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CHAPTER 1 INTRODUCTION

What is cDNA?

Verdict's consumer dynamics programme — known as cDNA for short — provides a
series of analytical products and services based around retail consumer research.

Over the past nine years we have interviewed more than 54,000 UK consumers about
their shopping habits — among other things, asking them what they shop for, where
they shop for it and what factors they look for when selecting a store.

The results of this intensive and ongoing study, which covers eight key retail sectors*,
is a wealth of data that tracks market trends, company performance and consumer
behaviour. This, together with Verdict's analytical insight, makes the cDNA
programme one of the most pre-eminent consumer research tools for UK retailing.

* The main sectors covered are: clothing, DIY, electricals, food & grocery, footwear,
homewares, music & video and personal care.

What's Available?

The findings from Verdict's cDNA research are available through:

Reports: Reports cover a variety of topics and areas, and combine well presented
data and information with analytical opinions and expert insights that provide
compelling messages to enhance your understanding of consumers.

Presentations: Presentations can cover any aspect of our cDNA research and can
even combine findings with non-cDNA retail material. The amount and type of
information included is entirely up to you, which means that a final presentation is
tailored and responsive to the specific needs of your company.

Consulting: Designed to give you full control over your consumer research
requirements, our cDNA consulting service provides bespoke solutions for a wide
variety of business undertakings.

Database: The cDNA database is an interactive tool that allows raw data to be
probed and investigated so you can undertake your own analysis and calculations. In
providing this function the database gives you infinite research flexibility.
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