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Who we are.
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Data in sight
Experts in global consumer Helping brands bring better products to Global leaders in report
and sensory product market, faster through automated product automation

experience research for over testing solutions & data intelligence layers.
35 years.
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The old way was solid.
But he process wasn't scalable.

Traditional testing did the job. But every project was management
& manual work heavy, and that created a ceiling.

Great, but manual Slower than it needed to be
Project setup, charting and reporting worked, Building a deck added time that didn't
but the expertise wasn't in the system. need to be there. Good outputs, long path.

The ceiling was manual capacity Emphasis on managing

Growth [ speed meant adding & training A Deck creation and unstandardized
people. That's the constraint this solves. C processes meant researchers spent time on
these, instead of focusing on insights.
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The answer isn't Al. It's value
stream mapping, automation, then Al.

Identify the steps that have to happen in order.
Automate! Skip any of them and Al produces noise, not insight.

. ’ 0 ’ @
Structure & process Scope, map & chart Al to interpret decks
the data
The relevant data tables, sig testing, Solutions define templates. Al interprets clean, consistently
clean outputs. Before any chart is Questions map to chart types. charted data, with context, no
guesses or messy inputs.

built, the data is right. Clients template can be added.
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Gett i N g the datar i g ht. e i oyt s s s s sk bt

Before a single chart is built, Product Hub = = =
processes and structures the data correctly. — . - * “
Charey I BP% C 0% %
Significance testing - . . . .
Automated sig testing based on the test & client, Crambly 20n ™ m =

including subgroups, with consistent rules.

::;:u\;;l;‘l‘:ﬂ you describe this product: Caramel filling For me this product is...
Geoup 1

Data tables & KPIs ma S S
Structured tables and cross-tabs generated from o B —
the processed dataset. Same format every time. e ” - - -
Clear KPIs for each program. . - o h N

B8 k1 4% inx L

Hot nearly snough canemael (=2) % n % % 4B

Hot quite encugh caramal {=1) % % 20w 6%
Cleaned, mapped outputs R o . N .
Each question type is linked to relevant chart shghuty 100 much coromel (1) " - . "
types, which are dependent on the solution and rortoo much coromi (2) o ox o on
client preferences. e o8 1 04 o8
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Solution & client settings
decide everything downstream.

When a project is created in Product Hub, the solution type and client
preferences are used to drive every subsequent decision automatically.

= ° A [ c 0 i ; G " | ) 3 1 " N
How It works. 70 slide 23 (28 Based ont Stackedia T280 WP (80/2B28 Ungriced f Definitely « Probably v Mig|
71 Slide 26 Q291 How likely (Price 1}/ Percentag: Priced pun %128 78
72 Slide 25 Q291 How likely (Price 1)/ Percentag Preced pun % Defaite Definitely would buy ($)
73 Slide 26 Q301 How often (Price 1) / Percentag Priced pur % 148 T8
- . . 74 Shide 27 Q301 How ofter (Price 1]/ Percentag: Priced pun % Dady Daily (8)
Solution type — defines the template family 75 Side28 QAL Mowmam Prce 1] Percentng ecdwe %18 8
/6 Slide 24 Qi1_1 How maay (Price 1) / Percentag: Priced wei %5 54 (5)
77 slide30 Qaz_y How much (Price 1) / Percentag Priced voly %18 128
78 Slide 31 Q321 How muck (Price 1)/ Percentags Priced vak % Agree st Agree strongly (4)
H H H 70 Slide 32 Filler SNS
Client branding — applied at the output layer - i oo RO s o T
®1 Shide 38 Filler SNS
22 Slide 35 Q32 Which of ¢ SNSDescry Artribate L Artificial  Ritter Car:
%3 Slide 36 Q35 How woul Chocolate Diagnastic % Too litth Exactly rigl % 100 mux Consumer LR Exactly rig 128
H H #4 Slide 36 Q36 How woul Cookde Ha Diagnostic % Too lieth Exactly rigl % 100 mux Consumer B8 Fxactly rig 128
Chart preferences = mqpped per queStlon type for eGCh Cllent 2% Slide 36 Q37 How woul Caramel f Diagnostic % Too litth Exactly rig % Too mix Consumer LRl Fxactly rig 128
86 Slide 36 Qs How woub Sweotnets Diagnostic % Too litth Exactly rig! % 100 mux Corsumer L Exactly rig 128
87 Slide 36 Q9 How wouk Texture  Diagnostic % Too litth Exactly righ % 100 mus Consumer LrL) Fxactly rig 128,
Nt o %8 Shde 36 Q40 How woul Chowines: Diagnostic % Too litth Exactly rig! % 100 mux Consumer L) Exactly rig 128,
1 1 89 Slide 36 Q8 How woul Aftentaste Diagnostic % Too linth Exactly rigl % 100 mux Consumer H28 Exactly rig 126
KPI deflnltlons i deCIded Gt SOIUtlon Ievel 90 Slide 36 Q42 How woul Overall sizs Diagnastic % Too litth Exactly rig % Too mx Consumer B8 Exactly rig 128
91 Slide 37 Filler PENALTY ¢
92 shide 33 Q35 How woul Chocolate PenaltyOv Penalty tos Exactly rigl Penalty tos Penalty An Unwesghte Penalty to Exactly rig Pon
H H 9) Shide 32 Q¥ How woul Cookie Fa PenaltyOv Penalty to- Exactly rigl Penalty to. Penalty An Unweghte Peonalty to. Exactly rig Pon
Norms & action standards — embedded, not retrofitted B — e e
P PN PR R PP R S P RPN TR P ¥ SN SR S S Vo atebas Aasataime o aah et s

Charting - ‘ N - [
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Questions map to charts.

Charts map to slides.

The datamap tells E-Tabs exactly what to do with every data point.

Question type (_tag)

Scale [ Rank [ Open
*including topic

.

Chart type

Slide slot

Bar [/ Stacked /
Penalties

.

KPI / Sections /
Explanatory

.

Same architecture and mechanism can lead to different outputs.
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Solution template

Standard PH /

Bespoke Client
Program



From processed data to 95%+
ready deck. Automatically.

Product Hub architects. E-Talbs executes.
No manual charting. No queue. No version errors.

Product Hub

Processed data
+ Sig testing
+ Datamap

This model opens the door for DIY solutions, where repeat clients can generate

Chart type

Executes against

the datamap & template
Automatically

their own reports, in the right way, every time.

Final deliverable

95%+ ready
on delivery

::: QUIRK'S EVE
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DIAGNOSTIC OVERVIEW - PRODUCT @ CONSUMER DESCRIPTORS - PRODUCT -TEXTURE
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Al reads the deck
[ ]
& interprets the data.
Only after the data is processed, and the charts are built correctly,
the Al interpretation layer comes in.
What the Al knows going in:
. . . @ PENALTY OVERVIEW - PRODUCT
« The solution type, methodology, study details (slide 2) T o o e rd comers o o e oy ot i s i i
« The KPI scores for the study (slide 3) ».h?ww Pl oo g wm,.g.,ww

Pty 100 Wbt | N Exactly rght Tenity 500 svech | Pasaty 100 Bitke | % Exacly rght | Pty o avech | Pamalty 00 Mthe | % Lasctly rght | oty 400 svad

« What each chart is showing (inc. Question tag)

» The sig-tested data behind it

 The client's benchmarks and standards
*added to each relevant slide
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From managing the process
to owning the story.

So researchers can do what they do best!

g Rebuilding charts and chasing The deck arrives. The structure is already right.
20 formatting :
S < Encourages researchers to focus on the client story, insights, and
@ delivery.
S
3
Writing the first interpretation draft Al does the first pass. Researcher edits and elevates.

—> First draft is the hardest part. Al takes the blank page.
Researchers add expertise & nuance.

dh
00
22
o0

Toplines and full decks prepared Automated decks can be shared quickly, with KPIs ready
for clients

After

Clients can quickly get toplines to make decisions, with more data
in the platform, followed by a full debrief with the team.

Before &
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Structure is NOT
the opposite of speed.
It's what makes speed POSSIBLE.

Every hour spent on structure pays back as intelligence long-term.

=2 QUIRK'S EVENT
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ABOUT US

» Acknowledged MR industry leader in Data
Visualization, Online Dashboards and
Automated Reporting solutions

o Winner of numerous MRS/ASE awards and
HM The Queen’s Award for Enterprise

= 24-hour Global support

D>
tTabs
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TYPES OF PROJECTS “Tabs
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LEVERAGING MORE FROM AUTOMATION FTabs
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Key Priorities for Research-Led Thought Leadership Campaigns 7

Nearly all marketers see research-led thought leadership as vital for boosting brand awareness (96%), building trust and brand reputation (96%)

alongside authority and credibility (94%,.

m Somewhat important = Very important

Building trust and brand reputation 21% 75%
To boost brand awareness 31% 64%
Establishing authority and credibility 39% 55%
To drive leads 35% 55%
Supporting sales conversations 33% 52%

Q6. How important are the following when conducting research-led thought leadership and content campaigns? Select one Base: 300

per row



Al tools for data analysis 8

Chat GPT is the most used Al tool for data analysis, with 50% of respondents using it, followed by 22% using Microsoft Copilot.

Microsoft Copilot _ 22%
Gemini - 16%

Grammarly . 4%

Perplexity l 3%
Claude l 3%

Other I 2%

Q13. Which of the following Al tools do you mostly use for data analysis? Select one Base: 203




Levels of Agreement with Key Statements 9

68% of respondents agree they thrive with writing and storytelling, while 58% feel they only use a fraction of the data provided.

m Strongly agree Somewhat agree Neither agree nor disagree Somewhat disagree W Strongly disagree

I thrive with writing and storytelling

. 8%
rather than crunching numbers

31%

We only use a fraction of the data
that we are provided, and could get 18% 7%
more value from it

Survey data in excel spreadsheets

0
are difficult to use 18%

I don't feel confident when looking

0
through survey data tables 23%

10%

| find it difficult to turn research

0
data into meaningful headlines 18%

Q9. To what extent do you agree or disagree with the following statements? Select one per row Base: 300




HOW TO ENGAGE WITH E-TABS FOR AUTOMATION
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E-TABS BUREAU SERVICE CAN AUTOMATE FOR YOU

« (zive us your templai

« Any project -Power

e, tab

2oint,

es and ins

500gle Slic

TUC

Es,

1ons

Xcel +

« We set-up and then update each wave/market

A



HOW TO ENGAGE WITH E-TABS FOR AUTOMATION “Tabs

E-TABS ENTERPRISE SOFTWARE SUBSGRIPTION

» We provide the software, training and support

» Automate everything — Google, PowerPoint, Excel +

A




E-Tabs

STRATEGY FOR GROWTH

Creates opportunity for added value
Creates time for more insights
Creates options for more revenue

Builds stronger client relationship

Increased employee satistaction I



Alex Dobromir, MMR-Product Hub

a.dobromir@theproducthub.com

Benjamin Rietti, E-Tabs
b.rietti@e-tabs.com
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