Ha&deﬁdgagotype unknown

Key Account Management

Top Techniques

I ntroduction

Although they are not equally essential, customers are nonetheless significant.
Consumers have a bewildering variety of demands, and they sometimes have an
excessive humber of comparable vendors to choose from. On the other hand,
organizations can only provide these consumers with a limited amount of resources.
Crucial to Key Account Management is identifying the right approach for each and
coordinating strategy, tactics, and resources accordingly. We will provide delegates with
a solid, tested, and qualitative method for categorizing clients and then creating tactics
that work for each.

The goal of this Course N Carry training session is to assist delegates identify areas in
which they need to improve their abilities and processes while also exploring best
practices. You will get crucial key account management skills in this Course N Carry
Key Account Management: Best Practices training course. You will discover how to
handle your most valuable current accounts in an efficient manner, which will boost
customer satisfaction and loyalty.

All delegates will be ready to handle key accounts efficiently after completing this very
interesting and useful Course N Carry Key Account Management training session. As
technology is used more often than ever, business is changing quickly, and buyers are
becoming more savvy. This presents new chances for the modern key account manager
who wants to maximize earnings and sales. Technology advancements, changing
markets, and mounting cost pressure are changing the way organisations buy.

This training session on Course N Carry will emphasize how to:

Segment and choose clients objectively

Create and implement a successful key account plan.

Preventing competitors in order to protect the account

Maintaining a sense of genuine strategic value through consultative marketing and building a
reputation as a trusted adviser

Recognizing your main clients' personnel, purchasing practices, and business strategies

e Making use of all organizational resources necessary to support the primary account

Objectives



By the time this Course N Carry training course ends, you'll know how to:

e Execute the whole important account management procedure.

Using a tried-and-true qualitative technique, categorize every consumer and create plans and
tactics that work for each

Focus resources, time and attention efficiently in the growth of important accounts

Show competence and assurance in handling important accounts.

Showcase how to create an account pipeline for potential expansion.

Have more productive conversations with important clients.

e Create enduring, mutually beneficial connections

Training M ethodology

Short, targeted presentations are utilized to convey the concepts and topics, and these
are followed by experiential learning sessions. During these courses, case studies and
real-world examples are used to apply the knowledge learned. Through group work,
individual work, participant discussion, facilitator engagement, and constructive
criticism, participants may quickly pick up the approaches and strategies.

Organizational impacts

The organization will gain from having delegates attend this Course N Carry
training course in the following ways:

¢ A well-defined plan for combining present operations with potential expansion

A rational and lucid method for allocating resources on "how to back the right horses"
Improved key account managers

Enhanced long-term ties and a deeper knowledge of clients across the whole company
Enhanced standing as a key partner

Enhanced predictability and result certainty

The capacity to foresee and thwart rivals' attempts

Per sonal | mapct
Attending this Course N Carry training session as a delegate, you will:

e Recognize the duties and responsibilities of the important account management position.
The ability to create a critical account strategy

Understand the phases of a major account relationship.

Determine your main accounts' potential and nurture it.

Create and nurture internal teams to assist with essential account servicing

Make use of internal resources when working in a remote team.

Who should attend?
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This crucial Course N Carry Key Account Management training course is advised for
everyone in charge of overseeing in-person interactions with clients that have a big
influence on accomplishing the company's goals. Attending the training repeatedly will
be justified even if there is just a slight gain in performance. For executives handling
marketing and sales budgets as well as other resources (such assigning salespeople), it
is priceless.

A wide range of professionals can benefit from this Course N Carry training
course, but the following are particularly noteworthy:

Professionals in New Business Development

Managers of major accounts, strategic accounts, global accounts, and key accounts

Every member of the Key Account Support Group

Account managers and senior sales personnel interested in key account management
Directors and sales managers looking to put in place a crucial account management plan
inside their company

e Managers and Directors of Marketing

e Managers and Directors of Sales

o Additional participants in significant accounts on a regular basis, such as bid team members,
line managers, technical staff, and marketing personnel

Course Outline

Day 1

Key Account Management (KAM): What is it?

Describe Your Key Account Strategy

Formulating a Strategy for Key Account Management (KAM)
Why take the action?

What's at stake?

Who takes part?

How is a Key Account Management (KAM) plan carried out?
Avoid These Pitfalls & Traps

Day 2

Choosing Crucial Accounts

¢ Attendees will go through a tried-and-true, impartial method for categorizing and assessing
every consumer on this day. Next, we'll create detailed plans and methods for providing each
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¢ This will enable management to make precise and unambiguous judgments about resource
allocation.

¢ Not all of them are Key Accounts.

¢ As for the rest of them, what should we do?

e What number of Key Accounts ought to we have?

e The question is whether they think you are a key supplier, not who the key account is.

e Categorizing our Accounting Procedure

e Categorizing our Accounting Practice

Day 3

Knowing our key accounts, how they operate, and what their true desires are

Segmenting Accounts

Recognizing the Decision-Making Process of the Customer
Recognize the Customer's Motivations

How to Create Strong Value Propositions for Every Sort

Recognizing and Using the Internal Politics of the Customer
Recognizing the Impact of the Macroenvironment on Every Customer
The Art of Persuasion

How to Construct Strong Customer Offerings

Day 4

Heading Ourselves and a Key Account Management (KAM) Team

e The Skills and Qualities of Excellent Key Account Managers

¢ The Competencies Needed to Oversee Global and Critical Accounts
Hiring Outstanding Key Account Managers

Characteristics of Effective Key Account Managers

Key Account Managers: Mentoring and Coaching

Persuasion and Communication Techniques for Important Accounts
Expert Selling Techniques

Day 5

Putting Your Key Account Management (KAM) Plan Into Practice: Establishing
Trust

¢ Utilizing Social Media in Every Sector
¢ Key Account Management (KAM) Resource Allocation

¢ Establishing Account Objectives
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