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2020editorial 
Since our last Bulletin the world has turned inside out – or rather, outside in. Most of us are still 
reeling from the shock of the change. We don’t know when things will return to normal, though 
chances are the new normal will be different from the old. We would like to send our sympathy 
to any of you who have suffered sad losses to this virus, most importantly family and friends, 
but also colleagues and business contacts. It is a cruel lottery that we have to hope to defeat 
in the next few weeks and months.   

Meanwhile, although there is talk of ‘spare’ time for people working from home, our 
observation is that the reverse is true for most of you – you’re working harder than ever to try 
and cover, compensate, create alternative approaches and simply carry on. So in this Bulletin 
we have put our heads together and come up with some hints and tips for this new existence 
on p.4 and an open webinar on Friday 24th April. 

As a Key Account Manager you are in a crucial position in to your own company, joining up 
communications between the internal situation and the customers, the lifelines that still need 
to be there when this is over. You are equally important to the customer, and there are 
opportunities to come out of this with an even better, more productive and trusting relationship 
than before, if you handle it well. Trust is critical here, and not as simple as you might think 
when there is bad news around. So join Dominykas Cibulskas’ (SIA ZB Baltics) on Trust in 
KAM relationships on 15th May, part of our higher-frequency, wider-reach webinar programme.

Ironically, this is an auspicious time to launch our new online membership. Originally designed 
for people outside Europe or in places from which they couldn’t travel to a meeting, now that 
applies to most of us, online membership is perfect. You can still access AKAM’s Member 
Resources and webinars, for just half the full individual membership fee (which includes free 
meetings). See inside back cover. 

The conference in Berlin took place just before lockdown, with an impressively high level of 
attendance participating in some great sessions (presentations are all available for Members 
through the website now). We were sorry to have had to cancel our meetings in Warsaw in 
May, and we will get to Warsaw – but not this year. We hope to offer you some valuable 
sessions on Strategic account planning in Lisbon on 3rd November for (see p.10 for why we 
need this session!), we’ll keep you posted. 

Meanwhile, stay safe and keep well.
Best wishes

Dr Diana Woodburn
AKAM Chairman 
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Member Webinar Friday 5th June

Value based pricing 
Richard Ilsley, SMCG and Kedar Gharpure, ex McKinsey

Price can often be the first casualty as companies compete in 
markets shrinking due to COVID19. But now, more than ever, 
it is essential to compete on value and not just on price. Join 
this 30 min webinar for:

1. Different pricing strategies

2. The relative impact on EBIT of price and volume increase

3. A case study on the impact of a price based approach

Member Webinar Friday 15th May

Open Webinar for all  Friday 24th April

What is the value of trust in Key 
Account relationships?  
Trust Is trust itself valuable? What should 
you do to be trusted and learn to trust 
others? Is a relationship even possible 
without trust? What is the difference 

between relationships with trust and without it? In 
fact, do we need trust in business relationships at all 
– maybe a strong business model is enough. It’s a 
short question with complex answers.

Join this webinar with Dominykas Cibulskas of 
SIA ZB, Baltics to see if there is 
some logic you can use in 
your own KAM role.

SIA ZB, Baltics to see if there is 
Register here  

KAM in the coronacrisis
How can you manage this personal and business crisis? Can you cope 
with the uncertainty, the business and personal issues, for yourself as 
well as your customer? There’s plenty of (constantly shifting) policy 
around, but what about the realities and practicalities? 

Nicola Boni of Bonfiglioli (Italy) and Dominykas Cibulskas (Baltics) 
share what they’ve learned to 
help you through. Click here to register FREE

https://www.facebook.com/A4KAM/
https://twitter.com/A4KAM_Official
https://www.linkedin.com/company/associationforkeyaccountmanagement/
https://www.youtube.com/channel/UCDy1iVAgi6D5bLls7km7zdQ
https://a4kam.org/kam-in-the-coronacrisis/
https://a4kam.org/tc-events/what-is-the-value-of-trust-in-key-account-relationships/


Key Account Manager
of the Year
Amanda Strawbridge, Pfizer US

KAM in the coronacrisis
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Confusion reigned in the early days of 
the Covid-19 pandemic, not 
surprisingly. Government advice and 
laws changed on a daily basis, and 
nobody was clear about what was 
advisory and what was compulsory. 
But recently large parts of life have 
settled into a new shape, and 
business into new ways of conducting 
itself. The changes may be 

So as a Key Account Manager, how should you approach the 
situation? AKAM offers some suggestions.

permanent or temporary, but 
anyway no-one has any idea of how 
temporary.  Communication with 
your accounts is crucial: one 
customer said ‘You can always tell a 
good key account manager from a 
bad one – when things go wrong, 
good ones will be there (albeit 
virtually), but the bad ones go to 
ground, you won’t see them’.

Well done! 
Congratulations to 
Amanda, a very worthy 
winner
What the judges said:
Amanda is a passionate key 
account manager who actively 
employs KAM to change customer 
perceptions and attention.  She has 
built commitment and alignment 
across leadership, multi-functional, 
customer and internal groups and 
developed insight-led value 
propositions through voice of the 
customer and stakeholder research. 

Amanda showed a joined-up 
approach in which strategy and 
execution were powerfully linked, 
bringing about strong commercial 
gains and even wider benefits for 
society.  She delivered clear value 
with strong customer endorsement, 
opening up future opportunities for 
continued productive collaboration. 

Could something like this be said 
about you? 

Click on the video link to see 
and hear Amanda explain how 
she won and what it means to 
her.

Amanda encourages 
you to enter in 2020
“You’re most likely doing 

outstanding work on a daily basis, and 
you probably have a lot of knowledge 
and expertise to offer – so share it!   
This recognition is a terrific opportunity 
to showcase your great work and help 
us all learn from one another.

1. Take a few minutes to REFLECT on 
your great body of work. Think 
about your progress; what has been 
accomplished; what is the impact; 
and what customer behaviour/ 
approach/ process/ strategy has 
improved as a result of your 
partnership or initiative. What new 
opportunity have you been able to 
create or leverage as a result?  

2. As you reflect, JOT DOWN THINGS   
THAT STAND OUT: critical 
milestones and tipping points that 
have mattered the most to the 
progress of your initiative.

3. IF YOU GET STUCK, reach out to 
your cross-functional partners. Ask 
your teammates what they think has 
made a real difference in the 
initiative.  Their input and 
perspectives can be invaluable, and 
you might be surprised at what you 
hear! 

SO DON’T HESITATE! The process is 
smooth, clear, and incredibly easy!”

• You are probably working from 
home and many of your contacts 
may be too, which can be very 
stressful, more for some people 
than others. Extroverts will 
probably be more uncomfortable 
than introverts, some people will 
feel exposed without the authority 
of the office environment. Be 
prepared for changes in people’s 
normal behaviour and responses, 
and be sensitive to how to 
interpret them and respond 
yourself. 

• You also may feel stressed by the 
relative isolation and informality of 
working from home, so consider 
carefully how it is affecting you 
and try to normalise your 
reactions.

• If you and your contacts do not 
regularly work from home you/they 
may not have an appropriate 
workspace, which can itself cause 
stress. Those with children who 
are now confined to home as well 
are likely to be constantly 
interrupted! They may find it easier 
to work different hours, early or 
late, when they can concentrate 
better. Don’t read too much into it 
if you receive emails or requests 
for conferences at odd times – in 
fact, if you do, you may consider 
offering to adapt to that pattern 
and communicate at those times.   

• Wear smart casual clothes, don’t 
work in your pyjamas! You won’t 
feel workmanlike, and you could 
get caught out by a 
videoconference. Key account 
managers are always ‘on stage’.   

• Build a structure to your day. Think 
of how to incorporate exercise and 
other stress-reducing activities. 

• Everyone now is making social 
contact by Zoom, Skype etc etc. 
Some people are already Zoomed 
out, so use videoconferencing 
carefully and don’t overdo it. Be 
sensitive to who needs more 
contact and who needs you to get 
through your discussion quickly so 
they can move on.

• First of all, communicate, 
communicate, communicate. But 
listen too. 

• Tell your key account what you can, 
tell them what you can’t tell them. 
Tell them what’s happening to find 
answers to critical issues, and when 
you might have an answer. Contact 
them even if you don’t get the 
answer when expected.

• Your company should have had a 
crisis communication strategy - if it 
didn’t before, it should now. 
Understand it, apply it but if it 
doesn’t suit your customer’s needs 
make sure the authors of the policy 
know so they can change it or 
accept what you are doing.

• Find out what are the critical issues 
for your key account. Make a list of 
their ‘must-haves’ and ‘can-waits’.

• Don’t expect complete answers and 
be patient with rethinks and 
changes, this is new and shifting 
territory for everyone. 

• Discuss together possible solutions, 
even previously unexplored or 
rejected ideas. In recent days the 
formerly unimaginable has actually 
happened, so make sure you 
yourself are receptive to novelty.

• If you or your customer has 
innovative ideas on how to tackle 
issues, find out who to address with 

• Be aware that through 
videoconferencing you are entering 
into someone’s home and private 
space. That wouldn’t normally 
happen with your customers, so be 
tactful and not over familiar. 

• Have frequent team meetings to 
make sure you are all aligned, then 
trust your team to say and do what’s 
agreed. This is not time to take on all 
the customer contact yourself.

• You may be madly busy or have 
‘spare time’. Think about how to use 
it constructively: increase your KAM 
knowledge (use AKAM Resources), 
apply for the KAM of the Year Award 
(good time for reflection), think about 
starting the AKAM Diploma. Or 
something else with lasting value.

• Key Account Managers play 
pivotal roles in securing smooth 
business operation in a crisis 
period. You control a major part of 
your company’s business and 
much depends on you to help 
your company and your customer 
cope with the difficulties.

these ideas in your company and 
follow up. Identify barriers and work 
on them. 

• Be prepared to go down new paths 
- maybe government was never 
previously involved in the business, 
but perhaps it is now and you must 
deal with that (more patience!).

• Establish who in your company will 
have the latest picture on your 
customer’s critical issues and stay 
close to them. Supply chain and 
finance are top of the list.

• Key accounts expect preference 
- it’s your job to secure it for them.

•  Deliver ‘bad news’ as soon as you 
get it, delay will enrage your 
customer and will make it worse if 
you have blocked other options for 
them by delaying.

• Trust is more important than ever 
- don’t take risks or be casual 
with it now.

• Understand that cash flow is critical 
for both parties, try to accommodate 
both.

• Whatever you do or don’t do during 
this crisis, your account will 
remember - will it be the real added 
value of having a key account team 
supporting them, or how you were 
missing or messy when they 
needed you? 

OPEN WEBINAR FOR 
ALL Friday 24th April: 
KAM in the coronacrisis
How can you manage this 
personal and business crisis? 
Can you cope with the 
uncertainty, the business and 
personal issues, for yourself as 
well as your customer? There’s 
plenty of (constantly shifting) 
policy around, but what about 
the realities and practicalities?
Nicola Boni of Hiab (Italy) and 
Dominykas Cibulskas (Baltics) 
share what they’ve learned to 
help you through. 

Click here to register FREE

Well done! 
1. 

watch the video here

Click here!

Click on the video link to see 
and hear Amanda explain how 
she won and what it means to 
her.

Amanda encourages 
you to enter in 2020
“You’re most likely doing 

Dealing with the business

Be aware of personal 
issues

https://youtu.be/7cpuvtJH3gM
https://a4kam.org/kam-in-the-coronacrisis/
https://a4kam.org/key-account-manager-of-the-year/


Steve Sienkiewicz, 
Accelerate Consulting 
LLC

6 7www.a4kam.orgwww.a4kam.org

Stuck on your KAM journey? 

Commercial leaders invest in key 
account management programs as 
part of a broader go-to-market sales 
strategy to drive business growth. 
They recognize that growth with 
select customers requires a 
coordinated, cross-team approach to 
drive meaningful engagement and 
deliver mutual value, to justify the 
ongoing KAM investment.

Yet many initiatives struggle to 
realize the desired outcomes, 
elevate customer relationships, and/
or secure sufficient executive 
support. First-time KAM programs 
often rely on individual heroics 
(unsustainable) or success with few 
accounts (unscalable). Some 
leaders become overwhelmed with 
the degree of complexity and 
change required, and revert to 
short-term selling. The KAM 
program often stalls, has limited 
impact, and gets swept away by 
other initiatives. 

Launching a KAM initiative will never 
be a smooth, mistake-free endeavor 
without career risk. And with modern 
business being more complex - with 
unforeseen disruptions such as the 
coronavirus pandemic crisis making 
it increasingly more so - astute 
commercial leaders realize the 
risk-reward payoff that an effective 
key customer program offers. You 
can embrace the change, or just 
accept competing on features and 
price while being marginalized in 
your marketplace. 

Given that KAM means launching a 
small-scale transformation program 
– aimed at changing behaviors, 
capabilities and priorities across 
several functions – what 
perspectives and frameworks would 
be most helpful for commercial 
leaders looking to launch or improve 
their key customer management? 

Three stages to Best 
Practice KAM
Experience with dozens of companies 
suggests that KAM ought to be 
viewed as three-stage journey with a 
progression through a series of 
transformations that yield higher 
performance. With clarity of where 
they are most likely ‘stuck’ on the 
journey, leaders will be more 
confident to prioritize time and 
resources needed to address the 
specific change (in behaviors, 
capabilities, etc.) and avoid the 
overwhelm that leads to stagnant 
performance. 

The framework in the table illustrates 
KAM as a journey of three 
development stages – Align, Advance 
and Accelerate – with a series of nine 
transformations to be undertaken. 
Each stage consists of the 
development of three capabilities (or 
steps) with a corresponding 
transformation to overcome that 
enables the leader to make progress. 

Accelerating your KAM journey

 Some leaders
become 
overwhelmed with 
the degree of 
complexity and 
change required, 
and revert to short-
term selling. 

The over-arching goal of the KAM 
journey is to evolve out of a KAMINO 
state (“Key Account Management In 
Name Only”) with a reliance on 
individual heroics – to a state of 
accelerated momentum with a broad 
portfolio of key customers supported 
by cross-functional team collaboration 
and engaged customers. 

ACCELERATE: 
Building Momentum
To Accelerate, focus on building 
momentum in the key customer 
relationship by delivering target 
outcomes, becoming a thought 
leader within their value chain, and 
continuously adapting program 
tactics for optimized performance. 
This stage’s transformations: 

1. Disciplined execution and 
performance support

1. Development of influence and 
leadership skills for KAM leaders

1. Instill agility and resilience to 
respond to changing dynamics

Driving outcomes requires a 
disciplined customer-centric 
execution culture – across sales, 
product, operations and service – 
to deliver the customer success 
metrics (financial, relationship and 
solution delivery) and internal 
revenue and other sales strategy 
goals. Successful account leaders 
have developed leadership 
competencies that position them to 
be an influential advisor within the 
customer’s value chain, which often 
leads to further opportunities to 
expand value.

Key to success
The three stage Acceleration framework provides sales leaders with a useful 
template to examine where they are in their KAM journey and what small 
transformation is needed to achieve greater organizational effectiveness and 
accelerated customer growth.  

The capstone capability on the three-stage journey is seeking continuous 
improvement by incorporating customer and internal feedback as well as best 
practice sharing. Adaptability to the dynamic changes and inherent complexity 
of multi-tiered B2B relationships builds resiliency and broader support for the 
true value delivered by well-functioning KAM programs.

The key to success in transformational change is to break the journey into 
manageable units and solve for one behavior or capability gap at a time.

Steve Sienkiewicz, Director, Accelerate Consulting LLC 
steve.sienkiewicz@accelerate-sales.com

ADVANCE: 
Driving Engagement 
Next, Advance centers around 
the individual competencies and 
organizational capabilities that drive 
effective customer engagement and 
advance relationship goals, supplier 
relevance and customer 
responsiveness. Required 
transformations: 

1. Tailoring sales/marketing
message campaigns

1. Conceptualizing business cases
for joint value pursuit and capture

1. Customized and aligned 
offerings and processes
responsive to customer needs

Leveraging the customer planning 
process, KAMs can identify 
stakeholders in other budget 
centers where opportunities may 
exist to develop new value 
propositions. Then KAMs must 
secure deliberate engagement from 
those individuals to explore ideas 
for delivering meaningful outcomes. 
Converting a target opportunity into 
a defined project and capturing 
tangible value requires flexible 
supplier processes and capabilities 
for tailoring solutions, product or 
services that meet customer 
expectations. 

ALIGN: 
Navigating Complexity
The Align stage establishes the 
foundation for how KAM will serve 
as an extension of the business 
growth strategy and driver of 
customer-centricity in the service 
of key customers. Transformations 
required:

• Development of compelling 
KAM value proposition for 
customers and the company

• Effective teaming and role 
clarity in account management

• Shared accountability with the 
customer on relationship goals 
and mutual value

Examples of the market dynamics 
that KAM leaders are confronted 
with include changing B2B buyer 
expectations, different buyer 
journeys and trends in 
customization and specialization. 
Navigating complexity requires a 
laser focus on seeking on-going 
alignment with three stakeholder 
groups. 

1. With its executive team on 
KAM priorities and progress, 
target investments and 
executive support for delivering 
customer growth strategies; 

1. With cross-functional teams
(product management, service, 
operations) to ensure role clarity 
and clear accountability in 
account management; and

1. With the customer teams to 
ensure a mutual account vision 
and goals derived from a joint 
customer planning process. 

Creating an aligned and fully 
committed strategy, a plan for 
sustainable growth and an 
organizational focus will ensure a 
strong foundation for dealing with 
complexity and change.

Transformation Hurdle

Internal Alignment
Role Clarity & Competencies
Shared Accountability 

Deliberate Engagement
Tangible Differentiation
Tailored Offerings & Processes

Disciplined Execution
Influence and Impact
Advocacy and Adaptability

Stage

Align

Advance

Accelerate

Capability/Competency

Driver of Growth strategy
Develop Talent & Teams
Customer Planning 

Expand Relationships
Value Planning 
Customize Processes

Drive Outcomes
Lead the Ecosystem
Optimize Performance



David Hawkins, COO 
and Knowledge Architect, 
Institute for Collaborative 
Working
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Holistic engagement 
through collaboration
Forward looking organisations see 
KAM as the opportunity to drive a 
different form of relationship with 
their clients, particularly where 
commoditisation is a risk to the 
business. They recognise that by 
integrating their knowledge and 
skills with the client organisation 
they can increase traction and 
competitiveness.

Quality, productivity and 
excellence cannot be 
achieved by copying 
others

Truly exploiting the benefits of Key 
Account Management has to be 
based on changing the dynamics of 
client relationships to a more holistic 
engagement. Collaborative 
approaches broaden the capability 
of organisations to respond to (pull) 
or propose (push) more complex 
propositions to meet market 
demands or specific customer 
challenges. 

The integration of collaborative 
thinking enables organisations to 
apply their capabilities and 
resources to expand the scope of 
any proposition or required solution, 
and incorporate third parties. But a 
disciplined framework is needed to 
establish seamless delivery 
solutions. Identifying and selecting 
additional partners to meet the 
demands means seeking other 
organisations with compatible 
visions and values and developing 
joint objectives which support the 
customer requirement.

Integrated solutions can involve 
risks for customers and, potentially, 
internal risks too, requiring a 
structured approach to joint 
management to manage the risks.  
Complex relationships can take time 
to develop but, through collaborative 
working, organisations have the 
opportunity to adopt a common 
understanding and move more 
quickly to implementation. 

The dynamics of negotiation change: 
a collaborative ethos enables all 
parties to address their issues in 
more openly, based on joint 
objectives and desired outcomes. 
Formal contracts can be divisive, 
while an alternative, collaborative 
approach ensures equitable benefits 
based on risk and reward.

Understanding the client’s 
supply chain models 
Any move away from more traditional 
contracting or transactional activity 
relies on either the client’s desire to 
seek out innovative, position-
enhancing approaches or alternative 
value propositions which would 
encourage engagement. You have to 
ask ‘Is the customer ready to open up 
to key account management and 
greater integration?’ The control of 
complex supply chains is frequently 
directed through a master/slave 
relationship which doesn’t help 
effective engagement. It also limits 
the mutual development of added 
value and the creation of joint 
management.

Collaborative 
relationships… must be 
integral to the goals of 
the customer 
organisation

Effective supply chain optimisation 
has become a critical aspect of 
overall business performance. 
Collaborative relationships can reach 
beyond the traditional perspective of 
price, quality and delivery, but they 
must be integral to the goals of the 
customer organisation. Whilst price 
will always remain a key factor, 
strategic relationships provide a 
more inclusive approach to assess 
total cost of ownership and more 
innovative solutions to meet 
business goals.

The ‘Glass Floor’ of sustainable 
efficiency shows the customer 
perspective. Customers drive down 
towards the Glass Floor by beefing 
up their Procurement until they reach 
a point where traditional savings 
become limited.  But encouraging 
them to look through the Glass Floor 
opens up a new perspective on 
supplier relationships and cost 
saving. These opportunities become 
an integral part of business risk for 
clients relying on their supply chain 
to support business drivers, because 
they also increase the risks and 
vulnerability of operations. So when 
such relationships are proposed, 
solutions to mitigate the client’s 
perception of risk must also be 
offered. 

Who is chosen as a collaboration 
partner is crucial. Suppliers tend to 
assume that customers will want to 
collaborate, often leading to 
misunderstandings and 
disappointment. They need to 
appreciate the customer’s culture 
and (always limited) capacity for 
time-consuming collaboration. A 

standard like ISO 44001 sets an 
independent benchmark to validate 
partner selection and encourage 
engagement. 

We live in a litigation society and 
reliance on contracts to enforce 
performance and behaviours is 
seldom successful. It is often more 
like ‘contracting for failure’, which is 
unhelpful in a truly collaborative 
relationship. However, a structured 
approach can be developed without 
compromising the integrity of the 
contract and its inherent liabilities. 

Externally-delivered key aspects of 
performance increase supply chain 
vulnerability, further complicated by 
integration.  Protectionism and blame 
cultures divert resources, so robust 
collaboration must establish 
transparency and joint responsibility. 
Outsourcing has become a major 
efficiency tool but has often failed to 
consider organisational compatibility 
and may trigger internal friction. 
Clients frequently ignore the 
implications of passing the baton to 

external providers, who should both 
raise and deal with these concerns 
even when the client has not (yet) 
identified them.

Summary
Suppliers or customers assessing the 
importance and value of relationships 
should also evaluate them from the 
other’s perspective. If organisations 
look at their operations from the 
perspective of ‘outside in’, they would 
realise that these relationships are a 
complex and crucial ingredient in 
making these diverse business 
models successful. They involve a 
wider range of considerations than 
traditional price, quality and delivery 
and question whether ‘contracting for 
failure’ is appropriate.

David Hawkins is COO and 
Knowledge Architect of the Institute 
for Collaborative Working and chairs 
the International Standards 
Committee 
David.Hawkins@icw.uk.com

Collaboration beats commoditisation
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The sad case of strategic account plans

When does Co-creation provide value?
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What is Co-creation ?
Partners collaborate synergistically. 
The value driver is their ability to 
combine complementary capabilities 
which eliminates individual 
weaknesses. For example, the visual 
demonstrates a cooperation in the 
chemical/consumer goods industry.

If you don’t have one, you are probably 
not doing KAM - you will be working in 
the same way as you always have with 
your customers, and neither they nor 
your own company will know what you 
are going to do. So they can’t prepare 
for it, and they can’t commit to it. Even 
worse, they will be asking why they 
should stay with you if they can’t see a 
promising future. 

But still, can you believe it? strategic 
account plans are often neglected and 
good ones are distressingly rare. Dr 
Diana Woodburn, AKAM Chairman, 
has heard a multitude of poor excuses 
for lacking such a plan: “nobody looks 
at them” (make them!); “they aren’t 
used” (whose fault is that?); 
“everything changed” (sounds like poor 
analysis) and more. In fact, there is 
huge value in having a good Strategic 
Account Plan – not least for the key 
account manager.

Professor Patrick Godfrey, once 
Strategic Relations Director for 

Success factors for applying 
Co-creation

1. Overlapping business values, trust 
and/or a trust building process

2. Understanding internal policies, 
processes and business 
organization

3. Partners convinced that working 
together generates more value 
than acting alone

4. Encouraging individuals to gain 
work experience in both companies 
e.g. co-location 

5. Developing KPIs about partnership 
quality and development 

6. Encouraging individuals to 
embrace differences and leverage 
them to create value

7. Building a Co-creation joint-working 
culture 

Dr Michael Mueller, GAM 
consultant, Germany

As people and organisations 
involved in Key Account 
Management have different 
circumstances and different 
needs, AKAM offers a flexible 
range of annual memberships

Subscription to the Bulletin is 
FREE for EVERYONE! Just go to 
A4KAM.org and enter your name 
and email address – that’s all!

Membership
packages

Let’s talk: please email first to 
info@a4kam.org or to the Chairman 
Dr Diana Woodburn on 
woodburn@marketingbp.com.  
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For Individuals 

Full individual membership
gets you:

• workshops/conference meetings, 
normally 3 AKAM Technical 
workshops alongside  3 full-day 
participative meetings  around 
Europe

• member-only webinars, monthly 
from April

• access to Member Resources, 
over 120 items on the website and 
growing

• email networking among peers
• and more support and advice ….

All for just €180pa, everything then 
FREE (not just discounted!). 

Special offer: ‘Cluster’ 
membership - 4 for the price of 3.
If there are 3 people in your organisation who would like to join as Full 
members, we’ll give you one extra Full membership FREE. 

Go to A4KAM.org/ Join AKAM, easy sign up with a any credit or 
debit card.

For Organisations 

Programme Membership
gets your organisation: 

• 10 Full individual memberships, 
with all the benefits above

• 2 memberships of the Programme 
Directors Forum, meeting 
in person 1/ 2 times pa plus 
bimonthly virtual meetings.

Designed to give expert and 
peer support to KAM Programme 
Directors to help them develop KAM 
in their organisations. You will benefit 
from the experience and practical 
advice of peers 
on issues chosen by the members. 
Tangible benefits for €2500pa.

Corporate Membership
gets your organisation:

• Virtually unlimited number of 
Full individual memberships, 
with all the benefits above (max. 
6 per workshop/meeting)

• 2 memberships of the 
Programme Directors Forum as 
above

• seat on the AKAM Board with 
opportunity to influence its 
direction 

• close engagement with and 
support from AKAM

Designed for large companies 
wishing to reach and support 
their KAM people spread across 
multiple organisations and regions, 
alongside gaining support for 
their KAM programme in complex 
situations. An opportunity to make 
corporate membership meet your 
needs for €5000pa.

www.a4kam.org

Online individual membership
gets you:
ALL of the above EXCEPT workshops/conference/ 
meetings.
Now if you are unlikely to ever reach an event in person you 
don’t have to miss out on all the other benefits.
Online membership is just €90pa.

Combining complementary capabilities for Co-creation strength: Example

Su
pp

lie
r C

ustom
er

Market knowledge/customer understanding
Performance evaluation capabilities

Product synthesis and analytic know-how
Evaluation and formulation know-how

Production scale-up know-how
Globally available manufacturing assets

Market introduction of new product concepts

strength weakness

Don’t
• Focus more on business plans 

than collaboration
• Lose communication and trust
• Rely on formal governance 

structure to solve issues

Team
success

Corporate business 
plan

Shared 
learning

Delivering 
the 

vision

Peers and 
functions

The customer

Key account teamKey account team

Key account plan

Added 
value

Join ONLINE

What is AKAM doing?

• communicating with business, 
academia and the wider world to 
gain proper understanding and 
recognition of KAM

• professionalising key account 
managers’ skills through 
defining required competencies; 
a development curriculum; 
and certifying development 
programmes leading to an 
independent, recognised formal 

qualification in KAM. PLUS our 
Key Account Manager of the Year 
Award!

• facilitating the sharing of KAM 
knowledge and the latest research, 
learning, practices and variations 
from around the world.

• sponsoring research into under-
explored aspects of KAM and 
linking practitioners and academics 
to the benefit of both.

engineering consultants Halcrow, 
demonstrated the different aspects and 
receivers of value delivered by Strategic 
Account Plans:

• For your customer: the opportunity 
to see, and ideally develop with you, 
a worthwhile future, that will gain their 
commitment and your security.

• For your company: a view of the 
value of the business with the key 
account, and what they need to do 
with enough time to act.

• For your key account team: 
the opportunity to make 
a valued contribution 

leading to empowering clarity and 
commitment.

• For your KAM colleagues: a chance 
to consolidate initiatives to persuade 
your company to fulfil them, and to 
develop their own plans by sharing 
ideas and inspiration. 

If you don’t have a good strategic 
account plan you don’t know where you 
are going, and nor does your company 
or your customer!

https://a4kam.org/join-akam/individual-member/


DR DIANA WOODBURN
BSc, MSc, MBA, PhD, FCIM: 
AKAM Chairman

GEOFF QUINN
MBA DMS PGCert 
(Education) BSc (Hons), 
Director KAM Centre of 
Excellence for Global 
Marketing within Pfizer World 
Wide Commercial Operations
Passionate believer in KAM 
with 25+ years of experience 
in posts at various operational 
and strategic levels. 
Previously Strategic Account 
Manager and Business 
Director in the UK Pfizer 
Business, Sales Director 
UK & Ireland for Siemens 
Healthcare and Head of Sales 
& Training at UCB Pharma.

DR ANTONELLA LA ROCCA
BSc, MSc, PhD, Associate 
Professor ESC Rennes School 
of Business (France), Adjunct 
Researcher BI Norwegian 
Business School (Oslo)

ARMELLE DUPONT 
DAUPEYROUX
Master’s Degree in Engineering 
of Food & Beverage industries. 
Global Key Account Manager 
at Amcor Flexibles
10+ years experience in 
packaging and machinery 
industry, leading international 
strategic programs of customer, 
project and sales management. 
KAM program leader then 
KAM practitioner in Tetra Laval 
Group for over 4 years.

DR OLIVIER RIVIERE
Engineer in Material Science, 
Dr-Ing in Physical Metallurgy, 
MBA

DOMINYKAS CIBULSKAS
Partner Customer Care, 
Key Account Management, 
General Management at 
SIA ZB Master degree in 
International Trade.
20 years of practice in KAM 
and Sales in FMCG, Pharma 
& Food in the Baltic states, 
from Key Account Manager 
to General Manager. Also 
Sales, KAM and Management 
consultant advising other 
companies. Passionate KAM 
practitioner and supporter.

DR JAKOB REHME
Professor of Industrial Economics 
and Management at Linköping 
University.
10+ years’ experience developing 
business with major companies in 
industrial, automotive, aerospace 
and business industrial supplies 
markets. Developed expertise in 
new B2B buying behaviours and 
negotiates with all management 
levels in managing key accounts 
& complex sales.

NICOLA BONI
Key Account Program Manager, 
Bonfiglioli Riduttori S.p.A. Dr.Ing. 
elettromechanic, Bologna 
University, MBA
25+ years of international sales 
in different industrial markets 
from Machine Tools to Power 
Transmission. With Bonfiglioli 
Riduttori since 2008 (large 
manufacturer of gearboxes, 
gearmotors and systems for 
power transmission). Previously 
French branch General 
Manager, now responsible for 
and leading the new Key and 
Global Account Management 
program in Bonfiglioli’s Industrial 
Business Unit

JOHN BAILEY
Director – International Key 
Accounts, Hiab AB.

Contact AKAM  
info@a4kam.org or 
Chairman  
Diana Woodburn  
woodburn@marketingbp.com
www.a4kam.org

PAUL WILSON
BA Hons, Global Channel 
Management Lead Upjohn Ltd

DR FAWAZ BADDAR
PhD PGCert(HE) FHEA MRes 
BSc Assistant Professor of 
Strategic Sales & Account 
Management Academic Director 
MSc International Business 
Negotiation, IESEG School of 
Management, France.

ALISTAIR TAYLOR
MBA. KAM Programme 
Director and Director 
Brightbridge Consulting
Combines 15 years of leading 
KAM programmes in global 
organisations and 10 years 
of business development 
consulting and KAM training 
for leaders in health, food, 
technology and professional 
services. Qualified executive 
coach with pragmatic focus on 
KAM success. Author of papers 
and conference speaker.

DR ANTHONY BUCKLEY
PhD, Assistant Head - School 
of Marketing, Technological 
University Dublin; MSc 
Program Director. AKAM 
Secretary & Treasurer
Research interests centre 
on the entrepreneurship & 
SME enterprise domain, 
particularly business growth 
and development strategy. 
20+ years in senior business 
development roles with 
Nissan, Glen Dimplex Group, 
Meteor Mobile and Publicis 
Group.

RICHARD ILSLEY
B.Sc, B.Eng, MBA, Fellow
Strategic Planning Society,
AKAM Deputy Chairman

MIKE GREEN
Account Director, Capita, 
AKAM Deputy Chairman
20+ year career in Key Account 
Management in a variety of 
increasingly senior roles, including 
GE Capital, PwC and American 
Express . At Capita, Mike is leading 
the development of Key Account 
Management in the HR Outsourcing 
business, particularly with Public 
Sector customers. Mike has applied 
KAM in different environments 
and is passionate about raising 
standards and professionalising 
KAM as a discipline.
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