Getcloser than ever to your customers. So close that you tell them
what they need well before they realise it themselves.’

Key a C C O u n t m a n a g e m e nt — Steve Jobs, Co-founder, chairmanand CEO of Apple

Key account management conversations differ

Key accounts typically represent a : abes ETE
from sales ones as they aim to assist in achieving

disproportionate percentage of the client’s strategic goals. They leverage product The psychology of performance

Whil I knowledge and business acumen to provide The power of micro-behaviours
et sl i=. lie your produc competitive advantage and deepen the emotional The Key Account Management framework and
and pricing need to be strong, it’s bond of a great client relationship. TEHIBUSE it to SENEE performancg

: _ Creating connection and understanding needs
your key account managers who Our program focuseson deyelopmg thg skills to Communicating value and gaining agreement
have effective and strategic conversations and . L

keep customers for the Iong term. e Y Adding value and maintaining momentum

Building a resilient mindset
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