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3M Electronics 400
5 forces analysis, Porter 183—4
9/11 attack, USA 302

a priori segmentation 177
ABC see activity-based costing
account management 397-8, 401

see also key account management overview
account objectives-based performance 336
accountability 300-1
activity-based costing (ABC) 5
activity layers model of company 265
activity-linked relationships 101
adding value see value added
advertising industry 287
airline industry 158, 309
Amazon online bookseller 135
applications portfolio 2014

avoiding disadvantage 203-6

key activities 203, 204
Arc beer 94
assets 153, 337
asymmetric organization 371
ATMs see automatic teller machines
attractive customers

categorization 3940

identification 170-1

KAM manager role 304

performance 334

portfolio management 387

selection criteria 269-70
attributable costs 161, 163
attribute-based customer selection criteria 35-6
attributes of managers 319-22
automatic teller machines (ATMs) 204
automotive industry 154, 285
autonomous activities 371

Bain and Company 1534
banks/banking
ATM purchase 204
business risk 158
Citibank 383
financial risk 158
trust 140
basic relationships 66-70
advantages/disadvantages 68
characteristics 68, 85
contact profiles 108
cost reduction 122, 127
customer marketplace 94
customer retention 155-6, 162
development of 70, 94-6
hierarchy of relationships 59-61
manager appointments 225

mini-cases 456-7, 459-60
relationship breakdown 69
strategic intent 162
trial effect 70
vulnerability 68
see also relationships
Bass 93
behaviour-based performance 339-44
important elements 341-2
performance drivers 342-3
behaviour-based rewards 348
best fit lines 148, 161-2
best practice
mini-cases 456
research cluk 205
transition-piases 402-1, 414-15
Best Practice Fesearch Club 205
blue-chir: companies 140-1
board ofdirectors 379-80
sec ulso directors
bciius schemes 312
pooth, Graham 284-5
boundaries see crossing boundaries
Branson, Richard 158
business development 277-8
business manager key account role 304-6, 316,
319-21
business planning cycle 413
business risk 157-9
buyer perspectives 11344
balance of power 140-3
company strategies 131-40
fast track 113-14, 427-8
KAM programmes 137
purchasing context 116-30
buyer strategies 131-40
direction matrix 131-2
independent strategies 13, 131
joint strategies 13
matching strategies 136-7
partnering philosophy 136-7
product development 133
supplier delusions 137-8
supplier relationships 133—4
supply chain integration 1346
trust 13840
buying processes 194201
buy classes 195, 199-200
buy phases 196-7
DMUs 194-6
key decision-makers 200-1
modified rebuy 195, 200
new buy 195, 199-200
pressures on buyers 198-9
straight rebuy 195, 200
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Canada Dry 5
car industry 154, 285
case studies see mini-cases
cash bonuses 348, 350, 354, 356-8
cash flow
customer retention 155-6
future cash flow 170
net free 167,170,172, 224
SCA 149-50
valuing accounts 167, 169-70, 172

categorization of key customers 4, 28-32, 39-50

appraisal of own company 44-5
assessment of candidates 43—4
customer attractiveness 39—40
exits 45-7
inappropriate customers 45-6
KASM 39-42
portfolios vs lists 47-8
rebuffs 45
relative business strength 42-5
scarce resources 48-50
unique customer requirements 42-3
centralized organization 372, 380—4
compromise structures 381-4
dedicated KAM units 380-2, 384
territorial concerns 383
champions 395-6, 399, 405
Citibank 383
clients 188-201
annual report summary 189-91
buying process 194-201
financial analysis 189-91
internal value chain analysis 1914
key account analysis 188-201
objectives analysis 1889
see also customers
common interest 142-3
communication
aspects of 287
common interest 143
introduction phase 408-9
KAM manager role 302-3, 315
leading teams 315
planning 287-8
processes 284-8
response measurement 288
competence trust 91
competencies
behaviour-based performance 342—4
KAM managers 319-22
competition
categorizing customers 44
competitive edge 191, 193
competitors 183-4, 202
key account analysis 203
Porter’s five forces model 183—4
right relationships 98
value chain analysis 191, 193
winning business 11-12

see also sustainable competitive advantage

complacency 108

contact mapping 97-100
developing relationships 97-100
importance of contacts 98
relating to right people 989

team-based relationships 100
updating map 99
contact profiles 107-8
balanced 107
high contact 108
limited 108
transaction-weighted 108
contractual trust 91
cooperative relationships 70-3
characteristics 71, 85
contact mapping 99
cost reduction 122, 126, 127
customer marketplace 94
customer retention 155-9, 162
developing relationships 91, 94-6, 99
difficulties 74
hierarchy of relationships 59-61
KAM appointments 227
social context 71
strategic intent 162
transitional stage 95
trust 91
visualization 71
see also relationship.e
Coors Brewers 21, ¥5—4
corporate strateey 28-9
cost accouvaiing 17-18
cost reciuc tion 120-8
durlicated processes 123, 139
ootential savings list 121-2
procurement costs 124
profitability 121
protection measures 123
relationship stages 122
streamlining 1234
trust 123, 126-9, 139
vertical integration 123
waste 124
cost savings 406
costs
attributable 161, 163
fixed /variable 224-7
products 194
see also cost . . .

Cranfield University School of Management

3-4,93, 161, 163, 169-71, 205

critical success factors (CSFs) 174, 201, 203

cross-functional teams 310-11, 408
crossing boundaries 366-71
customer opinions 368
divisions 368-9
existing customers 369-71
internal inside SBUs 367
limiting success 366
strategic aspects 274, 369
types of boundaries 366
CSFs see critical success factors
cultural change 398-9

customer manager role 305-6, 316, 319-20

customer needs analysis 5
customer organization chart 97-8
customer power 6-16

customer value 9

globalization 15-16

implications16
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key customers 16
marketplace redefinition 9-15
pleasing customers 13
pressures producing growth 6-16
process refinement 8-10
rapid change 7-8
suppliers 13-15
customer profitability 150
customer retention 150, 153-66
business examples 159-61
business risk 157-9
Cranfield survey 161, 163
financial risk 157-9
future profitability 159-64
impact of lack of focus 164-6
lifetime value 155-6
performance 333
profitability 153-66
relationship lifetime 154-5
relationship stages 1567
retention strategies 220
by segment 150, 165-6
strategic marketing plans 214
customer satisfaction 333
customer viewpoint 90-5
customer marketplace 94
key relationship development 90-5
supplier strategies 94-5
understanding customers 92-5
what customers want 90-2
customers
biggest customers 3734
classification 223
cost accounting 17-18
customer marketplace 94-5
demand for KAM 396-7
differentiation needs 264-5
global customers 22
identity masked 379
innovation 401
insight into needs 120
integrity lapses 109-10
links with management 106-7
long-term management 408
management of 261-2
manager roles 300, 303-6
organizational structures 3714
portfolio management 270
purchasing drivers 117-21
star customers 40, 96, 316, 330-1
status customers 40-1, 96, 316, 330
strategic alliances 22-3
strategic customers 40-1, 96, 316, 330
strategic processes 269-71
streamline customers 40-2, 96, 316, 330-1

see also attractive customers; clients; customer; . . .

key customers; relationship . . .

Data Protection Act 99
Davidson, Hugh 159, 161
decentralized organization 371, 373
decision-making
DMUs 194-7, 199-200
performance 328
portfolio management 385-7

Index 469

decision-making units (DMUs) 194-7,
199-200
dedicated units 380-2, 384
delivery 221-2, 381
delusions of suppliers 137-8, 159-61
depreciation 161
design of product 126
development of key relationships 87-111
building relationships 1004
choosing right stage 95-7
contact mapping 97-100
customer strategy matrix 96
customer viewpoint 90-5
fast track 87-8, 426-7
interdependent relationships 104-6
layers/levels of relationships 101, 103
managing relationships 106-10
relational benefits 90
relationship traps 108-10
differentiation 264, 368
directors 214-15, 378-80
disintegrating relationships 82-3
DMUs see decision-riie xing units
due diligence 151

ECITB 7
effectiveress 125, 215-16
efficiericy 125, 215-16
electionid commerce 118-20, 134-5
enb>dding (transition) phase 402-3, 409-11
customer selection criteria 409
evaluation 411
strategic account plans 410
subphases 410
entrepreneur key account managers 3046, 316,
319-21
Europe 120
executive sponsorship 272-3
exits of key customers 45-7, 67, 73
exploratory relationships 62-8, 85
checklist 66
exchanging signals 65
KAM appointments 227
potential 634

facilitation role of manager 300-303
fairness of rewards 351, 359
fashion industry 80
finance
departments 78-9
financial risk 157-9
interdependent relationships 77-8
key account analysis 189-91
marketing 149-50
performance 330-1, 333, 338-9
principles of 149
rigour 150
fire-fighting 266, 2834
five forces analysis, Porter 183—4
fixed costs 224-7
forecasting net cash flow 170

General Motors (GM) 34
geographical sales/support team 310-13
Gillette 152-3
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global aspects 374-7
account management 296
centralized organization 380
customer drivers 119
customer power 15-16
fast pricing 280
markets 119
relationship complexity 21-2
supply 14-15, 21-2
GM see General Motors
goodwill trust 91
growth 380

Heede, David 91

Hewlett Packard 137

hi-tech industry 50, 110, 271, 320, 354
Holt, Sue 268, 275-6, 303

hospitality 102

"hunter’ key account managers 304, 320

IBM 93

ICI Fertilisers 179-80

identifying key customers 32—4, 170-1
IMI Cornelius 94

IMI plc 12, 274-5

IMP see International Marketing and Purchasing Group

implementation of processes 268-88
operational processes 283-5
role of processes 261-8
strategic processes 268-75
strategy realization 275-83
implementation role of manager 300-1
In Search of Excellence (Peters) 165
incentive schemes 280, 348
industry driving forces 183-7
information sharing
common interest 143
cost reduction 126
customer networks 97
Data Protection Act 99
interdependent relationships 76
key account manager roles 302
pressure on buyers 198
strategy realization 281, 283
information technology (IT) 22
innovation 91, 118, 401
intangible assets 149, 152-3
integrated offers 368
integrated relationships 79-82
characteristics 81, 85
contact mapping 99
cost reduction 122, 127
customer retention 155-7, 162
developing relationships 967, 99
hierarchy of relationships 59, 61-3
KAM appointments 227
mutually transparent costings 82
strategic intent 162
teamwork 79-81
transition phases 414
see also relationships
integrity 109
see also opportunism; trust
intercompany relationships 16-17, 101-2,
105-6

interdependent relationships 74-9
appointment of managers 227
building relationships 104-6
characteristics 76, 85
contact mapping 99
cost reduction 122, 126, 127
customer marketplace 94
customer retention 155-7, 162
development 91, 94-7, 99
hierarchy of relationships 59-61
information sharing 77
key account teams 307-8
multilevel relationships 106-7
mutual cost reductions 78
strategic intent 162
strategic planning 78, 104-6
trust 75, 78-9, 91
visualization 76
see also relationships

international key account management 375

International Marketing and Purchasing (IMP)

Group 128-9

Internet 119-20
see also electronic cozimerce

introduction (transition) phase 402-3, 406-9
communicaiior 408-9
manages ~npointment 407
probler -solving 409
sctt ng-ap teams 307-8
suvphases 407
taining 408

1 I see information technology

KAM see key account management
KAM Academy, 274
KAMScope 316-17, 321-2
KASM see Key Account Selection Matrix
key account analysis 173-205
applications portfolio 201-4
clients
annual report summary 189-91
buying process 194-201
financial analysis 189-91
internal value chain analysis 1914
objectives analysis 188-9
competitive aspects 202
CSFs 174, 201, 203
directional policy matrix 182
external/internal audit 185-6
fast track 173—4, 429-31
industry driving forces 183-7
market segmentation 175-82
operations 185-7
partnership processes 183
PEST analysis 183-7
preplanning 188-201
resources 185-7
sales history 201-2
strategy realization 275-6
key account management (KAM) overview 1-23
key account managers 291-322
appointment of 227, 407
attributes 319-22
boundary spanning 301-302
business manager role 304-6, 316, 319-21
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buying processes 199
competencies 319-22
cooperative relationships 70, 71-3
customer manager role 305-6, 316, 319-20
customer-facing roles 303-6
deals implementation 312-13
developing relationships 97
disintegrating relationships 83
entrepreneur role 304-6, 316, 319-20
exploratory relationships 62-6
facilitation role 300-303
fast track 291-3, 434-6
"hunter’ role 304, 320
implementation roles 300-1
as information conduits 301-302
information provision 281, 283
integrated relationships 79
internal roles 303
introduction phase 407
matching roles 315-19
need for support 298-9
operational processes 283—4
optimization phase 412
performance 339-44
behaviour-based 33944
results-based 33944

perspectives on role 301
as point of contact 301, 303
pricing 280-1
process components 2668
requirements 291-322
responsibilities 261, 341, 343
role of manager 6, 291-322
role in processes 266-8
role of processes 261, 265-6
sales background 318-19, 344, 397-8
scarce resource allocation 49
selling processes 279-80
skills 6, 399
staff allocation 308-9, 317
strategic processes 268-9
strategy realization 280-1, 283-+
tactician role 305-6, 316, 319-20
teams 304, 306-15
time usage breakdown 268, 318
traditional customer matches 316-17
trust 414
value addition 281

Key Account Selection Matrix (KASM)

3942

key customers 25-51
categorization 28-32, 39-50
choosing correctly 28-32
deselection 29-30
fast track 25-6
optimum number 30-2
selection 28-39, 269-70, 409, 4224
superior returns 29-30

Key Industrial Equipment 14

key relationships
stages 57-83
understanding relationships

57-63

see also development of key relationships

Kotler, Phillip 176

Index 471

Laker, Freddie 158
leadership of teams 313-15
success factors 314-15

virtual teams 314-15
‘winning’ 313
lean supply 8
learning 274-5
lines of best fit 148, 161-2
lists of key customers 47
local key account management 374-7
long-term management 408

management philosophies 3734
managers

lack of cooperation 66

operations 335

see also key account managers; senior management
manufacturing companies 310, 388
market segmentation 175-82

importance 180-2

key elements 176

lack of knowledge 17—/

market definition 17/

market maps 17/-2,'181

micro segments i17/8-9

objectives120,182

partrerctin process 181

plarnir g 219-20

tn Jerstanding markets 175-8
Maricting, the Challenge of Change report 7
markets/marketing

assets 153

customer marketplace 9-15, 94-5

customer retention 160

due diligence 151

global markets 119

IMP Group model 128-9

key account analysis 175-82, 185, 204

lack of customer focus 164-5

market maturity 11-12, 16

objectives/strategy 185

planning methods 150

product/market lifecycles 10-11

research 151

routes to market 119

SCA 147-53

segmentation 175-82

strategic planning 204

tools 149-50

see also market segmentation; profitability;

strategic marketing planning

Marks & Spencer 158-9
Maslow’s hierarchy of needs 60-1
medical supplies industry 218
mediocrity of companies 176
micro segments of markets 178-9
middle management 1067
mini-cases 443-66

basic relationships 456-7, 459-60

complacency 4534

disaster recovery 458-9

diversification 443-5

divisional conflict 449-51

driving change 461-2

flexibility 446-8
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mini-cases (Continued)
global planning 454-6
global vs national difficulties 460-1
homework failure 462-3
market testing 457-8
opportunities difficult to take 448-9
partnership jealousy 452
persistance and best practice 456
practising what you preach 451-2
taking accounts for granted 445-6
telling isn’t selling 4634
turf wars 464-5
unfulfilled promise 459-60
unknown territory 465-6
wounded relationships 452-3
multilevel relationships 106-8
mutually important relationships 59

Napolitano, Lisa 298

needs 5, 35-6, 60-1, 120-1

negotiation 278-80

net free cash flow 167, 170, 172, 224
net present value (NPV) 150, 155, 159, 172, 221
new products 118-19, 126, 194

NHS Supplies 143

Nokia 32-3

non-financial rewards 349-50, 356, 358
Norbord 12

NPV see net present value

on time in full (OTIF) delivery 222
openness 80-1, 122
operational planning see tactical planning
operational processes 266, 283-5
communication 284-5
department links 285
KAM responsibilities 2834
operations
key account analysis 185-7
managers 335
multilevel relationships 106-7
performance 328, 334-5
processes 266, 283-5
role of KAM 297-8
opportunism
cost reduction 126
development of relationships 109-10
relationship stages 60, 82, 109-10
risk reduction 128
trust 139
opportunities 338
see also SWOT analysis
optimization (transition) phase 402-3, 411-14
business planning 413
‘litmus’ tests 412
subphases 413
organizational aspects
learning 274-5
role in KAM 298-300
structures 120, 363-90, 438-9
transition phases 404
organizational structures 120, 363-90
centralized organization 372, 380-84
crossing boundaries 36671
customer structures 3714

dedicated units 380-2, 384
fast track 363-4, 438-9
global vs local KAM 374-7
implications 377-89
management ambivalence 377
portfolio management 384-7
structure drivers 366-77
structure interaction 372-3
target alignment 387-9
traditional structures 377-9
OTTF see on time in full delivery
outcome-based customer selection criteria 35-6

partnering philosophy 136-7
Pascale, Richard 165, 211
people
relationship bonds 101
transition phases 404
perceptions about relationships 57-8
performance 323-61
account objectives 336
company levels 327-S
definition within K14 32744
differences 3301
disintegrating reiationships 83
fast track 22°-%, 436-7
financeindicators 189
finandi~! measures 330-1, 338-9
irid cators list 333-2
input measurement table 332-3
X\AM programmes 336-9
key account managers 33944
key accounts 329-36
measurements 327-9, 336-9
portfolio performance 336-9
profitability examples 159-61
reward schemes 344-60
role of KAM 6
sector leaders 1990-2000, 165-6
selected companies 1979-1989, 165
strategic account plans 335-6
success criteria 329
Perry, Michael 176
PEST analysis 183-7
Peters, Tom 165, 176, 211
pharmaceutical industry 317
Piercy, Nigel 339
plans/planning 207-50
business planning cycle 413
communication 287-8
customer classification 223
delivery services 221-2
fast track 207-8, 431-2
fixed costs 224-7
guidelines 219-26
hierarchy diagram 219
key accounts 218-26
marketing planning 150
plan evaluation table 226
portfolio analysis 219-21
proforma plan 229-52
role of KAM 5
setting objectives 219-25
strategic processes 271
strategy realization 275-6
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transition phases 404, 410, 413
variable costs 224-7
see also strategic planning

political, economical, sociological, and technological

(PEST) analysis see PEST analysis
Porter, Michael 9, 191
Porter’s five forces analysis 183—4
Porter’s value chain model 9, 124, 191
portfolio management 3847
decision-making 385-7
organizational structures 384-7
resource allocation 385
selecting customers 47-8
strategic processes 270
working concepts 385
potential 34, 63—4
power
asymmetric organizations 371
balance of 140-3
common interest 142-3
constructive use 142
customers 6-16
destructive use 142
NHS Supplies 143
partner dependency 140
sources 140-1
price/pricing
basic relationships 68-9
battles in Europe 120
compensation global/local 376-7
customer retention 154
disintegrating relationships 82
global pricing 376-7
interdependent relationships 77
key account managers 280-1
market segmentation 179-80
strategy realization 280
value-added pricing 124
processes 257-89
activity layers model 265
attributes 263-5
audit 264-5
checklist 262-3
communication 284-8
component steps 266-8
definition 262
development 411
embedding phase 411
fast track 257-9, 4324
importance 261-2
manager’s role 266-8
nature of 262-6
operational 266, 283-5
role of 261-8
series of steps 263
strategy realization 275-83
transition phases 404, 411
see also implementation of processes
Procter and Gamble 152-3, 166
products
new 118-19, 126, 194
product/market lifecycles 10-11
profitability 145-72
basic model diagram 168
customer retention 153-66

dedicated KAM units 381

fast track 145-6, 428-9

interdependent relationships 79

key accounts 4-5

marketing tools 149-50

performance 333

relationship trap 74

role of KAM 18

SCA 147-53

short-term maximization 165-6

valuing key accounts 167-72
profits

cost reduction 121

leaking profits 110

performance 336-7

profit centres 388

target alignment 388

see also profitability
project assessment 50
protection measures 123, 128-9
public sector costs 127
purchasing context 116-30

cost reduction 120=&

customer drivers ;17-21

relationship networks 11617

risk reductron 128-30
pyramid ¢ relationships 59-60

queli-ative customer ratings 38
quaiity standards 124, 139
quantitative customer ratings 38

rating key customers 37-9
reciprocal relationships 45, 137
recognition rewards 349-50, 356-7
regional key account management 375-6
relationship risk scorecard (Ryals) 170
relationship stages 53-85
complex relationships 56
customer retention 155-9
development model 209-10
disintegrating relationships 82-3
exploratory relationships 63-6, 85, 225
fast track 53-5, 424-5
hierarchy of relationships 58-63
investing resources 58
key relationships 57-83
pyramid diagram 59-60
supplier delusions 137-8, 159-61
understanding relationships 57-63
wasting resources 58

Index 473

see also basic relationships; cooperative relationships;
integrated relationships; interdependent relationships

relationships 17-25
closeness vs success 20
commitment implications 19
complexity 21-3
development 276-7
disappointments 19-21
dual roles 21
global customers 22
internal 281
IT causing change 22
misconceptions 19-21
performance 334
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relationships (Continued)
reciprocal 45, 137
risk 17
role of KAM 295
satisfactory return 17-18
strategic alliances 22-3
strategy realization 276-7
success vs closeness 20
suppliers 19
TERP at Siemens 273
see also development of key relationships; relationship
stages
relative business strength 42-5
research and development (R&D) 50,
271
resources
allocation 150, 271-2, 385
investing resources 58
key account analysis 185-7
organizational structures 377-8, 385
ownership 367
resource ties 101
SCA 150
scarce resources 48-50
strategic processes 271-2
wasting resources 58
results-based performance 339-44
return on investment (ROI) 331, 337
see also risk and return
reverse auctions 278-9, 457
reward schemes 6, 323-7, 344—-60
account objectives 355-6
aligning with KAM 347-8
application effects 359-60
approaches spectrum 350-1
assessment 358—60
behaviour-based 348
budgets 358
business objectives 356
changing scheme 345-8
checklist for change 345-6
compensation balance 354
crossing boundaries 370
design of scheme 353-60
elements of 353-8
fairness 351, 359
fast track 323-5, 436-8
influential factors 347
management issues 350-1
maturity of KAM 352-3
measurement accuracy 357-8
nature of rewards 348-50, 356-7
objectives 353, 3556
operation of scheme 344-53
participants 353—4
performance 354-5
purpose 344-5
rates of reward 357
reasons for change 347-7
results-based performance 341,
343
rules 359
strategic account plans 355-6
strategies for KAM phases 352
timeframes 358

risk
business risk 157-9
cash flow 169
financial 157-9
management 272
measurement 333, 338
reduction 128-30
relationships 17
and return 148, 159, 167-70
strategic processes 272
risk reduction 128-30
capability of partner 129-30
IMP Group model 128-9
long-term commitment 129-30
mechanisms 130
strategy compatibility 130
risk and return
creating value 169-70
customer retention 159
destroying value 169-70
positive correlation 170
SCA 148
valuing key accouziic 167-70
Robinson, Patrick 7. 124
Rogers, Beth 442
ROI see returr on’investment
role of key account management 1-23
categorising accounts 4
cus omer needs analysis 5
cuctomer power 6-16
Last track 1-2, 421-2
manager roles 6, 291-322
performance 6
profitability 4-5
relationships 17-25
rewards 6
selecting accounts 4
strategic planning 5
transitioning to KAM 6
Ryals, Lynette 169-71

salary increases 348-9, 356, 358
sales
business histories 201-2
KAM manager backgrounds 318-19, 344, 397-8
revenue as performance measure 333, 336
rewards 357
targets 357
teams 310-13
see also selling
sales teams 310-13
bonus schemes 312
geographical teams 310-13
key account manager roles 307, 310-13
lack of enthusiasm 312
salesperson role 311-12
SAMA see Strategic Account Management Association
SAP software 295-6
SBUs see strategic business units
SCA see sustainable competitive advantage
scarce resources 48-50
scoping (transition) phase 402-3, 405-6
business case 406
commitment 406
difficulties 405-6
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subphases 405
timeframes 406
scoring key customers 37-9, 62
segmentation see market segmentation
selection of key customers 28-39
attractive customers 269-70
categorisation vs selection 47-8
criteria 34-9, 269-70, 409
customer identification 32—4
developing relationships 69
fast track 25-6, 4224
potential 34
process check lists 28, 30
transition phases 409
see also key customers
selling
importance in KAM 397-8
strategy realization 278-80
see also sales
senior management
activities 265
ambivalence to KAM 377
customer sponsorship 272-3
customer strategies 270-1
KAM involvement 266, 268-9
lack of market knowledge 176-7
multilevel relationships 106-7
results-based behaviour 340
role of KAM managers 298-9
selecting key customers 34, 39
TERP at Siemens 273
transition phases 399400, 406, 413-14
service companies 10
shareholder value
performance 333
SCA 148, 151-2
value added 148, 151-2
valuing accounts 167-70
Siemens 273
’silos’ 262, 368
skills 6, 399
Sky 221-2
Snehota, Ivan 101
social context of relationships 71
sponsorship 272-3
staff turnover 69, 82
standardization 317-18
star customers 40, 96, 316, 330-1
status customers 40-1, 96, 316, 330
stock holdings 221-2
Strategic Account Management Association (SAMA)
298
strategic account plans
communication 288
lack of proper use 336
performance 335-6
reward schemes 355-6
transition phases 410, 413
strategic alliances 22-3
strategic business units (SBUs)
centralised organization 372, 381-3
crossing boundaries 367-8
global vs local KAM 376-7
portfolio management 384-5
strategic customers 40-1, 96, 316, 330
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strategic decisions 328

strategic intentions 161-2

strategic marketing planning 203, 209-19
contents of plan 213-14
definition 210
developing plans 216-17, 227
effectiveness vs efficiency 215-16
historical aspects 210-11
key accounts 218-19
operational circle diagram 213
orientation diagrams 217
tactical planning 211, 215-17
ten-step process 211

strategic planning
interdependent relationships 77, 104-6
joint planning 104-6
role of KAM 5
see also strategic account plans; strategic marketing

planning

strategic processes 26875
business planning 271
crossing boundaries 274
customers 26971
organizational lea,ning 274-5
resources 2712
risk management 272
selectirg customers 269-70
sporscring customers 272-3

strate gic vision 28

strazgy
vuyers 13, 13140
compatibility 130
corporate 28-9
realization processes 275-83, 328
role of KAM 297-6
transition phases 404
see also strategic . . .

strategy realization processes 275-83
business development 277-8
capturing opportunities 277-8
information provision 281, 283
internal relationships 281
key account analysis 275-6
negotiation 278-8
performance 328
pricing 280
relationship development 276-7
selling 278-8
value adding 281-2

streamline customers 40-2, 96, 316, 330-1

strengths, weaknesses, opportunities and threats analysis

see SWOT analysis
supply
global supply 14, 22
lean supply 8
supply chains
buyer strategies 134-6
customer drivers 119
customer knowledge 15
development diagram 135
efficiency/effectiveness 125
integration 119, 134-6
secondary suppliers 136
thinking changes 135
support teams 310-13
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sustainable competitive advantage (SCA) 147-53
marketing due diligence 151
marketing tools 149-50
profitability 147-53
shareholder value added 148, 151-2
SWOT analysis 202, 203, 212-14

tactical planning 211, 215-17
tactician key account managers 305-6, 316, 319-20
target alignment 381, 387-9
misalignment drivers 388-9
profit centres 388
strategy implementation 389
teams
contact mapping 100
cross-functional 310-11
customer’s teams 313
definition 306
formal recognition 309
geographical sales /support 310-13
integrated relationships 79-81
interdependent relationships 307-8
key account managers 304, 306-15
leadership 313-15
management philosophy 311
member roles 310
nature of 309-13
positive outcomes list 309-10
reward schemes 351
role of team 306-9
staff allocation 308-9
transition phases 407-8
virtual teams 307, 314-15
technology 118-19, 198
see also electronic commerce
TERP see Top Executive Relationship Process
Tesco 285
Thompson holidays 203
threats see SWOT analysis
Tibbett & Britten 23
Top Executive Relationship Process 1 CR1?), Siemens 273
traditional organizational structui2s 277-9, 384
ambivalent about KAM 377
country-based structure 378-9
resource usage 378
unfriendly to KAM 377
training 408
transition phases 6, 391-416
activity streams 404
best practice phase 402-3, 414-15
champions 395-6, 399, 405
cultural change 398-9
customer demand 3967
describing KAM 400-1
development phases 402-15
drivers 395-8
embedding phase 402-3, 409-11
fast track 391-3, 440-2
feelings of threat 399
incremental approach 401
introduction phase 402-3, 406-9

making changes 398-402

opposition 396-7

optimization phase 402-3, 411-14

readiness to change 395-404

scoping phase 402-3, 405-6

sector trials 401-402

step changes 401

transitioning curve 4024
transparency 81, 82, 262, 264, 280
trust

basic relationships 68

buyer strategies 13840

cost reduction 123, 125-7, 139

developing relationships 90-1

exploratory relationships 65

interdependent relationships 75, 77-8

managers and transition 414

relationship stages 59-60

uncertainty 128
Unipart Technology Logistics 221-2

value
customer lifetinie 155-6
risk and returm 169-70
value added
customer power 14-15
pricirig " 24
relatiorship development 92-3, 1024
shereholders 148, 151-2
Jurategy realization 275-6, 281-2
7alue chains
chemical company example 193
competitive edge 191, 193
customer power 9-10
differentiation 192
Porter’s model 9, 124, 191
value chain analysis 1914
value developer manager role 300-1
valuing key accounts 167-72
implementing methodology 170-2
questions to ask 167
risk and return 167-70
shareholder value 167-70
variable costs 224-7
vertical integration 123
Virgin Airlines 158
virtual teams 307, 314-15
vision 91, 215-16, 399

WACC see weighted average cost of capital
Waterman, Robert 211

weaknesses see SWOT analysis

weighted average cost of capital (WACC) 148
Wilson, Charles 163

Xerox 308

Yip, George 374

Compiled by Indexing Specialists (UK) Ltd



