KEY ACCOUNT MANAGEMENT IN TIMES OF CHANGE:
THE ROLE OF SENIOR MANAGERS

ABSTRACT

This article presents the previous results of an ongoing research that aims at identify the senior
manager’s role in the key account management (KAM). The research was based on previous
studies on KAM. The results of such studies focused on the following elements: inter-
organizational and intra-organizational challenges, teams/knowledge, and key account
managers. Another research stream focused on the senior managers, since they can remove the
internal and external forces that may block the KAM implementation, align goals/procedures,
get involved in the decision-making of strategic issues, and induce the use of the customers'
knowledge. Such actions mitigate the short-term orientation presented by some key account
managers. In spite of the valuable work previously performed, the role of senior managers in
KAM still seems to be an open question. This is especially true in the midsized suppliers that
operate globally (no matter its importance in the B2B arena). Based on this assumption, this
study is focused on how senior executives manage the changes requested by their customers.
The suppliers’ selection was based on big buyers’ suggestions, since these big companies may
be the key customers of several midsized suppliers.
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INTRODUCTION

The Key account management (KAM) consist on a strategy used by suppliers to improve its
relationships with the most important customers (Brehmer and Rehme, 2009; Guenzi et al.,
2007; Tzempelikos and Gounaris, 2015). Buyer-supplier alignment is mandatory for the
establishment of long lasting relationships between the actors (Hald et al., 2009). However, the
stability in key account relationships seem not to require symmetry of strategic interests (Ryals
and Davies, 2013). In the key relationships (key accounts), suppliers develop customized
solutions with a long-term perspective (Guenzi and Storbacka, 2015).

The drivers of a successful KAM program include new inter- and intra-organizational
management practices (Storbacka, 2012), as well as strategy, skills, values, style, structure, staff
and systems (Guenzi and Storbacka, 2015). Senior managers play a pivotal role in the KAM
(Tzempelikos and Gounaris, 2015). They can influence goals, procedures and strategic
decisions (Davies and Ryals, 2013; Guesalaga, 2014; Pressey et al., 2014; Zupancic, 2008),
improve the middle managers' actions (Davies and Ryals, 2013; Salojarvi et al., 2010), and
remove the internal resistance to the KAM projects (Marcos-Cuevas et al., 2014; Pressey et al.,
2014; Wilson and Woodburn, 2014).

The analysis of the KAM literature suggests that the key relationships of a supplier will last
forever. However, this assumption may not be true. Several problems may induce the buyer to
substitute its suppliers (Kamp, 2005). A buyer-supplier misalignment can be verified when the
objective of one actor is not achieved (Corsaro and Snehota, 2011). The ongoing business
relationships may be affected by the offers of an alternative supplier (Pick and Eisend, 2014),
or by the events outside the product or service (Hollmann et al., 2014). The changing
environments induce the buyers to request changes to their suppliers. Such changes embrace
alterations on the agreed-upon deliverables (Crosno et al., 2015). The change of one actor
influences the future behaviors of the other actors (Corsaro and Snehota, 2010).

On the supplier’s perspective, a request of change presented by a customer may have negative
and positive implications. The negative implications can include cost increase (Niraj et al.,
2008), new operational problems (Crosno et al., 2015), reduction on the supplier's focus on
other priorities (Pache and Santos, 2010), and the change on the current sales process (Viio and
Gronroos, 2015). However, by meeting these demands a supplier may also improve its sales
and profits (Sarkees, 2011), as well as the customer’s satisfaction (Crosno et al., 2015). The
implementation of the changes required can also unveil new opportunities on other markets.
Based on the perspectives of these opportunities, suppliers can decide to provide (or not) the
value demanded by the customer (Biggemann et al., 2013).

As showed above, the literature presents the scenario of the KAM, the drivers of a successful
KAM program, the changing environment in the B2B relationships, and the impacts of such
changes on the supplier’s business. In spite of the valuable work performed, the management
of the alterations requested by the key customers still constitutes a challenge. Aiming to help
academics and marketers to beat this challenge, this article investigates how the senior
executives manage the changes requested by their key customers. The focus on the senior
managers consider that such executives are responsible to guide e approve all important changes
to be performed by a midsized supplier. Multiple case studies with 12 senior managers of global
companies were performed from January to November of 2015.



KEY ACCOUNT MANAGEMENT

Suppliers that adopt KAM may improve their customer’s trust (Guenzi et al., 2009), account
managers' performance (Guenzi et al., 2009), value creation (Storbacka, 2012), customer’s
satisfaction and retention (Davies and Ryals, 2014; Scheer et al., 2010), and financial returns
(Gounaris and Tzempelikos, 2013). KAM also helps suppliers to engage customers in joint
investments, or in the development of new cost reduction projects (Davies and Ryals, 2014).
Such benefits help suppliers to build barriers to their competitors (Gounaris and Tzempelikos,
2014; Murphy and Li, 2015). Other advantage is to induce more companies to adopt KAM
(Guenzi and Storbacka, 2015). In order to extract all listed benefits, a supplier must focus on
the following elements: inter-organizational and intra-organizational challenges,
teams/knowledge management, key account managers, and senior managers. These elements
are below described.

Inter-organizational challenges are related to how to improve the understanding about the
customer’s business, how to boost the mutual commitment and trust, how to improve the value
delivered to the customer, how to implement joint actions, and how to improve the
understanding about the KAM concept (Abratt and Kelly, 2002). Attention to the different types
of buyer-supplier types of alignment is also mandatory. These types were classified as
opportunistic, passive, mutualistic, and compensatory (Hsieh and Chou, 2011). To answer such
questions the companies should monitor the business environment (which includes competitors
and customers). This monitoring can unveil opportunities to improve the value delivered to the
customer (Sharma, 2006; Zupancic, 2008). Attention to the services provided (Helander and
Moller, 2008) or to the international specificities (Zupancic and Mullner, 2008) are also
required. The definition of the value to be provided to the customer should simultaneously
consider the customers and the suppliers perspectives (lvens and Pardo, 2008). By analyzing
the business environment and the different value perspectives the suppliers can manage its
portfolio, plan business, define the value to be provided to the customer (Guenzi and Storbacka,
2015; Storbacka, 2012).

The importance of intra-organizational alignment to the KAM success is recognized by scholars
(Guesalaga and Johnston, 2010; Marcos-Cuevas et al., 2014). The intra-organizational
alignment of a supplier requires long-term perspective, joint actions, as well as an internal
culture that favors innovation, teamwork, and customer orientation (Guenzi and Storbacka,
2015; Mu, 2015; Salojarvi et al., 2010; Storbacka, 2012; Zupancic, 2008). Other requirements
to guide the KAM adoption include the management of the trade-offs arising from the conflict
between short/long-term deliverables (Marcos-Cuevas et al., 2014), the structural redesign
(Gounaris and Tzempelikos, 2014), the account performance management (Guenzi and
Storbacka, 2015; Storbacka, 2012; Zupancic, 2008), the use of key performance indicators
(Guenzi and Storbacka, 2015), and the selection of the key accounts to be served by the supplier
(Tzempelikos and Gounaris, 2015).



Team and knowledge management constitute two important pillars of the KAM. Attention to
the profile and skills of team members is mandatory (Steward et al., 2010; Storbacka, 2012;
Zupancic, 2008). A well-designed team can improve the utilization of the customers' knowledge
(Salojéarvi et al., 2010, 2013), thus leading to a better supplier's performance (Salojérvi et al.,
2013). The use of the customer’s knowledge embraces knowledge acquisition, assimilation and
application (Hakanen, 2014). Cross-functional teams that deeply understand the customer’s
business and team-based rewards can leverage the KAM. Other requirements to the KAM
success include attention to the esprit de corps (Guenzi and Storbacka, 2015), evaluation of
teams (Tzempelikos and Gounaris, 2015), cross-functional training and coaching, cross
functional career paths and job rotation (Guenzi and Storbacka, 2015; Kotter and Schlesinger,
2008), the use of inter-organizational teams (Stock, 2006), and the enlargement of the teams
job (Paiola et al., 2012).

Another research stream focused on the key account managers: roles, behaviors, abilities and
requirements. Findings indicated that KA managers should identify, analyze and select suitable
relationship strategies for the key accounts (Ojasalo, 2001). Some authors argue that the
suppliers must pay attention on the executives that manage their key accounts (Abratt and Kelly,
2002). The improvement of the KA managers' performance embrace personal relationships
(Gounaris and Tzempelikos, 2014; Sharma, 2006), attention to all activities associated to the
KA managed by them, the identification of new alternatives to better satisfy the customers
(Sharma, 2006), customer-oriented selling, adaptive selling and team selling (Guenzi et al.,
2007). KA managers must also present abilities to communicate, influence and persuade senior
managers to get involved with the KAM (Pardo et al., 2014).

Senior managers play a pivotal role in the KAM program (Tzempelikos and Gounaris, 2015),
since internal and external forces may block the KAM implementation (Pressey et al., 2014).
Some authors argue that only the senior management involvement can help to assure the
commitment of everyone else, thus removing the barriers to the KAM (Wilson and Woodburn,
2014). To overcome barriers the senior managers must align goals and procedures of the
different functional areas in the company, participate in decision-making of strategic issues
(Doz and Kosonen, 2007; Guesalaga, 2014; Zupancic, 2008), and induce the customers'
knowledge use (Salojarvi et al., 2010). Such actions aim to mitigate the short-term orientation
presented by some key account managers. This short-term orientation may lead to insufficient
consideration of the strategic consequences of the key account manager decisions for the key
customer relationships (Davies and Ryals, 2013). Low formalized KAM programs may become
effective if ‘nurturing’ senior management support is adopted coupled with a flexible definition
of the key account manager role (Marcos-Cuevas et al., 2014).



METHODOLOGY
Research design

This study adopted an abductive research process (Dubois and Gadde, 2002), since this is an
exploratory investigation about an under researched topic - the senior managers role in the
KAM. Abductive processes require a pendulous movement that encompass literature, data,
theory, routines, and capabilities. Based on such assumption, we have first analyzed the
literature about KAM. This analysis unveiled a set of requirements for the KAM. As showed,
these requirements embrace the following constructs: inter-organizational, intra-organizational,
teams/knowledge management and key account managers. Senior managers’ requirements for
the successful management of a key account were also identified. All requirements identified
were used to define the questions to be proposed to the senior managers.

The researchers tried to collect documental evidences of the actions performed by the senior
managers, to observe their gestures and postures, and to question them about the requirements
extracted from the literature (if not mentioned in the answers provided). The questions, the
observations, and the documents formed the research protocol used in this investigation. The
questions proposed to the senior managers are shown on Table 1.



Table 1 — Research questions

Coding

Inter-
organizational

Intra-
organizational

Teams and
knowledge
management

KA managers

Requirements

To improve the suppliers offers by
monitoring the business
environment, managing the value
provided to the customer, and
simultaneously  meeting mutual
demands.

To develop relationships that help to
improve the mutual commitment
and trust, thus inducing the
development of joint actions.

To foster a corporate culture that
favors a long-term perspective,
innovation, teamwork, and customer
orientation.

To manage the trade-offs arising
from the conflict  between
short/long-term  deliverables, to
reengineer the company, to manage
the accounts performance based on
key performance indicators, and to
select the key accounts to be served.

To promote the acquisition,
assimilation and use of the
customer’s knowledge.

To evaluate teams or to establish
team-based rewards.

To promote cross-functional
training, coaching, career paths and
job rotation, as well as the use of
inter-organizational teams.

To evaluate the managers’ role,
behaviors, abilities and
requirements.

KA managers must improve their
personal relationships and
communication, monitor all
suppliers’ activities associated to the
key customer (aiming to identify
how to better satisfy this customers).

Evidences to collect

Do you get involved in the inter-
organizational relationships?

Can you leverage the value added
to the customer (only if the
previous answer was yes)? When
and how?

How your actions differ from the
other ones performed by a key
account manager?

Do you get involved in the intra-
organizational relationships?

What are your main internal
actions or focuses (only if the
previous answer was yes)?

How your actions differ from the
other ones performed by a key
account manager?

Do you perform any action to
promote the acquisition,
assimilation and wuse of the
customer’s knowledge?

What about  the
improvement?

What are your main actions or
focuses on both topics (only if the
previous answer was yes)?

How your actions differ from the
other ones performed by a key
account manager?

teams’

How do you manage the key
account managers?

Do you perform any action to
improve their performance?

Can you describe your main
actions or efforts related to these
managers (only if the previous
answer was yes)?



Data collection

Activities associated with the data collection started on the definition of the profile of the
companies to be investigated. The researchers defined that these companies should have from
100 to 999 employees, and annual revenues are ranging from US$ 50 million to US$ 1 billion.
This is the typical profile of a midsized company (Gartner Group, 2015). The focus on the
midsized companies consider the importance of such organizations to the global industrial
scenario. By definition, these companies should also operate in two of the following continents:
America, Europe and Asia.

The selection of the midsized companies that meet such conditions encompassed several stages.
On the first stage, the researchers visited the chemical, electronic, automotive and equipment
industries’ associations aiming at identify their biggest affiliates. In these visits, the researchers
initially presented the project. After that, they asked for a list of the associations’ affiliates that
present the higher annual revenues. The focus on these big companies encompass an
assumption: a big buyer may be the key customers of several midsized suppliers. In this stage,
it was possible to identify 40 big buyers.

On the second stage, the researchers asked the associations’ managers to introduce the
researchers to the general purchasing manager of each big company indicated by the
association. During three months, the researchers tried to contact these 40 general purchasing
managers. Twelve of them returned the researchers calls, and seven of them agreed to provide
a list with their most important midsized suppliers. The list provided by all purchasing managers
had 93 midsized suppliers.

On the third stage, the general purchasing managers of the big companies were asked to
introduce the researchers to the senior managers of their best midsized suppliers. Aiming to
help the purchasing managers, the researchers provided a project summary and a draft of an e-
mail message. After two weeks, twenty-five senior managers of midsized companies agreed to
participate in the research.

On the fourth stage, these twenty-five senior managers were asked to talk something about the
KAM programs of their companies. Four of them declared that their companies did not have a
KAM program. Another nine senior managers declared that their companies did not have
enough experience about the topic. These thirteen companies were removed from the selected
companies for the study. At the end, twelve senior managers of the midsized suppliers indicated
by the big companies were deemed able to be included in the investigation. This process
allowed the selection of knowledgeable senior managers of midsized companies, thus enriching
the findings.

Three interviews with companies A, B, and C were applied to test the research protocol (pilot
study). The senior managers of these companies were questioned about the research protocol at
the end of their interviews. The first senior manager helped us to simplify some questions. The
other interviewees offered small suggestions to improve the research protocol. The revised
questions helped us to break the ice during the interviews, as well as to capture a more detailed
picture about the senior managers’ role in the KAM.



On the following interviews description, we tried to explore the elements that were identified
in the previous ones. Such approach is aligned with the abductive research process. All
interviews were finished when two conditions were met: all research protocol was already
applied, and no new evidence was emerging from the interviewee (Corbin and Strauss, 2007).
Since we were not allowed to tape the interviews sessions, we had to take extensive notes. The
notes were transferred to the text editor (Word) resulting in 192 pages.

In all interviews, the collection of data encompassed semi-structured interviews with the senior
executives, observations, and documental analysis (tools and templates provided by them). The
interviews were scheduled by e-mail, and carried out through Skype. Four senior managers
established three conditions in advance: anonymity, no taping (of audios), and a time limit for
the interview (around 45 minutes). All interviews were scheduled for the senior managers’
lunch break (all interviewees seemed to be in their own offices at this time). To our surprise,
no single interview lasted less than 70 minutes (the longest interview lasted 90 minutes). At the
end of the interview, we always asked the interviewees for documents about the topics
discussed. Six managers sent us at least one electronic document.

Two researchers attended to all interviews aiming to improve the data collected. Once an
interview was finished, the researchers wrote their own report. The individual reports were then
crosschecked by a research team meeting. Findings extracted from electronic documents were
also considered, thus allowing some triangulation between interviews, documents, and
observations.

The crosschecked report was sent to the interviewees for validation. After two months, no single
return was received by the researchers. A new e-mail was sent to the senior managers requesting
a second Skype conversation. New interviews were booked with all interviewees. To the
researchers’ surprise, on the second round of interviews all senior managers seemed to be more
relaxed (always in a hotel or at home, instead of their own offices). This relaxation helped to
create an open atmosphere, thus facilitating the conversations about the report. Four senior
managers suggested minor changes on our conclusions. No single Skype contact lasted less
than 60 minutes (some of them, for 100 minutes). The senior managers used much of their
interview’s time to ask the researchers about the findings collected by the other managers.
Several new and interesting information were collected during these conversations, thus helping
us to improve our findings’ reports.

Data analysis

The data analysis started with an individual analysis of the case (always on a few days after the
interview, e.g. 2-3 days). It embraced all evidences related to the actions performed by each
senior manager interviewed. After the all individual analysis was finished, a cross-case analysis
was performed. These analyses aimed at identify similarities and differences among the senior
managers interviewed, as well as the reasons for such similarities/differences. In both analyses,
the findings were coded with the intention of confronting them with the elements extracted from
the literature. The results of these confrontations will be presented in the discussion section.



Trustworthiness, credibility, and reliability

The combination of documents, observations, and data gathered in the interviews allowed the
data triangulation. This triangulation was performed during the data collection and during the
findings' analysis. The analysis were finished when its saturation was reached (Yin, 2003).
Experts revised the study aiming to allow future replications (Eisenhardt, 1989). Interpretive
research and grounded theory were used to assure reliability and validity (Flint et al., 2002).
The final analyses and discussion of findings were always performed in the researchers’
meetings. The conclusions were discussed with the interviewees.

The profile of the researchers team help to assure credibility to the conclusions (Corbin and
Strauss, 2007; Hirschman, 1986; Wallendorf and Belk, 1989). The first author has 20 + years
of consulting to the board of midsized companies and industries associations, and six + years
of KAM support on a multinational midsized company. He has also several publications in
important academic journals (Industrial Marketing Management, Journal of Business and
Industrial Marketing, Journal of Cleaner Production, Business Process Management Journal,
and Benchmarking). The second author worked in strategic positions for two large
multinational companies in Brazil for + 20 years. She has also several publications in important
academic journals (Industrial Marketing Management, Journal of Business and Industrial
Marketing, Journal of Cleaner Production, Business Process Management Journal, and
Benchmarking). The third researcher has + 15 in academia, as well as several papers in Journal
of Cleaner Production. Co-researchers with executive experience reviewed the process and the
conclusions expressed in the consolidated document.

Table 3 presents the other criteria used to assure trustworthiness, credibility, and reliability.
Such criteria encompass fit, understanding, generality, and control (Corbin and Strauss, 2007),
transferability, dependability, confirmability, and integrity (Corbin and Strauss, 2007;
Hirschman, 1986; Wallendorf and Belk, 1989).



Table 3 — Trustworthiness, credibility, and reliability.

Criterion

Transferability

Dependability

Confirmability

Integrity

Fit

Understanding

Generality

Control

How the criteria was assessed

The sampling included only the senior managers of best midsized
suppliers (according to the big buyers consulted), as well as several
years of experience with global KAM programs.

The focus on the best midsized suppliers of large buyers companies
helped to assure that the findings are consistent and unique.

Individual and cross-case analysis were performed by each researcher,
and then consolidated by the research team. Co-researchers with
executive experience reviewed the process and the conclusions
expressed in the consolidated document. The revised document was
audited by the interviewees.

Anonymity and ethical standards were observed in all research stages.
The researchers interviewed only experienced senior managers.

The selection of the companies and steps followed in the research helped
to assure reliability and validity.

Interviewees were invited to comment the findings and analysis in two
different moments.

Senior managers of companies with similar size and industrial
customers. Openness in interviews to increase the gathering of relevant
information.

Conclusions were validated by the participants.



REFERENCES

Abratt, R. and Kelly, P.M. (2002), “Customer-supplier partnerships. Perceptions of a
successful key account management program”, Industrial Marketing Management, Vol.
31 No. 5, pp. 467-476.

Biggemann, S., Kowalkowski, C., Maley, J. and Brege, S. (2013), “Development and
implementation of customer solutions: A study of process dynamics and market
shaping”, Industrial Marketing Management, Vol. 42 No. 7, pp. 1083-1092.

Brehmer, P.-O. and Rehme, J. (2009), “Proactive and reactive: Drivers for key account

management programmes”’, European Journal of Marketing, Vol. 43 No. 7, pp. 961-984.

Corbin, J. and Strauss, A. (2007), Basics of qualitative research: Techniques and procedures
for developing grounded theory, Sage Publications.

Corsaro, D. and Snehota, I. (2010), “Searching for Relationship Value in Business Markets:
Are We Missing Something?”, Industrial Marketing Management, VVol. 39 No. 6, pp.
986-995.

Corsaro, D. and Snehota, 1. (2011), “Alignment and Misalignment in Business Relationships”,

Industrial Marketing Management, VVol. 40 No. 6, pp. 1042-1054.

Crosno, J.L.., Dahlstrom, R.. ¢ and Manolis, C.. (2015), “Comply or defy? An empirical
investigation of change requests in buyer-supplier relationships”, Journal of Business
and Industrial Marketing, VVol. 30 No. 5, pp. 688-699.

Davies, I.A. and Ryals, L.J. (2013), “Attitudes and behaviours of key account managers: Are
they really any different to senior sales professionals?”, Industrial Marketing
Management, Elsevier B.V., Vol. 42 No. 6, pp. 919-931.

Davies, I.A. and Ryals, L.J. (2014), “The effectiveness of Key Account Management
practices”, Industrial Marketing Management, Elsevier Inc., Vol. 43 No. 7, pp. 1182—
1194.

Doz, Y.L.. b and Kosonen, M.. (2007), “The new deal at the top”, Harvard Business Review,
Vol. 85 No. 6, pp. 98-104+142.

Dubois, A. and Gadde, L.-E. (2002), “Systematic combining: An abductive approach to case



research”, Journal of Business Research, VVol. 55 No. 7, pp. 553-560.

Eisenhardt, K.M. (1989), “Building Theories from Case Study Research”, The Academy of
Management Review, Vol. 14 No. 4, p. 532.

Flint, D.J., Woodruff, R.B. and Gardial, S.F. (2002), “Exploring the phenomenon of
customers’ desired value change in a business-t0o-business context”, Journal of

Marketing, Vol. 66 No. 4, pp. 102-117.

Gartner Group. (2015), “Small and Midsize Business”, IT Glossary, available at:
http://www.gartner.com/it-glossary/smbs-small-and-midsize-businesses (accessed 25
May 2015).

Gounaris, S. and Tzempelikos, N. (2013), “Key Account Management Orientation and Its
Implications: A Conceptual and Empirical Examination”, Journal of Business-to-
Business Marketing, Vol. 20 No. 1, pp. 33-50.

Gounaris, S. and Tzempelikos, N. (2014), “Relational key account management: Building key
account management effectiveness through structural reformations and relationship
management skills”, Industrial Marketing Management, Elsevier Inc., Vol. 43 No. 7, pp.
1110-1123.

Guenzi, P., Georges, L. and Pardo, C. (2009), “The impact of strategic account managers’
behaviors on relational outcomes: An empirical study”, Industrial Marketing
Management, Vol. 38 No. 3, pp. 300-311.

Guenzi, P., Pardo, C. and Georges, L. (2007), “Relational selling strategy and key account

managers’ relational behaviors: An exploratory study”, Industrial Marketing
Management, Vol. 36 No. 1, pp. 121-133.

Guenzi, P. and Storbacka, K. (2015), “The organizational implications of implementing key
account management: A case-based examination”, Industrial Marketing Management,
Elsevier B.V., Vol. 45, pp. 84-97.

Guesalaga, R. (2014), “Top management involvement with key accounts: The concept, its
dimensions, and strategic outcomes”, Industrial Marketing Management, Elsevier Inc.,
Vol. 43 No. 7, pp. 1146-1156.

Guesalaga, R. and Johnston, W. (2010), “What’s next in key account management research?



Building the bridge between the academic literature and the practitioners' priorities”,

Industrial Marketing Management, VVol. 39 No. 7, pp. 1063-1068.

Hakanen, T. (2014), “Co-creating integrated solutions within business networks: The KAM
team as knowledge integrator”, Industrial Marketing Management, Vol. 43 No. 7, pp.
1195-1203.

Hald, K.S., Cordon, C. and Vollmann, T.E. (2009), “Towards an understanding of attraction
in buyer-supplier relationships”, Industrial Marketing Management, VVol. 38 No. 8, pp.
960-970.

Helander, A. and Moller, K. (2008), “How to become solution provider: System supplier’s
strategic tools”, Journal of Business-to-Business Marketing, Vol. 15 No. 3, pp. 247-2809.

Hirschman, E. (1986), “Humanistic inquiry in marketing research: Philosophy, method, and

criteria”, Journal of Marketing Research, Vol. 23, pp. 237-249.

Hollmann, T.., Jarvis, C.B.. and Bitner, M.J.. (2014), “Reaching the breaking point: a
dynamic process theory of business-to-business customer defection”, Journal of the
Academy of Marketing Science, Vol. 43 No. 2, pp. 257-278.

Hsieh, M.-H. and Chou, W.-C. (2011), “Managing key account portfolios across the process
of relationship development: A value proposition-desired value alignment perspective”,

Journal of Business-to-Business Marketing, Vol. 18 No. 1, pp. 83-1109.

Ivens, B.S.. and Pardo, C.. (2008), “Key-account-management in business markets: An
empirical test of common assumptions”, Journal of Business and Industrial Marketing,
Vol. 23 No. 5, pp. 301-310.

Kamp, B. (2005), “Formation and evolution of buyer-supplier relationships: Conceiving

dynamism in actor composition of business networks”, Industrial Marketing

Management, VVol. 34 No. 7 SPEC. ISS., pp. 658-668.

Kotter, J.P.. and Schlesinger, L.A.. (2008), “Choosing Strategies for Change”, Harvard
Business Review, VVol. 86 No. 7-8, pp. 130-139+162.

Marcos-Cuevas, J., Nitti, S., Palo, T. and Ryals, L.J. (2014), “Implementing key account
management: Intraorganizational practices and associated dilemmas”, Industrial

Marketing Management, Elsevier Inc., Vol. 43 No. 7, pp. 1216-1224.



Mu, J. (2015), “Marketing capability, organizational adaptation and new product development

performance”, Industrial Marketing Management, Vol. 49, pp. 151-166.

Murphy, W.H. and Li, N. (2015), “Key account management in China: Insights from a
Chinese supplier”, Journal of Business Research, Vol. 68 No. 6, pp. 1234-1241.

Niraj, R.., Foster, G.., Gupta, M.R.. and Narasimhan, C.. (2008), “Understanding customer
level profitability implications of satisfaction programs”, Journal of Business and
Industrial Marketing, Vol. 23 No. 7, pp. 454-463.

Ojasalo, J. (2001), “Key account management at company and individual levels in business-
to-business relationships”, Journal of Business and Industrial Marketing, VVol. 16 No. 3,
pp. 199-218.

Pache, A.-C. and Santos, S.F.O.M. (2010), “When worlds collide: The internal dynamics of
organizational responses to conflicting institutional demands”, Academy of Management
Review, Vol. 35 No. 3, pp. 455-476.

Paiola, M., Gebauer, H. and Edvardsson, B. (2012), “Service Business Development in Small-
to Medium-Sized Equipment Manufacturers”, Journal of Business-to-Business
Marketing, Vol. 19 No. 1, pp. 33-66.

Pardo, C.., Ivens, B.S.. and Wilson, K.. (2014), “Differentiation and alignment in KAM
implementation”, Industrial Marketing Management, Vol. 43 No. 7, pp. 1136-1145.

Pick, D. and Eisend, M. (2014), “Buyers’ perceived switching costs and switching: A meta-
analytic assessment of their antecedents”, Journal of the Academy of Marketing Science,
Vol. 42 No. 2, pp. 186-204.

Pressey, A.D., Gilchrist, A.J.P. and Lenney, P. (2014), “Sales and marketing resistance to Key

Account Management implementation: An ethnographic investigation”, Industrial

Marketing Management, Elsevier Inc., Vol. 43 No. 7, pp. 1157-1171.

Ryals, L.J. and Davies, 1. a. (2013), “Where’s the strategic intent in key account
relationships?”, Journal of Business & Industrial Marketing, Vol. 28 No. 2, pp. 111-124.

Salojérvi, H., Saarenketo, S. and Puumalainen, K. (2013), “How customer knowledge
dissemination links to KAM”, Journal of Business and Industrial Marketing, VVol. 28 No.
5, pp. 383-395.



Salojarvi, H., Sainio, L.-M. and Tarkiainen, A. (2010), “Organizational factors enhancing
customer knowledge utilization in the management of key account relationships”,
Industrial Marketing Management, VVol. 39 No. 8, pp. 1395-1402.

Sarkees, M. (2011), “Understanding the links between technological opportunism, marketing
emphasis and firm performance: Implications for B2B”, Industrial Marketing
Management, Vol. 40 No. 5, pp. 785-795.

Scheer, L.K., Miao, C.F. and Garrett, J. (2010), “The effects of supplier capabilities on
industrial customers’ loyalty: The role of dependence”, Journal of the Academy of
Marketing Science, Vol. 38 No. 1, pp. 90-104.

Sharma, A. (2006), “Success factors in key accounts”, Proceedings of the European
Conference on e-Government, ECEG, pp. 77-85.

Steward, M.D., Wu, Z. and Hartley, J.L. (2010), “Exploring supply managers’ intrapreneurial
ability and relationship quality”, Journal of Business-to-Business Marketing, Vol. 17 No.
2, pp. 127-148.

Stock, R.M. (2006), “Interorganizational teams as boundary spanners between supplier and
customer companies”, Journal of the Academy of Marketing Science, Vol. 34 No. 4, pp.
588-599.

Storbacka, K. (2012), “Strategic account management programs: Alignment of design
elements and management practices”, Journal of Business and Industrial Marketing,
Vol. 27 No. 4, pp. 259-274.

Tzempelikos, N. and Gounaris, S. (2015), “Linking key account management practices to
performance outcomes”, Industrial Marketing Management, Elsevier Inc., VVol. 45, pp.
22-34.

Viio, P. and Groénroos, C. (2015), “How buyer-seller relationship orientation affects
adaptation of sales processes to the buying process”, Industrial Marketing Management,
doi:10.1016/j.indmarman.2015.07.013.

Wallendorf, M. and Belk, R. (1989), “Assessing trustworthiness in naturalistic consumer

research”, Interpretive Consumer Research, pp. 69-84.

Wilson, K.. and Woodburn, D.. (2014), “The impact of organisational context on the failure



of key and strategic account management programmes”, Journal of Business and
Industrial Marketing, VVol. 29 No. 5, pp. 353-363.

Yin, R.K. (2003), Case study research: Design and methods, Thousand Oaks, CA: Sage
Publications., Sage Publications, Thousand Oaks, CA, CA, Vol. 5.

Zupancic, D. (2008), “Towards an integrated framework of key account management”,

Journal of Business & Industrial Marketing, Vol. 23 No. 5, pp. 323-331.

Zupancic, D. and Mullner, M. (2008), “International key account management in
manufacturing companies: An exploratory approach of situative differentiation”, Journal

of Business-to-Business Marketing, VVol. 15 No. 4, pp. 455-475.



