Insights
That Work
Real stories. Real results.
Hear directly how 2017 GRIT Top 50 companies are
achieving success in our industry.

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.
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This approach allowed the moderator to be animated throughout the session. Tim Edbrooke, President of Healogix
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