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Stravito in 60 seconds

The problem:

Research and insights are
stored and forgotten. Time
is wasted searching,
insights go untouched,
and knowledge is lost.

The solution:

Democratize access to
research and insights,
making it fast and easy to
make more insights-driven
decisions, and get more
value from insights.

The result:

A user-friendly knowledge
management platform more
like Spotify and Netflix than
your typical enterprise
software.
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But tech alone isn't the answer;

The technology that helps to
solve these challenges is only
one part of the equation.



O

An integral part of our product development
has been the like-minded insights leaders who
have chosen to partner with us.
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One of our
incredible partners
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What is Newell Brands?
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Our family of over 50 brands is organized into
three operating segments.

Learning & Outdoor &
Development Commercial Recreation




CSlI Organization
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User Experience
Consumer Insights Insights
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Enterprise Insights Shopper Insights Analytics




Our Work
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The Vision
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Why we chose J Stravito
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The Transformation Journey
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Active Users June '24 - June '25
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The Impact
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Increased Time Reduced
Collaboration Savings Duplication

Insights
Utilization
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Thank youl!

Questions?

You can also come chat with us at booth #222

O



