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Account management: A dream or a nightmare?

In terms of people, processes, data and tools, there are still many obstacles to
effective account management.

‘Some accounts in my database are 
double-counted. I just can’t trust my 
data’

‘How can I set targets per 
account?’

‘My account managers are putting 
too much energy on internal 
coordination.’

‘I don’t have a clear picture on the 
accounts in my country and their 
potential.’

‘How can I get prepared for 
negotiations on price?’

‘Which decider should I meet in 
my account? What should I say to 
them?’

‘’How can I set up state-of-the-art action plan
per account without investing too much time?’ 18/10/2016© 2016 IM Associates2



IM Associates’ offering embraces all 

aspects of account management.
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Scope & Vision Hospital Patient Data

Account Mgt Process Account Action Plan Target Setting & KPI Territory Setting

IM.smart reporting Target Setting ToolSegmentation Tool

Account Planning

• Performance analysis

• Stakeholder’s mapping

• Value Proposition

• Tactics

Account Segmentation



As we focus on implementation, we have acquired a 

strong knowledge on account data.

Lack of integration of account data is one of the main hurdle in account
management.

IM Associates can support you in cleaning and reconciliating your account
databases. This is one of the best investment!
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ORDER DESK

• Direct Sales

CRM

•Account type

•Physicians

•Details

•Investments

Reconciliation

Data Provider

Primary address:
Hopital Saint-Andre

C.H.R.U. de Bordeaux

1, rue jean Burguet

33000 Bordeaux

Delivery address:
Hopital St Andre,

74 Cours d’Albret

33100 Bordeaux



Scope & vision

Before determining the scope & vision on account management, we will run a
first AS-IS survey internally.

During such survey, we assess the current believes & aspirations for the future.
All relevant internal business partners will be interviewed.
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Scope & Vision



Scope & vision

With the AS-IS situation in mind and a view on the need of accountmanagement,
IM Associates will finetune the scope & vision.

An important exercise is to identify which internal functions, tasks/processes,
products/molecules and type of accounts will be part of the account mgmt
process.

18/10/2016© 2016 IM Associates6

Scope & Vision



Account segmentation

• During an interactive session, we will define account criteria for attractiveness, potential or
importance – on the one side – and company position or adoption – on the other side.
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Account Segmentation

© 2013 IM Associates: Hospital management Company Position

Attractiveness

Weak Strong



Available patient data
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110 Hospital groups
(220 Hospital campuses)

2.640.934 Patients ! 
(Admissions)



Prioritizing the hospitals & defining their catchment

area.
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Hospitalizations 2011

1 up to 100

100 up to 500

500 up to 1.000

1.000 up to 5.000

5.000 and more

Hospitalisations per city

below 21.900,00 Class 1 (42)

21.900,00 up to 30.000,00 Class 2 (23)

30.000,00 up to 48.000,00 Class 3 (15)

48.000,00 up to 63.000,00 Class 4 (10)

63.000,00 and more Class 5 (8)

Hospitalisations 2011, Quintiles
(19,6%)

(20,1%)

(20,1%)

(18,8%)

(21,4%)



Account segmentation

In the potential calculation, we can add specific criteria such as:

• Specialized units; “Zorgprogramma erkenning”

• Number of specialists;

• ….

In case of missing data, we should first ask the right question… and then find out
how to get the data

10

Account Segmentation

Company Position

Attractiveness

Weak Strong

Assigned population

Level of autonomy granted by region in product 

listingNr of dermatologists using biologics

Refer-in hospital

Input

Budget for pharmaceuticals



Account segmentation

After having selected the crucial criteria or parameters, IM Associates will build a
datacollection tool. This template will be completed in order to prepare the
account segmentation.

• Some information can be acquired or is publicly available

• Other information will have to be collected or purchased.
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Account Segmentation



Account segmentation

After having collected the required data, the indicators will be weighted in order
to determine the account position in the segmentation grid – thereby defining the
account segment.
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Account Segmentation



Account segmentation
Segmentation Tool
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Account management process

From the identified tasks, we will develop an account management process. The
listed in-scope tasks will be sequentially ordered, an optimal frequency or
periodicity will be defined.

18/10/2016© 2016 IM Associates14

Account Mgt Process



Account management process

Finally, the implementation into the internal organisation is kicked-off. Using the
RACI-grid, we will map internal functions and the short-listed tasks.
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Account Mgt Process



Setting up start-of-the-art action plan 

for your key accounts.

Starting from the IM Associates proposition, the action plan is customized to your
business.

Some building blocks of the action plan can be further developed according to
your needs.
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Account Action Plan

• Margin or volume?
• How to compare performance 

across accounts?

Sales Performance

• How to map the stakeholders 
in the decision flow?

• Which tactic/investment for 
each stakeholder?

Deciders Mapping

• How to define and communicate
our value proposition to the 
customer? 

Customer Value Proposition

• How to define the tactics to 
each customer’s segment?

Tactics & Price Strategy



IM.smart reporting

IM Associates has built experience in processing and reporting account sales data.

Through our online tool IM.smart, data are accessible any time, anywhere (also
on iPad).
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IM.smart reporting



IM Associates assures effective decisions are

taken in the complex healthcare environment.

Thomas Euben

Team Leader

www.im-associates.eu

teuben@im-associates.eu

Mob.: + 32 471 66 22 37
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Senior Consultant

www.im-associates.eu
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