motivations

SKU identification purely based
on video

In-home behavioral observations
— cooking patterns, utensils

+ ingredient use

Persona building

B N L Xindaelg)fsis

Persona generation for
follow up analysis

Trends in ingredient usage
+ usage triggers

Knorr products perceptions
+ usage

Set up recurring design
for 3 year roadmap
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Overnight video advertising test for the BBC

1 31

>

Video Advertising test for the
BBC

Specific goal was to understand
emotional resonance and
behavioral impact

Previously very traditional, slow +
expensive approach

14

» Emotional analysis based on
video, tone of voice, transcript

» Personalized probing on
emotions

» Video stimuli

UK

Multimodal
Emotional
Analysis

Confirmed ad generated trust in
BBC (emotional analysis)

Ad production cost justified with
quality confirmed

Feedback highlights several areas
for improvement

N\




Conveo

Conveo 1s used by world leading brands and agencies

Our customers are
groundbreaking
Innovators

Our team comes
from leading
organizations

X datacamp

Our investors have

a history of backing

winners

Participants that
rateus 4 outof 5
or higher

94%

Churn among
customers that
ran 3 + studies
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