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Abstract 

 

Background: KAM has received a lot of attention over the last decade, where organizations 

acknowledge the benefits, and choose to implement KAM programs within their companies. 

Research shows that the individual in a KAM manager role has a huge impact on the outcomes 

of KAM, crucially responsible for the relationships with the key accounts. Furthermore, there 

is a clear link between the selection of the right candidate in order to succeed with KAM, and 

the personality traits of a KAM manager.  

 

Problem: Limited research has been carried out on the personality traits of KAM managers 

connected to the FFM, yet scholars indicate that the individual has a large effect on the 

outcomes of KAM. Also, few researchers study both the buyer´s and the supplier's side within 

KAM relationships, even though mutual benefits are an essential part of KAM. 

 

Purpose: The purpose of the study is to identify if there is an existing mutual understanding 

between the buyer and supplier regarding valuable traits of a KAM manager to benefit KAM 

outcomes.  

 

Method: The study utilizes a qualitative research approach, collecting primary data through 

six semi-structured interviews. The number of participants was equally distributed between 

buyers and suppliers, all experienced working with KAM. A thematic analysis was then used 

to analyze the empirical findings.   

 

Conclusion: Based on the results, a conclusion is drawn that there is no mutual understanding 

between the buyer and supplier regarding valuable traits of a KAM manager. Aligning with 

previous research, all participants shared the view concerning the individual's importance in 

KAM, however having divided opinions about which personality traits would contribute to the 

valuable outcomes. The buyers emphasized the importance of structure and planning relating 

to the personality trait conscientiousness to optimize KAM outcomes, while the suppliers rather 

placed focus on aspects connecting to the personality trait extraversion.  
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1. Introduction  

 

___________________________________________________________________________  

This chapter aims to introduce Key Account Management and highlight the link to personal 

traits using the Five-Factor Model. Furthermore, formulating the problem and the purpose in 

order to present the study’s research question. Delimitations will later be brought to light as 

well as definitions essential for the research. 

 __________________________________________________________________________ 

 

1.1 Background  

 

To sustain innovation and new offerings, collaboration and extended relationships are built up 

between selected parties (Simões & Mason, 2012). Furthermore, a strong relationship with key 

stakeholders contribute to long term wealth within companies (Ivens et al., 2018). According 

to Napolitano (1997), enormous benefits in terms of reduced costs and added value exists for 

customers and suppliers that seek mutually benefits from building relationships. However, the 

process of creating business relationship is challenging and demand skills from within the 

company (Simões & Mason, 2012). As a result of the increasing demand from customers on 

suppliers, efforts are placed on building relationships, resulting in Key Account Management 

(KAM) programs within companies.  

 

Along with relationship management, strategic sale efforts are discussed as crucial factors 

effecting KAM performances and the organizational outcomes (Davies & Ryals, 2013). Ivens 

et al. (2018) explains sales to be part of KAM activities, however working strategically, in a 

more complex manner compared to traditional sales. KAM has over the last decade spread 

among organizations and is today widely adopted by companies (Padro et al., 2014). The 

approach aims to manage a subset of customers with strategic importance for a firm from a 

long-term perspective. Recent research proves that KAM can be viewed as a vital asset to an 

organization's capabilities (Ivens et al., 2018).  

 

According to Napolitano (1997), there is a clear link between the selection of the right 

candidate and the success of KAM programs within a company. Furthermore, research shows 
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how the personality trait theory, Five-Factor Model (FFM) is relevant in terms of connecting 

personality traits and carrying out a successful recruitment (Gardner et al., 2012). The traits 

and attributes of the Key Account Manager (KAM manager) have over the years caught the 

eye of many researchers. Studies have been conducted on KAM, researching the effects of 

different personality traits. Murphy and Coughlan (2018) studied factors effecting the level of 

KAM performances, researching collaboration and its effect on KAM proactiveness. When 

connecting the results to the FFM, two traits were shown to have a significant impact on 

performances, namely conscientiousness and extraversion. Additionally, connections were 

drawn between successful relationships and having a high level of conscientiousness (Murphy 

& Coughlan, 2018).  

 

Furthermore, correlations have been studied regarding KAM personality traits and their 

performance outcomes. Performance is specified into two important aspects within the role, 

being relationship performance and sales performance. When evaluating the overall 

performance from the perspective of the FFM, extraversion and conscientiousness where the 

personality traits shown to have the most significant impact on job performance. Agreeableness 

had an influential impact as well, but it was shown to be less evident (Mahkamäki et al., 2012). 

When studying the effect KAM personality traits have on their motivation level, results 

indicated that extraversion and conscientiousness hade the highest impact (Mahlamäki et al., 

2019). Similar results were shown regarding sales performance, where conscientiousness and 

extraversion had the most significance out of all the personality traits (Sitser et al., 2013).  

 

1.2 Problem Formulation  

 

Kim et al. (2010) saw the importance in investigating both the buyer’s and supplier’s side of 

the business relationship, generating valuable insights and explanations to differences in their 

perspectives. Gil-Saura et al. (2009) studied manufacturing companies’ perspective of the 

relationship quality with their main supplier. They provide results focused on variables such as 

trust and commitment´s effect on long term business-to-business (B2B) relations. Hence, the 

authors indicate that there is a need for future research focusing on additional affecting 

variables. Also mentioned is that suppliers aim to create mutual benefits within their B2B 

relations. 
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Furthermore, Salojärvi et al. (2013) placed emphasis on the lack of empirical research 

regarding supplier's internal process of building customer-knowledge. Continually, customer-

knowledge within a firm is tied to the KAM performance. The authors further argues that 

dispersal of consumer-knowledge organizational-wide facilitates the management to create an 

extended satisfaction for key accounts, also benefiting the relationship (Salojärvi et al., 2013). 

 

Mahlamäki et al. (2019) explains “While current research focuses more on the organizational 

level, the success of a B2B relationship is often in the hands of an individual” (p. 174). Making 

it relevant to research the topic from the view of a single individual's effect on B2B relations. 

Research has been carried out on organizational outcomes of KAM performance through 

studying various important aspects involved with the role, such as relational levels and sale 

activities (Gounaris & Tsempelikos, 2014). Guenzi et al. (2007) suggest research to be 

conducted on the effects relational strategies have on the sales firm’s effectiveness. 

Implications provide for future research to be made on the topic in relation to KAM and the 

personality traits effect on behavior at an individual level. In addition, Davies and Ryals (2013) 

argues that the individual plays a key role in the success factor of KAM programs for a firm, 

making traits and attributes of the KAM manager highly relevant. So far, research carried out 

on personality traits, connecting FFM to KAM are limited, especially focusing on both the 

supplier´s and the buyer’s side of the relationship. According to Woodburn and Wilson (2012) 

there are research that reflect on KAM personality and its effect on the relationship quality 

with customers, however, they lack to address the customers view when doing so. Furthermore, 

researchers have used the FFM to obtain results about KAM personality traits effect on 

organizational performances (Murphy & Coughlan, 2018).  

 

According to Davies (2010) future research should be emphasized on the subject whether a 

theoretical description of a perfect relationship manager is unattainable in practice. The author 

suggests that future research on the subject would benefit organizations to identify potential 

KAM managers and therefore also ease the recruiting process (Davies, 2010).  The KAM 

performance is strongly connected to the KAM manager at an individual level (Mahlamäki et 

al., 2019). Considering these aspects, making personality traits of KAM the point of focus and 

the variable on which the study is based on. Relevancy for this research lies in the importance 

of mutual benefits in B2B relationships. Therefore, seeing the importance in both the buyers 

and the suppliers view concerning the relationship. To get both parties view, the authors aim 
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to interview both individuals in position as buyer’s and supplier’s with experience working 

within organizations that have implemented KAM programs.  

 

1.3 Purpose  

 

The importance of the individual contributions to KAM programs within organisations 

becomes essential, Davies and Ryals (2013) argue that the traits of an individual contribute to 

the rise or fall of KAM programs. The purpose of the study is to identify if there is an existing 

mutual understanding between the buyer and supplier regarding valuable traits of a KAM 

manager to benefit the outcome of KAM. Furthermore, this understanding becomes beneficial 

for organizations in their search for the right candidate for the position as KAM manager. 

Moreover, increasing the opportunity to build long lasting relationships that brings value for 

both parties.  

 

Q1: What are the valuable traits of a KAM manager to benefit KAM outcomes for the buyer? 

Q2: What are the valuable traits of a KAM manager to benefit KAM outcomes for the 

supplier? 

Q3: Is there a mutual understanding between the buyer and the supplier regarding the 

valuable traits of a KAM manager to benefit KAM outcomes? 

 

 

1.4 Delimitations  

 

This paper will examine if there is an existing shared view of personality traits of a KAM 

manager between the buyer and supplier. To limit the scope of the research, delimitations 

where drawn. The study aims to narrow down the research from an organizational level and 

look to the individual effects on KAM. Furthermore, the research has delimitated down to only 

Swedish participators for the interview section. 
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1.5 Definitions  

 

Definitions  

KAM: KAM is considered as a process that 

involves improving and sustain relations 

with a company's key accounts (Peters et 

al., 2020). 

B2B: Business-to-business is a business transfer 

between companies (Simoes & Mason, 

2012). 

Personality Traits Individual behavioral patterns, that are 

stable and consistent over time (Matthews 

et al., 2003). 

 

Broad personality traits: General personality traits that cover a wide 

scope of consisting individual behavioral 

patterns (Lounsbury et al., 2009). 

 

Narrow personality traits: 

 

Specific personality traits are usually 

components to broad ones (Lounsbury et 

al., 2009). 

Five-Factor Model: Personality theory consisting of five broad 

personality traits (Roccas et al., 2002). 
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2. Frame of Reference 

 

___________________________________________________________________________ 

Chapter 2 will establish a further understanding of KAM and its role within organizations, to 

create a theoretical base for the research. First and foremost, the method for the frame of 

reference will be presented to act as guidance. Later a definition of KAM will be established 

for the paper and the role of the KAM manager. Thereafter, a view of key accounts and a 

further explanation of the FFM will be established, to create a foundation for the 

understanding of personality traits. Finally, a conceptual framework will be placed forward 

based on the literature for the paper.  

___________________________________________________________________________ 

  

2.1 Method for Frame of Reference  

 

KAM programs are far from unknown within existing research. During the last decade, the 

concept has caught the eye of many researchers. To get a deeper insight and understanding 

behind the concept of KAM, literature over a wide timeframe were used for the study.  

Literature was initially found using Google Scholar and Jönköping University’s library 

database Primo. Keywords were identified and used to collect data such as Key Account 

Management, Relationship marketing, Five-Factor Model. To strengthen the relevance of the 

research, the journals behind the articles was searched from within the ABS list and the 

respective Impact Factors were taken into consideration. This provides a stable ground and 

legitimacy for the research. The research has broadened the view of the concepts used for the 

study, as well as the connection between the individual traits and their effects on the 

organization. 

 

2.2 Relationship Marketing 

 

According to Abratt and Kelly (2002), the concept of relationship marketing has become 

widely spread among researchers. The most commonly used perspective of the concept is the 

development of long-term relationships with customers (Abratt & Kelly, 2002). The concept 

of relationship marketing has developed from businesses implementing a more relational 
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oriented focus, due to globalization and increased competition on the market (Morgan & Hunt, 

1994).  

 

As a result of the constant search for new ways to differentiate on the market and to catch the 

eye of the consumer, suppliers also need to find ways to create value beyond selling products 

within B2B relations (Ulaga & Eggert, 2006). Due to the many challenges within business 

relationships, companies require managers to invest time in building effective and lasting 

relationships (Simoes & Mason, 2012). Ulaga and Eggert (2006) further argues that companies 

are holding on to a smaller number of relations and focus on closer relationships. Furthermore, 

Morgan and Hunt (1994) places emphasis on the supplier´s needs to differentiate their offerings 

from competitors in order to maintain their relationship with the customer as well as viewing 

the relation from a long-term perspective.  

 

According to Gummesson (2002), one needs to view relationship marketing beyond just sales 

and profits to reach a long-term profitable relationship. Hence, in the end, individuals are the 

ones making business. Furthermore, in order to establish truly functioning long-term 

relationships, they need to be viewed as real-life relations (Gummesson, 2002). Gummesson 

(2002), argues “We need to broaden marketing and sales to general management and to social 

life, even to life itself” (p.39).  

 

2.3 Key Account Management  

 

During recent years KAM has become increasingly spread among organizations to create value 

within customer relationships (Marcos-Cuevas et al., 2014). KAM can be described as a 

business strategy, leaving organizations with a choice whether to implement it or not 

(Cheverton, 2012). However, the author also argues that it can be viewed as a necessity for 

businesses to implement in order to survive. KAM refers to an organization´s strategic 

relationships, also referred to as key accounts that is considered a small subset of external 

relations for a firm that is considered of highest value (Peters et al., 2020). Another way to 

view KAM is as a systematic process, with the aim to manage B2B relationships. Involving 

additional activities tailored with a supplier offering in order to meet the need of a key account 

(Gounaris & Tzempelikos, 2014). According to Peters and Ivens (2020), “stable relationships 

with key accounts potentially represent valuable and rare intangible resources for any firm in 
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business markets” (p. 1). The potential benefits have led to an increase of adoption among 

companies to implement KAM programs (Pardo et al., 2014). KAM is an effort from within an 

organization to reach a customer-focused development for a firm (Gosselin & Bauwen, 2006). 

KAM programs seek to move away from short-term exchanges into long-term thinking from 

an organizational perspective on relationship building (Gounaris & Tzempelikos, 2014). 

 

2.3.1 Key Account Manager  

 

Napolitano highlight the importance of selecting the right candidate to reach success with 

KAM programs for a firm (1997). Furthermore, previous literature suggests that the KAM 

success is highly reliant on the individual skills, capacities and behaviours of the KAM 

manager (Davies & Ryals, 2013). The main task of a KAM is to orchestrate intercompany 

relationships among key accounts, that aim to reach mutual benefits with regards to sales and 

profits (Lacoste, 2012). The work of the KAM manager is to identify key accounts and create 

an understanding of the consumer's needs. Thereafter, acknowledge what actions need to be 

taken in order to fulfill these needs (Le Bon & Herman, 2015). Georges and Eggert (2003) 

stated that “Key account managers create value for their customers by coordinating the 

complex, customer-related processes within their own organization (internal function). In 

addition, they create value for their customers by improving the fit between their organization’s 

value offer and customer’s needs (external function)” (p. 6). There are many benefits seen from 

successfully implementing KAM, where the importance of KAM at an individual level has 

been studied. For instance, when contact and relations are established between the customer 

and the KAM manager, instead of the customer being in contact with the overall company, 

loyalty and relationship quality have been increased (Alejandro et al., 2011).  

 

2.3.2 Key accounts 

 

According to Peters et al. (2020), key accounts consist of a small subset of a company's 

customers that are considered of the highest value for the firm. key accounts are offered 

activities that are not usually put forward to ordinary accounts, that involve special treatment 

from intraorganizational resources that are dedicated to the key accounts (Homburg et al., 

2002). Regarding which customers should be viewed as key accounts differ between industries, 

also when comparing companies operating within the same industry (Cheverton, 2012).  The 
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author also highlights the risk of only evaluating your biggest customers to the selection of 

your key account portfolio. Instead, key accounts should be selected with a focus on the future, 

considering which customers might be the stars of tomorrow (Cheverton, 2012). However, all 

selected key accounts should be considered of long-term strategic importance and play an 

essential part in the future development of a company (Ivens et al., 2018). Key accounts are a 

major investment for a firm, both from the aspect of time and money (Cheverton, 2012). The 

author further argues that this leads to expectations within organizations on returns. Forming 

stable relationships with key accounts can bring opportunities in terms of a rare intangible asset 

for a firm (Peters et al., 2020).  

 

2.3.3 Outcomes of KAM 

 

KAM programs aim to form continuous relationships with key customers, that aim to 

understand the consumer need and form special offers from that view that increase customer 

satisfaction (Pilon & Hadjielias, 2017). Furthermore, those working with KAM can be viewed 

as knowledge integrators, both externally towards their customers, and internally within their 

own organization (Hakanen, 2014). Long-term relationships with key accounts ensure ongoing 

value to the customers as well the internal organization (Pilon & Hadjielias, 2017). Existing 

literature has established three different types of value outcomes from KAM namely: exchange 

value, proprietary value, and relational value (Padro et al., 2006). Co-creation or exchange 

value is a whished outcome since it can assist firms in identifying the consumer’s wants and 

needs (Payne et al., 2008). Exchange value also creates mutual benefits and satisfaction within 

the relationship (Padro et al., 2006). Secondly, proprietary value as an outcome of KAM aims 

to view the efficiency and effectiveness of the internal organization for the supplier, namely 

placing emphasis on reduced costs as result. Thirdly, relational value views the relationship 

itself as an asset that creates value and therefore is a highlighted aspect of outcomes (Padro et 

al., 2006).  
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2.4 Individual effect on organizational outcome 

 

Previous research within the field of relationship marketing predicts trust as the foundation for 

lasting relationships. Furthermore, it becomes the ground for customer engagement in a 

relationship, since it provides security that the seller will act within their interest (Crosby et al., 

1990). For trust to occur within a relationship, the trusting parties need to allow vulnerability 

to some extent (Doney & Cannon 1997). According to Nicholson et al. (2001) the individual 

impacts the development of trust significantly. Due to human associations, individuals build 

contact on shared outlook, common interest, and from there builds an emotional bond or liking 

towards another. This bond facilitates trust to arise between the parties (Nicholson et al., 2001). 

Nicholson et al. (2001), further argues that this indicates that a relationship when buyer and 

supplier have worked integrated over a longer period, with the same people involved 

developing higher quality. 

 

The individual also plays an important role internally within KAM programs. Guenzi et al. 

(2007) state that the individual willingness to contribute from beyond their responsibilities is 

highly relevant to KAM programs, since it increases co-worker productivity, while at the same 

time guide the coordination of activities between workgroups, that in return benefits the process 

to meet the customer need. That is considered a preferable outcome of KAM activities for a 

firm.  

 

2.4.1 Personality traits 

 

Personalities are usually different factors and patterns acting as a foundation for individual 

behaviors (Cervone & Pervin, 2017). The authors draw connections regarding understanding 

personality and predicting individual situational responses. Personality has been a widely 

studied topic for scholars throughout time, where different personality theories have emerged 

(Cervone & Pervin, 2017). Common approaches for studying personalities are various trait 

theories, where traits act to identify key personality dimensions (Matthews et al., 2003). Ajzen 

(2005) defines personality traits as” a characteristic of an individual that exerts pervasive 

influence on a broad range of trait-relevant responses” (p.2). Furthermore, explaining 

individual ways of responding to situations based on stable and consistent behavioral patterns. 
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The author mentions different ways to measure personality traits as direct observation, the 

individual in questions acquaintances, or the individual of interest personal view.  

 

Throughout time, it has become evident that a majority of all personality traits can be connected 

to five specific traits which constitute a commonly used personality trait theory, namely the 

FFM (McCrae, 2004). Elaborating on this, personality researchers have supported its relevancy 

based on its uniformity and its specific theoretical framework (Lounsbury et al., 2005). Several 

advantages have been seen in terms of studying personality traits in a professional context. 

Wille et al. (2012) found correlations between individual career paths and the personality traits 

possessed. Furthermore, studies show personality traits affect job performance. By 

understanding the significance and their effect, one can adapt and optimize engagement and 

work performance (Bakker et al., 2012).   

 

2.4.2 Five-Factor Model  

 

The FFM has received great attention within research as a representation of different human 

personality traits (Rossberg, 2014). Although there are multiple frameworks created to describe 

human personality and trait structures, the FFM has been dominating as the most accepted 

approach (Gurven et al., 2013). The development of the FFM was initiated early in the 1980s 

as a result of previous research carried out on human personalities. Lewis Goldberg’s lexical 

research acted as a basis for Costa and McCrae’s further developments of the model, where 

their efforts resulted in the model seen today (Mahlamäki et al., 2019). The model consists of 

five broad personality traits being extraversion, neuroticism, agreeableness, conscientiousness, 

and openness to experience. Further explaining each general personality trait to get a greater 

understanding of their significance as well as the model as a whole (Roccas et al., 2002). 

Several studies have been carried out on the FFMs specific personality traits effect on work 

performance. A meta-analysis was conducted by Mount and Barrick (1991) investigating the 

personality dimensions relation to different work occupations, where they argue for the model's 

relevancy as a measure for work performance.  

 

1. Extraversion 

Extraversion is usually associated with being active and assertive, seeking to socially interact 

and engage with the external world. These personalities are usually connected with goal setting 
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and experiencing enthusiasm towards accomplishments where hedonic values are fulfilled 

(Roccas et al., 2002). Sociability, assertiveness, activeness, and being talkative are traits 

frequently connected to being extraverted (Barrick & Mount, 1991). Extraverted individuals 

tend to be more open to competition than those who are more introverted (Zweig & Webster, 

2004). Also seen in extraverted individuals are dominant and active features, which are 

commonly seen as positives in various work context. Particularly positive links concern 

positions of higher level, such as having managerial responsibilities (Seibert & Kraimer, 2001).  

  

2. Neuroticism 

Neuroticism, or emotional stability, usually concerns being emotionally engaged in an 

overactive way, where anxiousness, depression, stress, and anger are commonly expressed 

emotions. Neuroticism individuals experience emotional instability, where insecurities are one 

influencing factor for this trait (Roccas et al., 2002). According to Zweig and Webster (2004) 

neurotic individuals tend to have a negative self-image and are generally more guarded and of 

a defensive nature, than others. Also common is to worry about others perception of them 

(Zweig & Webster, 2004). When studying personality traits effect on career advancement, 

results showed that those who score high on neuroticism are usually less suitable for managerial 

or higher-level roles. This since those positions usually are concerned with complex tasks and 

require a certain amount of stress resistance (Seibert & Kraimer, 2001).  

  

3. Agreeableness  

Agreeableness can also be referred to as likability and usually means concerning for others and 

striving to maintain social harmony (Barrick & Mount, 1991). This is accomplished through 

compliance, trust, cooperation, and being affectionate (Roccas et al., 2002). Scholars have also 

referred to this trait as friendliness, where additional commonalities are flexibility, 

forgivingness, tolerance, and tenderness (Barrick & Mount, 1991). Agreeableness is usually a 

positive trait in terms of successful teamwork, however, it can be complex when discussing 

career success at an individual level (Seibert & Kraimer, 2001). The authors mention this by 

stating “nice guys may finish last” (p.6).  

 

4. Conscientiousness  

This trait is associated with placing value in planning, organizing and preparedness. Individuals 

with high conscientiousness tend to be highly responsible and driven by goal accomplishments 
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(Roccas et al., 2002). Conscientiousness is also associated with carefulness, being 

hardworking, and preserving. Furthermore, conscientiousness has shown to be a valued trait 

for a broad variety of different occupations, both those of practical and theoretical nature 

(Barrick & Mount, 1991). Other researchers support its importance in terms of career success, 

by claiming it as the trait with the highest consistency for advancing in the career. Advantages 

were connected to being goal-driven and achieving professional accomplishments (Seibert & 

Kraimer, 2001).  

  

5. Openness to experience  

Openness to experience refers to individuals who are generally interested and experience 

openness, and curiousness towards new experiences and challenges. These individuals are 

usually intellectual and comfortable with operating independently (Roccas et al., 2002). Being 

open to culture, having an open and imaginative mind, as well as being sensitive towards 

artistically are also commonly associated with this personality dimension (Barrick & Mount, 

1991). Connected to being open to the unknown, is experiencing appreciation towards variation 

and being stimulated intellectually. Individuals who score low on this personality trait on the 

other hand, tend to appreciate simplicity and consistency (Zweig & Webster, 2004). 

 

2.5 Pros and cons of the FFM personality trait theory 

 

Historically, the FFM model has been met with some criticism regarding its broad personality 

trait structure. However, when Ones and Viswesvaran (1996) examine the suitableness of 

personality trait measures for personnel selection, results support broader personality trait 

theories above those constituted of narrower ones. This since it allows for more thorough 

explanations as well as predictions. Additional critique concerning it being insufficient in terms 

of acting as a theoretical construct for personality, and that additional personality dimensions 

should be added for the model to be an accurate measure for measuring personality traits 

structures (Gurven et al., 2013). Also, claiming its inadequacy for determining many people's 

needs (Salgado, 1997). However, it has been argued that when adding personality trait factors, 

associations can be drawn to those already existing in the FFM, which supports its adequacy 

(Gurven et al., 2013). Salgado (1997) states that “Consequently, the model is not exhaustive, 

but it manages to support a more comprehensive explanation of various facets of human 

personality” (p.39). Through time, many scholars have dedicated research to the FFM, 
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challenging it through different methods and instruments. Also, testing its applicability in 

different settings, which can be seen as contributing factors to its development and validity 

(Salgado, 1997).  

 

Salgado et al. (2015) point out that several studies support its relevance and validity regarding 

various personality measures in work-related purposes. Some examples concern measurements 

of the FFM in relation to work performance, productivity, and professional advancements. 

Furthermore, advantages with the FFM when studying personality in a professional context 

concern it being a parsimonious categorization and an established framework, that has been 

used by many researchers carrying out studies on the topic, which allows for integrated results 

(Salgado, 1997).  
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3. Methodology & Method  

_________________________________________________________________________ 

Chapter 3 aims to present the methodology and method for the research. The methodology 

consists of the research philosophy, research approach, and finally, research strategy. 

Furthermore, the method consisting of the data collection, sampling procedure and interview 

guide. To conclude, presenting data analysis and data quality.  

__________________________________________________________________________  

3.1 Methodology  

 

3.1.1 Research Philosophy 

 

In order to conduct the design of the study, the paradigm for the research needed to be 

determined. The paradigm of the research outlines common agreements and views regarding 

how problems should be addressed and further understood within the study (Kuhn, 1970). 

Furthermore, according to Collins and Hussey (2014), the paradigm can be identified by the 

way it responds to three basic questions: ontological, epistemological, and methodological 

questions. 

 

The research paradigm is the foundation of how the research should be conducted, where the 

two main paradigms most frequently used are positivism and interpretivism (Collis & Hussey, 

2014). For the study, an interpretivism paradigm has been selected, in order to collect relevant 

answers for the research question. Interpretivism considers the reality as complex and argues 

that it can have multiple interpretations. Furthermore, it is within the paradigm believed that 

the interpretation of the reality is viewed through a highly subjective lens (Collis & Hussey, 

2014).  

 

Additionally, an interpretivism paradigm provides the authors to be more involved in the 

research, since it welcomes substantial discussions (Collis & Hussey, 2014). Furthermore, this 

aspect brings potential benefits to the understanding behind why individuals value certain traits 

over others for a KAM manager.  
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3.1.2 Research Approach  

 

Deciding upon and implementing a suitable research approach can have a significance when 

understanding how to conduct research and how to make sense of it. There are two commonly 

used research approaches, namely inductive and deductive research. Inductive research aims 

to contribute to the emergence of theories through observations of empirical reality. Deductive 

research on the other hand aims to, through hypothesis testing, examine the validity of theories 

already existing (Collis & Hussey, 2014). In addition to induction and deduction, there is an 

additional research approach which can be explained as a combination of the two, namely the 

abductive approach (Kovács & Spens, 2005). Moreover, abductive research has been explained 

to overcome restrains with the other research approaches, this due to its flexibility and enabling 

of creativity. In abductive research, observations are made when exploring a phenomenon, 

enabling for predictions to be drawn based on the most probable inferences (Kovács & Spens, 

2005). Furthermore Saunders et al. (2019) explained that abductive research enables for both 

theory development as well as modifications of those already existing.   

 

In this study, an abductive research approach will be implemented. The authors will explore 

the value of KAM on an individual level, gathering detailed data through in-depth interviews, 

in order to examine the significance of different personality traits in the FFM. Hence, both 

empirical data and the FFM, being the chosen theory, will be utilized to explore the research 

problems. Through interviewing suppliers and buyers within the field of KAM, observations 

of the empirical reality will be gathered and explored. The results gathered from the emerging 

data of observations at an individual level, will allow for patterns to be identified of the 

phenomenon. Furthermore, explanations will be presented concerning the valued personality 

traits in a KAM manager, using the FFM.  Abduction allows for “generalising from the 

interactions between the specific and the general” (Saunders et al., 2019 p.153). The in-depth 

interviews will enable for themes to emerge and connections to be drawn, which in turn will 

allow for probable patterns to be identified, concerning valuable traits of a KAM manager.  To 

determine and draw conclusions both from the particular and the general, possible influencing 

factors will be interpreted in order to understand the complex reality.  

  



   
 

17 

 

3.1.3 Research Design 

 

Qualitative research aims to understand how individuals experience the world and to create 

further insight in people's opinions. According to Flick (2007), “Qualitative research uses text 

as empirical material (instead of numbers)” (p. 2). Furthermore, the author argues that the 

research begins with the perception of the social construction with attention to the reality under 

study and develops a further insight into the everyday practices related to the topic under 

investigation. In contrast, a quantitative study aims to collect and analyze numerical data. 

 

To understand the valuable aspects of what both the buyer and supplier value in terms of the 

personality traits of a KAM manager, a qualitative approach has been selected. This in order 

to understand why the participants value certain traits over other. Furthermore, this research is 

considered an exploratory study since it acquires new insights into an old phenomenon. A 

qualitative research design is often used in order to create an understanding of people´s view 

of the world, which can be tied to an interpretive approach (Collis & Hussey, 2014). 

 

3.2 Method 

  

3.2.1 Data Collection 

 

Both primary and secondary data were gathered in the data collection of the study. Primary 

data is considered to come from the main source, whilst the secondary data refers to data 

assembled from another source (Collis & Hussey, 2014).  

 

Secondary Data 

To create a further understanding of the concept between KAM and the individual effects on 

the organization, secondary data was gathered. Furthermore, the secondary data gave an insight 

in gaps within existing literature and inspired to the topic of the research. Keywords such as 

KAM, B2B relationship, and Five-Factor Model were used to find relevant data. The literature 

used is from the timeframe 1991-2020 all sources are collected through the Jönköping 

University’s library database Primo and Google Scholar. 
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Primary Data 

 

The primary data for the research consists of six interviews. The interviews were conducted 

semi-structured with open-ended questions in order to gain a better understanding of the reason 

behind the answers. This to create a further insight regarding why the respondents valued 

certain traits more than others. The interviews were held online, recorded, and transcribed and 

the results were later analyzed through the use of thematic analysis. 

 

3.2.2 Sampling  

 

Interviews were held to collect relevant data for the research. The population for the study is 

buyers and suppliers within KAM relationships. With the intention to fulfill the purpose of the 

study, a smaller sample was identified. In order to compare whether there is a shared view of 

valuable traits of a KAM manager among both sides of the relationship, three individuals from 

each side were selected as participants for the interviews. In addition, experience, and 

knowledge both with the topic of KAM and operating within B2B relations were determining 

factors when selecting interviewees. Furthermore, the organizations or industries the 

individuals operated within were not taken into consideration since the authors aim to focus on 

the individual. Additionally, the direction of the study was selected to create a wide span and 

an overall view of valued personality traits in a KAM manager, from different industries. 

Considering these aspects, the research sample was selected based on a purposive method. 

Collis and Hussey (2014) describe purposive sampling as a non-probability sampling approach, 

where the target population is selected based on certain characteristics, hence the chance of 

being selected for the sample is not equal for everyone. Furthermore, it is commonly used for 

qualitative research, entailing advantages such as in-depth understanding concerning the topic 

under investigation (Collis & Hussey, 2014).    

 

Firstly, the authors searched for individuals working in the position of a KAM manager. 

Therefore, the main focus when sampling was identifying individuals with experience as being 

a KAM manager, independently of field or organization. When ensuring relevant experience, 

the KAM managers were contacted through email or LinkedIn. However, selecting relevant 

participants from the buyer position brought greater difficulties. Initially, the intention was to 

adopt a snowball sampling approach, where the KAM managers would recommend 
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participants on the other side of the B2B relation, being their key accounts. However, it soon 

became evident that sensitivity lies in sharing such information. Instead, research was carried 

out to identify suitable candidates using the purposive sampling method. Since this professional 

position is not defined in one single manner, the focus lied in ensuring their buyer role, in 

combination to their experience with engaging in B2B relations with KAM managers. Through 

this, ensuring the knowledge and insights needed to participate in the study, representing the 

buyer side of the relationship.  

 

Interviewees on the supplier side of the relationship: 

 

Henrik Mannerstråle KAM manager, Powersales Communications 

 

Manneström has twenty years of experience with KAM. He has been employed as KAM 

manager several times, where he has been responsible for an annual turnover exceeding one 

billion Swedish crowns. In addition to working as KAM manager, he has been responsible for 

other KAM managers when operating as sales manager and CEO. Currently, Manneström is 

running Powersales Communication where he, among other topics, educates about KAM. The 

last ten years he has educated approximately 40-50 KAM managers per year. In addition to 

being an educator, he is a coach, an advisor, and an author within the topic of KAM.  

 

Annika Engvall KAM manager, ITAB Group 

 

Since 2007 Engvall has been working as KAM manager at ITAB Group. Prior to this role, she 

has additional experience working as KAM manager as well as other positions such as Project 

Manager and Recruitment Consultant. Moreover, Engvall has a Master of Science in 

Mechanical Engineering from Luleå University of Technology. 

 

Linus Berglund KAM manager, V:TAB 

 

With a background in sales and as sales responsible Berglund has developed a wide knowledge 

regarding customer relations. Since a year back, he has been responsible KAM manager at V: 

TAB.  
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Interviewees on the buyer side of the relationship: 

 

Peter Laurits CEO, SeaTwirl AB 

 

Laurits has more than 10 years of experience working as CEO at different companies, where 

purchasing activities has been an important part of the work, especially supporting major 

purchases. KAM have been part of his business activities for about twenty years while working 

within different companies. Additionally, Laurits has a Master of Science in Electrical and 

Electronics Engineering from Chalmers University and has been site manager and vice 

president at Saab Training System for the majority of his professional career.  

 

Björn Skarenhed Project manager and responsible buyer, Goodwin Consulting Group 

 

Skarenhed has a long history of knowledge relating to the relationship between buyer and 

supplier. In addition, Skarenhed has a Master of Science in Production Technology from 

Chalmers University. During his time as project manager, he was in charge of purchases for 

major companies such as Doggy AB, GooVin AB, and ABB Inocean. He has created a high 

degree of knowledge regarding the importance of established relationships with suppliers. 

 

Isabelle Cedulf Category Manager, Orkla House Care AB 

 

Cedulf has a degree in Industrial economics and a master within Supply chain management 

from Chalmers University. After graduating, Cedulf has gained experience as a strategic 

purchaser at Saab. Today Cedulf works at Orkla House Care as Category manager.  

 

3.2.3 Question Design - semi- structured interviews  

 

This study utilizes semi-structured interviews, with the intention to guide the interviewees and 

enable significant interaction. Semi-structured interviews concern a combination of open-

ended questions as well as closed-ended ones (Saunders et al., 2016). Open questions allow for 

elaborative answers, requiring answers beyond fixed responses such as “yes” or “no”. 

Furthermore, semi-structured interviews enable conversation and discussion to arise, also 

allowing the business practitioners to provide deeper responses and extended relevant data. 
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This is an advantage with the selected structure, especially since the authors have limited 

knowledge within the subject (Saunders et al., 2016). The interviews were structured in a way 

where information about the participants background and connection to KAM was gathered 

initially. Thereafter open-ended questions were asked concerning their interpretation of B2B 

relations and its value, followed by their view of the individual's effect on KAM performance. 

Lastly, questions were asked concerning the FFM, combining both close- ended and open- 

ended questions. First, the interviewees were asked to rank all five personality traits based on 

their interpretation of its value for KAM, followed by motivating their reasoning. 

 

3.2.4 Test Interview  

 

In order to ensure the quality of the study, a test interview was conducted. To use the 

opportunity to receive feedback from an external party on the interview guide, provided the 

authors with clarity and further insight on how the interviewees feel about the questions. The 

participant had no connection to the topic of KAM. However, the interview held the same 

structure as the interview guide. Furthermore, the authors also gained experience to use for the 

primary interviews of the study. 

 

3.2.5 The Interviews  

 

Six semi-structured interviews were held for the research, divided equally between participants 

from the buyer and supplier side of the relationship. The interview guide was divided into four 

sections being background information, Outcome of B2B relationship, Individual effect on 

KAM performance, and FFM (Appendix 1). The interviewees were provided with the 

questionnaire in advance, also including a short description of all personality traits within the 

FFM. Providing the participant with necessary information, considering that they may not have 

been familiar with the theory priorly. This also enabled the participants to prepare, hopefully 

contributing to qualitative results. Furthermore, the authors believe this gave the interviews 

more clarified answers and opened for a deeper discussion. Due to the pandemic Covid-19 and 

current restrictions the interviews were held through digital platforms such as Zoom and Teams 

depending on the selection of the participant. The online interviews provided flexibility and 

became less time-consuming (Collis & Hussey, 2014). However, it would have been preferred 

to conduct the interviews face-to-face. Thus, the digital form made the interaction between the 
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authors and participants reduced. Due to unstable internet connection during some interviews, 

Webb cameras were in need to be turned off, leaving body language out. 

 

Furthermore, the interviews were held in Swedish to minimize the language barrier since all 

participants have Swedish as their mother language. This allowed the interviewees to feel 

comfortable and relaxed and made it easier to ask follow-up questions for the authors. The 

interviews consisted of four sections of open-ended questions, all questions were based on the 

literature selected for the study with an aim to provide the authors with further knowledge 

regarding the individuals opinions of the topic that in return would provide a ground for the 

analysis of the study. In order to ease the analysis and to become integrated in the work, both 

authors attended all interviews. The authors divided the interview sections between each other 

and asked follow- up questions as well as taking notes while the other where in charge of asking 

questions. This allowed both authors to be actively engaged during the interviews. 

 

3.2.6 Data Analysis  

 

Thematic analysis is a commonly used method for analyzing qualitative data, allowing 

researchers to identify patterns from the collected data. Importance lies in identifying common 

themes within the data, acknowledging both explicit and implicit information (Guest et al., 

2012). This method was adopted when transcribing the data collected from the semi-structured 

interviews, enabling complete and detailed results (Braun & Clarke, 2006). Furthermore, 

through the six different phases outlined for thematic analysis (Appendix 2), all data were 

analyzed thoroughly.  

 

The initial phase concern transcribing the data once getting familiarized with it. Moreover, the 

authors carefully listened to the interview recordings, rewound, and relistened when necessary. 

Once transcribed, the second phase concern identifying initial codes. The authors then 

highlighted and took notes to identify information that were of interest, also simplifying for 

gathering codes as well as themes in the next phase. In the third phase, broader themes emerged 

from analyzing and sorting the codes. Thereafter, the potential themes were reviewed in phase 

four, ensuring relevant and useful themes were generated, also eliminating those irrelevant for 

the purpose of the research. This was followed by the next phase, where each theme was 

specified and titled (Appendix 3). Finally, phase six concerned finalizing the analysis, where 
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the primary data was used to argue for the findings related to the research questions (Braun & 

Clarke, 2006).  

 

3.2.7 Data Quality 

 

Data quality is critical for research to establish credibility and accuracy. In order to ensure data 

quality, there are four different aspects that have been considered for this qualitative study: 

credibility, dependability, transferability, and confirmability (Collis & Hussey, 2014).   

 

Credibility 

 

Credibility is connected to the trustworthiness of the research. It is considered as the most 

crucial aspect to take into consideration when conducting a study (Collis & Hussey, 2014). 

With the aim to increase the quality and guarantee the credibility of the research, the authors 

have taken several aspects into account when conducting the research. A high degree of 

knowledge regarding the topic has been established between the authors and a close 

communication has been developed to reduce misunderstandings. Additionally, the credibility 

was increased due to two authors being involved, independently creating their own 

understanding of the analysis.  

 

Dependability 

 

According to Collis and Hussey (2014), dependability concerns investigating if the process of 

the research is rigorous, systematic, and well-documented. Furthermore, it ensures that the 

study is based on the data collected and that the data is repeatable over time. The authors have 

attentionally increased the dependability of the study through the use of external audit. A 

researcher that has not taken part of the data collection has been assigned to look over the 

process of data collection and provide feedback. The process of external audit challenges the 

data and its accuracy.  
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Transferability 

 

Transferability can be described as the question if the empirical findings can be applied to 

similar contexts (Collis & Hussey, 2014). Ensuring a high degree of transferability enables the 

possibility to draw generalizations between different contexts. Limitations regarding the 

transferability of the research can be brought forward, due to the sample space used for the 

analysis. Since the results and analysis of the research is based on the opinions collected from 

different individuals with their own throughs and values, placing the results in another context 

might give a different result due to the human factor.  

 

Confirmability 

 

In order to establish a high degree of trustworthiness within the research, it is important to 

avoid the authors interfering with emotions and opinions and instead draw conclusions on the 

data collected. This to ensure that the authors remain objective throughout the research. Since 

the authors share a strong interest in the topic of KAM this has carefully been taken into 

consideration within the study to reduce human factors misleading the results.  

 

3.2.8 Ethical consideration 

 

Ethical considerations are of high importance to take into perspective for authors when 

conducting research (Collis & Hussey, 2014). The aspect of ethics was carefully taken into 

consideration throughout the entire study. First and foremost, to ensure that the work is 

original, and the authors own writing guarantees the validity of the study. Furthermore, when 

conducting the interviews for the findings several factors were taken into account. The 

participation was voluntary and the option to withdrawal existed at all stages of the interviews.  

The authors received consent from the interviewees to record the meetings and to use the 

answers for the analysis of the study. Questions for the interviews were send out a week before 

the interview took place in order to provide the participant with information and a chance to 

prepare for the answers. The interviewees were promised to take part of the finished results of 

the study. 
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4. Empirical Findings & Analysis of Findings  

 

___________________________________________________________________________  

Chapter 4 aims to present the empirical findings gathered from the six semi-structured 

interviews performed by the authors. An in-depth analysis connecting the answers of the 

participates with the theory aimed to contribute to the purpose of the study.  

 __________________________________________________________________________ 

4.1 KAM Outcomes 

 

In order to create a broader perspective of the participants opinions regarding valuable traits of 

a KAM manager, the authors firstly wanted to understand the individual's belief regarding the 

importance of KAM programs and the creation of long-lasting business relations. The first 

section of the interviews therefore focused on B2B relationships and its impact on 

organizations. All participants shared the belief that long-lasting business relationships as an 

outcome of KAM between buyer and supplier benefited their organizations. The creation of 

stability, to increase business and reduction of time were patterns shown within all interviews.  

 

4.1.1 Long lasting relationships as an outcome of KAM programs 

 

The participants agreed that the creation of long-lasting relationships benefiting both 

organizations was an important outcome of KAM programs that in return generated several 

positive aspects such as time reduction, stability, and increased business deals between the 

parties. When comparing the results of the empirical findings with the conceptual framework, 

the authors can identify that it follows similar patterns. 

The KAM manager Annika Engvall expressed:  

 

“Yes, that is what it's all about, it is super important so that you have long-lasting relations.” 

 

Category manager Isabelle Cedulf continued on a similar path:  
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“For me as a buyer, it is of great importance that the KAM manager views the relation in as 

long-term.” 

Berglund argued for how long-lasting relations benefit the KAM manager to create better 

offerings for the customer:  

 

“The importance of a long-term relationship is major. It provides insight from the supplier's 

side on development and settlement that the supplier can take action against in time, which 

means that the supplier can make healthier decisions and with good foresight to meet the 

buyer's challenges.” 

 

The reflection of viewing the foundation of long-lasting relationships as an outcome of KAM 

can be connected to Simoes and Mason´s findings (2012), that challenges within business 

relationships require managers to invest time in building effective and long-lasting B2B 

relationships.  

 

Time 

 

Several participants placed emphasis on the connection between the reduction of time as a 

benefit brought by having stable, long-lasting relationships. The KAM manager Linus 

Berglund expressed the importance of time for organizations: 

 

“Today, time is as important as money.”  

 

This can be connected to Padro et al. (2006) and proprietary value, one of the three identified 

benefits brought from KAM within their findings. Connecting increased efficiency for the 

supplier to reduced costs as a benefit received from KAM. From the buyer side of the 

interviewees, Björn Skarenhed shared a similar belief:  

 

“I would argue that no one has too much time in today´s business world.” 

 

Skarenhed further argued that in the business society that companies operate within today, time 

is a crucial aspect in order to keep up with competitors and to stay relevant on the market. He 
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also stressed the importance of having developed contacts with suppliers in order to reduce 

uncertainty connected to delays in production. Annika Engvall stated that in her role as a KAM 

manager, fast replies to the customers is crucial in order to meet the buyers needs and 

expectations. Furthermore, to call between scheduled meetings and provide updates regarding 

the order and delivery times to create a sense of security for the buyer to meet their deadlines.   

 

Participants on both the supplier and buyer side of the relationship placed emphasis on 

reduction of time both in terms of receiving deliveries in time, but also to ease the process of 

creating new offerings for the buyer and bringing value to the organization. Also mentioned 

was the increased time it would demand if working with a new supplier. Berglund explained:  

 

“To have a secure contact and cooperation across company borders to ensure good and cost-

effective results. Shorter lead times and increased understanding of their challenges, which 

can otherwise take a long time to build with a new contact.” 

 

Furthermore, Skarenhed also expressed his view on the benefits of having a KAM contact and 

not being in need of finding a new supplier in situations where time already is limited: 

 

“Once you have received your investment decision, it has already been two months out of your 

project time so that you are already two months behind and that is more the rule than the 

exception. That means that all of a sudden you have to start taking a lot of shortcuts to be able 

to finish and if you have well-established contacts things go so much smoother, because you 

know what they are good at and you can go straight to the goal, and you do not have to do all 

the work with evaluate suppliers.” 

 

Stability 

 

A majority of the participants, on both the buyer´s and supplier´s side believed that through the 

focus of KAM programs and the creation of long-lasting relationships, security can be achieved 

for the organizations. For the suppliers, it resulted in gaining business and preventing losing 

customers, and for the buyers, it became stability in terms of deliveries, which also connects to 

the aspect of time. Engvall mentioned: 

 

“The goal is to find this stable relationship that allows us to develop together.” 
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Several participants mentioned stability as something you reach from long-lasting relationship. 

However, stability was also an important factor for the development of the relationship, which 

was mentioned mainly by the suppliers. Annika Engvall stated: 

 

“It is very important that you have long-term relationships that work. I feel, if it is long-term 

relationships for a company becomes very important because then you trust and the company 

also dares to risk a little. You dare to risk a little of your capital for that particular customer 

because you know a little, you can do it. So there will be stability.”  

 

The suppliers also connected how long-lasting relationships with buyers became a stability for 

their own organizations. Through thinking long-term and constantly working towards meeting 

the buyer's needs, they stay relevant and become the obvious choice, creating stability within 

the company through keeping important buyers that generate income. Engvall explained: 

 

“If the supplier follows the customer in a good way, then we can be involved in developing the 

customer's company and that is a long-term thinking. If we are not flexible and adapt our 

development and production to the customer's company, then they will replace us with other 

suppliers and then it is short-term.”  

She further explained the benefits brought from adapting to the customer: 

 

"Then you do not lose that customer and they have no interest in moving on either."  

 

The buyer side of the relationship placed emphasis on the gain of stability through ensuring 

deliveries to be received on time, as well quick responses that benefit the stability of the internal 

production. Cedulf express:  

 

“It ensures that you receive deliveries on time.”  

 

The creation of stability can be connected to the findings from Peter et al. (2020) on how 

stability within relationships can bring opportunities in terms of a rare intangible asset for a 

firm. 



   
 

29 

 

 

Increased business 

 

Through the establishment of long-lasting relationships as an outcome of KAM programs, both 

parties identified that increased business opportunities arise for the companies. Through 

becoming the obvious choice for the buyer, the supplier gains more sales opportunities, and 

the buyer in return gain better opportunities to serve their customers. Mannerstråle explained: 

 

“But if we can accompany them on their journey, our journey becomes part of their journey, 

then we can both create business. By that, the last mentioned, I have been through a few times 

during my career, when our company and the customer develop a packaging that we sell to 

their customer. In other words, a collaborative project that we sell to their customer. There 

you have the optimal cooperation.”  

 

This can be connected to Cedulf´s view on turning to suppliers they feel comfortable working 

with again after previous collaborations, and to extend the degree of business between the 

parties for new development projects:  

 

“You may want to use this supplier a little more, for example in new development projects and 

you feel that I trust this supplier, I know that they respond in time and I know that they are 

honest, yes then I like to turn to that supplier when it comes to new items and gladly give them 

a little more business.”  

 

Furthermore, Cedulf´s view can be connected to Padro et al. (2006) and exchange value as an 

outcome of KAM, through satisfaction between the parties increased business opportunities 

arise, that results in mutual benefits received from the relationship. The CEO Peter Laurits 

shared Cedulf’s belief regarding how good relations with KAM usually results in more 

business:  

 

“Yes, but it is, so it is a way if you build a good relationship and do this in the right way and 

they deliver as they say and it is as I say: open and honest, then you are more willing to put 
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more orders and put more on that company too, so yes it usually results in more business quite 

simply.”  

 

The collected data regarding increased business opportunities can be connected to the literature 

for the study, Lacoste (2012) argued that the main task of a KAM is to orchestrate intercompany 

relationships that aim to reach mutual benefits with regards to sales and profits. 

 

4.2 The KAM managers effect on KAM outcomes 

 

The second part of the interviews aimed to connect the whished outcome of KAM programs 

with the individual in the role as KAM manager. Furthermore, this to create further insights 

regarding the individual effect on the overall impact of KAM programs and the satisfaction 

between both parties involved in the relationship.  

 

4.2.1 Individual importance on KAM outcomes 

 

All participants shared similar beliefs concerning the individual's significance on KAM 

performance, aligning with previous literature which has proved clear correlations (Davies & 

Ryals, 2013). Similar to Gummesson (2002) who claimed that it is the individual performing 

business, Laurits stated: 

 

“After all, it is people who do business in the end.”  

 

Skarenhed emphasized the success and benefits brought from engaging in personal contact. 

This belief was shared by Mannerstråle where he expressed his view of the KAM managers 

impact on KAM outcomes:  

 

“That person is absolutely crucial I would say.”  

 

KAM manager Berglund explained that it is common for buyers to prefer and place great value 

in having contact with a particular individual at the company, being the KAM manager for that 

specific account. Cedulf expressed her view of its importance for her being in a buyer position: 
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“I cannot do a good job if I do not have good suppliers. Then I must have a KAM manager in 

which I can turn to concerning my questions. So, without a good KAM manager, the buyer does 

not do a good job at all.” 

 

Category Manager Cedulf further elaborated the individual's importance: 

 

“It means a lot to have a person you can turn to and talk to. That there is one specific person 

who takes responsibility for the issues that I want to know.” 

 

Connections can be drawn to Alejandro et al. (2011) claiming loyalty and increased 

relationship quality to be results of customers being in contact with one specific KAM 

manager. Furthermore, Laurits expressed that for him as a buyer there are cases when the KAM 

manager becomes the determinant factor for whether resulting in a deal or not: 

 

“If there are equal conditions, such as the same quality and performance. There are often some 

critical components in each product that makes you not want to change supplier, however, 

there are some cases when there are three or four options to choose from, when the individual 

plays a huge part in the decision you take.” 

 

KAM manager Berglund also argued that there are situations in which you as a supplier have 

a product that the buyer really needs. However, the KAM manager way of handling the process 

is crucial for whether that buyer will purchase from you again.  

 

CEO Peter Laurits mentioned the difficulties brought from the importance lying in the KAM 

manager as an individual:  

 

“Unfortunately, it's a bit difficult because you implement fantastic tools, you have great 

computer aids and have control of all parts. Then despite all that, there is an idiot who shows 

up and talks about it, resulting in it not working after all.” 
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Trust 

 

Common for all interviews was the importance of trust in a KAM manager, where the crucial 

role of the induvial was emphasized. Further discussed was the impact trust has on the quality 

and length of business relationships and its great importance in the choice of supplier. Strong 

connections can be drawn to previous literature, where trust was shown to be the foundation 

for long-term relationships since the customer trust the suppliers to act in their best interest 

(Crosby et al., 1990).  

 

Skarenhed mentioned:  

 

“Humans are like herd animals, we need some form of personal contact to be able to trust 

people.”  

 

All buyers mentioned the importance of trust when selecting between different suppliers.  

Skarenhed emphasized the importance of personal contact in order to dare to take purchasing 

decisions, where he stated trust as the number one most important factor. Skarenhed elaborated 

that as a buyer he is responsible for investing large sums of money on behalf of the company 

and there is not always time to investigate every detail about it. Skarenhed explained: 

 

“When you are choosing between two parties, I claim that having trust in an individual is 

almost as important as the product itself.”  

 

Skarenhed also mentioned that there have been situations where the second-best option was 

chosen because the best one did not feel good. Similarly, Cedulf connected the choice of 

supplier to the level of trust, explaining that she is more likely to continue working with a 

particular supplier if having trust in the individual. 

  

Furthermore, the connection between having trust in the KAM manager and establishing long- 

term relationships was widely discussed. Engvall mentioned:  
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“If you do not place the right individual in the position, you will not get successful cooperation 

and long-term relationships because they will choose someone else in the future. It is about the 

KAM manager creating trust and confidence.” 

 

Berglund also argued that: 

 

“In a collaboration between a KAM manager and a buyer, it is required that you trust each 

other. If the parties cannot trust each other, there will be no long-term cooperation.” 

 

Laurits shared this view, namely that openness and trust have a significant impact on the length 

and outcomes of business relationships. Also, he mentioned that trust is the foundation for 

cooperation and building competence together. Furthermore, Cedulf explained that:  

 

“The personal relationship between the buyer and the supplier has a significant impact in 

regard to feeling trust towards each other and to feel that the relationship is honest and builds 

long-term.” 

 

Mannerstråle mentioned that the KAM manager can contribute to long-term relationships 

through establishing loyalty and trust towards both the buying and the selling company, which 

is critical for the KAM manager to perform his job successfully. Engvall also mentioned the 

connection of honesty and building successful relationships. She highlighted its importance 

and claimed it to be clear if someone is not being honest, which will in turn affect the 

relationship negatively. Furthermore, she elaborated that it is important to find the right 

balance, being honest to some extent, meaning that one cannot bring up issues in every 

conversation. 

  

Laurits expressed feeling secure if there is a clear, open and honest communication between 

him and the KAM manager. All buyers expressed the importance of this since they have 

customers as well as others within the organization who relies on the information provided. 

Furthermore, this puts pressure on the information's accuracy. Laurits further explained the 

connection between the relationship established with the KAM manager: 

 

“If I feel that I trust the relationship, I trust the information.” 
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This was also emphasized by Berglund:  

 

“It is extremely important that the buyer feels trust towards the KAM manager and that he can 

take the most necessary decisions at a short notice in order to lead the buyer to decisions and 

to present new solutions to new problems.”  

 

Also commonly mentioned was the importance of honesty when facing tough situations, where 

Laurits explained:  

 

“Daring to tell the truth even when it is tough and trying to find the best possible solution. 

There is always a solution and there are always problems more or less.” 

 

This was also mentioned by Cedulf:  

 

“I value openness and honesty. Take deliveries as an example, I would rather know that it will 

be late than the KAM manger saying that there are no worries, even though he knows that it 

will not arrive on time. So, I value very highly to have an open and honest relationship.”  

 

Engvall shared this belief, where she highlighted the importance of the buyers being able to 

trust them to deliver what has been agreed on and that this in turn has a significant effect on 

the overall trust within the business relationships. Cedulf provided an example where problems 

have arisen due to the KAM manager giving inaccurate or to optimistic responses. She 

explained the effects from this:  

 

“It results in a bad relationship, and me not wanting to work with that supplier. If there is no 

trust, I simply do not want to work with them. Then maybe you start looking for other 

alternatives.” 

 

Skarenhed also put great emphasis on this topic and why trust is so important from a buyer's 

perspective: 

 

“Those times when the supplier does not deliver, and you have a time plan based upon the 

information you have been given. As soon as the schedule begins to slip, it is a disaster on all 
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fronts. Too often, things depend on each other. So that it you end up in a situation where a 

supplier starts to slip away and not keep what he promised, it is a terrible situation that can 

lead to you eventually losing your own job because you recommended a purchase that was not 

kept.”  

 

Act as middle hand 

 

Covered by several interviewees was the KAM managers role in acting as a middle hand 

between the buying and the selling company. Also presented was the importance of the KAM 

manager being capable of understanding and handling both internal and external organizations. 

Connections can be drawn to previous research, referring to the KAM manager as a knowledge 

integrator between the parties (Hakanen, 2014).  Mannerstråle explained the KAM manager to 

have a double role with: 

  

“The KAM manager has one leg in the buyer’s company and one leg in the seller's company. 

He is employed from the seller's organization, but with double loyalties. If properly 

implemented, if we say that we are the seller's company, the KAM manager should be the 

buyer's representative in the seller's company. So, the KAM manager must familiarize 

themselves with the buyer's organization, their business model and their customer model, their 

industry segmentation, how they work and how they package their products and be sensitive to 

ideas concerning our company. The seller's company can be involved in development, either 

independently or together with the suppliers. Therefore, the KAM manager has a double role, 

a leg in each company.” 

 

Mannerstråle elaborated on this, highlighting the importance of both organizations having 

confidence in the KAM manager to perform his duties. 

 

Skarenhed working within purchasing shared this view concerning the KAM manager acting 

as a middle hand: 

 

“A KAM manager ends up between both the company they work for as well as the purchasing 

company. They have one foot in each company, and they must meet the buyer's wishes.” 

  

CEO Laurits also explained: 
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“The KAM manager needs to continuously get better and better at the company they deliver 

to, while also having a good insight into their own business and fight for our position in their 

production. You could say it is a bit like our extended arm, into the other company.” 

 

He further elaborated on the topic: 

 

“It is the KAM manager who has the opportunity to negotiate both internally and with us.”   

  

Furthermore, Laurits emphasized the importance since they are dependent on each other: 

 

“Because if we do not sell anything, you as a KAM manager will not get to deliver anything 

and if you do not deliver anything, we cannot keep you as a supplier.” 

 

Engvall also had a similar belief, where she described the KAM manager as: 

 

” It is about a KAM manager being a wall. A wall between the company and the customer. You 

must be the customer's face inwards the company and have the company's face inwards the 

customer. So that you are divided into two, having both parties' best interest. So that is, good 

collaboration and good relationships and knowing what both the customer and the company 

want to achieve, and to find a balance between them.” 

 

She elaborated on this and the importance of the KAM manager finding a good balance, and 

that in her role as a KAM manager she needs to understand both parties and that both 

organizations need to profit from the deal.  

  

Cedulf also addressed her expectations of the KAM manager acting as a middle hand between 

her organization as well as the KAM managers own organization:  

 

“If I raise an issue, such as problems that we have not received delivery of an article, then I 

should feel that the KAM manager takes responsibility for this and raises the issue in his 

organization. I think that is very important.” 

 

Moreover, Berglund presented his view on the KAM managers role within both organizations: 
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“To simplify the processes for both buyer and supplier so that less time is spent on handling 

orders and more time is placed on developing both the buyer and the supplier.” 

 

He also mentioned the KAM managers role as enabling the supplier's organization to make 

good decisions while meeting the challenges of the buyer’s company. 

 

Personal chemistry  

 

Although several participants mentioned that different KAM managers are suitable for 

different situations, a shared view was built on the fact that personal chemistry between the 

KAM manager and the buyer, plays an important role in terms of the overall outcomes. Cedulf 

emphasized the individual's effect on KAM performance: 

 

“Whom you talk to and whom you connect with plays a huge difference, which is always the 

case. So definitely, the individual has a large impact on how good relationship you establish.”  

 

Furthermore, Skarenhed mentioned: 

 

“The personal chemistry must work otherwise I do not buy.” 

 

Moreover, the KAM manager Berglund shared the view, discussing the individual's importance 

for KAM outcomes: 

 

“I think it's very big. It is very important for the individual to be genuinely interested in their 

customer. Just like any other relationship, the chemistry between the buyer and the KAM 

manager is tested every day, in every decision and it must work. In the event of an unpreferable 

outcome, it does not have to be the KAM managers fault, but it may be that the chemistry 

between the KAM manager and the buyer, the persons themselves, simply do not match.”  

 

KAM manager Engvall explained it as a puzzle and as a marriage, where she emphasized 

placing the right KAM manager for each client. This was further elaborated on by giving an 

example of certain personalities being suitable for some customers and not for others. When 

Laurits explained what he valued in a KAM manager he drew connections to his way of 
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working, also indicating that personal chemistry is highly important in order to make KAM 

work successfully. Similarly, this was done by Mannerstråle, where he explained how 

important it is that the KAM manager takes action and communicates in a way that is suitable 

for the person working in the purchasing position.  

 

4.3 Personality traits of a KAM manager 

 

Both the secondary data and the primary data collected for the study highlighted the importance 

of the individual and its role in a KAM manager and outcome of the relationship. Studying the 

valued personality traits on both sides of the relationship becomes relevant in order to identify 

how the individual within the role should be in order to meet the expectations from both parties. 

 

4.3.1 Five-Factor Model 

 

Table of how the individuals ranked the personality traits within five FFM, starting with the 

most valuable personality trait in a KAM manager, to the least valued.  
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Buyers: 

Peter Laurits Björn Skarenhed Isabelle Cedulf 

Conscientiousness Openness to experience Conscientiousness 

Extraversion Conscientiousness Agreeableness 

Agreeableness Extraversion Openness to experience 

Openness to experience Agreeableness Extraversion 

Neuroticism Neuroticism Neuroticism 

 

Suppliers: 

Linus Berglund Annika Engvall Henrik Mannerstråle 

Openness to experience Extraversion Extraversion 

Conscientiousness Agreeableness Conscientiousness 

Extraversion Conscientiousness Openness to experience 

Agreeableness Openness to experience Agreeableness 

Neuroticism Neuroticism Neuroticism 

 

Extraversion  

 

A wide range of opinions and motivations were seen regarding the personal trait extraversion, 

concerning its value in a KAM manager. Overall, the suppliers valued extraversion in a KAM 

manager higher than the buyers. Clear was the fact that the suppliers put greater emphasis on 

their reasonings for extraversions importance, compared to the buyers. United for the majority 

of all participants, was the importance of social skills, having self-confidence and courage, 

daring to initiate contact. Also, the KAM manager responding in a prompt manner was highly 

valued, which connects to an extraverted individual, being active and assertive (Roccas et al., 

2002). 

 

Buyer 

The buyers had similar views on the personality trait extraversion, although their ranking 

differs from each other. Both positive and negative aspects of the personality trait were 

displayed by all buyers, where Laurits and Skarenhed had a more positive view than Cedulf 
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concerning the personality trait in a KAM manager. However, the buyers were united about it 

not being the most important one which was also motivated.  

Laurits and Skarenhed both placed great emphasis on the importance of the KAM manager 

being energetic and spreading positive energy. Laurits motivated placing extraversion as the 

second most valued personality trait in a KAM manager: 

 

“In the end, when you choose between two different companies, it is still the most energetic, 

the most pleasant and energizing individual that you choose. Have someone to work with, you 

want to work with someone who also enriches your everyday life.”  

 

He elaborated, where he explained that he valued a KAM manager who has the energy and 

drive to get in touch and who gets things done. Skarenhed’s view aligned with Laurits, where 

he emphasized the importance of a KAM manager being energetic and forward-thinking.  

Cedulf, who placed extraversion as the second least important personality trait in a KAM 

manager, argued that it could result in an individual who merely talks and does not listen. 

However, she also mentioned the importance of being social in the KAM manager position. 

Skarenhed also expressed the importance of being social and talkative, however not in a way 

where the KAM manager has to continuously assert himself. He further elaborated on an 

extraverted KAM manager possibly seeking to establish friendship relations: 

 

“The more professionally you keep things, the more I believe you will win in the long run. So, 

you focus less and less on personal things.” 

 

Supplier 

Two out of three suppliers ranked extraversion as the most valued personality trait in a KAM 

manager. Great emphasis was placed on the KAM manager being socially competent, 

confident, and relationship-oriented. Although KAM manager Berglund placed it on third 

place, he also expressed several benefits with being extraverted in the KAM manager role. 
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Nevertheless, he motivated why he viewed openness to experience and conscientiousness as 

more important, which in several ways aligned with the buyers' views.  

 

Engvall and Mannerstråle, who ranked extraversion as the most valued trait in a KAM manager 

motivated their choice of ranking in slightly different ways. Mannerstråle placed great focus 

on the KAM manager being a leader, competitive as well as being a sales character to some 

extent. His value motivation can be connected to extraverted individuals being positively 

linked to having managerial responsibilities (Seibert & Kraimer, 2001). Similar for both 

Mannerstråle and Engvall was the high extent they valued a KAM manager being socially 

skilled when interacting with the customer. Engvall placed emphasis on establishing personal 

ties with the buyer:  

 

“You must be able to talk about your weekend plans for example. The best thing is to almost 

form a friendship relationship, that you talk about other things as well when eating lunch.” 

 

Along with her referring to KAM as a marriage when emphasizing the importance of personal 

chemistry, her view aligns with Gummesson (2002) who claimed long-term business relations 

to be formed by viewing them as real-life relations. Furthermore, linking relationships beyond 

those of pure professional nature to Nicholson et al. (2001), who claimed emotional bonds to 

enhance trust between the parties. KAM manager Engvall elaborated on the importance of 

communicating and forming ties between meetings, where she also argued for different 

relationships being formed when allowing for conversations beyond delivery times and price 

inquiries for example. Engvall explained: 

 

“Being able to physically meet is very important and if that cannot be arranged, it is very 

important that you call occasionally and ask, well how are you?” 

 

Berglunds also expressed being extraversion as an advantageous personality trait in a KAM 

manager, where he emphasized the individual being easy to converse with. However, his 
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opinion on the desired type of relationship differed from Engvall's considering she valued 

relationships of deeper nature. Berglund mentioned: 

 

“When it comes down to business or what I should call it, when it really comes down to it, then 

you see beyond your opinion about a person and how positive they are, or that you both have 

a house on Öland. Then it will come down to the best solution for my product.” 

 

He also motivated that an induvial with high levels of extraversion could be more suitable in a 

salesperson rather than a KAM manager. This differs from Mannerstråle, who linked being a 

sales character as a good aspect of a KAM manager.  

 

Engvall shared a similar view to Laurits, concerning the importance of a KAM manager being 

driven towards the buyer, initiating contact. Engvall explained: 

 

“If you are not driven towards a customer and engage in talking to them, asking questions, 

updating them about new proposals, and their feedback on it. You cannot just wait for them to 

call and ask questions, but you have to follow the customer and help them move forward. There 

are some customers who tell me that you know the market best, what do we need? Then it is 

important to stay ahead and help the customer move forward. Then you need a drive, you need 

social skills and a commitment.” 

 

This view also aligned with Mannerstråle who throughout the interview emphasized the 

importance of a KAM manager being courageous and not being afraid to initiate new contacts. 

He also gave an example of a situation when being in the KAM manager position and he 

encountered setbacks when trying to initiate contact. However, great results were reached due 

to him being persistent in that situation. Once again this was connected to the importance of 

courage. Moreover, Berglund also emphasized self-confidence when being in the KAM 

manager position.  
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Neuroticism 

 

The answers gathered from all individuals participating in the interviews spoke against factors 

relating to an individual with personality traits relating to neuroticism. Furthermore, all 

participants valued to have a stress resistant individual in the role of a KAM manager to achieve 

the best possible outcomes of the relationship and ranked neuroticism as the least preferred 

personality trait. This can be connected to Seibert and Kraimer (2001) findings, that individuals 

with a high score on neuroticism usually are less suitable in managerial roles.   

 

Buyer 

Both Laurits and Skarenhed express that hassles such as delayed deliveries, are more common 

than rare, indicating that the individual within the role will be placed in stressful situations. 

Cedulf argued that an individual with low-stress tolerance does not indicate a stable and 

trustworthy relationship.  

 

Laurits argued that almost anyone can experience stress to a certain extent and that stress in 

some situations even might benefit the process. However, he emphasized that the individual in 

the role as KAM manager often will be placed in front of pressured events, making a person 

with low-stress tolerance more suitable in another position. Laurits explained: 

 

"There is almost always something wrong. It is delayed delivery times, something is happening, 

so it is always important to find solutions and have the strength and courage, even when not 

everyone is happy. So maybe it's a stupid job to have with having tendencies of that personality 

trait because it can get quite pressured.” 

 

Relating to Seibert and Kraimer (2001), that individuals with a high level of neuroticism are 

less suitable as managers due to positions usually are concerned with complex tasks and require 

an extended amount of stress resistance. 
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Supplier 

Engvall mentioned that the profession is involved with a lot of “fire bridge calls”, where she 

explained the importance of having a high stress tolerance and preferably enjoying solving 

situations that arise without feeling stressed.  

 

The interviewees on the supplier side of the relationship also placed emphasis on that pressure 

can be added both from the external but also from the internal company on the individual in 

the role as KAM manager. Mannerstråle motivated: 

 

 “It is a fairly exposed position, where you cannot be too unstable since you may receive 

criticism both from the customer and from your own management team.” 

 

Berglund followed a similar path as Mannerstråle: 

 

“If you as a person are insecure and already have problems managing your own feelings, it 

will be extremely difficult to handle both the buyer's and the supplier's feelings. This will 

automatically create additional stress that this person is already allergic to. No curious 

questions will be asked, no clear decisions or guidelines will be communicated and the trust in 

the supplier from the buyer will disappear.” 

 

The authors can connect the respondents view of the personality trait as least preferred to the 

creation of trust that was highly valued in the individual as seen in section 4.2.1. Several 

interviewees mentioned how there would be low trust in an individual with low-stress tolerance 

and with low emotional stability. 

 

Agreeableness 

 

How the individuals valued the personality trait agreeableness varied between both the buyers 

and suppliers. Several interviewees argued that an individual with a high degree of 

agreeableness might not be determined enough and therefore be hard to do business with. 

However, other respondents argued that this personality trait instead made both parties feel 

seen in the relationship and therefore it is important to reach good business deals satisfying 
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both parties. Connections can be drawn to the research made by Lacoste (2012), highlighting 

the importance to orchestrate intercompany relationships with the aim to reach mutually 

benefits.  

 

Buyer 

Cedulf argued that an individual with high degree of agreeableness benefited the relationship 

and is therefore valued in a KAM manager. Furthermore, Cedulf believed that it provided 

positive outcomes in terms of understanding and towards the creation of a shared view on the 

relationship. She explained: 

 

“Agreeableness is also very important, that you feel that you want the same direction for the 

relationship." 
 

Skarenhed and Laurits viewed the personality trait as less important and that an individual with 

a high degree of agreeableness could be hard to reach business deals with. 

 

Laurits argued that it might reduce the honesty within the relationship, due to difficult 

information not being shared if the individual in the role as KAM manager constantly work 

towards harmony and agreeableness:  

 

“It is a bit dangerous with this personality trait agreeableness, that you do not dare to say 

what is difficult, therefore it came a little further down for me.” 

 

Skarenhed mentioned that the risk with agreeableness is to not be able to move forward and 

therefore becoming time consuming. He also argued that no one has too much time within 

business. Hence, constantly working towards harmony and making everyone in a business deal 

feel satisfied often is unattainable in practice:  

 

“The risk is that you never get anywhere, that everyone should be in a giant harmony like this, 

and that does not work.”  
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Supplier 

The suppliers who were interviewed chose to rank the personality trait agreeableness 

differently. However, they all expressed similar beliefs regarding its constraints. Mannerstråle 

mentioned the role being involved with taking difficult decisions and that it can be a lonely 

profession, where a high degree of self-discipline is required. Further elaborating on the 

problem with a KAM being too cooperative rather than competitive, since it could counteract 

executing the work. Berglund shared a similar understanding of the personality trait connected 

to the individual as a KAM manager and the outcome: 

 

“If the customer comes with problem x and then you lift it internally, and then they say we have 

problem y. Then you go back to the customer and say we have problem y, you never reach a 

decision, and a decision needs to be taken. Be confident in influencing the customer or your 

own production in which way we go. Of course, you should be helpful but somewhere time is 

money. So, you need to make those decisions that it feels like that person not really does. But 

it's a great person to have coffee with and talk to, however, not do business with in that way.” 

 

Engvall on the other hand ranked the personality trait as the second most important and argued 

for its benefits regarding being understanding towards the other individual. However, she also 

shared the belief with Berglund and Mannerstråle that it needs to be a certain level of 

determination within the role and take decisions in order to make business: 

 

“I placed agreeableness as fourth. Compassionate and cooperative, values social harmony 

and getting along with others, considerate, kind, generous. Yes, generous to a certain extent, 

you are generous, but you also have to make money.” 

 

Links can be drawn from the conceptual framework and Seibert and Kraimer (2001) research 

that stated, “nice guys may finish last” (p.6) when discussing the personality trait 

agreeableness. 

 

Conscientiousness 

 

Out of the five personality traits in the FFM, conscientiousness received much attention from 

the majority of the participants. In terms of the average value, it received the highest ranking 

in regard to which personality trait was the most valued in a KAM manager. An explanation 
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for this can be conscientiousness connection to career advancement as well as success (Seibert 

& Kraimer, 2001). However, it became evident that the buyers and the suppliers valued the 

trait to different extents and their motivations occasionally differed from each other. 

 

Buyer 

It was clear that the buyers agreed on the importance of conscientiousness in a KAM manager. 

Both Laurits and Cedulf ranked the personality traits as the most important out of the five in 

the FFM, and Skarenhed placed it as second most important. A common thread was displayed 

through the buyer's interviews, that they value a KAM manager with structure and order. The 

fact that the buyers value conscientiousness in a KAM manager to such a high extent can be 

connected to Georges and Eggert (2003), who connected value creation for customers with that 

KAM managers are knowledgeable about the process as well as their own organization. Laurits 

motivated his choice of ranking: 

 

“I appreciate that they have complete control of delivery times, quality, material supply, that 

you get a heads up if everything is ok, or if it is delayed.” 

 

He further elaborated on certain aspects he valued the KAM manager to be in control of, 

namely: future forecasts, what their needs are, and what they prioritize. He elaborated on the 

importance of conscientiousness, where he mentioned: 

 

“I like that combination: dutiful, set goals, you do not want anyone too extroverted. They 

cannot be too much of an extraverted person, I believe, who says that everything is good just 

because they want to have fun together and then they do not deliver.” 

 

Connections could be drawn to conscientiousness and all buyers putting great emphasis on 

receiving prompt, honest, and straight answers from the KAM manager. Laurits also mentioned 

the importance of the KAM manager being able to make decisions and be in control without 

having to constantly contact someone else at their company in order to respond to the buyers' 

inquiries. Cedulf also explained its importance: 

 

“Conscientiousness, I would place at the top. That is because I value receiving honest and 

straight answers.”  
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She also explained her least preferred personality traits in a KAM being someone who avoids 

questions or answers her questions incorrectly, either due to lack of control, or that they want 

to maintain a positive facade. Moreover, Cedulf continued motivating the importance of her as 

a buyer feeling like the KAM manager has control over its organization and that they focus on 

doing things correctly and on time.  

 

Similarly, Skarenhed explained the importance of conscientiousness: 

 

“There are few things that makes you go crazy as people who are not compliant and not honest, 

you get furious at people who lies and does not adhere to set times. By that I mean delivery 

times and such things. If I write a question, then it's damn important that I get an answer to 

this and if it takes two months, then you can be gone, we may never do business again, that can 

be enough.” 

 

Although Laurits motivated the importance of a KAM manager being in control and 

knowledgeable in their field, he also mentioned that there are cases when one goes deeper into 

technical aspects where the KAM manager brings an expert within the topic. 

 

Supplier 

Unlike the buyers, no supplier placed conscientiousness in first place as the most valued 

personality trait in a KAM manager. Instead, it was ranked on second place for two suppliers 

and on third place for one, namely the KAM manager Engvall. When receiving their 

motivations, great emphasis was placed on prompt responses concerning inquires such as 

delivery times, which was similar to the motivations of the buyers. Differences were seen in 

terms of the degree to which the KAM manager should have control and knowledge in certain 

areas.  

 

Both Engvall and Mannerstråle had the belief that a KAM manager should have control and be 

knowledgeable about the products to some extent, however motivating being able to receive 

backup and help from others within their own company. Engvall explained: 

 

“You need to be able to answer your customers questions to some extent, where you are able 

to sell things in a way that is good enough.”  
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This was also motivated by the importance of being able to respond the buyer in a prompt 

manner. Engvall continued to explain the importance of structure, however mentioning that 

she can get help from her support. This indicating that it is less important for her to possess 

conscientiousness compared to other personality traits who she ranked higher. This to make 

sure that all order lines are correct, and the deliveries are under control. KAM manager Engvall 

also expressed: 

 

“Structure is of course important. You cannot do everything yourself. But of course, you have 

to have structure. You must have tools and you need support in the form of a back office and 

such a system that allows you as KAM to focus on relationships and develop the customer 

forward.”  

 

Mannerstråle spoke from his experience when educating KAM as well as working as a KAM 

manager, where he explained his view on the topic: 

 

“When discussing with a strategic tactical person, I sometimes get the discussion that the KAM 

manager must know the industry and the product we sell. But I do not share that view. 

Personally, I have not had knowledge of basically any products and services we sold but have 

been an incredibly successful KAM manager. It is of course an exaggeration to be totally 

unaware, but you do not have to be a product specialist to be a good KAM manager, rather 

that they are a good businessman.” 

 

He elaborated on this, motivating similarly to Engvall, that focus should be placed on other 

aspects than developing deep technical knowledge, since there are already others within the 

company possessing this knowledge. He then mentioned that the KAM manager should instead 

focus on understanding the person behind the customer.  

 

KAM manager Berglund's view differed slightly to the other suppliers, however, he also placed 

emphasis on knowledge and structure in order to respond to inquiries promptly and maintain 

satisfied customers. He also mentioned that:  

 

“I believe that if being planned and organized, you will gain self-confidence, which will be 

positive both internally and externally.” 
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Openness to experience 

 

When determining which personality traits were most valued in a KAM manager, the ranking 

of openness to experience varied greatly between the respondents. No clear pattern was 

identified amongst the buyers versus the suppliers concerning its ranking, rather it seemed to 

be a personal view regarding to which extent they valued the personality trait in a KAM 

manager. When the empirical data was gathered for all participants, there was a clear difference 

in the way openness to experience was interpreted. Furthermore, even though there were 

differences in how valuable the interviewees viewed it to be, there were still similarities 

regarding what they viewed as positive about the personality trait. This was especially apparent 

when the buyer´s and the suppliers' results were analyzed separately. Furthermore, their 

motivations indicated them having different views concerning why, rather than if, openness to 

experience is valued in a KAM manager. 

 

Buyer 

The buyers who placed openness to experience high in ranking viewed it as a problem-solving 

individual and that the KAM manager could bring new visions and ideas that the buying 

company would benefit from, or that could help when problems would arise. The negative 

views on the other hand were mostly based on it causing instability and uncertainty. Skarenhed 

who valued this personality trait as the highest out of the ones in the FFM motivated: 

 

“To be a little more visionary, not just the one who solves the problem here and now but who 

cares about the way to get there. From my own perspective, I think the KAM manager must be 

more visionary and see things from out of the little box. Think a little more about how to get 

your volumes up, so that he understands the buyer's difficult position. When it comes down to 

it, I have a price, I have a volume and I have to keep my budget.” 

 

He further elaborated: 

 

“Openness to experience, seemed very pleasant. Personally, I am drawn to new challenges, 

robot solutions and other things that no one else dares to take on, therefor it attracts me quite 

a lot personally.” 
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Category manager Cedulf, who placed openness to experience as the third most valued 

personality trait in a KAM manager shared Skarenhed’s view of valuing new ideas and 

developments:  

 

“Openness to experience, because often you may have an idea for a new product, but you need 

help from the supplier to develop it. Then it is very good if they are open to it.” 

 

For Laurits, openness to experience was valued the second-lowest, however, he shared the 

belief of a KAM manager preferably being a problem solver, bringing solutions to problems: 

 

“When we get stuck, of course you want someone who continues and tries to find other 

solutions, so that they do not just say: this is how it is, goodbye.” 

 

Laurits also shared a similar view as Cedulf, where he mentioned a desire for the KAM 

manager being open to new ideas when they are proposed by the buyer's organization: 

 

“We make the visions, and they can join in on them. We are in the end of the chain, so our 

suppliers with their KAM manager can join in on and have visions that intertwines with our 

overall visions and goals.”  

 

Furthermore, Laurits elaborated on some negative aspects of a KAM manager possessing a 

high degree of this specific trait, which lead to its low ranking:  

 

“I became unsure of openness to experience in the belief that such person would constantly 

invent new things, that it gets a little messy, resulting in confusion. Imaginative and curious, I 

do not know if I want a KAM that is imaginative. Curious is good.” 

 

This can be connected to Zweig and Webster (2004) who mentioned that individuals scoring 

high on openness to experience may not appreciate consistency and simplicity.  

 

Supplier 

Although the rankings varied for the suppliers, all three suppliers highlighted the importance 

of openness to experience in a KAM manager in different ways throughout the interviews. 
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Furthermore, no direct negative views concerning the personality trait were displayed, unlike 

Laurits from the buyers.  

 

Berglund ranked openness to experience as his most valued personality trait in a KAM 

manager. His motivation was: 

 

“The key to a good and a long-term collaboration is to enjoy new ideas and to be genuinely 

interested in the journey, then you will not only take care of the buyers wants but you will also 

find new ways both benefitting the buyer and the supplier. Doing this independently and with 

creativity, I think is the best way to form a good relationship for both parties.” 

 

This shows similarities to the buyer Skarenhed, who also ranked openness to experience 

highest out of all five personality traits, both emphasizing the journey. Additionally, Berglund's 

view aligned with Skarenhed when he explained the importance of seeing beyond what is 

obvious: 

 

"A person who can stop to see the bigger picture and think outside the box." 

 

He further elaborated on the importance of a KAM manager continuously being responsive 

and open to new insights. This was followed by an explanation:   

 

“Always make sure to be curious and learn something new every day. By being curious, you 

will ask the right questions and you will be rewarded. To never stop and think that you know 

everything.” 

 

Although Engvall placed openness to experience second least out of the five personality traits 

within the FFM she viewed it from a positive perspective, however mentioning that the other 

personality traits were more important according to her. KAM manager Engvall explained that 

she appreciates unusual ideas, creativity, and challenges. Furthermore, she gave an example 

when the buyers have indicated the importance of a KAM manager having an open and creative 

mindset: 
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“There are some customers who tell us that you know the market best, what do we need? Then 

it is important to stay ahead and help the customer move forward. Then you need a drive, you 

need social competence and a commitment.” 

 

Mannerstråle’s view on openness to experience was the one most clearly linked to the buyer's 

view concerning its importance. This since he also put emphasis on the KAM manager ideas 

and solutions being intended to adjust to the visions of the buyer. Mannerstråle explained: 

 

"You have to be responsive and change the process so that we adapt to the customer."  

 

This can be connected to Le Bon and Herman (2015) who highlighted the importance of 

recognizing and fulfilling the needs of the customers. Mannerstråle further motivated his 

choice to rank the personality trait as the third most valued in a KAM manager:  

 

“I probably have to include that one, because it is such a rapidly changing world. So that 

unless we are part of the customer's change process, then we are not in the game. Therefore, 

we must be open to adapt our value proposition to the customer.” 

 

Mannerstråle also mentioned that although openness to experience is a good personality trait 

to possess, he did not believe that it is crucial for a KAM manager, which supports his choice 

of ranking.  
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5. Conclusion  

 

___________________________________________________________________________ 

 

Chapter 5 aims to present the most recurring aspects within empirical findings, furthermore, 

connect these aspects with an answer to the research questions and the purpose of the study.   

___________________________________________________________________________ 

 

The purpose of the study is to identify whether the buyer and supplier value the same 

personality traits in the individual as KAM manager to benefit the outcomes of KAM. In order 

to structure the findings, three research questions were formulated with an aim to serve the 

purpose. Six interviews were conducted, equally divided between buyers and suppliers.  

 

Q1: What are the valuable traits of a KAM manager to benefit KAM outcomes for the buyer? 

 

With regard to RQ1, two out of three buyers placed the personality trait conscientiousness as 

most valuable for the individual in the role as a KAM manager. Furthermore, the third 

participant placed conscientiousness as second most important and also highlighted its 

importance in the individual as KAM manager to benefit the relationship. All buyers connected 

the personality trait conscientiousness to increased satisfaction within the relationship, 

benefiting the outcome of KAM for both parties. However, apart from conscientiousness, the 

results were dispersed regarding valuable traits of a KAM manager according to the three 

buyers interviewed.  

 

Q2: What are the valuable traits of a KAM manager to benefit KAM outcomes for the supplier? 

 

For question RQ2, the authors identify that the majority of respondents on the supplier side of 

the relationship valued extraversion in the individual as KAM manager. The importance of 

conscientiousness was also emphasized, however they all placed other personality traits as 

more important for a KAM manager. Furthermore, they all argued that an individual in the role 

needs to be outgoing and forward in order to fulfill the wished outcome. However, similar to 

RQ1 the overall results were dispersed between the respondents.  
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Q3: Is there a mutual understanding between the buyer and the supplier regarding the valuable 

traits of a KAM manager to benefit KAM outcomes? 

 

Even if the authors can view common themes in RQ1 and RQ2 a mutual understanding between 

the buyer and supplier regarding valuable traits of a KAM manager does not exist when 

comparing the results. While the buyers place more emphasis on the importance of structure 

and planning relating to the personality trait conscientiousness, the suppliers rather focus on 

the degree of how outgoing the individual were connecting to the personality trait extraversion, 

connecting to the outcomes of KAM. Both the buyers and suppliers agreed upon the least 

preferred personality traits of a KAM manager, connecting the level of stress within the 

profession to the personality trait neuroticism that all ranked as least preferred. The personality 

trait was even considered to affect the outcome of KAM in a negative direction.  

 

The authors identified that the buyers and suppliers shared the view of the importance in the 

individual for the role and the outcome for a company´s KAM activities and the overall 

satisfaction of the relationship. The findings from Davies and Ryals (2013) also link to the 

analysis, that the outcome of KAM programs is determined by the individual. However, from 

the overall results we can view that the opinion regarding preferred traits varied not only 

between the different parties in the relationship but also between the individuals in the same 

position.  
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6. Discussion  

 

___________________________________________________________________________  

 

Chapter 6 will provide the reader with information regarding the limitations of this study. To 

conclude, the authors will present their theoretical contribution and provide suggestions for 

future research within the area of the individuals effect on KAM performance. 

__________________________________________________________________________ 

 

6.1 Theoretical Contributions 

 

Through providing answers to the research questions, this study brings several contributions to 

existing literature. According to the authors, there is limited research made on valued 

personality traits in a KAM manager, specifically studying both the buyer´s and the supplier´s 

view on the topic. Additionally, several studies have been made on the relation between the 

personality traits in the FFM and different professions. However, there is an existing gap in 

terms of addressing its relation to KAM, which the findings of this study contribute to. Through 

understanding each personality traits significance for buyers and suppliers, insights on whether 

there is a mutual understanding between the buyer and the supplier regarding the valuable traits 

of a KAM manager is provided. Furthermore, this enables contribution to an increased 

understanding regarding the importance of KAM and how to recruit the right individual, so 

that organizations can advantage from it in the best possible way.  

 

The results indicate that the individual in a KAM position is highly contributing to the outcome 

of KAM. Furthermore, it was shown that there is no mutual understanding between the buyer 

and the supplier regarding valued traits in a KAM. These aspects support the contributions 

brought from the study since the outcomes of KAM can be significantly affected if this is not 

considered. 

 

6.2 Practical Implications 

 

The results obtained by this study may serve as a tool for an organization when recruiting KAM 

managers. By analyzing both the buyer´s and the supplier’s view concerning valuable 
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personality traits in a KAM manager, a recruitment for the most optimal candidate may be 

undertaken. This study helps to reduce possible misunderstandings and clarify the views of 

both parties, displaying their similarities as well as differences in order to optimize the 

outcomes of KAM. The results indicate that if the KAM manager re-evaluates 

conscientiousness over extraversion, the outcomes of KAM can be positively affected, due to 

a possible increase in customer satisfaction. Also, the results in which the participants show 

agreement, such as the importance of stress tolerance, validates and generates a clear picture 

of the misalignment if placing a neurotic individual in a KAM manager position. 

  

In addition, this study connects different critical factors of KAM, enabling an understanding of 

the individual’s importance when working with KAM programs. By understanding the KAM 

managers impact on KAM outcomes, increased commitment and effort can be undertaken to 

connect the right KAM manager for each customer. Also, when understanding the individual's 

importance in a KAM manager position, as well as the valued personality traits in the KAM 

manager, efforts can be carried out accordingly. This in order to reach higher satisfaction for 

both the buyer and the supplier, also building long-lasting relationships. 

 

6.3 Limitations  

 

There are limitations to the study that should be taken into account by the reader. Since the 

view of preferred traits of a KAM manager is highly individual, the participants shared their 

own personal beliefs. Indicating that different respondents might express other opinions. This 

in combination with the number of participants becomes a weakness of the study. Related to 

individual opinions potentially causing bias is a limitation that the personality traits valued in 

a KAM manager may differ between different industries. 

 

Furthermore, a limitation that should be taken into account is the fact that some participants 

were priorly familiar with the FFM, while others were not. Although all interviewees were 

provided with the same information concerning each personality trait within the FFM, they 

may have interpreted the traits differently. The ranking of the personality traits, as well as the 

motivations, could be affected if the participants would further familiarize themselves with the 

model, which should be taken into account in the analysis.  
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The ongoing pandemic covid-19 and current restriction also affected the study. All interviews 

were held online, through zoom and teams. Additionally, body language was left out of the 

analysis due to unstable internet connection causing video functionality to fail for some 

participants. 

 

The interviews being held and transcribed in Swedish can also be considered a limitation. 

Although the translation of the citations were carefully carried out, it should be noted that 

possible differences could arise. Furthermore, the authors were given permission to draw 

conclusions based on their answers given in Swedish.  

 

6.4 Future Research 

 

The authors propose suggestions for future research, derived from the literature and the 

findings of this study. Firstly, one proposal concerns preventing the limitation of possibly 

obtaining different results from individuals working within different industries. Therefore, 

suggesting additional research on the topic in a selected industry, providing clear results for 

that particular industry.   

  

The second suggestion is connected to individual differences concerning which personality 

traits are valued in a KAM manager. The authors predict that there may be differences between 

the genders regarding what they value. Comparing results between the genders could provide 

interesting results regarding if there is a difference between men and women’s view on the 

topic.   

  

Finally, an increased understanding of the topic could arise if complementing this research with 

studying the personality traits of the participant. This to understand and draw connections to 

not only which personality traits are valued in a KAM manager, hence why certain individuals 

value certain personality traits. This could explain differences in which personality traits are 

valued in a KAM manager and further optimize the conditions for placing the right KAM 

manager in the right position.  
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8. Appendices 
 

Appendix 1. 

Interview Guide 
_________________________________________________________________________  

Background information: 

1. What is your role within the firm? Do you consider yourself in a buyer or supplier 

position? 

2. What is your relationship to KAM? 

Outcome of B2B relationship: 

1. What do you consider as the most important outcome of KAM activities, for both the 

buyer and supplier? 

2. How do you perceive long lasting relationships to be established from KAM programs? 

3. What is the importance of long-lasting relationships for organizations? 

4. What are the main characteristics of a successful relationship?  

5. What do you believe brings a relationship there? 

Individual effect on KAM performance: 

1. How large effect do you think that the individual has on the overall KAM performance? 

I) What do you believe is the reason for this? 

2. What tasks do you considered that the KAM manager should pay most attention to?  

3. What do you value in a KAM manager? 

I) Why do you consider these aspects important? 

II) How do you connect these traits to the most important outcomes of KAM 

activities? 

4. How do you perceive the nature of a successful KAM managers personality? 

I) How do you connect this to what you value in a KAM manager? 

II) How do you believe that the KAM manager should interact and communicate 

with people?  

III)  How should a KAM manager take action? 

5. Are there any personality traits you view as non-beneficial for the overall outcome of 

KAM? 

I) Why are these traits of less importance? Or even not wanted? 

Five Factor Model: 

1. Rate the personality traits within the Five Factor Model, from the least important to the 

most important according to your opinion? 

I) Extraversion 

II) Neuroticism 
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III) Agreeableness 

IV) Conscientiousness 

V) Openness to experience 

 

2. Motivate your answer, why did you place x highest and lowest? 

___________________________________________________________________________ 
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Appendix 2. 

The thematic analysis for the study is viewed in appendix 2. Braun and Clarke (2006) were 

used for the data analysis, guided by the six-step process. 
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Appendix 3. 

 

 
 

 

 

 


