Blumana
TechnologySeedEntrance fee:€1,000.00Taxation:JEI150 0 B TerPEA
Don't miss the opportunity to invest in Blumana
AI agents specializing in consumer intelligence for B2C brands.
€583,603.20 raised
Average ticket/investor
€2,309.88
Invest
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Summary
Up€583,603Objective€750,000SectorTechnologyLevee stageSeedValuation€2,799,571
The company's strengths
· €200k in ARR in just 6 months , with references like L'Oréal, Air France, Truffaut and Norauto: traction that demonstrates product-market fit in the premium B2C segment.
· A proprietary Knowledge Graph at the heart of the platform, impossible to replicate with standard AI approaches: some large groups have tried to rebuild a similar solution internally for a year, without success.
· A market of $150 billion spent annually on customer knowledge, growing by +37% in 3 years, on which no player yet offers a response that is actionable, continuous and personalized.
· An exceptional advisory board , bringing together the co-founder of JobTeaser and former employees of major B2C brands, which provide immediately actionable credibility and network.
Pitch
The problem
Major B2C brands now have thousands of consumer signals at their disposal: customer reviews, social media, surveys, CRM data, customer support information, and competitor data. However, this information remains fragmented, difficult to use effectively, and rarely translated into concrete decisions. 
Current tools primarily allow for:
· either to collect partial data
· or to produce dashboards that are not very actionable
· either to carry out costly and slow ad hoc studies.
As a result, marketing, product, retail, and CX teams continue to make decisions with an incomplete understanding of the market and consumers. 
In an environment where consumer expectations are constantly evolving, the ability to quickly understand market signals becomes a major competitive advantage.
The concept
Blumana was created to fill this gap. The platform captures the voice of the entire market – the brand's customers, those of competitors, and the entire category – and transforms it into actionable intelligence, accessible to every team.
With Blumana, each employee has an expert AI agent that understands their job, context, and specific challenges. It tells them where the brand is winning, where it's losing, and how to react with reliable, personalized, and immediately actionable recommendations.
Products / services
Blumana is an end-to-end consumer intelligence infrastructure. The platform aggregates all available signals (online reviews, social media, surveys, customer calls, CRM data, support) about the brand as well as its competitors. This raw and fragmented data passes through a structuring layer that organizes it according to products, personas, geographies, and stages of the customer journey.
At the heart of the technology is a proprietary Knowledge Graph that connects all these entities to create a reusable and continuously improving business context. On top of this, an AI reasoning engine generates multi-dimensional, causal, and personalized recommendations by role and team. These insights are then activated directly where teams work: via Slack, Teams, WhatsApp, or automated reports.
Added value and differentiating factors
Blumana doesn't just add an AI layer to existing data. It builds a proprietary intelligence infrastructure that becomes more valuable, and harder to catch up to, over time.
A Knowledge Graph that creates a sustainable competitive advantage
Where traditional RAG approaches are limited to textual similarity, Blumana's Knowledge Graph reasons through complex business relationships: product × competitor × geography × persona × channel, simultaneously. Each new market mapped enriches the entire graph, creating a unique snowball effect. L'Oréal attempted to build a similar approach internally for a year without success.
Actionable recommendations, not observations
Traditional tools generate scores and trends. Blumana produces concrete decisions with a measurable impact on revenue. Each recommendation is contextualized by team, market, and stage of the customer journey, drastically reducing the time between insight and action.
High switching costs naturally foster loyalty
The platform integrates deeply into the daily processes of marketing, product, retail, and CX teams. The more it is used, the more data, relationships, and workflows it accumulates. This increasing integration generates strong, natural retention.
A high-margin SaaS model
With an 85% gross margin, Blumana demonstrates the inherent scalability of its model. Each new customer is onboarded onto an already built infrastructure, maximizing profitability as the customer base grows.
Business model
Blumana operates a pure B2B SaaS model, structured around two complementary segments that allow it to address both large groups and growing brands.
Two segments, one shared value logic
The Enterprise segment targets major B2C brands with an average contract value of €100k/year and a sales cycle of 5 to 10 months, driven by trade shows, outbound marketing, and referrals. The Mid-Market segment addresses more agile brands with an average contract value of €25k/year and a shorter cycle of 2 to 6 months through inbound and outbound marketing. L'Oréal's journey perfectly illustrates the Enterprise dynamic: first Proof of Concept (POC) at €10k in October 2025, second POC at €20k in December, contract signed at €80k ARR in February 2026 with the potential to extend to €300k-€500k across the entire group.
Modular and scalable pricing
The pricing structure combines a knowledge base subscription, ranging from €15k/year (Basic) to €80k/year (Enterprise) depending on data volume, with differentiated user licenses: Creator at €1,200/year, Recipient at €120/year, and Viewer for free. This model allows for natural revenue growth as customers deploy the solution to more teams and markets.
Successes
In less than a year, Blumana has built remarkable commercial traction on some of the most demanding accounts in the French B2C market.
12 paying pilots signed in 6 months
In its first few months of operation, Blumana signed 12 major brands to paid pilot programs, acquiring 3 new clients per month. This rapid conversion, in cycles that often exceed 6 months in the industry, demonstrates a genuine market need and an immediately perceived value proposition.
Customer references that validate the value proposition
L'Oréal, Air France, Truffaut, Norauto, En Voiture Simone, Aramisauto: the list of clients illustrates both the sectoral diversity and the strength of the references.
€200k ARR and €500k under active discussion
In April 2026, Blumana has €200k in ARR and has a pipeline of €500k in ARR in active discussion, a sign of accelerating commercial momentum.
Acquisition strategy
Blumana deploys a targeted acquisition strategy, adapted to the decision cycles of major B2C brands, with two main levers that reinforce each other.
Outbound marketing and trade shows for the Enterprise segment
The Enterprise approach relies on a combination of targeted outbound marketing and presence at key industry events, such as L'Oréal's AI Summit, where Blumana pitched and signed a contract in the following months. Referrals and strategic partnerships also play a key role in generating qualified leads in this segment.
Inbound marketing and proof-of-use for the mid-market
In the mid-market segment, the strategy focuses on inbound marketing fueled by the reputation built with major brands. Documented customer case studies (L'Oréal, Air France) create immediate credibility with more agile brands, shortening the sales cycle and facilitating conversion. Paid pilot programs, structured as low-risk proofs of value, are the primary driver of relationship initiation.
The market
The customer insights market represents a significant opportunity for major brands: $150 billion is spent globally each year, with a projected growth of 37% over three years (ESOMAR, 2025). This spending reflects a growing awareness: in a context of market saturation and intensifying competition, the ability to understand and anticipate consumer expectations has become a decisive advantage.
Blumana primarily targets major B2C brands in the consumer goods and retail sectors, an environment where research and insights budgets are significant, teams are large, and the need for coordination between business units is particularly strong. This is precisely where Blumana's offering creates the most value: by unifying disparate data and making it actionable for every team, in every market, on an ongoing basis.
Competition
The market today leaves major brands with two unsatisfactory choices: pay €150k for a one-off, identical consulting study, or use a dashboard that only offers scores and themes without any actionable insights. None of the existing players (VoC/CX tools like Medallia or Qualtrics, social listening platforms, or consulting firms) combine personalized strategic responses, continuity, and scalability.
Faced with traditional tools designed for sending surveys but not for reasoning through complex data, and with slow and expensive consulting firms, Blumana stands out with a radically different proposition: an expert AI agent, continuous and personalized by team and business context. Its proprietary Knowledge Graph represents a technological barrier that standard RAG approaches cannot replicate and that becomes increasingly difficult to overcome with each new use case.
Action plan
Over the next 12 months, Blumana is structuring its development around three complementary axes which should enable it to reach one million euros in ARR by April 2027.
Commercial acceleration and ramp-up
The immediate objective is to capitalize on the current momentum of acquiring three new clients per month by intensifying sales efforts in both segments. Strengthening the sales team will accelerate sales cycles and expand our presence into new B2C sectors, beyond the beauty and automotive industries we already serve.
Product reinforcement and user adoption
In parallel, Blumana is investing in new features to facilitate user adoption and retention. The goal is to make the platform even more integrated into the daily work of teams across marketing, product, retail, and customer experience (CX), and to broaden use cases to maximize revenue growth within existing accounts.
Consolidation of technological lead
The continuous strengthening of the proprietary Knowledge Graph is at the heart of the long-term strategy. Each new sector mapped, each new dataset integrated, enriches the infrastructure and widens the gap with potential competitors. It's the strongest barrier to entry Blumana can build.
Use of funds
Blumana aims to raise €500k in equity, including €250k from Sowefund, with SIDE Angels as the lead investor. These funds will be used to accelerate commercial growth and consolidate its technological lead, with the objective of reaching €1 million in ARR by April 2027 and becoming the standard for market intelligence in Europe.
Exit solutions
Blumana is positioned in a segment with strong appeal for strategic players in the CRM, MarTech and Data Analytics market, offering investors credible exit prospects driven by the acquisition dynamics in the sector.
· Acquisition by a CRM or MarTech player: Global leaders like Salesforce, Adobe, and HubSpot are actively seeking to enrich their platforms with advanced consumer intelligence capabilities. Blumana represents a strategic technological asset: its proprietary Knowledge Graph and its extensive Enterprise customer base make it a natural acquisition target for any player looking to accelerate its automated customer intelligence efforts.
· Acquisition by a research and insights player: 
Groups specializing in market research and 
consumer insights (Kantar, Nielsen, Ipsos) are under pressure to 
digitize and automate their offerings. Blumana represents 
an opportunity for them to reposition themselves with a scalable SaaS model, by adopting a technology and commercial traction that have already 
been validated.
· Acquisition by a social listening / Voice of Customer player: Solutions (like Sprinklr, Qualtrics, Medallia) must embed AI in their processes to continue diversifying their offering and conquering new markets.
Risk factors
We remind you that investing in unlisted startups carries significant risks of capital loss and illiquidity. It is recommended that you only invest amounts you can afford to lose, in line with your investor profile, and that you diversify your investments. For inexperienced investors, this exposure should not exceed 10% of your assets.
They recommend Blumana
Teams
FAQ
How does Blumana differentiate itself from existing customer listening tools like Medallia or Qualtrics?
Traditional VoC and CX platforms are designed to collect and display data: satisfaction scores, recurring themes, mention volumes. Blumana goes radically further: it analyzes this data by simultaneously cross-referencing products, competitors, personas, geographies, and customer journeys to generate actionable strategic recommendations. Where a dashboard says "your rating has dropped on this product," Blumana responds "here's why, here's what your competitors are doing, and here's what your marketing team should be doing now."
What is a Knowledge Graph and why is it a strong competitive barrier?
The Knowledge Graph is the core infrastructure of Blumana. Unlike traditional RAG approaches that rely on textual similarity, it builds business relationships between all market entities—products, brands, channels, personas, geographies, and customer journey stages—and continuously enriches them with each new piece of data integrated. This business memory accumulates and strengthens with use: the more Blumana is used, the more valuable and difficult to replace it becomes. This is what L'Oréal tried to replicate internally for a year, without success.
How does Blumana guarantee the reliability of the recommendations generated by AI?
Every recommendation generated by Blumana is grounded in real, sourced data (online reviews, surveys, customer calls, CRM data) aggregated from multiple channels. The platform consistently identifies the sources of its analyses, allowing teams to verify, contextualize, and adopt the insights. This transparency is a non-negotiable requirement for large enterprise accounts, where data reliability is a key selection criterion.
How does the investment process work on Sowefund?
Investing through Sowefund is simple and entirely paperless. After creating your investor account and completing your profile, you access the Blumana offer page and select the amount you wish to invest. The entire subscription, signing, and fund transfer process is completed online. Sowefund supports you at every step and keeps you informed of the fundraising progress.
What are the rights of investors in Blumana's capital?
By investing in Blumana through Sowefund, you become a shareholder alongside the founders and the lead investor, SIDE Angels. As such, you benefit from the rights associated with your share class, including the right to information about the company's activities, participation in general meetings, and access to annual financial reports. Sowefund monitors the investment and provides you with regular updates about the company.
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