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Creating Value Through 
Effective Account Management

As an account manager, you can leverage several strategies to enhance 
your partnerships with your key accounts. Account managers can create 
value for their customers and open up new opportunities for their 
companies. “Knowing how to communicate effectively with your accounts 
and adding value to those you serve is what account management is all 
about,” says Anthony Slonim, MD, DrPH, CPE, FACPE, president and CEO, 
Renown Health, and chair of CMR Institute’s Board of Directors.

Following are some of the key strategies you can use to create value as 
an account manager.
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“I don’t want account managers selling to me,” Slonim says. “Account 
managers that can appropriately identify a business case for doing a project 
together will get my business.”

Matt Portch, vice president of managed markets, Sunovion Pharmaceuticals, 
agrees. “Today, account management is a different selling approach than 
what we have had in the past,” Portch says. “It’s longer term, more complex, 
and more collaborative.”

Portch says effective account management centers on understanding a 
customer’s challenges and offering possible solutions. “Sometimes, you 
need to start small to build up trust and then work up to bigger projects 

with a customer,” he says.

Don’t be a rep in an account manager’s clothing.

Account managers and their team should do an assessment to make sure 
they are aligned before they come to me with a proposal,” Slonim says. 
‘They also have to effectively interact with my team.”

He adds that listening is essential to find the common ground between 
the company and the account. “Often, softer skills like listening, although 
they are not valued as much as some other skills, turn out to be the most 
valuable to an account manager,” he says.

Portch says account managers should know their customers’ business 
as well as their customer. Part of the challenge for account managers is 
recognizing that the business is changing at different paces across the 
country. “The business is not the same everywhere you go,” he says. 
“Customers look very different market by market. Staying up to date with 
market changes can be very challenging.”

Be prepared for customer meetings.
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“Account management requires a very unique capability set,” Portch says. 
“It’s about partnering with customers and having a deep understanding of 
working within a matrix organization, both on the customer side and on 
the pharma side.”

Portch was formerly vice president of commercial model innovation at a 
large pharmaceutical company, where he rebuilt the key account manager 
(KAM) role to better work with health systems. He looked outside of pharma 
for inspiration in developing the ideal KAM role profiles. His company 
worked with the Strategic Account Management Association (SAMA) to 
develop what they believed was the ideal KAM role profile. From there, 
the company searched internally and externally for KAM talent. “We were 
looking for those who could bring the attributes necessary to succeed 
in this new role,” he says. “We also had to train leaders to look for these 
new attributes because they were used to looking for traditional selling 
attributes.”

Hone your skills.

“To have a strong, multifaceted partnership with a customer, you may have 
to get four, five, or 10 people on the customer side to work with you,” Portch 
says. “It’s about learning how you work with these organizations to get a 
consensus agreement on the partnership, versus just one person saying, 
‘Yes.’”

Similarly, account managers need to understand how they can influence 
customers and lead them to the right solution without selling, Portch says. 
This also means leading members of the company’s own cross-functional 
team, such as marketing and medical affairs, to find the right resources and 
solutions that are of value to the customer. “That leadership component is 
important both internally and externally,” Portch says.

Understand the concept of consensus selling.
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“Shared goals are the No. 1 criterion for a successful partnership,” Portch 
says. “Traditionally, a pharma company’s short-term goals on performance 
have not aligned with long-term partnership or collaboration with a 
customer.”

While with his former company, Portch and his team would survey 
customers after projects to determine if their strategies were hitting the 
mark. “We wanted to know what they thought about the account team and 
the solutions that we provided, and we took that knowledge and used it for 

continuous improvement,” Portch says.

Look for win-win solutions.
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“Using the value of your team allows you to meet the needs of your customer in 
a way that is much more meaningful,” Slonim says. “Different team members 
can bring different solution sets. Allow the diversity of your team to create 
winning solutions for your customer. This is also important in the context 
of working on an account. If one person on the account team has a better 
relationship with the customer, there is no harm in letting that person take 
the lead.”

Portch agrees. “Today’s account management is a new model that is about 
putting a team together that can deliver based on the needs of the customer,” 
Portch says. “It is the role of the account manager to assemble the right team.”

In addition, how you organize your team will have a significant impact on your 
relationship with the customer. “Team members augment each other better 
when there is a senior leader over the team who allows them to find connectivity 
that they might not otherwise find if they were working independently,” Slonim 
says.

Having aligned incentives that drive behaviors toward a single customer 
strategy also is important, Portch says. At his previous company, Portch and 
his team created individual incentives that reflected team goals based on 
desired behaviors. “This helped to create the behaviors necessary to make a 
partnership work,” he says.

Know how to leverage the expertise on your 
account team.
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Training that connects sales teams with their customers. 

We help pharmaceutical, medical device and diagnostic professionals maximize market 
access, connect effectively with decision makers, and demonstrate the value of their 
products and services. 

Our sales training consistently helps out clients increase market share and meet their sales 
goals. 

Companies benefit from our extensive blending learning library which brings training alive 
when onboarding new hires, launching new products, developing leaders, meeting the need 
for continuous learning, or facing specific business challenges that require customized 
training. 

Visit our website and contact CMR Institute today to learn more. 
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“The sales team is a vital resource because they are getting the raw, unfiltered 
information on what customers are thinking,” Slonim says. “Having that 
information can be extremely helpful when the account team comes into the 
conversation. You look smart when you have been informed by the sales team 
about what is important to that organization’s leadership.”

Engage your sales team in supporting your 
account management efforts.


