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Overview

As core inflation threatens the global recovery and consumer 
confidence, retailers and FMCG companies alike are roughly 
split into winners and losers between those retaining their loyal 
customer bases and those that lose their footfall to the more price 
aggressive competition and the discounters.

«For all of the companies profiled in the report variations of the 
80/20 rule applied, with a figure of between 15 and 40% of 
loyal customers accounting for between 60-80% of a company’s 
sales and profits. In tough economic times it is all about keeping 
customers in store and stopping them to defect to the competition, 
or from a FMCG perspective keeping them shopping the brand 
rather than a private label alternative. It is very hard to make 
shoppers return to the status quo ante once they have become 
disloyal.»

Benefits
Learn from case examples•	  across consumer industries 
including retail, FMCG and food service operators how to 
generate and retain loyalty

Benchmark your scheme•	  against best in class examples from 
the EU and the US, both from the physical offline world as well 
as from rapidly growing online

Be inspired •	 by our thought provoking recommendations 
and innovative ideas to leave the status quo behind, by going 
beyond reward cards

Explore ecosystems•	  and 360 degree environments, 

Discover how•	  to foster online communities, 

Find out•	  crucial insights into product and reward personal 
-isation.

Learn how to utilise NSM•	  footprints and location based 
loyalty schemes

Find•	  the key to tiering loyalty schemes

Be up to date •	 with splitting loyalty from simple frequency 
and discount rewards 

Be prepared for loyalty’s move•	  on to the smartphone and 
the future of loyalty schemes by learning from cutting edge 
players who integrate NFC and loyalty now

HOW TO CREATE LOYALTY 
TO BEAT THE INFLATION TRAP
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About our last report

«I found it very insightful. [...] Impressed with the amount of 
information that has been covered by your report.» (Retail mer-
chandising company)

«I found the document easy to read, well laid out and the 
content thought-provoking. It reminds me of the major consi-
derations that affect our markets, and to address these key 
issues when approaching the global brands and retailers. Retail 
Predictions 2011 is a very good demonstration of the quality of 
how ResearchFarm operates and communicates.» (Technology 
supplier)

«The content is very interesting to us, as we look after many of 
the largest shopping centres and we also represent many inter-
national retailers entering our market. There is plenty of food for 
thought.» (Property consultants)

«It looks impressive.» (Property company)

«It was helpful. It helped me to persuade my boss to take on a pro-
ject about e-commerce research. I was really surprised by the impor-
tance of legal issues. I never read that elsewhere before.» (Govern-
ment)

«Thank you again for the study. These are very, very interesting, well 
explained (so, logical) predictions. Highly reliable and useful (I like 
the idea very much that loyalty schemes will move onto smartpho-
nes). It’s quite impressive!» (Publishing group)

«Great research, very useful.» (Retailer)

«We have enjoyed reading your research information and have found 
it to be helpful in validating some of the other Grocery industry news 
information and predictions.» (Retailer)

«On DLF’s (Danish Association of Fast Moving Consumer Goods Manufacturers) 
New Years Conference on the 20th of January 2011 we had the great pleasure to 
hear ResearchFarm speak about future trends in online grocery retailing. The feed 
back from the conference participants was very positive as they gave Research-
Farm’s presentation the highest score of all speakers, finding the analysis about the key 
success factors of chosen EU and US online retailers both very interesting and inspiring. 
We can therefore give ResearchFarm our best recommendation.»
Dagligvareleverandørerne – Danish Association of Fast Moving Consumer Goods Manu-
facturers

TESTIMONIALS AND CLIENTS



ABOUT RESEARCHFARM

ResearchFarm is a start up boutique focused on strategic insight 
and innovative topics and trends in the FMCG/retail space. A key 
word for us is innovation. We try to unearth what works and 
what doesn’t and tell our audience about it. For us the client 
comes first, as such we are focused on the story to tell, sharing 
insight and analysis, not on getting our names in the media – 
though we will engage in this as well occasionally.

1. ACTIONABLE RECOMMENDATIONS
Our reports provide you with recommendations 
for each chapter to help your strategic decisions.

2. BEST PRACTICE
Every chapter features a case example and in-depth 
insights and recommendations.

DELIVERING ADDED VALUE THROUGH OUR REPORTS

OUR METHODOLOGY

3. INTERVIEWS WITH KEY PEOPLE
The report is based on in depth conversation with 
business leaders, CEOs and CRM specialists.

LAY THE GROUND FOR NEW GROWTH!

Researchfarm strives to deliver a starting point for constructive dis-
cussions and provide clear solutions and direction.

Our in depth observations of fundamental changes combined with 
our strategic insights into the sector and our entrepreneurial think-
ing provide unrivalled, actionable and meaningful solutions.

Our recommendations will enable you to formulate new strategies, 
head for the right milestones, drive future growth and set the right 
incentives.
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HOW TO ORDER

PRICE OF THIS REPORT
This report is priced GBP1,500 (120 pages, delivered as a PDF file).

VISIT OUR WEBSITE 
www.ResearchFarm.co.uk

ORDER ONLINE
Payment modes offered:

By bank transfer•	
When checking out, please check ‘invoice’ as payment mode. We then send you 
an invoice.
By credit/debit card•	
Secure payment via Paypal. If you want to pay with your credit/debit card you 
don’t need a Paypal account, just use the appropriate option when landing on the 
Paypal page after checking out.

RECEIVE YOUR REPORT BY EMAIL

CONTACT
ResearchFarm Ltd
Suite 12154 - 2nd Floor
145-157 St. John Street
London EC1V 4PY (UK)

Phone		 +44 (0)20 3286 9801 
Email		  sales@researchfarm.co.uk
Web		  www.researchfarm.co.uk


