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Steps for
Growing Your
Key Accounts

Retaining current customers costs 6-7x less than acquiring new ones,' and improving customer
retention rates by a mere 5% can increase profit per customer by 25-95%.* So it makes sense that top
companies focus on building relationships, increasing loyalty, and selling more to current customers
as a growth strategy. Use the following 10 steps to replicate their successes.

Get your leadership team on board with your plans early. The more senior
management is involved, the better account management works, from
planning and implementing processes to providing training

and building the right team.
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A 2% INCREASE IN CUSTOMER RETENTION
IS THE SAME AS CUTTING COSTS BY 10%.’

Craft a compelling strategy for growing accounts, and make sure the
implementation plan is rock solid.
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75% of high performers believe 2X more
creating strategies and action plans to challenging
grow strategic accounts is one of the
most effective ways to maximize revenue.

Not all customers are created equal. When looking to grow accounts, you
should target those accounts with the greatest opportunity.
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Use an account management tool Build a solid account team

53% Having an
effective
planning tool
is 2.8x more
challenging

High Performers

O of all respondents believe creating
Average & Below-Average Performers ¢ 7 8 /() a team-based approach contributes
most to revenue maximization.

If buyers value you and what you bring to the table, they’ll buy, keep buying, and
be open to expanding their relationship with you. When it comes to account
growth, high performers are better at both internally assessing the additional value
they are able to provide accounts and working with accounts to co-create value.

Internally assessing and evaluating Working collaboratively with
additional value they can bring to strategic accounts to co-create
strategic accounts. value in innovative ways.

' THE PROBABILITY OF SELLING TO AN EXISTING CUSTOMER IS
60-70%, WHILE SELLING TO A NEW PROSPECT IS ONLY 5-20%.*
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Maintain and build the relationship Get account management training

A (BS/New York Times poll asked:

“Of people in general, how many do you think are 1| High Performers
trustworthy?”

The answer: 30% 51% Average/Below-Average
Performers

But when asked, “Of people you know, how many
do you think are trustworthy?”

The answer: 70%

| High Performers
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43% Average Performers

STRENGTHEN CLIENT RELATIONSHIPS, BUILD LOYALTY, AND GROW YOUR EXISTING >0 4
ACCOUNTS WITH STRATEGIC ACCOUNT MANAGEMENT TRAINING FROM RAIN GROUP RAI N G rou p

With RAIN Group's strategic account management training, your team will gain critical skills AMER « APAC - EMEA
and knowledge needed to help you achieve the greatest possible success in key account WWW.raingroup.com
management. They'll learn a proven process for strategic account planning that will allow info@raingroup.com
them to systematically review and grow their accounts. To learn more about bringing (508) 405-0438
training on-site to your organization, click here.
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