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	COURSE DESCRIPTION
	
	
	

	Key Account Selling 大客戶銷售
	Duration
	:
	2 days


If you ever are involved in the more complex parts of key account management and selling, you might hear the following complaints from customers rather often :

· You just don't understand our business
· You don't substantiate what value we can get from this
· You are just pushing your products and services, but what we need is something that works for us
· You never give us innovative ways to solve our problems
· and so forth.
With these concerns in mind, the “Key Account Selling” programme was created as a result of 1-to-1 coaching with key accounts sales people from a variety of industries that involve complex key account situations across 13 cities in Asia. This programme has been tried, modified, and re-tested to make sure that sales people deliver sustainable business results for customers, especially in the Asian context.

Program Objectives and Outcomes 

a. Understand and anticipate key accounts' business needs so as to grow the account for the future
b. Understand and build strong relationships with influential people of key accounts
c. Allocate the right roles for each key account team member to service the key account as a team
 
Program Agenda for Day One
1. Why Some Sales People Succeed While Others Fail?


2. Qualities of a good key account sales person

· Driven to produce by increasing sales to existing accounts


· Promotes customer relations by soliciting feedback

· Takes initiative to educates customers

· Optimises results by systematically managing an account plan

· Works the system for the customer
· Responds at any hour
3. Cultivating relationships with your customer

· Getting to the Point of Receptivity to obtain information  
· Moving on to the Point of Dissatisfaction to address key issues and needs

· Reaching the Point of Authority for the final proposals and negotiations  
4. Using the R4 model to analyse your key accounts

· Reliability

· Relationship

· Responsiveness

· Resourcefulness 
· Activity: What are the strengths and weaknesses of our R4 ?
5. Analysing Your Customer Situation
· Conducting SWOT and Reverse SWOT analysis for you and your competitors 
· Comparing between what your Key Accounts want, as well as what you and your competitors can offer  
· Exercise: Conducting SWOT and Reverse-SWOT analysis

6. Qualifying the Right Key Accounts  

· Who should, and who shouldn't be your Key Accounts
· What kind of Key Accounts should have a higher priority?
· Managing an optimal number of Key Accounts
Program Agenda for Day Two 
7. Identifying the Key Influencers and Decision Makers  
· Who are the Decision Makers and Key Influencers? 
· Who are the Key Influencers outside the company?
· Are the Key Influencers supporting or against you? 
· Case study: How Guanxi is being leveraged for an extra advantage

8. Knowing Your Key Accounts

· The key reasons why your Key Accounts buy from you
· What are some of your Key Accounts future plans
· Identifying potential and hidden opportunities  
· Understanding the key thinking styles of your key accounts
· What else can be done to get better results
9. Key Account Planning: Using a structured Key Account Plan to 
systematically develop the Key Account

10. Resolving conflicts using the Seven Dimensional Thinking   

· Establish a common objective or goal
· Present the facts   

· Look for the strengths  
· Address mutual concerns  
· Seek innovative, win-win solutions 
· Understand each other’s feelings    

· Mapping the next steps 
11. Setting CLEAR Goals for your key accounts

· Setting and managing challenging Key Account goals

· Setting action steps to achieve your goals

· Reviewing the work accomplished in each action step
· Mapping the Key Account Management plan  
· Presentation of Key Account plans 
