Is your company a KAM denier?
We still hear suppliers claiming they don’t need to enact KAM because their customers don't want it – or haven’t asked for it by name. That may be true of some, but is it right for all strategic customers? Because if it isn’t, it’s dangerous to ignore the signs and frustrate any of the customers who are most important to the company, not just for now, but also for the future. 
Certainly, we do not advocate KAM for all customers, even all big ones, because it wouldn’t make a difference in some. But that doesn't negate the argument for offering it to those that do and will repay the effort. 

Are some of your customers sending out signals that strongly suggest they should receive KAM treatment? If your company is saying it doesn't need/want to implement KAM, check out these questions to see whether that is appropriate or not.
Are some of your customers ready for KAM?  Try this litmus test.

Are your most important customers…
1. Communicating opportunities and initiatives and involving the supplier in their strategies? 

2. Expecting an understanding of their business: inviting the supplier to meet a wider range of people in their organization and giving a broad range of information about their business and marketplace? 

3. Wanting to explore joint projects involving more commitment?

4. Wanting to talk longer term and develop strategies together?

5. Asking for a more senior account manager with more authority and/or competence? 

6. Wanting a transparent or integrated approach and a single point of contact, dealing with them as a single entity?

Did you answer ‘yes’ to 
2 or more of these questions for 
2 or more of your top 10 customers?

… because then you need to be thinking about offering at least those customers KAM, just to retain the business you already have. Customers planning to defect to a supplier who treats them the way they want have usually made their decision before they tell you – but by then it’s too late. 
The pandemic has heightened customers’ concerns about supplier risk over price, making them look for more supplier engagement and support, not less. So if your company has backed off or never really engaged in the first place, you need to find a way to sound the alarm and start delivering KAM now!
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