Target audience

N=300
Consumers aged 34—64 who consume the product at least once a month

and have purchased the product in the past three months

Methodology

Full-service engagement that relied on aytm’s expert services team to
handle every aspect of the study

10 minute survey that utilized the Kano method to assess 21 different
product attributes

Responses were captured on a 5-point satisfaction scale, then averaged

for each question and plotted on a chart to identify their classification

Results

A competitive advantage: The majority of this product’s attributes were

classified as “attractive”, meaning they excite and delight the buyers without
being sought out
A new opportunity: A potential new product version was uncovered for a niche

segment of the target audience, which will be researched and explored further




