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In an environment characterized by scarce resources, increased competition, higher
customer expectations, and faster rates of change, executives are turning to
partnerships to strengthen supply chain integration and provide sustainable
competitive advantage [1]. Partnerships can be an effective means to improve a
business relationship and the resultant levels of business between the partners;
however, the creation and management of a partnership should be considered part
of an overall account management process. This is particularly true in the case of
strategic account management. A strategic account is defined as an account
(customer) that is critical to the long-term success of your business. This article will
focus on providing an overview of how CSX Corporation (CSX) utilizes the
LambertJEmmelhainz/Gardner Partnership Model, which was presented in the last
issue of this journal, in conjunction with its strategic account management program
[2]. The primary emphasis will be on the initial steps of CSX's account management
process which are required prerequisites to use the Partnership Model. In addition, a
specific model application will be reviewed.

CSX is a global transportation company
with interests in North American rail carload

and intermodal transportation (CSX
Transportation and CSX Intermodal,
respectively), ocean going container
transportation (Sea-Land Service, Inc.), U.S.
inland waterway barge transportation
(American Commercial Li nes),
consol idation/deconsol idation services (The
Buyers Group) and contract logistics services
(Customized Transportation, Inc.). CSX has
developed and implemented a formal
corporate account management program
aimed at providing strategically important
customers with transportation and supply
chain solutions using the underlying
resources of the appropriate CSX affi Iiates. It
is as part of this corporate account
management process that the use of the
Partnership Model plays a key role in
determining the success of the CSX/account
business relationship.

Given the vast global reach and
extensive asset base that CSX has in the

transportation and logistics business it is a
logical expectation that a focused multi-
business unit sales approach for accounts be
used where there is a potential for positive

business benefits. The CSX Corporate
Account Management Process is designed to
determine and manage accounts which the
group of CSX companies can best serve in
the form of providing maximum
transportation and/or logistics value. The
focus is to selectively engage strategically
important accounts and provide them with
integrated CSX transportation and logistics
service solutions which meet or exceed their
needs. To do this it was determined that

there be a distinctly different approach to
managing this type of account.

Fred Wiersema and Michael Treacy
concluded in their book, The Disciplines of
Market Leaders, that the market discipline of
Customer Intimacy can provide a significant
source of competitive advantage while
providing total solutions to customers [3].

They suggest that the customer-intimate
company makes a business of knowing the
people it sells to and the products and services
they need. It continually tailors its products
and services, and does so at reasonable prices.
Its proposition is: we take care of you and all
your needs, or we get you the best total
solution.

This approach is consistent with the
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CSX Corporate AccQunt Management
Process focus on finding the best
transportation and logistics solutions for our
accounts. It is because of the unique value
(single source multi-modal transportation
and logistics services) that the CSX family of
companies can deliver that we have chosen
to apply this discipline to our corporate
account management process.

We believe that to get to the level of
understanding and relationship described by
Wiersema and Treacy that an alternative to
the traditional adversarial transactional
approach to doing business must be pursued.
We have found that there are few companies
that will invest the time and effort to pursue

the activities as defined here if the business

relationship is operating in a purely
transactional environment. It is the need to
change the business relationship that led us
to the conclusion that a partnership model
process was required as part of our overall
account management program.

CSX Corporate Account
Management Process.

The Corporate Account Management
Process is a detailed approach to directing
and managing CSX's activities and
interaction with accounts which are
determined to be of strategic importance and
can benefit from the breadth of CSX Services.

Figure 1
CSX Corporate Account Management Process

Target Benchmark
Companies

Perform the Corporate
Account Management

Analysis

Partnership Evaluation

Account Planning:
Objectives

Measu rement of
Results: Benefits

Validation of Value
Exchange

Expand the
Field of Play

It is the need to change
the business relationship
that led us to the
conclusion that a

partnership model
process was required as
part of our overall
account management
program.
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During the last part of
the CAM Analysis we are
able to develop an
informed opinion with
regard to the account's
likely willingness to form
a partnership or strategic
alliance.
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An overview of this process is shown in
Figure 1. This formalized approach and
process is applied to all accounts that enter
the corporate account program.

The balance of the article will provide
information on each of the major steps in this
process with particular emphasis on the
Partnership Evaluation and will describe an
appl ication of the model.

Account Targeting

The Corporate Account Management
Process starts with account targeting in as
much as we have found that effective

targeting can greatly increase the likelihood
of success. Our long-term success will be
determined by the ability to focus our key
resources, both human and capital, on the
accounts and business opportunities which
will yield the highest level of customer
satisfaction and financial return.

We utilize a market industry
segmentation analysis to help answer a
number of important questions including:
. Which industry segments are growing and

financially stable?.Which industry segments have a need for
some combination of our core services?. What type of transportation/logistics
service does the industry segment require?. Who are the customers leading the
industry segment in terms of product/
service innovation, share growth and
financial stability?

. Which of these leading industry segment
customers are driving changes in historic
segment paradigms?

While the answers to all of these
questions are important, perhaps the most
important is the answer to the last question.
We have found that those companies which
are driving change in their industry are often
doing so in a non-traditional fashion. It is this
type of approach that we feel singles out
these companies as being willing to do
business differently and a prime corporate
account candidate with confirmation

subsequently made through the application
of the Partnership Model. These companies
form the initial list of target benchmark
companies.

Corporate Account Management Analysis

The CSX Corporate Account
Management (CAM) Analysis was developed

based on Miller and Heimann's approach to
managing strategically important customers
[4]. The CAM Analysis involves a
comprehensive evaluation of the target
benchmark companies which were identified
in the first step of our process. It includes the
development of information and insight in
the following key areas as they pertain to the
target benchmark company:.General information such as key company

contact information and key internal
contact information..General overview including current
business levels, volumes/revenues
(profitability) and the current business
position.

. Company assessment which includes a
business profile, financial performance,
production/distribution locations,
industry trends, customer trends, primary
competitors, customer challenges,
organizational structure, and purchasing
and vendor selection criteria.

. Situation appraisal which includes the
strengths to offer the company,
weaknesses in serving the company, and
key business opportunities..Develop an Account Strategy including the
primary goal(s) to be achieved, the
baseline business strategy, and key
action plans..Perform an Investment Review which
includes identifying areas of withdrawal,
as well as, propensity to partner.

The CAM Analysis helps us better
understand the account, their business needs
and whether they are truly changing the way
they do business. During the last part of the
CAM Analysis we are able to develop an
informed opinion with regard to the
account's likely willingness to form a
partnership or strategic alliance. If it is
determined that there is a propensity by the
account to do so, we move to the next step
in our process - the Partnership Evaluation.

Partnership Evaluation

In order to improve the odds of a
thorough and accurate evaluation the
following actions are recommended:.An initial meeting to exchange business

philosophy;
. An agreement to pursue a partnership

evaluation;.A joint partnership evaluation session;
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