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Summarizing Coded Data with
MAXQDA

Summarizing coded data is an important tool in qualitative data analysis. MAXQDA provides
several methods to aid in summarizing your coded segments, ranging from:

e Adding code comments to individual segments

e Paraphrasing text in a document with the Paraphrase tool.

e Using the Summary Grid to write summaries of several coded segments in a
document to be used to create a Summary Table or to create a MAXMAP using
summaries.

e Write an individual document summary in a Document Memo

In addition, MAXQDA 24’s Al-Assist can aid you in your work by using the power of Open
Al’s large language models to create:

e Summaries of individual coded segments, stored as code comments using the
Smart Coding tool.

e Summaries of selected text as an in-document memo

e Paraphrases of selected text

e Summary tables of coded segments.

Creating Document Summaries

MAXQDA has two tools to create summaries of coded data. The process begins with Analysis
> Summary Grid, a matrix that lets the user read the coded segments for individual
documents, and then write a summary of the segments. These summaries then become the
basis for creating a Summary Table.

Analysis Mixed Methods Visual Tools Reports MAX[

o (o]

plex Coding Compare Cases Summary Summary Summary
Query - & Groups - Grid Tables Explorer

The Summary Grid is where we will start. This is a working matrix in which you can see all of
the coded segments for individual documents and can then write a summary for each cell.
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. Summary Grid

B Names, columns: short v E = '

Display nodes as squares
Only Activated Only Activated lay Display Display Summary Summary

Documents Codes AA Standardize font Origins Comments Memos Tables  Explorer

18-Q2T 4 Partnerships ¢ Coded segments (8) C oy cl

— 2018 | 18-Q...| 18-Q... | 18-Q... [ 18-Q.. Fair enough. So another way that you've been going to market increasingly, it seems, is with these
« competition = L - = partner deals. Maybe there's a better internal word for them, and they were mentioned again in the
» competititon strategy (+) = . - press -- in the shareholder letter. I'd love to check in on a couple things on that. So first of all, is
anybody willing to tell us roughly how important these are to your net add growth, to your overall

NlcohtestigippiRaches " subscriber base? Any sense of proportionality there other than what you said in the letter, which is
o industry basically a supplemental channel but the majority are still direct?
O R Ty - - - - & The main idea is to inquire about the importance of partner deals in the company's net add growth and
» Competitor names L} L] L] L] subscriber base.
o Partnerships = - - = 2018 > 18-Q2 T, Pos. 99 « Partnerships (0)
@ partnership strategy L]
 exerimentation No, | just -- 1 think I'd reiterate that, that the vast majority of our acquisitions still comes by consumers

signing up directly with us. We're fairly new when it comes to these partner bundles. We're excited

« distribution partnerships and optimistic about it. So | think that, that will grow as a percentage of our acquisition. And what

» bundling of services L L} ] L we're really excited about it is it actually allows us to sort of more efficiently address different
« Mobile strategy u = Summary O %X o P
« MVPD ] = L]

« content partnerships u

« brand partnerships
» gaming partnerships
@ advertising partnerships
@ partnership finances
» analyst = n

Paraphrased Segments

The Summary Grid has three windows, the matrix of documents and codes, the coded
segments window, and the Summary window. In the matrix, all blue squares indicate codes
that have matching segments. Cells that have a green background have had a summary
written.

The Coded Segments and Summary windows can be displayed in one column, in two parts,
or in three separate columns, if you click the “Switch layout” icon which is in the title menu,

in the middle of the right side of the screen.
Summary Grid

m (2]

The column mode lets you display more coded segments at once.
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. Summary Grid

B Names, columns: short

B e

Display
QOrigins
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Display
Memos

Display nodes as squares
Only Activated Only Activated

Documents Codes

Display
Comments

Summary Summary

AA Standardize font Tables Explorer

20-Q1T g partnership strategy ¢ Coded segments (2) 0 L2 P
Q.. 20-Q. q - .
— Yes. It will vary by geography. It will vary by type of production
« competition _ certainly. First and foremost, we want to make sure that it is an
» competititon strategy (+) unbelievably safe working environment. We've always been
. focused on workplace safety on our sets and our offices, and we
WiconuEstingoppronchss definitely want to -- we will definitely keep focused on that. A
o industry series of things have to happen before we get into production
o competitor as partner - anywhere, in::ludir]g the kindl of the shelter- atf'home orders being
relaxed. But even in that environment, we're going to make sure
« Competitor names - that there's testing that has to be able to be done. We have to be
« Partnerships '] able to look our employees and our cast and crews in the eye and
. PR +  say that this is a safe place to work before we do that. And we're
» partnership strategy HL o H

going to be working very closely with our production partners, with

 exerimentation local governments to make sure that we can do that.

« distribution partnerships © thinking about how to safely resume productions working with

» bundling of services production partners and local governments

'« Mobile strategy L Memo 49
* MVPD
= 2020 > 20-Q1 T, Pos. 67 « Partnerships > partnership
« content partnerships u strategy (0)

» brand partnerships

Well, actually, one of the things you mentioned in the top 10, which
kind of gives you the first kind of snapshot into how prevalent our
original-branded programming has become on Netflix, and so
that's continuing to push into that, both because we believe that
our core suppliers will increasingly become competitors and not
be as anxious to sell us content as they used to be long term. But
to your point, there are some things in the short-term dynamics.
But when we look at that and look at our 2020 and our 2021 slate,
and we're really happy and thrilled with it. And we can look to work
with some of our partners to enhance that a little bit with things
like, we put in the letter, licensing Lovebirds and Enola Holmes and
this big film from Korea called Time to Hunt, that's coming out this
week. That we're -- so we've been able to do that and enhance
that in the short term. In the long term, we think our push into the
nroarammina that nennle lave is what we're truina tn dn and wa'ra

» gaming partnerships
@ advertising partnerships
@ partnership finances
» analyst "

Paraphrased Segments L]

= Summary O % p ©

Original content has become prevalent in terms
of what our members are consuming. The
company is continuing to push original content
because we believe that it is important to be
less reliant on licensed content, as the industry
is changing quickly and our our core suppliers
will become competitors, and not as anxcious to
sell us content.

The summary grid has several options you can display, including:

B Names, columns: sho

Display
Memos

E

Display
Origins

T Display nodes as squares
Only Activated Only Activated
Documents Codes

Display

AA Standardize font Comments

e Limiting the display to activated documents or codes
e Changing the size of the columns

o

Summary Summary
Tables Explorer

e Displaying nodes as squares, circles, or number of segments

e Use a standardized font

e Display Origins, which includes a hyperlink for the coded segment, so you can

instantly view it in the Document Browser.

e Display Comments to view code comments written for each segment

e Display memos

e Links to the Summary Table and Summary Explorer tools

The coded segments and Summary windows also have options:

3
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& Coded segments (2) 0 9 O = Summary & " O ©

e Search for text within coded segments.

e Zoom tools to change the size of the text.
e Launch Al-Assist in the Summary window.
e Enable or disable the spell checker.

e Zoom tools to change the size of the text

Hints for Writing Summaries

Make use of Code Comments when coding your data.

Code Comments are a powerful tool that lets you add a comment to any coded segment.
While code comments might just be used to note text that is important, or raises a question,
there is another very useful for writing summaries: use the code comment to summarize
the coded segment. This not only captures why you coded the segment, but can help you
when analysing the data later, and especially when writing a summary.

Code comments will be displayed in the code segments windows of the Summary Grid. The
text of the comment can be highlighted and dragged into the Summary window to be used
as part of the summary you write.

Comment

in 2017 Fox had sunset all their second-window content on Netdflix
to focus on their own efforts. "We haven't really been impacted by it,
as our growth shows."

159/511

OK

For a real-world example using this technique, see Stefan Radiker’s chapter, “Using
MAXQDA’s Code Comments for Rapid Analysis: Writing Summaries for Analyzing and
Reporting in Evaluation” in The Practice of Qualitative Data Analysis: Research Examples
Using MAXQDA, Volume 2.
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Take advantage of Al-Assist.

Al-Assist lets you take advantage or generative Artificial intelligence to create summaries of
coded segments. It is important to note that Al-Assist can only summarize the text it has in
the selection and will not always capture information before or after the coded segment but
it is a great starting point.

In the Smart Coding Tool, Al-Assist can be used to create summaries of each coded segment
as code comment. And from there, those Al summary comments can be manipulated in the

Summary Grid as described above.

Smart Coding Tool

’ @) Analyze Sentiments

.. Autocode Segments with Sentim

ch & Al Assist
ode = Analyze in Stats

Summarize Listed Text Segments (into Code Summary)

Summarize Listed Text Segments (into Comments)

Suggest Subcodes Based on Listed Text Segments

Only Activated Documents  CBDisplay Parent Code

# Display Comments

[ Display Favorite Variables ([l  cCioud

Smart Coding Tool

p” O Analyze Sentiments

Autocode Segments with Sentiment
Word  Search &

Autocode

Al Assist
= Analyze in Stats

Export

*" Open as Excel Table

w* Open as Word Document

oNew Code bundling of services (30 coded segments from 18 documents)
Codes 1256
o competition 334 Document Coded Segments Codes Comments
'« competititon strategy (+) 25 N et
 contrasting approaches 1 18-Q1T,Pos.25 | Sure.Our partnering strategy, I'd say, is on an evolving trajectory across all the | ®COMPetititon strategy (+) Al: Netflix is expanding
) competitor as partner
« industry 2 markets that we serve in. And it started with rich history with television =i sl its partnership strategy
e aa artia = manufacturers, CE manufacturers where we integrate on their products, and % barinecaic uirategy. to include operators, in
S compers P that's been hugely successful for us. But a new wave that you've started to see | *pET g oF sarioes addition to TV and CE
» Competitor names 159 over the last several years is starting to partner up now with operators, sort of ol MVPD. manufacturers. The
« Partnerships 105 MVPDs, Internet service providers, mobile operators, and we've evolved those | * recent bundle models
» partnership strategy 23 partnerships. And based on what we've seen with these new bundle models with Comcast and Sky
RS 2 that we referred to with both Comcast and Sky announcing in the last quarter, have been successful in
9 Bane i we've seen the economics of those, we take in the retention, the acquisition reaching new
« distribution partnerships 10 characteristics to be very, very beneficial. And we love the fact that we can consumers. This shift in
 bundiing of services 30 work with these partners to access whole new groups of consumers, make it strategy is consistent
‘& moblle strategy 12 easy for them to find out about Netflx, to sign up and have a great way to across all ..
MVPD 10 access the service and watch more and more. So you'll see us leverage that
. A sort of evolving strategy not only in the markets that we've been in for many
« content partnerships 21 years, but also in these new markets. But it's a consistent shift across all of our
« brand partnerships 8 markets.
« gaming partnerships 6 i
=2 J 18-Q2L,Pos.21  We are expanding our partner-based bundle offerings, announcing deals with Scompetitonas partner Al: Expanding bundie
« advertising partnerships 16 oy ¢ . ] : « Competitor names. s ]
Telefonica in Spain and Latin America as well as KDDI in Japan. While the ; offerings with Telefonica
« partnership finances 0 o isiti ruta) A «Partnerships T Sok
jority of our acquisition happens by consumers signing up with us directly, undling of barvices in Spain and Latin
& analyst a77 bundies continue to be a high-performing additional acquisition channel. We s America, and KDDI in

expect to continue to add such deals with partners around the world.

Japan. Bundles are a
successful acquisition
channel. More deals with

partners expected
worldwide.
18-Q2 T, Pos. No, | just - | think I'd reiterate that, that the vast majority of our acquisitions i ;:::‘E::;‘;;zs Leitite d Al: The main idea is that
101 still comes by consumers signing up directly with us. We're fairly new whenit  * the company is focused

18-Q2 T, Pos.
107

comes to these partner bundles. We're excited and optimistic about it. So |
think that, that will grow as a percentage of our acquisition. And what we're
really excited about it is it actually allows us to sort of more efficiently address
different consumer segments. Let's take the U.S. for example, a market we've
been relatively well penetrated in. By doing a deal like with Comcast, it allows
us to put the application on the set-top box where consumers that might be
less early adopters or more late adopters are already watching traditional
television. By being included in a bundle, we get to remove a separate
purchase decision, we get to eliminate the sign-up flow, which makes it super
simple and easy for consumers to sign up via that mechanism.

Yes, | think it's something that's very important to us because obviously we
want a sustainable model around this where it's adding -- it's valuable to the
partners, perceived as valuable by them in supporting their business so that

«bundiing of services

o Partnerships
« bundling of services
'« mobile strategy

©on acquiring customers
directly, but is also
excited about partner
bundles as a way to
efficiently reach different
consumer segments,
particularly those who
are less likely to sign up
directly.

Al: The main idea is that
itis important to have a
sustainable model that
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Using Al-Assist in the Summary Grid

The summary grid is the “default” location to create summaries, as it provides you with an
easy-to-use matrix to view coded segments, and write a summary from them. You can also
use Al-Assist here to create draft summaries of those segments.

The Al-Assist icon is in the summary window.

) = Summary Q@ N Lo »

o sJudinirniuan y

When you click on it, there are several options: select from three suggested summary
lengths, (shorter, standard, longer), and the ability to have it produce the summary in bullet
points.

. ‘ You can repeat the process to see different
“g R results, based on the options. The Al
summaries populate the summary window
cell. | recommend thinking of it as a starting
point. Let Al-Assist create the summary,
then review the coded segments (including
() Text in bullet points comments with them) and then decide if
they capture what you are hoping to

Summary language English

Summary length Longer

g ! hereby confirm that | have read and understood the summarize.
privacy policy.

® OK Cancel
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= Summary @ " 9 9 While Al-Assist does not hallucinate in
“making up” results as sometimes happens in

Al Summary

Netflix has a partnership strategy that involves ChatGPT, the summaries it creates are not
learning from their members to provide necessarily going to be focused on the issues
incremental content and modify the product you want to capture. And the summaries are
experience. They have been improving the way limited to the text of the coded segments
they use partners for over 10 years, starting with selected. If there is context that is missing

putting their application on different devices.
They have since found ways to make it easier for
members to sign up, such as bill on behalf of
and bundled deals. These bundled deals allow

Netflix to access a subscriber base that may be ) ) )
slower in signing up directly with them. However, ~ Think of Al-Assist as a research assistant

from the text chosen for the coded segment,
there is no way for Al-Assist to know what it
is missing.

the total sign-ups through these channels are when writing a draft, but not necessarily the
still quite small relative to their organic channel. final summary you want to create. Itisa
Netflix plans to expand these partnerships as a starting point, not the result.

supplemental channel to accelerate their

growth.

Al Summary

Partnership strategy summary:

- Netflix learns from its members to provide
incremental content and modify the product
experience.

- The company leverages partnerships to make
a connection with members and improve
accessibility.

- Neftflix started by putting its application on

Aiffarant Aavirace than intradiirad hill An hahalf

Creating a Summary Table

Once you are satisfied with the summaries, you can create a Summary Table. You can access
the link to it in the Summary Grid or directly from the Analysis menu.

Summary Grid

Analysis Mixed Methods Visual Tools Reports MA

e 2 D o . o
Display Display Display Summary Summary
Origins Comments Memos Tables Explorer

plex Coding Compare Cases Summary Summary Summary
Query - & Groups - Grid Tables  Explorer

The summary table feature provides an interface to access any summary table you have
created, along with tools to create new tables, tools to edit the view of the current table,
and export options.



1 MQIC

MAXQDA INTERNATIONAL CONFERENCE

New Summary My Summary Delete Summary
Table

Table

Tables ~

New Summary Table (7)

1

Documents and variables

2

partnership strategy

Summary Tables

Columns

22018
2018 > 2018

Greg Peters described the overall partnering strategy in Q1:

Sure. Our partnering strategy, I'd say, is on an evolving trajectory across
all the markets that we serve in. And it started with rich history with
television manufacturers, CE manufacturers where we integrate on their
products, and that's been hugely successful for us. But a new wave that
you've started to see over the last several years is starting to partner up
now with operators, sort of MVPDs, Internet service providers, mobile
operators, and we've evolved those partnerships. And based on what
we've seen with these new bundle models that we referred to with both
Comcast and Sky announcing in the last quarter, we've seen the
economics of those, we take in the retention, the acquisition
characteristics to be very, very beneficial. And we love the fact that we
can work with these partners to access whole new groups of
consumers, make it easy for them to find out about Netflix, to sign up
and have a great way to access the service and watch more and more.
So you'll see us leverage that sort of evolving strategy not only in the
markets that we've been in for many years, but also in these new
markets. But it's a consistent shift across all of our markets."

The evolution of partnership strategies is a learning process, as we learn

Creating a new summary table

Choose documents and codes

Documents

© Only for activated documents (O All documents

Codes

82 0

[ Code System
» competition

0

0O

O
O
O
O

D

O

m

O

« competititon strategy (+)
e contrasting approaches

o industry

« competitor as partner
o Competitor names

e Partnerships

(]

O
O
(]

O
O

o Partnership strategy

Choose variables

Create new summary table

Swap Rows and

KA

+

Highlight Rows in ~ Search

Document Color

Sendto QTT Copy Export
Worksheet ~ .

#2019 -
2019 > 2019

The same ten year trajectory for how partners are used is focused on in
2019, Chief Product officer Greg Peters describes a ten year trajectory
on improving how we use partners. "And it started with just putting our
application on different devices. So yes, that was another easy way to
find Netflix and then to enjoy the service and go from there. But
progressively, we found things like bill on behalf of where members
could pay for Netflix via their mobile operator charge or their Pay-TV
charge. That was yet another way to make it easier to sign up. And then
most recently, we have bundled deals where it's sort of the simplest
model where you just get Netflix as part of your Pay-TV offer or your
mobile offering. That's a great way for folks to try Netflix very simply.
They have easy access to viewing on maybe their set-top box or their
mobile phone and allows us to access a subscriber base that might be
allittle bit slower in signing up directly with us for Netflix. *

Built into the strategy is the assumption that "from a product
perspective, as we launch our service, we can learn from our members.”

‘0 2020
2020 > 20:

Establishe
These part
consumer
possible. "
service, ch
experience
approache
growth, wt
experience
manufactu
inwhat is ¢

The one ck
changes in
content, as
will becom
the compa
content, ar
terms of w

When you click on the icon to create a

new summary table, the process is

» exerimentation

o distribution partnerships
» bundling of services
e mobile strategy

« MVPD

simple:

Decide what codes you want to

have summaries included for.

Decide if you want to include all

documents or a subset of activated
documents.

Decide if you want to include

any document variables, and if so,
whether you want those variables to

include in the first column of the table,

e« content partnerships

o brand partnerships

# gaming partnerships

= advertisina partnerships

0K Cancel

or in separate tables.
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Begin just with codes. Make it easy. Select a code you have summarized and select it in the
list. And click ok. This will create a basic table, with all of the documents in your project
(unless you narrow it to activated documents).

Summary Tables

KA

+

(*0

Variable Names in Swap Rows and Highlight Rows in  Search

First Column Columns Document Color

Sendto QTT Copy Export
Worksheet ~ .

x
New Summary My Summary Delete Summary New
Table Tables - Table Code
Partnership Strategy
Documents and variables
1| 201852018
»
2019 > 2019
‘.

3 20202020

partnership strategy
Greg Peters described the overall partnering strategy in Q1:

Sure. Our partnering strategy, |'d say, is on an evolving trajectory across all the markets that we serve in. And it
started with rich history with television manufacturers, CE manufacturers where we integrate on their products,
and that's been hugely successful for us. But a new wave that you've started to see over the last several years
is starting to partner up now with operators, sort of MVPDs, Internet service providers, mobile operators, and
we've evolved those partnerships. And based on what we've seen with t w bundle models that we
referred to with both Comcast and Sky announcing in the last quarter, we've seen the economics of those, we
take in the retention, the acquisition characteristics to be very, very beneficial. And we love the fact that we can
work with these partners to access whole new groups of consumers, make it easy for them to find out about
Netflix, to sign up and have a great way to access the service and watch more and more. So you'll see us
leverage that sort of evolving strategy not only in the markets that we've been in for many years, but also in
these new markets. But it's a consistent shift across all of our markets."

The evolution of partnership strategies is a learning process, as we learn more and more about how to
leverage partners, "an evolution from just doing device integrations into things like billing integration so we can
make it that much easier for our members to sign up for the service. This latest round we're seeing now is
bundling where whether we're bundling with an intemnet service provider or a mobile operator or a pay-TV
operator, we can make it even easier for people to just find Netflix and to try the service out." This lets us
acecess a consumer demoaraohic which miaht be less technoloav earlv adonoter.

The same ten year trajectory for how partners are used is focused on in 2019, Chief Product officer Greg
Peters describes a ten year trajectory on improving how we use partners. "And it started with just putting our
application on different devices. So yes, that was another easy way to find Netflix and then to enjoy the service
and go from there. But progressively, we found things like bill on behalf of where members could pay for Netflix
via their mobile operator charge or their Pay-TV charge. That was yet another way to make it easier to sign up.
And then most recently, we have bundled deals where it's sort of the simplest model where you just get Netflix
as part of your Pay-TV offer or your mobile offering. That's a great way for folks to try Netflix very simply. They
have easy access to viewing on maybe their set-top box or their mobile phone and allows us to access a
subscriber base that might be a little bit slower in signing up directly with us for Netflix. "

Built into the strategy is the assumption that “from a product perspective, as we launch our service, we can
learn from our members."

Established distribution partnerships will continue to be invested in. These partnerships can be locked at
qualitatively to understand the consumer experience, which we want to make as friction-free as possible.

You can use Swap Rows and Columns to change the design of the table.

Summary

Tables

Partnership Strategy

Delete Summary
Table

« 2018

1 | Documents and variables | 2018 > 2018

2

partnership strategy

Grog Peters described the overall partnering strategy in Q1:

Sure. Our pannering strategy, I'd say, is on an evolving rajectory across.
@l the markets tat we serve in, And it started with rich history with
television manufacturers, CE manufacturers where we integrate on their
products, and that's been hugely successful for us. But & new wave that
you've staried to see over the last several years is siarting fo pariner up
now with operators, sart of MVPDs, Infernet service providers, mobike
operators, and we've evolved those partnerships. And based on what
we've seen with these new bundle madels that we referred to with both
Gomeast and Sky announcing in the last quarter, we've seen the
‘econamics of those, we taka in tha retention, the acquisition
characteristics to ba very, very beneficial. And wa lova th fact that we
‘can work with these pariners lo acoess whole new groups of
consumers, make it easy for tham to find out about Natfix, o sign up
and have a greal way to access the service and watch more and more.
Sa youll spe us leverage thal sort of evolving strategy not only in the
markets 1hat we've been in for many years, but also in these new
markets. Butit's a consistent shift across all of our marksts.*

The evolution of parnership strategles is a learning process, as we leam
mare and maore about how to leverage partnars, ‘an evolution from just
doing device integrations into things like biling Integration so we can
make it that much easier for our members to sign up for the service.
This latest round we're seeing pow is bundiing where whether we're
bundiing with an intemet service provider or a mobile operator or a pay-
TV aperator, we can make it even easier for people to just find Netfix
and to try the service out.” This lets us access a consumar
demoaranhic which miaht be less technoloay early adonter.

Export

« 2019 3
2019 > 2019

©2020
2020 > 2020

The same ten year trajectary for how partners are used is focused on in
2019, Chis! Product officer Greg Peters describes a ten year trajectory
on improving how we use partners. “And it started with just putting our
application on different devices. So yes, that was another easy way to
find Metflix and then fa enjoy the service and go from there, But
progressively, we found things like bill on behalf of where members
could pay for Netfiix via their mobile operator eharge o their Pay-TV
charge. That was yet another way to make it easier to sign up. And then
most recently, we have bundled deals where it's sort of the simplest
model where you just get Netflix as part of your Pay-TV offer ar your
mobile offering. That's a great way for folks to try Netflix very simply.
They have easy access to viewing on maybe their sat-top box or their

i allows. us o base that might ba
a littla bit slower in signing up directly with us for Netfix. *

Established distributio
These partnerships ca
consumer experience,
possiole. *Laoking at ¢
service, churn charact
experience.” The com|
approaches in some ¢
growth, which should |
experience in this busi
manufacturers and pla
inwhat is a positive m

The one change that i¢
changes in the industr
content, as the industr
will becarme competitc
the company is contin
content, and that has |
terms of what our mes

Built into the strategy is the assumption that *from a praduct
perspective, as we launch our service, we can leam from our medmbers.”
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Add variable data to summary tables.

Create new summary table

Choose documents and codes  Choose variables

All variables Variables in first column

Memos

Created by

PDF Pages
Paragraphs
Sentences

Words

Characters

Search - ALL: Benjamin Daniel S
Year

Quarter

Operating Margin
Net Adds

Forecast

Paid Subs

Revenue

Free Cash Flow

Rev Forecast
Difference
Interviewer/Analyst
Accuracy of Forecast
First Question Target
Data Type
Partnerships
competition

Varlables in own column

1t

oK Cancel

(*

New
Code

+ x

New Summary My Summary Delete Summary
Table Tables ~ Table

Pull Forward table

Documents and variables

1 20a8
Net Adds: 2.20
Forecast: 6.00
Paid Subs: 195.15
Difference: -0.30

Forecast

forecast below expectation

2 2004

/= Net Adds: 8.51
Forecast: 6.00
Paid Subs: 203.66
Difference: 2.51

forecast above expectations

Notice that some variables above are in the first column, with “Documents and variables,”
and the forecast variable has its own column. You can also drag columns and re-arrange

them easily.

10

If you want to add document variables to a table, you
can identify the variables you want to include in the
table. There are two options, include the table in the
first column, and variables you want to have appearin a

separate column.

Summary Tables

Variable Nam

First Column Columns

Explanation of Net Adds

Very healthy growth in Lat Am, probably the pull
forward effect.

It's not permanent or long term.

Pull forward was relatively medest in Q3.
Growth seesaws around that number
depending on the particular conditions going
cn in that quarter.

But year after year, it has fundamentally
followed the service growth curve.

Pull Forward

Noise

Service

There is so much uncertainty in the business it
is hard enough to project the next 90 days, let
alone the next 12 months. Viewing is up in
every region of the world

Pull Forward

Conditions

Noise

n Swap Rows and Highlight Rows in
Document Color

Send to QTT Copy
Worksheet -

+

Search

Export

Pull Forward

CFO defines *Pull Forward” - "To
lock at Q3, the biggest impact was
really the first half of the year and
that giant pull-forward in
subscriber additions in the first
half of the year with COVID. When
we have that much pull-forward,
we expected and knew there'd be
some level of slowdown, and we
tried to project it as best we
could.”

The forecast was within 300,000
members on a roughly 195 million
member base. And that is
basically forecast noise.

*We 're sort of growing through
that big accelration in our member
base. So we shouldn't expect
year-over-year first half to be
comparable.”

The analyst asked if the pull-
forward from 2020 was over.
Neumann responded that there
were nearly & million net adds in
Q1, after a record 37 million in
2020.

*I don't think we are declaring that
we're necessarily through” the
pull-forward yet. One factor for
us in the guide is how we kind of
grow through the growth of 2020.
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Other ways to use summaries

Summary Explorer.

This lets you see the summaries written for selected documents and codes, in a matrix like

+ 52 of5columns

Codes
«+Explanation of Net Adds (5)

«Pull Forward (5)

MAXMaps.

(&5

20-Q4
(1 Document, 1 Summary)

The analyst asked if the pull-
forward from 2020 was over.
Neumann responded that there
were nearly 6 million net adds in
Q1, after a record 37 million in
2020.

*I don't think we are declaring
that we're necessarily through®
the pull-forward yet. One factor
for us in the guide is how we kind
of grow through the growth of
2020. *

20-Qa

Summary Explorer

2@
(1 Document, 1 Summary)

The discussion of net adds
includes the pull forward of 2020.
Q1 perfromance still boils down to
COVID. The impacts of which
make some short term
choppiness in the business trends
we see. There were almost 40
million paid adds in 2020, and a
near global shut-down.

21-Q1

There is a Code Map that uses Summaries.

New

Map - Model -

Maps

Pull Forward - Si
T Pull Forward - Si
& Pull Forward - Si
@ New Map
T Explanation of
T Explanation of
T Pull Forward - Si
® New Map
M net adds - Singl
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New Document New Code
Model -

) @l Paste Object

Link

Single-Code Model (Coded Segments)

Single-Code Model (Summaries)
Code Theory Model

Code-Subcodes-Segments Model

Hierarchical Code-Subcodes Model

Code Distribution Model

Code Co-occurrence Model (Code Intersection)

Code Co-occurrence Model (Code Proximity)

Code Co-occurrence Model (Code Occurrence)

21-Q2
(1 Document, 1 Summary)

The guidance for Q3 reflects what
we've seen the last 3 months. We
don't see the big spikes in
engagement or acquisition like in
the early days of the pandemic,
but on the margin, acquisition is
impacted.

L 21-02

21-Q3
(1 Document, 1 Summary)

We are getting towards the end of
the GOVID choppiness from the
pull forward of sub-growth in
2020, and the production delays.

Churn is low, comparable to prior
period before the pandemic.

Retention is healthy, viewing is up.

L 2n1-Q3

A9 O

21-04
(1 Document, 1 Summary)

We are seeing healthy retention
with churn down. Growing a bit
slower than pre-COVID levels, but
it is still probably a bit of an
"overall COVID over hang that is
still happening after 2 years of
global pandemic, that we're still
unfortunately not out of.*

21-Q4
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Explaining Pull Forward in Net Subscriber Adds

CFO defines "Pull Forward" - "To lock at Q3, the
biggest impact was really the first half of the year and
hat giant pull-forward in subscriber additions in the
first half of the year with COVID. When we have that
much pull-forward, we expected and knew there'd be
some level of slowdown, and we tried to project it as
best we could.”

The forecast was within 300,000 members on a
orecast noise.

"We're sort of growing through that big accelration in
our member base. So we shouldn't expect year-over-

rear first half to be comparable.”
(20-Q3)

roughly 195 million member base. And that isbasically

The analyst asked if the pull-forward from 2020 was
over. Neumann responded that there were nearly 6
million net adds in Q1, after a record 37 million in

2020,

"I don't think we are declaring that we're necessarily
through* the pull-forward yet. One factor for us in the
guide is how we kind of grow through the growth of
2020. " (20-Q4)

The discussion of net adds includes the
pull forward of 2020. Q1 perfromance still
boils down to COVID. The impacts of
which make some short term choppiness
in the business trends we see. There were
almost 40 million paid adds in 2020, and a
near global shut-down.

(21-Q1)

[-
Pull Forward — conditions
(COVID-19) lead potential future
subscribers to subscribe earlier than
forecasted, which results in fewer

new subscribers in the future

We are getting towards the end of the
COVID choppiness from the pull forward
of sub-growth in 2020, and the production
delays.

Churn is low, comparable to prior period
before the pandemic. Retention is healthy,
viewing is up. (21-Q3)

The guidance for Q3 reflects what we've
seen the last 3 months. We don't see the
big spikes in engagement or acquisition
like in t he early days of the pandemic, but
on the margin, acquisition is impacted.
21-Q2)

Gl

Pull FGMN
=0

We are seeing healthy retention with churn
down. Growing a bit slower than pre-
COVID levels, but it is still probably a bit of
an "overall COVID over hang that is still
happening after 2 years of global
pandemic, that we're still unfortunately not
outof.” (21-Q4)

Weekly Global Paid Net Adds Year to Date (M)
oM
- 2020
30M
2019
3M

20M

15M

2022

------ “® (122 forecas)

lan  Feb  Mar  Apr  May Jm  Jd  Aug  Sep Od  Nov Dee

This shows an example of a map using summaries which | designed for a presentation.

For More information contact. Dr. Michael Gizzi, Certified MAXQDA Trainer

https://www.4stagesofresearch.com mgizzi@ilstu.edu or mgizzi@gmail.com

You can also attend one of my longer Document Summary Webinars
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