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Historic Results (2008) 



Loyalty Ladder 
 I am Loyal 
 
 I would invest 
 I would help develop 

new products and 
services 

 I would switch for a 5% 
savings* 

 I would switch for a 
10% savings* 

 I try other’s products* 
 I endorse to my 

neighbor 
 I will do more business  

Narayanda, Das. “Building Loyalty in 
Business Markets.” Harvard Business 

Review. Sept. 2005. 



LCP Survey 











Seed 

 Stated Loyalty to Retailer 

 

 Seed brands: Commercial and Large have 
lower loyalty at 1 rung of ladder 

 Seed retailer/dealer: Commercial and Large 
more price sensitive.  









CP 

 More loyalty to retailer/dealer 

 

 CP Brands: Large: More price sensitive, more 
willing to try others, more willing to invest 

 CP Retailers/Dealers: Large more price 
sensitive (both levels). Commercial more likely 
to help with new products.  









Fertilizer 

 More loyalty to retailer/dealer 

 

 Fertilizer Brand: It’s complicated. 

 Fertilizer Retailer/Dealer: Large and 
Commercial farms less loyal.  

 

 

 

 









Capital  

 Stated Loyalty to retailer/dealer 

 

 Capital Brand: Statistically the same 

 Capital Retailer/Dealer: Commercial most 
loyal on 1 rung of ladder 

 

 



Overall 

 Stronger Loyalty in Seed and Capital 

 

 It varies  

 

 It’s complicated 

 

 




