
 

 

Access unparalleled 
insights about omnichannel 
engagement across the life 
sciences industry with   
IQVIA ChannelDynamics®

Using data-driven intelligence, better understand how 
your sales teams are performing and how marketing 
messages are resonating with HCPs.

ChannelDynamics offers insights into HCP engagements 
at scale and with unparalled granularity

Leveraging the voice of more than 30,000 HCPs, IQVIA 
ChannelDynamics measures channel investment and performance 

metrics across more than 30 countries. This offers visibility into 
the dynamics of HCP engagement and evidence of how the these 

interactions impact treatment decisions.

25+  essential 
engagement channels

30,000 recruited 
�OneKey panelists from 45 
�unique specialist groups

4 million+ 
recalled channel messages � 
per year

48,000 
manufacturers

800 
therapeutic �areas

300,000+ 
brands

13  years of 
back data available

36  
countries

Quarterly and  
monthly updates

HCP channel preferences are unique and individual. To meet 
the high expectations of HCPs, it is imperative to understand 
which channels are most appreciated, relevant and impactful.

TRADITIONAL CHANNELS

DIGITAL CHANNELS

Emails

DTC 
advertising

Journal 
advertising

Meetings and 
conferences

Samples

Mailings

Face-to-face 
detailing

Corporate 
website

Detailing (remote 
or automated)

Bulk 
emails

Live online 
meetings

Automated 
meetings

Instant messages  
and texts

Bulk 
texts

Podcasts



ChannelDynamics can answer essential 
business questions and power effective 
omnichannel engagement

Transform your engagement with data-driven intelligence: Request a demo
ChannelDynamics is a syndicated global database of projected omnichannel volume measures and performance metrics. Specifically, 
information is presented at the country, company, indication and brand level. Essential KPIs and performance metrics are also included, 
helping to profile competitor engagement dynamics as well as identify relative strengths and weaknesses.

Incorporating data-driven decision making is no longer optional in the life sciences industry. By leveraging ChannelDynamics channel 
preference information, life sciences companies can better tailor the commercial strategy, thereby optimizing the volume, mix and 
frequency of interactions. Combining the optimal channel sequence with high-quality content and ensuring it is delivered at the right 
time is often the key to future success.

ChannelDynamics + MIDAS®

Impactful ROI analysis

Leveraging the power of IQVIA Connected Intelligence, 
company, ATC, disease/indication, and brand information 
are linked to the lowest available level. By connecting MIDAS 
and ChannelDynamics datasets, actionable insights can help 
assess the ROI of individual engagement channels.

 

Engage: Does my company or brand have a competitive share 
of omnichannel engagement volume (contacts and spend)?

Communicate: Does my company or brand offer a rich 
omnichannel mix via which we can convey our product  
benefits to HCPs? How does our mix benchmark against 
competitors? What are my or my competitor’s strengths, 
weaknesses, opportunities and threats?

Adapt: Is my omnichannel mix aligned with HCP preferences?  
Are we delivering the right mix according to reported HCP 
channel preference?

Convince: How do HCPs perceive my omnichannel 
engagement in terms of quality of content and Net  
Promoter Score?

Convert: Does my share of engagement, omnichannel  
mix and the resulting perception result in “conversion”?  
In other words, will HCPs start Rx, increase Rx, or remain  
loyal prescribers based on my omnichannel strategy and 
tactical deployment?

Gain even more insight when you combine solutions

ChannelDynamics + OneKey Accelerated Insights
�The gold standard in powering omnichannel engagement

Bringing together the voice of the customer and individual HCP level insights, the 
ChannelDynamics and OneKey data sources provide commercial intel that helps drive 
and optimize omnichannel engagement. The metrics included in the datasets not only 
support segmentation and targeting efforts but also contribute to implementing a 
successful omnichannel approach — allowing  you to reach your commercial targets 
more quickly and efficiently. 

Access an impressive range of key metrics and analysis

Understand channel preference by 
specialist target group

Compare preferences in promotion 
engagement channel type

Understand drivers of  
Net Promoter Score®
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CONTACT US
X: @IQVIA_GMI 

LinkedIn: IQVIA Global Market Insights 
Email: ChannelDynamics@iqvia.com 

iqvia.com/channeldynamics

Benchmark share of voice Track channel volume trends Track sales force effectiveness

2021 2022 2023

On demand presentations
Post/mail 
Remote 1:1 video call
Instant messaging/text

F2F 1:1 visits
In person conferences
Email
Remote live-streamed conferences

Telephone
Podcasts
Online resources 

2%

39%

17%
10%

9%

7%

5%
4%

4% 3%4% 5%

51% 44%

11%
18%

9% 9%

3.% 5%

7%
6%

2%
4%3%

3%6% 3%4% 3%
   

Digital promotion (preferred) 

Digital 
promotion 
(received) 

Traditional 
promotion 
(received) 

Digital preference  
81–100%

Digital preference  
61–80%

Digital preference  
41–60%

Digital preference  
21–40%

Digital preference  
0–20%

64% 36%

48% 52%

31% 69%

18% 82%

74% 26%

An interactive, self-guided or automated presentation that you can access and view anytime.

An automated or pre-recorded broadcast event that you could access and view anytime.

Recommendation from rep
Recommendation from a colleague
Own online research
Email link 

Recommendation from rep
Recommendation from a colleague
Own online research
Email link 

How did you arrive at this presentation?

How did you arrive at this presentation?

If contact was emailing, was this email sent directly 
by an individual pharmaceutical representative?

If contact was emailing, did the email contain a link 
to other online information resource?

14.1%
0.1%
57.1%
28.7%

8.1%
0.7%
45.2%
46.0%

Yes  32.7%
No  67.3%

Yes  77.1%
No  22.9%

 CORPORATIONS INVESTMENT ($K) %  % CHANGE  BRANDS INVESTMENT ($K) %  % CHANGE

Omni non personal Omni personal

261,031
237,450

107,988
101,839

94,745
74,454

67,807
57,535

54,526

345,857

Omni Personal/Omni Non-Personal Investment by Brand 

Investment by corporation Investment by brand

Roche 233,459 8.9% +5.6%
Merck & Co 229,142 8.8% +15.7%
Lilly 217,443 8.3% -5.9%
AstraZeneca 208,447 8.0% +53.2%
Novartis 162,938 6.2% -12.0%

139,150 5.3% -16.5%
Johnson & Johnson 125,208 4.8% +18.3%
Ono 114,258 4.4% +1.7%
Bristol-Myers Sqb. 94,511 3.6% -30.8%
Bayer 81,292 3.1% +23.3%

Keytruda 224,014 8.6% +15.4%
Verzenio 150,246 5.7% -6.9%
Opdivo 129,221 4.9% -16.2%
Kisqali 92,445 3.5% -19.6%
Tecentriq 75,909 2.9% +16.2%
Ibrance 67,903 2.6% -25.9%
Lynparza 47,946 1.8% +14.8%

47,783 1.8% +67.7%
Nubeqa 46,558 1.8% +68.2%
Prolia 44,316 1.7% -32.1%

Investment by cancer type ($K)

99686
98261
86672
86395
75396
68384
67887
66240
60959
56413

99686
98261
86672
86395
75396
68384
67887
66240
60959
56413

74%
17%
81%
22%
66%
13%
10%
13%
30%

53% 
26%
83%
19%
78%
34%
87%
90%
87%
70%

47% Keytruda  
Verzenio   

Opdivo  
Kisqali  

Tecentriq 
Ibrance   

Prolia  
Lynparza  

Nubeqa  

NSCLC
Breast

Prostate
Gastric/stomach

Multiple Myeloma
Colorectal

NHL
Kidney

CLL
Liver

Mail (postal)

Email (messaging & texting)

Conference (on demand meetings & events)

Conference (live webinar)

E-detailing (on demand web portal)

Conference (on site meetings & events)

Sales force detailing (remote with rep)

Sales force detailing (face-to-face)
2020 2021 20222019

1,153M
1,091M

1,170M 1,173M

YTD Mar
2021 

YTD Mar
2022

YTD Mar
2019 

YTD Mar
2023

YTD Mar
2020 

2023 YTD Mar
2024

1,181M
284M 280M

295M 291M 295M 288M 

+1% -1% +5% -1% +1% -2%+0%+7%-5%

Share of projected promotional volume

   

   

   

   

39%

23%

38%

Printed material

Laptop/tablet

None

Use of detail aids

   

76%% of single product calls

Product focus

16%Left-behind clinical literature

Leave behinds 

   Average rep call duration (minutes)0 4.5

% of total rep calls

Ready to transform your 
omnichannel planning?  

Get started today!

Q:

Q:

Q:

Q:

Q:

https://www.iqvia.com/solutions/commercialization/brand-strategy-and-management/market-measurement/midas
https://www.iqvia.com/solutions/commercialization/healthcare-professional-engagement/onekey
https://twitter.com/IQVIA_GMI
https://www.linkedin.com/showcase/iqvia-gmi
mailto:ChannelDynamics%40iqvia.com%20%20?subject=
https://www.iqvia.com/solutions/commercialization/promotional-strategy/channeldynamics

