
At a time when people and businesses are reassessing and recalibrating
their futures, the notions of relationships and trust are moving front and
centre in everyone’s mind. 

In a recent keynote, Salesforce CEO Marc Benioff focused on trust by
saying we’re living in a world that’s experiencing a “crisis of trust” and that
it’s now incumbent on businesses to focus on building a “trusted
enterprise.”

Today, trust is the new currency of business, so we should all be seeking
to understand the economics of trust.

We sat down with a team of business leaders from Introhive and Mutual
Value to explore why this quality is the bedrock for authentic and
meaningful client engagement and sustainable revenue growth.

Read on to learn their thoughts and perspectives.

Turning Relationships
into Revenue

Ryan O’Sullivan
Industry Director,

Professional Services
Introhive 

Kevin Vaughan-Smith
Joint Managing Director

Mutual Value 

Stuart Maister
Joint Managing Director

Mutual Value

MOVING FROM TRANSACTION TO TRUST: 

https://www.introhive.com/blog/building-the-trust-economy-one-brick-at-a-time/
https://www.introhive.com/blog/building-the-trust-economy-one-brick-at-a-time/
https://www.introhive.com/blog/building-the-trust-economy-one-brick-at-a-time/


Meetings should be regarded as constructive forums where ideas on how to
overcome challenges are shared and debated. 

Those companies that invest the right level of time and energy in building
relationships rather than revenue will emerge as the winners. 

In the world of B2B, isn’t all key account

revenue already based on relationships?

Of course, any commercial arrangement involves some kind of relationship.
But the key question is: Where do the focus and priorities of each party lie?
And does this ultimately result in mutually enriching outcomes?

Often, the vendors’ main focus is on winning the deal and then delivering
the service—ideally profitably! Our position is that vendors should
consciously focus on the relationship—rather than a series of point-in-time
transactions—and continuously nurture it. 

Every interaction should be motivated by the desire to build

and sustain trust. Every client conversation should be seen as

an opportunity to elicit problem statements.

And the benefits that flow from trusted client relationships are

compelling: less fee resistance, more future work, more referrals

to new clients, and more effective and harmonious work

relationships When both the vendor and client are genuinely

invested in the relationship, that’s when the magic happens!.



What role does trust have in revenue

generation?

Trust is a quality that almost every B2B business is fundamentally
selling, whether consciously or unconsciously. But this goes beyond
simply convincing the client to trust them to deliver a service “here
and now.” It’s more than just technical delivery. Sometimes realizing
value from the service takes time. Inevitably, long after the ink has
dried on the contract, unforeseen or unwelcome challenges will
emerge. That’s when the “rubber hits the road,” and the strength of
the relationship is put to the test. 

Trust is especially important in the service industry, but even
businesses selling more commodity goods need to start positioning
their value beyond simply what their product can do. Those that do
this most successfully market other “softer” elements, such as being a
company that’s easy to do business with or invests a portion of its
profits into environmental and social causes. 

 Of his many profound statements, arguably the most astute was that

we’re living in a world that’s experiencing a “crisis of trust” and that it’s

now incumbent on businesses to focus on building a “trusted enterprise.”
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Why is trust so important when it comes to

strategic accounts?

This takes the above point to a new level. A strategic account is one where
there’s an expectation of a long-term partnership. Here, the service that’s
delivered is just the beginning. When these relationships are well set up,
there’s an understanding that both parties’ ambitions are aligned. There’s
an implicit faith that mutual support and allegiance will continue,
irrespective of any challenges that may present themselves.

When selecting with which companies to enter into strategic partnerships,
the number 1 question the client asks themselves is: 

Trust is the fundamental determinant of whether that question gets
answered with a yes or a no. And it is a question which is asked in almost all
purchase decisions where there is longevity to the delivery. 

If you have your sights set on forging a strategic partnership with a client,
the best way to go about it is to put yourself in their shoes. Understanding
their business and being able to have relevant technical conversations is
only a part of it. 

“Do I want these people by my side in    

 good times and bad?”



The best outcomes happen when the client doesn’t sense that you’re only
seeing the dollar signs. Clients don’t want to feel like they’re just being sold
to. They’ll be most responsive if they believe you’re personally invested in
solving their problems. If they see you actively seeking out opportunities on
their behalf and acting like you’re as passionate about accelerating their
success as you are your own, they’ll want to keep the conversation going. 

Only if you’re perceived to have the right motives will you be granted access
into the client’s “inner circle of trust.” 

Equally, if a client doesn’t trust you, they’re unlikely to share their problems
with you. Being open about their worries, fears, and the issues that they’re
desperately wrestling with introduces a level of vulnerability. And nobody
lets themselves be vulnerable in front of someone they don’t trust.

Business and personal life actually mirror each other in some interesting
ways. Think about it: in our personal lives, we innately know when
someone's not interested in us; we know when a person’s more interested
in themselves; we know when someone doesn't care about us. And
consequently, we don't spend time with those people; we don't trust them;
we probably don't even like them but just tolerate them when we have to.

In the business context, these kinds of relationships are doomed to remain
purely transactional. And when things go wrong those transactions can
quickly devolve into defensive or combative behaviour that destroys trust.
The client will only entertain the vendor when they need to buy a new set of
basic hardware or software, or some other low-value, non-strategic
products or services.



One of the ways is to look inwards and identify and challenge any limiting
beliefs that you have. For example, if you’re truly honest with yourself, you
might realize that too often, you settle for answering the client’s
immediate questions and showing off your depth of technical expertise,
rather than viewing conversations as a journey of mutual learning that
ends with the discovery of the ideal solution.  

A fundamental principle here is to make this shift consciously, not by
accident. In our training we discuss how a deliberate decision to focus on
relationship building, not closing a deal, changes intent and therefore
behaviour. The key is then to be skilled at demonstrating this in the way
you engage. 

It’s also helpful to identify (and even quantify) the financial value of
behaving this way. When you do this thoroughly and consciously, you’ll
discover that there’s much more to gain – both in revenue and profitability
terms – through working with key accounts in trust-based relationships
rather than purely transactional ones. 

How do you move from a transactional

mindset to one focused on relationships?



The conversations that are taking place
The actions that flow from them

Data plays many roles, but the most important one is its ability to answer
the question, “What do we mean by better client relationships?” To start
building and growing relationships, you need a baseline to work from and a
desired “to-be” state. You also need a list of informed, structured, and
measurable actions.  

Data gives you the insights you need to achieve all of the above.

In terms of measurement, the two fundamental metrics are: 

But how do you “measure” conversations? This can be done in several ways,
such as by tracking the volume and frequency of conversations, assessing
the seniority of those being met or called, their relevance to the business
that you do, and the quality of the interaction. Critically, volume without
quality is much less effective, so ensuring there’s a consistency to the
quality of interaction is important.

What role does data play in this shift?

Client relationships are (or should be) living and breathing

entities, and establishing and maintaining them requires

discipline, effort, and ongoing outreach. It’s a bit like building a

skyscraper from the ground up. You start with the earthworks,

then lay the foundations and place the pylons; then come the

bricks, plaster, metal, and glass. If you leave out any of those

key steps, use poor-quality materials, or fail to regularly

maintain the building, it will slowly start to crumble.



By tracking interaction data, you can gain an accurate “temperature check”
of all the key relationships in your firm. You can see who knows who at both
a departmental and executive level. By monitoring the frequency, quality,
and intensity of client engagement and outreach, you can understand which
accounts are being run well and those that might be languishing or at risk. 

What’s more you can compare what those leading the most successful
relationships do and train others to follow suit. 

Together, Introhive and Mutual Value have developed a methodology to
measure all of these numbers. The outcome is an accurate map of the
relationship capital that’s being built with a client. 

This map connects all the actions that flow from conversations, such as the
volume of proposals, number of invoices, number of projects, etc., to
demonstrate the causality.

Each of our businesses brings a unique specialty to this discipline. Using its
technology, Introhive helps companies to measure hard data around
meetings, calls, insights, and other interactions they’re having with their
clients. 

Mutual Value trains and coaches your people on how to conduct and
participate in more effective meetings, and provides a way to accurately
assess just how productive those meetings were in moving the relationship
forward.

These insights are unified into a rich data set that can be tracked across all
areas of the business.



What positive outcomes of this approach

have you seen in practice?

The best outcomes are realized when a firm thinks about relationship metrics
strategically –not just as another data gathering or automation project.

If there’s a genuine commitment on the part of the organization to building
better, more value-based relationships rather than simply transact, then
combining the Introhive data with the Mutual Value approach can be
transformational.

This transformation manifests in the way the firm engages with its clients
and, in particular, its most important accounts. That translates into higher,
more solid revenues and increased profitability through more “partnerial”
business conversations.

To learn more about the Introhive and Mutual Value solution, book your free
consultation today. 
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CONTACT INTROHIVE TO LEARN MORE
 

Mutual Value helps its clients build trust
with their customers, colleagues and their
wider ecosystem. Trusted relationships
create better outcomes, but too often
warm words do not translate into actual
behaviours. We make sure they do
through training, coaching, workshop
facilitation and consultancy. Our focus is
on the conscious design of trusting
behaviours based on a clear vision and
higher ambition of the value that can be
generated as a result for all parties.
 
These are skills which can be learned and
developed, and Mutual Value has its own
methods, models and training to give
teams a far greater ability to make every
meeting count and every interaction one
which creates value and builds trust.

Introhive is the fastest growing enterprise
relationship management (ERM) solution
in the market, recently recognized as a top
10 fastest growing technology company in
Deloitte’s Fast 50 Awards. The AI powered
SaaS platform is designed to help
organizations realize the full value of their
relationships and underutilized data
across their business to increase revenue
and employee productivity and improve
customer experience management.
Introhive’s unique blend of solutions –
working collaboratively with CRM,
marketing automation and BI technologies
– allows the platform to service some of
the largest brands in the world, while still
helping small and mid-sized businesses
flourish via AI powered relationship
intelligence and CRM automation. For
more information, visit introhive.com

http://www.introhive.com/

