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Putting Key Account Management into Practice

If you have very large clients, do not hesitate to take the key accounts approach as far as

possible. Especially if it is annoying!

Eey accounts are Business Units!

to a great extent.
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Key accounts are markets in their own right that are to be worked as veritable sources of profit,
something which rarely happens. A Key Account Manager is often a very good salesperson but not yet a
future Business Unit Director with broader expertise than a salesperson.

As shown in the chart opposite, companies generally have traditional account plans.

Unfortunately, the content is unsatisfactory as it is not that of a profit-making business. Managing a key
account as a profit-making business means including the words, 'budget’, 'specific logistics', 'medium-
term', 'R&D investment', ‘'specific offers’,
investments', 'hierarchical organisation of teams allocated to the account' rather than, 'operational
management of the sales teams', ‘operations’, '‘R&D", etc.

'marketing investment', 'specific services', 'return on

This last point is the most important as it gives absolute power to the person responsible for the account;
this is a step that few leaders agree to take as it stirs up the organisation methods and practices in place

Experiments in this area, which have been few and far between, have given such positive results in terms
of effectiveness that they have sometimes been the victims of their own success: a stop had to be put to
such overwhelming and disturbing evidence.

Anglo-Saxon country leaders often have fewer qualms about shaking up their form of organisation and
their key account managers are considered as tomorrow's managers with a gift for knowing the client's
needs, risk-taking and profit; just what is needed alongside a CEO.

= Client's market share

= Development of client's TO and margin

= Lecation of industrizl sites and key production data
= Future programmes

= Furchasing poliey

= Latest Information

= Development of Y's TO and margin with the client

= Market share of the main competing suppliers [by
product and by country)

= Assessmeant of client's satisfaction with ¥

= Global and geceasibie potential for v

= Client strategy and purchasing processes

= Client organisation 2nd szles presence of ¥

= Current level of relations {purchasing, group,
engineering. production)

= Current TO with the client by Business Unit

= Current sales channel (opportunities / offers | negotlations)

= Goals for forthcoming years and level of ambition

= Action plan: sales presznce, pricing policy, engineering
support, organisation, target plants

= Reporting of activity and sales
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