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I’m very happy to announce that we are planning our first post-pandemic 
face-to-face meeting! It will be great to see you again in Dublin, so please put 8th 
& 9th November in your diary. Details will follow, but we understand you get 
more from meetings where you participate, so we’ll make sure there are some hot 
topics to share and discuss. 

Many thanks to all of you who contributed to our first 10 question survey, about 
digitisation in KAM. It is clearly here to stay (digitisation and 10-question 
surveys!), and while it looks like about half of the key account manager popula-
tion is on top of it, the other half has a way to go (p.11) If that’s you, you should 
accept the need to be fully digitally competent in the very near future. 

Our second 10 question survey is about KAM performance and rewards, the 
subject of our last webinar (AKAM members, if you missed it, it’s available in 
Member Resources now). Performance and reward schemes are powerful 
drivers, but not necessarily in the right direction for KAM. We really need to know 
more, so please complete the survey (p.6), and tell us what you think about 
your scheme. It’s really quick and easy - all tick-box answers. Click here Results 
in September’s Bulletin.

Trust is at the forefront of every key account’s mind and underpins everything in 
KAM, yet it’s rarely discussed in organisations. Some of the earliest research in 
KAM identified that, while ‘sales and business development’ was the top require-
ment for key account managers on the supplier side, ‘integrity and trustworthi-
ness’ was top of the customer’s list for them. Building and managing trust is a 
vital part of the role, so Alistair Taylor’s article (p.4) provides very welcome 
insights into the anatomy of trust and valuable guidance on how to approach it.

Account-based marketing (ABM) is still a distant dream for many organisations, 
but even so, there is still much to be gained from cooperation with Marketing 
rather than the traditional competition! Mike Green explains how it works in 
Capita (p.9), and while your company may not have the technology and resourc-
es to fully apply ABM, the principles can still be deployed very effectively.

We’ll be back in touch in September. If you’re in the northern hemisphere, have a 
good summer. 

Best wishes,

Diana 

mailto:woodburn@marketingbp.com
mailto:info@a4kam.org
https://a4kam.org
mailto:info@a4kam.org
https://a4kam.org
https://www.facebook.com/Associationforkeyaccountmanagement
https://twitter.com/A4KAM_Official
https://linkedin.com/company/associationforkeyaccountmanagement
https://www.youtube.com/channel/UCDy1iVAgi6D5bLls7km7zdQ
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Clare Macdonald, NATS & 
Institute of Collaborative Working

2nd September

Thierry Josselin, Axcelis,
Key Account Manager of the Year, 2021

7th October

Key accounts rarely talk about trust but their expectation is implicit 
in all their dealings with you and your organisation. So do you have 
an explicit plan for developing the right kind of trust with them? Just 
having integrity isn’t nearly enough. In this webinar, expanding on 
his Bulletin article, Alistair Taylor will explore the different levels of 
trust and suggest how to handle them. 

     • Personal and professional trust
     • Group or team centred trust
     • Organisational trust
     • Repairing trust

What does trust even mean in key account management? It’s far 
from simple! 

Member 
webinar
Friday, 

Trust: build, maintain, repair – 
a continuous journey
Alistair Taylor, Brightbridge Consulting

8th July

AKAM Technical Workshop & Meeting: in person!  At TU Dublin

Thursday 8th 
November 

Half-day Technical Workshop

Wednesday 9th 
November 

Full day meeting: presentations, 
breakouts and networking

Trust: build, maintain, repair – 
a continuous journey

New 10-question survey: KAM 
performance and rewards

Trust (continued)
 
Why Marketing is essential in 
your KAM strategy

Digitisation: what did we find?

Welcome to Skanska
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ALISTAIR TAYLOR
MBA. KAM Programme 
Director and Director 
Brightbridge Consulting

Alistair has spent 15 
years leading KAM 
programmes in global 
organisations and 10 
years of business 
development consulting 
and KAM training for 
leaders in professional 
services. 

https://a4kam.org/events/
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Trust: build, maintain, repair – a continuous journey

 

You would be hard pressed to find 
anyone involved in key account 
management who would not agree 
that trust is fundamental for 
success. ‘Customers will not even 
consider us if they don’t trust us’, is 
a shared view.  Yet strong trust is a 
deeper asset. When a supplier is 
truly trusted, conversations are 
more revealing, opportunities open 
up and advocacy drives successful 
outcomes. 

Just as customers need to trust 
suppliers, suppliers and key 
account teams also need to trust 
customers.  If you have ever been 
in the unfortunate position where 
you deal with a customer whose 
requirements continually change, 
projects are cancelled or 
unexpected competitors enter the 
fray, you will have experienced 
frustration and loss of appetite to 
work with and for that customer.  
From both a business and personal 
perspective you would rather focus 
on other options. If you don’t trust 
your customer, its unlikely they 
benefit from your full capabilities.

So, do we require a perfect level of 
trust to generate success?  No - in 
reality, trust across every dimension 
is never 100% in any business 
relationship.

In long term relationships, trust 
levels meander. For key account 
relationships there is a need to 

Alistair Taylor,
Brightbridge 
Consulting 

Trust isn’t a simple binary state – 
you either have it or you don’t – it’s 
more complex than that. You may 
need only relatively superficial trust 
levels, or much richer imprints. The 
level of trust your customer requires 
to enter into a short-term 
transactional relationship, where 
there are many options for them to 
procure similar goods, is very 
different to the higher platform of 
trust required for entering into a high 
value partnership.

In such partnerships there will be 
significant investment of joint 
resources to deliver new products 
that are critical to success.  If the 
solution from you is not available as 
and when required, your customer 
may not be able to open its hotel on 
time or a production line may need 
to stop. If the professional advice 
given and received isn’t optimal the 
customer’s growth will suffer. 

Where risk is high, trust needs to be 
at its highest.  

Additionally, where many people are 
involved in decision making trust 
also needs to be broad.  If just one 
key party on the customer’s decision 
making panel doesn’t trust you, your 

Understanding trust

Most people are trustworthy, most 
have integrity, yet this isn’t enough to 
be deeply trusted.

Trust is a feeling people hold.   
Merriam Webster defines trust as ‘A 
firm belief in the reliability, truth, 
ability or strength of someone or 
something.’ It is about honesty, 
reliability and predictability, yet it is 
also about skills and capabilities.

I may trust a friend to repay a small 
loan, yet I wouldn’t trust them to fix 
the electrics in my house. A custom-
er will trust you for some things but 
not others.    And different decision 
makers within those customers will 
trust you to different levels. This is 
particularly important to note if you 
are seeking to raise the level of 
relationship you hold with a customer 
and hoping to offer new products or 
services.  In certain areas at certain 
times, you may need to lead 
renewed trust building.

It is the same with ‘your’ internal 
teams, those who are vital to deliver 
value through customer projects.  
Perhaps ‘your’ team, drawn from 
different functions, trust you as the 
key account manager to deliver A but 
not B. Possibly they need further 

Is integrity enough?

In your efforts to drive 
success through key account 
management, are you paying 
enough attention to the 
importance, management and 
leadership of trust?

recognise the continuous need to 
build, maintain, alter and repair 
relationships. 

team or your company, the chances 
of your winning valuable business 
suffers severely.
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Trust (continued): personal and professional trust

 

You have probably heard it said that 
‘People like doing business with 
people they like and people they 
trust’. For customers, knowing they 
can share information which will be 
treated with respect is vital; 
maintaining confidentiality is a basic 
requirement. 

Building connections, showing 
empathy and rapport are important.  
We trust people we like.  Robert 
Caldini, who researched ‘influence’ 
extensively, showed that the best 
way to help someone to like you is 
to like them first, that is, to care 
about them. So you can improve 
influence and trust by holding a 
customer centric and supportive 
mindset.

Do you always seek a good result 
for your customer, balancing this 
with your organisation’s need to 
build value? Are you able 
sometimes to put the customer’s 
needs above your own? Can you 
show humility?

Candour is important too. Simon 
Sinek, the leadership thinker, notes  

The first, base level of professional 
trust is ‘Contractual trust’.  
Promises, written and oral, are kept, 
abiding by accepted rules of 
business practice and behaviours 
that are ethical and acceptable.

To be trusted at a higher level you 
also need to bring an exceptional 
level of competence. You need to 
display high levels of knowledge 
about the market, the customer’s 
business, the customer’s problems 
and your solutions. You must bring 
insights, foresights, new 
opportunities for the customer.

Do you bring the right skill levels?  
Are you able to understand the 
customer’s issues, identify and 
solve their problems and illuminate 
opportunities?  Do you 
communicate well and lead actions 
to strong conclusions?

Personal trust

Professional trust

Requirements for building 
‘Professional’ trust

Requirements for building 
‘Personal’ trust

Maintains confidentiality
Builds rapport
Cares about us
Tries their best
Respects us
Consistent
Tells the truth (even when its   
not ideal)
Has a sense of humour (at the 
right time)
Is authentic - themselves, not 
just acting in a role

Subject matter expertise
Understands our busines
Understands the market 
Gives sound advice
Helps others see fresh 
perspectives
Challenges assumptions
Helps us advance
Brings the right resources
Gives us options

Continued on page 7

reassurance before they fully 
commit to project C. 

As key account managers, you 
must manage internal trust too.

What elements of trust are 
important to business leaders 
and key account managers?
 
•  Personal and professional trust
•  Group or team centred trust
•  Organisational trust
•  Repairing trust

This article draws on ideas from a 
number of sources, but ‘The Trusted 
Advisor’ by David Maister, Charles 
Green and Robert Galford gives 
many further helpful insights about 
trust levels and how to build them.

‘Trust is built on telling the truth, not 
telling people what they want to 
hear’. But how and when we do this 
requires careful judgement! Yet for a 
trusting relationship there is a need 
to address issues – in a constructive 
way, and to sometimes say ‘no’ – but 
with options.

As you advance as a supplier from 
delivery of standard products to 
delivering solutions, and becoming a 
‘trusted advisor’ that proactively 
helps customers to develop high 
value solutions, you need to 
increasingly demonstrate your 
credibility in order to advance levels 
of professional trust. Are there skills, 
qualifications and experience your 
organisation possesses that you can 
reveal to increase your customer’s 
confidence? 

These tables identify key aspects 
of personal and professional 
trust. You may be able to think of 
more.  You should be aware that  
trust factors are affected by different 
cultures too (though this article 
doesn’t explore this in any detail). 

•
•
•
•
•
•
•

•

•

•
•
•
•
•

•
•
•
•



10-question survey: KAM performance and rewards
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My organisation’s approach to performance and rewards properly reflects my job as a key 
account manager and my performance.

What kind of targets/objectives/KPIs are formally set for you at the beginning of each year?

On what is the assessment of your performance as a key account manager based?

Which is the most important factor (receives most attention)?

In your view, what factors should be included in the assessment in your performance as a key 

On what basis is your reward calculated?

With what are you rewarded for your performance as a key account manager?

If you receive a bonus for your performance, approx what % of salary is it normally? 

Are there any downsides of the current approach? If so, how would you describe them? 

Which best describes the sector you work in?

These are the questions, you'll find all the 
answers waiting for you when you click the 

link below. 

Please complete this short online survey:
click here

We can't give back these insights without 
your participation. So please click on this 

link now and tick your boxes!

We'd like to know more about what performance 
means in key account management, and we 
suspect that you would too!

So this 10 question survey is about KAM Performance 
and Rewards. They should be closely linked, but are 
they? How well are assessments and incentives aligned 
with the key account manager job? 

 All the questions have pre-identified options so you just have to tick the boxes - just 10 or maybe even 5 minutes 
will do it! 

The survey is totally confidential – we don't ask for your name or organisation – so you can tell us honestly how it 
is and what you think. The results will be reported in September’s Bulletin, so you won’t have to wait long.

https://form.jotform.com/A4KAM/performance-and-rewards-survey
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Trust (continued): The Trusted Advisor equation

 

• Make their concerns yours
• Be collaborative and flexible
• Don’t over-talk or keep relating 

other people’s stories to yourself

To ‘Focus on the common good, 
rather than your own agenda’ is a 
vital aspect and mindset for 
successful key account 
management.

Does your customer trust your 
organisation? There are cases 
where the customer rejects working 
with a supplier based on something 
that happened many years ago.  
The strategy the supplier now 
follows may well be very different 
and the entire account team may 
have changed, yet the customer still 
mistrusts the organisation.  

You need to be aware of the impact 
of history and reputation and 
consider how best to address it.  Do 
you need to slowly build up 
confidence by delivering on smaller 
projects before going for a big win? 
How do you demonstrate that you 
have changed and are prepared to 
change further?

Reputational trust works both ways. 
Organisations that have historically 
built high quality reputations are 
judged as lower risk and higher in 

Organisational trust

The Trust Equation is saying that 
Credibility, Reliability and Intimacy 
increase Trust, while Self-orientation 
decreases trust. So how should you 
behave to maximise your Credibility, 
Reliability and Intimacy? And what 
you can do to minimise 
Self-orientation?

The Trusted Advisor ‘equation’

Credibility
• Relevant knowledge, 

qualifications, experience
• Awareness (…be modest) about 

your achievements
• Being visible when expertise is 

required
• Communicating and sharing your 

knowledge
• Saying when you don’t know

Reliability
• Say what you do, what you say – 

always
• Respect appointments
• Respond promptly
• Take responsibility
• Provide consistent quality
• Communicate timely and honestly 

when things go wrong

Intimacy
• Be present – meet in person 

where possible
• Be genuine in your interest in 

others
• Disclose a little more
• Listen with intent to understand
• Give invite and act on feedback

Self-orientation
• Focus on the common good rather 

than own agenda
• Demonstrate empathy
• Acknowledge others feelings

Generally, the development of 
relationships with key accounts 
involves teams. These can be large 
teams, sometimes spread across the 
globe, or smaller local ones. In 
cases where a key account manager 
does not lead a formal team there is 
still the need to engage others within 
their organisations, often from 
different functions, to support 
programmes and delivery of 
products and services.

Even if you, as the key account 
manager, are the face the customer 
sees most, they will be aware of and 
will judge the quality of other 
relationships. Customers like to do 
business with teams of people they 
personally like and professionally 
trust. 

Is the team around you seen in a 
positive way by your customer?  
Does the customer know who is 
involved, the knowledge they hold, 
the skills they bring? Is it time to give 
your internal team more exposure? It 
may open up new opportunities and 
place you ahead of competitors.

Before rushing to this, though, it is 
necessary to assess whether team 
members are ready.  When you’ve 
been dealing with customers for 

years it’s easy to assume the skills 
needed for customer interaction 
come naturally – they don’t.  
Whether it’s involving senior leaders 
or junior technical people, as key 
account managers we need to take 
responsibility to ensure they are well 
briefed, confident and aligned. A 
strong team approach can take 
customer relationships and value to 
a new level, yet a weak link can 
dissolve a position very quickly. 
Take leadership of the  people 
involved, and how they are involved. 

Build the internal team’s confidence 
in you too.   Are you sharing knowl-
edge and insights with them?  Are 
you supporting their progress and 
recognising their contributions? 
When an internal team has question 
marks about the key account 
manager there is likely to be a loss 
of engagement and confidence 
which will leak out into customer 
interactions. As key account manag-
ers you need to manage this internal 
axis of trust. 



Four levels of developing trust to 
be led by key account managers

Professional

Demonstrate expertise, insight, 
connections

Organisational

Manage and communicate teputation, 
ethics, values, CSR. (Note often 
reputation lags behind reality)

The need to repair trust and 
relationships

8

Trust (continued): Group or team centred trust

Team

Engage customer decision makers and 
influencers, motivate and support 

internal resource 

this appreciation helps. 

It will involve difficult conversations 
but try to find progressive steps 
forward. And  apologies may need to 
be given and accepted. Do you 
easily forgive your customer if they 
may a mistake? It can be difficult, yet 
it is imperative to do so. The skills to 
build, maintain and repair trust are 
vital to every key account manager.

Personal

Build rapport, empathy, customer focus

A variety of aspects of trust are 
triggered by key account manage-
ment.  

• On which customers are you 
focusing    your trust building?  In 
which areas?  

• What do you want customers to 
trust you for tomorrow that they 
don’t fully trust you for now?  

• What steps can you take today to 
build the pathway to greater trust, 
increased business and greater 
value?

As key account managers you must 
think about personal and profession-
al trust, team and group-based trust, 
plus organisational level trust and 
reputation. Taking steps across all of 
these dimensions will build the level 
and kind trust you seek.

In a complex world faced with new 
challenges it isn’t easy for anyone to 
know what’s coming next and to be 
100% reliable.  Just as, on occa-
sions, you may need the customer to 
forgive you, you may also sometimes 
need to forgive the customer. Give 
and take is required in any enduring 
relationship.

For successful KAM, trust needs to 
be built, maintained and repaired. It 
needs to be managed and led by key 
account managers. 

Final thoughts

capability, whether or not that is 
true today.  ‘Nobody gets fired for 
buying IBM’, is the famous advertis-
ing strapline that speaks both 
quality and reassurance. Is your 
organisation also judged positively?

More so than ever before, driven by 
the demands of ‘Corporate Social 
Responsibility’ (CSR) and social 
media comment, customers look 
deeply at the suppliers they work 
with. Are they ethical, stable, 
responsible---are they trustworthy 
partners for today and tomorrow? 
Do the values of the supplier match 
those of the customer?  Are they 
also driven to innovate, to embrace 
diversity, to improve environmental 
management? 

As a key account account manager 
you have influence as to how you 
present your organisation and 
report on its position and key 
initiatives. Key account managers 
wrapped up in day-to-day activities 
can sometimes overlook the 
importance of communicating trust 
factors at the organisational level.  
But organisational trust sets the 
foundation for day to day buy-in.

If the world were static, it would be 
relatively easy to maintain trust 
levels.  In the VUCA (Volatile, 
Uncertain, Complex and Ambiguous) 
world that is today’s reality, there are 
new stresses on levels of trust. 
Supply chain difficulties, new 
technologies, international 
cooperation and tensions are just 
some of the factors that challenge 
trust levels.

During long-term key account 
relationships people change, 
organisational objectives change, 
new problems and opportunities 
arise. In a customer/supplier 
collaboration both parties take risks, 
bringing new solutions to the market 
that stretch capabilities and which 
have no guarantee to work first time.  

If a supplier in a growth partnership 
is not stretching the trust envelope 
by initiating new activities, it may 
well be relegated as a passive 
partner. Maintaining a high level of 
trust is important, but targeting 100% 
trust can stifle innovation and 
damage potential.

You also need to recognise that in a 
long-term relationship at times trust 
between parties will be damaged. 
When things deviate from expecta-
tions you need to tune in to under-
stand what is happening with trust 
levels. But don’t dramatise and 
over-exaggerate ‘bumps’. Under-
stand, and ensure your customer 
understands, that any such bumps 
occur in the context of a strong 
overall relationship. 

Identify the customers concerns.  
Has there been an active breach or 
a simple misunderstanding?  Has 
there been a break in a significant 
agreement or some clumsy 
language in an email?  Seek to 
understand the situation from the 
customer’s perspective.  This 
doesn’t mean you have to agree, but 

By Alistair Taylor,
Partner, Brightbridge Consulting
 

alistairt@brightbridgeconsulting.com
www.linkedin.com/in/alistairrtaylor

https://www.linkedin.com/in/alistairrtaylor
mailto:alistairt@brightbridgeconsulting.com
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Why Marketing is essential in your KAM strategy

Aligning KAM and Marketing

Key account managers play a 
leading role in managing the 
relationship between client and 
internal stakeholders. A complex 
skillset including communications, 
influencing, sales ability, project 
management, strategic focus and 
numeracy are vital KAM 
competencies. Yet the reality is a 
key account manager cannot deliver 
retention and growth without 
deploying other strategic 
competencies in the organisation. 
According to Mike Green, Director of 
Business Development at Capita 
Modular People Solutions, this is 
why collaboration with the Marketing 
function is so pivotal to KAM 
strategy.

Mike has held KAM responsibilities 
for over 30 years in multi-national 
organisations including American 
Express, PwC and GE Capital. By 
integrating KAM and Marketing 
teams and strategies, he has been 
responsible for increasing retention 
and delivering cross-fertilisation 
among his customer bases. 

Every key account has a set of 
strategic objectives defined for a 
specific period. The key account 
manager gathers knowledge and 
insight into the customer 
organisation and collaborates with 
client stakeholders to align needs 
and goals with those of their own 
company. Thus, the key account 
manager creates a key account 
strategic plan. 

But as Mike Green explains, the 
Marketing team also formulates 
strategic objectives. This is where 
alignment is key. “Account-based 
marketing (ABM) has become the  

basis of strategic marketing for key 
accounts.” But he observes: “The 
challenge for many organisations is 
that the KAM and Marketing 
functions operate in silos. This is so 
wasteful as neither side benefits 
from the strengths and knowledge of 
the other. And most importantly, the 
customer experience is poorer.” 

Mike has developed an approach 
over the years that brings KAM and 
Marketing together to serve the 
greater good of the customer. “Key 
account managers provide so much 
insight into a customer’s needs, 
organisational structure, 
decision-making systems and more. 
The Marketing specialists 
understand how to design 
propositions and communications 
effectively for each level within the 
customer hierarchy. A key account 
manager simply cannot do 
everything. As a team, the two can 
deliver a fully cohesive and relevant 
strategy for a key account.”

Finally, the key account manager’s 
plans become integrated with those 
of the ABM team to create one 
organisational Key Account 
Strategic Plan. “Both sides need to 
leave their egos at the door, but by 
collaborating effectively our results 
improve significantly for all 
stakeholders,” says Green.

How technology helps 
marketing communications

In large, complex organisations, it is 
challenging for colleagues to 
understand the relationship each 
part of their business has with a key 
account. Can technology help? 
“Definitely. We use Salesforce as a 
traditional CRM for developing sales 
opportunities. But we needed a tool 
for managing key account 
relationships within the platform. For 
example, we may provide three or 
four services to a high street bank. It 
is essential we communicate in a 
congruent way, identify opportunities 
based on shared knowledge and 
ensure everyone within Capita  

understands the strategic 
importance of that account. It was 
becoming impossible to do this 
without the right technology 
solution.”

So how did Capita solve this 
problem? “We integrated 
DemandFarm, an account planning 
and relationship intelligence 
software into Salesforce and now 
have a highly effective system for 
recording customer activity across 
all divisions. The Marketing team 
can design an ABM strategy based 
on visibility of the whole client 
relationship. Furthermore, 
DemandFarm also details the client 
organisational structure, allowing our 
marketing team to produce more 
relevant communications for every 
level.”

How marketing communications 
can open doors

Mike is quick to separate the 
activities of Sales and KAM. 
However, he believes key account 
managers must possess sales skills 
to deliver their strategic objectives. 
But a skilful marketer can often 
enhance those skills. He provides a 
good example: “My business has 
been building a major HR 
Transformation proposition. I 
became aware of an HR Director of 
a well-known insurance business 
who was publicly discussing his 
ideas about behavioural change and 
nudge theory. My ABM specialist 
researched all his output, absorbed 
his approach, and crafted a tailored 
communications strategy. As a 
result, we got a meeting with him to 
develop the conversation about 
aligning our HR Transformation 
proposition with his behavioural 
change goals.”

Equally marketing can support the 
battle against customer attrition. “At 
American Express, I had a large 
portfolio of SME accounts, a 
percentage of whom were 
continually reviewing alternative 
suppliers. My marketing 

An interview 
with Mike 
Green, Director 
of Business 
Development, 
Capita Modular
People Solutions
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Why Marketing is essential in your KAM strategy 
(continued)

Collaborating to drive growth

team built an algorithm to analyse 
customer spending patterns, 
identified those likely to switch, and 
created interventions that had 
significant impact on our attrition 
rates. This experience carries into 
key accounts. Again, we analyse 
customer behaviour, helping key 
account managers identify threats 
and delivering apposite messages to 
improve client perception and 
sentiment.”

How can a supplier convert a list of 
major yet transactional clients, into a 
portfolio of engaged accounts 
utilising services from across its 
organisation? That is a challenge 
that Capita has been working on for 
the last few years.

What is Mike doing to address this 
issue? “With so many customers 
taking just one service from us, I 
identified an opportunity to build joint 
propositions with other parts of our 
business. For instance, my division 
provides technical graduates to 
support client projects by delivering 
project management and business 
analysis skills. Our service means a 
customer has no need to employ 
additional heads. Another of our 
divisions designs technical and 
digital transformation processes for 
our clients. I reached out to create a 
proposition that not only offered the 
transformation process but also the 
technical graduate resource to add 
implementation and professional 
services delivery to ensure success. 
This has been well-received, 
internally and externally.” 

Identifying key accounts is vital. 
 

And does Marketing have a role to 
play here? “Yes, a valuable one. 
The Marketing team analyses the 
customer base, reviews key targets 
both at client and contact level, and 
works with the key account 
managers to design a 
communication process that makes 
the proposition come alive for our 
customers.” Mike says this is 
changing the culture within Capita, 
breaking down silos and putting 
collaboration at the heart of KAM.

The challenge of global 
accounts
Global accounts provide an 
additional layer of complexity to the 
account management mix. Does 
Mike think it is possible to provide an 
integrated approach to a global 
account? “In most cases, no. 
Multi-nationals rarely organise 
themselves in a centralised way. 
Each region, down to country level, 
has different regulations, tax laws, 
cultural differences and more. There 
are exceptions. Professional 
services companies like KPMG and 
PwC have a degree of global  
alignment but mostly, we manage 
Key Accounts at a local level. ” 

The KAM/Marketing vision

Mike believes that functional 
structures are less important in 
delivering his collaborative vision. 
More fundamental is a 
customer-centric philosophy across 
the business. If the organisation 
genuinely values its customers and 
wants to do its best for them, more 
meaningful collaboration ensues. 
Mike believes the KAM should lead 
an organisational team that includes 
Marketing and where necessary, 
Operations, Finance, and IT too. He 
also encourages his Marketing team 
to build relationships with their client 
counterparts to further strengthen 
key account relationships. 

Most importantly, he believes if 
organisations want to build 
successful key account relationships, 
they must be prepared to listen and 
always be answerable to those 
customers. It is clear that by bringing 
KAM and ABM together as he does, 
the ability to achieve strategic goals 
on both sides becomes ever greater.

There are further issues here for the 
relationship between KAM and 
Marketing. “ABM for global accounts 
tends to sit where the client HQ is 
located. Often that is the US but can 
also be European based. 
Sometimes that can make creating 
targeted communication strategies 
difficult. We strive to allow local KAM 
and Marketing teams space and 
responsibility to support that activity. 
Of course, team communication is 
another area we manage carefully. 
Setting up internal account calls is 
logistically challenging given the 
number of time-zones involved, 
across EMEA and the US.” 

Mike Green, Director of Business 
Development, Capita Modular
People Solutions
 

https://www.linkedin.com/in/michaels-
green1/

By Jon Gilbert

Mike has edited a list of forty down 
to ten, bringing necessary focus to 
those customers, allowing greater 
concentration of effort, and 
understanding of ROI for the 
investment in time and money. 
Accounts on the list are not merely 
the largest revenue generators. He 
is continually looking for the ‘stars’ 
within his portfolio with the potential 
to drive significant growth.

https://www.linkedin.com/in/michaelsgreen1/
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Digitisation in KAM: survey findings

 

Many thanks to all of you who responded to our first 10-question survey, on KAM digitisa-
tion. What did we find out?

Nearly everyone agreed (2 out of 3 
strongly) that the pandemic had caused 
customers to use more digital applica-
tions like Zoom and Teams to communi-
cate with their key account managers. 
There was also general agreement 
(72%) that they were using suppliers’ 
messaging digital channels more, 
though not to the same extent and 
strength.  

Most organisations were increasingly 
focused on developing digitisation in 
their businesses: 82% said their 
organisations were speeding up their 
initiatives, possibly fuelled by this surge 
in digitisation of customer touch points.

There was no doubt that hybrid working with customers is here to stay for key account 
managers - 97% agreed! Though it could be argued that key account managers have 
been accustomed to hybrid working in multiple locations for a long time. However, not 
everyone thought that the pandemic-induced type of hybrid working had helped KAM:

• On balance, the new hybrid working was seen as improving overall communication
   

• And, in particular, nearly half experienced better exchange of valuable information, 
although a quarter thought it was worse

   

• This view was mirrored by those who saw an increase in number of customer 
contacts, again offset by a fifth who thought it was worse

  

• The picture changes at strength of relationship: a quarter thought it was better but 
more, a third saw it as worse, but 42% said it was unchanged.

  

• Collaboration is an important part of KAM, so it’s encouraging to see that 80% 
thought it was better or the same during the pandemic.

  

• Net team effectiveness was thought just a little better 
  

• Overall job satisfaction tended to be the same, with equal numbers thinking it better 
or worse: maybe driven by their attitude to more technology in the job.

  

• On most aspects of these aspects a regular 25-40% didn’t see that new 
pandemic-induced ways of working had made any difference.

Pandemic effects Hybrid Working

The COVID pandemic has mobilized our customers 
to interact with their key account managers using 
more digital channels (Eg. Zoom, Teams, Slack, 

Whatsapp, etc.)

Our customers engage with our digital channels 
(websites, blogs, social media, webinars, etc) much 

more than before the pandemic.

My organization is speeding up its digital 
transformation initiatives to be able to keep up with 

the customers and the competition.

How has hybrid working with key accounts during the pandemic changed KAM?

Digital Competencies
85% agreed that they needed to update their competencies, so it’s as well that 70% of 
respondents were happy with the support they were receiving from their organisations.

50% said they ‘love digital technologies and learning new ones’ or at least were 
‘digitally competent across a wide spectrum’. The other 50% said they were ‘able to 
handle enough commonly used digital technologies’ (Ed. which might not be quite 
enough?) or ‘can handle a couple of digital technologies, need training become 
competent’. 
Which of these statements best applies to your current position on the new digital technologies used in KAM?
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Digitisation in KAM: survey findings (continued)

 

The pandemic has driven forward the 
digital revolution faster than would 
otherwise have happened and not 
everyone has entirely caught up with 
the change and mastered the 
necessary skills. While hybrid working 
has long been the norm for key account 
managers, it didn’t involve technology in 
the same way or to the same degree.
 
Digitisation isn’t just about 
communication, it’s becoming an 
enabler across a wide range of 
organisational processes which key 
account managers can/need to use. So 
key account managers have needed to 
learn quickly as much as anyone else in 
the company. It appears that half work 
with digital technologies pro-actively 
and enthusiastically, and the other half 
as and when necessary, probably even 
reluctantly. 

However, as more functions have 
become involved in hybrid approaches 
to their jobs, working practices have 
become more similar and aligned with 
those of key account managers, which 
should result in a better understanding 
and engagement between customers 
(and other mainly office-based 
colleagues) and key account managers.  

Conclusion Sample
Healthcare/pharma respondents were 
more common than would be expected 
in a random sample. They were largely 
experienced key account managers:  
75% had been key account managers 
for 5+ years, and 40% for 11+ years.

What industry/sector are you working in?

How long have you been a key account or a 
strategic acccount manager?

PROGRAMME MEMBERSHIP

Your organisation receives:  
• 10 full individual memberships, with all 

the individual benefits 
• 2 memberships of the Programme 

Directors Forum of peer KAM 
programme leaders: bimonthly virtual 
meetings on issues chosen by the 
group plus meeting in person once pa 
(normally). 

• Access to inputs and reports from 
previous Programme Directors Forums, 
on subject like Senior management 
involvement, Strategic plans, Recruiting 
key account managers and much 
more…  

Programme Membership is 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.

Welcome To

AKAM is delighted to welcome Skanska UK as our latest corporate 
Programme Member. The Skanska Group is one of the world’s largest 
development and construction companies, and Skanska UK has more 
than 3,300 local experts delivering projects across sectors including real 
estate, defence, education, highways, rail and water. 

Construction and engineering companies in general have been late in 
embracing the concept of Key Account Management. However, they often 
have excellent approaches to collaboration, which is a vitally 

important element in KAM. So while Skanska UK looks forward to 
developing its KAM initiative through working with AKAM and networking 
with its members, we are hoping to learn and share more about 
productive collaboration approaches from Skanska.

Click here for more information

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



