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1 How to benefit most from this book


The other day in Germany: The Key Account Manager John Smith is told by his boss to create a Key Account Plan for an important, strategic customer. Should he now quickly prepare a PowerPoint presentation and show it to his boss so he's satisfied? Is a Key Account Plan actually a presentation or a real tool? If it actually is a tool, what characterizes a good Key Account Plan? How should such a Key Account Plan be structured? Should the Key Account Manager prepare this plan by himself? Just as he is contemplating all these questions, he stumbles on an interesting survey by SAMA (Strategic Account Management Association) on the Internet concerning trends in KAM:




Gist of the SAMA survey:




	more than 70% of the businesses surveyed confirmed they had a Key Account Plan template in their organization


	Only 20% of key account managers said that they actually use this plan as a tool in their daily work.


	But it was this 20% that was more successful than their competitors in the year of the crisis in 2009!








The conclusion from the survey catches John Smith's attention and he decides not to prepare a mere presentation but to make the most of the Account Plan by using it as a real tool.


If you can identify with John Smith, this book is for you. This book will help you to structure and prepare a Key Account Plan in a professional manner. You have already prepared an Account Plan? Then use this book for a thorough scrutiny of your plan.


In this book we will use the term Account Plan or Key Account Plan (KAP). Both terms are synonyms for other terms such as




	
Customer Development Plan


	
Customer Strategy Plan


	
Business Plan with regard to individual customer


	…





This book is intended to be used as a guide for your work, so you can immediately put into practice what you have just read. If you like, you can choose a customer now and prepare a Key Account Plan for this customer with the help of this book. Of course, you can also just pick out aspects of this book and, for example, go directly to customer analysis.


Some hints on how to use this book. There are two boxes you will find in the book again and again.


The first box is called TRANSFER.


TRANSFER


These boxes enable you to apply what you have read to your own business environment.


The second box is called the HINT box.


HINT


This box contains practical hints on the focal topic of the session.


As a reader of this book, you'll receive a 50% discount on all product downloads. This means that if you're looking for ready-to-use Key Account Plan templates in English or German, or more check lists and tools for your Key Account Management and your sales, just take a look at www.downloadshop.sieck-consulting.de
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At the end of your order enter this code 7HW2KCD53T to receive your 50% discount. This code is valid until September 26, 2019.


Yours, Hartmut Sieck




2 Why the Account Plan should be part of every Key Account Manager's tool box


Key Account Management without a Key Account Plan is like a morning without a toothbrush! But while we use a toothbrush as a matter of course, we don’t have time for the Account Plan. Yet there are good reasons to use the Account Plan as a real tool. From my experience, there are five strong driving forces in favor of using a Key Account Plan:




	Customers become more and more complex


	Products / Services become more comparable and the influence and power of procurement solely focused on price greater


	Procurement and sales is a matter of teamwork nowadays


	A few companies have a high strategic significance


	Increased expectations on the customer side





Let's take a look behind the scenes of these five strong driving forces.




	
Customers become more and more complex

What used to be true for large holdings is now taken for granted for medium-sized companies:




	Companies consist of several business units.


	Companies (almost always) act globally and have several locations distributed all over the world.


	Procurement decisions are not necessarily made at headquarters but can be made at some other location for the entire company (lead buyer concept).





In a nutshell: If you want to make the most of potentials, you need a structured analysis of the customer's whole company!





	
Products / Services become more comparable and the influence and power of procurement solely focused on price greater

Customers buy globally nowadays and at the same time products and services become more transparent. E-auctions, transparent manufacturing costs, reduction of the number of suppliers, and the increasing power of procurement seem to make many decisions a mere matter of price. If you want to take countermeasures, you'll need other approaches besides just selling a product. A network beyond procurement and new sales ideas that are focused on holistic solutions and process cost optimization are necessary.


In a nutshell: Informed knowledge about the customer, his organization, power structures, processes and process costs is the key to success. The KAP supports you in working out these points in a systematic way and find alternative solutions.





	
Procurement and sales is a matter of teamwork nowadays

In B2B an average of 5.4 people is involved in procurement decisions according to a survey from 2013. Today, buying decisions are made by (internationally staffed) committees. In general, more and more people are somehow involved in the decision making process. Since more people and departments get involved on the customer side, more people and departments on the supplier side need to be involved as well. This means that everyone in this sales team (also called selling or key account team) has to have the same objectives in mind and information has to be shared actively among the team members.


In a nutshell: On the one hand, the KAP is a tool to determine decision processes and people involved on an international level; on the other hand, it is a communication tool to ensure concerted action towards the customer within your account team.




	
A few companies have a high strategic significance

I know several companies whose survival depends on a few key account customers. In industries like the automotive industry or food industry, a handful of big players dominate the customer market. The Pareto Principle (the 80-20-rule) is often quoted in this context. It means that 20% of the customers generate 80% of the business' total sales. If one of those clients is lost or business is not developed in a consequent and sustainable way, this may jeopardize the company's very existence.


In a nutshell: If you do not recognize changes in the customer's company or market environment in time, you are endangering your own company. The Key Account Plan thus functions as an early warning system and tool to secure your future!




	
Increased expectations on the customer side

When I ask our customers during workshops what customer orientation means, I often get the clear statement: ‘I expect my suppliers to know my business, my markets, my processes, and my products, and to offer pro-active solutions accordingly.’


In short: The KAP can help you to find the necessary knowledge about your customer in a systematic way and keep it up-to-date.







The requirements and challenges mentioned above can be summarized in two fundamental results:




	It is necessary to have an in-depth knowledge of the customer in all their facets (organization, processes, power and decision making structures, changes on the market, etc.). Therefore, continuous and systematic customer analysis is a MUST!
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