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Farmalife boosts sales and increases customer loyalty  
with personalised direct mail

In the competitive and saturated retail industry, building  
strong customer relationships and reinforcing customer  
loyalty is an important part of business success. Brazilian 
pharmacy chain, Farmalife, decided to enhance its customer 
engagement by creating a personalised calendar gift and  
direct mail piece for 7,000 of its most loyal customers. 

The calendar featured an image personalised with the  
recipient’s name for each month and the production  
costs was financed by Farmalife’s suppliers in return for  
an advert on the back of the calendar pages.  

Farmalife used print service provider and DirectSmile  
customer, Inprima Centro, based in Sao Paulo, Brazil to  
produce the calendars. The resulting customer response  
was extremely successful, with Farmalife’s online sales  
increasing by 26% immediately after the campaign was 
distributed, and the number of new customers for the  
Farmalife Relationship Card increasing significantly. 
 
As Farmalife also set up a dedicated campaign website  

on which recipients of the calendars could post their  
feedback, the company was also able to gauge the  
overall reaction from their customers upon receiving  
this personalised gift. 

Farmalife concluded that customer opinion of the  
campaign was very positive, with comments like the  
following from Bernardo Niskier: “Perfect idea. It is  
not surprising, as I know Farmalife’s level of service,  
product mix and store interiors. Congratulations.”  
Vera Lucia said: “Highly personalised as the service  
that I always find at Farmalife – this makes me loyal.  
For me, it was a very smart and unique tribute that  
shows proximity to the customer,” and Cláudia Moreira  
Müller said: “Creative, original, surprising. I was surprised, 
touched and very happy when seeing my name on all  
the pages of the calendar. An excellent way to pamper  
and retain the customer.”

DirectSmile software and a rich database was key to  
the success of this marketing initiative.

José Antonio Monteiro Pasquale, Managing Director,  
Inprima Centro commented on his experience with  
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DirectSmile, “Direct Smile is a software that really 
pays off. One of our projects with a retail business 
got a lot of attention and return for our client. Their 
customers posted messages on a website with 
comments like - One of the best marketing cases 
ever - Congratulations to the marketing team for the 
wonderful idea - The best gift I ever received from 
a company - I couldn’t believe my name was in the 
images. For Inprima, it was a great opportunity to keep 
our client loyal and win more jobs.” 

Since 2001, Farmalife has collected relevant customer 
information and constantly aims to fi nd new ways to 
create unique customer loyalty and marketing campaigns. 
“Farmalife always strives for innovation in the areas of 
beauty and healthcare,” explained Max Villar, Farmalife’s 
marketing and merchandising supervisor. Villar said about 
the campaign that, “Every hour new praise arrived through 
various communication channels: call-center, drop-in 
messages at stores, website and e-mail. By reading the 
comments you can see that this has helped to further 
strengthen the brand.”
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