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The Golden Era of Insights

@ The Al Revolution

* Closing the Gap: Agency-level insights can be
affordably delivered at the speed of work,
deepening connection to the customer

e C-Suite Disconnect: CEOs and executives feel
further from their customers than ever

* ROl is Declining: Marketing, product &
innovation returns are at historic lows

* Real Impact: With advancements in technology,

Al-driven solutions are finally ready to deliver

: | ROI
* “Do More With Less”: Insights teams are being red

centralized, squeezed or cut — ultimately moving
further from being a true commercial partner

* The Opportunity: Transforming insights from a
function to an integrated capability
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The transformation

Building at Three Levels

A turning point for the industry

= -

SolutionDesign Reorienting Insights Rebuilding BottorrJp
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<= A WIinning
Solution Design

Service Providers: High-quality, built
for decision making, but too slow to

matter

Systems & Tools: Have the speed to
matter but lack the depth and
scalability to drive actions

laaC: Agency like insights at the speed
of business and the scale to drive
thousands of outcomes
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SYSTEMS & TOOLS
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Depth of Insight

INSIGHTS AS A CAPABILITY

Human craft + Agentic Al
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A Reorientation of Insights

Insights teams

>’< Over-indexed methods

>’< Planning and processes

>’< Stops with the report

>’< Producing “what” data

Users of insights

Simply don’t care

Want to be empowered to take action

Only care about outcomes

Requesting answers to the “how”
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A Reorientation of Insights Cont’d
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A Reorientation of Insights Cont’d
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REDUCE WASTE AND TIME TO
MARKET WITH IDEA-, CONCEPT-
AND HYPOTHESIS SCREENING

GET BETTER ROI FROM YOUR
CAMPAIGNS AND DISTRIBUTION
BUDGETS
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> Rebuilding Insights
Bottom-Up

The four main challenges
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THE CHALLENGE OF

Speed

THE CHALLENGE OF

Empathy

THE CHALLENGE OF

Quality Control

THE CHALLENGE OF

Scale



THE CHALLENGE OF

Speed

“/4” inSight that arrives I_3usiness Moves Fast.
tOO Iate isn ’t an inSight Insights Must Move Faster.

- It's just noise”
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THE CHALLENGE OF

Quality Control

“50% Of tradItIOnaI Bad Data_L_eads to Bad
researCh data iS Decisions.

unreliable.”
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"‘Data doesn't spark
creativity -human

stories do.”

THE CHALLENGE OF

Empathy

Numbers Alone CdixTell the
Full Human Story.
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“Insights is boxed as a
function with poor

distribution”
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THE CHALLENGE OF

Scale

Insights Must Power the Entire
Enterprise.
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And Then | Met Someone Else Thinking About These Challgdgest)
Phil Dur

CO-FOunder & Manag'ng Partner peakspancapital.com Opportunities

PeakSpan <> GetWhy - Transforming Consumer Insight Generation
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To @ casper@socnarapp.com Thu 2/22/2024 11:42 PM

Customer Experience Management . : L :
Cc # Andrew Bartusiak; ® Drew Schmid; @ Justin Kelly

Human Capltal Management Click here to download pictures, To help protect your privacy, Qutlook prevented automatic download of some pictures in this message.

Sector Coverage

NextGen Commerce Driving a New Paradigm in Qualitative Research: The status quo of qualitative research is slow — so slow in fact that the insights yielded
from consultative consumer research projects are often stale by the time they are implemented. While this friction would be frustrating
on its own, add on top that budget for these projects is often substantial. For years, brands have had to put up with this sorry state of
affairs because getting robust qualitative feedback from consumers at scale was only possible with such an undertaking (god knows
surveys won't do the job!). In speaking with constituents in this market, we know that brands are now keen to invest in solutions that

produce equivalent (or better) insight at faster speeds and lower cost. As a customer experience software team, we've looked closely at
2 your segment in search for such an offering and see GetWhy as unique in its aly ; b i
the power of your video-based platform and Al-powered insight generation). peakspancapital.com Opportunities
Years Investing in Grow4$tage Successful Customer Experience Deli\-r_ering on the Promise of Al-Powered Softwarf_-: In today's marl-;et_, compart Apr 11, 2023
) nothing more than GPT-wrappers. Very few solutions produce such rich and |3
B2B Software & TeChnOIOgy Man agement Exits parse through them — but GetWhy is truly such a company. Generating high-g

by consumers is only possible with Al and represents, to our mind, proper deli Pea k S p a N ,S TO p 1 O Th e m e S i N C U Sto M e I

solution as the step-function improvement the qualitative research category|
further! .
Experience Management
Customer Happiness as Dogma at GetWhy: Finally, one of our philosophies at
when it comes to running a business. Technology is one important ingredient,
critical components of delivering a great customer experience and earning the Next-Gen Research:
fl and we find this to be especially true with the high-caliber brands you work wi

“saas” definitionally implies that you are selling an ongoing service, one that f| AS Dusinesses nurture their customer relationships amid an uncertain macroeconomic environment, we

success stories and online reviews (5 stars across 50+ reviews on GetApp) rela| believe that many will start to feel hamstrung by the difficulty in obtaining timely and high-quality

had to point out that we share your philosophy! customer insights. These insights (spanning product, user experience, user interface, brand affinity and
more) are most commonly generated through traditional research projects with consulting firms or
agencies. These engagements are expensive, fail to deliver ongoing / real-time insight, forego a prime
opportunity to build highly engaged customer [ user communities, and ultimately represent an analog
piece of what should be a data-rich digitized function in CX. Next-gen research platforms have emerged

Board Directorships Active Customer Experience
Management Investments

Professional Background to modernize these customer [ product / market research efforts and, we believe, will see strong uptake
Tala by the 25%+ of enterprises that have no defined research strategy in place as well as the remainder who
Investor Growth Capita{2004- 2014 have grown dissatisfied with the status quo. In particular, we see significant value in the ability to

TR GrowT CanAL cultivate highly engaged communities that can be quickly and verifiably tapped for strategic insights.

Morgan Stanley  Morgan Stanley Venture Partnegg995¢ 2004)
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PEAKSPAN’S VIEW:

The Status Quo in Qualitative Research

Important market, owned by incumbents, with an outmoded delivery model

ail

Important Market

A $120B annual spend on consumer
+ market research

A $19B annual spend on qual

A Crucial component of informed
decisiormakingg beyond survey
data

090

o

Owned by Incumbents

A Legacy agencies captu®@%-+ of
spend on qual

A But we saw them applying a
business model unfit for customer
needs

=9

Outmoded Delivery

A Expensive BOK+ / study)
A Timelntensive 6+ weeks)

A Static (impossible to anticipate all
relevant questions)

K

UPSHOT:

How can worldeading brands
depend on this paradigm to
drive product strategy, user
experience, innovation, and
more?
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But What If You
Could Turn This

Usage Paradigm on
Its Head

GetWhy | PEAKSPAN

AN

Imagine Qualitative
Research Results...

> Delivered in hours

> At a 1/20% the cost

>k With infinite, ad hoc, and real-time
guerying of the underlying data
(auditable to ground truth)
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With Such a Solution, Qual
Consumption Might
Completely Change

> Episodic to Agile & Frequent

> Leveraged to Define Micro-
Improvements

> Seen as Having Predictive Power

Meet GetWhy
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How We Approached Our Partnership with GetWhy

The PeakSpan Philosophy: Resilient Value Creation Through Deliberate Pursuit of Data-Informed, Sensible Scaling

Value Created to Date is First Protected & then Expanded

Through Iterative Improvement & Evolution

() & iz 19% 80+

Capital Loss Ratio Growth-Stage
cHighCalorié Risk Mitigated Preservation of VC Average: 35.- B2B Partnerships
Growth Development & Alignment &
Maturation Optionality

Our North Star

10020

Portfolio Partner Referenceability
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And Conviction in All Pillars of a Sound
Growth Equity Thesis

001 N 002 @ 003 @ 004 Q}

Domain Expertise in Large Strategic ¢Sticky€) Solution Differentiated Solution with Rational Competitive Density
Market that Delivers Real ROI Robust Moats & Walls
A Casper and Jonas had worked in qual A A night and day transformation for my A Combination of time to insight,

for nearly a decade before creating the teamé low cost, and high quality / depth of GetWhy

technology that underlies GetWhy A éCannot praise the support and success insight Qo
A They deeply understood the problems team enoughg their level of A Flexibility of platform to work as self S

faced by leading brands in harnessing responsiveness and understanding of service research tool or to come with a °°"' o

the power of qual at scale my business is unparalleléd highly specialized, whitgloveservice e

: ipsos
A $19B of opportunity to improve ROI A &This Company has a chance to disrupt experience KANT‘.\,:Q,SG,,
the entire industng A Proprietary Al model stack throughout

the entire qualitative research process

Oh and one more thinj
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An Incredible Team ©
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GetWhy, a market research Al platform
that extracts insights from video
interviews, raises $34.5M

Paul Sawers — 5:07 AM PDT - June 4, 2024
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Turning Al Into a Competitive Edge

Integrated into 6 different
workflows across product,
Innovation and marketing

For campaign development, concept validation,

value propositions and more to improve
outcomes.

Agentic Al: Insights as an Injecting 1-2 agency level
Integrated capabillity Insights¢ a day!
+ human expertise
Runs30-40 consumer video interviews a day Deploying highly bespoke consumaesights and
globally and producéestin-classconsumer quality recommendations to core business units
insights. every single day.
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