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~Ray Fischer

CEO, Founding Partner

Native Detroiter / MSU grad
Pepsi brand manager in 90’s

Technology Immersion '98-present

ResTech Pioneer 2005 -Launched aha in 2013
Zoom’s 1st Global Integration Partner 2019

Led ai addition to aha in ‘23
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~Paula Kramer

VP, Project Management

lU Hoosier alum!
Career Online Strategist

Swiss Army Knife

Early aha client
Joined Aha! 2016

Runs PM Team & Strategic Advisor to Clients

Keeps Ray out of trouble
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~ Our ResTech Stack

\ ' P 4 * Freedom
0 . e ° Flexibility
* Creativity

Insights Technology

qual

e Activity-Based
* Asynchronous
* Communities

Z00Mm

* World’s 1t Zoom Integration
* Live Conversations
* (IDI's/FG’s/Shopalongs)

quant

e Enterprise Scale Quant
e Hybrid Studies
* Partner Ecosystem

aha intelligence™ (ai)
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The State of Al

Al in qualitative research has come of age...it’s ubiquitous.

It has evolved quickly to be an essential driver of MR.

At the core of this transformation is its efficiency in managing
unstructured data and the ability to connect the unseen dots

We’ll share what we’ve learned thus far.

aha



What we will cover

Key takeaways:
* Gain an understanding of the pros and cons of Al in MR.

* Take you through our approach to applying Al to large unstructured
datasets — both text-based and video responses.

* Leave you with a very practical roadmap in applying Al to your studies to
improve speed of analysis and enhance accuracy.

aha
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~The Pros

* Enhanced Efficiency and Speed (50-80% time savings)
* Advanced Sentiment Analysis

* Improved Data Accuracy

* Cost Savings

* Client Reactions

Other Benefits
v Design Better Studies
v Dramatically Reduce Analysis Time
v" Write More Incisive Reports
v Build a Powerful Historical Library

aha-
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~The Cons

* Lack of Human Intuition
* Privacy and Ethical Concerns
* Overreliance on Technology

* Initial Implementation Costs
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Our Take on Al

* First Rule: MR is still a HUMAN-CENTERED business

e Al is fascinating and powerful and still has massive upside

* View Al as an assistant: Validation, Challenger, Blind Spot Finder
* Al may be effectively applied to text, image and video content

 Don’t be left behind...do play around with Al tools!

aha
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-When in the process is Al most useful?

All the way through...beginning to end.

There are benefits to using a platform with Al built-in.

aha-
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~aha intelligence™ (ai)

Launched in early 2023

* Quickly summarize large qualitative datasets

* Instantly apply sentiment analysis to the response sets

* Automatically tag thematic responses to support your findings

* Connect less obvious, subtle data points, leading to breakthrough insights
e Provide supporting quotes and clips to validate your key themes

* Produce objective-led reports with supporting references

aha-
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~ Feedback Improves Accuracy

e We involved our client base as we evolved our

ai over the past year.

 The feedback has been overwhelmingly

positive.

* The positive reactions are driven by

understanding different analytic workflows to

find solutions that will be efficient for everyone.



\1/
- Study Level




Study Level Reports

* Thisis the Holy Grail!

Study Level Objective-Based Reports

Objective How is it easiest for men to navigate the expectations of the Masculine Myth Man and Modern

Expectations Man? markNoTReady  Delete

ulinity i.e., the line Myth Man and t

Key Insights

3l Expectation Complex Objective:

The main aim of this research W men avigate the e: distinc a rms- traditional
A lin

Key Findings:
Home Environment and Upbringing:

ing contemporary

nal ulin

st m




Define Objectives

e Straight from your proposal

Add Objective

| Submit

aha



Objective-Based Reports

* Each objective will deliver its own insights summary

Explore who are the trusted messengers of this audience and how to reach such trusted messengers

with potential messaging that will change knowledge, attitudes and behaviors Mark NOTReady = Delete

n Hanni
and frien

> in the reliance on political figure mation sourc
a clear avoidance of Donald Trun d politicians
the politica tion: ic websites and ne ut
g with Maon : ) rate a d ignificant trust in community influen

timonials and empha int ‘] throt community
sengers can enhance strategic communication efforts targeted at chang nowledge, attitudes

QNa




Validate the Insights

Review the data that delivered the insight

What aspects of pet ownership makes people happy? Merk NOTReady = Delete

Our study reveals that respondents derive happiness from a variety of factors, each personalized to their unique circumstances and perspectives
Respondents tend to find joy in:

* Pet Ownership and Care: A significant number of respondents express their happiness is tightly linked with the presence and care of their pets

For example, the company of pe trina A, and others find joy in being with their pets. The opportunity to care for pets sig

contributes to Joan R's happiness.~

The respondent equates the care and love given to pets with that given to human children, indicating a strong belief in the happiness pets

bring.

nts out fliers to hang up.

=
‘ The story highlights the deep care and concern for the pet, demonstrating how crucial pets are to one's happiness

A

Being a Mom is a huge role to play and a lot o
mom means that you have to sacrifice your li
attention and priorities to someone else. Moms have to be able
to juggle many th t one time and never give up when

something goes wror b ever and

amamom o
3 crazy fur babie
everyone over. Now th
out of the house n
at are like my Il at home. |
hen needed no matter how old tf
spoiled just like the human kid
t .They ha ¢
wise and taken to doct r yearly or clinic visits wher
fed, bathed, play toys with them and walked. When there is
o into full panic mode and rush them to the Vet
uld with my hum 3
g in the lobby waiting for
ry. As | get olde
eeps me active and gives m
work when alone.
Again being a mom to a human or fur baby never ends




Go Deeper

t aspects of pet ownership makes people happy? Mark NOT Ready

ress their happiness is tightly lin
oy in being with their pets, The c
ributes to Joan R's happir
Overcoming Challenges and Personal Growt

helping o
e greatest |
Maintaining Relationships and Work-Life Balance:

also em of happiness. Tr aH

mpare S

mpare Demographics

Ho s happ ccompanied by a layer i n and doubt, part
happi i ing an intri 1 ha




Question-Level
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Question-Level Comparisons

* Question by Question analysis

Question Level Summaries

Please tell us about the images/words you added to your collage. What does each one represent and why is that value important to you?

Mostly Positive: | Positive: 28 = Neutral: 6 | Mixed: 3 | Negative: 1

Suggested Tags: S :] :] S :] SS S

We have some insights available based on the 38 answers below:

The respondents mentioned a wide range of values and beliefs in their answers, including love, diversity, education, environmental care, family,
freedom, patriotism, kindness, and faith.

Many respondents emphasized the importance of family and personal relationships in their collages, indicating that these relationships are
significant to them.

Some respondents mentioned the importance of education and knowledge as valuable values.

Several respondents highlighted the significance of diversity and inclusion in their collages, suggesting that they value these principles.

A few respondents mentioned the importance of justice and equality in their answers, indicating a concern for fairness and equal treatment.
Some respondents expressed concern about social issues such as terrorism, school shootings, and the well-being of vulnerable populations.
Religion and spirituality were mentioned by a few respondents as important values in their lives.

Overall, the answers indicate that the respondents prioritize a variety of values, including personal relationships, education, diversity, justice,
and faith.

Validation/Exploration

decness: 3 | Diversiy: 2 | Equait:2

ey want to vote for candidates who align with their values and
he environment, and quality of life.

int to several respandents. They ex|

) Provide Examples
Amunicated.

N Go Deeper

Counter-Point

and integrity. They want to vote fol Compare Segments

Compare Demographic
: and voting process. They feel that =ompare Semogfaphic

' campaigns are often not fulfilled.

r both candidates and voters. Several respondents emphasized
re making voting decisions.

QNa



Open Query — All Data

Pet Guilt: Dogs vs. Cats

In summary, owning a pet has a pronounced and generally positive impact on our respondents' lives, shaping their emotional spectrum, daily

While there were respondents for whom specific sources of happiness were not clear, such as Amanda S, Alisha B, and Jaclyn P, it's evident
many, happin is deeply rooted in social bonds "whether with pets, family, friends, or even imaginary figures" and personal achievemen

practices, and self-perception in profound ways.

Respondent Information

However, this happiness is often accompanied by a layer of self-criticism and doubt, particularly when reflecting on the roles that are cruci| Quotes of dog owners' joy ...
happiness, indicating an intricate bala between happiness and self-perce You

Pet Guilt: Dogs vs. Cats Give me examples of guilt associated with pet ownership? Is this more pronounced in dog or cat owners?

Al

You
What do you mean “an interesting finding is the role of imaginary companions and selfimposed narratives in maintaining mental well-being'?

Puppy Food Buyers

Examples of guilt associated with pet ownership include not spending enough time with pets, pet misbehavior, and concerns over pets’ happiness
Deep Sorrow in Pet Owners. and health. For example, dog owners expressed guilt over feeling like they did not spend enough time with their pets a
pet's well-being when left alone. Specific instances include feeling guilty for leaving pets at home alone (“/ should take
shouldn't leave him home alone so often.™_ | .y eshia p) 2nd reactions to their pet's misbehavior reflecting on their pq

Tina D.

(@i

pet owners (“He is misbehaving because | am not a good pet parent.™ _ | syeshia D)

When | have to leave my pet at home alone, my inner critic says:

d "

The study highlights the interesting role of "imaginary ¢ i and self-imp " in the maintenance of mental well-being amon,

participants. This theme emerges with nuances across different segments of pet owners, as analyzed from the groups:

Cat owners also showed guilt, particularly in not providing enough attention or environmental stimulation ({ex: Tina D}
ent (fex: Hiroki ¥] and [ex: Tina D)). *

pet'st

and physical

cent bables

» For Dog Owner (Dog Owner), there is a clear recognition of the beneficial roles that imaginary companions play in enhancing mental health. An
illustrative is an “imaginary p named Jake, depicted as aiding in fostering self-love, acceptance, and providing a form of emotio

Owners of both dogs and cats mentioned guilt associated with not having enough time for their pets (‘your a bad fur
your life is too busy for a pet..."” _ gen s) indicating a shared concern across pet types. However, dog ownership app{

p
support {ex: Carol S). Additionally, this segment reflects on how self-imposed narratives can dramatically influence personal growth, self-reflectic
coping strategies by interpreting experiences, especially concerning personal challenges and pet interactions fex: Katriym Aj, [ex Lisa B], [ex: Joa

broader array of guilt aspects, including direct comparisons with other pet owners and detailed self-criticism in respons
and misbehavior.

The Cat Owner (Cat Owner) segment, while not explicitly mentioning imaginary companions, discusses the significant impact of self-imposed n,

This Indicates that while guilt Is a common sentiment among all pet owners, Dog Owner (Dog Owners) may experience guilt more intensely or
express it across a wider range of concerns compared to Cat Owner (Cat Owners) and Dog and Cat Owner (Dog and Cat Owners). Dog owners
detailed unique aspects such as comparisons with other pet owners and more specific reactions to pet misbehavior and emotional states, which
may suggest a more pronounced experience of guilt in dog ownership.

and internal dialogues. These narratives are presented as shaping the mental framework that influences reactions to life situations, showcasing
critic’s dual role in challenging and motivating individuals [ex: Emily B]. It emphasizes the continuous inner dialogue that individuals engage in t¢
their mental health [ex: Jaclyn P).

In contrast, Dog and Cat Owner (Dog and Cat Owner) does not provide direct insights into the role of imaginary companions or self-imposed n;
concerning mental well-being. The focus here is more on personal anecdotes and pet interactions without a direct connection to the study state

You
Tell me more about dog owners comparing themselves to other pet owners

In conclusion, both Dog Owner and Cat Owner demonstrate the importance of self-imposed narratives and internal dialogues in mental well-being
different perspectives, with Dog Owner also incorporating the concept of imaginary companions. Meanwhile, Dog and Cat Owner does not explicit

these concepts, indicating a variation in how these segments approach the theme. This differentiation shows the diverse ways participants perceive i

engage with the concept of iImaginary companions and narratives, underscoring their complex role in supporting individual mental well-being.

Dog Owners and Comparisons: Exploring Inner Criticisms and Emotions

Dog owners often engage in comparisons with other pet owners, which can evoke a variety of inner criticisms and emotions. These comparisons

frequently lead to feelings of inadequacy or guilt, but can also motivate self-improvement or even result in positive seif-assessment. Examples

You
Which respondents mention an imaginary companion?

include:

* Feeling inadequate or less competent as a pet owner, as expressed in [ex: Katrina A] with the thought You should be doing more for your
PeL” _ yatrina o @nd in [ex: Lakeshia D] where the internal narrative is better pet owners than | am." _ | aiachia D

* A drive towards seif-improvement, highlighted in [ex: Melissa R) with a forward-looking stance, despite the critical tone, articulated as How
can | do better.” _ pyqjissa -

(ai)

Based on a thorough analysis, only one respondent, Carol S, mentioned having an imaginary companion In the study. This participant speaks of an

person named Jake, described in their narrative, Jake is presented as "the happiest most agreeable person ever" who embodies self-love, mindf
and positive attitudes. This respondent talks about Jake with their daughter, claiming Jake lives in their home and is considered the daughter's onh

This imaginative creation serves as a source of joy and emotional support within the family dynamic as described in [ex: Carol §]. No other responde

mentioned having an imaginary companion, indicating that the concept of imaginary companions in this study is unique to respondent Carol S.




Handling Video
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Handling Video

* A very different animal (discussion guides)
e Super-unstructured qual datasets based on key questions

Describe the culture at our respondents companies Mark NOTReady  Delete Report Available v
Understand their overall insight needs (i.e., internal demands, cultural expections) mMarknNOTReady Delete  Report Available v
What keeps them loyal to aha now? MmarkNOTReady = Delete Report Available v
The role that aha plays in their overall insight needs/approach Mark NOTReady = Delete Report Available v

How do our customers prefer to be billed/pay? Are there different approaches for different types of Report Available v

providers? Mark NOTReady = Delete

Thoughts on Al and the future of insights MarkNOTReady  Delete Report Available v

QNa
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Vides

Reuben: There's this concept of Ah, It's called

] ]
Tika nelam, which this relates to, which is, it
3 as ring the world. But it is

Suggested Clips

Interview Summaries

Open Query to drill down
Auto-suggested highlight reels

Ability to curate
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Al is here to stay, embrace it >
S
Things will evolve rapidly in the Al world
Stay up to date on Corporate regulations

Actively curate your data haul for easier reports

Sharpen your skills using Al in your daily life

aha
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~Ray Fischer

CEO, Founding Partner

810-599-9440
rayf@ahaonlineresearch.com

ahaonlineresearch.com

LinkedIn
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~ Paula Kramer

VP & Qualitative Strategist

313-288-0539

paulak@ahaonlineresearch.com

ahaonlineresearch.com

Booth #504

LinkedIn
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