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Interaction
with 700+
Channel
Partners from o
6 Industry
Verticals

Agriculture Pharmaceuticals

Automotive FMCG

Out of 700+ channel partners, 69% Building &
distributors & retailers & 31% influencers Oil & Gas Construction
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Research Key Highlights

Drivers of Channel

Partner Engagement

Recognition and Learning are the emerging
driver of engagement besides operational
excellence and rewards & incentives

% y/

8% 8%

of Channel Partners are of channel partners says
not engaged in India travel-based rewards drive

\ extreme satisfaction
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Drivers of Channel Partner Engagement

K\ A

OPERATIONAL REWARDS & - LEARNING

\
EXCELLENCE INCENTIVES Recognition framework ensuring Training on business improvement
continuous and systematic tactics, product knowledge,
Faster resolution to billing, Design rewards to meet functional recognition in the form of process, market trends and key
invoicing and sales claims, product and aspirational needs of partners, certificates, badges, in person USPs to make them sell better.
availability, and packaging, and focus on timely delivery, meetings, brand recognition, top
rewards, platform, program related tracking & instant updates - management connects.

queries. /
| ) -

3 0 =
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BRAND AFFINITY WELL-BEING EVENTS

Clear, relevant communication of

Building a brand association to y N Taking care of partners family, Organising partner meetups,
help partners become visible and program details and benefits, health, lifestyle and benefits & special events, milestones and
e e B [ communication campaigns, ) el 7
pi em to have more R E0s) TS i teeal programs for the kids by recognising partner achievements
custpmers, regglar supportl to do EIERE introducing insurance plans, health and running relevant promotions to
their trade business effectively. ) guage. check-ups, and financial well- strengthen the relationship
being.
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INDUSTRIES
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and Learning are in Demand across
Industries & Partner Profiles
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Pharmaceuticals/
Automotive/ FMCG

U
Operational Excellence Rewards & Incentives Learning
w
S G
Operational Excellence Rewards & Incentives Recognition

Building &
Construction

Rewards & Incentives

&

Operational Excellence

Learning

Oil & Gas

Rewards & Incentives

&

Operational Excellence

Recognition

Partners from Agriculture & Building/Construction are looking at learning,

Pharma/Automotive/FMCG partners are seeking recognition from brands, apart
BIWORLDWIDE.co.in from Operational excellence and rewards & incentives
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Operational Excellence

Retailers

Rewards & Incentives

@

Rewards & Incentives Learning

Recognition

Distributors :
Operational Excellence

@

Operational Excellence Recognition

Rewards & Incentives

Distributors are looking at learning, retailer & influencers are looking at recognition as
their top drivers of engagement from brands, apart from Operational excellence &
rewards & incentives
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Measuring the Strength of
Brand-Channel Partners Relationship
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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

PERFORMANCE

Defined as extreme
satisfaction with the brand
while meeting all the needs
and expectations.

Recommendation: Would you recommend
your partner brands to other channel
partners for brand association?

Satisfaction: Considering the key brands that
you’re associated with, how satisfied are you
with the brand you are associated with?

Renewal/Continued Partnership: How
likely are you to renew your contract with
the associated brands during the next
CE

Challenges Faced: What are the key
challenges you face, when dealing with the
brands that you’re associated with?
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The Affection Matrix

On the basis of performance and preference, the
outcome of the study put channel partners in four
different quadrants of engagement of the Affection Matrix
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23% Vulnerable | 6% Unattached
|
Those who are neither satisfied } Those who are satisfied; however,
2 nor recommend the brand } do not recommend the brand
g High

Performance

KANTAR & Bl WORLDWIDE’S MEASUREMENT FRAMEWORK - AFFECTION MATRIX
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Affection Matrix

0 Type of businesses (—£ - Type of businesses 0} - Type of businesses
©) o = = =
] =
> 5 0
1R 41% 24% Q 67% 23% & 57% 30%
jg o Trapped Engaged 8 o Trapped Engaged @) o Trapped Engaged
4
Q )
2 £ - Z
[0} ®© o o
.- — - 1
R C . (qd o
0 o o o
o o o
29% 6% 3 3% 7% 2% 11%
Vulnerable | Unattached Vulnerable | Unattached Vulnerable | Unattached
3 High g High § High
Performance Performance Performance
[0} - Type of businesses ) - Type of businesses C - Type of businesses
S o F o] =
= O pr]
= O
®) 69% 22% oJ 65% 27% E’ 62% 28%
= Trapped Engaged = Trapped Engaged = Trapped Engaged
5 © PP gag O " RP gag 1) " PP gag
< 0 % 0 - 0
c 1] C O C
& o = 0 O 0
o D L
o © el ©
o 2% 7% - 3% 5% g) o 5% 6%
Vulnerable | Unattached Vuilnerable | Unattached ie) Vuilnerable | Unattached
>
= = , oM =
S High S High 3 High
Performance Performance & Performance

es by the reader. Any unauthorized use, reproduction, or distribution of all or part of the contents thereto is strictly forbidden.andShall be subject to legal action




The IBC [Invest, Build, and Consider] Solution
Framework to Build Strong Channel Partnership

INVEST
Invest ‘drivers’ are very critical for brands to focus on for influencing A
higher preference and performance that results in positive impact on 0]
the brand-channel partner relationship. Failing to do so leads to a 0 N
greater risk of dissatisfaction amongst channel partners. qc_) N 4)‘,
N \\ 0\9,
qq_) o \ Rewa‘r’ds
N an
BUILD 9 (’//Q & 4 Incentives
Build ‘drivers’ are important for brands to focus on for influencing 0 i P
preference and performance that results in positive impact on the \\ ° PR Operational
brand-channel partner relationship. Failing to do so leads to a L Wellbeing Recognition el
medium risk of dissatisfaction amongst channel partners. N PS N\
N\ Learning P N
N Brand N
N\ N Affinity N
\ o
CON_SIDER_ _ Cz) o\ Communication
Consider ‘drivers’ are not so important for brands to focus on for 2. Events/ .
influencing preference and performance as they have limited or ’O& Promotions "\
marginal impact the overall brand-channel partner relationship. o 3N
However, consider ‘drivers’ can quickly move into build phase, that’s

why we recommend watching them carefully. >

\ Performance
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7 OUT 10 CHANNEL PARTNERS ARE MORE SATISFIED WITH
TRAVEL REWARDS followed by Luxury and Business

Infrastructure Rewards

68%

x

LUXURY BUSINESS
REWARDS INFRASTRUCTURE
RELATED
REWARDS
\ Driving extreme satisfaction over cash-based rewards (56%)
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WHAT PARTNERS WANT FROM BRANDS
Future Preference vs Satisfaction

100
90 4 @ Cash-based @
Travel

80 ®

- Though channel partners say
60 - % L they prefer cash/cash-based

50 - ¥ rewards, what really drives

0 @ satisfaction for them are travel,
zz: luxury and business

infrastructure based rewards

10

Future Preference with Rewards

T T I I I T I I I 1
] 10 20 30 40 50 60 70 80 90 100

\ Extreme Satisfaction with Rewards
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CASH DOESN’T TALK,

When it comes to broad social media sharing, travel, luxury rewards, and rewards to improve
business infrastructure were most likely to be shared on social media

¢

of the channel partners shared of the channel partners shared information of the channel partners posted
information pertaining to experience- about travel-based rewards with their close about cash rewards on social
based rewards, including concerts and friends, which is the highest among all types media platforms.
adventure trips, with their families. of rewards shared with close friends.
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BRANDS, INVEST IN ASPIRATIONS

Cash give short spurts of motivation triggers but for long term brand engagement, driving loyalty,
incremental business and a great brand advocacy — aspirational rewards are brand’s best investment

For 65%0
of channel partners, For 74% For 65%
business infrastructure travel rewards luxury rewards
rewards gave them a were emotionally gave a sense of
sense of social gratifying. accomplishment.

credibility.
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3 Growth Recommendations for Optimising
Channel Partner Engagement

1

Focusing holistically on
all eight drivers will help

brands to build positive : : :
and strong relationships Invest in the right mix of
rewards to ensure your

with their channel \ Lead with performance
partners. \\\\\\\ P channel partners stay

and preference factors inspired, motivated and

O B E engaged to drive long term
of channel partner
channel partner
engagement. Each association
brand has a unique
Affection Matrix and an
equally unique IBC
solution framework.
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About KANTAR About Bl WORLDWIDE

KANTAR is the world’s leading marketing data and At Bl WORLDWIDE, we inspire people and deliver measurable
analytics company. We have a complete, unique and business results. Inspire employees solve problems and create value.
rounded understanding of how people think, feel and act; Inspired salespeople take risks and seize opportunities. And inspire
globally and locally in over 90 markets. By combining the channel partners and customers choose your brand every time. We
deep expertise of our people, our data resources and work with great companies around the globe who know that
benchmarks and our innovative analytics and technology, extraordinary results and only be achieved when their business is

we help our clients understand people and inspire growth. energized by the people who make it happen

Our U.S headquarters is located in Minneapolis, Minnesota. We have
more than 25 sales offices throughout the U.S and headquarters
around the world in Australia, Canada, China, India, Latin America,
Singapore and the United Kingdom.

Our worldwide network of offices and partnerships not only gives us
unmatched local resources but also allow us to deliver culturally
relevant programs and solutions no matter where our customers and
their employees are located.

To learn more, visit biworldwide.co.in
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CONNECT

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

Talk to us:
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