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Description:

Discusses Schneider Electric's shift from local to Discusses Schneider Electric's shift from local to 
global account management. Focuses on the global account management. Focuses on the 
experience of Fritz Keller, international account experience of Fritz Keller, international account 
manager in Switzerland. Covers the main challenges manager in Switzerland. Covers the main challenges 
a global account manager faces, including internal a global account manager faces, including internal 
issues and client examples. Looks at organizational issues and client examples. Looks at organizational 
issues, local vs. global issues, defining and setting up issues, local vs. global issues, defining and setting up 
a global account structure, information management a global account structure, information management 
issues, as well as internal buyissues, as well as internal buy--in issues. Ends with in issues. Ends with 
the current challenges the global account manager the current challenges the global account manager 
faces when attempting to reconcile local and faces when attempting to reconcile local and 
international priorities. international priorities. 



BackgroundBackground

HistoryHistory
By 2000By 2000
Four big marketFour big market
Three brandnameThree brandname

17821782年成立，起初是一家工业设备公年成立，起初是一家工业设备公
司；司；

18361836年生产出法国第一个机车设备年生产出法国第一个机车设备
19141914年成为法国最重年成为法国最重要要的工业公司之的工业公司之
一；一；

19291929年进入电气契约业务；年进入电气契约业务；
第二次世界大战期间工厂受到严重破第二次世界大战期间工厂受到严重破
坏，在法国政府地扶持下重建为股坏，在法国政府地扶持下重建为股
份公司，业务包含电气工程、工业份公司，业务包含电气工程、工业
制造和建筑工程；制造和建筑工程；



–– 19691969年与年与EmpainEmpain公司合并进行了多元化发公司合并进行了多元化发

展，涉及滑雪设备、服装、出版业和旅游；能展，涉及滑雪设备、服装、出版业和旅游；能
够够

–– 19931993年进行再一次并购并增发股票，公司品牌年进行再一次并购并增发股票，公司品牌

开始国际化；开始国际化；

–– 19961996年在中国建立了第一个法国全资的公司；年在中国建立了第一个法国全资的公司；

19991999年更名为施耐德电气；年更名为施耐德电气；



Brand NameBrand NameBrand Name

Core BusinessCore BusinessCore Business

Four Big MarketFour Big MarketFour Big Market

BackgroundBackground

HistoryHistory
By 2000By 2000
Four big marketFour big market
Three brandnameThree brandname

By 2000 Schneider By 2000 Schneider 
Electric was of the Electric was of the 
largest electrical  largest electrical  
manufacturers in the manufacturers in the 
world, operating 150 world, operating 150 
manufacturing and manufacturing and 
marketing facilities in marketing facilities in 
130 counties.130 counties.

It served the electrical It served the electrical 
power,                                power,                                
industry, infrastructure industry, infrastructure 
and construction market.and construction market.
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IndustrialIndustrial

ConstructionConstruction

InfrastructureInfrastructure

Electrical PowerElectrical Power

MarketMarket
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Three brandnameThree brandname

Core BusinessCore BusinessCore Business



梅兰日兰创建于梅兰日兰创建于19201920年年
主营业务电器元件主营业务电器元件

美商实快创建于美商实快创建于19031903年年
配电盘及自己的断路器系列配电盘及自己的断路器系列

TETE电器创建于电器创建于19241924年年
接触器，计时器，配电盒接触器，计时器，配电盒
，按钮及继电器，按钮及继电器



SGBD SGBD 
Schneider Global Business Development

SGBDSGBD

Shift from Local Shift from Local 
to  Globalto  Global
GSAGSA
Performance Performance 
MeasureMeasure
Reward SystemReward System
Situation from 2000Situation from 2000

Schneider Global Business Development

Created in 1992, as a world wide sales Created in 1992, as a world wide sales 
organization, parallel to the countryorganization, parallel to the country--based based 
sales force.sales force.

Strategy Core Strategy Core 
Communication, reliability, speed and Communication, reliability, speed and 
service to local customers are what make service to local customers are what make 
us successful as a team. We do not win us successful as a team. We do not win 
customers with the technologycustomers with the technology——it is it is 
common all the companies in the field. We common all the companies in the field. We 
win with the relationshipwin with the relationship--building and by building and by 
delivering on the relationshipdelivering on the relationship

Strategy ObjectiveStrategy Objective
significantly expand business with the significantly expand business with the 
companycompany’’s global, strategical accounts global, strategical account



SGBDSGBD

Shift from Local Shift from Local 
to  Globalto  Global
GSAGSA
Performance Performance 
MeasureMeasure
Reward SystemReward System
Situation from 2000Situation from 2000

First Venture into GAMFirst Venture into GAM
Schneider VS CopiatoSchneider VS Copiato

The two companies identified mutually beneficial The two companies identified mutually beneficial 
initiatives in product development.initiatives in product development.

Reduction of project cycle timeReduction of project cycle time
Improvement of productivityImprovement of productivity
Minimization of downMinimization of down--timestimes
Savings in maintenance costsSavings in maintenance costs
Reduction inventoryReduction inventory…………

WINWIN--WINWIN
Awarded Arthur Anderson Best of the Best AwardAwarded Arthur Anderson Best of the Best Award
For Channel ManagementFor Channel Management



SGBDSGBD

Shift from Local  Shift from Local  
to  Globalto  Global
GSAGSA
Performance Performance 
MeasureMeasure
Reward SystemReward System
Situation from 2000Situation from 2000

First Venture into GAMFirst Venture into GAM
ChallengesChallenges

High cost   complicated process  High cost   complicated process  
Challenges from parochialism Challenges from parochialism 
Customization Customization 

High involvement and interaction fromHigh involvement and interaction from
Senior management in both originationsSenior management in both originations



Realignment  RelationshipRealignment  Relationship

Distribution

Customer 
Service

Marketing

Finance      MIS

Acct. Rec.  R&D

Senior Management

Warehouse
operations

Inventory Store 
operation

Merchandising

Finance      MIS

Acct. Rec.  R&D

Senior Management

SellerSeller

Selling /Buyer OrganizationSelling /Buyer Organization

BuyerBuyer



SGBDSGBD

Shift from Local Shift from Local 
to  Globalto  Global
GSAGSA
Performance Performance 
MeasureMeasure
Reward SystemReward System
Situation from 2000Situation from 2000

Global Strategic AccountGlobal Strategic Account GSAGSA
StandardStandard
Potential sourcing at least 50% from Potential sourcing at least 50% from 
Schneider, which can  recover the cost to Schneider, which can  recover the cost to 
launch  IAMlaunch  IAM

Help Schneider understanding its Help Schneider understanding its 
challenges, needs and serviceschallenges, needs and services

Share early project information and Share early project information and 
purchasing commitmentpurchasing commitment

Compatibility of goals, values, style andCompatibility of goals, values, style and
time horizon.time horizon.



SGBDSGBD

Shift from Local Shift from Local 
to  Globalto  Global
GSAGSA
Performance Performance 
MeasureMeasure
Reward SystemReward System
SGBD from 2000SGBD from 2000

Global Strategic AccountGlobal Strategic Account GSAGSA
structurestructure

SGBD SchneiderSchneider Global Business Global Business 
DevelopmentDevelopment
IAM   IAM   International Account ManagerInternational Account Manager
IAC IAC International Account Correspondent International Account Correspondent 
GSAGSA Global Strategic AccountGlobal Strategic Account



International SGBD NetworkInternational SGBD Network

SGBD SGBD 
Global Paris HQ

Central R&DCentral R&D
Marketing TeamMarketing Team

Industry ExpertsIndustry Experts

InternationalInternational
Account ManagerAccount Manager

Global StrategicGlobal Strategic
AccountAccount

CountryCountry
CorrespondentCorrespondent

Sales EngineersSales Engineers

GSAGSA--PlantPlant



SGBDSGBD

Shift from Local    Shift from Local    
to  Globalto  Global
GSAGSA
Performance  Performance  
MeasureMeasure
Reward SystemReward System
SGBD from 2000SGBD from 2000

Performance Measure & Performance Measure & 
Reward SystemReward System

Annual planning and review Annual planning and review 
meeting for IAMsmeeting for IAMs

MBOMBO( management by objective)( management by objective)
Covering three areaCovering three area
Key objectives  sales forecasts  Key objectives  sales forecasts  
critical issues critical issues 

ChallengesChallenges



SGBDSGBD

TrainingTraining
CompetitorsCompetitors
relative strength inrelative strength in
GAMGAM
SGBD from 2000SGBD from 2000

Training for IAMTraining for IAM

SchneiderSchneider’’s global account s global account 
managers were expected to exhibit managers were expected to exhibit 
the following behaviors and skills:the following behaviors and skills:

��Clear vision and mission statementClear vision and mission statement
��EmpowermentEmpowerment
��Effective communication networkEffective communication network
��SolutionSolution--selling competenceselling competence
��Culture adaptabilityCulture adaptability



Relative strengths in GAMRelative strengths in GAM

ProductsProducts
servicesservices

CompanyCompany
BenefitsBenefits

SystemSystem
solutionsolution

BusinessBusiness
solutionsolution

Earn TrustEarn Trust

Set EntrySet Entry
BarriersBarriers

ReinforceReinforce
Exit BarriersExit Barriers

Joint ProblemJoint Problem
SolutionSolution

We will install switching costs We will install switching costs 
that make it impossible for a that make it impossible for a 
competitor to convert the competitor to convert the 
customer and the customer to customer and the customer to 
convert suppliersconvert suppliers

Strategic PartnerStrategic Partner

SGBDSGBD

TrainingTraining
CompetitorsCompetitors
relative strengthrelative strength
in GAMin GAM
SGBD from 2000SGBD from 2000



SGBDSGBD

TrainingTraining
CompetitorsCompetitors
relative strengthrelative strength
in GAMin GAM
SGBD from 2000SGBD from 2000

From 2000 SGBD NetworkFrom 2000 SGBD Network
Global Business DevelopmentGlobal Business Development

Schneider Electric At presentSchneider Electric At present
A unique worldwide business modelA unique worldwide business model
Our partnership policy aims at a ‘Push-Pull’ approach
a specific strategy for OEMs



Â a strong partnership policy

Â a complete geographic coverage

� successfully deployed the business model 
worldwide and adapted locally in 130 countries

� standard products are available around the world

� set a specific organization for global customers

providing a unique interface for sales and services:

– Schneider Global Business Development (SGBD)



succeeded in deploying and adapting in 130 countries



Schneider Global Business Development (SGBD)Schneider Global Business Development (SGBD)

� SGBD has identified 80 global customers, 
outstanding for their leadership and their capacity 
to produce and invest throughout the world, as well 
as international OEMs.

� SGBD follows this global customers and offers 
them a unique interface and correspondents in 
countries all over the world. The network now 
includes between 400 and 500 people spread 
throughout the world, working for these major 
accounts.



leverage  geographic coverage to serve customers



a unique worldwide business model

Â We balance our sales between Power & Control

Â We favor innovation as part of our differentiation strategy

Â We give the power to our customers

Â We have a strong partnership policy

Â We have a complete geographic coverage with operations in 130 
countries

Â Our financials are among the best in class



a unique worldwide business model

Â a strong partnership policy- Key factor

� The business model relies on long term and loyal relationships with partners

� Sharing common goals

– build together the tools to answer customer needs

– enrich each other by sharing our expertise

– accelerate innovation for the benefit of our customers

� maximizing access to customers and to decision makers



A strong partnership policy

ÂÂ Having unique competencies in developing stateHaving unique competencies in developing state--ofof--thethe--art and innovative productsart and innovative products

ÂÂ The products are designed to integrate into comprehensive solutiThe products are designed to integrate into comprehensive solutions that meet ons that meet 
customers complex needscustomers complex needs

ÂÂ No one can be the specialist in every application or processNo one can be the specialist in every application or process

ÂÂ Leveraging the partners specific expertise to enhance the addedLeveraging the partners specific expertise to enhance the added--value for the final value for the final 
customercustomer

Solution: the combination of partners expertise on customer needs and 
our very complete, ready to integrate, set of products and software





A specific strategy for OEMsA specific strategy for OEMs



Answer for OEMs: application centers



Our hoisting application centers: a worldwide network



Leveraging partnership policy in infrastructure projectLeveraging partnership policy in infrastructure project



The model supported by a solid foundationThe model supported by a solid foundation

Â We balance our sales between Power & Control

Â We favor innovation as part of our differentiation strategy

Â We give the power to our customers

Â We have a strong partnership policy

Â We have a complete geographic coverage with operations in 130 
countries

Â Our financials are among the best in class



ChallengeChallenge

Traditional Traditional 
PerceptionPerception
Internal ConflictInternal Conflict
UnbalancedUnbalanced
StructureStructure
Personnel AllocationPersonnel Allocation

Traditional   PerceptionTraditional   Perception

�� InternalInternal
traditional perceptiontraditional perception------large accounts often large accounts often 

meant high volume with low marginsmeant high volume with low margins

�� ExternalExternal
the large accounts cannot realize added value the large accounts cannot realize added value 

by GAM providesby GAM provides



ChallengeChallenge

Traditional Traditional 
PerceptionPerception
Internal ConflictInternal Conflict
UnbalancedUnbalanced
StructureStructure
Personnel AllocationPersonnel Allocation

Internal ConflictInternal Conflict

�� Conflict of powerConflict of power

�� conflict of interestconflict of interest



ChallengeChallenge

Traditional Traditional 
PerceptionPerception
Internal ConflictInternal Conflict
UnbalancedUnbalanced
StructureStructure
Personnel AllocationPersonnel Allocation

Unbalanced StructureUnbalanced Structure

�The balance of power lies with country sales managers
Global account managers acted as informationGlobal account managers acted as information--providers, providers, 

influencers and coordinators, but they did not have decisioninfluencers and coordinators, but they did not have decision--
making power over sales to their account. making power over sales to their account. 

� 'matrix organization‘
Global account managers report to both their local sales Global account managers report to both their local sales 

manager and to a corporate executive responsible for global manager and to a corporate executive responsible for global 
accounts. accounts. 

�The balance of power lies with the GAM
Its logic is that global customers are more important than Its logic is that global customers are more important than 

local sales, so the company is organized first and foremost local sales, so the company is organized first and foremost 
around those customers. around those customers. 



KSFKSF
KSFKSF (Key Success Factors)(Key Success Factors)

Senior managementSenior management
commitmentcommitment
Selecting Global Selecting Global 
AccountsAccounts
ITIT
InfrastructureInfrastructure
Selection of GAMSelection of GAM
Measurement Measurement 

metrics and Rewardsmetrics and Rewards

Global account management is an organizational Global account management is an organizational 
structure designed to better serve global customers. structure designed to better serve global customers. 
Underlying this objective, the global account Underlying this objective, the global account 
management system must create new value for the management system must create new value for the 
global accounts. We reviews the global accounts. We reviews the KSFsKSFs of global of global 
account management and focuses on the hidden account management and focuses on the hidden 
factors that underlie these KSFfactors that underlie these KSF’’s where significant s where significant 
benefits were not widely recognized.benefits were not widely recognized.

¾¾Senior management commitmentSenior management commitment
¾¾Selecting global accountsSelecting global accounts
¾¾IT infrastructureIT infrastructure
¾¾Selection of GAMSelection of GAM
¾¾Measurement, metrics and rewardsMeasurement, metrics and rewards
¾¾Planning processPlanning process



SeniorSenior
managementmanagement
commitmentcommitment
Selecting Global Selecting Global 
AccountsAccounts
ITIT
InfrastructureInfrastructure
Selection of GAMSelection of GAM
Measurement Measurement 

metrics and Rewardsmetrics and Rewards

KSFKSF
KSFKSF (Key Success Factors)(Key Success Factors)

A global account management program A global account management program 
needs senior management commitment for needs senior management commitment for 
three reasons.three reasons.

��First, global customers expect to meet with First, global customers expect to meet with 
senior managers from their key vendors on a senior managers from their key vendors on a 
regular basis.regular basis.

��Second, allocating essential people and Second, allocating essential people and 
resources to global account management requires resources to global account management requires 
senior management support senior management support 

��Third, senior managers will often be involved in Third, senior managers will often be involved in 
making trademaking trade--off decisions between local business off decisions between local business 
units, global business units, and global accounts. units, global business units, and global accounts. 



KSFKSF
KSFKSF (Key Success Factors)(Key Success Factors)

Senior managementSenior management
commitmentcommitment
Selecting Global Selecting Global 
AccountsAccounts
ITIT
InfrastructureInfrastructure
Selection of GAMSelection of GAM
Measurement Measurement 

metrics and Rewardsmetrics and Rewards

companies with global account programs have 
found that not all global customers make good 
global accounts and that a clear selection 
process should be developed 

�� Potential global accounts may need Potential global accounts may need 
to meet a minimum revenue level so to meet a minimum revenue level so 
the relationship can afford global the relationship can afford global 
account management overhead. account management overhead. 

�� The critical factor in account The critical factor in account 
selection is to identify accounts where selection is to identify accounts where 
the relationship is strategically the relationship is strategically 
important for both parties. important for both parties. 

GSAGSAGlobalGlobal
AccountAccount

KeyKey
AccounAccountt



KSFKSF
KSFKSF (Key Success Factors)(Key Success Factors)

A key success factor for global account A key success factor for global account 
management is the need for a robust information management is the need for a robust information 
technology system that may include a global technology system that may include a global 
customer relationship management system. customer relationship management system. 

Senior managementSenior management
commitmentcommitment
Selecting Global Selecting Global 
AccountsAccounts
ITIT
InfrastructureInfrastructure
Selection of GAMSelection of GAM
Measurement Measurement 

metrics and Rewardsmetrics and Rewards

The robust IT system The robust IT system creates real valuecreates real value only when only when 
the global account team can take the global account team can take a global viewa global view of of 
the customer and identify potential value creation. the customer and identify potential value creation. 

Schneider Global Business Development Schneider Global Business Development 
CommunicationCommunication



KSFKSF
KSFKSF (Key Success Factors)(Key Success Factors)

The successful global account The successful global account 
management program requires high management program requires high 
quality global account managers.quality global account managers.

Senior managementSenior management
commitmentcommitment
Selecting Global Selecting Global 
Accounts
IT
Infrastructure
Selection of GAMSelection of GAM
Measurement Measurement 

metrics and Rewardsmetrics and Rewards

As global account managers interact As global account managers interact 
with individuals from both the customer with individuals from both the customer 
and vendor from multiple cultures, it is and vendor from multiple cultures, it is 
expected that they will be capable of expected that they will be capable of 
building and maintaining trusted building and maintaining trusted 
relationships relationships across diverging cultures, across diverging cultures, 
geographies and economies.geographies and economies.



Senior managementSenior management
commitmentcommitment
Selecting Global Selecting Global 
Accounts
IT
Infrastructure
Selection of GAMSelection of GAM
Measurement Measurement 

metrics and Rewardsmetrics and Rewards

KSFKSF
KSFKSF (Key Success Factors)(Key Success Factors)

The sales function has always included The sales function has always included 
some form of measurement, metrics and some form of measurement, metrics and 
rewards tied to sales, profit or market rewards tied to sales, profit or market 
share. Therefore, it is not surprising that share. Therefore, it is not surprising that 
measurement, metrics and rewards are a measurement, metrics and rewards are a 
KSF for global account management.KSF for global account management.

Only through understanding the customerOnly through understanding the customer’’s s 
industry, the customerindustry, the customer’’s strategy, and the s strategy, and the 
vendorvendor’’s role in supporting the strategy will real s role in supporting the strategy will real 
value be measured. value be measured. 



Value will come from an expert knowledge of the customerValue will come from an expert knowledge of the customer’’s          s           
industry, the KSFindustry, the KSF’’s in that industry, an understanding of possible   s in that industry, an understanding of possible   
industry fault lines and the strategy of the customer to win in industry fault lines and the strategy of the customer to win in that that 
industry. When vendors can identify and create value that supporindustry. When vendors can identify and create value that support t 
a customera customer’’s strategy, the global account management program is s strategy, the global account management program is 
more likely to be successful.more likely to be successful.


	

