
Daniel Weber

Developing a sales strategy for the
'T-Mobile International' account in the
Siemens Mobile Network business unit

Diploma Thesis

Computer Science





Bibliographic information published by the German National Library:

The German National Library lists this publication in the National Bibliography;
detailed bibliographic data are available on the Internet at http://dnb.dnb.de .

This book is copyright material and must not be copied, reproduced, transferred,
distributed, leased, licensed or publicly performed or used in any way except as
specifically permitted in writing by the publishers, as allowed under the terms and
conditions under which it was purchased or as strictly permitted by applicable
copyright law. Any unauthorized distribution or use of this text may be a direct
infringement of the author s and publisher s rights and those responsible may be
liable in law accordingly.

Imprint:

Copyright © 2006 GRIN Verlag
ISBN: 9783638552769

This book at GRIN:

https://www.grin.com/document/61931



Daniel Weber

Developing a sales strategy for the 'T-Mobile Interna-
tional' account in the Siemens Mobile Network business
unit

GRIN Verlag



GRIN - Your knowledge has value

Since its foundation in 1998, GRIN has specialized in publishing academic texts by
students, college teachers and other academics as e-book and printed book. The
website www.grin.com is an ideal platform for presenting term papers, final papers,
scientific essays, dissertations and specialist books.

Visit us on the internet:

http://www.grin.com/

http://www.facebook.com/grincom

http://www.twitter.com/grin_com



Developing a sales strategy in an interna-
tional company, designed for a key account
customer acting on a global level

Transforming strategy models into practice for the example
of the “T-Mobile International” account in the Siemens
Mobile Network business unit.

Diplomarbeit / Diploma Thesis

Studiengang Informationswirtschaft 
(Informations Science and Economy)

Fakultät für Informations- und Kommunikationswissenschaften 
Fachhochschule Köln 

(University of Applied Sciences Cologne)

vorgelegt von:

Daniel Weber

Abgabefrist: 18.05.2006



Diploma Thesis

Diploma Thesis

Author: Daniel Weber

Student registration no: ...11

Submission date: 18th May 2006

Submitted to: University of Applied Sciences Cologne
 Germany
Faculty of Information- and Communica-
tion Sciences
Institute for Information Science and
Economy

Supporting company: Siemens A

G

1. Supervisor:

2. Supervisor:

-I-

This document was amended in order to       
fulfil publication requirements by Siemens     
AG Sensitive business data was deleted.     , 
while the essence of this document stayed       

the same .



Lock Flag

Lock Flag

This work contains confidential and/or privileged information. Any unauthor-
ised copying, disclosure or distribution of the material is strictly forbidden.

This work is subject to copyright. All rights are reserved, whether the whole
or parts of the material are concerned, specifically the rights of translation,
reprinting,  use  of  illustrations,  recitations,  broadcasting,  reproduction  on
microfilm or any other storage media and in data banks.

The use of general descriptive names, registered names, trademarks, etc. in
this publication does not imply, even in the absence of a specific statement,
that such names are exempt from the relevant protective laws and regulations
and therefore free for general use.

Duplication of this publication or parts thereof is forbidden without written
agreement permission by Siemens AG, without any time limitations. © 2006 by
Siemens AG

Sperrvermerk

Die vorliegende Diplomarbeit enthält vertrauliche Informationen der Siemens
AG. Veröffentlichungen oder Vervielfältigungen der Diplomarbeit – auch aus-
zugsweise  –  sind  ohne  ausdrückliche  Genehmigung  der  Siemens  AG  nicht
gestattet.

Die Diplomarbeit ist den Korrektoren sowie den Mitarbeitern des Prüfungsaus-
schusses zugänglich zu machen, die sich mit der Korrektur verpflichten, die
genannten Geheimhaltungsbestimmungen einzuhalten.

Language of this thesis

This thesis has been written in partial fulfilment of the requirements for the
degree of a German diploma. However, it was chosen to write this thesis in
English. The basis for spelling is British English; some quotes may be in non-
British English, but are not especially marked.

-II-



Abstract

Abstract

In the course of this paper, it is illustrated how key account management,
with the key account customer as core element, affects the strategic manage-
ment process by using it with focus on a single customer instead of applying it
to a whole industry.

After describing the essentials of strategy, key account management and stra-
tegic management, these elements are merged and the different underlying
analytical concepts are presented. The main analytical concept is based on
Michael E. Porter's competitive strategy and the five competitive forces.

The focus lays on the adaptation of the strategic management process to the
particularities of international key account management and thus to a single
customer.

For the purpose of taking key account management to an international level,
different levels of internationalisation are described and applied to the con-
cept of key account management. As a result of this description, the concept
of expanding key account management to a global level – global account man-
agement – is presented.

Following  the  description  and the  merging  of  the  models,  the  theoretical
framework is applied to the practical case of the T-Mobile account at Siemens
Mobile Networks. The practical case includes the analysis of the business rela-
tionship and leads to a final strategy.
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