AGILE ATTITUDES & USAGE™

Consumer

Exploration

Development &
Prioritization

Refinement

Methodology

A quantitative survey with up to 20
guestions to explore consumer
attitudes, usages, habits, practices,
and behaviors.

Deliverablesin 7-11 days

KEY FINDINGS
Where we are different

Percent of Market Usage Occasions

1 use cleaning wipes as a Cleaning up the
substitute fora deep  bathroom and on the
clean. goin the car.
| use cleaning wipes for
oo quick jobs in
‘V between deep

Where Shopping

1 look for promotions
and try to buy in
bulk, not too
concerned about brand.

Wiping down kitchen
counters and
oooooooooooo

| shop the same
brands at the store
most of the time.

Our Approach

300+ respondents,
gen pop or targeted
audiences

PRIMARY PURCHASER & STORES SHOPPED (N=300)

93% of Cleaning Wipes consumers are purchasing products
themselves, primarily at supermarkets
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Identify key
hypotheses to
investigate

Align on survey
guestions

PURCHASE DECISION (N=300)
Price and Brand are the most likely to be ranked as the most important
attributes in purchase decisions
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Product available in USA, UK, AUS, CAN

GutCheck 51

Coming soon in BRA, CHN,

FRA, GER, IND, MEX, SPA



