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about grIt

About the GRIT Report
The GreenBook Research Industry Trends  

(GRIT) Report is the leading survey of the  

insights industry, analyzing trends, providing  

benchmarks, and serving as a strategic  

planning resource for researchers. Over  

30,000 insights pros, executives, and clients  

read each new edition of the report.

 

About GRIT Top 50 Most  
Innovative Market Research Suppliers
Over the past seven years, the GRIT Top 50 ranking has become one of the  

key metrics many companies use to understand their position in the insights  

industry. It is similar to a brand tracker with the attribute of “innovation”  

as the key metric. Using an unaided awareness verbatim question, we ask  

respondents of the GRIT survey to list and rank the research companies  

they consider to be most innovative.

http://gritreport.com
http://gritreport.com


the Wall by schlesinger  
Enhances Qualitative  
Engagement of Physicians 



aBoUt thIs  
CasE stUDY

Business issue: 

  •  Increase brand loyalty

  •  Increase sales, volume

  •  Increase market share

Methodologies:

  •  Advertising Research 

Client: Leading Pharmaceutical 

Manufacturer and Distributor

Client Industry: Healthcare

Project Year: 2016

CHALLENGE
 Schlesinger Associates was  

commissioned by Healogix, a marketing 

research consultant to the pharmaceu-

tical and biotech industry to deliver a 

unique data collection solution on be-

half of a large pharmaceutical company. 

The client required rapid turnaround of 

research on creative content targeted at 

physicians. The client also required a  

compelling research experience and  

results for fast management buy-in.

SOLUTION
 Schlesinger provided rapid and 

on-target recruitment of physicians to 

participate in eight individual, in-depth 

creative workshops within one day at  

its New York City facility. When Healogix  

approached Schlesinger with their brief, 

The team made available its latest tech-

nology for qualitative studies; The Wall by 

Schlesinger. Schlesinger has discovered an 

innovative way to create research partici-

pant engagement, allowing researchers to 

deliver deeper and faster insights and this

tool was an obvious choice to maximize 

the value of the time spent with these 

important recruits. The Schlesinger tech-

nical team advised on best deployment of 

The Wall for the workshop style study and 

loaded and tested the content in advance 

of the workshops.

 Helogix leveraged the 190” dynamic, 

multi-window, interactive display which 

showcased a variety of advertisement 

stimuli. The Wall provided physicians 

with high-impact visualization of the  

creative concepts, allowing for dynamic, 

side-by-side direct comparison of the  

advertisement concepts. The respondents 

engaged at The Wall with the annotation
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“Schlesinger has  

discovered an innovative 

way to create research  

participant engagement...”



and manipulation tools in both a free-

form and structured way to show their 

preferences and share their responses.

SOLUTION
 The Wall helped make the study not 

only a win for the Healogix researcher 

leading the groups and the participants, 

but the clients watching as well: The  

agency and the markets viewed the 

groups. There was full engagement  

both sides of the mirror. This was a new 

experience for the client and led to ideas 

generation on-site.

 This approach allowed the moder-

ator to be animated throughout the ses-

sion. Tim Edbrooke, President of Healogix 

said, “Physician engagement was remark-

able. The physicians spent fifty-five min-

utes of the hour on their feet engaged with 

the Wall, evaluating concepts quickly and 

easily. They were more ebullient and more 

eloquent.”  The moderator was able to  

capture the ‘voice of customer’ through 

annotation directly onto the content.

 Being engaged at the time of the re-

search and seeing the interaction,  

allowed for client decisions to be made 

more quickly. Summing up, Tim Edbrooke 

said, “We had never viewed a group that 

was so engaged. Our client was able to 

move quickly from the report, which  

included data straight from The Wall, to 

fast buy-in from their team and campaign 

launch. The project took only three weeks 

from commission to insights. We were able 

to meet the deadline and exceed our  

client’s expectations.”
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aBoUt sChlEsIngEr 
assoCIatEs

Schlesinger Associates, an  

international marketing research 

company with offices in key  

markets in the United States and 

Europe, is a leading provider of 

research services, including data 

collection, focus group facilities, 

and respondent recruitment.

schlesingerassociates.com
“There was full  

engagement both  

sides of the mirror.”

http://schlesingerassociates.com





