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editorial 
AKAM is not a ‘newbie’ any more! In January the Association reached its 5th 
anniversary. We held the first open meeting in London in 2016 - although 
planning and organisation started in 2015. Since then we have worked hard to 
connect with KAM professionals and link them to each other. Key account 
management can be a lonely crusade and conferring with others committed to 
the approach gives much-needed boosts to confidence and morale. We now 
have over 400 individual and corporate members and are in regular 
communication with 1300+ more, and building. We started, quite briefly as it 
turned out, as a pan-European organisation but now we have members across 
the globe which, as KAM is a border-crossing approach to business, seems 
more appropriate anyway.

Indeed, AKAM is now a grown-up, established organisation with a fantastic 
repository of resource material for its members and the only independent 
qualification available in KAM (see page 7). Of course, we would like to get 
back to holding face-to-face meetings as soon as possible. There’s nothing 
quite like the small group activities and one-to-one conversations you can have 
at a meeting to build your experience and network. But our regular live 
webinars mean that we can reach out further across space and time, and we 
shan’t go back on that even when we can get together again.

As we reflect on the last 5 years it would be good to hear from you how/
whether AKAM has helped you and what you think AKAM should be doing in 
the next 5 years: please email me at woodburn@marketingbp.com or info@
a4kam.org.  

This seems the right time to thank our brilliant practitioner, academic and 
consultant Board Members, without whose contributions AKAM wouldn’t have 
reached this point; our inventive admin and marketing support, Heidi Drewett; 
and everyone who has contributed articles, presentations, participation, 
opinions and more. Please keep it up for the next 5 years!

With thanks and best wishes,

Dr Diana Woodburn
AKAM Chairman 

KAMaraderie

Dr. Diana Woodburn 
AKAM Chaiman

woodburn@marketingbp.com  
or info@a4kam.org

www.a4kam.org

Next Bulletin 

Announcing who’s won  
Key Account Manager  
of the Year 2020!

2www.a4kam.org

https://www.facebook.com/A4KAM/
https://twitter.com/A4KAM_Official
https://www.linkedin.com/company/associationforkeyaccountmanagement/
https://www.youtube.com/channel/UCDy1iVAgi6D5bLls7km7zdQ
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Member Webinar
Friday 19th February

Open Webinar
Friday 12th March 

Member Webinar
Friday 19th April

Aligning with Procurement
Colin Scott, the Grange Partnership, UK

Key Account journey mapping
Denis Chapman Snr., The Chapman 
Group, USA

Why KAM fails – and how to rescue it!
Cedric Roesler, Yleracare

To register for member-only webinars Click here
For open webinars Click here

Create more joint 
value by aligning 
your objectives with 
Procurement’s

Key Customer 
Journey Mapping

But what are Procurement clients’ undisclosed 
objectives? You need to push past the perception 
that all Procurement wants is lowest cost and 100% 
service. You can unearth the real value they seek 
through building relationships, however hard that 
may seem.

And are you clear about your own organisation’s 
objectives anyway?

In this webinar Colin Scott, Procurement expert with 
The Grange Partnership, will show you how to clarify 
the objectives of your Procurement clients and 
change your proposition to align with it. 

Going head-to-head is NOT inevitable, nor is it a 
winning strategy! Click here

Denis Chapman, founder of the Chapman Group, will 
share with you a methodology for navigating and 
engaging your complex customer, and effectively 
engaging your cross-functional team to address all 
critical relationship touchpoints. 

• What is Journey Mapping?

• Addressing critical touchpoints and tangible 
value expectations

• Alignment: Right Process – Right Team Members

• Creating the environment for access, 
transparency, and relevant collaboration

• Core relationship measurements and metrics 

• How to address expected challenges and 
roadblocks 
Click here

Friday 19th February Friday 12th March

  OPEN TO ALL

https://a4kam.org/membership/members/
https://a4kam.org/events/
https://a4kam.org/membership/members/
https://a4kam.org/events/


Andrea Clatworthy, Global Head of Account Based Marketing, Fujitsu

Account Based Marketing (ABM) is, 
almost without question, the buzzword 
in B2B marketing at the moment.  But 
what is it, and how should you be 
thinking about using it as part of your 
KAM strategy?

It’s not really a new thing, treating your 
most strategic customers as a market 
in their own right (How ABM can be 
defined), but the term ABM is being 
overused and arguably, misused. 

There are two common questions that 
come my way 1) ‘Can I have some 
ABM on my account’, and 2) ‘I need to 
ABM my new proposition’. 

If you are reading this then you are 
unlikely to be asking the second 
question, (to which the answer would 
be no from me, that’s not ABM).  But 
the answer to the first is likely to open 
up a good conversation.  

What is ABM?
ABM, in a 1:1 context, is creating a 
marketing plan specifically for one 
account.  It is the flavour of ABM where 
the return is high.  And so is the effort, 
but we’ll come onto that later.  ABM 
comes in other flavours too, which are 
gaining more traction across B2B 
marketing but, alas, this is where there 
is increasingly a mis-understanding of 
what it is and how it delivers value. 
Let’s park one:few or cluster ABM, and 
one:many ABM, where the focus is 
demand generation and the measure is 
normally leads. Instead let’s focus on 
the flavour that is most applicable in a 
KAM scenario, and that is what we call 
1:1 or One-to-One ABM.

ABM is a strategic approach, it’s a way 
of thinking and quite commonly with a 
methodology behind it. ABM is NOT:

• simply personalising marketing 
communications, or running 
targeted ads via social media. 

• What Marketing can do for you.  

• about generating a load of leads or 
appointment setting.  

It is when you, as a KAM, work really 
closely with your ABMer and take a 
step back from the day to day or 
targets for this quarter and take a look 
at the whole account.  And collectively 
you invest the time to really understand 
what’s going on in the world of your 
customer, what imperatives are they 
needing to respond to, what strategy 
are they putting in place, what 
initiatives are they running to deliver 
the strategy - and where do we have 
something in our kit bag, in our 
portfolio of services and products that 
can help them.   

Relationships, Reputation and 
Revenue
Once we spend the time on that insight 
stage, and understand those things 
and select where we want to focus, we 
can identify who the people are 
(remember that people buy from 
people, even if there is a strict 
procurement and scoring process), and 
start to design the campaign to engage 
with them. And that’s when we start to 
look at the marketing communication 
tactics to deploy over a period of time, 

against a framework of the 3 Rs – 
Relationships, Reputation and 
Revenue.  

In 1:1 ABM we focus on the first two Rs 
initially, building the right Relationships 
with the right people (decision makers, 
buying groups, and influencers) and 
positioning appropriately for the 
campaign to build the right Reputation.  
Get these first two Rs right, and 
normally the third R - the one where 
sales targets are normally focused 
- Revenue becomes easier to achieve.  

We work up a value proposition, 
messaging, creative lock up and then 
start to create the right assets to use 
for the range of engagement channels 
likely to work for those people. And not 
just random acts of engagement, but a 
well-orchestrated integrated program of 
engagement across an appropriate 
timescale for the typical selling cycle of 
your product or service.   

Are you ready for ABM?

The term (ABM) is 
being watered down 
and mis-used
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Measure & Report
Ongoing Engagement
ABM Scorecard
Share success internally

Account Selection
Accounts Identified  

Insight
Deep Account Research
Industry Landscape
Competitor Insights
Market Intelligence

Propositions
Offerings and Plays  
Account Value Proposition
Defining objectives

Content
Stakeholder Mapping 
Reuse Existing Content
Customer Relevant Story

Execution
Budgets assigned
Personalised Marcoms
High Impact, Relevant Channels
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Digital marketing 
Of course, there is a lot of digital 
marketing and engagement  
these days, which will probably  
include some targeted ads in  
social media, but also a whole  
range of other tactics: 

• social selling

• email marketing

• thought leadership

• content syndication

• running and sponsoring a wide 
variety of events, from bespoke 
intimate breakfast briefings to larger 
broadcast virtual events

• inclusions in existing forums and 
councils

• virtual reality experiences

• direct mail to home addresses

• and so on…  

And not forgetting materials for you, as 
a KAM, to use directly with your 
customer when you are talking with 
them.  What’s really important here is 
that all of this work is designed with the 
customer in mind, to address the pain 
points they have, and using their 
language.  The objective here is to 
have your product or service front of 
mind in their buying process.

The really good thing about digital is 
that it can be tracked, and the data 
analysis of who is engaging with what 
and when is gold dust. Therefore it’s 
possible to constantly measure the dial 
movement on the 3 Rs, and optimise 
the approach where a tweak is needed 
or, indeed, see a trigger which 
indicates the time is right for a meeting 
and conversation

When KAM and ABM combine and 
colleagues collaborate the positive 
effect is typically an increase in 
multiple elements across the 3 Rs, and 
that Revenue one generally sees a 
better win rate, faster pipeline velocity 
and more opportunities.  It’s not for the 
fainthearted.  It requires effort, time, 
and some budget, however the returns 
are good.  

If you are not doing ABM on those 
accounts that are most important to 
you, remember that your 
competitors probably are, or are 
planning to. So you might want to 
reach out to your marketing 
business partner, soon.

Better win rate, 
faster pipeline 
velocity and more 
opportunities… (but) 
…it’s not for the 
fainthearted.

Are you ready for ABM? (cont.)



AKAM: the first 5 years
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This year AKAM is celebrating the 5th 
anniversary of its inauguration at the 
first open meeting in London, in 
January 2016. The Association has 
come a long way since then, making 
regular contact with an ever-widening 
community of professionals in Key 
Account Management across the 
world, learning more about what they 
and their organisations need and 
finding ways to respond to those 
needs.

Paul Wilson Global KAM & Retail 
Lead, Viatris Pharmaceuticals.

 “Over the last 5 years AKAM has 
developed a focus on driving forward 
the professionalisation of Key Account 
Management. The mix of members 
from academia, consultancy and 
business ensures that AKAM is at the 
fore-front of current thinking, research 
and best practice in Key Account 
Management, and is ideally placed to 
support Key Account Managers to 
develop the professional capabilities 
required to excel in this critical 
discipline. The recent launch of the 
AKAM Diploma in Key Account 
Management is a fantastic milestone 
in the journey to professionalise the 
Key Account Manager role”. 

Dominykas Cibulskas, Partner Key 
Account Management, SIA ZB

 “AKAM has established itself as a 
recognized center of KAM 
competency around Europe and the 
globe, resulting in growing corporate 
and individual membership. When the 
pandemic arrived, AKAM adapted 
flexibly to the new reality and 
developed its digital interaction and 
communication into a high-quality tool 
to stay in touch with the KAM 
community. It now gets more attention 
in social networks and covers bigger 
audiences in different geographies. 
The AKAM newsletter is one of the 
best I have ever seen, it’s the cherry 
on the cake!”

Live opportunities to learn about 
KAM

18 events, conferences and 
workshops  
17 live webinars, more on the way

The AKAM Bulletin

Bimonthly news and wisdom 
about KAM

Pan-European to Pan-global

Supporting members and connecting 
people across the world

1st independent 
Diploma in KAM 
anywhere

Recognition for 
experienced, working 
Key Account 
Managers

Support for  
corporate leaders:  
Programme  
Directors Forum

Where KAM leaders share their 
pain, gains, hints and tips and 
learn from each other in 
confidence

Key Account 
Manager of the 
Year Award

Recognition for the 
individual and the 
whole profession

Growing KAM community

Over 400 individual and corporate 
members and communicating with 
1300+ KAM professionals 
worldwide, and building

Resources for members on 
the website

150 items about KAM available 
any time, from anywhere



The AKAM Diploma in KAM: your chance 
to gain an edge
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Why? 
Because at the moment it’s hard to 
prove that you are a professional key 
account manager. A lot of recruiters and 
companies, particularly their HR 
departments, don’t recognise or 
understand the position, the 
competencies it demands or the 
competencies you’ve achieved.

This Diploma in KAM defines them as 
tangible competencies and 
demonstrates that you have acquired 
them. Its structure alone offers valuable 
guidance for organisations. 

Employers, current and potential, trust a 
qualification certified by an independent 
professional association, i.e. AKAM, 
rather than a training provider.  
These are challenging times and you 
never know when you might need the 
strength of a real qualification behind 
you. It can be a key differentiator 
between you and an unqualified key 
account manager.

In fact, you will find that you gain more 
confidence in your capabilities as you 
build up your case for the Diploma, and 
that itself is invaluable. And you can add 
DipProKAM after your name. 

AKAM is keen to establish this Diploma 
as a critical element in the fulfilment of 
its mission to gain recognition for KAM 
and key account managers.   

Who? 
This Diploma is for working key account 
managers who probably have 3+ years 
of experience. You will then have had 
opportunities to gain the required 
competencies.

If you have some but less experience, 
you probably still have quite a lot to 
learn. Nevertheless you could embark 
on the Diploma, which would give you a 
clear framework of competencies you 
need to develop, and add them to your 
portfolio over the next 2 years. AKAM’s 
competency framework provides a clear 
development track and you could build 
up your competency submissions as 
you achieve them.  

What? 
The Diploma is based on the well 
established approach entitled 
Recognition of Prior Learning, used 
by Universities and other professional 
associations. It gathers together all the 
sources of your development to date to 
assert that demonstrating the outcomes 
of learning, i.e. competency, is 
potentially more valuable than counting 
the inputs. 

You write up how you meet the set of 
required competencies for KAM defined 
by AKAM against a set of specific 
competency descriptions, backed by 
supporting evidence if you have it.

It means there is no fixed course of 
learning – no course you have to pay 
for, no predetermined time or place you 
have to be. So you can be anywhere in 
the world and continue working while 
you write up your competencies at your 
own pace. 

Everything you need to know on 
the website including webinar on 
How to gain a Diploma in KAM 
Click here

Special offer for 2021! 
Registrations this year can opt 
for free mentoring from an 
AKAM Board Member, review 
and feedback on your 
competency submissions.

How? 
AKAM support for you through the 
process: 

• Detailed competency descriptions: 
help you understand what we’re 
looking for

• Workbooks: online writable pdfs

• Mentoring: someone who 
understands it all to give you 
feedback on your write-ups – free for 
registrations in 2021! 

• KAM reference material: Member 
Resources containing 150 items if 
you need more info

• More learning opportunities: live 
and recorded webinars, AKAM 
Bulletin, optional underlying theory 
modules  

Cost? 
We are keeping the cost as low as 
possible, just to cover professional 
support, admin and assessment. 

• So registration is €750 including 2 
years AKAM membership (corporate 
applicants €250)

• When you are ready to submit all your 
competencies, a further €750 for 
assessment and Diploma (corporate 
applicants also €750). If you don’t 
complete, this doesn’t apply.



Dominykas Cibulskas, Partner Key Account Management, SIA ZB

What can Accounts tell Key 
Account Management?

This question makes a lot of sense, but 
often we don’t find a strong link between 
bookkeeping, financial control and Key 
Account Management in Key Account 
structures. It’s been proved - quality 
KAM is not possible without transparent, 
well-structured and timely financial data. 
And yes, the Financial Controller is a 
best friend of Key Account Managers.

Start by educating yourself financially. 
To be able to talk to bookkeepers or 
finance guys, Key Account Managers 
must know the basics of their language. 

Learning the language of 
finance 
Bookkeeping standards and rules

Take a very simple example – invoices 
from the current month have to be 
delivered to bookkeeping and entered in 
books in the current month or if they will 
be delivered later, they should be 
accrued. It is the same for all kind of 
invoices issued both by your company 
to the customer and vice versa. Can 
you recall how many times we are late 
to deliver invoices or forgot to do it, 
presuming someone else is taking care 
of that? Clearly, Key Account Managers 
must know what is expected from them 
in respect of supplying bookkeeping’s 
needs (actions, timings, documents).

Reporting

After bookkeeping has entered all the 
documents to the system it should not 
be difficult to extract consolidated data. 
But in order to get what is needed, it 
should be clearly agreed upfront what 
kind of reports are expected and with 
what frequency. There should be a 
thorough discussion and agreement 
between Financial Control and KAM 
about:

• what data is needed, 

• what data is available, 

• what needs to be done to close the 
gaps between need and availability.  

Financial policies

Most companies have financial policies 
relating to payment terms, money 
collection and credit insurance, 
delegation of authorities and more. It is 
a must for Key Account Managers to 
know and apply financial policies. 
Policies that strongly imply overall 
company business can be embedded in 
KAM KPIs. 

Normally financial and bookkeeping 
literacy is one of key competencies of 
good Key Account Managers, but the 
specifics of each company should not 
be forgotten. So financial topics and 
building links between Key Account 
Managers and finance buddies should 
be a part of any KAM induction training 
in the company.

Presuming that KAM, finance and 
bookkeeping are in a good contact, 
what specific items should be 
addressed? There should be agreed 
financial KPIs for every Key Account, 
such as:

Payment for goods and services 
policy: when the customer is willing 
to pay, at what delay (in days or 
value).

Money collection policy: closing 
the gap between payment promises 
and cash flow. May be in advance/ 
right after goods or services are 
delivered/ after agreed delay/ after 
they sell goods to consumers (on 
consignment).

Credit insurance level: amount due 
if payments are delayed and actions 
when credit insurance level is 
exceeded or about to be exceeded.

Trade stock level: and ways of 
monitoring it.

P&L KPIs. Net sales, Gross to Net 
(discount policy), cost control, 
profitability (contribution).

The reporting deck is an outcome from 
the KPIs agreed and should expose not 
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The AKAM Diploma in 
KAM: your chance to gain 
an edge (cont.)

1  Business and customer  
 understanding
1.1  Knowledge of own company

1.2  Customer understanding 

1.3  Value creation 

1.4  Strategic planning for key accounts 

2  Selling and business   
 development
2.1  Product/service and application  
 knowledge

2.2  Consultative selling and business  
 development

2.3  Negotiation with customers 

2.4  Financial understanding 

3  Organisational    
 effectiveness
3.1  Communication

3.2  Project management

3.3  Leadership

4  Relationships and   
 interaction
4.1  Customer categorisation and   
 relationships  

4.2  Internal relationships and key   
 account teams

4.3  Collaborating

Competency requirements
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only the current status of each KPI, but 
the history and development of it. This 
reporting deck should be a part of 
managerial reports together with clear 
explanations for deviations vs. agreed 
KPIs.

Key Account Profit & Loss 
P&L per KA is a must. It should be 
updated periodically (monthly/quarterly) 
and if systems allow, P&L generation 
should be done automatically. We need 
to talk about P&L against a benchmark, 
comparing the latest available actual 
P&L against the historical P&L of a 
comparable period (i.e. 1 year ago) or 
future/planned P&L at a suitable period. 
Maybe also the P&L of other KAs. 
Deviations between the desired result 
and the existing situation should drive 
planned action and execution. 

Normally the KA P&L is a part of KA 
yearly plan. In the best case the KA plan 
is a part of the company plan, which 
means that the Key Account Manager 
directly contributes to company results 
through managing KA P&L. 
Discussions, decisions and planned 
activities will be reflected in the P&L.

Plan of Net sales for KA 

Plans should include market product 
pricing and discount policy to arrive at 
volume forecasting for the KA. Sales 
forecast accuracy can have a huge 
impact on production and supply 
capacity. Discounting has different 
levels of impact depending on the 
nature of the goods/services, but it does 
have a huge impact on the P&L. 

Sometimes the Key Account Manager is 
allowed to determine discounts, but now 
many companies are describing 

discount policies in order to be 
transparent to the market and give a 
framework for discounting decisions for 
their employees.

Gross to Net (G2N) analysis 

This analysis should be implemented 
periodically to be able to measure the 
efficiency of discounts given and make 
corrective actions when discounts do 
not provide expected results.

G2N analysis is a part of cost allocation/
management exercise. One of the aims 
of KAM approaches/ structures in an 
organization is to provide resources to 

those business areas where we expect 
the biggest return. And Key Accounts 
are our biggest customers with most 
potential in most cases. Key Account 
Managers should be responsible for 
cost control through P&L monitoring and 
management.

Contribution vs. EBITDA

We all can agree that P&L is a key 
tool for Key Account Managers to 
manage their tasks, but not every 
company can support it fully. Full 
P&L down to EBITDA is difficult to 
provide per KA as taxes, paybacks 
and allocations are not KA specific. 
To resolve the problem Key 
Account Managers use a KA 
Contribution table, which is a 
shorter version of P&L and reflects 
the business result after KA-
specific costs are deducted from 
KA-specific Gross Margin to avoid 
external factors distorting the 
specific KA picture.

Experienced Key Account 
Managers can find most of the 
answers about future risk and 
present errors in financial data and 
reports. Financial analyses help 
them to take corrective actions, 
reorchestrate teams, and build 
future plans. 

What can Accounts tell 
Key Account Managers? 
Almost EVERYTHING!
Feel free to disagree and 
comment, constructive discussions 
are very welcome! Email your 
thoughts to info@a4kam.org

What can Accounts tell Key Account  
Management? (cont.)

(KAM’s aim) is to 
provide resources 
to those business 
areas where we 
expect the biggest 
return.

Financial and 
bookkeeping 
literacy is one of 
key competencies 
of good Key 
Account Managers



Edmund Bradford, Managing Director, Market2Win

How KAM helps you find your next job

The world is full of depressed 
economies and millions out of work.  
Many KAMs have been made 
redundant or ‘mothballed’ and/or are 
worried about their future.  However, 
there is good news for the KAM 
community. The knowledge and 
skills that you have developed can 
be applied in a new direction: to help 
you get your next job. Indeed, Key 
Account Managers are in a unique 
position to help themselves get 
better jobs.

Even those who are not worried 
should still be plotting their future 
career path. Being good at KAM 
helps you throughout the career 
development process, because the 
competencies you used to grow your 
account business can be used to 
grow yourself.  You just need to 
reframe the account as the job 
market, the sales opportunities as 
the job opportunities, the buying 
team as the recruitment team, you 
as the product, the other candidates 
as the competition and the account 
plan as the career plan. You can 
then be better at winning the best 
jobs and connecting them together 
into a coherent career strategy.

The process below has been 
developed through working with 
experienced sales and marketing 
executives and with students 
embarking on the job market: it 
really does work. It may not be easy 
but for those that wish to learn the 
process, the rewards are incredible. 

Step 1: Match yourself to the 
job market
Before we can go outwards, we need 
to go inwards. First you need to 
understand yourself, properly. What 
are your real strengths and 
weaknesses?  The template identifies 
16 areas of possible strengths, 
covering different competency areas 
and types. Completing this template 
may take you an hour or even a few 
weeks if you are brave enough to 
share it with colleagues, family or 
friends.  The conclusion, though, is a 
comprehensive Personal Strengths 
Audit (PSA). Getting this right will have 
major implications in all your 
downstream work. 

Let’s consider the example of David 
Swift (not his real name). He is an 
experienced sales executive looking for 
a new career. He has 15 years of 
experience working in business 
development roles (including several 
years managing big, corporate, key 
accounts for large firms and lastly 
doing management consulting work for 
a small consulting firm).  However, he 

feels his career has reached a dead-
end. He now wants to really understand 
what is his purpose on this planet and 
forge a new career path to get there. 

The key strengths for David are 
highlighted in bold and those are the 
ones that made it to the Strengths 
quadrant on his Personal SWOT.  

Once you have done that, you can start 
the next task of defining the job market 
you wish to play in.  This is like defining 
the scope of your account, and you 
should think carefully about the scope of 
your job market. Do you have a global, 
national or local scope to your job 
search?  Is it in a particular industry or 
restricted to a type of organization?  If 
you work in the hospitality industry, 
consider what strengths you have listed 
that will be sought after in other 
industries.  These might even include 
non-commercial organizations like 
universities, charities and government.  
Some of your KAM skills are very 
transferrable. In the new home working 
world, it is easy to see why good 
communication skills is the most 
frequently mentioned requirement for 
jobs on LinkedIn.

10

How to do it in 4 Steps
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Just as you research your account and 
their market, you should investigate 
your target job market. What are the key 
trends in that market and how will those 
translate into opportunities and threats?  
For example, what will be the real 
issues that organizations in your job 
market will face as we come out of 
Covid, and what impact will that have on 
recruitment?  You will then be in a better 
position to complete your Personal 
SWOT.  You may have done a quick 
SWOT in your Account Plan - now is the 
time to do an excellent one on yourself 
and your job market.

Within the job market, you will be able 
to identify potential job opportunities. 
Highlight a few of them for deeper 
analysis, which you can treat like sales 
opportunities.  Each has a value (the 
annual benefits package), specific 
needs for the right candidate, a buying 
team of recruiters, a buying/assessment 
process and a set of competing 
candidates. Your task is to understand 
this better than the competition. 

Pull out those KAM tools that you use to 
understand your account and use them 
on each job opportunity.  Use Porter’s 5 

Forces and PESTEL analysis to 
understand the forces acting upon the 
industry, the organization and the 
function within the organization. Use 
your relationship mapping skills to try to 
figure out who are the real decision 
makers in the recruitment process. Use 
your sales skills to connect with people 
in that industry to find out more.  One 
executive I coached managed to use 
LinkedIn to connect and speak with 10 
different Key Account Managers in the 
organization he wanted to work for.  He 
knew a lot about their KAM Programme 
before his interviews! 

You can use your deep discovery skills 
to understand the real needs of the 
recruiting decision-makers.  These are 
the real deal-clinching needs that 
separate the winning candidate from the 
other finalists. They may not even 
appear on the job advert that HR has 
issued. If a company is growing fast, its 
recruitment needs will be different from 
one stagnating or in decline. The needs 
of the KAM Programme Leader will be 
different to the needs of the CFO or the 
CMO. In one case, Sales 
Transformation was the real need, even 

though that term was never used in the 
job advert.  That message needed to be 
tailored to each of the decision-makers 
to show how it would help them. 

As you go along, update your SWOT as 
new information comes to light.  If you 
are exploring two or three different 
industries, create two or three different 
SWOTs.  It is said that a great KAM has 
a PhD in their account.  You need to 
become an expert in your future job.  

Read the next Bulletin for Part 
2 of ‘How KAM can help you 
find your next job’ steps 2 - 4

And consider whether a Diploma 
in KAM would help to future-proof 
your career – see page 7

Edmund Bradford is Managing Director, 
Market2Win Ltd, Director of The 
Malcolm McDonald Academy and The 
Good Growth Academy. Contact him at 
linkedin.com/in/edmundbradford

Example Personal Strengths Audit: David Swift

How KAM helps you find your next job (cont.)



Why join AKAM? 
If you are thinking of joining AKAM as an 
individual, chances are you’re not getting 
a lot of support as a key account 
manager from your organisation. Which 
probably means you don’t have anyone 
internally that you can reach out to when 
you need some help to understand 
aspects of KAM that are poorly formed in 
your organisation or new to you.

That’s where AKAM can help – there’s a 
huge range of resources all about KAM 
on the website, of different lengths and 
depths and formats, both practical and 
insightful. And you can reach out to 
AKAM and its network of members for 
advice and moral support. Everyone’s 
email address is on the website and you 
can start a discussion or plea for help 
whenever you need to.

When you are a key account manager in 
an organisation that hasn’t quite got the 
message you can feel very isolated. 
That’s when being a part of the AKAM   
community can really help.

Focus on individual membership
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Alistair Taylor reflects 
on being an individual 
member of AKAM.

“Despite an early 
start, due to heavy 
London traffic, I was 

nearly late for the first AKAM event I 
attended at Queens University.

 AKAM was not the first association I’d 
joined, but three years later it’s the only 
one I’m still committed to. It was worth 
battling through the traffic.

Over the past years I’ve enjoyed 
excellent conversations with senior key 
account managers from different 
industries facing challenging problems 
and exciting opportunities. Face to face 
meetings – yes, I can remember that far 
back – were excellent.  

From Oslo to Milan, Berlin to Dublin 
AKAM has shared practical insights and 
advice, supported sometimes by 
academic frameworks and always by 

hard won experience.  With case studies 
of success, and at times examples of 
controversial approaches adopted by 
somewhat maverick suppliers, there has 
always been something to learn.   ‘Best 
practice’ classes covering areas such as 
design thinking, the use of digital and 
negotiation practices provided truly 
helpful tips and fresh perspectives. 

The feeling at every session was of 
people trying to help people.  Friendly, at 
times fun, and yet professional and with 
hard content. I’m sure we’ll return to such 
physical closeness soon.  

More recently with webinars run by 
thought leaders and experts, 
partnerships with other outside groups, 
papers and a regular high-quality 
Bulletin, I’ve continued to gain insights, 
ideas and experiences. I really 
appreciate AKAM’s desire to help move 
individuals, companies and the key 
account management profession 
forwards.”

Online individual membership gets you:
ALL the benefits of full individual membership 
EXCEPT workshops/conference/ meetings.
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.

  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 any credit or debit card.

Programme Membership gets your organisation: 
• 10 Full individual memberships, with all the individual benefits
• 2 memberships of the Programme Directors Forum, normally 

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.
Click here

Corporate Membership gets your organisation:
• Virtually unlimited number of Full individual memberships for 

students and staff, with access to the website, webinars and 
meetings (when possible) 

• 2 memberships of the Programme Directors Forum 
• seat on the AKAM Board with opportunity to influence its direction
• close engagement with and support from AKAM
Designed for large companies and universities wishing to reach and 
support their KAM people 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.

    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,  

150 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!). 

Join ONLINE

Membership packages for Individuals For Organisations 

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



