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Engagement with the right Key 
Opinion Leaders (KOLs) and 

industry stakeholders can help 
accelerate your business, 
provide valuable voice-of 

customer feedback, and lateral 
insights into your industry.
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This report elucidates the benefits of 

engaging with stakeholders via phone 

interviews and surveys, primarily in the 

life science research tools, 

pharmaceuticals, and clinical diagnostics 

industries. Not only does it capture the 

current sentiment towards stakeholder 

research, but also enlightens the primary 

pain-points associated with it and suggests 

a potential solution for the efficacious 

processing of stakeholder research.

Executive 
Summary
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Introduction
What is stakeholder engagement and why is it relevant?
Stakeholder research and engagement accelerates business intelligence by providing valuable voice-of-customer feedback and 
market intelligence of a given industry. An e�ective business intelligence strategy requires tracking a multitude of primary and 
secondary data sources.

Further, market success of a life science research tool 
product depends on multiple complex variables. 
Driving an e�ective product development and 
commercialization campaign not only requires 
constant monitoring of market trends and competitive 
threats, but also subsequent agile shifts in strategy. 
Traditional market intelligence tools o�er a static view 
of the market and can lead to a delay in response by 
product teams. Stakeholder research has the potential 
to o�er a dynamic, real-time adoption feedback of 
the end-user. Live interviews enable two-way, 
interactive discussions with customers.  

You can ask follow-up questions to probe for more details or get context on the customer’s initial response. You can also change the 
direction of your questioning to pursue interesting new topics that come out of the conversation. This yields a larger and diverse 
universe of customer insights.
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Business intelligence activities can be broadly classified into two major 
categories that each address a unique set of objectives:

Market Monitoring Product Research
• Who are my direct competitors and   

   what are they doing?

• Who are my indirect competitors and 

   what are they doing?

• What new technologies might disrupt 

   my market?

• What is the addressable market size 

   for my product?

• Who are my key customer segments?

• What are typical adoption rates for

   similar products?

Key
Business

Questions

Live/Daily Update
Frequency Ad hoc

Low HighGranularity

Relative
Spend$$$$$ $$$$$
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The depth and uniqueness of a particular business need guides the selection of an optimal market research approach. While highly 
valuable, granular and niche approaches are costly, time consuming, and may not be best suited to the questions at hand. 
Alternatively, easily accessible and digestible results are ideal for high-level market insights, but may not o�er the complexity for more 
advanced business questions. Below we introduce di�erent types of research and illustrate how they can be best utilized to bring 
tailored insights to businesses.

Increasing depth

1. Surveys

2. Interviews

3. Quant.
Simulation

5. Observational 
Primary Research

4. Focus Groups

How do companies engage with stakeholders and KOLs?

Introduction to the types of research

Niche

Granular
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 Notes
1. Surveys
Set up a custom online questionnaire for 
respondents to fill out

2. Interviews
Reach out to stakeholders and key opinion 
leaders to to get insights on market trends, 
current behavior, etc.

3. Quantitative Simulation
Reach out to stakeholders and key opinion 
leaders to pick their brains on market trends, 
current behavior, etc.

4. Focus Groups
Meet face-to-face with a handful of potential 
customers and users to understand what does 
and doesn’t work about a product

5. Observational/Behavioral Primary Research
Monitor customer behavior and habits, like 
purchasing, workflow, and product use

Often relies on making assumptions or using 
results of other research (e.g., survey data) as 
inputs

Have two people handle each interview. One 
person will take notes, freeing the other up to 
have a more natural conversation

You can often tack the data collection on to the 
end of a short survey; two birds, one 
honorarium!

Works best when you have a solid prototype for 
group members to interact with and respond to

Great if determining if stated desires align with 
actual behavior. If observing users “in the field” 
is unfeasible, think about ways you can 
leverage customer data

KEY:      COST           TIME           MORE QUALITATIVE           MORE QUANTITATIVE

Methods Characteristics
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Methodology
We conducted a 15-minute survey, across 50 respondents in the Life Science Research Tools, Pharmaceutical, and Clinical 
diagnostics industries. The goal of the survey was to understand how teams conduct stakeholder engagement today and 
understand unmet needs with their current approach. Survey respondents included product managers, marketing managers, 
managers, directors, CEOs, etc.

A synthesized summary of select responses are highlighted below. Unsurprisingly, there is a large dependency and requirement of 
stakeholder engagement and KOL insights; however, there is pushback provided due to the inconvenient, time consuming, and 
non-specific aspect of conducting research interviews.

24%

38%

19%
9%

10%

LS research tools

Pharma

Reference lab

Medical device

Dx

Other

50%

17%

11%

22%

Product manager

Marketing manager

Product development

Other
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Need for Stakeholder insights and engagement
Responses highlighted that stakeholder research and engagement is key for driving business decisions and accelerating growth 
within industries

On average,

60% of important
business decisions are driven 
by Stakeholder Research

Survey Highlights
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What percentage of important business
decisions are driven by stakeholder research?

80-100%

60-80%

40-60%

20-40%

0-20%

0            5          10        15     20     25

Number of responses



How valuable/important is primary
stakeholder research to your team? *

80% 
of our respondents rated 
the importance of KOL
insights as 8 or higher on
a 10-point scale
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100%

80%

60%

40%

20%

0%
Respondents by NPS category Promoters by role

*NPS Score: Net Promoter Score (NPS): measures customer experience and serves as an 
alternative to traditional customer satisfaction research. Respondents are grouped as follows:
Promoters (score 9-10) ; Passives (score 7-8) ; Detractors (score 0-6)

Promoter
Passive
Detractor

Marketing Manager
Product Manager
Product Development
Manager



Current methods of conducting stakeholder and KOL research

How often do you conduct KOL research today? vs. How often do 
you wish to conduct KOL research in an ideal setting?

66%
said that they would like to 

conduct campaigns more
frequently than they

do currently
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>3 times per month

2-3 times per month 60-80%

Once per month

Once every 2-3 months

Once every 6 months

Once per year

Never

0 5 10 15          20         25

Ideal frequency of research campaign Frequency of research campaign today



While online surveys are the 

currently most popular modality to

conduct research, they are also the 

least favored

Current methods of conducting stakeholder and KOL research
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How satisfied are you with your current
method of KOL research?*10

8

6

4

2

0
Focus groups Online survey Phone interviews In-person 

interviews

*Respondents were asked to rate satisfaction with their current methods of research on a 0 to 10 scale, where 0 
is not satisfied at all and 10 is extremely satisfied; the above chart shows an average score for each method



Currently, several third-party vendors provide soliciting, interview 
scheduling, and payment processing services. Respondents 
disclosed that they have interacted with these vendors. They cited 
quick turnaround and ability to conduct various types of research 
as pros. They pointed out the cons such as the lack of subject 
matter expertise to write thoughtful questions, low response rate, 
being unable to get in touch with the Interviewees for follow-ups.

Hurdles experienced with current methodologies

Time to set up interviews and 

difficulty connecting with the 

right experts rank as the highest 

pain points for KOL and 

stakeholder research campaigns
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What do you perceive as the biggest pain points with your 
current method(s) of conducting primary research?

Time to set up

Di�culty finding the right stakeholders

Cost

Low response rate

Data analysis

Turnaround is too slow

Others*

0.0            2.0         4.0       6.0Weighted score**

*Select “Others” responses: performed by sales group, resource availability, corporate culture: lack of exposure to these methods
** Respondents were asked to rank order the pain points from most painful to least painful; weighted scores were calculated by 
dividing the sum of weighted value by the number of respondents



To navigate these complex 
needs, Dexter Expert Network 
serves as a one-stop shop for 

soliciting, scheduling, and 
paying relevant KOLs, 

stakeholders, and industry  
experts.

While online surveys are the 

currently most popular modality to

conduct research, they are also the 

least favored



Dexter provides targeted expertise in the

life science research tools, clinical

diagnostics and pharmaceutical

industries. The platform can be likened to

an expert marketplace and delivers

connections to relevant leaders within

these industries.

The Solution:
Dexter
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Dexter allieviates pain points

Time to Set Up: 
Dexter streamlines scheduling by 
connecting the interviewer- 
interviewee calendars. Upon 
accepting a project, experts are 
directed to a scheduling page that 
syncs with the interviewers 
calendar and eliminates the need 
for multiple emails and scheduling 
conflicts. You receive scheduling 
and payment updates directly.

Di�culty Finding Experts: 
KOL’s in our network are assigned 
relevant tags pertinent to their 
industry. Dexter is e�cient at filtering 
out experts unique to personalized 
use-cases. Further, you have the 
ability to browse expert ratings and 
have access to information such as 
response rates, honorarium charge, 
etc to make strategic decisions for 
inviting experts to projects.

Low Response Rate:
Given the extensive number of 
experts in our vetted and curated 
close access expert network, 
response rates are highly reliable. 
On average, we have the 
bandwidth to complete projects 
with 15-30 experts within 3-6 
weeks.

Slow Turnaround: 
Given the specificity of the 
industry, Dexter has the capability 
to conduct personalized 
solicitations if there are niche 
requirements for a certain 
projects. Response rates and
turnaround times remain intact 
under such undertakings.

https://dexterexperts.com   |   17



Dexter: How does it work?
Dexter is designed to provide an exclusive channel for experts to 

connect with industry and/or commercial partners seeking insights

Smart Matching
Our data pipelines extract 

multiple datapoints to ensure 
most relevant experts are 

added to your project

Additional 
Services

• Survey programming
• Interview guide writing
• Conducting interviews
• Interview transcribing

Select Advisors
Get matched with

relevant experts and
indicate preference

Engage Advisors
Engage advisors 

through interviews or 
surveys

Hassle free scheduling
and payment

Create Project
Create a project and 

post your requirements
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Recent projects where Dexter was engaged to interview KOLs 
in the precision medicine space

Dexter: Case Studies

*Tags associated with interviewed experts

Cancer Screening
Landscape
Understand the competitive 
landscape for early detection cancer
screening, specifically in Heme Onc

Stakeholders interviewed

Project Timeline 

Geographical Scope

25

~4 wks

USA, Europe

https://dexterexperts.com   |   19

20%

8%

48%

Academia

Industry

Clinical

Other

24%



Multiple Myeloma 
Workflow
Analyze current diagnostic workflow
feedback on novel noninvasive multiple
myeloma testing technology.

Stakeholders interviewed

Project Timeline 

Geographical Scope

30

~6 wks

USA, Europe

Recent projects where Dexter was engaged to interview KOLs 
in the precision medicine space

*Tags associated with interviewed experts
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33%

33%

Academia

Industry

Clinical 34%



RNA Oncology
Biomarkers
Understand adoption of RNA oncology
biomarkers, assays, clinical 
applications, and workflows

Stakeholders interviewed

Project Timeline 

Geographical Scope

20

~3 wks

USA

Recent projects where Dexter was engaged to interview KOLs 
in the precision medicine space

*Tags associated with interviewed experts
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85%

Academia

Industry

15%



Multiplex Tissue
Analysis
Multiplex Tissue Analysis Market 
Landscape, familiarity and satisfaction 
with Multiple Tissue Analysis o�erings.

Stakeholders interviewed

Project Timeline 

Geographical Scope

15

~3 wks

USA, Europe

Recent projects where Dexter was engaged to interview KOLs 
in the precision medicine space

*Tags associated with interviewed experts
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46%

15%Academia

Industry

Clinical

39%



To learn more about e�cient and 
streamlined research campaigns and 

kickstarting stakeholder engagement, and 
unlocking e�ective KOL insights contact us 

at hello@dexterexperts.com. 
Alternatively, find more information about 

our product and service o�erings at 
dexterexperts.com.

While it is established that stakeholder engagement and research accelerates businesses, provides valuable voice-of-customer
feedback, and lateral insights into industries, there is a lower adoption of the services. Dexter’s capabilities and strengths lie in 
mitigating pain points, accelerating innovation by connecting users to relevant KOLs, and assisting with streamling research 
campaigns.

Contact Us

Dexter: How Do I Get Started?
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