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The concept and challenges of enabling consumers to maximize the benefits they gain from sellers, in contrast to the present system that does the reverse, is gaining adherents, even among some sellers. But questions remain as to what types of changes to the current commercial “system”, what kinds of new mechanisms, are most likely to achieve the desired revolution, and which are most likely to be accepted. 
The most popular options seem to be: 
1) empowering consumers to take over commerce, reverse the normal market power positions, and force sellers to offer and deliver “value in my life” instead of merely sell more products and services; 
2) creating an army of consumer agents who would have the expertise and market power (thanks to representing large numbers of consumers) to reverse the way marketing works on behalf of their clients; and 
3) voluntary reforms by sellers, such as “assembling solutions” that include other sellers, even competitors -- to enable consumers to find truly optimum solutions to their needs and desires. 
But there is yet another mechanism that could apply to all these options, for at least some categories of consumer benefits, and the industries serving them: “accountable solution relationships”, or ASRs. 
Accountable Solution Relationships 
ASRs, first and foremost, are accountable, and would require sellers, including consumer agents, who, after all, sell their services to consumers (or in many cases, to employers who offer the agent’s services as a fringe benefit or executive perk) to be accountable. But, instead of being accountable merely to shareholders, and perhaps to the public in general for ethical and PR-sensitive sellers, ASRs would make sellers accountable to their customers. 
This accountability would not be for the quality of their products and services, or even for meeting consumer experience expectations and satisfying consumers during their interactions and transactions with sellers, but for the extent to which they sellers offer and deliver truly beneficial and superior solutions to consumers’ life problems and aspirations. In other words, sellers would become accountable for the positive differences they make in consumers’ lives. 
And this accountability would extend over a continuous relationship, not merely individual or repeated encounters. This relationship would redefine the meaning of “customer lifetime value” to denote the lifetime value that consumer customers gain from a continuous relationship with a seller, rather than its current meaning of what sellers gain from consumers. In effect, this would put consumers in the same category and market position as large business customers have already attained in continuous relationships with their suppliers and channel partners under supply chain and partner relationship management (SCM and PRM) arrangements. 
ASR Accounts 
The use of the term “account” is common in business. “Account managers”, “account executives”, or “account representatives” are job titles used by most firms in their B2B efforts. In this situation, an “account” is basically a customer, the firm and set of decision makers, influentials, end users, etc. who make decisions on behalf of a business prospect or client. A consumer may be an “account” if important and profitable enough to warrant the assignment of some individual or team to be responsible for “managing” that consumer. 
In ASR, by contrast, an “account” is a permanent record of the life dimensions a particular consumer identifies in joint effort with a seller, whether agent, solution assembler or individual firm, reflecting those dimensions of particular interest to both parties seeking a continuous quality-of-life support, protection or improvement relationship. The simplest and most common example is the “wealth account”, reflecting the total net worth of individuals or couples who wish to plan, control, improve and protect their wealth, and to achieve life goals or fulfil life obligations thanks to having the wherewithal to do so. 
A wealth account might focus on enabling young couples to buy a house, start a business of their own, pay for their children’s college, begin a new career, enjoy a comfortable retirement, for example. Consumers may select an individual financial counselor or planner as an “agent”, and select any one or a series of challenges, obligations or aspirations as the focus for an account. In many cases, the account, i.e. some or all of the consumer’s money may be held as well as planned and “managed” by the agent, e.g. a bank or investment firm. This is the only kind of account that would be held by another person or firm. 
While accounts are not the norm with other life dimensions, all such dimensions are subject to the same measurement and management. Consumers may seek partner agents or firms to help them with life dimensions such as: proficiency (testable knowledge, skills, performance for career, relationships, sports, or enjoyment). Health is increasingly popular as a life dimension to be managed and improved, rather than only addressed when illness or injury strike. Time/balance has become one of the major new bases for continuous life improvement relationships, and a major challenge for employers. And the life enabling/support effects of heat/light/telecommunications/security and similar “utilities”, both public and private, represent yet another dimension, though mostly noticed only when the service breaks down, rather than the focus of improvement for individual consumers. 
Whatever life dimension consumers wish to protect/preserve/improve, or whatever specific sub-dimension under these general categories (e.g. physical, emotional, social or spiritual health), consumers might seek out one or a mix of agents, solution assemblers or individual firms for a partnership. Particular dimensions may be chosen for a “project” relationship, where the expected time required to achieve a specific goal or solve a particular problem is fairly short, and no further support or assistance is deemed necessary. But most are likely to be continuous relationships, as consumers find they appreciate and are willing to seek continuous help in improving, preserving or protecting particular dimensions of their lives from the same agent, solution assembler or other seller, who is their preferred choice for such help. 
Their personal or family physician may serve as their health improvement agent, for example, or become a solution assembler, as well as partner in some of their 
solutions or aspirations. A revered professor, teacher or coach may serve similar functions for proficiency account improvements. Consumers may employ the same “concierge service” provider or intermediary for many years and types of time/balance account improvements. And they may remain customers of the same utility service provider for as long as no significant problems or better deals arise. Maintaining a continuous account reflecting the life value delivered by such providers will enable consumers to decide which deserve keeping. 
Competitive Advantages for ASRs 
Individual agents or firms, serving in whatever capacity in BCC, may employ ASRs and an ASR strategy for their own competitive advantage. Any seller that offers to address specific life dimensions, rather than merely pushing particular products or services may fine large numbers of consumers prefer a results-oriented relationship to traditional marketing strategies. Sellers willing to guarantee, warranty or offer performance-based pricing based on the results consumers wish to achieve should gain great advantage over rivals who only mention results. 
Beside the competitive advantages in winning prospects to relationships, sellers who deliver the kinds of life improvement results consumers want, and have the “account” records to prove it, have distinct advantages in retaining consumer customers. The proven results that individual consumers have achieved in their own lives figures to promote significant gratitude and trust that unfamiliar and unproven rivals lack. Where the partner in an already successful relationship can make highly credible predictions of future improvements, support or protection, rivals can only promise and cite success with other clients. 
And when sellers can confidently promise or predict results, they can easily secure more generous reciprocity from their consumer clients, as has already been demonstrated in B2B relationships. Booz Allen consulting firm, for example, has estimated that when it works with its consulting clients under conventional fee contracts, it gets no more than a 6-10% share of the value it delivers. By contrast, when firms take on full responsibility for outsourced functions and are paid on the basis of their performance, they can get as high as a 50% share of the value they deliver.[JD Torsilieri & C. Lucier “Climbing Up the Value Ladder”, Strategy+Business] 
Whether the same will be true with consumers, of course, is impossible to predict. With business clients, the “performance” results achieved almost always relate to profits, through reducing costs, increasing revenue, or both. This makes it fairly simple to negotiate prices based on a share of the dollar improvement in a client’s performance, i.e. a risk/reward contract based on how much is saved. With consumers, except for wealth improvement, money is not the currency used in tracking and evaluating results – and life quality is by definition subjective, though some objective measures or at least indicators of specific dimensions like health status or life expectancy, discretionary time, degrees and certifications achieved or career advancements may be employed in accounts. 
Thanks to improvements in computer information processing and storage, as well as in electronic communications, there are growing numbers of techniques for creating and maintaining continuous life improvement relationships. Moreover, such partnerships may easily be offered at widely ranging prices based on the levels of effort, roles and responsibilities sellers take on compared to the roles and responsibilities consumers themselves assume. While “wealth management” accounts are presently confined to the very few rich enough to justify the close management offered by financial services firms, far less intensive methods could easily open up the market to include practically everyone who has measurable and investable wealth, for example. 
When consumer agents take on responsibilities for life improvement, e.g. through concierge services, they can also compete, create and maintain relationships with consumer clients on the basis of ASRs, and perhaps should do so. TenUK, for example, offers a wide range of consumer support and time-freeing services, though many are one-time and rarely repeated episodes, rather than relationships. Helping a client move a business, change residence or organize a world cruise can be a valuable and life simplifying service, for example, but saves only one large block of time once. By contrast, arranging for or delivering child care, housecleaning, food preparation, gardening, and similar ongoing support can permanently improve consumers’ work/life/obligation balance and create dramatic and lasting improvements in consumers’ quality of life, as long as the consumer uses such time-saving services. 
It may not be possible to use dramatic improvements as a lasting basis for all relationships, of course. Wealth can, ideally, be grown and increased throughout a client’s lifetime, until it is time to enjoy it and stop accumulating it. Health can be improved and life expectancy extended significantly, but both aging and death will ultimately limit the extent and duration of such improvement, and leave most consumers in life stages where delaying decline is the best to be hoped for. Proficiency can decline with age in many activities, though new talents and skills may make up for declines in others. Time clearly has a limit in terms of how much can be made available on a discretionary basis, though the quality of life consumers can achieve, as a combination of all dimensions, may continue to improve throughout a lifetime. 
But even when limits are reached in improving life dimensions, protecting and preserving them can serve as the basis for a continuing relationship, where the account demonstrates preservation or a slower rate of decline compared to what would be predicted without an ongoing relationship with a helpful seller. In any case, having a lifetime account of life dimensions that can be used as the basis for assessing consumer needs and wishes, designing projects and relationships, tracking progress for both management and evaluation purposes, and reminding consumers what they are getting would put an entirely new “spin” on many industries and relationship possibilities. And it would serve as an additional basis for enabling consumers to maximize the value they gain from sellers, while enabling sellers to increase the value they gain from consumers, as well. 
