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Meet The Women

Transforming Market

Research




A next-gen consumer insights platform that

powers real-time research with everyday consumers

through an immersive mobile experience.
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Reimagined

Engaging audiences through mobile

@ 1minute

% Shours,59minutes




Perksy's platform makes it easy to create and launch
custom research and analyze data in real-time.




Life Cycle Insights

Market Exploration

Explore the current
purchase behaviors and
attitudes within your
category.

Ad & Message
Testing

Measure whether your
messaging moves the
needle with.consumers:

Concept Testing

Test your concepts with real
consumers to understand
market appetite.

Brand Tracking

Track your brand’s key KPIs
over time and measure
levels against your
competitive set.

Consumer
Segmentation

Evaluate which consumer
groups respond most to
your concept.

Purchase Journeys
& In-Store Testing

Follow consumers through
their journey from
consideration to purchase
& test reactions in-store.

Package Testing

Test whether your
package design stands
out on the shelf.

Consumer
Satisfaction

Measure
satisfaction among
your existing

__consumer base.
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Now let’s talk about

transformmg market research
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Data has evolved




Global revenue of the market research industry from 2008 to 2019 (in billion U.S.
dollars)
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And so has

60

73.38

d

20

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Sources Addttional Information:
{ t Worldwid k MA 20




i 7 9
. HaaaabdaaoBaansE

Dominant methodologies | %‘a%%%?n
HE0boDoOEaEan
are largely outdated and 1 0 P O R E




Amid fixations on data outputs,

=

there is not enough talk abou
respondent experience
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The Future of Resea rch
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...especially from youn




It’s time to start \ ‘=i
looking at consumer feedback

differently © §
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There's a new - (
respondent experience

in town -
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And there’s a reason why -
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consumers love our experience

so dang much “ L
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It’s this fun thing you like doing {; e

without really knowing why. 73 o

" Sara Posocco
UNIVERSITY OF DELAWARE



Meet consumers ~
where they are




Better experiences

elicit better responses




CASE STUDY DATA

Moving the same survey from a traditional
survey platform to a visual,.interactive
platform increases average length of
response by 41% with no other changes made.



Better experiences

attract better audiences
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more human experience makes |
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Research has lost its humanity






Design with
empathy







tradition
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CASE STUDY DATA

Changing the types of survey questions
from traditional to creative questions
increases response length by 52%.







TYPICAL STUDY FORMAT OUR STUDY FORMAT

Please note the below is a rendering of the Research designed
competitive platform we used. The questions according to
were deployed via both web and mobile. principles of
psychotherapy (i.e.,
‘Play the Script Until
the End’)
When do you use over-the-counter pain relievers? ﬁ
\ What were you doing? Who was there?
Why did you need it? What was the trigger Visuals that help
to support the
that made you want to take something to narrative of the
feel better? study and keep
the respondents
engaged

Questions that are
written in
comfortable,

colloquial language,

N

Traditional interface, that is Research design that is written as if you are

void of visual aids and other to get a response, as opposed to connecting with a
elements that make the questions designed to inspire close friend
survey-taking process more authenticity and openness from

engaging the respondent.




TYPICAL STUDY OUTPUTS

Short, vague responses from a respondent who just
want to “get the survey over with”

/\ At night

At night

At night

At night

At night before bed

At night for my fibromyalgia and osteoporosis

At night to help me sleep

\/ back ache

Answers the question exactly, without any
additional context

OUR STUDY OUTPUTS

Engaged respondents who offer descriptive scenarios,
giving GoodQues an inside look into consumers lives
and their triggers

A\

| am pregnant so | have lots of aches and pains
but try to avoid pain relievers. However | had

such a pounding headache recently and | needed
relief. | first tried essential oils but nothing helped

| am reticent to even take aspirin, but some time
back, with a particularly bad headache, | asked
my wife and she told me where the Tylenol was,
since | don't have resistance it worked fairly fast.

| don’t remember but | have one right now since |
woke up it was gonna for a bit but is back and
raging so I'm about to take a pain reliever

| get almost blinding migraines once in a while. |
had one about a week or so ago. | was just going
about my normal work routine. | have discovered
that Goody’s headache powder works amazingly

\4

Responses that offer emotion, a scenario and context



FROM HIGH-LEVEL

TEMPLATED PERSONAS

Uninspired personas that have not been updated in a decade; the same
generic stock photo, the same description (based on assumptions)

BRIAN
The smart deal-seeker

Brian cares about having all the information
he needs to make the best decisions. He
craves education from brands, but acts as the
guiding force to his friends and family

Demographics Psychographics Values/Needs
Gender: 75% Male Values creativity (150)
Interested in Tech (189)
Dwelling: Urban Wants to feel confident

First to know/buy (150) (133)
HH Income: > $100k

Value seeker (120) Worth paying more for the
Education: Finished college latest (139)
Focus on demographics rather than Using syndicated research;

meaningful psychographics that
would better define a person

information that your

competitors have and are using

TO PERSONAS WITH

HEART & SOUL

A rich persona that is laden with facts, figures and, most importantly, the
‘So What? for the brand

People's behavior = Brand opportunitics, Extracting and quantifying the habits and day-to-day actions
THE PERSONA is an oppertuanity to build stronger bonds with our audience,

STEPS 1 CANTAKE

Food=spiration Daily Routine

1 .“ “Shorteuts

Pequcs %
Foodies struggle the mast 1o
keep up with healthy basics,
their biggest struggle is eating
better which drops $4% in

e T practice in their daily life.

-

to
i equilly
T % N 6% likely 1o try matura remedies

21% rarely try new tresds, but v 1o try
thowe such as CBD cdibles,

Over 1,000 data points Written in the style of a bullet
synthesized and retold as a journal; by designing the persona
story of our target persona’s as an exciting read, the rate of
personality adoption within the organization

increases!



TO RESEARCH THAT

ONLY INFORMS

Densely packed text; an eyesore and a bore!

Observations

Description

Financing/Leasing -
important part of the
customer offer

o Integrated (captive)
financing units
enable coordinated
marketing & life
cycle asset
management

o Value from DFS
separation is loss
obvious at this point

Separation will take
time and may cause
disruption

+ Awellintegrated sales and financing interface is valued by customers

DFS has 23% pen. rate in SMBs, manages ~53B8 in commercial receivables
Faster approval times with fewer handolfs important to customers (BCG case expenence)

* Mid market and Enterprise customers interested in financing - especially leasing

Most competitors have relained caplive finance arms (e.g. HP, Cisco, IBM)

+ Parent's knowledge of products enables life cycle management of leased assets

47% of DFS originations in FY"12 were leases; largely to SMB and PLE segments

+ Captive has customer relationships and parent has access io product pipeline information - this

facilitates migrating cuslomars from Gen 1.0 1o Gan 2.0 products as lechnology evolves

+ Consolidated co. can integrate financing with pricing/promotions 10 increase probability of sale

+ For a transaction to offer compelling value, the offer should offsel revenue dis-synergies from

Inclusion of the third-party financing antity into commarcial sales cycle
Denall's reduced Nedbility to integrate pricing/promotions with financing 1o sell

« Denall currantly has strong credit rating, with small disadvantage (if any) on funding costs

* DFS not configured for separation al present; therefore separating will take time

DFS is not a separate legal entity
DFS CSMB organization is integrated with its counterpan Denali drvision
Traasury, Legal, HR, and other support functions handled through shared senvices at Denali

+ Denali is in the middle of executing a transformation and DFS separation may impact mgmi focus

Base case and cost lake-out requires execulion bandwidih with high value creabion potential

Focus on information overload

vs. refined story telling

No actionable next steps,
only observations and
descriptions

TO RESEARCH THAT

INFORMS & INSPIRES

From the “horse’s mouth,” we
always humanize the target with
“verbatims”

“Sure...but does
this brand have
what it takes to
drive my business
goals?”

“The Hervous Marehal
TAdvertiss Pervasal

IN SHORT?
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The ‘So What?' is big and
impossible to miss. We
answer your GOODQUES-

. We don’t shy away from
tions clearly.

data, we say it loud, proud
—and it's always actionable.









