


• Qualification of Target Accounts 

• Difference Between “Key” and “Target” 

• The Planning Process 

• Conclusion 



What Qualifies As A Target Account? 

• Account has at least 25 units in their fleet 

• Account has not purchased KMH mobile equipment for at least 5 years 

              - and - 

• Account buys a large number of units every year, or will be in the 

market for a large purchase in the next 18 months 

              - or - 

• Account may not have plans to purchase, but rep feels they have a 

significant opportunity to reduce maintenance and downtime, or 

increase storage capability by updating fleet. Rep believes there is a 

reasonable chance of creating an opportunity in the next 18 months 



• Target competitor’s  

long-standing accounts 

• These accounts would have a dramatic impact on 

the income of both the salesperson and the 

dealership in the time frame of 6 to 18 months 

What Qualifies As A Target Account? 



The following are “A” or “Key Accounts”, not Target 
• Accounts not planning significant new equipment purchases 

over the next two years 

• Large accounts which have recently entered into long term 

agreements, making expectations of significant business 

unrealistic for several years 

• Accounts where reps are currently involved in some phase of 

the quoting process 

 

Key Accounts do not fall under the full 

scope of target account planning, 

which requires the planning and 

involvement of the entire dealership 

Other Important Accounts 



• Determine target accounts with sales manager 

• Obtain target account binder from business 

development 

• Assess the current situation 

• Define the objective 

• Create a strategy 

• Develop a series of action steps 

 

The Planning Process 



1) Description of the Organization 

2) Account History 

3) Competition 

4) Contacts 

5) Short Term Goals 

6) Strategies/Action Plan 

7) Plan Presentation & Critique 

Target Account Program Guide: 



1) Description of the Organization Includes:  

• Products Marketed 

• Profile 

• Corporate Headquarters 

• Plant Locations 

• Fleet Age/Size 

• Own/Lease 

 
The account’s web site will be researched by business 

development and any information pertaining to the above 

will be included in this binder. 



2) Account History Includes:  

• All past and current efforts relating  

to the account 

 
• Proposals for the account will be printed and included by sales 

administration. 

• PowerPoint presentations will be printed and included by 

business development. 

• Current Situation form to be completed by rep. 





3) Competition Includes:  

• Name competitors and what percentage of the 

business they have 

 
       The rep will enter this information into the binder. 



4) Contacts Includes:  

• Begin evolving list of individuals and include 

title, job function, business personality, impact 

on the buying process, and strength of rep’s 

current relationship. 
 

 As much information as possible will be gathered by business 

development and included in this section. The rep will enter the 

majority of contacts into the binder. 





5) Short Term Goals Include:  

• The rep will set a series of short-term goals/ objectives. 

Each must have a set time for completion.  

KMH recommends 2 months. 

 

 These objectives must be measurable. 

 “I will get to know them better.” 

 “I will have completed an exploratory call with six contacts including 

the head of maintenance, a lift truck operator, the distribution 

manager, safety director, head of purchasing, and industrial engineer. 

I will determine each personality type and their key concerns.  I will 

determine what process the company uses to make decisions.” 

Short Term Goals Include the most ambitious 

objectives the rep can realistically achieve  



6) Strategies/Action Plan Includes:  

• The strategy statement is a general description of 

how the rep will be proceeding toward the objective – 

usually 4 or 5 sentences. 
 

 Seriously question continuing any approach that has been tried in 

the past with this account. 

 Rather than taking the normal path of immediately tying to obtain 

approval to provide a quote or demo, concentrate on the personal 

concerns of the buyers and the differences between KMH and 

competitors. 









Access to each one of the forms utilized 

in this game plan can be found on the 

F Drive as well as Team KMH site. 



7) Plan Presentation & Critique Includes:  

• Group planning sessions are a major part of each monthly 

sales meeting. 

• Reminders are included in the sales meeting agenda sent 

by the sales manager prior to each meeting. 

• An assessment and objective for one of the rep’s target 

accounts must be developed and brought to the meeting 

with the binder.  

• The sales meeting should begin with the target account 

planning session while everyone is still awake.  



7) Plan Presentation & Critique Includes:  

• The sales manager should break everyone into groups of 

three or four. 

• Aftermarket and Systems should be teamed with those 

whom they share the account and included in this first 

step of the brainstorming process. This step should take 

no more than 20 minutes per rep. 



7) Plan Presentation & Critique Includes:  

• The equipment rep begins the process by 

sharing the assessment and objective for 

his selected account. 

 
• Discussion:  Is the objective appropriate, realistic, 

and ambitious? 

• Group agrees upon objective 

• Best possible strategy is developed 

• Action steps to implement the strategy are outlined 

 

• Adequate notes should be taken by the 

rep in order to make an informal 

presentation to be critiqued by the entire 

sales force and any other managers that 

are invited. 

20 

Minutes 

Per Rep 

Do Not 
Take a Break 

Before 

Presentations 



7) Plan Presentation & Critique Includes:  

• Sales manager may choose to divide the entire group into two 

groups, or have each rep present to the entire group. 

• Generally 5 or 6 plans can be critiqued in 2 hours. 

• Interdepartmental cooperation should be strongly encouraged 

during this session – invite other managers and get some buy-

in into the target account process in general. 

• Reps should take notes of the group’s review. 

• Each rep should prepare a final written plan that includes 

detailed action steps – same day. 

2-Hour 

Period 



• Develop a total of 5 target accounts 

• The plan must be written down by the sales rep 

and continuously updated – even outside the 

group sessions 

• Each account that hasn’t been conquered 

should be rotated through the group sessions 

every 5 months 

• Focus on interpersonal selling rather than 

solution selling 

• Involve as many members of the manufacturer 

and distributor selling team as possible! 




