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It would be unthinkable for companies not to know the profitability of their product
portfolio, yet many companies have little or no idea of the profitability (or the lack of it)
of the relationships they have with their most important customers. The second article
for the Journal of Key Account Management is provided by Diana Woodburn and deals
with the crucial issue of relational profitability.

The article explores the reasons why it is necessary to gauge the profitability of key
strategic customer relationships and why it sometimes proves to be very difficult. It then
goes on to offer practical advice on identifying and allocating the costs associated with
key account management in order to assess profitability and discusses how these data
can be used as a strategic tool that drives decision making in order to improve efficiency
and productivity.
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