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ABOUT VERDICT RESEARCH 

Verdict Research is the UK’s leading authority on retailing and publishes unrivalled 
independent analysis of the retail industry. With 25 years experience, Verdict has 
close relationships with major UK retailers and access, at the highest level, to key 
executives working in the Top 300 retailers to hear their views at first hand. Verdict 
reports provide clients with a complete picture of the retail sector and unique 
forecasts to help UK retailers, manufacturers, service suppliers, investment analysts, 
consultants and the media with strategic planning.  

Verdict Research Ltd is a wholly owned subsidiary of Datamonitor Plc. Datamonitor 
plc is a premium business information company specialising in industry analysis. It 
helps over 5,000 of the world's leading companies to address complex strategic 
issues. Through proprietary databases and wealth of expertise, it provides clients with 
unbiased expert analysis and in-depth forecasts for seven industry sectors: 
Automotive, Consumer Markets, Energy, Financial Services, Pharmaceuticals & 
Healthcare, Technology, and Transport & Logistics. Datamonitor maintains its 
headquarters in London and has regional offices in New York, Chicago, San 
Francisco, Sydney and Frankfurt.  
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