


EPOS RESULTS CASE STUDY

CAM PAI G N DEL I VERY:

6.9m impacts

8% cover

1.7 frequency

CAM PAI G N DETAI LS:

One-week tactical campaign

150 Tesco D6

15% SOV

NUTELLA

+14%
sales uplift 

during campaign

+3%
sales uplift post 

campaign



THE CAMPAIGN



C A M PA I G N  R E S U LT S



Source: Nielsen DME. Nutella (200g, 400g, 750g)

14% sales uplift during campaign; 3% sales uplift post campaign
Advertised Products: Nutella 200g, 400g, 750g
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During

+14%
Post 

+3%



Source: Nielsen DME : Nutella (200g, 400g, 750g); Marmite (125g, 250g, 500g); Hartley’s Jam (26 SKUs)

Results summary
Sales uplift: test vs control

Indication that advertised products stole market share from competitors

During Post
Nutella (3 SKUs) +14% +3%
Nutella 400g +12% +4%
Hartley’s Jam (26 SKUs) -2% -8%
Marmite (3 SKUs) -7% +1%



Results summary

During campaign: +14% sales test vs control 

Post campaign: +3% sales test vs control 

Key 400g Nutella SKU +12% sales test vs control 
during campaign 

Indication that advertised products stole market 
share from key competitors


