
 
 

The Building Blocks of Strategic Account Management 
 

 
There are many parts to effective Strategic Account Management. The challenge is not to 
focus on just one or two in isolation but to build a programme that has all the components 
aligned in the same direction at the right time.  
 

The Strategic Account Management Association estimates that only 20% of SAM Programmes 
are fully functional and effective. Most SAM Programmes fail because they take a narrow view 
of where the work needs to be done.  Some SAM Programmes focus on developing good 
strategic account managers, some on developing robust strategic account plans, some on 
understanding the customer and some on getting the measurement & reward system right.   
 
There are a number of building blocks to a SAM solution (see the diagram below).  The most 
successful programmes have understood this and have addressed all of them to create a 
complete and aligned approach to managing their most important customers.  In this short 
article we will take an initial look at each of the blocks. 

 

At the centre, lie the core blocks.  The initial steps will involve assessing your capability to 
change, researching key accounts to gain key insights into your service and competitive issues  



 

and selecting those strategic accounts to go into the SAM Programme. Here we need to note 
that strategic accounts are different to other accounts.   standard customer survey exercise 
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is often too lightweight.  For those customers that are classified as strategic accounts we need 
to interview key stakeholders in the decision-making process, understand their view of value 
creation and deduce the value drivers that will benefit the relationship.  

At the next level, the Strategic Relationship Managers need to be developed into competent 
leaders working with capable SAM processes with visible executive end

leadership is different.  SAM leadership is characterised by a set of skills, knowledge and 
behaviour that enables the relationship teams to perform effectively.  Typically this involves 
situations where the SAM has no direct authority over the teams. 

Good team-working is an essential component of SAM success and the support needed from 
stakeholders in the business to develop high performing S

account plans that collate the key information about the relationship and provide a common 
and clear business case for investing in the relationship’s future. 

At the third level, the process of Strategic Account Management is laid out (e.g in a flowchart) 
and the principles of its operation are agreed.  This is impor
efficiency and consistency of the SAM services and in reducing the conflicts between 
functions and profit centres.   

A key priority is for the strategic account teams, led by the SAM, to continue to articulate and 
sell value, resisting attempt
Furthermore, the organisation structure will need to be examined to ensure the right resources 
and authority is put in place for the strategic accounts. 

On the outside of the diagram are the infrastructural issues that can sometimes be complex to 
address but are, nevertheless, powerful enablers of a t
the account knowledge, managing the SAM Programme itself, measuring the results of the 
SAM Programme and building a customer-centric culture.   

With these building blocks successfully put in place, measurable improvements in customer 
value and customer satisfaction will be assured.    

To turn SAM rhetoric into reality, and to maintain a compelling and competitive offering to 
clients, making improvements is an ongoing challe
in identifying where, when and how.  That’s where we come in. 
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