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Key Insights - Pharmaceutical Industry

Drivers of Channel
Partner Engagement

Recognition and Learning emerged
as the top drivers of engagement
besides Operational Excellence and
Rewards & Incentives

7% 68%

of Channel Partners of channel partners says
are not engaged in travel-based rewards use social media for
\ India drive extreme their business needs
satisfaction
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Operational Excellence, Rewards & Incentives, Recognition & Learning are the
Top Drivers influencing the Brand-Channel Partner Engagement
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OPERATIONAL
EXCELLENCE

Faster resolution to billing,
invoicing and sales claims, product
availability, and packaging,
rewards, platform, program
related queries.
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REWARDS &
INCENTIVES

Design rewards to meet functional
and aspirational needs of partners,
and focus on timely delivery,
tracking & instant updates
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—~ Recognition framework ensuring
continuous and systematic
recognition in the form of
certificates, badges, in person

meetings, brand recognition, top
management connects.
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LEARNING

Training on business improvement
tactics, product knowledge,
process, market trends and key
USPs to make them sell better.
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BRAND AFFINITY
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WELL-BEING

Taking care of partners family,
health, lifestyle and benefits &
programs for the kids by

EVENTS

Organising partner meetups,
special events, milestones and
recognising partner achievements
and running relevant promotions to
strengthen the relationship

Clear, relevant communication of
program details and benefits,
communication campaigns,
rewards and incentives in local introducing insurance plans, health
language. check-ups, and financial well-
/ being.

Building a brand association to
help partners become visible and
promote them to have more
customers, regular support to do
their trade business effectively.

BIWORLDWIDE.co.in

d solely for viewing purposes by the reader. Any unauthorized use, reproduction, or distribution of all or part of the contents thereto is strictly forbidden and shall be subject to legal action.



Status of Channel Partner Engagement in Pharmaceutical Industry

Basis performance* and preference* parameters, pharmaceutical industry has a higher percentage of trapped partners.
To address the trapped segment, brand needs to focus on drivers that helps in maximising performance.
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*Performance, defined as extreme satisfaction with the brand while meeting all the needs and expectations
BIWORLDWIDE.co.in *Preference, defined as the likeliness of partners to continue with the brand in the following year and their confidence in recommending the brand to peers in the industry
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Move Channel Partners to Engaged Quadrant Leveraging IBC Engagement
Framework

The IBC [Invest, Build, Consider] framework defines which drivers to Invest, Build and Consider to address the
existing gaps in brand-channel partner relationship by optimising preference and performance parameters.
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Consider ‘drivers’ are not so important for brands to focus on for * 3
influencing preference and performance as they have limited or

marginal impact the overall brand-channel partner relationship. >
However consider ‘drivers’ can quickly move into build phase, that’s
Performance

why we recommend watching them carefully.
The IBC [Invest, Build, and Consider] Engagement Framework
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CONNECT

To get a deeper understanding of challenges, expectations and opportunities of
building a robust channel partner engagement strategy and drive business
growth.

Talk to us :

Know more :
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