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Why LAMP? What are the Business Issues?

· 80/20 rule is applicable

· Uncertainty about which accounts to focus their efforts upon
· Poor customer satisfaction results
· Communication needs to be improved cross functionally and between business units

· Have questions in how to apply resources – and how to determine what accounts to apply them to

· Profitability needs to be increased - either overall or by account (sometimes a corporate mandate)

· Driving Revenue:
· Increasing share by account

Critical Success Factors

· Senior Level commitment to a large account (key account management) program

· Critical for success because Actions have to take place and management needs to allow them to happen.  

· Recommend a Cross Functional Management Team be put in place
· Ensure proper resources are allocated to accounts that have been decided to focus on.  If trying to manage resource allocation then you need this commitment from not only Senior Level Management, but also Cross Functional Management, particularly Pre-Sales resources and Product Management personnel.

· Define the suitable accounts you want to pursue then determine how to attack them.

· Do you have a strategy that says Tier 1 accounts have this level of resources; Tier 2 has this level and Tier 3 this level?  You don’t have to have this in place, but the customer should at least recognize the importance of having this and should want to implement.  

· Define what the accounts are then select the teams based upon the customer touch points within your company (who engages with the customer and adds value to the relationship).

· “Large Accounts” = “Significant Accounts”

· Sometimes large accounts are transactionally focused and are not the best accounts for LAMP.  Other times, a Large Account may already be maxed out in the amount of business you will receive from them.  
LAMP Implementation: 3 Approaches 

· Team LAMP: 
Focused from an account perspective.  What this means is that we say we have a relationship with company XYZ and that is the focus for this program.  All cross-functional team members will work on strategies for this account in the 2-day training.  
· Individual/Account LAMP: 
When a customer says, I have a group of account managers and each of them will work on their own account during the program.  This has been effective, but not as effective or as good as Team LAMP.

· Combo (Team/Account) LAMP:
Occurs when you have cross-functional resources, but have smaller teams.  

The 3 Phases to LAMP: it’s not just a 2-day training event!

· Investigation Phase:  development of pre-course

· Start 8 weeks out before workshop

· Review pre-course with organization

· Provide rules for interviewing

· Gather data

· Client organization (external)

· Cross functional resources (internal)

· External to both buy/seller (websites, trade journals…)

· Strategy Development:  the 2-day program 
· Implementation:  ongoing 60 and 90-day review sessions

Metrics – Benchmark and Determine:  
What will determine success and how will it be measured?

· Be realistic on measurements

· Can’t just judge revenue at the end of the year

· Need leading indicators – can’t wait 18 – 36 months.  Measure the following:

· New SSO’s identified

· New key players identified

· Relationships developed and improved relationships as measured by the Buy Sell Hierarchy
· Benchmark where you are today to judge against where you are in 6 months.  Possible sources:

· Current Customer Satisfaction Survey Ratings 

· Measure returns

· Current profitability per account

· Need technology in place to support these activities and measurements.

· Technology Infrastructure 

· CRM does not have to be in place.

· Will it facilitate and support the necessary communication?

· Will it facilitate and support benchmark measurements?

· If not, what can we do near term to fix this before LAMP rollout?

· All team members need to know what is being measured, how and why
· 2 measurements in this relationship that are in control of the hands of the client

· The Buy-Sell Hierarchy and how we are perceived 

· How well we do relative to goals

· 2 measurements in this relationship that are in our control.  Always measuring our sales effectiveness and how well we do through:

· SSO’s (new business opportunities)
· Revenue

· And 3 measurements that are in both of our control

· Focus Investment: both of us have to win – are they working for both of us?

· Action Plans:  Whether they take place as anticipated and are effective

· Communication:  Has this improved as we expected?

Rules for LAMP to be successful

· Completed pre-course is your ticket to admission.  Without it, you cannot attend workshop.

· Schedule reviews before program (Include as metrics)

· Management Reviews

· Occurs 7 – 10 days after session

· Occurs 60/90-days after session

· What has happened, what hasn’t and what are the results?

· Cross-functional Management Reviews

· Have cross-functional management reviews post session to provide accountability to department managers in dedicating resources.

· Announce metrics to LAMP participants and appropriate parties 

Question and Answer

Q:
Do you still cover all of the components of the program with the customer in the room such as Revenue Targets?
A:
Yes, because the “basic premise” of LAMP says that we want to have a long term profitable relationship and the customer needs to know they need to purchase $X in order to be considered a Focus Investment.  You have to cover Sales Objectives and Revenue Targets and have open/honest communication with the customer.
Q:
When you have a client with multiple fields of play within same company, how do you coach them to coordinate all of the gold sheets for that account?
A:
Typically there is a National Account Manager and by sharing the Gold Sheets and making them available to the entire team.  You can’t role up all the Gold Sheets into a single sheet.  You can have a Gold Sheet on the Corporate Entity that is separate from the others.  This goes back to the discussion on communication and how the information will be disseminated.  

Part of the discussion that takes place in positioning LAMP is how this communication will take place and what strategy will be followed and what roles each person plays.  Particularly in an environment that may be cross-functional teams and making sure that those accounts managers are comfortable with the responsibilities that they have as the cog in the wheel – both out from the wheel as well as back in.  Define how this will be established and then what infrastructure will support that.

You may also want to look into motivations behind the person and the compensation that goes along with the role in being a member of the cross-functional team. The person needs to recognize some sort of value for working in a team. 

Q:
Have you positioned LAMP in a company where you are stuck in one division within a multi-national or are trying to hop across from one division to another? 

A:
Yes. We have positioned LAMP in that situation in terms of how can we focus on the field of play and then leverage and communicate that success across divisions.  Obviously, you need access to the most senior level people to do this. Also, in doing so, you need to be sure that the divisions have similar business beliefs and that they won’t be competing with each other internally.  If they are competing internally, then you may want to start with SS and create a new field of play and then build your own significant key players.  Otherwise, you don’t have anything to leverage from the current field of play.  You need to be careful because if you are in this situation, you may be seen as coming from the hated division.  It would be worse than starting with a new account because as soon as you step in the door, you will have a anti-sponsors.

Q:
How do you help facilitate the communication from Management to the people that will participate in the program and share the importance of the pre-course so they don’t just blow it off?
A:
Two things.  First is do a conference call to walk through the pre-work with the participants and assign who is doing what.  Second, help the client craft follow-up messages to the participants.  In 6 – 8 weeks you can’t afford to send a single memo that says “Please get the pre-course completed.”  We have a whole series of letters/memos templates (a communication plan) that we customize and provide the client.  They basically act as reminders every 4 days as to where the participants should be in the pre-course completion.

Q:
In terms of the make-up of the team and the importance of having Senior Level Management on the team, I know when I helped implement LAMP we included Marketing and Product Development and we saw a lot of value by including these people that didn’t have a whole lot to do with Sales.  What is your experience with this and what is your coaching?
A:
That is interesting, that is exactly what we recommend that their be different representation on the team.  It goes back to the 3 ways to implement LAMP (Team, Account, Combo).  All the work and expertise should not be placed on a single individual in Team LAMP.  Whereas in Account LAMP a great level of this will be placed on a single individual.  In Team LAMP you should have Pre-sales resources, Post-sales resources in addition to the account manager and sales person.  Other people to include may include IT resources or Finance.  You need the people on the team that think like the customer and have a touch point into the customer.

Q:
If you were to run a LAMP session and include the customers customer, would you be able to include say 30 participants if 5 accounts were involved or would that be a stretch for the facilitator?
A:
Here is my way of thinking – speaking philosophically as I have never run a LAMP with that many participants and accounts in the room at the same time.  The hope or the goal of having the customer participate is for them to share information that is “risky” to them and that there will be an opportunity to have open and honest communication about the relationship.  By trying to run a program that large, you wouldn’t provide an environment conducive to achieving this goal.  Think of this not in terms of number of participant, but in terms of value.  The returns are extraordinary for a customer that attends and opens up.  We would only have a single customer attend a workshop with the respective team that manages them internally.
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