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Sue Barrett 

What’s in a (client account) name? Plenty. 
 

                                                                                                                                                                                                  
                                
When it comes to mathematics, 
music or other scientific 

disciplines there never seems to 
be an issue with definitions. A 

prime number is a prime number 

and a crotchet is a crotchet. No 
debate, no issue; we all know 

what is meant by these definitions. 

Yet in business we often get a 

range of definitions and notions 

for the same thing. Just think of 
the word ‘strategic’ and you see 

what I mean. 
 

The same issue of multiple 

definitions plagues the world of 

sales when it comes to defining 

client accounts. Structuring an 

effective sales operation and 

ensuring the correct allocation of 

resources and appropriate sales 

activity, is vital to success in 

selling. That is why we need 

accurate definitions for the 

different types of client accounts 

we can manage in our 

businesses.   

 

Any allocation has to be done 

from two perspectives – the 

buyer’s and the seller’s. The 

buyer’s perspective needs to be 

determined using some 

expectation indexing 

methodology. 

 

From the seller’s perspective, 

here are some guidelines to help 

you determine what types of 

accounts you have in your 

business. 

 

 

1. Strategic Accounts  

Strategic accounts are those that 

are vitally important to the 

supplier organisation as a whole. 

Acquiring and then retaining them 

should be an organisation-wide 

imperative because the business 

that can be generated from these 

accounts dramatically influences 

the sales organisation’s own 

strategic goals. Some criteria that 

should be included in determining 

whether an account should have 

the title “strategic” conferred on 

it include: 

 The buyer company is able to 

make purchases across the 

reasonably widest possible 

range of the seller’s portfolio 

 The supplier wants to keep 

the account out of the hands 

of other suppliers 

 The supplier wants to grow 

market share quickly or gain a 

position in a market 

 The supplier needs continuous 

production or high production 

volumes to achieve 

 economies of scale 

 The supplier wants to 

disadvantage their 

competitors 

 

 

 A strategic account is not 

necessarily profitable and 

doesn’t always provide 

continuous or repetitive 

business.  The client can often 

have a policy of shopping 

around. 

 A strategic account does not 

guarantee easy access to 

senior executives and doesn’t 

usually foster transparency or 

loyalty. 

 A strategic account does not 

always care about the supplier 

relationships 

 

2. Major Accounts 

These customers are usually large, 

attractive accounts that can 

display some of the attributes of 

strategic accounts with some 

fundamental differences: 

 They present less 

opportunities – usually making 

a few major purchases over a 

period of time i.e. major 

equipment supplies with 

possible consumable 

purchases as a tail 

 They tend to switch suppliers 

indiscriminately, and show 

little loyalty 

 Often tender driven through 

procurement 

“…in business we often get a range of 

definitions and notions for the same 

thing. Just think of the word ‘strategic’ 

and you see what I mean.” 

http://www.barrett.com.au/blogs/SalesBlog/2014/3018/success/7-things-you-can-do-to-immediately-improve-your-sales-operations/
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Important Notice 
© Copyright 2015, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited ("the 

publisher"). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you 

choose not to take, as a result of this 

article or any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a substitute 

for obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any hyperlinks 

in the article were correct at the time this 

article was published but may have changed 

since then. Likewise, later technology may 

supersede any which are specified in the 

article. 

  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
 

Publication issued on 1 December 2015 

  

  

 

 Though they are important to 

the supplier organisation as a 

whole, they are usually of 

greater importance to lines of 

business, business units or 

divisions, rather than the 

supplier organisation as a 

whole. 

  

3. Key Accounts 

A Key Account must provide 

sustainable, repetitive business 

where a fair exchange of value is 

established and articulated. A Key 

Account is an account which 

makes sustainable repeat 

purchases from the supplier. 

 Both the supplier and buying 

organisations work with a 

philosophy based on forming 

partnerships of mutual benefit 

and collaboration. 

 The client (buyer) places a 

premium on having a 

preferred supplier relationship 

that provides them with easy 

access to innovation, new 

ideas, keen pricing and 

superior service. 

 In turn the client (buyer) is 

prepared to pay a premium, 

recognising that the higher 

level of service and 

commitment they expect from 

their preferred suppliers 

comes at a cost. 

 The relationship between 

buyer and supplier in a key 

account is one of mutual 

dependence, with both 

working towards achieving a 

win-win outcome. 

 Key Accounts are profitable. 

 Key Accounts are about  

mutual respect 

 Key Accounts are about 

reciprocity 

 A Key Account does not have 

to be a large account, it can 

be medium sized account too. 

 

4. Transactional Accounts 

These accounts make one-off 

purchases – even if large and 

complex – are usually 

transactional in nature. These 

accounts make up the backbone 

of the day-to-day sales operation 

and, though important, the loss of 

any one of these will not cripple 

the company or dramatically 

influence its own strategic goals. 

 

 

 

5. Indirect /Agency Sales 

Accounts 

A title given to those sales 

activities that are managed by 

agents or some other indirect 

sales channel such as tele-sales, 

online, etc. Important as they are, 

they are part of the, rather than a 

strategic focus on selected 

accounts. This kind of sales 

activity is most effective for low 

margin, undifferentiated products 

and services where little customer 

education is required. 

 

Remember everybody lives by 

selling something. 

 

© Copyright, Sue Barrett 
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