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* Value.

* Competencies.

* FAB Module.

* Consumers need, want and demand.
* Business Buyer Behaviour.

e Sales cycle.
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Setting strategic objectives.

Key account segmentation and

classification.

Key Account Identification and Selection

Matrix.
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Customer Attractiveness Factors.
Suppliers Attractiveness Factors.

Key Account Objectives and its Tactics.

.9}*@\‘)@5)5 L.)J&:J\ Jﬁ\}c °

gl HlasY Gl Jolge o

DSy dd )l Olusdl CBlual o

oy Jas] — dbgae Fohxl g

aogalsl

J-o<l
Ui

L ALY A AT Y



401 1 Fdol | rdol |

Course Objective
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Course Objective
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What’s Sales
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What’s Sales Management
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Organize

Control
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New benefits (features) Cost reduction, waste Development process and
creation, improvement and elimination, risk mitigation final product more aligned
optimization of existing with target audience’s e w
ones of needed desires and needs (drivers) C O St 4-9-&*-] \
alternatives
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Competencies
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Competency Tool

www.onetonline.org

Tasks Lgllholl lagall
Skills <yl
Work Activities dab b dalaiall dasddl
Education, Training, dgllaall byl

Certifications, ...
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JOB
ANALYSIS

B Specitication Job Description L",fz“ALij\ (]|

1. Education, work
experience, skills
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Job Description

1. Title, position,
location
2. Responsibilities,

% Dutes, reporting trainings Job Specification dals '5M C)L&Ly@\jﬁ

3. Machines, workplace :
environment 3. Personal & <.em.ot|ona|
characteristics
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Customer’s Purchasing Process
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Maslow’s Hierarchy of Needs

Self-actualization
desire to become the most that one can be

Esteem

respect, self-esteem, status, recognition, strength, freedom

Safety needs

personal security, employment, resources, health, property

Physiological needs

air, water, food, shelter, sleep, clothing, reproduction
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Why people buy?

Prestige, Luxury and style.
Quality, reliability, Durability or reputation.
Save time, efforts or money .

Sales, marketing and the Web.
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“Companies that try to be everything to everybody
usually end up being nothing to anybody”

Kaplan
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How People Buy?

Problem Recognition

Search

/ Alternative evaluation

—

(]

Purchase

Post — Purchase evaluation
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When People Buy?

BENEFITS
2jlga

FEATURES
Sl
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Features - Advantage - Benefits
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SELLTHE RESULT, NOT THE PRODUCT...
@»«wj Gad) 9 daedi! &

your eustomer The result
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1. FEATURE: 1 TB hard drive.
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EXERCISE

Digital Camera

Cotton shirt

Training course

128 4353 dluwo 1 ded) 110
- Blusl 10 5o S5 468G - s

128 GB internal storage
10X zoom lens

4000 mAh Battery

100 yruoy Jlo Juads 7100 kb amed

o>

.

100% cotton
Slim fit
100 EGP

- 4990 daal (10 e (g pu)sS
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u))bgi 0) gur>

Certified from European University

Presented by great instructors
Can attend it online
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SALES CYCLE

Prospecting

Asking for

Researchin
referrals &

02

&% Close

Common Sales
Cycle Stages

05

Closing

Presentin
the sale g

Addressing
objections
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Prospecting
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Prospecting
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Prospecting

obas

Foot Prospecting (SuwdSI! cuiisd]
Social Media (L3 eI guund 0 3S5d) (sl Juol gl S5l
Connections <3l

Promotional Materials and Events &lasYlg duzog U1 ol gall

Cold Calls 83! ¢uleJ &l

Satisfied Customers o2,Jb (39,20 y3L)
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Researching
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Contacting
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Presenting
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Handling Objections
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Handling Objections
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Effective objection handling technique
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Be a Proactive
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Closing and Follow up
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Build a long-term relationship
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Key Account Sales Management
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Key Account Sales Management

kam.

KEY ACCOUNT MANAGEMENT
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Key Account Sales Management
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STRENGTHS

-

OPPORTUNITIES
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Setting Objectives
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Balanced Scorecard approach

Learning & Growth
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Key Account Sales Management
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Key Account Management
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Business Buyer Behavior

Business to Business (B2B):
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Business Buyer Behavior

Business to Consumer (B2C):
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Key Account Segmentation and Classification

‘ W) Quality & brand focused

segment

K\

» Partnership-focused
segment

1
)

» Price-focused segment

£

» Service-focused segment

The four most common
needs-based segments
in B2B markets
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A price - focused segment
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A quality and brand - focused segment
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A service - focused segment
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A partnership - focused segment
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KAISM

Key Account Identification and Selection Matrix
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Customer Attractiveness Factors
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Customer Attractiveness Factors
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Suppliers Attractiveness Factors
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Suppliers Attractiveness Factors
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Key Account Objectives and its Tactics
S oluadl 1o ddugiund ! o

Who are we targeting within the account?

Key Development
Account

Key Account

Opportunistic Maintenance
Account Account

Customer attractiveness

Supplier attractiveness
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Key Account Objectives and its Tactics
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Key Account Objectives and its Tactics
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Key Account

Improve
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Key Development Accounts

Invest ol
s ul; gres «.9” duceud U b\J.QJ\ Y J\J)AJ\ ul_c JWUJLQMBH @ m_cJJ\ dale i w&w

P gall dudl>

@w\wéw\ .

Ao ) das e

oy Jas] — dbgae Fohxl g

aogalsl

J-o<l
Ui

L ALY A AT Y



401 1 Fdol | rdol |

Maintenance Accounts
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