STRATEGIC ACCOUNT PLANNING

FROM ACTIVITY MANAGEMENT TO OUTCOME
LEADERSHIP

A modern framework for Customer Success and Account Management leadership
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INTRODUCTION

An account plan is not a document you complete.

It’s a set of decisions you commit to.

This is a roadmap that details how we can help
them achieve their goals, what success metrics

to focus on, and how we can grow the account.

This framework is desighed for AMs and CSMs

managing complexity, risk, and growth.




WHY ACCOUNT MANAGEMENT
BELONGS HERE
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Both roles are now expected to:

e Protect revenue
e Influence renewals
e Drive sustainable growth

e Operate credibly with executives

Strategic account planning is the shared foundation.

This is why The Success Studio now supports both Customer

Success and Account Management.



THE CORE PROBLEM

Most account plans don’t fail because they’re

incomplete. They fail because they're irrelevant.

e Built for internal process, not decision-making
o Updated once, then forgotten

e Focused on activity, not impact

Modern account planning exists to drive judgment,

not documentation.




WHY THIS
MATTERS

Customer Success has changed.

AMs and CSMs are now expected to:

Protect revenue

Influence renewals

ldentify growth signals early

Operate credibly with executives

Without strategic account planning, AMs and CSMs

are reactive by default.



A REFRAME FOR AMS
AND CSMS

Old thinking:

e “My job is to support the customer.”

Modern reality:

e “My job is to shape outcomes and reduce

risk.”

Account planning is how AMs and CSMs
move from service to leadership.




WHAT AN ACCOUNT
PLAN ACTUALLY IS

An account planis:

e A shared understanding of what success
means

o A forward-looking roadmap, not a historical
summary

e A tool to prioritise time, effort, and influence

If it doesn’t change how you act, it isn’t strategic.




THE 3 TRAPS AMS &
CSMS FALLINTO

Strategic AMs and CSMs don’t
wait for clarity.

They create it.

1.

2.

3.

Confusing engagement with impact

Treating account plans as static artefacts

Waiting for customers to define success for them



THE FIVE QUESTIONS
THAT MATTER

Every effective account plan answers:

1.Where is the customer today?
2.Where are they trying to go next?
3.Why does that matter to them?
4.When do they need to get there?

5.How can we reduce risk or accelerate progress?

If you can’t answer these, you're managing activity, not
success.




UNDERSTANDING THE
CURRENT STATE

Before planning forward, you must be honest
about today.

Assess:
e Adoption depth, not just usage
e Operational dependency
e Organisational readiness
o Existing friction or resistance

Over-optimism creates blind spots.



DEFINING THE
DESTINATION

The most important question:

What is the customer’s next meaningful business

milestone?

Not:
e Features
e Usage

e Meetings

But outcomes that move their business forward.



TIMING IS NOT
NEUTRAL

Outcomes are time-bound.

Consider:
e Strategic deadlines
e Budget cycles
e |[nternal capacity for change

e Risk tolerance

Great plans balance ambition with reality.



HOW THE CUSTOMER
WANTS TO GET THERE

Progress is personal.

Understand:
e Appetite for experimentation vs stability
e Decision-making speed
e Preferred engagement model

e Where they expect leadership from partners

This shapes how you lead the account.




WHAT BELONGSIN A
MODERN ACCOUNT PLAN

A strategic account plan includes:

High-level account narrative

Business goals and success metrics

Strategic priorities and initiatives

Adoption and engagement insights

Stakeholder landscape

Growth sighals

Risk and constraints

Time-bound objectives

Anything else is noise.



THE ACCOUNT
NARRATIVE

This is your opening statement.

If someone reads only this section, they should

understand:

Who this customer is

What matters to them

How healthy the relationship is

Where the risk or opportunity lies

Clarity here drives credibility everywhere else.




MISSION, VISION &
EXECUTIVE PRIORITIES

Anchor your plan in the customer’s language.

Capture:
e Stated mission or vision
o Executive priorities

e How success is measured internally

Strategic AMs and CSMs align to what leaders

care about, not just users.




PRIORITIES THAT
DRIVE ACTION

Break priorities into:
e Short-term
e Medium-term

e Long-term

For each:
e Why it matters
e How success is measured

e What must happen next

This is where plans become actionable.




ADOPTION AND VALUE
REALISATION

Usage does not equal value.

Assess:
e Where value is being realised
e Where potential is being wasted
e Which teams are fully enabled

e Where friction still exists

Value gaps are risk signals.




STAKEHOLDER
COVERAGE

Single-threaded accounts are fragile.

Map:
e Decision-makers
e Influencers
e Daily users

e Executive sponsors

ldentify:
e Strength of relationships

e Gaps ininfluence

e Dependency risks



GROWTH SIGNALS
(NOT SALES PITCHES)

Expansion should feel inevitable, not forced.

Look for:
e New initiatives emerging
e Capacity constraints
e Shiftsin strategy

e Areas where deeper impact is possible

Growth follows value, not pressure.
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RISKIS NOT
A FEELING

Risk is observable. Sif - PTewenN e uccessify
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Be explicit about:

e Adoption gaps ' \ S i n\ A’I/A
e Stakeholder disengagement ' | ‘ & =

e Competing priorities

e Organisational resistance

If you can’t name the risk, you can’t manage it.



OBJECTIVES THAT
MATTER

Objectives turn insight into momentum.

Effective objectives are:
e Time-bound
e Qutcome-focused
e Jointly owned

e Directly linked to risk or opportunity

They answer: “What must change next?”




FROMPLANTO
PRACTICE

Account plans only work when they're used.

Execution includes:
e Purpose-driven reviews
e Planned checkpoints
e Clear success signals

e Ongoing recalibration

Planning sets direction.

Execution builds trust.




THE HARD
TRUTH

If you cannot clearly answer:

e Why this customer will renew
e What could derail that decision

e What would justify deeper investment

Then the account is already at risk.
Account plans exist to surface this before it’s

too late.




FINAL THOUGHTS

Account planning is not about being organised.

It’s about being credible.

The best AMs and CSMs don’t just manage accounts.

They shape outcomes, influence decisions, and protect long-term value.

This shift is why The Success Studio has expanded to formally support
Account Management alongside Customer Success, across the full account

lifecycle.



THANK YOU

@ contact@thesuccessstudio.coach THE
. ‘ . SUCCESS
{1D www.thesuccessstudio.coac ﬁ‘ :
&i Ltq/(/@*

I www.linkedin.com/company/thesuccessstudio



