
videos, create collages, post daily journal entries, 

and use mark-up tools on concepts/images to 

provide feedback.  Reporting on results when 

using this type of methodology can also be 

faster and very targeted. For instance, transcripts 

can be pulled using tags based on specific 

search terms of interest, or by a specific patient 

segment that is of interest to a client, for  

example, age, gender, user versus nonuser, new 

start on a medication versus experienced user.

ROB BLAZEK

Senior VP, Networks 

and Analytics, Rx EDGE 

Pharmacy Networks

DATA-BASED RESULTS 

The term data-based  

results is one you don’t hear too often in the 

marketing context.  That is because so many 

patient communication vehicles do not lend 

themselves very well to experimental design 

and projectable sampling, but instead employ 

less-quantitative approaches.  In the  

pharmaceutical world, too much is at stake to 

M

MARKET RESEARCH

EXECUTIVE VIEWPOINTS

LORI GITTLEMAN

Senior VP, Market 

Research and Strategy, 

Ogilvy CommonHealth 

Market Access, part of 

Ogilvy CommonHealth 

Worldwide

THE ADVANTAGES OF ONLINE 

BULLETIN BOARDS

Online bulletin board platforms have the 

benefit of being asynchronous, so research 

participants can log in at their convenience 

rather than have to schedule an interview 

at a particular location, date, and time. This 

option can also be quite cost-effective, since 

the travel and administrative costs associated 

with in-person and phone interviews are 

eliminated. 

Most of these platforms offer a variety 

of question types and tools to make the 

experience more interesting and creative for 

participants, which can result in richer, more 

insightful, and colorful findings for clients.  For 

instance, participants can upload pictures and 

rely upon hypothetical means of determining 

effectiveness.  Data that are related to actual 

patient follow-through with a brand — filling/

refilling the script, appropriately using the 

medication, and adhering to the regimen — 

are critical when evaluating investments on 

strategies and tactics.    

ANALYTICS DRIVE RESULTS

Use analytics to drive results is the directive 

we keep in mind when we help clients  

develop programs. Marketers who fully 

leverage analytics at the front end — in the 

planning stages — will have a much better 

chance of achieving positive results.  Among 

other things, it is critical to understand the 

markets and the target consumers, as well as 

where the current and potential patients and 

prescribers are most likely to be. Using  

meaningful insights in the program  

construction phase also puts marketers in 

a better position to deal with the dynamics 

that come up during a campaign, such as 

managed care shifts and the entry of new 

products. 
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arketResearch.com asked a variety of 
executives and thought leaders to share 
their predictions on the trends market 

researchers should expect in 2016 (see box: 15 
Predicted Market Research Trends for 2016). 
These respondents cited a range of influential 
factors, including the role of mobile devices, 
big data, and social analytics in understanding 
consumer behavior. New technological devel-
opments could help market researchers unlock 
real-time data and answer strategic business 
questions more quickly and accurately. 

There is consensus that in 2016 marketers 
will continue to use big data to better under-
stand consumer behavior, but market research-
ers will begin to use the same data to help 
understand the why behind this behavior, and 
how they can help marketers develop strate-

gies to impact these behaviors. Furthermore, 
MarketResearch.com reports that in today’s 
increasingly cluttered marketplace, marketers 
need to go beyond traditional demographic 
segmentation to speak to what truly motivates 
customers to take action — their inner values. 
In assessing their customer’s values or their 
inner why, marketers can gain forward look-
ing, rather than backward looking, insights. 
Additionally, with growing evidence that peo-
ple cannot accurately predict what they’ll do 
or explain why they did something, executives 
say in 2016 there will be an increase in neuro-
marketing research, supplementing or in some 
cases supplanting traditional focus groups, 
surveys, and mall intercepts.

Most experts also agree that market re-
search will increasingly use electronic sur-

veys, video conferencing for interviews with 
thought leaders, and other technological tools 
to conduct research.

According to the market research company 
qSample, the online survey business is boom-
ing. It seems everyone is getting in on that 
quantitative action. Many tech giants are now 
offering integrated surveys, the latest example 
being Twitter and its nascent Twitter Polls. 
The field is getting crowded.

As a result, they report that some studies 
show participation rates are dropping to an 
average of 2%, and what’s more this means re-
sults are reflecting the views of a tiny minority. 
They say the answer is not more surveys but 
better, more customer-exciting execution from 
market researchers. Furthermore, they say 
advances in technology, which is driving the 

 As many market researchers have predicted, the lines between qualitative and 
quantitative research  are blurring, often on the screens of a mobile device.

Market Research
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generations respond to advertising on mobile 
devices.

Also, they say location-based marketing 
will likely see a huge increase in 2016. Con-
sumers, especially younger consumers, have 
developed the ability to effectively ignore mar-
keting that does not directly apply to them. 
Successful brands and retailers will incentivize 
engagement with brands through personalized 

marketing that catches the consumer in their 
immediate reality — time and place. 

GreenBook experts say as brands increase 
efforts to measure the experiencing-self of 
consumers along with the remembering-self 
of consumers that has traditionally been 
measured, integrating the two becomes crit-
ical. Research methodologies like moni-
toring and ethnography need to be paired 
with data from survey research to better 
understand the full picture of what is going 
on with consumers.

Market research experts say with every 
patient having a story, the ability to capture 
these insights is more crucial than ever. Tra-
ditional market research tools have limitations 
in understanding how patients navigate their 
disease and treatments outside of clinical and 
pharmacy environments, which is leading 
to the evolution of closed-looped marketing 
and research platforms. The data from these 
programs can provide a powerful channel for 
pharma companies to deliver patient support, 
deliver targeted communications and messag-
ing, and generate a wealth of patient informat-
ics for market research and insight mining. 

Most market research experts agree that 
big data will continue to have an impact, not-
ing that storage and processing are cheap, so 
cheap GreenBook says that companies are able 
to house and store massive amounts of data for 
very little cost. Data collection devices have 
increased the pace of data creation, with IBM 
estimating that 90% of the data in the world 
has been created in the last two years. Every 
transaction, every event imaginable is being 
logged and recorded. The silos between the 
data are being destroyed and with the adop-
tion of Hadoop and NoSQL databases, storing, 
accessing, and combining vast amounts of data 
while still challenging is a tractable problem.

GreenBook experts say big data represents 
an enormous challenge for market research, 
which is historically based on comparably 
smaller, point of time data sets. 

While big data is a disruptor that the 
pharma industry is fully aware of, it also rep-
resents a tremendous opportunity for research-
ers to incorporate real insights from huge 
datasets with a wealth of information.When 
this information is shared, incorporating this 
performance data into research initiatives not 
only provides deeper context, but a more well-
rounded story. 
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recent glut of online surveys, should not mean 
a less humane approach — after all, tech giants 
such as Amazon or Apple seem to increase 
customer experience with every tech evolu-
tionary step. The same should apply to market 
research. As market research goes fully mobile, 
more Americans are using mobile devices to 
browse the Internet than on PCs and already 
60% of cell phones are smartphones. qSample 
advocates that all research should be device 
agnostic and optimized for mobile by design.

Analysts at GreenBook, which provides 
insight into the challenges faced by the market 
research industry, say as ad spending continues 
to target millennial and centennial consumers, 
the focus will be on mobile and video — where 
these generations are plugged in constantly. 

These types of advertisements require mar-
ket researchers to rethink current models of 
ad testing and incorporate newer technology 
that can track and monitor how the younger 

Market Research

The Convergence of Art & 
Science in Marketing Research

The PMRG annual conference, May 1-3, 

2016, taking place at the Gaylord National 

Harbor, Md., will provide attendees with a 

better understanding of how changes to 

the healthcare landscape affect framing 

and prioritization of key business issues, 

how to best address key business  

questions from a methodological  

standpoint, how to use new data  

technologies, and how to synthesize and 

leverage insights within a broader business 

model and context. 

Key note speakers include:            

  Ari Kaplan, leading figure in sports  

analytics and president of Scoutable — 

The Art and Science of Analysis: from 

Moneyball to  Market Research

  Sharon Callahan, CEO and president, 

LLNS, Omnicom Group — The Art & Sci-

ence of Disruptive Thinking: How To Be A  

Courageous Consultant & Keep Your Seat 

At The Table

  Drew Boyd, corporate innovation expert, 

executive director,master of science  

marketing Program, University of  

Cincinnati and co-author of Inside the 

Box: A Proven System for Creativity and  

Breakthrough Results — Inside the Box: 

The Art and Science of Creativity in  

Marketing Research

For more information, visit http://www.pmrg.org

Predicted Market 
Research Trends for 2016

  In-the-moment research with mobile  

devices

  An emphasis on customer values and 

motivation

  The importance of ROI and leveraging  

results

  The growing role of automation

  An increase in neuromarketing research

  Mobile research and the data race 

  Online tools and social analytics

  The power of data for storytelling

  Engagement and sentiment analysis

  A shift toward on-going, real-time  

research 

  A push to humanize big data

  New emotional research tools

  Rising demand for graphical information

  A focus on what drives customer choice

  The need for sustainable research  

solutions

Source: MarketResearch.com
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