EXAMPLE - INFERENCE REPORT

We interviewed one U.S. Army veteran for thirteen
minutes, on behalf of a client. This document is
everything we captured.

The client is a large U.S. bank exploring a new rewards card built for the military community. VTRN Labs
conducted a single semi-structured voice interview with one verified panel member. Below is every data
point captured directly from the participant, and every consumer-psychology signal our research model
inferred from the conversation. Both categories are labeled throughout so you can see exactly where the
data came from.

Proceed to market with the concept, subject to three pre-launch
adjustments and one positioning correction.

The participant is directionally supportive of the product thesis. Before advancing to a broader
qualitative sample or quantitative validation, we recommend the client take the following four actions.

Correct the uniform inaccuracy in the marketing imagery before any further review by a military
audience.

Extend Deployment Protection to cover TDY (temporary duty) periods, not only deployments.

Elevate commissary and grocery spend to the anchor reward category, and reallocate category
budget away from PCS.

Calibrate positioning to the trust standard set by USAA and PenFed with this consumer: understated
visual design, plain language, and demonstrated cultural fluency in preference to overt military branding.

About this study

VTRN Labs conducted a single 12-minute, semi-structured voice interview with a member of our
verified U.S. military community panel, on behalf of the client. The session covered the
participant's service history, current banking and card behavior, unaided reaction to the client's
rewards-card concept, and reaction to concept marketing materials shown pre-call. Consent to
record was captured verbally at minute one.

The report separates two categories of data. Explicitly captured fields are drawn directly from
statements the participant made in the interview. Inferred fields are produced by a research-
tuned reasoning model from the pattern and content of responses, cross-checked against our
schema of thirty consumer-psychology signals. Each section below carries a tag indicating which
category applies.




Study metadata

CLIENT

U.S. Bank
(confidential)

PARTICIPANT
AK.

Personal profile

BRANCH
U.S. Army

ERA OF SERVICE
Post-9/11 - GWOT

FINAL DUTY
STATION

Fort Knox, KY

STUDY TYPE

Military rewards
card

DURATION
12 min 01 sec

COMPONENT

Active Duty
(separated)

DEPLOYMENT
Iraq

HOMETOWN /
ORIGIN

Chicago, IL

Health & service-connected context

PRIOR DIAGNOSIS
Late-stage cancer

CAUSE
ATTRIBUTION

Iraq burn-pit
exposure

Consumer & financial profile

PRIMARY BANK
USAA

TOTAL CARD COUNT
3+ active

DISCRETIONARY
SPEND VELOCITY

Moderate-to-high
(inferred)

BANK TENURE

20+ years (since
West Point)

REWARDS
PROGRAM MODE

Airline / travel miles

FINANCIAL
SOPHISTICATION

Mid-to-high
(inferred)

METHOD

1:1 voice, semi-
structured

RECORDED

2026-07-23 - 22:02
ET

CAPTURED DIRECTLY FROM

COMMISSIONING
SOURCE

West Point (USMA)

DEPLOYMENT
PERIOD

Dec 2007 - Feb
2009 (15 mo)

HOME OF RECORD
Chicago, IL

LANGUAGE
English (U.S.)

CONSENT
Captured (verbal)

CLASS YEAR
2006

FIRST UNIT
25th ID - 2nd BDE

MARITAL STATUS
Married

SYSTEM-CAPTURED

COHORT TIER

Verified panel
member

REPORT ID
VTRN-2026-0723-AK

THE PARTICIPANT

RANK AT
SEPARATION

Captain (0-3)

PRIMARY DUTY
STATION

Schofield Barracks,
HI

CHILDREN
3

CAPTURED DIRECTLY, DISCLOSED UNPROMPTED

TREATMENT

~2 years in-service
(Chicago)

CURRENT HEALTH
Full remission

VA-RELEVANT
Yes (PACT-eligible)

CAPTURED DIRECTLY, WITH MODEL INFERENCE WHERE NOTED

BANK ENTRY POINT

West Point junior-
year loan

PREFERRED
REDEMPTION
Cash / statement
credit / point-to-
flight

BRAND LOYALTY
(BANKING)

High (USAA lock-in)

INSURANCE
CARRIER

USAA (multiline)

TOP SPEND
CATEGORIES

Groceries - travel -
family logistics

BRAND LOYALTY
(CARDS)

Low (multi-card,
fluid)

SECONDARY CARD
ISSUER

Chase

HOUSEHOLD SIZE
5 (2 adults + 3 kids)

TRUST ANCHORS
NAMED

USAA - PenFed



Adjacent brand signal

VERIZON

Wireless - 20+
years - rewards
program flagged as
anti-pattern

USAA
Positive - trust
anchor - primary
bank

Voice & delivery signal

SPEECH CADENCE

Unhurried,
thoughtful

VOCAL REGISTER
Mid, steady

RESPONSE LATENCY

Short, direct

HUMOR REGISTER
Dry, understated

Cognitive & reasoning profile

REASONING STYLE

Inductive - example-
driven

SKEPTICISM
DIRECTION

Toward marketing
tactics, not products

DOMAIN FLUENCY
(MILITARY)

Native (TDY, PCS,
commissary, DoD)

TIME ORIENTATION

Past-integrated,
present-practical

NAMED DIRECTLY BY THE PARTICIPANT, UNPROMPTED

PENFED
Positive -

"upstanding people"

- trust anchor

CHASE

Neutral - card
holder

COMMISSARY
(DECA)

Positive -
unprompted anchor
use case

INFERRED FROM AUDIO RHYTHM, TONE, AND CADENCE

ANSWER LENGTH

Long-form,
structured

EMOTIONAL
VOLATILITY

Low

UPTALK

Absent

INTERVIEWER
RAPPORT

Established by
minute two

FILLER FREQUENCY

Moderate ("like,"
llyeahll)

SIGNAL-TO-NOISE
High

INFERRED FROM RESPONSE STRUCTURE AND CONTENT

DOMAIN FLUENCY
(FINANCE)

Mid-to-high (APR,
redemption logic)

VALUES REGISTER

Gratitude - humility
- earned trust

FRAMING
PREFERENCE

Concrete before
abstract

DECISION PATTERN

Deliberative -
comparison-driven

CONSUMER
ARCHETYPE

Pragmatist / planner

RECENCY BIAS

Low - draws on 10+
yr horizon



Executive summary MODEL SYNTHESIS OF THE INTERVIEW

West Point-educated Army officer, deployed to Iraq 2007 through 2009, now mid-career
and married with three children. Banking is anchored at USAA, and the relationship began
with the West Point junior-year loan program that most classmates take. He carries
multiple rewards cards and is comfortable moving spend between them, which suggests
moderate loyalty and a relatively low switching cost if a better offer appears.

He reacted to the concept with cautious support. Deployment Protection resonated.
Commissary cashback resonated more. What he did not accept at face value: PCS
cashback, because most PCS costs are already reimbursed by the DoD, and the marketing
imagery, which he flagged as showing a soldier wearing the uniform incorrectly. He also
volunteered an addition: coverage should extend from deployments to TDY, since TDY
periods create the same practical hardship the feature is designed to soften.

He named USAA and PenFed as the two brands he would trust to launch a card like this. A
new entrant would need to prove cultural fluency before earning consideration, but he did
not close the door on one.



Signal to flag RECOMMENDED NEXT ACTIONS

01

02

03

04

05

Fix the uniform in the marketing mockups.

Participant identified that the soldier in the imagery has the collar of the uniform worn incorrectly. In
his read, most service members would notice within seconds and it would undermine credibility
before the product is even evaluated. A quick pass by any active-duty or veteran reviewer would
catch this class of error.

Extend Deployment Protection to include TDY.

In his framing, deployment and temporary duty (TDY) are different things, but they create the same
practical financial problems: missed mail, out-of-pocket periods, and being unreachable for autopay
issues. Covering both would meaningfully increase the utility of the feature and would also signal
cultural fluency.

Reconsider PCS as a reward category.

He noted that PCS moves are largely covered by the DoD through the lodging allotment, per diem,
government-purchased flights, and household-goods movement. Rewarding a category the
government already pays for reads as an offer that has not been thought through. Reallocating this
budget to a stronger category is a lower-risk investment.

Elevate commissary to the anchor reward category.

He named commissary and grocery spend as the single most obvious military reward category,
unprompted. His logic: it captures every life stage from a single junior enlisted member through a
family of seven. The current concept has it in the mix, but treating it as the anchor rather than one
option among many is likely the stronger positioning.

Design against the Verizon-store failure mode.

He volunteered Verizon's rewards store as his emotional benchmark for what a bad rewards program
feels like: points that unlock only a fraction of an item's price, forcing the customer to spend more
real money. Any perceived cap or gate on redemption will likely be read as a bait-and-switch and will
undermine trust.



Behavioral signal INFERRED

Emotional and behavioral cues our model picked up from the participant's rhythm, tone, intonation,
inflection, word choice, and response latency during the call.

EMOTIONAL OPENNESS High
¥ ¥ ¥ ]

ENTHUSIASM Measured
D D G
VERBOSITY Expansive

WILLINGNESS TO CRITIQUE High
¥ ¥ ¥ ]

EMOTIONAL REGISTER Reflective - dry humor
D G G CE——

COMFORT WITH RECORDING Immediate
. ¥ ¥ ¥ ¥ ]

WARMTH TOWARD INTERVIEWER
c ¥ Y ¥ ]

Warm, dry

CYNICISM
D G

Targeted at gimmicks

CONCRETENESS High - example-driven
D G G G CE——

TOLERANCE FOR AMBIGUITY Moderate

FATIGUE SIGNAL Low - one mention

CALLBACK LIKELIHOOD High
. ¥ Y Y ]

FORMATIVE CONTEXT

Why he served

Path. Chicago origin, West Point cadet, commissioned into the Regular Army in 2006. The
five-year active-duty obligation from the Academy placed him with the 25th Infantry Division
at Schofield Barracks, Hawaii, and then in lraq from December 2007 through February 2009
(fifteen months).

The chapter that reshaped him. Shortly after redeployment he was diagnosed with late-
stage cancer linked to Iraq burn pit exposure. Roughly two years of his remaining service were
spent in treatment and recovery, largely in the Chicago area. He is fully healthy now. He
offers this history as biographical context, not as a grievance.

What he carried out. Gratitude, a durable respect for the people he served with, and a filter
that is unusually sensitive to anything performative or unearned. He does not use his service
as a currency, and he is quick to notice when others do.



Concept reaction SORTED

LANDED DID NOT LAND MISSING

— Deployment Protection — PCS cashback — TDY coverage

— Commissary cashback — Uniform in mockups — Military-fluent language

— No annual fee (AD, vets, — Any capped redemption — Evidence the team did the
family) homework

— Restrained visual design

In his own words VERBATIM

"Anyone in the army would look at that and be like, what in the heck is this. It's goofy, but it
kinda makes you look dumb."

ON THE UNIFORM IN THE MOCKUPS

"There's an actual deployment, and then there's something called TDY. Having some flexibility
around that would be good."

ON EXTENDING COVERAGE TO TDY

"Commissary and groceries. To me, that's like a no-brainer."

ON THE ANCHOR REWARD CATEGORY

"Even if I have enough points to buy the whole thing ten times over, you can only use a
fraction. It's a total gimmick. Deceptive, honestly."

ON REDEMPTION CAPS




Next study fit PANEL TARGETING

USAA product research Strong

Long relationship with the brand, will speak candidly about it.

Officer household finance Strong

Dual-parent household, three children, planning horizon of a mid-career professional.

Veteran health - burn pit exposure Strong

Personal experience, comfortable discussing it, high relevance for VA and pharma clients.

SDVOSB federal contracting buyer studies rit

Founder of an SDVOSB firm himself; would surface builder-side signal rather than participant signal.

Enlisted-focused product studies Wweak

Officer perspective; would not represent enlisted signal directly.

Alex: Hello Aaron. This is Alex calling from VTRN. Wonderful to reach you. Is this still a good time for a fifteen minute
conversation?

Participant: Yeah, that sounds good.

Alex: Wonderful. So I'm running a research study for a client of ours, a large U.S. bank building a new rewards card for
the military community. It should take about fifteen minutes and we'll send you thirty dollars for your time at the end.
Before we begin, may | record our conversation for analysis? A simple yes or no?

Participant: Yeah, that's fine.
Alex: Wonderful, thank you. First, could you tell me a bit about your time in the military?

Participant: | grew up in Chicago. Went to West Point, graduated in 2006. Active duty officer, five-year commitment,
spent that in Hawaii with 25th Infantry Division, 2nd Brigade, Schofield Barracks. Deployed to Iraq for fifteen months,

December 2007 through February 2009. When | got home | was diagnosed with late-stage cancer tied to Iraq burn pit
exposure. Most of my last two years in the Army were treatment and recovery. Fully healthy now.

Alex: How does that time shape how you see the world today?
Participant: Real grateful for it. You meet amazing people. It makes me appreciate what we have here.
Alex: What does your banking setup look like?

Participant: Mainly USAA. Junior year at West Point you get a low-interest loan, every class gets that. Regular
checking, savings, insurance through USAA.

Alex: Credit or debit cards?



Participant: USAA, Chase, maybe Barclays. Mainly rewards cards. Three kids, groceries and travel. Airline miles
matter.

Alex: What frustrates you about rewards programs today?

Participant: Verizon. You have all these points, go to their rewards store, find a two-hundred-dollar item, but you can
only use points up to fifty of that. Even if | have enough points to buy it ten times over, you can only use a fraction.
Total gimmick. Deceptive.

Alex: Did you see the mockups?

Participant: Yes. Clear you put effort in. But the people are wearing their uniform wrong. Collar is up. No one in the
army would wear it like that. Everyone in the military would notice. It hurts your credibility.

Alex: Let me outline features: no annual fee, cashback on commissary, gas, PCS, travel, plus Deployment Protection
that pauses APR during deployments.

Participant: On deployment protection, add TDY. Deployment and TDY are different, but TDY still creates missed-mail
and out-of-pocket problems. On PCS, I'm not compelled — the military already covers most PCS costs. The big one for
me is commissary. Every life stage, from single junior enlisted to a family of seven.

Alex: Which bank would you trust to launch this well?

Participant: USAA default. PenFed also. Upstanding people.
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