
COVID-19

A  m a j o r  m a n u f a c t u r e r  l e v e r a g e d  t h e  E v e r s i g h t  s o f t w a r e  t o
c o n d u c t  n a t i o n a l  p r o m o t i o n a l  t e s t i n g  o n  a  c o r e  p r o d u c t
d u r i n g  t h e  C O V I D - 1 9  p a n d e m i c .  R e s u l t s  w e r e  c o m p a r e d  t o
p r e v i o u s l y  e s t a b l i s h e d  t r e n d s  i n  c o n s u m e r  b e h a v i o r  t o
i d e n t i f y  e m e r g i n g  s h i f t s  i n  s h o p p e r  p r e f e r e n c e s  a n d  h a b i t s .

EXPERIMENTATION

E S T A B L I S H E D

P R I O R  C O N S U M E R  

T R E N D S  

C O V I D - 1 9

E X P E R I M E N T A T I O N

R E S U L T S

Shoppers strongly engage
with promotions at a buy

quantity of one

Shoppers indicate willingness
to stock up, favoring 
must-buy promotions

Single price point offers
often resonate with

shoppers, while % Off offers
are less effective

Shoppers are responding to
clear perceived value

statements like % Off and
Buy/Get % Off

Buy/Get Free is consistently
a top performing 

offer structure

Shoppers continue to engage
with Buy/Get Free offers, 

in some cases at even
stronger levels
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