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Hello

Mark Davies Richard Brooks Dr Sue Holt
Visiting Fellow at Cranfield and Consultant, builder, serial Dr Sue Holt, Visiting Fellow at
Aston Business Schools. Thirty entrepreneur and teacher; working Cranfield, directed its Key Account
years across engineering, to improve sales, marketing and key Management Best Practice
operations and commercial account management processes. Programme for over fifteen years.
strategy, advising blue-chip firms Design, builds and delivers Co-author of Implementing Key
including MSD Animal Health and bespoke Al solutions to deliver Account Management and Creating
Zoetis. MBA, MSc, Chartered tangible value for your customers. Customer Value Propositions with Al
Engineer and Fellow of the CIM. Visiting Fellow at Cranfield. (Kogan Page).

Cranfield School of Management - Aston Business School - The Association for Key Account Management - Kogan Page
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First.. a short story
(from a storyteller)
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Don’t get left behind

Al Value-Focus Rethinking
(reinventing your offer) Se”ing
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I'll have a P please Bob

Offer

Development

Innovation

We are here

but

Where are you?

Al

Practical

Application

The book
(Eco-System)
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THE EVIDENCE

Built on published research

The method comes from four books with Bloomsbury and Kogan Page (and hundreds of online articles).

Andrew Hough | Richard Vincent | Richard Brooks

. ey A STRATEGY e

i \ A S FOR SALES SIUMLR VF

VALUE-BASED SELLING e | LT e KT 8s7 s DU U
IMPLEMENTING TEAMS G OITIC

Integrating Al into
human-centred

PROCESSES FOR MUTUAL GROWTH selling
- & ! ' & ' ’ l
Infinite Value Implementing KAM Al Strategy for Sales Teams Creating CVPs with Al

Davies, Brooks & Holt -
Kogan Page - 2027

Davies - Davies, Holt, Guesalaga & Marcos - Brooks, Hough & Vincent -
Bloomsbury - 2016 Kogan Page - 2018 Kogan Page - 2026

You will be among the first to see this thinking and we'd appreciate
your input to shape the next book.
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If you build your Al models on experience and proven concepts,
it is incredible.
If you let Al create and build in isolation, it is

incredibly dangerous.

We are building on 30 years of commercial focus and

eX perien ce . Built o’n publishe

ooooooooooooooooooooooooooo s




The purpose of a WM
business

X O

\,-0O
A |BRAND |

& b
°§°
x o\ x Communicate the
o value you provide

via your brand
Build your strategy &

business model
around the customer
value proposition

Create a customer

value proposition

_ (Ensure your product/service
Business starts here offering is different to the

* Identify a customer competition)
» Understand what they
value



Why this matters

Customers don't buy features or a price. They buy what
your product does for their business. So why do most
value propositions describe the first two and not the
value-in-use?

Most have never been costed. Nobody has worked out
what they are worth to the customer, in the customer's
numbers and language.

You must be the messenger of value. If you don't bring
the number to the table, procurement will, and they will
want to talk about price.

W

value matters

1%

Procurement directors say only 1in
100 suppliers can financially prove
the value they claim.

McDonald and Oliver, 2019. Research with the European
Institute of Purchasing, Geneva.
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Default instinct (what you reach for first)

Al-first
A

Va* ue-first

Where do you sit?

Find yourself on the grid, then read on

Reach for the tool first

7

\

The Tinkerer

Loves the toys, plays
before purpose. No
problem in mind.

The Tool-Chaser

Automates things that
need no automating.
Motion over value.

The Builder

Ships agentic systems.
Brilliant. Answers

guestions no one asked.

Reach for the customer first

s

The Curious

Knows customers cold.
Open-minded about Al,
keen to learn more.

The Translator

Enough Al to be useful,
enough sense to aim it.
The sweet spot.

The Orchestrator

Fluent and disciplined.
Powerful Al in service
of customer value.

The book's journey

Gain fluency. Keep your instinct.

Novice

Al fluency

Expert

This book is written for the bottom row, moving you rightward and more fluent without dragging you upward.
But the best suppliers also step up now and then, to spot opportunities beyond the customer’s immediate needs.

W

value matters
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Va‘ ue-first

Where we sit

Reach for the tool first

r

The Tinkerer
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problem in mind.
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The Tool-Chaser

Automates things that
need no automating.
Motion over value.
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Ships agentic systems.
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Reach for the customer first

'

The Curious

Knows customers cold.
Open-minded about Al, |
keen to learn more.

The Translator

Enough Al to be useful,
enough sense to aim it.
The sweet spot.

The Orchestrator

Fluent and disciplined.
Powerful Al in service
of customer value.

The book's journey

Gain fluency. Keep your instinct.

Novice

Al fluency

Expert

This book is written for the bottom row, moving you rightward and more fluent without dragging you upward.
But the best suppliers also step up now and then, to spot opportunities beyond the customer’s immediate needs.
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Developing an Eco System WM

value matters

Value

——— P —— value-matters.net Matters

Limited

We help you develop

in your key

unts. Mark Davies Richard Brooks ~Sue Holt

28% oo How to build an offer
o that outsmarts the

competition

Customer

Blogs
Management

Al
Tools

Articles

Newsletters
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Creating Customer Value
Propositions With Al
(aka The book)

Part One Part Two Part Three

Why Al is a major problem The Offer Development & Building a business that
for suppliers Innovation Framework generates new customer

(And why it is also the only value propositions

solution)




THE VALUE MATTERS METHODOLOGY

One idea with three parts

Offer Development and Innovation

Where value is created: understand what your
customer wants, then build the proposition they pay
more for.

Offer
Development
Innovation

Value Sell
Where value is communicated: the business case, the
internal pitch, the customer pitch, and how to pitch to
the C-suite.

Value Value
Capture Sell Value Capture
Where value is proven: captured for you and for your
customer, summarised for executives, and reviewed
every year.



CREATING THE PROPOSITION

From a problem to a promise

The creative heart of the cycle, in four moves. The tool accelerates each one and the judgement in each stays

yours.

The problem

A single, sharp sentence:
from a state that hurts, to a
better future, so they can
reach what they value.

Five sources of
value

Search the whole library of
value from the bottom line,
top line, reputation,
strategy, consumer.

The offer

Seven elements that
deliver. Beyond product and
price, where the advantage
lives.

W

value matters

The CVP Wheel

Draw it if from the nside-
out: the customer's future
at the centre, value and
offer around it.
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Five sources of value

Below them all sits the discount. Value transferred from your margin to theirs, never created.
Everything worth having is further up.

Consumer value

Strategy & organisation

Business reputation

Top line value

Bottom line value

Help your customer understand
and win their own customer.

higher value 1t

Shape how the business is built. Is harder to prove

People, skills, capability to grow.

Guard the downside. Safety, quality, environment, the
brand itself.

Help the customer make more. Grow revenue, reach new markets.

Help the customer spend less. The natural first rung above a discount.

W

value matters
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LIVE DEMO ONE

The CVP Development Tool

Stage one draws the wheel

Give it the problem; it searches the whole library of value
and offer. Draws the proposition in seconds.

Stage two writes the case

It turns the wheel into a board-ready proposition with
numbers, evidence, measures and a score for each.

A month's work in an afternoon

You are in control. The technology does the search; you
make the choices.



JUDGEMENT - TRUST - RELATIONSHIP

What the technology can't do

The technology is becoming free and universal. Judgement, trust and relationships are not, and they
are what the customer is actually buying.

The machine does You do

e Reads the customer at speed e Decide the outcomes

o Searches every source of value e Choose the value

e Drafts the wheel and the words o Make a promise to your customer
e Pressure-tests the numbers e Walk in and give your word

09
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From proposition to account plan

The proposition drives a live KAM plan across eight phases.
This is a boardroom argument, not a form filed once a year.

Create Sell Capture

e Customer needs analysis « Value pitch (internal) e Customer value capture

 Offer ideation e Value sell (to the decision-
making unit)

e Supplier value capture

e Customer value proposition e Performance review

10



WHY IT MATTERS M
A value-based business model,
hot a productivity trick

Grounded inresearch

5 5 The Cranfield KAM research club and
The centre of gravity of the commercial AKAM practice. over two decades.
profession is shifting. Selling is becoming
Key account management; key account A method, not a bolt-on
management is becoming value-based. The models rethought first, then

accelerated with Al.

This core skill is building high-impact Try it yourself
prOpOSitionS rapldly and repeatedly. The diagnostic and tools live at value-

matters.net.

1



How to create a customer W
value proposition
(Easy to say, hard to do!)

Training

Selling to
Customers
Together

Access to , Market
Academy Growing Analysis and
Yo " : Strategy
Sales Planning

Investment for -
Facility / Process Your Market /
o LG
Upgrades | o mpeting g:ﬁ:;“;:’;:ﬂ Strategy Customer
—— on g Ol.ll' b Advice & Segmentation
Industry Leading ~ Quality = Partnership _ LR e
Quality ~
Standards
More Consumer
Health and Efficient Trends
Safety Systems Operations Insights
And Training
Access
Access to to Business
Equipmer)t Planning And
And Facilities B g Stock / Just  Tracking
referred  inTime (JIT)  Systems

Gart Systems
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The Five Sources of Value

0©

Top Line Bottom Line Business Strategy & Consumer
Value Value Reputation Organisational Value
Value Value

@ Davies - Infinite Value
Bloomsbury Publishing {2016)



The 7-P Ofter Navigator

Product Price Place Promotion

People Physical Process
Evidence
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Let's talk about
the application of
this new
technology for our
profession.



We are
here

'h\l indegendance for Al as A 1akes on tasks

| The Age of the Agent

|
I
| &1 evalves Into an autonomous assistant I
1 capable of carmying out taExe with
| minimal prompting. Agents manage !
I repestable and routing processes within 1
defined limits, allowing humans to |
dalegate work without constant mput. i
| This etage introduces the first level of I
|
|

that fres up human focus for moss
| Strategic roles.

The Age of the Advisor

AGI analyses complex pattams, predicts
outcomes, and offers high-fewel guldanca.

Advisors act &8s etrategic consuftants,

prowviding insights and recommendations

that support decision-making ecross
various contexis. This phase marks Al's
evolution from suppart to an influential
source of foresight, effering informed
suggeshons across diverse scenarios.

The Age of the Prompt

Thig Initial stage centres on effective
hurman-to-Al interaction through
prompts. Usars learn to commanicata
pracisaly with Al models, crafting
prompts that unbock refevant respanaes
and gulde Al behaviaur. In this ags,
hurnans laad the ineraction, and the Al
responds directly o Instnucbons, saetting
the groundeork for more sophisticated
A8 gutonomy.

The Age of the Collaborator

Syeterns start actively collabarating with
hwmans as edaptve parteers. AGI starts o
amearge in this phassa, allowing Al to
understand and respond to real-time
context, leam from mteractons. and co-
create solutions alongaide human teams.
Al takes 8 more proactive role, suggesting
improvements and adapting based on
expanance, blending ssamlassly nto
workflows.

The Age of the Architect

Al gystems operate Butcnomously 3=
deslgners and managers of complax
systems. Architects undarsiand and
orchesirate lange-scals processes, making
decisbens that adept to changlng conditsona
and align with organizetenal geals. In this
ultimate stege, Al autonomously bullds and
sustaing systems, becoming a steward of
both operational and sirategic pricrities in
ways that acho human Intelligence but &t a
larger scale and complaxity.

R Broaks. Cranfisid Sabd. hav 2024
Updaiad Jure 2026

W
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Al is moving fast. Our
approach is to turn
each stage into
commercial advantage
as it arrives.

Most sales teams are
still in the Age of the
Prompt. Few teams are
in the Agent stage, and
the Age of the
Collaborator is next.

We have built working
tools at every stage.
The next slides show
them...



Prompting

Asking good questions and
getting dependable answers
back.

The Key Account Manager's
Guide to Prompting gives
your KAMs a tested prompt
library for customer
research, meeting
preparation and account
planning.

It can be created just for
you, and your prompts can
be developed and saved on
your own private database.

The Key Account
Manager's Guide to
Prompting

A Value Matters workbook

nsAS

tters
s@Value-Matters.net

WM

The Key Account Manager’s Guide to Prompting

The Productivity Pack

Email & Communication

The Follow-up Reminder
*w

Meeting & Note Management

The 5-Second Meeting Summary

nnnnnnnnnnnnnnn

WM

value matters

Meeti
Idea C: m

https://kampromptguide.com/dashboard



Agents. Focus on the task

We are
here

| The Age of the Agent |

]

. 1

| Al evalves into an autonomous asaiztant 1

| capable of carying out tasks with 1
1 minimal prempting. Agenis manage

repaatable and routine precesses within 1

defined limits, allowing humans to 1

dategata work without constant input. 1

1

1

]

-

.\: This etage introduces the first lavel of
\\1 independence for Al as i takes on tasks

that free up human focus for maore
1 sirateqglc roles.

The Age of the Advisor

AGI| analyses complex patkems, pradicts

outcomes, and offers high-fevel guidanca.

Advisors act 88 strategic consuitants,
praviding insights and recommendations
that support decision-making across
various contexte. This phase marks Al's
evolution fram support to an influential
source of foresight, offering infarmed
suggestions Boross diverse scenarios.

The Age of the Collaborator

The Age of the Prompt

Thig initial stage centres on effective
hurman-to-Al interaction through
prampts. Usars kearm to commanicata
pracisaly with Al models, crafting
prompts that unkeck refevant respanses
and guide Al behaviour. In this ags,

Systems start actively collabosating with
humans a3 adaptive partners. AGH starts fo
amenge in this phasa, allowing Al to
undersiand and respond to real-time
context, ieam from ntaractons. and co-
create solutions alongside human teams.
Al takes a more proactive role, suggesting

The Age of the Architect

Al systems operats autonomously as
deslgners and managers of complax
systeme. Architects understand and
orchestrate lange-scale processes, making
decisions that adapt to changing conditons
and align with organizatonel goals. in this
ultimate siage, Al aulonomously bullds and
sustaine systems, becoming 8 steward of
bath aperational and strategic priorities in
waya that echo human Intelligance but &t a
|larger ecale and complexity.

humane laad the interaction, and tha Al impravements and adapting based on
responds directly to instructions, setiing

: experencs, blending seamlessly nta
the groundwork for maore sophisticated workfiows.
AR autonomy.

R Broks. Cranfieid Sabd. Nav 2024
Upcdsind Jure 2026

Give an agent a job, tools, and a memory, and it reads, decides, acts, checks its
own result, moves to the next step and then reports back. Using one is closer to
delegation than engineering: write the brief, give it access to what it needs, set
the timescales and budget, check the output, improve.

VAL

value matters

Current players

Open source got there first - OpenClaw and Hermes, powerful but self-hosted.
Grok Bot came out mid-August and is xAl's paid, managed version of the same
idea. Claude now runs scheduled agent tasks and run on the cloud Q4 2026.

Y %

Grok Bot Claude

Openclaw Hermes

Application

Agents earn their keep on work that is repetitive, scheduled, and mostly reading:
watching a market, sweeping sources, checking claims, filing what they find,
drafting for a human to review.

They are the wrong tool for judgment calls, relationships, and anything
irreversible. Think of them as a very intelligent well motivated intern who doesn’t
know a lot about your business (yet).



Welcome to your CAF assessment for the UK Government account.

A Customer Attractiveness Factors assessment scores how attractive this customer is
to Hyundai as a supplier. It is outside-in: you are judging the opportunity the UK
Government represents for Hyundai, not the other way around. The priority here is
selling engineering support services to HS2, so every factor will be judged against that
intent.

| have your supplier (Hyundai) and your priority (HS2 engineering support services)
already noted. Before we score anything, | need to build a short context picture. Let

me ask a few focused questions.

1. What specific engineering support services does Hyundai offer that are relevant to

Account

Uk Government
Assessed for Hyundai

Priority: Sell engineering support services to HS2

Context

Supplier: Hyundai. Customer: UK Government. Priority: Sell engineering

support services to HS2. Context gathering in progress.

HS2? For example, rolling stock engineering, systems integration, civil or track W x Stable
engineering, or something else. This shapes what "revenue scale" actually means Factor wt o Wxs
here.
Revenue Scale 25.0% - -
2. What is your current relationship with this account? Has Hyundai bid on or delivered Financial Capability 25.0% — <
any work for HS2 or the wider UK Government transport programme before, or is this
a new pursuit? Partnership / Co-Innovation 20.0% - -
Relationship Quality 15.0% - -
3. Do you have a rough sense of the contract or opportunity value you are targeting?
Strategic Reference 15.0% = —

Even a broad range (for example, under £1m, £1m to £10m, above £10m) is enough at
this stage.

Take these one at a time or answer all three together, whichever suits you.

1. the secret expansion from Birmngham to Glasgow

2. We are talking to them
3. £100M

Thank you. A few quick follow-ups to sharpen the context before we move to factors.

On point 1, the Birmingham to Glasgow extension is not a confirmed HS2 scope as of
the current programme baseline. HS2 Phase 2b (beyond Crewe) has been subject to
significant political uncertainty. Are you referring to a specific tender or invitation to
bid that Hyundai has received, or is this more of a strategic pursuit Hyundai is

Weights sum to 100.0%

Overall attractiveness

outof 10

Interpretation

Written once the table is complete, in 300 words or fewer.

30-day action

One concrete next step, agreed at the end of the session.

Awaiting complete scores

The Al engine

Licensing Sign in & ‘

V Value Matters

Build customer value
propositions that hold up

Freeing clinical
time and medicines
spend to power the.

in the boardroom.

Your customer can get information anywhere. What they
cannot get is a proposition built around what their business
actually needs. This tool helps you build one, fast.

signin

Two stages. One defensible proposition.

From a customer conversation to a proposition you can put in front of their
board.

3] STAGE 2

The Value Proposition Wheel The written, defensible CVP

value matters

positioning for ahead of any formal procurement? That distinction matters for how
credible the £100m figure is.

On point 2, "talking to them" is a start. Can you tell me a little more about the shape of
those conversations? For example, are you engaged at a technical or commercial level,
and do you have access to anyone with budget authority, or is it primarily through a
procurement or business development contact so far?

On point 3, the £100m figure, is that the total estimated contract value Hyundai is
targeting, or is it the broader programme budget from which Hyundai would seek a
share? And is it based on anything documented, such as a scope of work, a prior
contract, or an internal bid estimate, or is it a working assumption at this stage?

These answers will let me write a solid context summary and then we can move
straight to confirming your five factors.

Reply to the coach
Send

A short interview finds the customer's real problem, frames
the future you will help them reach, and maps the sources of
value and the offer that delivers them. The result is a single
wheel you can export straight into your deck

The wheel becomes a written proposition: evidence, ROl and
KPis built in, scored and improved before your customer ever
sees it. Download it as Word or PowerPoint, ready for the
room.

LLM powered KAM Coach used to unearth the Customer
Attractiveness Factors on a specific account.

You stay the expert.
It does the heavy lifting. = & G2

Built-in quality assessments rate every stage of your

~buil % 3
Apipose builtAl engine generates the optionsand cogches proposition, and point you at exactly what to strengthen before

you through the process. Every suggestion is a hypothesis for
you to agree, amend or reject. Nothing moves forward until you
confirm it

it goes anywhere near your customer.

The CVP Development Tool. An interview builds the Value Proposition
Wheel, then turns it into a written, evidenced proposition, tested
before the customer ever sees it.



Signal Radar /

Swept 16 Sep 2026; runs Mon, Wed, Fri

Healthcare buying-intent signals for mapped and ranked

value matters

94 33 16 $5B+ 17 runs

live signals states in play high priority expansion capital in tracked Indeed scrape back online after
accounts the 14 Sep limit; ~$0.40 this run,
3 Apollo credits The card changes and shows all

the opportunities from that
region.

All signals Contract churn Procurement Expansion Compliance Hiring Competitor intel
Top opportunities 94 signals
Where the demand is surfacing
Click a lit state to see its opportunities. Pulsing states carry a high-priority signal. HIRING SEEN x2 WA The Al suggests WhO to ta|k tO,
University of Washington searches for their email
AK ME Interpreter services coordinator role active in the UW system. add ress, reads their social

Coordinator-level hires signal an organization formalizing its language

access program. 16 Sep 2026: re-seen on Indeed - UW Medicine medla proflles, assess What
advertising Medical Interpreter 2, Spanish, Seattle at $30.91-$44.26 an / angle to Use, ShOWS the source
hour (posted 15 Sep). Eighteen days after the first sighting the requisition of the information (|n this case
set is still open, which reads as an unfilled post rather than a filled one. . . .

Home market, and the first UW posting seen since the WA HCA spoken- an Indee.d JOb ad) and g|VeS the
NJ cT language contract moved to Universal Language Service on 1 Jul. user Opthf‘IS to mark (ContaCted,

click for detail + angle meeting booked or irrelevant).
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Universal Language Service B u |It tO Sh ow

OK LA Ms AL Posted 5 Sep 2026: Contract Manager, Language Access Services, on-

o site Bellevue, $90,000 to $110,000 plus bonus, described as 'the senior 0 p po rtu nltles I n th e
HI > FL contract-facing role in our organization' and 'accountable owner of our
healthcare sector.

public-sector contract portfolio'. The posting says ULS contracts carry
'withheld payments, corrective action plans, liquidated damages, and
termination' for missed fill rates, answer speeds and reporting deadlines,

and the role must 'manage corrective action plans, performance It u pdates a u to matl Cal Iy

improvement plans, cure notices', track 'eligibility for performance-based

contract extensions', and watch 'repeat unfilled languages, interpreter no- 8a m ( LO n d 0 n t| m e)

shows, and recurring technical failures' before they 'trigger contractual

termination provisions'. Also owns the LAP collective bargaining MO n day, Wed S ) F rl .

agreement administration and audit readiness.

AZ

2
oo

High-priority signal Signals detected Quiet this week

Every claim links to its source. The data is gathered and processed by Al agents: a Grok Bot agent hunts job boards, procurement portals, trade press and regulatory records daily, and Claude, running y g
in agent mode, verifies every find, curates the record and refreshes this page on Monday, Wednesday and Friday mornings. Humans review before anything is acted on. O n h ere Can be

expanded/changed.




Tech employed

GATHER

THE OPEN WEB
job boards - RFPs - press
regulators - filings

% i reads

QO C

GROK BOT - HUNTER
roams daily, wide net
files under a written
contract

(9)

I

files finds

&

RADAR INBOX

one Airtable table is the
whole protocol between
vendors

>y

sweeps + scrapes e

REMEMBER l

ACT

CLAUDE - CURATOR

{9-} agent mode, M/W/F

verifies - dedupes - expires °
—

enriches (Apollo) - digests

e upserts
"o X

The loop closes here.

What the team clicks is read back by the curator
at the start of the next run, so the next sweep
starts from what happened, not from what the
agents assumed.

° every filing gets a written verdict l

AIRTABLE - RECORD
signals - contacts - openers
statuses - runs - never
deletes

>y

fetched at load

+—>
payload —
« statuses

1
agents | humans

(©)

SUPABASE - FEED
stripped public payload
status clicks, passphrase-

gated

status clicks

THE TEAM
picks the play - sends the

email - books the meeting -

does the deals meeting -
money in the bank !

W
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THE THINKING

Mon - Wed - Fri 08:00, unattended

One writer (many readers)

The curator alone writes the record. The hunter
files, the site reads, the team clicks. That single
rule is what lets rival Al vendors cooperate without
ever talking.

Recurrence is a signal

Nothing is deleted. A role re-advertised is an
unfilled post and a stronger story, so freshness
counts from the last sighting and history stays
total.

Strip at the data level

Names, emails and openers never enter the public
payload. The live page is checked for personal
data after every run, not just designed to be clean.

Humans press send

Agents draft, file, remember and nag. A person
chooses the play, makes the call and marks the
outcome, and that click steers the next sweep.

- about two dollars a sweep -

every claim linked



Collaborator

This is where Al stops
doing tasks and starts
sharing your work. It suits
the key account
management profession
as it's an inch deep and a
mile wide.

Aim is to augment the
team using the latest
technology and data and
not replace it.

In development is the
virtual knowledge wiki for
KAM.

MM value Matters  owmu sir RESET

PROGRESS

@ Froposition B Your value proposition

© Theseats
© verdict
© Tensions

The proposition

We help logistics businesses cut costs and improve efficiency with our Al powered platform. You get complete

visibility across your fleet, and customers typically see significant savings within the first year. We are trusted by

leading names in the industry and our support is second to none.

Whoitis aimed at

‘ Operations director, mid-market road haulage, 180 ve

What they would do instead

Keep the incumbent telematics provider they have us

@ sean

Rolo
| Group Finance birector

Measured on

| €8iTDA margin, capex discipline, forecast accuracy
Has said or signed off

| oid the board in March that discretionary spend is f
Porsonal exposure if it goos wrong

| Approved a software project two years ago that nev

@ sears

Role
| Fieet systems Manager

Measured on

| system uptime, data continuity

Has said or signed off

| Personally selected the current telematics provider i

Personal exposure if it goos wrong

8of 8 added

any rea t
profiling.
ROOM DETAIL

@ sear2

Role
| Head of Procurement

Measured on

| cost per vehicte, supplier consolidation targets

Has said or signed off

| Running a programme to cut the supplier ist by a th
Porsonal exposure i it goes wrang

| would be adding a supplier while being measured c

@ seats

Role
| Depot operations Manager

Measured on

‘ On time delivery, driver retention

Has said or signad oft

| Deating with a driver shortage and high turnover

Porsonal exposure if it goes wrong

MM Vaiue Matters

The account plan that
maintains itself.

Give your key account team an unfair advantage

Four key benefits to maximise the value from your key accounts.
) =2} & uf
Aplan thatis current Answers, not One view of the Value you can prove
templates relationship

No bla The

''''''''

Your complete KAM plan

& Customer Value Capture

7 Supplier Value Capture

s Performance Review

The DMU simulator. Map the decision-making unit
for an account and receive constructive feedback
before you sit down with the customer.

Electronic version of the Strategic Customer
Planning Tool. Brings together lots of the
other research and presents a semi-
automated dynamic Key Account Plan.



LLM Wiki. Knowledge that compounds

Andrej Karpathy (OpenAl co-founder, ex-Tesla Al) published a short public note,
"llm-wiki," describing a three-layer pattern: raw sources you collect, a wiki of
markdown pages the LLM writes and maintains entirely, and a schema file that
turns the LLM from "a generic chatbot" into "a disciplined wiki maintainer". The
result, again his words: "a persistent, compounding artifact... the wiki keeps
getting richer with every source you add and every question you ask.”

The application of this is a living memory of our market: one page per account
and competitor, kept current by an agent, that gets richer the longer we own it.

Why it compounds

The agent keeps one page per account, competitor and market force. Three
times a week it re-reads what it has already written before adding anything new:
fresh facts update the relevant pages, contradictions get flagged, and cross-links
form where the topics touch.

Knowledge compounds, the wiki's judgment improves with every source it
ingests.

W

value matters

The LLM Curators the Knowledge

One LLM (I use Claude) owns the writing: it verifies,
distils, cross-links and prunes on a schedule.
Everything else - other agents, other tools, you -
reads. That single rule is what keeps the memory
trustworthy as it grows.

Setting it up

Use this prompt >>>

"Read Andrej Karpathy's llm-wiki note
[gist.github.com/karpathy] and build me one of these for my
market. Create the folder, write the schema, set up the
index and log, then interview me for the first five pages.
You are the Curator: only you write, and every claim
carries a date and a source."

| use this method. When | moved from Claude to GrokBot it took 4 hours to move my database over and

setup a team of agents.



FUN
Adoption is the hard part of any Al

Win at Sales, Win at Love

Rich Stakeholders

program.
People rarely adopt tools they were

She said she'd stay if | could hit my number

sent a manual for; they adopt tools

"% Chasing Quotas

they have enjoyed using. Ten
minutes of play does more for

8 The Conference

confidence than an afternoon of

training slides.
S‘»_t‘\f‘lzoktheContvact
. . _: MANDATORY FIELDS
So... alongside the tools we bring B
-"._" Endon\farter
presentations and resources on Grow the revenue. .
. Protect the margin. @ o
getting the best from off-the-shelf Al Keep the custoner happy. e e e

Stay sane.

for customer-facing teams, kept
current as the technology moves.

The play is the point: it builds the

. . https://renewal-kam.netlify.app/ PR v s sui Wit Lovs
habit the serious work depends on. Swipe left, swipe right. -
Grow the account and try to keep the

client happy.

KAM.fm
12 tracks all about the wonders of Key Account Management. Made in
5 hours using Claude, Suno, Grok and Nano Banana.



VM.ai

"VM.ai Navigator is the home for your
enfire customer management
capability, holding the methodologies,
tools and standards in one place,
showing where you stand today and

where to steer next.”

Offer Development
& Innovation

Value
Capture

Pricing

VM.ai Navigator

Customer

Management

Strategy

Channel
Management
g

=e= Required

WM

value matters

Value Based
Selling

Account
Management

Key Account
Management



QUESTIONS & DISCUSSION

Thank you

2 Hour free session, just ask.

More info/free tools on the website: value-matters.net

Mark Davies Mark@value-matters.net value-matters.net
Richard Brooks Richard@value-matters.net value-matters.net

Creating Customer Value Propositions with Al - Kogan Page, May 2027

W

value matters
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