Current Client Development
Why you need to plan ahead and use Call Planning
A primer for client Program Managers “Farmers”
Do you hate selling to your clients? Does the thought of making a sales call give you ulcers? You're not alone. Many people don't think of themselves as natural salespeople.  If you are a contract Program Manager, you probably aren't the cigar-chomping, back-slapping, deal-closing salesperson like they show in the movies.
Guess what? That's okay. In fact, with the right approach, you'll probably out-sell the stereotypical salesperson 2-to-1.
The 10-Steps of a “Current Client” Development Program: 

1.   Get focused on your goals to win business from your existing client (Become proactive with your client to learn about them and become their trusted advisor).
2.   Identify your 'Opportunities for Revenue' within your client (Get to know what upcoming priorities and direction will occur in your client environment).
3. Clarify to your client who we are and what we do (they only know what we are currently delivering, and must know what else we may be capable of doing).
4.   Clarify DST differences and values from our competitors.
5. Package DST services and information to make them easily understood (go to your friendly BD staff person for this information if you are not sure what you need to do).
6. Know your pitch and what you are going to say, before you meet your potential client (Bulleted notes and cheat-sheets are allowed!)
7.   Develop supporting documents for what you are going to say.
8. Create marketing and call schedules for ongoing conversation and meeting opportunities with your client.
9. Automate (use repeatable tools) and delegate (use your BD staff and also your on-site staff wherever allowed…they are your eyes, ears, and DST ambassadors).
10. Sell with confidence!
What Is Account Planning?

Account Planning is the perfect approach to selling for all of those who represent DST during delivery of service or product business. It turns that mysterious conundrum that we call the sales process into clear-cut problem-solving and project management.

Account Planning isn't a new approach; it was pioneered by IBM, back when the blue-suited IBM salesman was the epitome of technical sales.  Many have learned about Account Planning from Franklin Covey Training, Dale Carnegie, Zig Zigler, Mahan Kalsa, or even the famous Rick Wolff, who was a top salesman for IBM, DEC, and Accenture, or from numerous other famous sales experts.  As they all can attest, while Account Planning works for multi-billion dollar companies, it works just as well for a company of $10 million.

So what is Account Planning? At its most basic level, Account Planning simply means managing the sales process with the same level of rigor and preparation that you would the implementation of a new customer project.  Rather than trying to use the hard-sell on current clients, you continue to treat them as clients—except that the final product of this latest sales process isn't the current project or service DST is delivering, but a signed contract for new or additional DST services.  You must be a trusted advisor to your client!  They must know we are there to provide solutions to their challenges.  Expand you influence and demonstrate DST’s desire to help the client whenever possible!

You begin the process of Account Planning by developing an internal account plan of attack for your client. This is your private plan (not to be shared with the client) that includes all the steps that need to occur for your client to continue to give you their business and offer opportunities for additional or new business. While the steps can vary, focus on these five basic actions:

1. Develop a convincing value proposition
You've personally got to believe that giving DST additional business is the best decision your client will make. To make sure that this is the case, develop your specific client related value proposition (not just the overall DST value proposition).  Your value proposition should succinctly and concretely detail the benefits that your client will get if they give DST additional or new business. The value proposition should speak the client's language and hit their hot buttons.  For example, you might tell your client, "Right now, you're spending $10,000 per month answering simple customer service questions over the telephone. We can create a Website that will handle these inquiries and direct them to the appropriate responses automatically. Even if it only reduces your call volume by 25%, it will pay for itself in less than two months."  Some people call this “creating need” or “identifying need” that the customer doesn’t always know exists within their organization.
2. Identify all the elements of the client decision-making unit
It's unlikely that only one person will be involved in making the decision. Make sure that you identify all the elements of the "decision-making unit" (DMU) that will be involved.  Fore example:  This means figuring out that John, the Government Technical Lead has the ability to approve certain decisions, the Government Program Manager may not actually be the most influential decision maker, and the Department Director does whatever the Government Program Manager recommends for approval, but Jane, the Subject Matter Expert in IT has veto authority over all projects (even though her title does not reveal that fact).  Decisions do not always go top down or bottom up.  It is up to you to identify those subtle relationships that will win DST favor within the client environment and communicate this back to DST. Once you understand the entire decision process and the people involved in the DMU, you can figure out how to appeal to each of their specific personal needs and political (or other) reasons for selecting DST and our services.  Engage your BD department continuously throughout this process so they can organize the tactics necessary to continue gathering information.  BD will develop a “Capture Plan” to house information gathered during your client development process. 
3. Create a Call Plan
This is your core working tool.  Would you start designing a Website without a plan? If not, why would you make a sales call without one? Your call plan should include who you're talking to (with all contact and position information), when and where you're talking, what you'll need to reference during the call (e.g. send your client out a link to your capabilities statement and website or marketing materials in advance of the call), why you're talking (your goal for the call), and how you'll take the next step. You should also anticipate their top three objections (attempts to say “no”), and how you will respond to them.  Your goal is to manage your client contact behavior and stay organized.  Call planning will allow you to gather as much information as is possible about opportunities, determine how decisions are made and who are the decision makers, build rapport with you client, and influence client desire and decisions to utilize DST as their vendor.  This is your opportunity to bring along a DST BD person to help us get to know the client better.
4. Provide options
Once it appears that there is an opportunity for additional or new work, always present three example future service options to your client: Good, which satisfies all their needs and stated budget constraints, Better, and Best. The fact is that many clients believe that they know what they want, but simply aren't aware of all the possibilities. If you present them with those possibilities, you make it clear that you've thought about their situation and truly care for their organizational success. You increase your chances of winning their favor for a contract award and, you improve your chances of making the contract award larger.
5. Create a preliminary project implementation plan
Now, you and any BD staff involved in your opportunity are moving the client interest toward a DST solution.  While it may seem strange to create a tentative implementation plan before you actually get a contract, doing so serves three important purposes.  First, it gives you a better idea of what it will take to complete the project and write the correct proposal: maybe you're not asking for enough money and need to revise your estimate to the client and revise your proposal before submission! Second, it shows the seriousness and care with which you treat your client‘s time, signaling that you'll show even more care when you implement the project.  Third, it helps set everyone's expectations so that it's clear how to achieve program success.  Obviously at this stage, you have engaged BD staff and any other staff required to provide a solution to our client.
Joint Account Planning - Involve the Client before the RFP even exists
As part of your Account Plan and regular contact/activity with your client, you must engage your client and include them in your ideas.    Once you have made some initial contacts and the client is more familiar with you, it's time to conduct Joint Account Planning with your client.  With Joint Account Planning, you and the assigned DST staff work directly with your client to provide draft Statements of Work (SOW), White Papers, or research in support of a DST solution to their requirements. Thus, providing your client with valuable information that helps them to initiate and move along the sale within their organization.  This converts the sales process from adversarial to cooperative, and gives you far better intelligence about the internal workings and thought processes of your client than you ever could get on your own. Not sure who needs to sign off on your proposal? Why not ask the client?

Joint Account Planning may sound crazy, but it works. Remember, the most valuable thing you can do for your clients isn't to offer the lowest prices, it's to meet their specific needs, solve their problems, and become their trusted advisor. Clients welcome the opportunity to participate in Joint Account Planning because it increases the chances that their expectations will be met and that they will get what they want out of the contract.

The final plan and DST solution that you create with your client should include all the different milestones that need to occur in the sales process, including any sales calls that you need to make and White Papers or example solution ideas that DST must submit. And because the joint account plan is a mutual commitment, you won't have to worry about hunting down the client when it's time to make those sales calls.  Your client will help you gain appointments with the other pertinent decision makers if they have been involved in the sales process!
Is It Worth It?

You may be thinking to yourself, this sounds like a lot of work. Maybe it works for $100 million-dollar sales, but will it work for me? Yes!  Account planning takes work, but so does making 20 or 30 sales calls to different leads or pre-ordained RFPs already issued by the client agency instead of one well-planned and organized sales process.  Account planning works because it increases the chances of making a successful sale.  Let's say that you spend an entire week on each of the five steps.  Is selling a major project worth five work weeks of your time?  For most of us, I think that the answer is yes, especially in comparison to the countless hours, weeks, and months we've all expended pursuing any non-winning business in the past.

Why let sales be so painful?  It is actually easier than most people think.  Just commit yourself to creating an Account Plan and using your Call Plan as a tool to manage your time, be more effective, and to gather all the necessary Capture Plan and Competitive information before the RFP is issued!  All you have to do to make selling painless is to apply the same planning skills that you use when you're implementing your client programs and projects.
