Consumer Dev'elc_)p'me.nt & Refinement
AGILE ATTITUDES & USAGE™ Exploration Prioritization

Methodology Our Approach

A quantitative survey with up to
20 questions to explore consumer
attitudes, usages, habits,
practices, and behaviors.
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KEY FINDINGS » PRIMARY PURCHASER & STORES SHOPPED (N=300) PURCHASE DECISION (N=300)
Where we are different... 93% of Cleaning Wipes consumers are purchasing products Price and Brand are the most likely to be ranked as the most important
themselves, primarily at supermarkets attributes in purchase decisions
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GutCheCkuql Product available in USA, UK, AUS, CAN

Coming soon in BRA, CHN, FRA, GER, IND, MEX, SPA



