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1.Introduction

This document describes new and improved features in the Forsta Visualizations
November 2025 Release.

If you would like to know more about these features, please contact the support team at
visualizationsSupport@forsta.com and they will be able to assist you.

Best Regards,
Forsta Team
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2.StoryTeller
Research Agent
Dynamic prompts, continued conversations, and multi-slide

analysis

We have introduced a new Dynamic Prompt Generation feature within the Research
Agent, designed to help you automatically create relevant prompts based on the content
of the slide you are viewing.

As shown in the image below, a new option labeled dynamic prompt generation is now
available.
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When selected, the Research Agent will analyze your current slide and generate tailored
prompt suggestions. This action itself is treated as a prompt request and needs to be
sent to Al for processing.
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Once completed, you will receive several suggested prompts related to your slide.

[
Research Agent £ X
-
Cross Table Tool Slide Analysis
Brand Health | Funnel - All Brands .,
= e o .
¢ v conca’s Loyt Conmrin
HeoWawe - — o — o ' =
# Research Agent " Export % Print T e - — e — e ' e
F rothartink  e— - — o — o o e
- — "~ — - -~ -
- — i - — - I am
- — - — a5, " - =
() S e - — % — - -
‘.- TepheSysc SN T £ — T " — o - £
) ootk ehe  — - — i - — - = san
Total AT S — - — o — - - m
-oyalty Conversion
2z Z3% St
22% 27% Generate prompt suggestions
20% 25% . i
Data Comparison # Edit  Send »
Compare the total conversion rates for all brands and identify which brand has the highest and
19% 29% lowest conversion. What are their total conversion percentages, and what is the percentage
difference between them?
17% 32% . B
Trend Analysis # Edit  Send >
Analyze the funnel performance for VirtuTech Echo. Summarize its conversion rates at each stage
15% 23% from Awareness to Loyalty and explain how it compares to the average brand performance in this
dashboard.
24% 20% B
Retention Analysis 2 Edit  Send &>
20% ‘Which brand shows the strongest retention from Usage to Loyalty, and which shows the weskest?
28% Calculate the retention percentages for both and describe what this might indicate about their
customer loyalty.
+
25% 4%
Outlier Detection # Edit  Send &> v
€0 Pastanalysis [ Start new analysis
20% 2T%
|; of & 3 » Al-generated content may be incorrect.

forsta.com page 5



=
Growing Smarter Together “1 F

You can choose to send one directly or edit it to better suit your needs.

Research Agent 0 X
ok
vy . . -
Retention Analysis / Edit  Send &> a
able Tool
Which brand shows the strongest retention from Usage to Loyalty, and which shows the weakest?
Calculate the retention percentages for both and describe what this might indicate about their
customer loyalty.
E Qutlier Detection A Edit  Send 2
o _ Looking at the Awareness percentages, which brands stand out as outliers, if any, compared to the
zh Agent LZJ Export ¥ Print general trend? What might be the main factors contributing to their position based on the data in the
dashboard?

Which brand shows the strongest retention from Usage to Loyalty, and
which shows the weakest? Calculate the retention percentages for
both and describe what this might indicate about their customer

loyalty.
Total
Conversion
Based on the dashbeard data:
22% 29% * VirtuTech Echo shows the strongest retention from Usage to
Loyalty:
22% 27% o Usage:32%
o Loyalty: 25%
o Retention percentage: (25/32) * 100 =78.13%
20% 25%
+ StellarWave Nova shows the weakest retention from Usage to
19% 29% Loyalty:
o Usage: 34%
17% 329 o Loyalty: 15%
© Retention percentage: (15/34) x 100 =44.12%
15% 239, This indicates that VirtuTech Echo has a high level of customer loyalty,

successfully retaining a larger proportion of users through to the loyalty
stage compared to StellarWave Nova. In contrast, StellarWave Nova may
24% 20% need to improve its strategies for fostering loyalty, as a significant number
of its users do not transition to loyal customers. This reflects relative
strengths and weaknesses in post-usage customer engagement among

0% 28% these brands.
25% 34% iz 90 C
v
40 Past analysis B Start new analysis
20% 27%
> » Al-generated content may be incorrect.
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In addition, we have improved the interaction flow within the Research Agent. You can
now continue your conversation in the same thread, allowing you to ask follow-up
questions or refine your insights based on the previous Al response.

Research Agent £H X

i i Edit  Send -
able Tool Retention Analysis 7/ >

Which brand shows the strongest retention from Usage to Loyalty, and which shows the weakest?
Calculate the retention percentages for both and describe what this might indicate about their
customer loyalty.

E Qutlier Detection / Edit  Send >
o _ Looking at the Awareness percentages, which brands stand out as outliers, if any, compared to the
ch Agent L2 Export ™ Print general trend? What might be the main factors contributing to their position based on the data in the
dashboard?

Which brand shows the strongest retention from Usage to Loyalty, and
which shows the weakest? Calculate the retention percentages for
both and describe what this might indicate about their customer

loyalty.
Total
Conversion
Based on the dashboard data:
22% 29% * VirtuTech Echo shows the strongest retention from Usage to
Loyalty:
22% 27% o Usage:32%
o Loyalty: 25%
o Retention percentage: (25/32) % 100 = 78.13%
20% 25%
+ StellarWave Nova shows the weakest retention from Usage to
19% 29% Loyalty:
o Usage: 34%
17% 229% o Loyalty: 15%
o Retention percentage: (15/34) » 100 = 44.12%
15% 230/, This indicates that VirtuTech Echo has a high level of customer loyalty,

successfully retaining a larger proportion of users through to the loyalty
stage compared to StellarWave Nova. In contrast, StellarWave Nova may
24% 20% need to improve its strategies for fostering loyalty, as a significant number
of its users do not transition to loyal customers. This reflects relative
strengths and weaknesses in post-usage customer engagement among

0% 28% these brands.
-
25% 34% G 9O c
v
40 Past analysis B Start new analysis
20% 27%
Can you do the same comparison between NeoWave and QuantumTech?
3 3 Al-generated content may be incorrect.
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Loyalty:

© Usage: 34%
o Loyalty: 15%
© Retention percentage: (15/34) * 100 =44.12%

This indicates that VirtuTech Eche has a high level of customer loyalty,
successfully retaining a larger proportion of users through to the loyalty
stage compared to StellarWave Mova. In contrast, StellarWave Nova may
need to improve its strategies for fostering loyalty, as a significant number
of its users de not transition to loyal customers. This reflects relative
strengths and weaknesses in post-usage customer engagement among
these brands.

b 90 ¢

Can you do the same comparison between NeoWave and
QuantumTech?

Certainly! Here’s the comparison for retentien from Usage to Loyalty for
NeoWave and QuantumTech:

* NeoWave

o Usage: 36%
o Loyalty: 22%
© Retention percentage: (22/36) * 100 =61.11%

s QuantumTech

© Usage: 35%
o Loyalty: 22%
o Retention percentage: (22/35) x 100 = 62.86%

Analysis:

QuantumTech retains a slightly higher proportion of users into the loyalty
stage compared to NeoWave, with a retention rate of 62.86% versus
61.119%. This suggests that both brands have comparable performance in
converting users to loyal customers, with QuantumTech showing a
marginal edge in fostering customer loyalty post-usage.

i 'O ¢

4D Past analysis Start new analysis

Al-generated content may be incorrect.

The Al remains stateless. Each new request includes the slide image along with
both the current and previous prompts and responses, ensuring context is
preserved during your conversation.
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We have also enhanced the screenshot logic for the Research Agent. It is now possible
to select multiple slides for analysis within the same session. It is also supported to use
the Research Agent on reports displayed in a vertical view. The same logic and rules
apply as before — the only difference is that you can now select multiple slides from the
dropdown located beneath the screenshot preview.
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Competitor View / Attributes (2 of 3
-
+ Add slide
Total N
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1 Main funnel
29% 2 Detailed main Funnel
tart with thes 3 Single brand attributes
S dy t
2% & dyrjamicprompt 4 Funnel
~ 5 Funnel Details
25% a standard Analysik
~ &  Aftributes
Get insights and intgrpretations of JRUS———Y V1T
dashboard metrics, tharts, and problems, missing elements, afjd
29% visualizations Serg 2
32%
Accessibility Evaluation @ Data Storytelling
23% Check for color contrast, text size, and Evaluate how effectively your
other accessibility barriers in your dashboard communicates a clear data
dashboard narrative
20%
28% 'ul Benchmarking E Executive Summary
Rate your dashbaard against industry Geta concise summary of the most
o best practices and get an overall grade important insights for executive review
27% You can always add additional information to the prompt in the text field below.

Al-genersted content may be incorrect.
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Ability to add base size limits to word clouds and Al

summaries

We have enhanced the Word Cloud and Summary objects by introducing the ability to

automatically hide data when the base size is too low.

This functionality works in the same way as in the Respondent Table, with limits based
on the number of data values for each selected question. When the base size falls below
the defined threshold, the object will be replaced by an information message.

The information text is defined within each object and is also included in the translation
file, allowing it to be localized into all languages available in your project. The layout of

this message follows the same design as the NoData message.

Summary
Variables Filters Settings
TIME SELECTIONS
HEADER
ANALYSIS
ANONYMITY LIMITS

( Hide result if too few data values

Limit 20

Info text
There are less then 20 answers here, and therefore hidden.
REFRESH
INFORMATION

DISCLAIMER

forsta.com

Data values in What do you v Delete

Word cloud

Variables Filters Settings Layout

TIME SELECTIONS
ANONYMITY LIMITS

( Hide result if too few data values

Limit 20 Data values in What do yoL v

—
§ )

Info text

Hidden due to low base

WORD COUNT

Delete

[ A —
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3.Data management

Al Computes - Preview of prompts
We have introduced a new Preview of Prompt feature on the Al Computes page to help
you validate your prompts before running a full analysis.

This functionality allows you to test your written prompt and review how it performs with
a small set of respondents. The preview sends your selected data together with the
prompt to the Al, returning reference data that helps confirm whether the prompt
produces the intended results.

NOTE!

The preview data is not used in the final project output. Once the full analysis is
executed, results may differ slightly from the preview.

To use the preview, select the number of respondents you wish to test in the dropdown
menu and click the wand icon. The preview results will then appear directly below your
prompt.

a

ADD Al COMPUTES GROUP  PROCESS CHANGES m
f:-. Hierarchy
o

(D Al questions and their data generated here are created by AL Please make sure to check for aceuracy.

What do you think about Forsta Fika? [
@ o ¥ [}
B Legacy Features CEOpenAnswer - What da you think about Forsta Fika? v | @@ Display question cade e
€2 Project Settings Predetined promgts Question type que e _
\dentwly the primary topic{s) of thete... hd Multiple choice - Al Question text | @
Identify the primary topicls) of the text from 2 predefined list of topics, such as Cleanliness and Hygiene, Service Quality, Taste of Food, Value for Maney, Atmosphere, Menu Variety, Coffee Quality, 25 v | #
Opening Hours, or Other. If the topic does not fit an existing category, assign it to "Other’ as a fallback. Return all relevant topics, separated by commas, using the list c to
maintain brevity and relevance over time.

() The data shown in the preview is for reference only and may differ from the actual data generated during activation.

Input Output

The meals were well cocked, and L L However, could  Service Quality, Tasts of Food, Atmasphere
beimproved to enhance the overall experience.

1enjoyed the nice selections, but the value and taste didn't meet my expectations. Service and cleanliness  Cleanliness and Hygiene, Service Quality, Taste of Food, value for Money
were excellent, making it a pleasant experience overall.

The café has a charming wc zyd n, but the cleanliness left much to be desired. Overall, decent Cleanliness and Hygiene, Atmasphere
experience el u dh better visit.

While the se excellent and the coffee taste was top-notch, the cleanlinessand value left muchto  Cleanliness and Hygiene, Service Quality, Taste of Food, Value for Money
be desired. Overall, a mixed experience.
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4.Data connectivity

Import Image map data from Forsta Decipher

The Image Map is a question type in Forsta Decipher where respondents provide their
answers by placing rectangular markers over an image. You can read more about the
Image Map question type here Image map

How does it work?

When imported to your project, Image Map questions are treated as open-ended
questions. They cannot be imported in any other way, attempting to change their import
type will result in an import failure.

Each marker defined in the Image Map is imported as a separate question in Forsta
Visualizations. For example, if your image includes markers such as Like, Neutral, and
Dislike, these will appear as three individual open-ended questions.

The image itself is imported separately and becomes visible in the visualization object
once you have selected a corresponding Image Map question.

Creating the Image map object
To visualize Image Map data in Forsta Visualizations, we have introduced a new object
type within StoryTeller called Image Map.

=

mage
map

This object only displays questions linked to Image Map variables imported from Forsta
Decipher.
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Its setup follows the same structure as other data objects, simply select the question to
visualize, then configure additional options through the available tabs such as Filters,
Settings, and Layout.

Image map

Variables Filters Settings Layout m
Available Variables ‘ Update Preview
Show code
Not my kind of Fika! - Here is a image of Fika in the making. -
v

Selected Variable

Looks delicious - Here is a image of Fika i the making.
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Under Settings, you can, for example:
e Adjust the heatmap colors displayed over the image.
« Add base size information and a color legend.
e Add a toggle to the color map to view the image with or without the data overlay.

[

Image map
Variables Filters Settings Layout
TIME SELECTIONS '::.
P
COLOR RANGE {
Gradient type lj:'?:ju Dynamic scale hd

Color  Stop
¢ o %
¢ = %

” 50 %% Delete
¢ = % Delete
€ w0 = Delete
':/ .\:' Add new
L/

OTHER
( Show base
( Show tooltip
( Show color legend
( Show filter information
( Show color map toggle
Horizontal position
Left ~
Wertical position
Bottom L4
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In the example below, the object shows the base, color legend, and color map toggle all
enabled.

Least selected Most selected

@) n=15
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When the color map is turned off, the legend is hidden automatically.

& p=15

NOTE!

The size of the Image Map object is determined by the dimensions of the original
image. The base, color legend, and color map toggle are placed outside the
image but remain within the object’s frame.

To ensure optimal display on StoryTeller slides, avoid using images larger than a
PowerPoint slide (1280 x 720 px). Smaller images are needed if the base, color
legend, and/or color map toggle should be displayed within a slide.
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