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Observation from practice: Development of the “sales dependency” with key accounts (1/2)

Sales revenue power” of key accounts

4

Note: Indirect “sales

is often not taken into

»
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Slide 3 Key Account Management Research

RWTH University — Chair of Marketing | C. Maryska | Q1 2022



XAM

The growth potential with global key accounts ey Accoumt Management

Observation from practice: Development of the “sales dependency” with key accounts (2/2)

Rule of thumb

+20% growth in key account
management means...

...with a 80/20 distribution
= +16% total growth

...with a 90/10 distribution
= +18% total growth

Key account management is a crucial success factor for many
companies in the B2B market
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Structure and design of my dissertation

Dissertation

Research Study Il

—_—

— =4 Qualitative
data

What are the root
causes for the sales
potential with key
accounts?

i

0 Increase understanding of the growth potential with key accounts
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Research question #1:

How can we
determine and
measure sustainable
sales growth
potential with our key
accounts?
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Definition of the sales potential based on the share-of-wallet situation

Sales revenue (in %) .
A Reminder

Additional sales revenue
generated with the key

1 1
1 1
1 1
1 1
100% ! [
Locked ' account through a !
sales: ! _constantshare-of?wallgt !
20 Mio. € ! is no sales potential (this !
80% [ . !
: | effect occurs e.g., if the
Possible share-of-wallet i . :
30% Sales The relevant | key account o_per_ates ina !
Possible potential: urchasin , strongly growing industry). |
share-of-wallet F\)/olume fO? e !
increase .
30 Mio. € your
(O S —— e company

Current share-of-wallet from the key

account:
Current

e 100 Mio. €

business:

50 Mio. €

2021 Time (in years)
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Research question #2:

Does a relevant
sales potential with
our key accounts
exist?
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Description of the sample: The study participants (1/2)

Top management 4 (11%) Female 4 (11%)

(Senior) vice president 3 (8%) Male 33 (89%)
KAM director 9 (24%)

Key account manager 20 (54%)
Other manager 1 (3%)

Germany 29 (78%)

Job experience in KAM Switzerland 6 (16%)

(] 12 years Austria 2 (5%)

*n=37
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Description of the sample: The companies (2/2)

Industry Number of employees

Automation 6 (16%) < 1,001 2 (5%)
Mechanical engineering 6 (16%) 1,001 — 5,000 5 (14%)
Electrical 5 (14%) 5.001 — 10,000 4 (11%)

manufacturing
_ 10,001 - 50,000 14 (38%)
Automotive 5 (14%)

— 0]
T RS 50,001 — 100,000 10 (27%)
Logistics and transportation 3 (8%) >100,000 2 (3%)

Process engineering 3 (8%)

Drive technology 3 (8%) Business type

Wholesale and distribution 2 (5%) Solely manufacturer 6 (16%)

s Manufacturer 22 (59%)
and service provider
Solely service provider 9 (24%)

Slide 10 Key Account Management Research m
RWTH University — Chair of Marketing | C. Maryska | Q1 2022



The growth potential with global key accounts

XAM

The Association for
Key Account Management

How large is the average sales potential with key accounts?

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

B Current share-of-wallet

O Possible share-of-wallet increase

O Locked share-of-wallet

n=19

32%

22%

Key account 1
... with the largest sales potential

who manage more than one key account

Key account manager,

O

Key account 2
... with the smallest sales potential

20%

32%

23%

Key account 3

Key account manager,
who manage one key account
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Research question #3:

What factors are the
reason that the
sales potential
could not be
captured?
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What are the root causes why the sales potential could not be captured in the past?

- Key
account 1 < Key .
account 2
Supplier’s side
KA'’s side

- - ___L¥Y_

Root causes 1 Root causes 2 Root causes 3

Key account (KA)
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What are the root causes why the sales potential could not be captured in the past?

« Key | R
|
|

accountl ——  Ta—— Key

account 2

—»

-
<
-~

Insufficient

//f : global penetration
. |
\
\ ' Disruptive changes
N | .
lr\\ (of the supplier)
|
|
|

Supplier’'s side
KA's side I

Large size
and complexity

Root causes 1 ' Root causes 2 ' Root causes 3

Key account (KA)
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What are the root causes why the sales potential could not be captured in the past?

-« Key | -.-‘!
accountl — T | Key .
| ! account 2
| P
-
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//: Improvable global g P

{ | cross-functional
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|
|
|

Supplier’'s side
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\ High
~~_ requirements

Root causes 1 : Root causes 2 ' Root causes 3

Key account (KA)

Slide 16 Key Account Management Research Rm
RWTH University — Chair of Marketing | C. Maryska | Q1 2022



XAM

The growth potential with global key accounts

Key Account Management

What are the root causes why the sales potential could not be captured in the past?

Key !
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<+

Key
account 2

Improvable |* >

customer relationship : ——

-
-~
-~
~

(Past) KA mismanagement Insufficient

lobal trati
Improvable global global penetration

cross-functional
cooperation

the customer demand {

\

Disruptive changes
Not a good strategic fit N P J

(of the supplier)

Insufficient added

|

|

. . /‘r

No suitable items for / :
|

|

|

|

|

customer value :

Supplier’'s side
KA's side

Disruptive changes
(of the KA)

Large size
and complexity

~_ requirements

S~
~
-_—

|

|

| .
\+ High

|

|

Root causes 1 : Root causes 2 ' Root causes 3

Key account (KA)

Slide 17 Key Account Management Research m
RWTH University — Chair of Marketing | C. Maryska | Q1 2022




XAM

The growth potential with global key accounts

Key Account Management

What are the root causes why the sales potential could not be captured in the past?

Key ! R
|
|

<+

account 1 Key

account 2
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(Past) KA mismanagement Insufficient
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|
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Proper strategies to capture the sales potential with key accounts in the future

General strategies

Specific strategies

Key account 1 Key account 2

— (Increase overall KAM- Improve customer — Defensive mode!
effectiveness/performance) relationship @ — Sell more know-
how/innovation
— Close local gaps within

(valid for key account 1&2)

— Develop/offer more suitable @ — Attack competition! the global customer
solutions (products/services + — Global vs. local: Focus on relationship = Increase
additional services) uniform customer specific local network

— Enable more top management service/care — Improve pre-/post-
support — Selecta proper KAM team selling processes

— Implement an internal incentive @ (incl. key account manager)
program — Improve KAM effectiveness

— Adapt/improve organizational

design of KAM
— Create/implement a @

transparent global agreement

Review, improve and/or adapt the key account
(de)selection and controlling process!
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