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Unifying materials, even though they are aimed at notably different buyers, yield 
significant impact on the perceptions both segments have about the size, scope 
and sophistication of BASi. The more modern and progressive visual presenta-

tion has helped position them among the leaders in their markets.

“BASi had aggressive plans for growth that we believed simply could not 
be met without reevaluating our marketing. SCORR came in with a very 
reasoned approach, beginning with detailed research on how we are 
viewed by customers and an analysis of how we want to be viewed.  
They developed a thorough and comprehensive brand strategy that we 
felt would effectively support each of our business areas and provide us 
with the level of leads we need to meet our business development goals.”

		        — Richard M. Shepperd, President and CEO, BASi

BASi  •  WEST LAFAYETTE, IN

GOAL:   
REPOSITION A MATURE CRO AND INSTRUMENT MANUFACTURER AS A 

DYNAMIC, UNIFIED ENTITY.

PLAYING F I E LD :
BASi, formerly Bioanalytical Systems, Inc., offers preclinical, bioanalytical 

and pharm analysis services, in addition to manufacturing and distributing a 

full line of electrochemical and in vivo sampling instruments and accessories. 

Although both its services and products had loyal customer bases, most were 

unaware of the size and worldwide scope of the BASi operation.

 

With more than 34 years in business, BASi was a venerable institution by 

contract research organization (CRO) standards.  Although they had core 

services in bioanalytical and a well-established product used in toxicology 

research, they had inadequately integrated their business units as the  

company grew and expanded, presenting an unclear position to the market.

 

To raise awareness and carve out a larger share of the drug development 

service and product markets, BASi needed to shift its business focus to that  

of an aggressive public corporation centered on business growth.

View more of our work at: www.scor rmarke t ing . com
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