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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 (TERP), Siemens 273
traditional organizational structures 377–9, 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 396–7
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 402–4

transparency 81, 82, 262, 264, 280
trust

basic relationships 68
buyer strategies 138–40
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 lifetime 155–6
risk and return 169–70

value added
customer power 14–15
pricing 124
relationship development 92–3, 102–4
shareholders 148, 151–2
strategy realization 275–6, 281–2

value chains
chemical company example 193
competitive edge 191, 193
customer power 9–10
differentiation 192
Porter’s model 9, 124, 191
value chain analysis 191–4

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 seeweighted 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
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